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What is GOLF GEORGIA?

EDITORIAL
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STATEMENT
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It is the mission of Golf Georgia
magazine, as the Official
Publication of the Georgia

State Golf Association to serve
all members with focused and
in-depth coverage of the sport
in the state. We recognize the
unique nature of our audience
as avid and knowledgeable
participants having established
golf handicaps. The key demands
of our mission are to adhere to

a higher standard of quality,
respond to issues specific to
Georgia and Georgians and

to sustain a reliable chain of
communication with this valued
member base. By doing this,
Golf Georgia distinguishes itself

from all other golf publications.

o An award-winning
magazine published
since 1988

o The official
publication of the
Georgia State Golf
Association (GSGA)

o The GSGA provides
the handicap system
for the 360 member
clubs & the 75,000+
individual members
throughout Georgia

« Golfers have to pay to
get this service ($50
per year)

o Reaches over 75,000
GSGA members
directly at their homes
(exclusive mailing list)

o 212,500+ golf readers
(2.5 readership of
75,000)

* 6 issues per year

o 60 day shelf-life
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OUR READERS

LOVE TO
PLAY GOLF
& TRAVEL

Average handicap is 12

79% take more than one golf .

vacation per year

On average, they spent 28
vacation days last year

They plan for their vacations 4

months in advance

ARE WELL-

EDUCATED &

PROFESSIONAL

I

« On average, they play 68 rounds : * 92% attended/graduated P
of golf per year ¢ from college :

« 26% have a post graduate degree :

73% are top level executives :
or small business owners P

GOLF GEORGIA

HAVE
PURCHASING
POWER
|

$177,250 average
individual income

$221,000 average
household income

$2,385,000 average net worth

» 66% consider golf when  69% purchased golf

planning company
meetings & outings

78% phone resort directly when

making reservations

Source: Reader survey (custom syndicated research)

"['am the Dudley you referred to
in “Links Lore" (March/April). It
so happens | was eight years old
when my father built the Athens
Country Club course with the
plans of Donald Ross and | have
been a member ever since...
thank you for mentioning our
club in such a nice way."

James W. Dudley, Athens, GA

"Many thanks for letting me come
to your Annual Meeting. The
Georgia State Golf Association
(GSGA) staff is very impressive
and your genuine commitment
to the game shines through. The
GSGA plate is pretty full and yet
you are doing even more."

Judy Bell, President
United States Golf Association

clubs within 2 years

o Average spent on principal

golf vacation is $4,145

e 88% own 2 or more automobiles

"Since the inception of Golf
Georgia, | have been impressed
with it. The outward appear-
ance, printing, presentation, all

through it are very professional.

The departments and features
are timely."”

B.J. Clemence, Athens, GA

"After reading the March/April edi-
tion of the GSGA magazine (Golf
Georgia), | am prompted to drop
you a note to commend everyone
involved in this fine publication. |
have seen none better, and | say
this having labored for 10 years on
the Northern California Golf
Association's annual Bluebook."

Ronald Reed, Regional Director
United States Golf Association

FEEDBACK FROM OUR READERS || ﬁ L b))
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Links Magazine
5,215

Golf Magazine
COMPARED WITH 22,388 Golf Georgia
OTHER GOLF 75,419
MAGAZINES

Golf Digest
29,698

Source: United States Golf Association, September 2014
Golf Digest, Golf €7 Links stats are for Georgia subscriptions € news stand sales

Albany : 3.1%

DISTRIBUTED :
Valdosta | 2.6%
TS%)AGT%OGROGIIJ? Savannah & Islands 3.4% gtlza.l}tg/o
ASSOCIATION Macon | 4.9% ‘
MEMBERS :

Columbus 1.8%
Augusta | 2.1%

Source: United States Golf Association, September 2014

Bulk

Shipped tl()) "

360 M er i
75.419 TOTAL Golf Clubs Mailed to
CIRCULATION 10,250 Members

Homes

65,169

Source: United States Golf Association, September 2014







ADVERTISERS

GOLF GEORGIA

Sandestin.

Golf and Beach Resort

"Georgia is a key market for us and no publica-
tion reaches the Georgia golfer better than
Golf Georgia. Going to all members of the
Georgia State Golf Association, this targeted
readership has brought us impressive results
for the last two years. We look forward to
continued success with Golf Georgia in the
years to come."”

Karen Terrell, Director of Marketing
Sandestin Resort

UGHSTON

CLINIC

“The results from our September/October adver-
tisement in Golf Georgia have been excellent!
We received more responses from that one ad
than any similar publication to date. Golf
Georgia has been effective in reaching our tar-
get market, and we look forward to expanding
our commitment in the future.”

Charles H. Keaton, FACHE, President and CEO
Hughston Sports Medicine Hospital
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ADVERTISERS ([
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GOLF & COUNTRY CLUB

"The readers of Golf Georgia are core golfers
and they travel to play. These are people who
are looking for new challenges for their game
and our ad in the January/February issue sug-
gested one to them. In less than two weeks
after the magazine was out, we had booked
47 rounds in referrals from the ad. That's
response! Golf Georgia is the audience for us."”

Marten Olson, Director of Marketing
Southern Hills Golf Club

SHAFER % HUGULEY

"I wanted to take a moment and let you know
how pleased we've been with the response to
the commemorative coin promotion for
(ateechee Golf Club. The stagg at (ateechee
has received over a hundred phone calls from
your readers in the first twenty days of the
promotion."”

Gaines Huguley, Media Director
Shafer & Huguley
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GOLF CLUB
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Sulhland

"“The Cadillac image is synonymous with the
country club lifestyle and is their magazine.
We are proud to be part of this well targeted
publication."”

(adillac Motor (ar Division

"We knew the readers of were a prime target
audience for Cuscowilla, so we began our ad
campaign with them early. Those advertise-
ments brought a steady flow of leads before
construction had even begun. The quality and
growth of this publication perfectly mirrors the
quality and growth being experienced at
Cuscowilla. We're a perfect match.”

Cuscowilla

FABEN

The Ultimate Driving Machine®
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LAKE LANIER ISLANDS
RESORT.
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GOLFGEORGIA 121 Village Parkway, Building 3, Marietta, GA 30067

A Level Par Media Inc. Publication Phone: 678-560-7100 | Fax: 678-560-7400 | sbower@levelparmedia.com

Serving Golf in Georgia Since 1916






