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Membership
Marketing
Strategices for
501(c)(7)
Private Clubs

A complete, IRS-compliant playbook for attracting new

members — from digital strategy to open houses, referra

programs, and beyond.

Private Club Marketing



PRIVATE CLUB MARKETING INTRODUCTION

Marketing Your Club
Without [Losing Your "Tax Status

If your private club is organized as a 501(c)(7) social or recreational organization, you face a unique marketing

challenge: how do you aggressively grow membership without running afoul of IRS guidelines?

The answer is more straightforward than most clubs realize. The IRS explicitly permits 501(c)(7) organizations
to advertise membership benefits — the key restriction is against soliciting charitable contributions, not

membership dues.

IRS GUIDANCE
"501(c)(7) organizations may advertise their activities and membership benefits, but they are prohibited
from directly soliciting or requesting contributions." The advertising should focus on describing the benefits
of membership and should not contain language that could be interpreted as a solicitation for

contributions.

60% 35% 3

of U.S. private country clubs are maximum non-member revenue proven marketing strategies
501(c)(7) organizations (NCA, 2019) allowed without risking exempt covered in this guide
status

This guide covers eight proven strategies that work within IRS guidelines. Whether you're a golf club, yacht
club, tennis club, or city social club, these strategies are designed specifically for the membership-based,

nonprofit club model.



PRIVATE CLUB MARKETING

IRS COMPLIANCE

IRS Rules for

501(c)(7) Club Marketing

YOU CAN

* Advertise membership benefits on any channel

® Run social media ads targeting prospective
members

* Host open houses and prospective member

events

® Send email campaigns describing the member
experience

® Publish content about club life, events, and
facilities

e Offer promotional membership rates and
incentives

® Partner with local businesses for cross-promotion

® Use paid search and display advertising

LANGUAGE GUIDELINES

Instead of:
"Donate to support our historic club"
"Contributions help us serve the community”

"Your gift makes membership possible"

IMPORTANT DISCLAIMER

compliance with your specific circumstances.
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YOU CANNOT

® Solicit charitable contributions from the public

* Frame marketing materials as a fundraising
appeal

* Use language like "donate," "contribute," or

"support our cause"

® [et non-member revenue exceed 35% of gross
receipts

® |etinvestmentincome exceed 15% of gross
receipts

e Apply for Google Ad Grants (that's for 501(c)(3)
orgs)

® Position the club as a public charity

Use:
"Apply for membership today"
"Experience the exclusive benefits of membership"

"Join our community of [X] members"

Private Club Marketing is not a law firm or tax advisory firm. This guide is for informational purposes only
and is not legal advice. Consult an attorney before implementing any marketing program to ensure
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PRIVATE CLUB MARKETING STRATEGIES 1-2

1. Define Your Ideal Member Profile

Before spending a dollar on marketing, get precise about who you're trying to attract. Your ideal member
profile should include demographics, lifestyle interests, professional background, family status, and local
geography. The sharper your profile, the more efficient every channel becomes.

A golf club marketing to 35-55 year old business professionals requires very different messaging than a city
athletic club targeting young urban professionals in their 20s and 30s. Document your profile, share it with
anyone involved in recruitment, and use it as the filter for every marketing decision.

KEY QUESTIONS

What does your ideal member do professionally? What are their weekend activities? What do they value
most — exclusivity, community, sport, dining, or networking? How far do they travel to the club?

2. Optimize Your Website for Membership
Search

People searching "private golf club membership [your city]" or "country club near me" are your highest-intent

prospects. Your website is how they find you and how they decide whether to take the next step.

ESSENTIAL WEBSITE ELEMENTS

® Dedicated Membership page with all categories, e (Clear CTAs: "Schedule a Tour," "Request

fees, and benefits

Keyword-rich headings: "Private Club
Membership in [City]"

High-quality photography of facilities, events, and
member experiences

Member testimonials and social proof

Membership Info"
Fast load time and full mobile responsiveness
Google Business Profile claimed and optimized

Consistent NAP across all directories



PRIVATE CLUB MARKETING STRATEGIES 3-4

3. Social Media — Show, Don't Sell

Social media is among the most powerful membership marketing channels available to 501(c)(7) clubs — and
it's fully compliant. The strategy is to showcase club life compellingly enough that prospective members can
visualize themselves as part of it.

CONTENT THAT WORKS PAID ADVERTISING OPTIONS

* Photos and Reels from tournaments, events, and ® Facebook/Instagram ads — target by zip code,
dining experiences income, and interests

® Behind-the-scenes: course conditions, chef ® Retargeting visitors who viewed your
specials, facility updates Membership page

* Member spotlights (with permission) ® Event promotions to drive open house RSVPs

® Seasonal programming announcements * Video ads showcasing facility tours

® Guest day and open house event promotions ® [ookalike audiences based on current members

PLATFORM GUIDANCE
Instagram & Facebook for lifestyle content and local targeting. Linkedln for city clubs and organizations

where professional networking is a key benefit. Post consistently — a minimum of 3x/week on Instagram,
2x/week on Facebook.

4. Email Nurture for Membership Conversion

Most prospects don't join immediately after first contact — they need 3—7 touchpoints. A structured email
nurture sequence automates this and keeps your club top of mind through the decision process.

SAMPLE 5-EMAIL NURTURE SEQUENCE
1. Welcome — Membership overview, virtual tour video, personal note from the GM
2. Community — Member spotlights; the people they'd be joining

3. Amenities — Facility & dining deep-dive; "a day in the life of a member"

4. Events — Upcoming programming, seasonal calendar highlights



5. Invitation — Private tour or open house invite with scheduling link
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PRIVATE CLUB MARKETING STRATEGIES 5-6

5. Open Houses & Prospective Member Events

Nothing converts a prospect faster than experiencing the club firsthand. Open houses, guest day programs,

and prospective member dinners are among the most effective — and fully IRS-compliant — tools in your

arsenal.

EVENT DESIGN BEST PRACTICES

Limit attendance — create a sense of exclusivity and allow for meaningful one-on-one time

Include current members — peer-to-peer credibility outperforms any sales pitch

Provide a full tour — all facilities, amenities, and any recent renovations

Distribute a membership packet — categories, fees, application process, and a direct contact

Follow up within 48 hours — personalized email or call referencing a specific conversation from the event

Track and measure — attendance, conversion rate, and source of each attendee

FREQUENCY

Most successful clubs host 2—4 prospective member events per year. Seasonal timing matters: spring
(before summer programming begins) and early fall (before holiday bookings fill) tend to produce the
highest conversion rates.

6. Structured Member Referral Programs

Word-of-mouth drives more private club memberships than any other single channel. But unstructured

referrals — "if you know someone, tell them about us" — leave most potential referrals on the table. A structured

program 2—-3x increases referral volume.

DESIGNING YOUR REFERRAL PROGRAM



NON-CASH INCENTIVES (SAFER FOR
501(C)(7))

Dining or pro shop credits

Guest pass upgrades

Priority tee time or court reservations
Annual recognition dinner for top referrers

Named recognition in club newsletter

© 2026 Private Club Marketing - privateclubmarketing.com

PROGRAM INFRASTRUCTURE

"Refer a Friend" page on your website

Referral cards for members to distribute

Regular reminders in member communications

® Tracking system tied to your CRM

Monthly reporting to club leadership
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PRIVATE CLUB MARKETING STRATEGIES 7-8

7. Content Marketing & ILocal PR

Publishing content builds organic search traffic, positions your club as the authority on private membership in
your area, and gives you material to share across every other channel.

CONTENT IDEAS LOCAL PR OPPORTUNITIES

® Tournament recaps with photography * Notable tournaments or championships

® Chefinterviews and seasonal menu features e Significant facility renovations or expansions

°* Member Q&As and spotlights * New amenities, restaurants, or programming

® "Aday in the life" stories * Notable guest speakers or hosted events

® Facility renovation updates e Milestone anniversaries (50 years, 100 years)

® Annual programming calendar posts ® [ocal business partnerships and cross-
promotions

e Community event recaps

8. Digital Advertising for Membership
Recruitment

Paid digital advertising reaches prospective members who aren't already searching for you by name —
significantly expanding your top-of-funnel reach.

RECOMMENDED ADVERTISING CHANNELS

* Google Search Ads — Target queries like "private club membership [city]," "country club near me," "[sport]
club [city]"

* Facebook & Instagram Ads — Geographic radius (20—30mi), income-based targeting, interest targeting
(golf, tennis, fine dining, yachting)

* Retargeting — Re-engage visitors who viewed your Membership page but didn't inquire

* YouTube/Display — Facility tour video ads served to your target demographic

BUDGET GUIDANCE




Most clubs see meaningful results with $1,500-$5,000/month in paid digital advertising. Start with
Facebook/Instagram for local awareness and Google Search for high-intent queries. Track cost-per-inquiry
and cost-per-tour to optimize allocation over time.



PRIVATE CLUB MARKETING COMPLIANCE CHECKLIST

501(¢)(7) Marketing
Compliance Checklist

Use this checklist before publishing any marketing material, launching any campaign, or hosting any event

open to non-members.
CONTENT & MESSAGING

o All content promotes membership benefits — not charitable contributions

0 Language uses "join," "apply," and "membership" — not "donate" or "contribute"
o No material could reasonably be interpreted as a request for donations

0 Advertising emphasizes the member experience, not charitable community impact

EVENTS & REVENUE

o Non-member event revenues are tracked monthly against the 35% gross receipts limit
0 Investment income is monitored against the 15% gross receipts sub-limit
0 Guest events are framed as membership showcases, not public programming

o Any cash referral incentives have been reviewed by a tax attorney

DIGITAL & ADVERTISING

0 Social media profiles describe the club as a private membership organization
[ Paid ads are reviewed for contribution-solicitation language before launch
0 Website disclaimers are present on membership-related pages

0 Marketing materials have been reviewed by legal counsel (at least annually)

ANNUAL REVIEW



Schedule an annual marketing compliance review with your attorney and CPA. As your club grows and

non-member programming expands, the 35% gross receipts threshold requires active monitoring.



PRIVATE CLUB MARKETING FAQ

Frequently Asked
(Questions

Can a 501(c)(7) club advertise for new members?

Yes. 501(c)(7) organizations are fully permitted to advertise membership benefits through any channel — social
media, email, paid ads, print, or events. The IRS restriction applies specifically to soliciting charitable contributions,
not membership dues or applications.

Can we offer membership discounts or promotional rates?

Yes. Promotional membership rates, initiation fee waivers, and introductory pricing are permitted. Cash referral
incentives may have tax implications — consult your tax advisor before implementing any financial reward for new

member referrals.

Can a 501(c)(7) club use Google Ads or Facebook Ads?
Yes. Paid digital advertising is permitted and widely used by 501(c)(7) clubs. Ads should promote membership

benefits, not solicit donations. Note: 501(c)(7) clubs do NOT qualify for Google Ad Grants — that program is limited to
501(c)(3) public charities.

How much non-member revenue is allowed?

The IRS limits non-member income (including guest fees, non-member event revenue, and investment income) to
35% of gross receipts, with a sub-limit of 15% for investment income. Exceeding these thresholds can trigger
unrelated business income tax (UBIT) or jeopardize exempt status. Monitor quarterly with your CPA.

What's the most effective membership marketing channel?

Most clubs see the best results from a combination of structured member referrals, prospective member events,
email nurture campaigns, and social media content. Paid digital advertising amplifies all of these by building
awareness among in-market prospects who haven't yet heard of your club.

Should we hire a private club marketing agency?

If your club is below membership capacity or experiencing attrition, specialized marketing support can accelerate
results significantly. Private club marketing requires expertise in luxury/lifestyle aesthetics AND 501(c)(7) compliance

nuances — generalist agencies typically miss one or both.



Private Club Marketing

Ready to Grow Your Club's
Membership?

We help 501(c)(7) private clubs build marketing systems that
consistently attract the right members — through digital strategy,

email marketing, content, and more.

PRIVATECLUBMARKETING.COM


https://privateclubmarketing.com/

