
CONSUMER 
RESEARCH A g l i m p s e o f h o w go l fe rs ' behav io r a f f e c t s t h e b u s i n e s s 

o f go l f f ac i l i t y m a i n t e n a n c e a n d m a n a g e m e n t . 

GOLFERS & THE WEB 
In March NGF conducted a survey about golfers' technology habits. The 
survey was fielded online to a nationally representative sample of adult core 
golfers (those who play eight or more rounds per year). A total of 1 , 6 6 2 golfers 
completed the survey. Key findings include: 

• Most core golfers are online and /or use e-mail every day ( 8 8 percent use it 
several t imes a day). 

• 8 3 percent go online just for fun or to pass the t ime. 
• Almost all core golfers are engaging in golf-related activities online. 

Online golf-related activities of core golfers 
Have done in last 12 months 

Researched golf equipment (clubs, balls, etc.) 
Read articles about tour players 

Read articles about golf instruction 
Made plans to play golf 

Arranged tee times 
Researched golf travel 

Purchased other golf equipment (bags, gloves, shoes) 
Stayed in touch with golfing friends 

Watched video of golf instruction 
Researched or got recommendations on golf courses 

Researched or got recommendations on golf equipment 
Purchased golf balls 

Purchased golf clubs 
Purchased golf apparel 

Watched a video of pro tour highlights 

Posted a review of a golf course 
Posted a review of golf equipment 

Made new business or professional contacts 
Met new people to play golf with 

Core golfers' use of 
social networking sites 

Core golfers' use of golf-related 
social networking sites 

LastMinuteGolfer 
GolfLink 

19thHole 
GolfWRX 

Golf-finder.net 
TeeTimeFriends 

I 14% 
| 13% 

| 5% 
| 5% 

| 4% 
| 4% 
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