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GOLF RETAILING has firmly established itself as Europe’s No1 golf trade media 
platform. Launched in 2013 and crowned ‘Launch Magazine of the Year’ at the 
2014 Independent Publishers Awards, GOLF RETAILING has redefined the golf 
media landscape. 

With a unique high impact format, a strong editorial platform and a high-quality 
circulation, the magazine delivers for both its readers and advertisers alike.

But the magazine is just half the story. GOLF RETAILING is a print magazine, a 
digital magazine, a high-quality website and a weekly e-newsletter. 

We reach a wider audience than any other media serving the golf retail sector 
across Europe and are essential reading for the entire trade. Our readers include 
over 6,000 Pro Shops, off course retailers, driving ranges, specialist retailers, 
manufacturers, distributors and agents of golf equipment.

Used by all of the top golf brands to convey their sales message GOLF RETAILING 
is the ONLY choice! In 2018 we are revamped our website, launching our print 
and online trade directory and offering a restricted number of ‘Sponsored 
E-shots’ to our ‘opt in only’ data base.

If you are looking to reach the European golf trade, you simply have to talk with 
the team at GOLF RETAILING…

GOLF RETAILING – LEADING  
THE EUROPEAN GOLF TRADE



THE HIGHEST QUALITY 
EUROPEAN READERSHIP

A magazine is only as good as its readership and GOLF RETAILING has the best 
quality database of European golf outlets available.

GOLF RETAILING has undertaken an intensive program of reader registration 
validating our readership which is subject to an annual ABC Audit. We are the 
first and only title to offer independently audited circulation figures offering our 
advertisers reassurance that their marketing budget is being spent wisely.

Through our acquisition of Pro Shop Europe Magazine in 2016 and our 
established relationship with The National Golf Foundation, we have built a 
high-quality readership data base. By combining, deduping and re profiling our 
circulation we provide the most comprehensive list of golf outlets in Europe 
ever held by a trade publication. 

HEADLINE FACTS
Monthly Print Magazine 4,000 copies (UK)

Monthly digital magazine 6599 copies (UK & Europe)

Weekly – E-Newsletter 5,500 opt in recipients (UK & Europe)

In addition, readers from around the world can subscribe to receive a free copy of our innovative 
digital version of our magazine and access our content via our website and RSS feeds. 



2017 READERSHIP SURVEY
Which of the following trade titles do  
you read regularly?

73% - GOLF RETAILING 

25% - PGA Professional

1% - SGB Golf

Which Magazine would you read if you only  
had time to read one?

GOLF RETAILING - 72%

PGA Professional – 22%

SGB Golf – 5%

How many people read YOUR copy  
of GOLF RETAILING?

11% do not pass on their copy

39% pass onto 1 colleague

33% pass onto to 2 colleagues

12% pass onto 3 colleagues

5% pass onto more than 3 colleagues

GOLF RETAILING 
offers a total print 
readership of over 
10,000  
per month!

We asked, how 
important is the trade 
press in terms of 
updating you on  
the golf trade?

92.65% stated that 
the trade press was 
either important or 
very important

Do you ever read digital 
magazines?
Yes - 76%
No – 24%

Do you prefer to read a print or digital magazine?
Print – 72%
Digital 18%

Do you value receiving email newsletters about the 
golf trade?
90% - Yes
10% No

How valuable are trade websites for keeping you up 
to date with your industry?
Couldn’t do without them – 9%
Valuable – 80%
Not valuable – 11%

What device type do you access the internet on?
76% - Desktop PC
8% - Mobile device
16% - Tablet

CONCLUSION
The trade media play a vital role in providing 
information to the golf trade and GOLF 
RETAILING is the most highly valued, best 
read and most widely respected publication 
serving the sector.

GOLF RETAILING conducted an online readership survey in December 2017 to  
establish the readership habits of the golf trade. Below are key findings. 

IN PARTNERSHIP WITH:BEHIND THE COUNTER

The younger generation of pros 
are becoming very good at 
promoting themselves on social 
media and definitely picking up 
more lessons because of it. Having 
the studio means we never have to 
miss those lessons.

“Most, but not all, brands are being 
much more flexible. They are also 
offering extended payment terms.

“I’m a Foremost member and 
make most of my payments through 
them, it’s much simpler making 
one payment each month. But I’ve 
found their EMP newsletters a 
great bonus for my business. We 
can write something relevant for 
our membership, send it to the 
Marketing Editors at head office, 
and they will whip it into shape 
for us. We’re also able to add 
personalised video content which 
has helped engage my members. 

“Click & Collect is good too, as 
it enables me to offer products we 
don’t currently, whilst they have 
recently started offering a single 
item order service too. Through 
Foremost we can offer financing 
options which help us compete 
with the high street retailer. And 
there is a good camaraderie among 
fellow Foremost members, and we 
do help one another out. 

“I can’t necessarily compete 
head on with online prices. But 
customers buy on personality. 
Engage with your members, and 
they will support you. And if they 
help you make a sale, especially 
with a golfer from another club, I 
try and give them some credit in 
the store as a thank you. And it’s 
amazing how far small gestures 
like that go. GR

pretty much sold out of shoes and 
apparel now, so I can’t restock. 

“On the flipside, Skechers shoes 
haven’t sold well for me. Again, I 
think this because of the younger 
audience, so we’re bringing adidas 
footwear and apparel into the 
store in 2021. Seeing Tyrell Hatton 
winning in the hoodie was great. 
I personally don’t have an issue 
with hoodies on the course, I have 
a bigger issue with a golfer who 
shows no etiquette or respect for 
the golf course.”

Mark has been a retailer for 
a relatively short amount of 
time; however he has seen some 

significant changes in the industry. 
“Custom fitting is essential, as is 
having a studio. We currently use 
a GC2 with HMT, although off the 
back of this year’s success, I’ve 
invested in a GC Quad. Our studio 
is in the back of the shop, and it 
allows us to offer fitting sessions, 
and coaching all year round. 

“Golfers don’t invest in 
themselves with instruction 
as much as they do shiny new 
hardware, and that’s something we 
all need to improve. Sometimes 
you need to help them improve 
their swing before you can help 
them improve their equipment. 

GOLFRETAILING.COMGOLFRETAILING.COM
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Knowle Golf Club is a traditional parkland layout that is tight off the tee TaylorMade's SIM POS have made a significant impact in store The TaylorMade PIX golf balls have proven incredibly popular in store

Under Armour has been a major hit in the Knowle GC Pro ShopWhile Knowle GC looks glorious in the sunshine, having a studio allows Mark to teach and custom fit all year round

“I’ve gone full circle,” 
explained Mark Sanders, 
Head Professional at 
Knowle GC. Located  

just outside of Bristol, it’s a 
traditional parkland layout 
founded back in 1905. 

“I started out as a junior member 
here, and when I was a kid, Gordan 
Brand Sr was the professional. He 
was great to be around and helped 
massively with my game. Through 
him I played a lot with his son 
Gordan Brand Jr and Paul McGinley 
who he coached. I was the English 
Amateur Champion back in 1998. 

“I had stints on the Challenge and 
European Tour, before getting into 
coaching in 2007. From 2008 to 
2017 I was based at a club nearby, 
Stockwood Vale, with my final year 
taking over the store. And then I 
took over as head professional back 
at Knowle in 2018. It’s been nice to 
be back; it’s always felt like home.”

Like everyone else in the golf 
industry, scratch that, everyone 
in 2020, this year has had its 
challenges. “To keep my sanity 
through lockdown I worked on the 
course with the greenkeepers. And I 
quickly learnt which reps were more 
more helpful than others, and which 
companies are more supportive. 

“There is a private Foremost 
Facebook group which has been 
really insightful, you can find out 
how fellow pros have got on with 
different brands. It’s a useful tool, 

KNOWLE GOLF CLUB
Golf Retailing Editor Dan Owen caught up with Mark Sanders, Head 
Professional at Knowle Golf Club, to find out how the 2020 roller-
coaster has been for him and his shop

and I’ve found it helps me make 
more informed decisions.

Mark took it one step further 
setting up a WhatsApp group 
for his fellow local Foremost 
members. “It’s called All Fore 
One, and One Fore All’! It’s 
been a really useful throughout 
lockdown. Asking what their clubs 
were doing to work though the 
issues we were all dealing with. 
Any information that we could 
share to help one another we did. 

“As we transitioned out of 
lockdown, it was great for finding 
stock. It’s been a tough year for 
the manufacturers, and many 

have found that they are short 
of stock due to cutting their 
orders back in March. In their 
defence nobody knew how this 
year would turn out. Demand is 
definitely outstripping supply 
as golf has gone nuts over the 
summer! I recently got quoted 
February for a driver a customer 
had ordered. I managed to find 
one within the group and kept 
a happy customer. “Will Fox, my 
TaylorMade Sales Rep has been 
fantastic, as has Simon Smart at 
Mizuno. They’re always available. 
They’ll always get back to you 
even if it’s late in the day. They 

keep you informed, good news or 
bad, and will go the extra mile to 
find the item at another retailer 
whenever possible. The good 
reps are thoughtful and thorough. 
Some reps come in, take the order, 
and then you won’t see them for 
another year.

“Reps are still visiting in person, 
all complying with wearing masks. I 
take their temperatures when they 
arrive. They present from PDFs, 
rather than showing product, to 
stop retailer after retailer touching 
their samples and potentially 
passing on any infections. They 
really are doing their best in what 

is a tough situation. But however 
good they are, the product has 
to sell and there needs to be a 
demand for it.”

“All the TaylorMade SIM metal 
woods have flown out of the door, 
as have SIM Max irons. Customers 
are drawn to the two SIM screens 
we’ve got in-store, they’ve been a 
massive help. Callaway Mavrik has 
been steady, while Mizuno irons, 
especially the MP20 HMB have been 
huge sellers. I also stock Ping and 
Cobra. I also added Evnroll putters 
this year and they’ve done well. 
We’re the only local stockist and 
golfers are travelling to try them.

“Our TaylorMade fitting days, 
since the end of lockdown, have 
been fully subscribed, and nearly 
everyone fitted bought the 
products they were fitted for. 

“My big surprise this year, and I 
can’t believe it’s sold so well, is the 
TaylorMade PIX. I’ve had to reorder 
those three times this season. Tour 
Response is another ball that has 
gone well. It’s a Urethane cover 
golf ball at a very competitive 
price point.”

This year’s golf boom has 
influenced what brands Mark will 
be stocking in 2021. “We’ve had 68 
new members this year, and I’d say 
75% of them are under 30. They 
want sportswear brands, lifestyle 
brands. Traditional golf apparel 
brands don’t appeal to them.

“Under Armour shoes have sold 
through really well. We’ve got a lot 
of younger members, especially 
newer ones who would have been 
playing football and rugby, who 
trust the brand and want a casual 
style. The only downside is they’re 
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GOLF RETAILING has become the respected 
voice of the golf trade. We provide our readers 
with information which will inform, motivate 
and engage them, ultimately helping them 
drive their revenues and make more profit.

Since acquiring Pro Shop Europe in 2017 each 
issue will feature news and feature pages 
including interviews, profiles and reviews of 
brands and retailers across Europe.

GOLF RETAILING’s editorial policy is to be 
independent, inclusive and most importantly 
to have real integrity. 

NEWS
Every month we will cover the biggest 
breaking stories and feature the latest new 
product launches. As the ONLY publication 
with news on both the front and back covers 
we ensure we grab our reader’s attention.

MARKET REPORTS
Our in-depth market reports provide great 
insight into market trends and include vital 
intelligence supplied by the golf industries 
leading analysts. We discuss all products 
sectors that are relevant and offer profit 
opportunities to the professional golf retailer.

INTERVIEWS AND OPINIONS
To engage the industry you have to feature 
the industry which is why GOLF RETAILING 
interviews the leading personalities from 
the supply chain from manufacturers and 
distributors to the retailers themselves 
sharing their views and giving recognition 
for their achievements.

RETAIL GURU
Our monthly Retail Guru column will contain 
expert business advice aimed at helping our 
readers improve their operation through the 
use of the latest technology, better marketing 
techniques, point of sale and store layout 
techniques and much more…

CONTRIBUTORS
Our regular contributors are respected golf 
journalists, PGA Professionals, leaders of 
trade associations and world renowned golf 
experts.  Our varied content and writing styles 
keep readers engaged and offers something 
no other trade title can do. 

Email editorial@golfretailing.com for  
further information

INDEPENDENT, AUTHORATIVE, PROFESSIONAL
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adidas GOLF TEASE THEIR 
2021 SHOE LINES
Editor Dan Owen spoke to Masun Denison, Global Footwear Director at 
adidas Golf, to try and get him to give up some top secret information 
about their 2021 footwear launches…

Sustainability is a big part 
of the adidas message 
going forward. How has 
that impacted you when it 
comes to product design?

What we've been doing 
is just the beginning. 
We want to END PLASTIC 
WASTE. It’s no secret what 
plastics are doing to our 
oceans and marine life 
throughout the world. 
We want to do our part 
to end that. In Spring 
21 we will continue to 
expand the amount of 
sustainable products we 
have in our line, with our 
ultimate goal of using 
only recycled polyester 
in all of our products by 
2024. That means each 
season our objective 
is there'll be a greater 
percentage of our line that 
hits different recycled 
standards, whether that 
is Parley, PRIMEGREEN, or 
PRIMEBLUE.

Codechaos has been a big 
success for adidas Golf. 
How do you follow up a 
breakthrough design than 
like that?

One thing we learned from 
this year is that being 
disruptive plays right into 
who we are. We pushed 
the boundaries with a 
progressive design packed 
with the performance 
players would need. 
It changed what the 
definition of a golf shoe 
could be, and it’s success 
has been validated at the 
highest level.

We’re trying to build off 
of that, and heading into 
2021, we're going to bring 
in another story that we 
think is very disruptive. 
It’s born out of listening to 
both our consumer and our 
athletes. Every consumer 
we talk to says, regardless 
of it being a spiked or 
spikeless shoe, if you can 
give me comfort, but shave 
weight, that's going to be a 
massive positive.

We’ve gone down that 

path before, but there 
are other criteria golfers 
demand such as traction, 
stability, waterproofness, 
etc. A shoe that’s simply 
lightweight, isn’t enough. 

We’ve done even more 
testing with our tour 
players with this model 
than with any shoe we’ve 
launched before. And 
I’ve never seen such 
unanimous positivity 
towards a new model. 

Traditionally, TOUR360 
has been our flagship 
shoe, and it always will be. 
However, this year we have 
created a new premium 
franchise that will be 
part of what we do for a 
long time. We’re hoping 
this new model will be 
complete a trifecta of 
flagship tour shoes, each 
with their own unique 
identities.

What else can you tell us 
about the 2021 product 
line?

Overall our line 
is becoming more 
concentrated. We’re just 
trying to be more focused, 
we used to build a lot of 
region-specific models. 
But we’re trying to mean 
more by doing less with 
our 2021 range.  

We talk a lot about 
performance essentials, 
which are our entry to mid-
price points models. We 
introduced S2G, or “Street 
2 Golf” this year, and 2021 
will see that getting a  
big update, utilising a 
mixture of materials and 
doubling down on the 
lifestyle aspect

We are also introducing 
the legendary EQT line 
to golf with a spiked and 
spikeless shoe in both 
men’s and women’s, that 
offers strong technologies, 
great cushioning, and the 
iconic 3-Stripe branding.

You’ve introduced some 
iconic lifestyle models 
to golf this year, with 
the Superstar and the ZX 
8000. Can we expect to 
see more in 2021?

Yes!
I can’t say too much at 

this point. But the reaction 
to those shoes has been 
insane. We were lucky 
enough to collaborate on 
this one with our team 
that focuses on Originals. 
It’s a lot of fun to take 
such iconic pieces of 
footwear and bring them 
into our sport.

We’ve done a lot of 
these products – limited 
editions, etc. – and I think 
the main thing for us is 
to do it right. Which isn’t 
making it a mainstream 
product, it’s about telling 
stories, appealing to the 
sneakerheads, and the 
more lifestyle-oriented 
golfers, to provide some 
freshness to the sport 
through unique footwear.

Without giving it all away, 
what else can we expect 
to see from adidas Golf 
footwear in 2021?

Innovation is a huge part of 
what we do, so it shouldn’t 
surprise people that we 
work closely with other 
areas of the adidas brand 
to share technologies.  
You’re going to see a slew 
of new technologies next 
year throughout our line, 
that if you're paying close 
attention to our running 
product and some of our 
football boots you’ll see 
they share the same DNA. . 

The other area is BOA 
Technology. There will 
be some radical new 
innovation in one product 
in particular, on how 
we use that technology. 
We know it's not it’s 
not even 50% of the 
market in Europe and 
the US, however in Asia 
it accounts for 80% of 
golf footwear sold. We’ve 
designed a product that 
fits better than anything 
we've offered before 
due to this new closure 
system. It helps improve 
performance and looks 
different; we believe it is 
something that will really 
elevate adidas for anyone 
who loves BOA.

One of the things we 
also do a lot of is colour 
research. So you're going 
to see some of those 
key products such as the 
adicross Retro carry over 
with some really cool 
new colours to keep the 
momentum going behind 
that model that has seen a 
lot of success at retail.

I'm also really proud of 
the fact that all of our new 
and innovative products 
will come in women’s 
models. While it is a 
smaller part of the market, 
especially in Europe 
although it is growing 
in the US, we’re proud 
of the fact that we are 
more inclusive as a brand, 
making sure we offer our 
new technologies to the 
female consumer. . GR

EQT

EQT Spikeless

The adidas tour staff have 
had a fantastic 2020

New colourways are being 
introduced in the 

adicross Retro

From left to right: EQT, EQT Spikeless, adicross Retro
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TAYLORMADE GOLF EXPERIENCE RECORD 
MONTHS AND PREPARE FOR A BIG 2021
We caught up with TaylorMade Golf’s Brand Director, Paul Hitchenor, 
to discuss how the brand has tackled the complexity of 2020 and 
their plans for success with their customer base for 2021. 

The company will again boost the volume of Fitting Events next year to service huge retailer demandTaylorMade’s custom club build capacity gets set to increase by 50%

TaylorMade put another massive investment into more sell-out solutions for 2021

Four of the top five in the OWGR play TP5/X and TaylorMade through the bag

"This year 
has been 
unbelievably 
tough for 

obvious reasons. What has 
unfolded this year no-one 
could have predicted, 
but the way our staff and 
customers have rallied 
together to get through this 
together is inspirational 
to see and we are now 
seeing the fruits of this 
camaraderie. Health and 
safety was, and will remain, 
our number one priority 
for our staff, customers 
and consumers. We moved 
very quickly to put in place 
several new measures 
and procedures that will 
continue to remain in place 
for the foreseeable future. 

During the height of 
the pandemic we also 
put in place a series of 
retailer support packages 
that were universally 
welcomed. Since golf 
successfully reopened, we 
have been seeing nothing 
short of a golf ‘boom’. As 
we now transition into 
winter and more regional 
or national lockdowns 
occur, we’re committed to 
continuing to work with 
all our customers to come 
through this next period of 
a rollercoaster year.” 

business by an average 
of +23%. More of these 
powerful selling tools 
are available to existing 
and new customers. I 
encourage customers 
interested to speak to 
their Area Sales Manager 
whilst stocks last. Ready 
for 2021 we will also be 
making a further huge 
POS investment across all 
product categories, we 
will be better prepared 
than ever to offer our retail 
partners best in class POS 
to help stimulate sell-
through in their stores.”

EYES ON THE TOUR 
Tour presence helps 
validate brands and product 
performance on the biggest 
stage and at the time of 
writing, 4 out of the Top 5 
players in the OWGR use 
a full bag of TaylorMade 
equipment plus the 
company’s flagship TP5/X 
golf ball. 

Since the PGA TOUR the 
restart in June, SIM drivers 
have helped win 50% of 
the tournaments (at the 
time of writing). A stat that 
could surprise a few is that 
TaylorMade putters have 
a win percentage of 55% 
on the PGA TOUR since 
the restart. “We know Tour 
validation has a direct impact 
at retail, many consumers 
see what is played on Tour 
and want to play or try 
the same products that 
successful Tour players do, it 
drives traffic into pro shops.”

2021 SUCCESS
Although for most 2020’s 
extended season is still in 
full swing, full attention 
will soon turn to 2021 
planning. Paul explained that 
TaylorMade’s 2021 offering 
is designed to be as retailer 
friendly as possible. 

“Our 2021 pre-book 
terms and product packs are 
simpler and more flexible 
than they have ever been. 
Our 4-month split payment 
dating on invoices for pre-
books was put in place in 
response to our customers 
telling us cash flow was an 
area they needed support 
and especially at the 
beginning of the season. 

I don’t believe we have 
ever offered more support to 
our retail partners in terms of 
fitting events, training tools 
and merchandising solutions 
to drive sell out. Major 
investments in our service 
teams, custom and delivery 
capabilities also mean we 
are easier to do business 
with than ever before.”

FITTING EVENTS AND POINT 
OF SALE UPLIFTS
At the start of 2020 
TaylorMade expanded 
its UK and Ireland Fitting 
Event team in order to 
improve the service 
provided to their trade 
partners. However, once 
golf retail then reopened 
the company recognised 
that many retailers were 
seeing unprecedented 
levels of demand, 
prompting them to yet 
again expanded their 
Fitting team.

“We understood that 
many retailers were trying 
to recoup many weeks 
of lost revenue due to 
Covid-19, so we recruited 
another five Experiential 
Technicians to further 
support our customers. Our 
expanded Experiential team 
has enabled us to host over 
100 more fitting events 
per month. In total we will 
have completed double 
the number of Experiential 
events for our customers in 
2020 vs. last year.”

TaylorMade also made a 

© Getty Images

RECORD MONTHS
“Almost all consumer 
goods industries have 
experienced product 
planning challenges. Golf 
participation was in full 
lockdown when we initially 
placed production orders 
for the first wave of our 
new autumn products such 
as the new P-Series Irons, 

more drivers than we did in 
the final 6 months of 2019. 
Similarly, we have sold 
more SIM irons in the last 8 
weeks than we did M5/M6 
irons in the last 6 months 
of 2019. Like some of our 
retail partners, we have had 
record month after record 
month ever since June.  

Frustratingly our supply 
on some product lines 
right now is not meeting 
the demand, but rest 
assured we are doing the 
very best we can to catch 
up. To prepare ourselves 
for this continued 
demand surge as we look 
ahead into 2021, we are 
investing massively now 
into our custom club 
production capabilities. 
From Spring next year 
we will have increased 
our daily custom build 
output by 50%, whilst still 
maintaining the highest 
quality standards.  

One of the statistics we 
are most proud of is that 
thanks to the fantastic 
partnership we have with 
our customers, according 
to Golf Datatech, we 
have become the clear 
bestselling club brand in 
the UK this year.”

“We have our retail partners alone to 
thank for making TaylorMade the clear 

bestselling club brand in the UK.”

“To gear up for success in 2021 we 
are making multi-million pound 

investments into the areas of our 
custom club deliveries and retailer 

sell through programs.”

significant Investment into 
new state of the art POS 
fixtures at the beginning 
of 2020 which meant that 
over 600 customers across 
the UK & Ireland received 
brand new POS as part of 
their pre-book.

“The feedback we 
have received on our 
new Illuminated Slatwall 
Displays has been amazing. 
When installing these 
premium POS solutions, 
we are seeing customers 
increase their TaylorMade so forecasting and planning 

against future demand was 
always going to be difficult 
at that time. We projected 
a strong bounce back, but 

the level of demand for 
all product has been far 
greater than we could have 
imagined. In fact, in the 
last 6 weeks we have sold 

MONTH MAIN FEATURE RETAIL GURU PRODUCT FOCUS

FEBRUARY AW21 Apparel Virtual PGA  
Merchandise Show New season launches

MARCH Post Covid Planning Customer service AW21 Apparel Pt 2

APRIL Custom Fitting Impulse purchases

MAY Technology in golf retail F&B

JUNE Appealing to women Marketing your business

JULY How to select your apparel brands Staff training SS22 Apparel

AUGUST Planning for the winter lull Store design SS22 Apparel Pt 2

SEPTEMBER The future of Golf Retail Utilising social media

OCTOBER Driving Footwear sales Looking outside the  
golf bubble SS21 Footwear

NOVEMBER Review of the year Benefits of attending the 
PGA Merchandise Show



GR WEBSITE
GolfRetailing.
com set a new 
standard in the 
golf trade offering 
the highest quality 
website of any 
trade publication. 
But technology 
moves on and 
website design 
has taken a leap 
forward. 

With content 
updated daily 
we ensure that 
our visitors have 
something new 
to read on every 
visit whilst our 
advertisers benefit 
from high visibility. 

GR WEEKLY 
E-NEWSLETTER
Every week GOLF 
RETAILING sends 
a high-quality 
e-newsletter to 
over 6,000 ‘opt in’ 
recipients. This 
way we deliver 
the latest news 
and features direct to our reader’s desktop 
or mobile device. By advertising on the 
e-newsletter you can cost effectively market 
your products and services alongside highly 
relevant digital content.

GR – SPONSORED E-BLASTS
We provide access to our ‘opt in’ email 
database on a strictly limited basis. With 
over 5,000 relevant trade professionals on 
the database you can directly target your 
product launch or sales message at the 
people that count! 

GR DIGITAL MAGAZINE
Our print publication will also be produced 
in a digital page turning format offering 
live links to advertiser’s website and email 
direct to their sales departments! What’s 
more if clients want to add video to enhance 
their advertising message we will encourage 
them to do so for FREE! Monthly distribution 
is 6599 copies and growing!

At GOLF RETAILING magazine will do not just 
sell advertising pages… Our clients can benefit 
from an integrated media campaign providing 
coverage in both printed and digital formats.

AN UNRIVALLED DIGITAL SOLUTION
Whilst our 2017 Readership Survey proved print media is our readers first choice in terms of 
consuming information, digital marketing plays an increasingly valuable role and so GOLF 
RETAILING offers a number of ways to market your products to the golf trade using digital media.



PRICING & TECH SPECS
FRONT COVER PACKAGE – £3,750
The Front Cover Package offers an advertiser the opportunity to dominate an 
issue with high impact advertising and editorial style content. We offer two 
options to allow for creative flexibility.

OPTION A 
Includes advertisers front cover plus two page editorial style feature on centre spread.

WEB ADVERTISING
All advertisers in GOLF RETAILING magazine will be offered a  
*FREE web advertisement for the duration of their campaign!

Banner 170px (h) x 350px (w)
Tower 350px (h) x 170px (w)
Box 350px (h) x 350px (w)
E-cast Top Banner 80px (h) x 590px (w)
E-cast Box 140px (h) x 110px (w)

Specifications
PNG, GIF, Animated GIF, or JPG
No Flash files.
File to be as small as possible.

August 2020 SS21
APPAREL 

REPORT INSIDE

REVOLUTIONISE YOUR RANGE

COVER STORY COVER STORY

Although the unquestionably 
impressive growth is there 
for all to see, you get the 
impression that Toptracer 

see this as very much the beginning 
of what is a serious movement. 
A shift that includes any serious 
facility, covered or grass-tee, install 
tracing technology in the near 
future and they are just barely 
scratching the surface.

“The easiest comparison to make 
is golf on TV,” says Sharpe. “The 
viewer now fully expects to see 
Toptracer when watching the PGA 
or European Tour and they share 
those thoughts live on social media 
when it’s missing. Not only do fans 
expect Toptracer when watching 
tournaments, but so does the golfer 
at their local driving range.”

“The reason why we’ve had such 
amazing growth in the number of 
ranges across the world that have 
installed Toptracer is because of 
how much it drastically improves 
the experience. It brings a 
heightened level of engagement, 
which has led to more people going 
to their local range and playing 
more often.”

FUTUREPROOF YOUR 
BUSINESS WITH TOPTRACER 
RANGE TECHNOLOGY
Off the back of a landmark year, which saw Toptracer install their 100th 
European and 250th world site respectively, we caught up with President, 
Ben Sharpe, to decipher why more and more clubs and driving ranges are 
looking towards technology to improve their member and visitor experience.

accessible. If you look through 
Toptracer’s social feeds there are 
countless of images and videos 
of young and beginner golfers 
enjoying seeing their ball traces on 
the screen.”

All golf fans, young and old are 
desperate to engage with the sport 
in a way that’s meaningful to them. 
PGA Tour Pros look to video and 
data to improve their golf, Toptracer 
Range and Mobile technologies give 
golfers of all skill levels the chance to 
analyse their ball flight, shot shaping 
and distances, just likes the pros. 

“We’re on a crusade to grow 
the game and bring people 
together in meaningful ways. 
Toptracer is just one brand within 
Topgolf Entertainment Group’s 
global sports and entertainment 
community. Collectively, we’re 
connecting fans through innovative 
technology and creative new 
concepts that engage new and 
younger fans in a contemporary 
way, while still paying homage to 
the traditions of the game.”

In 2019 Toptracer, launched its 
global challenge platform, where 

golfers at Toptracer Range facilities 
all over the world competed against 
each other over a three-day period, 
with live global leaderboards 
determining an eventual champion. 
The challenge consisted of a nine-
shot challenge, played over 
short holes, with no 
barriers to entry; the 
results, so far, have 
been astounding.

“The global 
tournament 
is the single 
best and most 
impactful 
example of this 
to date. As many 
as 7,000 golfers 
around the world in 
25 different countries 
competed during a 4-day 
tournament spanning 11 different 
time zones. It absolutely proved the 
format to be a success, and when 
we launch the new challenge, we 
fully expect it to be the largest golf 
tournament by participation the 
world has seen.” 

Toptracer’s next global 

tournament will take place later 
this year, with high expectation for 
participation numbers, given the 
number of Toptracer Range bays 
worldwide has increased by more 
than 63% since the last challenge. 

“What gets me the most 
excited is that in my 20+ 

year career in the 
golf industry, I’ve 

been in countless 
conversations 
about how to 
grow this game. 
I truly believe 
that Toptracer 
Range is the 

key. Ultimately, 
we are successful 

when our range 
owners are successful 

and that’s what how 
our team measures ourselves - 

when our range owner partners’ 
businesses improve. Our full suite 
of services provide our ranges with 
data-based information aimed at 
growing revenues. When our range 
owners win, we win and the entire 
golf industry is better off from it.” GR

Importantly, says Sharpe, this 
huge uplift in experience is also 
great for the business of golf. “The 
technological gamification of the 
range experience will be the single-
biggest contributor to the growth of 
the game over the next decade.

“We know this to be true because 
of the incredible momentum in the 
marketplace right now. All of our 
ranges are seeing new golfers at 
their facilities. There’s been strong 

There are games and data modes for all ages and skill levels

Above and top right:  The unique mobile-based handheld solution that allows uncovered driving ranges to capi-
talize on the benefits of Toptracer Range technology. Bottom right: Toptracer’s new child friendly ‘Go Fish’ game

Gamification of the range will drive growth

WHAT IS  
TOPTRACER RANGE?
Toptracer Range is a fun, 
tech-driven, all-inclusive, 
all-weather solution to 
practice at the driving range. 
Its proprietary technology 
defines the game play 
experience. Players of any 
skill level can compete 
against friends and family 
in fun skills games or play 
virtual golf on simulated 
courses including St Andrews, 
Royal St George’s, Pebble 
Beach and Bethpage Black 

A turnkey solution, Toptracer 
Range requires zero cash 
up front and a monthly 
affordable payment. The cost-
effective setup works with a 
range’s existing targets, while 
21” in-bay screens or mobile 
devices create a more social 
and entertaining experience. 
Camera technology sees the 
ball from start to finish, rather 
than taking measurements 
from the initial hit, also taking 
into account the outdoor 
conditions.

“It is only natural for range 
owners to question whether 
investing in technology 
is the right move for their 
venue, that is why our 
dedicated team are on hand 
to help in any way possible 
to overcome obstacles 
and deliver a successful 
installation and adoption of 
Toptracer technology.”  

When you invest in Toptracer 
Range, you are not just 
investing in a new driving 
range, rather the brand itself. 
Each range owner is assigned 
a dedicated account manager 
who is a day-to-day contact, 
working with the owner 
to understand business 
goals and how to set about 
achieving them.

Account managers have a 
wealth of experience working 
with new range owners and 
can share best practices, offer 
guidance on how to educate 
and engage with staff, run 
events and analyse ball data 
as well as provide marketing 
amplification and support, 
leveraging Toptracer’s brand 
credibility to seek out media 
opportunities.

The process begins with a 
strategic consultation to 
identify a plan for future 
growth in all areas of the club 
or venue, including member 
retention and acquisition 
strategies and overall 
diversification.

double-digit growth, some as much 
as 75% since install.”

Recent data states that golf clubs 
and ranges are the busiest they’ve 
been in two decades, but many 
Toptracer facilities were experiencing 
double-digit growth in visitors 
months before covid-19 occurred. 

Toptracer offers a product and 
service to growing businesses on 
a micro-level by providing driving 
ranges with opportunities to 

boost visitor revenue from install. 
The technology has evolved into 
a platform that actually gives 
partners the tools to reach out to 
their communities with viable, 
unique, experiential offerings to 
monetise the system on an ongoing 
basis. This is, of course, the mantra 
of Topgolf Entertainment Group 
(owners of Toptracer).

The product offers meaningful 
differentiation from a traditional 
approach, aligning with current 
consumer behaviour that relies 
heavily on technology. As a totally 
weather-proof concept, a Toptracer 
Range facility provides yearlong 
opportunities for range owners 
to increase footfall. With an 
increased volume of guests, venues 
can develop additional revenue 
streams such as enhanced food and 
beverage offerings, golf lessons, 
and corporate events. 

Delivering golf as an entirely 
modernised experience helps to 
create a social environment that 
attracts a much broader audience 
than traditionally seen at golf 
venues. “We are continuing to think 
of new ways to make golf more 

GOLFRETAILING.COMGOLFRETAILING.COM
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OPTION B
Includes advertisers editorial style front cover including A5 advert plus inside 
front cover magloid size plus A5 advert



PROMO STRIP
Less is sometimes 
more… Extremely 
effective as a teaser 
to a tabloid page or as 
a stand-alone where 
volume of space is not 
critical…
Specifications
60mm (W) x 310mm (H)
Rate £250

HALF MAGLOID 
(HORIZONTAL OR VERTICAL)
Another great option which allows 
for a different look on the page but 
gives ample space for any message 
– works well on a consecutive page 
basis.
Specifications
Vertical 310mm (H) x 108 mm (W)
Horizontal 157mm (H) x 221mm (W)
Rate £765

THIRD PAGE
The third of a page 
offers something 
different… stand out 
from the crowd, benefit 
from editorial on the 
page and save some 
budget!
Specifications
80mm (H) x 221mm (W)
Rate £450

Magloid Page
The ultimate single page 
advert dominating the entire 
space on the page giving 
maximum exposure to our 
advertiser’s message.
Specifications
Bleed 346mm (H) x  
251mm (W)
Trim 340mm (H) x 245mm (W)
Rate £1,275

A4
A great advertisement 
size providing high 
visibility whilst 
benefitting from editorial 
content framing the 
advert ensuring reader 
time is spent on the page.
Specifications
244mm (H) x 176mm (W)
Rate £975

A5
The A5 size advert works 
really well and benefits 
from more editorial 
content surrounding 
it and at a lower price 
point – brilliant.
Specifications
182mm (H) x  
131mm (W)
Rate £750



CONTACT US

ABOUT US
PROVEN TRACK RECORD IN B2B & RETAIL MARKETS
GOLF RETAILING is part of Robel Media and has a team with over 50 years B2B experience behind it, having 
published magazines and run events in numerous highly competitive retail markets including the Grocery, Drinks, 
Toy, Gifts and Sports sectors.
 
Managing Director Miles Bossom previously operated Swink Media, one of the most successful Telecoms and 
IT publishing groups in the UK and is a keen golfer who is always looking for the perfect combination in his 
bag. Sales Director Oliver Peebles was the owner of one of the largest B2B private media groups in the UK and 
together their understanding of client needs in a B2B environment is exceptional. They are both hands on, 
ensuring GOLF RETAILING takes your message to your target market. Our Editor, Dan Owen, had 16 years in the 
golf sector, having been the deputy editor at GolfPunk as well as experience working on PR and Marketing for 
John Letters, the oldest brand in golf.
 
The team is experienced, enthusiastic and passionate about producing the very best media products in the  
markets they serve.

THE TEAM

Miles Bossom
Managing Director

Oliver Peebles
Sales Director

Danial Owen
Editor

Paul Sander
Designer

winner

PUBLISHED BY 

HEAD OFFICE  
(SALES & ADMINISTRATION)
GOLF RETAILING,
Robel Media LLP, Oak Hall,  
Cousley Wood, East Sussex, TN5 6HF   
Tel: 01892 306306
(Please note that all phone calls are 
recorded for training purposes)

Email sales@golfretailing.com

CIRCULATION
Circulation Data Services Ltd
The Coach House
Turners Drive
Thatcham
Berkshire
RG19 4QB

Tel. 01635 869868
Fax. 01635 868594

MEDIA
PARTNER


