
By David Gould, Staff Editor 

Departing somewhat from the Proponent Group pattern of data 
collecting and crunching, we’ve opted to lead off 2019 with the 
release of an in-depth Clubfitting Survey, which went out to you via 
email last week. Thanks very 
much for taking time to provide 
your answers on the form. We 
will aggregate the responses and 
produce a report designed to 
help guide your decision-making 
around the all-important 
equipment aspect of coaching.

     The departure from tradition 
mentioned above involves our 
Compensation Survey, which 
will not be on the schedule this 
year. Having conducted it 
annually for many consecutive years, we’ve built a strong baseline of 
income and expense data—strong enough that the aggregate results 
are no longer changing enough to require every-year deployment. 
Look for the “Comp” Survey to come your way again in 2020.

     Other questionnaires to be circulated this year will cover junior 
programming / summer golf camps, setting fees for your 
competitive golfers, and teaching buildings—both their construction 
and the business activity they generate. Please bear in mind that 
member suggestions about how we gather data and report it back 
are always welcome—including potential new topics.  


Save the Dates: November 10-12 Summit in Scottsdale 
The setting for this year’s Proponent Group Summit will be the AAA 
Four Diamond We-Ko-Pa Resort & Conference Center, in the 
Sonoran Desert just outside of Scottsdale, Ariz. Please mark your 
calendar and look for further details in the months to come. 
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WHAT OUR MEMBERS 
ARE WATCHING 
MOST-VIEWED PROPONENT 
VIDEOS THIS MONTH 
One of the most popular 
benefits on our member 
website is the Webinar/Video 
Archive, loaded up with 
presentations from Proponent 
events over the past 11 years. 
Check out the top speakers in 
the industry, sharing their 
insights to help you improve.


In February, these were the 10 
most-watched videos:  

1) Iain Highfield— 
Incorporating Mental-Game 
Techniques in Practice for Your 
Students


2 ) Dr. David Wright—   
Maximizing the Application of 
Force: 'Recruiting' Power 
Begins at Setup with Core 
Symmetry (Part I)


3) Jeff Penson and Lorin 
Anderson—  Secrets to 
Creating Long-Term Students


4 ) Will Robins—The 5 
Hurdles to Overcome When 
Transitioning from Hourly 
Coaching to the Results-
Based Coaching Model


5) Don Hurter— Introduction 
to DECADE


6) Brendan Ryan— How to 
Structure Effective Practice


7) Marc Sheftic— Teaching 
with Boditrack (Part II)


8) Trent Wearner — Golf 
Scrimmages


9) Chris Rowe— Keys to 
Teaching Success at a Private 
Club


10) Mike Bender— 
Developing Elite Players


For the instruction end of the golf industry, representation at National Golf Day 
activities in Washington, D.C. has mostly been show-pony stuff. Companies like 
GOLFTEC and Topgolf have sent representatives to our nation’s capital to 
conduct free “mini-lessons” for passers-by. PGA Tour Superstores has been 
running an in-store lesson and clinic program, also at no charge, in conjunction 
with National Golf Day—which this year falls on Wed., May 1.

     Over the past decade or so, our industry’s zeal for lobbying and 
governmental activism has slowly increased, producing some legislative 
victories along with some pleas that fell on deaf ears. From the point of view of 
Proponent Group, messaging to members of Congress about legislation and 
regulations is an 
activity that generally 
seems far afield from 
the daily life of the golf 
instructor. This year, 
however, in the wake 
of a major court 
decision in California 
concerning so-called 
“misclassification” of 
workers, those of us 
on the teaching-and-
coaching side of the 
business are well 
served to pay more 
attention to what our 
industry is 
communicating to 
decision-makers in Washington.

     The news out of California is relevant to Proponent members because the 
state is home to so many golf instructors and also because movements and 
attitudes that begin there often ripple east across the rest of the country. In a 
case involving delivery drivers who were categorized and treated as 
independent contractors, the California Supreme Court put together a three-
factor test to determine whether workers have been incorrectly and 
inappropriately put in that category. Legal experts who commented publicly on 
the decision said the court’s new three-pronged test gives employers much less 
wiggle room for choosing to avoid providing the benefits a W-2 employer is 
typically entitled to, including minimum-wage compensation, overtime pay, 
meal breaks and so forth. 

    The comments of one employment-law expert, Michael Studenka, suggested 
that high courts were more or less bound to come around to this way of 
thinking, given how the so-called gig economy has “grown exponentially, and 
the law always has to catch up” to trends of this kind. 

    Interestingly, the golf industry as a lobbying entity has objected quite 
forcefully to court rulings and legislative proposals that have the effect of 
reducing employer leeway around the two classifications. The argument 
put forth is that use of contractors fits the business models of golf courses 
and golf academies, and is satisfactory to the contractors themselves—
who might become deprived of a work opportunity if new laws upset the 
status quo. 


EMPLOYEE-OR-NOT QUESTION LOOMS 
AS GOLF INDUSTRY HEADS TO D.C.

USGA Executive Director Mike Davis holds a press conference in 
Washington, D.C. on National Golf Day in 2017.
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TrackMan

INTRODUCING

U N L E A S H  Y O U R  P O T E N T I A L

IMPACT LOCATION

TrackMan 4 uses its optically enhanced dual radar technology and a patent 

pending process to capture clubface impact location and dynamic lie angle 

with astounding precision.

Get going in seconds and switch seamlessly 

between left and right-handed players.

NO STICKERS REQUIRED. 

WORKS ON ANY CLUB.

PURE, NON-INTRUSIVE DATA TRACKING.
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By Andy Hilts, Director 

Last month in San Diego I stood in 
front of 25 golf course owners and 
talked about golf instruction. The 
opening slide in my presentation 
was titled, “Why I Hate My 
Teaching Professional.” 
     I know: Ouch. But blunt talk was 
my only way of getting their 
attention and shining a light on the 

problems that exist between those who teach and those 
who own golf facilities. It seemed to strike a chord. 
     The setting was a breakout session during the 
annual convention of the National Golf Course Owners 
Association (NGCOA). I shared the stage with course 
owner Cathy Harbin, an industry veteran who has 
served as executive director of Golf 20/20 and been a 
high-ranking ClubCorp executive. She’s also a longtime 
friend of Proponent Group. 
     Cathy and I had an attentive audience. The owners 
came in good faith, aware they need the energy and the 
golfer-satisfaction factor that good teaching generates. 
Discord between an owner and a teaching pro isn’t so 
hard to understand. With the superintendent, the owner 
has ongoing discussions about fighting drought, 
Japanese beetles and pythium blight—they work 
together to maintain quality turf. Same with golf 
operations—the owner speaks intelligently with the 
head pro about green fees, pace of play, and whether to 
lease the golf carts or buy them. 
     But owners don’t understand the art and science of 
teaching. They aren’t able to tell good coaching from 
bad, so they can’t offer advice or a helpful critique. They 
tend to think of teachers as divas because, for one 
thing, there really are prima donna instructors who think 

they're cool because they don't have to hose down golf 
carts or vacuum the shop. But teaching from 10 a.m. to 
5 p.m. without a break is grueling in a way non-teachers 
don’t realize—they just see you driving away when the 
rest of the crew still has hours to go.
     One of my owners said his teaching pro “gave 150 
lessons and somehow went through 1500 buckets of 
range balls,” which at this course the instructor doesn’t 
pay for. The owner was ticked off. I asked what he said 
to the teacher about it. Turns out, he didn’t say anything.
     That sent me on a brief rant about which questions 
get asked during hiring. Hardly any, I found out. Okay 
then, what gets discussed at the weekly or twice-
monthly meeting of owner and instructor? You guessed 
it, they don’t have meetings. 
     I asked several questions about setting expectations 
and measuring results, and got blank stares. The 
NGCOA needs to provide owners a template or a 
pamphlet or some kind of seminar in how to manage 
the instruction activity at their course. Maybe we can 
work with them on a tool of that sort. 
     Owners get very twisted up about the revenue 
percentage they negotiated and whether it’s being paid 
to them in full. They don’t have a way to audit this, and 
they’re suspicious. I told them to forget percentages and 
just charge rent. I told them to find people who are bona 
fide golf coaches, not tip-givers. I advised them to use 
Proponent Group as their No. 1 means of recruiting. I 
also reminded them that many a hard-working, ethical, 
unpretentious golf instructor has been mistreated by an 
owner or top manager along the way. The sense of 
being burned, which so many owners talk about, 
absolutely cuts two ways. This meeting in San Diego 
opened some eyes. It may have started us down a road 
that will benefit everyone and improve the financial 
health of the golf business over the long haul.

TRUCE TIME, FOR OWNERS AND COACHES

PROPONENT GROUP PARTNERS

4
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INSTRUCTOR PLUS
More Students, More Time

Full-service marketing with your own dedicated Plus Agent

SAVE TIME 
Add availability to your schedule, teach more students and increase 
revenue – all while your marketing efforts go up. 

GROW YOUR BRAND
Stand out in a crowded landscape of golf coaches with new photog-
raphy, logos and designs built specifi cally for your target audience. 

REACH MORE STUDENTS 
Send more email campaigns, post more on social media and gener-
ate more sales with our help. 

KNOW YOUR BUSINESS BETTER 
Add new layers of tracking, reporting and analytics managed by our 
Plus Agents

Your Plus Agent will develop a complete plan for 
marketing success and put it into action

EMAIL 
Send custom emails each week to your database 

CONTENT 
Photos, logos, design and branding for all kinds of marketing opportunities  

SOCIAL MEDIA
Engaging, attention-grabbing content posted to your social accounts

TECHNOLOGY AND SOFTWARE
Customized, mobile-friendly websites outfi tted with industry-leading 
scheduling software

 407-248-3138    Jeffrey.Penson@GolfChannel.com

“Instructor Plus has been great. 
My Plus Agent and I talk regularly 
to layout my marketing calendar. 
He saves me quite a bit of time 
so I can do what I actually want 
to do, which is teach and interact 
with people.”

BRIAN JACOBS
Rochester, NY

PUT THE POWER OF PLUS TO WORK FOR YOU! 
For more information on how these tools can help your business, 
contact us!  
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CUSTOM-FITTING FROM CLUB 
CHAMPION—ONE MEMBER’S TAKE
There’s quite a variance among top golf instructors as to how 
much or how little clubfitting they do. On the enthusiastic end 
of that spectrum is Cathy MacPherson, a Proponent member 
based in Middleton, Mass. These days she’s got two methods 
of handling the equipment needs of her students—fit them 
herself or use the services of Club Champion, as 400-plus of 
her fellow professionals also do.
     MacPherson has kept hands-on clubfitting in her repertoire 
even as she’s benefitted from the Club Champion arrangement 
that began 14 months ago. Over that time, she’s had 20 or 
more students go through a Club Champion fitting and 
purchase clubs and considers the program a win-win. “Their 
business model is impressive and we’ve had a great flow of 
communication,” says 
MacPherson, a Golf 
Channel Academy 
lead coach and 
proprietor of Cathy 
MacPherson Golf. 
“I’ve gotten to know 
their fitters and we 
talk about how to do 
what’s best for each 
golfer. That’s been a 
key element to 
success.”
     Before committing 
to the partnership, she 
toured a Club 
Champion fitting 
center and saw first-
hand the vast 
inventory of shafts, 
heads and grips the 
company maintains. That visit, along with the full-scale 
proposal she’d received, gave her the feeling her students 
would be in good hands. “The shaft inventory alone is pretty 
amazing,” she says. “Someone like me could have five or six 
fitting carts and not come close to what they offer, in terms of 
selection and options.”
     Meanwhile her students tell her the environment is 
comfortable and inspires confidence. “Fitting is all they do,” 
says MacPherson, “so over time they’ve just gotten better at 
every aspect of it—the technology, training, all of it.” 
Assembly work and quality of the finished goods have 
impressed her, as well.
     The assortment of people sent to Club Champion from her 
academy ranges from “guys with plus-handicaps to women 
who are recreational players and shy about going to a new 
place to work with someone they don’t know,” explains 
MacPherson. On occasion, she will opt to accompany her 

student to the fitting session. She did so recently with a golfer 
whose physical limitations that had led the coach to make 
swing technique modifications the fitter might have been 
confused by
     There is a debriefing of each student once they’ve returned 
from Club Champion with their set of recommendations in 
hand. At this point there may be feedback from Cathy about 
nuances like loft gap on the wedges, or set configuration in 
general. “My clients realize I’m invested in this process, and 
I’ll interpret what the fitter has said according to my judgment 
of what’s best for them,” she explains. 
     As with any conversation about a potential club purchase, 
the chat between MacPherson and a student about Club 
Champion addresses cost. “There’s a broad range in what they 
might end up spending, though it’s not exactly going to be 

cheap. But it’s that 
way no matter how 
you purchase top-
quality equipment,” 
she says. “People 
who have always 
bargain-hunted or 
gotten hand-me-
downs don’t have a 
frame of reference 
for this, so it needs 
to be explained.”
     The dollars-and-
cents equation for 
the referring 
professional is quite 
appropriate, in 
Cathy’s opinion. 
Featuring 10 
percent referral 

commissions, complimentary staff fittings, and personal-use 
pricing on hand-built equipment, the package is a generous 
one.
     “If I fit and sell a set of clubs, obviously the margin on that 
sale goes to me, so that’s the upside,” she says, even as she 
notes that the add-on tasks associated with every custom set—
checking specs on the newly arrived clubs, delivering them to 
the golfer, possibly making up returns—have to be considered. 
“Having someone else handle a clubfitting is going to free me 
up to teach more, so I have to calculate the revenue element 
with that in mind.”
     Providing the student with a great experience and gear that 
they’re happy with is what it’s all about. “I came into this 
knowing that it would reflect on me either positively or 
negatively depending on how things went with Club 
Champion,” MacPherson says. “I can honestly say there hasn’t 
been anything but good reports and satisfied customers.”  ∆ 

When a coach like Cathy MacPherson sends a student, the experience is first-class.
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By David Gould, Staff Editor

Royal Oaks Country Club gets it right: On the home 
page of the Dallas club’s website is a beauty shot of the 
course and a “Golf” button that takes you to a page with 
two photos—one of the head professional and one of 
Randy Smith, “Golf Pro Emeritus.” 
     Click on that and up comes another photo of Smith, 
further identifying him as current director of instruction. 
Next to his picture they show the “Randy Smith Learning 
Center,” an academy building plus range named in honor 
of Smith’s meritorious service to Royal Oaks and his 
outstanding career as a teacher.
     From a coaching perspective, this is 
ideal: You navigate quickly, you see 
instruction prominently, you’re shown 
some first-rate infrastructure and you 
find out that the lead coach is a treasure
—so much so they’ve named the 
practice complex after him. 
     Leave that website and you can 
roam the Internet a long time without 
finding another private (or semi-private) 
club that celebrates its instruction 
program in quite this fashion. Obviously, 
member-only clubs tend to block the 
public from seeing a fair amount of their 
site content. Still, it’s curious that 
prospective members aren’t shown 
exceptional learning opportunities that 
await them if they join. Same goes for 
the public courses that have the 
building blocks of a robust coaching 
business—why not tell people how 
happy they’re going to be when they go 
from making two pars a day to making 
six or seven?
     An example would be Proponent 
Group member Ed Oldham who—it must be said—
receives generous promotional support from The Ranch 
Country Club, where he serves as D of I. When 
members of this suburban Denver club log in, they find a 
full page dedicated to Oldham. “There’s a button on that 
page for lesson booking and it clicks ahead to my own 
scheduler, which makes things easy,” says Ed. “They 
use a tip from me in every monthly newsletter and if I 
want space in the weekly email I can have that any time. 
But even though I’m allowed to teach non-members they 

seem to draw the line at marketing me to outside 
students.”
     Indeed, the public-facing version of The Ranch’s site 
promotes tennis instruction but not golf. Nothing against 
tennis instruction, but it doesn’t move the needle for the 
club’s marketing director. Not long ago there were some 
270 members, out of a maximum 400. Now that total has 
risen to 370, and golf instruction “is definitely a draw,” 
according to Oldham.
     “The  majority of new members are 35 to 40, married 
with a couple of young kids,” he says. “As soon as they 
join, the membership director sends them an email that 
introduces me and offers them a free lesson, or the 
chance to get together with me for coffee or lunch.” But 

only at that point would a new arrival find out that 
Oldham is the only U.S. Kids Top 50 Teacher in the entire 
state of Colorado. “For the club’s sake they should be 
shouting that from the rooftops,” Oldham says. “It fits the 
demographic they’re appealing to perfectly.”
     Public-access courses appealing to higher-income 
golfers will often use website space to say they have a 
high-quality range and that instruction is available, but 
that’s about it. Pilgrim's Oak Golf Course, a best-in-state 
daily fee halfway between Philadelphia and Baltimore, 

QUESTION: HOW DO COURSES AND CLUBS PRESENT INSTRUCTION? 

FACILITY WEBSITES SEND A SPOTTY 
MESSAGE ABOUT COACHING’S ROLE

Despite its high ranking on best-in-state lists, this course limits its reference to 
instruction to a generic photo and a simple mention that lessons are available. 
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doesn’t even do that. Under its “Golf” menu you see 
that they tout “Practice Facilities & Lessons.” 
However the short blurb on that sub-page only 
describes the range, calling it a “great place to warm 
up or to work on improving your game.” There’s no 
mention of who would be teaching you or why you’d 
want to work with them.
     Totteridge Golf Course in Greensburg, PA, also on 
various best-in-state lists, tucks teaching into an 
afterthought location on its website. The drop-down 
menu under “Golf” features a dozen different sub-
topics before reaching the final one, “Practice 
Facility.” Under that heading is text and a large 
picture of the range at sunset. Under that are two 
instructor bios, but no photos to go with them.
     As we’re learning more and more, it takes a strong 
marketing pitch to get a large number of players 
interested in coaching, plus a “gateway” product 
(such as the New Student Assessment) that lets 
them sample the experience and start talking about 
their goals. To finish out the online pitch you need a 
loud call to action and easy next-steps for answering 
that call. Until the websites of golf facilities make a 
strong move in that direction, the audience of golfers 
out there is going to keep thinking lessons are for 
someone else.
     Coaches who control their work environments—
either indoors or at an outdoor range where their 

academy is the primary brand—may feel they’ve got 
no need to fret about the weak and random 
messaging that many golf facility managers bring to 
their instruction offerings. 
     But think again. We’re all affected by this 
phenomenon. It’s a symptom of an overall blind spot in 

golf marketing: Golfers aren’t told, when they visit a club 
website, that if they want to improve, this is the place to 
do it. Or even that significant improvement is possible. 
They may get bits and pieces of that message, but very 
seldom the whole thing, and almost never in a proactive 
way that shines an immediate spotlight on teaching and 
emphatically invites Joe Golfer to get involved.
     Check out Wood Ranch Golf Club online and you’ll 
see a high-quality, member-only facility that spent good 
money on its “world-class” practice complex. Further 

you’ll see that Wood Ranch 
has an “experienced team of 
friendly, talented teaching 
professionals,” none of whom 
are actually named. One of 
those friendly, talented pros 
happens to be Proponent 
member Alison Curdt, the 
LPGA’s National Teacher of 
the Year in 2015, the 
Southern California PGA’s 
Teacher of the Year in 2016, 
a Golf Digest Best Young 
Teacher in America and the 
Southern Cal section’s 
Clubfitter of the Year in 2018. 
And oh, by the way she’s got 
a Ph.D in Clinical Psychology. 
Why not market that?
     The (public-facing) Caves 

Valley Golf Club website 
makes no mention of Bernie 

Najar—again, this is a member-only institution that 
doesn’t ID any of its personnel to the public. The 
prestigious Kinloch Golf Club helped its cause greatly 
with the recent hire of local legend Adam Smith, and it 
uses a public-access web page to boast in great detail 
about its practice amenity (L-93 bentgrass tees, 

Randy Smith Dallas Royal Oaks Country Club two clicks in from home page

Mike Adams (left) is promoted enthusiastically by Fiddler’s 
Elbow, as is Nicole Weller at The Landings Club.
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bluegrass rough, Titleist balls, etc.). Yet there is no 
mention of Kinloch’s award-winning new director of 
instruction.
     To its credit, The Landings Club on Georgia’s remote 
Skidaway Island is anything but shy about touting 
Proponent member Nicole Weller. With multiple courses 
and a large golf staff, The Landings devotes extensive 
space to bios and photos of its golf professionals. The 
first one mentioned is the head of golf operations 
community-wide, but Weller is next, and her bio is the 
lengthiest. Plus there’s a call-to-action button below it, for 
instant booking of private lessons—no other pro on the 
roster has the equivalent.
     Fiddler’s Elbow C.C. in Bedminster, N.J. offers a 
positive example for other private and public facilities. 
Having recently hired the renowned Mike Adams, Fiddler’s 
Elbow uses a “Meet Our Staff” web page to aggressively 
tout the accomplishments and honors on the Adams 
resume. It’s a message that would and will inspire golfers 
to stop what they’re doing and book an 
introductory lesson with Mike.
     And the website of Nashawtuc 
Country Club in Concord, Mass., where 
Proponent member Chris Carpenter 
runs the entire golf program, goes into 
great detail on its website about one 
specific facet of Carpenter’s teaching 
prowess.
     In a 500-word essay, the club’s 
officers describe the Junior Select Golf 
Program, a boldly innovative concept 
that Carpenter came up with, in which 
talented area youth golfers—whose 

families aren’t part of Nashawtuc—would be recruited 
for “a program akin to all-star baseball or select club 
hockey, where top juniors are provided an opportunity to 
learn and train together.” The success of the program 
and the pride the club takes in it come through loud and 
clear. It’s not part of any comprehensive message about 
lesson-taking and improvement for all interested golfers 
under Carpenter’s tutelage, but it’s impressive 
nonetheless.
     Some of the shortcomings described in this article are 
part of a general deficiency in website management at 
golf facilities. Proponent Group member Janean Murphy 
has the unusual circumstance of being married to a 
specialist in website marketing and design. “My husband 
can go into just about any website and quickly do all the 
updating and revisions I might need,” says Janean, who 
heads up instruction at two Houston-area clubs. If it 
weren’t for that advantage, she would be at the mercy of 
staffing shortages and obsolete software, as many a 
teaching professional ends up being. 
     “I’ve taught at very high-end clubs where someone in 
the office told me there was no manpower to deal with 
teaching programs and keeping them current on the 
website,” she says. “I was told that if someone from our 
department didn’t 
handle those tasks, 
they simply wouldn’t 
get done.”
     Private and semi-
private clubs “could 
leverage their 
instructors much 
more than they do,” 
says Murphy. And it’s 
not just a matter of 
leaving it up to the 
teacher to create a 
robust personal 
website. In Janean’s 
case she’s had to 
take down her personal site to accommodate the two 
clubs where she does her teaching now, apparently 

because talking about Janean Murphy 
as a teacher in full detail became too 
much of a “peek behind the curtain” at 
the clubs.
     Change is sweeping through golf 
instruction, from best-practices on the 
lesson tee to the marketing of 
coaching’s value to clubs. Across the 
industry, there is a lot of catching up to 
do, in order to reflect the dynamism of 
the field. What clubs and courses say 
on their websites about coaching one 
of those areas where it’s high time to 
begin the catching-up process.

Communication and 
cooperation between 
on-site instructors and 
their facilities will likely 
need to improve before 
facility websites start 
promoting lesson-taking 
as a matter of course.  

Ed Oldham: Well-supported by club

Thanks in good part to her husband’s expertise in web design and 
maintenance, Murphy is well represented on her clubs’ sites.
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WHAT I’VE LEARNED: 
IAIN HIGHFIELD 
MENTAL PERFORMANCE CONSULTANT 
AJ GOLF ACADEMY, ACWORTH, GEORGIA

INTERVIEW BY PAUL RAMEE, JR 

The term “psychological conditioning” says a lot 
about the importance of non-physical training for 
sports. It also explains what Iain Highfield gets up 
every morning to work on. Brought up in the U.K. as 
a golfer and rugby player, he graduated from Leeds 
Beckett University in 2004 with an economics degree 
focused on business psychology. From there he went 
into pharmaceutical sales in the U.S. With time to 
work on his golf game he went for lessons with Matt 
Cooke, with whom he developed the conceptual 
basis for what would become Game Like Training 
Golf. Highfield’s book, “OSVEA: Practical Ways to 
Learn Golf’s Mental Game” has been widely read by 
golf coaches and top players alike.
     When Golf Digest named him one of their Best 
Young Teachers for 2017, it was in part owing to a 
string of successes at top junior academies, including 
the Leeds branch of the Nike Golf Academy, Bishops 
Gate in central Florida, the International Junior Golf 

Academy—and now at AJ Golf Academy, based at the 
Governors Towne Club in Acworth, Ga.
    Highfield and Cooke try to bring the course to the 
range, in a sense, by “creating environments that 
represent tournament conditions while simulating 
appropriate stress-response situations,” according to 
their mission statement. If a student goes the distance 
with this instruction, they end up in SIT, with stands for 
Stress Inoculation Training.
     It’s a system that’s helped D1 college golfers, college 
golf teams and European Tour golf professionals 
develop training programs that help them deal with the 
stresses of playing elite level golf. In this interview, we 
learn how Iain forged his reputation and what plans lie 
ahead for Game Like Golf Training, or GLT.

How did you develop your niche in golf coaching?
I played junior golf and had some success in 
tournaments. My high point competitively was winning 
the equivalent of the state junior high school boys 

The initials “OSVEA” are 
part of the title to 

Highfield’s book. The ‘O’ 
stands for “Observe,” 
which is what we see 
Iain doing intently in 
this session with an 

academy student. 
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Technology shows in 
stunning detail what 
has happened with a 
physical swing 
motion. Knowing 
what happened 
mentally and 
emotionally requires 
other tools. 

championship. I was also a rugby player and went out for 
my college team, but I didn’t make the grade. I simply 
wasn’t talented enough and probably didn’t have the 
desire. So after school I went into medical sales for 
Johnson & Johnson and we were taught how the brain 
works with respect to selling. Like a lot of people in sales I 
made use of my golf background to connect with people 
while working for Johnson & Johnson. At that point I began 
taking lessons from Matt Cooke. I was doing a lot of 
reading on the mind and how it functions. Matt and I would 
discuss this regularly and share ideas. Ultimately, he 
stopped charging me for lessons because of the value he 
saw in the information I was sharing with him. We fully 
agreed about how incorrectly the junior golfer was being 
taught and trained—all repetition and no competition.

So, the two of you got inspired?
Right, and we decided to start a school for sports and 
exercise psychology. We felt we were onto something. I 
remember we began our efforts with a series of terrible 
YouTube videos and hand-written business plans. Then 
Matt started to push the content to the likes of Gary 
Gilchrist and meanwhile he introduced me to some 
European Tour Players. We shared the information we’d 
been developing with Lorin Anderson and were asked to 
speak at a Proponent Group Summit on junior golf. Our 
presentation was the most watched video from that 
Summit, so it escalated from there.

How so?
We wrote a book together, and from that starting point 
we felt ready to create a program for game-like training. 
The concept was to help golfers shoot lower scores 
through effective practice and effective thinking. It took 

some time but we kept at it. Recently we got the funding 
to start up an indoor facility.

Interesting, How will you provide on-course training 
from an indoor facility?
We actually have partnered with three clubs and we 
offer an array of services to them in exchange for 
access to their golf courses. Our arrangement is that we 
will teach their instructors our program and anytime we 
attract a new student, we go ahead and arrange for 
them to meet with the membership director.   

You’ve made some fine contributions to the 
continuing education of Proponent members. How 
in turn has Proponent been valuable to you?
Lorin and Andy’s advice has been very instrumental to 
our success and being on stage and having our 
presentation viewed by other members has been great 
for our business. For example, it was Andy who 
suggested that we have any new student we attract go 
and meet with the membership director at the club. 
Sounds like common sense, but small insights like that 
can make a big difference when a club is considering if 
they want to give us access.

Tell me about the book—and please remind me 
what the initials OSVEA stand for.
The book is a practical challenge about how to build a 
pre-shot routine with drills to better construct and time the 
routine. OSVEA stands for Options / Select / Visualize / 
Execute / Accept. It really helps quiet down the mind.

How long does it take a teenage boy to quiet his 
mind in today’s highly stimulating world?
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Well, let’s see, his mind is going to be filled with things 
like school, girlfriends, Xbox gaming, and who knows 
what else, so, the extreme answer is forever! But the 
system is set up to treat each kid as a unique case. Still, 
you see certain patterns, many of which relate to what’s 
going with their parents. You find out through working 
with them that a lot of kids are “hitting shots for their 
parents,” as we state it.

The mind produces a lot of racket and distraction, 
in other words, relating to expectations, the self-
image, and so on?
It sure does. One young professional came to me and 
showed all this wonderful athletic ability. He scored a 
93.5 on the TrackMan combine and he couldn’t make a 
single cut on the Challenge Tour. We got together and 
went to work and now he’s out playing on the European 
Tour. In another case, very extreme, I had an LPGA 
Tour player who was really loaded with internal strife, so 
much so that she couldn’t get over it.

How do you build tests that will challenge elite 
players and meanwhile allow them to build 
confidence?
Good question and you are right, if you build tests that 
are so hard that they fail on the range, then fail on the 
course, all they will know is failure. So, your task is to 
design tests that challenge their weaknesses, but still 
allow the clear possibility for success.

Any thoughts on a new book?
Absolutely, it will be centered on how to practice, how 
to make swing changes stick. It really is designed for 
the player.

How do you structure your sessions and 
arrangements with players?
We don’t teach the standard hour lesson. We have a 
plan where you go through five sessions and one 
based on 12 sessions. I also have monthly plans. The 
lower monthly tier allows for phone, Facetime and 
unlimited CoachNow interaction. The second monthly 
tier adds a technical coach.

Other than the book, what is next?
Web content that really helps players.

Will you charge for it?
Not at first, but eventually yes. And for additional online 
classes, as well. Then, we will use our website to help 
coaches have a platform for their content. With the 
amount of visitors we have to our site, this is a great 
resource for coaches. Lastly, there will be a certification 
plan for Sports Psychology, Motor Learning, 
Constraints-Led Learning and how to apply all of it.

Any books that you would recommend to fellow 
Proponent Group members?
I’d certainly encourage people to read Phil Knight’s book 
about building Nike, “Shoe Dog.” It’s what inspired us to 
really take the plunge. “Outwitting the Devil” by Napoleon 
Hill is another good one. Also, “Buddha’s Brain,” by Rick 
Hanson, and “The Sports Gene,” by David Epstein.

Care to share any simple thoughts you’ve learned 
along the way?
Only we stop ourselves and we can train our brains to 
prevent that from happening. Change will come, if you 
do what’s needed and do it correctly.

Note the cues to 
this student 
provided by the 
letters ‘E’ and ‘A’ 
on the ground for 
him to see. They 
stand for Execute 
and Accept.
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CASE STUDIES OF TEACHER - STUDENT COLLABORATION 

TRAGIC LOSS LEADS TO A NEW PATH, WITH  
A COACH ALONGSIDE TO MAKE IT WORK    
By David Gould, Staff Editor

Diane Ard came to Doug Holub’s lesson tee on the 
flimsiest of premises—a Groupon promo. Yet she 
stayed, and has remained a regular student of his for 
half a decade. About a year after losing her husband to a 
fatal workplace accident, Diane got 
the idea she could add golf to her 
repertoire of pursuits and hobbies, 
which included skiing, tennis, 
fitness, shopping and parenting 
two daughters.
     “She was 50-something, a late 
starter, and she wanted to become 
a golfer in the full sense,” recalls 
Holub, a longtime Proponent 
member who teaches at a 36-hole 
public golf complex in Fairfield, 
Conn. “She had lost something 
that was a huge part of her life. 
Golf—the physical challenge but 
also the lifestyle part—might help 
offset that. She even let me know 
she was hoping golf would help 
her meet eligible men.”
     Holub at the time was an 
experienced and successful teacher, 
but his ability to read the newly 
arrived student and swiftly build a 
profile of them in his head was not 
what it is today.
     “I knew every student was 
different, but I didn’t understand all 
the ways that manifested,” he 
says. “I would allow myself a 
lesson or two to understand 
personal needs, wants, learning styles, physical traits, 
comfort zones—things that nowadays I expect to gather 
up in 10 minutes.”
     Any true-blue golf instructor will push themselves to 
get better for the sake of the students. Holub found that 
he was particularly open to experimentation in Diane’s 
case, not wanting to leave any stone unturned. She 
couldn’t relate to clubface angle anywhere in the arc of 
the swing, so he built her a hybrid golf/tennis implement 
and trained her to hit tennis balls off a makeshift tee. In 
their very first session, discussing grip, stance and 

alignment seemed stifling to her, so they rode out to a 
green to have her roll in two-footers—this in the days 
before Operation 36 made the technique standard 
practice. Her left hand could be more of a hindrance 
than a help on chip shots, so the coach gave her a 
split-grip alternative to be used when the chipping 
game really sputtered. “Along with the technique I 

gave her a script for when fellow golfers told her 
she was doing it wrong, which happened on many 
occasions” says Holub.
     Ard would arrive for many a lesson with 
scribbled questions relating to culture and jargon, 
asking what is a Texas wedge, how do you ‘play 
the ball down’ and what it means to be ‘dormie’. 
She also took on the avid-golfer trait of watching 

YouTube instruction videos and 
wanting to incorporate this or that 
tip into her game. One video that 
intrigued her was about starting 
the downswing with the lower 
body. Sensing that it might be a 
rabbit hole, Holub trotted out a 
Fred Shoemaker instructional 
classic, throwing golf clubs down 
the range.
     “I took clubs from the lost and 
found and painted them bright 
colors, then had her take swings 
that ended with the clubs flying,” 
Doug explains. “I asked her what 
part of her body seemed to initiate 
those downswings, and she said 
she couldn’t feel anything in 
particular starting it.”
     Diane found the right coach 
and made golf training a weekly 
calendar entry. She went from 

making zero pars for 18 to someone who makes four 
or five, plus a birdie now and then. She joined a league 
early on and was shown the ropes by one of the 
organizers—now she’s one of the organizers. She met 
a guy who plays golf and started up a nice relationship.
     That constantly repeated phrase, “grow the game,” 
is about taking the current golf population and adding 
more people to it. But it’s got another connotation, as 
this case study shows. Working with novice students 
can mean growing the game inside those particular 
students, inside their hearts and minds. 

Custom implement  built by Doug Holub (inset 
photo) helped teach face angle to the student. 
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BOBBY JONES AND SUNICE  
JUST FOR PROPONENT MEMBERS

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

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

WITH MANUFACTURER LOGO: 50% off standard wholesale pricing 

Check out all the options at bobbyjones.com and sunicesports.com. To place 
a personal use order – or for pricing on bulk orders for outings, golf schools 

or other student usage – contact Customer Service at 800-561-3872. 

http://bobbyjones.com
http://bobbyjones.com
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Tasha Browner Bohlig, El Caballero Country 
Club, Tarzana, CA – Full member.


Jason Carbone, Baltusrol Golf Club, Springfield, 
NJ – Full member.


Tim Connor, Liberty Lake Golf Course/TC Golf 
School, Spokane, WA – Full member.


Pete Kampmann, Manhattan Woods Golf Club, 
West Nyack, NY – Associate member.


Steve Whidden, NorthRiver Yacht Club, 
Tuscaloosa, AL – Full member.


  

WELCOME PROPONENT GROUP’S 
NEW MEMBERS FOR FEBRUARY 

Proponent Group’s newsletter is published 12 times a year.  Back issues are available at no charge for active members and at a per-issue 
price of $20 for non-members. Subscriptions are available to non-members at an annual fee of $240 at lbombka@proponent-group.com.

THE PREMIER NETWORK OF GOLF INSTRUCTORS

Proponent Group member Clint 
Whitelaw recently submitted a 
detailed, 20-page proposal for 
his facility in Central Florida for 
establishment of an indoor 
teaching and clubfitting studio. 
The document had earlier been 
filed with the PGA of America 
as a requirement for Certified 
Professional status, which 
was conferred upon Whitelaw 
last month.

ALL MEMBERS: PLEASE VISIT 
PROPONENT’S NEW WEBSITE AND 

UPDATE YOUR PASSWORD

BE SURE AND TAKE ADVANTAGE OF 
YOUR MEMBER DISCOUNTS 

WHITELAW EARNS CERTIFIED PGA 
STATUS WITH STUDIO PROPOSAL  

Across the full Proponent membership, there are 
many who prove to be shrewd users of their 
discount pricing benefit. These members obtain 
needed goods and services from our sponsor 
companies at costs so reduced that they end up 
offsetting most if not all of their membership fee. 
No reason you can’t do the same, so here, by 
way of reminder, are the current offers:

Blast Golf:  No minimum-purchase 
requirements plus wholesale pricing on sensors 
of $100. Members also receive a 10 percent 
revenue share on student profiles within their 
Blast Connect performance platform.

TrackMan: Free onsite training (value: $1,500) 
included with a TrackMan purchase, plus one 
year no-charge on TrackMan University Premium 
Membership (value: $475).

Bobby Jones and Sunice: 30 percent off 
standard wholesale pricing (without Bobby Jones 
/ Sunice tour branding), 50 percent off with the 
Bobby Jones / Sunice tour branding applied.  

Club Champion: 10 percent lifetime referral 
commissions, no-charge staff fittings, PUD 
pricing on hand-built equipment.

Clint Whitelaw


