
GBN Summits: Register Today for the 
Educational Event of the Year
Time is running out to register to attend the industry’s biggest networking and 
education event of the year: The GBN Golf Professional Summit Oct. 2-4 and 
the GBN Instructor Summit Oct. 3-5 at The Villas at Grand Cypress in Orlando. 
Our speakers and topics are designed to provide you with insights you won’t 
get at any other event. And it’s only for GBN members.
     Highlights from the Golf Professional Summit include a full Sunday afternoon 
of retailing strategies in conjunction with our retail solution partner Green Grass 
One. Monday includes an in-depth look at Financial Reporting issues, player 
development and GBN’s Pro-Pro competition on Grand Cypress’ New Course.
     Tuesday’s combined summit day will focus on instruction and features David 
Leadbetter, who is making his first appearance at a GBN event. He will talk 
about Lessons that Every Great Teacher Must Learn. Also on Tuesday, Fred 
Griffin, one of Golf Digest’s 50 Greatest Teachers and our host professional, will 
show some of the innovative ways he teaches the short game. 
     On Wednesday, the final day of the Instructor Summit starts with former Golf 
Channel host Kraig Kann on “The Importance of Standing Out”. Also on the 
agenda is Theresa McKeon, founder of TAGteach International, discussing 
research into non-verbal training methods that can speed the learning process. 
Tim Mahoney joins the discussion with “New Reality: Helping Your Facility 
While Protecting Your Brand.” Dr. Tim Lee from Canada’s McMaster University 
will explain the science behind acquiring and retaining golf skills and the sum-
mit concludes with the always creative Martin Hall, 2008 PGA National Teacher 
of the Year, on how he uses his boundless creativity to help students improve. 
     See more details on pages 9 and 10 or register on the members’ website.
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By Bob Mulcahy, CEO, Golf Business Network

It seems lately that you watch the news with only one 
eye open. We do not know what to make of the dra-
matic drops in the stock market or inability of Con-
gress to work together to find solutions for all Ameri-
cans. Our world is filled with many uncertainties that 
are not going to change in the near future.  
     In the golf industry, conversations all focus on es-
timating where the business is headed. After reflect-
ing on the recent history and reviewing the results of 
our just-completed survey, there is no question that 
we are seeing some stability return. Yet there are still 
very mixed results in the marketplace. Here are some 
thoughts on both the positive and negative trends 
we’re experiencing.

Member rounds of golf – are very interesting and 
show just how fragmented and weather-dependent 
our industry has become.
• 23% report member rounds on par with last year.
• 43% are experiencing an increase in member 

rounds.
• 34% say rounds are down versus last year.

     Golf Datatech indicates that rounds through June 
for private clubs are down 0.1%.

Guest play
There is some good news on guest play, with 38% 
showing an increase over last year’s numbers. Some 
GBN members (43%) also report an increase in Men’s 
tournament participation. Women’s tournament par-
ticipation is up at 27% of GBN facilities. Meanwhile, 
35% say weekend member play is up. However, our 
play patterns have become very dependent on the 
weather and this year 41% of our clubs are encoun-
tering more lost days to the weather over last year.

Retail golf sales
There is some truly positive news in this area:
• 55% are ahead of last year.
• 30% are the same as last year.
• Only 15% are down versus last year.

     The interesting and positive sign is that 65% of our 
members are experiencing an increase in hard goods 
sales and 58% of our members are up over last year 
in soft goods sales. This is an indicator that our Pro-
fessionals are doing a better job of managing their 
business and providing more value to their customers 
and likely shows that we’re finally seeing some pent-
up demand from golfers.

Golf Instruction
The results on the lesson side indicate that GBN Pro-
fessionals are outperforming industry standards.  
• 54% are ahead of last year.
• 32% are running equal to last year.
• 12% are down compared to last year.

     The Golf Professional is focusing on the need for 
player development and member’s enjoyment of the 
game to ensure member retention, which based on 
the results below, indicates this is on a positive track. 
It also supports my assumption that the private club 
wants their Golf Professional to make a positive con-
tribution to the member’s enjoyment of the club. This 
centers around great events and quality instruction.

New-member recruitment
The results represent some positive news and trends 
that seem to be emerging in membership sales.
• 35% same as last year.
• 52% are ahead of last year.
• 13% are at a lower level than last year.

Current member attrition
This seems to have stabilized as well.
• 61% same attrition as last year.
• 27% less than last year.
• 12% greater than last year.

     These two areas are great indicators that our pri-
vate club landscape is stabilizing. Over half the clubs 
indicate they are up in membership recruitment and 
only 12% are experiencing higher attrition. That’s a 
powerful combination. 

Staffing budgets
A very mixed bag in this area as half the clubs 
seemed to have stabilized.
• 48% were approximately the same as last year.
• 25% had their budgets increased.
• 27% had their budgets reduced for the year.

     It is a little troubling that over a quarter of our 
members are still having to cut budgets. This clearly 
indicates we are not out of the woods yet. 

     Overall, there are more positives than negatives 
from the survey and we will continue to monitor the 
landscape and provide additional information as it 
becomes available. We sincerely thank our members 
for continuing to support the collection of this valu-
able information that should help you make better 
decisions regarding your golf operation.
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WHAT I’M HEARING

How the 2011 Season is Unfolding for our Industry
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GREEN GRASS ONE RETAIL SOLUTIONS

The 10 Commandments for Retailing 
Success at a Private Club
By Leigha Main, Green Grass One Retail Consultant

Retail is a dynamic enterprise, continually changing and 
evolving.  There are several key strategies that top-tier 
retailers will follow, regardless of their size or the goods 
they sell. Good assortment planning, proper markdown 
planning and comprehensive staff training are among the 
traits that spell success. We’ve gathered a collection of 
valuable ideas and programs that are specific to being a 
successful retailer in the private golf club environment.   
     Let’s explore these 10 benchmark ideas:

Know Your Goods
Product knowledge is an important, instrumental part of 
your staff training.  Beginning in the pre-season and con-
tinuing through the year, keep all members of your golf 
services team focused on product knowledge. We en-
courage a multi-disciplined approach—from your sales 
reps to the staff, from one staff member to another, keep 
the conversation going. Incorporate social media for the 
brands that you carry and put emphasis on personal ex-
perience. It is also very helpful to hosting an annual staff 
‘Try it on – try it out’ event for both softgoods and 
hardgoods. 
     At The Everglades Club in Palm Beach, Florida, head 
professional Cameron Wiebe puts high priority on know-
ing the goods, as he explains: “Our merchandising cur-
riculum includes product knowledge seminars for our 
staff both internally and with the help of our vendors and 
sales reps.  The seminars specifically cover our offerings 
in the shop, materials and processes used to produce 
them as well as pertinent information about price, mem-
ber benefit and comparisons to others products like 
them.  We used this method to create a ‘PK Book’ which 
was a quick reference guide that could be easily re-
viewed by the staff throughout the season.” 
     Well said by Cameron, as there is no better way to sell 
a product with great authority and integrity than to be 
able to talk about fit, function and performance from your 
own personal experience.

Detail Success = Retail Success
Create policy around your merchandising disciplines and 
standards.  It’s not a coincidence that “retail” rhymes 

with “detail.” For many in the industry there’s a strong 
sense that merchandising is all based on creativity. We 
say be careful about over-thinking the creative-
inspiration angle. Yes, that factors into the challenge, but 
disciplines and standards are the ticket to consistent 
profits. We encourage you to create a set of standards 
for your golf shop that your whole team will follow.  
     For example, all hang tags are moved to the back 
yolk on apparel, all hanging apparel is to be steamed, all 
items to be sized from smallest to largest, all display 
shoes to be a size 9 for men and 7 for ladies.

The many details that go into eye-catching displays are readily evident 
at The Everglades Club golf shop. 
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Build Loyalty
Build and implement a comprehensive loyalty member 
program.  We encourage you to establish a program that 
will thank and reward your best customers in the golf 
shop for choosing you. All members have options as to 
where they can spend discretionary dollars. It’s vital to 
recognize this and show appreciation when they choose 
us. Monthly thank-you letters or quarterly thank-you gifts  
are examples of member loyalty programs.

Manage Your Markdowns
Plan and implement a disciplined approach to mark-
downs. Managing a proper markdown schedule is para-
mount to being a good retailer. Build a plan around the 
life cycle of all your goods (especially apparel which de-
preciates in value the quickest) from arrival in your golf 
shop, through markdowns (25% to 50% etc.) to final 
clearance e.g. $19.99.  Commit to a plan that doesn’t 
have any inventory ‘celebrating a birthday’ in your shop.

Timing is Everything
Stagger deliveries of apparel to ensure you have fresh 
goods arriving at  your shop every month you are open.  
One of the prime benefits of private club retailing is hav-
ing a loyal, captive audience.  This however has some 
challenges.  You have a fixed group of the same custom-
ers coming through your doors, therefore fresh product 
and visuals to support it will be needed in order to keep 
your audience interested. Aim to have a new arrival 
scheduled for both men’s and ladies apparel every 
month your golf shop is open.

Play To Your Unique Strengths
Commit to value-added services that are unique to on-
course retail. For example, gift wrapping, gift delivery, 
complimentary tailoring, and complimentary custom or-
dering are all services unique to boutique-type retailing 

that is consistent with the type of member experience we 
are all striving for.

Get Close to Your Suppliers
Treat your suppliers as business partners. Partner not 
simply with your local sales reps but with the manage-
ment team at your vendor partners. Your commitment to 
depth within a brand as opposed to depth of brands will 
reward your business in several ways. For example, im-
proved service, co-op promotional opportunities, off-
invoice discounts and improved year-end rebates should 
all be benefits of building business partnerships together 
with your vendors.

Understand Your Competition
Being an active consumer will help you become a better 
retailer. Visit the better specialty stores, department 
stores and team sport retailers to get new ideas on new 

(Brampton Golf Club in Ontario has an outstanding gift wrap station 
available for all purchases (above). Handwritten notes and product per-
sonalization identify outstanding service to your membership (below).

A sample of a detailed markdown planner used at Royal Canadian G & CC. 
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products and poten-
tial new uses of your 
club logo. In many 
ways we are all com-
peting for ‘share of 
wallet’, so make sure 
you’re out there ex-
periencing what the 
competition sells and 
how they sell it.

Plan Your Promo-
tions
Build a comprehen-
sive promotional plan. 
Create a calendar 
with golf club events 
(guest days) and cal-
endar holidays (Fa-
ther’s Day, Christmas). 
This can include ven-
dor specific promotions (e.g. Callaway Ladies Day), 
category specific (e.g. Demo Days), or holiday-specific 
promotion (18 holes of perfect gift ideas for Christmas) 

Identify Your Best 
Customers
Annually mine your 
Point of Service (POS) 
data. One of the truly 
unique parts of private 
club retailing is the 
concept of ‘member 
charge’. In most cases 
some or all of your golf 
shop purchases are 
charged to a member 
account making it pos-
sible to mine your POS 
data to gather insights 
that off-course retailers  
would have scarce ac-
cess to.  
     This type of data 
mining will help you 
determine your best 

customers, catalogue their sizing, respond to their pref-
erences and be better equipped to market and sell di-
rectly to them. 

The Everglades Club does an outstanding job of training staff in product knowledge.  

Examining POS data will determine your best customers, catalogue their sizing, respond to their preferences and help you better sell directly to them. 



By Bob Mulcahy, CEO, Golf Business Network

As you aspire to become a Head Golf Professional, it 
is important to build a personal management philoso-
phy that will make you successful when your chance 
arrives to lead a golf operation. It’s a process that 
takes some time and reflection—we’ll get you started 
with a couple of thoughts from GBN member Golf 
Professionals:
     “It is our philosophy to cross-train the Professional 
Staff in all areas of the operation that allows for a 
greater knowledge base 
in every aspect, which 
in turn empowers them 
to make educated deci-
sions that are in the 
best interest of the op-
eration.” – Cameron 
Wiebe, Director of Golf 
– The Everglades Club.
     “I involve my staff in 
various aspects of the 
buying, planning, 
scheduling, evaluating, 
training, and firing.  
Their level of responsi-
bility depends on their 
level of experience.  My 
goal is to train by pro-
viding the opportunity 
for the Assistant Pro-
fessional to “buy in” to 
our method of running 
the operation.  While 
the ultimate direction 
and decision remains 
with me, I openly solicit 
the staff’s input and 
feedback on all that we do.  Absolutely nothing is be-
yond discussion for improvement.” – Cameron Doan, 
Head Golf Professional – Preston Trail Golf Club
     A couple of other philosophies that these two pro-
fessionals and others in the network utilize are:
• Rotating the tournament assignments annually.  
• Establishing attainable goals at the beginning of 

the season and continually reviewing these goals 
throughout the year.

     All agree the end goal is for their Assistants to be-
come a Head Golf Professional. In accomplishing that 
goal it is imperative that the staff be held accountable 

for their actions and that they work collectively in 
support of the golf operation’s mission. 
     After reflecting on these great points, I asked my-
self what can you as an Assistant Golf Professional 
take away from these pieces of advice?  Here are 
some of my thoughts:
     One of the first requests made to you in an inter-
view is to describe your managerial philosophy.  Your 
answer must be clear, coherent, and convincing.  
Therefore, it is imperative that as you move through 
your apprenticeship you need to learn from the Pro-

fessionals you work for.  You 
may like some things they 
do and not like others.  But 
overall you need to build a 
philosophy and be able to 
articulate this philoso-
phy—first to a Selection 
Committee and then to the 
staff you assemble.
     As you progress through 
the interview, the Selection 
Committee is going to probe 
you in areas such as tour-
naments, instruction, junior 
golf, caddie program, and 
any other golf area. You 
need to be able make a le-
gitimate case for why you 
are the best candidate and 
have had experience in 
managing these areas.  So 
as you progress through 
your training be conscious of 
this and try to be involved in 
as many aspects of the op-
eration as you can be. If you 
are not directly involved in 

some aspects make as many observations as you 
can about how those areas are managed.
     I strongly encourage you to actually sit down with 
your Golf Professional and discuss their own mana-
gerial philosophy and how it has evolved over time. 
     Overall, be proactive in asking questions and un-
derstanding your golf operation. Try to understand 
why your Professional makes the decisions he or she 
does. The more you understand the reasoning that 
must be weighed, the easier it will be to articulate a 
unique and sound management philosophy to your 
future employer.
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ASSISTANTS CORNER

Building a Management Philosophy

Lots of factors go into every managerial decision. Understand all the 
factors involved and you can become an outstanding golf professional.



[8]

Golf Professional Summit 2011

  

The Villas at Grand Cypress, Orlando, FL   Oct. 2-4

2011 Summit Line-up 

Sunday, October 2
11:00 am-	
 Begin Summit Check-in at 
	
 	
 Conference Center

1:00 -1:15 pm	
 GBN Presentation
1:15 - 2:00	
 Green Grass One (GG1) 
	
 	
    retailing presentation
2:00 - 2:45	
 Retail Roundtable -Getting the 
	
 	
    Most From Your Off-season
2:45 - 3:00	
 Break
3:00 - 4:00	
 GG1 Effective Retail Display
4:00 - 5:00	
 Q&A with Merchandising 
	
 	
    Award Winners

5:30 - 7:00	
 Demo equipment product and 	

	
 	
    Cocktail Party at Resort Range

Monday, October 3 
7:30-8:30 am	
 Breakfast
8:30-9:45	
 Effective Financial Reporting to 
	
 	
    Your Club Leaders 
9:45-10:45	
 Roundtable discussion
10:45-11:00	
 Break	
 	
 	

11:00-Noon	
 Panel Discussion: No Golfer Left
	
 	
 Behind Initiative 
	
 	
 (Brunton, Grayson and Kenney)

Noon-1:00pm	
 Lunch
1:00-6:00	
 Pro-Pro event (New Course) 

7:00 pm	
 Dinner

Tuesday, October 4
7:30-8:30 am	
  Breakfast
8:30-10:15 am	
  Clubfitting Through the Eyes of 
	
 	
 an Instructor (Darren May)
10:15-10:45 am Break (go outdoors to academy)
10:45-11:00 am Partner Presentation
11:00-Noon	
  How I Teach the Short Game
	
 	
     (Fred Griffin)

Noon-1:00 pm	
Lunch

1:00-3:00 pm	
 Lessons Every Great Teacher 	

	
 	
    Must Learn (David Leadbetter)
3:00-3:15 pm	
 Partner Presentation
3:15-6:00 pm	
 Demo Day

Join the Conversation...
...with the golf industryʼs top merchandisers, managers and 
instruction experts. The agenda is filled with insights and 
intelligence that will grow your business. Our speakers will 
explain how to:

• Find simple ways to make your financial reporting more effective
• Get critical retailing answers from leading merchandisers
• Understand how player development can become a profit center
• Grow your understanding of the swing from David Leadbetter
• Blend clubfitting with instruction for maximum improvement
• Learn how to leverage your off-season for more shop sales in 2012
• Plus: The best on-site networking of any event in the industry

Host Site: The Villas at Grand Cypress, host to the LPGA Tourʼs Title-
holders, is conveniently located 25 minutes from Orlando International 
airport. You will NOT need a rental car during the summit.

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: GBN has a very special summit rate at the Villas at Grand 
Cypress for only $125 per night SINGLE OR DOUBLE occupancy. 
(Double occupancy rooms will be filled first-come, first-served.) Con-
tact the Villas directly at 800-835-7377, if you need to reserve a room. 

Cost: Includes all meals at Grand Cypress during the program and all 
sessions for only $445 for Golf Professional Division members. Op-
tional Pro-Pro Tournament is an additional $60.

Registration: Login to www.golfbusinessnetwork.com and on the Edu-
cation Events page you will find the Summit Registration link. 

GBN Golf Professional Division Platinum Sponsors:

http://www.golfbusinessnetwork.com
http://www.golfbusinessnetwork.com
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Instructor Summit 2011

  

The Villas at Grand Cypress, Orlando, FL   Oct. 3-5

2011 Summit Line-up 

Monday, October 3 
11am-7:00 pm	
Check-in at Conference Center

1:00 pm	
 Optional Pro-Pro Golf Event

7:00 pm	
 Dinner with Head Pro Attendees

Tuesday, October 4
7:30-8:30 am	
 Breakfast
8:30-10:15 am	
Clubfitting Through the Eyes of 
	
 	
 an Instructor (Darren May)
10:15-10:45 am Break (go outdoors to academy)
10:45-11:00 am Partner Presentation
11:00-Noon	
 How I Teach the Short Game
	
 	
    (Fred Griffin)

Noon-1:00 pm	
Lunch

1:00-3:00 pm	
 Lessons That Every Great Teacher 
	
 	
    Must Learn (David Leadbetter)
3:00-3:15 pm	
 Partner Presentation
3:15-6:00 pm	
 Demo Day

6:30-8:00 pm	
 Cocktail party (Villas Pool) 

Wednesday, October 5
7:30-8:30 am	
 Breakfast
8:30-9:30 am	
 The Importance of Standing Out 	

	
 	
    (Kraig Kann)
9:30-10:30 am	
 “Tagging” Students to Maximize 
	
 	
    Improvement (Theresa McKeon)
10:30-10:45	
 Break	

10:45-11:00	
 Partner Presentation
11:00- Noon	
 New Reality: Helping Your Facility 	

	
 	
    While Protecting Your Brand	

	
 	
    (Tim Mahoney)

12:00-1:00 pm  Lunch

1:00- 2:00 pm	
 The Science of Acquiring and Re-
	
 	
    taining Golf Skills (Dr. Tim Lee)
2:00- 2:15 pm	
 Break
2:15- 3:30 pm	
 Teachers Can’t be Too Creative 
	
 	
    (Martin Hall) 

Thursday, October 6
8:00- Noon     OPTIONAL WORKSHOP
	
         How To Stand Out hosted by 
	
         Former Golf Channel host 
	
         Kraig Kann

Join the Conversation...
...with Americaʼs top teachers, motor-learning experts, 
technology leaders and marketing experts for three days 
in Orlando. The agenda is filled with the freshest informa-
tion to grow your business and help your students im-
prove faster. Our speakers will explain how to:

• Build your own brand and become more valuable to your facility
• Elevate your personal presentation and stand out from the crowd
• Grow your understanding of the swing from Leadbetter and Hall
• Learn the science behind acquiring and retaining golf skills
• Blend clubfitting with instruction for maximum improvement
• Plus: The best on-site networking and new products of the year
• Plus: Absolutely the best value offered by any industry event

Host Site: The Villas at Grand Cypress, host to the LPGA Tourʼs Title-
holders, is conveniently located 25 minutes from Orlando Interna-
tional airport. You will NOT need a rental car during the summit.

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: GBN has a very special summit rate at the Villas at Grand 
Cypress for only $125 per night SINGLE OR DOUBLE occupancy. 
(Double occupancy rooms will be filled first-come, first-served.) Con-
tact the Villas directly at 800-835-7377 if you need to reserve a room. 

Cost: Includes all meals and all sessions for only $445 for Instructor 
Division members who register by July 31st. Associate Instructor 
members are welcome to attend for $495. Golf Professional members 
may attend both summits for $575. Optional Pro-Pro Tournament is an 
additional $60.

Registration: Login to www.golfbusinessnetwork.com and on the 
Education Events page you will find the Summit Registration link. 

GBN Instructor Division 2011 Education Sponsors: 
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NO GOLFER LEFT BEHIND INITIATIVE  

On the Private Side, Promoting Golf with More Energy, 
New Ideas and Standout Service
By David Gould, GBN Special Correspondent

The golf industry’s “macro” stats from recent years paint 
a bleak picture of shrinking participation. For the golf 
professional at a private club, those numbers matter for 
the long-term future of the game, but they can also hit 
close to home. The golf professionals of old knew it was 
up to them to build excitement into the game for their 
members. To Bob Watson, the influential PGA member 
who ran the show at Westchester (N.Y.) Country Club 
with such flair, it was a matter of “pro + motion =  pro-
motion.” Translation: You had to 
bring consistent energy to the 
golf program in order to build 
your numbers and make the pro-
gram a big winner for the club.
     An important theme running 
through Golf Business Network 
presentations and articles this 
year is “No Golfer Left Behind,” at 
the club level. There are always 
new ideas on how to fulfill that 
mission—some generated by 
GBN members, some from other 
sources. 
     An example of the latter 
comes from the writings of Scot 
Duke, consultant and founder of 
the Business Golf Advisory 
Group. Duke (author of “How to 
Play Business Golf”) recently laid 
out action steps aimed at increas-
ing member engagement and 
building the new-member pipe-
line. He cites his own survey 
showing that three-fourths of 
members at a typical club are on 
familiar terms with only a small 
cluster of their fellow mem-
bers—just about 10 percent. The time is coming, he 
says, for creating private social-media websites where 
members can post and share their activities and inter-
ests. Duke also suggests that club websites gear them-
selves more toward potential members. “Classy imaging 
is okay,” he says, but “more sociable content is what the 
potential member is after.” Duke advises creating web-
sites that answer this question: “What is the mood and 
what are the attitudes of the club’s current member-

ship?” Such a tack would promote more inquiries, which 
would be acted on by having a club representative reach 
out to the potential candidate. At many clubs the more 
formal traditions of recruitment currently prevent this 
type of activity, but Duke says the culture is changing 
and those traditions may not endure into the future.
     Every season brings a new chance to enliven golf par-
ticipation. While enduring setbacks due to very wet 
spring weather, Dave Coates of Essex County Country 
Club in West Orange, NJ, saw positive early results from 
several innovations aimed at that goal. One simple but 

intriguing tactic involved commu-
nication with tournament fields via 
email. Beginning this year, the 
Essex County golf staff is sending 
out a pre-event email about one 
week prior, showing a list of 
signed-up members and high-
lighting the attractive elements of 
the tourney. 
     “It uses the power of sugges-
tion to get people who had not 
yet signed up thinking they’d en-
joy being out there with that 
group,” says Coates. The email 
has also been a good reminder to 
entrants as to why they regis-
tered—even that they registered. 
“It puts the responsibility back on 
them to not conveniently forget 
about the event, or come around 
later saying they told somebody 
on the golf staff they were need-
ing to scratch,” says Coates.
     Michael Rymer, also a GBN 
member and head professional at 
The Members Club at Four 
Streams in Beallsville, Maryland, 
has built the club’s tournament 

program to a productive level but is always looking for 
ways to get more members involved. To Rymer it’s im-
portant that the Four Streams member knows his head 
pro really wants to see him enjoying golf at the club. 
“More and more I’ve taken it upon myself to contact 
members directly about upcoming events,” says Rymer. 
Sometimes it’s a newer member, in other cases one of 
longer standing who seems to need (and want) a bit of 
prodding. “You end up serving as a concierge or social 

What will it take to keep these carts filled with golfers?
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director,” says Rymer. “There’s a tradition of that in terms 
of casual play, but we’d like to bring it to the level where 
they’re competing in tournaments.” Many observers 
would say that if you can do that, the regular social play 
will take care of itself.
     Tournaments can be a prime focus for promoting 
rounds and member engagement, but that includes tak-
ing steps to augment or tweak the schedule and formats. 
Sean English, teaching professional at Cincinnati, Ohio’s  
Kenwood Country Club, says the golf at this 36-hole fa-
cility did exactly that for 2011. The move was a subtle 
one—taking a standard weekday evening format and 
dropping it into Saturday morning. “We framed it to the 
members as a ‘Saturday morning league,’” says English. 
“It’s low-key, you sign yourself up, and our staff pros play 
in some of the foursomes.” The most important facet of 
the event involved newer members and their comfort 
zones. The league concept gets people onto the course 
on a weekend morning, with built-in camaraderie and 
pro-staff presence. That’s a great leg up for members 
who haven’t yet found their niche and really gotten into 
the network.
     Matt Walsh, a GBN member at Mt. Pleasant Country 
Club, Boylston, Mass., upped the fun element for this 
year’s marquee invitational tournament in late July. One 
wildly popular game added to 
the festivities is called “corn-
hole,” a horseshoes-type com-
petition with beanbags thrown at 
a tilted plywood surface that has  
a hole in the center. After dark it 
was Glo-ball golf, with closest-
to-the-pin, longest-drive and an 
obstacle putting course. Tiki 
torches lined the playing area, 
pop music played from loud-
speakers, bars were set up and 
golfers in the tourney field were 
out until 11 pm competing at 
these various games of skill. The 
Glo-ball putting contest was re-
plete with water hazards, bun-
kers and ramps. One hole had a 
small fire that players had to ne-
gotiate. Walsh and club leaders 
were pleased with all the posi-
tive commentary from guests. 
Says Walsh: “Even guests from 
the New York metropolitan area 
were calling it the best event 
they had been to in a long time.” 
His credo is a simple one. “You 
have to separate yourself from 
everyone else, and that takes 
innovation.” 
     To bring in new crops of 
younger members is often a 

goal, but that doesn’t mean forgetting about your long-
time members. At Eagle Springs Golf Club outside Vail, 
Colorado, head professional Mike Steiner reports that 
revenues and play are up “32 percent across the board 
compared to 2010.” The credit is going in good part to 
changing tee markers—meaning, get golfers to break 
tradition and move up one set. “We implemented a club-
wide effort called Tee it Forward,” says Steiner. “The me-
dian age here has gotten older, and to enjoy their golf our 
members had to take the hint and play a shorter golf 
course.”
     As often happens in clubs, this required acceptance 
of the idea by the influential players. “It was a matter of 
getting the right people at the club to move up and play 
the course at 6,400 yards or so,” says Steiner. “We ac-
complished that and it really made the difference.”
     At most exclusive clubs, the head professional’s Ac-
tion Plan for the season will produce healthy numbers for 
guest revenue, dining, merchandise sales and other im-
portant numbers if the plan is well-executed. Long bouts 
of poor weather are the curveball that makes execution 
at times exceedingly difficult. At Fox Chapel on Pitts-
burgh’s north side, head professional Alex Childs 
charged his staff with doing everything possible to offset 
the poor weather that plagued much of April and May. 

“Our response to those lost weeks 
was to reschedule everything we 
possibly could into later May and 
June,” says Childs. “Every time we 
had a justified reason to say, ‘Too 
bad that event or those lessons got 
rained out,’ we didn’t allow our-
selves to say it. We re-booked eve-
rything and fit it all in somehow.” 
     Tony Traci, First Assistant Golf 
Professional at Allegheny Country 
Club, also in greater Pittsburgh, 
took on a similar challenge. His 
scenario is that of a golf director 
charged with expanding his staff’s 
efforts on behalf of the club by 
managing a new program of out-
side tournaments, mostly held on 
Mondays but a few on other week-
days as well.  As a revenue stream, 
this effort “has been very helpful” to 
club leaders in their oversight of the 
club’s operation, according to Traci. 
     The future for golf participation 
at member-only golf clubs is sure to 
demand more innovation and extra 
effort—the “pro in motion,” in other 
words—whether as a creative plan-
ner or a leader determined to do 
whatever it takes to execute the 
plans that have been laid out.

Matt Walsh, a GBN member at Mt. Pleasant Country Club, 
Boylston, Mass., upped the fun element at his marquee 
event with a variety of novel games including obstacle golf 
replete with Tiki torches, ramps and water hazards.
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GBN MEMBER BENEFIT

Business Templates Available When You Need Them 24/7
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Among the most popular benefits of GBN membership are 
the more than two dozen guides and templates for our mem-
bers’ exclusive use covering a wide range of business and 
communications issues. These templates have all been cre-
ated after significant input from our members and discus-
sions with other constituencies including club management 
and search committees.
     We have another half-dozen templates in development at 
this time and we are always listening to ideas from members 
for information that you would like us to develop for your use 
and insight. Please let us know if you have an idea for future 
business-related information that you would like GBN to 
gather and distribute.
     The following business-related guides and templates are 
currently available 24/7 as downloadable PDF files after log-
ging in to the GBN website. 

Golf Professional Templates 
(Found under Head Professional Division menu)
Monthly Golf Chairman Operation Report
Designed to assist you in having your voice heard in a 
clear and concise way in these important meetings.
Assistant Professional - Interview Information Sheet
A guide to various questions that you may choose to util-
ize during the interview process when hiring an Assistant 
Golf Professional.
Vendor Profitability Analysis
Designed to help you fine tune your assortment to maxi-
mize profit and inventory purchased.
Financial Analysis
Benchmarks to fully understand how efficient your retail 
business is running.
Golf Operations Survey
GBNʼs annual comprehensive golf operation survey of our 
members.
Head Golf Pro/D. of Golf Job Description Template
A clear and concise guide to illustrating your full value and 
scope of services to your club leadership.
Monthly and Year-End Reporting System
Designed to make it easy for you to develop monthly re-
ports for your club leaders that exemplify your expertise.
Employee Evaluation Templates
Created from input from our members and are designed 
to streamline your employee evaluation process.
Action Plan & Head Professional Job Description Template
Designed as a tool to develop and convey your vision and 
job responsibilities to the leaders of the club.
Action Plan Template
A tool to develop and convey your vision to the leaders of 
the club, as well as, a tool to ensure your staff is focused 
on accomplishing your goals.

Instructor Templates
(Found under Instructor Division menu)
2011 Instructor Operations and Compensation Survey
An annual comprehensive compensation and operations 
survey of our members.
Monthly Golf Chairman Instructor Report
Designed to help you create a clear and concise monthly 
report for management meetings
Instructor Economic Impact Calculator
Designed to take you step-by-step through all the areas 
where you provide direct and indirect financial benefits to 
your club or facility.
Golfers Attitudes About Instruction Study Results
Proprietary study by Golf DataTech for GBN to investigate 
serious golfersʼ attitudes about golf instruction and why 
more donʼt regularly partake in a formal lesson structure.
Social Media for Golf Professionals and Instructors
A primer on what golf professionals and instructors need 
to know about engaging in social media for their business.
Golf Club and Instructor Websites 101
What Golf Professionals and Instructors need to know 
about websites and internet marketing.
Action Plan & Director of Instruction Job Description
Designed to clearly convey your vision to the leaders of 
your facility and to illustrate your full value to your facility.
Annual Report Template
Designed to make it easy for you to create an annual re-
port for your facility management.
Independent Contractor Contract Template
Provides a basic shell that you may use to construct an 
Independent Contractor contract.
Personal Services Contract Template
Provides a basic shell that you may use to construct a 
personal services contract.
Learning Center Survey and Photo Gallery
A survey of our membership regarding teaching buildings.
Golf Academy Operations Survey
Annual comprehensive operations survey of our members 
who own or manage a multi-instructor teaching facility.

Employment Templates
(Found under Employment Opportunities menu)
Golf Professional Resume Evaluation Template
Instructor Resume Evaluation Template
Resume Development Template
The above templates may be utilized to evaluate or de-
velop your professional resume. Additional information 
has been included to provide you with background neces-
sary to make the most effective presentation possible to 
potential employers.

file://localhost/Users/loringolf/Pictures/iPhoto%20Library/Originals/2009/Jan%2028,%202009_3/(null)
file://localhost/Users/loringolf/Pictures/iPhoto%20Library/Originals/2009/Jan%2028,%202009_3/(null)
file://localhost/Users/loringolf/Pictures/iPhoto%20Library/Originals/2009/Jan%2028,%202009_3/(null)
file://localhost/Users/loringolf/Pictures/iPhoto%20Library/Originals/2009/Jan%2028,%202009_3/(null)
file://localhost/Users/loringolf/Pictures/iPhoto%20Library/Originals/2009/Jan%2028,%202009_3/(null)


By Grant Way, Director of Membership Services

Trends in candidate evaluation go along with what’s hap-
pening in every type of business meeting and conference—
job-seekers need to understand these changes. With the 
advent of tools such as WebEx, GoToMeeting and Skype, 
the interview process has increasingly become electronic. 
As a result, a set of best practices for participating in a re-
mote electronic interview—for the purposes of this article 
we will focus on Skype—have emerged.
     There are criticisms of the switch to electronic inter-
views using a technology like Skype. Some feel it is insuffi-
ciently formal and limits the interaction. Critics say an in-
terviewee is likely to feel that the committee did not get an 
accurate sense of what they are all about. Conversely, 
there will be those who find that a Skype interview is ad-
vantageous because the setting is of your choosing and 
because of the various references placed at your fingertips. 
     First, if at any point during the review process you are 
asked to conduct a Skype interview do not get discour-
aged. This does not mean that the committee isn’t seri-
ously considering you; it simply means that there could be 
some logistical reasons that yield this as the best option. 
The committee could be trying to speed the process up, 
and instead of spending the time and money to fly you to 
their club, a Skype interview will give them a good feel for 
what you look and sound like. So, take a positive attitude 
to your Skype interview and begin preparation.

What do I wear? 
You’re a golf professional; you already know what to wear. 
You have to think of a Skype interview as simply a tradi-
tional interview with the addition of a computer. With that 

said, the committee will only see you from the desk up, so 
a three-piece suit is not necessary. However, a sport coat, 
dress shirt and tie are the recommended attire. A freshly 
shaved face doesn’t need to be mentioned... Does it? 

Where should I set myself up for the interview?
To find a suitable backdrop you will probably need to do a 
test run. Find the space you think will work and Skype with 
a friend watching who can tell you if your surroundings are 
sufficiently neutral and presentable.  You want to make 
sure the lighting is not harsh, but certainly bright enough so 
that you are easily visible. Do not sit in a room that shows 
any clutter or distracting décor. Ensure that ALL phones are 
turned OFF. The room should make the committee feel like 
they are interviewing their next golf professional—someone 
who understands the value of a positive impression.

Should I have materials present? 
In keeping with the theme of a test run, you should be able 
to answer any questions the committee fires at you without 
having to reference a piece of paper. However, this is a 
huge advantage in a Skype interview. In a traditional inter-
view, you would be foolish to have notes, or cheat sheets 
in front of you. However, with Skype, it would be in your 
best interest to tape speaking points and key words where 
you can see them without averting your eyes.  Do not have 
them loose in front of you on the table.  This will allow you 
to continue “making eye contact” with the interviewer, 
while you occasionally take a peek at your note cards. 
     One final thought: Skype has come a long way, but it is 
still subject to voice distortion and even breakup of the 
connection. Be prepared for this type of difficulty so that 
you won’t appear flustered if it should occur. 
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TECHNOLOGY WATCH

Making the Most of Remote Interviews



GBN MEMBER MILESTONES

Lardon and Moss Tee it Up at 2011 PGA 
Championship at Atlanta Athletic Club
 GBN members Brad Lardon of Miramont Coun-

try Club in Bryan, TX and Rob Moss of Pepper Pike 
Club in Cleveland, OH were two of just 20 PGA of 
America members to qualify from the PGA’s Club 
Professional Championship to compete in this 
year’s final major in Atlanta. Congratulations to both 
on their outstanding accomplishment.

GBN Members Tee it Up at PGA’s Club 
Professional Championship
Two dozen GBN members qualified for the PGA 
2011 Club Pro Championship at Hershey Country 
Club in Hershey, PA. including 10 who made the 36-
hole cut:
Brad Lardon – Miramont Country Club
Rob Moss – Pepper Pike Club
Craig Thomas – Metropolis Country Club

Jim Estes – Olney Golf Park
Tim Fleming – Oklahoma City Golf & Country Club
Cameron Doan – Preston Trail Golf Club
Oliver Peacock – Elk River Club

Jeff Martin – Point Judith Country Club
Mike Barge – Hazeltine National Golf Club
John Bierkan – Caves Valley Golf Club
Additionally, GBN Members who participated, 
included:
Tom Waitrovich – Lakewood Country Club

Charles Frost – The Quail Hollow Club
Ron Philo Jr. – Sugarbush Golf Club
Len Siter – Mountain Ridge Country Club
Jim Sobb – Ivanhoe Club

Ryan Ford – The Legends of Indiana Golf Club
Troy Pare – Wannamoisett
Michael Tucker – Bellerive Country Club
Kevin Weyeneth – Hollywood Golf Club

Barry Hinckley – Concession Golf Club
Hal Jacobs – Worcester Country Club
Todd Grassi – River Oaks Country Club
Lance Olson – Champaign Country Club

John Varner – Beverly Country Club

Karen Palacios-Jansen Authors Golf Fitness
GBN Instructor Division 
member, Karen Palacios-

Jansen and the editors of 
Golf Fitness Magazine 
have published “Golf Fit-
ness, Play better, Play 
without Pain, Play Longer, 
and Enjoy the Game 
More.” This 232 page pa-
perback covers just about 
every golf fitness issue 
one can think of and in-
cludes tips and techniques used by today’s top 
golfers. The book includes exercises for adding 
power, properly warming up to play, off season fit-
ness and workout routines that improve the body’s 
ability to make a sound and repeatable golf swing.
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