
The NGF’s Top 100 
Businesses in Golf

The start of a new decade brings the 
second installment of the National Golf 
Foundation’s Top 100 Businesses in Golf 
initiative, an effort that highlights the vi-
tality, size and diversity of the $84 billion 
golf industry.

A biennial compilation that debuted in 
2018, the NGF GOLF 100 recognizes and 
celebrates the most successful, prominent 

and influential companies, organizations 
and associations in the U.S. — the world’s 
biggest golf market.

The range of golf businesses is vast, 
from public companies with numerous 
brands under their umbrella to mom-
and-pop driving ranges that have been 
family-owned for decades. The industry 

The GOLF 100 is intended to celebrate the diversity of the golf industry.

Jimenez Beats Senior Newcomer 
Els in Playoff at Hualalai

KA’UPULEHI-KONA, Hawaii (AP) — 
Miguel Angel Jimenez made a 12-foot 
birdie putt on the second hole of a playoff 
Saturday with senior newcomer Ernie 
Els to win the PGA Tour Champions’ 
season-opening Mitsubishi Electric Cham-
pionship.

Fred Couples dropped out on the first 
extra trip down the par-4 18th at windy 

Hualalai, missing a short par putt.
Jimenez, paired with Couples in the 

second-to-last group, birdied Nos. 13-15 
in a 5-under 67 to match Els and Couples 
at 14-under 202.

“I said to my caddie, ‘The winning score 
is going to be 15-under par and we need to 
hurry up and make birdie,’” Jimenez said. 

Sizing Up Golf’s $2.9 Billion 
Club and Ball Market 

The equipment industry is the most 
commercially visible sector in golf, thanks 
to clubs and balls from major manufactur-
ers found in millions of golf bags around 
the country, not to mention the multi 
million-dollar endorsement deals given to 
top professional players.

The almost $2.9 billion market is driv-
en by golf being one of the nation’s 
leading participation sports, as everyday 
golfers have the chance to play much of 
the same equipment used by the game’s 
biggest stars.

As such, it shouldn’t come as much of 

a surprise that one-fifth of the businesses 
in the NGF GOLF 100 are equipment 
companies, with 20 spread among the 
club, shaft, grip and ball segments.

Based on wholesale equipment dollars, 
golf is among the largest recreation sports 
in the United States, trailing only camping 
and fishing. Equipment is essential when it 
comes to golf, which is why — even though 
hard good sales are down from their record 
highs prior to the 2008 financial crisis — 
more money is spent annually on clubs 
and balls than on equipment for basket-

Market — PAGE 3
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Andrew Landry Regroups to 
Win The American Express

by JOHN NICHOLSON
LA QUINTA, Calif. (AP) — Andrew 

Landry was reeling after blowing a six-
stroke lead on the back nine Sunday in 
The American Express. 

“I don’t want to be a part of something 
like that ever again,” the 32-year-old 
Texan said.

He regrouped — telling caddie Terry 
Walker, “Let’s go get this job done, like, 
quit messing around” — to win his second 
PGA Tour title with a shot to spare.

Landry broke a tie with Abraham Ancer 
with a 7-foot birdie putt on the 17th hole, 
the jagged rock-ringed, island-green par 3 
called Alcatraz.

“That was probably the shot of the 
tournament for me,” Landry said. “Just to 
be able to go over there and, to that right 
hole location, and just hold one up and hit 
a good distance and have a 7-, 8-footer to 
look at. ... Thankfully, it went in and kind 
of made 18 a little bit easier.”

He closed with a 6-foot birdie putt on 
the par-4 18th for a 5-under 67 and a 
two-stroke victory, winning two years 
after losing a playoff to Jon Rahm at 
PGA West.

“This is a golf course that has suited me 
very well in the past,” Landry said. “And 
just to look back on some of the things 

that happened a couple years ago and 
then now, just to be able to finally get it 
done. I didn’t want to have to go back 
into a playoff again.”

Andrew Landry holds his trophy after winning 
The American Express golf tournament on 
the Stadium Course at PGA West in La Quin-
ta, Calif., Sunday, Jan. 19. (AP Photo/Alex Gallardo)
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Tour Edge Announces New 
Exotics Ti-Utility Iron

Tour Edge has announced 
the launch of their new Exot-
ics Ti-Utility Iron, a Titanium 
faced hollow-body iron-wood 
with a compact and classic shape 
designed to combine the work-
ability of a traditional forged iron 
and the distance of a metalwood.

The EXS Ti-Uti l i ty hol-
low-body iron features a Beta 
Titanium L-Cup Face that’s 
Combo Brazed onto a 431-stain-
less steel body, producing the 
ultimate in perimeter weighting 
fueled distance and forgiveness.

Combo Brazing is a zero-weld-
ing technology that fuses Titani-
um to steel, reducing weight in 
the face and allowing for a faster 
and more powerful transfer of 
energy from club to ball.

The face of the Ti-Utility is 
softer and hotter than previous 
Exotics utility iron designs, pro-
ducing maximum face flex, faster 
ball speeds, lower spin and op-
timal sound and feel properties.

The lighter face also allows for 
a deeper C.G. (Center of Grav-
ity) so the sole can be narrower 
for the ideal presentation at ad-

dress, while still being extremely 
easy to hit and launch due to 
the hollow-body design provid-
ing optimal perimeter weight 
distribution.

“Tour Edge Exotics utility irons 
have seen a meteoric rise, be-
coming one of the most played 
utility irons on the professional 
tours,” said Tour Edge President 
and Master Club Designer David 
Glod. “I have a great feeling that 
the EXS Ti-Utility will be in play 
by many of the best players in 
the world.”

The #2/17-degree, #3/19-de-
gree ,  #4/22-degree  and 
#5/25-degree are the perfect 
alternatives to replace harder-to-
hit traditional long irons.

All lofts will be available in two 
different finishes; Chrome Silver 
and Black Pearl.

The Exotics Ti-Utility will be 
featured at the 2020 PGA Mer-
chandise Show and will be avail-
able for purchase worldwide on 
April 1, 2020. They will carry a 
retail price of $199.99. x

©Tour Edge

Chrome Ti-Utility Black Pearl Ti-Utility

3-and-Out: PGA Tour Moving 
Byron Nelson From Trinity Forest
DALLAS (AP) — The PGA 

Tour will move the Byron Nel-
son away from Trinity Forest 
Golf Club after the tournament 
is played there for only the third 

time this May.
The links-style course south 

of downtown Dallas was built 
in 2014 on the site of a former 
landfill. The Nelson moved there 
in 2018 after 35 years at the 
TPC Four Seasons in suburban 
Irving, Texas, about 25 miles 
away.

The PGA Tour hasn't said 
where the Nelson will be played 
after this year's tournament. 

Disappointing attendance at 
Trinity Forest and decreased 
revenues for charity were signif-
icant factors in the decision. The 
course has an unusual look for a 
PGA Tour venue because it has 
no trees.

Trinity Forest officials said 
in a release that PGA Tour 
officials cited weather issues 
during the first two years that 
exposed deficiencies with tour-
nament infrastructure, and that 
it was determined by the course 
and the Salesmanship Club of 
Dallas, which hosts the event, 
that those issues couldn't be 
remedied easily.

The start of the third round 
in last year's tournament was 
delayed six hours by heavy rains 
and play was suspended by dark-
ness, leading to 27 holes on 
the final day for the leaders. 
There were also weather issues 
in 2018, when the final round 
had a four-hour rain delay and it 
was nearly dark for the final putt 
of the tournament.

The Salesmanship Club's Mo-
mentous Institute, a nonprof-
it that provides education and 
therapeutic services for about 
5,500 children and family mem-
bers each year, benefits from 
the Nelson's net proceeds. After 
peaking at more than $6 million 
a year when at Four Seasons, 
last year's tournament netted less 
than half of that.

Three-time major champi-
on Jordan Spieth, who played 
his first PGA Tour event as a 
16-year-old at Four Seasons, is 
a member of Trinity Forest. So 
is CBS NFL broadcaster and for-
mer Dallas Cowboys quarterback 
Tony Romo. x
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5480 County Rd. 36, Honeoye, ny 14471
585.367.2904 • bodineunlimitedtours.com
Departs Pittsford. Itineraries mailed 7 days prior to departure.

Please read and sign company policies prior to booking. 
See our ad in the Westside News
Hometown Community Directory

CONCERTS ~ WINTER FUN ~ BUFFALO!
4/9-11   Ski Gore/Sugarbush/Killington
             3 days skiing, 2 nights & ride
             Dep. 5am, Exit 44...........$530+ 

All Buffalo Concerts Ride & Dinner 
(your own tix)..............................$90+
Key Bank Ctr. Ride, dinner, Club Seats, Dep. 4:30pm .... $290+
2/26 The Lumineers w/Mt. Joy
3/7 Kane Brown, Chris Lane, Russell D
8.13 Def Leppard, Joan Jett, Poison, Motley Crew... $100+
8/15 Billy Joel @ New Era Field Bus w/Tailgate ....... $100+
6/30-31 Kenny Chesney, Florida Georgia Line, Old Dominion in concert 
 Pittsburgh Heinz Field, 20 level, tix, ride, hotel, picnic ..... $490+

NY YANKEE HOME GAMES Dep. 2am .... $210+ 
Stay in NYC till 10pm. Grandstand tix, upgrade options
5/9 Red Sox 5/28 Twins 6/27 Cubs
7/8 Mets 7/25 Bosox TBA OldTimers

YANKEE OVERNIGHT TRIP Fenway Park .. $520+ 
8/1-2 Yankees @ RedSox 1 game, Dep. 8am

BUFFALO SABRES HOME GAMES
Dep. 4pm Henrietta or LeRoy .......................................... $145+
w/light pregame meal, tix in S319, Club add $50+
2/16 Leafs  3/5 Penguins  3/9 Capitals 
3/15 H-Canes  3/22 Rangers  4/1 Flyers

ORANGE BASKETBALL @ CARRIER DOME . $140+
Dep. 4 Hours Before Tipoff Exit 44, Park & Ride
   2/1 Duke Blue Devils.........$190+          2/8 Wake Forest 

2/29 NC Tar Heels..................$170+

NCAA HOOPS MARCH MADNESS Albany
3/19 @ TU Center - 4 games
2nd Round Ride, meal/tix. Dept. 7AM, Exit 44 ................ $340+
3rd Round Ride, meal/tix. Dept. 9AM, Exit 44 ................. $360+
8/28-29  Yanks @ Indians & Rock HOF .......................... $340+

6/27-28 NASCAR Pocono 400 &  Cubs @ Yanks.............$530+
8/16 NASCAR @ The Glen Front stretch w/tgate................$180+
 Cold Pit Walk pass included, Dep. 7am Cnga

BUFFALO FOOTBALL @ NEW ERA FIELD
All include Bodine Monster Tailgate Buffet, Bus Dep. 7:40AM. 
Family Oriented Fun For All Ages! Sect. 307 or 201  $190+  
50 yard line S333-334 $240+  Prime 20 yard line S114 $330+

Jets, Pats, Chiefs, Chargers, Rams, Seahawks, Fish
**Bus/tgate w/your own tix is $120-$140+ pp

BUFFALO ROAD TRIPS WITH BODINE
Fall        Buffalo  @ New England Patriots ..................$520+
Winter   Buffalo @ Denver & Ski The Rockies!
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“The man who stops advertising to save money is like the man who stops the clock to save time.”

FARVIEW  
GOLF COURSE
2419 Avon Geneseo Rd, Avon 
226-8210 • farviewgc.com

* Per person. Specials include  
league fees if you choose to join 
one or more. Cart fees not included. 
Walking is permitted at all times.  

Mon–Fri $329*
Mon–Sun $429*

TWO YEAR
MEMBERSHIPS

UNLIMITED GOLF
through end of 2021 season

Visit farviewgc.com for application  
or email info@farviewgc.com

SPACES LIMITED 
SPECIAL ENDS FEBRUARY 1ST

Charity Tournament Organizers • 2x50p • 101008 • DS  HOUSE

Charity tournament 
organizers

provides free publicity for your event!
Send your information to info@golfweekrochester.com

Please include: Date of Event, Name of Event, Location,  
Registration Fee (per golfer) and Contact Person with Phone Number.

DON’T BE LEFT OUT!



ball, baseball and football com-
bined, according to the Sports 
& Fitness Industry Association.

Equipment companies are 
front and center at the PGA 
Merchandise Show in Orlan-
do every year, unveiling new 
products at the annual Demo 
Day and showcasing their latest 

innovations at attention-grabbing 
booths on the show floor.

Big picture, the hard goods 
equipment sector in golf looks 
different than it did prior to the 
economic downturn, with an 
OEM market that’s far more 
consolidated amid a determined 
fight for market share.

But the environment for equip-

ment companies and their cus-
tomers is much healthier — and 
rational — than in past years, 
as OEMs continue to adjust to 
changes in consumer spending 
and stable levels of traditional 
green-grass participation. Manu-
facturers have returned to more 
sustainable product cycles, for the 
most part, while offering contin-
uous innovation, from balls and 
putters to wedges and drivers.

“The state of the golf equip-
ment industry overall is very 
positive, and inventory levels 
are healthy,” said Dan Ladd, Ex-
ecutive Vice President, GM for 
Cobra Puma Golf. “Even as the 
industry evolves, certain things 
remain true, and the first is that 
innovation and performance are 
still winning in all club catego-
ries. If you make great product, 
golfers will buy it. In addition, 
custom fitting remains a strong 
point for hardgoods, growing 
double digits annually.”

Golf Pride President Jamie 
Ledford, whose company is one 
of the three golf grip manufac-
turers in the GOLF 100, said 
the equipment business is more 
stable and healthier than any 
time over the past decade or so.

“The golf equipment market 
seems to have stabilized into 
a `new normal’ over the last 
two to three years,” Ledford 
said. “2016 was a tough year 
when Nike exited from clubs and 
Golfsmith declared bankruptcy. 
Over the last couple of years, it 
has felt like we have settled into 
a new normal. I think we still 
need to find those avenues for 
growth for the industry to contin-
ue to be healthy going forward.”

Golf clubs make up roughly 
two-thirds of equipment indus-
try sales, with balls comprising 
one-third. Not surprisingly, 
then, manufacturers and sup-
pliers for golf clubs and com-
ponents feature prominently in 
the NGF GOLF 100: Acush-
net (Titleist), Callaway, Bridge-

stone, Cleveland/Srixon, Cobra 
Puma, PING, Tour Edge, Wil-
son, U.S. Kids Golf, PXG, Tay-
lorMade and Mizuno are all on 
the list.

Acushnet, the parent compa-
ny of Titleist, tops $1.6 billion in 
annual revenue. Callaway had a 
record $1.24 billion in net sales 
in 2018 and its 2019 third-quar-
ter sales increased 62 percent 
year-over-year to record levels 
for the company.

“Our portfolio of brands con-
tinues to deliver strong financial 
results while positioning us for 
attractive long-term prospects,” 
said Callaway President and 
CEO Chip Brewer, while adding 
that the company’s golf equip-
ment business “continues to de-
liver attractive revenue growth.”

While advanced technologies 
continue to help golfers improve 
their performance — typically the 
No. 1 priority for equipment man-
ufacturers — personalization and 
customization in the equipment 
space are increasingly important, 
whether through custom fittings 
or other experiential opportuni-
ties that bring consumers closer 
to the game. And those consum-
ers have unprecedented access 
to equipment today thanks to 
online sales, fitting studios and 
equipping outlets (such as Club 
Champion and GOLFTEC), not 
to mention a robust secondhand 
market.

As OEMs fight for market 
share and customer retention, 
their innovative approaches ex-
tend to both technology and 
consumer engagement. It’s not 
unusual for the top brands to 
compete both on the R&D front 
as well as the marketing side, in 
terms of creating original con-
tent and engaging directly with 
consumers through social media 
and other outlets.

“The business continually 
evolves and the way you ran a 
successful golf equipment com-
pany years ago isn’t the same 

way you do it now,” Brewer said.
PXG, meanwhile, took a dif-

ferent approach in the equip-
ment game and essentially estab-
lished a niche for ultra-premium 
clubs in the U.S.

“We’re in a different business,” 
said PXG founder Bob Parsons. 
“We have people that that makes 
sense to and they see the value. 
We have others that don’t. Our 
job is to reach those who don’t 
and maybe help them understand 
what we’re all about.”

The NGF GOLF 100 also 
features a handful of successful 
shaft manufacturers: KBS, Fuji-
kura, MCA Golf, UST Mamiya 
and TRUE Temper Sports.

There are seven companies 
that manufacture golf balls 
among the NGF GOLF 100: 
Acushnet’s Titleist, Bridgestone, 
Srixon, Callaway, TaylorMade, 
Mizuno and Wilson. South Ko-
rea-based golf ball maker Vol-
vik, a member of the inaugural 
GOLF 100, is among those 
moved to the International 25.

Lamkin and Winn join Golf 
Pride as the grip manufacturers 
on the list. The grip, after all, 
is the only part of the club that 
golfers hold on every shot.

Golf Pride’s Ledford, for one, 
sees mass customization and 
personalization continuing to 
transform the golf equipment 
category in years to come.

“Every golfer is different and 
there are all kinds of different 
swings out there. It sure seems 
like there is a continuing oppor-
tunity to transition from stock 
equipment used by everyone to 
more and more customized and 
personalized equipment that is 
tailored to individual golfers,” 
Ledford said. “This change 
will continue to transform how 
equipment is developed, manu-
factured, and sold.

“The next 10 years could look 
a lot different than the past 10 
years in this respect.” x

© thengfq.com

Drivers on display at during the 2019 PGA Merchandise Show at Orlando 
County Convention Center in Orlando, Florida. (Hailey Garrett/PGA of America)

A display of club grips at the 2019 PGA Merchandise Show held at 
Orange County Convention Center in Orlando, Florida. (Montana Pritchard/
PGA of America)

A student tries to figure out if a particular club is right for him, at a 
GOLFTEC training location. (GOLFTEC)

Aldila is among the golf shaft companies in the latest GOLF 100. (Aldila)
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Is CBD Gaining a Foothold in Golf Retail?
by ERIK MATUSZEWSKI
Golf is the game of a lifetime, 

with participants playing into their 
Golden Years and beyond. It’s also 
a game of imperfection, which is 
why even the best golfers are con-
stantly seeking improvement, and 
as much mental as it is physical. 
As Bobby Jones famously said, 
“Golf is a game that is played on 
a 5-inch course — the distance 
between your ears.”

Given its demographic and 
all the challenges that golf pres-
ents, it’s no wonder that many 
CBD companies are aggressively 
pushing into what they see as a 
bountiful market. For a product 
that claims to help with relax-
ation, focus, mood, aches, pains 
and energy, golfers seem to be 
a perfect fit. Eight exhibitors 
are signed on to participate and 
market CBD products at the 
2020 PGA Merchandise Show 
in Orlando, a step up from seven 
a year ago.

“Golfers may be seen by some 
as conservative, but they’re al-
ways eager to adopt something 
new,” said Jay Hartenbach, the 
CEO and co-founder of Irvine, 
California-based CBD company 
Medterra, which has partner-
ships with PGA TOUR players 
such as Charley Hoffman and 
Lucas Glover. “This mass and 
rapid adoption of CBD proves 
that.”

Talk to the CBD companies 
and they’ll tell you that interest 
in their products is strong among 
golfers. And anecdotally, you’ll 
certainly hear stories from golfers 
themselves about how CBD — 
or cannabidiol — helped them 
loosen up or calm down before 
or during a round, recover af-
terward, get rid of the yips, or 
simply get better mental clarity 
and focus throughout the day. 
But what are golf retailers see-
ing? Are pro shops embracing 
CBD and, if so, how are they 
deciding which companies to 
partner with? What about the 

golf-specific stores?
Eric Lohman, the General 

Manager of Monarch Beach Golf 
Links in Southern California, 
said he’s seen an “overwhelm-
ingly positive” response after 
introducing CBD products as 
a new retail category. CBD is 
made from one of the many 
compounds found in the hemp 
plant and doesn’t have a psy-
choactive element, unlike THC, 
or tetrahydrocannabinol, which 
is similarly extracted from a can-
nabis plant and produces mari-
juana’s high.

“I wasn’t that familiar with this 

product and am always skep-
tical of easy or quick fixes, but 
once I learned more about it and 
met the folks from Medterra my 
skepticism turned to intrigue,” 
said Lohman, who’s started 
using the products himself. “We 
run a dynamic and progressive 
retail and recreation golf resort, 
and after learning about CBD 
and its positive attributes I want-
ed to test it.  I was amazed about 
how fast it sold and the interest 
from our guests.”

Medterra has been one of the 
most aggressive movers in the 
CBD space. Its products — tinc-

tures, capsules and topicals — are 
in more than 300 golf facilities 
nationwide as well as major re-
tailers such as PGA Tour Su-
perstore and Worldwide Golf 
Shops, both of which are among 
the NGF’s top 100 companies 
in the golf industry. Medterra 
will be in attendance at the PGA 
Show, as will cbdMD, Boomer 
Golf, EndoSport, Muscle MX, 
Bestball, Virun Nutra Biophar-
maceuticals and Aspen Green. 
There are also other compa-
nies, like Pure Swing CBD, Real 
Brands and Enveed, that have 
products from oils to gummies 
that are targeted at golfers.

Jeff Levy, accessory buyer for 
Worldwide Golf’s six regional 
chains nationwide, said the com-
pany was approached by more 
than 35 vendors seeking to sell 
CBD products. Levy said World-
wide was close to not carrying 
them at all, but ultimately opted 
to align with Medterra and now 
sells CBD in more than one-third 
of their 82 retail stores.

“They understood our wants 
and needs. We did not feel that 
this was a multi-vendor play even 
though we sell different brands 
of clubs,” Levy said. “It’s still in 
a test phase, but there’s interest 
from managers, which means 
interest from customers. Sales 
have surprised us. They’re not 
overwhelming, but consistent 
and at the end of the day it will 
be a nice revenue boost for us.”

Whether it’s at a big box golf 
store or a smaller pro shop, the 
limited space that small CBD dis-
plays take up is also appealing to 
retailers. It also doesn’t hurt that 
it’s a consumable product and 
customers will likely resupply like 
they do with golf balls.

“It’s basically counter space. 
We have ours on a window sill 
behind our counter,” says Rob-
bie Baldwin, golf professional at 
Winchester Country Club, which 
is just over 20 miles east of Lex-
ington, Kentucky.

Baldwin and his wife Laura, 
who is a physical therapist, de-
veloped BestBall CBD after Rob-
bie struggled with a host of ail-
ments and Laura sought to find 
a way to get her patients back 
doing the activities they love. 
The Baldwins grew 15 acres of 
hemp at a family farm in Central 
Kentucky and began selling CBD 
oils and creams last year at the 
Kentucky section spring meet-
ing. Their products are now in 
approximately 25 pro shops in 
the southeast, including Florida 
and Alabama.

Baldwin says CBD has helped 
increase his pro shop’s income 
by about 20 percent.

“Our rounds have also in-
creased by 20 to 25 percent 
because a lot of older members 
that were not able to play maybe 
once or twice a week are getting 
out three or four times a week,” 
Baldwin says. “It’s because this 
product is helping their inflam-
mation and some kind of anxi-
ety. It’s helped us a bunch. We 
basically only sell to pro shops 
because we want the focus to be 
on the PGA pros. It can benefit 
the pro’s bottom line and help 
more people get out to play.”

With her medical background, 
Laura Baldwin is able to answer 
questions from interested course 
operators about the benefits of 
CBD as well as address any con-
cerns. For clubs that sign on with 
BestBall, the company offers a 
complimentary tent at events 
such as member-guest or pro-am 
tournaments, and allows mem-
bers to try the product for free.

Because many operators and re-
tailers are still trying to understand 
CBD — including how it’s made, 
its dosages, and its benefits and 
concerns — offering comprehen-
sive information and properly 
educating retailers is essential, 
says Jacob Lippold, the head 
golf professional at Chambers 
Bay Golf Course outside Seat-

PGA Tour golfer Charley Hoffman with a tincture of CBD oil. (Courtesy of 
Medterra)
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2240 Monroe Avenue  |  271.1200  |  HeldProjansky.com
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Held Projansky Furs

Storewide Sale on our  
Multi-Million Dollar Inventory!

Mink, Fox, Beaver, Raccoon...
Coats, Jackets, Vests, Hats & Accessories

We Restyle, Repair, Clean & Glaze & Store

WINTER

FUR SALE



The former University of Ar-
kansas player won after missing 
seven of eight cuts to start the 
season.

“That’s why you just got 
to keep grinding it out,” said 
Landry, also the 2018 Texas 
Open winner. “We all search for 
these weeks, and the majority 
of players out here are going to 
have them, four, five, six times 

a year and top-10 players are 
going to have them a little bit 
more often.”

Trying to become the third 
Mexican winner in PGA Tour 
history and first since 1978, 
Ancer matched the Stadium 
Course record with a 63.

“All week, really, I hit the ball 
great off the tee and iron shots, 
and in the first three rounds, I 
feel like I didn’t score as low as 

I should have for how good I hit 
the ball,” Ancer said. “But stayed 
patient and today the putts start-
ed to fall in.”

Playing two groups ahead of 
Landry, Ancer birdied No. 16 
and 17 and parred the 18th, 
missing from 35 feet and saving 
par with a 4 1/2-footer.

He realized he was tied for 
lead just before teeing off on 17.

“I wasn’t paying much atten-
tion to the leaderboard,” Ancer 
said. “And then that’s when I 
noticed and I was like, ‘All right, 
well, we got to make two other 
birdies.’ I made the putt there 
on 17, which was big, and then 
just couldn’t make it happen on 
18. But I played good, man. I’m 
proud of how I played.”

Landry appeared to be cruis-
ing to victory when he birdied 
the first three holes on the back 
nine to open the six-shot lead. 
He bogeyed the next three 
holes, made a par on the par-5 
16th that felt like another bogey, 
and was tied when Ancer ran in 
a 25-footer on 17.

“Just kind of calmed myself 
down and said, ‘Hey, look, these 
are two holes that we can go out 
and get, they suit my game very 
well, especially 18,”’ Landry 
said.

Landry finished at 26-under 
262. He opened with a 66 on the 
Stadium Course, shot 64 in the 
second round at La Quinta Coun-
try Club and had a 65 on Saturday 
on PGA West’s Jack Nicklaus 
Tournament Course for a share 
of the third-round lead with Scottie 
Scheffler — four strokes ahead of 
third-place Rickie Fowler.

The anticipated duel between 
Landry and Scheffler fizzled 
early.

Scheffler bogeyed the par-4 
first after his drive went left and 
rolled back down a hill into a 
large divot. He also dropped 
strokes on the par-5 fifth and 
long par-3 sixth to fall four shots 
behind Landry. On the wa-
ter-guarded fifth, his aggressive 
play with a fairway wood from 
a downhill lie near a right-side 
bunker went well left and, after 
a long chip, he missed a 3-footer 
for par.

Scheffler shot 70, briefly 
giving Landry a scare with an 
eagle on 16, to finish third at 
23 under.

“I didn’t have my best stuff 
today,” Scheffler said. “Swing 
felt pretty loose again and got 
the best of me early and just put 

myself too far behind.”
Fowler had a 71 in the final 

group with Landry and Scheffler 
to tie for 10th at 18 under. x

Andrew Landry, left, greets his son, Brooks Landry, on the 18th hole 
after winning The American Express. (AP Photo/Alex Gallardo)

Andrew Landry, left, celebrates with his caddie Terry Walker. (AP Photo/
Alex Gallardo)

Landry

(Continued from Page 1)

Rickie Fowler reacts after missing a putt on the fourth green during the 
final round. (AP Photo/Alex Gallardo)

� Rochester�GOLF�WEEK�•�Tuesday,�January�21,�2020�•�Page�5

Expositor-Ledger Newspapers

Rochester Golf Week • The Jewish Ledger
2535 Brighton-Henrietta Town Line Road, Rochester, NY 14623
(585) 427-2468 • FAX (585) 427-8521

ImpoRTanT… We want your ad to be perfect…
Your ad will run as it appears here unless we hear from you immediately.

please review this ad carefully.
◗ Check spelling and punctuation
◗ Check addresses and phone numbers, as well as e-mail addresses and web sites.
◗ Check dates and times of all events listed.
If there are any corrections, please call us immediately at 427-2468.

Morgenstern DeVoesick •3x3.3 • 061317 • SH   Fax/Email: jordan@morgdevo.com

“The man who stops advertising to save money is like the man who stops the clock to save time.”

WWW.MORGDEVO.COM      Banking

Tax Assessments   REAL ESTATE GRIEVANCES

HOMEOWNER’S ASSOCIATIONS

ESTATE PLANNING   Small Business Law

Corporate Law   COMMERCIAL LENDING

COMMERCIAL REAL ESTATE  Aviation

Real Estate Development  TAXATION

INTELLECTUAL PROPERTY    Venture Capital

Real Estate   MERGERS & ACQUISITIONS

Executive Compensation   585.672.5000
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Justin L. Vigdor
Tikkun Olam Award (Repairing the World)

Emily Rittenberg
Young Leadership Award

Jewish Federation of Greater Rochester
Community Partnership Award

Chaired by the Tulgan & Gordon Families.

We would like to personally invite you
to the JCC Gala on January 25, 2020.
It is our pleasure to be honorary chairs with our children.
– Debbie & Michael Gordon 

GET YOUR
SEATS!

For seats or to make a donation, email
gala@jccrochester.org or call 461.2000 ext. 368. 
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Sugar, Not Fat, Responsible for Heart Attack
by W. GIFFORD-JONES, M.D.
What can we learn from histo-

ry? Dr. John Yudkin, Professor of 
Nutrition at Queen Elizabeth Col-
lege of London, made headlines 
in 1972 when his book was pub-
lished, “Pure White and Deadly”. 

Yudkin’s research convinced him 
it was not fat that caused heart 
attack, but sugar. So has history 
proved him right? And is sugar 
the main reason for today’s ep-
idemic of cardiovascular disease 
and other health problems?

Damning sugar obviously did 
not win Judkin popularity with 
the sugar industry. It’s sad that 
great efforts were taken, even 
by academic colleagues, to dis-
credit his work. In fact, one 
researcher labelled his studies 
“science fiction”.    

But Robert Lustig, professor of 
endocrinology at the University 
of California, has hailed Yud-
kin’s research as “prophetic”. 
He says that everything Yudkin 
wrote was “God’s honest truth”, 
and that sugar should be la-
belled as a toxic substance just 
like tobacco and alcohol.

It was Ancel Keys who 
claimed his research showed 
that saturated fat was the major 
culprit of coronary attack. This 
sent the message that everyone 
should eat a low fat diet. And it 
also presented food companies 
a golden opportunity to provide 
customers with a host of low fat 
yogurts, desserts and biscuits.

But Yudkin believed there 
was a greater association with 
heart attack by the increase in 
sugar consumption in several 
countries than in the consump-
tion of fat. After all, people had 
been eating butter for centuries 
without seeing an increase in 
coronary artery deaths.  

Yudkin, however, faced a 
major problem. His research 
was observational, not the hard 
evidence of laboratory research. 
So it was not until the 1980s 

that several discoveries gave 
credence to Yudkin’s theories. 

Studies revealed that fructose, 
one of the main carbohydrates 
in refined sugar, and present in 
many products, is primarily me-
tabolized by the liver. And that 
excessive amounts of fructose are 
converted into fat. Glucose, the 
other component of sugar, found 
in bread and potatoes, is burned 
up (metabolized) by all cells. 

History shows another major 
trend. In the 18th century, sugar 
was considered an expensive lux-
ury. In fact, so much so that sugar 
boxes were provided with a lock 
and key! As sugar has become af-
fordable, its use has dramatically 
increased over the years. 

250 years ago the British con-
sumed 4 pounds of sugar a year. 
In 1972 it had increased to 50 
pounds annually. The same is 
true for the rest of the world. 
In North America the average 
person consumes about 19.5 
teaspoons of sugar daily or 66 
pounds a year. Today it’s esti-
mated that 68 percent of pack-
aged foods contain added sugar.

Years ago, I labelled sugar the 
“white devil.” The sugar indus-
try was again not amused and 
demanded the College of Phy-
sicians and Surgeons discipline 
me. I was required to defend 
my views before the College, a 
time-consuming, stressful pro-
cess. But I was not disciplined.  

I have not changed my views 

about sugar. Added sugar has 
become a part of so many prod-
ucts that North Americans are 
unaware of the amount of sugar 
they’re consuming. And accord-
ing to Robert Lustig and other nu-
tritional experts, it has addictive 
qualities like alcohol and tobacco. 

Sugar also contains calories. 
But sugar is unlike fiber in ap-
ples, which has a filling effect. 
One normally does not desire 
a second apple. A can of cola 
loaded with sugar does not sat-
isfy our hunger reflex.  

But as much as I blame sugar 
for being a significant factor in 
nutritional problems, it’s excess 
calories of all kinds that are 
responsible for the epidemic of 
obesity, Type 2 diabetes and 
coronary deaths. Remember the 
Gifford-Jones Law that stresses 
one bad problem leads to anoth-
er and another.

In the end we are all archi-
tects of our own follies. Shake-
speare was right when he wrote 
centuries ago, “The fault, dear 
Brutus, is not in our stars, but 
in ourselves.” 

So although history redeems 
Yudkin’s work over Keys, it’s 
human nature that is guilty. 
Obesity is often self-inflicted. So 
I’ve often said, the scale is the 
answer. Step on it every day. If 
it keeps going up, realize you 
are eating too much of every-
thing. Then get smart. 9

© The Doctor Game
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Laser Vision Correction For 
Life’s Major Milestones

College graduation, a new 
job, getting married. These life 
milestones often lead to set-
ting goals for achieving our best 
selves. For people dealing with 
nearsightedness, farsightedness 
and astigmatism, big life tran-
sitions are also a good time for 
considering LASIK eye surgery. 
Unlike prescription eyeglasses 
or contact lenses, LASIK, which 
uses laser technology to reshape 
corneas, offers a permanent way 
to improve vision. 

“LASIK helps remove the layer 
that glasses and contacts put 
between you, your life and the 
world around you,” said Dr. 
Kerry Solomon with the Ameri-
can Refractive Surgery Council. 
“This is why a lot of people con-
sider LASIK when approaching a 
milestone. The improved quality 
of life that excellent vision pro-
vides can make the next phase 

even more appealing.”
Clear vision, without the need 

for glasses or contacts, offers 
many benefits during and after 
life milestones, such as:

College Graduation: Transi-
tioning into life as an indepen-
dent adult is made much easier 
with great vision. For many, 
laser vision correction is a ter-
rific gift the graduate will appre-
ciate for years. Some choose to 
use their cash gifts to go toward 
the cost of the procedure.

Career: For some careers — 
military, emergency responders 
and airplane pilots — excellent 
vision is a matter of life and 
death. Professional athletes rely 
heavily on vision to keep a com-
petitive edge. Photographers de-
pend on their vision to capture 
the moment. But, in any career, 
having excellent vision without 

(Vision — Page 7)



Some Surprising Ways To Reduce Muscle Pain 

As the weather improves, 
many people feel more and 
more drawn to playing games, 
walking, biking and exercis-
ing outdoors. Those can all be 
healthy ways to have a good 
time but if you only do them 
occasionally, you could end up 
feeling stiff and sore the next 
day. Fortunately, you can have 
your fun and not pay the pen-
alty if you heed these seven 
suggestions from experts.

Create a Routine: Dr. Derek 
H. Ochiai, an orthopedic hip 
surgeon and sports medicine ex-
pert, says, “The key is to build 
at least mild fitness routines into 
a regimen at least two to three 
times a week to maintain gen-
eral fitness so that you can do 
the fun stuff on the weekends.”

Start Slow: “A weekend war-
rior can maintain a healthy bal-
ance in his or her fitness routine 
by including two to three min-
utes of yoga breathing and move-
ment techniques that prepare the 
body for more activity,” adds 
yoga therapist Veronica Zador. 

Mix It Up: “Instead of spend-

ing 150 minutes doing one ac-
tivity like running, consider a 
combination of activities such 
as run-swim-run on Saturday fol-
lowed by a bike ride or volleyball 
game on Sunday,” suggests Dr. 
Bradley Thomas, an orthopedic 
surgeon. “This will help spread 
the stress of your workout over 
multiple body parts rather than 
overburdening one area.”

Keep Stretching:  “Sore 
muscles are a product of hard 
work,” explains personal trainer 
Bob Talamini. “To reduce mus-
cle soreness, I recommend en-
gaging in a combination of light- 
to low-intensity movement with 
a good mobility stretch routine.” 

Stay Hydrated: According to 
fitness expert Jay Jordan, “Your 
level of hydration is critical to 
minimize pain as well as op-
timize performance, so extra 
electrolytes taken for 48 hours 
prior aids in minimizing aches 
and soreness.’’

Get Hot: Heat therapy in-
creases the flow of oxygen to 
the affected area that’s in pain. 
“When I have an arthritic day, 

just using heat — keeping the 
joint warm — has really been 
helpful,” says Pam Shriver, the 
award-winning tennis pro and 
ESPN tennis broadcaster. 

Go Topical: So suggests Dr. Ar-
istotle Economou, author and ac-
claimed Beverly Hills physician. 
“Acetaminophen has a narrow 
therapeutic window, meaning 
the difference between a safe and 
effective dose and an overdose, 
which could lead to liver toxicity, 
is a relatively small increment in 
milligram consumption.”

“The Salonpas Lidocaine 4% 
Pain Relieving Gel-Patch pro-
vides the max imum strength 
of lidocaine available without 
a prescription,” says Dr. Bob 
Arnot, who served as Chief 
Medical Correspondent for NBC 
and CBS News. “It desensi tizes 
aggravated nerves and provides 
unscented numbing relief for up 
to eight hours. A welcome al-
ternative for people who prefer 
to avoid taking pills, the active 

ingredients in Salonpas are ab-
sorbed through the skin so they 
go directly to the pain site and 
you get fast, long-lasting relief 
that won’t upset your digestion. 
You simply smooth the patch 
over the area where you want 
relief and it’ll stick there, sooth-

ing your pain away.”
The No. 1 brand of patches in 

the world, Salonpas is available 
at major national drug-, food 
and mass merchandise stores 
nationwide, including Walmart, 
Target, Walgreens, CVS, Rite 
Aid and many others. 9 –NAPS
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ELDER LAW 

REVERSE MORTGAGES
MOVE MANAGEMENT

CAREGIVERS

(585) 259-5287
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You don’t have to let muscle pain and stiffness keep you from your leisure 
time exercises and activities.

worrying about glasses or con-
tacts is important. 

Wedding: Every couple wants 
to look and feel their best as 
they celebrate their wedding 
day. For those who are good 
candidates, LASIK allows cou-
ples to see every moment of 
their big day in clarity and com-
fort, and have great vision at the 
ready for years. 

Travel: Whether sightseeing, 
hiking, camping or exploring, 
travelers want to focus on their 
adventures, not on their vision. 
Needing glasses or contacts can 
weigh down bags and put a 
barrier between the traveler and 

the experience. Laser vision cor-
rection can give people their 
visual freedom and open up the 
world in new and exciting ways.

If a milestone in your life has 
you thinking about laser vision 
correction, such as LASIK, visit 
the American Refractive Surgery 
Council blog to research the 
procedure, learn what to expect 
before and after surgery, find 
ways to pay for it, and much 
more at www.Americanrefrac-
tivesurgerycouncil.org/blog.

Whether it’s your big day or 
day-to-day, laser vision sur-
gery can help you look and see 
your best. 9 –NAPS

Vision (Continued from Page 6)



The Liver: A ‘Blob’That Runs the Body
by NATALIE ANGIER

To the Mesopotamians, the 
liver was the body’s premier 
organ, the seat of the human 
soul and emotions. The ancient 
Greeks linked the liver to plea-
sure: The words hepatic and 
hedonic are thought to share the 

same root.
The Elizabethans referred to 

their monarch not as the head 
of state but as its liver, and woe 
to any people saddled with a 
lily-livered leader, whose blood-
less cowardice would surely 
prove their undoing.

Yet even the most ardent live-
rati of history may have under-
estimated the scope and com-
plexity of the organ. Its powers 
are so profound that the old toss-
away line, “What am I, chopped 
liver?” can be seen as a kind of 
humblebrag.

After all, a healthy liver is the 
one organ in the adult body that, 
if chopped down to a fraction of 
its initial size, will rapidly regen-
erate and perform as if brand-
new. Which is a lucky thing, for 
the liver’s to-do list is second 
only to that of the brain and 
numbers well over 300 items, 
including systematically rework-
ing the food we eat into usable 
building blocks for our cells; 
neutralizing the many potentially 
harmful substances that we in-
cidentally or deliberately ingest; 
generating a vast pharmacopoeia 
of hormones, enzymes, clotting 
factors and immune molecules; 
controlling blood chemistry; and 
really, we’re just getting started.

“We have mechanical venti-
lators to breathe for you if your 
lungs fail, dialysis machines if 
your kidneys fail, and the heart 
is mostly just a pump, so we 
have an artificial heart,” said 
Dr. Anna Lok, president of the 
American Association for the 
Study of Liver Diseases and di-
rector of clinical hepatology at 
the University of Michigan.

“But if your liver fails, there’s 
no machine to replace all its 

different functions, and the best 
you can hope for is a transplant.”

And while scientists admit it 
hardly seems possible, the closer 
they look, the longer the liver’s 
inventory of talents and tasks 
becomes.

In one recent study, research-
ers were astonished to discover 
that the liver grows and shrinks 
by up to 40 percent every 24 
hours, while the organs around 
it barely budge.

Others have found that signals 
from the liver may help dictate 
our dietary choices, particular-
ly our cravings for sweets, like 
a ripe peach or a tall glass of 
Newman’s Own Virgin Limeade 
— which our local supermarket 
chain has, to our personal devas-
tation, suddenly stopped selling, 
so please, liver, get a grip.

Scientists have also discovered 
that hepatocytes, the metaboli-
cally active cells that constitute 
80 percent of the liver, possess 
traits not seen in any other nor-
mal cells of the body. For exam-
ple, whereas most cells have two 
sets of chromosomes — two sets 
of genetic instructions on how 
a cell should behave — hepato-
cytes can enfold and deftly ma-
nipulate up to eight sets of chro-
mosomes, and all without falling 
apart or turning cancerous.

That sort of composed chro-
mosomal excess, said Dr. 
Markus Grompe, who studies the 
phenomenon at Oregon Health 
and Science University, is “supe-
runique,” and most likely helps 
account for the liver’s regenera-
tive prowess.

Scientists hope that the new 
insights into liver development 
and performance will yield novel 
therapies for the more than 100 
disorders that afflict the organ, 
many of which are on the rise 

worldwide, in concert with soar-
ing rates of obesity and diabetes.

“It’s a funny thing,” said Val-
erie Gouon-Evans, a liver spe-
cialist at the Mount Sinai School 
of Medicine. “The liver is not a 
very sexy organ. It doesn’t look 
important. It just looks like a 
big blob.

“But it is quietly vital, the con-
trol tower of the body,” and the 
hepatocytes that it is composed 
of “are astonishing.”

The liver is our largest inter-
nal organ, weighing three and a 
half-pounds and measuring six 
inches long. The reddish-brown 
mass of four unevenly sized 
lobes sprawls like a beached 
sea lion across the upper right 
side of the abdominal cavity, 
beneath the diaphragm and atop 
the stomach.

The organ is always flush with 
blood, holding about 13 percent 
of the body’s supply at any given 
time. Many of the liver’s unusual 
features are linked to its intimate 
association with blood.

During fetal development, 
blood cells are born in the liver, 
and though that task later mi-
grates to the bone marrow, the 
liver never loses its taste for the 
bodywide biochemical gossip 
that only the circulatory system 
can bring.

Most organs have a single 
source of blood. The liver alone 
has two blood supplies, the 
hepatic artery conveying oxy-
gen-rich blood from the heart, 
the hepatic portal vein dropping 
off blood drained from the in-
testines and spleen. That portal 
blood delivers semi-processed 
foodstuffs in need of hepatic 
massaging, conversion, detoxifi-
cation, storage, secretion, elim-
ination.

“Everything you put in your 
mouth must go through the liver 
before it does anything useful 
elsewhere in the body,” Dr. Lok 
said.

The liver likes its bloodlines 
leaky. In contrast to the well-
sealed vessels that prevent direct 
contact between blood and most 
tissues of the body, the arteries 
and veins that snake through 
the liver are stippled with holes, 
which means they drizzle blood 
right onto the hepatocytes.

The liver cells in turn are 
covered with microvilli — fin-
gerlike protrusions that “mas-
sively enlarge” the cell surface 
area in contact with blood, said 
Dr. Markus Heim, a liver re-
searcher at the University of 
Basel. 9 –The New York Times
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The underrated, unloved liver performs 
more than 300 vital functions. No won-
der the ancients believed it to be the 
home of the human soul. (GUYCO)



also runs the gamut in terms 
of goods and services. The big-
gest and most successful equip-
ment manufacturers might be 
instantly-recognizable thanks to 
sizable marketing budgets and 
clubs used by millions of golfers 
across the country. Meanwhile, 
huge turf care supply companies 
that are the lifeblood of course 
superintendents might remain 
relatively unknown to the most 
hardcore golf fan.

The NGF GOLF 100 is a list — 
not a numerical ranking — that 
highlights those businesses of 
fundamental importance to the 
industry, to both facilities and 
consumers, while sharing sto-
ries of innovation, leadership, 
success and growth. In some 
respects, it is the business equiv-
alent of rankings that identify the 
top 100 golf courses in the U.S. 
This objective and holistic view 
of the golf industry is a natural 
extension of the NGF’s core be-
lief to create smarter, more en-
ergized golf businesses through 
the game’s most accurate and 
objective data and insights.

The NGF GOLF 100 includes 
various sectors throughout the 
golf industry, from apparel and 
equipment companies to turf 
equipment and supply compa-
nies, course builders and man-
agement companies. It’s why 
you’ll find Top 100 representa-
tives that range from equipment 
juggernauts Callaway and Tay-
lorMade to turf care behe-
moth Toro and the world leader 
in course operations, Troon.

Among the newcomers to the 
2020 list are Discovery Golf, 
which has forged partnerships 
with the PGA TOUR and Tiger 
Woods while acquiring an orig-
inal NGF GOLF 100 company 
in Golf Digest. Other additions 
include Thor Guard, an industry 
leader in lightning prediction and 

warning systems; Golfballs.com, 
a $25 million-a-year custom-
ization specialist; Gallus Golf, 
whose mobile app technologies 
and marketing solutions help 
golf facilities connect with cus-
tomers and enhance the golf 
experience; and Aquatrols, a 
world leader in the development 
of cutting-edge soil surfactants 
and wetting agents.

Times have changed just a 
bit since the NGF’s founding 
in 1936, when the nation was 
still reeling from the Great De-
pression and many golf-related 
companies were on the brink of 
bankruptcy. At the time, six of 
the biggest ball and equipment 
manufacturers were persuaded 
to kick in funds to get the NGF 
started: Wilson Sporting Goods, 
Spalding, Hillerich & Bradsby, 
U.S. Rubber, Worthington Ball 
Co. and MacGregor Golf.

Today, the NGF is still sup-
ported by a myriad of golf-related 
businesses that represent every 
segment of the market. These 
companies — and NGF member 
courses, clubs, associations, man-
agement groups, designers and 
media — rely on NGF research, 
resources and consulting to sup-
port and influence their strategic 
planning and decision-making. 
It’s why the majority of the Top 
100 has NGF membership affil-
iation to some extent. The NGF 
GOLF 100 is limited to busi-
nesses (along with organizations 
or associations) whose primary 
focus is the golf industry or that 
have a dedicated golf division.

Eight distinct weighted criteria 
were taken into consideration 
when assessing individual com-
panies or organizations. Finan-
cial success is a key component 
of the selection process, with 
companies and organizations 
evaluated by their annual rev-
enue figures and their overall 
growth rate and trajectory. Other 

more subjective criteria were also 
factored in, including assess-
ments on influence throughout 
the golf industry, innovations, 
prominence and leadership (both 
within the sport and a particular 
category), and contributions to 
the growth and vitality of the 
game, as well as to the collective 
societal good.

The NGF GOLF 100 is lim-
ited to the U.S. market, which 
is home to almost half of all the 
world’s golf courses. As a result, 
the list includes companies and 
organizations that are based in 
the U.S. or have their golf-relat-
ed headquarters located within 
the U.S.

New in 2020 is The Inter-
national 25, an extension of 
the GOLF 100 that recognizes 
industry leaders based outside 
the U.S. On this list, you’ll find 
important organizations such 
as the R&A and the European 
Tour, a booming golf simula-
tor business such as South Ko-
rea-based GOLFZON, a massive 
Japan-based course manage-
ment company like Accordia, or 
a retailer such as Canada’s Golf 
Town.

The equipment industry — per-
haps the most publicly-visible sec-
tor with prominent club, ball, grip 
and shaft brands — leads the way 
with 20 companies in the NGF 
GOLF 100.

Acushnet, with more than $1.6 
billion in annual sales spurred by 
its famous Titleist and Footjoy 
brands, may be the biggest player 
in this category — one that also 
includes household names like 
Bridgestone, Callaway, Cleve-
land/Srixon, Cobra Puma, Mizu-
no, PING, PXG, and TaylorMa-
de. Five shaft companies and 
three grip businesses are also in 
the equipment sector.

Golf wouldn’t exist without 
companies that keep its cours-
es running smoothly on a day-
to-day basis, from mowers and 
golf carts to everyday items like 
flags, cups and ball washers. It’s 
why the turf and course supply 
sector trails only the equipment 
category with 19 businesses rep-
resented in the NGF GOLF 100.

There are a number of well-
known names in this category, 
among them golf car suppli-
ers Club Car and Yamaha, and 
companies like Toro and John 
Deere that supply a large portion 
of the industry’s mowers and 
other course maintenance equip-
ment. A business like Textron, 
meanwhile, is prominent in both 
of those markets with its E-Z-GO 
and Jacobsen brands.

There are also companies that 
the majority of golfers may not 
recognize, but owe a debt of 
gratitude to for the chemicals, 
fertilizers, pesticides, fungicides 
and herbicides they produce 
and provide to keep golf cours-
es healthy. This group within 
the turf care sector includes 
businesses such as Bayer Envi-
ronmental, BASF Corp, Leb-
anon Turf, and PBI-Gordon, 
while Rain Bird and Hunter join 
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Toro on the list as the biggest 
golf course irrigation companies 
in the game.

And then there are the com-
panies that provide essential 
course accessories like tee 
markers, flags and flagsticks, 
bunker rakes, yardage mark-
ers, cups and ball-washers. Par 
Aide and Standard Golf, a pair 
of decades-old Midwest-based 
businesses, are the clubhouse 
leaders in facility-related sup-
plies.

The apparel and accessory 
category is also well-represented 
in the NGF GOLF 100, with 13 
business-to-consumer compa-
nies, among them adidas, Under 
Armour and Nike (apparel and 
footwear), Oakley (sunglass-
es), Imperial and AHEAD (hats), 
and Sun Mountain (golf bags and 
outerwear).

The consumer-related media 
and technology sector in-
cludes Golf Channel and pub-
l ications l ike GOLF Maga-
zine and Golfweek/USA Today, 
high-tech shot-tracking Arccos, a 
leading tournament software pro-
vider in Golf Genius, and golf sim-
ulator company Full Swing Golf.

Third-party management 
companies are big business in 
the golf world, particularly the 
biggest of the bunch. The top 
10 management companies 
run more than 850 facilities in 
the U.S., almost 38 percent of 
those under management. In 
all, there are 12 golf operations 
companies in the NGF GOLF 
100, from Arcis Golf to Trump 
Golf. The golf arm of President 
Donald Trump’s business empire 
operates 19 facilities worldwide, 

including 12 in the U.S., a ros-
ter that includes the four-course 
Doral resort in Miami and seven 
courses throughout New York 
and New Jersey.

PGA TOUR Superstore 
and DICK’S Sporting Goods/
Golf Galaxy are among six NGF 
GOLF 100 companies in the 
retail space, a group that also 
includes Golfballs.com, Global 
Value Commerce, TGW and 
Worldwide Golf.

Umbrella companies run by Jack 
Nicklaus, Greg Norman and Tiger 
Woods that dip into a multitude 
of pursuits — from course design 
and philanthropy to apparel and 
technology — are included in the 
catch-all Miscellaneous category. 
That sector also includes Topgolf 
and competitor Drive Shack Inc., 
the company that encompasses 
the Drive Shack golf-entertain-
ment complexes in addition to 
American Golf, long one of the 
game’s top owner/operators.

Perhaps some of the asso-
ciations in golf are the most 
noteworthy businesses of all, 
whether that’s making money, 
growing the game and/or influ-
encing the industry. There aren’t 
many organizations with more 
clout in the sport than the PGA 
TOUR and the USGA, which 
both make millions of dollars 
from corporate sponsorships 
and television deals while simul-
taneously activating far-reaching 
player-development and charita-
ble initiatives.

While golf fans might only see 
clubs, ball and apparel companies 
on TV, the NGF GOLF 100 is 
designed to celebrate they myriad 
different business segments that 
contribute to the game. x

tle. Medterra’s streamlined mar-
keting, for example, including 
information and pamphlets, is 
why Chambers Bay opted to 
bring the company’s gel caps, 
tinctures and roll-ons into its 
pro shop.

“It’s easier to say yes to a com-
pany that puts information out 
there with their display piece and 
obviously they have a few guys 
on tour,” said Lippold. “With 
any new kind of products, we 
need to give them run and see 
how they do. As it starts to gain 
more exposure, it’s important 
for us to be able to offer it. It’s 

the kind of thing golfers might 
roll it into the purchase of a 
glove or a sleeve of balls.”

Bernie Friedrich, the senior 
vice president of golf and re-
sort sales at Boyne Resorts in 
Michigan, said he was a CBD 
skeptic at first but came around 
as sales rose at three different 
golf facilities.

“I was blown away with the re-
sults and interest,” said Friedrich. 
“We have had to re-order the 
product three times, which is a 
lot for our season. Many people 
have reported great results and I 
think it will continue to grow as 
more people try CBD products.”

“People ask about it, but we 
don’t move a lot,” says Mike 
Wegener, who works in the pro 
shop at Snoqualmie Falls Golf 
Course. The public facility in Fall 
City, Washington, has a custom-
er base that’s primarily 60-and-
over, with a layout that’s just 
under 5,700 yards from the back 
tees, relatively-flat and walkable.

Like any product in golf re-
tail, consumers ultimately want 
to know if it will help them, 
whether it’s improving their 
performance from a mental or 
physical standpoint, or aiding 
their recovery. x

© National Golf Foundation.

“Make three birdies in a row, 14-
under par and then here we are.”

The 56-year-old Spaniard has 
nine victories on the 50-and-over 
tour, also winning at Hualalai in 
2015. He has won in all seven 
his senior seasons.

“Played well every year here 
and it’s nice to have a second 
win,” Jimenez said.

Els made his senior debut 
Thursday with an even-par 72 to 
fall eight strokes behind leaders 
Jimenez and Bernhard Langer, 
then rallied with consecutive 
65s. The four-time major win-
ner from South Africa had an 
eagle and five birdies, chipping 
in on the par-4 16th for his final 
birdie.

“Disappointing, obviously,” 
Els said. “I would have loved to 
got it through, but I had a couple 
of chances, didn’t quite get the 

right speed or the right line, but 
all good. Congrats to Miguel.”

The 60-year-old Couples fin-
ished with a 67.

Jimenez and Couples left bird-
ie tries to win on the 18th in reg-
ulation just short, and Jimenez 
had a birdie putt stop on the 
edge on the first extra hole.

With the wind down, Els’ 
12-footer to win on the first 
playoff hole ran by the right 
edge. On the second extra hole, 
his 20-footer went by on the 
right side before Jimenez holed 
the winner.

“Not going to be short,” 
Jimenez said.

Els missed a chance to be-
come the 19th player to win 
in his tour debut. Jimenez was 
the last to accomplish the feat 
in the 2014 Greater Gwinnett 
Championship.

“The first day, it was pretty 

disappointing,” Els said. “I was 
almost last in the field. Then I 
got myself back up and played 
some really good golf.”

Jimenez ended up with the 
victory lei.

“It looks nice and sexy,” he 
said. 

Retief Goosen shot 64, the 
best round of the week, to tie for 
fourth with Wes Short Jr. at 12 
under. Short closed with a 67.

Langer, tied for the lead with 
Els, Couples and Jimenez with 
two holes left, finished double 
bogey-bogey for a 71. The 
62-year-old German star, a 
three-time winner at Hualalai, 
hit long and left into the lava on 
the par-3 17th.

Second-round leader Woody 
Austin, playing in the final group 
with Langer, had a 73 to tie for 
ninth at 10 under. x

©Golf Channel
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HAVE YOU HEARD ANYTHING NOTEWORTHY 
ON THE LOCAL GOLF SCENE? 

Golf Week’s “Mulligans,” column allows our readership 
to “play over” the news, notes, and anecdotes which may 

be of interest to others.
Remember Mulligans throughout the 

year for your golf vacation stories.
Send your notes to Golf Week, 

2535 Brighton-Henrietta TL Rd.,  
Rochester, NY 14623, call the Golf Line 

at (585) 427-2434, or email  
editor@golfweekrochester.com
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