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Executive Summary 

Golf course marketing has fundamentally changed. While most courses continue investing 
in traditional advertising—billboards, radio spots, print media—the majority of golfers are 
making their decisions online, often on mobile devices, before they ever pick up the phone 
or visit your website. 

The challenge isn't just having an online presence. It's understanding who's looking at your 
course, where they're coming from, and what content drives their booking decisions. Most 
golf courses are marketing blind, spending money without measurable intelligence about 
their audience. 

This white paper examines the intelligence gap in golf course marketing and how video-
based analytics are providing forward-thinking courses with a decisive competitive 
advantage. 

 

The New Reality: Golfers Research Before They Book 

The data is clear: online research now drives golf course selection. 

Over 80% of golfers research golf courses online before booking a round or making a 
reservation. This includes looking up course details, reviews, prices, and photos (National 
Golf Foundation). An additional 57% specifically use websites to research tee times, 
course conditions, and amenities before making a booking decision (Golf Datatech). 

This isn't a trend—it's the new baseline. Your prospective customers are evaluating your 
course digitally long before they decide to play. The question is: what are they seeing, and 
more importantly, what insights are you gaining from their interest? 

 

Visual Content: The Deciding Factor 

Static text and basic photography no longer meet golfer expectations. According to the 
National Golf Foundation, 67% of golfers say that seeing high-quality visuals helps them 
evaluate the quality and layout of a course before committing. 
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But not all visual content performs equally. Video content specifically increases 
engagement by up to 80% compared to static images or text. For golf courses, this 
translates directly into increased interest and bookings when video content is featured on 
websites and shared across social platforms. 

The influence extends beyond your website. 50% of golfers are influenced by social 
media content when choosing which course to play (Golf Digest). Platforms like 
Instagram, Facebook, and YouTube have become essential research tools, with visual 
content often serving as the gateway that directs traƯic back to your website for booking. 

Perhaps most significantly, 74% of golfers use their mobile devices to search for golf 
courses while traveling (Statista). As golfers research courses on the go, mobile-friendly 
websites featuring high-quality video become essential for capturing this audience during 
the critical decision-making window. 

 

The Intelligence Gap: What You're Not Learning 

Here's where most golf courses are leaving opportunity on the table. While industry data 
confirms that golfers are researching online and that video content drives engagement, 
most courses have no visibility into: 

 Who is viewing their content? Not just total views, but unique visitors actively 
considering your course 

 Where are prospects coming from? Geographic data revealing primary and 
secondary markets 

 When are they researching? Seasonal patterns that could inform marketing timing 
and budget allocation 

 What content resonates? Which holes, features, or aspects of your course 
generate the most interest 

 What is your actual reach? Beyond local markets, are you attracting regional or 
even international golf tourism? 

Traditional marketing channels—billboards, radio, print advertising—provide none of this 
intelligence. You spend the money, run the campaign, and hope it works. Even free 
platforms like YouTube oƯer only basic metrics without the granular geographic and 
behavioral data that drives strategic decisions. 
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Most critically: You have no way to distinguish between existing customers browsing 
your site and prospective customers actively considering whether to book their first 
round at your course. 

 

Real-World Intelligence: What Data Reveals 

Consider this example from a public golf course in the Akron, Ohio area. After 
implementing professional aerial video content with private streaming analytics, the 
course generated 7,918 unique viewers over a 12-month period. 

But the total view count only tells part of the story. The real value emerged in the 
intelligence: 

Geographic Distribution: 

 69% of viewers were from Ohio, but 31% came from out-of-state markets 

 Primary in-state markets included Cleveland (1,072 viewers), Columbus (209), 
Medina (195), and Canton (153) 

 Significant out-of-state interest from Pennsylvania (593 viewers), Illinois (471), New 
York (223), and Virginia (194) 

 International reach included viewers from Ireland (71), Canada (15), Germany, 
United Kingdom, China, and New Zealand 

Seasonal Patterns: 

 Peak engagement occurred during July (1,341 viewers) and August (1,543 viewers), 
directly correlating with golf season 

 Lower winter months still maintained meaningful traƯic, suggesting year-round 
interest in course research and trip planning 

 Spring ramp-up (April-June) showed steady increases as golfers planned their 
season 

Content Performance: 

 Individual hole-by-hole analytics revealed which course features generated the 
most interest 

 Course overview montage content drove higher engagement than individual hole 
videos 
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 Data enabled strategic decisions about which content to promote on social media 

The Distance Factor: What makes this data particularly valuable is understanding that 
these viewers represent prospective customers, not regulars. Golfers who already know 
and regularly play a course don't spend time watching hole-by-hole flyover videos on the 
course website. 

The Cleveland-area residents viewing an Akron course, the Columbus traƯic, the out-of-
state and international viewers—these are all individuals actively in the research and 
consideration phase. They represent new revenue opportunities, not existing customer 
base. 

The Longevity Factor: Perhaps most impressive: this course data was generated from 
video content filmed over two years prior. This wasn't a short-term campaign spike—it was 
sustained, ongoing lead generation from a single content investment. The course 
continues to see strong engagement and remains enthusiastic about the value delivered, 
renewing their analytics service year after year. 

 

The Competitive Advantage: First Movers Win 

In Northeast Ohio and similar regional golf markets, a competitive dynamic is emerging. 
Courses that adopted video-based marketing intelligence early—particularly those who 
were first in their immediate geographic area—are establishing advantages that become 
harder for competitors to overcome: 

Search Engine Authority: Courses with professional video content embedded on their 
websites and shared across platforms accumulate SEO value over time, ranking higher in 
local search results. 

Perceived Premium Positioning: When golfers research multiple courses in an area, the 
one with comprehensive video content is often perceived as the higher-quality facility, 
regardless of actual course conditions or pricing. 

Compounding Data Value: Each year of traƯic intelligence builds a more comprehensive 
understanding of market patterns, enabling increasingly sophisticated marketing 
decisions. 

Market Education: Early adopters are training their local golf market to expect video 
content, making it increasingly diƯicult for competitors to stand out without it. 
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For courses in underserved markets—areas where neighboring facilities haven't yet 
invested in video intelligence—the first-mover opportunity remains open. Being the first 
course in your immediate area to oƯer this research experience can establish a 
competitive moat that's diƯicult for others to breach. 

 

Beyond YouTube: The Professional Streaming Advantage 

Many courses initially turn to YouTube as a free platform for hosting video content. While 
this provides basic visibility, it comes with significant limitations: 

Advertising Interference: YouTube injects advertisements into your content, disrupting 
the professional presentation of your course and potentially showing competitors' ads to 
your prospects. 

Limited Analytics: YouTube provides basic view counts and demographics, but lacks the 
granular geographic intelligence and unique visitor tracking that drives strategic marketing 
decisions. 

Platform Dependency: Your content lives on YouTube's platform, subject to their 
algorithm changes, policies, and presentation format. 

No Competitive Intelligence: You can't distinguish between locals browsing casually and 
out-of-market prospects seriously considering a booking. 

Private streaming solutions designed specifically for golf course marketing eliminate these 
issues while providing the detailed intelligence that transforms video from a "nice-to-have" 
into a strategic marketing asset. 

 

What Golf Courses Should Demand 

If you're considering video marketing for your golf course, the investment should deliver 
more than just pretty footage. Here's what you should expect: 

Comprehensive Coverage: Hole-by-hole aerial video showcasing your course layout, 
challenges, and scenic features, plus overview content suitable for social media sharing. 

Professional, Ad-Free Presentation: Your prospects should experience your course 
content without interruptions, competitor advertising, or platform branding that detracts 
from your facility. 
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Detailed TraƯic Intelligence: Annual reporting showing unique viewers, geographic 
distribution by state and city, seasonal engagement patterns, and content performance by 
hole or feature. 

Mobile Optimization: Seamless viewing experience across devices, particularly mobile, 
where 74% of traveling golfers conduct their research. 

Social Media Integration: Content formatted and optimized for sharing across Facebook, 
Instagram, and other platforms where half of all golfers are influenced in their course 
selection. 

Ongoing Value: Content that continues generating engagement and intelligence years after 
initial production, not just a short-term campaign spike. 

Regional Directory Presence: Bonus visibility through inclusion in regional golf course 
directories that drive additional qualified traƯic. 

 

The Strategic Question 

Most golf courses approach marketing with a fundamental question: "How do we get more 
golfers to book tee times?" 

But the more strategic question is: "How do we understand who's interested in our course, 
where they're coming from, and how to reach them eƯectively?" 

Traditional marketing answers the first question with hope—spend money, create 
awareness, and hope it translates to bookings. Video-based marketing intelligence 
answers the second question with data, providing the foundation for strategic decisions 
about where to focus advertising spend, which markets to target, what messaging 
resonates, and how to position your course competitively. 

The golf courses gaining ground in their markets aren't just the ones with the best 
conditions or lowest prices. They're the ones making data-driven decisions based on real 
intelligence about their prospective customers. 

 

Taking Action 

The intelligence gap in golf course marketing represents both a challenge and an 
opportunity. Courses still relying on traditional marketing or basic YouTube presence are 
operating without critical market intelligence. Meanwhile, forward-thinking facilities are 
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leveraging video analytics to understand their audience, refine their targeting, and make 
strategic decisions that compound over time. 

The question isn't whether golfers are researching courses online—80% already are. The 
question is whether your course is learning from that research activity or remaining blind to 
the opportunity. 

For courses in Northeast Ohio and similar regional markets, the window for first-mover 
advantage in your immediate area may still be open. The courses that establish 
professional video presence and marketing intelligence first often maintain that 
competitive edge for years. 

 

About NEOhio Drone 

NEOhio Drone specializes in aerial video production and marketing intelligence for golf 
courses throughout Northeast Ohio. Our private streaming platform delivers professional, 
ad-free course presentations while providing detailed traƯic analytics that transform video 
content from marketing expense into strategic intelligence asset. 

Courses we've filmed are also featured on www.NEOhioGolf.com, a regional golf course 
directory providing additional visibility to golf enthusiasts researching courses throughout 
the region. 

To learn more about bringing video marketing intelligence to your course: 

Email: NEOhioDrone@gmail.com  
Web: www.neohiodrone.com/golf-courses  
Portfolio: www.neohiogolf.com  

 

Statistics and data sources: National Golf Foundation (NGF), Golf Datatech, Golf Digest, 
Statista. TraƯic analytics example based on actual Northeast Ohio golf course data, 
anonymized for competitive confidentiality. 

 


