STUDY pppg FACTS ppp FIGURES

National average total sales
of food and beverages

per club $183,918

62%

Average total Average
sales for food total sales

$114.029 for beverages
$ 69,889

Total sales for food
and beverages

$1,489,735,000*

62%

38%
Total Total
food beverage
sales sales

$923.634,900 $566,100,900

“ based on 8,100 facilities serving
food and beverages

An undertaking of the size and
scope of GOLFDOM's First An-
nual Marketing and Research
Study, published in the February
issue of GOLFDOM, marked the
first full-scale attempt to produce
an overall marketing statement
about the golf industry.

Editorially, we recognize that
the path we chose to take would
be fraught with hazards, which
many times accompany such an
initial undertaking. Thus, in cer-
tain computations, the study went
awry, and the editors feel these
areas should be corrected now.

In the section dealing with the
club pro, a chart showed that
prize money contributed 7.1 per
cent to the pro's gross dollar vol-
ume. In fact, what is meant here
is that 7.1 per cent of the pro's
income comes from prize money.
Moreover, this only appears to be
true of one-third of the pros who
replied to GOLFDOM's study and
who earned prize money within
the year. The remaining two-
thirds gave no figure because pos-
sibly they have no prize money
earnings.

In the article dealing with club

Golf course maintenance costs

Average National 9-hole
maintenance maintenance facilities

cost per hole cost for all

$3,335 facilities
$414,207,000

$150,075,000 or larger

18-hole Budget labor
facilities materials $1,535+ ¢

$1,800+»
$264,132,000

®using a base of 9,400 golf facilities

* exclusive of superintendents’ salaries
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managers, total sales of food and
beverage on an average were
given as $183,918 per club. This
figure is based on an estimated
8,100 clubs and golf facilities
serving food and beverages of
some variety. Not all of the na-
tion's 9,400 facilities (as of De-
cember, 1967) serve food and
beverages.

In the superintendent’s category
where cost of maintenance per
hole is computed at $3,335, na-
tionally this figure should be
$150,075,000 for nine-hole facili-
ties and $264,132,000 for 18-hole
facilities, or a grand total of
$414,207,000.

The per hole figure breaks down
to $1,800 for materials and $1,535
for labor. The labor figure is a
lesser figure because it does not
include superintendents’ salaries.

GOLFDOM's study indicates
that of the nation's 9,400 golf
facilities, only 7,100 have golf
cars. On this basis, the study re-
ported the average number of cars
per facility at 28.1. In the Febru-
ary issue this figure was incor-
rectly listed as the average of

Continved on page 77

Total number of cars in the

United States about 200,000*
67.1%
32.9%

Cars in use at  Cars in use at
9-hole courses 18-hole courses
65.830 134,150

cars only at approximately
7,100 facilities



Study adds

Continved from page 74

9,400 facilities. As to the number
of golf cars on nine-hole and 18-
hole courses, an error arose from
incorrectly stating the number of
nine-hole and 18-hole facilities in
the country. In fact, there were
some 5,000 nine-hole and 4,400
18-hole facilities in the U.S. at the
end of 1967.

The ratio of golf cars at these
facilities cannot be accurately
computed, other than the national
average stated above. The pre-
dominant usage and number of
cars, as indicated in the GOLF-
DOM study, would be at 18-hole
facilities.

The revenue that golf cars con-
tribute to total club revenues can
only be stated in terms of a per-
centage of individual clubs,
ranging from 2.5 per cent to 4.4
per cent depending on the size of
the club, location and initial price
charged.

There is no way of determining
how much of green fees and car
rentals is expended to offset
course maintenance costs. Al-
though there is some correlation
between these two factors, the
scope of GOLFDOM's First An-
nual Marketing and Research
Study was not designed to show
this relationship.

Sixty-three per cent of the golfers ]
responding bought a complete set of i
golf clubs within the last three years. l

1

buy some better clubs, suggested
by an ad I saw in GOLF. I went
to a pro shop and they didn't
have a brochure. or literature to

know.’' I was interested in seeing
in black -and white the specs of
the clubs I was getting. I finally
wrote to the company and they
refused to send literature and said
the only one that could help me
was a golf pro. A very discour-
aging experience. I don't think
this will change procedure, but
I know a lot of amateur golfers

show me, justsaid, '"We know, we who feel the same way." O

Consumers view
pro shops

Continved from page 39

17. Deliberated one year be-
cause of price of clubs in pro
shop.

The problems that confront the
golfer and the pro in reaching a
better understanding that would
benefit both can be pin-pointed
from the words of the following
letter, a letter from a respondent
to GOLF Magazine's new equip-
ment survey.

"If my swing is wrong, I want
to try to the best of my ability
to correct it rather than have
corrected equipment for a faulty
swing. This summer I wanted to

There is a difference

More STRENGTH and SAFE-
TY in the new greatly im-
proved MOTT model 72 for
1969.

YES

there is a difference —
The new MOTT offers:

GREATER SAFETY

Lightweight, free swinging knives fold
back from obstructions, thus minimiz-
ing throwing struck objects, providing e Unitized frame and housing
greater safety.

GREATER VERSATILITY

MOTT knives provide the ultimate in
mowing performance for fairways or
the rough, for leaf mulching, or turf
renovation.

GREATER EFFICIENCY

MOTT knives use less power because
they cut cleaner with an edgewise
slicing action, like any good knife
should. You can use lighter tractors—
better for turf, lower first cost, reduce
operating maintenance cost.

Mow, more for less—greater efficiency.

Greater Structural
Integrity and Safety

Heavier construction

Improved cutter shaft
bearings and mounts

Super heavy duty gear box

Completely shielded power
train

Rear trash deflector bar

There are others — try them all! By your own test, you'll find MOTT best!

A full line from 18” to 19’ gangs.
moit)

MOTT CORPORATION

547 Shawmut Avenue La Grange, lllinois 60525

For more information circle number 206 on card
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