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As part of the Jonas family of brands, we support 
clubs through two web solutions — ClubHouse Online 
and MembersFirst — both focused on helping you 
strengthen your digital front door.



Today’s Agenda

Benefits of a Strong Website
Maximize engagement and enhance 
your club's online reputation.

02
A need for redesign/updates
Essential elements and best 
practices for a strategic website.

03
Digital renovation stories
Witness tangible transformations 
and the power of modern design.
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Benefits of a STRONG Website
Maximize engagement and enhance your 
club's online reputation.



INCREASED MEMBER 
RETENTION

ENHANCED MEMBER 
EXPERIENCE

REFERRAL & NEW 
MEMBERSHIP

COMMUNICATION & 
FEEDBACK

REVENUE 
GENERATION

EFFICIENT 
OPERATIONS

BENEFITS OF A STRONG PRIVATE CLUB WEBSITE



The general rule of thumb 
is 2-3 years and we see 3 
years on average in the 

club industry.

3 Years

How often should 
you redesign your 
website?

Has your club made major 
improvements or have 

there been complaints? 
Did you cut corners 

because of timing or 
budget?

It Depends Are you planning for 
something coming? Or 
want to make sure you 

don't rush launching the 
vision you have?

Investment



We have set a standard at TCC to refresh elements 
on our site every two years; in year three, start 
planning for a redesign and launch a new site 
every four years. We plan for post-launch 
projects to stay up-to-date and 
position ourselves for success.



● You just don't like it and need a 
refreshed look

● New logo / new color pallet
● The content needs a new layout
● You have a New Team, New Committee, 

or New Board

● Your goals are changing
● You are using antiquated software
● Subjective "Everyone else is doing it."
● New renovation/capital improvement project

Most common reasons 
for website redesign 



  02
A NEED for Redesign
Essential elements and best practices for a 
strategic website.



The average time spent on a website page is 54 seconds. 
- HubSpot

Half of internet users say that they use website design as 
a factor to formulate their opinion on a business. 
- SEMRUSH

88% of online users won’t return to a site after a bad experience.
- Hosting



Aligning Vision & Design

● Align digital presence with identity
● Use redesigns for brand consistency
● Reinforce brand across all touchpoints
● Establish a cohesive visual style
● Strengthen recognition through design



ALIGNING VISION & DESIGNIntegrate Your Brand into 
Every Detail
● Align digital presence with identity
● Use redesigns for brand consistency
● Reinforce brand across all touchpoints
● Establish a cohesive visual style
● Strengthen recognition through design



WCAG 2.1 AA
  Web Content Accessibility Guidelines

● Responsiveness: navigation menus, 
buttons, forms, and photo/video displays

● Interaction & movement
● Speed of pages & images loading
● Accessibility
● Copywriting tone “the language you use”

User Experience

https://www.bartonhillscc.com/


ALIGNING VISION & DESIGN
Importance of 
your Navigation

Website users spend an average of 
6.44 seconds focused on the main 
navigation menu. -CXL



Importance of your Navigation





Formatting & Layout
Integrate Your Brand in Every Detail



Examples of Reinforcing 
Your Brand 



Examples of Reinforcing 
Your Brand 



Too much text is 
bad. Find better 
ways to convey it.

GOOD

BAD

Typography
Union of jargon, marketing,
SEO Terms
Calls to action for 
immediate engagement



Renovations

https://www.oldecypress.com/


Custom 
Projects That 
Strengthen A 
Club’s Brand

Digital Marketing Success→

https://vimeo.com/1121556473/8f5520a039?share=copy&fl=sv&fe=ci
https://vimeo.com/1121556473/8f5520a039?share=copy&fl=sv&fe=ci


Marketing
Strategic, Branded, Effective



Where Clubs Struggle 
With Marketing

● Clubs don’t think they need marketing. 
● Content feels generic or disconnected from brand story.
● No clear digital campaigns → leads leak out.
● Follow-up inconsistent → prospects drop.
● Onboarding is outdated → members disengage early.



Digital Campaigns
— Campaigns that 
Convert

 

From clicks to conversations

● Landing pages → capture interest.
● Thank you pages + content offers → 

deliver value.
● Automated follow-up → keeps 

prospects engaged.

 



DIGITAL MARKETING CAMPAIGNS

https://www.oldecypress.com/
https://www.oldecypress.com/


CONTENT OFFERS

Olde Cypress Campaigns:
• Associate Membership Brochure → 
1,250+ leads since Oct 2022 (~40 per month)

• Lifestyle Brochure → 350+ leads since Oct 2023 
(~30 per month)

• Full Golf → 180+ leads since Mar 2025 (~45 per 
month)

Nashawtuc (Mar 2025 launch): 428+ leads 
(~85 per month so far)

Cedar Hill (Apr 2023 launch): 1,700+ leads from a 
single $5k investment, still active after 2.5 years

Sustained Lead Generation 
with Real ROI



CONTENT OFFERS

https://www.andovercountryclub.com/
https://www.andovercountryclub.com/
https://www.andovercountryclub.com/
https://www.andovercountryclub.com/
https://www.andovercountryclub.com/


Competitive 
Edge

Keeping Club Brands 
Top of Mind 

Digital Marketing Success→

https://vimeo.com/1121556444/43c4dffadf?share=copy&fl=sv&fe=ci
https://vimeo.com/1121556444/43c4dffadf?share=copy&fl=sv&fe=ci


Digital Campaigns Driving Real 
Engagement in the Club Industry

View LinkedIn Post – Melissa Hansen

https://www.linkedin.com/posts/activity-7305232312131084289-JS1F?utm_source=share&utm_medium=member_desktop&rcm=ACoAAAUhFRUBQXB_40kJ633fDIELG3w4S3M6utI


New Member 
Onboarding
— Creating the 
Experience Members 
Expect

 

Early Engagement → Long-Term Success

● Copywriting that connects → 
messaging written to welcome and 
guide

● Dedicated website/app space → 
answers questions before they’re 
even asked

● Automated email series → keeps 
new members engaged early and 
often

 



Competitive Edge
Not a Vendor but a Partner
What Onboarding 
Often Looks Like



Competitive Edge
Not a Vendor but a Partner
What Onboarding 
Often Looks Like
A Centralized Digital Hub



Competitive Edge
Not a Vendor but a Partner
What Onboarding 
Often Looks Like
Where Everything Lives



Why This Works — For the Club and the Member

Central Information Hub Time Efficiency

Engagement Booster Resource Throughout 
Membership 



AUTOMATED EMAIL SERIES



Competitive Edge
Not a Vendor but a Partner



Proven Success with New Member Onboarding
Automated, yet personal. High engagement with real results.

From day one builds loyalty for the long term



Competitive Edge
Not a Vendor but a Partner
Building a Branded, 
Behavior-Shaping Journey

“We wanted to provide brand 
awareness and a plan that benefited 

the member and saved time.”
Denise Saari

Membership/Marketing/
Communications 

Director



Crafting Your Website Experience

Don’t overwhelm 
your users 

Create the first 
impression

Help prioritize 
their attention

Reduce their 
learning curve

Invite to engage 
with your story 

through thoughtful 
design



What is your evaluation of your current 
website design?



Does your current website reflect your 
brand and mission well or not?



What are the opportunities for 
improvement?



Strategy

Download Project Planner→

https://www.jonasclub.com/excel-at-club-marcomm/
https://www.jonasclub.com/excel-at-club-marcomm/


Strategy

Download Task Organizer→

https://www.jonasclub.com/excel-at-club-marcomm/
https://www.jonasclub.com/excel-at-club-marcomm/
https://www.jonasclub.com/excel-at-club-marcomm/


  03
A Digital Renovation Story
Witness tangible transformations and the 
power of modern design.



Great websites come about when 
the process is a collaboration

Watch Now→

Behind-the-Scenes 
Video Series

https://www.jonasclub.com/flcmaa-website-redesign/
https://www.jonasclub.com/flcmaa-website-redesign/


A Reimagined Digital Home for Members

Earl Grey Golf Club
Calgary, Alberta
earlgreygolfclub.com

Christa Abbott
Director of Marketing & 
Communications

http://earlgreygolfclub.com
http://earlgreygolfclub.com


Creating a One-Stop Hub for the 
Member Experience

http://earlgreygolfclub.com


Creating a One-Stop Hub for the 
Member Experience

http://earlgreygolfclub.com


Creating a One-Stop Hub for the 
Member Experience

http://earlgreygolfclub.com


Tools That Transform the Member 
Experience



Immediate Impact and 
Brand Alignment

● Strong brand alignment across all digital touchpoints.
● Fewer member inquiries — members now find what they need independently.
● Positive feedback from members and staff on navigation, design, and clarity.



Building on Integration and 
App Enhancements

● Transition more departments from third-party tools to Jonas Club Modules for 
better integration and time savings.

● Leverage premium mobile app features to deepen engagement and capture 
data-driven insights.

● Continue improving the digital connection between staff workflows and 
member convenience.



“Simplicity is the new 
luxury — when 

members can navigate 
with ease, your brand 
promise comes to life.”



A Reimagined Digital Home for Members

Grosse Pointe Yacht Club
Grosse Pointe Shores, MI
gpyc.org

Alexa Coole
Membership Director

https://www.gpyc.org/
http://gpyc.org
https://www.linkedin.com/in/alexa-coole-020491222/overlay/about-this-profile/


Setting a Vision for a True Digital 
Extension of the Club

● Create a user-friendly, intuitive, and welcoming digital experience that mirrors the 
in-person club environment

● Overcome low member engagement and awareness of the old website
● Build a platform that feels like home — simple, efficient, and enjoyable to use
● Treat the website as both a communication hub and a reflection of the club’s brand and 

standards



Bringing the Member 
Experience to Life

https://www.gpyc.org/


Bringing the Member 
Experience to Life
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Bringing the Member 
Experience to Life

https://www.gpyc.org/
https://www.gpyc.org/


Bringing the Member 
Experience to Life

Navigation: Streamlined and intuitive, making it easy to find information without friction



Bringing the Member 
Experience to Life

Photo Albums Quicklink: Extends the club’s community 
feeling into digital — members relive events almost 
instantly



Bringing the Member 
Experience to Life

Email Archive: Solves the “I didn’t see the 
email” challenge by giving members one-click 
access to all communications



Turning Familiarity 
Into Engagement

Grosse Pointe Yacht Club’s redesign proves that when 
your website feels familiar and effortless to use, members 
naturally engage more often. The digital front door 
becomes an extension of the community — a place 
members want to visit, not just need to.



When members visit your website, does it feel 
like walking through your club doors?

Watch Now→

https://vimeo.com/1128968640/90567d47ad?share=copy&fl=sv&fe=ci
https://vimeo.com/1128968640/90567d47ad?share=copy&fl=sv&fe=ci


Elevating a Prestigious Brand’s 
Digital Front Door

Shaughnessy Golf & Country Club
Vancouver, BC
shaughnessy.org

Adam Markus
Marketing and Communications Coordinator

http://shaughnessy.org
http://shaughnessy.org


What the Team Set Out to Achieve
● Present updates and key information in a clear, digestible format
● Refine the club’s visual language to reflect its elegance and legacy
● Showcase the property’s beauty and community through high-quality imagery
● Create a homepage that serves as an intuitive hub for members and visitors
● Simplify access to policies, guest information, and essential resources
● Streamline daily-use features like the lineup and event details for quick access



● Homepage sections that surface updates and key links and now functions as a launchpad, 
reducing clicks to core areas

● History reworked into a single scroll for narrative continuity and easier reading
● Consistent typography and imagery build an elegant, brand-true feel

Turning Clarity into an Experience

View the History →

https://www.shaughnessy.org/Our_Club/History


Roadmap Items Under Consideration
● More individualized member portal experiences by category
●  • Interactive maps and virtual tours for orientation and storytelling
●  • Member input loops through surveys
●  • Feature ideas to extend convenience: automatic bag drop workflows, galleries, 

livestream webcam, wine ordering, tennis bookings, online shop, online food ordering



The feeling you create 
online should mirror 
the one they feel when 

they arrive.



Redefining Digital Reputation on the Main Line

Rendor Valley Country Club
Villanova, PA
radnorvalleycc.com

Halie Kay Vermillion
Membership & Marketing Manager

http://radnorvalleycc.com


Four Words That Defined the 
Redesign



Tradition, Storytelling, and 
Modern Utility



Tradition, Storytelling, and 
Modern Utility

http://radnorvalleycc.com


Measurable Engagement and 
Member Excitement

● Over 30,000 logins within the first two months post-launch — far exceeding prior usage 
levels.

● Event attendance has “skyrocketed” since moving away from manual email sign-ups.
● Entire families now use the website and app as a shared hub for activities and 

communications
● Departments are more connected, saving time and improving communication flow.



Your digital front door 
shapes perception 

before anyone walks 
through your real one.



Start your digital renovation now →

https://www.jonasclub.com/2026-digital-renovation/
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