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Introduction 
 
The Scottish Golf Union recruited Dunfermline Building Society as a new sponsor in late 2006 
with a £100,000 investment over the next two years in Scottish junior golf. The partnership 
with the Society became the SGU’s biggest annual junior sponsor and was launched in 
February 2007. 
 
 
 
Executive Summary 
 
The Scottish Golf Union is the governing body for amateur golf in Scotland, responsible for 
growing the game, developing talent and supporting golf clubs.  
 
As with most sports, one of the SGU’s key strategic goals is encouraging more participation 
from the grass roots level, retaining more youngsters in the game and promoting good 
practice towards juniors among member clubs and facilities. 
 
Dunfermline Building Society, with its strong Scottish heritage, community focus and social 
inclusion ethos, saw many synergies between their own objectives and those of the SGU, 
forming the strong basis for the partnership when the sponsorship was agreed.  
 
As a former sponsor of youth football in Scotland, Dunfermline Building Society had an 
association with sport but no direct link with golf. The aim of the sponsorship was to position 
Dunfermline Building Society as a key player within Scottish golf, a major supporter of grass 
roots golf in Scotland (with the Ryder Cup 2014 in mind) and to target Scotland’s golfers as 
future customers of the Society. 
 
Throughout 2007, the SGU delivered a highly successful sponsorship activation programme 
for our new partners, meeting and exceeding the key objectives outlined by Dunfermline 
Building Society to create a dynamic and long term partnership. 
 



The Sponsorship Platform 
 
Through our initial discussions with Dunfermline Building Society, we identified two key areas 
of the SGU’s junior golf activity, and one commercial opportunity, which provided a strong fit 
with our sponsor’s objectives. They were: 
 
The Scottish Junior Masters 
 
The Junior Masters was created by the Scottish Golf Union in 1999 to create an event which 
all young boys and girls in Scotland could participate in, irrespective of their ability. With golf’s 
handicap system enabling beginners to compete alongside high performance golfers on a 
level playing field, golf is unique in hosting events which all players can take part in. 
 
With the support our the event’s initial sponsors, the Bank of Scotland, the Junior Masters had 
flourished into Scotland’s biggest participation golf event, with youngsters from 180 clubs 
across the country taking part, totalling nearly 2,500 golfers. 
 
Since the end of the Bank of Scotland’s sponsorship however, the SGU were unable to 
sustain the event in its same guise, with numbers falling to 134 clubs and 1,700 golfers over 
the previous two years. 
 
Dunfermline Building Society saw the Junior Masters as the perfect vehicle to build their golf 
brand, using a series of high profile events, interaction with youngsters at the grass roots level 
and local media coverage to deliver their sponsorship. 
 
Junior Club of the Year Awards 
 
Following the launch of clubgolf – Scotland’s national junior golf strategy backed by the 
Scottish Executive as part of the 2014 Ryder Cup bid – a culture of change had began to 
sweep across Scotland’s golf clubs.  
 
Clubs began to embrace junior members, actively encourage their participation, make 
clubhouses more junior friendly, develop structured junior programmes and more youngsters 
were being attracted to the game. 
 
The SGU recognised the need to highlight the good practice being done in golf clubs, and 
sought to recruit a sponsor to support the concept of the Junior Club of the Year Awards. Like 
the Junior Masters, the platform sat well with Dunfermline’s partnership objectives, and they 
agreed to add this to the sponsorship mix, along with the title of Official Partner of Junior Golf. 
 
Golf Affinity Building Society Account 
 
In order to deliver a tangible commercial benefit to Dunfermline Building Society as part of the 
sponsorship agreement, the SGU proposed to consider a golf affinity building society account, 
encouraging golfers to save money towards golf based high value items such as a new set of 
clubs, membership fees or golf holidays. 
 
Dunfermline Building Society agreed that this would provide a measurable target for the 
sponsorship, with commercial opportunities, and the two parties decided to create a new 
affinity product, to be launched once the sponsorship was established. 
 
These three areas provided the backbone of the SGU’s sponsorship package.  



Sponsorship Objectives  
 
Dunfermline Building Society put forward a number of key objectives which they wanted the 
SGU to deliver against, namely: 
 

·  Establish Dunfermline as a key player within the Scottish golf industry 
 

·  Position Dunfermline as the major contributor to grass roots golf in Scotland 
 

·  Drive national and local media coverage of the sponsorship to generate a 2:1 return 
on investment against the sponsorship fee i.e. £100k worth of media coverage each 
year 

 
·  Interact with youngsters, their families and key decision-makers within golf clubs in 

communities across Scotland 
 

·  Launch a new affinity savings product into the golf market and generate 500 new 
accounts in the first year of sponsorship 

 
·  Link Dunfermline’s junior golf sponsorship to the Ryder Cup 2014 programme to raise 

their corporate profile 
 
The Scottish Golf Union also outlined a number of objectives for the partnership, based 
around the platforms within the package: 
 

·  Re-establish the Junior Masters as a ‘must play’ among boy and girl golfers 
 

·  Generate participation levels of 2,500 across 180 golf clubs in year 1 
 

·  Increase the number of girls taking part (an objective of the national golf strategy) 
 

·  Launch the Junior Club of the Year Awards into the Scottish golf market 
 

·  Seek to use high profile golf personalities in Scotland to activate the sponsorship and 
generate media coverage 

 
·  Enthuse golf club administrators to interact with the sponsorship through local 

initiatives and establish brand loyalty towards Dunfermline Building Society 
 

·  Build Dunfermline Building Society as a longer term partner of the SGU and seek to 
grow them into other areas of sponsorship in the future. 

 
 
Creating the Partnership 
 
A strategic marketing plan was developed by both parties at the start of the partnership to 
ensure that the sponsorship activity would be delivered all year round and not just during the 
golf season.  
 
Our aim was to deliver a high profile launch, communicate to clubs, parents and youngsters, 
run the series of events to create interaction, stage a high profile final at a prestigious golf 
course, launch the affinity savings account and maintain the sponsorship presence in the ‘off-
season’ through the Junior Club of the Year Awards. 
 
A sponsorship team was set-up using representatives from both parties covering all areas of 
expertise within the agreed package and as a result an excellent foundation was established. 



Sponsorship Activity:  
 
Brand Identity: 
 

·  The SGU appointed Tayburn, our retained design agency, to create a new identity for 
the sponsorship, combining the Dunfermline Building Society logo with a golf theme 
which would run across all marketing activity associated with the sponsorship. 

 
·  Sub-brands were developed for both the Junior Masters and Junior Club of the Year 

Awards and used across posters, banners, golf course dressing and web banners. 
 

·  Dunfermline appointed their retained agency, Family, to create the marketing identity 
for the affinity savings account, which we opted to name ‘Fairway Savers’. 

 
See figure 1 for the two new brand identities 
 
 
Media Launch Day: 
 

·  The SGU persuaded three of Scotland’s leading golf professionals – Marc Warren, 
Alastair Forsyth and Dean Robertson – to attend the launch of the sponsorship and 
give up their time free of charge to support junior golf in Scotland.  

 
·  They were joined by Richie Ramsay – Scotland’s leading amateur golfer at the time, 

Eilidh Briggs, one of the country’s most promising female ‘Academy’ players and 11-
year-old George Burns, an example of one of youngster at whom the Junior Masters 
event was targeted. 

 
·  The media launch attract golf journalists from all the main national newspapers, 

including the Scotsman, Herald, Daily Record, Daily Express, Sun, Sunday Mail, 
Bunkered Golf magazine and several major regional titles, generating a high level of 
coverage including photography in all titles. 

 
·  STV also attended the launch and featured the sponsorship, together with interviews 

with the players on their memories of junior golf, on the evening edition of Scotland 
today. 

 
·  Photography from the media launch was used throughout the sponsorship campaign 

and the players granted the SGU rights to use the photography for the benefit of 
promoting junior golf. 

 
See figure 2 for media launch activity 
 
 
Club Communication: 
 

·  An information pack was mailed out to 600 golf club secretaries and junior convenors 
to promote the Junior Masters event. 

 
·  Each club was invited to host a local Junior Masters qualifying competition, with the 

leading two boys and girls from the club winning through to one of five regional finals. 
 

·  The pack included an A3 poster to advertise the event on the club notice board, 
giving youngsters and parents key sponsorship messages and encouraging them to 
become ‘Scotland’s national junior champion.’ 

 
·  An e-bulletin was mailed to the 600 golf clubs and the SGU’s 7500 registered e-mail 

subscribers, to encourage administrators and parents to enter their club into the 
event. 



 
·  Clubgolf Regional Development Managers also promoted participation in the event to 

their clubs. 
 
See figure 3 for Club Communication 
 
 
Local Events: 
 

·  184 clubs across Scotland held local Dunfermline Building Society Junior Masters 
qualifiers 

 
·  2,534 boys and girls participated in these local qualifying events. 

 
·  380 boys and girls won qualification to the Regional Finals. 

 
Regional Finals: 
 

·  Five Regional Finals were held during the School Summer holidays in north, south, 
east, west and central Scotland. 

 
·  Dunfermline Building Society Junior Masters branded pin flags, tee-banners and giant 

scoreboard were created to add theatre to the events. 
 

·  Each competitor received a branded golf goody bag to add to the excitement of 
participation in a major event. 

 
·  A Nintendo Wii prize was used to drive data capture of competitors and families at 

each event (to be used later to promote the affinity account). 
 

·  Photographs and tailored press releases were sent to the local newspapers of all 
competitors qualifying for the final from each region. 

 
·  In two of the Regional Finals, one third of the field were girls – the highest number of 

female competitors that the SGU had ever recorded at a Junior Masters event. 
 
See figure 4 for regional final activity 
 
 
Grand Final: 
 

·  The Grand Final was held at one of the world’s most famous golf resorts Gleneagles, 
adding an extra incentive for participation in the event and encouraging more parents 
to get involved. 

 
·  52 boys and 30 girls qualified for the Grand Final with around 300 parents, family and 

friends attending the event. 
 

·  The Dunfermline Building Society ‘Fairway Saver’ affinity account was launched on 
the day of the final and promoted to competitors and their families via goody bag 
inserts and promotional literature within the club house. 

 
·  The top 20 boys and the top 10 girls were featured in press coverage from their local 

newspaper. 
 

·  A report on the final was featured in a full page spread within the Scottish Club Golfer 
Magazine (readership 100,000). 

 
See figure 5 for grand final activity 



 
Fairway Savers Affinity Account 
 

·  The Fairway Savers Account was launched in October 2007, offering the incentive of 
three Taylor Made golf balls and a £10 SGU voucher to open a new account, with 
revenue generated from commissions being reinvested into junior golf. 

 
·  Clubs were also incentivised to promote the accounts to their members by being 

offered £500 of sponsorship if 50 of their members opened a new account. 
 

·  The accounts have been promoted in branch and via a golf club mailing, with each 
club receiving 150 flyers for display in their clubhouses. 

 
·  During the first three months since launch, 1469 golf affinity accounts have been 

opened already, generating a balance of £3.2m worth of savings – exceeding the 
initial target of 1,000 accounts in the first year (after just 3 months). 

 
See figure 6 for affinity account marketing 
 
Junior Club of the Year Awards 
 

·  The Awards were launched with a press conference at the Dunfermline Building 
Society head office. 

 
·  The SGU again persuaded two leading young Scottish professionals to support the 

activity – Peter Whiteford from the European Tour and Clare Queen from the Ladies 
European Tour, both of whom had just finished very successful seasons and thus 
were very newsworthy. 

 
·  Clubs were sent information packs via post and e-mail, detailing the prize of £1,000 

for the winning entrant – we still await results as entries do not close until mid-
February. 

 
·  The launch generated coverage in all the key national newspapers, with a branded 

photograph in The Herald. 
 

See figure 7 for Junior Club of the Year poster and launch day. 
 



Results 
 
Ten key highlights of the Scottish Golf Union’s delivery of Dunfermline Building Society’ 
sponsorship of junior golf in Scotland can be identified with the following outcomes of the first 
year of partnership: 
 

1. Dunfermline Building Society have been established as a key player within the golf 
industry through a strategic, all-year round marketing and activation plan which has 
kept their brand highly visible within the SGU’s marketing channels. 

 
2. Local and national media coverage generated an estimated media value of £120,000 

(source: Dunfermline Building Society PR Dept). 
 

3. Mutual goal of 180 golf clubs and 2,500 participants exceeded from the Junior 
Masters events with brand interaction developed at against all targeted audiences. 

 
4. Successful affinity account launched with target met just three months after launch. 

 
5. 1,469 new accounts opened delivering a value of £3.2m worth of balances (source: 

Dunfermline Building Society Product Marketing). 
 

6. Junior Masters re-established as Scotland’s biggest participation golf event for 
juniors. 

 
7. Significant increase in the number of girl participants – Regional Final fields made up 

of 33% girls in Dunfermline (East) and Kingussie (North) events. 
 

8. Ryder Cup 2014 links generated through staging the final at Gleneagles, working in 
partnership with EventScotland to deliver Ryder Cup linked hospitality benefits to key 
Dunfermline Building Society staff. 

 
9. Profile of the SGU and the sponsorship raised through using several leading Scottish 

professional golfers, including Marc Warren (who won the World Cup for Scotland 
alongside Colin Montgomerie later in the year) and Peter Whiteford, a ‘graduate’ of 
the SGU development programme now succeeding on the European Tour. 

 
10. Dunfermline Building Society increased their investment into the SGU by a further 

£5k by agreeing to sponsor the 2008 Scottish Golf Dinner (see figure 8). 
 



Summary 
 
Dunfermline Building Society began 2007 with no direct association with golf; 12 months later 
they have become firmly established as a key sponsor of golf in Scotland, with tangible 
increases in customer acquisitions as a result.  
 
With an investment of just £50,000 in the first year, Dunfermline Building Society have 
interacted with communities across Scotland using golf as the mechanic, using a powerful 
grass roots investment which has gained significant media coverage at national and local 
level. 
 
The Scottish Golf Union has succeeded in building the foundations of a longer term 
partnership, with additional sponsorship already secured in the first year, as a result of 
meeting and exceeding Dunfermline Building Society’s partnership objectives. 
 



APPENDICES 
 
Figure 1 – Junior Masters and Junior Club of the Year Identity 
 

 
 

 
 
Figure 2 – Media Launch with Leading Golfers 
 

   
 

   
 



Figure 3 – Club Communication – Poster and Web Banner 
 

  
 
 
 
 



Figure 4 – Regional Finals Activity 
 

   
    
 

    
 
 
 



 
Figure 5 – Grand Final Activity 
 

  
 

 
 

 
 



Figure 6 – Affinity Savings Account 
 

   



 
Figure 7 – Junior Club of the Year Awards 
 

  
 

   
 



Figure 8 – Dunfermline’s Sponsorship of the Scottish Golf Dinner 
 

   
 
 


