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ABSTRACT

Among the various sports, recognition of golf sport is changing the privileged classes sport
into a popular sport. In this kind of sport area, there are many loyal customers of golf sport
relatively compared to the other marketing products or sports. Therefore, in this paper, we have
analyzed the online buying pattern of customers through the popularization of golf such as golf
ball or accessories and want to promote activation marketing in the online environment. For
these, we suggest the way to promote marketing activation by analyzing online data.
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