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Golf Field Is Greatest 
F O R B U S I N E S S D E V E L O P M E N T 

Jerry Stedman of the University of He-

Iroit faculty has been doing some interest-

lug work tn determining the sport market 

of the country as one of the practical ap-

plications of his merchandising instruc-

tion. This work, through association with 

a prominent Detroit advertising agency, 

brought lo l ight some definite data that 

may be nf value to golf goods manufac-

turers, professionals and course-owners, as 

an Indication that the golf market has 

plenty of room for a big Increase right be-

fore Its eyes. 

By courtesy of Sporffny (food)* ntw.t-

tratcd-Chic/ign, the three Illustrations lhat 

show the major findings of the Stedman 

survey of a representative metropolitan dis-
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trlct market are reproduced here. 

Some of the survey's facts worth study 

concern the potentialities of the women's 

market. It was found that 35 per cent of 

women office workers play golf, whi le only 

30 [ier cent of (he office men play, although 

Ibe women do not play as much as men. 

Of &0 housewives Interviewed only four 

who played golf were found. Of the house-

wives Interviewed 7S per cent said they 

would like to play golf. Sixty-two per 

cent of the non-golfing office girls said they 

would like to play. 

Pros' Winter Money-Maker? 

Reports of the success of a "door to 

door" campaign of golf cluh selling, tips 

off some smart pros to what might be done 

with some of their spare t ime In the win-

ter. Stedman says of this significant In-

cident: "Macumber and Smith of Detroit, 

sent a salesman out to visit golfers In their 

offices and explain the new styles in golf 

equipment and, in his February operations, 

this salesman sold 13.000 worth of golf 

clubs merely on the story that the pros-

pect's present equipment now was out of 

date." 

Thai the Detroit sales c-anvasstng Idea 

might well be adapted by professionals Is 

tipped off further In the Stedman article, 

for he says. In presenting his findings to 

the sporting goods dealers: "A golf pro-

fessional is in most Intimate contact with 

golfers. They are influenced by him. 
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