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● Financial Benchmarks:  That 
can predict the financial 
health of a golf course.

● Demand & Operations 
Management: Mitigating 
Phone Calls & No-Shows with 
Technology

● Customer Behavior & 
Interaction:  A cross section 
of data from over 100 golf 
courses around consumer 
behavior and statistics. 





























We Believe the Future of Course 
Operations will be AI Enabled to 
Mitigate Phone Volume - Starting 
with Chat





















Search Data Validates Awareness not Discovery = Golfer Knows You
● Traffic is concentrated in Organic (65.94%) and 

Direct (29.97%). Your audience already knows the 
brand and offering.

● Within Organic, the top queries are overwhelmingly 
branded (meaning the user searched the course by 
name)

● Generic discovery (“golf course near me”) exists but 
is much smaller than branded course-name queries.

● Implication: Marketplaces aren’t required for 
discovery. Focus on converting branded intent via 
your site and Google Business Profile (plus Reserve 
with Google).



Search Data Validates Awareness not Discovery = Golfer Knows You
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Conversion Rate = Means Profits
What’s broken:

● 67% of booking sessions happen on mobile, but 
overall conversion is only 9.9% vs. 15.1% via Reserve 
with Google.

● That delta = money left on the table.

Solutions to increase conversion rate:

● Eliminate barriers to bookings (Forced logins, 
question funnels before inventory)

● Mobile-first booking engine with fast checkout.
● Adopt Reserve with Google where appropriate to 

capture high-intent mobile searchers.
● Always-on automations that notify teams members 

when gaps can be filled in the tee sheet to open 
more opportunities for bookings.

● Optimize websites to get golfers to your booking 
engines faster



Reserve with Google brings high-intent, mobile-first 
bookings straight to your tee sheet

The data:

● RwG Conversion Rate: ~15% 
● Total of online rounds booked: ~11.5%

Importance of owning this channel is high.

● Customers are searching directly for you
● Clicking on your listing
● You should get the attribution, not a 3rd party

High-Intent Demand You 
Already Own



Daypart Yield Is Mispriced 

The data:

● 8–10AM accounts for 22% of rounds but 
26.4% of revenue 

● 6–7:59AM outperforms (9.9% revenue vs. 
8.2% rounds)

● After 2PM, rounds remain strong (26%) but 
revenue lags (18%)

Mornings drive premium revenue and provide 
proof golfers pay more for prime times.

Afternoons drive volume, not yield signaling 
price-sensitive play best suited for discount/value 
offers.

*GreatLIFE Golf Data - represents 36 resort, public, or semi-private golf courses



*Industry data according to Omnisend. Industry is not limited to the golf industry.

Automated Marketing Returns Profits

Standard campaigns are like shouting to a 
crowd - you’ll get some attention, but lots of 
misses

Automation Wins - Why?

● Relevancy
● Personalization at scale
● Always On

Automations are like tapping the golfer on the 
shoulder at the perfect time, which leads to high 
engagement and more revenue

Average Direct From 
GRO Marketing 

Rounds

493
Average Direct From 

GRO Marketing 
Revenue

$30K
% of Online Revenue

7.1%

YTD 2025 GolfBack Clients | Stats from Direct Click on a marketing campaign to purchase 



Automated Marketing Returns Profits



Golfers wait, that provides an opportunity

50% of online bookings are <1 day out; 63% are <2 
days. There’s a soft spot at days 3–6.

Are you incentivizing golfers to book further out? 
Dynamic pricing can reward early commitment 
without undercutting peak rates.

Weekday vs. Weekend booking trends

● 42% of online bookings Fri, Sat, Sun
● 58% of online bookings Mon, Tue, Wed, Thurs
● Lowest booking: Sunday 12%
● Highest booking: Friday 17%

Utilize data to push messaging at the right time to the 
right players *GreatLIFE Golf Data - represents 36 resort, public, or semi-private golf courses



Foursomes Drive Yield, Singles fill the gaps
The Data:

● Twosomes = 38.9%
● Foursomes = 23.5% (Yield Gold)
● Singles = 15.4%

Solutions:

● Foursome-Only Promotional offers 
● Singles Controls to fence singles into 2–4 player 

slots (no full tee capture), keeping inventory 
pairable.

● Operator Pair-Up Alerts to increase 4some 
opportunities.

*GreatLIFE Golf Data - represents 36 resort, public, or semi-private golf courses



Cultivate Your Database = Compounded Revenue
Without continuous capture and reactivation, your 
database stagnates.

Building Customer Profiles:

● Online Bookings
● Web Forms
● Point of Sale
● Eclub/Newsletters

The Data:

● Avg Database Growth Year 1 = 54.9%
● Avg Contact Spend (2020-2024): $579
● Avg Customer Acquisition Cost (2020-2024): 

$0.23**

*GreatLIFE Golf Data - represents 36 resort, public, or semi-private golf courses
**Based on Avg $1,000 per month marketing budget 

Average Email Contact Increase



Big Data = Driving Golf Course Profitability

Day 3–6 fill: Add 300 
shoulder rounds @ $45 

effective = +$13.5k

$13,500
Dynamic Pricing: Small 
prime-time +$2 avg on 

4,000 prime rounds = +$8k

$8,000
Illustrative total: ~$126k 
optimized incremental 

annual revenue

$126,000
Conversion Lift: 9.9% → 

12.5% on 50,000 sessions = 
+1,300 rounds → $71k @ 

$55

$71,500
Twosome→Foursome: 300 

upgrades/year = +600 
rounds → +$33k

$33,000

Conversion 
Rate: Means 
Profits

Daypart Yield Is Mispriced

Foursomes 
Drive Yield, 
Singles fill the 
gaps

Optimizing for 
profitability is 
smart business+ + =
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