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TEMPLATE UPDATES AND ADDITIONS: 

NEW POLICIES AND PROCEDURES 
TEMPLATE ADDED TO WEBSITE 
Proponent has received quite a few requests for assistance from members 
who would like to create an operations manual. In response, we have just 
produced a Policies and Procedures Template (P&P) and added it to the 
members’ website.

     Sound business management calls for clear communication and 
consistent practices. That’s the reason companies provide their employees 
with written compilations of the policies, procedures and requirements 
deemed vital to success. A golf academy, or any golf instruction business 
with multiple employees, has as much need as any other small business for 
a manual that lays out these specifics. 

     Proponent Group offers this template as an outline-style compendium of 
the ingredients and building blocks a well-crafted P&P manual would likely 
consist of. You can review it and choose topics pertinent to your situation.
     A P&P manual for your business provides the framework necessary for 
delivering services in an efficient and logical manner. Memos and spoken 
discussions don’t take the place of a centralized, organized source 
document. A P&P manual will lay out the “what and how” of your business 
operation. In fact, many business practices that are valuable and quite 
necessary will only be thought of in sufficient detail because the manual is 
being created and, toward that end, a sweeping review and “rethink” of the 
operation is conducted.
     To download the template and select appropriate categories for your 
operation, visit the Business Templates menu on the members’ website. 
     We have also at this time begun updating all the nearly two dozen current 
templates and guides currently on the site and expect to have them fully 
updated by the end of this year.
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FULL SUMMIT 2016 LINE-UP 
Below is the schedule for Proponent Group’s 2016 Summit, which takes place 
Oct. 23-25 at Talking Stick Resort in Scottsdale, AZ. More details can be found on 
pages 5-6 of this newsletter. Note: Schedule subject to change.


Sunday, October 23rd

11am 	 	 Registration Opens at Talking Stick Resort hotel

1pm	 	 Optional Golf at Talking Stick G.C. 

2-4:30pm 	 Associate Members Only Session:

	 	 Building a Top-Shelf Teaching Career (Speakers will include: 	
	 	 Devan Bonebrake, Bernie Najar and Sandy LaBauve)


6:30-8:30pm	 Welcome Dinner at TopGolf Scottsdale


Monday, October 24th

6-7am	 	 Optional Yoga for Golfers with Katherine Roberts

7-8am	 	 Breakfast

8am	 	 Welcome/The State of Instruction (Lorin Anderson)

8:15am	 	 Partner Presentation

8:30am	 	 Teaching Today: Are You Prepared to be Your Best Coach?

	 	    (Mike Malizia)

9:30am	 	 The Pathway to Creating Life-Long Golfers and How You Can 
	 	    Create it (Ian James)

10:30am	 Break

10:45am	 Partner Presentation

11am	 	 (Pia Nilsson and Lynn Marriott)


Noon	 	 Lunch


1pm	 	 Outdoor Session (Pia Nilsson and Lynn Marriott)

1:45pm	 	 Tempo (Michael Boyko)

2:45	 	 The Professional’s Guide to Taking Great Photos and Videos 
	 	    (Scott Miller and Dave Allen)

3:15pm	 	 Partner Presentation

3:30	 	 Teaching Technology and Training Aids Demo Day


5:45pm	 	 Dinner at Talking Stick Golf Club


Tuesday, October 25th 
7am	 	 Breakfast

8am	 	 Partner Presentation

8:15am	 	 Golf Instructor’s Guide to Managing Your Personal Finances 

	 	    (Brad East)

9:15am	 	 Secrets to Creating Long-Term Students: Pricing, 	 

	 	    Programming and Measurable Improvement (Jeff Penson)

9:45am	 	 Partner Presentation

10am	 	 Break

10:30am	 Panel Discussion: Clubfitting: The Performance Triangle: The 

	 	    Club, The Swing Motion and Ball Flight


11:30am	 Lunch


12:30pm	 Better Golf From the Ground Up (Bernie Najar)

1:30-3pm	 Tathata Golf Movement Training: A Revolution in Golf 	 

	 	    Instruction (Bryan Hepler)


TEACHING BUILDING 
SURVEY TO GET FULL 
UPDATE 
KEEP AN EYE OUT FOR THE 
SURVEY EMAIL THIS WEEK 

One of the most valuable 
documents we’ve ever 
created is our Teaching 
Building Survey and 
Teaching Building Photo 
Gallery. Both have been used 
by dozens of our members 
and their facilities to help 
them design their indoor 
teaching amenity. This week 
we are sending out a new 
version of this very popular 
survey. If your facility includes 
an indoor teaching space, we 
ask that you please complete 
the survey later this week. 


LOGO GUIDE GETTING 
A FRESHENING 
SEND US YOUR LOGO FOR 
OUR LOGO GALLERY 

Another popular Proponent 
Group download from the 
members’ website is our 
Logo Design Guide for Golf 
Instructors. We will be 
updating this guide in the 
coming weeks and we’d like 
to include as many of our 
members’ current logos as 
possible. If you have 
designed a new logo in the 
past few years, please email 
it to: lbombka@proponent-
group.com.
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by John Torsiello, Staff Writer


In August of 2015, following many years as a 
master instructor for the Jim McLean Junior 
Academy at Dallas/Fort Worth—and many nights 
devising (unsuccessful) ways to relocate to 
Southern California—Devan Bonebreak decided to 
quit hoping and start acting. Having played his 
collegiate golf at College of the Desert in Palm 
Desert, Calif., and completed undergraduate 
studies at San Diego State, the Oregon native 
considered Southern California his adopted home. 
He even got his start in the McLean organization 
at PGA West in La Quinta. Finding his way back 
west was no easy task, as Bonebrake discovered.
     “I rarely saw jobs posted there,” recalls 
Bonebrake, who grew up in Portland, “and 
whenever I spoke with fellow professionals about 
my career path, the opportunities seemed to be 
everywhere but California.”
     It became clear that 
he would have to 
make his own luck, as 
the saying goes. 
Approaching the 
challenge decisively, 
Devan began 
scheduling monthly 
trips of three to five 
days to his target 
market. Before each 
foray he would set up 
meetings with people 
who could provide 
guidance—or better 
yet an opening for 
negotiations. His 
contacts were 
generally with directors 
of golf, general 
managers and facility 
owners. 
     “I booked several 
weeks in advance,” he 

explains. “I would call and tell them who I was and 
what I was looking for. I explained that I was in a 
terrific career position, but in the next year or two 
was planning on moving to Southern California and 
wanted to find out more about their facility to help 
with my decision.” To his surprise, most of the people 
Bonebrake contacted agreed to meet with him.
     In those meetings it was vital to establish 
mutually valuable communications. For Bonebrake 
the way to do that was to prepare a list of specific 
questions addressing the  facility’s operation, its 
challenges and its strengths. His advice to any 
who would follow his initiative is to “prepare 
questions that show you have been educated on 
where this facility stands and what they may or 
may not need.” There is a natural logic and plenty 
of potential in this approach, he has found. “If you 
ask the right questions and get the right answers,” 
Devan says, “it is almost impossible for a facility to 
ignore their need for you.”

NEW SERIES: Breakout Stories 

DREAM IT, THEN DO IT — ONE 
INSTRUCTOR’S CAREER REBOOT 

Proponent Group Associate Member Devan Bonebrake executed on his plan to create an academy in Southern 
California and is now running the Southern California Golf Academy in Carlsbad. 
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Bonebrake honed his 
questionnaire over 
time, trying to dig as 
deeply as possible 
into a facility’s 
operation and 
thereby uncover a 
gap on the teach-
coach side that 
would indicate a true 
need for what he 
could bring. “I also 
brought my financials 
from the prior year, 
which validated what 
I could potentially do 
for them,” he says. “I 
talked to anyone and 
everyone I thought 
may be beneficial.”     
Doing this, he said, 
not only gave him an 
introduction to 
dozens of decision-
makers in Southern 
California, it also 
enriched his 
knowledge of how the market worked and what level 
of sophistication it had reached in the area of golfer 
performance training.
     Eventually Devan winnowed his research down to 
a short list of potential facilities, making a pros-and-
cons sheet for each of them. “I was looking for 
someplace where the ceiling was high and the 
attitude was such that the facility and I could grow 
together.” In February of 2016, Devan worked out “a 
terrific agreement,” in his words, with the Carlsbad 
Golf Center. His current career slot: Owner of the 
Southern California Golf Academy, housed at the 
ultra-busy Carlsbad Golf Center.
     He is happy to offer pointers to any fellow 
Proponent Group member with similar ideas about 
parachuting into a promising golf facility. For starters, 
get solid information about a facility’s demographics 
before arriving for the sit-down. “If you meet with a 
private club, for example, and explain how you could 
implement an outstanding junior program, the 
conversation could go two 
ways. If the club has been 
in need of just such a 
program, you are going to 
be a hero. However, if the 
children of these club 
members are all grown 
up, your proposal will not 
be of interest.” In general 

you will need to show a basic understanding of what 
makes the particular facility tick, and then hone your 
knowledge further as the discussion unfolds.
     Fact: Instruction is among the most dynamic and 
game-changing facets of today’s golf industry—do 
the facilities you are targeting have even an inkling of 
that? If not, you are on the hook to explain this reality 
in convincing fashion. “For me one of the biggest 
factors was whether the people I was talking to 
already valued instruction as a driver of business,” 
says Bonebrake. “The places that value what you do 
will be much easier to negotiate with and much more 
likely to help you than the places that do not.” He 
says it is helpful to have pro forma pricing in your 
presentation, knowing that once you have a better 
feel for the market you may adapt in certain ways to 
hit every demographic.
     Most important, have a marketing plan that 
demonstrates specifically how you can help grow a 
facility’s business.”I noticed many facilities were 
worried that their current demand for business did 

not warrant additional 
teachers,” recalls Devan. 
“However, once they were 
presented with my array of 
marketing ideas they 
came to realize the 
current staff was missing 
out on numerous 
opportunities.” 

“I also brought my financials from the prior 
year, which validated what I could potentially 

do for them,” Bonebrake says. “I talked to 
anyone and everyone I thought may be 

beneficial.”

Bonebrake did his homework, polished his networking skills and climbed the next rung on his career ladder.
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October 23-25 (Sunday - Tuesday) 
Talking Stick Resort and Talking Stick Golf Club 

Scottsdale, Arizona

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

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

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

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

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

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

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

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

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

WHERE GREAT TEACHERS GATHER- 
TO LEARN MORE AND EARN MORE 



OUR SPEAKERS: 

2016 Summit Speakers will include:


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


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


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


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


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


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


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


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

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

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

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

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

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

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

Bernie Najar

Lynn Marriott

Pia Nilsson

Ian James

Mike Malizia
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By Lorin Anderson, President 

According to The Journal of Business 
and Industrial Marketing, written by 
Michael Sheehan and Paul 
Prabhaker, it is five times more 
expensive to acquire a new customer 
as it is to hold onto a current one. 
     Selling to a new customer would 
mean having to start the sales 
process from the very beginning, 

thus having to establish a new relationship and build 
trust. This can be very time-consuming.
     Up-selling to a customer that you have already built 
a rapport with is much easier and takes much less effort 
and time, which translates into a better bottom line for 
your business. These folks are already more likely to 
buy from you, heed your suggestions and opinions and 
trust you. Now, integrity is first and foremost. If you try to 
sell a program to a student that they don’t need or aren’t 
ready for, you’ll tarnish your reputation.
     Ian James of RetailTribe often talks about creating a 
clear pathway to taking a rank beginner and turning 
them into a “golfer” and I would extend that line of 
thinking to include every level of golfer. You must have a 
variety of pathways that lead various levels of golfers to 
their next scoring or competitive breakthrough. 
     For example: What is your pathway for taking a 
junior from barely breaking 100 to competing on the 
high school golf team? Or, what is your pathway for 
taking a family that just joined the club and rarely plays 
to being regular golfers?
     How do you mix and match private instruction, group 
instruction, supervised practice, clinics, clubfitting, golf 

schools, special programs such as power schools or 
short game schools, green-reading clinics and your 
teaching technology options to craft an appropriate path 
to sustained improvement for each student?
     In other words, you should have a plan that makes 
sense for each student’s budget and time constraints while 
also pushing them to continue working on their game.
     The reason I bring up this topic this month is that in 
working with a few high-profile academies recently it 
became apparent that they didn’t have defined skill-level 
pathways and corresponding programming. They simply 
weren’t showing students what should come next in their 
golf journey. 
     We even have some Golf Channel Academy 
locations that were doing New Student Assessments, 
which are designed specifically to evaluate and then 
provide a “road map” forward and, yet, in some cases 
the teacher wasn’t asking for a commitment to any 
future instruction before the golfer left the facility! 
     Don’t be shy about laying out the road map for each 
student. Most students want you to tell them “what’s 
next?” and surveys have shown that most golfers have 
a lot of trust in their golf teacher so it’s the ideal 
opportunity to get them into more instruction.
     From what I’ve seen at the academies mentioned 
above, I’d bet most Proponent Group members could 
increase their revenues by at least 10 percent by doing a 
better job of creating a clear path and up-selling students 
the programs needed to go down that path. 
     Remember, if you're looking for the easiest way to 
grow your business, do a better job of helping your 
current customers by giving them a clear vision of what 
they should do next and offering them the programming 
they will need to reach their next golfing goal.

WHY YOU SHOULD IMPROVE YOUR UPSELL

PROPONENT GROUP PARTNERS
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by David Gould, Staff Editor 


There’s a memorable episode of “Seinfeld” in which Kramer decides 
to write a coffee-table book about coffee tables. In our salute to the 
classic sit-com, Proponent Group hereby offers you this newsletter 
article, about newsletters.

     Of course, if that intro strikes you as clever and witty, so much the 
better for grabbing attention at the outset. Either way, communicating 
to current and prospective customers is serious business. 
     For starters, it consumes a portion of your valuable time, so you 
certainly want it to be time well spent. Secondly, the content you 
publish becomes part of your image. Thus, if Jane Doe has a 
reputation as a great teacher, and Jane’s e-newsletter is clear, 
crisp and professional-looking, it’s all good. The alternative? Jane’s 
a great teacher but her e-newsletter is a hot mess.
     Jane or John or any golf coach should have clear goals for their 
newsletter or news-blast email. The important messages it 
contains will include the following: 
• I care about you, I care about your golf game and I want to help 

you have fun
• Whatever you need in your path to skill development, I can 

provide it
• Golfers who come to me for coaching improve their skills and 

love the experience
• Right now I’m selling a certain program in a certain time 

period at XYZ price—buy it!
• (Possibly) You and I are part of a golf community— here’s 

something of common interest to us.
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Building the Perfect Newsletter 

INSTRUCTOR NEWSLETTERS – BEST 
PRACTICES (AND PITFALLS) 

A recent survey of companies with active marketing campaigns 
showed that no fewer than 93 percent were using video in some 
fashion, also that 60 percent were using video for email marketing. A 
study of consumers (visiting websites, not opening emails) by Diode 
Digital found that, before reading any text, 60 percent of visitors would 
watch a video if one were available—this undoubtedly translates to 
emailed content.  A separate study, by the research firm Wistia, 
studied the key issue of running time and “retention,” i.e., watching all 
the way to the end. It found that once people opened an email then 
clicked on a video, they were pretty likely to be interested. Videos 
under 1 minute, according to the report, enjoyed 80 percent viewer 
retention up to the 30-second mark, while videos 2-3 minutes in length 
still enjoyed 60 percent retention halfway through. Even 5-10 minute 
videos still saw over 50 percent viewer retention at the halfway mark.  

Video Via Email is a Tool for Success

Jeff Ritter makes the most of his newsletter 
emails with bold, easy to follow messaging. 



     Along with those basic and consistent 
messages, you are showing your logo, showing 
your picture, showing your contact info and 
providing a clear “how-to” for scheduling and 
booking. If some of this basic info is big and 
prominent, it can run “below the fold.” If it’s in the 
upper area of the email, it can run smaller.
     Test what you send out by sitting alongside a 
friend when they first open your email. The friend 
should do his or her best to ignore your presence 
as they scroll around and absorb what’s in front of 
them. How long did they spend reading it? 
(Context: How much time do you expect people 
will spend with your e-newsletter?) Did what they 
saw on the screen appear as intended and scroll 
along properly? If the email was opened on a 
handheld device, did it appear as desired? Did 
the links work properly? 
     You might then ask your test reader: “What’s 
the first component of this newsletter you would 
delete if you were sending it, and why?” Also 
check into the sequence your test reader 
followed, as they read through the items. If they 
skipped over something, can they say why?
     There’s a very good way to truncate an email 
newsletter or marketing email. Simply provide the 
headlines to your articles, plus a few lines of text, 
then build in “Click here” links that will take the 
reader to your website for additional information 
and a place they can sign up to participate. Hint: 
Provide separate click-here lines, with links, for 
the additional info and for signup. 
     Proponent member Anders Mattson 
consistently displays a fine touch with his email 
reach-outs to customers and prospects. The 
longtime director of instruction at Saratoga (N.Y.) 
National Golf Club sent a short, sweet email last 
fall that fired on all cylinders. Set up in two 
columns, it used the left side up top to 
congratulate a junior student who had made it to 
the Drive, Chip and Putt national finals. On the 
right was an offer for a well-structured program of 
late-fall, early-winter instruction—indoors and out
—with a clear “call to action,” i.e., click this link 
and sign up now.
     Through its periodic emails, Golftec displays its 
long experience as a giant marketer within golf 
instruction. Seldom will a Golftec email approach 
“newsletter” length and scale. Usually they are 
short—one or two screen-fulls on a laptop. Always 
there is an offer or promotion that calls the 
recipient to action. Every Proponent member who 

sends out marketing emails should try this short-
form tactic, at least occasionally. Create a “non-
newsletter” that greets the recipient, makes an 
offer, makes it easy to respond and then signs off.
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To make it easier for readers to find the content that is of the most 
interest to them, simply provide the headlines plus a few lines of 
text, then have a “Click here” link that will take the reader to a 
page on your website with the rest of the article or information.



From a purely graphic perspective, 
consider the following:

The sentence you are reading is 
“type-set” in 100 percent black. All 
of the so-called “body copy” in 
Proponent publications is black. By 
contrast, this one sentence is set in 
gray type—gray fonts are always 
some percentage of 100 percent 
black and this is about 65 percent. 
The look is popular these days, 
because gray type is pretty, even a 
bit elegant. It’s also quite a bit 
harder to read than black, especially 
when there’s a lot of it. Recommendation: Skip 
the gray and stick with black.

Text in publications is set up in columns. 
Every column has a certain width. We almost 
never see columns that are too narrow—columns 
that are too narrow create constant hyphenation 
and will irritate a reader due to generally choppy 
appearance. The excessively wide column is, by 
contrast, seen often. It causes a phenomenon 
graphic designers call the “long crawl.” A reader’s 
eye ends up crawling along from left to right, 
fighting to make sure it stays on the proper line.
Long crawl is one of those you-know-it-when-you-
see-it conditions. Set up columns to avoid this 
form of visual torture to the reader.

One way to keep the column 
width manageable is to set up two 
columns. If you go that route, you 
must be extra careful about 
keeping the headline, body text 
and photo arrangements 
extremely consistent. There has to 
be some form of symmetry 
between the two columns, 
otherwise the human eye and 
brain tend to throw in the towel. 
(See the example shown on the 
previous page.)

Finally, think about the process 
you’ve gone through with email marketing and e-
newsletters as a repeat of the process you’ve 
gone through as a teacher. In the early days, you 
tended to talk a whole lot during a lesson, 
providing plenty of technical detail and generally 
making sure that the student recognized your 
impressive knowledge. Over time, you’ve talked 
less and less to students about technical 
nuances—keeping it to just what they need to 
know. 
     Try following that process in your e-newsletters 
and email marketing. It will save you, and your 
audience, a lot of time—and it will steer your 
email recipients toward further investment in their 
own games, and further investment in your 
business, as well.
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With a reported 53 percent of 
marketing emails being opened 
on a mobile device, email with 
mobile-friendly design is now 
essential. First rule for a 
mobile-friendly email is to keep 
the subject line down to 30 
characters or less—anything 
longer gets cut off. Also, keep 
your copy short and sweet, 
centered on the screen in a 
single column. And forget 
about trying to deliver detailed 
technical information—even on 
a big screen it likely won’t get 

read. Not all mobile devices 
display images automatically, 
so plan for an “images off” 
scenario, meaning your 
content still has to make sense 
if pictures don’t show. To 
ensure max clickability, make 
your CTA buttons at least 44 by 
44 pixels. and leave enough 
white space around links and 
CTAs to make them clickable.
    Remember to always place 
your call to action near the top 
of your email, to make it the 
most mobile-friendly.

Make Sure it Works on Handheld Devices

The club and the members 
can very clearly see that 

Tim wants to invest in them. 
He’s not saying “look at 

me” and how well I teach 
golf. Instead, it’s “look at 

them” and all the fun they’re 
having. A simple switch of 

perspective… 
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by Ian James, RetailTribe CEO


If you work in the northern tier of the U.S. 
or in northern Europe, most likely you’re 
not looking for extra tasks right now—
priority for you is keeping up with the 
demands of the peak season. But here’s a 
compelling proposition: Do five minutes of 
extra work each week over the next few 
months and position yourself to use off-
season downtime to ensure a record 2017. 

     What am I asking you to do? Take 
two or three photographs of different 
students each week and make very 
brief notes about who they are and 
how they’ve succeeded under your 
coaching guidance this year. Then 
store the photo and notes in a 
dedicated file on your computer. Not 
too tough, right? 
     For background, this is my adaptation of an idea 
generated by a sport where you 
kick the ball rather than strike it 
with a club. I came upon it in 
Portland, Ore, on a visit to see 
Declan Bolger, who works for 
Major League Soccer. My 
mission was to discover how 
and why MLS is having such 
success building strong soccer 
franchises in many locations 
around the U.S.
     In spending time with 
management of the Portland 
Timbers, and studying how 
they market, we gained some 
real insights. If you walk 
around the Timbers stadium 
complex you’ll struggle to find a 
photo of a player. Instead the 
walls are covered with huge 
photographs of Timbers fans—
some are individual, some are 
of families and many show 
groups of friends who share a 
love of Portland Timbers 
soccer. In many cases the folks 
in the photographs are 
shouldering the franchise 
symbol, the Timbers axe.

     So, pretty simple stuff. Photos of fans wearing 
Timbers-logo gear, holding the axe and smiling for the 

camera.
     Let’s go for a change of scenery 
here and imagine the biggest, longest 
wall in your golf academy or learning 
center. Plastered across it are happy, 
engaged golfers, either holding a 
particular club, or striking a particular 
pose while wearing a club or academy 
crest on their shirt or cap.  
     All this begs the question: What 
is the soccer club’s marketing 
message to its current and future 
ticket-buyers? Answer: “Your 
passion for Portland and the 
Timbers is our passion, too.” In other 
words, going to the game isn’t an 
opportunity for hero worship. It’s an 
evening to celebrate the excitement 
of soccer while allowing fans to 
share their passion with others who 
are like-minded and similarly 
committed to the Portland 
community.
     The Portland Timbers approach 
is spot-on with the evolution of 
marketing and the modern 
customer. The Gen-X and 
Millennial customer is far more 
concerned with what the brand
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LEARN FROM THE TIMBERS AND 
MAKE YOUR 2017 A RECORD YEAR 

MLS is having great success building their franchises through marketing their fans passion 
for the sport. You can do the same for your club or academy.

This simple photograph shows older golfers 
committed to improvement along with a compliment 
from the coach. Other older golfers will see it, 
recognize themselves and reflect.  How easy is that 
for you to do?
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can do for their life. They want more 
than service. They want more than a 
transaction. They want to be part of 
something. As teaching professionals, 
you may shrug off this point and focus 
on the fact that your customers are from 
the older end of the demographic scale. 
Indeed, I hear often from golf coaches 
about “an older membership that’s not 
interested in improving at golf.”

      Tim Hall is a PGA Professional at a 
modest golf club with a membership 
whose average age is nearing 70. Their 
psychographic might kindly be 
characterized as “focused on wealth 
preservation.” Tim replaced a previous 
PGA Professional who had been a one-person golf 
staff and was let go. Whatever happened next on 
the personnel front, there wasn’t going to be 
another PGA professional. The club had decided 
there was no value in it. A PGA representative 
persuaded them to give it one more go. 

     To say that Tim is a success is an understatement. 
The staff at this club now consists of Tim, a full-time 
short-game coach, one other staff instructor and two 
assistants—again, at a very modest golf club. 
Programs are full. Events are full. In fact, at this self-
confessed “old fart” golf club, there are now two 
launch monitors and two full simulators.

     In his marketing Tim is almost never technical. 
Like the Timbers, he mostly just shows pictures of 
his audience—those older golfers—having fun in a 
group setting in one of his 
programs. What they see 
in his marketing isn’t 
technical coaching, it’s a 
social, fun experience.  

     The club and the 
members can very clearly 
see that Tim wants to 
invest in them. He’s not 
saying “look at me” and 
how well I teach golf. 
Instead it’s “look at them” 
and all the fun they’re 
having. A simple switch 
of perspective, from what 
most instruction 
marketing attempts to do.

     What the Portland 
Timbers do, what Tim 
Hall does, what teaching 

pros like Dee Forsberg do so well, is 
going to be simple and straightforward 
for you to do, as well. And it’s very 
powerful. So let’s put some energy into 
it. Each week, take at least two 
photographs of golfers, making sure 
they mostly match your target market. 
File the photographs, along with the 
name of the golfer and some words to 
describe the success this player has 
enjoyed. Avoid describing the technical 
“how” of their swing change.

     When your season is winding down 
or finished (October or November) and 
you have more time, create a “wall of 

success.” This is a web page of pins that 
uses the filed pictures of your golfers with the 
details of their success achieved. By the way, 
there’s no reason a golfer can’t appear more than 
once, based on multiple successes. 

     Send out an email to your database thanking 
everyone who invested in improving their golf so 
that they could have more fun on the golf course in 
2016. Tell people there’s a success wall with golfers 
who have earned the title “Game Changers” and 
include the link. Ask people who might have had 
successes you didn’t know about to send you 
details.  Use your social networks to get the wall 
out to as many people as possible through 
November.  

     Late in November create some Christmas Gift 
coupons (“Give the Gift of Better Golf”) and 


The club and the 
members can very 
clearly see that Tim 

wants to invest in them. 
He’s not saying “look at 

me” and how well I 
teach golf. Instead, it’s 
“look at them” and all 

the fun they’re having. A 
simple switch of 

perspective… 

During the next lull in your 
schedule, create a “Wall of 
Success” that celebrates your 
students’ accomplishments. 
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send out emails and posts offering the 
coupons for purchase as gifts for friends. Link 
to your success wall as a reminder of how 
much more joy a golfer can experience. 

February and March are “inspiration” months. 
Find the 16 best successes, and each week 
send out one email and two social-media 
posts. Each email should have two of your 
successes. Create a separate post for each 
success. Have a link back to your “assessment 
page,”your success wall and the key programs 
you’ll be kicking the season off with. If you 
make this the central plank of your marketing 
communication from October to March, you’ll 
be giving yourself the absolute best chance of 
success in 2017. 

     Nothing here is complex. It’s very simple 
marketing that accomplishes four important 
marketing goals: it’s inspiring; it shows you 
care about the golfer; it brings some fun to the 
service; it shows that a lot of people have had 
great results and enjoyed it. 

     Make 2017 a great year. Start right away. 
 In November create Christmas Gift coupons (“Give the Gift of Better Golf”) 

and send out emails and posts offering the coupons for purchase as gifts.



Now You Have FOUR Ways  
to Find Answers to All of Your  

Business and Career Questions 

TAKE ADVANTAGE OF  
ALL OF OUR OPTIONS 

Contract Negotiations • Proprietary Compensation Information • Marketing Issues  
Business Plans • Job Search Assistance • Public Relations • General Career Advice  

Management Action Plans • Resume Review • Website Design • Logo Design  
Teaching Building Design and Construction • Social Media Marketing • Instruction Trends

Our Unique Members-only Website  
Access to more than 100 presentations from the top industry experts and world-class instructors  

whenever you need it, only on our members-only website. Plus, more than a dozen business templates  
and guides ready for downloading at any time.  

Our Member Mentors  
Tap into the combined knowledge of more than 100 of our members who have offered to assist fellow 

members by sharing their expertise in dozens of relevant topics. Just find your topic of interest and contact 
those listed for advice to tap into our membership’s shared wisdom.  

Our Private Edufii and Facebook Groups  
Ask our Private Facebook or Edufii groups of more than 450 Proponent members your questions  

and you’ll get answers from your peers across North America.  

Our One-on-One Consulting  
For our full members, call our office anytime you need help with a career or business-related issue.  

We talk with half-a-dozen members or more each day and provide recommendations and advice  
in dozens of areas that can affect your bottom line. 

Log on to www.proponent-group.com or call 407-878-1235



by David Gould, Staff Editor 


Proponent Group is preparing to survey members about 
teaching buildings, as a follow-on to the original 
academy-building questionnaire and report we came out 
with in 2012. Change can occur quickly at the upper tier 
of golf coaching, including—perhaps especially—on the 
technology end. To fill in our potential knowledge gaps in 
this specialized 
area, we did the 
logical thing and 
placed a call to Tim 
Cutshall.
     By consensus 
Cutshall is the 
industry expert on 
design and 
installation of 
everything that 
makes a “smart” 
golf learning center, 
from wiring and 
lighting to cameras, 
monitors and high-
tech diagnostic 
systems. Once we 
tracked down our constantly traveling colleague, it made 
sense to keep asking questions until Tim ran out of time. 
The topic at hand was simple enough: What are the 
latest trends in high-tech teaching facilities? Well, for 
one thing, the the cost of installing absolutely first-class 
video cameras has gone down significantly.
     “The state of the art right now is the German-made 
IDS industrial video camera,” says Cutshall, “which five 
years ago would have cost you $15,000 but the price 
for it today is just $1,500.”  As Tim explains, this is a 
“low-light” camera, with high-powered sensors inside it 
that eliminate the need for expensive lighting. “With 
low-light cameras, you don’t need to dump $5,000 into 
studio lighting for a teaching bay anymore,” says 
Cutshall, “so, you’re saving those budget dollars.” 
     At a recent job for a Midwestern club that has 
hosted major championships, Cutshall wired up and 
installed several of these cameras, and did not even 
set them at their potential highest frames-per-second 
speed. “With those cameras set at 100 fps—and they 
actually go up to 300 fps—the image quality is like 
what you see on a movie screen at the cineplex,” 
says Cutshall.

     The haves-and-
have-nots dichotomy 
in golf coaching tech 
is by all means still in 
place, with certain 
evolutionary changes, 
according to Tim. The 
big Midwestern club 

he outfitted “didn’t 
have a budget” for 
its academy 
building, Cutshall 
explains—they just 
brought in top 
contractors and told 
them to not to 
waste any money. 
The full outlay was 
$750,000 for the 
structure and all 
the shiny objects 
inside. It was 

likewise in Florida, where a club that recently hired 
Cutshall “wasn’t trying to keep up with the Joneses,” he 
says. “They wanted to be the Joneses everyone else 
needed to keep up with. I ran out of stuff to sell them.”
     Coaches without deep pockets have been 
improvising creatively of late. “The low-cost 
alternative in teaching tech is easier now because of 
apps,” says Cutshall. “For video analysis software you 
go with the V1 app, which has a wireless interface, 
then you add a sunlight-readable iPad Pro, with a 
camera that gives you slow-motion at 240 fps, and 
combine that with BodiTrak ground-sensor unit. 
You’ve paid about $4,000 and now you’ve got a setup 
that not too many years ago would have been state-
of-the-art.”
     This has been a big year for new academy 
buildings, according to Tim, but the structural work has 
been delayed on basically every project. “Turns out 
that the first big wave of teaching buildings, post-2008, 
came when contractors needed work,” Cutshall notes. 
“Now the builders are slow to get to these jobs—
they’ve got plenty else going on.”
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Tell Me Something I Don’t Know 

TIM CUTSHALL: GURU OF TEACHING 
BUILDING INFRASTRUCTURE 

Jupiter Hills Club’s three bay teaching center is one of Cutshall’s latest projects. 
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WHY MONTHLY COACHING PROGRAMS ARE 
BECOMING THE NEW PARADIGM 
Monthly coaching programs are becoming more 
popular with coaches and students. For coaches, 
they offer a steady stream of reliable revenue versus 
the traditional one-off private lessons. Coaching 
programs are offered in a variety of options: they 
may be individual private lessons or group lessons, 
available for both adults and juniors. One very 
popular option we are seeing more often is the 
combination of both clinics and private lessons. 
Coaches set up their programs for students to attend multiple clinics a month (or even unlimited), and 
then have one or two private lessons each month. It’s best to offer several different options to fit 
students’ budgets and time commitments. Students really see the value because they are getting 
ongoing coaching, which is the most effective way to improve their game. 


This all makes great sense, but how do you run these programs without spending just as much time 
managing them as you do coaching? That’s where USchedule’s platform comes in. 


-	 Simply drag-and-drop the calendar for scheduling all your 
clinics.


-	 The software manages how many clinics and/or private 
lessons students can book each month.


-	 Students can purchase online and start booking 
immediately in your coaching programs. Alternatively, they 
can purchase from you in person. You can enroll them and 
swipe their card right from your mobile device.


-	 The students credit/debit card is stored securely and 
automatically charged monthly.


-	 If the card declines, an email is sent to the coach and the 
student. A link is provided in the email for the student to 
securely update their card information.


-	 Full reporting is available for you to monitor all aspects of 
your coaching programs.


-	 We offer integrated credit card processing that can save 
you hundreds or even thousands of dollars each year over your current processor. 


Why choose USchedule? It really comes down to one word - Golf. From the beginning, our software 
was designed with golf in mind. We have incorporated thousands of suggestions over the years from 
our golf clients to tailor every aspect of our software to the needs of golf pros, golf academies, golf 
courses, driving ranges, and indoor golf facilities. Our clients range from individual golf coaches at a 
single location to the best-known names in golf with multiple locations, instructors, and resources. 
Pros that know turn to USchedule because of our experience, depth of understanding of their needs, 
and our complete, one-of-a-kind solution.


For	a	demonstration	of	USchedule’s	full	capabilities	call	877-696-0415.	



After nine years of building our archive of 
presentations on dozens of topics including 
career building, marketing, teaching concepts, 
player development and general instructor 
business issues, we recently passed the 25,000 
video viewings milestone on the members' 
website. 
     Members can always access more than 100 
hours of educational information from the 
sharpest minds in the industry, whenever they are 
logged onto the Proponent Group website. These 
presentation archives can be found under Videos/
Webinars on the left-hand column Members Only 
menu.  
     The current archive includes the following 
topics and presenters: 

Associate Members – Career Building
• Lorin Anderson – Building Your Teaching Career – 

2016 PGA Show Associate Members Meeting
• Lorin Anderson – Introduction for the 2015 Summit 

Associate Members Session
• Cheryl Anderson and Brandon Stooksbury – 

Climbing the Next Rung on the Career Ladder – 
2015 Summit Associate Members Meeting

• Corey Lundberg and Matt Wilson – Finding Your 
Niche and Growing Your Business – 2015 Summit 
Associate Members Meeting 

• Lorin Anderson and David Gould – Career Issues 
Session – 2014 Associate Members Meeting

• Kevin Sprecher – Developing Your Teaching 
Business 

Business Issues
• Lorin Anderson – How to Protect Your Teaching 

Business in a Changing Market
• Lorin Anderson – Instructor Marketing and Branding
• Lorin Anderson – Public 

Relations and Free 
Publicity for Golf 
Instructors

• Lorin Anderson – The 
State of Instruction:  5 
Trends to Watch

• Steve Bauerle and Jon 

Tattersall – Non-Traditional Teaching Facilities
• Jackie Beck – Secret Shopper: Customer Service 

Mistakes by Teachers and How to Fix Them
• Mike Bender – Building a Teaching Business
• Jeff Boulton – The Formula for Success for Any 

Business
• Kevin Burdick – Growing Your Business Quickly with 

Twitter
• Kevin Burdick – How YouTube Can Take Your 

Branding to New Heights
• Kevin Burdick – Unlocking the Secrets of Facebook 

Marketing
• Dom DiJulia – Why You Need an Advisory Board
• Elizabeth Granahan and Michele Gajderowicz – 

Valuing a Great Teaching Program
• Lou Guzzi and Brian Mogg – How to Create 

Professional Quality Video Tips
• Jim Hackenberg – Training Aids:  From Idea to 

Market
• Peter Hart and Ricky Potts – How to Grow Your 

Business Using Social Media
• Virgil Herring – How to Dominate Your Market
• Andy Hilts – Increasing Student Referrals and 

Retention
• Ian James – Marketing:  Golfers Don’t Want to Buy 

Lessons
• Ian James – Marketing Workshop
• Dr. Rick Jensen – It’s Not Impossible:  Managing 

Work/Life Balance of a Golf Professional
• Dr. Rick Jensen – Taking Your Teaching Business to 

a Higher Level
• Charlie King and Lorin Anderson – Instructor 

Marketing Ideas
• David Leadbetter – How I Built My Teaching 

Business
• Susie Lokey – Social Media 2016:  The Latest Tricks 

of the Trade
• Marketing Workshop: Creating Emails and 

Collateral that Really Sell 
Your Services
•Marketing Workshop: 
How to Drive Business 
with Social Media
•Zach Miller – Trends in 
Websites and Mobile
•Zach Miller and Ricky 
Potts – Website Design 
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Video and Webinar Archive Continues to Grow 

VIDEO PRESENTATIONS PASS 25,000 
MEMBER VIEWINGS 

This is the largest collection of 
presentations ever archived for golf 

instructors to hone their teaching skills and 
improve their business acumen. And it’s only 

available to Proponent Group members. 



Business Issues (Cont.) 
• Zach Miller, Ricky Potts and John Graham – 

Facebook and Twitter
• Karen Moraghan – Inexpensive Public Relations 

and Brand Building
• Liam Mucklow – Against the Grain:  A Non-

traditional Approach to Building a Teaching Business
• Bernie Najar – Creating the Perfect Lesson 

Experience
• Scott Novell and Todd Wilson – A New Business 

Model for Golf Instruction
• Panel Discussion – Compensation Consternation:  

Why It’s So Hard to Get Instructors & Facilities to 
Agree on Pay (Cathy Harbin, Don Parsons, Kenny 
Nairn and Brandon Stooksbury)

• Panel Discussion – How to Engage More Golfers in 
Instruction (Patrick Leahy and Ed Oldham)

• Panel Discussion – How to Get a Staff Contract 
(Rod Cook, Dave Stockton, Sr, and Trent Wearner)

• Jeff Penson – Turbo Charge Your Business Through 
Improved Customer Service Relationship 
Management

• Todd Sones – Salesmanship for Golf Professionals

Career Issues
• Lorin Anderson – Making Your Next Career Move
• Lorin Anderson – New Rules for Golf Instruction
• Lorin Anderson – The Instructor Job Search:  How it 

is Evolving
• Lorin Anderson – The Secrets to Getting on the Top 

Teachers List
• Lorin Anderson and David Gould – Tips for a 

Successful Job Search (Including How to Polish 
Your Resume)

• John Bierkan – The Components to Starting a 
Successful Teaching Career

• Martin Hall – Avoid the Red Lights for a Successful 
Teaching Career

• Mike Malizia – Effective Communications Skills for 
Instructing

• Andrew Rice – Things I’ve Learned So Far
• Paul Schempp – How the Best Teachers Became 

the Best
• Paul Schempp – The Keys to Developing Expert 

Teaching Skills 

Coaching
• Mike Bender – Teaching Competitive Players
• Henry Brunton – The Movement Towards a 

Coaching Model
• Bill Davis – Prescriptions for Motor Learning
• Bill Davis – The Wave of the Future for Coaching Golf
• Spencer Dennis – The Evolution of Athlete 

Development
• Joseph DiChiara – The Paradigm Shift in Golf 

Instruction

• Dr. Rick Jensen – Coaching Golf:  Easier Said Than 
Done

• Dr. Rick Jensen – The New Coaching Model
• Matt Kluck and Dr. Dennis Sweeney – Use Games 

to Speed Learning
• Lynn Marriott and Pia Nilsson – The Art of 

Performance: From Concept to Application
• Lynn Marriott and Pia Nilsson – Game Changers for 

the Future
• Lynn Marriott and Pia Nilsson – Golf Instruction’s 

Missing Ingredient:  Enhance Your Coaching Skills 
to Complement Your Technical Knowledge

• Cameron McCormick – The Journey to High 
Performance

• Gale Peterson – “Achieve and Leave” Practice Plans
• Justin Poynter – The Business of Coaching and 

Managing People
• Will Robins – Why NOT Giving Your Customers 

What They Want Can Double and Even Triple Your 
Income

• Peter Sanders with Cheryl Anderson and Mike 
Bender – How Statistical Analysis Can Create a 
Competitive Advantage

• Peter Sanders – Statistics vs. Analysis
• Dr. Gio Valiente – Fearless Golf
• Steven Yellin – The Fluid Motion Factor

Clubfitting
• Bill Price – Clubfitting with Mizuno’s Bill Price
• Terry Koehler – Equipment:  Solving Students’ Set 

Make Up Issues 
• Darren May – Clubfitting

Full Swing
• Mike Adams – What TrackMan has learned from the 

World’s Greatest Golfers
• Mike Adams and Mike Malaska – Full Swing
• Todd Anderson and Randy Myers – Live Lessons
• Steve Atherton – Learning Styles, Most Difficult 

Move and Power Production
• Mike Bender, Martin Hall and Gale Peterson – Faults 

and Fixes Panel
• Jef Carr and Bernie Najar – Balance Weight Shift 

Data:  Tour Players vs. Amateurs
• Bobby Clampett – The Ideas Behind Impact Zone 

Golf
• Dom DiJulia – Live Lesson Full Swing
• Dr. Mike Duffey and Eric Handley – Opening the 

Front Door to Ground Forces:  How We Create 
Velocity in the Golf Swing

• Dr. Mike Duffey and Eric Handley – Assessing and 
Teaching with Ground Forces

• Matt Frelich – Using TrackMan for Player 
Development

• Brian Manzella – How TrackMan and 3D Data are 
Refining 21st Century Teaching
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Full Swing (Cont.) 
• Brian Manzella – How to Utilize New Ball Flight and 

Golf Swing Science to Improve Your Teaching

• Tony Morgan and Ryan Lumsden – Identifying 

Correlations to Define Coaching Priorities for Your 
Student


• Dr. Robert Neal – Forces and Torques Applied to the 
Handle of the Golf Club 


• Chris O’Connell – Why So Many Golfers are Scared to 
Take Lessons and What to Do About It


• Andrew Park – Live Lesson Full Swing
• Dana Rader and Dr. Jim Suttie – Live Lessons
• Andrew Rice – Live Lesson Short Game
• Kevin Smeltz – “Shift & Lift”:  A Study in Pressure 

and 3D
• Dr. Jim Suttie – The Art of Teaching

Golf Fitness
• Mark Blackburn and Jon Tattersall – Understanding 

Functional Movement in Golf Skills
• Rod Cook and Dr. Troy Van Biezen – Injury 

Prevention/Performance Improvement
• David Donatucci and John Scheffler – Bridging the 

Body/Swing Gap
• Mike Malaska – Adding Fitness to Your Teaching

Junior Instruction
• John Bryan and John Godwin – The Importance of 

Club Fitting in Junior Golfers’ Swing Development
• Henry Brunton – The New Competitive Golfer
• Patricia Donnelly, PhD. – Teaching Junior Golfers
• Brendan Elliott, Kate Tempesta, and Nicole Weller – 

The Power of 6 and Under
• Iain Highfield – What a Junior Golfer Needs to 

Evolve as a Player and Person
• Brandi Jackson – Helping Your Juniors Navigate the 

Path to College
• Mic Potter – Succeeding in Collegiate Golf: How to 

Help Competitive Juniors Prepare for the Next Level
• Kate Tempesta – How I Teach Very Young Golfers

Player Development
• Cheryl Anderson, Eden Foster, Travis Fulton, Rick 

Grayson and Mike Scully – Player Development Panel
• Ralph Landrum – How to Grow Your Business 

Through Player Development
• David Ogrin – Lessons We Can Learn From 

TopGolf’s Success
• Panel Discussion: Player Development (Cheryl 

Anderson, Eden Foster, Travis Fulton, Rick Grayson 
and Mike Scully)

Short Game/Putting
• Fred Griffin – How I Teach the Short Game
• Martin Hall – How I Teach the Short Game
• Don Hurter – Teaching the Short Game
• Dr. Robert Neal – 3D Putting: The New Frontier
• David Orr – 5 Common Putting Problems and Some 

Cures
• David Orr – Putting: Coaching the Tour Player
• Nancy Quarcelino – Beyond the Basics:  Wedge Play
• Todd Sones – Using and Fitting the Belly Putter
• Mark Sweeney – Greenreading Through Aimpoint 

Technology
• Stan Utley – How I Teach Putting
• Kevin Weeks – How I Teach Putting

Teaching Buildings
• Mike Bender – Leasing and Building an Academy
• Kenny Nairn – The Ups and Downs of Building a 

Teaching Building

Teaching Concepts
• Dr. Debbie Crews and Tim Suzor – Game Your 

Brain: The Science Behind Cognitive Training
• Bill Davis and Darren May – Every Ball Counts: 

Merging Elite Coaching and Golf Intelligence
• Glenn Deck – Genetic Golf: A Shift in How We Teach
• Martin Hall – Teachers Can’t Be Too Creative
• Martin Hall and Vicki Vanderpool – How to Give a 

Great Lesson on the Internet
• Virgil Herring – How to Use Doppler Radar with Your 

Students
• Dr. Tim Lee – The Science of Acquiring and 

Retaining Golf Skills
• Tim Mahoney – Secrets for Great Group Instruction
• Theresa McKeon – TAG Teach
• Ed Oldham – Flip Your Classroom
• Gale Peterson – How to Conduct World Class Clinics
• Greg Schulze – Lesson Language: Why It Matters
• Trillium Sellers Rose – A Framework for Teaching All 

Motor Skills Including the Golf Swing
• Trillium Sellers Rose – “Being Uncomfortable”: The 

Challenge in Learning
• Jon Sinclair – Discovering the Differences Between 

2D and 3D Video Capture
• Fred Shoemaker – Unlocking Your Students’ 

Potential
• John Weir – Teach to Your Student’s Personality 
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EXCLUSIVELY FROM BOBBY JONES,  
JUST FOR PROPONENT MEMBERS

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

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

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

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



We’ve always known that there’s a fine art to hitting 
excellent shots in tournament competition. Yet in 
recent years it has been not art but science—
particularly the science of biomechanics—that’s 
received big-time attention in golf. Advancements in 
this field have assisted leading coaches in their 
diagnostics and teaching. In so doing, they have 
accelerated the progress made by thousands of 
golfers who are serious about skill acquisition.

     Dr. Robert Neal has worked on the cutting edge 
of biomechanics and peak golf performance for 
decades now. “Dr. Rob,” as he’s known in the 
research and coaching communities, earned his 
Ph.D in biomechanics at the University of 
Queensland, Australia and wrote the first academic 
research paper on 3D golf swing analysis in 1982. 
For 15 years he taught and did research at the 
University, publishing some 15 international journal 
articles on golf mechanics.

     In 1999, he established Golf BioDynamics and 
with his wife and business partner Karen Harrison he 
has developed GBD into a globally recognized leader 
in its specialized discipline. In 2002 he won the 
Australian Sports Industry Award for Business 
Innovation for developing the GBD 3D Golf Swing 
Analysis System. The Jim McLean Golf School at 
Doral is where Dr. Rob developed his method of 

partnering with, 
advising, and in turn 
learning from the sport’s 
most accomplished golf 
instructors and coaches, 
including many 
Proponent Group 
members. 

     Ever generous with their time and intent on 
pushing industry knowledge of this field ever 
forward, Rob and Karen have organized and 
facilitated the highly valuable “bonus day” of 
education for Proponent Group in our PGA Show 
seminar activity. Dr. Neal recently took time for a sit-
down interview with Paul Ramee, who presented 
questions intended to synopsize major findings in 
biomechanics and look ahead to what may be 
coming next in this fascinating field.


Dr. Rob, can you tell us how you began to develop 
your concepts and how you came to establish Golf 
BioDynamics? 
I was a physical education teacher at an elementary 
school and I played a lot of recreational basketball. At 
a certain point I decided I should switch from hoops 
to more of a lifetime sport. I took up golf and tennis 
and of those two I found golf more interesting.

Dr. Rob Neal wrote the first 
academic research paper on  
3D golf swing analysis in 
1982. 

DR. ROBERT NEAL 
GOLF BIODYNAMICS, HOWEY-IN-THE-HILLS, FL 
INTERVIEW BY PAUL RAMEE, JR.
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When I went off to graduate school my interest in golf 
led me to do some some research on the 
biomechanics of the swing. That is where this career 
path got started. After the completion of my Ph.D I 
worked as an academic in Australia and I eventually 
launched Golf BioDynamics, which basically was a 
business built on the use of electromagnetic sensors.


Did you have any notable mentors, along the way? 

In 2003 I got a wonderful opportunity when Jim 
McLean took me under his wing. Jim gave me a place 
to work for 11 years, at his Doral Resort location in 
Miami. I have met a lot of great coaches in the U.S., 
people like Ted Sheftic in central Pennsylvania and 
many other excellent teachers. Certainly the coaches 
I’ve known and partnered with in the Met Section 
have been invaluable—they helped me develop my 
skill and in particular they taught me how to adapt a 
lesson to what you might call the New York culture.


That was probably a good proving grounds for 
you, given that New York people expect to be 
shown the latest-and-greatest of everything. 

One of the fun challenges has been trying to figure out 
a way to make the product work in different 
environments. In the beginning I thought I had a 
product that everyone should simply buy. Trial and 
error helps you see how to hone your presentation. 
Over time the business morphed to the point where I 
provided a service and an education to the golf 
professionals as we continued to develop the 

software. Obviously the last couple of years have 
seen an uptake in public and media attention to 3D 
technology.


In your estimation, what percentage of golfers in 
the U.S. have been exposed to biomechanics as a 
coaching tool? 

Back in 2003 it was less than 1 percent, for sure. 
Among regular lesson takers now, maybe 20 percent 
have had some form of 3D analysis. It’s still a small 
minority, mostly keen players. Among coaches at this 
point, perhaps 3 percent use it on a regular basis, 
while roughly 20 percent have had some experience 
with it. I can’t be sure exactly, but that is my guess.


How big a leap was it for you to leave Doral? 

Well, Golf BioDynamics operated independently from 
the Jim McLean Golf School operation, so in that 
regard it wasn’t a big disruption. Moving from Doral 
up to the Orlando area afforded me the ability to 
spend extended time with students, whereas the 
people coming to Doral were resort guests and we did 
not have the returning business. Now we work with 
many European National Teams.


So why has Europe caught up with the U.S. when it 
comes to golf? 

They have a good group of kids, who end up on 
county teams and state teams. The players get 
excellent instruction, which steers them toward 

After 11 years 
based at Doral 
Resort in Miami, 
Dr. Neal recently 
moved his 
operations near 
Orlando.
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elite programs. The amateur bodies and counties 
have great pathways, unlike in the United States, 
where individuals have to pay. In Europe you get put 
into the programs and get a wealth of instruction and 
associated assets to play well. The instruction has 
gotten better as well, because the associations pay 
for the instructors to attend more and more 
educational seminars.


How would the U.S. make up that gap?    

If the U.S. were to model itself after the European 
approach, then every golfer who plays at a club would 
have to pay approximately $150 annually to a central 
organization charged with golf skill development and 
promotion of the game. The way it works in Europe is 
that the national group disseminates those collected 
funds to proven organizations that specialize in 
programs like junior golf, golf for the disabled, and so 
forth. If you could get this to happen in the States, 
then you might be able to develop a number of helpful 
programs. Unless something changes here, the other 
countries will continue to have advantages. The U.S. 
still does quite well, but that is probably just a 
numbers game.


How about Asia? Why are they are so successful 
there? 

Work ethic is a big factor. In Korea, for example, if you 
are female, you probably don’t have as bright a future 
as a male, since it is such a patriarchal society. But, if 

you can be successful as a golfer, then you can break 
through some of those limitations. The expectations of 
Asian parents who invest a lot of time and money on 
their children are extremely high. Families will sacrifice a 
lot to send their children to a certain school or program.


Talk about your Golf BioDynamics staff and the 
team around you. 

A number of young professionals from Australia and 
the U.S. have come and worked for me both at Doral 
and at our current facility. I have about 40 people 
around the world who use our software. Most of them 
are using 3D as part of an instruction program. Most of 
the programs have some sort of structured practice, 
with the students coming for a lesson perhaps once a 
month. I would like to make the group larger, maybe up 
to 100, but having 40 allows me to visit them and stay 
in touch, so while bigger is the plan, I like the intimacy 
of where we are now right now.


What do you see as the next important leap, in 
terms of technology? 

What I would like to see ultimately is a scenario in 
which the golfer comes in and has the 3D analysis 
and we provide them with a couple of sensors they 
could use to train with. That way, when they are 
practicing they are training properly. We would set up 
a program, on the device, and this way they would 
become truly efficient in their training. I feel that type 
of process is very possible.


Dr. Neal gathering data on 
Graeme McDowell’s swing. 
He has analyzed the 
biomechanics of 
thousands of competitive 
golfers during his career. 
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As you spend more and more time developing 
certification programs and doing research, how 
much time are you spending with actual students? 

I would say about 40 percent of my time is spent working 
with students and most often I have an instructor there 
working with me. Only 20 percent of the time do I actually 
do the 3D work by myself. I spend another 25 percent of 
my time on coaching education. The rest is on 
administration—managing the organization.


Are there opportunities in other sports for you to 
branch out?  

There could be, but it has taken me 15 years to get to 
where I am with golf, so if it were to take me that long 
with another sport I may be too old. In all likelihood 
there are good opportunities in sports like baseball.


What is your point of view regarding the golf swing 
analysis we get from the TV commentators during 
tour events? 

In their defense, they have maybe 10 seconds to review 
the swing and offer their evaluation, and who knows, 

maybe the camera angle they’re looking at is less than 
ideal. But I would say there are some weaknesses, 
conceptually, that also prevent them from being 
accurate. For example, a tee shot goes left and we are 
told, “He came over the top on that one.” Is that really 
the reason the ball went left, when we know that 
clubhead path accounts for only 15 percent of the 
cause for direction? More likely it is face angle that 
should be looked at, and I don’t think the public 
understands this. The viewer hears a lot of conjecture 
and plausible-sounding explanations, but as you peel 
back the layers, it really isn’t correct a lot of the time. I 
don’t think it is that hard for these networks to contact 
us and ask us to help. It’s not like we don’t want to 
share this information.


Any good books you are reading? 

I read a lot of scientific works, and not just about 
biomechanics. I’ve been reading quite a bit lately 
about motor control, skill acquisition, learning, 
retention, and the like. I’m also looking at 
performance-related traits that are less tangible. Grit 
and determination, for example, and characteristics 
such as that, which help make a person successful in 
their particular endeavor. 


Your day-to-day work finds you switching from this 
group to that group, then to individuals, sometimes 
to groups of professional teachers. How do you 
navigate that? 

I think it goes back to my time as a schoolteacher, I would 
have 30 kids in a class and I would spent time with them 
individually, then organize programs for them collectively. 
Then, in teaching high school we might break the groups 
up according to skill level, with groups working on certain 
skills that are specific to their strengths. So I imagine I 
have developed certain organizational abilities that allow 
me to process the way that individuals, small groups and 
larger groups will make the most progress. I do however 
believe that if the group gets over 20 people then it is not 
the best environment for learning. At that size it turns into 
more of a lecture.


Talk a little bit about 3D and the short game. Are you 
using it for the scoring shots inside, say, 75 yards? 

Yes, we are using it for putting and right now we are 
looking at pitching techniques in 3D from 10 to 50 
yards. Bunker shots as well. We want to see exactly 
what is going on with the body during these shots. This 
will allow us to build a strong foundation for knowing 
and explaining what causes the short shots to be 
executed successfully. 
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Dr. Neal normally works in tandem with a player’s swing coach. 
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WELCOME PROPONENT GROUP’S  
JULY NEW MEMBERS
R.J. AUSTIN, Stowe Mountain Golf Club, Stowe, VT - 
Associate Member 
SUSAN BOND, Stowe Mountain Golf Club, Stowe, VT - 
Associate Member
CHRIS BOWRY, Boulder Country Club/CB Golf, 
Westminster, CO - Associate Member
TOPHER HARLOW, Stowe Mountain Golf Club, Stowe, 
VT - Associate Member
SUE HORTON, Stowe Mountain Golf Club, Stowe, VT - 
Associate Member
JARUT PADUNG, PGA Tour Academy at World Golf 
Village, St. Augustine, FL - Associate Member
RON PHILO, SR., Stowe Mountain Golf Club, Stowe, 
VT - Associate Member
JUSTIN SMITH, TPC River Highlands, Cromwell, CT - 
Associate Member

Mike Bender’s latest book: “Golf’s 8 Second Secret,” 
reveals a shot process that was developed from visual 
research and written commentary from golf ’s greatest 
male champions (players with five or more major 
championship wins), and Bender’s four decades of 
knowledge from playing and 
teaching golf. 


The book teaches you the 
phases and elements in the 
shot process that increase 
your ability to swing freer 
and more instinctively, 
leading to higher-quality 
shots, more consistent play 
and lower scores... 
especially under pressure. 


     The book is now available 
at amazon.com. 
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Mary Hafeman, owner of Fore in 
One Golf Services, has been 
honored with the 2016 PGA 
Player Development Award for 
her commitment to implementing 
dynamic programming for golfers 
of all ages and skill levels. She 
splits her time between Deer 
Creek C.C. in Jacksonville, FL 
and Missing Links G.C. in 
Mequon, WI. She is a prolific host 
of such programs as Get Golf Ready, PGA Junior 
League and LPGA Girls Golf, among others.

BENDER AUTHORS SECOND BOOK 
WITH ‘GOLF’S 8 SECOND SECRET’

PROPONENT ARCHIVE INCLUDES 
ALL PAST NEWSLETTERS

PGA PLAYER DEVELOPMENT 
AWARD TO HAFEMAN 

If you are ever in need of a back 
issue of our COLLABORATE 
monthly members newsletter, 
simply log on to the members’ 
website and go to the Newsletter 
Archive menu. The archive 
includes nearly 200 individual 
articles arranged by subject 
matter. We also include complete 
copies of all of our past newsletters for download.


Mary Hafeman

http://amazon.com
http://amazon.com

