




CHAPTER l 

The Big Why 
Most tennis clubs already offer great coaching, strong programming, and solid on-court experiences. But 

what many still lack is a reliable system for bringing in new players, increasing registrations, and creating 

sustainable growth year after year. 

I "The majority of tennis club owners are not marketing the right way." 

Steve Theunissen, Grow a Profitable Tennis Club 

Here's the reality: 

■ Club websites are often outdated or clunky 

■ Registration is done through PDFs, email attachments, or phone calls 

■ Digital advertising is either nonexistent or ineffective 

■ Follow-up is spotty or manual 

■ Marketing is reactive instead of strategic 

Instead of running smooth, scalable systems, clubs are stuck repeating the same outreach efforts and 

hoping this season is better than the last. 

If any of that sounds familiar, you're not alone. 
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•. WHAT YOU'LL LEARN 

✓ How to reach new players with strategic digital ads

✓ How to fix the 'leaks' in your funnel that lose leads

✓ How to build conversion-focused registration pages

v How to turn interest into registrations automatically 

v How to create predictable, sustainable growth 

Let's start by fixing the top of the funnel: getting the right people's attention. 
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CHAPTER 2 

Awareness: Reaching the Right People 

You can't grow if no one new hears about you. 

A common mistake clubs make is assuming "people know who we are." Even if they do, they often don't 

know: 

■ 

■ 

■ 

■ 

That you're accepting new members 

That registration is open for a seasonal clinic or camp 

That a junior program is starting soon 

Or that they're the exact audience you want to serve 

@1 The Goal of Awareness 

Make your club discoverable to people who have never heard of you, but who live nearby and are 

perfect-fit customers. 

The best way to do that? Targeted Facebook and lnstagram Ads. 

Not boosted posts. Not newspaper ads. Not random blog content. 

You need a system that gets your best message in front of the right households, with real data behind who 

sees it and what they do next. 
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HOW TO RUN EFFECTIVE AWARENESS ADS 

l. Use short-form video

Clubs that show real clips of players, coaches, or families in action outperform static image ads. 

2. Target locally

Facebook Ads Manager lets you geo-target within a few miles of your club. 

3. Use clear messaging

"New to tennis? Beginner-friendly adult programs now enrolling." 

"Kids need an active summer? Weekly camps now open. Spots fill fast." 

"Live nearby? Join our community of tennis families." 

4. Link to a registration page

Sending traffic to a generic homepage loses people. Use a dedicated landing page with a headline, 

description, image, and registration button. 

With one of our clients, JTCC, a "Learn Tennis Now" campaign used a 15-second video ad targeting 

parents within a 10-mile radius. 

Result: 

25,831 
impressions 

$0.81 
cost-per-click 

It worked because it was simple, local, and clear. 

"ettoy to start play,ng? J 
Now ,n Collegek, MO 

•
. o1n learn Tennis 

friend FREE! 
- Just $59 and bring a 

No racket? No probJ covered. 
em - we·ve got you 

Sessions beg,n Feb fi/1/ing fast! 
ruary 4 - Spots are 

1,028 
clicks 

230+ 
camp registrations 



CHAPTER 3 

Interest: Capturing and Nurturing Leads 

Once someone clicks your ad, your job is to keep them moving forward. 

Many clubs lose momentum here by sending people to: 

x A confusing website 

x A PDF form 

x Or no clear next step 

Your goal is to capture and nurture interest, even if someone isn't ready to register. 

n Step l: Capture the Lead 

Use a simple lead capture form to collect contact info: 

• First name

• Email

• Interest (e.g., "Which program are you considering?")

Fewer fields lead to higher conversion. Send each ad audience to a landing page that matches what they 

clicked. 

• Step 2: Nurture with Email

Use a short 3-email follow-up sequence: 

Email 1: Confirm interest and share key details 

Email 2: Success story or testimonial 

Email 3: Urgency (e.g., "Last chance to register") 

Send over 3 to 5 days. Emails should be mobile-friendly, include a clear CTA, and link to the same 

landing page. 

eJ Recap: Interest Stage Must-Haves 

• Clean landing page with lead capture

• Follow-up emails with value and urgency

• Clear, consistent messaging

+'+ You're building momentum. Next, we convert it. 
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CHAPTER 4 

Action: Turning Interest Into Registrations 

Most club funnels fall apart at this stage. Someone is ready to sign up, but: 

x The process is clunky 

x The forms are hard to use on mobile 

x The call to action isn't obvious 

x Or they have to download a PDF 

Friction kills conversions. 

You need a high-converting registration page that makes it dead simple to sign up. 

� What Your Registration Page Should Include 

• Branded design that looks like your club

• Clear, action-oriented headline (e.g., "Register for Junior Summer Clinics")

• Program details with dates, pricing, age groups, time slots

• Urgency (e.g., "Only 8 spots left")

• Fast, mobile-friendly checkout with no PDFs or printouts

Pages should be responsive, easy to skim, and have one clear button near the top and bottom. Use Stripe or 

another online payment integration so people can register in under 60 seconds. 

[J Old School t Modern 

1. Download a form 1. See an ad

2. Fill it out 2. Click to register

3. Call the club 3. Tap, fill out, pay

4. Wait for confirmation 4. Get confirmation instantly

Guess which one fllls programs faster? 
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CHAPTER 5 

Retention: Keeping Players Coming Back 

Here's a common mistake clubs make: 

They run a solid ad. They get a registration. 

And then nothing happens. 

They don't follow up. They don't upsell. They don't stay in touch. 

That means they're always starting from scratch, paying to get new leads instead of maximizing the ones 

they already have. 

Smart clubs use retention marketing to boost lifetime value and fill future programs faster and cheaper. 

• 

• 

• 

• 

El Why Retention Matters 

When someone finishes a clinic, camp, or lesson series, they're most likely to buy again right away. But 

only if you prompt them. 

It's 5x cheaper to re-engage a past customer than to find a new one. 

Qi 3- Step Retention Play 

1. Follow up after a program ends

Send a simple email or text:

"Thanks for joining our Summer Youth Clinics. Want to reserve your spot for the Fall series?"

2. Promote next-step programs

Segment by age or skill level. Show them what's next and make it easy to re-enroll.

3. Retarget non-registrations

Use Meta ads to re-engage site visitors who didn't register. Try a simple message like: "Spots still

open!"

" Pro Tip: Email List= Retention Engine 

Keep a running email list of everyone who ever signed up or clicked. 

Send them: 

Registration reminders 

New program launches 

Discounts or VIP early access 

Club announcements 

Over time, this compounds. Your audience gets more responsive, and each campaign gets easier to fill. 
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CHAPTER 7 

Bonus Tools to Make It Even Easier 

Here are two quick extras to help you take action faster. 

Bonus l: 5 Funnel Fixes You Can Make This Week 

Quick wins that make an immediate impact. 

✓ 

✓ 

✓ 

✓ 

✓ 

Replace all PDFs with online registration forms 

Add urgency to your program pages 

Show social proof (testimonials with photos) 

Make sure your pages look great on mobile 

Use real photos in your ads, skip stock images 

'm' Bonus 2: 90-Day Marketing Calendar Template 

A basic seasonal launch calendar you can use for clinics, camps, or program pushes. 

WEEK CAMPAIGN FOCUS ACTION STEPS 

Week 1 Build List Run low-cost lead gen ad + lead magnet 

Week2 Tease Offer Send warm-up email with early announcement 

Week3 Launch Run full digital ads + open registration 

Week 4 & 5 Push Urgency Use "Last Chance" ads + reminder emails 

Week6 Fill Final Spots Target cold leads + email non-registrations 

Week 7 & 8 Program Runs Collect photos, testimonials 

Week9 Retention Follow-up email: "What's next?" 

Week 10 Analyze Review what worked, prep next funnel 
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