
By David Gould, Staff Editor 

Just as this issue of the Proponent Group newsletter was getting 
prepped for distribution, an announcement concerning a conflicting 
event came out and disrupted plans for this fall’s annual Proponent 
Summit. GOLF Magazine will be holding a Top 100 Teachers in 
America gathering in Pinehurst, N.C. on November 11-13—the 
very same dates that Proponent had long ago selected for our 
Summit in Phoenix, Ariz. 
     A page here in the June newsletter had been set aside for 
registration info and instructions, in keeping with our annual 
practice of starting signups at mid-year—that page is being held 
out, at least temporarily.
     “The June 3 announcement from GOLF Magazine about its 
event in Pinehurst came with no advance notice and certainly no 
heads-up to Proponent,” said company founder Lorin Anderson. 
“As a result we’re reviewing the situation and attempting to do 
what’s best for Proponent Group members and for the golf 
instruction community in general. To our knowledge no member 
has committed funds for travel, which is certainly for the best.”
     Planning of instruction-oriented forums and events generally 
includes informal cross-checking among organizations to avoid 
date conflicts. But with the growth of the teaching and coaching 
category, these events and gatherings have proliferated, making it 
more likely that instructors would be forced to pick and choose 
among opportunities for professional growth and skill acquisition.
     “When we started producing our programs a decade ago, the 
calendar was wide open for scheduling because there was so little 
being done for teachers,” Anderson noted. “That’s all changed, and 
the result is issues like this.” As the box below and the email 
delivering this newsletter stated, Proponent is asking members to 

P R O P O N E N T   G R O U P   N E W S L E T T E R     $20         J U N E  2 0 1 9   T H E  P R O P O N E N T  G R O U P  M E M B E R  N E W S L E T T E R    |    O C T O B E R  2 0 1 5

WHAT I’VE LEARNED: A True 
Business Hybrid—Resort 
Director of Instruction Plus 
Elite Junior Academy 
Operator—Works Like a 
Charm for Tim Cooke

9

PROPONENT GROUP’S SUMMIT 
PLANS HIT MAJOR SNAG 

MANAGEMENT: Routine 
Maintenance of Your Business 
is Possible During Busy Times 

6

NEWS: Career Evaluation 
Insights Emerge from Survey 
of GCA Staff Coaches

2

4
COACH TO COACH: Pausing 
Midway through 2019 to 
Reflect on Important Trends

MEMBER MILESTONES:  
New Members, plus a Summary 
of Latest Industry Stats

17

COACHING JUNIORS: New 
Book Titled “Range” Probes 
Sports Specialization

8

NEW SUMMIT SURVEY: 
Please check email and respond.  



J U N E  2 0 1 9N E W S

2

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 May, these were the 10 
most-watched videos:  

1 ) Scott Fawcett— The 
DECADE System


2 ) Colin Swatton— 
Performance Coaching


3)  Andy Hilts, Jeff Penson, 
Sebastian Quinn— The 
Three Pillars of Growing Your 
Teaching Business


4 ) Dr. Greg Rose— Power 
Development for Golf  


5 ) Paul Dewland— The 
Principled Approach: Is it the 
Same for the Elite Junior, Club 
Golfer and Tour Player?


6 ) Don Hurter— Introduction 
to DECADE 


7)  Martin Hall— My 4 Keys to 
Being an Effective Coach 


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


9 ) Mike Malaska— The 
Invisible Swing


10 ) Mike Bender, Martin Hall, 
David Leadbetter, Lynn 
Marriott, Cameron 
McCormick and Pia Nilsson - 
Summit “Super Panel”


Across the full Proponent Group membership is one subset, GOLF 
Channel Academy staff coaches, who are occasionally surveyed for their 
viewpoints on mid-career strategic planning. Earlier this year, a brief 
questionnaire went out to that group as a spot check on business 
progress, performance and outlook. One cluster of questions from the full 
survey seemed worthwhile to review, given that many Proponent members 
outside this particular cohort are at a similar career stage and facing similar 
questions.
     The question that most stands out was a simple one: “What is the most 
significant challenge you currently face in building your business?” Four 
options followed, and this one, “I need more exposure and better 
marketing of my skills and abilities” was by far the most chosen response, 
coming in at 57.9 percent. It was followed by “I need to alter my 
programming to teach more groups and fewer private lessons.” That 
response was selected by 26.3 of coaches who participated. 
     As the survey was being put together, it was theorized that mid-career 
coaches might be feeling overly burdened with the duties that pile up 
beyond just in-person teaching. Thus one of the options on the “most 
significant challenge question" was “I’m spending too much time off the tee 
serving / satisfying students I currently teach.” Interestingly, only about 10 
percent of respondents checked that box.
     To gain perspective on what these responses imply, it’s valuable to 
know how the average respondent’s book of business is currently 
performing. To that end, the survey asked “What percentage of your 
available teaching time are you currently filling with students in a typical 
week?” The impressive answer, “Over 75 percent” was checked by about 
one in three respondents, but beyond that there was notable falloff. Filling 
up 51 to 75 percent of possible lesson hours was a mere 15 percent, while 
the largest cohort, 45 percent of those surveyed, said they generally have 
only 26 to 50 percent of their lesson slots filled up. 
     This was a notably experienced group—not surprising, given that top 
academies are able to hire skilled and proven associates. Only a tiny 
percent had fewer than seven years of professional experience. And their 
specialization in teaching was evident: 70 percent said they had spent over 
a quarter of their career teaching full-time.  

TREND TOWARD GOLF RETAIL THAT IS 
STRONGLY ‘EXPERIENTIAL' CONTINUES

CAREER-EVALUATION INSIGHTS 
FROM SURVEYED GOLF COACHES 

Writing about storefront brands like Club Champion and GOLFTEC, 
or one-off ventures like Ironworks Golf Lab in Beloit, Wisc., this 
newsletter has tracked the proliferation of retail-style golf 
environments where there there is lots of "doing" to go along with the 
"buying." More of the same was evident in a recent press release 
from fast-growing PGA Tour Superstores. The chain said it was en 
route from a store count of 40 all the way up to 50, maintaining its 
emphasis on "professional swing expertise" in an "interactive 
environment" of "high-tech simulators and hitting bays."
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Being a Professional is more difficult than ever before. Your job description forces you to work 
harder and deal with many diverse responsibilities. It is impossible to be an expert in everything. 
Any assistance you can get is beneficial. Club Champion has designed a program that allows the 
Professional to benefit from that assistance. It allows you to realize additional revenue, devote 
more time to other profitable work, plus gain useful perks for the entire staff. 

Club Champion is the #1 premium club fitter, builder and retailer of the best brands in golf. Our 
master fitters and builders are unrivaled experts. They deliver a Tour-quality fitting that produces 
longer, more accurate shots with a nearly 100% satisfaction rate. The approach is unbiased; no 
specific vendor is promoted. The only goal – find the best combination of components to produce 
lower scores. With over 35,000 hittable combinations, Club Champion will build the perfect clubs 
for your students. 

When you partner with Club Champion to assist with club fitting, you receive a lifetime 
commission on referred sales, a credit back to your member or a combination of both. 2017 PGA 
Teacher of the Year David Leadbetter agrees, “You have clients who are searching for something 
extra that will improve their game and they often go outside of your facility to find it. Club 
Champion's Professional Partnership Program allows them to receive a Tour-level club fitting while 
you generate additional revenue. No matter the skill level, your golfers will thank you for suggesting 
custom-fitted clubs.” 

Professional Partnership Program Benefits Include:

• Revenue-share  through  commissions  on  sales
• Monthly  payouts
• Complimentary  fittings  for  entire Professional 

staff

As Business Development Lead for Club Champion and a PGA Professional, I understand what it 
takes to administer the many duties of the Professional. Club Champion allows you to focus more 
effectively on the core aspects of your business by outsourcing a portion of your facility’s 
equipment sales and still earn significant revenue. We have enabled you to earn even more money 
in the other areas of your operation. 

Constant changes in shaft, head and grip technologies make it almost impossible to keep up with 
tech savvy members or students. Carrying a large quantity of demos, inventory and multiple fitting 
carts is expensive and time consuming. And you still won’t have many of the options your students 
want or need. Through Club Champion, you provide the highest level of club fitting and equipment 
knowledge while increasing satisfaction.

Our unique coupling system allows us to combine any head and shaft together. Golfers hit the 
precise combination to be custom-built for them. Most stores use fitting carts provided by club 
manufacturers. While they offer options, golfers are unable to mix-and-match across carts to 
determine their ideal combinations. Club Champion offers hundreds of shafts, many not available 
through most other fitters and retailers.

For more information on the Professional Program, email Luke Edelman 
at luke.edelman@clubchampiongolf.com. 

EARN PROFITS & PERKS
FOR CLUB FITTING REFERRALS 

By Luke Edelman, PGA
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By Andy Hilts, Director 

Having the PGA Championship 
relocate to May, in my opinion, is 
absolutely good for business. It 
gets rid of the lull between the 
Masters and the U.S. Open and 
keeps people engaged. Obviously 
it was weird this first time to have 
two PGA Championships 
separated by just nine months—
especially with the same player 

winning both titles. In the future we won’t have that. So, 
PGA in May is good for the industry, including coaches.

  ▶  A Proponent member in Johannesburg, S.A., 
made adjustments this spring that helped him greatly. 
Martin Du Toit saw his revenue go up 207 percent for 
April of this year, versus April 2018, on top of significant 
gains in January, February and March. He offered more 
value and asked for considerably longer commitments, 
as he explained to me in an email: “Our new package 
includes a 90-minute Game Evaluation, with launch 
monitor, video analysis plus an evaluation sheet they 
take home. The sheet pins down their problems with a 
clear plan for solving them. Plus we added range ball 
vouchers to the lesson plans. It turns out students love 
the idea of a long-term plan. Getting the bookings in the 
calendar and the money in the bank is vital. Our new 
strategy accomplishes that.”
  ▶  With the amount of time I’m spending on sales 
training of the type Martin describes, you may think the 
goal is always more revenue. Usually it is, but a second 
goal Proponent members talk to me about involves 
lifestyle. Jill Scally, a member in Pennsylvania, was 
clear that she was looking to maintain her income while 

working less. Absolutely a great thing and off we went. 
She raised her rates—not a lot, but enough to suit her 
needs. At the same time she made a push to get more 
students on her schedule for longer timelines. Her book 
is currently full two months out. Jill told students, “I want 
to spend more time with my kids,” and they all nodded 
their heads. When you tell people you’re raising your 
rates, what you’re saying to them is, “I’m in high 
demand.” You don’t have to actually speak the words—
the message is understood, and golfers respond.

  ▶  Near my house is a regional airport with private 
jets coming in and out. Some days I can look up and 
see one going by every 10 minutes. It reminds me that 
there is a lot of money out there. I grew up in a modest 
middle-class environment and had limited awareness 
of wealth. Now I notice it. Golf instructors sell the one 
thing those private-jet guys don’t have—and 
desperately want—a single-digit golf game. Not every 
student you meet is a high roller, but lots of people 
have more money than you think they have. 
  ▶  Something is going on with coverage of golf in 
the media. They’ve finally worn out their “golf is dying” 
theme. The Boston Globe had a story covering two full 
pages titled, “Golf has never been more popular, and 
public courses are welcoming the surge.” They used the 
NGF stat on number of people playing for the first time
—in 2018 it was the highest it’s ever been. Meanwhile, 
the New York Times ran its own big story pivoting off the 
new-player stat. “The Boom in Diversity That Never 
Occurred” was the Times headline, so it had a critical 
tone, but in fact the negative points were about minority 
play increasing less than expected post-Tiger, which is 
something we can address and fix. Either way, golf 
seems to be into a new phase of coverage by big media 
outlets, which is a welcome shift.

NOTES & COMMENTS AS WE HIT MID-YEAR   

PROPONENT GROUP PARTNERS

4
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EXCLUSIVELY FROM SUNICE, 
JUST FOR PROPONENT MEMBERS

All current product from Sunice outstanding mens’ and womens’ lines is available 
for personal use to Proponent Members at outstanding preferred pricing:

WITHOUT SUNICE LOGO: 30% off standard wholesale pricing 

WITH SUNICE LOGO: 50% off standard wholesale pricing

Check out all the options at Sunice.com. To place a personal use order – 
or for pricing on bulk orders for outings, golf schools or other student usage – 

contact Bobbi Jo Balzer at 800-561-3872 or at bbalzer@sunicesports.com.
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By David Gould, Staff Editor

Most of the “tuneup" work you do on your coaching 
practice or academy operation is confined to the slow 
season. But it’s best to mix in at least some of that 
routine maintenance when things are busy. If not, you’ll 
tend to lose touch with the machinery that allows you to 
earn your living. It's also the case that certain key 
information and vital insights come to light only when 
business is most active. Act on it real-time or most likely 
it will fall through the cracks as you wait for the weather 
to turn and things to quiet down. 
     Proponent Group uses our trusty online tool called 
The Punchlist to contain 
and organize these tuneup 
reminders. So, as you give 
this brief article a read you 
may decide to consult the 
main Punchlist document, 
housed on our member-
only website. Go there and 
you’ll find relevant tools and 
documents (we call them 
“Assets to Assist”) attached 
to each tuneup activity.

Update All Online 
Business Information: 
This can be done quickly, so saving it for your quiet 
season is not at all necessary. Check all local business 
listings websites to make sure all your business 
information is up to date. Check that your business 
profile is also up to date on: LinkedIn, YouTube 
Channel, Twitter, Facebook, Instagram and any other 
social-media sites where you have an account. 

Do Some Minimal Tax Planning: Here in June, 
members who file a Schedule C make their second of 
four estimated tax payments. In the tax season that just 
ended, you may have noticed that your calculations for 
2018 quarterly estimates were off, due to the major tax-
law rewrite of late 2017. If that’s the case and you don’t 
know why, consult your tax preparer and make 
appropriate adjustments. While you're at it, find out if 
and how the “Section 199A deduction,” a.k.a. the 
“deduction for qualified business income,” impacted 
your tax status and your return. This measure was 

brand-new for 2018 and remains in effect, bringing at 
least the possibility of a 20 percent discount on your 
business revenue, for tax purposes. 

Train (or Retrain) Your Staff: In the course of any 
season, ideas for better service get discovered, new 
equipment gets brought in and the clientele you work 
with evolves. As this occurs, the methods and practices 
that will serve golfers most effectively also evolve. 
Some members of the team may be in step with all 
that, and others may not. Call a timeout in order to 
discuss expectations, gather opinions and make certain 
there is consistency in how things run and how the all-
important paying customer gets treated.

Plan for Public 
Relations 
Opportunities: 
Every six months or 
so, review upcoming 
special events, 
anniversaries, 
student or business 
milestones or other 
newsworthy events 
that your local media 
may want to report 
on and that should 
absolutely be posted 
to your social media. 

Review All of Your Instruction Programming: If a 
program you offer isn’t working, you’ll know by mid-year 
and can safely discontinue it. The trend these days is to 
eliminate the confusion caused by long published lists 
of options and alternatives. It comes down to what you 
want your instruction to look like. Do you want a 
multitude of students who take a few lessons a year, or 
a smaller number of dedicated students who take 30 or 
more hours of instruction with you annually? Using your 
talents to coach committed students over long periods 
produces happy, proud golfers who keep coming back 
and who sing your praises. A practice based on this 
priority will be most profitable and most sustainable, as 
well as easiest to manage and organize. You can still 
have a varied “curriculum" for training, but you’ll switch 
among those options and variations as you see fit, 
rather than having golfers try and decide on their own 
what they should “order” from the “menu.”

MID-YEAR ACTIONS TO TAKE NOW: 

TAKING CARE OF BUSINESS BASICS, 
EVEN DURING YOUR BUSY SEASON   

B U S I N E S S  P U N C H L I S T
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M A N A G E M E N T

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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By David Gould, Staff Editor

The question of how a person might become 
proficient at some skill or activity is interesting to write 
about. The yarn-spinning “pop science” author Malcolm 
Gladwell dove into the topic with “Outliers,” his ode to 
the 10,000-Hour Rule. The noted science writer David 
Epstein has also chosen to grapple with the topic. 
Epstein’s bestseller, “The 
Sports Gene,” made a splash 
back in 2014 and he’s 
followed it up this year with 
“Range,” which carries the 
provocative sub-title, “Why 
Generalists Triumph in a 
Specialized World.”
     Meanwhile, it’s the 
responsibility of Proponent 
Group members to do more 
than just spout theories on 
this subject. If you’re training 
and nurturing people who 
want to attain high levels of 
golf achievement, you have 
to make up your mind 
whether intense, unwavering 
practice is the ideal path to go 
down, versus a more diverse 
and wandering road to 
excellence.
     “Outliers” and the two 
Epstein books end up on 
opposite sides of the 10,000-
Hour contention. Gladwell 
actually wrote that reading 
“Range,” a book he publicly 
endorses, “provided me the 
experience of being told that 
everything I thought about 
something was wrong.” 
Alongside Epstein’s 
viewpoint, and Gladwell’s admission, is hard scientific 
evidence from a team at Princeton University that 
found “Outliers” a shaky piece of argumentation and 
set out to disprove most of what Gladwell wrote.
     In presentations, interviews and conversations, 
Proponent members who work with talented juniors 

have made statements that fall in line with what Epstein 
presents in the pages of “Range.” Many have taken on 
young athletes dealing with burnout in sports like 
hockey, lacrosse and soccer and found them extremely 
coachable as golfers. The skill development and 
athleticism attributable to the sport they originally 
specialized in has proven a plus, and the issue of 
having to“play catch-up” hasn’t proven significant.
     Even by his own admission, Gladwell takes liberties 
with scientific methods of research and analysis. Critics 

from many schools of 
thought have dinged him 
for oversimplifying and 
angling for gee-whiz 
revelations that don’t 
stand up to scrutiny. In 
“Outliers” he argues that 
the opportunity for 10,000 
hours of practice allowed 
the Beatles to become the 
greatest rock band ever. 
Likewise with Bill Gates 
and his chance to fiddle 
with computers during 
childhood. The Princeton 
study throws cold water 
on this attempt at 
reasoning. Its authors 
found that so-called 
deliberate practice 
accounted for fairly small 
gradations between those 
who followed that protocol 
and those who didn’t.
     Having revealed the 
immense importance of 
genetic superiority—of all 
kinds, in all different 
sports, by all different 
gene pools—Epstein 
devotes the pages of 
“Range” to disproving the 
value of specializing early 

on. In a recent interview, the author was asked for 
advice to coaches and parents, to which he replied: 
“Drop your obsession with the head start. Evidence 
shows that head starts tend to produce a 
“fadeout” effect, both in sports and other areas. A 
common trait amongst happy high performers is that 

FRESH TAKE ON SKILL DEVELOPMENT, BACKED BY EVIDENCE 

NEW BOOK PROBES THE DRAWBACKS OF 
SPECIALIZING, IN SPORTS AND ELSEWHERE  

C O A C H I N G  J U N I O R S
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they adopt a “plan-and-adjust” mentality, rather than 
sticking to ironclad long-term goals.” Upon reflection, 
much of what’s stated there would apply to a coaching 
career, as well as the student’s playing career.
     That same interview yields a comment from 
Epstein that sounds a lot like the effort made by so 
many Proponent members to keep learning, keep 
branching out, and keep seeking mentorship by their 
peers as well as those more experienced. Responding 
to a question about guidance for continued learning 
across many activities, he said this:
     “Outside of sports, I think there is 
still tremendous untapped value for the kind of 
coaching that already occurs inside of sports. I 
would love to have a coach walking hand-in-hand with 
me as I try to learn about myself and improve my 
writing. There is a grand total of zero professions that 
couldn’t benefit from coaching. I think most of us, 
when we become competent, keep doing the same 
things over and over. We have to vary up our 
challenges to avoid plateaus, and I think coaches can 
really help with 
that.”
     A recent short 
article in this 
newsletter under 
the “Coaching 
Journal” heading 
described Cheryl 
Anderson’s 10-
year journey with a 
golfer who showed 
at a young age 
that she was 
talented enough to 
play professionally. 
While an LPGA 
career became the 
shared goal, life 
seemed to get in 
the way—the girl 
discovered a 
passion for 
engineering and aviation. She did play Division 1 
college golf, but likewise went through four years of an 
extremely rigorous academic program that suited her 
newly discovered career path.
     On that topic, Epstein offers the following:
     “To better understand your strengths, weaknesses, 
and interests, you actually have to try stuff. 
Experimentation, trying different stuff, can feel like 
wasted time, but in fact you are working toward 
maximizing what economists call “match quality,” or 
the degree of fit between your skills, interests, and 
what you do. Your growth rate is much higher with 

good match quality. Time spent experimenting is an 
investment in long-term development.”
     “Range” is a book any Proponent member could 
leave on the nightstand and read just by letting it open to 
any random page. In it you’ll learn of an extremely long-
duration study of a group of high school English speakers 
learning Spanish. Half the group was taught a vocabulary 
set and tested on it the next day, while the other half 
learned the same words and were tested on them a 
month later. These students, none of whom continued in 
Spanish after the original vocabulary exams, were tested 
on these same words a full eight years later. The group 
that had waited a month before being tested retained 250 
percent more than the group that was tested after one 
day. “Progress should not happen too quickly,” warns 
Epstein. “Learning deeply means learning slowly.” 
     Chapter 4 of “Range” is titled “Learning Fast and 
Slow” and while it isn’t about sports training and 
coaching, it seems quite relevant to the process a 
tournament golfer goes through, over a lengthy period. 
Specifically, it’s a chapter about things we “learn” to do at 

a given point 
even though 
we don’t realize 
it—Epstein 
uses the term 
“scaffolding” to 
describe small 
pieces of 
mastery that 
allow for some 
other bit of 
mastery to 
emerge later—
thus the 
miracle golf 
shot from 
never-before-
encountered 
conditions. 
     The book’s 
introductory 
chapter, 

“Roger vs. Tiger” takes on ideas about late and early 
blooming as evidenced by Federer the tennis 
champion and Woods the golf legend. It looks in 
interesting ways at the difference between elite and 
“near-elite” athletes from various sports.
     If this book does end up on your nightstand, flip 
to Chapter 11 and take a run at “Carter Racing,” 
perhaps the most famous Harvard Business School 
case study of all time. It’s a twisting tale of logic 
failed and logic successful, related to a world-
famous incident that you may recognize as you 
“take the test” this chapter presents. 

 As the author explains, Woods and Federer represent two separate paths to greatness.
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WHAT I’VE LEARNED: 
TIM COOKE 
DIRECTOR OF INSTRUCTION  
SEA PINES RESORT 
HILTON HEAD ISLAND, SC 

We’ll start this out by saying any career in golf 
instruction is going to have its ups and downs. 
However, it looks like we’ll have to start over, 
because Tim Cooke’s career doesn’t seem to have 
any downs. 
     There is a hiccup of sorts for the UK native, in 
the form of a collegiate playing career at the 
University of Virginia that never did have much 
oomph to it. But even that pointed Cooke nicely 
toward a long and stellar run as a coach, given that 
he was able to begin planning for it early.
     Cooke works out of the Golf Learning Center at 
the Plantation Golf Club at the famed Sea Pines 
Resort. He is also a co-founder and operator of the 
elite junior training academy, GolfPrep. He holds a 
master's degree in pedagogy from the University of 
Virginia and in 2009 earned his Master Professional 
certification in instruction from the PGA of America.
     Recognition via awards and list appearances has 
been a constant for the longtime Proponent Group 
member. He was named the 2014 Teacher of the 
Year in his section, he was recognized as a U.S. 
Kids Top 50 Instructor in ’09 and from 2010 to 2015 

Cooke was a fixture on Golf Digest’s list of the Best 
Young Teachers. It all culminated in selection to the 
2017-18 GOLF Magazine roster of Top 100 Teachers 
in America. In the past four years, 22 juniors coached 
by Tim have made the jump from junior to collegiate 
golf. He includes on his current and past list of clients 
professional golfers who play the PGA Tour, the 
LPGA Tour and the Web.com Tour. 
     Cooke’s instruction articles have been featured 
in GOLF Magazine, Golf Digest, Golf Illustrated and 
Golf Tips. He’s made several appearances on The 
Golf Channel as well as an instructional segment on 
GolfChannel.com’s “Weekly Fix”.
     Paul Ramee, who conducted this interview, has 
overlap with Cooke through their common friendship 
with Mike Moraghan, who was Cooke’s coach at the 
University of Virginia and is now executive director 
of the Connecticut State Golf Association. The 
interview took place earlier this spring.

What made you decide to make your living in 
the golf business, Tim? 
One day during my last year at UVA, I was walking 
to class and the thought crossed my mind, ‘What 

Cooke speaks in a mixed 
accent of American and 
British pronunciations, 
owing to his childhood in 
the UK followed by teen 
years spent in the States. 
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It’s never a disadvantage for the 
career teacher to get a strong 
exposure to golf operations—Tim 
got his during a stint at the famed 
Kiawah Island resort golf 
community. 

the heck am I going to do next?’ At the time, I was 
playing two or three tournaments a year max. Our 
team was really good—top 20—so it was extremely 
hard to break into the lineup. I certainly wasn’t going 
to be playing golf for a living, so I needed to be 
realistic. Our assistant coach suggested I pursue a 
master’s degree in pedagogy. I looked into it and I 
ended up taking his advice. Academically, it 
combined sports psychology, motor learning and 
exercise physiology. Earning that degree helped me 
tremendously. 

What drew you to the game as a kid?
I lived in England until age 13, at which point we 
moved to the U.S. In England I was mainly playing 
soccer, and just some occasional golf. My brother 
started playing a couple years ahead of me and he 
became good and really enjoyed it. That sparked my 
interest. When I was in 10th grade my game had 
come a long way and that just increased my desire 
to play. It’s amazing how much you like something 
after you’re good at it. So, from only taking golf 
seriously in 10th grade to playing for Virginia, that’s 
quite a leap, something that probably wouldn’t 
happen these days.

When you left UVA, how did you fare in the job 
market?
I got hired for my first job at Farmington Country 
Club in Charlottesville, just down the road from the 
university, while I was still working on my master’s 

degree. From there I went to the Gary Smith 
Learning Center in Atlanta. That was a phenomenal 
experience. John Tattersal was the director at the 
time. He became one of my mentors. To this day we 
talk a lot on the phone. I pepper him with questions 
and he’s just a phenomenal friend and, again, a true 
mentor.  

Did you have your PGA membership at that 
point?
No, that came later, at Kiawah Island, which was my 
third job. I was located at the private Kiawah Island 
Club, which has the Cassique Course by Tom 
Watson. That was a tremendous experience. It gave 
me a healthy respect for the guys who work the golf 
management side of things. My next career step was 
over to Wade Hampton Golf Club, in the mountains 
of North Carolina. My title there was “Head 
Professional with an Emphasis on Teaching.”

How did they come up with that one?
They wanted me there to provide instruction for the 
membership, but at the same time they didn’t know 
how much demand for instruction there would be. So 
the title was a way to say that I would be helping on 
the golf operations side, even though my main focus 
was on teaching. 

How did it work out?
Tremendous experience. Really phenomenal. I will 
always think of Wade Hampton as one of the best 
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places on the planet, golf-wise. I was there for a 
couple seasons and one day a sales rep friend sent 
me a note saying I should reach out to Bob Patton 
at Long Cove Club, near Hilton Head, S.C.. He 
happened to have been on a sales call with him and 
said Bob was looking to hire Long Cove’s first-ever 
director of instruction.

Let me guess. You got the job.
I did. Went down there to interview and about two 
weeks later I was hired. I was at Long Cove for 
about six years. Again, with the timing of what 
came, next I was very fortunate. I had definitely 
maximized my potential at Long Cove.

Sea Pines is certainly a much bigger operation 
than Long Cove.
Right, and meanwhile they were in the midst of 
building a new learning center, expanding their golf 
offering and also building a new range at the 
Plantation Club. They asked if I would be interested 
in being their director of instruction. We went back 
and forth and came to an agreement.

I saw on your website you have 20-plus former 
juniors who have gone on to play college golf.
On the website I believe it says 20 over the past 
four years. If you go back to when I started 
coaching that number is over 100. Some years 
there are two or three and some years it’s up in 
double figures. At first the majority were local kids, 

but “results recruit,” as the saying goes. Now I have 
kids flying in from all over the place. When people 
play well it’s the ultimate marketing.

When did you develop GolfPrep?
A decade ago I started it. It began as a boutique 
type of junior academy. When I was at Long Cove I 
was running it out of another facility, called Indigo 
Run. I was definitely working two jobs at once, but 
the junior academy went well. We would have 8 
juniors with us, four to five days a week. Now I see 
a maximum of four kids at a time in that program 
and they will get private instruction from me four 
times a month. But they’re here four days a week, 
sometimes five. So they can check in with me and 
they have access to my schedule. I have stat 
tracking and have things like that for them, and I’ll 
go on the golf course with them. I’ll do almost zero 
instruction in a group setting unless I’m on the 
course now.

What brought you over to that approach?
Probably three years ago I looked at all the 
instruction I have done in a group session, 
specifically developing golf juniors that have goals. 
And I looked at the kids who got all their coaching 
one-on-one versus those who were sometimes in 
groups. They all improved, but the students that 
were individual-session-only improved more. So I 
realized I am better as a coach when I work one on 

Cooke’s career parallels the 
rise of the elite junior training 
academy. Through the 
founding and development of 
GolfPrep, he emerged as a top 
performer in that coaching 
niche.
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one. It’s about making people better at the game 
and have them reach their goals.

What is your approach when you’re working 
with them on-course? 
On-course with more than one player is better for 
their sense of community. And it makes them 
perform. It’s the ultimate test, because that’s how 
they are going to play a tournament. We are 
teaching them how to practice. You need to tailor it 
to each individual.

Moving to a resort, how did you market your 
instruction? Did you have to align your 
business goals with the resort’s goals?
I did. And there’s no question that working at a 
resort is a different animal from working at a private 
club. At a private club they don’t lose money, but it’s 
much more service-based. I would say at the 
private club my marketing team was myself. And at 
the resort my first-ever marketing meeting was with 
four other people I thought to myself, ‘well, this is 
different.’ I’m fortunate that the resort supports our 
endeavors. With quality instruction, we can 
encourage folks to come visit our resort and eat in 
our restaurants and stay at our hotels and play our 
courses and spend money in our pro shops. It sure 
is different.

What percentage of your instruction is resort-
based?
There are two answers to the question. My 
personal instruction is almost 100 percent-
generated by the results I’m able to get in working 
with tournament players. So people are coming 

here for that reason. All my clients I have on some 
sort of a development program to achieve a specific 
goal or goals. The second part is because we have 
a team of people here who are very skilled. One 
gentleman is Skip Malek who handles the vast 
majority of the golf schools. He does a great job in 
adult group settings. He gets tremendous results 
and great feedback from his two- to three-day 
schools. So his business is very resort-driven.  

What are you working on for 2019?  
This year I have three NCAA players who are all 
highly ranked and each is looking to turn pro in the 
near term. So, helping them with that process is 
interesting and fun. My main goal in 2019 is to do 
what I’ve been doing and concentrate on it and just 
do it as well as I can. I’ve actually turned down a 
couple of projects, which is unlike me. My sense 
was that the plate would get too full and it wouldn’t 
be good on the family side or the work side. I’m still 
going to educational conferences and trying to 
improve my knowledge but those projects I passed 
on are things that historically I would have jumped 
at, because they would have been fun.

How much time do out get on the road to see 
your players?   
Not as much as I would like. Probably a few times a 
year. Watching players in their true environment is 
the ultimate but sometimes schedules just don’t 
work out. I enjoy it, and I wish I could see them 
more and that’s part of the reason why here in 2019 
I am turning down projects instead of adding them. 
If I manage my time correctly I have a better 
chance at doing that type of thing.

There’s plenty of alignment 
between Cooke’s business 
goals and the revenue goals 
of Sea Pines—it’s all about 
“quality instruction [being a 
way] we can encourage 
folks to eat in our 
restaurants and stay at our 
hotels and play our courses 
and spend money in our pro 
shops.” 



J U N E  2 0 1 9P A R T N E R  S P O T L I G H T

15

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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WHERE GOLF COACHES OPTIMIZE THEIR CAREERS

With the stabilization of the golf industry, reports and 
commentary from sources like the National Golf 
Foundation have tried to take a fresh perspective on 
the evolution of the business. A good example of that 
is NGF’s recent in-depth look at three course closures 
currently taking place or recently concluded. 
     The article is well-reasoned and carefully 
documented, credibly suggesting that these three

UPBEAT NGF REPORT ON COURSE 
CLOSINGS OMITS A KEY POINT  

properties might very well have been converted 
from golf to another purpose even if the boom 
conditions of the 1990s had continued 
uninterrupted.
     However, in the case study of Tam O’Shanter 
Golf Course in Canton, Ohio, the analysis fails to 
consider a point that’s highly relevant to the 
instruction 
category and has 
been brought up 
often when the 
general concept 
of repurposing 
courses is 
discussed. That 
factor is retention 
of a segment of 
the golf acreage 
as practice and 
training space. 
    Tam O’Shanter 
is a big enough 
parcel to fit two 
regulation 18-hole 
layouts, both of 
which will be 
plowed up to 
make room for a 
relatively compact residential neighborhood, plus 
205 acres of open space to accommodate hiking 
and biking, along with another good-size section 
devoted to fields for soccer and other youth sports. 
Having served the golfing public for 90 years, Tam 
O’Shanter leaves a “golf gap” in the recreational 
offerings of that particular area. Lots of public-
private collaboration went into the solution arrived 
at, but skipping over the possibility of a first-class 
golf learning center in one corner of the parcel 
represents a big missed opportunity, one that 
deserved mention in the NFG’s report. 

JOHN CLEARY, Exmoor Country Club, Highland Park 
IL  – Associate Member
PETER CROCITTO, Impact Zone Golf, Naples, FL  –
 Associate Member
CONNOR JOHNSON, Impact Zone Golf, Naples, FL –
 Associate Member
CHRIS McLAUGHLIN, International Junior Golf 
Academy, Bluffton, SC  –  Full Member
JOHN MONTGOMERY, Celebration Golf Academy, 
Celebration, FL  – Associate Member

OLIVER OLIQUIANO, Maui School of Golf, Oahu, HI  
— Associate Member
PAMELA SALADINO, The Beloit Club, Beloit, WI
 – Associate Member
MATTHEW STEIN, GOLFTEC Jacksonvile, 
Jacksonville, FL – Full Member
ERICA STONER, Pronghorn Golf Academy, 
Bend, OR – Associate Member
MICHAEL WHEELER, Michael Wheeler Learning 
Center, Exton, PA  – Full Member 

WELCOME PROPONENT GROUP’S 
NEW MEMBERS FOR MAY


