
“There are certain tournaments when
we know we’re watching the beginning
of a new era,” says Casey Alexander, di-
rector of research and special-situations
analyst for golf stocks at Gilford Securi-
ties Inc. “And clearly, that was true in
this Masters.”

Like Woods, Spieth won people over
not just with his golf but also with his es-
sence. Woods was a young, dynamic man
of colour in a staid, white sport. And that
was a refreshing change for golf.

Spieth emerges now as a similarly re-
freshing change: a young, dynamic new-
age champion. Quite simply, Spieth
slipped into a green jacket and the role
as one of the most marketable athletes
in all of sports—in fact, one of the most
marketable in all of entertainment.

Call him the $25 Million Man—at the
very least. That’s the new base for
his yearly off-course income, multi-
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ple agents and marketing experts tell
Golf Digest. That, combined with his
on-course winnings, could jump Spi-
eth from No. 16 this year on the Golf
Digest 50 all-encompassing money list
to as high as No. 3 in the 2016 ranking,
trailing only Woods and Phil Mickelson.

The significance of Spieth’s Masters
victory was that it extended his brand
beyond the world of golf to the public
at large — especially a younger, hipper
crowd obsessed not so much with sports
as with celebrity.

According to the Celebrity DBI, which
measures consumer perception of 3,600
celebrities for the promotions and mar-
keting agency The Marketing Arm, 19
per cent of consumers knew who Spieth
was in mid-March, before the Masters.
On April 16, after the victory at Augus-
ta, his consumer awareness was 35 per
cent. (There’s room for growth there: Ti-
ger is known by 97 per cent.)

In overall appeal/likability, Spieth
went from No. 1,500 to No. 129, ahead of
Tina Fey (134) and Jack Nicholson (135).

In aspiration (think: “I want to be like
Mike”), Spieth went from No. 333 to No.
4, behind only Tom Hanks, Bill Gates
and Kate Middleton.

In endorsement value, Spieth went
from No. 529 to No. 5, behind Hanks,
Morgan Freeman, Betty White and Mi-
chael Jordan, and ahead of Arnold Palm-
er, Angelina Jolie and Sofía Vergara.

“When it comes to the sports-market-
ing checklist, Spieth seemingly checks
all the boxes,” says David Carter, a prin-
cipal for The Sports Business Group and
a professor at the Marshall School of
Business at the University of Southern
California.

“He’s competitive, a strong commu-
nicator and appears to fully appreciate
what he has and what he represents to
the sport. Roll up all of these attributes,
including the fact that he’s likely to be
on the scene for a very long time, and all
those that invest in golf are understand-
ably bullish about his future.”

Under Armour, the sports clothing,
shoe and accessory company, felt bull-
ish enough to sign Spieth to a 10-year
contract in January, before he won the
Masters. The deal, which industry in-
siders say has “Tiger-like numbers,” in-
cludes an eight-figure guarantee annu-
ally, bonus benchmarks (for things like
winning a Major), stock options and, in
the future, a signature line of clothing.

Spieth and Under Armour seem to be
a marketing match. “He feels comfort-
able with the people, comfortable with
the product, and this gives him a chance
to be a part of one of the fastest-grow-
ing brands in the world,” says Jay Danzi,
Spieth’s agent for Lagardère Unlimited.

Under Armour, AT&T, Titleist, Rolex,
NetJets, SuperStroke Grips, Perfect
Sense Digital and EA Sports give Spieth
a strong endorsement portfolio. (Spieth
is also a Golf Digest Playing Editor.) Dan-
zi says Spieth has had more than 20 new
offers but will be very selective in add-
ing partners, and then only if they fit

an overall brand strategy.
Including the TV, digital and print-me-

dia pop generated by the Masters, “Un-
der Armour would have had to spend
about $35 million to get that level of
coverage,” says Drew Hawkins, manag-
ing director of Morgan Stanley Global
Sports & Entertainment.

“Their logo was seen all around the
world for four days.”

Under Armour originally signed Spi-
eth in January 2013. From the 2014 Mas-
ters — when Spieth finished T-2 — to a
week after the 2015 Masters, Under Ar-
mour stock went from $51.08 to $87.76.

Right after this year’s tournament, the
company announced its 20th consecu-
tive quarter of growth at 20 per cent or
more.

“It was really cool to see a kid live out
a dream,” says Ryan Kuehl, vice presi-
dent of sports marketing and sponsor-
ship for Under Armour. “He validates
aggressive, young, fearless competitors,
and that authenticates the sport. That’s
what we think we are.”

Marketing experts say Spieth hits all the
benchmarks endorsement partners look
for:

BELIEVABILITY: No one thinks
Spieth’s Masters win was a fluke. The
believability factor extends beyond
golf: People believe Spieth is telling
the truth. “When Tiger was behind the
wheel of a Buick, we all got the joke that
he was only there because he was being
paid millions of dollars to be there,”
Gilford’s Alexander says. “If you saw
Jordan Spieth behind the wheel of a
Buick, you’d have no doubt that he was
behind the wheel of a Buick.”

LONGEVITY: Because of Spieth’s age,
business partners are confident he’ll
be around for a long time, generating
publicity for their products for decades.
Spieth is more than a decade younger
than Justin Rose or Adam Scott were
when they won their first Major
championship.

LIKEABILITY: Spieth is a nice guy
with no off-course baggage. He’s polite,
devoted to his special-needs sister, and
articulate. The Jordan Spieth Family
Foundation focuses on junior golf,
military families and special-needs
youth. Ellie, Jordan’s younger sister, is
his constant source of inspiration, and
he references her often when speaking
of his motivations for success.

SPIETH WON THE RIGHT
MAJOR: The Masters is on an island
by itself. When it arrives, there hasn’t
been a Major in eight months. It also
generates the highest TV ratings of any
golf tournament and is televised to more
than 100 countries. As the DBI shows,
the tournament introduced Spieth to the
world.

The potential for Spieth to make un-
imaginable numbers off the Under Ar-

mour deal is real. “It wouldn’t surprise
me to see Under Armour buy an equip-
ment company in a few years,” Alex-
ander says. “They have room for enor-
mous growth in their golf business.”

AT&T has had a long involvement in
golf, including the AT&T Pebble Beach
National Pro-Am. At one point, AT&T
had its logo on Woods’ bag. That logo is
now on Spieth’s bag. As a Dallas-based
company that covets the young market
that lives on its phones, it’s a perfect
pairing. “The company has had a steep
tradition in golf,” says Mark Wright, VP
for media and sponsorships at AT&T.

“When we went out to look for a golfer
to be associated with the brand, Jordan
Spieth was an amazing talent, but more
important, he’s an amazing human be-
ing. He has integrity, family support; he
presents as young in a game that could
arguably use an injection of that. He’s
technology savvy. And he’s a Dallas na-
tive. So you put that all together, and
wow.”

Under Armour and AT&T will use Spi-
eth in print and electronic ads, televi-
sion commercials, social media, in-store
opportunities, meet-and-greets and oth-
er corporate entertainment.

“You’ll have times when you aren’t
winning the Masters,” Wright says.
“When we first talked about forming a
relationship with him, the likeability and
character factor are going to be there
even when he’s not winning. He’s rock
solid in that regard. Last year when he
didn’t win, he was amazing.”

Under Armour, which has New Eng-
land Patriots quarterback Tom Brady,
Los Angeles Dodgers pitcher Clayton
Kershaw, Golden State Warriors guard
Stephen Curry and US Olympic skier
Lindsey Vonn among its endorsement
partners, gets giddy when talking about
Spieth’s impact on the brand.

“It was not just that [Masters] week-
end, but the past four months,” Kuehl
says. “We’re up triple digits in many cat-
egories, we’re selling out the shirts he
was wearing, and there’s a halo effect
in all of our major categories. We were
looking for that North Star athlete in golf
— and we found him.”

What’s next? Every golfer finds that
winning the first Major changes life.
Those who continue to succeed are the
ones who adapt without losing the es-
sence of who they are — or the focus on
their game.

“There are a variety of things he’s go-
ing to be dealing with now,” says Hawk-
ins of Morgan Stanley.

“He’s gone from being a very likea-
ble young man and a good golfer to be-
ing catapulted into the public eye. Eve-
ryone is going to want a piece of him. He
needs to continue to remain focused on
his marketing message, focused on golf,
and stay reliant on those who have sup-
ported him.”

Like Woods, Spieth could be one of
those players who raises not just his
fortune but also that of all those with a
stake in the game.
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It means the ability to make some-
thing very difficult seem effort-
less, if not fun. I thought, That’s
exactly what I saw in Spieth’s per-
formance at Augusta: sprezzatu-
ra! It was there in every lengthy
putt he holed, in the near-impos-
sible chips he got close, and in the
critical long-iron shots he lofted
that landed like butterflies.

They were all delivered with a
seeming effortlessness — and sa-
voured by him with obvious joy. It
all invited you in, made you want to
stay with him and pull for him — sa-
vouring his victory as if partly your
own, while being in awe of its diffi-
culty, knowing that if you had 100
tries at his flop shot to that back flag-
stick on 18 in the third round, you
never could have gotten your ball in-
side where he put his on one try.

One of my regular golf partners
and I always make a $50 Masters
bet. I took Rory, he took Jordan. But
from the first round I found myself
rooting for Jordan—even though it
was going to cost me $50. That’s
what sprezzatura does to a man!

And then there was Tiger Woods.
I actually would have paid the

people at CBS $50 to not show me
any of Tiger’s shots. Unfortunate-
ly, they insisted on showing most of
them, and what you saw was what-
ever is the opposite of sprezzatura:
Every shot or putt looked laboured
to me, even the seemingly effort-
less, and he quite obviously took no
joy, nor broadcast any, from most of
his good shots; they were just tak-
en for granted. At the same time,
his anger, including one particular-

Contributing Editor Thomas L. Friedman, a three-time Pulitzer
Prize-winning foreign-affairs columnist for The New York Times,
carries a Handicap Index of 5.6.

happened to be in Berlin when

the Golf Digest editors invited me

to contribute to this project, and I

happened to share what I intended

to write with Andreas Kluth, Berlin

bureau chief for The Economist.

After I told him that I wanted to

watch Jordan Spieth’s every

shot and step at the Masters and did not want to watch

a second more of Tiger Woods, Kluth told me there was

actually an Italian word that summed up everything I

was trying to say: sprezzatura.
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HOWJORDAN
CURED ME OF
TIGERWOODS

ly foul expletive, in the wake of his
bad shots made you want to look
away in embarrassment — for him.
He never once appeared to be hav-
ing fun playing, and so it should be
little wonder why I was having no
fun watching. Each of his interviews
looked just as laboured as his driv-
er. You could see the bubble over his
head, saying: Get me out of here.

I have to say, this Masters cured
me of Tiger Woods. I am not inter-
ested anymore in his game, in his
swing, in his latest swing coach,
in his personal life — in anything
he does — because it brings me no
joy. The only thing he said that I
enjoyed was after his final round,
when he told his CBS interviewer
that he would not be playing again
the next week.

Honestly, I don’t like hitting peo-
ple when they’re down, and I cer-
tainly take no joy in seeing him de-
cline. No one can take away from
Tiger that he is one of the greatest
players to ever play this game.

But it is so obvious that the hitch
in Tiger’s swing today is not in his
takeaway, it’s in his soul. The only
teacher he needs is one who will
tell him to stop looking at his swing
on tape and just look at his de-
meanour in a mirror.

If he ever again rediscovers his
joy in this game, and learns to share
it with those of us watching, the ef-
fortlessness will follow. I hope it
happens while he still has the phys-
ical skills to win, but until then,
CBS, please keep your cameras fo-
cused on that kid from Texas with
the sprezzatura. — with Nick Seitz
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