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Statistics cannot cause an indus-
try to prosper automatically. But
statistics can help an industry
grow intelligently. They can help
individuals in the industry to plan
their jobs more intelligently and
they can reduce the risk of faulty
decisions based on inadequate
knowledge. This is the purpose of
the First Annual Marketing and
Research Issue of GOLFDOM.

In the past decade, since the
birth of our sister publication
GOLF Magazine, thisrecreational
industry of ours has grown at an
unprecedented rate. From an es-
timated 3,970,000 of 10 years ago,
the number of golfers in the
United States has grown by
183 per cent to an estimated
11 million golfers. It should be
mentioned that these golfers rep-
resent the hard core of the sport
who, by calculation of the Na-
tional Golf Foundation, play at
least 15 rounds each annually.
Moreover, they constitute an af-
fluent market in an affluent so-
ciety already attuned toa growing
amount of leisure time. The me-
dian age of the GOLF Magazine
subscriber, for instance, is a ma-
ture 40.

The typical golfer has attained
a relatively high income level in

his business or profession. The
average income of a GOLF sub-
scriber head of householdis close
to $17,000 annually. The golfer,
in addition to playing at his club
or local facilities, also is taking
an increasing number of vacations
of which the primary purpose is
golf. Almost four in 10 golfers
now take golf vacations, account-
ing for the rapid rise in the past
decade of the golf resort.

By conservative estimate, the
size of the golf market now ex-
ceeds five billion dollars a year.
This is the revenue grossed an-
nually by the three key figures
who serve the golfing public
directly:

e the retailer of equipment
dominated by the licensed pro
(with his added revenue from
golf car rentals and lessons) for
an aggregate of over $800 million
annually;

e the club manager and su-
perintendent through whom are
channeled some $2.7 billion a
year in club dues and green fees;

e the club manager whose
food and beverage sales now
amount to approximately $1.5 bil-
lion a year.

In addition, millions are being
spent outside the golf industry



of the industry

for travel, accommodations and
apparel.

The 11 million golfers (87 per
cent male) who comprise the core
of American golfing today are
growing in numbers at a rate of
approximately 6.5 per cent a year.
They are playing on 9,400 courses
which are expanding at the rate
of about 300 courses annually.
It's almost impossible to evaluate
the net worth of these installa-
tions or the rocketing investment
they represent in land. But for
new courses, the costs of con-
struction range from $350,000 to
nearly one million dollars, de-
pending on size and location.

The foregoing are just some of
the high dollar figures which make
golf a major economic factor in
the nation's burgeoning glamour
industry—leisure. How do some
of these figures break down?
What is the pattern of expendi-
tures? How do your club's opera-
tions compare with the national

norm? How do these figures show
where you are performing well
and where there are areas for
improvement in your operations?

GOLFDOM'S First Annual Mar-
keting and Research Issue makesa
start toward answering some of
these questions in specific areas,
notably pro shop operations, club
management of food and bever-
age operations and budget plan-
ning and expenditures for course
maintenance by the superinten-
dent. The breakdown of informa-
tion was made possible by a
detailed questionnaire mailed by
GOLFDOM to hundreds of pros,
club managers and superinten-
dents, We thank all of these
people who took the time and
trouble to answer our question-
naires; in doing so, they have
demonstrated themselves to be
the kind of professional people
who understand that an industry
prospers and benefits from the
sharing of information. We would

also like to acknowledge the tre-
mendous contributions being
made to a better understanding
of the golf business by such
statistic-gathering groups as the
National Golf Foundation and ac-
counting firms serving the indus-
try such as Horvath and Horvath,
and Harris, Kerr & Foster.

We issue this First Marketing
and Research Study with the
knowledge that it represents a
first step—necessarily a bold one
and unquestionably leaving room
for improvement and correction
next year and in succeeding years.
What this study does represent,
though, is a comprehensive at-
tempt to pull together what we
know about the golf business
today. Grasping this knowledge
and making use of it is an oppor-
tunity that belongs to you. Only
by a broad understanding of the
industry of which you are a
member, is it possible for you
to succeed in your own efforts.

Course maintenance
Club management

Pro shop operations
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O+ the $474,455,500 in dollar
volume that club professionals
did in total business last year in
this country, 60.6 per cent is
derived from pro shop sales and
22 per cent is the product of golf
car rentals, according to GOLF-
DOM's First Annual Marketing
and Research Study. The remain-
der of pros' income is accounted
for by golf lessons, which con-
tribute 10.3 per cent and prize
money, which brings the nation’s
pros an average 7.1 per cent of
their income.*

Thus, on a national basis, sales in
the shop contribute $287,520,000
to the total revenue; car rentals
account for $104,380,200 and les-
sons $49,343,370.

Average annual dollar volume
for pro shops is a handsome
$63,260. In dollar breakouts for
the four categories listed above
this means that pro shop sales
run to $38,336; golf car rentals
$13,917 and golf lessons $6,516.

With most of the pro’s income
stemming from his retail oper-
ation, GOLFDOM's study pin-
points what each segment of shop
sales contributes to the whole.
Pros queried were asked torecord
their dollar volume in sales of
clubs, golf balls, men’s apparel,
women's apparel, golf shoes, golf
gloves, novelties and gadgets, and
an unspecified '‘other’' category
which covered such things as bags

professional

. moves a lot of merchandise through his shop

and hats.

Of the $38,336 the pro's cus-
tomers spent in his shop last year,
$12,267, or 32 per cent, was
plunked down for clubs; $8,434,
or 22 per cent, went to replenish
golfers' supply of balls; $4,983,
or 13 per cent, helped deck out
men players in suitable attire;
$4,600, or 12 per cent, was spent
to help the distaff players do the
same; $2,684, or 7 per cent, fitted
golfers out with shoes; $1,917,
or 5 per cent, for gloves; $767,
or 2 per cent, was spent by
golfers in the novelties and gad-
gets category, and $2,684, or 7
per cent, represents purchases
made by golfers in the unspeci-
fied ''other'' category.

Pros responding to GOLFDOM's
study questionnaires listed break-
outs for volume done in golf club

*Only pertains to those
reporting in this category.

sales for the four categories of
clubs used by golfers—woods,
irons, utility clubs and putters.
Irons lead the group in unit sales,
racking up 49.5 per cent of all
pro shop club sales. Woods are
next, registering a 31.9 per cent
share of unit volume. Putters
rank third with a 10.7 slice of
club movement, and utility clubs
account for the remaining 7.9 per
cent of sales,

These shares of unit volume
indicate that the average proshop
sold 36.3 sets of woods, 35.3 sets
of irons, 83.1 putters and 41.1
utility clubs last year,

In average dollar volume, irons
put $6,070 into pro shop cash
registers. Computations from fig-
ures reported by pros show the
average iron sold in pro shops in
this country retails for approxi-

/

National club sales by category

j

$45,525,000

$29,362,500

frons Woods

K *figures have been rounded

$ 9.975,000

$ 7,087,500

Putters Utility clubs
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mately $21.50.

In the woods category, pros re-
ported to GOLFDOM that the
average number of sets sold was
36.3 per shop, indicating an aver-
age selling price of $27 per club.
The usual set of woods, whether
including higher or lower number
woods is four, showing the aver-
age annual dollar volume pershop
for woods to be $3,915.

Putters represent a good unit
and dollar volume item for pro
shops. GOLFDOM's study shows
that pro shops moved last year,
on the average, 83.1 putters. This
brought the pro shop a dollar
turnover for putters of $1,330
computed at the average price of

$16 per club.

Utility clubs movement is run-
ning at a rate of about half that
of putters, with average unit sales
hitting 41.1 per shop. In dollars
this meant $945 to the pro, based
on a $23 per club figure, the ap-
proximate price for a pro line
sand or pitching wedge.

Nationally, pros did golf club
business to the tune of $45,525,000
for irons; $29,362,500 for woods;
$9,975,000 for putters and
$7,087,500 for utility clubs.

Results of the study show that
the 22 per cent of shop sales
accounted for by golf balls adds
$63,254,400 to pro revenue across
the nation. This means that on

the average $8,434 worth of golf
balls moved out of each pro shop
in the country last year.

The 13 per cent contribution to
pro shop sales made by men'sap-
parel last year represented $4,983
to each shop in sales. Nationally,
this racked up a $37,377,600 total
in sales for male golfing attire.

Lady golfers’ haute couture ac-
counted for 12 per cent of shop
sales, meaning the distaff was
only a shade behind the men in
purchases of apparel for country
club and golf course. The ladies’
12 per cent put $4,600 into the
cash registers of each pro shop,
on the average. Totally this fig-
ure hit $34,502,400.

Continved on page 60
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Overall dollar volume $474,455,500* Average dollar volume for golf club sales $12,267*
’ 60.6% l
49.5%
31.9%
22.0% i
10.3% 7.1% 1 10.7% 7.9%
| lubs
Pro Golf car Golf lessons ° " Prize Irons Woods Putters Utility ¢
Au'-” ""'“‘ $ 49,343,370 Money $6,070 $3,915 $1,330 $ 945
$287,520,000 $104,380,200 " {
* “only pertains to those reporting in this category . " 3
Average annual dollar volume $38,336*
32%
22% 1
13% 12% 7% 55 7%
3 Wome Golf sh. Golf gloves Novelties Other
Golf clubs Golf balls Men's apparel omen’s shoes oveltie er
$12.267 $ 8.434 $ 4.983 apparel $ 2.684 $ 1917 and gadgets $ 2,684
: $ 4,600 ] $ 767
Total pro shop sales $287,520,000*
32%
22%
- - i i 5% 2% 7%
Total volume Total golf Total men's  Total women’s  Golif shoes Golf gloves Novelties Other
for clubs ball sales apparel sales  apparel sales sales $14.376,000 and gadgets
$91.950,000 $63,254,400 $37,377,600 $34,502,400 $20,126,400 $ 5,750,400

“using a base figure of 7,500

$20,126,400 /
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Building sand bunkers

BY Don Wright Superintendent, Carmago Club, Cincinnati

Contrary to popular belief, the
primary purpose of asand bunker
is not to trap the golfer's ball.
And secondly, it is not placed in
a location to penalize the player.

It is there to: (1) show the play-
er the way the golf course archi-
tect wanted the hole tobe played;
(2) help define dog-legs; (3) give
a perspective of the fairway in
relation to the bunker; (4) frame
out greens and give them depth,
and (5) add to the aesthetics of
the course.

With these five points in mind,
let’s construct a sand bunker.

To begin with, locate it so it
can be seen from the tee shot or
the fairway shot that is being
played to the green. Secondly,
don't treat a sand bunker as if
it were just a hole in the ground
with sand in it! A well-designed
bunker has both surface and sub-
surface drainage as well as a
shape pleasing to the eye.

By having the floor of the bunk-
er at least 12 inches above the
fairway grade at its lowest point
and the remainder of the floor at
an elevation of 1 foot to 5 feet to
1 foot to 10 feet above the lowest
point of the bunker surface, drain-
age is possible. This is called fac-
ing the bunker and allows it to be
seen from the hitting area. An-
other reason for surface drainage
is that when it rains very hard in
a short period of time the sub-
surface drainage doesn't take all
the rain away.

Subsurface drainage is the key
to good bunker drainage and will
greatly improve playing condi-
tions if done properly. First, shape
the floor of the bunker to drain
towards the lowest elevation of
the bunker. Then dig a ditch 8
inches by 12 inches at the highest
part of the lowest elevation of the
bunker. Run the ditch so that it
falls all the way towards the area

If the trees
don't get you,
the pond will.

you want the bunker to drain.

Fill the bottom of the ditch 4
inches deep with gravel (one-
fourth-inch to 1 inch size). The
gravel should be top grade. Then
place PVC tile or drain tile in bed
of rock, making sure that there
are 2 inches on each side of tile.
Place gravel on top and each side
of tile up to the floor of the
bunker and to the ground ele-
vation outside the bunker.

Do not cover with any kind of
soil. Seed or sod the ditch and let
it cover by itself. It is then ready
for loose sand at a minimum depth
of 8 inches. Finally, when placing
sand in the bunker, be careful not
to run a truck over the tile.

The professional

Continved from page 23

At a total of $71,880,000 in
golf clothing, apparel designed
for golfing must be reckoned as
a major factor in the clothing busi-
ness as must professional shop
retailers who sell it.

Footwear for golfers repre-
sented 7 per cent of pro shop
sales to the tune of $20,126,400.
For each pro shop this means an
additional $2,684 in volume, on
the average.

Golf gloves must be viewed as
a retailing phenomenon and one
of the relatively strong points in
sales in the pro shop. An item of
so relatively modest price ac-
counts for an amazing total of
$14,376,000 in sales. This means
on the average, $1,917 in sales of
gloves, which contribute 5 per
cent to total pro shop volume.

Novelties and gadgets in many
instances figure as a plus for the
pro. They may take the form of
living room putters or novelty tie
clips, They do, however, account
for 2 per cent of shop volume
which means $767 additional dol-
lars per shop and $5,750,400 in
countrywide revenue,

The "'other'’ category in GOLF-
DOM'’s survey was an unspecified
7 per cent, including golf bags
and hats. For the average pro
shop this amounted to $2,684 in

sales. Nationally, this resulted in
aggregate sales of $20,126,400
annually. O

If the Maxfli Red doesn’t get them, the Maxfli Green
or Black will. Sell Maxfli. They'll never know
how good they are until you do.

For more information circle number 24 on card

Maxfli

By DUNLOP
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SEiles of food and beverages at
country clubs is not the total
name of the game for managers,
but these two segments of coun-
try club business will have to
serve in that role until something
else turns up as a contender for
the top spot.

Last year, according to GOLF-
DOM's First Annual Marketing
and Research Study, the golf-
ing public pushed a total of
$1,489,735,000 through country
club cash registers for food and
beverages. This staggering figure
puts the club manager in the posi-

The club
manager

. . . keeps the cash registers ringing at the clubs

tion of being overseer of one of
the nation's very large dollar vol-
ume businesses.

Just what is it the country club
manager presides over? He runs
a domain that has on the average
406 members, each of whom last
year, spent $453 at the club for

ﬁ

Clubhouse expenditures

\

Actual expenditures
1968

$24 080 100

Kitchen Restaurant Furniture
$ 6,946 supplies $ 6,120
$ 5874

Average total beverage sales
per club $69,889

Budget
1969

100

Maintenance Kitchen Restaurant
$ 5,140 $ 8.739 supplies
$ 6,931

overall clubhouse expenditures increased 27.3%

Average sales per member for fopd and beverage $453°

Furniture
$ 6511

Maintenance
$10,924

Hard liquor Beer

Wine
$ 8,737

Soft drinks

$42.912 $12,160 $ 6,080

\ based on an average membership of 406

62.0

Average Average
sales sales
per member per member
for food .for beverages
$280.00 $173700

Mard liquor
$105.69

percentages show only shares of total of these four categories

Beer Wine
$ 29.95

Soft drinks
$ 21.51 $ 14.97
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food and beverages. Of this indi-
vidual total, $280, or 62 per cent,
was spent on food and $173, or
38 per cent, on beverages, in-
cluding hard liquor, beer, wine
and soft drinks.

The average total across the
nation for food and beverage
sales is $183,918 per club, as re-
ported by club managers in the
GOLFDOM study. Food’'s share
of this total is $114,029 and bev-
erage sales account for a $69,889
slice of the pie. Food sales in
the bottom 12 per cent of those
club managers who reported came
to $13,125; beverage sales came
to $22,880, making the average
total sales in both categories,
$36,005. The top 12 per cent re-
ported sales of $233,300 for food;
$142,860 for beverages, which
bring the average total sales to
$376,160.

The GOLFDOM study queried
managers on the specifics of their
members' beverage consumption
habits. In the four areas men-
tioned—hard liquor, beer, wine
and soft drinks—consumption per-
centage relations are: 61.4 per
cent of drinks sold represent sales
in hard liquor; in the beer category
the total is 17.4 per cent; wine
represents 12.5 per cent of bever-
age consumption and 8.7 percent
is reserved for soft drinks. Within
these categories 98 per cent of
liquor stock is national brands.

In dollars per club these per-
centages translate into $42,912
spent on hard liquor; $12,160 on
beer; $8,737 on wine and $6,080
on soft drinks. Per member this
means a beverage expenditure,
on the national average, of ap-
proximately $105.69 for hard li-
quor; $29.95 for beer; $21.51 for
wine and $14.97 for soft drinks.

The GOLFDOM study also
points out that in day-to-day op-

erations, managers perform tasks
that are in many ways similar
from club to club, but some func-
tions remain unique because of
the individual characteristic of a
particular country club.

Like his pro and super counter-
parts, the manager is geared to
golf operations at his club. Golf,
the governing factor, enters the
management area as well as the
area of pro and super. Most
manager's budgets, 66 per cent,
are drawn up during October,
November, December and Janu-
ary. It is during this four-month
period that golf play subsides at
many clubs, giving the manager
a breathing space in which to
plan his budget.

Budgetary considerations for the
manager are many and complex.
It is necessary to single out the
manager's evaluation of replace-
ment costs for clubhouse appoint-
ments to get some clear view of
what helps determine a large part
of his budget. This can serve as
an introduction to his budget allo-
cation for the coming year.

Managers have reported to
GOLFDOM that the average re-
placement value of kitchen equip-
ment is $42,995; replacement
value for furniture is fixed at
$54,743 by the managers, and
carpets, drapes and other fur-
nishings represent an average val-
ue of $31,240.

A manager planning a budget is
conscious of this almost $130,000
valuation of his clubhouse ap-
pointments and this factor weighs
heavily in budgetary allocations
for the coming year.

This consideration is reflected
in the enormous increase in funds
pegged for clubhouse mainte-
nance, reported by club managers.
For instance they have listed an
average budget rise of 21.3 per

Continved on page 72
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Average club operation budget
$156,473

(covers club rooms’
maintenance,
entertainment,

administrative and
general expenses,
heat, light and
power and
general repairs and
maintenance)

Clubhouse improvements

$136,685

$61,923

Budget Actual

National average total sales
of food and beverag_e:
per club $183,918

Average total
sales for food
$114,029

Average
total sales
for beverages

$ 69,889

Total sales for food
and beverages

$1,489,735,000

Total Total
food beverage
sales sales
$923,634,900

$566.100,900

& L3

GOLFDOM/1969 FEBRUARY o 25



TROUBLE FREE
RENTAL CART SERVICE

We furnish you all you need on
rental share basis. No investment
for you! We deliver and service
carts regularly and keep them in
good repair—FREE. Carts rebuilt
yearly. Clubs not held responsible
for damages, theft or breakage.

CADDY-ROLL
RENTAL SERVICE

Three Rivers, Michigan

For more information circle number 202 on card

The manager

Continved from page 25
cent from a year ago to a current

33 per cent in this category. This
represents a dollar jump from
$5,140 to $10,924. Overall, within
the four clubhouse expenditures
group the rise has been 27.3
per cent.

Kitchen equipment expenditures
will decline 2.4 per cent from
28.8 per cent of a year ago to a
present 26.4 per cent. However,
managers still indicate a dollar
volume increase in these figures,
from $6,946 to $8,739. Restaurant
supplies (excluding food) hasalso
declined, percentagewise, but in-
creased in dollars. A year ago
managers allocated 24.4 per cent,
or $5,874, to this category. Today
the percentage stands at only 20.9
per cent of the average budget,
but $6,931 in volume. Clubhouse
furniture has been earmarked to
get 19.7 per cent of the yearly
budget, down from a year ago’s
25.5 per cent, but also up in
dollars, from the latter’'s $6,120
to this year's $6,511. Thus, in

every category, club managers
have seen fit to increase expendi-
tures that maintain the plant.

It is perhaps in clubhouse im-
provements, the area most diffi-
cult in which to pin down a
fixed budgetary figure that the
manager’'s greatest expenditure
is made. Those managers respond-
ing to GOLFDOM's queries listed
an average budget figure for the
ensuing year of $61,923. Tabula-
tion renders this figure out of all
proportion to the reported actual
expenditure for the prior year of
$135,685. This most probably in-
dicates that monies expended in
this area range so widely from
the anticipated budget there is no
accurate way of setting a fix for
the category.

The average club operation bud-
get, also a six figure amount, is
$156,473 exclusive of payroll and
pro shop operational costs. The
costs included in this figure cover
club rooms maintenance, enter-
tainment, administrative and gen-
eral expenses, heat, light and
power, and general repairs and
maintenance. O

WORLD’S MOST DESIRABLE IRRIGATION SYSTEMS
ARE DESIGNED BY

Sotehment

AUTOMATIC GOLF COURSE IRRIGATION
CONSULTANTS

DESIGNERS
INSTALLERS

LARCHMONT
ENGINEERING

Lexington, Massachusetts

02173
Members A.S.A.E.-S.|LA.

For permanent

underground
irrigation systems

It’s easy to find at least 10 good
reasons for considering High-
land Colonial Bentgrass in your
program.

It's one of the most economical of the
fine-bladed grasses . . . thrives on close-
cutting to ¥ inch . . . is durable under
heavy foot & vehicle traffic . . . thickens
and heals scars . . . can be used alone or
in mixtures given bentgrass management
. .. is excellent for winter overseeding . . .
retains good color in cold weather . . . its
slow growth rate helps cut maintenance
. . . Is adaptable to many soils and cli-
mates . . . and is‘a winter-hardy grass. . .

we use

Johns-Manville

TRANSITE

IRRIGATION PIPE

For more information circle number 177 on card

ON A@REE/E;\N AYS!

For more information or enough seed
to plant a 500 sq. ft. test plot write to:

2111 Front Street NE / Salem, Oregon 97303
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Golf course superintendents in-
vested $91.5 million in 1968 in
chemicals and fertilizers to keep
that turf lush and green for the
country's more than eleven mil-
lion golfers, averaging an expen-
diture of $9,734 per course for
the nation's approximately 9,400
golf facilities.

GOLFDOM '’s ‘study also pinned
down how supers spread their
turf budgets around the course
for better greenery. According to
study figures, supers spend their
chemicals and fertilizers budget
in six major categories—fertiliz-
ers, fungicides, grass seed, insec-
ticides, herbicides and soil amend-
ments, in that order.

The lion's share of this budget,
48.7 per cent, or $4,743, is spent
by supers for fertilizers. Fungi-
cides, next on the list, garner a
neat 17.4 per cent, or $1,692, of
the budget for grass and turf
chemicals. Grass seed holds third
spot, getting 12.6 per cent, or
$1,222. Insecticides rack up 7.9
per cent, or $771, and herbicides
follow right behind with 6.8 per
cent, or $658, of the total. Tail-
ender, soil amendments, account
for 6.6 per cent, or $648, of the
super’s total budget for the group.

The study brings to light that
actual expenditures for the prior
year in these categories is con-
siderably larger than the amount
budgeted for each. This is, how-

26 o GOLFDOM/1969 FEBRUARY

The.

superintendent

. . . budgets to keep that turf lush and green

ever, consistent with budgeting
and buying practices within the
industry where, as a general rule,
budgets tend to be conservative
with the underlying assumption
that actual expenditures will run
higher.

For instance, although the cur-
rent year's budgets, on the aver-
age, were 82 per cent lower than
what was spent during the year
in which drawn up, 86 per cent
of supers reporting said they ex-
pected next year's budget to be
still higher. This strongly indicates
that by 1970 turf chemicals and
fertilizers sales to golf facilities
should top the $100 million mark.
Perhaps, even of more interest is
the statistic that shows 93.6 per
cent of respondents are contem-
plating an increase in expenditures
in one or more areas of golf
course maintenance.

Supers reported budgets for golf
course labor (exclusive of super’s
salary), course improvements,
such as car paths, new greens,
traps or other course re-designs,
construction and landscaping. It
is in these two broad categories
of turf-growing aids and course
maintenance that the aforemen-
tioned 93.6 per cent of the na-
tion's golf course superintendents
anticipate increased expenditures
through the coming year.

It seems fairly evident that in
terms of actual expenditures as

opposed to anticipated expendi-
tures, 1969 should see a sizable
increase in dollars spent on ma-
terials for golf course unkeep. In
addition to materials, supers have
earmarked, onthe average, $7,575
for course improvements. Be-
cause the specifics of these im-
provements vary from one course
to the next, breakouts from within
the category are too difficult to
pin down. However, this figure
is also reported exclusive of labor
costs and as such some, if not
all, of these finds will work their
way into material expenditures.

Just how much may be gauged
by using the 22 per cent increase
in expenditures over budget cited
earlier as a rule of thumb. Pro-
jecting a like increase over budget
for 1969 would be well within
the realm of possibility. Should
this prove to be the case, this
year's average budget may easily
run up to 25 per cent above an-
ticipation in actual expenditures.

Asked if they would be increas-
ing this year's budget, 76.2 per
cent of supers answered in the
affirmative, and more than 60
per cent said they expected to
increase their budget by 10 per
cent or more. It is interesting
that although only the above-
mentioned 76.2 per cent said they
would be increasing their budget,
93.6 per cent confess they are ex-
pecting an increase in expendi-



“ *non-green fee player

Gross dollar income derived
4 5 2 from green fees and golf car
Actual average expenditures per facility for chemicals and fertilizers $9,734 rentals $513,537,360
48.7%
17.4% 12.6%
- i 7.9% 6.8% 6.6%
T Ee-_t=] e
Fertilizers Fungicides  Grass seed Insecticides  Herbicid Soil a d ts Green fees Golf car rentals
$4,743 $1,692 $1,222 $. 771 $ 658 $ 648 $397,500,000 $116,037,360
average evaluation of equipment per facility $43,884
|
23.2% 23.0% 23.0%
13.6%
5.1% 4.9%
2.3% 2.0% 1.6% 1.2%
Mowers Tractors Sprinklers Trucks Aerifiers Sprayers Spreaders Spikers Shredders Trailers
$10,235 $10,126 $10,087 $ 5.945 $ 2.241 $ 2,138 $ 1,005 $ 862 $ 724 $ -85
National estimates of investment in heavy equipment to date
Average period of time that superintendents depreciate their heavy equipment
(97.31% acquired within past 10 years)
26.6% 24.2%
1.4% 2.9%
1 Year 2 Years 3 Years 4 Years 5 Years 6 Years 7 Years 8 Years 9 Years 10 Years
Green fee revenues Golf course maintenance costs
Contribution of green Average green  Average fee Average National 9-hole 18-hole Budget labor:
fees to overall golf  fee contribution paid per maintenance intenance [lacilities facilities materials: $1,535
course revenue, to overall golf golfer* * cost per hole cost for all $56,428,200 or larger $1,800
nationally course revenue, per roundt $3,335° facilities $451,425,600
$397,500,000° per club $3.75 $507,853,800
$42,287
*using a base of 9,400 golf facilities

taverage number of rounds is 20

tures. It is a fair certainty most
1969 budgets will be exceeded by
actual expenditures.

Heavy equipment at golf courses
represents a huge investment to

operators and/or owners. GOLF-
DOM asked for estimates of in-
vestment in heavy equipment
to date, and the total sum for
all courses is a staggering

$412,509,600. The study shows
that this equipment is depreciated
within a 10 year period, about
40 per cent depreciated within

the first five years after purchase,
Continved on page 44
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and within 10 years all but an al-
most insignificant fraction has
been written off.

How do supers value their equip-
ment? The average reported to
GOLFDOM fixes the investment
in heavy equipment by country
clubs and golf installations at
$43,884 per facility. Of this, mow-
ers account for the largest slice at
$10,235, or 23.3 per cent. Then,
in the following order come trac-
tors at $10,126, or 23 per cent;
sprinklers at $10,087, or 23 per
cent; trucks at $5,945 or 13.6 per
cent; aerifiers at $2,241 or 5.1
per cent; sprayers at $2,138 or
4.9 per cent; spreaders at $1,005,
or 2.3 per cent; spikers at $862
or 2 per cent, shredders at $724
or 1.6 per cent and trailers at
$521 or 1.2 per cent.

Of the supers reporting in
GOLFDOM's survey, 80 per cent
oversee golf facilities that have
18 holes or more and about two-
thirds of them are open the year
round. Better than 62 per cent of
supers draw up their budgets dur-
ing the four-month period—Octo-
ber, November, December and
January—when activity at most
golf facilities has subsided for the
winter season.

Green fees are a large source
of golf course revenue and one
that goes a long way toward
keeping the golf courses of the
country in action. Green fee dol-
lar contribution to overall course
revenues may well be the largest
single dollar item of revenue.

GOLFDOM'’s First Annual Mar-
keting and Research Study indi-
cates that some 5.3 million of the
country's golfers pay an average
of $3.75 per round for the aver-
age 20 rounds of golf they play
each year. Profits from green
fees coupled with golf car rentals
provide most of the dollars that
keep the turf green and the greens
smooth.

Fees represent a sizable amount
of income despite the fact that
not all golfers pay them. Members
of clubs are not usually charged
green fees at their own clubs. Ex-
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The superintendent

cluding this group, however, still
leaves 48.2 per cent of the coun-
try’s 11 million golfers, the above-
mentioned 5.3 million, who pay
green fees.

This means that nationally
$397,500,000 is paid annually for
green fees. For each facility this
figures to be an average of
$42,287. In light of the average
number of rounds of golf played
at each course each year, this
figure is less than what might be
expected.

Multiplying the number of
rounds played each year at the
9,400 golf facilities in the country
would indicate a much higher fig-
ure than that given. It should be
remembered that non-green fee
playing players are the largest
percentage of golfers and as such
bring the total green fee figure
proportionately down.

Information supplied to GOLF-
DOM for the First Annual Market-
ing and Research Study shows the
average number of rounds played
for each course in the country to
be 23,400.

Superintendents also submitted
information that shows the av-
erage cost of maintaining golf
courses and grounds to be about
$3,335 a hole, for all facilities. Na-
tionally this comes to$56,428,200
for nine-hole courses and
$451,425,600 for 18-hole or larger
type, a total of $507,853,800.

To defray this cost, superinten-
dents report to GOLFDOM they
have on the average budgeted 46
per cent of the cost per hole for
labor and the remainder for other
operating expenses, meaning that
supers earmark $1,800 for the up-
keep of each hole at the nation’s
golf courses. In all probability
this, too, is a smaller budgetary
figure than actually disbursed dur-
ing the year. Supers did not report
actual figures in this year's study
to any meaningful degree.

Generally, then, golf courses al-
locate revenues from green fees
and golf car rentals to cover ex-
penses of course and grounds up-

Continved from page 27

keep. (In the case of car rentals,
not entirely, as will be explained
subsequently.)

From this it can be seen that in
terms of gross dollars combined
income from both these sources
—the $397,500,000 earned from
green fees and the $116,037,360
golf car rentals bring into the
revenue column (see page 28)—
much of the cost of course opera-
tion is offset.

This must not be interpreted as
meaning all expenses of actual
course operation are dispensed
through car and green fees in-
come (see page 28), Supplies and
contracts, costs for repairs to
course buildings, equipment,
fences, bridges, water, electric-
ity, golf shop, caddy, tournament
and other incidental expenses
must also be accounted in course
operating expenses. The scope of
this year's GOLFDOM study has
not dealt with these specifics.

It must be pointed out that golf
car revenues are not entirely used
to offset golf course and grounds
costs. GOLFDOM's Marketing
and Research Study section
dealing with the pro points out
that golf cars may be operated in
any of four different ways, de-
pending on management’s desire.
Operators of cars may be the club
itself, a concessionaire, the club
pro or some other, unspecified
operator.

Because of this variety of oper-
ation, in many instances only
part of rental monies comes to
the club and in some instances
none at all. In no instance does
the pro receive all of the rental
funds, according to GOLFDOM'’s
study.

This being the case, there is no
hard and fast method of deter-
mining what part of car rental
revenues are used to help cover
golf course and grounds mainte-
nance costs. The only safe con-
clusion to draw here is that a
reasonably high percentage of
rental monies return to the clubs
involved for disbursement to cov-
er course operating costs. O
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More golfers than ever before

will ride their rounds of golf
rather than walk them during

1969, as more have in 1968, 1967
and in each succeeding year since
the golf car began replacing the
caddy.

The golf car has come to figure
as a prominent part of course
and/or pro shop revenue in the
current golfing scheme of things.
Figures supplied to GOLFDOM
in the First Annual Marketing
and Research Study by pros and
golf course management indicate
there is a shade under 200,000
cars in use in the United States
at present. Of this total the actual
amount in use at nine-hole courses
is 65,830 and 134,150 at 18-hole
installations.

The average number of cars in
use at each of the nation's 9,400
golf facilities, as reported in
GOLFDOM's exclusive study, is
28.1. This average does not re-
flect the numbers of cars at in-
dividual courses, that number may
run to a total in excess of 80.
This high end of the range is, of
course, only possible at 18-hole
facilities. In response to GOLF-
DOM's queries no nine-hole
course reported having more than
50 cars.

The number of cars delivered
by manufacturers each year has
grown steadily over the past four

Rolling

A large part of golf course revenue comes from
golf car rentals. How does your financial picture
compare with the overall industry?

years. In 1965 car makers de-
livered 25,700 new vehicles. In
1966 shipments topped 30,000 for
the first time; 1967 saw new car
sales hit the 33,000 mark and
last year deliveries were estimated
at 35,600 units.

Surveying the country's instal-
lations for car plans during 1969,
reports to GOLFDOM turn up
some interesting projections for
the car market.

Reported figures indicate that
purchases of all new vehicles will
top 44,000 cars this year. If re-
placement is held to a relatively
low margin during the year, total
vehicles in use may top a quarter-
million for the first time.

The usual life of a golf car is
figured to be about three, four or
five years. Length of life varies
according to usage and care. This
indicates, however, that most of
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Number of new cars delivered from 1965-1968

Total number of cars in the

45,000*
35,600
30.000 33,000
é l ' l
1965 1966 1967 1968 1969

“*approximate projected car deliveries

National golf car net revenue

United States  about 200,000 $116,037,360
$103,144,320
67.1%
32.9%
. $ 12,893,040

Cars in use at  Cars in use at
9-hole courses 18-hole courses

65,830 134,150

.

Bl
9-hole clubs 18-hole clubs




the fleets in the country are com-
pletely turned over within a five-
yvear period. This ddes not, how-
ever, mean that all cars are
replaced with new vehicles in
this time, many cars are recon-
ditioned and rebuilt and then re-
turned to service.

In terms of dollar revenue to
pros and/or club management,
golf cars are a very bright spot
in the fiscal picture. As pointed
out in the pro information sec-
tion of GOLFDOM's marketing
study (see page 22), golf cars, on
the average, contribute 22 per
cent to overall pro. revenues.

Golf cars’ contribution to club
revenues in general is a hand-
some percentage of total dollars,
running from 2.5 per cent to 4.4
per cent depending on the size,
location and number of cars.

Nationally, golf car revenue
contributes an annual net of
$116,037,360 for all clubs. For
nine-hole clubs this figures to an
average of $6,858, or a country-
wide total of $12,893,040. At 18-
hole installations golf cars bringa
grand total of $103,144,320, or an
average of $13,716, into clubs’
exchequers.

Purchase is still far and away
the most popular form of golf car
acquisition. Of the golf courses
reporting to GOLFDOM, 73.5 per
cent buy their cars. The average
number of cars to be added to car
fleets during 1969 is 7.7. Among
respondents 55.4 per cent of clubs
said they would be adding to their
fleet in 1969, the remainder have
no plans at this time to purchase
or lease additional cars.

At 18-hole clubs the expected
addition will average nine cars;
for nine-hole courses the average
figure will be seven. This should
see some 36,900 cars being added
to fleets of 18-hole courses and
7,700 to nine-hole installations.

In all instances of clubs report-
ing car usage to GOLFDOM, pros
handled at least 50 per cent of
the car operations. Other forms
of operation are by the club, con-
cessionaire and a small percentage
by other unspecified means. In
some instances clubs reported
multiple arrangements.

The trend is more and more to
buying rather than leasing, as

indicated by the 73.5 per cent of
pros reporting in the GOLFDOM
study that this is the operating
method in use at their clubs and
facilities. Moreover, industry
sources are quick to point out,
that the past two years have
seen an increase in the number
of golf courses purchasing cars
as contrasted to leasing.

The amount a course need in-
vest in cars is, of course, contin-
gent on factors such as location
of the course, size, size of mem-
bership and demand for cars. The
imponderable in car operations is
who shall run the rental service.

It is evident from the caropera-
tion earnings figures cited previ-
ously that car rentals are a major
factor in course and club reve-
nues. How operations may be
worked out at a club can be
seen from the following case of
a club getting into cars and its
subsequent experience with the
car operation.

Three years ago the club in ques-
tion—an 18-hole club—started a
car fleet with the purchase of 20
cars at a cost of $18,000. For the
first year of operation the 20 cars
grossed $20,000. From this reve-
nue the club was able to pay off
half the cost of the cars. Cost of
operation for the fleet during the
first year was $5,000, which in-
cluded a man who was employed
full-time by the club to oversee
the car operation. This resulted
in a first year net of $6,000.

Operating costs during the sec-
ond year rose to $7,000 mainly
because the club found it neces-
sary to hire a part-time boy to
help service the cars. For both
years battery replacement and
charging were included in operat-
ing costs. Revenue from the sec-
ond year enabled the club to pay
its remaining debt on the cost of
the cars and still net $4,000.

At the start of the third year
the club purchased an additional
10 cars at a cost of $10;000. The
higher price per car was the con-
sequence of rising prices in the
two-year interval. These last 10
cars acquired by the club were
purchased with the profits of the
two-year operation of the original
fleet of 20.

In this case the club owned the
cars, as has been pointed out the
vast majority of clubs in this
country do. The consensus is that
where club ownership is the set-
up, it is deemed fair for the pro
to share in the profits from car
rentals, because the proisusually
very involved in the operation.
GOLFDOM's study shows that
the pro's end of golf car rentals
is in the vicinity of 50 per cent
and contributes 22 per cent to his
gross. The 50 per cent is con-
sidered fair and equitable among
informed club people.

In some instances, however,
clubs are reluctant to come up
with the initial investment needed
to get a fleet in operation. In
many instances, when this is so,
it is the pro who takes the initia-
tive and invests in a car fleet. O

Average golf car revenue per club

$13,716

$ 6.858

9-hole club 18-hole club

National golf car increase for 1969
44,600°

36,900

7.700

9-hole
facilities

“projected figure

18-hole
facilities

Average golf car increase per club®

9 cars
7 cars
9-hole 18-hole
tacilities facilities

“only pertains to those reporting they
will add cars. It all 9,400
golt facihities reported an.

; anticipated ca
addition this 3’.25. would be lowsr,
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Rccemly, one of the country's
leading newspapers pointed out
that the initial leading to corporate
merger often takes place in such
unlikely places as an airline termi-
nal, luncheon club, steam bath or
on the golf course. It comes as no
surprise to those associated with
golf that the course is a good place
to begin planning a corporate
merger.

This role for the golf course may
not be a new one, and it's more
than a now-and-then proposition.
More important to the golf indus-
try, or to be more accurate, the
leisure industry, mergers and ac-
quisitions are not only being dis-
cussed within the precincts of golf,
but are taking place inside the in-
dustry itself.

Whether corporate marriages in
golf are taking place at the same
rate as corporate mergers through-
out the country is difficult to as-
sess. A Chicago consulting firm
that specializes in mergers and ac-
quisitions has been keeping score
on the business marriage statistics
and says that in 1968 there were
about 4,200 proposals with only
about 300 failing to make it to altar.

Business realignments are taking
place within golf. They are hap-
pening tosuch a degree and in such
numbers that it becomes more and
more necessary to think in indus-
trywide terms and begin to realize
we must talk of golf as a segment
of the leisure industry. We will
probably all have to make the ad-
justment to calling our industry by
thatname. Just asthe old-fashioned
title of greenskeeper was replaced

Mergers:

A sign

of thetimes

Think leisure and tune in to tomorrow’s potential

by the current superintendent be-
cause the character of the job re-
quired a name that would more
fully describe what was going on,
so does it require that leisure fit
into the vocabulary of golf-asso-
ciated people as the character of
our game takes on this view.

The leisure industry, of which
golf is so important a part, has
been no exception to the uniting of
businesses. For the active, day-to-
day operative such as a pro, man-
ager or superintendent what do
these realignments mean?

Let's look at one instance of a
merger that was cooking and where
the pot got to boil but for some
reason, unknown to the general
public, the stew never got cooked.

In September of last yearit was
annourced that Kearney National
of New York and Jacobsen Manu-
facturing Company of Racine,
Wisc., were getting together. Of
interest in this deal to golf people
would have been what the merger
meant to Jacobsen. This firm sup-
plies a large amount of machinery
and through its subsidiary,
Kansas-based Rogers-Jacobsen,
heavy equipment such as spikers,
aerifiers, sweepers and utility
vehicles.

Both companies got to the altar
and suddenly the marriage was
called off. Neither Jacobsen nor
Kearney National disclosed any
reason for the cancelled nuptials.

This, however, has not always
been the case for the golf industry.
Many are aware that Miami-based
Ernie Sabayrac, a supplier of golf
equipment and apparel to a great

many of the country’'s pro shops,
has joined forces with David
Crystal, Inc., of New York City.

The merger from many angles is
a natural for both. Sabayrac and
Crystal are companies that pio-
neered much of whathasbeendone
in the golf apparel field. The merg-
er is viewed by industry experts as
one that will help pros do a better
and more profitable job in their
shops. From all vantage points
this seems almost a certainty. The
joining of two companies that so
complement each other will
strengthen both and enable the
united firm to do astronger job of
aiding the pro. Results of this mar-
riage have to be a benefit forclub
pros everywhere.

Of equal importance to the golf
scene was the uniting of Acushnet
and Golfcraft. On the date the
merger was announced Ted
Wooley, Golfcraft president said,
""The merger brings together sev-
eral ingredients we feel offer
unique benefits to the golf pro-
fessional and consumer as well.
The combination of our products
and technical know-how with
Acushnet's broad marketing ex-
perience and resources will be an
exciting one."" He might well have
added it will also be one that sees
great benefits accruing to the club
professionals.

One immediate consequence of
the merger was the announcement
that Golfcraft would begin phasing
itself out of that part of its busi-
ness that was not pro-only. Since
1935 Acushnet has operated on a
pro-only basis and has stated its

Continved on page 68
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determination to continue this
policy.

It will take a while for Golfcraft
to rid itself of its business that is
not pro-only, but once reaching
that status here are some of the
benefits the pro can expect from
the merger. For the first time in
the history of golf says parent
firm Acushnet, golf professionals

Continved from page 31

will have a complete line of golf
equipment—golf balls, clubs, bags,
gloves and headcovers—with no
competition from any other outlet
by goods from the same company
under a different brand name. For
the first time, states Acushnet, pro
shop sales "'will be protected 100
per cent against downtown com-
petition.”’

DON'T SPREAD
YOURSELF
TOO THIN!

Golf Courses Use More

MILORGANJTE

Milorganite provides
two and one-half
times more nitrogen.

Based on recommended cov-
erage, naturally organic Mil-
organite provides two and one-
half times more nitrogen per
thousand square feet than the
synthetic “light-weight high
analysis" fertilizers.

But two and one-half times
more nitrogen isn’'t the whole
story. Milorganite has a natu-
ral balance of ALL the plant
food elements needed for
healthy turf.

Than Any Other Fertilizer
ettt

For more information circle number 169 on card
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Another wedding within the lei-
sure field has seen Shakespeare
acquire Plymouth Company, a golf
ball manufacturer. Shakespeare
hopes to be a prime manufacturer
of all the productsitsellsand hopes
to eliminate the middle man in
many cases.

MacGregor has acquired The
Hinson Company, a golf bag
maker. MacGregor is expanding
and will take over the entire pro-
duction of golf bags now being
manufactured by Hinson, hoping
to accomplish this by 1970.

The most recently announced
merger is the acquisition of Har-
ley-Davidson into American Ma-
chine & Foundry Company. AMF
is interested in leisure time activ-
ities (it is a prime supplier of auto-
matic bowling alleys and owns
famed golf equipment supplier
Ben Hogan) and feels the wedding
to Harley a natural for this side of
its business.

Harley will operate as a wholly-
owned subsidairy of AMF. AMF
told GOLFDOM it isreviewing all
its golf-related activities which
may mean that they will be able to
offer more to the pro. Harley is,
of course, the well-known manu-
facturer of both gas and electric
golf cars, as well as utility cars.

For a fitting cap, it might be well
to mention that the Wilson Sport-
ing Goods Company has operated
as a subsidiary of the giant Texas-
based conglomerate, Ling-Temco-
Vought. LTV has become known
in industrial and financial circles
as a company that moves to where
the action is, fundamentally inter-
ested in acquisitions that link them
to firms doing business in solid
growth fields. There can be little
doubt that leisure is one of these
fields.

A national financial newspaper
recently pointed out that the fi-
nancial community is looking for
a sharp rise in the revenues that
are forthcoming through golf as in-
creased leisure time attracts a
growing number of golfers, both
young and old.

Mergers may start with a con-
versation on the golf course, or
perhaps end with such a conversa-
tion, but it must not be forgotten
that mergers also effect the golf
course. O





