
FlingGolf Nationwide Growth and Awareness



Introduction

Our Team

2

Ryan Aylmer
Analyst

David Muso
Analyst

Samantha Post
Analyst

Xincheng Yuan
Analyst

Niran Chattha
Analyst

Lauren Levy
Project Manager

Ian Sheets
Project Manager



Agenda

Introduction01

02 Snowboarding Case Study & Market 
Research02

Ambassador Program03

Marketing Strategy04

Michigan Case Study05

3

Family Marketing06

Overview07



4Project Timeline

November

PHASE III
Michigan Case Study 
Marketing Strategy
Ambassador Program (Continued) 

September

PHASE I
Snowboarding Case Study & 
Market Research

October

PHASE II
Ambassador Program



Phase I: Snowboarding Case 
Study and Market Research
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6Phase I: Snowboarding Case Study 

History of Snowboarding

1990s - New method to access slopes

Continue to advance the game of golf 
through technological advancements

Gaining Market Share

Innovate existing technologies 

Innovate FingGolf product to be 
accessible to larger audience



7Phase I: Market Research 

Competitive Analysis: Target Market

65% 
of participants are 
ages 25-44

93% 
of participants 
are men

Source: PDGA 



8Phase I: Market Research 

Competitive Analysis: Target Market

54% 
of participants are 
ages 18-34

68% 
of participants 
are men

Source: NorthCo



9Phase I: Market Research 

Target Market Takeaways

Widen target 
market age range

Increase women and 
children participation



Phase II: Ambassador 
Program
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11Phase II: Campus Ambassador Program  

Contents

Objectives and Goals
Best Practices 

Implemented by 
Competition

Execution Methods Overview of Social Media 
and College 

1 2 3 4



12Phase II: Campus Ambassador Program

Goals and Objectives

INCREASE SALES

ELEVATE BRAND 
AWARENESS

PROMOTE GAME 
EXPERIENCE

ESTABLISH AND MAINTAIN 
CAMPUS PRESENCE 



13Phase II: Campus Ambassador Program 

Best Practices by Competition

MUTUALLY BENEFICIAL

REWARDS SYSTEM

UNDERSTANDING THE BRAND



14Phase II: Campus Ambassador Program 

Execution Methods

POTENTIAL AMBASSADOR PROFILE

5,000+ total followers across 
platforms

Non-golfer

Female

Active in Student Organizations

AMBASSADOR FORM

Accessible

Aligned with FlingGolf brand

Minimal Graphics

1 2

3
September 10th

Applications Due

October 1st
Ambassadors Hired
Assigned Goals and 

Tasks

December 30th
Awards Event

Goals Reviewed



15Phase II: Campus Ambassador Program

Overview of Social Media and College

76% 
of consumers are more 
likely to trust content 
shared by people than 
by brands.

Source: DrumUp 



Phase III: Michigan Case Study
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University Athletic Programs to Target

Social Media Landscape of College Athletics

Division I School
(in Power Five)

Division I School
(not in Power Five)

Division III School
(near FlingGolf HQ)

University of Michigan

Georgetown University Tufts University

17Phase III: Ambassador Program Integration 17



Instagram Breakdown of Men's Lacrosse & Golf Team 

Player Instagram Username Followers Following Follow Ratio Posts Avg. Likes Verified?
Account 
Privacy Year Notes

JP Hatch (lax 
brand account) stringsbyjp 4,490 1,035 4.34 734 323 ✕ Public Senior

 Cross-collab opportunity, great  
 follow ratio (personal ig account 
 private though)

Joey Corbett joeyycorbett 2,978 621 4.80 8 454 ✕ Public Freshman
Lots of great lacrosse content, 
great follow ratio

Dylan Gardner dylanpg10 1,601 1,539 1.04 22 509 ✕ Public Freshman
Qualified potential 
micro-influencer / ambassador

Harry Bogle lordharrybagel 1,708 1,684 1.01 223 466 ✕ Public Senior
Freelance videographer and 
editor

Max Yarranton max.yarranton 1,153 1,116 1.03 33 308 ✕ Public Junior
Stopped posting lacrosse content 
recently, Canadian

Josh Zawada jzawada 1,462 1,360 1.08 16 400 ✕ Public Freshman
Great lacrosse content to good 
ambassador

18Phase III: Ambassador Program Integration

University Athletic Programs to Target
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Official University of Michigan 
Golf Course

19Phase III: Ambassador Program Integration

University Athletic Programs to Target
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Product placement to consumers 
who hear about FlingGolf



Club and Campus Socials
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Cultural, Social, and Religious 
Clubs

21Phase III: Ambassador Program Integration

Club and Campus Socials

21

Broken down into 21-50, 50-100, 
and 100+ members

Attended Michigan Festifall 
2020



22Phase III: Ambassador Program Integration

Club and Campus Socials

Campus
Involvement

Socially-Distanced 
Solution

Integrate 
Ambassadors



Tailgate on Golf Course
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24Phase III: Michigan Case Study

Economic Value U-M Golf CourseTarget School 
Locations

Integration of 
Ambassador Program

Tailgate on Golf Course

Budget Breakdown

Revenue Projection

Big Ten Schools

Massachusetts 
Schools

Major Bowl Games

Event Organization 
Layout

Interactions Before, 
During, & After Event

24



1. Economic Value 25Phase III: Michigan Case Study

Tailgate on Golf Course

25

Budget Breakdown
Revenue Generation

Small Medium Large

$2,375 $4,375 $7,250

Small Medium Large

$3,400 $8,400 $16,200



2. Target School Locations 26Phase III: Michigan Case Study

Tailgate on Golf Course
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High Feasibility Medium Feasibility

27Phase III: Michigan Case Study

Tailgate on Golf Course
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U-M Golf Course

28Phase III: Michigan Case Study

Tailgate on Golf Course
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5 - 10 Minute Walk



3. UMich Case Study: Event Organization Layout

Main Tents: 
Fling Golf 

Experience

Fling Golf Event Space

Parking 
Spaces

Tent 1: 
Food & 
Drinks

Tent 2: 
Game 

Streaming

Tent 3: Social 
Media Area

29Phase III: Michigan Case Study

Tailgate on Golf Course
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4. Integrate Campus Ambassador Program with the Tailgate Event

Campus 
Ambassadors

Before Tailgate: Generate Excitement Around 
Campus

During Tailgate: Promote Social Media 
Engagement

 After Tailgate: Sell Fling Golf Experience and 
Build Network of Future Ambassadors

30Phase III: Michigan Case Study

Tailgate on Golf Course
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31Phase III: Michigan Case Study

Tailgate on Golf Course

Campus Involvement

Enhance Brand 
Awareness

Drive Sales



Total Family Promotion
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33Phase III: Marketing Strategy

Family Marketing Key Points

Five Elements Safe? Affordable? Fun? Educational? Exercise? 
FlingGolf can offer 3 out of the 5.

New Packages FlingSticks should be bought in packs of 2 or 3, not 5. 

Family Discounts New consumers are more likely to make first time purchases when 
there is a discount. Implement first time discounts up to 25%.

Displays In-store displays need to be informational and eye-catching. Children’s 
and women’s specific sticks that appeal to respective group.
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34Phase III: Marketing Strategy

Retailers to Target

Two Locations in MI: 
Bloomfield Hills and Plymouth

Smaller scale, easier entry

Driving range to test FlingSticks
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35Phase III: Marketing Strategy

Retailers to Target

35 locations in 15 states

Large scale, difficult entry

Broadest range of products, 
willing to carry FlingSticks
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Overview
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37Overview 

Implement renewed 
Ambassador Program

Recommendations

Grow women and children 
demographic

Innovate FlingSticks via 
technological advancements

Get FlingSticks into 
golf-store retailers

Reach out to student 
organizations for social events

Host tailgates 
on college campuses

3

2

1

6

5

4



38Overview 

Push to large-scale sporting good 
retailers such as Dick’s Sporting Goods

Launch FlingStick 2.0 targeted directly 
to improve on previous model

Spread tailgate model to 
nationwide schools 

Grow Ambassador Program to 
50 members

Next Steps



Thank you! Any Questions?
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