
[5]

By David Gould, Staff Editor

Asked recently about her marketing efforts to corporate 
clientele, Kellie Stenzel began with a disclaimer. “I’ve 
never been one to look back,” says the Proponent mem-
ber and PGA Director of Instruction at town-owned Palm 
Beach Golf Course. “Whatever opportunities are out 
there right now—that’s what I’ll focus on, not what hap-
pened in the past.” 
     Stenzel is talking about life after the bubble known as 
corporate golf dramatically popped, along with stocks, 
real estate and so much else. “I’ve adjusted my game 
plan,” she says, “to deal with the mood of austerity in 
this country and also with the reality of corporate people 
having their decisions questioned so much more than in 
the past.”
     Even amid these conditions, Stenzel continues to host 
an annual corporate golf event that is a highlight of her 
year. Gathering up the top minority CEO’s in the U.S. at a 
large outing in Boca Raton, her team of instructors 
“comes with its A game” to make the golf element a 
huge hit and keep the event firing on all cylinders. In the 
not-so-recent past Stenzel would receive a punch list of 
golf-instruction deliverables and 
no dollar figure to work by.  
     “There was no budget—you 
spent whatever it took to make 
everyone happy,” she recalls. 
Now there are limitations, but 
very high standards remain and 
the payoff for participants is still 
significant. “These attendees 
network with each other pretty 
brilliantly,” Stenzel says. “The 
value they achieve for their busi-
nesses by being here and build-
ing relationships is huge. It’s our 
job to make the golf part seam-
less and enjoyable—people have 
to play decent golf, they have to 
enjoy themselves out there—
that’s on us to make it happen.”
     Laird Small, director of in-
struction at the Pebble Beach 
Golf Academy at the famed 
Monterey Peninsula resort, ac-
cepts the same burden: Corpo-

rate people who don’t exactly know how to play golf 
have to receive help that’s potent enough to give them 
something they can take on the course. Otherwise, the 
investment won’t be seen as providing a proper return. 
Pebble being Pebble, the corporate dollar seems to flow 
in Small’s direction more readily than it does elsewhere. 
     “It’s tricky,” he says, of business-driven academy ac-
tivity. “So many people come to our schools with a lot of 
rust on them. I have golfers come up to me with the 
glove I marked to teach them proper grip, and they’ll say, 
‘I haven’t played since the day you did this for me.’ Now 
they’re back at one of our schools.” It’s easily possible, 
he notes, to “ruin someone’s round” with teaching that 
ties them up instead of smoothing out their swing action. 
The phrase Johnny Miller used to use about a “WOOD” 
tip— that it “Works Only One Day,” absolutely applies to 
corporate schools and outings in the current environ-
ment. Kellie Stenzel’s conclusion is straightforward: 
“They won’t come back the next year unless you can 
cover that need in your teaching.”
     Of course, getting corporate groups to come back is 
a secondary problem—the principal issue for many 
teachers is attracting the business in the first place. Four 
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legs of the table are required, and three of them 
are seemingly well in place:
     Businesses need to have budget dollars, which 
large corporations absolutely do have, according 
to all the economic data about private-sector bal-
ance sheets and capital surpluses;
     Businesses need to consider rewards for key 
customers and associates important—that’s self-
evident from the sports marketing activity that still 
steams along, with its many invitations and incen-
tives to attendees; 
     Golf must still be considered a worthy 
relationship-builder—a value every instructor who 
retains some degree of corporate-group clientele 
witnesses.
     The perception issue is as big an obstacle as 
any, according to Proponent member Jon Tatter-
sall. “Banks and other businesses want to make 
big gestures and bring people together,” says Tat-
tersall. “You have to help them keep it low-profile, 
or wrap it into a charitable cause, otherwise they 
are taking a risk of getting blowback for leaving the 
office with their golf clubs.”
     His advice, echoed by others, is to never lose 
sight of golf’s value as a relationship-builder and as 
a token of appreciation to clients and customers. 
Also, remember that the schools and events you 
run have to be partly about the mixing and match-
ing. The right people have to be with the right peo-
ple, as one instructor puts it, and what happens 
when those individuals are paired up needs to 
have some magic to it, or at least a lot of pleasure. 
     Thirdly, “the days of just taking orders” have to 
be forgotten, according to Tattersall, and seen as 
an oddity that won’t come back for years and 
years, if ever.
     “We as golf professionals have to be creative,” 
he says. “You’re going to get a lot of no answers. 
Every time you make a presentation and get that 
no answer, you have to learning something.” 
     To grow a business, all our Proponent Group 
members agreed, you have to make new relationships. 
Golf is one of very few very good ways to do that. Hold 

on to your belief in that fact, and act on it, and what 
you’re able to achieve may surprise you. 

Jon Tattersall has successfully cultivated major corporate clients with innovative 
instruction and relationship-building programs for more than 20 years. 

Coming Weekly Beginning in Mid-October: 
“ Summit 2012: What’s the Big Idea?”

Nearly 20 new video presentations to Help You Grow Your Business and Your 
Teaching Skills. All were recorded live at the Summit earlier this month. If you 
couldn’t join us in Chicago, you can still see all the cutting-edge presentations 
in the comfort of your own home or office. Stay tuned to watch and learn.


