
GOLFDOM canvasses the Industry to f ind the real story 
on pro c red i t . "Forty percen t of our accoun ts 
are over 90 days," one p ro -on ly suppl ier 
says. " I t 's the worst I 've seen 
th ings In 19 years," adds another . 

PRO 
CREDIT: 
ARE YOU 
A BAD RISK? 

Twenty percent, or 2,236 pro shop accounts, are cur-
rently more than 90 days past due, according to the in-
dustry's chief credit rating source. Of the 10,700 pro ac-
counts this agency handles, 4,392 are more than 30 days 
past their due dates. Four percent, or 533 accounts, are 
placed in collection. 

Hugh Procuniar, Jr., vice-president of the Sporting 
nlfuur turn puitc 
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G O L F E R S 

with THERMO-COASTER 
to keep drinks LEVEL and COLD 

PRO CREDIT: 
G o o d s Industries Clear ing House, 
provided these statistics on request 
f rom G O L F D O M . His agency ac-
cumula tes credit rat ings f rom manu-
facturers in golf business, who pay 
for the overall rat ing service. 

Tight money has forced credit rat-
ings for some pros substantial ly low-
er this year. And a number of credit 
managers feel the s i tuat ion will get 
worse as the selling season contin-
ues. 

G O L F D O M r e c e n t l y i n t e r -
viewed executives and credit man-
agers with manufac tu re r s who sell to 
the pros and count ry clubs, asking 
their appraisal of the credit situa-
t ion and p r o s p e c t s f o r the re-
mainder of 1975. 

Credi t and cash f low it seems are 
not predicated on jus t the ability of 
the p ro to pay, but on the ability to 
pay prompt ly . There never has been 
a doub t that the major i ty of the pros 
mean to pay their bills, but most 
c red i t of f ic ia ls in golf bus iness 
would agree that there is a world of 
difference between a discount ac-
count and one that is four months 
overdue. 

A t the Dor se t C o r p o r a t i o n , 
Vice-President of Sales and Market-
ing Al Wiswell says between 30 and 
40 percent of all of Dorse t ' s receiv-
ables are now over 90 days. 

" I think that many of the com-
panies in this industry are becom-
ing vict ims of o u r own da t ing 
po l i c i e s , " he to ld G O L F D O M . 
" T h e r e might have to be a réévalua-
tion of credit theories across the in-
dustry. I just hope the day never 
comes when the p r o is expected to 
pay C . O . D . " 

I n d i c a t i o n s f r o m m o s t of 
Dorse t ' s accounts is tha t the credit 
problem might be cleared away by 
summer , but Wiswell th inks that , in 
gene ra l , rece ivables a re t ak ing 
longer to collect. " W e feel everyone 
in the industry deserves to get paid 
in a reasonable a m o u n t of t ime," he 
added . 

Many credit people in golf busi-
ness feel that there are still com-
municat ion s tumbl ing blocks be-
tween them and their accounts . One 
credit manager said t ha t all the p ro 
has to do is pick up the phone and 
tell the companies tha t they are hav-

ing a hard t ime selling merchandise 
and may be late on payment . 

In essence, all most manufac -
turers want f rom their late accounts 
is just to know what ' s happening . 
Most people in the business have 
noted that no one gains f rom having 
a collection agency step in and try to 
pry money out of an account . 

Credit personnel say most pros 
don ' t realize how much it costs to 
collect late accounts . The moni to r -
ing process of del inquent accounts 
can often cost a supplier f rom 3 to 
12 percent in addit ional charges. 
Writing letters, sending addi t ional 
s tatements and possibly making 
long distance calls are all included in 
this. 

As far as the credit cl imate for 
1975 is concerned, there are as many 
views on the subject , as there are 
manufac turers . 

Allan Solheim of the Kars ten 
M a n u f a c t u r i n g C o r p o r a t i o n , 
makers of Ping clubs, said his com-
p a n y ' s c redi t t e r m s are ge t t ing 
tighter for the pro , but orders are 
coming in smoothly and payments 
are being made without too much 
worry in the credit depar tment . T o 
re in fo rce t h o s e beliefs, K a r s t e n 
p l ans to d o u b l e its p r o d u c t i o n 
capab i l i t i e s by bu i ld ing a n o t h e r 
plant at its Phoenix base. 

Lynx Precision Golf Equ ipment 
also points to its success on paper . 
The California firm is currently en-
joying substant ial business and ac-
co rd ing to c red i t m a n a g e r Bob 
McNeese, the bills are being paid on 
time. 

" O u r new business is just excel-
lent ," he said, " R i g h t now, I think 
we're in a very enviable posi t ion. 
There aren ' t too many people in the 
industry that can say t ha t . " 

" W e ' r e in a boon s i t u a t i o n . 
We ' re 60 to 90 days back-ordered on 
every model. Pros want our mer-
chandise and if people want your 
merchandise, they'll pay you before 
someone else," McNeese observed, 
looking over his balance sheets. 

Handl ing more than 7,000 ac-
counts , McNeese maintains tha t the 
delinquency rate is low in his oper-
at ion, as Lynx has made a d ramat i c 
increase in profi t over the last year. 

It is much the same story at the 
Wilson Sport ing G o o d s C o m p a n y . 
As one of the largest equ ipment 
m a n u f a c t u r e r s in the i n d u s t r y , 
Wilson is having another good year, 
a l though credit officials are watch-

Bar-Buoy's free-swivel action keeps your 
drink LEVEL on any golf cart in motion or 
parked. And the Thermo-Coaster keeps 
it COLD! Holds a can, glass or bottle. (It 
may not lower your 
score, but you'll en-
joy your game more.)1 
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ing over their accounts more closely 
than usual. 

Pro Golf Division Manager Ken 
Coleman told G O L F D O M things 
look great for '75, but the volume of 
orders f rom many pros is the same 
or lower than a year ago. "We ' r e 
looking at all aspects of our busi-
ness much closer this year and that 
includes credit ," Coleman said. 

In general, there is a prevailing 
attitude among manufacturers that 
things are slowing down, delin-
quent accounts are getting more 
attention and field salesmen are be-
ing pressured to sell to their better 
accounts. 

Pro-Dyn Inc. doesn't anticipate 
a credit problem either this year. 
Company president Frank Koegle 
thinks things will be fine for the sell-
ing season. "There are a lot of vari-
ables that influence economics. Be-
lieve it or not, one of them is the 
weather. 

" M o r e than anything else, the 
problem with pro credit today is 
there isn't enough communicat ion. 
When I don ' t hear anything f rom 
out there, I get nervous," he said. 

Koegle says that dating prac-
tices for payment are the root of pro 
credit's evil. 

"There isn't enough discounting 
made to get pros to pay their bills 
faster. For instance, we give a five 
pe rcen t d i s c o u n t for 10 d a y s , 
E.O.M. (End of Month). We think 
that type of system works best to get 
people to pay us, as soon as pos-
sible." 

For years, some pros have failed 
to pay their bills on time and Koegle 
attributes this to an atti tude that 
many pros are golfers first, and busi-
nessmen second. "A big part of their 
business is to sell merchandise. T o o 
many wait until their customers 
come in to buy clubs, to sell them. 
Pros need to promote their own 
business bet ter ." 

At Acushnet Sales Company , 
credit manager Ray Atwood is a 19-
year veteran of the pro credit wars 
and says flatly, "things are the worst 
I've seen them here." 

"Pros tell me that it's going to be 
a great year, but right now, the boys 
are short on cash and I'm stuck with 
a lot of post-dated checks." One 
thing Atwood always had in his 
favor in dealing with accounts, in-
terestingly enough, is one of his 
company's own products, the best 
selling ball on the market. 

" I t ' s great to have something 
like that going for you, but things 
are still tough and now we have a 
club and bag line that is right in 
there competing with everybody 
else," he said. Of the 12,000 ac-
c o u n t s t h a t A c u s h n e t h a n d l e s , 
Atwood reported 20 percent of that 
number are 60 to 90 day accounts 
and receivables over 90 days are at a 
minimal stage. 

Smaller orders are a problem at 
Ram Golf Corporat ion, according 
to credit manager Don Normandt . 
Times are good for the Elk Grove 
Village, 111., company, but like his 
colleagues, Normand t is keeping his 
fingers crossed that the current 
situation won't change. 

"Our accounts are pretty well 
paid up, but the pros are ordering a 
little more cautiously this year. 

PICK OUR BR4INS. 
Profit from our experience. Over the years, and around the 
country, we've seen what works and what won't. You know 
us as the leading salesjneps in golf and sportswear fashions. 
But you may not know hc^Vn^any business ideas we can 
contribute to your retailing success. We provide this advisory 
service free-just fo^fne asking^ Free... write for our useful 
Profit Markup C o l l a t o r JyJCK G4RN4HL4N, I N C 

The profit pros. 

National headquarters: P.O. Box 1308, Newport Beach, California 92663 (714) 646-5169 
Representing Johnston & Murphy golf shoes, "John Weitz" men's shirts by Excello, Esquire 
sportswear, Spyder Mark slacks, Hadley women's sportswear, and illi knit sweaters. 



PRO CREDIT: 
Delinquency for receivables from 60 
to 90 days is around 17 percent of 
our tota l ," he said. On his own 
philosophy of credit, Normandt 
feels that a pro who can buy in vol-
ume, pay promptly within 60 days 
and purchase high lines of mer-
chandise is a good risk. 

Credit manager Dick Peterson at 
MacGregor Golf says: "I 've heard 
some pros say they are having trou-
ble get t ing payment f rom their 
members already this year and that 
concerns me." 

As far as delinquent accounts 
over 90 d a y s a r e c o n c e r n e d , 
MacGregor has between 1 Vi to 2 
percent of its some 7,000 pro ac-
counts in that range. 

Owned by the parent Brunswick 
Corporat ion, MacGregor can read-
ily compare its credit standings in 
golf business to that of its ski divi-
sion and its bowling line. Peterson 
said that the ski equipment industry 
is now experiencing credit head-
aches, while the bowling section was 
one of the more stable in the corpo-
ration. Interestingly enough, the en-
tire ski equipment industry is in-
volved in a severe credit crunch. 

Not too long ago, one company 
in that industry experienced 90-day 
receivables that amounted to $25-
million. This alarming figure forced 
one firm to demand C.O.D. pay-
ments f rom shops that had a his-
tory of poor credit. 

Miller Golf , Randolph, Mass., a 
manufacturer of bag tags, tourna-
ment awards, tee prizes and other 
accessories, was asked to comment 
on the golf business credit situation. 

Madge Dwight, in charge of 
credit accounts for Miller, says 
receivables have slowed down so far 
this year. " M a n y accounts are drop-
ping a step in our ratings. For exam-
ple, from discount to p rompt , " she 
said. Miller believes deeply in the in-
dustry ratings it receives. If a pro is 
too new for a rating, Dwight usu-
ally assigns a credit line of $200. 

In charge of credit management 
for Cushman golf cars and Ryan 
turf equipment, OMC-Lincoln 's 
Leroy Christianson looks at a stable 
situation in his part of the market. 
"Right now, '75 looks like a good 
year. Our return from receivables is 
up." 

C u s h m a n a n d R y a n d e a l 

through distributors and dealers to 
get their products on the market and 
Christianson said there isn't a prob-
lem in co l lec t ing t h r o u g h th is 
sys t em. The re a r e i n d i c a t i o n s , 
though, he said, that distributors 
and dealers are beginning to have 
trouble collecting f rom their ac-
counts. 

If any one group has its hand on 
the pulse of credit in the industry, 
it's the Sporting Goods Industries 
Clearing House in Chicago. This 
nationwide credit service rates more 
than 10,700 pros and country clubs 
by accumulating a consensus of 
ratings from the specific manufac-
turers ' credit departments . 

Each year in February, every ac-
count is published and sent to Clear-
ing House's "subscribers", who pay 
$245 for the rating book . There is 
little doubt that just about every 
manufacturer is a subscriber. 

"All we do is take in the ratings 
that the manufacturers give us and 
average them out , " said SGICH's 
Procuniar. Besides the averages, 
SGICH offers its customers a lot 
more, including complete current 
credit reports, mailing lists, shop-
ping guides for the pro, free demand 
service toward col lect ing delin-
quent accounts and a collection ser-
vice that offers, " the greatest pos-
sible speed and efficiency, at the 
lowest possible cost." 

In addition to the annual rating 
book, four quarterly supplements go 
out to the subscribers. In this way, 
credit offices can keep abreast of the 
changes that might occur on ac-
counts. 

Procuniar and his staff deal only 
in the golf industry, despite the title 
of the 48-year-old Clearing House. 
The concern is a division of Credit 
Exchange, Inc., a New York based 
operation that deals in credit ratings 
for retailers in the consumer apparel 
business. Even though, there is a 
difference between the two indus-
tries, there are some comparisons 
which can be made. 

" T h i s is a critical year for 
credit ," commented Bernard Fridel-
son, a spokesman for Credit Ex-
change, "One of the biggest prob-
lems that the pros face is that they 
are having a hard time collecting 
from their own memberships ." 

Fridelson noted that pros have 
historically had trouble paying their 
bills over the long run, because so 

many of them are under-capital-
ized. 

With this in mind, Fridelson 
feels that the overall credit picture of 
the pro shop is improving. " I t ' s 
taken a lot of hard work, but we are 
Finally getting pros to realize what 
credit means to them. Through an 
educational program that the Clear-
ing House set up, the professionals 
tell us more about their credit prob-
lems and we have tried to help them 
understand ours ." 

Based on the '74 ratings estab-
lished by SGICH, it would seem 
that there are fewer good ratings 
than the year before and fewer dis-
count accounts. In the SGICH' s 
rating scale of six different cate-
gories with the best "discount" , 
some pros conceivably could drop a 
notch this season. 

Combining the ratings with a 
solicited business ques t ionnai re 
f rom the pro, SGICH can compile a 
c r ed i t p ro f i l e . Each year , the 
organization at tempts to find out 
the pro's ássets, liabilities, notes 
payable and personal loans. By this 
method, the Clearing House can 
gauge a pro's working capital. 

Whether the problem is a lack of 
capital, inadequate discount en-
couragement, or a delinquent mem-
bership, some pros have jeopard-
ized their credit standing. Manufac-
turers, fearing smaller orders and 
collection expenses, appear hesitant 
to make changes in credit policy. 

One pro supplier explains it this 
way: "When cash flow is adequate 
and credit is not a problem, this 
whole subject (promptness) has far 
less significance than when prob-
lems force companies to change and 
adjust policies in order to meet 
changing times. The industry is go-
ing through just such a reappraisal 
now, and old policies seem to be go-
ing through a fine tuning which tries 
to balance the competitive factors of 
business against the objectives of 
sound fiscal management ." 

Changes in credit policy, if made 
singularly, have sizable affects on a 
c o m p a n y ' s compet i t ive posi t ion. 
Any credit changes need to be made 
industry-wide in order to assure 
equitable results. Such cooperation 
on the part of manufacturers may 
approach coercion in the eyes of 
government. 

The pro credit s i tuat ion war-
rants extensive discussion by the in-
dustry at conferences. It has be-
come an industry problem. • 


