
Welcome to Proponent Group: Advocating 
for High-Quality Golf Instructors 
Dear Members,
 
     Welcome to Proponent Group and to COLLABORATE, the new title of our member-only 
newsletter. As the name suggests, we will continue our effort to gather the knowledge and 
wisdom generated by our members and our management team, with the constant goal of 
improving and elevating your teaching businesses. 
     As you read in yesterday’s email announcement, I have purchased all the assets of GBN’s 
Instructor Division and have re-launched the company under the name Proponent Group.  
     Current members of GBN's Instructor Division have been transferred to Proponent and 
will continue to receive all the same membership benefits. All educational materials, busi-
ness templates and presentations have been transferred to www.proponent-group.com. 
Your GBN user name and password will continue to be your login ID for the new site. We will 
also maintain our small membership size to continue to provide one-on-one consulting and 
personal service every day. 
     Our company tagline is: The Premier Net-
work of Golf Instructors, a phrase that reflects 
our members’ professional excellence and 
highlights our strongest asset.
     The word Proponent simply means: “One who supports or advocates for.” Most of you 
already know I am a vocal proponent of high-quality golf instruction and high-quality careers 
for the teachers who provide this valuable service. Throughout my 25 years in the industry, I 
have worked in many different sectors and always enjoyed my time with the game’s teachers 
the most. Your passion, enthusiasm and thirst for more knowledge to become the best at 
what you do is unrivaled, and is something I want to spend the rest of my career nurturing in 
any way that I can. 
     Every business evolves. Now, five years since our original launch, it is time to take one 
more evolutionary step. By consolidating all operations to Orlando we are able to improve 
our ability to deliver more and better services to you with no increase in fees.
     I am very pleased that Bob Mulcahy, Golf Business Network CEO, will be an important 
consultant for Proponent Group to assist you with your contract negotiations and job-search 
issues – areas where Bob has an unparalleled record of having helped hundreds of pros. 
     I look forward to speaking with you in the days ahead about your career needs and our 
plans to assist you in new, more effective ways from our new Florida headquarters. The first 
wave of those benefits are described in this newsletter. Please call me if you have any ques-
tions or concerns as personal service will continue to be the hallmark of how we do business 
and I’m always happy to try to help with any issues you may be facing.

– Lorin Anderson, Founder and President
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Proponent Group has begun to assemble our new team 
and I couldn’t be more pleased to introduce you to our 
skilled specialists:

David Gould will be deeply involved with 
all of our planning and benefits creation. 
Dave has more than 25 years experience 
in the industry and is one of the best edi-
tors in the game today. He has been Edi-
tor in Chief of Golf Shop Operations, 
Golf Illustrated and LINKS magazines 
and is deeply rooted in the green grass 
and trade side of the game. He will be 
helping to write and edit all of our mem-
ber business templates as well as our 
newsletters and developing content for the member-only 
website. We could not have found anyone more perfectly 
suited to take us to a higher level for developing fresh, 
nourishing content for you. Don’t be surprised if you get a 
call from Dave as he conducts his research with members 
to pick up ideas and best practices. Dave will be working 

for Proponent from his home base in 
New England.

Lori Bombka is our new Operations 
Assistant. Lori will work closely with our 
team in Orlando to manage all day-to-
day operations and to assist members 
in accessing all Proponent services. 
She is currently working to update our 
entire membership database and you 
will likely be getting a call or email from 
her soon. She does not play golf… yet. 
But we’ll be working on that.  

Debbie Clements of Clements CPA 
Group in DeBary, FL will be handling all 
of our bookkeeping and member pay-
ments. She will be helping update 
credit card numbers, handling our bill-
ing and tracking company expenses. 
Her two children both play golf.
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PROPONENT NEWS

Meet Your New Proponent Group Team

Square It Up Offers New Webinar Series
During June and July Proponent Group partner Square 
It Up will offer Proponent members a series of four ex-
clusive member-only webinars covering critical market-
ing elements that you should be exploiting. Members 
have the option of being part of the live webinars or 
watching the recording of each webinar, which will be 
archived on the Proponent website. Additional details 
and the link to each will be emailed in advance of each 
webinar. The schedule includes:  
Tuesday, June 19 at 5PM EDT 
The Formula for Success for Any Business 
by Jeff Boulton, CEO | Square It Up
Learn three bottom-line practices that will open your 
mind and increase your profits.
Act on this formula and see improvement in your 
branding, marketing, and money-making potential.
Produce measurable results using proven tools that will 
take your business and branding to world-class levels.

Tuesday, June 26 at 5PM EDT
Unlocking The Secrets of Facebook Marketing 
by Kevin Burdick, VP of Social Media | Square It Up
Learn the impressive statistics behind Facebook and 
how it can be used to expand your business.

Act on this knowledge using tested methods to grow a 
large Facebook following.
Produce measurable results using Facebook that will 
directly impact your bottom line.

Tuesday, July 10 at 5PM EDT 
Growing Your Business Quickly With Twitter by Kevin 
Burdick, VP of Social Media | Square It Up
Learn the impressive statistics behind the rise of Twitter 
and how it can be used as both a research and broad-
casting tool.
Act on this knowledge using proven methods to grow 
an significant Twitter following.
Produce measurable results using Twitter that will di-
rectly impact your bottom line.

Tuesday, July 17 at 5PM EDT
How YouTube Can Take Your Branding to New Heights
by Kevin Burdick, VP of Social Media | Square It Up
Learn the business-transforming statistics behind You-
Tube, now the second-largest search engine, and see 
how it can be used to expand your branding.
Act on this knowledge using time-tested methods to 
grow an incredible YouTube following.
Produce measurable results using YouTube that will 
directly impact your bottom line.

David Gould

Lori Bombka

Debbie Clements
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Summit 2012
Cog Hill G.&C.C., Lemont, IL   Sept. 30-Oct. 2

Summit 2012 Line-up 

Sunday, September 30 
11am-5:00 pm	
  Check-in at Marriott - Burr Ridge

11:00-5:00 	
 Ryder Cup Viewing party at 
	
 	
 Marriott - Burr Ridge

1pm	
 	
 Optional Golf on Cog Hill #4

7:00 pm 	
 Cocktail party at Marriott - 
	
 	
 Burr Ridge

Monday, October 1
7:30-8:30 am	
 Breakfast
8:30-8:50 	
 What’s the Big Idea?
8:50-9:10 	
 Keys to Getting Renewals/Referrals
9:10-9:30 	
 Lesson Language: Why It Matters 
8:50-9:50 	
 Use Games to Speed Learning
9:50-10:10 	
 The Importance of Prescriptions
10:10-10:30	
 How to Dominate Your Market
10:30-10:45	
 BREAK
10:45-11:05	
 The Perfect Lesson Experience
11:05-11:25	
 Why You Must Teach a Method
11:25-11:45	
 The New Competitive Golfer
11:45-Noon	
 Sponsor Spotlight

Noon-1:00 pm	
Lunch

1:00-2:15 pm	
 Putting (Kevin Weeks)
2:15-3:30 pm	
 Full Swing (Dr. Jim Suttie)
3:30-5:45 pm	
 Demo Day

6:00-8:00 pm	
 Dinner at Cog Hill clubhouse

Tuesday, October 2
7:30-8:30 am	
 Breakfast
8:30-8:50 	
 Training Aids: From Idea to Market
8:50-9:10 	
 The Power of the Pee Wees
9:10-9:30 	
 Valuing a Great Teaching Program
8:50-9:50 	
 Flip Your Classroom
9:50-10:10 	
 Computer based Lessons
10:10-10:30	
 Why You Need An Advisory Board
10:30-10:45	
 BREAK
10:45-11:45	
 Q&A with all “Big Idea” Presenters
11:45-Noon	
 Sponsor Spotlight

12:00-1:00 pm  Lunch

1:00- 3:00 pm	
 To Be Announced

What’s the Big Idea?
Businesses flourish when they have access to the bold-
est and brightest ideas. This Fall Proponent Group 
brings together more of these important ideas for your 
business than ever before. Many of the game’s top 
teachers will share their Big Ideas for what’s next in golf 
instruction. Come for the networking. Come for the 
Ryder Cup. Come to try the new teaching technologies 
and training aids at Demo Day. And, most of all, come 
for the Big Ideas that will absolutely, positively grow 
your business.

Host Site: Cog Hill G.&C.C., one of the world’s premier public golf 
facilities and long time host of the Western Open, is conveniently 
located 35 minutes from Chicago O’Hare International airport. 

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

Lodging: Proponent has a special summit rate at the Marriott - Burr 
Ridge for only $129 per night SINGLE OR DOUBLE occupancy. Con-
tact the Marriott directly at 630-986-4100 to reserve a room. Room 
block will likely sell out, so book your room early.

Cost: Includes all meals and all sessions for only $395 for our full 
members who register by July 31st. Associate members are welcome 
to attend for $445. Optional golf on Cog Hill #4 is an additional $50 
(tee times are limited and will be filled first-come, first-served). Reg-
istration fees increase by $50 on August 1st.

Registration: Login to www.proponent-group.com and on the Educa-
tion Events page you will find the Summit Registration link. 

2012 Proponent Group Partners:



By Lorin Anderson, President, Proponent Group 

One of the things I miss about working for Fortune 500 compa-
nies – and I worked for three of them: The New York Times Com-
pany, Times Mirror and AOL/Time Warner – during 17 years at 
Golf Digest and GOLF Magazine, is the corporate discipline for 
planning, business analysis and research and development. Sure 
there are a lot of things that are not so great about big corpora-
tions, but these are areas where they excel and thrive. They are 
also the areas where golf instructors struggle. 
     The trouble with being a golf instructor is that you’re essen-
tially Tom Hanks in the movie “Cast Away.” In other words, alone 
on your little island surrounded by your own ideas and with lim-
ited exposure to what’s working elsewhere. Major companies, on 
the other hand, have access to significant resources, manpower 
and analytics that measure their current strengths and weak-
nesses along with those of their competitors. They use this analy-
sis as a starting point for a lot of brainstorming and research into 
how to better leverage their business assets going forward. 
      Every year during my magazine career we’d go off-site for 
three days to get the entire staff focused on developing a plan for 
the coming 12 months. The goal was always to improve the 
magazine and exploit new opportunities for growth. Sure we all 
had plenty to do back at the office and could have found a million 
excuses not to take the time, but these meetings were mandatory 
and they set the course for the future. Time and again, they 
proved extremely productive.
     Besides these annual meetings, there were monthly staff 
meetings that could last half-a-day each and lots of brainstorming  
memos back and forth between the editors and management. 
When there was agreement about trying a new course of action or 
adding a new product, resources and manpower were assigned 
to the new task and deadlines were set to launch the new prod-
uct. It was this disciplined approach to improving our product and 
searching for new opportunities that allowed these publications to 
be leaders in the field.

     The reason I bring all this up is that I am often asked: “How 
much should I be investing in my career to maximize my suc-
cess.” While there are no hard and fast rules, I have reviewed our 
compensation and operations surveys and found that many of our 
most successful members spend 8-10 percent of their gross 
revenues on new teaching technologies, training aids, continuing 
education and business consultants each year. 
     The average Proponent Group member spent $7,084 last year 
out of an average income of $132,500 – or about 5 percent of 
gross revenues. When you look at corporate America and you 
factor in the surveys they do of their customers (and prospects), 
the manpower they put towards research and development of 
new products and the capital they invest in generating fresh ideas 
and testing prototypes it is usually more than 5 percent. Various 
reports peg their R&D expenditures at about 7-10 percent of 
revenues with wide fluctuations depending upon the industry (ma-
ture industries less, high-tech and medical industries more). 
     I’m not saying you need to spend 10 percent of your income 
every year on these items, but if you’re spending less than 5 per-
cent of your gross every year, you’re probably falling behind your 
peers at Proponent Group when it comes to staying on top of the 
ideas and new products that are shaping the future of the golf 
instruction industry. 
     Every day we’ll continue to work to expose you to what’s new 
and what’s next so that you can invest your “R&D” dollars as 
wisely and effectively as possible to grow your business and im-
prove your teaching skills. So set aside some time on a monthly 
and annual basis (heck, get away from the club and go some-
place where you can turn off the phone and email and just think 
about your business successes and failures) and study up on 
what’s new. Analyze how this information can enhance what 
you’re already offering or allow you to create an entirely new 
revenue stream. 
     If you have any questions about where you should be investing 
in your future, don’t hesitate to call me to discuss. We’re here to 
help you make the best choices for your individual situation.

[4]

Our Proponent Partners:

INSIGHT

Investing in Your Career: Act Like “The 500”



Proponent Member Chuck Winstead 
is the Men’s Golf Coach at Louisiana 
State University in Baton Rouge, LA. 
This Q&A article continues our series 
featuring a spectrum of insights from 
respected Proponent members. 

All the most valuable learning comes from our peers, nowhere 
more so than in Proponent’s network of golf instructors. One of 
the more enjoyable ways for members to connect and learn is 
through the question-and-answer interviews conducted by 
member Paul Ramee of Bull’s Bridge Golf Club in western Con-
necticut. This month’s interview subject for Paul is Chuck Win-
stead, an LSU graduate who played Tiger golf, entered the 
teaching profession and worked his way back to campus as 
coach of the men’s golf team. In his six seasons leading the 
team, Chuck has achieved notable success and brought the LSU 
program back to the pinnacle of college golf. He took time re-
cently for a conversation that weaves its way through that round-
trip journey.

Your career has been mainly about development of young 
players and building team success at the college level. What 
led you to go this route?
I played college golf at Louisiana State 
and had a very positive experience there. 
My teammates were guys like David 
Toms, Bob Friend and Greg Lesher. In 
my senior year, which was 1991, I played 
No. 2 or No. 3 in our matches. I was 
never top player on the team because 
there were so many talented players 
around me. Looking back, those four 
years at LSU were an extremely impor-
tant time in my life. I loved athletics, I 
loved competing. The friendships I 
formed at that time are friendships for 
life. The entire experience had a big in-
fluence on me.

Leaving school, what thoughts or 
plans did you have ?
I knew I wanted to stay in golf. I had great passion for the game, 
but equally important was my curiosity for the game. The seed of 
that curiosity was my own performance as a player. I hadn’t ac-
complished all the goals I had set for myself, and I kept wonder-
ing if it was a matter of simply not having enough natural talent. 
     I wanted to find that answer, and to see how much more I 
could develop as a player. I went to David Leadbetter and took a 
few lessons. At the time, David was teaching such high-profile 

players as Nick Faldo and Nick Price. I worked on my game and 
played professionally for a short period of time. When that was 
over, I pursued the path of becoming a teaching assistant and 
was fortunate enough to land a job with Martin Hall at the 
Nicklaus/Flick Golf Schools, in South Florida, which really was a 
blessing for me. Martin has remained a mentor and a great friend 
to this day. 
     One day while I was there I got word of an opportunity back 
in Louisiana, which had a lot of appeal to me. The teaching pro-
fessional job at English Turn Golf & Country Club had opened up 
and I applied for it. I was hired there and returned to New Or-
leans, working at English Turn for about a year and a half. Then I 
got an offer to direct the Teaching Academy at the University 
Club in Baton Rouge. I stayed there for a couple of years and 
then in 2005 I was asked to run the Men’s Golf Program at LSU. 
It made great sense for me and was a good fit for them, as well. 
They needed a coach with the passion to build a program. It did 
come with challenges, the biggest of which was trying to make 
my work fit in with the family lifestyle.

What was the program like when you took over?
We were ranked No. 87 in the country and we had a nice group 
of players. Two players in particular made great strides. John 
Peterson became both a three-time NCAA All-American and an 
NCAA Champion and Andrew Loupe went on to become a two-
time All-American. We had something to build on and set to 
work doing that. By 2011 we were ranked in the top ten. We are 

currently ranked No. 12 in the U.S.

How much emphasis do you put on 
the rankings?
Not that much. It’s helpful when you’re 
in discussions with people who don’t 
follow college golf. Of course it’s nice to 
win the conference or NCAA Champi-
onship, but it’s more important to be a 
good role model and develop quality 
young men and create an environment 
for them to try and live out their dream 
of making it to the PGA Tour. So, I 
would say that we create a quality edu-
cation and golf program and the rank-
ings are a by-product.

Talk a little about recruiting and the responsibility you feel 
when you bring someone’s child onto the property.
Recruiting has become highly competitive, much more so than 
when I played college golf. Schools are spending more money to 
attract players and the coaches are making as many travel visits 
as the NCAA will allow. The responsibility we feel is enormous. 
As a coach, the role you play as a mentor never stops. You have 
to be into everything they are doing. We spend more time with 
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What I’ve Learned: Chuck Winstead
Men’s Golf Coach, Louisiana State University

Interview by Paul Ramee, Jr.

“The pro who is working with a 
player during the junior-golf 
phase has always been a vital 
part of their development. My 
one suggestion to the pro is to 
spend less time on the 
range...and really focus on 
planting the seed about how 
the game is played.”     
                       - Chuck Winstead



these guys than we do with our own families. The commitment 
to their development is not for four years, as people might think. 
It lasts a lifetime. In my office I have a photo of every player that 
has every played at LSU. The photos make the statement that 
this program is not about me, it is about them.

Coaching men’s golf at LSU presents all the challenges and 
responsibilities of a major sports program. Are you given 
adequate resources to handle them?
The resources are fantastic. We have one of the largest indoor 
training facilities in the country, we have a strength-and-
conditioning coach who is TPI certified, and we’ve got an aca-
demic support center that is phenomenal. Each of our students 
has an advisor and there is a tutor for each class. If you are in-
jured, sick or even have allergies, we have the finest sports 
medicine professionals in the business.

In your opinion, what can the club professional or director of 
instruction at the local level do to help prepare a player for 
college golf?
The professional who is working with a player during the junior-
golf and high school phase has always been a vital part of their 
development, going back to Harvey Penick’s days with Ben 
Crenshaw and Tom Kite and long before that. It’s a vital resource 
for the player. That being said, it all has to flow from the young 
person’s desire and passion for the game coupled with their will-
ingness to work. My one suggestion to the golf pro is to spend 
less time on the range in 30-minute or one-hour intervals and 
really focus on planting the seed about how the game is played.

How about parents and their involvement?
Typically every successful college player whom I have recruited 
has had either a parent or another adult at the club who has 
spent a lot of time with the junior player on the golf course. A 
strong junior program is certainly a huge benefit.

How about scheduling the player into tournaments?
The junior who has very high aims should set a goal of being the 
best player on their high school team, then the best in the town 
or city they live in, then the 
state. After that, you can let 
them worry about the regional 
and national events. I think you 
should have success and win a 
few of the local PGA Junior 
Level events before you run out 
to play in AJGA events.

What skill or trait do the 
incoming freshmen seem to 
lack, in general?
In their golf skills, there is not 
one typical area where we see a 
deficiency. It’s different for each 
individual. What they have to 
learn is that they are not on their 
own and they are part of a fam-
ily. They tend to struggle with 
their time management. Like-
wise, taking the academic step 
up is challenging. I also see 
many of them struggle with the 

transition from being a big fish in a small pond to being sur-
rounded by people equally talented or even more so.

What are your feelings about kids playing other sports and 
when it may be more productive for them to specialize?
That is a hard questions and I don’t have a real answer to it. A 
perfect example is Andrew Loupe, who was very raw as a 
freshman golfer and went on to become a two-time All-American 
for us. He was a kid who loved basketball and played all through 
high school. Did he lose anything by playing hoops in high 
school? Has it hindered his ability to make it on the PGA Tour? 
You could go ahead and ask those questions. But you also have 
to ask what level of enjoyment would he have lost if he did not 
play basketball?

How do you handle conflicts among members of the team?
Luckily, we did not have many, most of the young men are from 
similar backgrounds and have a common goal. We have a high 
compatibility level. But we do work hard on the family element. 
We start practice around the table and we talk about our day the 
way most families do at the dinner table. I typically ask them the 
simple question: “Are you okay?” I might ask them: “How is 
school?” “How is your family?” The last thing I am going to allow 
is a disruption to our family that stems from problem one indi-
vidual is going through, that are more than he can handle and 
need to be shared. 

How do you pick the kids up when they need it?
First of all, they all know, I love them and if it is important, I call 
them and let them know we have to talk. I have been through a 
lot with my players and I even have had to be the one to let them 
know that they lost a loved one. I give them a hug, tell them I 
love them and we say a prayer. When we’ve had tough situations 
happen to one of our players, its not unusual for the entire team 
to be at my house within 15 minutes bonding as a group. Being 
the coach is not always easy and sometimes you do not have all 
the answers, but my kids know that I am always there for them, 
even well after they graduate.
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Chuck Winstead (left) has gone back to his roots to bring LSU back into the National Championship race. 
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PROPONENT SPONSOR SPOTLIGHT: SQUARE IT UP
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By David Gould, Proponent Group Editor

The famous King 
Ranch in Texas marks  
its livestock with an 
icon called the “Run-
ning W.” A simple, 
wavy-shaped letter, 
it’s among the most 
recognizable ranch 
brands in America. 
Aficionados of horse and cattle branding give serious 
thought to the design and functionality of these imprints. 
The brands they admire have a bold, unique look that 
helps spread the ranch’s renown. They also hold their 
shape reliably on the animal’s hide—not so different from 
a golf logo used in custom embroidery, when you think 
about it.
     While ranch brands were among the first logos ever 
used in America, now millions of insignia identify prod-
ucts and services to customers—golf instruction busi-
nesses do it, too. It’s the regular practice of Proponent 
Group to acquire, store and study the logos our mem-
bers have created to promote themselves. To help as you 
strategize about your logo’s look and message, we’ve 
pulled together ideas from experts, along with some 
common-sense principles. In this article we will expand 
upon the information here with the debut of our Instruc-
tor Logo Library and Logo Design Template later this 
month. Have you been wondering about your logo’s style 
and effectiveness? Give these five guidelines a close 
look.
 
1) Logo design is a facet of marketing that is studied 
intensely—don’t take yours lightly. The website 
logolounge.com is a great source of current trends and 
ideas in logo design. One factor the site stresses is how 
trend-driven this field is. People who create logos have 
to be aware that fashions change quickly. That doesn’t 
mean a good logo can’t last for many years—it can. But 
it’s also easy for a logo to look badly out of date—which, 
instead of attracting new customers, will put them off.

2) Overall trends in the graphics world strongly influ-
ence logo design: Compare a 20-year-old Time Maga-
zine with this week’s issue and you’ll see striking differ-
ences. Typefaces, color palettes and other design ele-

ments from 1992 have given way to new looks. Virtually 
all golf instruction logos use type and color, so it stands 
to reason that many older designs have colors and fonts 
that the graphics world has 
abandoned. You don’t want 
to be the last person using 
styles everyone else has 
given up on.

3) In graphics, you always 
forfeit in order to gain:  
Designers face a huge array 
of possible shapes, images, 
typefaces and color 
schemes. When they create 
a billboard, a flyer, a maga-
zine page or a logo, they 
must choose one style or 
look and pass on countless 
others. Check out the two Proponent Group logos 
above. One design is all about gracefulness, affluence, 
complexity and tradition while the other chooses to be 
simple, straightforward and boldly modern. The text por-
tion of the Colleton River logo is less immediately legible 
than the text used by Cundari School of Golf—that’s 
okay, because club members are the audience and they 
know automatically what that flowing script says. Based 
on the market position of these two businesses, and the 
message each one sends, they 
could not exchange logo styles 
and achieve their respective 
goals. 

4) There are “pure logo” de-
sign choices and “field-
specific” choices: Recently, 
analyst Bill Gardner of 
logolounge.com wrote about a 
“return of the classics” in logo 
design. “Monograms are com-
ing back,” he commented,” 
and “initials are being re-
worked and recombin-
ed—some are classic, some 
are contemporary.” That ob-
servation puts a good light on 
the next two member logos, 

NEW BUSINESS TEMPLATE

Rethinking Your Logo? Follow These Five 
Important Guidelines    
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submitted by Twin Brook Golf 
Academy and Dr. Jerry Elwell. 
Of the two, Jerry Elwell’s logo 
is the one that adheres to 
monogram style completely, 
using nothing but his initials. 
     By contrast, look at the 
design choices made by Con-
nor Golf and Trent Wearner 
Golf, which opt for an 
industry-specific look. One 
employs a realistic image of 
teacher and student while the 
other uses shapes to suggest 
the arc and kinetic movement 
of a golf swing. For pure lon-
gevity, the classic, pure-logo 
design used by Twin Brook and Jerry Elwell have a likely 
advantage. Monogram-style logos, while they give up the 
advantage of associating with golf or the golf swing, have 
been around for centuries and are basically timeless. In 
gaining that advantage, the two logos above pass on the 
opportunity to be industry-specific.

5) Look beyond a one-off logo to logo “families.” An-
other point stressed in Gardner’s trend report is how 
many applications a logo is used for. “More than ever,” 
he notes, “we create families of icons and symbols for 
use on electronic devices and other uses.” Business 
cards, letterhead, signage, your own website, social me-
dia sites, as well as shirts, hats, golf balls and the like are 
all natural points of display. Even as a symbol to the left 
of a website address in the URL bar, an icon is used by 
all big brands. Therefore, the “family” approach is one 
your designer should consider. You see some of that 
“family” approach in the logos of Jason Reddington and 
Stooksbury Golf.
     In each case, the designer has provided options. Ja-
son, if he chose to, could use only his monogram ele-
ment or only the 
larger, horizontal 
portion of his two-
part logo. Likewise, 
because Stooksbury 
Golf produced a 
black-field version 
and a no-field ver-
sion of its logo, ap-
plications like em-
broidery and even 
window decals can 
be produced in a 
way that is more easily executed and often more legible.
     Continuity is valuable for a golf instruction business, 
but so is change. Since your logo is the basic statement 
of your personality, your professional style and even your 

target customer, it’s vital that you evaluate it periodically. 
It can’t be constantly changing but it surely isn’t worth 
keeping forever. When you elect to do a review of it, think 
about what’s basic to your marketing message, consider 
creating one theme with variations, and lean on qualified 
sources—we at the Proponent Group are by all means 
one of them. You’ll be well-equipped to create a logo 
that’s attractive and appealing to all who see it.

Lorin’s Law: Don’t Get Stuck with In-
adequate Digital Files   
However well-designed your logo may be, its value is 
greatly diminished if you aren’t in possession of a large 
high-resolution digital file of it. On many occasions, I 
have worked with members on marketing tools and 
discovered that the logo files stored on their hard 
drives are far from “first generation.” These files have 
been copied and restored over time and lost their reso-
lution, making them blurry and washed out. 
     Or, even worse, I’ve had a couple of Proponent 
members tell me they didn’t even know where to find 
their digital logo files! Please, take the time to have any 
graphic files saved on your hard drive and on back up 
disks or thumb drives in easy to find locations. These 
back ups should include a TIF file, an EPS file, a high-
resolution JPG and a low-resolution JPG. The low res 
version is perfect for your website and the others are 
more appropriate for various types of printed materials. 
              – Lorin Anderson  

Your Costs and Turnaround Time—
An Expert Explains 
We asked a professional graphic artist/designer, Lisa 
Derian, about the process of acquiring a new logo, 
Lisa, who has done high-quality design work for the 
Proponent Group, owns and operates Derian Design in 
Carmel, California (deriandesign.com). Here was Lisa’s 
response:
     “As with any service-based need, you want to begin 
with referrals. Starting your search for graphic design-
ers that come recommended to you by your peers will 
make the design process far smoother and more suc-
cessful—basically because the approach they take will 
tap into the feel and style of your industry.
     “A new logo doesn't need to cost thousands of dol-
lars. Standard logo development rates should come in 
between $500 and $1,000. The number of drafts re-
quired is completely related to your ability to communi-
cate your vision for your logo to the designer and that 
person’s ability to interpret what you express. A good 
designer knows the right questions to ask in order to 
help you express your vision. In that scenario, only a 
few back-and-forth steps will be needed to finalize 
your design.”     – David Gould



MEMBER MILESTONES
LPGA Expands into Asia
Congratulations to the LPGA for their recent expansion 
into Asia and their first-ever Global LPGA T&CP Educa-
tion Program in Seoul, South Korea. Three of the four 
LPGA members who presented at this first overseas 
event are Proponent Members: Dr. Debbie Crews, Jane 
Frost and Deb 
Vangellow. The 
game is more 
global and less 
provincial every 
day and we sa-
lute the LPGA 
for taking their 
expertise to 
new markets. 

The Economics of Good Instruction
Kenny Nairn is a Proponent Member and operates the 
golf academy at Celebration Golf Club in Celebration, 
Florida. His successful launch of the new facility was 
written about in the most recent issue of Golf Inc Maga-
zine. The most interesting part for Proponent members is 
that Nairn is carefully tracking the benefits of the acad-
emy on the overall golf facility. In the first full month of 
operation the instruction programs sparked more than 
$20,000 in additional revenues for the club. We’ll be 
working to identify other financial success stories from 
our members to use as examples of good outcomes at 
facilities where instruction is emphasized.

Little Linksters
Proponent member Brendon Elliott is hosting a major 
fundraiser on July 22nd for The Little Linksters Associa-
tion for Junior Golf Develop-
ment. The “Little Golf, Big 
Purpose” 108 Hole Marathon 
will take place at Orange Lake 
Resorts in Orlando, FL on the 
Legends Walk course. If you’d 
like to support Little Linksters, 
you can learn more about the 

event and the association at www.LittleLinksters.org. The 
main focus of Little Linksters is to introduce, excite and 
teach pee wee golfers about the game. This fundraiser 
will help the organization to expand nationwide.  
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Members in Motion:  Kevin Compare

In 1984, while helping the PGA of America’s Junior Golf De-
partment introduce golf to juniors in Palm Beach Gardens, 
Florida Kevin Compare’s alter ego was established. Some-
one on the committee mentioned that a clown would be a 
great addition for the kids. Since he was not in attendance at 
the meeting and had been developing his ability to hit some 
trick shots, the other pros in the meeting nominated him to 
be the clown. Thus Divot the Clown, the World’s Greatest 
Golfing Clown and Trick Shot Exhibition was born. 
     One 
thing led to 
another and 
over the 
past 28 
years Com-
pare has 
done more 
than 1,600 
exhibitions 
in 46 states 
and seven 
countries.  
His exhibi-
tions have 
been part of 
PGA, LPGA, 
Nationwide 
and Champions Tour events with many of the game’s biggest 
names including Arnold Palmer, Tiger Woods and Nancy 
Lopez in attendance. 
     He also performs out of costume as Kevin Compare and 
his “IN-COMPARE-ABLE Trick Shot Exhibition. Today, he 
does exhibitions as Divot the Clown mainly for juniors and as 
PGA Master Professional Kevin Compare for corporate and 
adult audiences. For more information visit 
www.divottheclown.com.  Kevin has generously offered his 
fellow Proponent members a 20% discount if you book ei-
ther show.

http://www.LittleLinksters.org
http://www.LittleLinksters.org
http://www.divottheclown.com
http://www.divottheclown.com
http://www.divottheclown.com
http://www.divottheclown.com

