This is a glimpse of how golfers’ behavior impacts the business of facility maintenance
I I . e r and management. It shows the link between the professional community and golfers.

s EA R c H Throughout the year, we'll publish trends, likes/dislikes, suggestions and other

information about your customers.

Purchasing habits
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here’s a distinct buyer profile among golfers. Buyers the past 12 months (at least one item of the given category). Includes
are different from golfers. Almost all golfers have to buy premium and nonpremium, new and used.
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want to be or they have to be. Perhaps they have to have Fair/hyb (1) 5%— 29%

the latest technology or the newest models they believe will
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rounds a year) are more likely than occasional golfers (one e 2%
to seven rounds a year) to purchase any given golf product Wind wear FM% =)
throughout the year. But core golfer purchase incidence & Occ:vsional
varies greatly by product. While 76 percent of core golfers Slacks mm%
bought golf balls during the past year, 26 percent bought a S F 11% =
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outerwear, and 22 percent bought a golf bag. Why did only Therinalwest 1%4% (3) Women only )
three-quarters of core golfers buy golf balls during the past OIS e D i eSS R el L

year? Possible reasons: Frequent golfers are likely to find

and reuse a lot of golf balls while playing; they might have
enough golf balls on hand and need to replace them only

every few years; they might be skilled enough that they Soft goods purchase incidence

don’t lose many balls; they might play on courses that R g
lack many hazards where balls are lost; or they might be
satisfied playing balls that aren’t in the best condition.

The statistics and charts on this page are based on more
than 2,000 U.S. golfers who completed an online survey in
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May 2007 from the National Golf Foundation. The sample Golf shoes B B Core
was drawn from global market research firm Synovate's 2 Ooeaatoral
nationally representative panel of 2.6 million Americans. Golf bags F===
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