
2019 Sport Marketing Association Conference (SMA XVII) 

Chicago, IL November 6-8, 2019 

  

 

Determinants of Golf Commitment, Participation Frequency,  
and Word-of-Mouth Behavior Among Recreational Golfers 
 
Seonghun Lee, University of Louisville  
Chris Greenwell, University of Louisville 
 
Wednesday, November 6, 2019 25-minute oral presentation 
5:00-4:25 PM, Ohio River 
 

(including questions) 
 

Despite a decline in the number of people playing golf, the recent annual golf report revealed that the 
number of people trying golf for the first time has gone up continually, especially among those under the age of 35. 
Moreover, the number of golfers age 65 and over has continued to increase (Costa, 2016, Herrington, 2018; 
National Golf Foundation, 2018). To remain financially viable, golf marketers and course managers need to have a 
better understanding of their consumers in order to develop effective marketing plans to sustain golf consumption. 
Specifically, the golf industry needs to understand which factors influence consumers’ commitment to the sport. The 
concept of sport commitment has been widely examined as a construct explaining individuals’ desire to continue to 
participate in specific sport and physical activities. Highly committed sport participants more likely to frequently 
engage and spend considerable time, effort, and money on the sport (Chang & Gibson, 2015; Mullin et al., 2014; 
Tokuyama & Greenwell, 2011). 

 
The Sport Commitment Model (SCM) identified specific antecedents such as sport enjoyment, involvement 

alternatives, involvement opportunities, personal investments, social constraints, and social support, that influence 
individuals to continue their participation within specific sports or physical activities and explain their impact on 
sport consumption behaviors such as participation frequency, purchase intentions, and media consumption 
(Carpenter & Coleman, 1998; Scanlan, Carpenter, Schmidt, Simons, & Keeler, 1993; Scanlan, Simons, Carpenter, 
Schmidt, & Keeler, 1993). The SCM has been used to produce empirical evidence in a variety of sport contexts such 
as fitness participants (Alexandris, Zahariadis, Tsorbatzoudis, & Grouios, 2002), tennis participants (Casper et al., 
2007; Casper & Stellino, 2008; Weis et al., 2001), windsurfing participants (Jeon & Ridinger, 2009), and multiple 
youth sport participants (Scanlan, Carpenter, Schmidt, Simons et al., 1993; Scanlan, Simons, Carpenter, Schmidt et 
al., 1993; Weiss & Weiss, 2007). 

 
Demographic differences may also impact consumers’ sport and recreational behaviors (Alexandris & 

Carroll; 1997; Won, Hwang & Kleiber, 2009). For example, using the SCM, Casper (2007) examined how 
demographic market segments of tennis participants were different based on three variables: commitment, 
participation frequency, and purchase intention, finding age was a significant factor on sport commitment (Casper, 
2007). Recently, Jeon and Casper (2016) compared Taekwondo participants finding involvement opportunities only 
predicted commitment with adults while social support only predicted commitment with youth.  

 
Therefore, the purpose of the current study was to identify which antecedent factors influence recreational 

golfers’ commitment and how these factors influence participation frequency and positive word-of-mouth (WOM). 
Further, this study examines how age may influence these relationships. Specifically, two adult groups, younger than 
54 (X, Millennial, and Z generations) and over 55 (Baby Boomer and Depression generations), were compared on 
the SCM factors predicting golf commitment, participation frequency, and positive WOM behavior.  

 
 A questionnaire was distributed to recreational golfers at hole-in-one contests, and at two public golf 
courses in the southeast United States. Responses were received from 221 adult recreational golfers and were further 
analyzed using descriptive statistics, correlation analysis, confirmatory factor analysis, validity and reliability, and a 
series of multiple regression analyses. A majority of the survey participants were Caucasian/White (94.1%) and male 
(71.5%). Approximately 43.4 % of respondents were Baby Boomers (54 to 72) while 27.6% were Millennial (18 to 
37). In addition, 45.2% of respondents’ annual household income were greater than $100,000.  
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A multiple regression analysis was conducted to identify which of six antecedents (enjoyment, involvement 
opportunities, personal investments, social constraints, social support, and involvement alternatives) predict golf 
commitment. Results indicate enjoyment, involvement opportunities, personal investments, and involvement 
alternatives were significant factors influencing level of golf commitment among recreational golfers, R2 = .72, F(6, 
214) = 94.37, p < .001. Next, a multiple regression analysis was conducted with all SCM constructs as predictors of 
participation frequency. The results suggest that personal investments and golf commitment significantly influence 
rounds of golf per month, R2 = .47, F(7, 213) = 27.24, p < .001. In the third analysis, a simultaneous multiple 
regression was conducted with SCM constructs and participation frequency as predictors of positive WOM 
behavior. The results suggest recreational golfers shared positive experiences and recommended golf to others based 
on their enjoyment, personal investments, social support, golf commitment, and participation frequency, R2 = .48, 
F(8, 212) = 24.3, p < .001. In terms of age group comparisons, the personal investments construct was the 
significant predictor for younger and adult recreational golfers’ commitment, participation frequency, and WOM 
behavior. Involvement opportunity only appeared to be a significant predictor of golf commitment among older 
adults, while social support was only appeared to be a significant predictor among younger adults.  

 
These results suggest that recreational golfers who spend considerable time, effort, and money on playing 

golf are more likely to have increased golf commitment, higher participation frequency, and more willingness 
recommend others (e.g., friends and family) to play golf. For older adults, valuable opportunities attained by playing 
golf such as having a good time and being with others are important aspects to increase degree of golf commitment. 
For younger adults, if they feel supported and encouraged playing golf they are likely to have an increased 
commitment to golf. However, sport enjoyment, which was identified as a strong predictor of SCM, did not 
influence golf participation frequency.  

 
These findings may help golf marketers to emphasize the benefits of participation in recreational golf to 

attract golf participants. For instance, promoting golf’s health benefits may help enhance personal investment and 
increase involvement opportunity among recreational golfers. Recent reports indicate that playing golf has health 
benefits for all ages by improving cholesterol levels, body composition, wellness, self-esteem, and self-worth (Reid, 
2016). Moreover, golf marketers may attract older adults to committed to golf by developing golf programs or 
events emphasizing distinct positive experiences that can be obtained only through golf. To attract younger adults, 
golf marketers should continue to encourage family friendly environments to overcome perceptions that golf is 
time-consuming, difficult, and expensive. 
 
 

 


