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Our Vision

Royal Geelong Yacht Club will be the 
iconic lifestyle club in the Geelong 

Region, with a vibrant experience on 
and off the water



Our Achievements in 2014-2015
- Retained 89% of our Members

- Reached Membership targets with 1201 Members, the highest it 
has ever been at the club

- Received a 10+ on our Member referral Net Promotor Score 

- Introduced a Day Pass System which resulted in over 35 new 
members being recruited 

- Established a Marketing Plan

- Established a Social Media Plan



RGYC Strategic Plan
• Introduced in 2012, updated in 2014

• Provides Board, Management and Staff with clear direction to 
achieve our Vision and Mission

• Pillars include

• Membership

• Marketing and Communication

• Facilities

• Events and Programs

• Governance and Staff



What works for us
• Having a direction created from our Strategic and Marketing Plans

• Holding Member Forums, Focus Groups and conduct of Surveys

• Introduction of Member processes:

- Membership Renewal Procedure

- New Member Welcome letter and pack

- Resigned Member Process

• Introduced new campaigns i.e. Member Get Member, Birthday 
recognition, Gold Anchor

• The RGYC Board committed to being united and transparent to 
members



What works for us (cont.)

• Being aware of our Membership data, tracking performance 
throughout the year, education and ownership for staff of the 
Pillar KPIs

• Understanding what wasn’t working and acting on it

• Not listening to a minority

• A commitment to continuing high Customer Service Standards

• Transition Strategies

• Active Social Media



What works for us
Some examples

• Cruising Group Dinners

• Power Boat Navigation Rallies

• Vibrant Social calendar

• Car Rallies

• Whisky Night

• Fundraising events

• Vibrant & varied sailing program

• Friendly people!



Marketing Plan
• Introduced in 2014, designed to reflect Key Initiatives stated in 

the Strategic Plan:

• Takes into consideration the GEMBA report

• Recognizes the “RGYC Brand DNA”, by understanding who we 
are, allows us to understand more about our members and who 
our target markets are. Prior to this we were trying to be all 
things to all people

• Our challenge for the 2014-2015 year was “how do we connect 
the RGYC with the Broader community – building awareness 
and making it more accessible”



Marketing Plan (cont.)

2014/15 INITIATIVE EXAMPLE

• Membership Fee restructure

• The club issued a Member’s Survey in May 2014 and held 
focus groups to find out how Members perceived the Category 
structure. It showed us that Members were proud of the club, 
wanting it to grow and thrive and to share it with more people. 

• 68% of our respondents saw the current system made it difficult 
to join with too many categories and financially penalised those 
who were wanting to stay on at the club.



Marketing Plan (cont.)

2014.15INITIATIVE EXAMPLE

• Membership Fee restructure – What we did

Held Focus Groups and forums covering this issue, allowed 
members time to voice their opinion in the lead up to the vote

Researched best Categories to introduce, that would encourage 
Members to stay on and join the club

Members adopted the changes unanimously



Marketing Plan (cont.)

• Growth Drivers established, each with specific goals, time 
frames and budgets:

- Membership Restructure

- Social Interaction Manager

- Festival of Sails Recruitment

- Twilight Sailing Events

- Sailing Programs



Where to now!
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