Global Golf directors Langley
Jo Bartram and Mike Askew.
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ic path to success

THE VISION OF LANGLEY PERRINS HAS DRIVEN HIS UPMARKET GOLF
APPAREL BUSINESS TO UNCHARTED HEIGHTS IN SOUTH AFRICA.

BY BARRY HAVENGA

alking through Global Golf’s
combined head office and
warehouse, in an industrial

area of Sandton, you soon grasp why the
company is firmly entrenched as the
leading supplier of retail and wholesale
logoed golf apparel in South Africa. The
sheer quantity of stock is overwhelming,
comprising their core business brands of
Cutter & Buck, Ahead and Rhode Island,
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for which they have the sole distribution
rights in South Africa.

The building is literally stacked to the
ceiling. The ceiling space has been recently
converted into New York-style loft apart-
ment offices, which mirror the company’s
upward path under its three directors, Lan-
gley Perrins, Jo Bartram and Mike Askew.

Global Golf’s business model is com-

prised of its core business, which is big

stock orders from America used for corpo-
rate golf days, and branded apparel and
headwear for golf clubs throughout South
Africa. And their retail division, which has
shown tremendous growth, selling upmar-
ket apparel that is well-presented, fashion-
able and functional. Owning 12 on-course
high-end retail shops around the country,
they have made the selling of logoed goods

aspecialised and profitable business.

PHOTOS BY CHRISTOPH HOFFMANN



Date : September, 01 , 2008 Publication : Golf Business Page Number : 36; 42

Page 2/6

Employing 60 staff members, the
company’s strategy has been focused on
lifestyle and golf apparel, predominantly
knit and woven shirts, trousers, jackets,
sweaters, luggage and headwear. Moving
forward there are plans to develop recently
acquired brands such as Oscar Jacobson
(high-end Swedish-made apparel), Burton
and Datrek golf bags, Devant towels and
Feeltec grips.

But it is in logoed headgear and accesso-
ries that Global Golf dominate the South
African market, made possible by the
acquisition of the Ahead licence three
years ago. Ahead is the premium headwear
brand in America with an 80 percent share
of the logoed market. With two in-house
embroidery machines— each costing
R400 000 - Global are able to choose

Ve

from 600 different colour and style op-
tions. And that’s just for caps and visors.
Global Golf has also found a niche mar-
ket in South Africa’s growing golf tourism
industry. Overseas and even local visitors
want to take home a souvenir after playing

golf industry

The pro shop at Pearl Valley,
operated by Global Golf.

“Our goal is simple: To continue to build
businesses (golf shops) so that the client
can make money, and so can we,” says Per-
rins, a former Sunshine Tour professional
who founded the company in 1995 and is
the majority shareholder. “We need to keep

“GETTING THE CUSTOMER’S ORDER
CORRECT IS THE KEY. NOTHING IS EVER
SIMPLE OR THE SAME.”

at resorts like Pinnacle Point, Arabella or
Fancourt. While shirts and caps are the
two main sources of revenue, Global also
drops a club’s name on bag tags, ball mark-
ers, pitch mark repairers, hat clips, wallets
and money clips. They currently service 90
clubs in South Africa.

being innovative in the way we display our
products and maintain the professional
level of service we give our clients.
That’s what will keep us in front of the
opposition.”

Perrins left for America in the early
1980s when he was a 17-year-old, on the
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The senior management team at.their head office in
Sandton: Askew, financial officér Ronald Allen, retail
business manager Hendrikide Vos, Bartram and Perrins.

advice of PGA Tour pro Denis Watson,
who he had befriended while a member at
Parkview GC. He won a handful of ama-
teur events in Florida, but in order to stay
in the country he was forced to turn
professional. A year later he was playing
on various mini-tours, but also working

in the pro shop at the Plantation Country
Club in Venice, a job that piqued his inter-
est in golf retail.

On returning to South Africa, Perrins
played on the Sunshine Tour for 10 years,
without much success, and started his own
business called Active Bullet, importing
gloves, tees and David Leadbetter training
aids, having met the legendary teacher
through Watson in Florida. Further ven-
tures followed in the equipment industry,
first with Dale Hayes and Bullet Golf and
then with Tony Rice and Mizuno.

“While playing the local tour, I always
dabbled in some form of business to stay
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alive really,” says the 42-year-old. “Then my
ankle was crushed in a car accident in 1993,
and I endured seven operations on my
right index finger after I got gangrene
from an accident while changing the grip
of a club. I was out of golf for 18 months
and needed to find alternative sources
of income.”

In 1996, while paging through an
American golf magazine, Perrins came

high-end apparel, which Global Golf then
expanded into its own stores.

“The decision to partner golf clubs and
resorts in running their pro shop operation
has been very beneficial for both parties,”
says Perrins. “Clubs wouldn’t normally go
the route of buying high-end merchandise,
but we take the risk because we know what
we are doing. We believe in our products
and have the merchandising techniques to

“OUR GOAL IS SIMPLE: TO CONTINUE TO BUILD
BUSINESSES (GOLF SHOPS) SO THAT THE
CLIENT CAN MAKE MONEY, AND SO CAN WE.”

across adverts for Cutter & Buck and had
the idea of bringing upmarket golf apparel
to South Africa. He contacted the com-
pany and travelled to America to set up the
deal. It was immediately successful and
became the benchmark in this country for

sell them off the shelves.”

Perrins is also a partner and sharcholder
in Prestige Brands in Australia and New
Zealand, which follows the same business
model of Global Golf. Former River Club
CEO Rob Selley is a partner in the business






