Give them what they want—WINE
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Golfers’ interest in wines is
higher than that of the general population,

but ironically one club in three doesn’t serve wines
By WILLIAM MASSEE

ARD KAMSLER
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Nine out of 10 golfers drink
three
doesn’t serve wines. This is the

wines, but one club in
surprising conclusion of a nation-
al survey just conducted for
GoLFpowm.
These

when one considers the increas-

statistics are startling
ing consumption of wines. Many
club managers obviously have not
done a thorough job on their
homework when it
modern management of food and
beverage facilities. Over the past
decade, it has been found that in-
creased

comes (o

wine consumption at
country clubs is directly related
to increased use of food and bev-
erage facilities in general—and
increased revenue. However, the
survey indicates that many man-
agers are neglecting this potential
source of additional profits. Al-
though several factors come into
play when pricing wines, a club
could start at twice cost on less
expensive wines or set a $3 profit
of more
expensive

on a bottle

wine. And these are likely to be
additional beverage profits, since
wines consumed with meals gen-
erally do not cut into liquor sales.
In addition to the financial side,
the following survey results point
out that many club managers are
ignoring a primary facet of good
management—and that is to serve
to the tastes of your members.

A questionnaire was sent out
early this spring to find out from
golfers what their attitudes were
about wine. Wine drinking has
increasing  spectacularly
over the past decade, particularly
among people under 25, who have

been

discovered the pleasure of wine
drinking and are developing more
discriminating
than those of the preceding gener-
Individuals reached
maturity in the forties and fifties,

tastes for wines

ation. who
like their forebears, favor a nar-
row range of drinks, but younger
people deviate from this past
norm and are curious about a wide
variety of beverages. Nowhere is
this more apparent than in mat-
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ters of wine, consumption of which

has just passed one gallon per

person in this country.

== Greatest growth has been in

table wines. The Gorrpowm survey
strongly indicated this. Of the 493
responses to a question on wine
categories, 179 showed a prefer-
ence for table wines, 131 for
sparkling wines or champagnes,
while additional choices were
evenly divided between vermouth
and other aperitif wines. Dessert
wines, once most popular of all,
were lowest on the list. Samples
of golfer preference in wines in
general seem to follow the trend
of the younger, more venture-
some drinkers, since the table
wine category offers a wide selec-
tion. The striking indication is
that club managers seem to be
lagging far behind the trend
toward wine drinking. Even in
the Northeast, the most popular
wine drinking region, one-third
of all respondents’ clubs do not
serve wine. And in the progressive
Pacific region, which includes the
great wine producing state of Cal-
ifornia and the vacation state of
Hawaii, only 57 per cent of the
country clubs serve wines—a
figure that becomes more sur-

prising when compared to almost
62 per cent in the Midwest, gen-
erally considered a bastion of con-
servatism.

To get some idea of wine pref-
erences, a random list of 20 brand
names was composed. The list
included producers of both popu-
lar and premium wines in New
York and California, and eight
European houses, including two
champagnes. Golfers were asked
which of the wines they have
tried during the past year.

Of the 10 leading brands, five
were from California, two from
New York and one each from
Italy and Portugal. The 10th
was a catch-all category, called
“French table wines,” and this
was set apart on the listing, with
another general category simply
labeled “Other.” In the North-
east, where imported wines
seem to be strongly preferred in
most surveys, only three European
brands replaced their California
peers, which followed closely
after. In the Pacific states listing,
one of the New York wines was
replaced by an aperitif which has
a French name, but which is
made in this country.

This would seemingly indicate
that club owners would do well
to stock a selection of California
and New York state wines, at

Wine preferences of golfers

Imported Domestic Both

Northeast 30.5% 37.8% 31.7%
Midwest 28.0% 48.0% 24.0%
South 29.1% 49.1% 21.8%
Southwest 24.0% 48.0% 28.0%
Pacific Coast 19.5% 68.3% 12,.2%
National 27.0% 49.1% 23.9%
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least, and the preceding question
confirms this notion, for 78 out
of 100 people indicated they drank
wine while dining out, as well as
at home. In the Southwest and
Pacific states, where fewer coun-
try clubs serve wines than in other
regions, more people—over 82
per cent—claim to drink wines
under these circumstances than
in other parts of the country. In-
asmuch as half the brands in these
regions were other than Californi-
an, a somewhat wider selection is
indicated for club shelves.

A further clue to the present
broadness of American wine drink-
ing habits is indicated by the
choices among the list of brands.
Any particular market may have
a favorite brand or two that is in
the lead by 10 per cent or 20 per
cent, but after that, very little
separates the next dozen brands.
It is almost as if people liked the
idea of drinking wine, and choice
was secondary, particularly where
choice was limited. This would
indicate that a relatively few num-
ber of choices over a wide range
would appeal to most of the clien-
tele. Other surveys bear this out.

New York, Los Angeles and
San Francisco are the top wine
markets in the country, followed
by Detroit and Chicago for table
wines, with places such as Boston,
Philadelphia and Washington,
D.C., not far behind, trailed by
the bedroom areas of Connecticut,
northern New Jersey and Los
Angeles county. It is not at all
surprising that wine sales follow
the city and suburban markets,
where country clubs are located.
What is surprising is that country
clubs pay little attention to such
results, which have been con-
ducted for years by Time Maga-
zine and others.

The general assumption on the
part of hoteliers and restauran-
teurs, for instance, is that im-
ported wines and spirits are de-
sired by the public. Certainly,
they are more desirable from the
selling point of view because the
prices charged can be higher. The



results of the Gorrpom poll show

a different trend.

The question was asked wheth-
er imported or domestic wines
were preferred.
word,

Domestic is a
loaded implying negative
characteristics, and was used de-
of American,

liberately, instead

which has neutral or positive

overtones. Even so, 49 per cent
of the respondents claimed to pre-

fer domestic wines, 24 per cent

replying that they liked both
domestic and imported wines.
Preferences for domestic wines

were highest in the Pacific states
(68 per cent), balanced by a 30
per cent lower rating in the North-
east, while other regions were
close to the national averages.

This

some comment

decisive result warrants
indi-
cates that not only has the public
come of age (drinking wine has

become almost a part of daily life

because it

for a large segment of the popu-
lation), but so has the American
wine industry (by providing pal-
atable wines at reasonable prices).
The most popular brand of wine
in the Northeast and South was
Taylor, the most popular brands
were Paul
Masson and Christian Brothers,
all quality producers. Brands of

on the Pacific coast

popular-priced  wines
high in every region, Gallo in the

Northeast and Midwest and Ital-

appeared

ian Swiss Colony leading in the
South and Pacific area. Only one
wine readily identified as Kosher
was on the list, Mogen David,
and this scored
everywhere, leading in the Mid-

generally high
west and Southwest; this indi-
cates that there is still a big mar-
ket for sweet wines in all areas of
this country.

But the change is noticeable.
Even in traditionally conservative
areas, very few people say they
drink wines only rarely. Nearly
17 per cent of respondents in the
Midwest and Southwest said they
drank wines rarely, the figure
dropping to 14 per cent in the
South, 6.5 per cent in the North-
east and 4 per cent on the Pacific

Percentages of country clubs serving wine

67.3%

National Northeast Midwest

69.0%

South Southwest  Pacific Coast

Categories of wines preferred by golfers, nationally

36.3%

Table Dessert

Vermouth

Champagne Appetizers

or sparkling

all percentages are based on 493 multiple answers

Percentages of golfers who drink wine both at home and while dining out

10.3%

Dining out
only

11.2%

78.5%

At home Both
only

* all numbers are based on 312 replies

coast. Wines have far greater ac-
ceptance everywhere, at least
socially, than do spirits.

Gorrpom sought the wine drink-
ing survey to determine whether
or not there was interest in wines
on the part of golfers and to see if
there was any parallel with this
group and the population in gen-
eral. Results show that interest in
wines among golfers is stronger
than among the population in

general. And ironically, the survey
that, presently, there is
less opportunity for wine drinking
at golf clubs than in the public
places the golfer frequents. O

shows

Mr. Massee s a public relations
consultant and wine expert. He
has written several books, in-
cluding “Wines and Spirits™ and
“Massee’s Guide to Eating and
Drinking in Europe.”
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