
Extraordinary Golf’s Fred Shoemaker to 
Keynote Proponent’s 2013 Summit
In less than one month registration opens for the 
2013 Proponent Group Summit to be held October 
27-29 at the beautiful Talking Stick Resort and Talk-
ing Stick Golf Club in Scottsdale, Arizona. The resort 
is just minutes from Phoenix Sky Harbor Airport and 
besides being an easy in-and-out destination, mem-
bers won’t need rental cars once on property this year as the outdoor session and 
all facilities are within a few hundred yards of each other.
     By popular request, we’ve moved the summit one month later in the Fall to 
better accommodate the schedules of our Northern members. 
     This year’s summit theme is Leadership and Innovation for a Rapidly 
Changing Industry. As usual, we will have our unique blend of cutting-edge 
teaching and coaching information mixed in with a healthy dose of brand build-
ing, marketing and general management information to help you continue to grow 
your business and provide your students with the latest information to help them 
improve.
      There is no doubt that a paradigm shift from “teaching” to “coaching” is 
quickly growing and we want our members to be completely up-to-date on the 
significant ramifications of this movement for your students and your business.  
      We will be announcing a coaching-heavy lineup when registration opens, but 
first we’re very pleased to announce that our Keynote the final day will come from 

Fred Shoemaker of Extraordinary Golf. 
     Shoemaker has spent the past 30 years qui-
etly transforming the way the game is thought 
of and taught and he is one of the industry’s 
deepest thinkers. 
     His book Extraordinary Golf: The Art of the 
Possible is widely hailed as a classic volume for 
golfers and the instruction industry.  
     Fred is committed to furthering the devel-
opment of golf teachers and coaches world-
wide. He has presented more than 1,000 pro-
grams around the globe and consulted numer-
ous national development programs. This will 
be Shoemaker’s first time speaking at a Propo-
nent Group event.
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May Webinar Schedule Set
     This month, Proponent Group President Lorin Anderson 
will continue to host a series of informal webinars to dis-
cuss more of the most popular topics that come up on a 
regular basis when working with our members. This month 
the calendar includes: The Secrets to Getting on the Top 
Teacher Lists and The Instructor Job Search: How it is 
Evolving.
     These webinars will provide a framework for how you 
may take advantage of opportunities you may not have 
even realized were available. Each webinar will include 
plenty of time to answer your questions on each topic. 
     The May schedule includes:
• The Secrets to Getting on the Top Teacher Lists, 

Wednesday, May 8th, 7pm EDT. 
• The Instructor Job Search: How it is Evolving, 

Wednesday, May 22nd, 7pm EDT.
     The webinars can include up to 25 members live and if 
we run out of room, don’t worry, we’ll post a recording of 
each webinar so that you may watch whenever you would 
like in our Webinar Archive on the members-only website. 
Reminders with the login information and a link for each 
webinar will be emailed to all members on the day of each 
webinar. 

Welcome Our New Partners
     Proponent Group is very pleased to announce two new 
partnerships that will benefit our members. SCOR Golf is 

our newest Platinum 
Sponsor. The company 
is an innovator with its 
SCOR4161 product line, 
which erases the dividing line between short irons and 
wedges, and represents the first wedge technology de-
signed specifically for the modern power game with 21 
precision lofts from 41 to 61 degrees. Each set of 
SCOR4161 scoring clubs is custom fit with the “SCORFit” 
process to determine the exact specifications necessary to 
optimize a golfer’s performance in the scoring zone. Con-
tact John Perez at 985-778-8266 or john@scorgolf.com.

     Proponent Group is 
also pleased to welcome 
Sundog Eyewear to our 
stable of outstanding partners. The Sundog brand has be-
come one of the most popular sunglass choices for all lev-
els of golfers. With fair pricing, impeccable styling and su-
perior performance and protection from the elements, you 
will want to take advantage of their special pricing just for 
Proponent members at www.sundogeyewear.com. 
     Proponent members receive 40% OFF of the listed retail 
price when ordering on any currently available styles. Use 
our Proponent Group CONFIDENTIAL code when ordering: 
PROGRO40. This Proponent Group benefit also includes 
free shipping within North America. If you have any ques-
tions, please call our Sundog contact Gary Makar at 403-
516-6614 or email him at garym@sundogvision.com.
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PROPONENT GROUP NEWS
May Webinars, New Partners and New Advisory Board 

Eight New Members Join Advisory Board to 
Help Proponent Group Continue to Refine and 
Improve Our Member Benefits and Services

We are very pleased to announce that we have expanded our 
Member Advisory Board from seven to 15 members effective 
immediately. The board’s structure has been altered so that 
board members will now serve two-year terms, with half the 
board being replaced at the end of each year. Our seven origi-
nal members will continue on the board until the end of 2013 
while the new members will serve through the end of 2014. 
     The goal in configuring the advisory board this way is to 
include a variety of experience levels, geographic locations, 
facility types and business types. We thank all of these mem-
bers for their willingness to help. We call on them to review 
potential new services and benefits and provide feedback that 
will assist us in helping all Proponent members grow their op-
erations and reinforce their teaching skills. A big thank-you 
goes out to all of our members who are participating on the 
board and the dozens of additional members who offered to 

serve. It is your willingness to participate that allows Propo-
nent Group to be The Premier Network of Golf Instructors.
     Newly added Advisory Board members who will complete 
their term at the end of 2014 include:
Marvol Barnard, Arizona
Chris Foley, Minnesota
Galvin Luznyj, Switzerland (International Rep.)
Tim Mahoney, Arizona
Cameron McCormick, Texas
Kenny Nairn, Florida
Mark Russo, Maryland (Associate Member Rep.)
Jason Sedan, Florida
     Original Advisory Board members who will complete their 
term at the end of 2013 include:
Steve Atherton, Colorado
Henry Brunton, Toronto
David Phillips, California
Jeff Ritter, Arizona
Trillium Sellers, Maryland
Laird Small, California
Deb Vangellow, Texas

mailto:john@scorgolf.com
mailto:john@scorgolf.com
http://www.sundogeyewear.com/
http://www.sundogeyewear.com/
mailto:garym@sundogvision.com
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By David Gould, Staff Editor

Crafting a promotional email as a “blast” to your full data-
base was always such a satisfying act. But if the feel-good 
moment after sending full-list emails is fading of late, it 
could be common sense talking. Among marketing profes-
sionals, the term “blast” is less commonly used than in the 
past. That’s because new importance has been placed on 
list segmentation and customizing of messages to clients 
and prospects. It’s time for golf instructors 
to ponder the segmented email “volley” as  
the building block of online marketing. To 
really get sophisticated, the email “drip” is 
a best-practices approach worth taking.
     Jeff Boulton advises golf-instructor 
clients to rethink any email program that 
uses a one-size-fits-all concept or hits the 
recipient with a repeated call to ac-
tion—and little else. As president of the 
Tempe-based Square It Up, a sponsor of 
Proponent Group, he is continually advis-
ing golf instructors on better ways to build 
their businesses. Hearing Boulton de-
scribe those programs and strategies, one 
notes a clear set of priorities. They add up 
to a more complex relationship between 
you as the teaching professional and the golfer or student 
to whom you are offering your services.
     The priorities go something like this:
• Use the Internet to build your database—don’t use it 

merely for “outbound” messaging.
• When a new name is added, email this person fre-

quently for a while, then ease off
• Make it a “give-and-ask” relationship: 

Some emails provide help and advice, 
some are sales promos asking for a 
purchase

• Segment your lists to match your pro-
gram groups: Beginners get the be-
ginner emails, etc.

• Use social media as an even richer 
way to present yourself, engage the 
audience and get feedback

• Study your results—and that means 
actual business revenue, not just 
“opens” and “clicks”  

     In consultations with Bill Abrams for his  
15-year-old Golf Solutions Academy south 
of Chicago, Square It Up has leveraged 

Facebook aggressively. Product giveaway contests are the 
pivotal tool in that effort. In part because Abrams has 
branded himself strongly into the clubfitting segment of 
game-improvement, he is well positioned to do the givea-
way promos. “Bill has been doing these quite often,” says 
Boulton. “It’s a tool that has helped push his Facebook 
page up to nearly 5,000 Likes. Golfers who want to win a 
pair of Foot-Joy shoes or a Titleist wedge are willing to fill 
out forms and provide their email addresses.” The size of 

the Golf Solutions Academy audience on 
the Internet actually induces major manu-
facturers to “partner with Bill and provide 
the gear at no charge,” Boulton says.
     When a Square It Up client attracts a 
new database name, the first response 
that person gets is a thank-you for filling 
out the form and a quick note about being 
on the list. “You want to tell people what 
they can expect as a recipient of your 
emails,” says Boulton, stressing the im-
portance of avoiding a buildup of impa-
tience or fatigue on the part of that recipi-
ent. Following the welcome email, a “drip” 
cycle ensues. The term is increasingly 
popular because repetition—of the right 
sort—is considered essential if you want 

your digital effort to move the revenue needle. “In the first 
few months, they should be hearing from you quite often 
and receiving messages that draw their interest—hopefully 
creating engagement,” Boulton counsels. In his experience 
very few golf-instruction businesses have an “email solu-
tions” vendor or source that can “create the automation to 
deploy an email campaign that has a correct and effective 

pacing to it,” he says. 
     Drawing the target consumer’s interest 
and getting them to engage is all about 
having interesting content. That’s the firm 
belief of Zach Miller, Director of Golf Busi-
ness Development at Imavex, also a Pro-
ponent Group sponsor company. Like all 
specialists in digital marketing, he keeps 
his focus on the value of what is distrib-
uted. So much of what hits the email In-
box is tolerated, not desired, Miller notes, 
while vast amounts of social media con-
tent produces fatigue instead of stimula-
tion.
     “One trend that really favors teaching 
professionals is how strongly short video 
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ONLINE MARKETING FOR TEACHERS

Goal-Setting and Solid Execution Fuel Email 
Campaigns that Drive More Business

Carefully target your emails to specific 
sub-groups in your database to mini-
mize message fatigue. 

New email solutions allow for precise 
automation so your database isn’t over-
loaded with too many messages. 



is being accepted and consumed on the Internet,” says 
Miller. “Right now short video is the most popular form of 
content. The golf tip is one of the purest forms of a desir-
able, helpful piece of short-length video.” A rule of thumb 
for Miller involves paying attention to the content that 
caused people to join your database. “Whatever drew them 
to you in the first place is what you probably want to give 
them more of,” Miller says. 
     Behind all this communication is the issue of brand-
ing—those simple few characteristics that identify you, de-
scribe your business and set you apart. Consider the in-
structor who brings students on lots of golf trips and will 
frequently host a couples golf school with wine experts 
who supervise tastings. That teacher’s emails shouldn’t 
have a space-age or heavily “tech” look to them, even if 
there is plenty of high-tech swing analysis and clubfitting 
equipment at his or her academy.
     On a purely practical level, Imavex’s Miller suggests 
email tactics like sending out the message in mid-week, 
during work hours but not at the top of the hour, more in 
the :45 or :50 slot. Studies show that people check email at 
this portion of the hour very heavily, as they’re waiting for a 
scheduled meeting to start and some open time presents 
itself. He also recommends that the names and pictures of 
students be part of a regular newsletter email, as often as 
possible with congratulations for their recent improvement. 
“It’s the Internet, it’s very modern and digital, but we’re still 
not that far from the values of a small-town weekly,” says 
Miller. “People want to see their names in the newspaper, 
and in the emails they get from their golf teacher, too.”

It’s a Mobile World
Catching Lesson-Takers on Mobile Devices: Email is yes-
terday’s news—that’s the latest wisdom around the digital 
water cooler. Jeers aimed at email arise from the idea that 
younger consumers seldom use it—instead they connect 

via social 
media with 
their mobile 
device as a 
platform. 
Take all of 
that with a 
lump of salt, 
advices the 
digital mar-
keting expert 
Simms 
Jenkins. 
Writing in 
the Click-Z 
newsletter 
published by New York City-based Incisive Media, Jenkins 
recently quoted an eyebrow-raising trend.
     “According to Pew Research,” Jenkins writes, “email is 
the most popular activity on smartphones and tablets—not 
Facebook or search.” Calling email the “good old-
fashioned warhorse of digital communications,” he ac-
knowledges that smartphone use crosses all age demo-
graphics, and that older users may be more email-oriented 
on their devices than 20-somethings. That’s fine for golf 
instructors, anyway, given that few of their young students 
get recruited through email campaigns, anyway.
     What’s important in the digital marketing of a service 
like golf instruction—especially if you believe that a lot of 
customers and prospects are checking email on their 
smartphone—is to build the email message so that it ap-
pears in a useful, readable configuration on the phone’s 
small screen. That’s easily executed, by making sure all 
messages, newsletter emails and other communications 
are tested on a couple of mobile platforms before the Send 
button gets hit.  -D.G.
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Designs and Concepts that Break through and Engage

In the top box at right, we see a Zander Golf email message with many advan-
tageous elements to it. Its design clearly benefits from the abstract yet visually 
"readable" graphic, a collage of overlapping rectangles with their Earth-from-
outer-space imagery. The email’s gunmetal blue color theme in general works 
extremely well. In the branding of Zander Golf, including its big 'Z' at upper left, 
a strong identification is made. Next are two lines of oversize text that are well-
worded and state their case perfectly. Note: The upper block of this email is 
safely "above the fold" on most screens, including mobile-device screens. 
     Two possible improvements suggest themselves, lower down. One, the 
block of text under "Join the Club" could be shorter, include bullets or sub-
heads, or otherwise be broken up. Two, we could use an ID of the instructor, 
himself: Josh Zander. A caption inside the photo would provide that simply. His 
Northern California location is also something desirable by the reader of this 
email--especially if it is passed along, which any email sender hopes will hap-
pen. That info is available when you scroll down, but it doesn’t hurt to double 
up on such basic facts. -D.G. 

Make sure your messages are readable on mobile de-
vices as more and more emails are read on these small  
screens every day, especially by younger golfers.
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Proponent Group 
Summit 2013

Leadership and Innovation for 
a Rapidly Changing Industry

October 27-29 (Sunday - Tuesday)
Talking Stick Resort and Talking Stick Golf  Club

Scottsdale, Arizona

Registration Opens in June
Look for the Early Bird Special

Proponent Group’s Annual Summits are known throughout the industry as 
the place where the leaders in the instruction industry go to find out “what’s 
next” and who’s innovating in the business of  teaching and coaching golf. 
Can you really afford not to be at this year’s event?
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By Lorin Anderson, President

To paraphrase a recent presidential can-
didate: “There are two kinds of Ameri-
cans: Takers and Makers.” The same 
could be said of American golfers. There 
are the minority Takers of lessons and the 
majority Makers of excuses not to take 
lessons.
     So what are you going to do to grow 

the number of takers at your facility? Yes, you. Nobody 
else at your facility has the ability to help people play the 
game better and enjoy the game more than you do.          
     First, let’s look at the two main impediments to get-
ting more golfers or potential golfers to take formal in-
struction: Time and money. 
     My response to lack of time and money is: Divide and 
Conquer. Successful marketers understand that every 
market in every industry is more fragmented than ever 
before. When I was a kid we had six channels to watch 
on television. Today, I can’t even tell you how many 
channels are available at my house. I lost track when it 
got to be more than 300.
     Today’s consumer expects to have an almost person-
alized experience due to the extraordinary number of 
choices they get to make every day. But, I would say that 
the golf instruction industry hasn’t segmented instruction 
offerings to better address these concerns as well as we 
could and we certainly haven’t done the best job seg-
menting our marketing efforts. While you don’t have to 
provide 300+ instruction “channels” to interest everyone, 
it’s clear that a handful of options won’t cut it any more. 
     Think about a typical country club’s membership bro-

ken into segments that may have as few as 10 people in
them. A few examples might include:
• New member, non-playing spouses
• Juniors six years and under 
• Teenagers who have never taken a lesson 
• Working women 
• Friends of members who want to learn to play 
• Father/son or mother/daughter groups

     That’s six potentially new market segments just in five 
minutes of brainstorming. Now to get the makers to be-
come takers, you’ll need to have a marketing message 
and a specialized program that is priced and scheduled 
to best fit each group’s needs at your facility.
      Think small group programs for the more price sensi-
tive demographics. Think unusual times such as a 
women’s clinic at the same time as the pee wee’s clinics 
so that the mom’s who are already there with their kids 
can “double book” their time. Think tying social time with 
lesson time such as clinics followed by wine and cheese 
or a cookout for families. Be as creative as you need to 
be and talk to the “Makers” at your club and ask them 
what it might take to get them to become “Takers.” You 
might be surprised what they tell you. The way we’ve 
been trying to attract golfers to take instruction hasn’t 
been very effective, so let’s try some new tricks.
     Once you have a program targeted as best you can to 
that segment’s schedule and financial resources, identify 
likely candidates and tell them about the new instruction 
offering just for them. You can’t send emails about 15 
different programs to everyone, so to make this work you 
must segment your mailing lists into the appropriate 
subgroups and divide and conquer. Follow this plan and 
you will turn more makers into takers!

Our Proponent Group Partners:

STATE OF THE INDUSTRY

Changing the “Makers” into “Takers” 



By David Gould, Staff Editor

When golf instructors gather and their conversation turns 
to capturing swings on video, opinions fly. It’s a bit different 
than discussing swing technique, because teachers are 
expected to have broad expertise on that topic. Knowing 
about cameras and analysis software is secondary, it 
seems, to knowing about the gear that’s actually used for 
golf—drivers, hybrids, irons, wedges and putters.
     And yet, up-to-date knowledge on how to acquire, af-
ford, operate and even customize video equipment has 
become top-priority among serious teachers. Mostly it’s a 
matter of helping students improve—though it can also 
stem from sheer enthusiasm for gadgets and effects. Dedi-
cated golf instructors are among the most demanding of all 
buyers of video cameras, for many logical reasons. They 
can be continually jazzed but also disappointed by product 
launches billed as the Next New Great Thing. 
     On Proponent Group’s private Facebook page, 
Switzerland-based Russell Warner was recently wondering 
whether the new JVC Procision GC-PX100 camcorder 
might indeed be the Holy Grail. Little time passed before a 
comment from his Ontario colleague, Liam Mucklow, ques-
tioned a key aspect of the new, $1,000 camcorder's func-
tionality. "I found it frustrating that we were not able to 
move the video frame-by-frame without having all the dis-
play information overplayed [super-imposed] on the im-
age," Mucklow chimed in. This prompted Warner to con-
tact JVC’s customer service department and press that 
question. Understand—he had already done so to settle 
the issue of shutter speeds and 
whether they can be manually 
set. “I will be writing to JVC 
[about frame-by-frame replay] 
as I have it in writing from them 
that it has Manual shutter speed 
in High Speed mode,” was War-
ner’s follow-up.
     Such concerns can some-
times be addressed by turning 
to resources favored by video 
professionals. One of them is 
SlashGear, a website dedicated 
to what’s new and noteworthy in 
video recording. SlashGear has 
spoken highly of the JVC Proci-
sion GC-PX100, feeling that it 

should have received more fanfare at the massive Con-
sumer Electronics Show in January. “Packing a 
12.8-megapixel sensor capable of 1080/60p video at 
36Mbps, the GC-PX100 can capture Full HD footage at 
between 120fps and 600fps,” states SlashGear, diving 
deep into camera jargon. These specs “make for silky-
smooth slowed-down sports or action shots,” the gear site 
crows.
     A rival video-geek website, Engadget, echoes these 
views, endorsing JVC’s new push for market leadership. 
“When it comes to launching a groundbreaking flagship 
video camera at CES, JVC's got experience,” writes En-
gadget, going on to praise Procision GC-PX100 and its 
“bit-rate” of 36 megabytes-per-second, which seemingly 
“makes it perfect for slow-motion and special effects 
work.” The review further points out that, “When you're 
done, you can push the footage straight to your smart-
phone or tablet over Wi-Fi and the company is also offering 
a mobile app that'll let sports coaches analyze their players 
movement in staggering detail.”
     Tracking the debut and acceptance of a pricey camcor-
der is something we could—and perhaps will—do in future 
issues of the Proponent Group newsletter. Because it’s 
published every 30 days, there’s a challenge in staying cur-
rent with the latest in shiny new video gear. Among Propo-
nent members who attempt to do that, Kevin Sprecher 
seems to be consistently on top of the trends. For Spre-
cher, now based in New York, any new camcorder on the 
block would have to outperform what Casio has been pro-
viding to teachers of golf over recent seasons. 

     “The Casio EX-FH100 is or 
was the best-performing camera 
for golf instructors, in my esti-
mation,” says Sprecher, “only 
now it’s configured a bit differ-
ently, in that it’s no longer avail-
able with a manual iris control. 
Losing the iris control for how 
much light gets let in means that 
on overcast days it’s to harder 
shoot at high-speed (high fpm, 
or frames-per-second) and get 
the results we want.” This re-
grettable design switch by Casio 
can be worked around, accord-
ing to Sprecher, if you order a 
unit meant for sale in Europe. 
Those versions still have the 
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TEACHING TECH

The Camera Conundrum: How to Choose the 
Best Camera for Your Needs

JVC Procision GC-PX100



manual aperture. “You’d rather buy products intended for 
the North American market, but as long as there are 
English-language materials with it you’re probably going to 
be okay,” he says.
     Casio cameras dominate among Proponent Group in-
structors. In the recent member survey sent out in mid-
March on “Cameras and Video Analysis Software,” the first 
question checked on preference. Asked which camera they 
were currently using to film their student’s swings on the 
range, 91 respondents named a Casio and the other 30 
respondents sprinkled their selections among a long list of 
competitive products. The Apple tablet product, iPad3 and 
iPad2, made a respectable showing with a combined user 
base of nine Proponent members. Here is the breakout of 
Casio camcorders with each product’s total number of 
Proponent users, as surveyed (prices from Amazon.com 
page listing for factory-new units):
• Casio EX-F1 – 34  --  $2,200
• Casio EX-FH100 – 32  --  $920
• Casio Elixim fh20 – 13   --  $1,430
• Casio Elixim fh25 -  12  --   $1,300

     There is more going on in the world of golf instruction 
and video than we cover by chasing the which-camera-is-
best question. Consider some of the techniques being 
used by Jupiter, Florida-based Bill Davis these days. 
Armed with an iPad3, Davis is doing lots of playing-lesson-
style teaching with a 
tape-and-playback 
component. The re-
sult is a stream of 
video clips running 
between 45 seconds 
and about 2.5 min-
utes in length, sent 
to his students via a 
Dropbox upload-
download program, 
which he purchases 
a $400 (annually) 
premium version of. 
     “I’ll take a student 
and video them go-
ing through their pre-
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The Proponent Member’s 
Gear Closet: A 2013 
Snapshot   

In this article we reported on one 
set of responses to the 10 ques-
tions asked in our brief “tech” sur-
vey. Here is a summary of the other 
nine questions and how members 
responded:

If you also teach using an indoor bay 
with mounted cameras, what type of 
camera are you currently using to film 
your students indoors?
JVC – wall mounted security cam-
eras – 13
Casio EX-F1 – 7
iPad – 3
Panasonic – 3
(19 other makes/models received 
one or two mentions)

What software program do you use to 
analyze your students' swings after 
you film them?
V-1 – 77
JC Video – 28
Ubersense - 6
SwingViewPro – 5
Trackman – 5
Analyzer – 5
SwingCatalyst – 4

Coach’s Eye – 4
Gasp – 3
Swingreader – 2
(9 other makes/models received one 
mention)

Do you post your student’s analyzed 
swings to a server – such as V-1 Acad-
emy – where your students’ can review 
your analysis whenever they choose?
Yes – 87
No – 41

If so, what service do you use to post 
the analyzed swings?
V-1 Academy– 46
JC Video – 6
Uschedule – 5
E mail – 5
Dropbox – 3
Trackman – 3
(14 other services received one or 
two mentions)

Do you film student swings using a 
mobile device?
Yes – 85
No – 41

If you use a mobile video-capable de-
vice, what device do you use?
iPad3 – 43
iPhone – 35
iPad 2 – 6
iPad mini – 4

Android – 3
JC Video – 2
Casio – 2
(5 other makes/models received one 
mention)

What software do you use to analyse 
video from the mobile device?
V-1 – 54
Coach’s Eye – 7
Swingreader – 7
JC Video – 6
Ubersense – 5
Swing Profile – 2
(6 other software packages received 
one mention)

When you film students do you nor-
mally film in high speed?
Yes - 102
No – 24

If you film in high speed, what frame 
speed do you shoot at?
300 fps – 28
240 fps - 27
2000 fps – 14
210 fps - 9
120 fps – 8
1000 fps – 4
250 fps – 3
60 fps – 2
200 fps – 2
(9 other frames-per-second speed 
received one mention)

Apple’s iPad 3



shot routine and stepping into address position five straight 
times continuously,” says Davis. “This would be a live se-
ries of pre-shot-and-setup procedures, not something I 
edited together, and if they represent the student doing the 
movement properly I’ll send it to them via Dropbox.” 
     Davis considers this a powerful message and tool to the 
golfer. He is pointing out to them: You can do this properly 
on a consistent basis, and these five sequences in a row 
prove it. He further can say that watching the video repeat-
edly over a period of time will strongly reinforce the tempo, 
positions and process that student’s pre-shot represents. 
Davis is also having success with a playing lesson-plus-

video approach to golf skills like the 200-yard knockdown 
shot into a steady headwind. “That type of instruction 
comes out of our on-course work, and it really benefits 
from being taped and shown to the student with the fun-
damentals reinforced,” he says.
     So, it’s not just the gear that you use to film golf swings 
on the level lies of the tee line in a standard lesson format. 
It’s also a matter of extending the value of video into a 
more dynamic learning experience such as the playing les-
son. In that context, you are imparting lots of great tech-
nique instruction within the natural flow of golf “play,” 
rather than just golf “practice.
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Above are the four most popular cameras with Proponent Group members. All are Casio camcorders with each product’s total number of Proponent 
users, as surveyed (prices shown are from Amazon.com for factory-new units).  Pictured clockwise from top, left:  Casio EX-F1 (34 members using) 
$2,200; Casio EX-FH100 (32 members using) $920; Casio Elixim fh20 (13 Members using) $1,430 and Casio Elixim fh25 (12 members using) $1,300.
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Are You Maximizing Your Membership?
Take advantage of everything Proponent Group offers

Cutting-Edge, Forward-Thinking Education:

Nobody has more cutting edge information from the industry’s sharpest instructors and 
business people to help you grow your business and grow your teaching skills. Access more 
than 100 hours of presentations whenever you need it only on our members-only website.

One-on-One Consulting:

Contract Negotiations *  Proprietary Compensation Information  *  Marketing Issues

       Job Search Assistance  *  Public Relations Issues  *  General Career Advice

Unique Business Templates and Guides Including:

Job Description and Action Plan Template *  Resume Template  *  Website Design Guide

Learning Center Survey and Photo Gallery  *  Social Media Guide  *  Contract Templates

Exclusive Compensation Survey  *  Annual Reporting Template *  Public Relations Guide 

The Industry’s Premier Education and Networking Event of the Year:

Proponent Group Summit    October 27-29, 2013    Talking Stick Resort     Scottsdale, AZ

Networking Opportunities 24/7:

Tap into our new Private Facebook group for Proponent members only with nearly 300 
members following the threads to respond to your questions.

Need help? Visit www.proponent-group.com or call 407-878-1235

http://www.proponent-group.com
http://www.proponent-group.com
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PARTNER SPOTLIGHT: MIZUNO

! e JPX-825 irons will change your 
game. And they may even change 
your life. Mizuno is so convinced our 
longest, most forgiving irons ever 
will have you playing your best golf 
that we might even sponsor you. 
Members of Team JPX get a set of 
the JPX-825 irons, a Mizuno Sta"  
bag and gear, lessons with Master 
Teacher Dr. Gary Wiren and a spot 
in the JPX Invitational. Hit the irons 
and tell us why we should select you 
at playfamously.com.

PLAY FAMOUSLY

EARN YOUR SPOT ON TEAM JPX AT PLAYFAMOUSLY.COM

WE’RE TREATING 
JOES LIKE PROS.



It’s no stretch to call Mitchell 
Spearman an old-time swing doctor 
and, at the same time, an innovator 
who seizes the latest resources. 
Known to possess a teacher’s eye 
reminiscent of Harvey Penick or 
Manuel de la Torre, Spearman was 
forward-thinking enough to devise 
the first mobile app for golf training. 
One of GOLF Magazine’s Top 100 
Teachers in America since that pro-
gram’s inception, he has worked with 

a variety of Touring professionals from around the world 
during his career. His book, A.I.M. Of Golf, is a tour de force 
of “dynamic visual imagery” as a means of golf mastery. A 
native of the UK, by age 18 Spearman had qualified for the 
British PGA Championship. In 1988 Spearman moved to 
the U.S. to join David Leadbetter at Lake Nona, holding 
down the No. 2 position in the Leadbetter organization for 
a decade. He lives in Florida in the winter months at Isle-
worth C.C. in Windermere, Florida. In the summer Spear-
man teaches at Doral Arrowwood in Rye Brook, NY. In this 
interview with Paul Ramee, Jr., Mitchell shares some of 
the highlights from his career and his teaching approach 
with fellow Proponent members.

Mitchell, you’ve got some pretty fair 
bloodlines as a golfer. Tell us about that.
I started to play golf at an early age in Lon-
don. My aunt was Marley Spearman, a two-
time British Women’s Amateur Champion and 
a Curtis Cup player. She and my uncle would 
take me to a local range when I was 6 or 7 
years old. Thanks to them I got my start in 
the golf business.

As you kept with it, who were some of the 
early influences on you?
At the age of 12 I was very fortunate to get a 
job at a golf shop on the weekends. I can truly say that even 
then I felt teaching the game would become my passion. Every 
waking moment was consumed with how the club was swung 
and how the game was played. I was always thinking about the 
swing, whether I was caddying or watching the assistant pros 
give lessons. I was a young kid trying to soak in as much infor-
mation as I possibly could. Later that summer I broke par for 
the first time and I was forever hooked. I continued to improve 
up until the age of 18.

Your career and that of David Leadbetter crossed paths in 
fortuitous fashion. You had to like your timing.
True, I was very fortunate to be able to align myself with David 
Leadbetter. He had an incredible eye for instruction and had 
just moved to Lake Nona. I would become his No. 2 person 
when I was still very young—age 25—so that opportunity really 
entrenched me in instruction. In addition to the huge benefits of 
working next to one of the best instructors of our time, I was 
exposed to the business side of the teaching industry at the top 
level. I’m referring in good part to David’s partnering with IMG 
in the early 1990s, as we started doing corporate events and 
outings for Wall Street. This exposure is what led me to Hudson 
National Golf Club, and ultimately to Manhattan Woods. Prox-
imity to New York City was very valuable. It gave me access to 
a high end clientele and provided me with great independence 
to run my instruction in a new fashion.   

What do you mean by that?
While at Manhattan Woods the light bulb went off for me, in-
stead of teaching one person for one hour, why would I not 
offer three people for three hours and maximize my time and 
ultimately my revenue.

Who are some of the contacts you learned from, during that 
period?
Well for one, Deepak Chopra. He is a famous physician and 
author, of course. Deepak really helped me understand how 
people need to be well internally. Also, how the body and mind 
work with each other. Mark McCormack, the founder of IMG, 

had lots of great insights to share. Believe it or not he also had 
fun imagery games. In addition, I have been fortunate to have 
been around many Wall Street CEO’s and have learned valuable 
lessons from them over the years.

How about from the playing ranks?
The best players in the world have also helped shape who I am, 
no doubt of that. Being around gentlemen like Nick Faldo and 
Greg Norman has allowed me to see how they think and handle 
different situations. But as I think about it I have to say that I’ve 
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What I’ve Learned: Mitchell Spearman
Isleworth C.C., Windermere, FL

Interview by Paul Ramee, Jr.

“Junior Golf should be our focus... 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.”                             
                                    - Mitchell Spearman



learned from every student 
I have taught.  

Talk about how you were 
able to modify and then 
expand your teaching 
model. 
I really decided to start to 
focus on the individual. 
Rather than teach 10 les-
sons a day, I thought I 
could be much more pro-
ductive if I taught three 
longer sessions a day. This 
truly allowed me to develop 
players rather than give 
one-hour fixes. So I started 
offering three hours of in-
struction. If I was charging 
$100 for one hour of in-
struction, I decided that I 
could invite people to 
come for three hours and 
have three people in these 
small schools, I could 
cover more material and ultimately they could develop as play-
ers. 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 that 
was the best lesson he had 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 are your thoughts on the recent European domi-
nance? What, in your view, is behind their current success?
I think it goes back to Nick Faldo and his effect on the swing. 
Nick was always trying to perfect his swing and I think his be-
liefs became the model for Europe. We really put huge value on 
building the perfect swing first, while in America there is a larger 
emphasis on competition and learning to win with what you 
have. Secondarily, there is a stronger culture at clubs in Europe. 
Youngsters are invited to play with adults in tournaments, the 
cost is significantly less in Europe, so ultimately there is more 
access to develop young players.

Where do you think we are as an industry with respect to 
sharing information?
I think the industry has made tremendous improvements in the 
sharing of good information. Technology has certainly been a 
nice addition, and the Proponent Group also plays a role. In-
formation sharing will only make us better as teachers.

What are your thoughts on social media, as it affects golf-
ers and the learning process?
Like anything, social media has its pros and cons. For the stu-
dents there is a lot of information that floats around, which may 
promote confusion. For the instructor social media provides a 
very good vehicle for us to connect and share ideas. I believe 
we need to work hard on getting the message across and start 
to really promote the benefits of taking instruction.

Can you share how you 
handle the CEO-types?
Something I learned right 
away—and it should not 
come as a shock to anyo-
ne—is that time is of the 
essence. I ask them right 
off: “What would you like to 
get accomplished today?” 
Then I really try to get them 
into the left brain mode and 
out of the analytical way of 
thinking. I have been really 
fortunate to have worked 
with some important peo-
ple and the great thing is 
that I have never really had 
to convince them of what I 
have had to say.

Any stories come to mind, 
as you think about these 
corner-office types?
I had one gentleman come 

to me and tell me his wife was really struggling and she needed 
me to unwind some things. So we worked pretty hard for a 
weekend and she did really well. Fast-forward a couple of years 
and the gentleman approaches me and tells me “you have 
changed my life” but “we have a problem.” He explained: “My 
wife is hooked and we are playing much more golf, however, 
I’m shooting 82 or 83 and she’s shooting 80 or 81.”

Where do you envision future business opportunities?
Junior Golf should be our focus. We have to tell them 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 you doing to develop young instructors?
First, I am looking for very polite, well-mannered associates, 
instructors who can help someone develop over a long period 
of time. I’m looking for someone who has the same passion for 
instruction that I have—people who are looking for a better way 
to say something and are willing to teach the player what they 
need to hear, not what they know.

How does that play out as you do your recruiting?
When we meet, I watch them give some instruction. After their 
student strikes the first shot of the session, I ask them: What 
did you see? Give me your journalistic view, in two to three 
words, what was not right? Inevitably, they will say they need to 
see more shots, they need more clues, I tell them the clues are 
right in front of you, what did you see? Simplify it and learn to 
see it right away. 
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Mitchell Spearman instructing PGA Tour player Billy Hurley.



Meet new Sponsor SCOR™ Golf 

A Complete Re-invention of Scoring Clubs 
and The Most Comprehensive Custom Wedge 
Fitting Experience In Golf

The Pro-
ponent 
Group is 
pleased to 
announce 
that SCOR Golf, of Victoria, Texas has put its full support 
behind the Proponent community by taking an annual 
platinum partnership, effective immediately. SCOR’s revo-
lutionary SCOR4161 precision scoring clubs represent a 
complete re-invention of the high-loft end of golfers’ sets.  
The innovative SC3 progressive weighting has been proven 
by independent testing on Iron Byron to reduce the dis-
tance loss of high-face impact by 19-24 feet over the top 
selling wedges, and delivers pinpoint accuracy, distance 
control and forgiveness in the “money clubs.”  SCOR4161 
delivers equally impressive technological advantage with 
the exclusive V-SOLE de-
sign, Tru Form Forged 
process and the company’s 
proprietary line of scoring 
range shafts branded 
“GENIUS®”.

     At the foundation of the 
entire SCOR technology 
package is the industry’s 
most comprehensive inter-
changeable head/shaft 
scoring club fitting process 
and system, which is avail-
able to all Proponent Group 
members. The patent pend-
ing SCORFit™ process al-
lows you to quickly and 
precisely help players de-
termine the proper ‘pre-
scription’ of scoring clubs 
for their particular game, 
including the right lofts, 
shafts and specifications 
for length, lie angle and grip 
size. The patent pending 
SCORFit process is the in-
dustry’s most detailed ap-
plication, and the first to 
reconcile the variances in 

specifications 
between 
makes and 
models of 
irons to allow 
golfers to ar-
rive at the 
exact loft ma-
trix and other 
important 
specs for 
their scoring 
clubs. The 
constantly-
expanding 
database of 
irons’ specifi-
cations already 
contains almost 500 models of irons from over 40 manu-
facturers.
     SCORFit Lite™ allows golfers, teachers, fitters and re-
tailers to use their smart phone or tablet in a fitting or demo 
environment to access the SCORFit iron database and 
prescribe lofts and shafts for any golfer.   

 
    “Very few golfers have 
the right combination of 
lofts in their scoring clubs,” 
explains Koehler. “They 
also are not playing the 
proper shafts to optimize 
feel, or specifications to 
improve their shotmaking in 
the ‘money range’. The 
SCORFit process and fit-
ting kits helps teachers and 
fitters guide each golfer to 
determining his or her best 
scoring club make-up, 
while the SCOR4161 pack-
age of technologies deliver 
unmatched performance 
for golfers of any skill level.   

     Proponent Group mem-
bers can learn more about 
SCOR Golf and their inno-
vative approach to the 
scoring end of the set at 
www.scorgolf.com, or by 
contacting Director of Sales 
John Perez at 985-778-
8266 or john@scorgolf.com.
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PARTNER SPOTLIGHT: SCOR Golf

SCOR Golf is the first company to offer 21 loft options for the scoring clubs. 
The company’s SCORFit process allows you to quickly and precisely deter-
mine the optimal loft matrix for each of your students.

http://www.scorgolf.com
http://www.scorgolf.com
mailto:john@scorgolf.com
mailto:john@scorgolf.com


We get a lot of requests from members asking “What are the 
must-read books and manuals for golf instructors”. This month’s 
installment includes general business and management books 
that Proponent Group members have recommended. These 14 
books were most often mentioned and focus on starting, growing 
and managing a successful business. All will be archived on the 
members-only website in The Library. 

Built to Last by Jim Collins and Jerry Porras  
“This is not a book about charismatic visionary 
leaders. It is not about visionary product con-
cepts or visionary products or visionary market 
insights. Nor is it about just having a corporate 
vision. This is a book about something far more 
important, enduring and substantial. This is a 
book about visionary companies.” So write Jim 
Collins and Jerry Porras in this groundbreaking 
book that shatters myths, provides new insights, 
and gives practical guidance to those who would 
like to build companies that stand the test of 

time. Filled with hundreds of specific examples and organized into 
a coherent framework of practical concepts that can be applied by 
managers and entrepreneurs at all levels.

Competitive Advantage:  Creating and Sustaining Superior 
Performance by Michael E. Porter  

Competitive Advantage takes strategy from 
broad vision to an internally consistent configu-
ration of activities. Its powerful framework pro-
vides the tools to understand the drivers of cost 
and a company's relative cost position. Porter's 
value chain enables managers to isolate the 
underlying sources of buyer value that will com-
mand a premium price, and the reasons why 
one product or service substitutes for another. 
He shows how competitive advantage lies not 

only in activities themselves but in the way activities relate to each 
other, to supplier activities, and to customer activities. Competitive 
Advantage also provides for the first time the tools to strategically 
segment an industry and rigorously assess the competitive logic of 
diversification. 
 
Competitive Strategy Techniques for Analyzing Industries and 
Competititors by Michael Porter

Now nearing its 60th printing in English and 
translated into 19 languages, Michael Porter's 
Competitive Strategy has transformed the the-
ory, practice, and teaching of business strategy 
throughout the world. Electrifying in its simplici-
ty–like all great breakthroughs–Porter's analysis 
of industries captures the complexity of industry 
competition in five underlying forces. Competi-
tive Strategy has filled a void in management 
thinking. It provides an enduring foundation and 
grounding point on which all subsequent work 

can be built. By bringing a disciplined structure to the question of 
how firms achieve superior profitability, Porter's rich frameworks 
and deep insights comprise a sophisticated view of competition 
unsurpassed in the last quarter-century.

Emotional Intelligence by Daniel Goleman
Everyone knows that high IQ is no guarantee of 
success, happiness, or virtue, but until Emo-
tional Intelligence, we could only guess why. 
Through vivid examples, Goleman delineates 
the five crucial skills of emotional intelligence, 
and shows how they determine our success in 
relationships, work, and even our physical well-
being. What emerges is an entirely new way to 
talk about being smart. The best news is that 
"emotional literacy" is not fixed early in life. 
Every parent, every teacher, every business 

leader, and everyone interested in a more civil society, has a stake 
in this compelling vision of human possibility.

EntreLeadership: Twenty Years of Practical Business Wisdom 
From the Trenches by Dave Ramsey  

Your team will never grow beyond you, so here’s 
another question to consider.  Are you growing? 
Whether you’re sitting at the CEO’s desk, the 
middle manager’s cubicle, or a card table in your 
living-room-based startup, EntreLeadership pro-
vides the practical, step-by-step guidance to 
grow your business where you want it to go. 
Dave opens up his championship playbook for 
business to show you how to:
•  Inspire your team to take ownership and love 
what they do

• Unify your team and get rid of all gossip
• Handle money to set your business up for success
• Reach every goal you set
• Experience rewarding personal growth

The E-Myth Revisited: Why Most Small Businesses Don’t 
Work and What to Do About It by Michael Gerber

In this first new and totally revised edition of the 
bestseller, The E-Myth, Michael Gerber dispels 
the myths surrounding starting your own busi-
ness and shows how commonplace assump-
tions can get in the way of running a business. 
He walks you through the steps in the life of a 
business from entrepreneurial infancy, through 
adolescent growing pains, to the mature entre-
preneurial perspective, the guiding light of all 
businesses that succeed. He then shows how 
to apply the lessons of franchising to any busi-

ness whether or not it is a franchise. After you 
have read The E-Myth Revisited, you will truly be able to grow 
your business in a predictable and productive way.
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CONTINUING EDUCATION 

Must-Have Management Books for Your Library 



Good to Great:  Why Some Companies Take the Leap….and 
Others Don’t by Jim Collins  

Built to Last, the defining management study of 
the nineties, showed how great companies tri-
umph over time and how long-term sustained 
performance can be engineered into the DNA of 
an enterprise from the very beginning. But what 
about the company that is not born with great 
DNA? How can good companies, mediocre 
companies, even bad companies achieve en-
during greatness? Using tough benchmarks, 
Collins identified a set of elite companies that 
made the leap to great results and sustained 

those results for at least 15 years. The findings of the Good to 
Great study will surprise many readers and shed light on virtually 
every area of management strategy and practice. 

Hug Your Customers:  The Proven Way to Personalize Sales 
and Achieve Astounding Results by Jack Mitchell  

A master of customer service reveals his secrets 
for developing long-lasting business relation-
ships and customer loyalty. "We shower our 
customers with attention,” says Mitchell “There's 
no doubt in my mind that our philosophy can be 
applied to selling just about anything -- from 
aircraft engines to beanbags." The only way to 
stay in business is with customers, and Jack 
Mitchell knows how to attract them, and how to 
keep them. He has a deceptively simple but 
winning relationship approach to customer serv-

ice -- that a relationship is at the heart of every transaction. Jack's 
business philosophy is based on "hugs" – personal touches that 
impress and satisfy the customer.

In Search of Excellence:  Lessons From America’s Best Run 
Companies by Tom Peters

In Search of Excellence has long been a must-
have for the boardroom, business school, and 
bedside table. Based on a study of 43 of Amer-
ica's best-run companies from a diverse array of 
business sectors, In Search of Excellence de-
scribes eight basic principles of management – 
action-stimulating, people-oriented, profit-
maximizing practices – that made these organi-
zations successful.

The One-Minute Manager by Ken Blanchard  
For more than 20 years, millions of managers 
nationwide have followed The One Minute 
Manager's techniques, thus increasing their 
productivity, job satisfaction and personal pros-
perity. These real results were achieved through 
management techniques that spell profitability 
for the organization and its employees. The One 
Minute Manager reveals three practical secrets: 
One Minute Goals, One Minute Praisings, and 
One Minute Reprimands. The book also pre-
sents several studies in medicine and the be-

havioral sciences that explain why these apparently simple meth-
ods work so well with so many people. By the end you will know 
how to apply them to your own situation and enjoy the benefits.

The Purple Cow:  Transform Your Business by Being Re-
markable by Seth Godin  

Seth Godin asked a simple question that turned 
the business world upside down: What do Star-
bucks, JetBlue, Apple, Dutch Boy, and Hard 
Candy have that other companies don’t? How 
did they confound critics and achieve spectacu-
lar growth, leaving behind formerly tried-and-
true brands? Answer: They were purple cows. 
Godin defines a Purple Cow as anything phe-

nomenal, counterintuitive, exciting…remarkable. Every day, con-
sumers ignore a lot of brown cows, but you can bet they won’t 
ignore a purple cow. You can’t paint your product or service purple 
after the fact. You have to be inherently purple or no one will talk 
about you. Godin urges you to emulate companies that are consis-
tently remarkable in everything they do, which drives explosive 
word of mouth. 

The Seven Habits of Highly Effective People by Stephen 
Covey

In The 7 Habits of Highly Effective People, 
Covey presents a holistic, integrated, principle-
centered approach for solving personal and 
professional problems. With penetrating insights 
and pointed anecdotes, Covey reveals a step-
by-step pathway for living with fairness, integrity, 
service and human dignity–principles that give 
us the security to adapt to change and the wis-
dom and power to take advantage of the oppor-
tunities that change creates.

Small Giants: Companies That Chose to be Great Instead of 
Big by Bo Burlingham

It’s an axiom of business that great companies 
grow their revenues and profits year after year. 
Yet quietly, under the radar, a small number of 
companies have rejected the pressure of end-
less growth to focus on more satisfying busi-
ness goals. Goals like being great at what they 
do...creating a great place to work...providing 
great customer service...making great contribu-
tions to their communities...and finding great 
ways to lead their lives. In Small Giants, veteran 
journalist Bo Burlingham takes us deep inside 

fourteen remarkable companies that have chosen to march to their 
own drummer. 

The Tipping Point: How Little Things Can Make a Big Differ-
ence by Malcolm Gladwell

The tipping point is that magic moment when 
an idea, trend or social behavior crosses a 
threshold, tips, and spreads like wildfire. Just 
as a single sick person can start an epidemic 
of the flu, so too can a small but precisely tar-
geted push cause a fashion trend, the popular-
ity of a new product, or a drop in the crime rate. 
This widely acclaimed bestseller, in which Mal-
colm Gladwell explores and brilliantly illumi-
nates the tipping point phenomenon, is already 
changing the way people throughout the world 

think about selling products and disseminating ideas.
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Take Advantage of One of Proponent Group’s 
Finest Member Discount Programs

Summit Golf Brands’ Personal Use Program Exclusively for Proponent Group Members

ALL current products from ALL three of Summit Golf Brands’ outstanding lines: 
EP Pro, Fairway & Greene and Zero Restriction are available to Proponent Group 
Members at the following preferred pricing:

Without brand logo: 30% off standard wholesale pricing
With brand logo: 50% off standard wholesale pricing

To place an order: Go to the brand-specific website pages exclusively for Proponent Group members:  
http://pg.fairwayandgreene.com, http://pg.eppro.com or http://pg.zerorestriction.com. For any ques-
tions regarding your order, contact Customer Service at 855-924-2228. 

If you would like to place bulk orders for outings, golf schools or other student usage, contact Customer 
Service for pricing information and availability.

 PARTNER SPOTLIGHT: SUMMIT GOLF BRANDS

http://pg.fairwayandgreene.com
http://pg.fairwayandgreene.com
http://pg.eppro.com
http://pg.eppro.com
http://pg.zerorestriction.com
http://pg.zerorestriction.com


MEMBER MILESTONES
Please Welcome April’s New Proponent Group 
Members
Sheri Hayes, San Diego Golf Institute, San Diego, CA - 
Full Member.
John Higgins, SeeMore Putters, Franklin, TN - Associate 
Member.
Tyler Jaramillo, Seawane Club/Golf in Schools Washing-
ton, Hewlett, NY - Associate Member.
Jim Kardash, Arundel Golf Park, Glen Burnie, MD - Full 
Member.
Hernan Rey, Unaffiliated, Jupiter, FL - Full Member.
Adam Werbicki, The Derrick Golf & Winter Club, Ed-
monton, Alberta, Canada - Associate Member.
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1513 Cherry Ridge Drive
Heathrow, FL 32746
407-878-1235 Phone
321-363-1191 Fax

The Proponent Team:
   Lorin Anderson President
   David Gould Staff Editor
   Lori Bombka Operations Assistant 
   Debbie Clements Accounting

The Premier Network of Golf Instructors
Copyright ©2013 Proponent Group. All rights reserved.

Here are Just Some of the Ways 
Proponent Can Save You Money 
FedEx
Proponent members can register for 
discounted FedEx delivery services. 
Savings depend on volume and size 
of packages but generally savings 
for overnight express is about 30 
percent and from 7-18 percent on 
ground shipping. Call Proponent 
Group at 407-878-1235 to register 
your FedEx account for these extra discounts.

Sundog Eyewear 
The Sundog brand has be-
come one of the most popular 
sunglass choices for all levels 
of golfers. Proponent Group 
members are able to purchase 
any current catalog models at 
www.sundogeyewear.com at 
40% off of the listed retail 
price. Use our Proponent 
Group CONFIDENTIAL code 
when ordering: PROGRO40. 
This Proponent Group benefit 
also includes free shipping 
within North America. If you 
have any questions, please call our Sundog contact Gary 
Makar at 403-516-6614 or email him at 
garym@sundogvision.com.

Summit Golf Brands including EP Pro, Fairway & 
Greene and Zero Restriction
All current products from ALL three outstanding lines are 
available to Proponent Group Members at the following 
preferred pricing: Without brand logo: 30% off wholesale 
pricing. With brand logo: 50% off wholesale pricing. To 
place an order: Go to the brand-specific website pages 
exclusively for Proponent Group members:  
http://pg.fairwayandgreene.com, http://pg.eppro.com or 
http://pg.zerorestriction.com. For questions regarding 
your order, contact Customer Service at 855-924-2228. 

Sedan Named new Director of Instruction at 
Lake Winnipesaukee
Jason Sedan has been named the new Director of Instruc-
tion at Lake Winnipesaukee G.C. in New Durham, NH. 

Manzella launches new website
Brian Manzella has launched a new website called 
www.golfwiseguys.com. The site is heavy on forums and 
videos from Brian and his partner Michael Jacobs. Mem-
bership in the site runs $10 per month or $100 per year. 
The site is in Beta until the 
end of the year and is de-
signed for both instructors 
and serious golfers.

Parental Release and Medical Information Form 
Now on Members’ Website
     Proponent Group recently added a Parental Release 
and Medical Information Form to our Business Templates 
menu on the website. The release form is detailed and 
can easily be adjusted to your needs whenever you are  
hosting a junior instruction program.

http://www.sundogeyewear.com/
http://www.sundogeyewear.com/
mailto:garym@sundogvision.com
mailto:garym@sundogvision.com
http://pg.fairwayandgreene.com
http://pg.fairwayandgreene.com
http://pg.eppro.com
http://pg.eppro.com
http://pg.zerorestriction.com
http://pg.zerorestriction.com
http://www.golfwiseguys.com
http://www.golfwiseguys.com

