Spending habits of golf travelers;
Implications for resort management

Brian Krohn
Department of Parks, Recreation and Tourism Management

Clemson University

krohn@clemson.edu

Introduction
The economic impact of tourist activities has long been a center of focus for researchers.  The amount of revenue generated from persons who are visiting from outside the local region is important for communities, governments, and businesses, and is reflected in increased jobs and wages.  In fact, tourism is considered a trillion dollar international industry, and the specific niche of sports tourism has become a multi-billion dollar component of overall tourism (Kurtzman, 2005).  Researchers analyzing economic impact focus most directly on the impact of mega-events, such as the Olympic Games, World Cup soccer, professional sport championships, and other large events (Burgan & Mules, 1992; Cromption, 1999; Lee & Taylor, 2005; Van Hoof, 2000). 
There are some studies that have looked at revenue generation for sport participation in the UK (Davies, 2002; Lamb, Asturias, & Brodie, 1992), and Spain (Lera-Lopez & Rapun-Garate, 2005) that highlight the importance of identifying spending patterns.  Some research has identified the significance spending patterns at active sport events including the impact of travelers to the event such as competitions for softball (Daniels, 2004) and runners (Daniels, Norman, & Henry, 2004).  These studies looked at various participation sports, and the current study will use golf as the participatory focus.  
The purpose of this study was to 1) identify variations in spending patterns for golfers frequenting different types of golf courses and 2) identify variations in spending for golfers who experience different levels of travel.
Method
Subjects were recruited from on-site contact at golf courses and driving ranges in several Midwestern cities of varying size.  Sampling times and locations were varied across recruiting sessions.  Additional subjects were contacted through golf professionals at various public courses in the Midwest.  Each subject was approached and asked if they would agree to participate in a survey on how people choose golf courses.  When subjects agreed, they were given a packet containing a survey and a return envelope.  Several respondents completed the survey on-site.  The data used for this study was part of a larger study analyzing factors that influence golf course selection decisions.  

In order to determine differences in spending patterns of golfers for type of course most frequently played, an analysis of variance was conducted for each spending category.  The data was further divided by level of travel.  Results are shown below in Table 1.  Differences between spending patterns for level of travel were also analyzed using the same procedure.  For this analysis the data was further divided by type of course most frequently played.  Results are shown below in Table 2.

Findings

The analysis of variance signified differences in spending.  The golfers were first categorized by type of course most frequently played: public/semi-private, private, or resort.  For golfers who played public/semi-private courses most frequently, there were significant differences based on frequency of golf vacations.  Differences were found in several categories: golf fees, food and beverage, golf clubs, golf balls, and soft goods.  Significant differences were also found for golfers who most frequently played private courses in two categories: golf fees and soft goods.  There were no significant differences in spending categories for golfers who most frequently played resort courses. 

A second analysis was conducted by categorizing golfers by the number of times they vacationed: 0 to 1 vacations or 2 or more vacations.  For golfers who vacationed 0 to 1 times, there were significant differences between them based on the type of course most frequently played.  Differences were found in several categories: golf fees, food and beverage, golf balls and soft goods.  Significant differences were also found in the categories of golf fees, food and beverage soft goods, and golf club replacement value for golfers vacationing 2 times or more.
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# of respondents 72 37

Golf Fees $  650* $  1163*

Food & Beverage 134* 192*

Golf Clubs 200* 436*

Golf Balls 56* 111*

Soft Goods 70* 124*

Club Value 880 1090

# of respondents 16 12

Golf Fees $  1672* $  2127*

Food & Beverage 250 606

Golf Clubs 202 660

Golf Balls 53 169

Soft Goods 56* 292*

Club Value 983 1540

# of respondents 10 14

Golf Fees $1,440 $2,146

Food & Beverage 306 703

Golf Clubs 305 517

Golf Balls 125 164

Soft Goods 126 180

Club Value 1089 1782

* - Signifcant (p<.05)
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played

Frequency of Golf Travel in Previous Year

Table 1 - Spending Habits by Frequency of Golf Vacations and Type of Course

Public 
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Private

Private

Resort
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# of respondents 72 16 10

Golf Fees $  650* $  1672* $  1440*

Food & Beverage 134* 250* 306*

Golf Clubs 200 202 305

Golf Balls 56* 53* 125*

Soft Goods 70* 56* 126*

Club Value 880 983 1089

# of respondents 37 12 14

Golf Fees $  1163* $  2127* $  2146*

Food & Beverage 192* 606* 703*

Golf Clubs 436 660 517

Golf Balls 111 169 164

Soft Goods 124* 292* 180*

Club Value 1090* 1540* 1782*

* - Signifcant (p<.05)
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Table 2 - Spending Habits by Type of Course and Golf Vacations

Type of course most frequently played

0 to 1 Golf 

Vacations 

2 or more 

Golf 
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Application of Results

Spending of golfers while on vacation is an area for further investigation.  This study shows increases in some areas of spending, such as soft goods, and food and beverage.  For managers and marketers of resort facilities, it is important to focus on those areas in which golf travelers are spending money.  Golfers who play public courses might be more likely to purchase items such as balls, clubs and soft goods, where as golfers who play private courses might not be interested in balls or clubs but soft goods only.  Therefore, knowledge of the customer base will lead to valuable information concerning which areas that additional spending might occur.  
Conclusion

Economic benefits come not only from the revenue from large spectator events or large competitive events, but also from the daily use of golf facilities.  This study was intended to identify in which areas golf travelers are likely to spend more money then non-travelers.  Travelers who most frequently play public courses and travel spend significantly more in all categories.  Although this might seem as a mere confirmation of intuitive knowledge, the large differences in the means show the possible increases in revenue that can occur by attracting public course golfers to golf vacations.


Differences in spending among golfers that most frequently play private courses indicate that travelers spend significantly more on fees and soft goods.  The increase in fees might be explained by the monthly dues that private course members must pay regardless of the amount of golf played.  Thus paying for fees on golf vacations would be an increase in spending.  The increase in spending in for the soft goods might signify the purchase of memorabilia items when traveling, such as towels, golf bags, etc.   The finding of no significant differences in spending among resort golfers is no surprise, as resort golf is usually played while on vacation.


 Spending differences between golfers taking more than 2 golf vacations indicates that those playing both private and resort courses spend more on fees, food and beverage and soft goods.  There were no differences in dollars spent on golf clubs in either level of vacations.  This finding might be important as equipment might not be a driving force for spending while on vacation.

Despite the many limitations of this study, including low power for the analyses on private and resort golfers and limited characterization of the vacation type, this study shows the possibilities for identifying spending habits by type of golfer.  One major limitation to this study is the unclear differences in golfer types which were here defined by the type of course most frequently played.  
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