


Agenda

* Two Minute Take-Aways

* Golfer expectations for 2013: perceptions, participation, spending and retail
channel preferences

* Golfer attitudes in 2013, five year trends and their implications for the industry

* A focus on golfer travel: Inside the decision process



Two Minute Take-Aways

* Full Steam Ahead? After a post recession flatness, US golfers appear more poised to play and spend on golf
than they have in the past three years. Driving the optimism are “more playing partners” and game
improvement.

* Oris it Baby Steps? Golfers feel industry player development momentum, but concurrent increases in family
pressures and child centricity may only take us so far.

* Custom Fitting and Technology Innovation Spur Retail: The messages are resonating and 2013 looks good,
particularly for irons and a number of product categories. Per cap spending continues upward, but at a
perceived discount from expectations

* Private Clubs Reverse Course...For the Better: The bloodbath of recent years has abated in terms of
rampant attrition. Though there is still work to be done

* Are Golfers More Resilient than the Average American? Golfers’ personal optimism belies their still
negative perceptions of the overall U.S. economy

* A More Captivating TOUR: Perceived popularity of the PGA TOUR is at an all time high as golf fans begin to
embrace the influx of new and international talent and turn to new media in a world that moves ever faster



Background, Objectives and Methodology

* Winter 2013 SLRG Sports Omnibus

— Assess the attitudes and perceptions of golfers
* Initiated by Sports and Leisure Research Group in 2009

* 2013 online survey of over 1,200 golfer respondents
— Fielded January 3-4, 2013

— All golfers played a minimum of twice per month in season during 2012


























































































A comprehensive look at the process of purchasing golf travel from initial motivation
to final booking

Identify distinct purchase process stages, complete with assessment of unique sources of information and
influence at each distinct stage

Reveal and measure the impact and role of key decision influencers inclusive of media, W-O-M, viral sources

Develop portraits of various golf traveler “archetypes” defined by the nature of their golf vacation:

“Buddy” Trips
Family Vacations
Spouse/Partner Travel

Business Travel

Uncover evolving trends in golf travel needs and decision process elements, inclusive of:

Golfers’ attitudes and behaviors surrounding the travel destination

The impact and significance of today's time constrained, value conscious and child-centric climate on

destination selection and travel behaviors

Golfer travel behavior relative to that of affluent adults in general



SUMMARY OF
FINDINGS



Klqe@r@wsiyefo@luatthasjmge@s@lfp'ﬁrghﬁglng golf travel from initial motivation
to final booking

Identify distinct purchase process stages, complete with assessment of unique sources and
influence

Reveal and measure the impact and role of key decision influencers
Develop portraits of various golf traveler “archetypes” defined by the nature of their golf
vacation:

—  “Buddy” Trips

— Family Vacations

— Spouse/Partner Travel

— Business Travel

Uncover evolving trends in golf travel needs and decision process elements:
— Golfers’ attitudes and behaviors surrounding the travel destination

— The impact and significance of today's time constrained, value conscious and child-centric
climate

— Golfer travel behavior relative to that of affluent adults in general







































































