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Titleist expands

FEATURED EVENTS

» Education Conference
B a.m.-12:45 p.m. in rooms WI01-W103

+ Titleist Performance Institute
Presentation

10-10:50 a.m., at the PGA Equipment
Forum Stage

= Nancy Lopez Appearance

10-1130 a.m. at the Nancy Lopez Golf
booth (4173)

* Ping Presentation
1=11:50 a.m. al the PGA Eguipment
Forum Stage

* PGA Mentor Lunch Hosted by
the PGA Past Presidents

Noan-1p.m. in room 414C

* Women’s Golf Forum

Naoon-12:50 p.m. at the PGA Equipment
Forum Stage

» NGF State-of-the-Industry
Outlook

1-1:50 p.m. at the PGA Equipment
Forum Stage

* Paula Creamer Appearance
15-2 p.m. at the LPGA booth (4462)

* Play Golf America Conference
2-2:50 p.m. at the PGA Equipment
Forum Stage

* Annika Sorenstam Appearance

2:30-3:30 p.m. al the SA Fragrance booth
(3231

* PGA Merchandising Best

Practices
3-3:50 p.m. at the PGA Equipment
Forum Stage

» Elations “Rock the Joint”
Concert, featuring Kansas

G-8p.m. at the DCCC Audhtorium

education options with
PGA Professionals

I n addition to a major
presence at Outdoor Demo
I Jay, Indoor Demo [}u_\'s and a
busy exhibit space (booth 743)
in the PGA Equipment Forum,
Titleist is providing education
opportunities to help PGA
Merchandise Show attendees
(continued on page 6)

PGA Merchandise Show
opens with busy aisles,
major announcements

New Executives Club
offers oasis, seminars
to owners, GMs

I n a sea of booths and 10
miles of Show aisles, there is
a new private, partitioned
sanctuary where facility owners,
PGA head professionals and
general managers can take a
break from the PGA
Merchandise Show and discuss
(continued on page 4)

(leveland Golf/Srixon
focus on wedges,
scoring clinics

N oting that wedge and

short-game awareness are
at an all-time high following the
highly publicized groove rule
change and the introduction
of its CG15 wedge line last
fall, Cleveland Golf/Srixon
(booth 1443) is launching a
(continued on page 6)

he 57th PGA Merchandise Show opened its doors with
Tgrc;n fanfare on Thursday morning, an apt prelude to an
eventful first day that included bustling aisles, new

products, major industry announcements and high—pmﬁ]t‘
appearances from inside and outside the business of golf.

The Show began with a stirring opening ceremony featuring
PGA of America President Jim Remy and Folds of Honor and
Patriot Golf Day founder Maj. Dan

Rooney, a PGA Professional and F-16

pilot who has served three tours of Exnlblto rs
duty in Iraq. Following a performance experleﬂ(ed
of the national anthem by the band heaVV and

“One Flew South,” confetti was fired

consistent traffic.

into the air and the doors to the

Orange County Convention Center
exhibit space were opened.
“The Show gort off to a great start. I'm excited to have so
many great vendors at the Show, including so many emerging
(continued on page B)
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E Q U I

PMENT:

he global economic downturn has

introduced many new challenges to

those involved in the manufacturing,
marketing and merchandising of golf
footwear. As PGA Professionals, golf
shop managers and retailers streamline
inventories and search for new methods
to merchandise the latest styles and
technologices in golf footwear,
manufacturers are responding with
creative programs and attractive price
points to promote the sell-through of
golf shoes in a challenging economy:.

While the recession has reshaped the
way golf retailers conduct business, the
tough economy also has given birth to
some unmistakable golf footwear trends.
First, as golfers reduce their big-ticket

purchases in tough times, they can still
find funds in their pocketbooks for a new
pair of golf shoes at low or middle-tier
price points. Fewer golfers may be
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Attractive price points, creative
programs drive shoe sales

By Roger Graves

purchasing those $600-51,000 alligator
golt shoes, but many are still buying a pair
of highly functional shoes for $125 or less.

Another “silver lining” to the tough
economy as it relates to golf footwear is
the noticeable uptick in the sale of sets of
spikes and insoles. Many golfers are
maintaining their traction systems h}'
changing their spikes and insoles twice or
thrice yearly, rather than making a more
significant spend on a new pair.

“Our focus has been on the changing
of spikes. Consumers can refresh their
traction with new spikes at a low cost,” says
Harris MacNeill, president of MacNeill
Engineering Worldwide and Champ
Spikes, which produces golf spikes and
sports cleats for major sports footwear
manufacturers throughout the world.

“In this economy, PGA Professionals
and retailers are looking for every way
possible to make a sale where margins are
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very good for them. Spike changes are
definitely up, and up substantially in
some markets. Most golfers have
multiple pairs of shoes, so it is casy and
less expensive for them to renew the
traction with fresh spikes than it is to
purchase a new pair.”

MacNeill, whose Champ spikes are
found on many of golf's most renowned
brands of foorwear, observes that virtually
all Original Equipment Manufacturers
(OEMs) in the footwear category are
adapring to the challenging economy by
making durable, long-lasting shoes at an
affordable price to stimulate sales.

“Our relationship with the OEMs
remains strong. We work closely with
them to provide lower cost, vet
technologically sound products to help
them improve price points for them and
the retail consumer,” explains MacNeill.

Brady Wilson, PGA head professional
at The Classic Club in Palm Desert, Calif,
agrees that the economy has changed the
way he sells golf foorwear. In fact, The
Classic Club is in the process of
consolidating its footwear inventory
from five major brands to one.

“We are such a destination marker in
Palm Springs thar if a golfer can’t walk
out of the shop that day with a pair of
golf shoes, they will go back home and
buy them at their home club. Golf shoes
have become more of an impulse buy
here, which is why we always tried to
keep a large variety of colors, styles and
sizes on hand,” says Wilson.

“In this economy, if a company isn't
willing to trade back what we can't sell for
other sizes or other product, we can't really
aftord to do much business with them.”

Wilson also reports that his
customers have caught the *spike-
change” craze. “Our spike changes are
way up. People are taking better care of
their shoes and postponing huying anew
pair every year,” he says.

Jeff Streer, director of USA sales and
operations for [taly-based Geox foorwear,
notes that technology-minded companies
such as Geox are continuing to bring new
innovations to marker despite the
challenging economy. But Geoxalso is
launching footwear lines at a more modest
price point to appeal to golfers impacted
heavily by the global recession.

“It is my opinion that the golf footwear
industry has taken a huge hit across the
board this past year,” admits Street, who
is helping Geox introduce its breathable
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