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Study Objectives and Methodology



Study Objectives and Scope of Work
The Association’s Board of Directors and senior management engaged ClubIntel to conduct a comprehensive 
review and assessment of its current membership practices (structure of and pricing) as well as related 
program and service offering practices (structure and pricing). This comprehensive review and assessment 
process also included benchmarking competitive offerings in the surrounding market. This report is an 
abbreviated version of a detailed report that offers specific recommendations and action steps that can be 
taken to capture a greater share of its existing members’ and residents’ lifestyle spend (e.g., discretionary 
and non-discretionary income), as well as generate additional customers for its various offerings. 
Specifically, the Board and management asked ClubIntel to do the following:

• Visit CA’s fee-based facilities and programs [sports clubs (3), Haven on the Lake, Hobbits Glen, Fairway 
Hills, ice rink, sport park/skate park, outdoor pools, swim center, tennis courts, arts center, before and 
after school care, camps and RV storage park]; 

• Meet with members of the Sport and Fitness Advisory Committee to obtain resident and user 
suggestions; 

• Conduct a statistically valid survey to determine price sensitivities for the aforementioned facilities and 
programs, test alternative membership and pricing concepts for these various facilities and programs 
and gather data on market share potential; 

• Meet with senior staff to understand the revenue generating programs and services offered by CA and 
their current and historical pricing structures;

• Provide analyses of membership and rate structures of private and public sector competitors that offer 
similar services and programs in surrounding counties; 

• Develop membership and rate structures for the various revenue facilities and programs to meet 
changing demands due to demographic and lifestyle changes;

• Recommend a more effective membership structure that could increase both the number of members 
and the revenues from membership;

• Provide recommendations for memberships that could be marketed online; 
• Deliver flexible, usable membership and rates structures that will meet the evolving needs of the 

community and CA; and
• Offer innovative ways to generate revenue for CA to fund the programs and services that the 

community wants.
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• Conducted in-depth interviews with key CA leadership team members and 
Board Members (seven in total).Phase One

• Moderated three focus groups with Members to explore sentiment regarding 
their club usage and behavior, lifestyle demands, and ideation of future 
revenue-generating opportunities for CA.

Phase Two

• Conducted site visits to each CA property, as well as clue scanning (onsite 
and online) among competitive clubs/properties within a five county radius 
of CA to collect intelligence on marketing, sales, branding, pricing, and 
general membership offerings. 

Phase Three

• Conducted an online survey to collect both Member and Non-Member feed 
back. Members were asked about their perceptions of the CA 
experience, offerings that drive value, appeal of various membership 
offerings and price sensitivities. A total of 1,507 responses were collected 
providing statistical validity at 95% +/- 1.54%.

Phase Four

• Analysis and benchmarking of revenue and member behavioral metrics.Phase Five

Study Methodology



Overarching Insights
Strengths, Weaknesses, Opportunities, and Threats

6



STRENGTHS

•Members may have more discretionary income to spend (50% of respondents have 
Household Incomes exceeding $100,000 annually).
•Members are also older than the surrounding community (approximately 64% are over the 

age of 45 compared to only 39% for Howard County).
•Members are highly educated with nearly 87% having a four-year degree and 55% a post-

graduate degree.

Affluent, Older and Educated 
Membership

•Over 50% of members use the facilities more than 2x a week, while 31% use the facilities at 
least 3x a week.
•Athletic facilities generate approximately half of the total CA visits.
•PPP generates over 70% of all visits, but represent 60% of memberships.

Members are Active Users of 
Fitness and Sports

•The CA experience receives moderately low satisfaction scores with the overall scores 
being negative.
•Intentions to renew is strong possibly due to contractual obligations, low-cost 

memberships, or simply the convenience of CA facility locations.

Low Satisfaction, Yet High 
Renewal

•Athletic facilities
•Indoor/Outdoor Pools
•Bike Paths and Trails

Three Assets Generate High 
Value Perceptions

•CA generates just over $37,000 annually per court.
•Industry averages between $25,000 to $50,000 annually per court.

Strong Tennis non-dues 
Revenue



•Majority of members rated their CA experiences within an acceptable range of 
performance, but not strong or great.
•Moderate performance indicates an opportunity to create stronger value 

perceptions, especially before initiating changes in membership
Moderately Low Satisfaction

•There is a considerable lack of emotional connectedness with over 40% of members 
indicating they do not have an emotional bond with CA.
•There’s a large contingency (37%) who do not feel CA has a strong, positive reputation.
•There is extremely low pride associated with the CA membership, with well over 50% 

indicating they don’t take pride in belonging to CA.

Emotional Connectedness

•Value perceptions are moderate at best with over a third of the members expressing 
discontent.
•These low value perceptions may have a significant impact on the Association’s ability to 

generate future revenue if not resolved first.
Value Perceptions

•CA underperforms when compared to the industry average.
•CA clubs capture only 33% to 45% of the typical health/fitness club.
•Examples of non-dues revenue include personal training, small group training and Pilates 

private training

Athletic Facility Non-Dues 
Revenue

•Younger families and working adults are terribly time squeezed.
•CA experience does not accommodate the needs of those with a lifestyle that requires more 

flexible access to services.
•For example, group exercise classes are not readily available  in the evening or weekends.

Flexible and Convenient 
Access

WEAKNESSES



•The membership base is presently skewed toward those over the age of 45 leaving an 
opportunity to serve those 25 to 44.
•Individuals in this market tend to be married with nearly 40% having children at home.

Services to Accommodate 
Younger Generations and 

their Families
•Offer membership with exclusive access to the three athletic facilities.
•Offer a membership specific for pools and sport/skate park.
•Other services that provide strong appeal are complimentary guest passes, access to group 

exercise classes, treadmills without upgrade, online class registration, and free trial to 
premium group exercise classes.

Value Creation to Address 
Lifestyle Needs

•Members are willing to pay a premium for access to unlimited group exercise classes at the 
three athletic facilities and Haven on the Lake.
•The price point members are willing to pay for access to unlimited classes is actually more 

than the average price point paid for a PPP membership.
Premium Pricing for Access

•Membership packages and corresponding pricing need to be simplified (over 200 
presently).
•Members prefer to customize their membership experience (select the offerings they 

desire) rather than being forced to purchase a bundle.
•Members prefer not to have long-term contracts and pricing.

Simplify Membership

•Members voice discontent with the membership sales process. 
•The sales process should include greater conveniences for accessing information and 

conducting business (e.g., online systems and decentralized sales locations).
Streamline the Sales Process

•Athletic facilities can be more productive at generating non-dues revenues, particularly in 
one-on-one personal training and small group training.
•Comparisons to industry benchmarks indicates revenues from these areas could easily be 

doubled.
Athletic Non-Dues Revenue

OPPORTUNITIES



•Members and residents prefer lower pricing options, however, will pay more for classes and 
experiences that meet their needs.
•Optimal price points are similar to the prices already paid for some existing memberships.
•Non-members prefer lower price points than members across the various membership 

offerings.

Low Price Sensitivity

•CA’s pricing for its golf properties, in particular Hobbits Glenn are well above those of the 
competition.
•CA’s pricing for its athletic facilities is higher than the competition, especially when factoring 

in the additional cost members must pay to access group exercise classes through the 
purchase of PPP.

Golf and Athletics are Priced 
Above Market

•Dual memberships with competitive clubs is prevalent.
•Nearly one-fourth of respondents have memberships at other facilities. 
•Most frequently mentioned include Lifetime Fitness, the YMCA, local yoga/barre/Pilate 

studios, Planet Fitness and Gold’s. 
•Yoga is the largest specific need being fulfilled by competitors.

Members have Dual 
Memberships

Low Emotional 
Connectedness

THREATS

• Approximately 40% of members indicate they have no emotional bond with CA (overall 
scores for emotional connectedness were highly negative).

• Emotional connectedness has been shown to provide a significant lift in consumer 
spending and repeat business, in many instances as much as a 50% increase in spend and 
repeat visits. 



Respondent Profile 

11



95% of Package Plan Plus members are Columbia residents compared to 87% of Package Plan members. Leveraging the benefits of the 
Package Plan Plus membership appear highly dependent on Columbia residence. Among respondents, 62% report being PPP members, a 
nearly identical percentage to internal membership data showing 60% of CA members are PPP members. The percentage of respondents who 
had a membership at Hobbits Glenn was 2.6%, significantly higher than their overall representation based on internal data.
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Comparing the age demographics of Howard County to those of survey respondents, it becomes evident that CA skews to an older 
market, with 64% of CA members over the age of 45, while only 39% of Howard County residents are 45 or older. CA respondents 
are much more affluent than the general Howard County population. Approximately 50% of CA respondents report HH incomes 
over $100,000, while only 8% report HH incomes of under $60,000. However, 27% of Howard County residents report HH incomes 
of under $60,000 (2009 data) compared to only 8% of CA respondents. 
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Nearly 80% of respondents are married or living with a partner. Nearly 37% of respondents report having children under the age of 
18 living at home, which is approximately 6% points lower than the average for Howard County.
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How Members Feel 
about their CA Experience
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Defining the Member Value Equation
The Framework for Loyalty and Advocacy



The Clubology Score™
A Performance Metric Measuring the Club’s Performance
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Clubology 

Score™
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Note: the CS score is similar to the NPS derived score used with other survey instruments as it 
represents the percentage of promoters minus the percentage of detractors.



The Member Experience Relationship
Where CA falls in the member experience continuum

Source:  Customer Delight Principle
Tim Keiningham
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Overall, slightly more than 50% of CA members indicate they are satisfied with their experience. Unfortunately, CA has garnered more 
detractors than promoters when it comes to members’ level of delight (satisfaction) with their membership experience, which consequently 
creates the negative delight scores. Member delight is a powerful predictor of members’ future behavior, in particular their desire to remain a 
member (delighted members are nearly 4x more likely to indicate they will remain a member) or recommend others for membership 
(delighted members are 11x more likely to indicate they will recommend others).

Members have a very low emotional bond with CA. While close to 40% of all members indicate they agree with the statement that they love 
their membership experience, there remains a powerful imbalance between detractors and promoters, with detractors outnumbering 
promoters by more than 2 to 1. This imbalance is an indication that there is an influential segment of members who are disconnected with and 
feel negatively toward the Association.
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Similar to its performance in the other areas indicative of member loyalty, CA has a slight majority of its members indicating they 
are satisfied, but still more detractors than promoters. Consequently, there is a negative score when it comes to members’ desire 
to refer friends and associates. Interestingly, the only loyalty measure in which CA receives positive outcomes (more promoters 
than detractors), is in regards to remaining a member over the next year. Given the negative performance of the other loyalty
measures, these scores would typically be negative as well, but may be positive as a result of contractual obligations. 
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CA members take very little pride in belonging to CA. There are 5x more detractors than promoters when it comes to having pride 
in CA. In general, Members feel CA has a strong, positive reputation with just over 60% in agreement.  However, there is a large 
contingency of Members who do not feel CA has a good reputation
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Columbia Association Members are DISSATISFIED because of their EXPERIENCE, 
not because of the PRICE…they are NOT RECEIVING what they EXPECT!



The Perceived Value of CA’s Offerings 
to the Community and Members
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Among the various facility offerings that CA has, the three athletic clubs are considered the most influential when it comes to 
providing value to the members’ lifestyles. After the three athletic clubs, the swim center garners the most influence. Hobbits 
Glenn and the ice rink, while not among the top four drivers of value, do have a strong influence among a select group of 
members.
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When members are asked about the various services that CA offers and the value each provides with enriching their lifestyle, the
pools and bike paths clearly are important to a much broader segment of the community. 
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There is a great deal of interest and appeal among a wide variety of existing and potential CA programs/services.  Among the 
various programs and services that CA can extend members, the five generating the most appeal, in order of importance are: three
gym memberships, guest passes to the gyms, group exercise classes, treadmills without an upgrade fee and online registration for
group exercise classes.
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Evaluate Current Membership Models and Pricing 
then Offer Options for the Future


	Board Report RFP 15- 61�Membership Pricing and Revenue Enhancement
	Index
	Study Objectives and Methodology
	Study Objectives and Scope of Work
	Study Methodology
	Overarching Insights�Strengths, Weaknesses, Opportunities, and Threats
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Respondent Profile 
	95% of Package Plan Plus members are Columbia residents compared to 87% of Package Plan members. Leveraging the benefits of the Package Plan Plus membership appear highly dependent on Columbia residence. Among respondents, 62% report being PPP members, a nearly identical percentage to internal membership data showing 60% of CA members are PPP members. The percentage of respondents who had a membership at Hobbits Glenn was 2.6%, significantly higher than their overall representation based on internal data.�
	Comparing the age demographics of Howard County to those of survey respondents, it becomes evident that CA skews to an older market, with 64% of CA members over the age of 45, while only 39% of Howard County residents are 45 or older. CA respondents are much more affluent than the general Howard County population. Approximately 50% of CA respondents report HH incomes over $100,000, while only 8% report HH incomes of under $60,000. However, 27% of Howard County residents report HH incomes of under $60,000 (2009 data) compared to only 8% of CA respondents. 
	Nearly 80% of respondents are married or living with a partner. Nearly 37% of respondents report having children under the age of 18 living at home, which is approximately 6% points lower than the average for Howard County. 
	How Members Feel �about their CA Experience
	Slide Number 16
	The Clubology Score™�A Performance Metric Measuring the Club’s Performance 
	The Member Experience Relationship�Where CA falls in the member experience continuum
	Overall, slightly more than 50% of CA members indicate they are satisfied with their experience. Unfortunately, CA has garnered more detractors than promoters when it comes to members’ level of delight (satisfaction) with their membership experience, which consequently creates the negative delight scores. Member delight is a powerful predictor of members’ future behavior, in particular their desire to remain a member  (delighted members are nearly 4x more likely to indicate they will remain a member) or recommend others for membership (delighted members are 11x more likely to indicate they will recommend others).� �Members have a very low emotional bond with CA. While close to 40% of all members indicate they agree with the statement that they love their membership experience, there remains a powerful imbalance between detractors and promoters, with detractors outnumbering promoters by more than 2 to 1. This imbalance is an indication that there is an influential segment of members who are disconnected with and feel negatively toward the Association.
	Similar to its performance in the other areas indicative of member loyalty, CA has a slight majority of its members indicating they are satisfied, but still more detractors than promoters. Consequently, there is a negative score when it comes to members’ desire to refer friends and associates. Interestingly, the only loyalty measure in which CA receives positive outcomes (more promoters than detractors), is in regards to remaining a member over the next year. Given the negative performance of the other loyalty measures, these scores would typically be negative as well, but may be positive as a result of contractual obligations. 
	CA members take very little pride in belonging to CA. There are 5x more detractors than promoters when it comes to having pride in CA. In general, Members feel CA has a strong, positive reputation with just over 60% in agreement.  However, there is a large contingency of Members who do not feel CA has a good reputation
	Columbia Association Members are DISSATISFIED because of their EXPERIENCE, �not because of the PRICE…they are NOT RECEIVING what they EXPECT!
	The Perceived Value of CA’s Offerings �to the Community and Members
	Among the various facility offerings that CA has, the three athletic clubs are considered the most influential when it comes to providing value to the members’ lifestyles. After the three athletic clubs, the swim center garners the most influence. Hobbits Glenn and the ice rink, while not among the top four drivers of value, do have a strong influence among a select group of members.
	When members are asked about the various services that CA offers and the value each provides with enriching their lifestyle, the pools and bike paths clearly are important to a much broader segment of the community. 
	There is a great deal of interest and appeal among a wide variety of existing and potential CA programs/services.  Among the various programs and services that CA can extend members, the five generating the most appeal, in order of importance are: three gym memberships, guest passes to the gyms, group exercise classes, treadmills without an upgrade fee and online registration for group exercise classes.
	Slide Number 27

