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GOLF FANS IN Europe Europe Golf Fans

Age

Female Male
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Gender

Market % of population 
interested

Number of fans

UK 14% 6.1m

Turkey 7% 3.7m

Germany 7% 3.4m

France 6% 2.1m

Spain 7% 1.9m

Italy 6% 1.9m

Russia 2% 1.5m

Poland 5% 1.1m

Netherlands 7% 728K

Sweden 11% 673K

Ireland 22% 655K

Romania 5% 502K

Czech Republic 7% 467K

Other - 2.3M

There are 26.7m golf fans in Europe, with 6.1m in the UK.

25 to 34

Source: GWI, Q1-Q4, 2022

55 to 64

35 TO 4416 TO 24

35 to 44

25%

20%

21%

18%

21%

36%

64%



Rise in Women’s
golf
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Source: R&A European Golf 
Participation Report; BRS GolfTHIS IS WHY  GOLF Source: Investec; YouGov Sport

o The male-to-female ratio of golf
participation in the UK continues to
evolve – nearly 1.5m women played at
least one full round in 2020.

o 95% of the 830,000 women who tried
golf for the first time in 2020 said
they would continue.

o The number of women taking to UK golf
courses has more than tripled since
the outbreak of Covid-19.

o More than one-quarter of rounds of
golf in the UK in 2022 were played by
women.

o Germany has the most registered
female golfers in Europe, with 221k,
followed by Sweden (130k),
Netherlands (126k) and France (98k).

€24.5m
The Ladies European Tour 
(LET) increased its overall 
prize purse from €20m in 
2020 and €11.5m in 2019.

31
The LET hosted 31 events 

across 21 countries in 2022, 
up from 23 events in 2021.

235hrs
The LET gained more 

airtime in 2022, with 17 live 
televised events generating 

over 235 live broadcast 
hours in the UK.

€35m
LET members will compete 
for an even greater prize 

purse in 2023.

https://www.ega-golf.ch/content/raega-european-golf-participation-report
https://www.brsgolf.com/web/record-golf-participation-in-2022/
https://www.investec.com/en_za/focus/beyond-wealth/the-indomitable-rise-of-womens-golf.html


GOLF FANS IN EUROPE

RISE IN WOMEN’S GOLF

Source: Investec; IMG Women’s Scottish Open data insights; YouGov Sport

2022 was a momentous year for women’s golf in 
Europe, with the Women’s Scottish Open (WSO) a
standout event.

o WSO attracted 10k attendees in 2022, with more than half (52%) attending the
event for the first time.

o WSO social media views grew 563% year-on-year.

o 2022 social media interactions on WSO channels outperformed the sports
industry average, with a 4.6% engagement rate on Instagram (versus 2.3% sports
industry average) and a 1.6% engagement rate on Twitter (versus 0.8% sports
industry average).

o 199% increase in dedicated TV coverage versus 2020.

o 18% increase in broadcast distribution versus 2020.
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https://www.investec.com/en_za/focus/beyond-wealth/the-indomitable-rise-of-womens-golf.html


WOMEN’S SPORT

Women’s 
sports  

should be 
highlighted 
more by the 

media

Women’s 
sports is 

exciting to 
watch

Women’s 
sports 

should get 
more 

investment

I follow a 
female 

athlete or 
team on 

social media

GOLF FANS IN Europe
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42% 
of golf 

fans 

Vs 36% of 
general 
sports 
fans

42% 
of golf 

fans 

Vs 32% of 
general 
sports 
fans

40% 
of golf 

fans 

Vs 31% of 
general 
sports 
fans

19% 
of golf 

fans 

Vs 11% of 
general 
sports 
fans

THIS IS WHY  GOLF Source: GWI, Q1-Q4, 2022



GROWTH IN GOLF

GOLF FANS IN EUROPE

Source: R&A European Golf Participation Report; BRS Golf

The sport continues to 
boom in Europe.

o 73% of national federations in 
Europe recorded an increase in 
registered golfers from 2019 
to 2021.  England and Sweden 
registered the greatest 
growth in new golfers, with 
64k and 55k, respectively.

o In the United Kingdom, the 
number of rounds played in the 
first nine months of 2022 was 
81% higher than in 2019, with 
16.6m rounds of golf booked.

o 18-35 was the largest and 
fastest-growing age group in 
the UK, booking 28% of rounds 
in 2022.

o Junior golfers across Europe 
increased by over 43,000 to 
350,000 in 2022.  Sweden (62k), 
England (45k) and Germany 
(41k) are the top markets for 
registered junior golfers in 
Europe.

Attracting 
THE YOUNGER 
GENERATION
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https://www.ega-golf.ch/content/raega-european-golf-participation-report
https://www.brsgolf.com/web/record-golf-participation-in-2022/


INCOME, SOCIO-ECONOMICS &
EDUCATION

% of fans in the 
highest socio-

economic grand

% of fans in top global 
purchasing power 

quintile

GOLF FANS IN Europe
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37%

29%

29%

29%

29%

28%

27%

26%

23%

23%

21%

19%

Golf fans

Badminton fans

Tennis fans

Table Tennis fans

Basketball fans

Cycling fans

Motor Sports fans

Volleyball fans

Martial Arts fans

Soccer fans

Sports fans

Europe population

35%

26%

26%

26%

24%

23%

22%

21%

20%

19%

18%

15%

Golf fans

Motor Sports fans

Tennis fans

Cycling fans

Badminton fans

Soccer fans

Sports fans

Europe population

Basketball fans

Table Tennis fans

Martial Arts fans

Volleyball fans

43%

40%

40%

36%

36%

36%

33%

33%

33%

32%

32%

29%

Golf fans

Badminton fans

Tennis fans

Basketball fans

Table Tennis fans

Cycling fans

Volleyball fans

Soccer fans

Sports fans

Motor Sports fans

Europe population

Martial Arts fans

% of fans with a 
university or 

postgraduate degree



GOLF FANS IN EUROPE

ATTRACTIVE B2C AUDIENCE

28%
19%

18%
18%
18%

17%
17%

16%
16%

15%
14%
14%

Golf fans
Motor Sports fans

Badminton fans
Basketball fans

Tennis fans
Cycling fans

Martial Arts fans
Soccer fans

Table Tennis fans
Sports fans

Volleyball fans
Europe population

My household owns a luxury car

27%
22%

21%
20%
20%
20%

20%
19%
19%

16%
14%

13%

Golf fans
Table Tennis fans

Basketball fans
Cycling fans

Martial Arts fans
Volleyball fans

Motor Sports fans
Tennis fans

Badminton fans
Soccer fans
Sports fans

Europe population

I tend to buy the premium version of 
products

71%
63%

59%
58%

56%
56%
56%
55%

53%
51%

46%
41%

Golf fans
Basketball fans

Tennis fans
Table Tennis fans

Cycling fans
Badminton fans

Motor Sports fans
Martial Arts fans

Volleyball fans
Soccer fans
Sports fans

Europe population

I purchased luxury/designer clothes in last 
12 months

46%
45%
44%

43%
43%
43%

42%
40%

39%
39%

37%
35%

Golf fans
Tennis fans

Cycling fans
Motor Sports fans

Badminton fans
Table Tennis fans

Basketball fans
Volleyball fans

Soccer fans
Martial Arts fans

Sports fans
Europe population

I am planning to travel in the next 3-6 
months

Source: GWI Q1 – Q4 2022

The attitudes and spending habits of golf fans in Europe

ensure an attractive B2C audience for brands to target.
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GOLF FANS IN  EUROPE

GOLF EQUIPMENT MARKET IN EUROPE

0

$.5bn

$1.0bn

$1.5bn

$2.0bn

$2.5bn

2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030

Golf equipment sales revenue in Europe 2020-2030

UK Germany France Spain Italy Rest of Europe

Source: Allied Market Research 2022 
Note: Currency = US$

The market for golf equipment in Europe is projected to increase at a CAGR of 
4.02% between 2020 and 2030, exceeding the CAGR of 2.87% in North America across 
the same period and reflecting the growing interest in the game in Europe.
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https://www.alliedmarketresearch.com/golf-equipment-market


GOLF FANS IN EUROPE

ATTRACTIVE B2B AUDIENCE

34%

26%

26%

25%

25%

25%

25%

23%

22%

21%

20%

18%

Golf fans

Cycling fans

Motor Sports fans

Tennis fans

Badminton fans

Table Tennis fans

Basketball fans

Martial Arts fans

Volleyball fans

Soccer fans

Sports fans

Europe population

Decision-makers at work

19%

12%

12%

12%

12%

12%

11%

10%

10%

9%

9%

8%

Golf fans

Tennis fans

Cycling fans

Basketball fans

Motor Sports fans

Badminton fans

Table Tennis fans

Martial Arts fans

Soccer fans

Volleyball fans

Sports fans

Europe population

In senior management or 
leadership roles

9%

7%

7%

7%

6%

6%

6%

6%

5%

5%

5%

4%

Golf fans

Motor Sports fans

Badminton fans

Tennis fans

Cycling fans

Basketball fans

Table Tennis fans

Martial Arts fans

Soccer fans

Volleyball fans

Sports fans

Europe population

Purchasers of IT, 
telecoms or technology

Golf fans are also more likely to be in  senior,  decision-making 
roles in  their careers,  ensuring an attractive B2B audience.

Source: GWI Q1 – Q4 202211



GOLF FANS IN EUROPE

TRADITIONAL VALUES

39%
describe 

themselves as 
traditional

66%
believe spending 

time with 
family is very 

important

67%
regard financial 
security as very 

important

40%
Believe 

contributing to 
their community 

is very
 important

24%
want brands

 to be traditional

27%
are interested in 

charities and 
volunteering

Source: GWI Q1 – Q4 2022

Golf fans in Europe hold traditional values, including
family, security and community.

12



…YET INNOVATIVE
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21% of golf fans have investments in 
cryptocurrencies vs 11% of general sports fans

14% of golf fans purchase digital 
collectables vs 4% of general sports fans

16% of golf fans access content in the 
metaverse vs 5% of general sports fans

23% of golf fans are interested in esports
vs 11% of general sports fans

45% of golf fans want brands to be 
innovative vs 43% of general sports fans

THIS IS W H Y  GOL F Source: GWI, Q1-Q4, 2022



TECH SAVVY

GOLF FANS IN EUROPE

Golf  f a n s  i n  E ur op e  a r e  te ch  sa v v y ,  mor e  th a n  tw i ce  a s  l i k e ly  a s  th e  
a v e r a ge  sp or ts  f a n  to  buy  te ch  p r oducts  a s  soon  a s  th e y  a r e  a v a i la ble

Source: GWI Q1 – Q4 2022

48%
of golf fans in 

Europe are 
confident using 
new technology 
(versus 39% of 

Europe 
population)

39%
of golf fans in 
Europe follow 

the latest 
technology 

trends and news 
(versus 28% of 

the Europe 
population)

24%

18%

17%

17%

16%

16%

16%

16%

15%

13%

11%

10%

Golf Fans

Basketball Fans

Table Tennis Fans

Cycling Fans

Martial Arts Fans

Tennis Fans

Badminton Fans

Motor Sports Fans

Volleyball Fans

Soccer Fans

Sports Fans

Base Population

I buy new tech products as soon as they 
are available

14



HEALTH CONSCIOUS
GOLF FANS IN Europe

15 THIS IS WHY  GOLF Source: GWI, Q1-Q4, 2022

47%
describes 

themselves as 
health-conscious

38%
interested in 
fitness and 

exercise

39%
interested in 

nutrition

56%
interested in 

playing sports

31%
purchased health 
foods in the past 

month

35%
participate in five 

or more sports

45%
interested in 

healthy food and 
drinks

29%
purchased 
vitamins or 

supplements in 
the past month



GOLF FANS IN EUROPE

ACTIVE LIFESTYLE

Source: GWI Q1 – Q4 2022

Health-conscious golf fans are more likely to run,  get to the
gym or get involved with any form of exercise every week

54%

50%

48%

46%

44%

44%

44%

41%

40%

38%

34%

30%

Golf fans

Basketball fans

Cycling fans

Table Tennis fans

Tennis fans

Volleyball fans

Martial Arts fans

Badminton fans

Motor Sports fans

Soccer fans

Sports fans

Europe population

Run at least once per 
week

49%

40%

38%

35%

34%

34%

33%

33%

31%

31%

28%

25%

Golf fans

Basketball fans

Martial Arts fans

Table Tennis fans

Badminton fans

Tennis fans

Cycling fans

Volleyball fans

Motor Sports fans

Soccer fans

Sports fans

Europe population

Visit the gym at least 
once per week

87%

84%

82%

81%

81%

81%

80%

79%

77%

75%

74%

69%

Golf fans

Cycling fans

Basketball fans

Table Tennis fans

Martial Arts fans

Tennis fans

Badminton fans

Volleyball fans

Motor Sports fans

Soccer fans

Sports fans

Europe population

Exercise at least once 
per week

16



GOLF FANS IN EUROPE

HEALTH TECH

34%
I am comfortable 

with apps 
tracking my 

activity

19%
I follow fitness 

experts or 
organisations 

online

34%
I trust new 

technology to 
improve my 

health

17%
I have taken a 
fitness class 
online in the 

last week

42%
I own a smart 

wearable device

Source: GWI Q1 – Q4 2022

Golf fans in Europe turn to technology, digital 
products and the internet to stay healthy and active.
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Role of Sports in society
GOLF FANS IN Europe

18

Sports bring people 
from different 
backgrounds 
together

Sports organisations 
and athletes should 
support local 
communities

Sports organisations 
and athletes should 
take a stand against 
social issues

THIS IS W H Y  GOL F Source: GWI, Q1-Q4, 2022

Sports Fans
Golf Fans



GOLF FANS IN EUROPE

SUSTAINABILITY

53%
I always try 
to recycle

57%
I am willing 
to pay more 
for an eco-

friendly 
product

52%
Helping the 
environment
 is important

 to me

44%
I want brands 

to be eco-
friendly

41%
I want brands 
to be socially 

responsible

Golf fans in Europe are passionate about
sustainability, placing importance on recycling and
helping the environment.

Source: GWI Q1 – Q4 202219



87%
of golf fans 

notice sponsors 
when watching or 
attending sports 
events, 13% higher 

than general 
sports fans

SPONSORSHIP
AWARENESS

GOLF FANS IN Europe

20 THIS IS W H Y  GOL F Source: GWI, Q1-Q4, 2022



GOLF FANS IN EUROPE

SPONSORSHIP IMPACT

24%

20%

20%

19%

19%

18%

18%

17%

16%

14%

11%

Golf fans

Basketball fans

Motor Sports fans

Table Tennis fans

Badminton fans

Cycling fans

Martial Arts fans

Volleyball fans

Tennis fans

Soccer fans

Sports fans

…engage with the brand

25%

23%

22%

21%

21%

20%

20%

19%

18%

17%

13%

15%

Golf fans

Table Tennis fans

Basketball fans

Badminton fans

Martial Arts fans

Volleyball fans

Motor Sports fans

Cycling fans

Tennis fans

Soccer fans

Sports fans

Volleyball fans

…consider the brand over 
competitors

23%

21%

21%

21%

20%

18%

18%

18%

17%

15%

12%

Golf fans

Table Tennis fans

Badminton fans

Basketball fans

Martial Arts fans

Motor Sports fans

Cycling fans

Tennis fans

Volleyball fans

Soccer fans

Sports fans

...purchase the brand

Source: GWI Q1 – Q4 2022

Golf fans are more likely to be impacted by and respond to sponsorship – sponsorship 

makes golf fans more likely to research, consider, engage with and purchase a brand.

Sponsorship makes me more likely to…
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