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SUMMIT 2016 AGENDA SHAPING UP: 

PERSONAL FINANCE AND SALES 
TECHNIQUES JUST ADDED 
Talking Stick Resort hosts our 9th annual Proponent 
Group Summit on October 23-25 (Sunday - Tuesday). 
This is the most valuable education event you will attend 
this year and we’ve just made it even more valuable for 
your bottom line.

     For the first time we are including a session on 
personal finance and business risk management as we 
have found these issues to be areas where Proponent 
members are often in need of assistance. And we’ve 
found the perfect person for the job in Brad East, 
Managing Director of Investments at Moors & Cabot, 
Inc.in Phoenix to join us to explain key issues for 
instructors to better manage your business’ and personal 
finances.
     East has spent nearly 25 years in the world of 
investments and personal finance and understands the golf 
professionals world as he is an avid golfer who played for 
the University of Arizona’s nationally-ranked golf team, is 
on the Board of Directors of the Phoenix Country Club and 
is a former Chairman of a Nationwide PGA Tour event. 
     Also added to the Summit Schedule is a return 
appearance from Jeff Penson, Golf Channel Academy’s 
Marketing Operations Manager, who will be sharing 
Business Secrets for Creating Long-term Students: 
Pricing, Programming and Proper Upselling.
     We also are very pleased to announce that Sandy 
LaBauve, a long-time Golf Magazine Top 100 Teacher 
and instructor at Kierland Golf Club in Scottsdale, AZ, will 
be joining us on Sunday afternoon for our Associate 
Members-only session panel discussion to offer insights 
to our younger members about building a successful teaching career.
     More summit additions to be announced soon. In the meantime, Summit 
Registration is now open on the members’ website. Just click on Summit 
Registration at the top of the left-hand menu. Don’t forget, our Early Bird 
Special will save you $50 when you sign up before August 31st. 
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by David Gould, Staff Editor


Years ago when this 
company was undergoing a 
name change, “Proponent 
Group” was suggested and 
seemed like a good choice. 
Then came the dreaded 
moment of checking whether 
that name was already being 
used in another organization’s 
web address. In fact it wasn’t, 
however the name was 
indeed registered, owned and 
available for purchase. At too high a price, it turns out, 
especially when the workaround was simply to add a 
hyphen between “proponent” and “group.”

     Now Proponent Group—and each of its members—
is free to drop any unwanted hyphens, to subtract 
unwanted words, add desired words and otherwise 
clean up URLs while switching from .com to the highly 
appropriate .golf extension. 

New URL Options Abound
     In a sweeping change to the domain-name process, 
a slew of topic-oriented suffixes has been steadily 
added to Internet architecture. Instead of cobbling 
together awkward language in order to differentiate one 
URL from the rest, website owners suddenly have 
extensions like .cooking, .soccer, .fishing and .guitars—
and that’s just in the Sports / Hobbies sub-category.
     As this relatively immense set of additional extensions
—over 600 in total—has become available, experts on 
Internet marketing and Search Engine Optimization (SEO) 
have looked at examples of who made what URL changes 
and pondered whether a given switch represents 
significant improvement. In one case, influential blogger 
Christopher H. Laursen applauded the change made by 
an Idaho real estate agent who went from 
steventherealtor.com to Stevenyoung.realtor. An obvious 
advantage here is that the agent’s last name becomes 
part of his web address.  In that same blog post, Laursen 
pointed out that .realtor had emerged as one of the 10 
most popular suffixes among that array of 600.
     Meanwhile, .golf doesn’t seem to have caught fire in 
similar fashion. If you type “titleist.golf” into a URL box and 
hit return, the old familiar “titleist.com” does pop up, as 

part of what’s called a 
website “redirect.” However 
the equivalent does not 
happen for “taylormade.golf,” 
“ping.golf” and many other 
major brands in the industry. 
What you get instead is a 
frowny-face icon and a 
message saying “This site 
can’t be reached.” In other 
words, golf’s largest and 
most successful companies 
don’t seem to be finding   

value in the .golf extension. 

Is it time to use .golf?
     But a Proponent member with a URL that’s never 
been satisfactory is in a different boat, and could indeed 
switch happily to the .golf suffix in order to achieve 
something like what our Idaho realtor pulled off. By the 
way, having those redirect commands installed by your 
web host will send your traffic to the old domain but 
then automatically redirect it to the new one. In time, as 
search engines update their databases, the new 
domain will pick up its own search results. Methods for 
how to redirect a URL will depend on a few factors, 
mainly what code your website is written in.
     That’s the mechanics of it, which is second to the 
strategy aspect. Several months ago, the weekly 
marketing tip in Proponent Group’s emailed “Rundown” 
covered this very topic. It gave a shout-out to member 
Stan Moore for having leveraged the URL 
BocaRatonGolfLesson.com, and with that shrewd move 
taken a jump in Google search results up to the very 
top of the heap—usually No. 1, No. 2 or No. 3 when 
those keywords are typed in.
     So, it’s worth reviewing what happens with important 
keywords such as these in the search process, and it’s 
also probably time to think about your URL and where it 
might be lacking. For some members the .golf extension 
could provide a boost to overall branding while helping 
pull  more eyeballs to your business website.
     As for the owner of “proponentgroup.com,” and 
anyone else who invested money to buy-and-stash 
website domain names, their assets must certainly 
have lost value with this overhaul of the naming system. 
Serves them right, we say.

Are You Master of Your Domain Name? 

KEYS TO OWNING THE IDEAL URL 
FOR YOUR TEACHING BUSINESS 
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October 23-25 (Sunday - Tuesday) 
Talking Stick Resort and Talking Stick Golf Club 

Scottsdale, Arizona

Join us for our ninth year showcasing what’s coming next in 
golf instruction and highlighting fresh opportunities to grow 
your teaching business: 

Join us in Scottsdale to:
• Learn how Tathata Golf is merging martial arts techniques into 

golf to create more effective training for golfers
• Discover the performance-enhancing secrets tied to each 

individual’s personal tempo and rhythm 
• Learn how you can build a pathway that creates more lifelong 

golfers and grows your business for years to come
• Find the keys to teaching with ground-forces data
• Avoid the typical mistakes that make your business photos 

project the wrong image about you and your teaching
• Get a first-hand look at what make’s TopGolf one of the hottest 

entertainment companies in the country 
• Check out the latest teaching technologies at Demo Day
• Make new friends and expand your network of peers

Register today by logging in to the members’ website and 
clicking on Summit Registration in the left-hand menu. 

OUR 2016 SUMMIT PARTNERS
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Register Now for the Must-Attend Education Event of the Year 

WHERE GREAT TEACHERS GATHER- 
TO LEARN MORE AND EARN MORE 



OUR SPEAKERS: 

2016 Summit Speakers will include:


Devan Bonebrake, owner of the 
Southern California G.A., will speak to 
his fellow Associate Members on 
Sunday afternoon about his rapid rise 
in the industry as an academy owner. 


Michael Boyko, creator of Tempo in 
Motion, is a professional drummer for 
the last 25+ years and has performed 
around the world with A-list groups of 
the music industry


Bryan Hepler, Founder of Tathata Golf 
headquartered in Scottsdale, AZ, a 
teaching and training program with 
deep roots in martial arts.


Ian James, CEO of RetailTribe, is one of 
the top marketing experts in golf and a 
long-time partner to Proponent Group.


Scott Miller is is an award-winning 
photographer based in Central Florida. 
Some of his assignments have been 
covering Presidential campaigns, the fall 
of the Berlin Wall, the Super Bowl, the 
NCAA Basketball Tournament and even 
a few miracle putts by Tiger Woods 


Lynn Marriott and Pia Nilsson are the 
founders of VISION54. GOLF 
Magazine named VISION54’s flagship 
program, 54 GOLF, the number one 
golf school in the U.S. Golf Digest 
currently ranks them the #1 and #2 
female teachers in the US


Mike Malizia is the Director of 
Instruction at Harbour Ridge in Palm 
City, FL and is one of the most popular 
speakers we’ve had in our summit 
history.


Bernie Najar, Director of Instruction at 
Caves Valley Golf Club, in Owings Mills, 
MD, has quickly become a leading 
expert in understanding and teaching 
with ground force data.  
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Gain Teaching-Tee Tested Knowledge From Today’s Industry Leaders 

SUMMIT ’16 LINEUP SPOTLIGHTS 
WHAT’S NEXT FOR INSTRUCTION 
THE DETAILS 

Host Site: Talking Stick Golf Club and Talking 
Stick Resort and Casino is one of the most 
popular golf destinations in Arizona. It is 
conveniently located only 14 miles and less than 
20 minutes from Phoenix Sky Harbor airport. All 
summit events are within walking distance at 
Talking Stick and we will provide shuttles to the 
TopGolf event and to the Talking Stick Golf Club 
dinner so you will not need a car during the 
event.  

PGA/LPGA Education Credits: Agenda will be 
submitted to the PGA and LPGA for continuing 
education for association members. 
Approximately 13 hours of education will be 
included in the summit. 

Lodging: Proponent has a special Summit rate at 
Talking Stick Resort and Casino for only $149 per 
night SINGLE OR DOUBLE occupancy. Contact 
the resort directly at 866-877-9897 to reserve a 
room. Mention booking #10327 to guarantee you 
receive our rate. Our room block will likely sell 
out as in past years, so book your room early. 

Cost: Our Early Bird Special includes all meals, 
all education sessions, participant gifts and the 
TopGolf event for only $495 for our Full and 
International members. Associate members are 
welcome to attend for $545 and just for 
Associate Members, we include a special career 
building session on Sunday afternoon from 
2-4:30pm before the full Summit begins. Summit 
rates increase $50 after August 31st.  
     NOTE: Optional golf Sunday afternoon at 
Talking Stick is an additional $50 (tee times are 
limited and will be filled first-come, first-served).  

Registration: Login to www.proponent-
group.com and at the top of the Members Only 
menu on the left-hand side of the page you will 
find the Summit Registration link. 

Bernie Najar

Lynn Marriott

Pia Nilsson

Ian James

Mike Malizia



by David Gould, Staff Editor 


The word “assessment” has 
been unpopular around 
clubs because it spurs 
thoughts of special charges 
for surprise capital 
expenditures. But on the 
instruction side—at golf 
academies, golf clubs and 
standalone ranges—a 
recent emphasis on New 
Student Assessments 
(NSAs) is turning out to be 
highly positive. 

     Longtime Proponent 
Group member Kandi 
Comer, based at Old Trail 
Golf Club in Crozet, Va., 
says the NSA option “opens 
a door for people who have 
been sitting on the sidelines 
but wishing to try golf 
instruction.” These folks are excited by the no-charge (or 
low charge), testing-based NSA concept “because it 
doesn’t create the feeling of a commitment on their 
part,” Comer believes. “People sense that they still have 
an ‘out,’ if it doesn’t seem like a good fit.”
     And, like clubfitting before it, the skills evaluation in 
an NSA satisfies a golfer’s curiosity about what is 
working pretty well for them and what isn’t. According 
to Rob Strano, a Proponent member with a Golf 
Channel Academy site in Destin, Fla., people are 
excited to see the finished NSA document and “find out 
where their journey as a player is going to take them” 
once they get started on a 
coaching-and-practice 
regimen. 
     “Most people think we’re 
just looking at the swings 
and the strokes, but the 
report is extremely 
detailed,” says Strano. 
“Their pre-shot routine is 
closely observed, even 
though we never say, ‘Show 
us your pre-shot routine.’” 
Gathering these nuanced 

details includes placing a ball and telling the golfer to 
go about hitting a 130-yard approach as though they 
had just driven their golf cart 230 yards, stopped and 
pulled a club. 
     And indeed, within an NSA report from the Strano 
group there will be many fine distinctions. The golfer 
will hit a wedge from light rough 15 feet off the green to 
a pin that’s 20 paces from the edge, then hit that same 
club from five feet off the green to a pin that’s five 
paces from the edge. “What we may end up reporting 
is that they can control the ball with a wedge in large 
spaces but they can’t control the ball with a wedge in 

tight spaces,” says Strano.
     Since the NSA 
experiment began this 
spring as a Golf Channel 
Academy promotion, 
participating golfers have 
been won over in very 
high percentages. Four 
coaches interviewed for 
this article—Comer and 
Strano, along with Brian 
Jacobs of Rochester, N.Y. 
and Scott Wickham, with 
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First Encounters of the Productive Kind 

SUCCESS WITH NEW STUDENT 
ASSESSMENTS GENERATES BUSINESS 

Since the NSA experiment began this 
spring as a Golf Channel Academy 

promotion, participating golfers have been 
won over in very high percentages. The four 
coaches interviewed for this article…have 
produced an eye-opening success rate: No 

fewer than 25 out of their 28 NSA golfers have 
signed up for coaching programs. 

New Student Assessments tempt golfers who may be on the fence about giving instruction a try. 



multiple locations 
including Riverview, 
Fla.—have produced 
an eye-opening 
success rate: In just the 
first few weeks of 
NSAs, no fewer than 
25 out of their 28 NSA 
golfers have signed up 
for coaching programs. 
Across a larger sample 
size, the conversion 
percentage is said to 
be about 75 percent, 
which is still extremely 
good.
     Proponent member 
Scott Wickham opts for 
a variation on the zero-
cost NSA theme. He 
collects a $100 fee for 
the assessment, but 
allows the golfer to 
use that money 
toward purchase of a 
coaching program.“The 
committed golfer is our target audience for coaching 
programs,” says Scott, “and the NSA promotion seems to 
attract just that type, which is great for us.” He reports that two 
of his five assessment people are females in their 40s and 
early 50s while three are males, in the age range of 25 to 42. 
It’s also not uncommon for NSA clients to be younger 
executives who have been advised to learn golf for the 
business advantage it can provide.
     It’s interesting that New Student Assessments, as a 
sharply defined product and aggressive strategic 
initiative, only emerged after a major investment of 
advertising resources was poured into the market by 
Golf Channel and GCA. Analytics showed that the ad 
campaign was sparking strong interest, but actual 
bookings at Golf Channel Academy locations weren’t 
occurring at the rate that should be expected. 
     “Golfers were being driven by our ads to the 
websites of GCA academies,” explains Lorin Anderson, 
president of Proponent 
Group and executive vice 
president of GCA, “but 
they were becoming 
confused at all the options 
available at academy 
websites. Rather than 
booking an initial session 
with the coach, they were 
clicking away from the site 
without taking any action.”
     Studying this pattern, 

the GCA team in Orlando sought a reliable way of 
capturing the interested golfer as he or she perused an 
instructor’s site. The idea was to give someone who 
hasn’t yet met the coach or visited their academy an 
obvious first step toward working with that teacher. 
Knowing that the lifetime value of a golf student can 
run into the thousands of dollars quite quickly, the 
marketing group became intrigued by that no-charge 
angle. “Giving away (or significantly discounting) the 
first piece of chocolate in order to sell the entire box” 
became an apt analogy.
     Comer sees the NSA as an intro product with a fine 
inner logic to it. “Some people never take that first golf 
lesson because they don’t know what to ask for,” she 
says. “They’ll often end up saying ‘I want you to fix my 
slice,’ but the fact is they are in the dark about what 
their flaws are and what their potential is.” Once 
they’ve learned about NSAs, things change, she 

believes. “They see that a full-on 
assessment is going to take 
place, which will get them 
past the awkwardness of 
not knowing what they 
need.” In addition, she has 
seen NSA sessions lead to 
additional NSA revenue, 
thanks to old-fashioned 
word-of-mouth 
recommendations.
     Alternatively billed by 
Proponent member Brian 
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Knowing that the lifetime value of a golf 
student can run into the thousands of dollars 

quite quickly, the marketing group became 
intrigued by that no-charge angle. “Giving 

away (or discounting) the first piece of 
chocolate in order to sell the entire box” 

became an apt analogy. 

A New Student Assessment is a great, non-threatening way to begin a long-term, student-teacher relationship.



Jacobs as a “1-Hour Swing and 
Skills Assessment,” the NSA as 
he practices it will sometimes 
begin with discussion of a 
golfer’s self-evaluation. “I had an 
NSA client tell me he knew his 
own game very well and wanted 
to get that corroborated by me,” 
says Jacobs. “I ended up telling 
him he was way off in what he 
believed, concerning his 
strengths and weaknesses.” 
Very soon a deal was in place 
for Jacobs to coach this player 
on a $500-per-month plan for six 
months, with four private 
lessons per month plus other 
services. “He said to me after a 
couple of sessions, ‘You are 
blowing my mind with what 
you’re teaching me.’ This 
particular guy was a tinkerer, 
but he has talent and he is on 
his way to being an excellent 
ball-striker.”
     Rob Strano advises any coach with a skilled, high-
energy teaching staff and a bells-and-whistles learning 
center to take a fresh look at these assets through the 
eyes of an NSA customer coming on-property for the 
first time. “Once a new person comes into our 
academy, they will generally want to establish a 
relationship with us,” says Strano. “People want a 
home base for their learning and their growth as 
golfers, along with the expertise and moral support a 
great academy offers.” Translation: Get them in the 
door, do the assessment and then turn on the charm.   
     Obviously, an assessment of physical fitness and 
flexibility could be part of any regimen that evaluates a 
new golf student. Same can be said for checking the 
appropriateness of their golf equipment. At Scott 
Wickham’s academy in Florida, NSA clients are offered 
the chance for an in-depth fitness/flexibility appraisal, 
but it’s not by any means required. Same goes for a 

thorough clubfitting session—available but optional. 
“Even the steps and components of the NSA are 
somewhat up to the student,” says Wickham. “We don’t 
put every golfer through the exact same assessment 
process.”
     One trait Wickham watches for—and will discover in 
select cases—is an unusually high “aptitude” in a very 
specific skill category. “I did an NSA not long ago with a 
25-handicap golfer who was pretty amazing in the 
distance-control part of the putting assessment,” 
Wickham recalls.“I was able to tell this gentleman he was 
darn close to a PGA Tour level in his ability to judge 
distance and speed and strike the ball with correct force.” 
     Recalling what we said earlier about word-of-mouth 
advertising for NSA sessions, it’s obvious there is no 
weekend golfer on the planet who would not want to 
immediately run and tell his friends about an initial 
assessment result like that one.
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Golf Channel Academy New Student Assessments include an opening interview and post-assessment 
written evaluation including a suggested plan based on the golfer’s resources and goals.

“Once a new person comes into our academy, 
they will generally want to establish a 

relationship with us,” says Strano. “People want 
a home base for their learning and their growth 
as golfers, along with the expertise and moral 

support a great academy offers.” Translation: Get 
them in the door, do the assessment and then 

turn on the charm. 
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by Ian James, RetailTribe CEO


Forgive the strong sense of urgency you may detect in this 
article. It stems from the fact that RetailTribe is on a 
crusade. Our company is banging a loud drum within 
earshot of  the various PGAs, of management companies, 
club management associations, golf unions, 
ownership groups, even the big-brand 
manufacturers. Our mission at the moment 
is to get all stakeholders to invest more 
heavily and more seriously in the most 
valuable marketing asset our industry has—
high-quality instructors. For this to happen, 
instructors themselves will need to tell their 
stories more frequently and with a greater 
impact.

     For all the new technology and the ever-
increasing communication channels, it’s still 
true that what you say and what you do 
makes the big difference. That’s especially 
the case if what you say and do makes a strong, 
positive emotional impression on the people in your 
audience. Whether it’s face to face, in a stamped, 
addressed envelope, on a homepage, in an e-mail or a 
social post, the words and images you use, and the order 
you use them in, are critical.  
     It’s my opinion that the most important words for a golf 
coach are the ones that I very, very rarely see being used, or 
see being demonstrated in pictures or videos.  
     You change lives. You don’t just coach, give 
lessons, explain course management and provide us 

with a vision of a “swing plane.” YOU CHANGE LIVES! 
Tell us about that. And show us. And when you’re 
done, tell us and show us again and again.
     Then, just when you think we might be bored with 
the notion that you, the golf coach, alter the course of 
people’s lives, find another way to show us and tell us. 

We need you to embrace that challenge. 
So here are three marketing best-
practice tips for anyone in the business 
of changing lives.      

1. Make sure your ‘storefront’ lets 
people know what you do

Whatever the actual name of the 
academy or the teaching practice you 
operate, make sure you’ve found a 
four-word or five-word value proposition 
that plants your flag in the market and 

make certain you’ve got it displayed as 
boldly as possible. Now, come to think of it, 

“We change lives” is only three words—three powerful 
words. “Creating better, happier golfers” is a big, bold 
statement that only takes four words to express.  And 
“Making your golf more fun” is just five.
     That proposition should be everywhere. It should be 
on the walls, on outdoor signage, under your e-mail 
signature and sprinkled throughout your website and 
social-media home pages. Helpful hint: You haven’t 
displayed the message in enough places unless you, 
your staff and spouse think you’re overdoing it.
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Change People’s Lives, Change the Golf Landscape 

MEMO TO TEACHING PROS: YOU’RE THE 
GAME-CHANGERS THIS INDUSTRY NEEDS  

At RetailTribe, we’ve designed a whole new marketing platform for coaches that’s designed to allow content to be 
easily and consistently published in all the online channels. It’s a legitimate game-changer, but only if you seriously 
want to change the game. What you have to say to people, about the amazing things you do, is what counts. 

Your value 
proposition should be 

everywhere. It should be 
on the walls, on outdoor 

signage, under your        
e-mail signature and 

sprinkled throughout your 
website and social-media 

home pages. 
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And if this wasn’t easy enough to do, we’ve now provided coaches with one central place where they can create their 
post and then distribute it via their website, via e-mail and via all their social-media channels. But again, it isn’t the 
technology that’s so powerful. It’s you, the teaching professional, changing lives. 

In our content, we talk about you 
changing lives, or providing more fun 
and enjoyment, or delivering happiness 
on the golf course. Every business 
needs a ‘Why’ factor that answers the 
customer’s basic question, and we use 
our content to provide a Why that hits 
home. We even talk about you providing 
golfers with moments more exquisite 
than those “Coke Moments of 
Happiness,” when golfers apply what 
you’ve taught them and strike a perfect 
golf shot. 

     Now it’s true that the golfer may be 
interested in What you do, and at some 
point will want to know details about 
scheduling and price. The golfer may also have 
some interest in the How of your operation, your 
system and your program. But trust us, they are 
much more interested in the Why. Nothing wrong 
with What or How, but it’s always the Why that 
drives behavior. It makes people act. It creates 
movement on their part toward engaging with you.  


2. Show and Tell, every week 

How easy is it to take a photograph? 
How easy is it to add 15 words of 
encouragement? How easy is it to post 
the words and pictures? This isn’t a 30-
minute effort once a week. It’s five 
minutes, maximum, once or twice a 
week, invested in the most powerful 
marketing you can do. Showcasing a 
golfer (or golfers) who have 
experienced improvement having more 
fun, striking a better golf shot, cannot 
be beaten as a marketing investment. 
Each week, post at least one very short 

story about how one of your students has 
shown marked improvement. 

     There are a number of Proponent Group 
instructors who do this very well, and you can 
check with them on the impact it has. By the way, 
using all the channels allows you to explode the 
most powerful marketing tool – word of mouth – to 
a far, far bigger audience. 

We talk about you 
providing golfers with a 
more exquisite moment 

than those “Coke 
Moments of 

Happiness,” when your 
golfers apply what 

you’ve taught them and 
strike a perfect golf 

shot. 
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3. Make sure your 
audience 
recognizes 
themselves 

We could all be a little 
more sensitive about 
who we choose as 
models in our images. 
We at RetailTribe have 
encountered legitimate 
criticism for the 
overwhelming 
prevalence of 
Caucasian male 
models in the 
hundreds of articles 
we create. We’ve now 
invested in a group of models representing a diverse 
range of age, gender and ethnic background. 

     The reason this point is so very important for 
you is that customers need to recognize 
themselves in your promotional materials and 
posts. If they see an image of someone who 
seems to have their background, aspirations and 
concerns, they will be much more likely to connect 
with your message emotionally. 

     If this is too simple for you or seems like it’s too 
little effort, then I’m happy. The more time you’re 
engaged with changing lives or learning how to 
change lives quicker and better, the happier I am. 


     We need you on the front line. We believe very 
passionately that the golf industry has under-
valued the impact of golf coaches and golf 
instructors on the well-being of their golf 
communities. We believe that we need to grow the 
tribe of golf coaches who’ve made themselves 
experts on the What and How of service, 
technique and instruction, and now have made it 
their mission to change lives—with tools to 
emphasize the customer’s all-important Why.

     Don’t be shy about what you do. The golf 
industry greatly—even desperately—needs you to 
change people’s lives. 


12

Steve Cottingham has a very large Indian population in his local area. Including a video of a “before” (didn’t look at 
all like a golfer) and “after” (now he looks like a real golfer) with an Indian student had an immediate impact on 
the number of contacts Steve gained from this community. 

Tapping into social media’s full power can amplify by many times how you improve lives.
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All coaches should have Assessment pages on their 
websites that they can routinely drive golfers to. But you 
must have a variety of images covering your target golfer 
groups on that page (far right). Don’t expect to attract 
Mary Millennial if all you ever show is Traditional Ted.   
     Dee Forsberg is as good as it gets in showcasing her 
target students 
in posts and e-
mails (at right). 
Dee is very 
focused on 
juniors but 
manages to 
blend her posts 
between two 
vital themes, 
“visibly 
improved 
performance” 
and “groups 
having fun.” 
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By Lorin Anderson, President 

July 4th has come and gone. The 
year – and the summer season – 
are tipping past the halfway mark. 
That makes this a suitable moment 
for reviewing news items and notes 
that have landed on the desk of 
late and caught my attention.


Rounds played in the U.S. for the first 
one-third of the year (through April) are up 4.0 percent. A 
couple of thoughts on this, the numbers are extremely 
dependent on weather and you see huge swings when 
weather is particularly better or worse than normal. Now, it
s important to note that golf instruction has become less 
and less dependent on the weather. We’ve seen a huge 
growth in indoor teaching bays and off-course indoor 
teaching centers over the past decade. In a recent survey 
of 75 Proponent members across the nation we found that 
only two were not able to teach year-round due to not 
having an indoor facility or being in a 12-month climate. 
This means the old days of Northern teachers looking to 
move South for the winters may be coming to a close as 
most of our members can now teach in a single location 
year round no matter where they are located…

The rounds played numbers also remind me that 
many industry people feel our “grow the game” 
initiatives are failing to generate big enough numbers. 
My response from studying many of the programs is 
this: Because the industry is so fragmented (the 
largest course operator controls less than 2 percent of 
facilities in the U.S.) we need to focus on “grow the 

game” success stories at the local level. Even after 
eight years of Get Golf Ready, the vast majority – some 
60 to 70 percent of golf courses, still don’t use the 
program or anything similar. Even so, 465,000 people 
have gone through GGR since it started in 2009. 
     Instead I like to look at how individual academies 
and facilities are making these programs work for 
their businesses. We have many Proponent 
members reporting that they run more than 200 
newbies through Get Golf Ready or similar programs 
each year, with a significant percentage coming back 
to play the course, buy equipment and sign up for 
more instruction. The question to me isn’t “Do grow 
the game programs work?” The real question is why 
on earth are there still so many course operators that 
aren’t even trying them?…

In 2015, GolfTEC set records for number of locations, 
total lessons given, total clients and total sales…

Since 2010 the LPGA T&CP has grown from 1,200 
members to 1,700 members in 23 countries… 

Last year the average course saw 87 rounds per day 
open. That’s approximately 50 percent utilization of 
available tee time inventory. That is up from 84 rounds 
per day open in 2010-12 according to PGA 
Performance Trak and the NGCOA…

The 18 hole round is dying for many golfers. Last 
year 9-hole rounds on EZLinks were up 29 percent 
versus 2014. GolfNow saw a 33 percent increase. 

Enjoy the long days of summer, while they last…. 

MID-SEASON ODDS AND ENDS

PROPONENT GROUP PARTNERS
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Throughout the 
nine years that 
Proponent Group 
newsletters have 
been arriving each 
month in members’ 
in-boxes, this Q-
and-A feature 
encapsulating one 
member’s career 
and beliefs has 
been a staple of the publication. 

     But this month it is veering from its standard format 
in favor of a “greatest hits” approach. That’s based on 
a realization that so much material has been 
stockpiled from our “What I’ve Learned” series that it 
only made sense to go into the archive and pull out 
highlights. Staff members at Proponent could certainly 
have handled that task, but it seemed more 
appropriate to have members—actual working golf 
instructors—do the honors. 
     Pondering who that might be, we were reminded of 
a Summit presentation to Proponent Group Associate 
Members of last year. Speaking to the up-and-comer 
contingent that day were the self-styled “Curious 
Coaches,” Matt Wilson and Corey Lundberg. Matt and 
Corey urged their young colleagues to “find a Passion 
Project” to tackle in their spare time. They offered 
assurances that, fatigue notwithstanding, the project 
would “re-energize” you and support your career 
development.
     So, back at headquarters, a plan was hatched to 
give the Curious Coaches a passion project of our own 
devising. We asked them to read through nearly 50 
installments of “What I’ve Learned” and pull out wise 
words on every possible coaching topic. 
     Of course the unsung hero of this special 
newsletter feature is Paul Ramee, Jr., who 
actually conducted all these interviews 
and typed up the text of each one. 
Thanks go once again to Paul, along with 
our appreciation to Corey and Matt.
     We hope you enjoy these pages 
showcasing the unparalleled depth of 
teaching insights and wisdom from your 
fellow Proponent members. 

What have been your keys to business growth and 
development? 

Mike Malaska: You need to build the base and be 
ready for what is coming to you. Have a good 
understanding of who you are and how you’re going to 
present yourself. What is your background and how can 
you work on your weaknesses? For me, the weakness 
is the business side, so I surround myself with smart 
business people. It’s 
important to do an 
evaluation of who you really 
are and what you want to 
do. Just because you built it, 
doesn’t mean they need to 
come—to reverse that 
famous line from the movie. 
You need to promote 
yourself, you need to give 
some free lessons, you need 
to approach local 
companies, you need to 
look for opportunities to 
expose yourself that may 
have no short-term financial 
benefit, but will have long-term benefits. All companies 
spend money on their own business, we need to do the 
same. Lastly, you need to have passion for what you do 
and not worry about the income. If you are doing it for the 
income, then you are not going to be successful.

Talk about how you were able to modify and then 
expand your teaching model. 

Mitchell Spearman: I made a decision to focus on the 
individual. Rather than teach 10 lessons a day, I thought 

I could be more productive if I taught three 
longer sessions a day. This would allow 
me to truly develop players rather than 
give one-hour fixes. If I was charging $100 
for one hour of instruction, I decided that I 
could invite people to come for three 
hours and have three people in these 
small schools. That way I could cover 
more material and ultimately they could 
develop as players. 

SPECIAL FEATURE 
WHAT WE’VE LEARNED  
A PROPONENT GROUP COMPENDIUM OF MEMBER WISDOM 
COMPILED BY CORY LUNDBERG AND MATT WILSON
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Matt Wilson and Corey Lundberg

“Rather than teach 10 
lessons a day, I 

thought I could be 
more productive if I 
taught three longer 

sessions a day.” 

Mike Malaska
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Then one day a client called me and said he wanted 
the three-hour session just for himself and he would 
pay for the other students to not be there. After the 
session he said it was the best lesson he’d ever had. 
That’s where the three-hour, one-on-one format was 
born. I’ve now extended the concept to offer annual 
programs for my students where they see me about 
12 days per year, but have access to me through 
Skype if we’re not near each other.


What do you focus on with elite-level players?

Cameron McCormick: 
Skills, skills, skills. 
Everything I do with elite 
level players is driven by 
the goal of skill 
optimization. Almost every 
coaching session I give 
begins with a discussion 
about performance. We 
talk about KPI’s or Key 
Performance Indicators. 
They are my drivers of the 
end results. KPIs are the 
building blocks of the 
score a player signs for at 
the end of the day. 
Improving performance is directly correlated to 
reductions in variability built around refining performance 
in about a dozen areas. These include movement 
patterns, psychological processes, physical conditioning, 
your equipment, tactical experience, training environment 
and training challenges, and also the social, family and 
peer environment a player finds himself or herself in. All 
of this is very individualized for each player and each 
session. I’m like a gardener, you might say. A coach in 
many ways is a cultivator of skills. Within this scope of 
cultivating skills there are techniques you come to trust to 
provide the desired results. 

How do you balance your time between teaching, 
building your business and your brand, and then 
managing staff?

Todd Sones: If you you want to grow your brand and 
build your reputation, you are going to need the help of 
others around you. You are going to have 
to train them as a team. That team needs 
to represent your particular ideals. You 
cannot have the group doing its own 
thing, the group needs to be working 
together in a system. For example, I’ve 
worked with V1 to install a system where 
a student signs up for a series of five 
lessons and they take the first session 

with me. I will then prepare a video summary and email it 
back to the student and I will carbon-copy the instructor 
who will take over and work with them. As the second, 
third and fourth sessions take place, the assigned 
instructor will use V1 and take video and give the 
lessons, and I will be c/c’d on each lesson. This provides 
me some oversight and also allows me to make 
comments on the progress the student is making. My 
instructor knows I am inspecting his or her work and the 
student knows I am genuinely concerned for them, based 
on my comments about their improvement.

What are some of your keys to running great 
group programs?

Gale Peterson: What’s most important, from the start, is 
to know your group. Second priority is the teaching area 
and the setup of it. Make sure the short-game area has 
room for all the various shots. Do you have the 
necessary teaching aids for the shot you are teaching? 
Do you have handouts ready? Do you have drills and 
games they can play after they leave? Are you using 
block drills? Random drills? All this preparation is vital. 
Jim Flick was the best at structure and time 
management. Jim would first define the shot, 
demonstrate the shot, 
then give one very 
specific assignment. 
Then the group would 
break up and Jim knew 
how many times he was 
going to see each 
individual in the 
prescribed time frame. 
And while Jim was with 
one player, he had his 
eye on the prior player 
and was previewing the 
guy he was seeing next. 
He had great 
observation skills.

How does an instructor distinguish himself or 
herself from the pack?

Andrew Rice: Pick one or two aspects of golf performance 
that appeal to you and really specialize in those categories. 

Become an expert on them. I would also 
suggest that you seek out knowledge and 
challenge what is widely believed. Listen to 
the best, take what you like and try to 
present it in a new way. A bit of guidance I 
give myself is this: “Try not to be normal.” If 
you can specialize, challenge information 
and “not be normal” you will be able to 
differentiate yourself from others.
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“And while 
Jim was with one player, 

he had his eye on the 
prior player and was 

previewing the guy he 
was seeing next.” 

Cameron McCormick

Gale Peterson
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Do you believe teaching will always be part 
science and part art? How do you train your 
instructors with this question in mind?  

Eric Apenfels:  I look 
for someone who 
enjoys teaching and 
gets frustrated when 
they don’t achieve 
results. I can train 
people and they can 
learn about swing 
plane and how to use 
video, but the love of 
teaching is an innate 
characteristic. Not 
everyone possesses 
that. New instructors 
have so much more 
material to learn now. 
They need to grasp the 
process of motor learning, which is so complex. They 
need to develop the craft of communicating, as well. At 
our academy it’s my job to expedite this learning.

Fred Griffin:  One great quote I always remember 
relates to progress: “If you can’t measure what you’re 
doing, you will lose interest in it.” So, create a program 
to improve for your students, then be sure to measure 
and catalogue their improvement. Sit down with them 
and show them that indeed they are making progress. 
Also, read everything you can, watch others teach, get 
better at it by doing it. Always remember, if you get 

your students to play 
better, they will keep 
coming back. Another 
great quote I always 
share is this: “The 
mediocre teacher tells, 
the good teacher 
explains, the superior 
teacher demonstrates, 
the great teacher 
inspires.” Phil 
Rodgers 
and 
Butch 
Harmon 
inspired 
their 

players. To this day, Butch gets a lot of 
people to the top of their game.

Martin Hall: I would share with them the 
simple thought that “Life rewards action.” 
I can say that because my story 
exemplifies it. I saw a tiny ad for the Golf 

Digest Golf Schools in the classified pages in the back 
of Golf Digest and wrote to Golf Digest expressing my 
interest. At a later date, I called Jim Flick and got a job 
with Nicklaus-Flick Golf Schools and that exposure led 
me to Golf Channel, which led me to a membership at 
the Medalist, which allows me to be on the range with 
Tiger Woods and watch how he practices. I would 
encourage anyone seeking career advice: Push 
yourself to take action. Another example: I was filming 
something with Lee Westwood and when we were 
done I asked him if I could come and watch him hit 
balls. He told me he was going to Asia for five weeks 
but when he returned I should send him a text. So I 
waited about six weeks and sent him a text and two 
minutes later he shot me back a text and we set up a 
date to watch him hit balls. Two things I try and 
remember, “if you wait it will not come” and “if it’s going 
to be, it is up to me.”

Cameron McCormick:  Seek knowledge. Seek it in 
every form, from every source. I find myself continually 
aware of “knowledge width” versus “knowledge depth.” 
In general I seem to favor knowledge width, or 
diversity—drawing from a range of sources. At times a 
subject will come along that draws my interest and 
pulls me deep into its details. Good instincts and 
confidence will come as a result of passion. Basically I 
would say: Get out 
there and do it. Don't 
waste time in work or 
tasks that fail to make 
your heart sing. It is 
“time in the saddle” that 
will develop your subtle 
knowledge. Time in the 
saddle converts what 
you've cognitively 
learned into behavioral 
knowledge. Plan out 
your career with defined 
goals and steps to get 
there. Give yourself a 
road map for success.

Gary Gilchrist:  Young instructors are way 
more knowledgeable today than when I 
started out. The advantage is they can 
learn from and and get modeled by the 
best in the industry, thereby accelerating 
their learning process. However, there is 
no better teacher than experience. Only 
time and experience will make you a 
master coach where you have the golf 
coaching IQ to be able to give the player 
exactly what they need. By finding the “it”, 
which many times is not technical, you will 
have the leverage to make a difference.
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I find myself 
continually aware of 
“knowledge width” 
versus “knowledge 
depth.” In general I 

seem to favor 
knowledge width, or 
diversity—drawing 

from a range of 
sources. 

Eric Alpenfels

Gary Gilchrist with Yani Tseng

Fred Griffin
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It’s often said that success brings distractions. 
How do you stay focused?

Pia Nilsson and Lynn Marriott: It goes back to your 
vision, values and priorities. As with any career, you 
identify what is your vision and top priority. We are very 
stubborn to stay on track! You can always go back to one 
question: What do you want to be? The other reminder is 
to ask what beliefs you stand for. We had a gentleman 

approach us and ask us 
to relocate our business 
to his resort property, so 
we could start a large 
golf academy there. We 
discussed it and 
decided that if we made 
the move, we would not 
be able to do the other 
things we wanted to do. 
It was a good offer but it 
was not a fit for us. It 
takes a certain strength 
to step back some- 
times, rather than just 
jump in.

Michael Breed: I use the idea of “motion with 
direction.” At the same time I think about what to me is 
a “life” question: What kind of person do you want to 
be? Do you want to be a person who delivers what he 
or she says they are going to deliver? I would 
recommend to others that if they have a desire to 
accomplish a large task, find someone who is doing 
what you want to do and then ask them how they did 
it. If that general advice isn’t getting through I might 
explain to them about the remora, which is a fish that 
essentially lives off the back of a great white shark. A 
remora’s livelihood is based on the food by-product a 
shark creates. So, I tell people all the time to be a 
remora. In other words, it is OK to ask others how they 
accomplished their various goals and then go out and 
do the same.

Talk from your experience about methods of 
preparation, especially for appearances.

Martin Hall: I learned early on that if you are ever 
invited to speak to a PGA section or 
chapter, make sure you are prepared, 
because it is a privilege to get that 
opportunity. You might think about this 
axiom: “You aren’t truly prepared unless 
you are over-prepared.” Another great 
quote I heard was “For every word you 
are going to say, you need to have 
researched 100 words.” Only once did I 
go into something where my preparation 

was not 100 percent, and to me it was regrettable. I 
was presenting something I had presented a few years 
earlier and I was busy at the time. I gave the material 
a summary review and figured that once the session 
started it would all come back to me. What happened 
was I got on stage and realized that this material was 
less than my best work. I don’t think anyone in the 
audience knew, but I did and I was mad at myself.  We 
have to prepare for what we do the way Jack, Tiger or 
Phil would prepare for a major.

What do you do to help instructors improve 
communication skills?

Eric Apenfels:  We do a lot of mock scenarios and 
situations. The bulk of our training happens in January 
and February, when traffic is down. We will also do a 
pre- and post-lesson analysis of the teacher’s 
technique and presentation. That’s our opportunity to 
focus on communication skills, how they deliver the 
information obtained from video analysis or how they 
create a practice plan. We record their interaction and 
make an assessment. From there we put together 
training guidelines, let them execute that, then do a 
follow-up assessment.

Are the skills 
that television 
calls for any 
different than 
what you 
imagined?

Martin Hall:  The 
question reminds 
me how strongly 
influenced I was 
by an article about 
the comedian 
Rodney 
Dangerfield. 
Before reading the 
article I had 
assumed Rodney’s 
act was very off-the-cuff. That wasn’t the case at all. He 
would go to comedy clubs and study very subtle details 
in the performance technique of top comics—how they 

walked on and off the stage, how they stood, 
how and when they took a sip of water. 
This is actually what anyone going into a 
new venture should do. You can learn all 
the content you want from the best 
teachers in the world, but you should also 
watch how they stand, how often do they 
speak, when do they move in and discuss 
something, when do they back off? These 
traits are worth learning.
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“In other words, it is 
OK to ask others how 

they accomplished their 
various goals and then 

go out and do the 
same.” 

Lynn Marriott and Pia Nilsson

Martin Hall
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It seems every accomplished teacher or coach 
develops a unique approach to game-
improvement. Could you describe yours?

Cameron 
McCormick: My 
coaching 
philosophy is all 
about creating a 
plan that aligns 
with the student’s 
goals and their 
commitment 
level. Under my 
program, when 
everything comes 
together the 
student will be 
able to practice 
and play in a flow 
state. This is 
vitally important. 
It’s a set of 

conditions that you’re always working toward—the golfer 
becomes fully immersed in what they are doing. The 
sensation they get is of energized focus, total 
involvement and increased success. To help my students 
reach this level of golf experience, I set clear goals, 
provide direct and immediate feedback and create what I 
hope is the ideal balance between their natural ability 
and the training challenges I’m creating for them.

TrackMan produces a lot of information. How do you 
pick and choose what to share with the student?

Andrew Rice: I like to use the analogy that when I go 
to my accountant, 
there are lots of 
numbers floating 
around, but it is 
his job in five 
minutes or less 
to relay to me 
the important 
information. He 
has to filter 
what’s there so I 
have what I need 
to understand 
the situation. 
TrackMan is like 
that, in our 
profession. It also 
keeps the golf 
instructor 
accountable. If 
we have a goal 

to move the club path from -7 to +2, it’s up to me to 
prescribe the drills and coach the player through the 
change. So I am getting constant feedback as to 
whether what I am doing is working. In the end, the 
student must take ownership of the drills. Think of the 
process in relation to Rubik’s Cube. You’re making 
various moves until you succeed in getting one side of 
the cube to be all one color. Now it’s time to work on 
other side. But in doing so you find that you have to 
break up that first side, the one you thought was all set. 
That’s when you realize how intertwined the entire 
process is. I compare that to a golf coach using 
TrackMan. The data is all interrelated and it takes time 
to learn how the numbers relate to each other.

Talk about content creation as a business-builder
—and tell us what you’ve done or not so well.

Jeff Ritter: 
There are 
enough golfers 
for all of us, as 
long as you 
know how to 
leverage them. 
You need to 
have passion 
and inspire 
people. You 
need to learn 
how to create 
content and you 
need to learn the 
power of 
branding 
yourself. We 
have to switch 
our mental attitude and absolutely not apologize for 
promoting ourselves. I was pretty typical in that I didn’t 
have the entrepreneur’s mindset. I only saw the money 
going out, not the potential for money to come in. It 
takes an investment of time and money to create 
content. I had the mistaken idea that I couldn’t afford to 
do that. It was actually the opposite: I couldn’t afford not 
to create content. What do we imagine the consumer is 
looking for? Obviously, they are looking for value and if 
your message looks and feels like it is quality, then they 
will come back and view other content. Our consumer is 
very smart and has a lot of options. By using a diverse 
social media offering I have learned how to leverage a 
larger clientele, through an e-book and through an 
iPhone App which returns me income on a daily basis. 

21

“The sensation they get is of energized 
focus, total involvement and  

increased success.” 

Cameron McCormick and Jordan Spieth

Andrew Rice

Jeff Ritter
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Where do you envision future business 
opportunities coming from?

Mitchell 
Spearman:  Junior 
golf should be our 
focus. We have to 
tell young kids they 
can play golf for the 
rest of their lives. 
We need to be 
mentors for these 
young men and 
women. We need to 
remind them to take 
their hats off, shake 
hands and use 
proper manners. 
These are life skills 

that will stay with 
them the rest of their lives. Plus, the connection you 
make with junior golfers will circle back to you. Soon 
you will be teaching the mother, then the dad and 
ultimately his business clients. We need to really focus 
on helping people enjoy the game. Rather than 
tweaking launch angles down to the half-degree. We 
more need the mindset of hit it, go find it, hit it again.

What are some 
typical 
mistakes golf 
instructors 
make working 
with younger 
children?

Kate Tempesta: 
The language 
they use needs 
to be chosen 
more 
thoughtfully. My 
sense is that 
whether a golfer 
is age 4 or age 
40, they are 
unique individuals 
and as you guide them through the process you need 
to talk to them on their level. You have to find things in 
their world that they can relate to. With the 
young kids you can do a lot of that by 
drawing on their imaginations and the 
fantasies they create. Second, you need 
to tell them what they can do, not what 
they can’t do. You’re their guide, their 
educator. You’re their coach. These 
children are able to do things adults 

cannot or would not feel successful doing. We are 
tapping into a younger mindset and I think the 
coaching paradigm needs to shift in a way that reflects 
that. It’s about the children not feeling afraid to fail. 
When they fail, they learn, and then we make it better. 
Most adults are afraid to fail.

Based on what you’ve achieved, you could be 
showing a lot more ego. It seems you’re able to keep 
things in perspective—how do you go about that?

Michael Breed: I used to drive on Interstate 95 every 
day to work and when I got off the exit I would see a 
man holding a sign that said “I Need Money for Food.” 
The first time I saw him, I rolled up my window and 
locked my door. Second time, the same thing. Third 
time, same deal. 
Eventually I am 
timing my path 
down the off- 
ramp so I don’t 
have to stop at 
the light and 
make eye contact 
with the guy. Then 
I start thinking 
about what is 
going on at the 
top of this exit 
ramp. I mean, I 
get to where I’m 
thinking about this 
guy when I’m 10 
miles from the 
exit, then 15 
miles, then right 
when I’m leaving my house. Then I start thinking about 
his life, how did he get there?
     This guy being on that ramp every day was 
something I took as a message to me. One day, I 
handed the guy three dollars. For some reason that 
felt amazing. I got to where I looked forward to seeing 
this guy. It made me feel good to help him. So I 
continued to think about him, how did he get to where 
he is? Did he have a learning disability? Did his 
parents die when he was young? Either way, this is 
where he is, he didn’t ask for it, but he has a lot of 
courage to stand out there and ask for money. I would 
say it’s important to remember how much support 

we’ve received along the way. None of us 
knows how fortunate we really are.

For more insights from your Proponent 
Group peers, log on to the members’ 
website and visit the Newsletter Archive 
where each What I've Learned interview 
is archived for easy downloading.   
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“Junior golf should be 
our focus. We have to 

tell young kids they 
can play golf for the 
rest of their lives.” 

Michael Breed

Mitchell Spearman

Kate Tempesta
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EXCLUSIVELY FROM BOBBY JONES,  
JUST FOR PROPONENT MEMBERS

All current product from Bobby Jones’ outstanding mens’  
and womens’ lines is available for personal use to  

Proponent Members at outstanding preferred pricing:  
WITHOUT BOBBY JONES LOGO: 30% off standard wholesale pricing  

WITH BOBBY JONES LOGO: 50% off standard wholesale pricing 
Check out all the options at bobbyjones.com. To place a personal use order – or for pricing  
on bulk orders for outings, golf schools or other student usage – contact Susan Moshier  

in Customer Service at 404-836-0573 or at smoshier@jonesglobalsports.com. 



by David Gould, Staff Editor 


The phrase “leaky bucket” showed up prominently in a 
recent National Golf Foundation study, to illustrate the 
trouble golf faces in retaining players it already has. Think 
of Nextgengolf, a company founded by Kris Hart and 
hailed for its potentially transformative appeal to 
Millennials, as a sealant for plugging one of those leaks. 
Leaving home for college was always a common way for 
youth golfers to lose touch with the 
game—but it seems there are 
solutions for that problem.

     Recently featured on Golf 
Channel’s Morning Drive and in 
Golf Digest, as well, Nextgengolf 
began as an affordable-golf 
membership program for Boston 
collegians called CollegeGolfPass. 
Having tapped a pool of demand 
for recreational play, the startup 
merged in 2013 with something 
called the National Collegiate Club 
Golf Association. In year one of the 
new operation, over 100 new club golf programs were 
kick-started at colleges nationwide. Now the company 
has branched into tournament competition—team-based 
and by all means fun-based—through its City Tour 
division. These are one-day tournaments, played 
without handicaps, in either a scramble or better-ball 
format, or both.
     Instruction is the latest piece of the Millennial puzzle 
that Hart’s organization has tried to leverage, an effort 
that’s led to a new partnership with Golf Channel 
Academy. In certain markets it could extend to 
Proponent Group members who are not part of GCA.
     “Our company does a good job of organizing 
Millennials as golfers and advocating for them,” says 
Hart, who played D-1 golf for Bryant University in 
Rhode Island. “However, we aren’t golf professionals 
or golf instructors, so what we’ve put together with 
Golf Channel Academy will connect our audience to 
excellent teaching in a strategic way.” 
    He senses it would be appropriate for instructors 
and academies to create an initial price package that 
spoke to who these golfers are and recognized where 
they’re at in life, perhaps in keeping with the cost 
parameters of Get Golf Ready or “Five lessons for 
$99,” its companion offer.  “The successful teacher’s 
rack rate of $150 or $200—that’s out of reach for most 

Millennials,” he says flatly. Beyond being unaffordable 
as a lesson rate, it could also add to the overall feeling 
of alienation from golf that younger people from middle-
class backgrounds sometimes experience.
     Associate Members of Proponent Group are the 
prime candidates, in Hart’s view, for another 
promising form of involvement with his audience—
coaching college club teams. Of all club golf teams 
either currently active or soon to start up at colleges, 

“less than 5 percent of them 
have coaches,” Hart reports. 
“These teams are student-
coached and student-run, and 
they do okay, but they would all 
welcome professional 
coaching.” What’s more, the 
universities allow it.   
     “By signing on as a club team 
coach,” Hart says, “you gain 
access to the campus in an 
official capacity and you gain 
excellent visibility within this 

particular market niche.” He cites 
this statistic: Some 225,000 high school students play 
varsity golf, and only 7 percent of them go on to play 
college varsity golf. “The vast majority end up with no 
competitive golf outlet—club teams give them that 
outlet, and at the same time they open up 
opportunities for fellow students who have only 
played recreationally.” 
     A Proponent member who went this route would 
be well supported by the tools now provided, from 
sophisticated software for scoring and team-
management to counseling for club captains on the 
ins and outs of dealing with university bureaucracy. 
“It may take only a week to get a club team up and 
running, though sometimes club sports directors are 
motivated to limit how much they have to oversee,” 
Hart told Golf Digest. The big prize at the end of that 
bureaucratic wrangling is funding—a goal club 
teams do succeed in reaching. 
     If you go with old-fashioned love of the game as 
the hot button in your marketing, Hart would tell you 
you’re on the right track. “You can’t be fake with this 
audience about what the game of golf is about and 
why it’s so rewarding to play,” he says. “The sex-
appeal angle isn’t something our company would 
ever try, and I wouldn’t recommend it as a strategy 
to anyone else.”
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NEW SERIES: “Tell Me Something I Don’t Know” 

MILLENIALS? KRIS HART MAY 
HAVE CRACKED THE CODE 

Kris Hart
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WELCOME PROPONENT GROUP’S  
JUNE NEW MEMBERS
SEAN MURRAY, Bearspaw Country Club, Calgary, 
Alberta - Associate Member 
DUSTIN OLEHOWSKI, Dorset Field Club, Dorset, VT - 
Full Member
TODD CAMPBELL, Mulligan’s Island Golf Academy, 
Cranston, RI - Full Member

In June, Swing Catalyst opened its new Research and 
Development center near Los Angeles International 
Airport at the Urban Golf Performance facility. The new 
facility overseen by Research Director DR. Scott Lynn 
includes several high 
speed cameras, the 
Swing Catalyst 3D 
Motion Plate and a TrackMan, all synchronized through 
the Swing Catalyst software. Proponent Group members 
in the area are welcome to stop by to check out Swing 
Catalyst’s latest features and meet Dr. Lynn.  

Lorin Anderson President 
David Gould Staff Editor 

Lori Bombka Operations Manager 
Debbie Clements Accounting

Todd Wilson CEO, Golf Channel Academy  
Scott Novell President, Golf Channel Academy

1513 Cherry Ridge Drive, Heathrow, FL 32746 • (407) 878-1235

Copyright ©2016 Proponent Group. A Golf Channel Academy company. All rights reserved.

THE PREMIER NETWORK OF GOLF INSTRUCTORS

Edufii Offers Proponent Members 
Discount on New Coach+ Service
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Most golfers today are custom-fit for their 
equipment and top-tier custom clubfitting can drive 
a ton of business to your academy. If you have an 
outstanding clubfitting 
business, now is the 
time to let Golf Digest 
know as they are 
working on their 2016 list of America’s 100 Best 
Clubfitters. Note: The award goes to facilities, not 
individuals. Nominations must be sent to Golf 
Digest by this Friday July 8th. Facilities must be 
accessible to the public. To be considered, you and 
your fitted students can nominate you by sending 
their fitting stories to: clubfitters@golfdigest.com.


Edufii is one of our member communication platforms 
where we post business and teaching information. 
Edufii has moved from a free to a 
paid business model. Coaches 
who use the platform with their 
students will now pay a monthly or 
annual fee. Edufii is providing a 
discount code (proponentgroup) for our members for 
10% off the rack rates. For more information about 
using their new Coach+ service, visit edufii.com. 


SWING CATALYST OPENS R&D 
CENTER IN LOS ANGELES

FIVE PROPONENT MEMBERS 
COMPETED IN PGA PRO CHAMP

GOLF DIGEST LOOKS TO IDENTIFY 
AMERICA’S TOP CLUBFITTERS

During the last week of June five 
Proponent Group members qualified 
to compete in the PGA of America’s 
Professional Championship at 
Turning Stone Resort in Verona, NY. 
This is the PGA of America’s 
national championship and the top 
20 finishers qualified for the 2016 
PGA Championship later this 
month.

     Chris Kaufman of Coral Springs, 
FL made the 54-hole cut shooting 
291 (+3), good enough for T-46.
     Also competing were:
• Jeffrey Barton of Dallas, TX
• Sam Kang of Mountain Lakes, NJ
• Ron Philo, Jr of Stowe, VT
• Tim Weinhart of Johns Creek, GA

Ron Philo, Jr.

Tim Weinhart

http://edufii.com
http://edufii.com
mailto:clubfitters@golfdigest.com
mailto:clubfitters@golfdigest.com

