Golf suppliers squeezed by tariffs
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Story Highlights

o Callaway Golf saw its gross margin fall to 42.2% due in part to tariff expenses in 2025.

» Golf course participation reached 29 million in 2025, marking the eighth consecutive
year of growth.

« Acushnet Holdings expects tariff costs to rise to $70 million in 2026 from $30 million in
2025.

Golf's popularity is surging, but that doesn't mean the companies that make and sell the game's
playing equipment are riding high.

The impact of global tariffs and economic uncertainty among consumers are squeezing golf
suppliers financially.

According to the National Golf Foundation, on-course golf participation surpassed 29 million
players in 2025, the eighth year of consecutive growth and approaching the all-time high of 30.6
million in 2003. Much of the growth has been driven by an unprecedented number of women and
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people of color who are playing the game, according to the foundation.

The industries that are best positioned to ride that wave, however, are dealing with higher costs,
lower margins and an uncertain global economy.

Among those companies, Carlsbad, California-based Callaway Golf Co., which makes and sells
golf clubs, balls and other equipment, said earlier this year it saw tariff expenses above and
beyond its baseline of about $35 million in 2025, with an expectation the cost will grow to $40
million this year. That meant that instead of seeing its gross margin grow as the company cut
costs, the company saw that figure decline, coming in at 42.2%.

When asked about how Callaway has responded to the increased tariff costs, CEO Chip Brewer
said on an earnings call in February that it was doing its best to improve its long-term margin
profile and focus on higher-margin products.

“We've taken that very seriously," Brewer said. "We talked about ... restructuring efforts. We've
talked about how we are working with our vendor partners. We're changing our mix. We're
redesigning product where appropriate.”

Golf companies are feeling the pressure because much of the equipment is imported from Asia,
which was hit hard by President Trump’s 2025 tariff increases, said Usha Haley, the W. Frank
Barton Distinguished Chair in International Business at Wichita State University and an expert on
international trade.

But consumer activity is also having an impact on the companies. Golfers have been delaying
equipment upgrades, part of a broader dampening in consumer demand in a highly discretionary
industry, Haley said.

“The past year has been marked by uncertainty, slowing investment and fewer product launches
in golf," she said. "Companies have shifted from innovation to cost management and sourcing
strategy. This downward cycle will probably continue in the near and mid terms.”

Acushnet Holdings Corp., which makes Titleist-branded products and other equipment, also saw
its margins dip last year, with the company reporting $30 million in additional tariff costs. The
company said in an earnings call in February that it expects about $70 million in tariff costs in
2026.

That projection was made for the operating environment in place before the Supreme Court
invalidated much of President Trump’s tariff activity. How the court's decision ends up playing out
in the form of refunds, new tariff policies or other actions remains uncertain, said Sean Sullivan,
Acushnet's chief financial officer.

CEO David Maher said in the company's earnings call that Acushnet’s apparel business,
specifically its FootJoy line, has been heavily impacted by tariffs.
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“That business, more than others [has been] heavily burdened by tariffs," Maher said. "We're
doing a good job mitigating, offsetting as best we can.”

Jay Hubbard, director of marketing at Ace Indoor Golf, linked the higher tariffs to higher equipment
prices and fewer aggressive discounting cycles — resulting in higher costs for clubs, shafts, bags
and other accessories.

“In the past year, prices have stabilized at higher baseline levels rather than falling back to where
they were ... primarily in the premium equipment and technology categories,” Hubbard said in an
email.

The response for some golf companies has been to diversify their supply chains away from China
and toward Vietnam, Taiwan and other countries, but narrower margins are a problem for
companies that can't afford to absorb increased, tariff-related costs or raise prices.

“In our experience as a golf simulator company, we’ve experienced similar cost pressure on
launch monitors, turf and enclosure materials — where even small changes in tariffs can affect
total system pricing,” Hubbard said.
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