THE INSIDER
GOLF - THE SPORT OF BUSINESS

BY

You either
disrupt in this
world, or you
get disrupted
Seth Waugh, the former CEO of Deutsche Bank
Americas and now PGA of America CEO, outlines his
vision for the “greatest game on Earth” in conversation
with CPG Chief Executive, Ian Randell

AUTUMN/WINTER 2021

©TrackMan | CPG sep 2021

YOUR PREFERRED
TECH PARTNER

TrackMan has revolutionized data analysis in golf and the latest version of our
patented launch monitor continues to be the choice of the world’s best.
The optically enhanced radar technology gives players, coaches and fitters the
most accurate data available on course, range and in the simulator.
For more information, visit Trackmangolf.com

CONTENTS

Contents
4

A Thriving CPG, A Thriving Membership, A Thriving Sport
CPG Chief Executive, Ian Randell, Welcomes you to the first edition of The Insider Magazine by CPG

THINKING GLOBALLY, ACTING LOCALLY
6
7
8
10

A Leading International Organisation in Golf
An Experienced and International Team
The CPG’s Global Reach
Pascal Grizot - The Visionary behind the 2018 Ryder Cup

13

The Big Interview
Seth Waugh, the CEO of the PGA of America, outlines his vision for the “Greatest Game on Earth”

CREATING OPPORTUNITIES
21
22
27
30

The Business Club by CPG
Join the International Business Networking Club in Golf
Golf, The Sport of Business
Tim Munton shares with The Insider Magazine why he is so excited about the future for the CPG…
CPG Business News
The 2021 CPG Annual Congress

ONE OF GOLF’S GREAT RIVALRIES
32
36

Guy Kinnings: A Leading Figure in Golf and Business
The Insider Gallery with Getty Images

44

The inaugural CPG Centurion Club Invitational Pro-Am
An event to bring Golf and Businesses together

46

Shaping the Spanish Golf Scene

MAKING THE TURN
51
52
54

Explore the Golfing World with CPG
Dubai EXPO Golf & Networking Event - A CPG Business Club Exclusive Event
Bucketlists and Newcomers: Where to Travel in 2022…

59

Sporting Edge’s Jeremy Snape – What is a Winning Mindset?

CREATING MEANINGFUL CHANGE
66
68
70
73
76
78
81
82

The CPG: An Organisation with a Social Purpose
The Ryder Cup European Development Trust (RCEDT)
Developing the Game to Create a Thriving Sport
The Organisations Shaping the Future for Women in Golf
Sustainability, Why Does it Matter to Golf and Business?
Golf is Good for your Health, with Dr. Andrew Murray
Making Golf A Game For All
The Pioneers of Diversity

EMBRACING TECHNOLOGY
86
90

Golf Tech Talking Points
How is Golf Embracing a Digital Age?

93

Geneva - A reputable city that provides the perfect mix of business and pleasure

99
100

CPG Commercial Partners
About the CPG
cpg.golf

3

Welcome to
The Insider

CPG Chief Executive Ian Randell introduces a brand-new twice-yearly publication
celebrating our wonderful game as the true sport of business with a fantastic range of
stories and insights from across the worlds of golf and business.

T

he launch of The Insider Magazine
could not come at a more pivotal and
exciting moment in time for the golf
industry and the wider global sports
market. With the upcoming Ryder Cup at
Whistling Straits and the recent staging of the
Solheim Cup and Olympic golf tournaments,
the sport is riding a wave of significant global
demand and commercial exposure.
With the return of these events, which also
includes the CPG’s own golf events and The
Open Championship earlier this summer, it
would be remiss of us not to acknowledge the
challenges golf has faced over the past 16
months. As with every walk of life, our game
has not been immune to the financial and
social impacts of the pandemic.
However, as an industry I believe we have
rallied extremely well, and we are enjoying
increased participation and interest in the
sport at all levels right across our very
international membership and beyond. This
is testament to the collaborative approach
adopted by the sport’s commercial partners,
governing bodies, professional tours, national
governments, and everybody in-between to
overcome the many obstacles that COVID-19
has brought.
In a recent conversation with Ryder
Cup Director and Deputy CEO and Chief
Commercial Officer of the European Tour,
Guy Kinnings, he was able to share his own
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experiences around increased collaborative
efforts amongst the major stakeholders in
golf. These experiences meant the European
Tour had “been able to do things that will
not only make the sport more appealing at
an elite level but at grassroots level as well”.
Looking forward, as restrictions are eased
in many countries across the world, coupled
with an increased sense of togetherness
in the industry, we have seen a resurgence
in demand to play golf from across a broad
spectrum of non-traditional consumers. More
people are now choosing to play golf than
ever before and that is an incredibly strong
position for golf to be in.

An organisation with a strong social
purpose
Whilst this new-found situation is a very
positive one, our ability to address the
questions that it presents will be the true test
of golf’s ability to make the most of its current
and surging popularity. The first of these
will be whether the level of golf participation
currently being seen can be sustained
long beyond the shadows of the pandemic.
Another is ensuring that any increased uptake
continues internationally and is spread across
a wider range of demographics, particularly
amongst people from under-represented
groups and minority backgrounds.
In business, golf has an unrivalled power to
bring people together and create valuable,
meaningful relationships that positively
impact their own organisations, and the same
can be said from a social perspective as well.
Growth is being seen in underrepresented
groups too, highlighted by a fantastic piece
of research that was led by The R&A and
undertaken by Sports Marketing Surveys,
which found that more women and younger
people had played golf in 2020. Clearly, the
sport’s social and wellbeing benefits are
being recognised and sought after by a wide

WELCOME

At CPG we are committed to
embracing and promoting
a sustainable, inclusive,
accessible, and life-enhancing
sport and we will be playing
our part in golf’s drive to
maximise the opportunities
that are now in front of us all

range of individuals, which is great news and
illustrates another step taken towards a more
diverse and inclusive sport.
Another question that golf’s major
organisations and commercial partners are
collectively aiming to address is whether the
increased levels of demand can be matched
by an increased level of action around
sustainability for our sport and the environment.
The reduction in carbon emissions during
lockdowns has highlighted to a significantly
larger number of people about the importance
of protecting our planet and minimising the
impact that we all have on the environment. Golf
has a role to play when enacting a message
of sustainable practice, and I am extremely
encouraged by the efforts and activity that is
being carried out across the industry to do so.
At CPG we are committed to embracing and
promoting a sustainable, inclusive, accessible,
and life-enhancing sport and we will be
playing our part in golf’s drive to maximise the
opportunities that are now in front of us all.

Working together
Towards the end of 2020, we announced a
new vision for the CPG through the release
of the organisation’s five-year strategic
plan – CPG Thrive, which through the guiding
principles of Togetherness, Collaboration
and Development enable us to achieve a
thriving CPG and play our part in ensuring a
thriving membership and a thriving sport. We
set out a fundamental shift in the strategy
and activities of CPG for positive change,
development and modernisation of our
membership for the benefit of PGA Members
and the game by creating a new culture of
collaboration, embracing new technologies
and capitalising on the reach and expertise
of our network to increase engagement and
influence at all levels of the game.
In the first year of this plan, we have
achieved some significant advancements as

an organisation. Not only have we worked
more closely than ever with our Member
Countries and significantly increased
engagement but we have also welcomed
11 new member countries to make a total
membership of 43 countries, expanding our
reach and the benefits of togetherness and
collaboration, so that they can benefit from
economies of scale, business efficiencies and
new opportunities. By taking and applying a
#oneCPG approach to their wider thinking, our
members are increasing their influence and
value through greater collaboration. The result
is that by building on our core strength – the
collective influence and expertise of our PGAs
and their memberships, we are continuing to
advance a skilled and diverse workforce for
the game with access to the best possible
knowledge and resources that enables the
sport to thrive.
Adding to the success we have seen in
our membership this year, our commercial
family has grown, in no small part due to an
expanded and more diverse set of assets and
activities that have been developed by our
Executive Director – Business Development,
Tim Munton, and the team and we are seeing
a stronger desire from all walks of business to
forge new relationships.
The world of commercial sponsorships has
changed, and for the better. Gone are the
days of awarding simple title rights – brands
are now seeking opportunities to partner
with organisations that enables them to
leave the world in a better place from the
one that they found, through the advocation
of close collaboration, shared activity and
achievement of joint goals. In fact, this act
of partnering harmoniously as one will be
perfectly captured and represented next
month, when the CPG hosts the inaugural CPG
Centurion Club Invitational Pro-Am, an event
developed in partnership with Centurion Club,
our international headquarters.
It is disappointing that travel restrictions
into the USA mean that we are unable to host
our Commercial Partners at the Ryder Cup
in the way that we normally would do but
nonetheless, this event and our 2021 Annual
Congress in November will provide perfect
opportunities to bring everybody across our
network together for more personal, face-toface interactions, business networking and
world-class hospitality. This coming together
signifies a turning point in the COVID-19
pandemic for golf, and we can now begin to look
towards an incredibly exciting, healthy, more
inclusive and sustainable future for the sport.

Read CPG
Thrive in full

Follow Ian

With warm regards,
Ian

cpg.golf
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A Leading International
Organisation in Golf

A

s an association of 43 National PGAs, representing a combined membership of over 12,600 PGA Professionals
globally, the Confederation of Professional Golf (CPG) is a leading stakeholder that holds an influential voice
within the game and continues to create positive and significant change for the benefit of golf.
In September 2019, the CPG (formerly the PGAs of Europe) officially launched, signalling not only a change
of name and the opportunity to build upon 30 successful years of development and progress, but also a new dawn for
the Association and as such a renewed sense of purpose, desire and strategic direction for the organisation.
The CPG is a partner in Ryder Cup Europe as the sole member of the Ryder Cup European Development Trust
(RCEDT) and is widely acknowledged as a lead body in the provision of golf development expertise on a global basis
through its collaboration with The R&A in its developmental delivery.

TESTIMONIALS
BERNARD DE BRUYCKERE - CHIEF EXECUTIVE, PGA OF BELGIUM

The CPG has always been a source of information, a sounding board, a meeting place where friendships were
born. It undoubtedly helped the PGA of Belgium to make the right decisions to meet its baseline: “Helping to
Shape the future of Belgian Golf”. I can now say: we did/are doing exactly that.

FILIPPO BARBÉ - PRESIDENT, PGA OF ITALY & HEAD OF EDUCATION, ITALIAN GOLF FEDERATION

The CPG’s impact has been important, encouraging both our PGA and the [Italian] Federation to improve the overall
standards of the education services we offer, and in turn the quality of PGA Professionals that become qualified. This
has included receiving European Education Level System [EELS] recognition.
This has helped our coaches to develop players in a better way and this is shown in the results, which are very
important, in order to drive participation in our country.

ALEXANDER RUEBER - GENERAL SECRETARY, PGA OF AUSTRIA

Following our attendance at workshops offered by the CPG, we were able to reorganise our organisation’s internal
structure and achieve EELS recognition – this ensures we guarantee the best education for our PGA Professionals
and in turn, the best possible tuition to all amateur golfers in Austria.
We also look forward to utilising the networking opportunities that are available through the CPG to set up
tournaments with other PGAs across Europe and further afield.
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IAN
RANDELL
THE
CPG

Experienced &
International Team

An experienced, well-respected and international leadership team and advisors…
CPG CHAIRMAN

CPG CHIEF EXECUTIVE

FRANK KIRSTEN

IAN RANDELL

CPG HONORARY PRESIDENT

PASCAL GRIZOT

CPG Honorary President, President of
Fédération Française de Golf [FFG]

Chief Executive
Board Member, Ryder
Cup Europe

CPG Chairman, PGA
of Holland Chief
Executive

CPG LEADERSHIP TEAM

FREDRIK LINDGREN
Director – Game
Development

ASTON WARD

TIM MUNTON

Executive Director –
Digital & Membership

Executive Director –
Business Development

WOJCIECH WASNIEWSKI
Executive Director –
Knowledge Development

CPG BOARD OF DIRECTORS

KATIA AVRAMIDOU
Chief Legal Counsel,
Aegean Airlines

FILIPPO BARBE
President, PGA
of Italy

JONATHAN MANNIE
Chairman, Ryder
Cup European
Development Trust

RAINER GOLDRIAN
Chief Executive, PGA
of Germany

BOSTJAN PRIMEC
President, PGA
of Slovenia

JOHAN HAMPF

Chief Executive, PGA
of Sweden

KEN SCHOFIELD CBE

World Golf Hall of Fame
Member and former Executive
Director, European Tour

cpg.golf
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CLICK HERE
for further
info about our
Members

Global
Reach

The CPG’s membership incorporates 43 Countries that
collectively represent over 12,600 PGA Professionals,
combining to create a truly international golf
organisation that thinks globally and acts locally.
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CPG’S GLOBAL REACH

cpg.golf
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Pioneer, Philanthropist,
President – The Visionary
behind the 2018 Ryder Cup

As he reflected on a momentous victory for Team Europe at the 2018 Ryder Cup, captain
Thomas Björn’s emotion was clear to see: “We will always have Paris”. It was a spectacle
that stretched far beyond people’s imaginations and captured the hearts and minds
of a continent. But for Pascal Grizot, the man behind that special week in 2018, the
2018 Ryder Cup was something far greater than three days of competition. It was, and
continues to be, an opportunity to create a long-lasting legacy for golf in France.

G

rizot’s background has always
involved his two passions in life –
business and golf. For 20 years he
worked in the retail market, setting
up and buying major companies, before
continuing this across various different
industries, both in and out of sport.
His strong golfing background comes from a
successful playing career as an amateur with
many individual titles to his name. In addition
to being captain of France’s men’s teams
for a number of years, he presided over the
country’s maiden Eisenhower Trophy win in
2010 and their 2011 European Amateur Team
Championship victory.
Such passions for business and golf have
stood Grizot well in his many endeavours
in the sport – contributions that have
unquestionably raised the profile of golf
in France enormously and brought about
significant economic value to wider French
society. In 2018, the Ryder Cup alone benefited
the French economy with sums in the region
of €235 million, achieved through ticket sales,
international consumer spending, business
investment and other commercial activity.

Changing perceptions
As President of the French Ryder Cup
Committee, Grizot was at the forefront from
the very start of the bidding process through
to the successful conclusion of the matches
in 2018. It was a bid that stemmed from his
understanding of the perceptions of golf in
France and the need to change them. Grizot
adopted a bold strategy to do so, utilising the
unique nature of the Ryder Cup to expose golf
to a wider audience. Securing funding from
the public and private sectors, as well as from
the Federation’s own members, he was able to
beat stiff competition from five other countries:
10
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PASCAL GRIZOT

Pascal’s passion, determination and commitment were at the very core of
the success of the 2018 Ryder Cup in Paris. The event exceeded the very
high expectations and it will go down in history as the most successful
Ryder Cup on many counts
“At the time, nobody imagined France could
host the Ryder Cup – there had only been
two previous French Ryder Cup players, the
country had just one major golf course that
was capable of hosting the event (Le Golf
National), and there were other exceptional
nations competing for the rights at the time.”
Yet to raise the sport’s profile and
participation levels in France, both Grizot and
the Fédération français de golf (ffgolf), which
he is President of, recognised the significant
impact that hosting a seismic event like the
Ryder Cup would have. When Grizot and his
team started the bidding process, France was
also in the midst of its successful bid to host
the 2016 European football championships
and as Jean van de Velde, the first Frenchman
to play in the Ryder Cup, concluded: “Football
is king in France.” Despite competition within
golf and other sports to host the matches
which inevitably brought many challenges and
pressures, Grizot looks back on that 10-year
journey fondly.
In fact, it was during a certain week in April
2011 that the Frenchman acknowledges as
being the instrumental moment. Surprisingly
however, it was an occasion that didn’t demand
Pascal’s acute negotiation skills, nor the astute
business acumen that he had built up over his
career. It was actually the advice of a close
friend. “I am friends with Dermot Desmond (the
Irish businessman and financier), who gave me
lots of amazing advice regarding the Ryder
Cup. I remember on one occasion during The
Masters, which was at a pivotal point in the
(Ryder Cup) bidding process, he said to me
‘Pascal, you must not speak to George O’Grady
at any point during the week’.
“Lobbying for the French bid was such a
huge responsibility for me and yet here I was,
being told to avoid one of the key decision
makers during a momentous week in the
golfing calendar. Dermot is a close friend and
I trusted him, so I did as he asked. When I was
having dinner with Dermot and George walked
in, Dermot would say ‘Pascal, you must leave’
and I proceeded to leave. George couldn’t
understand each time why I didn’t want to
speak to him: ‘Dermot, why is Pascal leaving?’
he would ask.” But behind the scenes Dermot
was offering his own support on Grizot’s
behalf. “When George O’Grady announced the
decision on 17th May 2011 that France would
host the 2018 Ryder Cup, it was very special.”
The 2018 Ryder Cup would go down in
history as a huge triumph for French golf, a

notion echoed by CPG Chief Executive, Ian
Randell: “Pascal’s passion, determination
and commitment were at the very core of the
success of the 2018 Ryder Cup in Paris. The
event exceeded the very high expectations
and it will go down in history as the most
successful Ryder Cup on many counts.” Team
Europe, led by Captain Thomas Bjorn, would
beat Team USA by 17.5-10.5 points in 2018, all
the while being cheered on by over 270,000
spectators across the week.

LEFT: Pascal and
2016 European
Team captain
Darren Clarke
showcase the
Ryder Cup to
Parisian school
children during
the run-up to the
2016 edition of
the contest

A lasting legacy
Alongside the hosting of the Matches
themselves, the bid that Pascal helped to
create contained developmental and legacyfocused activities such as building 100
‘petites structures’ or ‘urban courses’ closer
to the population and the ‘Mon Carnet de Golf’
schools programme that introduced golf and
the Ryder Cup to French schoolchildren. “The
100 short courses were the culmination of an
ambitious plan for the development of golf
carried by the ffgolf and are an illustration of
the greatness of the legacy left by the Ryder
Cup”. After 10 years of work, that short course
project has had a significant impact on French
golf, developing 17,000 new players, creating
over 250 jobs and generating economic
benefits such as increased investment into
golf and contribution to the national GDP
through an average of €220,000 of revenue
and 3000 green fees per course. “These small
structures are key to creating new golfers.
They are the indication of the growth we are
currently experiencing.”
There are limits to how far the sport can
rise in France’s pecking order. It experienced
rapid growth in the 1990s and early 2000s,
but has often struggled to maintain that
momentum leading into those 2018 matches.
Relentless in his ambitions for French golf
however, Grizot acknowledges the work must
not stop. In his roles as President for ffgolf and
Honorary President for the CPG, of which the
latter organisation includes the PGA of France
as a Member Country, Grizot holds local and
international influence in the golfing world to
be able to continue to enact change for French
golf: “It’s now or never, because after all we’re
doing, if there are not more golfers in France,
sadly we will have a problem.” Certainly, golf in
France can be comforted by having a man at
the helm with a proven track record and a fiery
enthusiasm to make the game better.

CLICK HERE
to listen to The
Spin Podcast
episode with
Pascal Grizot

cpg.golf
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A PRIVATE CLUB
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THE INTERVIEW

You either
disrupt in
this world,
or you get
disrupted

CLICK HERE
to listen to Ian’s
interview with
Seth

Seth Waugh, the former CEO of Deutsche Bank
Americas and now PGA of America CEO, outlines
his vision for the “greatest game on Earth” in
conversation with CPG Chief Executive, Ian Randell

cpg.golf
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I

t’s 8am in New York City, where Seth
Waugh’s “land of dreams” is already
abuzz, crackling with promise under
a sharp bright July sun. His morning
workout done, and the cobwebs
blown away after a late-night
watching England’s victory in the
Euro 2020 semi-final, he settles in to
the now-customary position, in front
of a laptop, fully Zoomed and ready
to talk.
Across the next hour, subjects will range
across the plains of business, commerce,
integrity, old-fashioned values, busted knees
and broken shoulders, fears and futures
and, of course, the game of golf; for golf, the
“greatest game”, is for Waugh the landscape
upon which everything else can be drawn.
His relationship with the game runs deep.
He came to golf relatively late, defaulting
to it as “a second sport” after blowing out
his shoulder playing over-30s baseball. Up
until that point, he’d merely tinkered around
in the first cut; thereafter, golf’s charms and
singular complexities came to assume central
importance in his life. He continues to play
every week if he can. His eldest son, Clancy,
is trying to make his way on the professional
circuit. He even met his wife at the driving
range. The game, he says, “took me to my
family as opposed to away from my family”.
He can’t remember the last relationship he
forged, either in business or in life, that didn’t
have some aspect of golf running through
it. It’s the lessons you learn, he says; the
relationships you form. “And it’s the time you
spend with great people in beautiful places.
You know,” he adds, “if you think about it,
there’s nothing else that we really do for four
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hours, walking alongside each other, talking
and competing. It’s just an incredible way to
spend time together. I really believe it’s the
biggest engine for good in the world.”
In September 2018, after a celebrated career
in the City culminating in his tenure as CEO
of Deutsche Bank Americas, Waugh became
Chief Executive Officer of the PGA of America,
an organisation with just shy of 28,000 men
and women members. The chance to decant
those decades of business acumen into his
deepest sporting passion, pursuing ways in
which “we can make millions of lives better
through the game”, felt less like a job offer
than a calling. “What I care most about in
life, frankly, is making other lives better, and
creating jobs, creating opportunity; and if
that sounds like I’m trying to be selfless,
really it’s selfish – it’s what motivates me.”
Despite the pandemic, golf is booming in the
States. The National Golf Foundation recorded
a two per cent increase in active players in
2020 compared to the previous year, a spike
of some 500,000 players – the largest net
increase in 17 years. Among female golfers,
that number rockets up to eight per cent, or
450,000 players; women golfers now make up
nearly a quarter of all golfers in the US.
“It’s an amazing time,” he tells CPG’s Ian
Randell. “The game has finally had this boost
that we’ve been looking for. It’s as if Tiger
Woods just burst on the scene for the second
time, you have this incredible surge!” It is not
in Waugh’s nature to rest, however; he knows
that now is the time to strike out and lay real,
lasting foundations.
“This time we’re going to make sure that’s
a generational growth. Not just, you know, six
months of fame…”

FACTFILE
NAME: Seth Waugh
AGE: 62
BORN: Massachusetts,
USA
ROLE: CEO, PGA of
America
HANDICAP: 8.2 (as of
June 2021)
CAREER: Highly
successful business
executive, holding
various roles within
the world of corporate
finance. Formerly
Deutsche Bank
Americas CEO, he
is credited as the
mastermind behind
Deutsche Bank’s
expansion in the
United States, while
also furthering the
philanthropic activities
of the organisation.
WHAT HE SAYS: “I
can’t remember the
last relationship that I
have in business or in
life that doesn’t have
some aspect in golf”
WHAT THEY SAY: “I
have great respect
for Seth as a leader,
but, more importantly,
as a person who is a
really thoughtful and
caring guy who loves
this game and who is
now in a position to
make a big impact.
He has a way of
relating to people and
inspiring people that is
remarkable. He has an
ability to move things
to a better place—even
if they’re already in
a great place.” - PGA
Tour Commissioner
Jay Monahan

THE INTERVIEW

Ian Randell: I remember hearing from one of
your predecessors, Joe Steranka, who said
he always found time to play golf at least
once a week.
Seth Waugh: We get so tied up in our dayto-day that we forget to play the game. You
know, we should all be playing the game.
What better way to spend time with your
membership or a new acquaintance? And
if we can’t play, who can? I mean, when I
was a banker it was taboo, right? In the golf
industry it should be, you know, mandated
almost, not just encouraged. We play the
game, that’s the whole point, we’ve got to set
the example.
IR: You were in Monaco recently to collect
the lifetime achievement award at the
Monaco U.S. Celebrity Golf Cup. You
received the award from a great friend of
yours, Prince Albert of Monaco.
SW: Yes, we were school mates. He was a year
behind me. We met on the soccer pitch and
we became good friends. He’s a wonderful
guy, a very shy guy, actually. And at school
he was very much keen on being Al, not Albert
of Monaco. We had great adventures together
and I’ve been lucky enough to visit him in
Monaco a few times over the years. He’s a
great guy.
IR: Mike Whan spoke recently, on his
appointment at the USGA, about being a
valued partner. Is that something which

goes to the heart of you as an individual,
and also your organisation?
SW: Yes, absolutely. If we were starting out
today and creating an ecosystem of golf,
we’d not have it look like it does, right?
It’s confusing, it’s an alphabet soup of
organisations. You’ve got the USGA, the
PGA of America, the PGA Tour, The R&A, the
LPGA, the CPG, various PGAs from around the
world. So, to the outside world it’s confusing.
A lot of people think, frankly, that I have
[PGA Tour commissioner] Jay Monahan’s job,
and sometimes that’s convenient, but that
doesn’t mean that we can’t operate as one
ecosystem, right? And so, when I first walked
into the room, you know, it was around the
rules controversy of a couple of years ago,
when the professionals were struggling with
the changes. I remember, you know, as we
went in, it was at the Players, and Jay started
the meeting out by saying, ‘Look, I know
we’re all competitors, but we need to come
together on this.’ I said, ‘Look, Jay, excuse
me, I just don’t see it that way at all, we’re not
competitors, we’re partners, we’re the board
of directors of golf. We need to think about
‘Golf Inc’. Our job is to leave the room better.
We have to be stewards of that game and
work together to do that.’
I don’t mean that it was that moment that
changed everything but, you know, that’s
how we’re operating, that’s how we operated
last year, in terms of trying to get the game
back playing, both at a professional level and

ABOVE: [From
L-R] Ian Randell,
Seth Waugh,
Prince Albert
of Monaco and
Pascal Grizot at
the 2021 Monaco
U.S. Celebrity
Golf Cup Awards
Dinner

cpg.golf
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Golf is cool, right? Golf is growing, golf’s in a bull
market. We have more interest in our brand than we’ve
ever had and I think our brand is probably stronger than
it’s ever been because of how we behaved in this crisis
BELOW: Seth
Waugh delivers
a speech during
the 2021 Monaco
U.S. Celebrity
Golf Cup Awards
Dinner, which
raises money
for the Ryder
Cup European
Development
Trust (RCEDT)
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a recreational level. I think we have this very
unique moment in time where, in the past
it had been competitive, and had been, you
know, everyone keeping to their own swim
lanes, and being selfish about it.  
We have an opportunity, but also an
obligation to both grow the game in an
absolute way, and also to have the game look
more like the rest of the world, because we
haven’t been as diverse as we should be. We’re
all thinking about social justice issues, and
from the US perspective, last time I checked,
50 per cent of the planet is women, and so
obviously we want to have more participation
there, and from a US perspective 50 per cent
of the next census is going to be people of
colour. If we’re trying to grow, it’s not just the
right thing to do, it’s the absolute necessity.
We have to think about ways to be not only
more inclusive, but more invitational. At the end
of the day, it’s on us to take advantage of this
moment in time to really change in the game.
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IR: Golf is enjoying the same boom in most of
our 43 member countries. Our job is to make
sure it’s accessible, inclusive, and sustainable.
And whatever territory we’re in, having skilled,
knowledgeable people is the way that the
game is going to develop most successfully.
SW: I’m so proud of our PGA members who
from the start have been at the front line of
reopening the game and doing so responsibly
by keeping it safe and part of the solution
rather than a part of the problem. Every
day they make it more welcoming, more
invitational and more enjoyable for everyone
that they touch. As a result we really should
be the most informed, most balanced voice
for the game, in the sense that we’re touching
it at every level. We’re touching it at the first
shot you hit, we’re touching it in the middle,
we’re touching it at the very highest level.
And so, how we mobilise that army, how we
educate and reward that army, and enable
them to be great entrepreneurs who are

THE INTERVIEW

growing the game – and, you know, benefiting
ultimately from that – is what we do every
day. We’re out there every day growing the
game, enabling our professionals to be the
best in the world at what they do. It’s both
a trade and it’s a service, and there’s an art
form to doing both.
•••

INSPIRATIONS…
PETER UEBERROTH
“One of my role models is a fella
named Peter Ueberroth. You may
have heard of him, he ran the
1980 Olympics in Los Angeles, the
first Olympics that was actually
profitable; he was the commissioner
of Major League Baseball; he was
also the orchestrator of buying
Pebble Beach back from Japanese
ownership and restoring it to US
ownership. He’s made a fortune
in travel and different industries,
cleaned up the US Olympic
Committee, and chaired that for a
while. So he’s had an interesting
career! I always made a point of
having lunch or dinner with him
once or twice a year, just to pick
his brain and to be around him, and
I once asked him: ‘What are you
most proud of?’ And he had a great
answer. He said: ‘Well, I like to think
the most important thing I do is the
next one I’m going to do,’ and that’s
a great way to go through life. And
then I said, ‘How do you choose your
opportunities?’ and he said, ‘Well,
I’ve always chosen them by how
I can have the most impact. What
heeds the most development? What
can I do?’”

IR: You’ve talked about inclusivity and
diversity, but also in terms of the business
side of golf, in commercial partnerships, it’s
become very important. Are you seeing big
shifts in that market, with the way brands
approach their partnerships?
SW: Yes. So first of all, on the inclusive part
of things, I’ve got a basic belief that if we
can make the game look a bit more like the
world, maybe the world will begin to behave
a little bit more like the game, and God
knows we could use that at this point. And
so, we have organised working groups across
the industry. I think it’s the first time the
industry’s ever really come together to try
and sustain this growth.  
In terms of partnerships and sponsorship,
last year we approached every partner
and said, ‘Okay, how are you doing? Can
we help in any way?’ And in certain cases,
some businesses did very well and certain
businesses struggled through it [the
pandemic]. We worked with each of them to
make sure that we were the best partner we
could be, because then you’re creating these
lifetime relationships. And, you know, we did
that, and our partners were very appreciative,
and I feel like we have stronger relationships,
and a stronger brand, and certainly a stronger
understanding of each other because of how
we’ve behaved. So, we actually picked up a
number of sponsors in the pandemic rather
than losing any.
Golf is cool, right? Golf is growing, golf’s in
a bull market. We have more interest in our
brand than we’ve ever had and I think our
brand is probably stronger than it’s ever been
because of how we behaved in this crisis. It’s
the concept of being more human than smart.
IR: Just as with you, our reason for being
is to enrich people’s lives, to enhance
them through the sport. We both do a lot of
things, not necessarily for commercial gain,
and I think we’re seeing partners gravitate
towards that more than ever.
SW: And people are watching, right? And they
get it. And by the way, doing things for the
right reasons is fulfilling, it’s fun – it’s what,
you know, gets you up in the morning. And,
yes, first we have to be smart commercially,
but the world is looking at things through a
very different prism, in the form of doing the
right thing is really the only way to do things.
And I actually believe the next generation
cpg.golf
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The Ryder Cup is one asset in golf that’s bigger than golf, right? The majors
are majors and they’re hugely important. But the Ryder Cup is different
is going to be even more of that. I think the
social awareness of millennials and below is
extraordinary, it’s just part of how they think.
Doing the right thing is going to be not only
more important, but frankly more valuable
going forward. Hopefully, we’ll make society a
better place.

I

•••

n September the Ryder Cup comes to
the sculpted coastline links of Whistling
Straits in Wisconsin. Waugh’s ebullience
is partially tempered by COVID-19 and
the impact it has had on the spectator
experience, particularly as it has forced
absence of most European fans. The players
will still be accommodated, of course, and the
show will go on, but it’s the fans who make
the event sing. “Look, we’re fully expecting a
full fan experience for our domestic fanbases
and whilst we will not have a large European
contingent at the event this year, we believe

it can still be seen as an enormous success
for everybody across the globe.”  
If anything, he says, this “gift from our
forefathers” transcends even the sport itself.
“The Ryder Cup is one asset in golf that’s
bigger than golf, right? The majors are majors
and they’re hugely important. But the Ryder
Cup is different. It’s visceral, it’s national
pride or continental pride, it’s that tribalism.
You know, the first moment on the first tee is
the greatest moment in sports.”  
Waugh’s passion for the Ryder Cup, and
his desire to help turn it into “a 24/7 brand”,
makes sense. It fits with his outward-looking
philosophy. Those lazy misconceptions of
golf as an individual game sit uneasily with
him. Golf, he insists, is a team game, at every
level, from that first hit on the range to the
last handshake on a Sunday evening. It’s a
relentless engine of societal advancement,
an unparalleled force for good. Such belief
has already sustained a lifelong devotion, and
he’s barely reached the turn.

LEFT: Seth Waugh
converses with
15-time Major
Champion, Tiger
Woods
ABOVE: Seth
Waugh [centreleft] and
Ian Randell
[centre-right]
share a strong
relationship in
golf, built through
their respective
organisation’s
involvement in the
Ryder Cup.
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You cannot
protect your
business from
all hazards
But you can protect your business
from the hazards of cybercrime
Your personal information and data, and that of your
client's, is valuable.
With data authorities now enforcing GDPR with heavy
penalties, it is more important than ever to keep your
business and reputation secure.
With ESET, you can protect yours and your client’s
data from cybercrime

www.eset.com/uk

ESET – Official Cybersecurity
Partner of the Confederation of
Professional Golf

IAN RANDELL
CPG BUSINESS
CLUB

CLICK HERE
for more info

Become Part of the International
Business Networking Club in Golf
The Business Club by CPG is the business networking club created by and for those
passionate about golf and serious about business, and embraces the notion of golf as
the true ‘Sport of Business’.

A

ctivated in collaboration with the
organisation’s membership of 43
national PGAs, the Business Club by
CPG uses the power of golf to create
a series of great networking opportunities and
exceptional golfing experiences for its members.
Membership comprises businesses large
and small from a variety of sectors, all united
through their passion for golf. Members are
provided with a variety of opportunities to
create meaningful business relationships
through golf, organised nationally through
CPG Member Countries, and internationally
through the CPG team.
The events will include quarterly online
forums and a range of breakfasts, lunches and
drinks receptions, alongside golf experiences.
Chief Executive of the CPG, Ian Randell,
said: “We are delighted to have launched
the Business Club by CPG, delivered in
collaboration with our Member Countries and
our wider business partnerships, where we
will provide great opportunities to meet and
cultivate new business relationships.
“This includes the CPG Centurion Club
Invitational Pro-Am to be held in October at our
international headquarters, Centurion Club, where
participating teams will enjoy a competitive and
social event combined with opportunities to
develop new business relationships.”

The team at CPG looks forward to building
new relationships and having a lot of fun
developing business both on and off the golf
course through the Business Club
Initial countries to pledge their commitment
to collaborate on the Business Club include
the PGA of Belgium, PGA Holland and PGA of
Norway, with further countries to follow suit
later in the year.
Executive Director – Business Development
for the CPG, Tim Munton, said: “The CPG
Business Club provides its members with
great opportunities to meet and develop
business through golf.
“CPG have a broad network of stakeholders
in the game and, combined with senior
influential individuals within the golf industry,
will offer great insight into the sport. Above
all though, the team at CPG looks forward to
building new relationships and having a lot of
fun developing business both on and off the
golf course through the Business Club.”

Subscribe to the
Business Club
Newsletter by
scanning the QR
code below

cpg.golf
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Golf, The Sport
of Business

CPG Executive Director of Business Development, Tim Munton, has a lifetime of
experience in and around sport, and here he shares with The Insider magazine why he is
so excited about the future for the CPG. Through collaboration and the creation of a new
digital platform, the CPG membership will be able to engage with business communities
all around the world, enabling CPG to deliver improved services and greater investment
for its membership of National PGAs and in turn, support CPG Members in delivering a
thriving sport in their countries.
BELOW: Tim Munton
[pictured left]
brings a wealth of
experience in sport
and commercial
partnerships
from roles with
The Professional
Cricketers’
Association, The
League Managers’
Association, and
now the CPG.
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W

hen it comes to sport and
commercial partnerships, there
are few with the experience of
Tim Munton. Formerly an England
cricketer of the 1990s, on retirement Munton
became a Director of The Professional
Cricketers’ Association (PCA) with particular
focus on developing The PCA’s business
partnerships program, as well as a number of
new communications assets. A few years later,
he joined forces again with former CEO of The
PCA, Richard Bevan - now CEO of The League
Managers Association (LMA) - in a similar role
in football. More recently, his appointment
with the CPG in January provides him with
the opportunity to work with an international
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network of National PGAs in support of more
than 12,600 PGA Professionals.
Despite their differences, these three
sports actually offer very similar assets
and opportunities to business, that when
delivered well can achieve great results for
commercial partners on a number of levels.
This could be by supporting the activation
of major sponsor’s assets, connecting
brands with the sport’s key influencers, or by
providing a platform for SME’s to build their
businesses through sport.
Despite describing himself as an
“unaccomplished golfer”, Tim is a passionate
advocate for Golf’s strong ties to business,
continuously describing it as ‘The Sport of
Business’. “Whilst in my roles in cricket and
football, it was actually the golf days that
proved most popular amongst commercial
partners.” Having incorporated golf as a key
component in past commercial partnerships,
Tim is all too aware of the sport’s value for
fostering business relationships. This was
a principle further amplified when he joined
brand and events agency, Champions UK Plc,
where throughout the last three years he has
been introducing partners and sponsors to two
Legends Tour Events; The European Legends
Links and The European Senior Masters.
Naturally, Munton’s involvement with
sport governing bodies at a senior level
meant that spillovers into the world of golf
would be inevitable. He goes on to recall
the beginnings of his relationship with the
CPG (formerly the PGAs of Europe) and
its Chief Executive, Ian Randell, when he
organised an impromptu golf match back
in 2012. “The moment is a perfect example
of the power that golf has to bring people

CLICK HERE
for more info

together. I was merely catching-up with a
former Warwickshire teammate and South
African opening bowler, Allan Donald, at Little
Aston Golf Club. Due to the club’s reputation,
word spread amongst the South African
cricketers and what started out as a friendly
fourball turned into a fully-fledged match
between Little Aston Golf Club and the South
African cricket team! Ian was a keen cricket
fan and Little Aston member, so offered to
host one of the matches.” From there, the
two’s friendship and business interests grew,
with conversation often turning to Tim’s
roles with The PCA and LMA, and how they
shared similarities with the CPG. Ironically
however, his first direct involvement with the
organisation came as a commercial partner of
the PGAs of Europe whilst he was working for
leading trophy-makers, Thomas Lyte, where
he was able to experience his first Ryder Cup
in 2018 as a guest of the organisation.
Since that chance meeting at Little
Aston Golf Club, Tim has looked on as the
organisation has undergone some significant
changes. “It was whilst in my role as Director
of Sport for Champions UK that I first became
aware of the Digitalisation and Collaboration
Project” he recalls. Introduced whilst
operating as the PGAs of Europe, the project
was developed by the organisation to engage
with its Member PGAs and create even closer
and more collaborative relationships. To an
extent, the activity acted as a pre-cursor to
the exciting new future for the organisation,
which followed with its change in name
from PGAs of Europe to the Confederation
of Professional Golf (CPG). “Operating under

license for the PGA brand presented a number
of restrictions on the organisation’s ability to
develop its business and provide the desired
services for its Member PGAs and the game.
Through the change in name to the CPG, it
created new opportunities for the Members
to collaborate and work together in different
ways as well as providing an opportunity to
clarify the positioning and strategy of the
organisation. We look forward to developing
new business opportunities, creating new
revenue streams and investing in our member
services to develop the game through CPG
Members around the world” Tim added. Today,
the CPG supports its 43 Member Countries
and their PGA Professionals through a variety
of new activities and enhanced services.
“With the addition of a new digital platform,
it ensures everybody can work together more
efficiently and provides a brilliant basis on
which to build commercial partnerships. It is a
virtuous circle – businesses become involved,
you generate more revenue, and then you can
deliver more to your members. The new digital
platform is going to be so important to help
deliver the assets outlined in the partnership
programs, targeting them where they are
most needed.”
With a change in name and emphasis,
the CPG’s current and future direction is
one that energises Tim. “This new focus
around digitalisation and collaboration
as well as the international nature of the
organisation is really exciting. With the CPG,
there is a massive opportunity here to apply
experiences from previous roles and take
the relationships I have created to another

ABOVE: Heads
of CPG Member
Countries come
together for the CPG
Annual Congress. [LR] Tomas Gryc (PGA
of Czech Republic),
Gábor Csikós (PGA
of Hungary), Jose
Vicente Perez (PGA
of Spain), Frank
Kirsten (PGA of
Holland).
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Put simply, if a brand wants to grow or develop their business
through sport and particularly golf, partnering with the CPG is
a fantastic opportunity
BELOW: As a
Professional
cricketer with
multiple test caps
for England, Munton
also enjoyed
a successful
playing career
for Warwickshire
between 1985-99
and for Derbyshire
from 2000-01.
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level, through ‘The Sport of Business’.”
Furthermore, the vision that Ian and the board
of CPG have created for the organisation,
particularly around Tim’s area of expertise
in sport and commercial partnerships,
cements such enthusiasm. “Ian recognised
that the CPG needed to be more in control
of its own destiny with higher and more
sustainable revenue streams, and to achieve
that the organisation had to increase its
accountability and deliver tangible ROIs for
CPG partners. Historically, CPG commercial
partnerships had derived mainly from brands
and businesses within golf that were keen
to support the association and whilst these
relationships were strong, the structure in
which they existed needed to be widened
and modernised to provide greater assets,
opportunities and benefits for partnerships
to flourish as well as increasing the
attractiveness of CPG to the wider business
community and blue-chip brands.”
Through the CPG’s new commercial
partnerships programme, Tim has created a
system that treats no two brands the same. “We
recognise that whilst not all businesses are able
to activate throughout the entire membership,
the CPG’s very nature as an organisation of 43
nationals PGAs with a combined membership
of over 12,600 PGA Professionals means it can
deliver significant value to any brand with an
interest in golf. When you throw into the mix
the organisation is a shareholder in Ryder Cup
Europe as well, then you can understand why
we are excited by the opportunity. Through
this and the PGA Professionals, we are able to
interact with an audience of more than 8 million
amateur golfers.”
Put simply, if a brand wants to grow or
develop their business through sport and
particularly golf, partnering with the CPG is a
fantastic opportunity. Raising the profile of a
brand through well planned communications
activities, by having exclusive opportunities
to entertain clients and by meeting other
leaders of business through golf, it can be
a powerful aspect of any organisation’s
marketing and business development plans.
During the first year of his role, Tim has
been quick to focus on the international
elements by engaging with individual member
countries and planning pilot activities
through the newly formed Business Club,
which has been developed in order to
create more touch points with the business
community. “Working with the PGAs of
Norway, Switzerland, Belgium and Holland, we
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will be launching the international elements
of the CPG Business Club this autumn,
followed by a broader roll out in 2022. The
essence of the Business Club is to provide
our members with centrally created assets
that support their own work with existing
commercial partners, whilst also working
alongside those same PGAs to support
their own members. PGA Professionals form
a skilled workforce in golf and act as an
‘influencer’ to amateur golfers and business
leaders around the world, so it is vital that the
benefit we create through the Business Club
is felt by them.”
The CPG’s shift in focus also transcends
into its events activity. Whilst it will continue
to fulfil its sanctioning role of international
Pro-Am tournaments, Tim was excited by
the introduction of its own network of CPG
events, starting with the CPG Centurion
Club Invitational Pro-Am that will be held
in October at the CPG’s international
headquarters, Centurion Club. “We are
also keen to introduce and deliver a “World
Series” network of Pro-Am events across
all CPG Member Countries, regardless of
size. Some members may be a relatively
new nation in golf with just a handful of
PGA professionals, so they may need help
creating and staging events. Some members
are more established PGAs who already have
a strong calendar of events, so we can work
with them to use an existing event that will
enable them to become involved in a World
Series as well.”
All this of course, is in spite of COVID-19,
which has meant getting out to see Member
Countries has been challenging. “It has taken
longer than expected but it has allowed us to
fine-tune everything. We have made strong
progress and have some great new partners
on board already. What has been particularly
satisfying is that our purpose – with a focus
on development, inclusion, life-enhancement
and sustainability – continues to be brought
up time and again when we talk to potential
partners. It is so important to demonstrate to
them that we are not just talking the talk but
walking the walk. By building our partnerships
with this strong sense of purpose, and not
just merely a badging exercise, we are helping
them and our members to make a difference
through golf.”
Delivered with real conviction, Tim’s closing
sentiments were clear: “We are demonstrating
the impact that golf can have, as ‘The Sport
of Business’.”

IAN RANDELL
CPG BUSINESS
CLUB

An International Business
Club Membership
Membership comprises businesses large and small from a variety of sectors, all united
through their passion for golf. Connect with a range of influential individuals and
companies from across a range of industries…

Aegean Airlines

Katia Avramidou
www.aegeanair.com

Golfbidder

Centurion Club

Scott Evans

www.centurionclub.co.uk

Karl Barton

Craig Higgs

Golphin

Old Tom Gin

Calum McPherson

www.eset.com

Golf Genius

Liam Robb

www.golfbidder.co.uk

ESET

www.golfgenius.com

Giorgio Cozzolino

Getty Images

Sean Harry

www.gettyimages.co.uk

Golf Pride

Craig Watson
www.golfpride.com

One Management

Adam Hancock

www.golphin.com

giorgio.cozzolino@oldtomgin1821.com

www.onemanagement.co.uk

PING

Pitchfix

Sports Travel Group

Lisa Lovatt

www.eu.ping.com/en-gb

Bart Fokke
www.pitchfix.com

Billy Gammon
www.sportstravel.group

Trackman

The Bamboo Base

Vishal Jhanjee
www.thebamboobase.com

Sebastian EldrupJørgsen
www.trackmangolf.com

Wildfire Sport

Matt Thacker
www.platformmedia.uk
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CPG Business News
Since the launch of the CPG’s
new Commercial Partnership
Programme in early 2021, a
number of new and exciting
partnerships have been
announced. Here is a round-up of
the CPG’s latest business news…
PING Europe Advances and
Extends Partnership with the
CPG
Earlier this year, PING Europe and the CPG
announced a three-year renewal of their
relationship as long-standing partners in golf.
“For many years we have been a proud
partner of first the PGAs of Europe and
now the Confederation of Professional Golf
and strongly believe that our longstanding
relationship will continue to benefit both PING
and our partner professionals” commented
Lisa Lovatt, PING Europe Managing Director.
“We greatly value our relationship with PGA
professionals across Europe and beyond and
feel that the health of the PING brand is very
strong across all countries. This was evident
in the response we received to the launch of
the G425 range and in the PING Apparel side
of our business, which continues to go from
strength-to-strength.”
26
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By elevating its existing relationship with
the CPG, PING Europe have increased its
commitment and strengthened its position to
further support PGAs and PGA professionals
across the CPG’s 43 member countries.
Chief Executive of the CPG, Ian Randell,
commented: “We are extremely proud of the
strong and successful relationship that we
enjoy with PING. We are working closely with
Lisa and the team at PING Europe to examine
more and more ways that we can support
each other for the benefit of both businesses.
“Through its support for the development
of PGAs and PGA Professionals, alongside
the staging of The Solheim Cup and various
other industry collaborations, PING’s support
for the golf industry continues to have a
profound impact on the sport across many
different levels.”

CPG Member Countries Back
#CaringForCourses
The CPG and Pitchfix have announced a
three-year partnership that will encourage
good golf etiquette and course-care through
a new campaign: #CaringForCourses.
The campaign provides PGA Professionals
with resources and information to drive
awareness to all levels of golfer ensuring they
have a positive impact on the conditioning of
courses and facilities.

ABOVE: CPG Chief
Executive, Ian
Randell with PING
Europe Managing
Director, Lisa Lovatt

IAN RANDELL
BUSINESS
NEWS

CPG Chief Executive, Ian Randell, said: “We
are delighted to have welcomed Pitchfix into our
family of Business Partners. Our aim with this
campaign is to work with our Member Country
PGAs and their PGA Professionals to promote
the responsibility that we all have to both the
course and our fellow golfers as we play.”
Pitchfix specialises in a range of bespoke
golf products, including customisable
accessories for golfers, alongside a number
of creative solutions for golf course
maintenance staff.
Pitchfix CEO, Bart Fokke, commented: “We’re
tremendously excited to have partnered with
the CPG, as we continue to build awareness
of our products and the vital role that they
play – as golfers we all value amazing course
conditions but at the same time we all have a
responsibility to help preserve them too.”

CPG Partner with Award Winning
Cyber-Security Experts ESET
A new three-year partnership between the
CPG and ESET will protect businesses in golf
and support PGAs and PGA professionals with
crucial antivirus software and services.
The COVID-19 pandemic has increased the
world’s reliance on digital communication
and accelerated our usage of cloud-based
technology. As a result, vulnerability to
cybercrime and the awareness of the
disruption it can cause has quickly grown too,
regardless of whether somebody is at a golf
club, workplace or home setting.
CPG Chief Executive, Ian Randell, said:
“In partnership with ESET, not only are we
securing our own business but we are also
striving to help our members, their PGA
Professionals, business partners and wider
networks to future proof their own businesses
with tailored cyber security solutions.”
ESET is a global provider of cyber
security and antivirus software solutions
to businesses and consumers across more
than 200 countries and territories. Their
commercial client base ranges from SMEs
and sole traders through to major blue-chip
organisations such as Mitsubishi, Allianz,
T-Mobile and Detron.
ESET’s UK Managing Director, Malcolm
Tuck said: “As golf businesses continue to
streamline their operations through new
technologies and online working practices,
the need for tailored cyber security becomes
increasingly important for their own and
their customers’ peace of mind. We are
looking forward to working with the CPG, their
Members and Partners to address this issue”.

Premium Drinks Brand, Old Tom
Gin 1821, Becomes Official Gin of
the CPG
Following Old Tom Gin 1821’s official launch
and subsequent announcement of its 2023
Ryder Cup involvement as an Official Supplier
and Licensee, the exclusive luxury gin brand
has joined the CPG as its ‘Official Gin’ and a
‘Business Partner’.
CPG Chief Executive, Ian Randell,
commented: “As a shareholder in Ryder Cup
Europe we are extremely excited to have
partnered with Old Tom Gin, and it is fitting
that they have chosen CPG to help raise
awareness and support for their superb
products through our 43 Member Countries
and wider networks.
“We look forward to showcasing and
sampling their products at our own golf
events, including the CPG Centurion Club
Invitational Pro-Am in October and Annual
Congress in November.”
Founded by entrepreneurial father and son
duo, Giorgio and Gino Cozzolino, and created
in St. Andrews, Old Tom Gin 1821 is distilled
using Sicilian oranges with hints of ginger,
juniper and cardamom, and symbolises a
harmonious marriage between Giorgio’s Italian
homeland and his love for the Scottish town.
Giorgio Cozzolino said: “We are delighted to
have become the ‘Official Gin’ of the CPG – one
of golf’s leading international organisations
that embodies our same values of credibility
and quality, so early on in our journey.
“This relationship presents Old Tom Gin
1821 with the opportunity to attain credibility
within the golf industry and drive availability
as we embark on our long-term goal to
become the premium drinks brand of choice
at sporting events worldwide.”

SUBSCRIBE
to receive
future CPG
Business News
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Engineered to perform like the putter it’s inspired by, the Frequency polo shirt features
the sound wave made at impact by the original PING 1-A putter – the iconic model
engineered by PING founder, Karsten Solheim, in 1959 – to create a modern and

AND SENSORCOOL® ARE REGISTERED TRADEMARKS OF
KARSTEN MANUFACTURING CORPORATIONS.

completely unique design that celebrates PING’s heritage.
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W W W. P I T C H F I X . C O M

LET’S GET STRAIGHT
TO THE POINT!
ARE YOU WORKING WITH THE LEADING
NAME IN GREEN REPAIR TOOLS?
Pitchfix is at the forefront of
innovative tools for golfers
and greenkeepers to use
to repair greens.
• Our proven retail range is used by
100’s of golf venues around the
world to increase shop revenues
and ensure all visitors are
properly equipped to play.
• Our golf gift range is designed for
marketing incentives and corporate
golf gifts to help promote your
venue and enhance your visitors
golf event.
• Our professional green tools are
designed to help professionals
repair greens faster and our PickCup
ball retriever helps to reduce
unnecessary green damage.

All our tools can be
decorated with your
logo and artwork.
WE ARE PLEA SED TO BE WORKING WITH CPG
ON THE CARING FOR COURSES CAMPAIGN.
GET INVOLVED AT WWW.PITCHFIX.COM/CPG

TO FIND OUT MORE ABOUT OUR FULL RANGE
AND HOW YOUR CLUB COULD BENEFIT VISIT
W W W. P I T C H F I X . C O M

A Week of Growth
and Collaboration
The CPG Annual Congress brings together the organisation’s Member Countries,
businesses, many golf stakeholders and other industry experts together to create one
of the most valuable weeks in the calendar year for business networking, collaboration,
education and sharing of ideas and good practice.

A

ABOVE: The victorious PGA of Holland team
represented by (L-R) Ralph Miller, Mark Reynolds
and Ruben Wechgelaer.
ABOVE RIGHT: ITC Team Shield winners PGA of
Slovakia, represented by (L-R) Peter Svajlen,
Juraj Zvarik and Martin Tavoda.
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s a mainstay and flagship event
on the CPG calendar, the hosting
of the CPG Annual Congress,
combined with the International
Team Championship provides a monumental
opportunity for PGAs, Federations, Partners
and other leading golf stakeholders to come
together to meet and discuss the state of play
within their respective territories.
In recent years, the Annual Congress has
seen delegates from across the world travel
to incredible locations including Turkey,
Greece and Portugal. For attendees, the event
provides them with an opportunity to reflect
back on what they and their organisations
have achieved over the past year, whilst
also having the chance to forge valuable
relationships with some of the most important
individuals and businesses in golf.
Further adding to the week’s value is the fact
that PGAs and CPG Commercial Partners, both
big and small, meet on a level playing field. No
matter size, territory or objective, the Annual
Congress is an opportunity for companies and
PGAs alike to work together and learn from each
other. The event creates a space for individual
views and experiences to be expressed and it
provides a medium for constructive challenge
and debate to be fostered. The result? A more
united and collaborative effort across the CPG’s
network and in turn, a platform is developed for
future growth and success.
As we approach the remaining few months
of 2021, we can begin to look forward to
another hugely important staging of the CPG
Annual Congress, when it returns to the venue
of the 2019 event - Penina Hotel & Golf Resort,
in the Algarve region of Portugal.
As important as the business side of
affairs is during the week, there is also
the small matter of the International Team
Championship to be contested! The ITC
sees teams from across its 43 Member
Countries to compete over 54 holes.
Running simultaneously with the ITC is the

CPG ANNUAL CONGRESS

International Team Shield, which looks to
ensure smaller and emerging member PGAs
(signified by a membership size of 100 PGA
professionals or fewer) compete alongside the
larger PGAs in the ITC.
Here’s a refresher on what happened in the
last edition of the event…

International Team Championship
2019

The 2019 Annual Congress and International
Team Championship (ITC) took place at Penina
Hotel & Golf Resort from 2-5 December 2019.
Running alongside the Annual Congress,
the ITC saw teams from across the CPG’s
member countries battle it out on the Penina’s
Championship Course, dubbed ‘The Home of
Portuguese Golf’.
After three days of fierce competition, it was
the PGA of Holland who emerged victorious
in the main event, with a commanding fourshot victory. A scintillating final round from
their neighbours at the PGA of Belgium was
not enough to claw back the deficit, and they
finished runners-up alongside the PGA of Italy.
At the start of the day only one stroke
separated PGA of Holland professionals Ralph
Miller, Mark Reynolds and Ruben Wechgelaer
from their nearest rivals, the PGA of Italy.
However, they put the experience of coming
up short in the previous year’s tournament to
good use, as they combined composure with
a strong game plan to move clear in the final
round, taking victory on the Algarve with a
fantastic score of -13.
The Shield was a slightly tighter affair as the
PGA of Slovakia edged to a two-shot victory
over Poland, to claim the title for the first time
in their history.
The title seemed destined to be a two-horse
race between the PGA of Poland and the PGA of
Greece, only for Slovakia, represented by Juraj
Zvarik (Captain), Martin Tavoda and Peter Svajlen
– to put together a sensational -5 final round
and overtake both for victory, finishing at +4.
cpg.golf
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GUY KINNINGS

A Leader
in Golf and
Business
Guy Kinnings has been involved
in golf for more than 30 years
in various capacities from
legal to commercial to client
management. Now serving as
Ryder Cup Director and Deputy
CEO & Chief Commercial Officer
of the European Tour, he is
one of the most respected and
influential figures in golf.

A

s he beams confidently into his
webcam, readying himself to speak
to his audience at the inaugural CPG
Business Club online forum, Guy
Kinnings is a man with an aura. He has an
assured and relaxed demeanour, suggesting
this is not his first time publicly speaking to a
knowledgeable audience.
Of course, it isn’t. Guy Kinnings is a name
revered and respected throughout the golfing
world. With over 30 year’s experience in the
game, there are scarce areas of the sport that
he hasn’t been involved with at some point.
After starting out in the legal world, it was
in 1991 when Kinnings was elevated from the
legal team at IMG (by a certain, now vicechairman of the company, Alastair Johnston)
onto a path that would lead him to the top
of golf. Initially starting out as an agent,
managing leading players such as Colin
Montgomerie, Kinnings quickly progressed
through the ranks, taking on high-powered
sponsorship and commercial roles, before
eventually gaining wider prominence heading
up IMG’s worldwide golf division. Then in
2018, shortly before the Ryder Cup at Le
Golf National, he took up his current role as
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FACTFILE
NAME: Guy Kinnings
AGE: 57
BORN: Wolverhampton, England
ROLE: Deputy CEO, Ryder Cup Director &
Chief Commercial Officer at the European Tour
CAREER: Involved in golf for more than 30
years in various capacities from legal to
commercial to client management, Kinnings
is one of the most respected and influential
figures in the sport today
WHAT HE SAYS: “If you find a way of helping
people through difficult times, they will stay. If
you hold them to the letter of the contract, they
will probably see it out and be gone for good.”
WHAT THEY SAY: “Guy is someone you could
rely on in any situation… he was never short of
a line. He was never caught out in the English
language.” – Colin Montgomerie

Ryder Cup Director and Deputy CEO & Chief
Commercial Officer of the European Tour.
As Ryder Cup Director, he is the man
responsible for putting on the world’s greatest
biennial intercontinental sporting show
between Europe and the United States. This
includes driving the commercial success of
the contest, strengthening this through the
formation of the Ryder Cup Committee, which
brings together influential figures from the
worlds of business and sport. This has helped
build a suite of sponsors for the Ryder Cup,
with a list of major brands that include Rolex,
BMW, AON, BP and RBC.
Simultaneously, Kinnings has plenty
on his plate at the European Tour. He is
also responsible for the European Tour’s
commercial operations, managing a global
sponsorship portfolio for the European Tour
that includes Rolex, BMW, Emirates, DP World,
Workday, Callaway and Zoom. In his role as
Deputy CEO, he also works across just about
all other areas of the Tour’s operations too.
In sitting down as guest speaker with CPG
Chief Executive, Ian Randell, during the first
online forum of the CPG Business Club in April,
Guy delighted attending guests with a wealth

WATCH
Ian’s interview
with Guy

GUY KINNINGS

of knowledge, stories and insights into the
commercial sports market, whilst also sharing
a particularly notable sense of optimism
for the sport, post-pandemic. “Amidst the
hell that everyone’s been through with the
pandemic, the interesting thing is that the
game of golf as a whole has probably come
out stronger from this period – as a business
and as a sport. Didn’t Churchill (Winston)
say something about benefiting from a good
crisis? The pandemic has made the bodies
come together in the game to address some
of the things that maybe they should have
done before and they have allowed us to work
together and we have been able to do some
things which I think will make the sport not
only more appealing at grass roots level but
also better at a professional level.”
Whilst also wearing his commercial hat on
throughout the forum, Kinnings was also keen
to stress that the viability of sponsorship
in golf and the sport’s ongoing financial
sustainability was continuing to go from
strength to strength.
“Yes, it is true the last year has been brutal
for everyone. But if you can find a solution
which will help brands find a way through the

difficult times, they will appreciate it. It is a
lesson I learned from Mark McCormack (founder
of IMG) – if you find a way of helping people
through difficult times, they will stay. If you
hold them to the letter of the contract, they will
probably see it out and be gone for good.
“The game of golf has appeal, it is attractive
and it is the sport of business. For many
reasons the sport appeals to brands of
different nature and size and brings them
into the sport. We are in a competitive
market space and are not just selling against
other sports, you know – sponsorships and
investments are being made almost anywhere
and everywhere. Brands are aligning with many
sectors and markets including digital, the arts
and other leading entertainment bodies.
“As a sport, we have amazing core values.
The CPG, The R&A, the many PGAs and others
have all helped to nurture these. The sport is
about honesty, it is about integrity, it is selfpolicing. It is a game that appeals to young
and old. It is becoming more diverse. It is
growing geographically and demographically
and can therefore appeal to many different
brands. The game is also flexible. You can
play it in different forms. You can play it in

ABOVE: Guy Kinnings
stands by the first
tee during the 2018
Ryder Cup at Le Golf
National
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It is a lesson I learned from Mark McCormack – if you find
a way of helping people through difficult times, they will
stay. If you hold them to the letter of the contract, they will
probably see it out and be gone for good
different lengths. You can play it whenever and
wherever. There is a reason why golf punches
above its weight - the sport itself lends itself
to business and through the amazing and
varied assets that it has at its disposal, brands
are eager to work with golf organisations.
“At the heart of it, we are very lucky that
the very nature of golf lends itself to a level
playing field across all levels of the game.
Take the concept of the Pro-Am golf event you get the opportunity to bring your most
important corporate guests to spend five or
six hours with their undiluted attention –
and you are talking to them about business,
but more importantly they are having
the opportunity to spend time with their
golfing heroes. They get to play alongside
a Professional, who will be saying the right
things and promoting the sport, helping them
out. You literally cannot do that in other
sports – there is no point in me trying to drive
with Lewis Hamilton, or play tennis against
Roger Federer, or kick a ball around with
Lionel Messi – but you can go play alongside
Tiger. All our players do a great job, both men
and women, and are fantastic ambassadors
for the game.”
Historical perceptions of the game have so
often restricted the sport’s ability to attract
new and under-represented groups of people.
Acknowledging the “old image that golf was a
bit middle class, middle aged, a bit male and
stale”, Kinnings senses a monumental shift
in attitude towards the sport, partly driven by
the many “new brands that are being drawn to
the sport”.
“You only have to look at the youth factor,
the growing strength of the women’s game,
the fact that we have golfers with a disability
playing alongside the pros, to realise this fact.
Before the pandemic at the Scottish Open,
one of these players beat something like
eight of the pros. And that is a game changer.
That changes perceptions. The skill levels of
those players to be able to go and do that
is magical. The game allows you to adapt
the product you are offering to what your
sponsors and partners want. We are so lucky
in the sense that the sport lends itself to this.
If we don’t listen, understand and appreciate
our partners, the real and perceived value of
their investment diminishes and ultimately
34
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it will not matter how great an idea you may
have because without their support it will
come to nothing.
“One of the most monumental shifts we are
seeing in sport and wider society is around
diversity and inclusivity. It is at the heart of
everything that is happening right now and it
will continue to be in the future. This is great
for the game. I love the fact I can go out and
play with my wife and daughter along with my
boys. The challenge is being able to tell the
world that those historical preconceptions
about our sport are no longer true and that it
is continuously changing and evolving. It is
now up to us to make sure we capitalise on
that and we have got such an amazing mix of
ambassadors to help us do that.”
As he alluded to in his earlier dialogue,
Kinnings’ role places him in control of some
of the greatest and most diverse assets in
the sport, which are not only commercial
giants but are also products that maintain
and grow golf’s ongoing attractiveness to
global audiences. One of these is the Ryder
Cup which, despite now not being as normal
as he had originally anticipated in April
during the online forum (COVID-19 and U.S.
travel restrictions have meant the absence of
most European fans), the Ryder Cup Director
was still able to share his excitement about
the event when it is staged at Whistling
Straits, from 24-26 September. “It is exciting,
and the extra year has helped build the
anticipation for it. We all know how magical
a Ryder Cup can be – a tonic for everyone.
With the situation that the whole world is in
at the moment, it can provide a focal point
for everybody to enjoy and cheer on their
favourite side.”
With golf’s popularity continuing to surge, a
lot of credit can be attributed to the leaders
of the game such as Guy Kinnings. As we
look to the future and a post-pandemic world,
sport will continue to provide a much-needed
source of optimism and enjoyment that little
else can quite match, with no finer example
than the Ryder Cup. As fans stream, watch
and immerse themselves in the coverage
from around the globe, they can be assured
of the fact that one of golf’s great spectacles
will continue to be just as dramatic and
entertaining as ever.

The Insider
Gallery

With Getty
Images

As we look ahead to the Ryder Cup at Whistling Straits, Wisconsin,
take a look back at some of the biennial contest’s most memorable
moments, as well as some of golf’s biggest storylines this year…

The iconic Ryder
Cup trophy pictured
during the build-up
to the most recent
hosting of the event
in Paris
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All images are
exclusively available
to purchase online at
Getty Images (www.
gettyimages.co.uk).

THE INSIDER GALLERY

2018 Ryder Cup – Le Golf National, France
RIGHT: Ian ‘The
Postman’ Poulter
lets out a triumphant
bellow on the
18th green after
overcoming Dustin
Johnson in their
singles match
BELOW RIGHT:
Backed by a
passionate home
support, Europe’s
Rory McIlroy tees
off on the 1st during
the morning fourball
matches

cpg.golf
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Here is why
their victory
was significant

2021 Solheim Cup –
Inverness Club, USA
RIGHT: With representation from
8 different nations, Team Europe
overcame a strong Team USA in
the 2021 Solheim Cup.
ABOVE: After an intense
three days of competition the
victorious European captain,
Catriona Matthew, lifts the
Solheim Cup trophy.
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AT
THE
HEART
OF GOLF

From The Challenge Tour to The European Tour, The PGA Tour
and every major event on the golﬁng calendar globally:
we’re there – capturing the passion, the skill and the dedication
through unrivalled access and award-winning talent. Trust us to
bring your audience closer to the action.

Partner with us for editorial or commercial use
gettyimages.com/editorial-images/sport
@gettysport

Image credits: 460286894, Warren Little, 1284026229, Christopher Pike, 456117266, Harry How

1991 Ryder Cup – Kiawah Island, USA
RIGHT: The imperious Spanish duo of José
María Olazábal and Seve Ballesteros eye up a
putt during the 1991 contest
BELOW: Bernhard Langer misses the allimportant putt in the final singles match of
the 29th Ryder Cup, infamously known as
the ‘War on the Shore’, sealing victory for the
Americans
BELOW RIGHT: A jubilant contingent of
the victorious US team take a dip as they
celebrate winning back the Ryder Cup

READ MORE
Inspiring a
Generation
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Other Memorable Ryder Cup
Moments
ABOVE: Leading golfer and captain
of the British Ryder Cup team,
George Duncan, is presented with
the cup by British businessman
Samuel Ryder, the eponymous
figure behind the event. Leeds, 1929
RIGHT: European Captain, Seve
Ballesteros, and Vice-Captain,
Miguel Ángel Jiménez, kiss the
trophy after victory over the US in
their homeland. Valderrama, 1997

cpg.golf
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Young American golfing superstar,
Collin Morikawa, practically guaranteed
his place in the U.S. Ryder Cup
team at Whistling Straits when he
claimed victory in the 149th Open
Championship with a two-shot win over
his fellow compatriot and Ryder Cup
teammate, Jordan Spieth, at Royal St.
George’s Golf Club in Sandwich, Kent.

Morikawa watches his putt
during the final at Royal St.
George’s Golf Club

Together with
his caddy,
J.J. Jakovac,
Morikawa plots
an upcoming
approach shot

Morikawa reacts to his win
on the 18th green, with the
iconic yellow scoreboard
and grandstands in the
background

‘The Champion Golfer
of the Year’ – Collin Morikawa
holds the Claret Jug as he
revels in his second major
championship victory
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READ MORE
The shots
heard around
the world

That iconic Seve
Ballesteros moment,
captured as he
celebrates his 1984
Open Championship
victory at St. Andrews
by world-renowned
golf photographer,
David Cannon

cpg.golf
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An Event to Bring Golf
and Businesses Together
The inaugural CPG Centurion Club Invitational Pro-Am will be one of the first
opportunities for CPG’s Commercial Partners and PGAs to come together since the
pandemic at an event where individuals and businesses can forge valuable connections
and relationships, and at a venue where golf games can thrive.

T

he Confederation of Professional
Golf (CPG) and Centurion Club
were delighted earlier this year
to announce the event, which will
be staged from 3-5 October 2021 at its
international headquarters, Centurion Club.
The exciting new event forms part of an
extended relationship between the two
organisations, with Centurion Club becoming
the International Headquarters of the CPG
since the launch of its new name and brand
in September 2019. The partnership with
Centurion Club and subsequent launch of
the CPG Centurion Club Invitational Pro-Am
are cornerstones to the CPG’s Commercial
Partnership Programme and Business Club.
The event will provide an exclusive
opportunity for partners and invited guests
to enjoy an outstanding golfing experience,
combined with many opportunities to
entertain clients and foster new relationships
in golf and business – all at one of England’s
finest golf facilities, ideally located near
London. With leading PGA Professionals from
across CPG’s 43 Member Countries being
invited to play alongside high-profile former
tour professionals and celebrities, the event
is sure to be a fantastic occasion.
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The lowdown

The CPG Centurion Club Invitational Pro-Am
will combine an amateur competition with
top PGA Professionals – competing in this
new Invitational format – across two days of
competitive play.
Business and Networking Opportunities
Commercial Partners and businesses will
have the opportunity to meet and engage with
like-minded and influential business leaders
throughout the week, in an environment created
and tailored towards fostering relationships and
valuable discussions.
Professional Event
The professionals will play a stroke play format
over 36 holes.
Pro-Am Team Event
The Pro-Am event will be played over 36 holes
with teams’ two best scores to count on each
hole, competing for a high-quality prize table.
Helping to Develop Golf Games
Clinics and golf coaching sessions will be
delivered by each of the leading professionals
attending and competing in the Pro-Am.

EVENTS

An event for business

WHAT GUESTS CAN EXPECT...

- A suite of private meeting rooms
- An exclusive Business Club lounge
- Doubles Golf during practice - a scramble format to encourage
mixed networking whilst on the golf course
- Business branding and profiling throughout the event
- Opportunities for product and service displays and placement
across the event

We look forward to welcoming the CPG’s guests
and our own teams to what will be a fantastic
three days and treating them to a wonderful
experience at Centurion Club
Scott Evans, Managing Director - Centurion Club.

The event’s mission is to connect individuals
and the businesses that they represent through
the means of competitive golf and social
activity in a fantastic networking environment.
Undoubtedly a fine opportunity for guests
to enjoy exceptional golf and hospitality, the
event will be hosted in an environment that
also allows partners to collaborate and build
new business relationships.
Not only will this be through ‘businessfriendly’ golf formats such as Doubles Golf that
naturally encourage networking on the course
but there will also be many opportunities off the
course as well. With business understandably at
the forefront of many guests’ minds, the event
will enable its attendees to manage their work
onsite, through the provision of The Business
Club Lounge, as well as a suite of private
meeting rooms. Here, they will be able to enjoy
peaceful surroundings to work before and after
their golf. As ardent supporters of mixing golf
and business, there really has been no stone
left unturned when it comes to accommodating
the two simultaneously, making it easier than
ever to do so.

A fundraising event

On the evening of Monday 4th October,
players and teams will have the opportunity to
support the Ryder Cup European Development
Trust (RCEDT) through fundraising activities,
including the auctioning of six framed images
celebrating the life of European golfing
legend, Seve Ballesteros, signed by renowned
golf photographer, Dave Cannon. In addition to
fundraising at the dinner, those participating
in the golf will also have the opportunity to
support The Trust.

cpg.golf
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Shaping
The Spanish
Golf Scene

In each issue of The Insider, we take a closer look at a Member Country from
across the CPG’s membership of 43 countries. As a long-standing Member Country
of CPG, the PGA of Spain has not only played an integral role in developing PGA
Professionals and influencing the wider game domestically, it has also contributed
to doing so internationally.

H

ome to some of the biggest
stars in golf today, Spain has
one of the richest histories of
any country in world golf. It has
been a long-standing member of the CPG
and is a crucial player in the Spanish golf
market, representing and supporting over
600 individual PGA Professionals. We
were fortunate enough to chat with newly
appointed PGA of Spain Vice President and
Head of Education, José Vicente Pérez, and
get some insight into the organisation’s
recent activity, the impact of the pandemic
and how Spanish PGA Professionals are
continuing to shape the golfing landscape
across their homeland.

The PGA of Spain is a key
stakeholder for the game in Spain.
What is it trying to achieve?

Our main objective is to promote the game,
as experts. We are the home of professional
golfers in Spain, but our job is much more than
that – we promote and drive the development
of the game everywhere, from grassroots to the
elite level. Everything we do focuses on that.

At its core your organisation directly
develops PGA Professionals, who
in turn influence the hundreds of
thousands of Spanish amateur
golfers in the country. How do you
go about creating and supporting a
modern PGA Professional?
We give a lot of value to our Members through
education, providing them with the tools that
enable them to be better in their work. We also
run tournaments such as the Seve Ballesteros
Tour, which has been going for many years.
We have tour players who come along to
these tournaments and their support is really
important for us. We also do a lot of work with
junior golf, through our junior league. And we are
going to start doing events with amateur golfers
which will promote the PGA of Spain brand and
our Members to a much wider audience.

The last year has been a difficult
period for everyone. How has the
PGA of Spain been affected by the
pandemic?
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PGA OF SPAIN

For me, it is really clear – our main focus is to give value to our
Members and to position them as the key influencers in the
facilities and golf clubs that they work in across Spain.”
It affected us a lot. We had great difficulties
with delivering our education programmes
because of the pandemic and the fact we were
unable to meet in person. But we have adapted
and overcome these challenges by creating
and hosting a series of online meetings and
educational webinars. We also managed to
talk with many of our tour players including
recent US Open Champion, Jon Rahm, Ryder
Cup legend, José María Olazábal, and European
Tour veteran, Pablo Larrazábal, and we did a
lot of Zoom calls with our PGA Members. We
talk about almost everything and actually we
achieved a lot during that time. But financially,
it was tough. Significant support comes from
sponsors through our PGA of Spain Junior
League but we haven’t been able to run that
in almost a year because of Coronavirus
restrictions. However, we are now starting to
see light at the end of the tunnel. We had our
first tournament back in June!

As one of the leading organisations
for golf in the country, the PGA of
Spain is widely recognised for its
influence, reputation and significance.
But as an organisation you are keen
to collaborate with others to share
your knowledge and support.

Yes, we have a good relationship with the
Federation and speak pretty much weekly
with them. I talk a lot with Enrique Martín
Durán who is in charge of training at the
Federation. We also have a strong relationship
with the club manager association, the course
owner association and others.
We work closely with the Spanish Federation
on educational activity - they initially train
Spanish PGA Professionals and then we
manage and deliver all of the continued
education after that. We work together in
other areas too including the Junior League
and we help them with campaigns that they
have to promote golf in Spain, through our
PGA Professionals. It is a good partnership.
We are both the leading golf organisations in
Spain and are proud to stand alongside one
another, ensuring we remain relevant and
influential to all golfers in Spain.

You have been a long-standing
Member Country of the CPG. How
has that global network of PGAs
benefitted your organisation?

For us, being part of the CPG has been really
important. The help that we have had from
them has been unbelievable. Not only from
the organisation itself, but through them,
from other PGAs that have provided us with
support and help when we have needed it. It
has been very important to our development
over the last few years. Having the support
of an organisation that unites all these
PGAs has almost been like a trampoline to
provide us with a better relationship with
other organisations. Through the CPG and
the relationships that we have developed at
each Annual Congress, we started contacting
other PGAs and those PGAs start helping
you in turn, in a number of different areas.
For example, I have a very good relationship
with Chief Executive of the PGA of Sweden,
Johan Hampf. He has helped us in a lot of

ABOVE: Spanish
professionals
Pedro Oriol and
David Salgado
proudly show
off their trophy
after victory
in last year’s
CPG Fourball
Championship
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ABOVE: The
Spaniards:
Compatriots Miguel
Ángel Martín,
Ignacio Garrido,
Seve Ballesteros,
José María Olazábal
and Miguel Ángel
Jiménez pose
alongside the Ryder
Cup at Valderrama,
Spain following
their victory on
home soil.

things. I think that having an organisation that
unites all the PGAs has huge value, more than
anyone can imagine. This is because everyone
has problems, but we pretty much all have
the same problems. For example, one country
might have difficulties working with their
Federation, that are the same issues that we
had six years ago, so we help each other out
with these kinds of things.

The PGA of Spain plans to continue
to play such a role within the CPG?

Right now, like we say here, we will have to
try and ‘clean the house’ after the pandemic.
Thereafter, we will look to involve ourselves
as much as possible, helping to support
other PGAs whilst benefitting our own
organisation and helping our PGA Members.
I am talking with Ian [Randell] and Wojciech
[Waśniewski], and we would love to become
more involved with the Learning Institute and
Learning Management System that are both
undergoing their early-phase of rollout.

The PGA of Spain has a glittering
history of being the leading
influencer of education in golf and
golf more generally in Spain. Your
Members are key to achieving this...
Yes. That is our aim – to grow the game and
provide value to those we work with, to be
the ones that are proactive in growing the
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game. As a membership organisation, our PGA
Members are the absolute key to all of this.
Without them, golf would struggle. At last
count, we had just over 600 Members, who are
mainly coaches. Members are also assuming
roles as general managers, administrators and
also as players too.

A bit more on you – congratulations
on your new role as Vice President
and Head of Education! Talk us
through what this will involve…
My hair will be more grey! It is going to be
very focused on education, so I am going
to keep doing what I have been doing the
last few years. I organise all the continued
education here in Spain and I speak with
the Spanish Federation on how to improve
things across the board to benefit our
organisations, sponsors and the wider game
in Spain. That is pretty much my role. Trying
to provide tools to Members to provide value
and growth for the game.

What do you aim to achieve in your
role over the coming years?

For me, it is really clear – our main focus is
to give value to our Members and to position
them as the key influencers in the facilities
and golf clubs that they work in across Spain.
They are the people that grow the game. That
is my main focus.

PGA OF SPAIN

Seve was a believer that PGA professionals were
the ones that were the experts and it was our duty
to promote the game
It’s been 10 years since Seve
Ballesteros tragically passed away
– what was his lasting legacy for
Spanish golf?

Seve was the first to imagine public golf
courses here in Spain. He was the first one
that really pushed for this and thanks to
him, the first one was near his hometown, in
Mataleñas. He was the one who made golf
popular in Spain. He would do all kinds of
things, hitting balls in a football stadium
or whatever it may be. He was also a huge
supporter of our PGA. He was a believer that
PGA Professionals were the ones that were
the experts and it was our duty to promote
the game. He would come and play in our
local tournaments when he was number
one in the world – it was unbelievable.
For example, in 1986 when he won the
British Open, he came and played one of
our tournaments straight after. He would
encourage all the Spanish tour players to
play the PGA of Spain tournaments, whether
it was José María Olazábal, José María
Cañizares or Manuel Piñero. All of them
would play because he was playing. And he
would play for nothing. Whenever we would
ask him for something, he wouldn’t charge
us. He was a big promoter of tournaments
for professionals in Spain. He really believed
that one of the keys to having more people
playing in future was to have a platform
where young professionals could play.
And in the late nineties, he would bring
Greg Norman to tournaments. It was just
unbelievable to have a Spanish tournament
with Greg Norman and Seve playing.
We actually have a letter from him at
our headquarters that he sent us the
Christmas before he died. It told us how
important it is for PGA Professionals to be
together, to promote the game and to be
seen as the experts on the game. It really
is a very beautiful letter. Everybody at
our offices has a copy. Seve was also the
one that established a fee that required
all Spanish Professionals to pay 2.5% of
their earnings to the PGA of Spain. We
don’t have it anymore, but for years we had
Seve, Olazábal, Garcia, and every single
Spanish golfer who played on any tour
paying this fee.

Spain has produced a constant
stream of top talent over the years
– do you think there is anything
that the Spanish do differently to
other countries to achieve this?

Spain has always invested in education. So I
guess that is part of it. There are more things
than just education though. It is everything
around these players that makes them what
they are. It is a lot of competitions and a
good support network. It is kind of difficult to
say that there is a secret recipe, otherwise
everyone would use it to make their own
champions. I think it is easier when you have
people that inspire you. So for example in
Germany, or Canada, or anywhere that you
have big champions – they inspire you. These
people have worked hard to get where they
are. We have been very lucky to have Seve,
Olazábal, Miguel Ángel Jiménez, Sergio García
and Jon Rahm now so you always have
somebody to look up to for young people to try
to chase. It is key. You see every day when you
are at the academy with the juniors that they
are always trying to imitate these guys.

BELOW: Current
world number one
(at time of writing)
Jon Rahm tees off
during the 2018
Ryder Cup
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SEVE

HIS LIFE THROUGH THE LENS by David Cannon

“AN OUTSTANDING BOOK” Sunday Telegraph
Published in May 2021 to coincide with the 10th
anniversary of Seve’s tragic passing this book is a
spectacular and fitting photographic tribute to one
of golf’s most charismatic players.

Supported by Seve’s family and the Seve Ballesteros Foundation the
book contains new, unseen pictures of the Spanish star as a child and
as a family man as well as featuring beautiful photographs from his
playing career.
As well as the standard edition of the book there is a limited special
edition which includes a bespoke box for the book and a print of Seve
winning The Open at St Andrews signed by award winning
photographer David Cannon. Only 1,000 limited
editions were produced.
The book is available now and all PGA
Members can receive 10% off the cost
of the book by using the discount code
CPG DISCOUNT at the Checkout if they
order directly from the publishers at
sevethebook.com. Orders made with
that code will generate revenue for the
Ryder Cup European Development Trust
(RCEDT).
More information about the book can
be found at sevethebook.com
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EVENTS

Explore the golfing
world with CPG

The Confederation of Professional Golf [CPG] has appointed Sports Travel Group (STG)
as official travel and events partner with a brief to launch an extensive portfolio of
unique travel products, experiences, benefits and events.

S

TG has extensive experience in
delivering world-class travel and
event experiences, and working with
CPG as ‘Strategic Delivery Partners’,
will deliver numerous objectives that will
support and enhance current CPG Member
Country offerings:
1. To enhance existing national relationships
for all CPG Member Countries.
2. Provide PGA Professionals with a
complimentary service to support their existing
national travel programmes, relationships and
other travel related partnerships.

This is a new dawn for the CPG,
as they introduce a range of new
and exciting ventures around
events and commercial activities
Billy Gammon, Founding Partner - STG

3. Strengthen member affinity and facilitate
greater cross border connectivity between
all 43 Member Countries and the greater
CPG network.
4. Provide a fun, engaging platform to
enhance networking and education
opportunities.
Over the coming months details of the new
portfolio of travel products will be revealed,
including bucket-list event-based trips, high
performance experiences, inspiration for
those must-visit destinations and best-inclass resorts.
As part of the CPG’s ongoing digitalisation
development a dedicated online travel and
events ‘hub’ to host all travel and event
experiences and serve as a go-to directory
for travel ideas and other newsworthy travel
items will be launched.
Through this partnership with Sports Travel
Group, we hope to help you travel further and
to unlock a new, exciting dimension to CPG
travel and events. This will include an ‘always
on’ advisory service for any member requiring
advice on travel matters - whether you’re
looking for guidance on when and where to
travel or you require a more comprehensive
planning and delivery service.
cpg.golf
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Dubai EXPO Golf &
Networking Event - A CPG
Business Club Exclusive Event
Combine the final day’s play at
the Slync.io Dubai Desert Classic,
playing some of Dubai’s finest
courses and unique access to
EXPO, the world’s greatest show.

T

he Dubai EXPO Golf & Networking
Event brings together the very best
the Emirate has to offer including
five-star accommodation, famed golf
courses, front seats for the iconic Slync.io
Dubai Desert Classic and EXPO - an event that
will explore the creativity, sustainability and
innovation that will shape our planet’s future.
The opulent Park Hyatt - complete with
incredible creekside infinity beach pool
- serves as home base for the trip. From
here, you will head out to tackle three of
Dubai’s golfing heavyweights: The Earth at
Jumeirah Golf Estates, neighbouring Dubai
Creek and Emirates Golf Club’s iconic Majlis
Course. There will be a combination of
relaxed competitive play plus a networking
invitational round hosted by prominent
individuals from local businesses.
Completely unique from start to finish,
the event is designed specifically to deliver
lasting value and foster greater connection
between Business Club members and the
local community. Join us for what will be a
truly special experience.

Bryson DeChambeau in action at the Slync.io Dubai Desert Classic

An event for golf and business in one of the world’s great, global cities

REGISTER
your interest

The Dubai skyline overlooking the Emirates
Golf Club
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The Earth Course at Jumeirah Golf Estates

Official Travel & Events Partner of the CPG

Win a 5-night luxury escape
to Puntacana, Dominican Republic
Simply head to cp.golf/Travel
and join the new CPG Travel
community to enter
The Dominican Republic’s Coconut
Coast and the idyllic Puntacana
Resort await our winner and their
oh so lucky guest. After so much
time spent at home, the pure white
sand and Caribbean waters of the
island’s south-eastern shores will
be all the more blissful.
A short shuttle from the airport
and you’ll be welcomed to the
warm breezes that flow through the
oceanfront Westin Puntacana Resort
& Club, your home for five stress-free
nights. Two onsite restaurants - the
beachside Anani and the laid back
oceanfront Brassa Grill - bring the
bright flavours of the Caribbean to the
plate. Relax poolside or on the beach,
or take some local tips and explore
the local area.

And then there’s the golf. You’ll
play two wonderful courses and no
doubt recognise one from recent PGA
Tour coverage: Corales is a glorious
and spectacular layout strung along
the rocky shores and a course that’s
about as good as you can find in the
Caribbean. Meanwhile, La Cana, just
moments from the Westin’s front door,
hits the perfect mark for a laid back
holiday round with coastal views.
Prize Inclusions:
• 5 nights for two people sharing
a Traditional Room on a Bed &
Breakfast board basis
• 2 rounds of golf at each of
La Cana and Corales
• Valid for one year from 1st Jan 2022,
subject to availability.

This competition closes for entries on 15th October 2021 and the winner will be notified by email
by 22nd October 2021. Full terms and conditions plus the entry form are available at cpg.golf.

How to enter:
Head to the Travel
section at cp.golf/Travel
and sign up to be part
of the new CPG Travel
community.

sportstravel.group

cpg.golf
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Where to
play in
2022

As the world and travel begins to open
up, make your next golf holiday count
by playing somewhere truly unique.
Our CPG global travel team picks out
some of their favourite bucket-list and
must-play golf experiences.
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The Bucket List
Lofoten Links, Norway r

Viking golf beneath the Northern Lights

O

n an archipelago in the clear, crisp
waters of the Norwegian Sea, off
Norway’s north-west coast, lies a
breath-taking golf course worthy of a place
on every bucket list.
At Lofoten Links you not only get a
spectacular 18 holes on the Troon Golfmanaged course, but, in a setting bordered by
white sandy beaches on one side and rugged
Lofoten mountains on the other, you may also
get to see the Northern Lights, which light
up the skies in these parts from August to
April. During the summer, you also get to golf
24-hours-a-day thanks to the ‘Midnight Sun’.
Viking heritage is all around, including
Viking graves under the course.

CPG TRAVEL

Château du
Coudreceau, France n

Tour-quality golf on a
private 18th-century estate

W

ith France’s Loire
Valley on your
doorstep, Château
du Coudreceau, an 18thcentury chateau, is home to
18 immaculately kept holes
crafted by Arnold Palmer
Design and Paul McGinley
Designs. A truly private
course, you’ll have sole use
of this course set in the midst
of French countryside and
then either side of your round,
you can enjoy luxury with all
the trimmings. There are just
seven individually designed
guest suites, and chefs that
serve the finest of French
cuisine, all matched with the
best wines from the region.

The Newcomers
Ålands Golf Club, Finland n

T

he waterfront site on the charming
island of Åland is among the most
spectacular in Europe. Philip Spogard
and Michiel van der Vaart’s reworking of the
club’s Castle Course looks set to rocket into
the continent’s top ranked layouts.  

St Patrick’s Links, Rosapenna
Resort, Ireland

O

n a site that previously housed two
courses, Tom Doak has crafted a
single course of perfection. Expect
epic scale, the picture-postcard landscape
of western Ireland and a rollercoaster of a
links layout. A must-play.

Dusit Thani Laguna Singapore r

T

he unveiling of the luxury Dusit Thani
property in late 2020 transformed
Singapore’s golf tourism proposition,
creating the first integrated resort to offer
luxury accommodation just steps from
Laguna National’s two outstanding courses.

Ardfin, Isle of Jura, Scotland n

The ultimate Scottish hospitality on the stunning Isle of Jura

I

n Scotland’s Inner Hebrides, on the Isle of Jura, explore the greatest
of outdoors while staying on a spectacular 12,000-acre estate that’s
home to an acclaimed Bob Harrison course. Away from the course, you
can kayak, fish, shoot, quad, deer-stalk or whales and dolphin watch your
way across the most dramatic of lands, before returning to your five-star
accommodation, the art-filled Jura House, or one of the equally beautiful
rooms of The Quad, the converted agricultural buildings.
cpg.golf
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Navarino Hills, Greece n

T

he impressive growth of Costa Navarino as a tourism and
residential destination continues apace, with two more courses
set to open early next year mapped by José María Olazábal at
Navarino Hills. Opening spring 2022

San Roque Club,
Spain nf

T

he overhaul of
San Roque’s
Old Course,
overseen by Stephen
Dundas, serves to
restore the magic
and allure of this
much loved southern
Spanish retreat.
Shorter, less penal
and playing firm and
fast, it is fun from
start to finish.
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Lily Country Club, Norway r

I

rresistibly stylish rooms, fine dining and
leisure are the hallmarks of the brandnew Lily Country Club. Overlooking the
newly renovated Miklagard Golf Club, Oslo
now boasts a legitimate luxury residential
golf escape.

sportstravel
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Official Travel & Events Partner of the CPG

How we can help...

• We can create bespoke golf club travel platforms
• We provide innovative travel solutions and experiences
• We bring you closer to the CPG Member network,
PGA Associations & Professionals
• We can provide once-in-a-lifetime opportunities to see, play
and experience the very best of the golfing world through
events and unique golf travel products

Get in touch now to speak to one of our golf travel professionals
The 9th hole at the
Château du Coudreceau
Private Golf Estate in the
Loire Valley, France

sportstravel.group

Contact
For advice on all golf
travel and events
matters please email
Billy Gammon at
Sports Travel Group
E M A I L

billy.gammon@sportstravel.group

cpg.golf
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Get the Edge in 2021
In times of pressure, uncertainty and change, our mindset is the key to our success.
Learn how to achieve your potential in sport, business and life with powerful strategies,
performance insights and lessons from the world’s best thinkers and performers.

600+ Exclusive Insights
Access 100s of exclusive video
insights covering over 80 high
performance topics

Weekly Microlessons
Supercharge your working week
with inspiring microlessons from
Jeremy Snape MSc

Live Q+A Sessions
Connect with sporting legends
for live webinars and interview
sessions

Cloud-based Learning
Perfect for remote teams with
access on desktop, mobile or
tablet devices

Join today at sportingedge.com/membership
“I look forward to welcoming you into our global high performance community.”
Jeremy Snape MSc – Sporting Edge Founder and Former England Cricketer

Listen to our Apple Top 10 Podcast
‘Inside the Mind of Champions’

PERFORMANCE

The
Winning
Mindset
The similarities between
sport and business are
often discussed, but there
are few people better
placed to shed light on
the subject than former
England cricketer Jeremy
Snape. Here, he tells us
what the two worlds have
in common and what they
can learn from each other.

cpg.golf
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BELOW: Leading
figures from CPG
Member Countries
and the golf
industry share
knowledge and
good practice
with one another,
during the CPG
Annual Congress.
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CPG: You were a successful
sportsman and changed tack totally
on retirement. Why was that?

Jeremy Snape: I had always considered
myself a journeyman pro. I had 19 years as a
professional cricketer, starting at Northants
with an incredibly talented team with the
likes of Allan Lamb and Curtly Ambrose and
a squad full of legends that did not win a
huge amount but had a great time. And then
I moved to Gloucestershire, who were always
underdogs. Everyone fitted together into
this tight unit, and we surprised so many
people, and ultimately redefined one-day
cricket during that period, winning five or six
trophies around the turn of the century. And
that gave me the springboard to go and play
for England. I was man of the match on my
debut, but I guess I did not always find I was
naturally confident. I was hard on myself and
quite analytical – I remember playing a game
in front of 120,000 screaming people in India
but the loudest voice was in my head, and it
was the one that was saying, “Are you sure
you are good enough to be here?” I let the
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emotions divert me from my gameplan and
no one had ever coached that, and I suppose
it sparked a fascination for me in psychology
and mindset and how leaders create a highperformance environment. So that is what I
turned to.

I guess whatever we do we can
all empathise with those doubts
creeping in…

Yes, absolutely, and I have spent more time
trying to understand this now over the last
decade or so but often the highest performers
are the ones that have the most doubt and
insecurity because they have built up so
much and they have got so much to lose. And
part of that mindset is actually continually
testing the boundaries, which means you are
living on the edge and you are out of your
comfort zone. Elite performers can actually
find comfort in that uncomfortable space and
they keep going there because they know that
if they can overcome those fears, then that
is where their proudest moments come from,
and their best achievements.

PERFORMANCE

RIGHT: Jeremy
in action for
England during
an international
One Day fixture
against Sri Lanka
at Old Trafford.

And you studied this formally?

Yes. I did my Master’s degree at Loughborough
University while I was still playing actually, and
there was a moment of epiphany, in the final of
the Twenty20 Cup in a tight game at Edgbaston,
when I needed to hit a boundary to win, and
I used some of these skills that I had learnt
from my Master’s degree. In India I had been so
focused on what the newspapers and the media
might say the next day that I forgot to watch
the ball in front of me. Here, I was so focused on
my breathing and my routine that I played an
instinctive shot, and won the game for us.
So I saw the power of these techniques
personally in my own career. I wish I had
learnt them earlier but that is the way it is,
and that gave me the passion to become
a performance coach and help people to
understand how they can use their mindset
to give them a competitive edge rather than
be a hindrance. And that led on to coaching
in the IPL with Shane Warne’s team, the
Rajasthan Royals, coaching South Africa as
they went from number four to number one
in the world, and then joining the League
Managers’ Association (LMA), supporting
the leadership development for the Premier
League managers and below.

For me the mindset of high-performance in elite sport
and in business are exactly the same. We are trying to get
the best out of ourselves and to overcome those fears,
we are trying to get the best out of our individuals that
are around us, and we are trying to bring an organisation
together and help them to navigate change
And you set up Sporting Edge. What
was the aim there?

Sporting Edge is ultimately about going
inside the mind of champions, elite
performers from sport, the military,
academia, best-selling authors, futurists,
and trying and find out what is it about this
high-performance mindset and this highperformance leadership style that can be
broken down into tangible tools that business
leaders around the world can use. For me the
mindset of high-performance in elite sport
and in business are exactly the same. We are
trying to get the best out of ourselves and to
overcome those doubts, we are trying to get
the best out of our individuals that are around
us, and we are trying to bring an organisation
together and help them to navigate change.
The lessons absolutely translate across
perfectly and we have proven that with
thousands of executives around the world,
using our digital library of video insights to
fast-track their success.

Do business leaders need to be
selfish to succeed?

As a professional athlete you need to be
self-focused. Not necessarily selfish but
definitely self-focused, and that can lead into
selfishness. The team dynamic is all about
selfless performance – what can I give to my
team? What does my team need of me now?
And we tend to think more selflessly and
longer-term in a team situation, whereas when
we are under pressure we tend to think about
survival in the short-term in our own career.
I guess in golf that is where that incredible
resilience of living in the moment and being
able to build a strategy for your tournament or
for the day or the round that you are playing
and then be able to break it down into these
tight routines. So, for example, if you are
playing golf for four hours you are actually
only playing golf for 23 minutes and it is the
transition between the downtime when you
are walking up and down the fairway, what
you are thinking there, and that ability to
cpg.golf
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Thought leader
Jeremy Snape was a
successful international
cricketer and coach, and
now provides innovative
performance ideas for
teams and leaders.
He draws on real-life
examples from his playing
and coaching careers,
underpinned by his
Master’s Degree in Sport
Psychology. He is a soughtafter keynote speaker and
the host of Apple Top 10
Podcast ‘Inside the Mind of
Champions’.
Snape was Performance
Coach to the South African
cricket team as well as to
Shane Warne’s victorious
Rajasthan Royals in the
Indian Premier League. He
supported Alan Pardew at
Crystal Palace and was
part of the coaching team
when they reached the
FA Cup Final in 2016, and
also worked with England
Rugby under Eddie Jones
during their record 18
successive wins.
In 2005, Snape founded
Sporting Edge, which
solves business challenges
drawing heavily on the
winning mindset that elite
sportsmen possess He has
rapidly become one of the
most recognised names in
sport psychology, offering
key insights to national
newspapers, on Sky Sports
and BBC Radio. In 2013
he joined the League
Managers Association
(LMA) as a Non-Executive
Director to support
their leadership and
management programmes.
Follow Jeremy’s work via
Sportingedge.com
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really dial up your focus onto the next shot.
You have got to be able to forget the last shot,
whether it was a brilliant shot and you feel
euphoric or whether it was a terrible shot and
you have ended up in the woods. You have
got to be able to stop that last shot from
contaminating the next one, and that is one of
the key mental skills that golf demands.
And it relates into business in that you
might be a salesperson who has had three
bad sales calls but the fourth call, you cannot
afford to go into with low energy, low mood
and a negative mindset, because that fourth
call might be the one that actually transforms
your business. It is that ability to reframe and
reset yourself every so often rather than just
seeing it as a whole day at work or a whole
round of golf. Elite performers have that
ability to break the game and the day down
into focused units of performance.

The idea of an individual focus is
really interesting but what about
when golf becomes a team game?

It is very interesting, I did an interview with
Paul McGinley about his leadership at the
Ryder Cup, and I think there were a few key
elements there. One of the things he tried
to do was build this emotional connection
with the team. So, clearly all the stars are
incredibly successful, they are financially
secure, there is nothing that they really need
but this team culture has the opportunity to
be the thing that they are most proud of in
their career and Paul McGinley leveraged this
in a couple of ways. First of all he connected
them back into the emotional history of the
Ryder Cup, so all the players that had gone
before them in that lineage. They used really
powerful, emotive imagery of people like Seve
Ballesteros and tried to bring some of that
mindset, almost like the ancient wisdom of
these forefathers was speaking to them, that
they wanted to be part of this community. And
then he, sort of, fast-forwarded it again and
asked the players, you know, “Wouldn’t it be
amazing if we were sitting in a pub in 15 years’
time when we were old and grey and we could
look each other in the eye and say we did it,
during those few days, we were the ones that
absolutely sacrificed and delivered and we
stayed true to the team spirit.”
McGinley was one of the first people to use
data in an analytical review. For two years
before the Ryder Cup he was looking at the
course profile and the pairings and match-ups.
He had got really strict rules around meetings
only being 30 minutes, so he had to make
sure that in those 30 minutes he had got
their attention and their focus. And then he
made sure he understood different people’s
requirements so, for example, some leaders
would have mandated a team meal every day
at a particular time whereas McGinley had a
rolling buffet because he knew that some of
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the Scandinavian golfers might have wanted to
eat early and go to bed early whereas some of
the Southern European might have stayed up
later and gone to bed later. Having that ability
to flex the environment for individuals to be
at their very best meant that they did not feel
as if they were fighting against the team, they
were bringing their best as an individual into a
team environment. And then because they had
been supported as an individual, they could
give as much as they could.  
I have also interviewed a lot of Olympians
who have spoken about individual
performance being great but actually what
really make them proud are when they have
played their part in something bigger than
themselves. Because that is not just a test of
skill, but being part of a high-performing team
is a test of character as well.

Are there attributes that these elite
athletes, and by extension business
leaders, share?
Elite performers need certain core attributes,
without a doubt. What I have learned from
interviewing some of the world’s elite
performers is that they have got this ability
to visualise the endgame in high definition.
They can imagine what it is going to feel like.
And they can see themselves on the podium,
they can build this incredible vision of what
it is like and that is what motivates them.
But they are also able to break that down
into the behaviours and processes that are
going to help them to do that. And then, more
importantly than anything, they can set out a
strategy. The discipline to be able to stick to

PERFORMANCE

these basics day after day after day is what
sets them apart. So, we all see the Olympians
on the podium, we all see the Tour de France
cyclists in the yellow jersey, but what we do not
see is them hacking up the mountains in the
rain for four hours a day, for five years in a row.  
The other thing I think is really important
for entrepreneurs and elite sports stars is
the ability to create a high-performance
team around them. They rotate their
hitting partners, physios, biomechanists,
psychologists, nutritionists around them
depending on what their game needs at the
time. One of the challenges when you become
successful is you get an echo chamber
around you of people that just want to say
that you are doing really well and they do
not want to challenge you. What you actually
want is a group of advisors who are going to
support you and challenge you to be the very
best you can be, to give you honest critique
to keep you on track, and that could save you
years of making the same mistakes.

Moving away from the absolute elite
level, what would you say to the
12,500 professionals who are part of
the CPG?
The analogy I often use which is relevant
here is that we are all the CEO of our own
performance company. It is very easy when
you are part of a big organisation to feel
like you are another cog in the machine but
actually when you run your own business
it is critical, every decision that you make
about how you communicate, your marketing
outreach, the customer service that you

offer, the risks that you take with the events
that you are putting on. I think having real
resilience is absolutely critical, having that
optimism is absolutely critical, and we have
needed both of those things over the last
couple of years with COVID. But I think it is
also important to have some kind of strategic
roadmap of where you want to be.
One of the experts in digital strategy that we
interviewed spoke about three time horizons
being critical for leaders. The first time horizon
is what’s your email inbox and your to-do list
for the next few weeks or the next quarter.
And then he spoke about horizon three being
this disrupted future which is maybe five to
ten years out where technology might have a
different role to play. And the most important
place to focus on is horizon two, which is this
middle ground between our to-do list and this
crazy world that may be very different in the
future. Having that ability to plan some of these
skill developments or entrepreneurial activities
where a golf pro may be learning new skills or
setting up a website or building some digital
courses, they might seem like they are niceto-haves in the future but if we are constantly
just focused on navigating the short-term and
surviving, we never build that business model
in horizon two, which could be the thing that
completely transforms our business.

BELOW LEFT:
Packed galleries
around the 1st
tee at Le Golf
National watch
the morning
fourball matches
get underway at
the 2018 Ryder
Cup.
BELOW: Jeremy
and victorious
2014 Ryder Cup
European Team
captain Paul
McGinley

Do you believe that golf is the sport
of business?

I do. First of all you get to meet lots of new
contacts. If we get to play golf with a friend
or a business partner and their colleague or
client, then that sort of proximity is already a
trusted relationship. And as the game unfolds
you get to see what people are like under
pressure, when they are losing, when they are
winning. You do not often see that on a zoom
meeting or sitting in a business meeting.
Seeing somebody’s emotional profile as they
go through pressure I think is a fascinating
tell of what that person’s character is like. And
again, you are spending a long period of time,
maybe three or four hours, out in the fresh
air, you are getting plenty of exercise. You are
able to be creative because you have got the
blood flow and your brain’s switching off from
a lot of the analytical processes and often
that is when our best ideas come.
In so many of our social interactions there
is a power hierarchy, isn’t there? This person
is a more senior leader than me, this person
is a multi-millionaire, therefore we defer to
their power. But in golf, you could have a
multi-millionaire who is rubbish at golf and
a young buck who is playing off scratch and
those power hierarchies are inverted, and you
get a pretty good sense from the way people
interact with each other what they are like in
business. So yes, I would say golf provides a
great shared experience and is very much the
sport of business.

LISTEN
to Jeremy’s
podcast episode
with Paul
McGinley
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The Spin is the one-stop golf podcast fuelling your hunger
for eye-opening conversations and industry insight, offering
backstage passes to the inner mechanics of the global game.

Hosted by Ian Randell, tune in to the Podcast’s ‘Spin-Off’ specials where
our all-star line-up of guests give their views on the future of golf.

The Spin is available on most streaming platforms including:
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An Organisation with
a Social Purpose
The CPG is committed to embracing and promoting a sustainable, inclusive,
accessible and life-enhancing sport. We are an organisation with a social purpose:

DEVELOPING
THE GAME

ACCESSIBLE
AND
INCLUSIVE

DEVELOPING THE GAME
The CPG is an innovative leader in the
provision of golf development expertise
on a global basis, from grassroots junior
golf through to the elite level.

Growing Golf Around the World

For over 30 years, working closely with The
R&A, the CPG have advised more than 70
countries on the development of the game,
offering resources and support.

Golf Participation

The CPG champion and support the rollout
of shortened formats of the game and
support the activation of key initiatives
including GolfSixes and Doubles Golf.

Education

The CPG plays a vital role in ensuring the
workforce for golf are equipped with the
education, skills and knowledge to facilitate
the needs of the game and industry - now
and in the future.

Coaching

The collective strength of the CPG’s
network provides a significant influence
on golf coaching and the development of
golfers worldwide.
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LIFEENHANCING

EMBRACING A
SUSTAINABLE
FUTURE

THE CPG’S PURPOSE

LIFE-ENHANCING
Golf is a life-enhancing sport that
benefits the social, mental and physical
wellbeing of participants. The CPG
actively promotes this message and
supports projects and initiatives helping
to enrich lives through golf.

Golf & Health Project

Launched in 2016 and supported by the
CPG, the Project provides evidence-based
information about the benefits of Golf,
demonstrating the sport’s important role in
maintaining a healthy, active population and
delivering benefits to all.

Building Tomorrow Today

The CPG are focused on providing the
access and opportunity to young people,
helping to support their development and
nurture their potential through golf.

Building Life Skills Through Golf

The CPG works with its Member Countries
and their PGA Professionals - as golf’s
influencers - to instil the life skills of honesty,
integrity, sportsmanship, respect, confidence,
responsibility, perseverance and courtesy
that are fundamental parts of the values
and etiquette of golf, and add to the lifeenhancing nature of the sport.

EMBRACING A SUSTAINABLE
FUTURE FOR GOLF
Working with key delivery partners,
including the GEO Foundation, the
CPG champions environmental
responsibility in golf and helps drive
collective action on climate change.

CPG Sustainability Policy

As well as developing its own sustainability
policy, the CPG supports each Member
Country with a series of professional
education and training courses as well as
templates on sustainable practice in golf.

Providing Tools and Resources to
CPG Members
The CPG has a key role in supporting
its Member Countries to embrace the
importance of acting now and for the sport
to play a significant part in delivering a
sustainable future for all.

Working with Other Bodies

The CPG are an active participant in the
GC2030 movement, an industry initiative
to consider the impacts of climate change,
resource constraints and regulation on golf
course conditioning.

ACCESSIBLE AND
INCLUSIVE
The CPG is committed to ensuring golf
is a sport for all, irrespective of gender,
ethnicity, ability, age and background.

Junior and youth

Parents in Golf is an educational
programme developed by the CPG that
focuses on building and supporting the
relationships between children, parents
and the coach, using golf as a medium for
children’s development.

The R&A Women in Golf Charter

The CPG have pledged to increase the
number of women participating, working
and influencing the game and continue to
guide and support its Member Countries on
how they can create their own commitment
to bettering inclusivity in golf.

Golf for all Abilities

The CPG work closely with EDGA and
the International Golf Federation [IGF] to
provide the collective membership with
the knowledge, resources and support that
will ensure golf is accessible to people of
all abilities.

READ
the full CPG
Thrive Plan

cpg.golf

67

A Unique Opportunity to
Achieve Your CSR Goals
Brands are acutely aware of the need to give back to society in a variety of different
ways and as a socially responsible business, there has never been a better opportunity
to support a cause in golf than the Ryder Cup European Development Trust.

What is the RCEDT?

The RCEDT is a registered charity that
supports the development and progression
of golf throughout Europe by assisting and
guiding various projects, initiatives and
programmes in the sport.
It was formed as part of a three-way
partnership within Ryder Cup Europe,
comprising the European Tour as its managing
partner, the PGA of Great Britain & Ireland as
its founding partner, and the CPG through the
vehicle of the Trust. It continues to ensure
that the Ryder Cup invests back into the game
and plays a significant role in the ongoing
development of golf across the continent.
As sole partner of the Trust, the CPG, which
has over 30 years’ expertise in the provision
of golf development expertise and delivery on
a global basis, is responsible for the control
and management of the RCEDT.
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Why was the RCEDT set up?
The RCEDT was created in order to
allow the Ryder Cup to put even more
back into grass roots golf across
Europe. The idea of the Trust is to
get more people starting to play golf,
continuing to play and ultimately
succeeding in the game.
Samuel Ryder started the Ryder
Cup in 1927, and after some 65 years
of the competition being under
the ownership of the PGA of GB&I,
the event was then run as a joint
venture with The European Tour. In
2004, a new Ryder Cup agreement
was drawn up to involve the CPG
as sole member of the Ryder Cup
European Development Trust, with
the European Tour becoming the
managing partner.

FIND OUT
MORE
about the
RCEDT

THE RCEDT

How does the RCEDT support golf
development?

The Trust has supported a wide range of
projects across Europe, including free
lessons at European Tour events, junior golf
programmes, disabled golf, educational
programmes and more. In all cases, whether
large or small, money from the Ryder Cup
European Development Trust is being used for
the development and growth of the game from
grassroots right through to elite levels.
As a result, the Trust’s impact has been
considerable and far reaching for golf in
Europe. Just recently, Team Europe’s victory
in the Solheim Cup – delivered by a team
with international representation from no less
than eight European nations – was testament
to the support provided by the Trust over

the years, as well as to the work of many
European Federations and PGAs who have
contributed to the development and success
of each player.

The RCEDT: support your CSR goals.
As a registered charity that supports
grassroots golf programmes and golf
development projects, your businesses’
support of the Trust will create significant
social development opportunities through
golf and provide thousands of people from
across a diverse range of backgrounds
with the chance to participate throughout
Europe. The legacy of the RCEDT is
unwavering; the impact its support has is
far-reaching; the mutual benefit of your
involvement will be profound.

The RCEDT
maintains a
core focus on 10
pillars of activity,
through which
its support sees
benefit
• Participation
• Education
• Coaching
• Junior and Youth
• Elite and High
Performance
• Inclusivity
• Improving and
Enhancing Lives
• Promotion of Golf
• Insights
• Sustainability

Projects
supported by
the RCEDT

cpg.golf
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Developing the Game
Throughout its history, the CPG has been committed to supporting and promoting
development in golf.

N

ow lead by a number of experts,
including CPG Executive Director –
Knowledge, Wojciech Waśniewski,
the CPG has built a team
dedicated specifically to this principle. For
over two decades, the golf development
team have been deployed across a wide
variety of golf development missions
around the globe, providing a number of
services to countries include practical
support, the sharing of expertise in areas
such as education and coaching, and both
structural and political guidance.
Aside from the countless number of golf
development missions that have been
undertaken, the CPG are developing the game
through a digital transformation and the
introduction of a number of core activities.
Here, we take a look at three of these.LMS:
Digitalisation of Golf Education
The CPG took its first step in its vision to
modernise and further advance education of
PGA Professionals with the rollout of its new
online education platform.
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T

he Learning Management System
(LMS) has been implemented to
increase collaboration between the
CPG and its Member Countries around
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educational activity and provide each PGA
Member with a centralised digital tool that
raises their learning experiences. “This new
platform will elevate each of our member’s
education offerings irrespective of size” said
CPG Chief Executive, Ian Randell.
“The LMS launch also provides a strong
proof-of-concept around our 5-year strategic
plan, CPG Thrive, and the collective #oneCPG
approach we have taken with our membership,
as it encourages each Member Country involved
with the platform to share relevant information
and educational content with others.”
Following a number of pilots, official
launch of the new LMS across the entire
CPG Membership is imminent and will be
available for Member Country PGAs to license,
customise and use for their basic and ongoing education programmes.
Executive Director – Knowledge Development
for the CPG, Wojciech Waśniewski, praised
the new platform. “The new LMS system will
have significant benefits to all of our member
countries and in my dual role heading up the
education of both CPG and the PGA of Poland, it
is evident that smaller associations such as the
PGA of Poland will be able to streamline their
educational delivery and tracking, as well as
create access to new educational opportunities
for members through use of this LMS.”

DEVELOPING THE GAME

EDUGOLF
Earlier this year saw the first meeting for
EDUGOLF; a new project funded through the
Erasmus+ Sport programme of the European
Union. The European Observatoire of Sport
and Employment (EOSE), the CPG and eight
other leading organisations in the worlds
of golf and education have joined forces to
lead this innovative golf education and skills
development project.

T

he EDUGOLF project is founded on the
principle that adapting to change can
revitalise the sport of golf and allow
it to meet its potential to improve the
lives of individuals and society as a whole.
The 3-year programme focuses on skills
development and education reform, firmly
rooted in the belief that those working in golf
(and those wishing to do so in the future), are
the key to the future of the sport.
The main outcomes of the EDUGOLF
project include:
• A Research report on changing realities and
tendencies of the golf labour market and
education requirements
• European Occupational Standards for golf
• Innovative online learning to meet the
changing skills needs of golf in Europe
Ian Randell added: “We want golf to be
inclusive, sustainable and life-enhancing,
the people working in the game are crucial
to achieving these aims and the EDUGOLF
project will help to make sure they have the
right skills”.

EDUGOLF Partners
•
•
•
•
•
•
•
•
•
•

Coordinator: The European
Observatoire of Sport and
Employment (EOSE)
Technical Leader: The Confederation
of Professional Golf (CPG)
PGA of Sweden
Polish Golf Union
French Golf Federation
Royal Spanish Golf Federation
PGA of Belgium
EDGA (Formerly European Disabled
Golf Association)
University of Applied Sciences for
Sport and Management (ESAB)
National University of Ukraine on
Physical Education and Sport

Parents in Golf
Another vital project administered by the
CPG is Parents in Golf - an educational
programme that aims to move the needle in
golf development across countries.

C

reated by a panel of experts in junior
golf and golf development, countries
around the world will be able to apply
for and run the programme, tailored
to their circumstances. Incorporating a book,
a workshop and an educational programme, it
challenges the status quo within golf coaching
and aims to arrest declining membership and
participation numbers internationally.
Led by former lead coach for the Irish Ladies
National Team and PGA Professional, David
Kearney, the programme aims to explain and
guide the relationship between the coach,
the parent and the child through the game
of golf. For the parent, the resources will
help them better understand their children
and the various ways that golf can aid their
personal development. For golf clubs and
PGA Professionals, it helps them to actively
promote golf to interested parties, rather than
wait for customers to arrive at their doorsteps.
The programme will help in shaping an
appropriate welcome, with the necessary skills
to ensure that we are increasing our numbers
of participants and developing the game. The
aim is not just to develop the next star, but to
develop the next golfer as well.
Wojciech reiterated the initiative’s
importance: “development of golf starts with
the people and our community coaching
programmes aim to arm countries with tools
and education to create a national army of
supporters, led by PGA Professionals and
Coaches, who are supporting the growth of the
game in their local communities.”

LEARN MORE
about Parents
in Golf

cpg.golf
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How to boost
your junior golf
programmes ?

BUSINESS
PARTNER

PARTNER UP WITH GOLPHIN & CPG WHO
OFFER A TURNKEY SUPPORT SOLUTION FOR
KIDS AGED 3-14 YRS.

OUR VISION
To ensure all children and young people in the world are given the opportunity to gain affordable
access to golf. We aim to provide a positive intervention with minimum of 30 million kids by 2030.

Training &
Education

Schools &
Communities

Data &
Connectivity

Innovative
Equipment

TEAM
Competitions

Events &
Communities

WHAT THE

EXPERTS SAY
ABOUT GOLPHIN

GolPhins holistic approach to kids
golf is what I love about them.
Their MyPathway2Golf system is
the best I’ve seen so now I’m
supporting their mission to
inspire golf’s next generation.
Carin Hjalmarsson-Koch
GolPhin is a company that is
doing a great job in helping to
grow the game. Get kids in love
with the game at a young age,
and you will have golfers for life.
David Leadbetter

WINNER OF
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GOLF DIGEST
BEST JUNIOR CLUBS 2020

ACCESSIBLE & INCLUSIVE

Shaping the Future
for Women in Golf
The Brands Leading the Way

By creating positive change for all and taking a more collective approach to tackling
the persistent, yet decreasing, gender imbalance in the sport, some of golf’s leading
organisations are championing the phrase ‘actions speak louder than words’.

D

espite historical and welldocumented gender imbalances in
the sport, golf is booming across
all ages, abilities and genders. In
2020, more women and younger people
played golf compared to the previous year
– a testament to the efforts and initiatives
from organisations around the world working
hard to further the game of golf. Here are
some of the bodies and organisations that
are creating positive change for inclusivity
in golf.

The R&A

Launched in 2018, the R&A Women in Golf
Charter has been a catalyst for improving
women’s representation within golf, not only
from the perspective of participation but also
as a mechanism to encourage more women
to pursue a professional career in the sport,
across all areas of the industry.
As signatories of the charter, golf clubs
and organisations (which includes the
Confederation of Professional Golf, the Ladies
European Tour, European Tour and many
amateur federations) recognise the need for
positive change for women in golf, and have
pledged their support to induce such change.
Whilst there is a focus on increasing
the number of women playing golf at
grassroots level, the Women in Golf Charter
also places emphasis on organisations to
incorporate into their thinking a drive to
create further opportunity for women in the
workplace as well.
Without greater female representation
across the industry, which will provide
a greater number of female role models,
younger generations will inevitably struggle
to see a future career in the golf industry.
Furthermore, provoking a change in culture
and attitude to inclusivity is significantly
more achievable if more women have the

opportunity to hold senior, decision-making
roles in the industry.
Overall, the charter is a statement of
intent that brings accountability to golf
clubs and other organisations when driving
this change. It will ultimately help to bring
a significant number of people together,
united by the goal of improving the game
for women and girls.
Working alongside the charter, The R&A
recently introduced their #FOREveryone
campaign as a creative movement to
help unite golf clubs through a common
goal and encourage them to pledge their
support to the Women in Golf Charter.
#FOREveryone provides clubs and
facilities with knowledge, resources and a
comprehensive toolkit that will help them

BELOW: A panel
of leading figures
from across golf
at the launch of
the Women in Golf
Charter in 2018

cpg.golf
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Without greater female representation across the industry,
constituting a greater number of female role models, younger
generations will inevitably struggle to see a future career in
the golf industry
to take further action and, in time, increase
the number of women playing golf.
This movement is gaining significant and
exciting momentum, with many golf clubs
making their own pledges to the Women
in Golf Charter. With further uptake and
more golf clubs making substantial internal
changes, the campaign has the capacity to
change the face of golf and inclusivity in the
sport significantly.  

PGA of Canada

To ensure the game of golf is both diverse
and inclusive, the PGA of Canada has taken a
number of measures to highlight and further
encourage diversity across its membership
and organisation.
This has included some incredible content
and storytelling that promotes women’s golf
and female members of the PGA of Canada.
Earlier this year, the organisation saw
Women’s Golf Day as the perfect opportunity
to highlight female members across the
country and produced a short video featuring
14 female PGA of Canada members, each
discussing what golf means to them.
In addition, the CPG Member Country has
taken a number of other measures that
highlight and promote inclusion, including the
addition of two new awards at their annual
prize-giving: ‘The Brooke Henderson Female
Player of the Year Award’, given to the top
performing female player in national and
regional events, and ‘The Lorie Kane Award’,
given to the winner of one of the PGA of
Canada’s National Championships.
Changes have also been seen at a
structural level, with regulatory amendments
being made in 2019 to ensure that women
can participate in all of the organisation’s
national championships (at a yardage of 8688% the length of male competitors).

The Ladies European Tour

As the leading professional tour across
Europe, the Ladies European Tour (LET)
plays a crucial role in providing opportunity
for elite female golfers to compete and
showcase the sport to global audiences. In
2021, this will include a schedule comprising
of approximately 30 tournaments in multiple
countries such as Sweden, Japan, the USA
and Italy.
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Aside from its main tournament schedule,
the LET has also ensured that it provides a
strong development journey for its member
professionals with the introduction of its Ladies
European Tour Access series (LETAS) in 2010.
As the equivalent to the men’s Challenge
Tour, LETAS has provided aspiring women
golfers aged 18 and above and with a
handicap 2 or less with more competitive
opportunities and a supported pathway onto
mainstream LET events.
More recently, the LET has taken strong
action in ensuring sustainability and stability
was added to its schedule, announcing a
ground-breaking partnership with the Ladies
Professional Golf Association (LPGA).
By coming together and collaborating with
the LPGA, the two major professional tours
have been able to combat reducing season
lengths and create a thriving schedule for
elite women to compete on a full-time basis.
The organisation’s visual rebrand and new
slogan ‘Raise Our Game’, also hopes to inspire
young women to achieve their goals and
share its desire to continue driving women’s
golf forward.
Whilst this strategy aims to inspire women
and girls, it also acknowledges the importance
of those who surround and support women
in golf, including tournament promoters,
sponsors, friends, family and the media, all
of which play important roles in creating a
thriving sport at the elite level.

PING

As an equipment manufacturer, PING have
long been advocates and pioneers for
encouraging greater inclusivity and the
number of women playing and working in golf.
Just last year, PING announced Lisa
Lovatt as the new Managing Director for
its European division. Having been at the
organisation since 1994, Lovatt is now
responsible for driving the company forward
and becomes one of the leading female
figures in the industry.  
Another of PING’s most significant
contributions has been its relationship with
the Solheim Cup – the women’s equivalent to
the Ryder Cup, named in honour of Karsten
and Louise Solheim, the founders of Karsten
Manufacturing Corporation, which makes
PING equipment.

ACCESSIBLE & INCLUSIVE

But the opportunities for women do not
stop at senior level. To ensure girls under the
age of 18 are provided with the same level of
experience and opportunity, the PING Junior
Solheim Cup was introduced in 2002. Like
the Junior Ryder Cup, this has enabled the
event to take full advantage of its position as
the most coveted trophy in women’s golf and
foster further appetite and desire for girls to
enjoy the game.

Changing the face of women’s golf

The Solheim Cup combines the game’s
traditions with passion for one’s country and
continent. This biennial, transatlantic team
match-play competition features the 12 best
European players from the Ladies European
Tour (LET) and the 12 best US players from
the Ladies Professional Golf Association
(LPGA) Tour.
Since 1990, both teams have come together
over three days of competition to provide
audiences with a mix of fierce rivalry, shotmaking skills and significant exposure for the
women’s game.

The impact many leading organisations are
having on inclusivity in golf is clear to see.
Historically, golf has come under fire
and faced many challenges when it comes
to the point of inequality. The sport is
in a completely different position now
thanks to pioneering organisations such
as PING, the Ladies European Tour and
the PGA of Canada. As a collective, they
are positively showcasing the game to far
greater audiences and are bringing about
fundamental changes for women to play and
enjoy the sport in greater numbers.
As Chief Executive of The R&A, Martin Slumbers
said at the launch of the Women in Golf Charter:
“We are changing the face of golf across the
globe, for the betterment of our sport”.

ABOVE: The
Solheim Cup
sees stars of the
women’s game take
on each other in
a biennial contest
between Europe
and the USA
LEFT: PING Europe
Managing Director,
Lisa Lovatt

Words by Phoebe Torrance, Women’s Golf
and Development Manager, Metropolitan Golf
Club, Australia
cpg.golf
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Sustainability – why it
matters to golf and Business

By collaborating with pioneering sustainability organisations in golf such as the GEO
Foundation, the CPG is constantly striving to create a more sustainable sport going
forward. As the world faces up to the challenges of climate change, we take a look at
how golf as a sport can play its part.

T

he pressures on the natural world
have never been greater. There has
never been a more important time
to stop and think about the value
derived from the ecosystems around us,
that we gain so much from – and in fact,
depend upon.
For golf, this sentiment runs deep and true.
For the game’s ongoing growth and success,
environmental sustainability is now, more
than ever, a crucial consideration requiring
significant action from all parties.
So how and why is this important to golf,
and who are some of the key actors that can
drive significant change?

Improving the consumer’s
experience

There are countless reasons why golf is such
a unique and cherished sport. As golfers,
we are fortunate enough to understand and
experience these on an almost daily basis as
we play and practise.
Four to five hours of fresh air, exercise,
prolonged social interaction – these all
bring about an abundance of health benefits
that continue to shine a light on the sport
and demonstrate why it really is a sport for
everyone to enjoy and benefit from.
But golf also brings everybody closer
to nature. It strengthens that connection
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between us and the outdoors – the wildlife,
the plants and the trees.
Inevitably however, the product and
experience we enjoy so much is determined
by the climate, the availability of natural
resources, the health of the soil and the
landscapes – from mountains, grasslands,
forests, wetlands, sand dunes and coastlines.
Put simply, golf is better with nature. So
often the most natural courses are celebrated
as amongst the best. They are the ones we
talk about, most want to play, remember most
vividly. Nature gives us the richest stage.  
Texture, shape, character, atmosphere – the
sense of time and place – are all enhanced by
each course’s unique combination of plants
and habitats. These can transform a bland,
homogenous landscape into a unique and
vibrant place with an abundance of life, an
oasis of biodiversity.
Driving sustainability in the sport and
reducing the use of natural and harmful
resource that facilities often depend upon will
actually create a more valuable experience for
everybody.
As golf embraces nature, and golfers
enjoy a better experience as a result, wider
communities also benefit. Clean air, clean
water, carbon storage, more pollinators, more
birds, urban cooling, flood alleviation, spreading
wider benefits to local people and families.

SUSTAINABILITY

It is not always understood just how much
of golf already embraces nature and delivers
this value to players and communities.
Look closely and you will see thousands
of examples of how golf is already actively
protecting and restoring ecological spaces.
Add the growing movement in species
conservation – whether it be birds, bats,
mammals, amphibians, insects or pollinators
– and the contribution of the existing 34,000
golf courses is significant.

PGAs and PGA Professionals –
the influencers

Effecting change is never easy, no matter what
the challenge (or opportunity) is. It requires
concerted action from a significant majority,
with everyone pulling in the same direction.
To create a more environmentally friendly
sport, this principle doesn’t change. Golf’s
workforce are the people on the ground
who can make a difference. They have to
be the ones who make the difference. Club
managers, driving range attendants, senior
executives, food and beverage managers,
head agronomists, directors, volunteers and
golfers. With combined action, they will make
the difference.
As spearheads for education in golf, national
PGAs are at the forefront of developing the
workforce for the game. They continue to be
the organisations educating, championing
and shaping the modern PGA Professional.
And it is those individuals who, in their tens
of thousands across the planet, can be at the
centre of making real and positive change.
The PGA Professionals often significantly
guide direction and policy. They are golf’s key
influencers – shaping practice among golfers
and colleagues alike. It is therefore even more
critical that they are increasingly sensitive to
the impact that golf has on the environment.
Thankfully, we are already seeing this
with ambitious new campaigns such as
#CaringForCourses. As gatekeepers of the
sport, the role of PGA Professionals is crucial.

GEO Foundation

GEO Foundation is the international not-forprofit organisation dedicated to accelerating
sustainability in and through golf. The
organisation delivers programmes that help
people on the ground to evaluate, improve
and credibly communicate their work of
fostering nature, conserving resources,
strengthening communities and taking
climate action.

The foundation offers practical guidance,
tools and solutions through its OnCourse
programmes for clubs, facilities and
tournaments all around the world, backed up
by credible certification.
A driving force behind change in this
area, the foundation has reached millions
of people and can be a real catalyst by
raising sustainability awareness and
leading by example.

An opportunity for business and
the game

Creating a sustainable sport is perhaps
golf’s greatest challenge and yet at the same
time, its greatest opportunity. As universal
attitudes and public perceptions shift towards
creating an environment that is better looked
after, golf cannot afford to be left behind.
Indeed, golf has the opportunity to shine.
It has the opportunity to lead from the front.
Circumstances brought about as a result of
COVID-19 showed what the game can bring to
the table as a health benefactor and it should
now be able to demonstrate why it is leading
the charge to create a sustainable future.
As with COVID-19, the impact of creating
such a positive perception and backing it
up with action will create knock-on effects
through increased demand and participation.
People want to associate and identify with
entities and activities that are doing their bit.
The recent launch of the UN’s Decade on
Ecosystem Restoration movement shows
just how pivotal the next decade is. The world
is showing that it is taking climate change
seriously. Let us proudly demonstrate that
golf is stepping up and playing its part too.

BELOW: Banchory
Golf Club by
Richard Mullen

A Healthy Relationship

A

78

s Chief Medical Officer for the
European Tour, Dr. Andrew Murray
has become accustomed to dealing
with the global pandemic on a daily
basis. In more normal circumstances however,
looking after the health of elite golfers, he
knows better than most the impact golf can
have on its participants.
We were therefore very grateful when Dr.
Murray took time out of his busy schedule
to talk to us about all things golf and health.
He tells us about his journey to the European
Tour, the impact the pandemic has had on the
Tour, and the significant role he has played
within the invaluable Golf & Health project…

heart attacks, strokes, or have issues with
breast cancer, type-two diabetes, depression
and dementia.
One of the best things that we can do for
our health is to get folk into physical activity,
and golf is a great vehicle for that. It can be
played from 3 to 103, it is something that can
be played by all of society, and I have started
playing it as well. I have got a six-year-old and a
four-year-old who are starting to play. I will also
play with my mum and dad. From a professional
perspective, I have moved into sport as the
Chief Medical Officer for the European Tour,
providing support for The R&A and various
other international governing bodies.

How did you first get into golf?
I have done a few different things in life.
I spent a lot of time travelling and then
worked as a runner and a climber. I spent a
fair bit of time in Antarctica, the North Pole,
Namibia, then I settled down to work as a GP
and Sports and Exercise Medicine doctor. It
was actually when I was running from John
O’Groats to the Sahara Desert that I started
to read a lot about the health benefits of
exercise – be that walking, running, cycling
or golf. If you do that for 30 minutes per day,
you live, on average, seven years longer. It is
very, very good for physical health. You are
between 40-70 per cent less likely to die of

More recently, you have been heavily
involved in the research aiming to link the
relationship between golf and health?
I worked with the World Golf Foundation and
The R&A around whether there are benefits
from playing golf. The evidence is consistently
growing that golf can be considered a healthenhancing physical activity that meets all the
criteria that the World Health Organisation put
down. If you go from being a couch potato to a
regular golfer, you will live longer, have better
physical health and it is likely to benefit your
mental health. It has also been shown that
regular physical activity decreases anxiety,
depression, dementia and also makes you

THE INSIDER BY CPG AW2021

ABOVE:Dr Andrew
Murray (far left), Golf
& Health ambassador
Annika Sörenstam
(centre, left), Chief
Executive of The
R&A Martin Slumbers
(centre, right)
and other leading
figures in Golf and
Health during the
First International
Congress on Golf
and Health at the UK
Houses of Parliament,
October 2018.

GOLF AND HEALTH

more productive. So, regular exercise helps
you be more productive. Even spectators can
get benefits. In Scotland, we looked at various
events that showed that spectators walk
11,500 steps on average, so that tends to keep
most doctors happy!
Before COVID-19, what were your core
responsibilities as CMO?
My job as the Chief Medical Officer for
the European Tour and Ryder Cup Europe
is pretty straightforward: it is to help
prevent and treat illness and injury, advise
regarding anti-doping and support players
to be at their best and to help them with
health and performance.
Did you ever anticipate the COVID-19
situation to evolve in the way that it has?
I think COVID has been full of unpleasant
surprises. Initially we tried to work out
what the issues were with the virus, what
decisions had been made by policy-makers,
and what we could do about it. We needed
to look carefully at what best practice was,
so I looked at the World Health Organisation
documentation, worked very closely with FIFA,
World Rugby, ICC, ATP, all the other sporting
bodies. At that point, we put a plan in place to
deal with COVID. That did not mean we could
decrease the risk completely, but we could
certainly pull it down to a level that meant

that our players, caddies and staff were not at
any higher risk being in our bubble than they
would be if they were in another environment.
And it worked pretty well in terms of putting
tournaments on. Governments were very,
very restrictive in terms of the measures they
would require to host professional golf events.
We did have transmission but at a very, very
low level – 0.14 per cent of tests on-site were
positive in terms of our players and there
were very similar numbers in terms of our
caddies too. And there was zero transmission
outside. Any transmission that occurred
was in shared, indoor spaces, like cars and
hotel rooms or dining areas. So, essentially, I
suppose science has proven common sense
– that if people can spend time in the great
outdoors on the golf course, it is a low-risk
environment. We needed to get the travel
element right as well because not all of our
events are in the same place. We initially
did cluster events in Austria, the UK and
Iberia so there was not much in the way
of flights that needed to be taken. But we
support travel planning with our players,
give them advice regarding what to wear
in terms of masks, hand sanitizer, seating
arrangements, ensuring that a minimum
number of flights were taken and that you
are not routing through areas that had a lot
of COVID. The players, caddies and staff
overall have been exceptional.

BELOW: Dr. Murray
presents alongside
Annika Sörenstam
at the Golf and &
Scientific Meeting,
High Elms GC

LISTEN
to more of Dr.
Andrew Murray’s
thoughts
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BELOW: Dr. Murray
with his colleague Dr.
Roger Hawkes at the
European Tour’s BMW
PGA Championship

How will the reintroduction of full capacity
crowds at events alter yours and the
European Tour’s approach?
If you look at the professional circuit, we are
looking to get back to a degree of normality.
We need to ensure we are putting on a safe
event, but at the same time, we are always
looking to provide spectacular events that
can produce the sort of scenes that we have
seen in recent years. We are confident we will
get there. From a community perspective, it
is very difficult to see golf going back into a
lockdown restriction. 60 million people benefit
from playing golf globally, and it has been
shown that golf has benefits and is a low-risk
environment. I think if science is logically
applied then golf courses will remain open for
people to play. I think we will see a continuing
boom in community play.

Switching our attention to the last principle
of emphasising the health benefits of
golf, the impacts of COVID-19 have only
reinforced the messaging behind the Golf
& Health Project. Tell us about the project
and why it was founded.
The project was initially set up because
people thought that golf might be good for
health but there just was not the science to
back it up, so the World Golf Foundation, The
R&A and all of the stakeholders put some
money in the pot to try to get some science
behind it. Dr. Roger Hawkes coordinated the
project – he is sort of the godfather of golf
and health and is someone that has taught
me a lot. And it was found that there are
significant health benefits to golf although
there are also specific injuries that people
can get to backs, shoulders, wrists etc. We

The likes of the CPG, the World Golf Foundation, the European Tour, The
R&A are getting this information out and governments are taking notice.
People are being encouraged to prescribe golf, isn’t that amazing?
The European Tour’s Golf for Good
campaign forms the crux of its CSR
operation. What is it?
The three pillars of the Golf for Good
campaign are essentially giving back –
contributing financially or through other
means to the local community and charities;
acknowledging the efforts of key service
personnel; and emphasising the health
benefits of golf. I think it is a fantastic
initiative that various people have put
together and I think it will continue to grow.

are also looking to provide information to
golfers about what they can do to maximise
the health benefits, and what they can do
to decrease risk, such as getting your skin
checked once a year or wearing sun cream.
That information is on www.golfandhealth.
org. I would urge all golfers or health
professionals to have a look at it.
The CPG has supported and been an active
collaborator with the Golf & Health Project
since it was launched, providing things like
governance and operational assistance. As
an organisation, it has also integrated the
project’s key messaging around the health
benefits of golf into its own communications
and activities, ensuring its members share
the sport’s important role in maintaining a
healthy, active population.
Has the Golf & Health project helped to
inform government policy?
The World Health Organisation have
launched their global action plan on
physical activity. They are looking for all
stakeholders to put information out there
regarding the health benefits that their
activity has, and golf has been no different.
The likes of CPG, the World Golf Foundation,
the European Tour, The R&A are getting
this information out and governments are
taking notice. People are being encouraged
to prescribe golf, isn’t that amazing? That is
not just the golf industry, that is teachers,
professionals, people that are less invested
in the game. We are seeing real traction
with this.
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A Game for All

The CPG is committed to ensuring golf is a sport for all, irrespective of gender,
ethnicity, ability, age and background.
ABOVE: Joakim
Björkman surveys
a putt during the
inaugural EDGA
Scottish Open”.

WATCH
the full Diversity
& Inclusion
panel session

T

he CPG are currently working with
EDGA (formerly the European
Disabled Golf Association) in an effort
to improve the sport for people from
disabled backgrounds. EDGA are a not-forprofit, volunteer-run organisation that aims to
increase opportunities for disabled people to
sample, participate and compete in golf, and
provides advice surrounding disabled golf to a
variety of golf’s governing bodies.
The organisation was founded in 2000,
growing substantially to incorporate 20
national federations, with members located
across the globe. Focusing on growing the
game, the organisation has designed and
implemented coach education programmes
for rehabilitation centres, hospitals and golf
clubs. All of these initiatives are available to
its members, as are protocols for tournament
administration, definitions of impairment, and
other resources to help grow the numbers of
golfers with disability around the world.
At the 2020 CPG Annual Congress, listeners
were fortunate to have EDGA President,
Tony Bennett, attend for the panel session
on Diversity and Inclusion. Tony’s invaluable
insights were eye-opening and informative
such as the issue of unconscious bias, and
how through the handicap system, golf has the
potential to be the most inclusive of all sports.
The CPG are also committed to improving
increased participation and membership

opportunities for women’s golf. In 2018, the
organisation marked this commitment by
signing The R&A’s Women in Golf Charter, a
global initiative that has gained significant
support and momentum from across the
golfing world, with over 50 federations, 30
organisations and PGAs, and numerous other
golf facilities, making their own pledge to
further the women’s game.
This work was recognised at the 2020
Annual Congress when it was awarded with
the CPG’s President’s Award, accepted by The
R&A’s Assistant Director of Golf Development
Jackie Davidson, on behalf of The R&A.
CPG Chief Executive, Ian Randell, reiterated
the importance of change, saying “The R&A’s
leadership is so important in driving change
in our sport to ensure that it becomes more
accessible, appealing and inclusive and we
congratulate them on this initiative. It is a
great example of how golf’s national and
international organisations are increasing
collaboration by collectively getting behind
significant initiatives and programmes
around the globe.
“Having made our own Women in Golf
pledge at the time of launch and encouraged
our Member PGAs to do likewise, we
recognise the importance of the Charter,
and support its goal of encouraging women
across all levels and backgrounds to enjoy
golf and thrive within the sport.”
cpg.golf
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The Pioneers of
Diversity
Golf has historically
had a difficult
relationship with race,
but there have been a
number of trailblazers
in the sport, some
of whom might just
surprise you.
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Condoleezza Rice
took part in the
2020 Genesis
Invitational ProAm, playing
alongside
tournament host
Tiger Woods
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RIGHT: Elder faced
racism and death
threats throughout
his career but
defied all the odds
to become the
first black player
to compete at the
Masters

C

ondoleezza Rice. A name one might
not necessarily associate with golf.
Most commonly found walking the
corridors of the White House, the
former US Secretary of State is no stranger to
breaking down barriers. Shattering the glass
ceiling at the top of American politics, Rice
became the highest-ranked black woman
the nation had ever seen (until the recent
appointment of Kamala Harris of course).
Another of her hugely impressive
accomplishments that may not gain quite the
same recognition, however, is the breaking of
barriers in the field of golf. This was precisely
what she did by becoming the first ever black
woman to be admitted as a member of the
Augusta National Golf Club – no mean feat.
In doing so, she tore down gender and race
bars that had denied others over the previous
80 years. For a notoriously exclusive golf
club in the Deep South, a region historically
steeped in racial intolerance, this was a
seminal moment for race equality in golf. A
breakthrough for the sport.

though, was we could one day see one
another as people and people alone. I wanted
us to be colour blind. Twenty years later, that
has yet to happen.”
Four years later, at long last, we are
starting to see some changes. The global
movement for racial equality in 2020 has
been a real catalyst for change. Last year,
PGA commissioner Jay Monahan circulated
an internal memo urging his colleagues to
engage in an “open and compassionate”
dialogue about the “hardships and
injustices that have and continue to
impact the African-American community”.
In September, Monahan said he expects
the tour to raise more than $100 million
in funding for “racial and social injustice
causes” over the next 10 years.
Back to Augusta, the 2021 Masters
tournament was the occasion for another
watershed moment. Lee Elder has never
been a household name. However, there is
no doubt he is a true pioneer in the history
of golf. In his own words, he “let all minority

On his first visit to Augusta, he rented two houses for the
duration of the tournament, continually moving between them in
a bid to evade detection following a series of death threats
Golf and diversity have always had a
strained relationship. As the rest of the world
has progressed, golf has often been accused
of standing still. With the emergence of the
world’s pre-eminent sports star, Tiger Woods,
the sport had the perfect opportunity to
capitalise on his legacy and create a more
accessible, inclusive game. In 2020 however,
there was just one African American woman
with full playing rights on the LPGA tour.
A damning statistic that demonstrates
the scale of the challenge faced by golf’s
governing bodies.
Woods shared his thoughts on the issue in
his 2017 book The 1997 Masters: My Story.
Reflecting on his maiden Masters victory, he
said: “I knew none of this meant, necessarily,
things would change dramatically for
minorities in golf. I hoped my win would
encourage them to play, or to chase their
dreams whatever they were. But it would
have been naive of me to think my win would
mean the end of ‘the look’ when a person
from any minority walked into some golf
clubs, especially the game’s private clubs.
I only hoped my win, and how I won, might
put a dent in the way people perceived
black people. I hoped my win would open
some doors for minorities. My biggest hope,
84

THE INSIDER BY CPG AW2021

golfers know it was possible.” A multiple
PGA tour winner in his own right, he created
history in the 1970s by becoming the first
black man ever to play in The Masters and
The Ryder Cup. On his first visit to Augusta,
he rented two houses for the duration of the
tournament, continually moving between
them in a bid to evade detection following
a series of death threats. This year, he
was invited back to Augusta National to
be honorary starter alongside greats Jack
Nicklaus and Gary Player. It would seem golf
is standing up and taking notice at last.
CPG fully promotes the message of
inclusivity in golf and is committed to
ensuring this forms a significant part of our
strategy going forward. At the recent CPG
Annual Congress, we hosted a Diversity
and Inclusion panel, aiming to generate
discussion and awareness around these
issues in golf. CPG Chief Executive Ian
Randall hosted the session, featuring leading
figures from the golfing world, including PGA
of America Honorary President, Suzy Whaley,
Assistant Director in Golf Development at
The R&A, Jackie Davidson, CEO of the PGA of
Canada, Kevin Thistle and President of EDGA
and Head of Diversity & Inclusion for the IGF,
Tony Bennett.

DIVERSITY
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Golf Tech Talking Points
The touch points between technology and our everyday lives are emphatic. Pretty much
every second, every hour and every day, we use technology to better our personal
experiences, to streamline business efficiencies and to make the world a better place.
Within the sports market golf continues to play a championing role of technology use,
with brands introducing digital innovations in the sport that aim to increase workforce
capabilities, enhance elite performance and improve consumer experiences. Here are four
companies that have partnered with the CPG to better the game of golf with technology.
Turning Tournaments Touch-Free
Golf Genius’ Contactless Solutions

I

LISTEN
to more from
Craig Higgs

n the era of Covid-19, safety has never
been more paramount to any business
in its operations. Since the outset of
the pandemic, clubs, organisations and
professional tours have been forced to
navigate the ways they can provide golf
to their players in a safe and sustainable
way. This has made many look away from
traditional event scoring and management
tools, and more closely at how ‘going digital’
can take golf forward.
Golf Genius is no new entrant to the market.
As the leading provider of cloud-based golf
tournament management systems around
the world, Golf Genius proudly serves 9,805
clubs and associations in 59 countries. The
company has made its name and reputation
by offering innovative solutions to help deliver
exceptional experiences for players, while
saving time and costs for the organisations
who employ the software.
In response to the impact of the pandemic
on professional golf at the highest
level, Managing Director for Golf Genius
International, Craig Higgs, and his team,
collaborated with the European Tour to create
a contactless solution to help manage the
remainder of events across the 2020 Race to
Dubai season.
“From the impact of COVID-19, we were
approached by the European Tour to see if
we could help them with a contactless player
communication solution. In other words,

how could Golf Genius replace tournament
processes that have been crucial in the past,
in a contactless way” said Higgs.
At short notice, Golf Genius co-ordinated an
online event solution for both registration and
player management at the events. Through
a bespoke app, players were able to book
pre-tournament practice rounds remotely and
access real-time tournament information –
eliminating the need for face-to-face contact
with event organisers.
Now, more than ever, digital offerings have
come to the fore and the innovation has
not stopped. Seeing the market call out for
contactless golf, Golf Genius have taken its
contactless golf solution to the next level
with the release of a ‘digital scorecard’ which
allows the company to run amateur and
professional golf tournaments without the
need for traditional paper scorecards.

What is a digital scorecard and how
does it work?

T

he digital scorecard removes the
requirement for players to exchange
physical scorecards in competitive
rounds, instead providing a modern,
contactless, and safe solution for tournament
play. At the end of the round, players can
view marker and the player scores to ensure
that they align and resolve any differences.
For tournament administrators, the digital
scorecard retains their control of scoring
accuracy by enabling them to select markers
and edit scores in real time.

From the impact of COVID-19, we were approached by the European Tour
to see if we could help them with a contactless player communication
solution. In other words, how could Golf Genius replace tournament
processes that have been crucial in the past, in a contactless way
Craig Higgs, Managing Director International - Golf Genius Software
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Revolutionising The Game
Trackman’s Patented Technology

I

n less than two decades, TrackMan has
revolutionized golf through its patented
technology and is on a mission to become
the preferred technology partner across
the game.
As the tour player’s choice across every
professional tournament worldwide, TrackMan’s
latest patented launch monitor, Trackman 4,
combines a camera with radars through its
Optically Enhanced Radar Tracking (OERT)
system to create a solution that puts it ahead
of the competition. It is also powering the
indoor golf solution and is being used by
driving ranges worldwide.
However, Trackman’s impact goes far beyond
its revolutionary technology. As the pioneer
of data tracking, it has shaped language in
golf through terms such as ‘swing direction’,
‘swing plane’, ‘club path’ and ‘attack angle’ –
principles now universally employed by coaches
and players. Trackman has even branched out
into virtual tournament formats, with exciting
developments to come.
The Danish brand’s shift into these
areas is driven by an in-house research
and development team that ensures the

Protecting Businesses in Golf
ESET Cyber Security

T

he age of technology has provided
society with many extraordinary
opportunities that would never have
been thought possible 50 years ago.
However, the unfortunate consequence of
this is that the very present and real threat of
cyber-crime comes to the fore.
The simplest of cyber-attacks often target
the human aspect, something that can be
easily manipulated with the right knowledge
and tools – and the outcome of a successful
cyber-attack can be catastrophic. Often, it
can be the most innocuous of offences that
turns out to be most damaging. This is why it
is important to equip our businesses with the
knowledge and tools to keep us safe.
The CPG have taken steps to protect the
organisation’s cyber assets by teaming up with
award winning cyber-security experts, ESET.
Through a three-year partnership, the two
organisations will help protect businesses in
golf and support PGAs and their Professionals
by equipping them with vital antivirus software.
To exemplify how ESET will benefit the
industry, they sent one of their cyber-security
Specialists to a UK golf facility to conduct
some research. After a short covert probe into
the club’s operations, the investigator received
confidential WiFi passwords, was able to install
hard drives into the club’s computer systems

technology is market-leading and supports the
company’s widening brief, which is to make
golf accessible for all, and is based on the
brand’s fundamental adherence to principles
of excellence and best quality. That means
it continues to offer a professional solution
to the world’s elite, whilst also dramatically
opening up the game to many more. Through
these endeavours, TrackMan has created an
ecosystem of top players, fitters, coaches,
manufacturers, amateurs and recreational
golfers in an environment that is supported by
its unrivalled technology.
and also discovered a significantly outdated
operating system on them too. The result? It left
them considerably exposed to cyber-attacks and
potential leaking of sensitive data. “Of course, I
did not actually exploit the golf club’s network,
but the lessons learnt were vital. The simplicity
of hacking anywhere is eye-opening, impressive
and relatively easy: a quality backstory, a touch
of charm and a spot of luck will get you into most
areas fit enough to exploit.”
The investigation highlighted the
unsuspecting views shared by many golf
clubs, and the alarming ease with which they
can be targeted. In partnership with the CPG,
ESET is helping businesses in golf take the
necessary precautions to avoid falling victim
to cyber-crime.

So here’s how to keep a golf club secure:
1.  Install the latest, most up-to-date operating system on all computers
2. Implement a guest WiFi and never allow anyone other than staff
access to the main WiFi connected to the network
3. Never assume anyone is who they say they are when they request
to use a club computer or desire access into rooms unsupervised
4. Keep all passwords away from prying eyes and never write them down
5. Educate your staff on phishing emails and ensure policies are in
place should staff need to report something.
6. Encrypt any sensitive data and never leave computers unlocked
7. Never click on unsolicited links or attachments
8. Use a robust antivirus product on all computers

cpg.golf
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BELOW-RIGHT: The
futuristic design
of the new PING
Kushin 4 Putter
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Putting Tech into Practice
PING 2021 Putter Range

P

hoenix-based club and apparel
manufacturer PING hold a rich
history of creating industry-leading
technological advancements and
complimenting them with innovative designs
that consumers crave.
This is certainly the case when it comes to
their 2021 range of putters. Introduced earlier
this year with a total of 11 different models
to suit styles and tastes of every golfer, the
range focuses on maximising the Moment
of Inertia through multi-material designs.
“We have engineered a lot of score-lowering
technology into the 2021 putter line through
extensive research and tour player feedback,”
said John K. Solheim, PING President. “All of
the models are developed with higher MOI to
provide the forgiveness and accuracy golfers
expect from a PING putter.
“The line-up features new designs created
through our Tour-focused PLD (Putting Lab
Design) program, including versions inspired
by PING professionals Viktor Hovland and
Cameron Champ. For all stroke types, it is
a complete line engineered to lower scores
and increase enjoyment” Solheim added.
Other notable features include a dark,
stealth PVD finish on the heads and
black chromes shaft to create a premium
appearance from head to grip. And finally,
when it comes to grips, these are offered in
three proprietary ‘Pistol Grip’ design options
– allowing golfers to dial in their optimal fit
and feel.
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We have engineered a
lot of score-lowering
technology into
the 2021 putter line
through extensive
research and tour
player feedback. It
gives golfers a soft,
responsive feel for
more consistent
distance control
John K. Solheim,
PING President

LESS WORK.
MORE FUN.
MORE REVENUE.

“

From the point of view of running member events it is so easy to
use and the support is second-to-none. We have been using Golf
Genius for some time now and I can confidently say that using
the software is a must for clubs looking to save time managing a
tournament.
It’s simple, effective and affordable. Golf Genius is the market
leader as far as we’re concerned, that’s why we’re using it.

ROBERT MCGUIRK
General Manager

intlsales@golfgenius.com
www.golfgenius.com
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The Digital Age

CPG Executive Director - Digital & Membership, Aston Ward,
shares an insight into the CPG’s digital transition and why it is
something businesses should embrace.

W

ith the proven potential to
streamline operations for
businesses, including governing
bodies in sport, the claim to
embrace digitalisation across business
and society alike strengthens. For the CPG,
this principle is shaping the organisation’s
growth and creating opportunities for its
Member Countries and partners that were
previously unimaginable.
In some industries digitalisation can be
difficult to adopt whilst in some cases, it is
perceived as a new phenomenon. This is not
to say that it should be left alone and shoved
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under the carpet. As the person behind
the digital transformation at CPG, Aston
explains why the time is now for technology
to be embraced. “Digitalisation has served
to be a pivotal element of the organisation
across everything we do. It is easy for me to
overemphasise the area that I am responsible
for, because obviously I am biased towards it,
but it has had an effect in every single area of
the organisation.
“It was the best part of three years
ago that we decided that we needed to
create a fundamental, technology-driven
organisational shift. So, we put together

TECHNOLOGY IN GOLF

a few different ideas and formulated the
Collaboration & Digitalisation Project.
Although that said, I would argue that we
have been digital-first for a long time and
ahead of many others in this space – mainly
because we had to. As an international body
of 43 countries, our Member Countries are
geographically spaced thousands of miles
apart, wrapping almost the entire way around
the globe across six continents. You just have
to operate digitally as an organisation with
a geographic spread like that.  Knowing that
and having already had digital involvement
in other activities, we identified the need to
have a platform based around a Customer
Relationship Management [CRM] system
moving forwards. We have always had the
desire to put a system like this in place, that
would help drive both our operations but also
the Member Countries’ as well, and that is
really at the heart of the platform itself.”

“having a system like this will improve a PGA’s
ability to communicate with their individual
Members in a far more effective way. Up to
now, PGAs have had to manage this fairly
manually. Our plan, with the platform in place,
is to provide Member Countries with the tools
they need to achieve this efficiently and in a
way that adds significant value to what they
can offer.”
For PGA Professionals – who are the
lifeblood of the game and the core focus
of each of the CPG’s Member Countries –
the platform will also provide them with
the means to manage their profile and
membership, including accessing their own
digital membership card. “You can do far more
with a digital card (as opposed to a physical
one). You are not just limited to two sides of a
plastic card, with this you can have as many
sides as you want, which enables us to add
in functionalities such as digital payment

Digital has become so important to allow better activation
for our partners, allowing us to reach people like never
before, and tailor activity like never before too

HEAR
more from
Aston in The
Spin podcast

Irrespective of improved communications
– a comprehensively documented benefit
from digital transformations – the CPG’s
embracement of digital technology will go
far beyond being able to collaborate more
efficiently with its Member Countries. In fact,
from a business and commercial standpoint, the
possibilities that a new platform will bring are
an exciting prospect. “Digitalisation has allowed
more accountability when tracking return
on investment [ROI], capturing engagement
and applying metrics to things that we knew
existed before but perhaps we were not able
to measure. It has also become so important
to allow better activation for our partners, as it
allows us to reach people like never before and
tailor their activity like never before too.
Once launched at the end of 2021, the
rollout of the CPG’s new digital platform
will act as a central force, pulling all areas
of the organisation and its activity into a
streamlined, coherent and unifying system.
“Our desire is to create a one-stop-shop for
PGA membership. So, what we will be doing
with the platform is giving each Member
Country an administrative system that will
help them run their organisation. It will be
integrated with different systems and have a
variety of different functions. We mapped out
nine functional areas, and within those nine
areas, there are easily 100 different functions
and a range of activities that can be done.”
To achieve the organisation’s vision and
deliver on the its key business objectives,

wallets, national identity, internationallyrecognised qualifications and more.
“On top of that, we are creating a system
capable of providing centrally sourced and
locally created content, tailored and localised
through language and aesthetic to each
Member Country and related individual user.
This could be an educational article on how
PGA Professionals can manage an indoor
swing studio, or a one-stop shop for a golfer
looking for their next golf lesson, or providing
PGA administrators with an integrated
connection with their Learning Management
System [LMS] that meets their educational
delivery needs. Within that, partner messaging
and content becomes so much easier to
deliver and manage, providing partners of the
CPG, and of our Members, with yet another
direct benefit for their investment.”
Quite apparently then, this digital
ecosystem provides an “ability to connect
the CPG to its Member Countries, the Member
Countries to the PGA Members, and the PGA
Members to the millions of amateur golfers
worldwide. We are working on ways that
PGA Professionals using the system will
be able to speak to their clients and really
engage with them, all the while facilitating
revenue generation and improving business
operations – that is really key. So, it is not
just about focusing on the Member Countries
and creating tools for them, which helps them
deal with their Members better. It is very
much coming at it from the other angle as
cpg.golf
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well, making sure that the individual Member
is engaged within this system, so they are
able to create business efficiencies and
opportunities of their own too.”
Employing digital technology in a golf
governing body is one thing. For business
leaders and PGA Professionals whose
businesses are not set up quite as easily to
employ such systems or where resources
are limited, Aston was keen to highlight this
is not a challenge but in fact an opportunity
- an opportunity already being exploited
by one of the most renowned businesses
and clubs in golf. “A leading example of
digitalisation within the game which I don’t
think anyone would be able to disagree
with is The Masters tournament. For a long
time, Augusta National were possibly guilty
of being a little bit insular. I was actually
listening to The Masters podcast recently and
Bernard Langer was talking about how no-one
had ever seen the front nine because it never
used to be shown during the TV coverage.
Compare this to now, well, it is worlds apart.
They are doing so much. This year they
introduced the fantasy leagues, they have
got their app, and so their audiences have
the ability to watch every single shot of
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every single player from across the whole
tournament from all four corners of the globe.
I should imagine their commercial partners
are very thankful for this digital shift. There
are so many opportunities that could open up
in this space. But they have done it in a really
considerate way so that they maintain the
traditions we have all come to love about The
Masters. They are not forgetting who they
are. It still feels exclusive. They have done it
fantastically well in my opinion.”
In his concluding remarks, Aston would have
been remis to not cover the practicalities of
such a process. Digital can be and so often
is, an expensive exercise that businesses
may think twice about. Done in the correct
way however, and scaled to the business
in question, whether that is a golf club,
academy, wider sports business or even a
blue-chip industry “it can be done in a costeffective and resource-effective way.
“I think digitalisation is so important. It is
becoming more and more prevalent and I think
for anyone reading, it is now essential to look
into this landscape but to do so without fear
– there are lots of tools and resources and
people out there that can help. And we are
always happy to help as well.”

GENEVA GOLF CLUB

Geneva:
Mixing Business
and Pleasure
Steeped in cultural history and
boasting a fierce reputation for
being the global hub of business
and commerce, Geneva has all
the characteristics of a city to
excite entrepreneurs, executives,
business leaders and passionate
financiers alike. Golf – as the true
sport of business, provides yet
another asset that the Swiss city
can boast about, in the form of
Geneva Golf Club.

S

witzerland is often thought of as a
nation apart. Fiercely neutral and
independent, it has some 8.5 million
inhabitants and is home to several
international organisations such as the
World Trade Organisation (WTO), the World
Health Organisation (WHO), FIFA and the UN.
Landlocked, and bordered by Italy, France,
Germany, Austria and Liechtenstein, it is a
melting pot of influences and languages. With
mountains dominating the landscape, it is
perhaps not the first place that springs to mind
when you think of golf courses, but where land
has been found that will accommodate a course,
the results are stunning, with picturesque
villages and lakes serving as backdrops to some
of the most beautiful golf courses in the world..

Geneva Golf Club‘s Head
The Geneva Golf Club
Professional, Keith Marriott,
Founded in 1922, the Geneva Golf Club is
shares insights into one of the
located in the Commune de Vandœuvres, 10
continent’s most renowned
minutes from downtown Geneva. A new course
courses, its relationship to the
was designed in 1973 by Robert Trent Jones
Senior and built on 100 acres of the Bessinge
global trading hub that forms
estate. From the first hole, you can see the city
its namesake, and tells us more
of Geneva, its lake and the Jet d’Eau fountain,
about his dual role as President of while on the south side of the course you can
the Swiss PGA.
see Mont Blanc and the Alps.

READ MORE
about the
Swiss PGA in
IGPN 56

cpg.golf

93

BELOW: Geneva
Golf Club’s Head
Professional Keith
Marriott
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The club hosted the European Junior
Championship in 1975, the World Ladies
Amateurs Championship in 1982 and several
editions of the International Championship
of Switzerland. It has hosted the Rolex
Trophy, a major event on The Challenge Tour,
for many years.
Three years ago, the course was revamped
by Robert Trent Jones Jr., updating his
father’s designs with better drainage meaning
it is playable all year, round. Centuries-old
oaks and cedars line the fairways with some
directly in play.
And at the heart of it all, is the club’s Head
Professional, Keith Marriot. But how did
Englishman Marriott end up here, on the banks
of Lake Geneva? He explains: “Well, I reckon I
have been here for some 40 years now. I did
my apprenticeship in London, then worked for
two years in Germany, at the Club zur Vahr
in Bremen, then I moved here to Switzerland,
starting in Bern where a lot of diplomats were
posted, then 15 years in Zürich, another spell
at on the French-Swiss border where I saw a
brand new club through from conception to
completion, and then Geneva, where I have been
for a dozen years. So, it is been a golfing tour of
this part of Europe, really!
“And to be here at Geneva is quite something. I
had always wanted to work here so it is the icing
on the cake. The club is like a little Augusta and
people often call it that. Everything is so well
manicured. I might be biased but I would say it
is the most beautiful golf club in the country.
And as for the course itself, what makes it
so special? For Marriott, it is all in the design.
“What I have come to respect about Trent Jones
is he is very clever in how he challenges the
golfer’s mind. For example, the last three holes
on the front and back nines are very, very tough.
I think 16 might sum it up. You have just had two
par 5s and a long par 4 so you are physically
rattled and then he throws a driveable par 4 at
you, dogleg, tight fairway 360 yards slightly
downhill, with a lake and a 100-year-old
oak tree guarding the kidney-shaped island
green. It is some challenge. We host the Rolex
Challenge Tour event, and in practice rounds
all the players try and drive the 16th green
but in the tournament itself they are hitting
4-irons or driving left to leave a tricky wedge
into the green. It is really tough. And that is then
followed by a partial island green par 3 that
could be between a 7-iron to a 5-iron, so you
have suddenly gone from a physical challenge
to a real mental test. And the finish is wonderful.
18 is very slightly uphill, rising left to an
immense double green in front of the clubhouse.
It is about a drive and a 9-iron for the guys on
tour, but the green is incredibly difficult. It is just
a wonderful course, I could wax lyrical about
it all day and however many times I play it, it
always throws up fresh challenges. You really
have to think your way round the course.”
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GENEVA

Beautiful scenery, a thriving economy and
an exceptional quality of living – Geneva
is a city that seemingly has it all. It is
therefore no surprise that people gravitate
to it from around the world, with over 40%
of its population coming from outside of
Switzerland.
Renowned for business, the city is
ranked among the world’s most important
financial centres by the Global Finances
Centres Index and acts as home to more
international organisations than any city
in the world. It is also viewed as a central
hub for diplomatic relations, with the
headquarters of international agencies
such as the World Trade Organisation,
the Red Cross and the World Health
Organisation basing themselves in the city.
Historically, Geneva has been an
attractive prospect for such organisations,
with Switzerland’s perceived neutrality
in international relations, as well as its
central location, enabling a short trip to a
number of nearby European capitals. The
abundance of business has led to the city
being ranked first in the world for highest
gross earnings, in a 2018 survey by UBS.
Other companies to have set up shop in
Geneva include Rolex and consumer goods
giants Procter & Gamble.
Geneva has more to it than just business,
however. Surrounded by the spectacular
views of its famous namesake lake and the
Swiss Alps, there is no shortage of nature
for those keen to escape the hustle and
bustle of city life.

GENEVA GOLF CLUB

Wearing two hats

Not content with one position, Marriott also
manages to combine his duties with his post
as President of the Swiss PGA. He plays down
the responsibilities of his dual role however:
“Switzerland works at an atypical rhythm as
far as golf is concerned. We are incredibly busy
for maybe seven or eight months of the year
but then during the skiing season we will be
closed. So for maybe two thirds of the year my
main focus will be on the club here, coaching
from 8 until 8 most days – we have got seven
professionals and we are all incredibly busy,
the club is a really vibrant place. And then for
those “down” months when people tend to
disappear into the mountains, we can really
focus on Swiss PGA business, making sure we
are working closely with all our partners and
sponsors, as well as the other stakeholders in
golf in Switzerland and further afield.
“When we are coaching, it is full-on. The
Swiss take things pretty seriously, and have
a real desire to learn, and I might find myself
typically spending 60 to 70 hours a week on
the range or the course. The coaching is pretty
varied but having been here for a good stretch
now, a lot of the people I am coaching have
become friends.”
The workload is manageable, Marriott says,
because of the quality of communication, the
relative size – or lack of it – of the country
and the ability of all of the stakeholders
to work together for the common good. He
explains: “Fortunately we have really good
staff in the office here in Switzerland; we
recently welcomed Richard Heath who used
to be secretary general of the European Golf

Association and he has taken over at the helm
of the PGA here as General Secretary and
when you have got someone like him working
here, it is a joy. It makes my role a lot more
straightforward, so I feel I am just helping
Richard making decisions.
“And with Switzerland being so small, it is
relatively simple for me to wear both hats.
Constant communication with the office and
the other board members really helps – and as
I mentioned we are very closely involved with
Swiss Golf, ASGI and the Migros Golf Parks, so
our programmes are very collaborative.”

ABOVE: The south
side of the course
offers stunning
views of Mont Blanc
and the Alps.

Swiss Bliss

Marriott is rightly proud of the job his
organisation, and those the Swiss PGA works
with, are doing. “One of our key aims is to get
our pros and coaches to have the highest
level of education possible, then to engage
with the membership and for that to feed into
Swiss golf.  We are proud that our three-year
education programme has been awarded the
“Gold Level” certificate, the highest quality
level in Europe, by the CPG, and we believe our
apprenticeships and further education courses
are second-to-none, although we are obviously
always trying to improve.”
The Swiss PGA was actually founded during
the Second World War, emphasising Swiss
neutrality, and now boasts more than 380
members. Its main aims, Marriott says, as with
any CPG Member, are “to support and advise
the members, to provide an education to
produce qualified golf professionals; to provide
further education; and to organise tournaments
and championships for professionals.”
cpg.golf
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Geneva, and Switzerland more generally, is a hub for financial
companies and the club offers real privacy – it is a little haven
away from everything
ABOVE: Situated
in the majestic
parkland setting of
Bessinge, the course
layout in its current
form was designed in
1973 by Robert Trent
Jones Senior
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He goes on: “We are very collaborative.
Together with Swiss Golf, the Independent
Swiss Golf Association (ASGI) and the Migros
Golf Parks, we take an active role in the
development of the game of golf and the new
golfing talent in Switzerland.”
To give us an idea of numbers, Marriott says:
“Our members have regular contact with over
100,000 golfers at some 100 golf clubs in the
country. Whether as a golf coach, pro shop
manager or golf director, our members are the
ambassadors of the game. Through their daily
activities they make a huge contribution in the
development and attractiveness of the game of
golf in Switzerland.”
As with everyone and everything over the
last year and a half, Marriott has seen definite
changes. He explains: “We find we are looking
more now at soft skills, not just when we
are engaging with the elite, but all of the
members at every golf club. COVID-19 has
accelerated that – what is on your handicap
card has no bearing on your mental health
and physical wellbeing, and we know golf
can help everyone in these areas. Whether
you are shooting 2 over or 30 over, there are
still plenty of things you need, so we are not
simply focusing on the elite aspect. We are
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really pushing our team to understand the key
role they can play in this – it’s about much
more than simply hitting a ball.”
As with all other PGAs that are CPG Members,
the Swiss PGA has a strong focus on youth and
women’s golf. Marriott explains: “We have got
about 100 junior members here at the club and
that is replicated across the country, the game
is increasingly popular, and we have had a big
drive to develop the junior programme. We have
long championed women’s golf and have some
great female players – in fact one of our juniors
was Albane Valenzuela, who is 23 now and
ranked highly on the LGPA tour.”
With golf booming, Marriott has also seen the
return of the game being used to do business.
He says: “Geneva, and Switzerland more
generally, is a hub for financial companies
and the club offers real privacy – it is a
little haven away from everything. I think
30, 40 years ago golf was seen as a great
medium to do business but that seemed
to fade. From what I have seen recently, it
is definitely now seeing a return, which is
very welcome. Networking is a key element
of golf on the continent – if you’re involved
in business, you would be daft not to be
involved in golf too!”

THE EXCLUSIVE

ELITE LIFEST YLE PACKAGE
Since 2015, One Management have been providing Bespoke Concierge Services to celebrities and sports professionals worldwide with offices both in London
and Los Angeles. Through our close connection with the Sports and Celebrity Industries we understand that our clients requirements and subsequently we have
devised a Concierge Package with you in mind. Our extensive range of services included within the package are designed to make your lives easier and allow
you to enjoy your loves in the most luxurious way possible. When joining One Management you can take advantage of the following services the package offers:

• Luxury Yacht Chartering
• Private Jet Chartering
• VIP Security upon request
• Hard to get VIP Concert Tickets
• Personal Shopping Service (Both UK & USA)
• Full VIP Travel Service
• Luxury Holiday Rentals
• Vehicle Sourcing
• Vehicle Customisation

• Vehicle Finance
• Vehicle Re-marketing Service
• Vehicle Rental
• VIP Table Bookings - UK, Europe, Dubai & USA
• VIP Nightclub Entry
• VIP Chauffeur Service
• Home Security Systems
• Event Organisation – No matter how big or small
• Luxury Holidays

If you would like to take advantage of a free 12 month introductory membership then please get in touch with one of our specialists and
experience the benefits a free membership can offer.

CALL: 01279 598070

Or mobile: 07725 059671 / 07958 004675
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MAKE THE
RIGHT NOISE
NOT JUST
WHITE NOISE
Standing out from the crowd is about more than just
turning up the volume.
With 20 years experience both as a communications
agency and as as publisher, Wildfire Sport offers
a unique proposition – expertise in everything
your business needs to find its voice and, through
ownership of some of sport’s most respected brands,
the perfect way to amplify it.

Now that’s something to shout about.

Engage. Enlighten. Entertain
E D I TO R I A L / D E S I G N / P R I N T / D I G I TA L / M A R K E T I N G / P R / C O M M E R C I A L / E V E N TS

www.platformmedia.uk
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About the

T

he Confederation of Professional Golf (CPG)
is an association of 43 National PGAs,
representing a combined membership in
excess of 12,600 golf professionals, steered
through the guiding principles of Togetherness,
Collaboration and Development to provide a collective
voice and opportunities for the benefit of the game.
The CPG is also a partner in Ryder Cup Europe as the
sole member of the Ryder Cup European Development
Trust (RCEDT) and is widely acknowledged as a lead
body in the provision of golf development expertise on
a global basis through its collaboration with The R&A
in its developmental delivery.

cpg.golf

The Confederation of
Professional Golf is
the Sole Member of the

Confederation of Professional Golf Member Countries

Associate Member Countries

Candidate Member Countries
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