
NOW LIVE: Member Mentors Program Makes it 
Easy to Get Expert Help on Dozens of Topics 
Our members are among the best at teaching the game, but the business of golf 
instruction is more difficult to truly master. Within it are so many niches and busi-
ness issues that it’s hardly possible to completely understand all of them. The 
good news is that within our membership we have instructors who are among the 
very best in just about every area you may need assistance. Today we are 
pleased to launch our Proponent Group Member Mentors network, a database of 
highly-qualified members who have offered to help when you have a question or 
two in an area in which the “mentor 
member” has significant expertise.
     Today we have more than 60 
members participating as Mentors 
and, as this is a dynamic program, 
we expect that number to climb in 
the future. The ground rules are sim-
ple, we don’t want being a mentor to 
ever become a burden, so if you 
would like to contact one of the 
mentors, please ask your questions 
in a single email or phone call as this  
is a voluntary network. You are wel-
come to contact multiple Mentors in 
the same topic as needed.
      More than 40 specialty topics are included in today’s launch and include eve-
rything from Designing Teaching Buildings to Contract Negotiations to Social Me-
dia to Teaching Putting and the list will expand over time.
     Mentoring Members is meant as a more formalized conduit for the unsur-
passed wisdom embodied in our nearly 350 members from across North America 
and overseas. If you are a mentor, all we ask is that you respond within a reason-
able time if you get a request from another member. There is no long-term com-
mitment. If for any reason you decide you no longer want to participate, you can 
be removed from the list of Member Mentors at any time. 
     This is a fairly bold experiment that we believe will pay dividends for both the 
person asking the questions and the person answering the questions. A more 
educated industry will raise the tide for all boats. 
     To access a Mentor, login to the members-only website and click on Member 
Mentors in the left hand menu. Topics are listed at the top while individual contact 
information is at the bottom of the page.
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A Primer for Keeping Your Sanity all Summer

For many of you, this is crunch time. Long days, lots of 
lessons, hot sun and not much down time. It’s also an im-
portant time to protect your business. Here are a few 
things you need to make sure you’re doing all summer:

Collect Student Data
Sure, you’re busy, but don’t skip the details. Make sure you 
are keeping up-to-date student records including current 
emails. You’ll need these to jumpstart next year’s business.

Plan Ahead to End the Season Strong
Don’t forget to plan out your post-Labor Day programs and 
begin promoting them by the end of July.

Protect Yourself
Skin cancer and dehydration are very real issues that you 
must pay attention to. One Proponent Group member was 
rushed to the hospital a couple of years ago after collaps-
ing from dehydration. It was so severe that the doctors 
weren’t sure if he would survive when he arrived at the 
hospital. You must protect yourself from the sun and you 
have to be properly hydrated EVERY SINGLE DAY. 

Avoid burnout 
You owe it to both yourself and your students to stay as 
fresh as possible. Many Northern facilities have begun to 
see the light and are giving their head pros a week’s vaca-
tion during the summer. While you probably don’t want to 
give up a week’s worth of lessons in prime season, make 
sure that you always have at least one full day off and – 
preferably – at least one other half-day each week during 
your busy season with NO EXCEPTIONS.  

We're Looking for a Few Young Teachers to 
Become Proponent Associate Members

Proponent Group 
membership pri-
marily serves teach-
ing professionals 
with at least 10 
years of full-time experience and we will not grow larger 
than our originally stated plan to have 350 full member-
ships. Where we would like to grow and help grow the next 
generation of top teachers is through our Associate Mem-
ber option for less-experienced teachers who show great 
promise. 
     These Associate-level memberships – also limited in 
number (currently we have 55) – are for teachers with less 
than 10 years of professional experience but show a pas-
sion for teaching. Associate Members receive access to all 
of our educational archives, access to our events and ac-
cess to job postings as well as our newsletter articles.
     Associate Membership in Proponent Group is $295 per 
year and we are planning to grow this membership class to 
about 100 instructors by the end of the year. We're looking 
for "diamonds in the rough" and if you know of a young 
teacher who would benefit from our resources and net-
work, please pass along their name and we will gladly in-
vite them to join. 
     These Associate Memberships have no bearing on our 
ability to service our full members as Associate Members 
do not have access to one-on-one consulting with our staff 
or personalized compensation or operations information.
     Email referrals to landerson@proponent-group.com or 
call the office at 407-878-1235. Thank you for helping us 
help the next generation of great instructors. 
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PROPONENT GROUP NEWS
Summer Sanity, TrackMan University Coming to Summit 
Week and Associate Memberships Now Available

TrackMan Adds Another Opportunity to Make 
Your Trip to This Fall’s Summit a Two-for-One

Proponent Group 
Partner TrackMan 
announces that it will 
hold it’s annual 
TrackMan Users Conference to dovetail with our summit this 
fall in Scottsdale, AZ (see page 14 in this newsletter for more 
details). The event will be held at Legacy Golf Resort just min-
utes from the Phoenix airport on Saturday and Sunday Octo-
ber 26-27 leading into our summit. The event is free for 
TrackMan owners with an HW or SW license. Cost is $475 for 

all others and includes a 
one-year TrackMan Univer-
sity membership.
     Last month we also an-
nounced that Pia Nilsson 
and Lynn Marriott have scheduled a Coaching for the Future 
three-day educational event for teachers and coaches, taking 
place immediately after Proponent Group’s 2013 Summit on 
October 30-November 1 and also will be in Scottsdale, AZ. 
For complete details visit www.vision54.com. Cost is $1,995.    
     Both of these programs are among the finest educational 
experiences available for Proponent members and we hope 
you’ll have the opportunity to make this trip a “two-fer” by 
adding at least one of these to your Summit itinerary. 

mailto:landerson@proponent-group.com
mailto:landerson@proponent-group.com
http://www.vision54.com
http://www.vision54.com
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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 Now Open!
Early Bird Discount Ends July 31st



[4]

Proponent Group 
Summit 2013

Sunday, October 27
11:00am  Registration Opens
1:00pm    Optional Golf  on Talking Stick G.C.
6:30pm    Dinner at Talking Stick Golf  Clubhouse
 
Monday, October 28
7:00am    Breakfast
8:00am    What’s Next in Golf  Instruction (Lorin Anderson) 
8:30am    Instruction’s Future: A World View (TBA) 
9:00am    Equipment: Solving Students’ Set Make-up 
                      Issues (Terry Koehler)

10:00am  The New Coaching Model (Dr. Rick Jensen)
11:00am  Special Announcement (TBA)   

11:30am  Lunch  

12:30-2:00pm  Secrets for Great Group Instruction 
                                 (Tim Mahoney) 
 2:00-3:30pm   The Art of  Performance: From Concept to 
                              Application (Lynn Marriott and Pia Nilsson)

3:30pm     Teaching Tech and Training Aids Demo Day 

5:30pm     Cocktails at Talking Stick Golf  Clubhouse

Tuesday, October 29
7:00am      Breakfast
8:00am     Trends in Websites and Mobile (Zach Miller)
8:30am     Online Instruction Portals: Charging for Your 
                      Content (TBA)
9:00am     Game Your Brain: The Science Behind Cogni-    
                      tive Training (Dr. Debbie Crews and Tim Suzor)

9:45am     Effective Communications Skills for Instructing 
                       and Presenting (Mike Malizia)

10:45am   Roundtable Discussion: Managing Your Time 
                        and Setting Boundaries  

11:30am   Lunch

12:30pm   Guarantee Your Results, Triple Your Income and    
                        Increase Revenue at Your Club (Will Robins)
1:30pm      Extraordinary Golf: Unlocking Your Students’ 
                        Potential (Fred Shoemaker)
3:00pm     Summit Ends

Summit Details and Registration

Host Site: Talking Stick Golf  Club and Talking Stick Re-
sort and Casino is one of  the most popular golf  destina-
tions in Arizona. It is conveniently located only 14 miles 
and less than 20 minutes from Phoenix Sky Harbor air-
port. All summit events are within walking distance at 
Talking Stick so you will not need a car during the event. 

PGA/LPGA Education Credits: Agenda will be submit-
ted to the PGA and LPGA for continuing education for as-
sociation members. Approximately 13 hours of  education 
will be included in the summit.

Lodging: Proponent has a special summit rate at the 
Talking Stick Resort and Casino for only $129 per night 

SINGLE OR DOUBLE occupancy. Contact the resort di-
rectly at 866-877-9897 to reserve a room. Our room block 
will likely sell out as in past years, so book your room 
early.

Cost: Our Early Bird Special includes all meals and all 
sessions for only $425 for our North American and Inter-
national full members. Associate members are welcome 
to attend for $475. Summit rates increase $50 on August 
1st. NOTE: Optional golf  Sunday afternoon at Talking 
Stick is an additional $40 (tee times are limited and will be 
filled first-come, first-served). 

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

Pia Nilsson and Lynn Marriott                     Tim Mahoney              Will Robins                Mike Malizia                 Dr. Rick Jensen          Fred Shoemaker

http://www.proponent-group.com
http://www.proponent-group.com


By David Gould, 
Staff Editor

Listen to a skilled instructor 
work with golfers and you’ll 
hear all about impact posi-
tion. At Chester Valley Golf 
Club, there’s a new way to 
define that concept. Walk 
behind No. 15 green to a 
small parcel of land poised at the edge of the practice 
range and you’ll discover a new impact position on club 
acreage. We’re talking about the Granahan Golf Academy, 
newly constructed and having a highly positive impact on 
club revenues and member spirits at the Malvern, PA club.
     In keeping with a closely watched trend, the G2 Golf / 
Granahan Academy is a newly constructed academy build-
ing at a private, member-owned country club. With great 
help from G2 Golf, this article describes the initial concept, 
business planning and negotiations the company con-
ducted with the host club. For 
instructors considering a similar 
initiative, two elements of the 
project stand out. One is the 
proposal and persuasion effort 
undertaken by G2 Golf in mak-
ing its case to Chester Valley 
decision-makers. The second is 
the strategic decision to build a 
movable academy building, 
along with the ingenious design 
of the structure, which allows it 
to be lifted from its site and 
trucked to a new location.
     The Granahan Golf Acad-
emy is owned and operated by 
The G2 Golf Group, LLC and its 
two founders, Proponent Group 
members Elizabeth Granahan 
and Michele Gajderowicz. It 
has been in operation since 
July of 2011. Housed in a 
purpose-built 20-by-24-foot 
structure, the Granahan Golf 
Academy provides about 60 
percent of G2 Golf’s annual 
revenues. 

     For Chester Valley members, the academy provides a 
new dimension both in golf training and social and recrea-
tional enjoyment of their club. It provides a bonus benefit in 
the form of greater success with tournament/outing solici-
tation and turnout. Driving that new level of member golf 
activity are the talents of Elizabeth Granahan—one of just a 
few women instructors ever to be nominated for PGA Na-
tional Teacher of the Year—plus the array of benefits the 
new building offers. These include modern lighting, wiring 
and several hard-wired, high speed Ethernet cameras nec-
essary for highly accurate golf swing measurements, plus 
clubfitting analysis. They also include creature comforts, 
like heating and air conditioning, which allow for teaching 
and practice on the 100-plus days of the year when Mother 
Nature would make working outdoors impossible.
     Though it’s extensively customized, the academy build-
ing is based on a stock “Liberty Barn” configuration, found 
in the catalogue of Homestead Structures. This is a family-
owned company doing business throughout the U.S. 
Based in New Holland, PA with a Maryland branch as well, 
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BUSINESS CASE STUDY

WIN-WIN: PURPOSE-BUILT ACADEMY AT HOST FACILITY
G2 Golf Built Something Special at Chester Valley

The Granahan Golf Academy sits in a 20-by-24-foot purpose-built building at Chester Valley Golf Club. 

G2: Granahan and Gajderowicz



Homestead Structures is 
known for the artisanal 
skill of its Amish crafts-
men. Homestead received 
praising testimonials from 
G2 Golf when basic as-
sembly of the academy 
was completed, on time 
and on budget.
     Designed to house a 
small reception area, stor-
age closet and full-scale 
hitting bay in its main 
space, as well as a com-
fortable office in its upper 
loft, it was shipped to 
Chester Valley in parts and 
sections.  The framing was  
erected on an eight-inch 
deep, ¾” clean stone 
base.  From initial design 
and order placement 
through complete frame-
out, the process took just 
under three months.  Once 
in place, it needed the 
drywall, cabinetry, flooring 
and painting. G2 Golf’s two 
principals, Elizabeth and Michele, worked 90-hour or even 
100-hour weeks for over four months during the first half of 
2011 to complete the building’s interior. Owing to this 
sweat-equity factor, G2 Golf’s total cost for the academy 
building, including site preparation, was just over $172,000.
     The terms of the contract between The G2 Golf Group 
and Chester Valley Golf Club are confidential.  However, 
because of the women’s industry experience and national 
recognition, it was beneficial for the Club to have G2 on 
property.  The contract took nearly one year to execute and 
attorney’s fees exceeded $20,000.
     In the end, a favorable agreement was reached.  G2 is a 
privately held business that leases the 22-by-26 feet of 
space upon which its building sits. It operates on a wholly 
self-sufficient and independent basis, setting its own 
hours, pricing policies and procedural rules. Additionally, 
should G2 decide to make a change, the contractually ne-
gotiated terms provide it with 
several opportunities to ter-
minate its relationship with 
the Club.  Should this be the 
case, G2 may remove the 
building and/or exercise its 
option of selling it to the Club 
(cost minus depreciation, 
which is equal to  1/20th per 
year of occupancy).  
     Accordingly, the academy 
was designed and con-

structed so that with very little effort it may be raised on 
jacks, placed on a flat-bed and completely relocated in less 
than 24 hours.
     Chester Valley Golf Club was studied as a candidate 
site by G2 Golf and showed unusual promise. It has prox-
imity to major highways and corporate centers and its 
demographics—both current and projected—were favor-
able. The membership skews younger and more 
progressive-minded than at a typical private club. In addi-
tion, Chester Valley has a well-established head golf pro-
fessional in Jonathan Doctor, who understood the value of 
developing a dedicated teaching program. He saw that 
CVGC, like many clubs of its size and quality, was under-
leveraging its potential in golf instruction and game-
improvement for the simple reason that other activities 
were absorbing the time, energy and attention of the golf 
staff and golf committee people. 
     G2 Golf’s proposal was first presented to Doctor, then 

to the president and golf 
chairman, and finally to the 
full Board of Governors. Its 
theme was the positive finan-
cial impact, both direct and 
indirect, that a richer golf pro-
gram and greater enjoyment 
of the game have upon a fa-
cility.
     As a specialist in business 
development for golf facilities, 
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““We made the case for our model using 
simple equations like the fact that bigger 
turnout at dinner means more buying 
power for the executive chef in sourcing 
food ingredients, which in turn drives the 
culinary program—it’s all connected to 
energy.”                   - Michele Gajderowicz 

The academy building includes one full-size hitting bay, a small reception area and a storage closet.



G2 Golf CEO 
Gajderowicz took macro 
data points and con-
nected them via deduc-
tive reasoning to every-
day club activity. She 
and Granahan explained 
to Chester Valley 
decision-makers how 
high-intensity instruction 
drives revenue and en-
ergy at the facility and 
conversely, how low-
intensity instruction cre-
ates a quiet drain on the 
club’s potential for 
longer-term, sustained, 
success. 
     Behavior and spend-
ing patterns of Core 
Golfers provided the 
building block of G2’s 
case for this initiative. 
Quantitative studies by 
IA Sports and the Na-
tional Golf Foundation 
showed a year-one in-
crease of 21 to 40 per-
cent in the club’s overall 
gross revenue. Primarily 
for its own sense of as-
surance, G2 Golf also 
conducted focus groups 
in advance of its large 
investment. 
     The message about Core Golfers, showing them as a 
group that can be engaged and motivated to improve, 
practice, play more and spend more, hit home. “Doc [Jona-
than Doctor, the head professional] understood right away,” 
says Gajderowicz. “He owns the shop at Chester Valley 
and looked forward to more enthusiasm driving increased 
merchandise sales. That has turned out to be the case. 
Doc also understood our vision.  He knew the value of 
Elizabeth’s reputation. Her presence along with that of a 
dedicated, state-of-the-art academy building would pro-
vide significant return.  It boosted lesson revenue for all 
four CVGC staff instructors. In fact, they have since added 
a fifth.” And although the Granahan Golf Academy con-
ducts clubfitting sessions as a way to remove equipment 
problems from the swing-change equation, in its first 12 
months of operation, it drove over $25,000 in add-on golf 
club and merchandise sales through the CVGC shop. 
     The simple act of bullet-listing all member activity that 
could be lifted by a fresh jolt of interest and energy, bol-
stered G2 Golf’s case. Those categories included member 
and employee retention, new-member and employee ac-
quisition, shop merchandise, food-and-beverage, even 

outside services staff and 
food server hours and 
compensation. This ar-
gument’s effectiveness is 
based on one plain truth: 
So much of what ails the 
private club as a busi-
ness stems from low 
member turnout and 
apathy around the 
amenities. 
     “We made the case 
for our model using sim-
ple equations like the 
fact that bigger turnout at 
dinner means more buy-
ing power for the execu-
tive chef in sourcing food 
ingredients, which in turn 
drives the culinary pro-
gram—it’s all connected 
to energy,” explains 
Gajderowicz. 
     In the wake of its on-
site success at Chester 
Valley, G2 Golf has de-
veloped a how-to pres-
entation and consulting 
program for would-be 
academy builders. Sev-
eral times annually, the 
company hosts an event 
it calls "The Academy 
Consortium.” Attendees 
spend a day with archi-

tects, engineers and experts in golf operations, business 
development and technology. Collateral materials that G2 
Golf can provide include architectural drawings, sample 
permits and licenses, foundation and electrical plans, ma-
terials lists, budget worksheets and such ancillary tools as 
suggested vendor sheets.

NOTE: A version of this report appears, along with an ex-
panded collection of photos, 
on the Proponent Group 
member-only website. To refer 
to it, open the Members Only 
menu and click on Business 
Templates. The first one to ap-
pear is the “Instructor Business 
Proposal Template.” Right be-
neath the link to that template 
are Case Studies, including 
“Case Study - Private Golf Fa-
cility: The Granahan Golf 
Academy,” which you can open 
and study at your convenience.
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G2 Golf offers a package that includes architectural drawings to build your own.
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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


[9]

By Lorin Anderson, President

I’ve had the pleasure of spending some 
time with the General Manager at the 
country club where I live in Florida and it 
has been an eye-opening experience. The 
club was in trouble – like so many other 
clubs a few years ago – and was losing 
members. The owner put it up for sale – 
again, like so many other clubs have gone 

through in recent years. The good news is that they have 
beautiful facilities and a great location and their new 
owner saw the potential to revive the club. Within only 
two years of taking over, the new owner is well on the 
way to having a full membership and a thriving club.
     Any how do you think he did it? He went all in on 
families. Family life has changed for those with means. 
Most families are looking for activities to do together, not 
separate. Especially after mom or dad gets back from a 
business trip and the kids have shuf-
fled through a busy week of extracur-
ricular activities. Today, these families 
want fun time together and many 
country clubs have figured out that if 
they don’t cater to families in a variety 
of fresh ways, they will see their new 
membership dwindle and their mem-
ber retention rates slip.
     The GM at our local club under-
stands this new dynamic very clearly 
and everything the club does has a 
family element to it, from outdoor 
movie night at the pool each week dur-

ing the summer, to a robust summer camp program to 
free childcare during Friday night dinner to huge family 
BBQs on all the major summer holidays. The club even 
added a new Junior Membership program this year to 
attract more kids in the area to become part of the club 
first with the hope that the entire family might join later. 
     Now that clubs are breaking down most, if not all, of 
the anti-family mentality of past generations, is there an 
opportunity to better cater to families on the instruction 
side of the equation and grow your business? My answer 
is a resounding yes!
     How many of you offer Father/Son and Mother/
Daughter classes? If you do, consider tying the series of 
classes to end just before the club’s Father/Son or 
Mother/Daughter Tournament.
    How many of you offer a Women’s clinic at the same 
time as junior clinics so the moms don’t have to make 
two trips and can double up while little Johnny and little 
Jill are working on their games?

     How many of you offer a family-
oriented Get Golf Ready class to ex-
pose multiple family members to the 
game at the same time? Would you 
consider extending this quality time 
with a BBQ after the final session?
     How many of you offer husband-
wife sessions on the range? For Mr. 
and Mrs. it’s a chance at personalized 
instruction that’s affordable and fun.
     Certainly there are many more per-
mutations you could try as it’s definitely 
time to go all in on “all in the family” 
instruction. The future is now.

Our Proponent Group Partners:

STATE OF THE INDUSTRY

Time to Go “All In” for “All in the Family” Instruction  



By David Gould, Staff Editor

The Internet is boundlessly vast while smartphone screens are 
small. Just about anyone whose business is conducted using 
smartphones these days wants to know the latest techniques for 
doing so efficiently. At a website like SixRevisions.com, whose 
readers are actual website designers, they recently addressed the 
issue of how well an Internet website “renders” on mobile de-
vices. No fewer than 10 tools for pursuing this question were de-
scribed, beginning with one that’s creatively titled iPhoney. Site 
designers use this so-called “emulator” tool “to test images and 
code in a pixel-perfect Apple-Safari-powered environment.” 
     In other words, they take the gadgets, plug-ins and other func-
tion keys that power a good website and see how well they work 
when the receiving device is small and hand-held.
     Obviously this type of investigation is best left to experts and 
some glitches in site rendering are to be expected. Proponent 
Group member Matt Kluck finds himself in the unexpectedly ad-
vantageous position of still developing his first personal web-
site—therefore being able to have it designed for utmost com-
patibility with “the Mobile Web,” as tech experts refer to it. 
     “So far I’ve been able to rely on an iPad Mini for my teaching 
and as a business tool,” says Kluck, who is based at Mt. Lebanon 
Golf Course in Pittsburgh. “Building a website now does give me 
a chance to make it work well on the little screens.”
     In sharp contrast to Kluck, who doesn’t even own a smart-
phone, is Corey Badger, whose reliance on a Samsung Android is 
just about complete. “I am literally running my business out of my 
pocket,” Badger admits. While being interviewed for this article, 
Badger was away from his headquarters at GolfLab in Salt Lake 
City, competing in a pro-pro tournament. 
     “During this trip I’ve booked several lessons—including send-
ing confirmation emails—using my smartphone and scheduler 
software,” Badger says. 
     Badger’s fellow Proponent Group member Kevin Sprecher is 
similarly indebted to hand-held technology. “My entire business 
operates through my Android device,” says Sprecher, the director 
of instruction at Sleepy Hollow Country Club north of New York 
City. The tool of choice for this tech-oriented teacher is the 
Samsung Galaxy Note2, which he favors as being “a more intui-
tive phone and also because of its screen-size options, which as 
far as I know are the biggest available,” Sprecher says.
     One function that causes Sprecher to switch from his Galaxy 
Note2 to an iPad is wireless credit card payments. Jeff Boulton, 
president of the Tempe-based Square It Up, a Proponent Group 
sponsor, currently emphasizes the importance of this live-
payment function in his consultations with clients who teach golf.   
     “Take a look at setting up a payment gateway with the new 
mobile swipe devices,” says Boulton. “It’s a technology that lets 
you collect payments right on the range when a lesson is done.” 
     The cost of most "swipe readers" that connect via USB cords 
varies from approximately $30 to $80. Then there's the cost of 
mobile payment processing, provided by vendors like Intuit. 
These can be set up on a monthly or a per-transaction basis. For 
some teachers, the cash-flow benefit of "swipe, sign, pay" is a 

bona fide difference-maker to the business. Boulton is also 
speaking with clients these days about creating their own app 
with the potential to accept and send golfer videos along with 
messaging that the coach can charge for as a bonus service. In 
similar fashion, a smartphone can be used, he points out, “to 
Skype with clients through iPad, or mobile Skype application and 
charge an appropriate fee.”
     According to experts like Zach Miller of Imavex, about 50 per-
cent of mobile search is local search. In other words, they are 
looking for someplace to eat, buy housewares or get a leaf blower 
repaired. This category of search naturally includes golf and golf 
instruction. “The figure now, for Americans using mobile devices 
to find local business information,” Miller says, “is up to 86 million 
people. That’s a 63 percent increase since 2010.” Furthermore, in 
half of searches the entry words are generic, not specifying a 
business name. “For that reason,” Miller advises, “Make sure your 
Google Plus Local information is updated and current.” The alter-
native is getting missed by the “crawlers” when a local golfer 
wants to find a good teacher.
     MIller also has actionable advice about how that website 
you’re so dependent on shows up on a mobile device. “The cur-
rent data shows that mobile users are looking for quick answers,” 
he says. “They want directions, phone numbers, maps, and not 
much more.” For that reason, it’s necessary to stress easy, big 
button navigation in your mobile-enabled website. 
     Of course, you can appreciate a smartphone simply for doing 
what tablets or laptops do, and being amazingly portable. Jason 
Barry, a Proponent member instructor who teaches at the Mercer 
County Golf Academy in Princeton, N.J., gradually simplified his 
process so that he could “teach off a Casio camera and a lap-
top,” then pulled his scheduler function off the laptop and moved 
it over to his iPhone. 
     These are promising and challenging times for serious golf 
instructors—with technology often at the center of things. “You 
have to stay in step with the technology,” says Kevin Sprecher, 
“then you get to where you are geared up and needing to just be 
in the flow of teaching people and helping them play better.”  
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TEACHING TECH

Does Your Instruction Business Need to go Mobile?

Small screens can have a big impact on your business. 
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Maximize 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.



J.D. Turner’s name has been on the GOLF 
Magazine list of Top 100 Teachers for 20 
-plus years. For sheer skill in teaching and 
coaching, he is duly recognized by his 
peers and by industry observers. What par-
ticularly sets Turner apart is his parallel 
skill set in promotion, marketing and prof-
itable golf management. Widely recognized 
as an innovative businessman, he first 
shared his unique acumen to a wide audi-

ence in the late 1980s. That’s when Golf Shop Operations maga-
zine ran a cover story authored by Turner called “25 Ways to 
Grow Your Teaching Business.” The article, published at a time 
when few were focusing on maximizing instruction revenue, 
grew out of Turner’s PGA Master Professional thesis—written 
not long after the Master Professional program began. 
     Asked about the sources of his business success, J.D. will 
often say that he tended not to be fearful of the calculated risk. 
His Midwestern work ethic coupled with his innate business 
sense has made Turner an outstanding role model for all in-
structors who have the entrepreneurial gene. It certainly makes 
him worthy of a turn in the interview seat with Proponent Group 
member and part-time journalist Paul Ramee, Jr. The transcript 
of their Q & A is provided here as a member service.

Let’s start with a description of your childhood and early 
memories of golf.
I grew up in a little railroad town in central Iowa, called Perry. 
My father was a high school teacher and coach. I was born in 
1940 and when I was nine years old polio was a pretty common 
disease, so kids were not playing baseball or tennis and cer-
tainly no one was swimming—all because of fear of the dis-
ease. So, golf was a good idea. We had a nine-hole golf course, 
which my dad joined for $75 a year. The golf course was wide 
open and some days we would play 36 or even 45 holes.
     I got to be pretty good and attended Graceland University 
for two years before transferring to the University of Iowa where 
I played for my last two years of eligibility. I played well there 
and finished fourth in the Big 10 Championship my senior year.

Your college years coincided 
with the beginning of the 
Palmer-Nicklaus era, which 
was good timing. What did 
you do after graduating?
After college I got into teaching 
and played some amateur golf in 
my home state of Iowa. I was 
able to develop as a player and 
hold my own. One day while 

playing with some members at a club I had joined I shot a very 
nice round of golf. They got convinced that I should head out 
on tour and one of them agreed to back me. I gave it a try. As 
happens with a lot of players it didn’t work out.

What happened after that?
I knew I wanted to be in golf so I looked around for opportuni-
ties. The same gentleman who backed me owned a golf course 
and thought I could help him promote it. He was able to make 
me an employee of his corporation. We ultimately went into 
business together. On one section of his property was an old 
farmhouse that we remodeled to use as a dorm. That gave us 
the idea to create a junior golf academy. 

I’m going to guess you had that market all to yourselves.
That’s true. Iowa had basically no junior golf schools or acade-
mies at that time. To recruit players I would travel the state, 
going town to town. When I’d arrive in a new place I would ask 
the local banker who the golfers in town were. I would look 
them up, start a conversation and see if I could convince the 
parents to send their kids to our Junior Academy.

Eventually you held some head-professional jobs. Where 
were they?
After the promoting position, I got an offer from Lakeshore 
Country Club to become their head professional. After five 
years at Lakeshore, the Des Moines Golf & Country Club 
opened and I submitted an application and finished runner-up. 
Three years later the job opened up again and I got hired. I was 
there for 14 years until I turned 53, which is when I started 
Turner Golf Group which catered to major corporations.

How did you manage to get a TV show off the ground in the 
days before the Golf Channel?
In 1980 cable was just getting started and I met two young 
guys who were involved with Heritage Cable. I was aware that 
the cable networks were desperate for programming. I ap-
proached them about a show and they said, “Let’s do it.”

You must have found yourself going up a learning curve 
quickly.

The most important thing I 
learned, early on, was that to do 
this right you really needed to 
own the show and produce it 
yourself. I started out calling it 
“The Iowa Golf Show.” I later 
changed the name to “The J.D. 
Turner Golf University.” We would 
produce and air 13 half-hour 
shows a year. I footed the bill for 
everything—the production, air 
time and so on. Of course, I also 
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What I’ve Learned: J.D. Turner
J.D. Turner Golf Group, Savannah, GA

Interview by Paul Ramee, Jr.

“Along with wanting to be an effective 
teacher I also wanted to run a successful 
business. Maybe somewhere in me there’s 
a gene for creative ideas. Seriously, 
though, I was never afraid to try something 
different. To me that made the work more 
fun.”  - J.D. Turner



took in the advertising revenue. 
We did well generating revenue, 
in part because I had a ready-
made audience at Des Moines 
C.C. to whom I could sell my ad 
slots.

Apparently you had a shrewd 
arrangement with the people 
who bought air time.
My deal was that I would let the 
sponsors dictate who they 
wanted my students on the show to be. That was a great bene-
fit to them, because they could use the TV appearance and the 
lessons as a reward or inducement for one of their own clients.

What was your schedule for production and broadcasting?
The show aired Monday, Thursday and Saturday for 13 weeks 
and then they would repeat it for another 13. We would shoot 
our episodes in the summer and they would air it over the win-
ter months. Eventually, I took the content from the shows and 
compiled a VHS tape and also created a pamphlet which 
turned out to be a Lesson Plan for High School Golf Coaches. 
We sold it to about 2,000 colleges, high schools and libraries.
 
Why do you think you are well known as a smart business-
man, especially in comparison to golf instructors generally?
The short answer is that I was doing it. I had the interest. Along 
with wanting to be an effective teacher I also wanted to run a 
successful business. Maybe somewhere in me there’s a gene 
for creative ideas. Seriously, though, I was never afraid to try 
something different. To me that made the work more fun. 

For example?
Take group instruction. I remember going to the doctor’s office 
and finally after multiple people—the receptionist, one nurse, 
another nurse–the doctor would come in. He was managing his  
time to have maximum exposure to patients. I thought about 
trying to do something similar. If the doctor could have multiple 
patients at the same time, why couldn’t I?
 
Why do you think most golfers are not lesson takers? Is it 
the golf pro’s fault?
It’s not necessarily the pro’s fault. I believe you have two things 
going on here. The first, is that the golfers don’t trust the source 
and the second is that they are afraid to take the risk to change 
to improve for the long haul. They only come for a lesson when 
they’re desperate and that’s when they are looking for a 30-
minute miracle rather than a program to develop their skills.  
   
How do we do a better job of marketing and selling golf 
instruction as an industry? 
Well, I suspect you need to convince golfers that it’s worth the 
time, the effort and the cash. I think we also need to realize that 
not everyone wants to be the club champ, but they just don’t 
want to play poorly. I think we 
need to get better at telling sto-
ries of improvement and it has to 
be fun, we are too serious with 
our approach and too technical. I 
ask myself: Have players gotten 
better now than they were 50 

years ago? My answer is: I don’t 
think so. We are over-teaching. 
We need to coach more.

Did you train the teachers that 
worked with you in the art of 
selling and marketing?  If so, 
what help did you give them? 
Basically, I promoted the hell out 
of them. If they played well in a 
tournament, I put that news in 
the club bulletin. If a member 

gave me some positive feedback about a swing thought of 
theirs, I put it in the club bulletin. I typically hired only good 
players and teachers so it was easy to promote them. Their 
lessons books were always full.
 
Where do you think the biggest upside is for the next gen-
eration of teachers? Is it fitness, using technology, long-
term coaching programs, or something else? 
They need to figure out what makes golfers better, because 
people are not getting better and then they stop taking lessons. 
If people don’t get better in one or two lessons, they are gone. 
These young teachers need to get better at follow-up and offer 
real coaching. As a basic format, I would offer programs that 
have five sessions of teaching and five sessions of coaching. 

What would be the first thing you'd tell a new teacher just 
getting in the business about building their business?
They should figure out some good ideas to market themselves. 
This was the focus of my Master Professional Thesis simply 
titled: “Increasing Teaching Revenue.” I spent a lot of time re-
searching ideas and trying different methods of promotion and 
over time I came up with a lot of ideas that worked well for me. 
Teachers are welcome to take as many ideas from my thesis as 
they would like to grow their businesses, market themselves 
and get skilled at implementing promotional strategies.

Is being a successful golf instructor still a relationship 
business even given the digital world we now live it?
We’re moving away from the relationship business, I am a 30-
handicapper when it comes to the internet, but I can tell you 
that people can get golf instruction on the Internet and the 
quality of the instructor-student relationships are diminishing 
and I doubt that will be good for our industry. 

What conclusion do you draw, from looking at that trend?
We need to focus on simplifying our approach. We’re too com-
plex with our presentation. I always felt that we are casual 
about the setup and very concerned about the specifics of the 
swing. We should worry about the specifics of setup and swing 
the club casually. People will get better automatically if we get 
them to set up better. I realize it isn’t fun teaching setup. It can 
be boring. From the golfer’s viewpoint it’s got value. With a rea-
sonable starting point our players will have a chance.

      I believe it was Jack Nicklaus 
talking about a comment his 
teacher, Jack Grout, had made 
that “80 percent of golfing suc-
cess could be attributed to a 
sound set-up position.” I tend to 
agree with that assessment.
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“They need to figure out what makes golf-
ers better, because people are not getting 
better and then they stop taking lessons. If 
people don’t get better in one or two les-
sons, they are gone. These young teachers 
need to get better at follow-up and offer 
real coaching.”  - J.D. Turner

“...the quality of the instructor-student re-
lationships are diminishing and I doubt that 
will be good for our industry.”  - J.D. Turner
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PARTNER SPOTLIGHT: TRACKMAN

TrackMan Users Conference
October 26-27, 2013

Legacy Golf Resort, Phoenix, AZ
*immediately prior to Proponent Group Summit

Join the TrackMan staff for 2 days as we cover all aspects of the 
TrackMan technology, software features, and data. 

Cost: FREE for TrackMan owners with a HW and SW license current through 10/26/13
$475 for all others (includes a one-year TrackMan University membership)

Hands-on Sessions with 
TrackMan and the Data

Review TrackMan’s 
Research and Findings

Hear From Others on How 
They Use TrackMan

Learn About All the New 
Software Features

www.trackmangolf.com www.trackmanuniversity.com www.mytrackman.com

*attendance is available for TrackMan and non-TrackMan owners

To register and see more information visit www.mytrackman.com/usersconference

PGA and LPGA Professionals in attendance will receive continuing education credits



We get a lot of requests from members asking “What are the 
must-read books and manuals for golf instructors?”. This month’s 
installment is about your hard-earned money. It presents the  in-
cludes the Top 10 Personal Finance books as recommended by 
fellow Proponent Group members. These books will help you 
manage your resources more effectively as you continue to grow 
your teaching business. This article is also archived on the 
members-only website in The Library for reference at any time.

1) Think and Grow Rich, by Napoleon Hill
A must read for anyone wanting to improve 
their lives and their positive thinking. There 
have been more millionaires and indeed, 
billionaires, who have made their fortunes 
as a result of reading this success classic 
than any other book every printed. Napo-
leon Hill's "Think and Grow Rich" is the 
author’s most famous work. This is the 
complete reference book. A true master-
piece with the fundamentals of the Suc-
cess philosophy. Hill's work examined the 
power of personal beliefs, and the role 
they play in personal success. "What the 

mind of man can conceive and believe, it can achieve" is one of 
Hill's hallmark expressions. How achievement actually occurs, and 
a formula for it that puts success in reach for the average person 
are the focal points of Hill's books. 

2) Secrets of the Millionaire Mind: Mastering the Inner Game 
of Wealth, by T. Harv Eker

Secrets of the Millionaire Mind reveals the 
missing link between wanting success and 
achieving it! Have you ever wondered why 
some people seem to get rich easily, while 
others are destined for a life of financial 
struggle? Is the difference found in their 
education, intelligence, skills, timing, work 
habits, contacts, luck, or their choice of 
jobs, businesses, or investments? The 
shocking answer is: None of the above! In 
his groundbreaking Secrets of the Million-
aire Mind, T. Harv Eker states: "Give me 
five minutes, and I can predict your finan-
cial future for the rest of your life!" We all 

have a personal money blueprint ingrained in 
our subconscious minds, and it is this blueprint, more than any-
thing, that will determine our financial lives. The good news is that 
now you can actually reset your money blueprint to create natural 
and automatic success. 

3) The Money Book for the Young, Fabulous, & Broke, by 
Suze Orman
This is the #1 New York Times bestseller from the phenomenal 
author of The Courage to Be Rich. The world's most trusted expert 
on money matters answers a generation's cry for help-and gives 

advice on:
  Credit card debt
• Student loans
• Credit scores
• The first real job
• Buying a first home
• Insurance facts: auto, home, renters,health
• Financial issues of the self-employed
And much more advice that fits the realities 
of "Generation Broke."

4) Total Money Makeover:  A Proven Plan for Financial Fit-
ness, by Dave Ramsey

The success stories speak for them-
selves in this book from money maestro 
Dave Ramsey. Instead of promising the 
normal dose of quick fixes, Ramsey of-
fers a bold, no-nonsense approach to 
money matters. Ramsey debunks the 
many myths of money and attacks the 
illusions and downright deceptions of the 
American dream, which encourages 
nothing but overspending and massive 
amounts of debt. "Don't even consider 
keeping up with the Joneses," Ramsey 
declares in his typically candid style. 

"They're broke!" The Total Money Makeover isn't theory. It works 
every single time. It works because it is simple. It works because it  
gets to the heart of the money problems: You.

5) The Millionaire Next Door: The Surprising Secrets of Amer-
ica’s Wealthy, by Thomas J. Stanley and William D. Danko

The bestselling The Millionaire Next Door 
identifies seven common traits that show 
up again and again among those who 
have accumulated wealth. Most of the 
truly wealthy in this country don't live in 
Beverly Hills or on Park Avenue-they live 
next door. The authors started studying 
how people become wealthy 20 years 
ago. It is very interesting to see how the 
neighbor next-door becomes a millionaire 
and how that very same person spends 
his or her time at work, at play and with 
their family. The authors share the se-
crets of those millionaires in their book.
Most millionaire's in the United States are 

people pretty typical except they invest their money on a regular 
basis and live modest lives. After interviewing over 1000 million-
aires, the authors discovered that the average millionaire makes 
$131,000 per year but invests up to 15 percent of their income on 
an annual basis. Most millionaires drive regular cars, live-in mod-
est homes, and work in a non-glamour industry. As a matter of fact 
most millionaires are entrepreneurs that own and operate their 
own small business.
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CONTINUING EDUCATION 

Must-Have Financial Books for Your Library 



6) The Millionaire Fast Lane: Crack the Code of Wealth and 
Live Rich for a Lifetime, by MJ DeMarco

The mainstream financial gurus have sold 
you blindly down the river to a great finan-
cial gamble. You've been hoodwinked to 
believe that wealth can be created by reck-
lessly trusting in the uncontrollable and 
unpredictable markets: the housing market, 
the stock market, and the job market. This 
impotent financial gamble dubiously prom-
ises wealth in a wheelchair – sacrifice your 
adult life for a financial plan that reaps divi-
dends in the twilight of life. There is an al-
ternative; an expressway to extraordinary 
wealth that can burn a trail to financial in-

dependence faster than any road out there. Demand the Fastlane, 
an alternative road-to-wealth; one that actually ignites dreams and 
creates millionaires young, not old. Change lanes and find your 
explosive wealth accelerator. Hit the Fastlane, crack the code to 
wealth, and find out how to live rich for a lifetime.

7) The Science of Getting Rich, by Wallace D. Wattle
The Science of Getting Rich is the original 
and best guide to manifesting wealth 
through the Law of Attraction. First pub-
lished in 1910, The Science of Getting Rich 
was a major inspiration for Rhonda Byrne's 
bestselling book "The Secret." The text is 
divided into 17 short, straight-to-the-point 
chapters that explain how to overcome 
mental barriers, and how creation, not com-
petition, is the hidden key to wealth attrac-
tion.
     Says the author: “In writing this book I 
have sacrificed all other considerations to 

plainness and simplicity of style, so that all 
might understand. The plan of action laid down herein was de-
duced from the conclusions of philosophy; it has been thoroughly 
tested, and bears the supreme test of practical experiment: It 
works....and if you wish to reap the fruits of their philosophies in 
actual practice, read this book and do exactly as it tells you to do.”

8) Rich Dad, Poor Dad: What the Rich Teach Their Kids About  
Money, That the Poor and Middle Class Do Not, by Robert J. 
Kiyosaki 

Rich Dad, Poor Dad, the #1 personal 
finance book of all time, tells the story 
of Robert Kiyosaki and his two dads – 
his real father and the father of his best  
friend, his rich dad – and the ways in 
which both men shaped his thoughts 
about money and investing. The book 
explodes the myth that you need to 
earn a high income to be rich and ex-
plains the difference between working 
for money and having your money 
work for you. 

9) Your Money or Your Life: 9 Steps to Transforming Your 
Relationship With Money and Achieving Financial Independ-
ence, by Vicki Robin and Joe Dominguez

In an age of great economic uncertainty 
when everyone is concerned about 
money and how they spend what they 
have. Your Money or Your Life is an 
essential read. With updated resources, 
an easy-to-use index, and anecdotes 
and examples particularly relevant 
today-it tells you how to:
•  Get out of debt and develop savings
•  Reorder material priorities and live 
well for less

• Resolve inner conflicts between values and lifestyle
• Save the planet while saving money
• And much more

In Your Money or Your Life, Vicki Robin shows readers how to gain 
control of their money and finally begin to make a life, rather than 
just make a living.

10) The Richest Man in Babylon, by George S. Clason
The Richest Man in Babylon is George 
S. Clason's classic financial and moti-
vational guide that has lead genera-
tions to personal and monetary suc-
cess. Invaluable and timeless lessons 
of finance are relayed through legen-
dary tales set in ancient Babylon. Learn 
how to acquire money, keep it, and put 
it to work to make more money for you. 
It's one of the bestselling financial 
books of all time; having sold millions 
of copies, and now you can put it to 
work for you.
     The book’s story-telling style makes 
it very easy to read and very easy to 

understand. While the world has changed since these financial 
lessons were first identified, the rules of money making are still the 
same. 
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MEMBER BENEFIT: 
Whenever you are looking for a good read 
to help your business or teaching skills, 
remember you can always visit The Li-
brary in our members-only website for 
lists of top books in all facets of running 
your business and honing your teaching 
skills.
     Simply log in to the members-only 
website and click on The Library in the left 
hand column menu. The library currently 
includes the best swing instruction, sport 
psychology, general business manage-
ment, marketing and personal finance 
books as chosen by our Proponent Group 
membership.



MEMBER MILESTONES
Please Welcome June’s New Proponent Group 
Members
Rhys Beecher, The Address Montgomerie, Dubai, UAE, 
International Member
Tim Cusick, Four Seasons Resort and Club, Irving, TX, 
Full Member 
Joseph DiChiara, Joseph DiChiara Golf, Scottsdale, AZ, 
Full Member
Karen Noble, Fairmount Country Club, Chatham, NJ, 
Full Member

Malaska to Present at PGA Expo in Las Vegas
Mike Malaska, 2011 PGA National 
Teacher of the Year and Director of In-
struction at Superstition Mountain Golf 
and Country Club near Phoenix, will 
present Understanding and Developing 
Your Student’s Athletic Personality. The 
presentation will be on Monday, August 
19th from 4:00-6:00pm at the Callaway 
Golf Center in Las Vegas, NV during 
PGA Expo 2013. The presentation will 
include checkpoints for evaluating the player physically 
and uniquely developing their game skills.   

Golf Digest Top 50 Best Teachers in America and 
Best in State Ballots Now Circulating 
Nearly half of the 106 teachers on 
the new Golf Digest national ballot 
for America’s 50 Best Teachers are 
Proponent Group members and 
many more are included on the state 
ballots throughout the country. If 
you received a ballot, make sure you 
complete it by the July 9th deadline. 
Ballots were sent to all teachers 
who appear on the state ballots. 
     More than 150 Proponent members were included in 
the Digest’s most recent Best in State list in 2011. The 
new Golf Digest rankings will be on newsstands this fall. 
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1513 Cherry Ridge Drive
Heathrow, FL 32746
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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 regis-
ter for discounted FedEx deliv-
ery services. Savings depend 
on volume and size of pack-
ages 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 become 
one of the most popular sun-
glass 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 or-
der: Go to the brand-specific web-
site 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. 
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http://www.sundogeyewear.com/
mailto:garym@sundogvision.com
mailto:garym@sundogvision.com
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