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GOLF ECONOMICS 
• There's a limit to what members can pay for club services 

• T h e big money is spent in pro shops, not on tournaments 

• Luckily, two of three golfers are pro-quality conscious 

By HERB GRAFFIS* 
I I n accurate view of the economics of 
* * golf can't be taken from the view-
point of the professional, supt. or club 
manager, or the fee course owner or club 
manufacturer. It must be taken from the 
viewpoint of the golfer. 

The golf customer can't be expected to 
do much figuring as to what the game 
costs him. It's desirable that he doesn't. 
If, all of a sudden, he decides golf is cost-
ing him too much or that some other game 
gives him more pleasure, socially and 
physically, for his money, he will be a lost 
customer. 

The switch in sports markets sometimes 
happens before anyone realizes what's 
going on. If you don't think this can be 
true, consider that baseball is losing its 
fans to football; that baseball's minor 
league system has virtually disappeared; 
that pro football has established a farm 
system in the colleges. 

*This article is condensed from a speech 
made by Graffis at the PGA's annual busi-
ness meeting which was held in Palm 
Beach Gardens, Fla. in November. 

In 1938, would anyone in golf have 
guessed that golf playing equipment 
would some day exceed in sales value the 
volume of all other sports items except 
hunting and fishing equipment? Yet, signs 
of golf's inevitable growth were present. 
The effects of golf on suburban real estate 
values, rural and suburban roads, automo-
bile sales, sportswear, social objectives 
and even Scotch whiskey, were evident 
25 years ago. But who considered them in 
pondering the economics of golf? 

Who in this huge and influential busi-
ness of golf considers the economic pict-
ure of the game today? 

An alert professional knows pretty well 
what the game costs the golfer. 

But are these things taken into account 
by very many people? . . . A member of 
a metropolitan private club pays from $3 
to $5 for course maintenance every time 
he plays a round at his club. Interest on 
the club debt and other fixed charges cost 
many private club members $2 a round. 

Where Help Is Needed 
Heavy traffic at public courses, which 

operate tax free, makes them one of 
sports' biggest bargains and, at the same 
time, such tough competition for privately 
owned fee courses that the latter need all 



You're impressed by the fact that 70,000,000 golf clubs are 
produced annually . . . but each golfer buys only two a year 

the business judgment and other help 
they can possibly get. What is more, they 
need it from their pro. 

There is a practical limit to what clubs 
can pay for professional services and for 
other management costs. A pro who is a 
businessman knows that. 

He knows, too, that there are hundreds 
of clubs that can provide good jobs for 
a combination pro-supt., or pro-manager-
supt., but the same clubs would be poor 
paying propositions for two or three men 
handling these jobs. There are 867 pros 
in the U.S. who are handling combination 
jobs. Many of them are netting more than 
many professionals at some of our finer 
metropolitan clubs. 

Have Helped Supterintendent 
The economics of golf have changed 

and improved the status of the supt. 
When there are pro vacancies at fine 
clubs, there may be from 35 to 90 ap-
plicants for a single job. When there are 
supt. vacancies, the clubs are lucky to get 
applications from ten good men. To woo 
the supt. away from his present spot, the 
hiring club, in many instances, has to 
offer him a good deal more than originally 
planned. 

We talk about the college men in pro-
fessional golf. The maintenance depart-
ment has them, too. Every one of the 
GCSA's national officials is a college man. 
And, just about every supt. in the country 
gets some useful education in the econom-
ics of golf in studying the maintenance 
budget with his green chairman, and then 
trying to fit course expenses into the 
overall plan. 

Ail-Around Knowledge 
We have been asked quite often why 

we try to balance pro and maintenance 
articles in Golfdom and, at the same time, 
use material that is of interest to the club 
manager as well as club officials. Let me 
emphasize, though, that successful pro 
businessmen don't ask why we do this. 
They realize that they must understand 
course maintenance problems and also be 
familiar with what is going on in the front 
office to work efficiently with the supt. 
and the manager. 

The fact that Bruce Herd has been 
selected golf-professional-of-the-year by 
the PGA fits in perfectly with a discussion 

of golf economics. Bruce is representative 
of the hundreds of smart professionals who 
are broadly informed about the golf busi-
ness. He knows there is more to his job 
than teaching and selling merchandising. 
He is living in the midst of another boom. 
He remembers a previous boom that blew 
out and caused much financial misery 
among hundreds of clubs and their mem-
bers. It's a good thing we have veteran 
pros like Bruce around. If they see any 
danger signs in the present boom, we can 
depend on them to flash the warning 
signals. It has often occurred to me that 
men with big financial interests in golf 
would be wise to consult veterans such 
as Bruce Herd more often. Many of these 
oldtimers know a lot of the answers. They 
know what the score is in golf. 

Wild Guessing 
Speaking of the score reminds me that 

there is a tremendous amount of wild 
guessing and faking in golf business 
statistics. Sometimes you wonder if this 
isn't a game in which at least every other 
man is an expert. But what I think should 
be stressed is something that most people 
overlook — and that is a comparison 
between what is spent for equipment, ap-
parel and accessories in pro shops and the 
prize money that is offered in tourna-
ments, TV golf and exhibitions. Around 
$100,000,000 is spent each year with the 
home professional. Prize money amounts 
to about three per cent of that total. 

There is another picture that may bring 
the vision of golf as a business into clearer 
focus. In 1963, Arnold Palmer was hailed 
as the first playing pro to earn more than 
$100,000 in prize money. That was in-
deed a remarkable thing, but think of 
this: The bar business at the club where 
Bruce Herd works grosses that amount 
year in and year out. And, by comparison 
with other clubs in Chicago and other 
districts throughout the country, Bruce's 
members are a temperate lot. 

Not So Vicious Circle 
Getting back to Palmer and the fan-

tastic amount of money he has made — 
all of us should be rooting for him to 
make more. The more Arnie makes, the 
more you and I make. It doesn't end there. 
Arnie is dependent on you because the 

(Continued on page 98) 



Spring, 
Summer 

or Fall! 
ARDCO ROTO-WERL SPREADERS 

are the finest of all! 

MODEL TD-1 
Spreads up to 12 feet Wide! 

MODEL AG-1 
Spreads up to 35 feet wide! 

BARO-SPREADER 
MODEL B-l 

Spreads up to 5 feet wide! 

SPREADERS 
WEST POINT, P E N N S Y L V A N I A 

Golf Economics 
(Continued from page 2 2 ) 

more you sell the more he makes. If that's 
a vicious circle, let's all get in the ring. 

When you think of the money that is 
made in golf, naturally the first person 
you think of is Arnold Palmer, and more 
recently, Jack Nicklaus. But let's not over-
look the fact that there have been some 
home pros in what is called the steady, 
sound and unspectacular end of the busi-
ness, who have done pretty well. I refer, 
of course, to those fellows who have ac-
quired golf properties, paid for them out 
of earnings and today are in the million-
aire class. They have proved that oppor-
tunity hasn't gone out of style. 

Are They Too Durable? 
Another element in golf economics that 

is a puzzling one is the durability of the 
clubs we use as well as the balls. The 
more expensive ones in each line actually 
are a big bargain for the player even 
though they certainly cut down the mar-
ket for the manufacturer. When I see a 
tournament golfer displaying old clubs or 
hear of one complaining about roughs in 
which balls can be lost, I wonder if he 
couldn't stand some basic training in 
golf economics along the lines a home 
pro has to think about when he is adding 
up his sales — and then adds up his bills. 

Overall golf ball consumption tells us 
pretty well how many rounds are played 
by U.S. golfers in a year's time. Golf 
statisticians have worked out a reliable 
formula for determining this. For 1963, 
for example, the men who operate the 
computers say that 98,000,000 rounds 
were played on the 9- and 18-hole stand-
ard courses and another 8,000,000 were 
played on the Par 3 installations. There 
are nearly 6,800 standard courses in this 
country and close to 700 of the so-called 
short courses. 

Don't Believe I t ! 
You may have heard there are 8- or 

9,000,000 golfers in the U.S. Don't believe 
it! The statisticians say it isn't true! Six 
million, including 1,000,000 casual play-
ers, is more like it. Private courses ac-
count for 35 per cent of the rounds 
played; the rest are played at semi-private 
and municipal courses. 

Here, probably is the most surprising 
revelation of all. 

The 1962 (latest reported) sales revenue 
figures of the Athletic Goods Manufact-
urers' Association members, comprising 



nearly all the leading makers of clubs and 
balls, show that pro grade lines accounted 
for 64 per cent of total dollar volume. 
What would you have guessed if you 
hadn't heard this figure? 

There were 5x/4 million dozen balls sold 
by manufacturers who reported. This 
means each golfer used slightly less than 
a dozen balls in 1962. But these loose 
averages can be misleading. It is well 
established that private club players buy 
many more balls per year than fee players. 
So, if you are a pro at a private club and 
don't sell very close to two dozen balls a 
year to each player, including men and 
women, something may be wrong. 

It Only Looks Impressive 
Sales of golf clubs by all manufacturers 

annually amount to about 10,000,000 
units. This is an impressive figure, still it 
means that each golfer buys only two 
clubs a year. That isn't quite so exciting. 
And, when you consider that 70 per cent 
of the sales of pro-quality clubs involve 
taking trade-ins, you readily see that these 
sales aren't all gravy for the pro. 

Pros aren't alone in their headaches 
where clubs are involved. The manufac-
turers have them too. Golf clubs can be 
made in many different ways. They can 
be turned out as precision instruments or 
as just plain sticks. And, no matter how 
cheaply one company can make them, 
another can beat the price. Women, who 
play one-third of the golf in this country 
and take about 60 per cent of the lessons, 
are buying the cheaper and smaller sets 
because they feel that pro-line clubs are 
too costly. This is a serious problem. Some 
smart people among the pros and the 
manufacturers are going to have to figure 
out how to make the women quality con-
scious, or the makers and sellers of inex-
pensive clubs are going to continue to 
feast in what should be the pros' territory. 

Temptation Is There 
We understand there are 8,700 sporting 

good stores in the U.S. that sell golf play-
ing equipment. There are additional thou-
sands of discount, department and drug 
stores plus miscellaneous outlets that sell 
clubs and balls. The temptation for people 
to buy cheap golf merchandise is almost 
like sin — they are completely surrounded 
by it. More and more of them are going 
to give into it if the pros and the 17 
manufacturers of quality clubs don't con-
tinue to harp on the advantages of buying 
pro-line products. 

The economics of golf certainly play an 
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but the area to be watered 
is n o t . . . 

N e l s o n Rain Train a t t e n d s t o y o u r sprinkling e f f i c i e n t l y 
w i t h o u t s u p e r v i s i o n ! S i m p l y set its course and the f a b u l o u s 
Rain T r a i n a u t o m a t i c a l l y irrigates any area up to 500 f e e t 
in length and f r o m 50 t o 1 5 0 f e e t w i d e , using full or part 
circle Rain Bird sprinkler. P r o p e l l e d by p o w e r f u l H y d r o - F r a m 
m o t o r which o p e r a t e s i n d e p e n d e n t l y of sprinkler head. 

D e p e n d e d upon for t r o u b l e - f r e e , labor-saving sprinkling, 
N e l s o n Rain T r a i n has proven itself w h e r e v e r e c o n o m i c a l 
w a t e r i n g is required over large areas. 

C o n t a c t y o u r local Rain Bird dealer or write direct (in 
t h e E a s t and M i d w e s t ) 
R a i n y S p r i n k l e r Sales, 
D i v i s i o n L . R . N e l s o n 
M f g . C o . Inc., 609 W e s t 
L a k e S t . , P e o r i a , I I I . ; 
(in t h e West) Rain Bird 
S p r i n k l e r M f g . C o r p . , 
P . O . Box 3 7 , G l e n d o r a , 
California. 

RainvBird 
S U R E S T AID TO IRRIGATION® 

. The world's most complete line of time-
N ^ ^ proven turf sprinkling equipment . s 



W H E R E THE FINEST TURF 

IS G R O W N 

MILORGANITE 
4' 

- ALL SEASON LONG 
They a g r e e that regular , systematic, feed-

ing, S p r i n g , Summer a n d Fall , with this Nat-

oral O r g a n i c Ferti l izer builds durable , 

healthy turf, curbs weeds, f ights disease. 

Follow their lead a n d you, too, will f ind 

that your fa i rways stay green, new roots and 

shoots develop, turf becomes tougher a n d 

thicker! 

EASIER HANDLING! 
M I L O R G A N I T E in the 
new 5 0 lb. b a g s is easier 
to handle, lends itself to 
one man appl icat ion, re-
sults in less b a g break-
a g e , requires less stor-
a g e space. 

IF YOU HAVE A TURF PROBLEM, 
WRITE TURF SERVICE BUREAU 

THE SEWERAGE COMMISSION 
Milwaukee 1, Wis. 

important part in the pro-job situation. In 
almost 40 years in this business, my 
brother, Joe, and I have been involved in 
some way in the recommendation of or 
hiring of hundreds of pros. I can tell 
you that jobs at both semi-private and 
private clubs are oversold to professionals 
at least half of the time. Club officials 
and members usually think the pro makes 
much more than he actually does. His ac-
counts, in many cases, are billed and col-
lected by the club. It's as simple as adding 
two and two for officials and members 
to see that their pro isn't getting rich. That 
is, if they bother to look at the collections. 
Many times, those who take the trouble to 
do this, don't take into account that it 
costs a lot of money to operate a shop. 
They don't stop to consider that like any 
business, a shop operation is a two-way 
deal. What most members need to be im-
pressed with is that at the typical metro-
politan club, the pro department even 
with the golf car rental it may collect, 
does only two-thirds as much business as 
the club bar. 

What Is "Average"? 
I have heard club officials estimate 

that their pro's net annual earnings amount 
to $100 per member. This is a nice, round 
figure to pick out of the air, but I don't 
know if it can be backed up. I've gone 
over hundreds of statistical reports in my 
day, including those issued by individual 
clubs, the National Golf Foundation and 
public accounting firms such as Harris, 
Kerr, Forster & Co., and I've come to 
the conclusion that there isn't such a thing 
as an "average" figure. What passes for 
average may come close, but it has to be 
accepted with some reservations. 

Harris, Kerr, Forster & Co., for ex-
ample, reported in May, 1963, that a 
typical member's spending at 50 clubs 
totalled $593. Of this, $266 was spent 
for food, $171 for beverages, $58 for 
sports activities and $98 for "all other 
purchases." The clubs examined were the 
larger and wealthier ones. Unfortunately, 
pro shop expenditures weren't clearly 
identified. But from the figures cited here, 
you can reliably conclude that the pro 
wasn't netting $100 per member. 

Minimum Pro Account 
You hear a great deal of talk about the 

"minimum monthly house account." There 
are many arguments for and against it, 
but it is reasonable to assume that if it 
costs a definite amount of money just to 
keep a clubhouse open for a season or a 

M I L O R G A N I T E 
r j k Z N A T U R A L ORGANIC F E R T I L I Z E R 



year, members have to be willing to spend 
enough at the club to pay for this con-
venience. What has never been brought 
up is a "minimum monthly pro shop ac-
count." There is justification for that, 
too, if members want the convenience of 
a shop. But it never will be seen in this 
light. 

Even though golf's growth has been on 
the phenomenal side in the last decade, 
the game can't be considered a mass mai-
ket operation. The fight for pro-only busi-
ness proves this. There is a good deal more 
profit for manufacturers in quality mer-
chandise than there is the low price club 
and ball lines. The distribution and sell-
ing problems in the pro line picture also 
are a lot different than those in the stores 
setup. 

Can Get Too Involved 
I have listened to many manufacturing 

company executives and salesmen discuss 
their sales experiences and the errors 
that many pros make in buying. I also 
have heard of pros getting deeply involv-
ed in consignment and delayed payment 
deals that got them so wrapped up they 
didn't know where they stood. These are 
things to be avoided. 

If you don't think so, consider the case 
of a professional at a pretty good club 
who died a few months ago. When his 
widow, her lawyer, and a fellow from 
the bank the departed pro patronized got 
together and tried to take an inventory 
of the estate, there were so many screwy 
deals on purchases, inventory and sales 
of merchandise that nobody could de-
termine where the woman and her chil-
dren stood. Somewhere in this fellow's 
business relations with manufacturers, 
economics got lost in the rough. Some-
thing like this is a temptation for any 
man in business. One manufacturer tried 
to help out the pro, but the poor fellow 
was in so deep at the time of his death, 
that there simply hadn't been time to get 
his affairs straightened out. 

There is urgent need for concerted 
study of golf business economics by pro-
fessionals and manufacturers. It shouldn't 
be delayed another day if the pro is to 
have future security, and the manufac-
turer increasing profits in the years to 
come. In the past, the pro has been too 
busy telling the manufacturer what should 
be done, and the manufacturer has been 
too busy telling the pro what should be 
done. Standing on opposite sides of the 
street and screaming at each other isn't 
going to solve their problems. What they 
need to do is go into a huddle. 

Lawn Mower Sharpener 
You can sharpen the bedknife and the reel 
in the mower with a MODERN lawn 
mower sharpener or you can remove from 
the mower for separate sharpenings. 

NO COMPLEX ADJUSTMENTS 
Just raise the entire mower to the proper 
height. Bring the reel and bedknife into 
grinding position with a single hand lever 
. . . and sharpen. 

• PRECISION RESULTS • 
The MODERN lawn mower sharpener pre-
cision grinds to tolerances of .001 or better, 
so there's no need for "finish filing". 

A MODEL FOR ANY MOWER 
MODERN lawn mower sharpeners are available 
in two sizes. One handles mowers up to 36 
inches; the other is capable of sharpening blades 
up to 53 inches wide. With the optional Rotary 
Blade Holder, either model will sharpen and 
balance rotary blades, too. 

SEND FOR FREE LITERATURE AND PRICES 
r — — — — — — — — 
I FOLEY Manufacturing Company | 
_ 187-4 Ringer Bldg., Minneapolis 18, Minn. _ 
I P l e a s e s e n d f o l d e r a n d in format ion on M o d e r n I 
| L a w n Mower S h a r p e n e r . g 
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