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The owners of Lynx Golf talks 
product cycles, margins for 
retailers and building trust

How to ensure that the Christmas 
period is a profitable one for your 
club

Case study: how one club is 
building its women members

Why all golf pros need to make 
sure they are not living in the past

What golf clubs need to be doing 
to make sure that a visit to a club 
turns into membership

By your side
at every step 
to support
your 
business.business.business.business.

Unrivalled Retail Shop 
Support
Store assessments,

Business Development Consultancy, 
Educational workshops,
In-store ticketing system - NeTickIT,
Best buying terms

01753 218891               foremostgolf.com             @Foremostgolf

Managed and owned by PGA professionals.

he study entitled 
‘The relationships 
between golf 

and health’ was published 
in The British Journal 
of Sports Medicine and 
collated over 300 research 
papers from 24 countries. 
One of the key findings of 
the report was that those 
who play golf live longer, 
with the study commenting:  
‘When a Swedish study 
compared 300,818 golfers 
to non-golfers, they found a 

40 per cent lower mortality 
rate… The authors of that 
study speculate that this 
corresponds to a 5-year 
increase in life expectancy 
regardless of gender, age or 
socioeconomic status.’

The report also found 
that a weekly round of 
golf can achieve the 
government guidelines 
for moderate to vigorous 
physical activity of at least 
150 minutes of weekly 

New study proves that golfers live longer
With golf clubs looking for new ways to promote the benefits of the game, a new study by the University of Edinburgh has 
revealed that golfers experience, on average, a five year increase in life capacity. 

T

Registration opens for the 
2017 PGA Merchandise Show 

GA 
Professionals 
can now 

register to attend the 
64th PGA Merchandise 
Show, which is being held 
in Orlando, America, from 
January 24-27.  

The PGA Merchandise 
Show, which has been 
running for over 60 
years, will begin with the 

15th Annual PGA Show 
Outdoor Demo Day at 
Orange County National 
Golf Center on Tuesday, 
January 24. This will be 
followed by PGA Show 
exhibits, demonstrations, 
education seminars, 
special events and 
industry presentations 
at the Orange County 

P
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Available for pre-book now. Contact your FJ ASM for more details.

SUPERIOR FEEL AND COMFORT ON AND OFF THE COURSE
Pro/SL men’s golf shoes provide superior feel with Fine Tuned 
Foam (FTF) for supple cushioning and a perimeter weighted 
outsole design for superior stability. 
FJ, The #1 Shoe in Golf.
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International focus – what we 
can learn from other golfing 
countries

Behind the counter with the 
award-winning Mark Rogers from 
York Golf Club

How the refitting of a pro shop 
led to increased sales and 
revenue 

How pros can get more golf 
trolleys rolling out of the door  

What does it take to go from an 
assistant to head pro?

THE PLAYERS' SPIKELESS ™

EXPLORE FOOTJOY.CO.UK   
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xhibition Director 
Oliver Peebles 
said: “With recent 

changes in the trade show 
scene both in the UK and 
mainland Europe I thought 

there was a need for 
something fresh, new and 
dynamic. I am delighted 
with the feedback I 
have received and there 

New golf Trade Show to launch in 2017
The golf industry will have a brand new European golf trade show in 2017 that will take place at a great 
UK sporting venue. The European Golf Merchandise Show will run at The Ricoh Arena on October 3rd and 4th 2017. 
Designed to attract retailers from across the UK and Europe, the show will be the only true European golf trade show. 

E

New Trade 
Travel Club to be 
launched by Your Golf Travel 

Y our Golf Travel, 
one of the 
world’s largest 

sporting travel companies, 
will become more 
involved with the golf 
industry with the launch 
of their new Trade Travel 
Club. The new section of 
the company will provide 
exclusive offers and added 
benefits to those within 
the golf industry, with a 
specific focus on working 
with golf pros.

The company have 
already established an 
EMP partnership with 
Foremost Golf and will 
be looking to further its 
relationships through 
different channels within 
the industry. The Trade 
Travel Club will host a 

launch event on October 
12 at the Gaucho Tower 
Bridge in London where 
more information will be 
revealed. 

Ben Davis, Head of 
Offline Marketing and 
Commercial Partnerships, 
said: “We believe that we 
can offer the golf trade 
real benefits and exclusive 
offers. We will have lots of 
different offers, including 
one for the PGA Trade 
show in Orlando, and 
look forward to working 
closely with the trade and 
providing them with real 
benefits.”

More information 
about the Trade Travel 
Club will be revealed in 
next month’s issue of 
GOLF RETAILING. 

Continued on page 8



GOLF RETAILING has firmly established itself as Europe’s No1 golf trade media 
platform.  Launched in 2013 and crowned ‘Launch Magazine of the Year’ at the 
2014 Independent Publishers Awards, GOLF RETAILING has redefined the golf 
media landscape. 

With a unique high impact format, a strong editorial platform and a high-quality 
circulation, the magazine delivers for both its readers and advertisers alike.

But the magazine is just half the story.  GOLF RETAILING is a print magazine, a 
digital magazine, a high-quality website and a weekly e-newsletter.  

We reach a wider audience than any other media serving the golf retail sector 
across Europe and are essential reading for the entire trade.  Our readers include 
over 6,000 Pro Shops, off course retailers, driving ranges, specialist retailers, 
manufacturers, distributors and agents of golf equipment.

Used by all of the top golf brands to convey their sales message GOLF RETAILING 
is the ONLY choice! And in 2018 we are revamping our website, launching our 
print and online trade directory and offering a restricted number of ‘Sponsored 
E-shots’ to our “opt in only’ data base.

If you are looking to reach the European golf trade, you simply have to talk with 
the team at GOLF RETAILING…

GOLF RETAILING – LEADING  
THE EUROPEAN GOLF TRADE

GOLF RETAILING 
TIMELINE
2014 – GOLF RETAILING 
LAUNCHES

2015 – WINS LAUNCH 
MAGAZINE OF THE  
YEAR AWARD

2016 – ACQUIRES PRO 
SHOP EUROPE AND 
MERGES MAGAZINES

2018 – LAUNCHES NEW 
LOOK WEBSITE, DIGITAL 
MARKETING PROGRAMME 
AND MORE!



HEADLINE FACTS
Monthly Print Magazine	 4,000 copies (UK)

Monthly digital magazine	 6599 copies (UK & Europe)

Weekly – E-Newsletter	 5,500 opt in recipients (UK & Europe)

In addition, readers from around the world can subscribe to receive a free copy of our innovative 
digital version of our magazine and access our content via our website and RSS feeds. 

THE HIGHEST QUALITY 
EUROPEAN READERSHIP

A magazine is only as good as its readership and GOLF RETAILING has the best 
quality database of European golf outlets available.

GOLF RETAILING has undertaken an intensive program of reader registration 
validating our readership which is subject to an annual ABC Audit. We are the 
first and only title to offer independently audited circulation figures offering our 
advertisers reassurance that their marketing budget is being spent effectively.

Through our acquisition of Pro Shop Europe Magazine in 2016 and our 
established relationship with The National Golf Foundation, we have built a 
high-quality readership data base. By combining, deduping and re profiling our 
circulation we provide the most comprehensive list of golf outlets in Europe 
ever held by a trade publication. 



2017 READERSHIP SURVEY
Which of the following trade titles do  
you read regularly?

73% - GOLF RETAILING 

25% - PGA Professional

1% - SGB Golf

Which Magazine would you read if you only  
had time to read one?

GOLF RETAILING - 72%

PGA Professional – 22%

SGB Golf – 5%

How many people read YOUR copy  
of GOLF RETAILING?

11% do not pass on their copy

39% pass onto 1 colleague

33% pass onto to 2 colleagues

12% pass onto 3 colleagues

5% pass onto more than 3 
colleagues

We asked, how important 
is the trade press in terms 
of updating you on  
the golf trade?
92.65% stated that 
the trade press was 
either important or very 
important

Do you ever read digital 
magazines?
Yes - 76%
No – 24%

Do you prefer to read a print or digital 
magazine?
Print – 72%
Digital 18%

Do you value receiving email  
newsletters about the golf trade?
90% - Yes
10% No

How valuable are trade websites for keeping you up 
to date with your industry?
Couldn’t do without them – 9%
Valuable – 80%
Not valuable – 11%

What device type do you access the internet on?
76% - Desktop PC
8% - Mobile device
16% - Tablet

CONCLUSION
The trade media play a vital role in providing 
information to the golf trade and GOLF 
RETAILING is the most highly valued, best 
read and most widely respected publication 
serving the sector.

GOLF RETAILING conducted an online readership survey in December 2017 to  
establish the readership habits of the golf trade. Below are key findings. 

GOLF RETAILING OFFERS A TOTAL PRINT READERSHIP OF OVER  
10,000 COPIES PER MONTH!



GOLF RETAILING has become the respected 
voice of the golf trade. We provide our readers 
with information which will inform, motivate 
and engage them, ultimately helping them 
drive their revenues and make more profit.

Since acquiring Pro Shop Europe in 2017 each 
issue will feature news and feature pages 
including interviews, profiles and reviews of 
brands and retailers across Europe.

GOLF RETAILING’s editorial policy is to be 
independent, inclusive and most importantly 
to have real integrity. 

NEWS
Every month we will cover the biggest 
breaking stories and feature the latest new 
product launches. As the ONLY publication 
with news on both the front and back covers 
we ensure we grab our reader’s attention.

MARKET REPORTS
Our in-depth market reports provide great 
insight into market trends and include vital 
intelligence supplied by the golf industries 
leading analysts. We discuss all products 
sectors that are relevant and offer profit 
opportunities to the professional golf retailer.

INTERVIEWS AND OPINIONS
To engage the industry you have to feature 
the industry which is why GOLF RETAILING 
interviews the leading personalities from 
the supply chain from manufacturers and 
distributors to the retailers themselves 
sharing their views and giving recognition 
for their achievements.

RETAIL GURU
Our monthly Retail Guru column will contain 
expert business advice aimed at helping our 
readers improve their operation through the 
use of the latest technology, better marketing 
techniques, point of sale and store layout 
techniques and much more…

CONTRIBUTORS
Our regular contributors are respected golf 
journalists, PGA Professionals, leaders of 
trade associations and world renowned golf 
experts.  Our varied content and writing styles 
keep readers engaged and offers something 
no other trade title can do. 

Email editorial@golfretailing.com for  
further information

INDEPENDENT, AUTHORATIVE, PROFESSIONAL
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Romania
Courses: 5
Regular Golfers, Adult Male: 380
Regular Golfers, Adult Female: 70
Junior Golfers: 60

Italy
Courses: 222
Regular Golfers, Adult Male: 61,790
Regular Golfers, Adult Female: 23,427
Certified Teaching Professionals: 683

Australia
Courses: 1511
Regular Golfers, Adult Male: 470,000
Regular Golfers, Adult Female: 120,000
Certified Teaching Professionals: 562

Canada
Courses: 1632
Regular Golfers, Adult Male: 239,123
Regular Golfers, Adult Female: 92,221
Certified Teaching Professionals: 3500

Germany
Courses: 684
Regular Golfers, Adult Male: 306,648
Regular Golfers, Adult Female: 196,923
Certified Teaching Professionals: 1232

Turkey 
Courses: 14
Regular Golfers, Adult Male: 3650
Regular Golfers, Adult Female: 890
Junior Golfers: 170
Certified Teaching Professionals: 17

South Africa
Courses: 451
Regular Golfers, Adult Male: 130,000
Regular Golfers, Adult Female: 20,000
Certified Teaching Professionals: 105

Thailand 
Courses: 75
Regular Golfers, Adult Male: 11,000
Regular Golfers, Adult Female: 5000
Junior Golfers: 1500

All information obtained 
from the website of the 
World Golf Foundation. 

www.worldgolffoundation.org/

Annemieke de Goederen, 
Holland 

Heini Haapala, Finland 

How is golf doing in 
Holland? Is participation 
stable? 
 Golf is doing good, 
people are still getting 
into golf, but people 
are leaving the game 
too – I think it's the 
same amount. Why is a 
question the Dutch golf 
federation is trying to 
figure out. The reasons 
for it could be: it takes 
too much time and 
it’s hard to make real 
improvements. 

What are some of the 
specific challenges that 
golf faces in Holland?
 Improving the quality 
of play, getting more kids 
to start golf and keep 
them, getting golfers to 
become members at golf 
clubs (in whatever form 
or membership) – this is 
very important, if golfers 
become members they 
will play more. Golf is 
changing: less traditional, 
less strokeply, less 18 
holes. People want 
different things than they 
did 30 years ago. Most 
golf courses need to find 
out what the golfer of 
today actually wants. 

What are the most 
popular hardware and 
apparel brands with 
consumers in Holland?
 I see the regular 
brands in people's 
bags: Ping, Callaway, 
Titleist, and so on. For 
golf clothing it is Nike, 
Peak performance, 
AdidasAbacus, Daily, 
Under Armour and shoes 
are Footjoy, Nike, Adidas 
and Ecco. 

Is a lot of emphasis 
placed on the retail side 
of a pro’s business?
 I don't have a shop 
or sell clubs, not a lot of 
professionals do. Most of 
us are coaches. 

How is golf doing in 
Finland? Is it a growing 
market?
 Growth stopped in 
Finland couple of years 
ago but luckily it didn’t 
affect the market too 
much. In the past few 
years golf has been 
in a steady phase but 
year 2016 seems to be 
better again thanks to 
the Olympics, which 
gave a great boost to 
the amount of beginners 
starting the game.

What do you do to try 
and combat the bad 
winter weather? 
 The Finnish golf 
market is using winter 
months for its advantage 
with numerous winter 
practice facilities. 
More and more players 
are taking classes 
throughout the winter 
to improve their game 
for the short summer 
season. The traveling 
market is also bigger 
and bigger each year, 
when players escape 
the cold winter months 
to southern Europe or 
further. Even though 
the Finnish golf season 

is short in itself, people 
have found ways to play 
or train all year round 
and it’s certainly helping 
golf business in Finland.

What are the most 
popular hardware and 
apparel brands with 
consumers in Finland?
 The most popular 
brands would be Ping, 
Titleist, Wilson Staff, 
Taylor Made, Mizuno, 
Callaway, Cobra and 
Cleveland. Apparel 
brands would be Cross 
Sportswear, J. Lindeberg, 
Peak Performance, Green 
Lamb, Cutter&Buck, 
Calvin Klein Golf, Nike 
and Adidas. 

Where do you hope golf 
will be in Finland in ten 
years’ time?
 I hope we’ll have 
more public courses or 
other ways to make golf 
possible for more people, 
golf still being a sport 
for the wealthier part of 
the population here. I 
also hope communities 
would be involved in 
developing opportunities 
in golf as they are doing 
in other sports. 

INTERNATIONAL FOCUS INTERNATIONAL FOCUS 
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e often moan 
about the state of 
the game in the 

UK, but it is easy to forget 
what fantastic education 
and facilities 
golf has. 
In more 
developing 
golfing 
countries 
across 
Europe – and 
the wider 
world – there 
are real 
struggles 
with things 
that are 
taken for 
granted 
on our fair 
shores. Ian 
Randell sees these first-
hand, having been Chief 
Executive of the PGAs of 
Europe for almost ten years, 

and he’s also well placed 
to comment on the various 
golfing success stories 
occurring around the world.

Randell confirms that the 
challenges 
for many 
PGAs comes 
down to 
a simple 
matter of 
not having 
enough 
people and 
facilities. 
“In the vast 
majority 
of cases 
it literally 
comes down 
to a lack of 
resources 
– human 

and financial. Enabling 
some of the PGAs to be 
part of a bigger network 
like ours does give them 
added credibility when 
they are talking to their golf 
federations and politicians 
in their country,” he says. 
“We try and help them 
and it is a case of the 
organisations and their pros 
making the federations 

aware of how they add 
value to golf in their 
country – they are providing 
a skilled workforce so the 
federation can meet its 
objectives.”

When it comes to 
developing golfing 
countries Randell highlights 
the Czech Republic 
and Poland as having 
experienced significant 
progress over his time in 
office and says that a real 
focus for the organisation is 
ensuring that the progress 
made in different countries 
is sustainable and, as 
an example, mentions 
Bulgaria. “In Bulgaria they 
have had lots of British 
pros go over there and 
help them, but in most 
cases it is short-term, so 
when they leave there is 
a skills gap,” he says. “We 
have been able to help the 
British pros educate the 
local pros while they are 
there – this means when 
they leave something more 
permanent and sustainable 
is left behind and ensures 
that the game continues 
to develop. In some of the 

smaller countries there isn’t 
a foundation and structure 
so that can make a real 
difference.” 

Education is a vital part 
of the D.N.A of the PGAs 
of Europe and is a subject 
area that is clearly close 
to Randell’s heart – he 
becomes more animated 
when discussing the ways 
they have helped to raise 
the standards across their 
member countries. Several 
years ago a minimum 
standard for education 
was set which 17 out 
of their members were 
adhering to – meaning 

that half were not. The 
simple fact was that due to 
a lack of resources some 
countries were not able 
to hit the same standards 
as larger PGAs like France 
or Germany. Something 
needed to be done.

“We introduced a levels 
system so we now have a 
European Education Level 
System – this means that 
countries like Bulgaria 
can enter into an Initial 
Professional Education, 
which is a three month 
course. People in those 
countries now have a 
qualification and education 
which means they can 
introduce more people 
into the game,” confirms 
Randell. “This wouldn’t 
work with more developed 
countries as it wouldn’t 
be recognised as a PGA 
qualification, but having 
the levels system has 
enabled us to ensure that 
everyone coming into the 
profession has some level 
of education. Ultimately the 
PGA brand is only as strong 
as its membership and the 
only way they can compete 
is through the quality of 
their service and this comes 
down to education.” 

World’s eye view
By looking at what other counties around the globe are doing to boost golf 
participation pros in the UK could help their own businesses. Andy Brown 
spoke to Ian Randell, Chief Executive of the PGAs of Europe, to find out 
more about the organisation and hear some golfing success stories. 

  Society is 
changing and 

golf needs 
to adapt a 
little bit to 

ensure that it 
is relevant to 

today’s society, 
but some of 

the things that 
are happening 

with society 
actually give 
golf a fairly 

unique place 
among sports 

as you can 
play it from 

four to 104 

The Magnificent Seven: 
the main functions of the 
organisation 

W

Although different PGAs 
have issues specifically 
related to their country – 
Randell mentions that in 
Eastern European countires 
such as Croatia the game 
has a real image problem 
and is seen as elitist – the 
wider issues remain the 
same: a changing society, 
people have less time 
on their hands and less 
disposable income. An 
initiative that France’s 
governing bodies are rolling 
out looks to address some 
of these issues – as part of 
their bid to host the Ryder 
Cup in 2018 they committed 
to building over a 100 
short courses, providing 
more affordable and less 
time-consuming golf to the 
French population. Randell 
also believes that rumours 
of the death of golf have 
been greatly exaggerated. 

“Golf, maybe more than 
other sports, is guilty of 
talking about the problems 
we face, rather than the 
opportunities. Golf has 
flourished for centuries 
and, on the whole, it is 
pretty healthy,” he says. 
“Society is changing and 
golf needs to adapt a little 
bit to ensure that it is 
relevant to today’s society, 
but some of the things that 
are happening with society 
actually give golf a fairly 
unique place among sports 
as you can play it from four 
to 104; in a way the ageing 
population can provide an 
opportunity for golf. We 
need to create a form of 
golf – and this goes back 
to the French project – that 
people can play when they 
don’t have four or five 
hours to spare while also 
realising that, with the pace 
of modern life, golf can be 
a refreshing way to switch 
off.” 

Randell says that there 

are pros and clubs across 
Europe – and their four 
international members 
– which are thriving by 
thinking outside of the 
box and working hard to 
provide their 
members 
with new 
experiences 
and flexible 
membership 
options. 
One of the ways that these 
examples of best practice 
are shared is through the 
annual congress, which has 
now been running for 26 
years and is a vital part of 
the organisation. Randell 
says that they have worked 
hard in tweaking the format 
so it provides maximum 
benefit and in ensuring that 
the ethos is firmly a “real 
working environment.” 

This event – and others 
– are also an opportunity 
for the board members of 
larger PGAs to mentor those 
from more developing 
golfing nations and 

Education – ensuring 
standards of education 
across all members 

Membership – assisting 
all members with their 
needs 

Golf development – 
helping the sport to 
develop across the 
continent

Corporate partners – 
securing funding and 
sponsorship

Communications – a 
hub for PGAs and PGA 
Professionals and 
promoting their expertise 
and activities

Events – hosting a 
number of events 
throughout the year 

External relations – 
working with other 
governing bodies

36 
Number of countries 

that make up the 
network

4 
Zones that the 

organisation have: GB 
and Ireland, North, 

Central and Southern 
Europe 

21,000 
Number of PGA pros the 
organisation looks after 

invaluable relationships are 
built up. Randell says that 
one of the things he is most 
proud of is the spirit of 
everyone working together 
for the benefit of golf: “The 

willingness 
to share 
across our 
PGAs has 
benefited 
each of 
them 

significantly and they aren’t 
in competition with each 
other – they are all trying to 
improve each other. Gone 
are the days when the PGA 
of Germany would argue 
with the PGA of Sweden; 
I’ve not seen that once since 
I’ve been here.” 

Randell’s role requires 
him to clock up the air 
miles and means he comes 
into contract with a large 
number of pros from 
countries all over the world. 
What advice would he give 
to PGA pros to help them 
become more successful? 
“You have to establish 

how you add value to your 
facility and to your clients 
– gone are the days when 
every club automatically 
has a PGA pro. Pros need 
to make sure that they are 
actively involved within the 
club. 

“They also need 
to establish how they 
differentiate themselves 
– be that through 
education, finding a niche 
or opportunity that makes 
them stand out from the 
crowd,” he says. “It is also 
vital to think commercially; 
all of our pros are very good 
at knowing the technique of 
a golf swing but sometimes 
they also need to look at 
how they can generate 
more revenue and sales 
form themselves and for 
their facility.” The UK is one 
of the largest golf markets 
in the world, but sometimes 
it can pay to take a broader 
view and see what can 
be learned from other 
established and developing 
golfing nations. 

The PGAs of Europe hosted A.S.K Workshops earlier this year in Hungary 
where a host of different speakers all spoke for 20 minutes

Ian Randall

The Gloria Golf Resort in Turkey hosted last year’s Annual Congress

As part of his job Randell regularly speaks to and engages with PGAs and governing bodies across Europe and beyond
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April Starting the season 
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November Review of the year Trends for 2018 Making the most of a  
quiet winter Golf Bags



GR WEBSITE
GolfRetailing.
com set a new 
standard in 
the golf trade 
offering the 
highest quality 
website of 
any trade 
publication. 
But technology 
moves on and 
website design 
has taken a leap 
forward. 2018 
sees the launch 
of our ‘new look’ 
website which 
is designed 
using the latest 
techniques.

With content 
updated daily 
we ensure that 
our visitors 
have something 
new to read on 
every visit whilst 
our advertisers 
benefit from 
high visibility. 

GR WEEKLY E-NEWSLETTER
Every week GOLF RETAILING sends a high-
quality e-newsletter to over 6,000 ‘opt in’ 
recipients. This way we deliver the latest news 
and features direct to our reader’s desktop 
or mobile device. By advertising on the 
e-newsletter you can cost effectively market 
your products and services alongside highly 
relevant digital content.

            GR – SPONSORED E-BLASTS
New for 2018, we are providing access to 
our ‘opt in’ email database on a strictly 
limited basis. With over 5,000 relevant trade 
professionals on the database you can directly 

target your product launch or sales message at 
the people that count! 

GR DIGITAL MAGAZINE
Our print publication will also be produced 
in a digital page turning format offering 
live links to advertiser’s website and email 
direct to their sales departments! What’s 
more if clients want to add video to enhance 
their advertising message we will encourage 
them to do so for FREE! Monthly distribution 
is 6599 copies and growing!

At GOLF RETAILING magazine will do not just 
sell advertising pages… Our clients can benefit 
from an integrated media campaign providing 
coverage in both printed and digital formats.

WEB TOWER

NEWSLETTER 
BUTTON

AN UNRIVALLED DIGITAL SOLUTION
Whilst our 2017 Readership Survey proved print media is our readers first choice in terms of 
consuming information, digital marketing plays an increasingly valuable role and so GOLF 
RETAILING offers a number of ways to market your products to the golf trade using digital media.

NEW



PRICING & TECH SPECS
FRONT COVER PACKAGE - £3,750
The Front Cover Package offers an advertiser the opportunity to dominate an 
issue with high impact advertising and editorial style content. We offer two 
options to allow for creative flexibility.

OPTION A 
Includes advertisers front cover plus two page editorial style feature on centre spread.

WEB ADVERTISING
Advertising on the GOLF RETAILING website is cost effective  
and guarantees a European trade audience. For pricing contact  
sales@golfretailing.com

Banner 170px (h) x 350px (w)
Tower 350px (h) x 170px (w)
Box 350px (h) x 350px (w)
E-cast Top Banner 80px (h) x 590px (w)
E-cast Box 140px (h) x 110px (w)

Specifications
PNG, GIF, Animated GIF, or JPG
No Flash files.
File to be as small as possible.

+
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By your side
at every step 
to support
your 
business.

01753 218891               foremostgolf.com             @Foremostgolf

Managed and owned by PGA professionals.

Leader in digital retail 
marketing services 
Elite Marketing Programme (EMP),
Retail campaign support,
Consumer digital communications, 
Personal websites,
Online ‘Click & Collect’ solution

ovember will see 
Foremost hold 
its inaugural 

annual conference, with 
an innovative schedule 
set to provide members 
with a range of informative 
educational seminars in 
small work groups. Invited 
supplier partners will host 
a range of retail-related 
training seminars, while 
motivational guest speaker 
Jamie Edwards will help give 
members new ideas and 
perspective to their business.
 Since its introduction, 
Foremost’s Elite Marketing 
Programme (EMP) monitor 
initiative has been an 
overwhelming success for 
Foremost EMP members 
around the country. With 
over 100 in-store interfaces 
on high resolution screens 
providing bespoke, auto-
populating promotion 
of retail activity, the 
innovative system serves 
as an extension of the 
existing retail marketing 
offered to EMP members 
by displaying relevant and 
personal marketing material 
on monitors in individual 
member shops.

Earlier this year, the 
Slough-based retail group 
also announced plans 
to expand its innovative 
NetTickIT in-store ticketing 
solution, following the 
successful launch of the 
system last year which 
transformed the look of its 
members’ stores around the 
country with over 40,000 

tickets printed. Ranging from 
shelf edge to A4 size tickets, 
the NetTickIT system enables 
Foremost members to design 
bespoke ticketing quickly 
and efficiently, providing 
a cost effective way to 
professionally promote 
product features and 
benefits, while maintaining 
a strong perception of value 
for money to the consumer.

Foremost’s Spring 
Workshops were also an 
overwhelming success once 
again this year, with over 
300 members attending 
sessions at member venues 
across the UK. Designed 
to help members increase 
revenue, this year’s topics 
included maximising 
return on investment with 
an indoor swing studio, 
conducting a full business 
health check, providing a 
level of customer service 
that cannot be equalled, 
and how to increase annual 
retainers. 

Most recently, Foremost 
announced two new key 
staff hires, with Alfonso 
Castaneda and Angela 
Marshall joining the 
company as the new Heads 
of Digital and Ecommerce. 
The new roles highlight 
the investment that the 
company is putting into 
supporting its members in 
the ever-changing digital 
landscape as it continues to 
help ensure that they receive 
the very best solutions and 
products available to green 
grass retailers.

Innovation drives success 
for sector-leading Foremost
Having recently announced the appointment of new Heads of Digital and Ecommerce, Foremost continues to explore new ways to 
support its professionals by investing money and resource to deliver an effective business model for its membership, cementing 
its position as the unparalleled leader in innovation in terms of both digital marketing and retail services for golf professionals.

N
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The owners of Lynx Golf talk 
product cycles, margins for 
retailers and building trust

How to ensure that the Christmas 
period is a profitable one for you 
and your club

Case study: how one club is 
successfully building its number 
of women members

Why all golf pros need to make 
sure they are not living in the past

What golf clubs need to be doing 
to make sure that a visit to a club 
turns into membership

By your side
at every step 
to support
your 
business.

Unrivalled Retail Shop 
Support
Store assessments,

Business Development Consultancy, 
Educational workshops,
In-store ticketing system - NeTickIT,
Best buying terms

01753 218891               foremostgolf.com             @Foremostgolf

Managed and owned by PGA professionals.

he study entitled 
‘The relationships 
between golf 

and health’ was published 
in The British Journal 
of Sports Medicine and 
collated over 300 research 
papers from 24 countries. 
One of the key findings of 
the report was that those 
who play golf live longer, 
with the study commenting:  
‘When a Swedish study 
compared 300,818 golfers 
to non-golfers, they found a 

40 per cent lower mortality 
rate… The authors of that 
study speculate that this 
corresponds to a 5-year 
increase in life expectancy 
regardless of gender, age or 
socioeconomic status.’

The report also found 
that a weekly round of 
golf can achieve the 
government guidelines 
for moderate to vigorous 
physical activity of at least 
150 minutes of weekly 

New study proves that golfers live longer
With golf clubs looking for new ways to promote the benefits of the game, a new study by the University of Edinburgh has 
revealed that golfers experience, on average, a five year increase in life capacity. 

T

Registration opens for the 
2017 PGA Merchandise Show 

GA 
Professionals 
can now 

register to attend the 
64th PGA Merchandise 
Show, which is being held 
in Orlando, America, from 
January 24-27.  

The PGA Merchandise 
Show, which has been 
running for over 60 
years, will begin with the 

15th Annual PGA Show 
Outdoor Demo Day at 
Orange County National 
Golf Center on Tuesday, 
January 24. This will be 
followed by PGA Show 
exhibits, demonstrations, 
education seminars, 
special events and 
industry presentations 
at the Orange County 

P

Continued on page 6

Continued on page 6

By your side
at every step 
to support
your 
business.

Unique Central 
Administration system
Saving you time, Manage your cash flow, 
Ease of use,
Dedicated account manager,
Best buying terms

01753 218891               foremostgolf.com             @Foremostgolf

Managed and owned by PGA professionals.
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OPTION B
Includes advertisers editorial style front cover including A5 advert plus inside 
front cover magloid size plus A5 advert



PROMO STRIP
Less is sometimes 
more… Extremely 
effective as a teaser 
to a tabloid page or as 
a stand-alone where 
volume of space is not 
critical…
Specifications
40mm (H) x 221mm (W)
Rate £250

HALF MAGLOID 
(HORIZONTAL OR VERTICAL)
Another great option which allows 
for a different look on the page but 
gives ample space for any message 
– works well on a consecutive page 
basis.
Specifications
Vertical 310mm (H) x 108 mm (W)
Horizontal 157mm (H) x 221mm (W)
Rate £765

THIRD PAGE
The third of a page 
offers something 
different… stand out 
from the crowd, benefit 
from editorial on the 
page and save some 
budget!
Specifications
80mm (H) x 221mm (W)
Rate £450

Magloid Page
The ultimate single page 
advert dominating the entire 
space on the page giving 
maximum exposure to our 
advertiser’s message.
Specifications
Bleed 346mm (H) x  
251mm (W)
Trim 340mm (H) x 245mm (W)
Rate £1,275

A4
A great advertisement 
size providing high 
visibility whilst 
benefitting from 
editorial content framing 
the advert ensuring 
reader time is spent on 
the page.
Specifications
244mm (H) x 176mm (W)
Rate £975

A5
The A5 size advert 
works really well and 
benefits from more 
editorial content 
surrounding it and at 
a lower price point – 
brilliant.
Specifications
182mm (H)  
x 131mm (W)
Rate £750
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INNOVATION  
TO THE CORE

BUILT TO ENHANCE

INTELLIGENT FEATURES AT EVERY TURN
The gadget-packed S3 PRO trolley offers a streamlined battery tray, soft-touch 
ergonomic handle and high resolution colour screen. Other stand-out features include 
Adjustable Distance Control, USB charging port, CartLock pin code, three distance 
measurements and the super-fast QUIKFOLD assembly mechanism.

motocaddy.com
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01452 611 888      WWW.PGACOLLECTION.CO.UK      SALES@SIGMAGOLF.CO.UK

WHAT THE COLLECTION
CAN OFFER 

WHAT THE COLLECTION
CAN OFFER 

� Helps you fight back against the discount retailers

� Flexible ordering

� Full range including mens, ladies and juniors, 
in both right and left hand

� Open stock

� Highly profitable with low costs

� Stock rotation

� High profile brand at low prices

� Exclusivity

� Additional 5% discount on first order* 
*Subject to £500 minimum order value.

ASSEMBLED IN THE UK CUSTOM FIT - FOR YOU FLEXIBLE ORDERING

Full set of custom
clubs for under

£200*
*3 & 4 Hybrids, 

5 – SW Irons

Contact us:
T: +44 1454 418395
E: salesteam@crossovertec.co.uk
W: www.crossovertec.co.uk

Crossover Technologies – the number one provider of Golf EPOS systems.

Easy to use, integrated, golf specific – Crossover helps over 950 customer run their business better.

We cover every aspect needed at a Golfing facility from Membership to Pro Shop and Bar, 
Tee Time bookings and range dispenser software.

We have delivered reliable and a�ordable systems that are designed to save cost and increase revenue for over 15 years.

We continue to develop new and innovative systems such as Points4Golf that increase membership and attracts new players.

Let us help you dramatically simplify your stock management with XCodes – our database of over 500,000 golf products with 

descriptions, barcodes and prices available at a click of a button.

Call us now on +44 1454 418395 to see how we can help your Shop, Range or Club. Or visit us as www.crossovertec.co.uk

POINTS4GOLF • XBALL • XBAR • XBOOK • XCLUB • X POS • X CODES

XoverAd_A5_Sep13_Blk.indd   1 27/09/2013   07:18

NEWS

KBS, the leading shaft 
company in golf, has 
taken a major step 

forward on the European 
Tour this season with more 
players switching to the 
distinctive Red Label than 
ever before. 

Having proved its 
credentials on the PGA 
Tour over many years and 
amassed more than 100 
wins since it started less 
than a decade ago, the 
brand is now settling down 
on this side of the Atlantic.

Paul Steels, the KBS 
representative on the 
European Tour has overseen 
the big change on the 
range. “When I started with 
KBS about five years ago 
I looked after six players. 
During the D+D Real Czech 
Masters this year there 
were 51 players that had a 
KBS shaft in the bag.

“What I do is work with 
players based on what 
they are asking me for. This 
could be ball flight or just a 
different feel. As soon as I 
know what they are looking 
for, I can point them in the 
direction of the shaft or 
shafts in our range that are 
suitable for their needs. So, 
whether it’s a weight issue 
or their ball flight, I can 
switch to a lower or higher 
launching option. These 
guys are Tour Professionals 
so they know exactly what 
they want.  It’s up to me 
to get the right product in 
their hands. I have to work 
as a team with the player 
and the Manufacturer of 
their clubs to find the right 
formula, to help maximise 
the players potential.  

“I’ve been working with 
a player for the past four 
or five weeks who was 
really needing a strong 
finish to make his card. He 
had switched over from a 
competitor about a year 
ago and immediately saw 
a difference. 

Since then he has 
changed his Irons and 
changed the KBS shafts 
to another of our models. 
We worked on a number 
of different weight options 
and flexes. He went on to 
get a top-5 finish at the 
Andalucia Valderrama 
Masters and kept his card 
for next year. It’s at times 
like this when I’m proud 
to work for a company like 
KBS,” added Paul.

Previously focussed 
on maximizing the 

Creating the winning formula
performance of Irons 
by providing the most 
technologically advanced 
steel golf shafts. It has 
been the introduction 
of the Tour Graphite 
Prototype Hybrid shaft 
that has made the most 
noise this season.

Since being released 
at the end of last year, 
the shaft is now the go 

to hybrid shaft for every 
leading club manufacturer 
on tour.

“I call it the one hit 
shaft,” said Paul. “Because 
so many players have one 
hit and it immediately 
goes in the bag. The 
reason being, the shaft 
design is based on the 
specification of a long 
iron, offering a more solid 

hit through impact. So, 
these players are creating 
the solid impact feel of a 
long iron, but with a ball 
trajectory that is flying 
further, higher and with 
more control.  

Led by Kim Braly, who 
created the RIFLE® and 
Project X® golf shaft 
before launching KBS in 
2008, the brand has since 
set a new standard in steel 
and now graphite shafts 
with its unprecedented 
growth and acclaim. 

Now offering 18 different 
shafts from hybrid right 
through the bag, all the 
shafts are designed to 
fit the broadest range of 
golfers - from global stars 
to accomplished amateurs 
and even juniors.

“It’s an exciting time to 
be with the brand,” added 
Paul. “There’s so much 
more to come and speaking 
with Kim and the engineers 
in California, the players are 
going to love what’s on the 
horizon,” he added.
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Turn trade-ins  
and unsold  
stock into cash

Helping the golf industry do business

The Golfbidder service allows  
you to liquidate used and  
unsold product quickly and  
safely with just a phone call.

 Instant quotes by phone

 Guaranteed prices

 Guaranteed payment

 We collect the clubs

 And pay you immediately

 No hassles. No dramas

Not with us yet? Opening a trade  
account is completely FREE and  
takes just a couple of minutes  
over the phone.

Call us on  

020 8401 6900

or email us at 
pros@golfbidder.co.uk

www.golfbiddertrade.com

C O R P O R A T E
P A R T N E RPartner

We now pay  
you even faster! 

We promise to have your cheque  
in the post within 3 working days  

of receiving the clubs.

Golf lovers from the 
world of business, 
media and sport 

came together on Monday, 
October 9, to compete 
in the Golf Foundation 
Pro-Am, supported by the 
European Tour. This year, 
the 31st edition of the 
tournament raised more 
than £15,000 to help young 
people with disabilities 
to enjoy the playing and 
personal benefi ts of golf.

The European Tour has 
been the great supporter 
of every Golf Foundation 
Pro-Am since the fi rst in 
1986. This year’s event 
was held at London Golf 
Club for a sixth year, with 
20 teams from around the 
country enjoying their 
golf day while backing 
the nationally recognised 
charity which helps boys 
and girls to ‘Start, Learn and 
Stay’ in the sport.

There was strong scoring 
among the teams with 
three fourballs recording 
88 points, leading to ‘Team 
CEO’ grabbing fourth place 
on the countback and 
European Tour Productions 
securing third place (led 
by Pro Peter Tarver-Jones). 
In second place, with 90 
points (-18 par), was team 
‘Dynamo Silver’ led by Rob 
McGuirk. Meanwhile, with a 
sc ore of 91 and -19 under, 
Pro Wraith Grant guided 
the all-women’s team of 
‘PGA Ladies’ to victory, 
with Maureen Roberts, Di 
Horsley and Debbie Allmey, 
who are all great supporters 
of the Foundation.

All the players taking part 

showed their generosity to 
the Golf Foundation, in their 
team bookings, entering 
on-course challenges and 
buying auction items, 
which continued three 
decades of fundraising 
that has secured more 
than £500,000 to help 
make golf more accessible 
to youngsters from all 
backgrounds and abilities. 
The auction and a ‘heads 
and tails’ game were run 
by comedian Ian Irving and 
his fi ne eff ort helped raise 
nearly £6,000 at the dinner.

Golf Foundation 
Chairman Stephen Lewis 
said: “Everyone involved 
in our Pro-Am has been 
incredibly generous and 
we promise to spend every 
penny wisely. All the funds 
raised this year will help 
this charity to support 
more young people who 
have a disability to enjoy 
the benefi ts of golf, from 
having an opportunity to 
experience the sport for 
the fi rst time with expert 
supervision to following 
a pathway into our golf 
clubs.”

The Golf Foundation 
wishes to thank all those 
which have shown their 
support for the Pro-Am, 
including donating auction 
items and prizes. These 
include HSBC, London Golf 
Club, Titleist, the European 
Tour, The R&A, ETIQUS, 
Glenmuir, The Groucho Club, 
The Ryder Cup, PING, Tractor 
Hire, SRIXON, Woburn Golf 
Club, Princes Golf Club and 
everyone else who kindly 
donated prizes.

Golf Foundation 
Pro-Am raises 
over £15,000 The Belfry’s junior golf 

programme has been 
given a boost with the 

news its Senior Teaching 
Professional, Phil Akers, 
has completed his Titleist 
Performance Institute 
(TPI) Level 3 Junior Coach 
certifi cation – making him 
one of only seven PGA 
Professionals in the UK to 
hold this credential.

Travelling to California 
to complete the TPI 
qualifi cation, Akers 
benefi ted from an 
educational programme 
that has been designed 
to teach professionals 
how to increase player 
performance and gain a deep 
understanding of biological, 
psychological, sociological 
and technical facets of junior 
development. Renowned 
golf coaches such as Dr Greg 

Belfry coach becomes one of UK’s 
top junior instructors

Rose, Dr Ernst Zwick, Denis 
McDade and Milo Bryant 
were all part of the team that 
oversaw Akers’ certifi cate.

“I’m really proud to 
have completed this 
qualifi cation,” said Akers, 
who achieved a 90 per 
cent pass rate. “It was a 

phenomenal experience 
and I’m already looking 
forward to applying a 
host of new ideas to 
the successful junior 
programmes we have 
running here at The Belfry’s 
PGA Golf Academy.”

Akers returned to The 
Belfry in time for the busy 
half-term period, which 
included a free junior 
open day for children 
aged 6-12 last weekend. 
Moving forward, from 30th 
October, he will oversee 
a seven-week Junior Golf 
Programme for the new 
term. The programme 
strives to create an 
environment where 
children are encouraged to 
develop as well-rounded 
people, in addition to 
learning the principles 
of golf.
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Adams Red shifts the weight

Make it Cheaper with Swingsure

It’s a wrap with two from Lamkin 

Rock is Trendy
rendy Golf, the 
online retailer 
for golf apparel, 

has signed Robert 
Rock to represent the 
company on a multi-year 
deal. Rock, 37, turned 
professional in 1998 and 
secured his European 
Tour playing privileges 
in 2003, retaining his 
card ever since. He is 
a two-time European 
Tour winner and founder 
of The Robert Rock 
Academy, created to 
foster and develop talent 
in golf, from beginners 
and juniors through to 
professional level.

 Featuring designer golf 
brands such as Wolsey, 
Armani EA7, Hugo Boss 
and Porsche Design Sport, 
Trendy Golf has bought 
the latest designs, from 
the trendiest designers 
around the world, to the 
forefront of fashion, both 
on and off the course.
 Rock commented, 
“Trendy Golf has bridged 
the gap between 
standard golf apparel and 
high-end designer gear, 
stocking brands that you 
can’t find in pro shops or 
high street retailers. It’s 
like having a personal 
tailor online.”

TA

L

S

dams Golf has 
launched the 
Red hybrid, with 

the company says, shot-
shaping properties that 
make it easy to find optimal 
ball flight (draw, fade, low, 
high), while sole, crown and 
head features deliver easy 
launch conditions for tour 
players and amateurs 
alike.
 Adams 
engineers have 
placed the focus 
on versatility, 
using a smaller 
head (95cc) 
that can handle 
a wider variety 
of difficult shots 
and make them 
easier to hit from 
all conditions. The 

patented upside-down 
head design brings the CG 
lower, promoting easier 
launch and greater demand 
from all lies, increasing 
playability and inspiring 
player confidence.
 To keep ball speed fast, 
even on off-centre hits, 

Red uses Adams’ 
Velocity Slot 
Technology 
on the sole 
and Ghost Slot 
Technology on 

the crown. As 
an extra benefit 

to those seeking 
maximum shot-

shape options, three 
transferrable weights on 
the sole (one 25 gram 
and two 2 gram) can be 
configured to promote the 

flight that works best.
 Brian Bazzel, senior 
director, Product Creation 
said, “Adams Red is golf’s 
next great hybrid from our 
company. To be able to 
pack so much into such a 
beautiful shape and deliver 
performance, I was blown 
away seeing and hitting 
it for the first time. After 
seeing Red in testing with 
players of varying ability, 
we’re confident it will 
resonate not only with 
amateurs, but also meet 
and exceed expectations 
for the best players in the 
world.” 
 The Adams Red Hybrid 
will be available in 5 
different lofts (16°, 18°, 20°, 
23° and 26°) for an MSRP of 
£169.

amkin Corporation 
has expanded its 
grip collection 

with the introduction of the 
Wrap-Tech and UTX Wrap 
models, both designed as 
comfortable alternatives 
to traditional wrap-style 
grips. The new Wrap-Tech 
grip utilises a double helix 
pattern combining two 
different surface textures for 
a balance of comfort, control 
and feel.
 Lamkin’s Ace 3GEN 
material that is used in 
the Wrap-Tech provides 

an extremely tacky and 
shock absorbing feel while 
the dual pattern provides 
enhanced control and slip-
resistance. This makes the 
Wrap-Tech ideal for play 
in all conditions. Available 
in standard, midsize or 
oversize options, the grips 
showcase a black base 
colour with white, red or 
blue detailing. 
 The second Wrap-Style 
addition to the Lamkin 
range is the UTX wrap using 
Tri-Layer technology. This 
proprietary combination 

of materials optimises grip 
feel for enhanced shot-
making while also providing 
all-weather playability. The 
layers include a foundation 
made of soft, super tacky 
ACE material for comfort, a 
middle layer of moisture-
wicking fabric weave for 
traction and control in wet 
weather and a firm outer 
cover for torsion control and 
grip stability. Available in 
standard or midsize options, 
the grips are offered in royal 
blue or black. More at: www.
lamkin.co.uk

NEWS

wingsure has 
partnered with 
utilities saving 

specialist Make it Cheaper 
to develop a package that 
will guarantee first year 
savings of at least £1,000 
for qualifying businesses. 
The ‘Four Majors’ package 
is a free service, created 
specifically for the golf 
industry to lower running 

costs and increase the 
bottom line. The focus 
of the Four Majors 
package is to reduce the 
cost of gas, electricity, 
merchant services and 
phone/broadband, as 
well as provide a more 
comprehensive corporate 
insurance policy, under a 
single umbrella service.
 Swingsure is offering 

a pledge to any golf club 
which uses the free service 
that it will save them a 
minimum of £1,000 in the 
first year. To support the 
launch, a new web site, 
www.swingsure.co.uk, will 
allow golf clubs to find 
out everything about the 
service and how it works. 
The site will also feature 
regular blogs, articles 

and a subscription based 
newsletters to keep the 
golf industry abreast of 
the latest cost saving 
initiatives, as well as tips 
and advice on keeping bills 
lower.
 As part of the launch of 
the new Swingsure website, 
visitors who sign up to 
the Swingsure newsletter 
will receive a FREE 2014 

golf industry Marketing 
Report from leading market 
research company Sports 
Marketing Surveys Inc.
 Swingsure continues 
to offer golf clubs a 
comprehensive set of 
insurance products that 
include Hole-in-One event 
prizes, weather protection, 
event cancellation policies 
and more.

Your game. Our focus.™
T: +44 (0)1483 779222 

www.foresightsports.eu   |   info@foresightsports.eu

       We’ve tried every kind of launch monitor in 
the business, and there’s nothing that can 
compare with the GC2. It’s far and away the 
best we’ve ever used…
BUTCH HARMON, The Worlds top golf teacher

GC2 & HMT
The ultimate indoor/outdoor launch 
monitor and golf simulator in one.

Software
Take your fitting and coaching to a 
whole new level with our simulation 
solutions and mobile fitting apps.

Retail
The preferred fitting and analysis 
technology of retailers worldwide.

Simulation
The ultimate indoor golf experience.  
Tee it up on over 100 famous courses 
from around the world.



CONTACT US

The GOLF RETAILING team have over 60 years B2B 
experience having published magazines and run events in 
numerous highly competitive retail markets including the 
Grocery, Drinks, IT, Telecoms, Toy, Gifts and Sports sectors.

Managing Director, Miles Bossom launched the title 
in 2013 when he operated one of the most successful 
Telecoms and IT publishing groups in the UK. On 20th 
December 2017 the business was sold and GOLF 
RETAILING transferred into the newly formed Robel 
Media LLP (also owned by Miles Bossom).

Sales Director Oliver Peebles previously owned one 
of the largest B2B private media groups in the UK and 
helped Miles launch GOLF RETAILING and take it to the 
market leading position it holds today.

Our Editor, Dan Owen, is an experienced journalist with a 
real passion for golf. Having worked as Equipment Editor 
and resident golf geek at Golf Punk for thirteen years his 
appointment as Editor at GOLF RETAILING in November 
2017 is a great win for the publication.

Together our understanding of client needs in a B2B 
environment is exceptional and we are all hands on 
ensuring GOLF RETAILING effectively takes your message 
to your target market. Our website is updated daily with 
golf industry news and features.

GOLF RETAILING is published by Robel Media LLP (RML). 
Based near Tunbridge Wells, the privately owned 
business employs highly experienced and motivated 
staff who go the extra mile for our clients.

Miles Bossom
Managing Director

Oliver Peebles
Sales Director

Danial Owen
Editor

Paul Sander
Designer
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