
We’ve tracked golfer participation intent and attitudes for over two decades at Sports and Leisure Research Group and our predecessor division that was housed at the former Golf Digest 
Companies. Coupling this historical trend data with the ongoing Barometer tracking work, and it is our current perspective that positive conditions, brought about by COVID will continue 
to be present for golf participation throughout at least the first three quarters of 2021. 

That said, with availability of COVID vaccines now widely accessible by the adult population, coupled with further relaxation of restrictions on public gatherings, building throughout the 
nation, Barometer data collected among representative national golfer and general population samples demonstrate an intriguing inflection point.  The percentage of U.S. adults who 
strongly agree with the sentiment that they will definitely be or have already been vaccinated, has stabilized at 61%.  This indicates strong affinity to be vaccinated. 

Additional data strongly suggests that the “take rate” will be higher, particu-
larly if a number of sectors (travel, business, sports, education as 
examples) mandate vaccinations as conditions for people to regain access 
to coveted activities.  Viewing this same strong likelihood to be vaccinated 
measure against the golfer population, shows a significantly 
higher incidence of 72% of those who played golf last year, who feel the 
same way.  

One can then infer that a minimum of three quarters of 2020 golfers will be 
vaccinated and thus feel greater liberation to pursue a multitude of previ-
ously inaccessible activities. The accompanying graphic dives further into 
what we are seeing, and coupled with the above data, shows us reaching a 
tipping point where availability of COVID vaccinations and supply thereof 
should soon reach equilibrium.  In looking at the findings and their implica-
tions more closely, the pie chart shows that more than 2/3 of those Americans 
who expressed strong inclination to be vaccinated, have already initiated the 
process.  An additional 24% plan to begin the process as soon as possible.  
The phenomenon becomes even more acute among those aged 65+, illustrat-
ed in the middle pie, for whom 95% of this most vulnerable population have 
already initiated or completed the vaccination process.  

Simply put, there aren’t many unvaccinated Americans over age 65 who are chomping at the bit to begin the process.  Golfers, depicted in the pie to the right, slightly out index the popu-
lation at large, with 71% of those most coveting inoculations, already in process or fully vaccinated, and another 21% ready to get started, now that appointments are being made available 
for all adults over the age of 16.

Other Barometer Data continues to suggest that golfers and Americans overall remain cautious and concerned to some degree about the lingering impacts of COVID 19.  A majority fully 
expect the wearing of protective face masks to endure at least throughout the Fall.  In another analysis of study data, we find a large majority still hesitates at endorsing the specific prem-
ise that once vaccines are equitably available for everyone who wants one, all restrictions on public gatherings should be lifted.  

Our access to many public policy leaders (subscribers to the Barometer) suggests that this sentiment will continue to guide standard practice for many leisure activities.  In fact, as over 
40 major colleges and universities (with more to come) and many professional sports franchises have already done, there is a strong push in the private sector, to mandate vaccinations 
as a prerequisite for access to these activities. So, while this will likely push the vaccination “take rate” higher, total “normalcy” that can spring evidenced pent up demand among activi-
ties competitive to golf, still seems to be several months out.  

The implication for golf facility operators is to continue to seize the moment and embrace communications strategies that emphasize golf’s safety and ability to control one’s environ-
ment through diligent adherence to sanitization protocols amidst rising COVID cases.  But it also suggests that the window may be rapidly closing.  So, absent other strong marketing and 
retention strategies, competition for share of customer will likely intensify. 
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