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Golfsmith International Holdings, Inc.

Safe Harbor Statement

Under the Private Securities Litigation Reform Act of  1995

Safe Harbor

Our presentation includes, and our response to various questions may 
include, forward-looking statements about the Company‟s revenues 
and earnings and about our future plans and objectives.  Any such 
statements are subject to risks and uncertainties that could cause the 
actual results and the implementation of the Company‟s plans and 
operations to vary materially.  These risks are discussed in the 
Company‟s fillings with the S.E.C., including, without limitation, the 
FORM 10K filed March 3, 2009.
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Investment Highlights

• Brand Recognition

– Leading retailer known for innovation and 
unique shopping experience in the golf 
and tennis specialty store market

• Operating Margin Expansion Opportunity

– Improving operating efficiency

– Increasing store productivity

– Cash flow Improvements

• Retail Growth Opportunity

– Expand store base in key markets 

– Leverage internet, catalog and retail to 
drive sales

– Gain market share in consolidating 
industry

• Positive Shift in Demographic Trends

• Experienced Management Team

VALUE

SHOPPING EXPERIENCEINNOVATION

Golfsmith

Brand Position
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Leadership Bios
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Martin Hanaka, Chairman of the Board, Chief Executive Officer and President

• Chairman of the Board since April 2007, Interim CEO since 1/‟08 and CEO since 6/‟08

• Chairman and CEO of Sports Authority between 8/‟99 and 6/‟04

• President, COO and director of Staples, Inc. between „94 and „97

• Various positions at Sears

• Numerous other past public Board memberships including: Staples, Sports Authority, 
Trans World Entertainment and Wil-Mar Industries

Sue E. Gove, Executive Vice President | Chief Operating Officer/Chief Financial Officer

• Independent consultant since April „06, serving clients in specialty retail and private equity 
including

• Alvarez & Marsal and as Acting COO at Levitz Home Furnishings, Inc.

• Served as Executive Vice President | Chief Operating Officer of Zale Corporation from „02 
to „06, Chief Financial Officer of Zale Corporation from „98 to „02, and in other positions 
since 1980

• Board of Directors of AutoZone, Inc. since „05 (serves on audit |nominating |governance 
committees)

• Board of Directors of Zale Corporation „04 – „06
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Who We Are

• One of the largest multi-channel retailers of golf equipment, 
apparel, club making, and services

• Recognized retail brand with 42-year history

• Proven store model with activity-based shopping environment

• Differentiated mix of national brands such as Callaway, 
TaylorMade, Ping, Titleist, Cobra and Mizuno and integrated 
proprietary brands such as Lynx and Snake Eyes and                
now MacGregor!

• Tennis specialty leader

Lifestyle. Innovation. Experience. (c) 2009 Golfsmith International Holdings, Inc.
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Retail

• Exceptional customer experience

• Activity-based, interactive environments

• Leverage our multi-channel model – kiosks, order online pick-up in-
store

• Educate our guests with “how-to/technical” messaging, promoting 
the most innovative solutions, lifestyle offerings and the hottest 
brands

• Unique custom club fitting offered with trained specialists

• Professional lessons offered through GolfTEC®

partnership

• Size the store to the market opportunity

Lifestyle. Innovation. Experience. (c) 2009 Golfsmith International Holdings, Inc.
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Direct 

Lifestyle. Innovation. Experience. (c) 2009 Golfsmith International Holdings, Inc.

• Continue to invest in the Web and leverage Golfsmith.com to drive Retail

• Leverage catalogs to drive Direct business

• Expand our online presence directed as a “multi-channel marketing tool 

that also drives online sales”

• Expand social media efforts

• Add video tied to product features, lessons

• Relaunch the web site with new design in June 2009
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Industry Consolidation Provides Market Share Opportunity

• National market share likely to increase near-term while off-course 

specialty/independent retailers experiencing market share loss

• In 2009, total square footage of off-course retail held flat, while the number 

of total off-course doors decreased by 11.8%

• Total rounds played has been relatively flat for the last 5 years

• Demographics favor long-term growth
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US Golf Retail by Square Footage

2008 2009

Sq. Footage Sq. Footage %Change in

in (000's) in (000's) Sq. Footage

9,500 9,500 0.0%

US Golf Retail by Total Doors

2008 2009

Off-Course Off-Course % Changes in

Doors Doors Doors

1,671 1,474 -11.8%

Source: NGF – The Business of Golf 2009
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Industry Consolidation

Type 2008 Closings Openings 2009* % Change

National 551 100 81 516 -6.4%

Multi/Regional 201 28 14 189 -6.0%

Mom & Pop 919 170 38 769 -16.3%

Total 1671 298 133 1474 -11.8%

* 32 Stores reclassified by NGF and removed from database

(c) 2009 Golfsmith International Holdings, Inc.
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Golfsmith vs Golf Galaxy

Lifestyle. Innovation. Experience.

Sources: 

SEC.com, Earnings Call transcripts from SeekingAlpha.com 

Golf Datatech LLC: „Total Mkt‟ - On Course & Off Course Specialty Sales of Balls, Woods, Irons, Wedges, Putters, Shoes, Gloves, Bags

Retail Comp Sales Comparison 
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 %

Golfsmith Golf Galaxy Total Mrkt

Q1-07 Q2-07 Q3-07 Q4-07 Q1-08 Q2-08 Q3-08 Q4-08 Q1-09

Golfsmith -5.7% -4.7% -0.2% -4.6% -8.4% 0.5% -4.6% -17.3% -11.7%

Golf Galaxy 0.0% 5.5% 4.7% -9.8% -7.4% -4.5% -7.4% -20.7% -19.7%

Total Mrkt 3.5% 1.3% 1.7% 0.4% 0.3% -3.3% -5.6% -14.4% -14.9%
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State of the Business

Lifestyle. Innovation. Experience. (c) 2009 Golfsmith International Holdings, Inc.

• Exceeded our Q1 Plan

• Expect to be cash flow positive for the entire year

• Leading with innovative and differentiated promotions 

& product

• We are gaining market share

• Industry consolidation among retailers will continue

• Launched „Golfsmith Xtreme‟ concept with 2 new 

stores and 2 relocations 

• Irvine, CA ‘Golfsmith Xtreme’ opening 11/09

• Developed 3 Year Growth Plan with Real Estate 

Strategy



Innovative Product & Promotions

(c) 2009 Golfsmith International Holdings, Inc. 14Lifestyle. Innovation. Experience.



• +/- 18,000 sq. ft.

• Full Product Assortment

• Full Size Hitting Bays (Pie) & Full 

Putting Green

• Center Apparel Focus

• Pre-Owned Club Center

• Club Solutions Center with Clubmaking 

Staff

• GolfTEC Inside

BMW 3 Series

(c) 2009 Golfsmith International Holdings, Inc. 15Lifestyle. Innovation. Experience.



• A Golfsmith Store Plus Full Service Golf 

and Tennis

• Approx. 25,000 sq. ft.

• Enhanced Experiential Areas

• Expanded Hitting Bays (6-8)

• Expanded Putting Green

• GolfTEC Inside

• Tennis

BMW 5 Series

16(c) 2009 Golfsmith International Holdings, Inc.Lifestyle. Innovation. Experience.



• The future of big box golf and tennis 

retail

• 30,000 ï40,000 sq. ft.

• A fun and inspiring environment

• A showcase for Innovation, Lifestyle and 

unrivaled Experience

BMW 7 Series

17(c) 2009 Golfsmith International Holdings, Inc.Lifestyle. Innovation. Experience.
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Near-Term Strategy ï2009 Budget

Focus on Profitability and Cash Flow

(c) 2009 Golfsmith International Holdings, Inc.Lifestyle. Innovation. Experience.

• Institute Operational Efficiencies

• Increase Store Productivity

• Cash Flow Improvements
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Institute Operational Efficiencies

(c) 2009 Golfsmith International Holdings, Inc.Lifestyle. Innovation. Experience.

Cost Initiatives ($000) In 2009 Plan Complete ï
Incremental 
to Plan

Still under 
review

Distribution Efficiencies $700 $300 $1000+

Zero based budget $400

Elimination of non-essential positions $900

Renegotiated Major Contracts

-Energy, Legal, Telecom, Audit, Armored 
Car

$300 $400 $200

Lease negotiations $500 $500+

Multi-state tax liability $100 $500+

Call Center Efficiency $200

Cash Management $300

Process Improvements $1000

TOTAL $2,300 $1,600 $3,400
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Store Productivity Enhancements
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üPromote a selling culture

ĬEstablish key selling metrics

ĬRewards & Recognition

ĬLoyalty Index

üRefine store model

ĬRent Reductions

ĬPayroll Optimization

üModify marketing program

ĬInnovative Promotions:  Go Sergio, Free Rounds

ĬGrassroots Testing

ĬShift spend to highest return

ĬLeverage Vendor Promotions

üEnhance merchandise assortment

ĬMacGregor 

ĬTailor assortment to market
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Cash Flow Improvements
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üImprove inventory management

Ĭ Reduce inventory levels in 2008 and 2009 by approximately 5-7%

Ĭ Reduced excess and obsolete inventory 

Ĭ Lowering weeks of supply in warehouse and freeing up cash

Ĭ Carefully control purchases to rate of sales

Ĭ Negotiated improvements on vendor terms

Ĭ Expanding usage of Powerbuys with improved margin and dating

üInvest in top stores

Ĭ Increased Instock Position

Ĭ Hitting Bay Upgrades

Ĭ New Apparel & Technology Fixtures
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Growth Highlights

38
46 52

62
72 72

2003 2004 2005 2006 2007 2008

# of stores

$257.7
$296.2

$323.8
$357.9

$388.2 $378.8 

2003 2004 2005 2006 2007 2008

Total Revenues
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Q1 2009 Results

Golfsmith International Holdings, Inc.
Consolidated Statements of Operations($ in 000s)

 Q1 '09 % Sales      Q1 '08 % Sales $ Chg.  % Chg.

Net revenues 68,793  79,235     (10,443)  -13.2%

Gross profit 22,770  33.1% 27,160     34.3% (4,389)    -16.2%

SG&A 25,462  37.0% 29,987     37.8% (4,525)    -15.1%

Preopening/Closing 348       28            320         1137.3%

EBITDA (2,983)   -4.3% (2,848)      -3.6% (135)       4.7%

Depreciation & amortization 2,356    2,349       7             0.3%

Other (income)/expense, net (57)        (7)             (50)         765.1%

Interest expense 477       988          (511)       -51.7%

Pretax loss (5,816)   (6,185)      369         -6.0%

Income tax benefit 690       742          (52)         -7.1%

Net loss (5,126)   -7.5% (5,443)      -6.9% 317         -5.8%

EPS ($0.32) ($0.34) $0.02 -7.0%
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Q1 2009 Results

Golfsmith International Holdings, Inc.
Balance Sheet Metrics($ in 000s)

Q1 '09 Q1'08 $ Chg % Chg

Net Inventory   94,147    100,522      (6,375) -6%

Trade AP   55,105      40,873      14,232 35%

Long Term Debt   45,189      65,413    (20,224) -31%

Free Cash Flow     7,549    (16,537)      24,086 -146%



27

• Negative trend expected to continue at least through Q3 of F2009

• Store growth – slowed store unit/square footage growth

• Profit growth – improved inventory productivity, payroll leverage and cost 
containment

• Preserve cash

– Pause on major capital expenditures

– Continue to improve working capital

Lifestyle. Innovation. Experience. (c) 2009 Golfsmith International Holdings, Inc.

Outlook ïFiscal Year 2009



Golfsmith | Long-Term Growth Strategy



29

Long-Term Growth Strategy  - 2010 through 2012

• Selective/Managed Store 
growth

– Expand store base in 
existing and new markets

– 3 Year Plan rollout in 2010

– 4 – 7 stores per year

• Remodel existing store base

– 3 – 6 remodels of existing 
store base a year to bring 
key stores/markets to the 
new experiential format

• Improve 4-Wall productivity 
of existing store base

– Gross margin expansion

– Cost efficiencies and 
productivity improvements

• Capitalize on proprietary 
brands

• Continued investment in new 
web functionality 

– Social marketing tools, 
Streaming video, Online 
services

• Growth self-funded with 
operating cash flow

(c) 2009 Golfsmith International Holdings, Inc.Lifestyle. Innovation. Experience.
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Why Golfsmith?

• One of the largest multi-channel 
retailers of golf equipment, 
apparel, club making, and 
services

• Recognized retail brand with     
42-year history

• Proven store model with activity-
based shopping environment

• Differentiated mix of national 
brands and integrated proprietary 
brands such as Lynx, Snake Eyes 
and MacGregor

• Established direct channel

– Catalogs, Internet

• Advanced infrastructure

– Flexible, scalable, cost-
effective

• Experienced leadership

• Growth strategy

– Expand store base, grow 
direct channel, new business 
opportunities
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