
GROWING YOUR MEMBERS & PLAYERS 
Know your catchment, know your members, know your potential 
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2. CLUB LANDSCAPE & WHAT DOES A GOOD CLUB LOOK LIKE? 

3. PRACTICAL TOOLS TO HELP YOU GROW YOUR MEMBERSHIP 
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6. HERTS COUNTY UPDATES 

7. NATIONAL UPDATES 

 



SETTING THE SCENE 
5 mins 

Scott Lloyd - Club forums [16x9].mp4


CLUB LANDSCAPE NATIONALLY & REGIONALLY 
10 mins 

NUMBER OF CLUBS IN BRITAIN 

Å 2566 LTA Registered Clubs 

Å 46% have 1-3 courts (small) 

Å 37% have 4-7 courts (medium) 

Å 17% have 8 or more  courts (large) 

 

NUMBER OF CLUBS BY REGION 

*club stats based on figures tracked via LTA Registration 2018/2019 (excludes 93 non club facilities) 

*member & player stats sourced from LTA Registration 2018/2019 and monthly participation tracker 

Size of Clubs 
London & 

South East 

South &  

South West 
Central & East Midlands North Wales 

Small 190 211 274 168 185 31 

Medium 205 141 178 134 168 29 

Large 132 52 86 53 77 15 

Total 527 404 538 355 430 75 



MEMBER & PLAYER LANDSCAPE NATIONALLY & REGIONALLY 

NUMBER OF MEMBERS & PLAYERS BY REGION 

*club stats based on figures tracked via LTA Registration 2018/2019 (excludes 93 non club facilities) 

*member & player stats sourced from LTA Registration 2018/2019 and monthly participation tracker 

Type of Players 
London & 

South East 

South &  

South West 
Central & East Midlands North Wales 

Declared Members 228,045 86,952 151,676 81,843 116,636 14,446 

Weekly Players 238,301 41,236 68,247 128,146 123,376 18,475 

Monthly Players 574,219 96,676 158,911 286,394 272,923 34,383 

Yearly Players 1,452,775 358,296 457,305 735,336 891,050 150,362 

NUMBER OF MEMBERS & PLAYERS NATIONALLY 

Å 734,371 declared club members 

 

Å 556,985 adults playing weekly 

Å 1,327,395 adults playing monthly 

Å 3,716,707 adult playing yearly 



WHAT DOES A GOOD CLUB LOOK LIKE? 
20 mins 

A WIDE RANGE OF EXAMPLE* CLUBS 

Å Select a club that broadly aligns to your own 

 

 

*example clubs have been selected from the Top 100 small (1-3 courts) and medium (4-7 courts) 

based on membership figures tracked via LTA Registration data over the past 4 years 

HOW DOES YOUR CLUB COMPARE? 

Å Situation, location, population, competition 

Å Governance and management 

Å Membership mix and price point 

Å Court utilisation and programming 

Å Membership satisfaction and retention 

Å Financial sustainability 

 



EXAMPLE 1: FLEXIBLE MEMBERSHIP 

WHAT WAS DELIVERED? 

Å A 4 court club with 150 members wanted to attract new players, particularly local young families. 

Å Over the course of the summer the club offered new players & families a 6 week trial membership for £30. 

Å At the conclusion of the 6 week trial membership, the club encouraged them to continue as full club members. 

 

 

 

 

 

 

 

 

OUTCOMES 

Å Over the summer the club attracted 66 new participants with this offer & converted 26 to full club membership. 

Å This grew their membership by 17% & generated £1,380 in additional revenue. 

 

HOW WAS IT PROMOTED? 

Å Through a targeted Facebook advertising campaign aimed specifically at 
young families within the area. 

Å Facebook adôs were directed people to the clubôs website pages on 
ClubSpark enabling them to purchase the offer immediately online. 

Å Delivered 2 x open day events to attract the local community & used this as a 
follow-on offer. 

Å The coach delivered taster sessions in local schools handing out flyers to the 
kids promoting the offer. 



EXAMPLE 2: TASTER & DISCOUNTED MEMBERSHIP 

WHAT WAS DELIVERED 

Å A 9 court club that promotes themselves widely in the local community to grow itôs awareness. 

Å They provide free coaching and taster sessions to children & families in local schools & parks. 

Å They then promote to these audiences 50% discount on their annual club membership. 

Å They also run a óBring a Friendô campaign to encourage their members to invite friends & family along to 
the club, providing similar incentives & offers for new members. 

OUTCOMES 

Å Over 18 months they attracted 134 new members through the promotional offer to children & families. 

Å The Bring a Friend campaign led to 40 new members joining the club. 

Å Along with other initiatives this has led to the club growing their membership from 576 members to 806 
members across a two year period (a 30% growth). 

 



EXAMPLE 3: PAY & PLAY MEMBERSHIP 

WHAT WAS DELIVERED? 

Å A small declining 3 court club needing to grow itôs membership quickly. 

Å With support from the LTA the club invested in two gate access systems in order to deliver pay-&-play. 

Å The local community could now book & pay for court hire online through the clubôs ClubSpark web-pages. 

Å The club promoted the pay-&-play opportunities as well as the clubôs coaching programme widely across the 
local community utilising local networks, but also using social media. 

OUTCOMES 

Å Over the first summer of providing pay-&-play the club attracted 65 new players 

Å This generated additional revenues for the club 

Å The coaching programme grew significantly. 

Å A number of the pay-&-play participants converted into full club members ï growing the clubôs membership 
by 65% 



KNOW YOUR CATCHMENT, KNOW YOUR MEMBERS, KNOW YOUR POTENTIAL 

TODAYõS TOPIC: GROWING MEMBERS & PLAYERS 
10 mins 



WHAT ARE THE OPPORTUNITIES FOR GROWTH? 
20 mins 

BACK TO OUR EXAMPLE CLUBS 

Å Look at the membership and catchment report  

 

BASED ON WHAT YOU KNOW ABOUT THE 
CLUB, CONSIDER THE FOLLOWING; 

Å What are the opportunities? 

Å Who would you prioritise and why? 

Å What type of tennis membership/playing opportunity 
would appeal? 

Å How would you promote the offer? 

Å Any other observations? 

 



THE BENEFITS OF UNDERSTANDING YOUR MARKET 
5 mins 

TAKING A STEP BACK TO LOOK AT THE BIGGER PICTURE IN TERMS OF; 

V Existing membership profile 

V Member and player catchment 

V Breakdown of local competition  

éCAN ASSIST WITH A NUMBER OF KEY AREAS; 

Å Identifying whatôs special about your club 

Å Presenting your club in the best light both online and offline 

Å Reviewing the playing programme to ensure it meets the needs of all members 

Å Developing new membership packages to meet the needs of different players 

Å Understanding where and how to promote your offers 

 



NEXT STEPS: SUPPORT FOR YOUR OWN CLUB 
5 mins 

PRACTICAL TOOLS AVAILABLE; 

Å A self-service guide to óGrowing Your Membershipô 

Å A tailored mapping report for each club which includes; 

      - details of your local competition within 10 and 20 mins 

      - profile of your existing members as tennis segments 

      - drive time analysis of your existing members 

      - postcode sectors of your potential ólookalikesô 

Å Guidance and ongoing support from your local delivery team 

 

OTHER BITS IN THE PIPELINE; 

Å Marketing collateral to support targeted campaigns 

Å Sponsored Open Days will continue in 2020, and will form part of the collateral available 

Å Success stories that provide practical examples and top tips 

Å Member survey guidance and a potential solution to make this easier 

 

 

 

 



ANY QUESTIONS? 



COUNTY UPDATE 


