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Introduction 

What is Topgolf?

Thanks to innovative ways to engage in 
the game, overall golf participation in 
the US is trending upwards. The National 
Golf Foundation has started including 
driving ranges and indoor simulators in its 
annual participation figures pushing golf’s 
consumer base to 32 million participants 

in 2016. Perhaps most exciting for the 
growth of the game is the rising popularity of 
Topgolf.  This fresh approach to how golf can 
be played has been successful in attracting 
millennials and women, something the 
traditional game has struggled to do.  

Case Study - What the golf industry can learn from Topgolf

In simple terms Topgolf could be 
described as a driving range, but if 
that brings to mind the image of a 
bunch of golfers pounding ball after 
ball in search of the perfect swing, 
then Topgolf is a whole different 
experience. Topgolf has “gamified” 
the driving range experience with 
players scoring points for hitting 
microchipped balls towards  
dartboard-like targets located at 
various distances out on the range. Add in outstanding service provided Topgolf by employees 
(aka Associates), a fantastic menu and live entertainment, and you soon realise that Topgolf puts a 
completely new spin on the golf experience. The figures for Topgolf in 2016 illustrate its success and 
how it is attracting more people to golf;

• 10.5 million people visited a Topgolf venue
• 763 million balls hit
• 31.5 million games played
• 52 percent of guests are between 18 and 34 years old (millennials)
• 32 percent of guests are female
• 25 percent of people who have their first golf experience at Topgolf play at a more traditional 

venue in the future

An Attractive Entry Point for Non-Golfers

Topgolf offers an entry point into golf in an environment that is fun, casual and non-intimidating. The 
company has focused on making the game more accessible for all ages and skill levels by eliminating 
many of traditional barriers to entry that tend to discourage or prevent many non-golfers from trying 
the game. Clubs are available to use free of charge if you don’t have any, there is no dress code and 
coaches are available to provide basic guidance on the grip, stance and swing to get non-golfers 
started. A game takes under an hour and it doesn’t require lots of practice or an understanding of rules 
to get started and post a respectable score. 



Topgolf is bucking the trend in attracting a younger demographic to golf that hasn’t 
traditionally engaged with the game. So what can the golf industry learn from 
Topgolf’s success? Make it affordable, make it fun, look outside the industry to innovate 
and find inspiration, and develop a “game outside the game” to keep beginners 
engaged and motivated. While Topgolf has a unique advantage with its games system 
and modern venues, golf clubs can take learnings from what Topgolf has achieved in 
breaking down many of the barriers to entry into golf by creating a fun environment 
that attracts and encourages non-golfers to give the game a try.  

Conclusion

Social Media Driving Brand Awareness

Organisational Culture

Topgolf continues to build its brand by integrating social media into the experience at its venue. Each 
venue has a “social wall” on which live tweets are streamed, encouraging guests to tweet and see their 
posts on a big TV screen. In-house DJ’s seek song requests by tweet, social contests can allow lucky 
guests to skip the line, and the company has seen successful engagement with Snapchat filters even 
though it doesn’t currently have a corporate Snapchat account. Topgolf’s goal is to merge the online 
and offline audiences. Both guests and Associates become strong advocates of the brand by sharing 
their experiences with their social networks through photos and videos.

The core values of an organisation are what support the vision, shape the culture and reflect what 
the company and its employees value. The five core values at Topgolf provide an insight into what 
has made it such an extraordinary success in creating a positive entertainment experience that helps 
overcome some of the negative perceptions of golf;

• FUN – Topgolf exists to entertain our guests. 

• ONE TEAM – We are all Topgolf Associates (employees) united and driven by our shared mission 
to produce extraordinary sports and entertainment experiences.

• EXCELLENCE – “Good enough” is not in our vocabulary. We continuously strive to be the best in 
our class.

• EDGY SPIRIT – We are trendsetters. We are bold and brave. Every challenge is an adventure.

• CARING – We look out for the safety and well-being of our Topgolf family, our guests and our 
communities.


