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CluBS AnD moBile APPS in THe 
yeAR 2014 | PART ii: mAKing inRoADS
By Agnes DeFranco CHAE, Ed.D. and Cristian Morosan, Ph.D.

The use of smartphones, tablets 
and apps is increasing in the club 
industry and the proper adop-

tion of mobile commerce can bring 
a number of benefits to both clubs, 
and more importantly, the members 
(DeFranco and Morosan, 2014; 
Venegas, Howton and Abrams, 2011). 
Analysts have also predicted that the 
use of IT will increase, especially in 
the area of social networking (Gillis, 
2010) and mobile technology (Boothe, 
2012). However, before the “shot 
gun” approach is used to implement 
mobile commerce or m-commerce to 
everyone in all types of clubs, perhaps 
a quick look at which groups are using 
mobile apps more often than others 
would be beneficial. With a clearer un-
derstanding of the profile of these app 
users, the rollout of m-commerce can 
be more targeted and thus more effec-
tive. Therefore, seven specific areas 
or subgroup analyses are performed 
to gauge the potential of m-commerce 
in clubs: age of members, gender of 
members, income level of members, 
member spending level, education 
level of members, types of clubs and 
club membership size.

The 737 participants ranked their 
mobile app usage as presented in the 
table at right. These uses are grouped 
into four areas: sports, leisure, access 
and communication. Reservations 
for tee times, tennis court, wellness 
and sporting equipment are grouped 
under Sports. Reservations for dining, 
events and lodging are grouped under 
Leisure. Access includes accessing 

Top uses for mobile Apps in the Club environment

Sports Access

Reservations for tee times Make online payment/ 
Manage club account

Reservations for tennis court Access club’s web site

Reservations for individual wellness Access club’s social media

Reservations for sporting equipment

Leisure Communication

Reservations for dining Communicate with club staff

Reservations for events Communicate with other members

Reservations for lodging

Reservations for meeting rooms

Agnes DeFranco, Ed.D., CHAE is a professor at the Conrad N. Hilton College of Hotel & Restaurant Management, University of Houston. She is also an HFTP 
Global Past President, a member of the HFTP Communication Editorial Advisory Council and a recipient of the HFTP Paragon Award. Cristian Morosan, Ph.D. 
is an assistant professor at the University of Houston and past speaker at the HFTP Annual Convention & Tradeshow. 



The Bottomline 19

the membership account, club’s web site and club’s social 
media. And finally, Communication includes both com-
municating with the club staff and also amongst the club 
membership. 

Apps Are not only for the young
When the over 700 participants in the study are grouped 
by age, on one end, the under 30 group only has a bit over 
80 participants and on the other end, the 61–70 and over 
70 groups together have a bit over 90 participants. The big-
gest group is the 31–40 age group with over 250 members 
responding, followed closely by the 41–50 age group with 
171 members, and the 51–60 age group with 115 mem-
bers. The participants were given a scale range from 1–5 
to choose from, with 1 being never used the mobile device 
for that purpose and 5 being always use a mobile device for 
that purpose. An illustration of the Age analysis is shown 
at right, detailing the average scores of the different age 
groups and their use of mobile apps in sports, leisure, ac-
cess and communication. 

In general, the 31–40 group is the heavy user of mobile  
devices, leading in all four usage categories with all scores 
above 3.56. The 41–50 group and the under 30 group are 
also very similar in their access and communication usage, 
though the under 30 group, reporting a score of 3.26, uses 
mobile media more than the 41–40 group (2.93) in sports 
reservations. Even though one may think mobile devices 
are for the younger members, those who are over 60 do use 
their mobile devices for accessing club information and 
communicating with other club members and staff, more 
than for making sports or leisure reservations. Therefore, 
knowing how members are currently using mobile in what 
specific areas more or less can provide clubs with opportu-
nities to improve current services or look into introducing 
new services that certain member groups value. 

Battle of the Sexes
So, who uses mobile apps more? Men? Women? In this 
study, over 57 percent of the respondents are male and 
about 43 percent are female. The charts to the right show 
that men use mobile apps more frequently than their female 
counterparts. And, statistically, there is a difference be-
tween the sexes in sports reservations, leisure reservations 
and communications. The bar chart shows the difference 
in these three areas. Although men reported a 3.29 average 
for accessing the web site, account information and social 
media, while women reported a lower average at 3.16, sta-
tistically this difference is not significant. Thus in terms of 

mobile Device usage by Age

Age 
 usage

Sports Leisure Access Comm.

 Under 30 3.26 3.41 3.47 3.29

 31 – 40 3.56 3.62 3.74 3.64

 41 – 50 2.93 3.07 3.30 3.22

 51 – 60 2.13 2.36 2.66 2.55

 61 – 70 1.73 2.04 2.46 2.33

 Over 70 1.21 1.36 1.58 1.68
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mobile Device usage by gender

Gender 
 usage

Sports Leisure Access Comm.

Male 2.98 3.12 3.29 3.23

Female 2.78 2.92 3.16 2.99

Male Female
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mobile usage Subgroup Analyses
To gauge the use of m-commerce in clubs, seven specific areas or subgroup analyses were performed. 
The over 700 participants were given a scale range from 1–5 with “1”being never use mobile devices 
to “5” being always use mobile devices. The following illustrations show the results for each subgroup.
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access, both genders use their mobile apps in a very similar 
fashion. Since female members are using mobile apps, the 
opportunity therefore is to perhaps tailor the apps more to 
the female members to increase their usage in the other 
three areas. 

Does usage increase with one’s income level?
Obviously, one reason this study is conducted is to look 
for ways to bring more services to club members. When 
members are satisfied, their loyalty to the club increases, 
usage of all club services and facilities follows, and thus 
the revenues for the club increase as well. Therefore, if the 
more affluent members are using the apps, they are the ones 
who will have more disposable income to frequent the club 
and spend more. 

When the respondents are grouped into five income 
levels, the good news is that indeed, as the income level 
increases, generally the usage also increases with the 
$300,001–$500,000 income group being the heavy mobile 
app users. Although it drops ever so slightly for the over 
$500,000 group, these two high-income groups reported 
statistically significant different usage scores than the other 
three groups. In addition, the score of 3.96, 3.81 and 3.79 
are the highest thus far being reported. As with age and 
gender, members still ranked “access” as the highest usage. 
Undoubtedly, the access to membership accounts and web 
site perhaps are the two very first functions that members 
are familiar with for a while. Therefore, while clubs need 
to be sure they meet and even exceed the needs and wishes 
of their members, they may also want to conduct some 
focus groups with their members and see what other mobile 
application services their members may enjoy. And, since 
access is an important component, clubs need to always 
make sure that the clubs' web sites are updated with correct 
information and that the account information and balance 
are always accurate. 

The Big Spenders
While is it good to know that members who are in the 
higher income brackets are using mobile apps, their spend-
ing patterns are still unknown. Thus, clubs may also want 
to know if their top spenders are or are not heavy users of 
mobile apps. With that knowledge, they can cater to these 
members or increase their spending via apps. The charts at 
right categorize the usage scores by averaging the spending 
level of the members per visit at the clubs. These demon-
strate some very encouraging results. As seen in the table, 
in every usage group, from sports to communication, as 
the spending level increases, the usage increases; and the 
scores of 3.92, 4.00, 4.03 and 4.07 are the highest reported 
usage scores in this entire study. This suggests that there is 
a correlation between using mobile apps and spending. The 
bar chart characterizes this phenomenon graphically. It may 
very well be that members are used to e-commerce and now 
m-commerce is opening another method for members to 
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mobile Device usage by Spending level

Spending 
 usage

Sports Leisure Access Comm.

None 1.57 1.68 1.97 1.62

$1 – $50 1.85 2.00 2.39 2.29

$51 –  $100 2.97 3.08 3.34 3.29

$101 – $200  3.27 3.42 3.60 3.44

$201 – $500    3.76 3.91 3.91 3.90

>$500 3.92 4.07 4.03 4.00
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>$500

mobile Device usage by income level

Income 
 usage

Sports Leisure Access Comm.

 < $100K 2.64 2.69 3.11 2.80

$100K – 
$200K  2.52 2.70 2.96 2.83

$200K – 
$300K 3.03 3.19 3.31 3.32

$300K – 
$500K  3.79 3.81 3.96 3.79

> $500K  3.69 3.72 3.78 3.72
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expend their disposable income to enjoy quality time with 
friends and family. If making a luncheon reservation or tee 
time is as easy as clicking a couple of buttons on one’s mo-
bile device, members may be more apt to commit to more 
events, play more rounds of golf, get together with friends 
for a card game, etc. This means clubs may want to market 
more via mobile devices in addition to the normal channels 
such as a monthly newsletter via mail or e-mail. Rather, 
e-mail or e-newsletters with links for members to make 
reservations and such provide easier methods to connect 
members to club activities and services.

Technology and education
Since members need to learn how to use technology before 
actually using this technology, some may posit that educa-
tion level correlates to mobile app usage in that members 
who are more educated will use mobile apps more often. 
This cannot be further away from the truth — education 
does not correlate to m-commerce or mobile app usage. 

The 700 plus respondents reported very similar scores 
when they are grouped into various level of education. The 
only group that behaves differently from all others is the 
one that has doctoral, medical, law or other professional 
degrees. It is perhaps that the professions they are in that 
are more prone to the use of mobile devices. Yet there are 
many corporate executives and managers who have other 
degrees who are also expected to be linked to their mobile 
devices at all times. Thus, the conclusion of technology and 
education does not shed much light on the club industry.

golf and Country Clubs — The Biggest users?
Of the different types of clubs in this study, golf and coun-
try clubs make up about 47 percent of the respondents, with 
city/athletic clubs in second at about 32 percent. An initial 
assumption would be since these two types of clubs make 
up almost 80 percent of the study, then they must also be 
frequent users of mobile apps, especially when it comes to 
making reservations for tee time or sports court. The big-
gest or the most frequent user of mobile apps, however, are 
members of gated or community clubs. While this group 
only represents 13 percent of the sample, their usage scores 
are the highest in sports, leisure and access, and are only 
second to the yacht club members in communication. Per-
haps in a gated community, members feel activities in such 
clubs are more a part of the fabric of their lives and thus are 
more connected with the club via mobile apps and other 
means. Of all the subgroup analyses, this is the one that can 
drive home a clear message to the specific type of clubs. 
For golf and country clubs, while usage is above the aver-
age of 3, access and communications are what members 
are using their mobile apps for. The scores of 3.03 to 3.36 
leave a lot of room for clubs to look into ways for improve-
ments. As mobile technology is here to stay, for clubs who 
want to be in the forefront, they will capture more of the 
members’ resources. Target marketing is important. A quick 

mobile Device usage by education level

Education 
 usage

Sports Leisure Access Comm.

High School 2.39 2.63 2.89 2.78

Bachelor's 2.64 2.78 3.04 2.90

Master's 2.91 3.06 3.20 3.19

Doctoral or 
Equivalent 3.60 3.66 3.80 3.66

Others 2.25 2.72 3.15 2.63
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mobile Device usage by Club Type

Club 
 usage

Sports Leisure Access Comm.

Golf/Country 3.03 3.18 3.36 3.30

Gated 
Community 3.19 3.20 3.38 3.32

City/Athletic 2.68 2.83 3.08 2.85

Yacht 2.90 2.97 3.32 3.50

Others 1.79 2.46 2.52 2.06
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and short e-mail message to members with an embedded 
link for them to simply click and make a reservation for a 
July 4 party with their family and friends is a lot easier that 
members need to wait till they receive the monthly newslet-
ter via snail mail, then having to call and e-mail someone 
at the club in order to make a reservation. Mobile apps 
developed specifically for a club is even better and can be 
programmed to be as target specific and convenient as pos-
sible. We all need to use technology to our advantage. 

Bigger Clubs = more Technology = more usage?
Another assumption in general business is that the bigger 
the business, the more technology will be used, and thus 
more mobile app usage will be recorded. Well, again, this is 
a fallacy. The club industry is a business, but it is a business 
about a special group of people — your members, people 
who are like family members, who are set in their ways, 
who like to be catered to and be taken care of, and your 
club is an extension of their home. Club members, like all 
people are also learning all the new technologies that were 
not available to them even five years ago, let alone when 
they were teenagers growing up. Thus, the size of clubs is 
not correlated to the use of mobile apps of the members. 
The 31–40 age group, as seen before, is leading the pack in 
usage; so are the professionals, and so is the male gender. 
But, again, how about the size of the clubs? 

It can be said that the smaller clubs (less than 300 mem-
bers) and the larger clubs (over 1,000 members) behave 
similarly. The same can be said for clubs that have 301–650 
members and those that have 651–1,000 members. Thus, 
it seems when size is of the matter, there are two distinct 
groups. One strategy perhaps is for the small and mega 
clubs to see why mobile apps are not used more frequently, 
as these apps do help save time, resources and definitely 
provide an alternative venue for members to do business 
and interact with the club. 

mobile Apps, good investment?
From many research and opinion pieces shared by club 
executives, consultants and academicians, one thing is for 
certain. Club members do have the intention to increase 
their usage of mobile devices to complete transactions and 
search for information. Ease of use and access, together 
with security and operational knowledge, are some key 
factors for the increase of using mobile apps in the future. 

Even in a business where personal service is key, personal 
service delivered via technology is the key to the future. 
Our future is not the age 50+ members, our future is in the 
31–50 group. The young professionals in the below 30 age 
group are also joining more city and athletic clubs close to 
their work and eventually may become or change to country 
and golf club members. This age group has grown up with 
technology. Some are born with a mouse in one hand and a 
mobile phone in the other. Thus, the club industry, like its 
hotel and airline counterparts, is looking more into technol-
ogy to keep in touch with their members. Mobile apps is 
the future. Let us make it our present. ■
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mobile Device usage by Club Size

Members 
 usage

Sports Leisure Access Comm.

<300 2.69 2.85 3.04 3.09

301–650 3.04 3.19 3.37 3.25

651–1,000 2.95 3.01 3.31 3.12

Over 1,000 2.44 2.66 2.85 2.72
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Clubs and mobile Apps: Three-part Series
This is a three-part report based on a study conducted 
by the authors. Look for the first report, "Part 1: Today's 
Technologies" in The Bottomline Spring issue, Volume 
29, Issue 2; and final report in the forthcoming issue of 
The Bottomline. Part 3 will look at how the club and hotel 
industries are using mobile apps. 


