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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 30, 2007,

Golfsmith International Holdings, Inc.
Safe Harbor Statement
Under the Private Securities Litigation Reform Act of 1995
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Industry Trends - Golf

¢ Industry consolidation continues as independent “mom and pop” retailers lose share to dominant retail
chains that offer superior assortment, service and multi-channel access

* Total golf retail spend remains flat at $6 billion
* Total rounds played has been flat for the last five years
* Big Box has 18.3% of all doors in 2007 versus 15% in 2006

e In 2007, total square footage of off-course retail increased by 6.5%, while the number of total off-course

doors decreased by 5%

¢ Demographics favor long-term growth — baby boomers alone should increase rounds played from 500mm to
600mm by 2020

-source: National Golf Foundation and Longitudes Group, LLC.

Authentic. Integrated. Innovative. (c) 2008 Golfsmith International Holdings, Inc.



Industry Trends — Tennis

¢ Opportunity to consolidate a fragmented
market $1+ Billion Market

¢ Currently in 58 stores
Women
 Expert tennis stringers in stores represent 33%
o T T of fhe mparket
* Tits strategically with focus on women —— and 53? of the
and apparel = Pending
—  Male =47.1%
Apparel and
— Female = 52.9% Jfootwear represent
65% of sales.

* Overall participation in tennis has grown
12.2% over the past 6 years Frequent players

increased 9.6% in
2005 to 5.2 45

miillion.

Source: Tennis Industry Association, National Sporting Goods
Association, US Tennis Association.
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Who We Are

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

* Recognized retail brand with 40-year history
* Proven store model with activity-based shopping environment

* Differentiated mix of national brands such as Callaway and TaylorMade
and integrated proprietary brands such as Lynx and Snake Eyes

* Golf and Tennis leader
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Why Own Golfsmith

Brand Recognition

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

Retail Growth Opportunity

— Expand store base in key markets

Established Direct Channel

— Catalog represents dominant player in

category; opportunities to leverage
internet, catalog and retail to drive sales

Scalable infrastructure

INNOVATION SHOPPING EXPERIENCE
— Flexible, scalable, cost-effective

Experienced Leadership
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Stores Strategy

Golfsmith offers an exceptional guest experience in an environment that supports both full
and self-service options, leveraging its product and technical expertise

¢ Provide an exceptional guest 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

* Size the store to the market opportunity
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Stores Strategy
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Raleigh — the Golfsmith “Megastore” Model

Golfsmith sizes its stores to the market opportunity and creates innovative and inspiring
environments that support the golf and tennis lifestyle

* An interactive, engaging big box destination golf and tennis store

* An environment that supports the lifestyle of the game

* A guest experience unrivalled within the industry

e Activity areas that encourage practice, game improvement and fun

* An enhanced apparel selection with a focus on premium brands

* A showcase for the latest technology innovations
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Raleigh — the Golfsmith “Megastore” Model
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Direct Strategy Golfsmith :

GOLF STORE
Leverage our experience in the Direct business and our

GOLF STORE
DT DALY

multi-channel model to provide guests the most flexible

GOLF & TENNIS .!‘ il

- - A i ]
. % P 1
OUTLET | PRE-OWNED | CLUBMAKING _ DRIVE for WOMEN | TENNIS | CUSTOM L0GO

PLAY & LEARN » Exuert Advicy | Playes Sorvices | Tow Tiows | What the Pros Play | Gelf Travel | Toutnamend Guar | Gulf Handivay
@  orangs et e

{39590 Fiat-fute Sipping!

and convenient ways to shop

Authentic. Integrated. Innovative.

prte.

il Avesing.

308 Apparel

GRom Eais & Trawel Covers ;

i Boly

Soh Corles

Gol Chubs

i s - Custoe Fi

st B

308 GiMls 8 Coh Carmd

Gl Gy

Gl G

30 Fopnge Firekes | GFS

o Shosy

Cai Surinsaes

o Teairinng Akly

\ESGA Handkc s Senice
HNEW TECHNOLOGY FROM MIZUND GOLF

>» NEW rom

| v/aylorMade

>

Driver, Fairway Wood & lrons

(PﬂE-UR[IEH YOURS!

The BIGGEST thing in Golf & Tennis is coming to RALEIGH!  see oetaits

GET REWARDED!

Thie new W and MP drivers and irons sre nerel Getthe " ]
GOLF SPECIALTY Ealist in clsh b hmalogy fom Mizn Golf and E m”
neciy Offérs axpensance splosive distance, amanng fael and T -
Mo & Ofice unparalizled fargveness
Perunabizd Goil Guar . B the Livest
i " © Hew Mizuno Clulis Fromations
Ieams & Coleate 1) & Contasts!
Tetrnament & Corporate Gear AL {
Wion & Bocks FREE PERSOMALIZATION ON GOLF DALLS )l i 1o
Fora limitad time, tere's no edra charge on select, == MONTHLY CONTEST
mame birand golf balls whoen you add personalistion B= }-1 —
GOLF BY PLAYER Take advantage Now and you can slock up Tor yaursen IF 2 Jl:'.'
Mo ke or give some 83 8 gitl J ' ¥ B
PLAY GREAT L P Ty | g

Clubs and Appared Sale

Top 50 Reviewer Overall Rating
4 gutof5

Great Feel, Bad Sound

Received this Iast month and | really like this club. |
ordered it to my specs but decided to stick with standard
RE*AX shaft rather than my standard shaft of choice (UST
V2 650) since the weight was the same. Club has great
action off the face and feel is good for a non-TP model
Standard shaft is quite comparable to the UST with a little
higher kick. Originally thought the moveable weights was a
gimmic but they do make a noticeable difference in ball
flight using the same swing. Only major complaint is the
sound which | can only compare to hitting a hammer
against a paint can. Although there is a nice sound
difference between hitting the sweet spot and off center
hits, the overall neise is not pleasant. Overall, a strong club
but likely to be the victim of my usual new driver every 18
maonths and not a bag fixture

‘Written by: MZehner (Newport Beach, CA)

B (read all my reviews
Date: September 10, 2007

Skill Level: Intermediate

Gender: Male

‘Where do you play most often?: Mo preference
How often do you play?: Multiple times per month

Share this Review
B

Was this review helpful to you? Yes No

Average Customer Rating:

NN N 47 outof 5

Golfsmith G&A

7 Questions | 9 Answers
Fead all Q&A Ask a new guestion

Report Inappropriate Review]

BV COLIIMITHEaM
1-800-815-4T66

Share this Product: ] 5 =
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Flexible Infrastructure

Scalable, cost-effective, capable of supporting growth strategy
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Growth Strategy

* Continue to expand store base
— Now 74 stores in 28 markets, 19 states

— Ample real estate available for core golf and tennis concept

 Size stores to the market opportunity

e Grow direct channel
—  Scalable Internet business
— Expanding catalog titles

* Increase same store revenues and profitability P
% © " Golfsmith

—  Activity-based stores f e
%
—  Grow proprietary, women’s, tennis and services businesses : Give
b LS G.a better
: : : : .. (2 Gdiiie
* Diversify sales base with New Business opportunities ALY

— Third party gift cards, incentive programs, corporate logo, travel, team sales

* Grow with discipline

—  Metrics driven

— Experienced management
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What will be different in 2008

Inventory productivity improvement

Bottom line results
— Payroll process/leverage
— Best in class models

— Conservative budgeting/spending

Real estate flexibility

— Sizes, locations

* Execution
— Financial
— Marketing
— Buying
— Selling
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Financial Performance




Growth

# of stores
74
52 62
38 ﬁ I
| 2003 | 2004 | 2005 | 2006 | 2007 |
Total Revenues
$206.2 $323.8
$257.7 j
2003 2004 2005 2006 2007E
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Core Store Model (excludes new Mega store concept)

Model Store Investment*®

(dollars in thousands)

Net Capital Expenditures $ 600
Net Inventory Investment $ 400
Pre-opening Expenses $ 150
$ 1,150
Year Open Open+1 Open +2 Open +3
Total Sales $ 26 $ 46 $ 47 $ 49
Comp % 17% 9% 3%
Cash Contributions** 0% 10% 12% 13%
Cash ROI 0% 38% 51% 55%

* Capex varies by market and property condition and excludes tenant improvement. Inventory is net of AP.
P Y prop P ry

** Assumes May average opening. Contribution excludes pre-open, depreciation and indirect.
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Outlook

Fiscal Year 2007
—  -3.7% comps
— Revenues of $388 million

— EPS of $0.13 to $0.16
Ditficult industry dynamics

Soft consumer market
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Outlook

* Fiscal Year 2008

— Flat to slightly positive comp sales growth
— Slowed store unit/sq. footage growth

— Focus on improved inventory productivity and meaningful profit growth
through payroll leverage and cost containment

— Full outlook to be provided in early March with earnings release and 10K filing

Authentic. Integrated. Innovative. (c) 2008 Golfsmith International Holdings, Inc. 22



What will be different in 2008

Climatic marketing

December marketing

Accelerate apparel business

Services bidding

Margin improvement
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Why Golfsmith?

* One of the largest multi-channel Established direct channel

retailers of golf equipment,

; , — Catalogs, Internet
apparel, club making, services

_ _ _ Advanced infrastructure
* Recognized retail brand with

40-year history — Flexible, scalable, cost-

effective
* Proven store model with activity-

based shopping environment

Experienced leadership

e Differentiated mix of national Growth strategy

brands and integrated proprietary — Expand store base, grow
brands such as Lynx and Snake direct channel, new business
Eyes opportunities

Authentic. Integrated. Innovative. (c) 2008 Golfsmith International Holdings, Inc. 25




