
Case Study
Are you overseas visitor ready?

January 2018



Introduction 

Are you overseas visitor ready?

“New Zealand, despite, and maybe because 
of, its remoteness, is at the centre of the golf 
world today. The stunning architecture of 
its new courses is the talk of every traveling 
golfer, and it’s become one of the game’s 
top destinations,” Jerry Tarde, Chairman and 
Editor-in-Chief of Golf Digest.

Golf tourism in New Zealand is showing 
growth year on year, with New Zealand’s 
latest accolade being identified by The 

International Association of Golf Tour Operators 
(IAGTO) as the top golf destination in the Asia 
Pacific region. IAGTO is estimated to control 
over 87% of the golf holiday packages sold 
worldwide.

Golf Tourism in New Zealand’s main focus 
is the 16 Marquee courses and 24 experience 
courses, however there are opportunities for all 
clubs to be overseas (or local) visitor ready.

Case Study - Are you overseas visitor ready?

New Zealand Golf tourism provide information to the Marquee and Experience courses to remind them 
of the expectations of our overseas visitors. This information is relevant to all clubs taking into account 
your resources and capability. Look at each topic and the information provided and look to how you could 
provide this to the best of your ability, if we can increase the visitor experience in some way that has to 
have a positive result:

Service
Service is a significant part of creating an “experience” for our visiting golfers. Service should be delivered 
in a way that is genuine while not lacking in Kiwi charm. Adding staff is not necessarily the first step in 
providing service, it may not be necessary. Sometimes it’s a case of upskilling and utilising your existing 
staff.

A good golf course
The routing, level of interest, variety, technical and mental challenge, and use of land are all important 
components. Playability and aesthetics are important. Does your course have a unique offering that would 
be of interest to visitors? And do we tell them what that is on our website?

Timely correspondence
The industry standard is to reply to all emails, online booking forms, and telephone messages within 24 
hours. A trip to New Zealand is a major investment in both time and money. Golf is competing for the 
visitor’s time and this should be respected. Do your systems and staffing allow for this? Correspondence 
needs to be handled quickly and efficiently to show you value their business and time.

Adequate booking window/ Online Booking
At a minimum, you should offer a six month booking window for visitor play, with many visitor friendly 
courses offering up to one year. This does not need to be an unlimited window, and blacking out times 
for events is perfectly acceptable. Providing a booking window that is too short just means golfers will look 
elsewhere to book and alternate activity or course.

Access to carts
The USA and Asia tend to ride in golf carts no matter what. While we have beautiful walking courses in 
New Zealand these markets are predisposed to riding in a cart. While it is acceptable to encourage visitors 
to walk, a limited supply of golf carts must be available. If you have no golf carts it is important that this is 
clearly stated.



Case Study - What does a pathway for a youth golfer look like and how do we develop it?

Hire clubs
Some surveys point to 50 per cent of long haul travelling visitors hiring clubs. Many golfers don’t want 
to be bothered carrying golf clubs in and out of cars, hotels etc. A selection of hire clubs should be made 
available.

Directional signage and distances
Signage and fairway distances aren’t always present at courses that cater primarily to members. When 
visitors become a part of your business, you will need clear directional signage from the front entrance, 
around the building and at any spots on the golf course where someone could have difficulty finding the 
next hole.

Logoed retail
Golfers like purchasing items bearing the logos of the courses they have played. A small selection of items 
should be available. This is also a great way to increase brand recall with your visitor, and brand awareness 
with anyone that sees them with your logo. Does your logo interest people?

Food and beverage
Access to food and beverage should be available in, at the very least, a limited capacity. Again it is 
important to clearly state when food and beverage is or isn’t available so your visitor can be prepared.

Caddies
While certainly not a part of New Zealand’s golfing culture, access to caddies is critical to secure the 
growing number of Asian golfers coming to New Zealand. Caddies should be part course knowledge and 
part local area knowledge, you are creating a memory. Caddies are not going to be an option for a large 
number of clubs so the challenge is to look to create a caddy experience with information you may provide 
to visitors.

New Zealand is blessed with a large number 
of Marquee clubs that provide all of the 
above plus more to an exceptionally high 
standard, they have the staff and financial 
resources to do so. All clubs have the ability 
to lift their game in regards to the increase 
of golf visitors in New Zealand. A lot of 
clubs offer a true kiwi experience and the 

opportunity to leverage of this is seldom 
identified.

The NZ Golf Sector support team are always 
keen to help you identify your tourism 
opportunities and help you maximise your 
returns in a cost effective manner that works 
for you.

Conclusion


