
NCA’s DEI Survey
A Conversation to Raise Awareness 18
Transformative Facilities
The Turn at WGCC 36
Renovations
Employee Housing 54

PERSPECTIVES FOR LEADING PRIVATE CLUBS PUBLISHED BY THE NATIONAL CLUB ASSOCIATION

WINTER 2021

The 
Business 
Case for

Special Pull-out Section:  
NCA’s Preferred Vendors 



pgacareerservices.org/execusearch

IDENTIFY  
AND HIRE  
TOP CANDIDATES
for key executive leadership positions by utilizing the 
expertise of the PGA of America’s Career Services 
department and Senior Consultant, Michael Leemhuis, 
owner of Leemhuis Consult LLC. 



F E AT U R E S

12 The Business Case for 
Diversity, Equity & Inclusion
Why DEI matters to members, staff and 
bottom lines

18 Finding Your Lane
An interview with diversity consultant 
Heather Kim Degenhardt-Stifanic

28 Typical Club Foundations
Best practices and innovative ideas for 
club foundations

34 Tough Issues and 
Opportunity Ahead in 2021
An advocacy outlook for clubs 

36 A Transformation at The Turn
Learn how a historic club turned out to 
be ahead of the times

42 The Biggest Challenges Lead 
to the Greatest Opportunities
Recognizing some of the top club ideas 
developed during a crisis 

50 Accelerating Diversity and 
Inclusion in Golf
How the WE ARE GOLF Diversity Task 
Force Makes a Difference

54 Restoration, Preservation 
and Renovation at Key Largo 
Anglers Club
See how a historic club’s update led to an 
extraordinary employee housing project

P E R S P E C T I V E S  F O R  L E A D I N G  P R I V A T E  C L U B SCONTENTS
WINTER 2021 |  VOLUME 39 |  ISSUE 1 |  NATIONALCLUB.ORG

Club Director (ISSN 1050-8600) is published quarterly by the National Club Association, 1201 15th Street NW, Washington, DC 20005, 202-822-9822. Periodicals postage paid at Washington, DC, and additional mailing offices. 
POSTMASTER: Send address changes to Club Director, 1201 15th Street NW, Suite 450, Washington, DC 20005. 

Club Director is distributed to qualifying members and officials within NCA member clubs and to NCA associate members. Additional subscriptions ($20 annually, single copies $5 each) are available to NCA members only. 

Viewpoints expressed in Club Director are not necessarily those of the National Club Association, nor does NCA necessarily endorse products or services mentioned in editorial material. Copyright 2021, National Club Association.  
All rights reserved. No part of this publication may be reproduced, stored in a retrieval system, or transmitted in any form or by any means without prior written permission from NCA. 

3 Leading
NCA is a Club’s Best Friend

4 Observing
Thriving Through Adversity 

6 Advocating
Aftermath of 2020 Election

8 Governing
Chartering the Nominating Committee

10 Innovating
From Paper to Instagram

60 Point Counterpoint
Is stakeholder capital right for your 
club’s future?

62 Experts’ Corner
Handicap Accessibility
Board Transitions
New Golf Trends
Utilizing Club Brand
COVID-19 Impact on City vs Country Clubs

72 Data Mining
Monthly Trends Indicate Club Recovery

D E PA R T M E N T S

1812

42 54

WINTER 2021 Club Director 1  





LEADING

OFFICERS
CHAIR Christine R. Pooler, CCM, ECM 
Oakland Hills Country Club, Bloomfield Hills, Michigan

VICE CHAIR Michael Bruni
Olympia Fields Country Club, Olympia Fields, Ill.

SECRETARY Nick Sidorakis, CCM 
Southern Hills Country Club, Tulsa, Okla.

TREASURER Malcolm MacColl
The Windsor Club, Vero Beach, Fla.

PAST CHAIR Terra Waldron, CCM, CCE, ECM
Greensboro Country Club, Greensboro, N.C.

DIRECTORS
Ted M. Benn, JD
Thompson & Knight LLP, Dallas, Texas
Tom Bennison 
ClubCorp, Dallas, Texas
Ken Donovan
Fiddlers Elbow Country Club, Bedminster Township, N.J.
Thomas A. Lenz, JD
Atkinson, Andelson, Loya, Ruud & Romo, Pasadena, Calif.
Joel Livingood, CCM 
Interlachen Country Club, Edina, Minn.
Michael McCarthy
Addison Reserve Country Club, Delray Beach, Fla.
Tim Muessle, CCM, CCE
The Olympic Club, San Francisco, Calif.
Luke O’Boyle, CCM, CCE
Chevy Chase Club, Chevy Chase, Md.
Keith Pabian, JD
Pabian Law, Framingham, Mass.
Robert L. Smith II 
The Country Club of Oxford, Oxford, Mississippi
Michelle F. Tanzer, JD 
Nelson Mullins, Boca Raton, Fla.
Thomas Wallace III, CCM, CCE,  ECM 
Kopplin Kuebler & Wallace, Cleveland, Ohio

STAFF 
Henry Wallmeyer
President & CEO 
Cindy Vizza 
Vice President & Editor 
Phillip G. Mike 
Senior Communications Manager 
& Managing Editor 
Katina Cavagnaro 
Advertising & Sales

DESIGN & PRODUCTION
Blue House Design Company

PRINTING
Good Printers

CLUB DIRECTOR
National Club Association
1201 15th Street, NW, Suite 450
Washington, DC 20005
202-822-9822

NCA is a Club’s Best Friend
LIKE YOU, the National Club Association (NCA) was looking forward to 2021, but not just 
because it got us past the tumultuous 2020 (not that 2021 has started out much differently), but 
also because it gives us a chance to celebrate NCA’s 60th anniversary.

The National Club Association was formed in 1961 by a dozen clubs that got together to 
fight for the repeal of the 20% federal excise tax levied on club dues or fees. 

One year earlier, that same tax had been reduced to 10% on other forms of entertainment, 
but not clubs. Clubs felt they were being unfairly targeted. Does that sound familiar? 

Working almost entirely with private contributions, the founding NCA members spoke 
throughout the country to lobby the club industry as well as Congress. By June of 1965, NCA 
had grown to 50 member clubs and Congress repealed the excise tax on club dues or fees.

What makes this victory even more impressive is that in the February 1958 issue of USGA 
Journal and Turf Management, USGA’s General Counsel William Ward Foshay wrote about the 
unlikelihood of this succeeding in his article “Moves to Lighten Tax on Club Dues.” He said, 
“The President of the USGA has also recommended the reduction in the 20% tax rate. Under 
present circumstances, action in this regard appears unlikely.”

That was in 1958. NCA got to work in 1961, and by 1965 we had accomplished what seemed 
unlikely by the USGA just a few years prior. This tells me two things: Advocacy works, and 
there is strength in numbers. 

That is as true today as it was in 1965. NCA is your advocate and your leader in club 
resources and services. However, what we did in our infancy is different than what we are 
doing for clubs today, but it is just as vital. 

Today, NCA is still leading the way for the private club community on legislative and regu-
latory issues (see Joe Trauger’s government relations feature on page 34) and have made our 

political action committee ClubPAC a viable tool for NCA’s advocacy efforts as a non-
partisan lobbying organization being guided by a comprehensive policy agenda.

We are also leading the industry in efforts such as diversity, equity and inclu-
sion (DEI). NCA’s Diversity, Equity and Inclusion Committee is raising aware-
ness of the benefits of diversity and inclusion in private club staffs and members 
through programs and initiatives such as a survey, webinars, the National Club 
Conference and a Diversity Blueprint. There is a tremendous business case for 

diversity (see page 12) and it really is as simple as if you are inclusive, then 
diversity will follow. I invite you to read more on the industry’s DEI efforts, 
including an interview with diversity consultant Heather Kim (page 18) 
and the WE ARE GOLF Diversity Task Force (page 50). 

If you are looking to get us a gift, diamond is the traditional gift for 
a 60th anniversary. It is said that this precious gemstone is a tribute to a 
rock-solid relationship, symbolizing light, durability and faithfulness. I 
can’t think of something that describes NCA better. 

Happy 60th!

Henry Wallmeyer  
President & CEO
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By Timothy Muessle, CCM, CCE

Surviving . . . Thriving . . . Through Adversity
Inspiring Examples for Challenging Times

AS A KID, I remember my friends and 
I fantasizing about what we were going 
to be when we grew up. "Firefighter" and 
"policeman" were popular answers. So was 
"astronaut." What young boy could resist 
the raw, adventurous aura surrounding 
the new age explorers? It was the dawn of 
the technology era; all very exciting in a 
way that captivated our imagination. Little 
did we contemplate the perils that had oc-
curred, none more captivating as the Apollo 
13 incident that nearly cost the crews' lives.

I really don't want to write another 
COVID-19 article. Frankly, I'm exhausted 
with the daily firehose of them. I mean no 
disrespect to all the folks who do provide 
them. Their work has been meaningful and 
a lifeline for us all. But I don't want to write 
the umpteenth iteration. The fact is that we 
are dealing with COVID-19 every day, so it's 
difficult to ignore the subject when writing 
in a trade publication. So, I am going to 
write about adversity instead. 

Let's look to the wisdom of the ages 
and apply it to today's crisis. There is a rich 
repository from which to draw. For example, 
there is the wisdom of Roman Emperor 
Marcus Aurelius, who ruled during a far 
worse pandemic. He relied on his stoic 
training and wisdom to guide his leadership. 
Aurelius knew that he could only control his 
actions and choices, and the rest was up to 
God. Happiness and contentment are truly 
realized by doing virtuous work, not by our 
circumstances. These tenets sustained his 
leadership and kept him effective where 
many would have floundered. 

Victor Frankl managed to survive the 
Nazi death camps. He credits his survival 
to "Logotherapy," his own psychotherapy 
theory based on the concept that humans 
are driven by their search for "meaning." 
When in deep adversity, if there is a "why," 
you will endure. As Frankl faced torture 

and indignities, he carefully took note 
of what he was experiencing and how it 
affected him and his fellow inmates. His 
experience became a living experiment 
and research vehicle for his theories. 
These are just two examples of leaders 
masterfully conquering adversity.

Which brings us back to the Apollo 13 
disaster. The mission was suddenly changed 
from a moon landing to a survival crisis 
caused by the explosion of an oxygen tank. 
The crew and mission control worked 
as a team under intense time pressure to 
overcome many hurdles in bringing the 
astronauts home safely. Each item had to be 
figured out with unbridled creativity and 
unerring precision. New problems unex-
pectedly arose that might have demoralized 
or derailed them as they clawed their way 
back to the earth. They took them in stride, 
one by one, and landed safely back home.

Another film about a space accident, 
this time taking place in the future, serves 
the same lesson. In "The Martian," Matt 
Damon's character is accidentally aban-
doned on Mars by his fellow crewmates. 
He, the crew of the departed ship, and the 
NASA team on Earth figure out how to keep 
him alive for many months and then bring 
him home. After the ordeal, he tells a class at 
NASA, "At some point . . . everything's going 
to go south and you're going to say, this is 
it. This is how I end. Now you can either 
accept that, or you can get to work. That's 
all it is. You just begin. You do the math. You 
solve one problem . . . and you solve the next 
one . . . and then the next. And if you solve 
enough problems, you get to come home." 

Timothy Muessle, CCM, CCE, 
is chief operating officer of The 
Olympic Club in San Francisco and 
a director of the National Club 
Association. He can be reached at 
tmuessle@olyclub.com.

OBSERVING

"This could be the 
worst disaster NASA 
has ever experienced."

"All due respect, sir, I 
believe this is going to 
be our finest hour."
— Team Flight Director Gene Kranz 

responds to NASA Director Chris Kraft 
in the film, "Apollo 13"
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How the Dust May Settle in Congress
Implications of the 2020 Election

WHILE THE DEATH of a member-elect 
and administration appointments triggered 
special elections for a few House seats, we 
now have a fairly good view on what the 
next two years will look like legislatively and 
regulatorily. Democrats achieved their goal 
of securing the White House, taking over 
the Senate and holding their majority in the 
House, albeit a smaller one. 

The Senate is evenly divided at 50 
Republicans and 50 Democrats with Vice 
President-elect Kamala Harris breaking the 
tie and handing the gavels to Democrats. 
Perhaps the biggest surprises are Senator 
Susan Collins (R-Maine) winning her race 
by 9 points when not one poll showed her in 
the lead for the entire year and Republicans 
losing both Senate seats in Georgia. 

The House of Representatives will 
remain under control of the Democratic 
Party, but Republicans outperformed 
expectations and flipped 14 seats previously 
held by Democrats. Speaker Nancy Pelosi 
(D-Calif.) has been reelected by her caucus 
to serve another term as Speaker, but with 
a majority narrowed to 221 votes she may 
have some difficulty reaching the required 
218 for a majority to pass legislation over 
the next two years. 

Policy Impact
As mentioned above, with a Biden admin-
istration there will be a significant shift in 
policy from a regulatory standpoint as there 
is any time the White House shifts from one 
party’s control to the other. Importantly, with 
Democrats holding a slim majority in the Sen-
ate, they now have an opportunity to review 
regulations issued by the Trump adminis-
tration under the Congressional Review Act 
(CRA). The CRA is a speedier way of vitiating 
regulations of the previous administration 
that was adopted as part of the Republican’s 
Contract With America back in 1994. To the 

extent the incoming Biden administration 
would like to change the regulatory course 
in areas like labor, environment and immi-
gration, they will be able to use the CRA to 
avoid the lengthier notice and comment rule-
making process. However, as we’ve seen from 
President Obama and President Trump, there 
are many things he can achieve through Ex-
ecutive Orders, though the power is limited in 
scope and effectiveness.

With a new Biden administration, we 
can expect the Department of Labor (DOL), 
Environmental Protection Agency (EPA) and 
Department of Homeland Security (DHS) to 
quickly make moves to block, undo or rein-
state regulations the Trump administration 
had adopted or done away with over the 
past four years. In some instances, we have 
already seen this happen. While the more 
robust proposals Biden campaigned on would 
require congressional action, even with 
Democrats taking the majority in the Senate, 
some moderate Democrats may temper pro-
gressive demands. Still, there is much a Biden 
administration can do through the regulatory 
framework. Immigration changes made 
under the Trump administration will likely 
be rolled back, which would provide some 
measure of stability for those clubs utilizing 
seasonal worker visas. Other measures, such 
as changes to labor and environmental reg-
ulations will likely take some time to change 
course. It appears the next two years will be 
very active on the regulatory side and the 
legislative calendar is likely to be busy as well. 
NCA is ready and will continue delivering the 
private club community’s message to legisla-
tors and regulators. 

Joe Trauger is NCA’s vice president 
of government relations. He can be 
reached at trauger@nationalclub.org 
or 202-822-9822. 

By Joe TraugerADVOCATING

Immigration changes 
made under the 
Trump administration 
will likely be rolled 
back, which would 
provide some measure 
of stability for 
those clubs utilizing 
seasonal worker visas. 
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Chartering the Nominating Committee

IN MOST PRIVATE CLUBS, the Nom-
inating Committee sets the future of the 
club. The Nominating Committee, the pro-
verbial queen- or kingmaker, profoundly 
influences the tone and tenor of club gov-
ernance. It is advisable that all understand 
the charter’s significance for the Nomi-
nating Committee because it is from the 
committee charter that the process earns 
its validity and trustworthiness.

In clubs using an uncontested elec-
tion model (members voting for a 
selected slate of candidates) for board 
service, it is the Nominating Committee 
that selects the club’s future leaders. In 
clubs using a contested election model 
(multiple members run for open board 
seats and are selected by a popular vote 
of club members), the Nominating Com-
mittee either proves itself to be a trust-
worthy and balanced agent of the mem-
bers or a group of members out of touch 
with the preferences and priorities of 
their fellow members.

The Nominating Committee mem-
bers should be well-known members of 
the club who are recognized for their 
integrity, character and good judgement. 
Beware of people who are “running” for 
the board. Board positions are thankless 
jobs with significant fiduciary duties.

Authority – The authority of the Nom-
inating Committee should be defined 
within the club’s bylaws and/or Board 
Policies Manual. The Nominating Com-
mittee charter should align with these two 
governing documents.

Term of Service – The Nominating Com-
mittee should not be permanent. Clearly 
established guidelines must be a part of 
the charter for the term of service. Typ-
ical terms for a Nominating Committee 

should range from three to six years—
dependent upon the term of service for 
board members.

On an as-needed basis, the Nominating 
Committee may evaluate the board’s term 
limits and modify them if needed for 
board efficiency or to accommodate the 
changing size of the board.

Board Selection Criteria – The Nominat-
ing Committee charter should provide the 
committee guidance concerning the qual-
ifications and/or capabilities required of 
future board members. For example, most 
clubs benefit from members with legal, 
banking/finance, insurance and public 
accounting backgrounds.

It is desirable to nominate members 
whose interests differ to provide bal-
anced and impartial governance. For 
example, a board made up of all avid 
golfers can be perceived to be out of bal-
ance by members with interests other 
than golf. Avoid nominating members 
who represent “constituencies” of like-
minded members. Each board nominee 
should represent and seek to understand 
all members’ viewpoints.

Selection criteria should be defini-
tive concerning conflicts of interest—
whether real or perceived—and all other 
potential factors that could serve to 
undermine the credibility of the com-
mittee and its nominees.

Board-Candidate Recruitment and 
Evaluation Processes – The Nominating 
Committee charter should recommend 
preferred methods of recruiting prospec-
tive board members with clearly stated 
caveats to ensure that all nominees under-
stand that positions are not guaranteed 
and that being nominated may not result 
in their successful selection to the board.

A growing number of clubs, for 
example, require that a prospective board 
member has successfully recruited a 
member of the club. 

The Nominating Committee may also 
recommend policies for board members’ 
giving and fundraising expectations. In 
some clubs, the Nominating Committee 
may write descriptions for board officers, 
board members and committee charters 
for standing and ad hoc committees.

The role and responsibilities of the 
Nominating Committee are profound and 
great care and transparency must be given 
to populating the committee with the 
clubs most respected members.

NCA’s Board Toolkit: Club Leadership 
Essentials provides great insight in this 
area including a sample Nominating Com-
mittee charter. Access the Toolkit by vis-
iting nationalclub.org/boardtoolkit/. 

Henry DeLozier is a principal 
at GGA Partners, an international 
club management consulting firm 
that provides specialized services 
to more than 3,000 clients from 
offices in Toronto, Phoenix and 

Dublin (IR). He can be reached at  
henry.delozier@ggapartners.com.

The Nominating 
Committee members 
should be well-known 
members of the club 
who are recognized for 
their integrity, character 
and good judgement.

GOVERNING By Henry DeLozier
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From Paper to Instagram
Winged Foot’s Social Media Success Story

ABOUT 25 YEARS AGO, I suggested 
to the board of governors of Winged Foot 
Golf Club that a website was in order. As 
you can imagine, or maybe you can’t, but 
25 years ago the idea of a club like Winged 
Foot having a website seemed preposter-
ous. “What are we going to do with the 
website?” board members asked. 

“We are going to communicate with 
members!” That’s exactly what I said. Back 
then, we were still handwriting chits, there 
was not a computer in sight, and pencil and 
paper were still being used regularly. Circa 
1990 we were sending out paper letters 
multiple times a week. Yes, there was a time 
before the internet—as well as before point 
of sale, back office systems and all of the 
things that we now accept as standard busi-
ness operations. I still remember the chits 
being placed into “pigeonholes” alphabet-
ically at the end of each month and sorted 
by hand. Much has changed since then—
except for the need to actively, consistently 
communicate with the membership.

In the spring of 2020, Winged Foot was 
about to host the U.S. Open in the midst of 
a pandemic. The plans that we had worked 
on for the past five years had to be scrapped, 

and we needed to move quickly to another 
plan. While those of us involved in the plan-
ning conversations were working diligently, 
we realized that we needed to get the word 
out to the membership. The questions were 
starting to come in: What’s going on with 
the U.S. Open? Is it being canceled? What 
about the tickets that we purchased? What 
do I tell my guests? In mid-March, with 
questions being fired at us, it was time to 
start communicating. Unfortunately, we still 
did not have all the answers, but we decided 
it was better to provide the information 
available than to not say anything. As deci-
sions were made, and answers available, we 
let the membership know. 

Instagram Messaging
To make sure the messages were getting 
out quickly and efficiently we began to rely 
more on text messaging and on our Winged 
Foot member-only Instagram account. We 
also started to produce videos to explain 
what was going on. The private Instagram 
account proved to be the most effective and 
efficient way to get word out to the member-
ship. At this time, we had about 500 follow-
ers on the account. We continually reviewed 

the analytics to see what was being read and 
how members were responding, and then 
adapted the messaging accordingly. 

When the 2020 U.S. Open came in 
September, we began flooding the mem-
bership with information. Some of it was 
specific to volunteers, some of it specific to 
transportation, some general information 
about the U.S. Open—and a lot of informa-
tion about COVID-19 testing. COVID-19 
testing and compliance was our major 
concern. Members needed to know the 
rules of engagement; where to get tested; 
how their credentials would only be acti-
vated if they had received a negative test; 
and what to do and who to see if there 
were any issues. 

Prior to the commencement of the 
U.S. Open, 2,000 people had to be tested. 
Everyone had to be continually reminded 
about protocols for wearing masks, washing 
hands, being aware of any symptoms and 
about personal behavior when offsite. One of 
the more critical messages: If you test posi-
tive you will not be a part of the U.S. Open—
no excuses. We needed to bring this point 
home with the members and employees. A 
private Instagram account for employees 
had been set up as well as a text messaging 
system. It was critical that employees were 
receiving the same messages at the same 
time as the members. 

This intense level of communication with 
such high frequency required a few dedi-
cated staff persons. We were lucky enough 
to find Caroline Assumma, whose father is 
John Assumma, the long-standing general 
manager at the Waccabuc Club. Assumma 
worked alongside Tanya Wyss, Winged 
Foot’s U.S. Open coordinator. Together they 
ensured that the communication was taking 
place on time, accurately and efficiently. 

INNOVATING By Colin A. Burns
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During the week of the U.S. Open, we 
engaged social media professional Kristie 
Stark, whose firm specializes in online 
communications. She was tasked with 
capturing moments throughout the day, 
every day, and posting them to the Insta-
gram account. Stark primarily focused on 
the member experience and posted photos 
of members in the field doing their volun-
teer duties, or while they were enjoying 
themselves between shifts. Stark posted 
nonstop on the private Instagram account 
for an entire week—morning to night—to 
the members’ delight.

Each morning of Championship week, 
the General Chair of the U.S. Open pro-
vided Wyss with a summary of the prior 
day and some commentary on what to 
look forward that day. This summary was 
posted to the club’s private Instagram 
account and website immediately. The 
daily pin sheets that were given to the 
players were published to the membership 
by 5:30 a.m. For the next 12-plus hours, 
we communicated nonstop with the mem-
bership, reminding them about the shuttle 
schedule, the hours for the member vol-
unteer area, COVID-19 protocols, weather 
and anything else we could think of. One 
of the great successes of the 2020 U.S. 
Open was the communications effort. It 
was like nothing we had ever done before.

The world of social media can be a scary 
place. As we all know, once something is 
“out there,” there is no way of getting it 
back. Our postings are always vetted to 
ensure appropriateness. Access is limited 
as to posting capabilities. While we want 
the staff to have fun, to keep the postings 
fresh, we need to have uniformity of mes-
saging and adherence to the club style 
guide. Most critical is the need to have 
messaging be something that we are proud 
of and not something that would ever cause 
embarrassment or regret. Shakespeare’s 
line about, “once written, forever read” was 
never so true as it is now. 

Colin A. Burns is general manager of Winged Foot 
Golf Club. He can be reached at cburns@wfgc.org.

Instagram Sales for the Golf Shop
Before the private club Instagram account, a private golf shop Instagram 
account had already been established by Golf Shop Manager Katie Wiedmar 
and Assistant Golf Professional Niall Kelly. Seeing a need for a new method of 
communication—the website was not being used like before and the occa-
sional email was not getting the message across—the golf shop Instagram 
account was established and 2020 was its first full season. COVID-19 drove 
home the need to increase messaging to the membership and to provide a new 
way of  “shopping.” 

Winged Foot has a very high-volume shop by almost any comparison. The 
2020 U.S. Open only increased the interest in already highly sought-after mer-
chandise. At one point, the shop was closed to “sidewalk sales” only. So, how 
do you show the members what is in the golf shop if they are not permitted 
to come inside and browse? The shop Instagram account helped fill that void. 
Wiedmar and Kelly took still images of new merchandise. The photos were 
all staged to present the merchandise attractively. Many “stories” were set to 
music, a really nice touch. There were the occasional videos of the professional 
staff giving a brief lesson or simply hitting a pure shot down the middle of the 
fairway. Direct messaging (DM) from the Instagram account allowed members, 
spouses or children to either order merchandise or to ask more about what 
was being shown. “One of my children saw this on the Instagram account,” was 
a line Wiedmar heard quite often. That is almost a guaranteed sale! A DM into 
the shop is viewed by staff and the requested merchandise is either shipped or 
placed into the member’s locker. This efficient system allows the shop staff to 
fill the orders off hours and not stop what they are doing as would be the case 
of a phone call. 

Ensuring privacy is critical for both the club’s and the shop’s accounts. In the 
case of club account, requests to follow are vetted closely by a staff member. 
The account is open to members, spouses and their children. If there is any 
question because we do not recognize the requesting email address, the 
request is denied. Following the U.S. Open we had a request from someone 
named Bryson. Ok, so we made one exception. 
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The 
Business 
Case for

Improving Clubs Through  
Policies and Practices
By Phillip G. Mike
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T he past year has seen a dramatic shift in society trends and 
values. At the forefront is diversity, equity and inclusion 
(DEI). While the issue sparked intense debate and calls to 

action from individuals and groups across the country, research 
reveals a critical case for employers and businesses to develop 
strong DEI initiatives and practices. 

Expanding the Talent Pool
Recent studies indicate that businesses often look in the wrong 
places or inadvertently limit their talent pool, cutting out appli-
cants who may benefit employers. A 2019 SHRM survey reports 
that 83% of HR professionals report they had trouble recruiting 
suitable candidates in the year prior, and 75% of those say there is 
a shortage of skills in candidates for job openings, yet data reveals 
that the talent likely exists. 

A 2017 study by Accenture, Grads of Life and Harvard Business 
School found that employers were increasing the educational 
requirements for jobs typically held by high school graduates. 
Additionally, the automated hiring tools excluded qualified can-
didates for these mid-skill jobs simply because the candidate did 
not have a degree. The belief is often that hiring someone with a 
college degree to fill these positions (supervisors, technicians and 
sale representatives) benefits employers, however these hires tend 
to be less engaged in their roles, have higher turnover and reach 
similar levels of productivity as high school graduates. 

Similarly, the SHRM survey reports that 66% of HR profes-
sionals say that hires with a criminal background perform at a 
comparable level to those without a criminal background, how-
ever many employers immediately eliminate these candidates 
from their selection process.

Research also indicates that employers may inadvertently limit 
their talent pool based on the racial indicators of applicants. A 
Harvard Business School study tested this by creating resumes for 
Black and Asian applicants. Some of the resumes included infor-
mation indicating the applicants’ racial status and others where 
“whitened” to remove those factors. Twenty-five percent of Black 
applicants’ “whitened” resumes received callbacks while only 10% 
of the unchanged resumes received a follow up. Similarly, 21% of 
Asian applicants’ “whitened” resumes received callbacks com-
pared to just 11.5% of the unchanged resumes. 

To help combat this, recruitment companies like Yello and 
Entolo now specialize in minority hires. Additionally, the talent 
pool has dramatically opened up due to the popularization of 
working from home. More than ever before, employers candidates 
with less consideration to their proximity to the job. 

Bottom Line Benefits to Diversity
Gender Diversity
Research also indicates that companies perform better when there 
is greater diversity and inclusion at the highest levels of the business. 
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According to a recent study by McKinsey & Company, the greater 
the representation at top levels of businesses, the higher the likeli-
hood of outperformance. For example, companies with more than 
30% female executives were more likely to outperform companies 
that had 10–30% female executives. Those companies were more 
likely to outperform companies that had even fewer or no female 
executives. The most gender-diverse companies are 48% more like-
ly to outperform the least gender-diverse companies. 

Ethnic Diversity
Ethnic diversity also can have real financial benefits to businesses. 
In 2019, the top quartile of ethnically diverse companies outper-
formed those in the bottom quartile by 36% in profitability. This is 
up from 33% in 2017 and 35% in 2014. 

Independence as Diversity
Another aspect of diversity is utilizing independence. Without 
involvement in the day-to-day, outside observers can look a busi-
ness from a fresh perspective compared to regular staff. The Wall 
Street Journal reports that among S&P 500 companies, 85% of the 
firms say that at least two-thirds of its directors have no link to 
day-to-day operations. This separation helps encourage a diversity 
of viewpoints from different professional backgrounds. 

Consumer Perception and Values
More than ever, consumers are spending dollars with businesses 
that align with their values. Across industries, consumers have 
made their voices heard patronizing businesses or sponsors of 
businesses that support or don’t support particular causes. The 
2020 Gartner Consumer Values and Lifestyle Survey reveals that 
equality is the highest ranked value held by consumers. “I strongly 
believe that all people should have equal opportunity and equal 
access in all areas of life,” is now the value with which the highest 
number of U.S. consumers identify.

Consumers are acting on these values as well. A recent study 
by McKinsey still shows that consumers still prioritize value and 
convenience in their purchases, however, an increasing number of 
buyers are considering corporate values, such as how companies 
treat their employees, in their purchasing decisions. Twenty-three 
percent of Americans are buying more from companies that take 
care of their employees’ safety. Only 8% said they are buying less 
due to it. Further, a 2019 survey by Adobe found that 38% of con-
sumers are more likely to trust brands that do well with showing 
diversity in their ads.

Building Community and Culture
A recent McKinsey study of women in the workplace reveals 
that women are more likely to support and mentor other fe-
male employees. According to the data, senior-level women 
are more likely than their male counterparts to support em-
ployee-friendly policies and programs and to champion racial 
and gender diversity. More than half of senior-level women say 
they regularly take action to support gender and racial equity 
at work, compared to just 40% of senior-level men. Particularly 
during the COVID-19 pandemic, many women have considered 
stepping away from work to take care of family duties. How-
ever, the case can be made that given the support women offer 
their female colleagues, women are an important factor to each 
other’s success in the workplace. 

Millennials Prefer 
Inclusive Brands

■ 54% of younger millennials believe that retailers have 
a responsibility and duty toward addressing wider 
social and political issues with regards to diversity.

■ 51% of younger millennials are more likely to shop at 
a retailer that demonstrates awareness of such issues.

■ Roughly 70% of millennials are more likely to choose 
one brand over another if that brand demonstrates 
inclusion and diversity in terms of its promotions and 
offers, their in-store experience, their product range 
and their environmental awareness.

■ 31% of younger millennials see diversity in the work-
place as an important attribute when it comes to 
deciding where to shop.

Source: Accenture

In 2019, the top quartile of 
ethnically diverse  
companies outperformed  
those in the bottom  
quartile by 36%  
in profitability.

14 Club Director WINTER 2021



Club Case Study #1

Walking the Walk
Union League Club of Chicago

The Union League Club of Chicago was 
founded more than 140 years ago dur-
ing the Ulysses S. Grant administration 
with the purpose of being committed 
to community and country. Since then, 
the club has done just that through its 
strong culture and structure.

Today, at the core of this mission, the 
club actively addresses the question, 
“How do we make the Union League 
Club more like the Chicago-land area?” 
The city is the country’s third largest and 
is proud of its diverse representation at 
its highest level. Chicago has had two 
African American mayors, including the 
current mayor Lori Lightfoot, who is 
openly gay with a wife and daughter. 

ULCC works to emulate this culture 
at its highest levels and the club’s board 
has been an industry leader in diversity. 
ULCC elected its first African American 
club member in 1969. He later became 
a board member and then the club’s 
president in 1985, and this past year, his 
daughter was elected to the board. The 
club has also had five female presidents. 

This representation continues today. 
At the start of the last club year, ULCC’s 
board was 50% female and today 
includes a female president, two black 
females and one Latina. 

The club organically advances its 
diversity mission by reinvesting its 
inclusive culture back into the club’s 
governance structure. The club fills its 
board with highly qualified candidates 
through its Nominating Committee, 
chaired by the immediate past pres-
ident. The Committee is generally 
comprised of past board members who 
understand the club’s mission and are 
active in the club. By the time a board 

member is president, they have served 
8 years. 

The Public Affairs Committee also 
plays a critical role. This committee helps 
communicate the interests of the city to 
government to advocate for important 

issues including government ethics, elim-
ination of the death penalty and other 
matters. It “keeps our true north,” says 
General Manager Mark Tunney. The 
committee also hosts nonpartisan public 
forums on critical issues of the day to 
facilitate thoughtful, live discussion of 
matters that are vital to the citizens of the 
community and nation.

The club also boasts three founda-
tions that support the Chicago-land area, 
including the Union League Boys & Girls 
Club, founded more than 100 years ago; 
the Chicago Engineer’s Foundation; and 

the Luminarts Cultural Foundation. In 
2019 alone, the Boys & Girls Club sup-
ported 15,009 Chicago youth with low-
cost or free lunches, mentorship and a 
fun space to enjoy. Ninety-nine percent 
of these children are from minority 
populations. The presidents of the three 
foundations are all women.

In 2007, the Public Affairs Com-
mittee created Subcommittee on Race 
Relations, with a goal of deepening its 
members’ own awareness of the com-
plex issues of race in society and in our 
personal lives. One of the issues it has 
tackled is youth incarceration. 

With the onset of the summer protests, 
equality was at the forefront of the club’s 
and its members’ minds. The club issued a 
statement that struck at the core ULCC’s 
values. In the statement the club wrote, 
“We are a social club committed to com-
munity and country, where we do things 
we enjoy and care about with people 
we enjoy and care about. . . . We invite 
everyone to participate in our culture of 
hospitality, regardless of, but not limited 
to race, gender, sexual orientation, family 
status, religion, ethnicity, national origin, 
physical disability, veteran status, or age.” 

Despite the successes the club has 
had in this area, Tunney knows that the 
club is always cultivating a culture that 
reflects the Chicago-land community. 
The club removed its male-only mem-
bership model decades ago and con-
tinues to build toward a more inclu-
sive membership and leadership. 

The club keeps its sights 
on new members with open-
ness, says Tunney. “We don’t 
go after a target market. We 
want a big umbrella.” 

At the start of the last 
club year, ULCC’s board 
was 50% female and 
today includes a female 
president, two black 
females and  
one Latina.

WINTER 2021 Club Director 15  



Club Case Study #2

Expanding the Community Beyond Club Walls
The Harvard Club of Boston

The Harvard Club of Boston, founded in 
1908, has been the home of many of the 
world’s leading, forward-thinking minds. 
But even with a visionary membership, the 
club felt it needed to evolve.

In the wake of COVID-19 and eco-
nomic and civil unrest, the Harvard Club 
adapted. The club’s membership draws 
from its namesake university, and for the 
first time in its history, its 2021 graduating 
class will have a majority of students from 
minority communities. Recognizing that 
the Harvard Club’s growth was stagnant, 
the core of the club’s revenue stream 
was reduced, and that the key to a club’s 
success is the vibrancy of membership, 
General Manager Steve Cummings and the 
board began to consider potential changes.

The club increased digital engagement 
to deliver services to demonstrate the 
club’s value to members. New amenities 
included virtual fitness sessions, virtual 
speaker series, take-out and curbside 
pickup and outdoor dining. The club also 
transformed function spaces into novel 
social-distance friendly work-from-any-
where areas.

Benefiting from the pandemic, the “vir-
tual club” tapped into a previously inac-
cessible market of Harvard alumni. Fitness 
attendance tripled. More than 1,500 non-

resident members engaged the club ser-
vices at unprecedented rates with the new 
offerings. Members from around the world 
became part of the club community, albeit 
from miles away. The meaning of a club 
membership transcended the four walls of 
the clubhouse.

Further, the club has also hired a data 
analyst to better understand membership 
demographics. The analyst uses data to 
identify potential locations for a satel-
lite operation to enhance the member 
experience, whether that be a sports 
club in the suburbs or a pub in Harvard 
Square. According to the general manager, 
“nothing is off the table.”

In a recent conversation with one of 
the Harvard Club board members, he 
asked the following:
1. Who is the most successful taxi 

company? Uber
2. Who is the most successful hotel 

company? Airbnb
3. Who is the most successful retailer? 

Amazon
4. What do they all have in common? They

do not own taxis, hotels or retail space.

Is it possible for a club to be
successful without a physical place to 
“meet and mingle?”

According to board member Andy 
Freed, “The face of Harvard has changed, 
and so must the club. We do not want 
to create a place; we want to create a 
sense of belonging,” he said. “We want to 
attract the next generation of members 
not because of our dining and facilities, 
but because of who we are and what we 
stand for. The club must represent all 
alumni and articulate our values implic-
itly and explicitly.”

Benefits of Inclusion Require Honest Change
While the studies mentioned indicate that having a diverse and inclu-
sive culture, especially at high levels, improves the business bottom 
line, placing people from diverse backgrounds at the top, by itself, 
doesn’t necessarily create positive change and boost performance. 

Researchers at Harvard Business Journal have found that the 
“learning-and-effectiveness paradigm” is critical to affecting the 

most positive change from a diverse workplace. This approach 
entails recruiting and retaining more people from underrepre-
sented communities as well as tapping their specific identity-re-
lated knowledge and experiences as resources for learning how the 
organization could improve its performance. Teams that do this 
are more effective than homogenous groups or even heterogenous 
groups that don’t leverage their members’ experiences. Researchers 

“The face of Harvard has 
changed, and so must the 
club. We do not want to 
create a place; we want  
to create a sense  
of belonging . . .”
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suggest that organization that are open to new viewpoints, commu-
nicate that individuals and new perspectives are valued and that 
team members can speak without fear of disrupting group cohesion. 

Individuals feel included when they have influence to help 
set an agenda, determine what work should be done and how, 
and have their needs and interests heard and their contributions 
recognized and rewarded, the researchers add. Other indicators 
of a culture that capitalizes on diversity are that team members 
can reflect and discuss their team’s functioning, status differences 
among groups are minimized, and groups believe the team sup-
ports learning including members’ differences. 

The study found that when business combines this culture 
with new, diverse perspectives, it leads to better decision-making, 
higher quality of work, greater team satisfaction, and in some 
cases, more equality.

The Business Case
There are a multitude of reasons why clubs and employers should 
consider stronger DEI practices. These include both internal and 
external benefits that can improve perception and performance 

of clubs. However, changes should be made with an earnest effort. 
Without living and adhering to the values supported by DEI prac-
tices, many of the benefits may not come to fruition. 

Phillip G. Mike is NCA’s senior manager of communications and managing editor 
of Club Director. He can be reached at 202-822-9822 or mike@nationalclub.org.

Researchers at Harvard Business Journal 
have found that the “learning-and-
effectiveness paradigm”  
is critical to affecting  
the most positive  
change from a  
diverse workplace.
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hat does diversity, equity and 
inclusion (DEI) have to do 
with private clubs? As noted 

in the cover feature (page 12), there is a 
business case to be made for organiza-
tions with diverse representation on their 
boards, within their membership, among 
their staff and leadership. Truly private 
clubs have a long history—supported by 
Supreme Court decisions and protec-
tions afforded under the First and Fourth 
Amendments of the U.S. Constitution—to 
the right to choose with whom one asso-
ciates. However, there are many levels of 
diversity and many opportunities to be 
diverse within the private club community 
that do not preclude privacy rights and 
protections. NCA and the DEI Commit-
tee will expand the dialog about ways in 
which each club can approach this issue.

Outreach from a former club employee 
and now volunteer DEI consultant fur-
ther advanced NCA’s plans to assess the 
club community’s DEI engagement level 
through a national survey in order to iden-

tify the challenges to implementing DEI 
initiatives and begin an exchange on ways 
in which NCA can assist clubs interested 
in becoming more inclusive. NCA has 
formed a new Diversity, Equity and Inclu-
sion Committee (see box for members) 
that has developed a set of definitions to 
describe DEI terms as they apply to the 
private club community and to develop 
priorities for initiatives to assist the pri-
vate club community.

Let’s begin with introducing Heather 
Kim Degenhardt-Stifanic, founder of 
IIICONIC, an inclusion and diversity-fo-
cused nonprofit consulting organization.

Q  Tell us about yourself, your back-
ground and family. 

A  I was adopted from Danang, Vietnam 
as an infant by my parents Edwin and 
Dawn Degenhardt. My father is of 
German descent and my mother is of 
French, Scottish and British descent. 
I have eight siblings, all adopted, with 
multicultural ancestries of Vietnamese, 

Indian, Chinese, Korean, Sioux Native 
American, European, Jewish and African 
descent. Our family lived in Cleveland, 
Ohio, until my father was approved as 
an owner/operator for the first of five 
McDonald’s restaurants in northern 
Maine. I grew up in the fast-food uni-
verse and worked in the restaurants from 
age 8 through college. I attended the 
culinary arts program at Southern Maine 
College then transferred and graduated 
from Johnson & Wales University’s hos-
pitality program in Providence, R.I. I 
completed my college internship at the 
Ocean Reef Club in Key Largo, Fla., and 
am certified in macrobiotic studies from 
the Kushi Institute in Becket, Mass. 

Q  You have had an interesting 
career—especially with private clubs. 
Tell us about your work in the hospi-
tality industry.

A  The first 13 years of my hospitality ca-
reer was in hotel operations. I managed 
restaurants, stewarding and housekeeping 

By Cindy Vizza

DIVERSITY, 
EQUITY AND 

INCLUSION
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WEBINAR 
Diversity, Equity 
and Inclusion
Creating Your Club’s Diversity 
Plan: Where to Begin

Thursday, March 11, 2021  
at 2 pm EST

For more information  
and to register, visit 
nationalclub.org/education

Heather Kim Degenhardt-Stifanic, 
founder of IIICONIC. Photos by 
Nicole Mondestin Photography
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with Marriott International, The Ritz 
Carlton Hotel Company and Global Hyatt 
Corporation. I transitioned into human 
resources with Hyatt as a human resourc-
es coordinator, then employee relations 
manager, training manager and finally as 
director of service training and educa-
tion. The last 13 years of my career was 
as human resources manager for the Yale 
Club of New York City and ended as their 

assistant human resources director. My 
human resources experience specialized 
in employee relations, training and de-
velopment, hiring, safety/compliance and 
the facilitation of all employee volunteer 
and community events.

Q  What was your experience with 
diversity in the club workforce? How 
diverse is the makeup of management 
staff? Hourly workers? 

A  Not until I joined the Yale Club did race 
and gender come to the forefront of my 
career consciousness. I felt obligated to 
address issues that were important—and 
very personal to me—including diversity, 
equity and fair application of club policies 
at every level. The line staff represented 
many creeds and cultures from around the 
world. My definition of DEI is feeling safe 
to express my thoughts, being made to feel 
included and being valued. One of the chal-
lenges at clubs is how to leverage diversity 
in the best way to advance the workplace. 

Q  You recently orchestrated the 
National Club Association’s “Inclusivity 
Research Survey for Private Clubs.” 
How did you come to work with NCA?

A  During the summer, I was moved by 
the public outcry and solidarity to bring 
attention to the racial inequities for people 
of color. I conducted an outreach focus 
group for the Black managers of the club 
to listen to their perspectives from their 
work experience. I also reached out to di-
versity and inclusion experts and training 
leaders to understand what this moment 
means to them. I reflected over the span 
of my career of the past 25 years and came 
to realize not much has changed relating 
to the advancement of minorities at lead-
ership levels. When I say advancement, I 
mean power, influence and decision-mak-
ing. I want to make a difference in the 
careers of minority managers and prepare 
the next generation, so they have the sup-
port, access and opportunities to advance 

and navigate a healthy and successful ca-
reer. I needed a way to connect to the na-
tional private club community, so I wrote 
a letter to the National Club Association 
President & CEO Henry Wallmeyer in 
July. I shared my perspective on diversity 
and invited him to collaborate on ways to 
improve diversity and inclusion for private 
clubs. I was impressed with Henry’s inter-
est and thought leadership to recognize 
the value and importance of having the 
difficult discussion. Henry saw an oppor-
tunity to improve the club industry in the 
diversity space and has been uncondition-
al in his support to advance our discussion 
forward. I can only describe Henry’s will-
ingness to engage, listen, learn and turn 
talk into action as courageous. We zoomed 
the next week and the rest is history.

The Inclusion Survey Findings
NCA conducted an Inclusivity Survey in 
October 2020. Nearly 100 clubs shared 
information about their investment in 
diversity, equity and inclusion (DEI) for 
both employees and members. While 
many clubs are not actively engaged in 
this area, this survey was an opportunity 
to explore the topic and advance efforts 
toward creating a united club community. 
NCA’s goal is to use this information to 
raise awareness and start a conversation 
of how DEI experiences impact employ-
ees at work, among club members and 
their communities. 

IIICONIC: WHY 
THREE ‘I’S? 
Our Tenets include:
INTEGRITY—With everything you 
do, lead with integrity.
INTERCONNECT—Seek out 
opportunities to learn and grow 
from diverse experiences and 
perspectives. 
ILLUMINATION—Do whatever you 
can to illuminate the path for the 
next generation.

There are 4 ‘I’s in IIICONIC, the 
fourth I is you.

Our mission: 
To advocate for the potential and 
success of all people. 

Our purpose: 
■ To help the next generation of 

students and managers navigate 
a successful and healthy career. 

■ To advance the industry by 
attracting sensational and 
diverse talent. 

■ To increase the access and 
opportunities for minority 
professionals and businesses. 

Learn more at iiiconic.org/. To 
sponsor, share comments or feed-
back, Heather can be reached at 
heatherkim@iiiconic.org.

"I felt obligated to 
address issues that 
were important—
and very personal 
to me—including 
diversity, equity and 
fair application of club 
policies at every level." 
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Q  Tell us about the findings of this 
survey? How inclusive are clubs’ work-
forces and memberships?

A  I want to thank all the general manag-
ers who completed the survey; your time 
and feedback is valuable and greatly ap-
preciated. It’s hard to assess how inclusive 
clubs are from the survey but I can tell 
many are very passionate about their posi-
tion on wanting diversity to be an organic 
process. Data can be a compelling tool for 
advocacy and positive change. The an-
swer to the question of “how inclusive are 
clubs?” has to come from the people with 
which we are trying to be more inclusive. 

The survey results support examining 
the current culture of your club. Look 
through the lens from someone else’s per-
spective and try to understand how they 
navigate your club. What are their expe-
riences like? How are they made to feel? 
What would they want to change to make 

it more inclusive and welcoming for them? 
You should be asking these questions of 
your employees and your members because 
inclusion initiatives do not just happen by 
accident; the work must be guided by feed-
back and shared experiences. 

Q  What are some of the most signif-
icant ways that clubs are addressing 
DEI issues? 

A  From the survey, we learned that 
clubs are addressing DEI with employ-
ees more often than with membership. 
Forty-five percent of respondents indi-
cated that they present a diversity, eq-
uity and inclusion policy for employees 
primarily at staff orientation/onboard-
ing. Only one-third of respondents pres-
ent DEI policy information for members, 
most often presented at member orien-
tation/onboarding or is contained in the 
member rules or bylaws.
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The survey sample also showed that 
47% of clubs are conducting annual diver-
sity or sensitivity training for their staff in 
compliance with state mandates. 

Clubs also are demonstrating a 
commitment to meeting the needs of 
employees and members with disa-
bilities. The majority (71%) of clubs 
reported making adjustments to proce-
dures based on accommodation requests. 
Also, more than half (53%) have written 
policies on accommodations at clubs. 
Several clubs provide mobility devices 
allowing access to club without diffi-
culty (48%) and allow service animals 
(44%). Comments provided by those 
selecting “Other” include adhering to 
state mandates and making historic 
buildings handicap accessible. 

Q  What are some of the surprises from 
the survey?

A  I would not say surprises but confirma-
tions as to where we are as an industry. For 
instance, survey respondents were asked 
to indicate how they measure if minority 
employees and members are made to feel 
welcome at the club. While 70% of clubs 
currently do not measure either minority 
employee or minority member feelings 
of welcomeness at the club, minority em-
ployee levels of welcomeness are meas-
ured slightly more often than minority 
member levels of welcomeness. A satisfac-
tion survey is the most frequent method of 
measurement for both minority members 
and minority employees. “Other” answers 
cited informal processes for evaluating 
minority employee feelings of welcome-
ness through informal feedback and open 
dialogue, follow up with new employees, 
“open and honest conversations” and dur-
ing annual performance evaluations using 
work environment questions. Other ave-
nues cited for evaluating minority member 
feelings of welcomeness involved informal 
measures such as open dialogue and per-
sonal inquiries from board members or 
identified staff or department heads.

While the club staff can have a diverse 
make-up, and most do, the characteris-
tics of an inclusive workplace is absent. 
There are many reasons why members or 
employees of color do not speak up about 
what they are experiencing. Inclusion 
creates an environment where everyone 
feels comfortable to bring their whole 
self to work. Creating opportunities 
for safe and supportive discussions to 
happen must be part of your inclusion 
goals. There are resources, experts, best 
practices and training to help evolve in 
this space. If you’re open to learn, the 
experience will create opportunities to 
change for the better. Inclusion increases 
collaboration, stokes innovation and cre-
ates new channels to bond and connect 
with your members and employees. We 
can always improve. 

Q  Aside from the responses to the 
questions, what did you learn from the 
comments from survey respondents?

A  I can hear concern and hesitation from 
the comments about getting this work 
right for fear of doing anything wrong, 
almost to the extent of doing nothing. I 
want to assure you there is no right or 
wrong, no good or bad; if you act with in-
tegrity and are guided by your humanity 
to make a difference to advance diversity 
and inclusion, you will be fine. You have to 
start somewhere and if you’re already do-
ing this work, you can always reevaluate to 
improve. Now is the time to create your in-
clusion plan. It does not have to be gargan-
tuan. Accomplishing small steps is better 
than no steps. Collectively, all your small 
steps equals progress for the industry. 

An important observation from the 
survey came from a comment that said 
they will follow their human resources 
initiative. Diversity and inclusion are not 
just a human resources function. They are 
part of the human resource function as 
“culture builders,” but the responsibility of 
inclusion belongs to every member of club 
management and leadership. 
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Looking Forward 

Q  Many clubs look to bring in the next 
generation club members, which we 
know to be more diverse. How do we 
start a conversation on member diver-
sity at clubs? How can clubs include 
more women, people of color, multigen-
erations and others that represent cur-
rent American demographics? 

A  Attracting more women, people of color, 
and multigenerational members should be 
easy if you create deliberate plans to in-
clude them. You need to meet them where 
they are—you may be surprised how many 
are living or working close to your club. All 
of these groups have affinity clubs at their 
colleges, alumni associations, professional 
associations and community groups. Invit-
ing an association’s chair or president to an 
inclusive event to meet your team and see 

your club is a great way to start the conver-
sation. It’s important not to make decisions 
about the underrepresented groups based 
on stereotypes. Each grouping has their 
own set of expectations and beliefs; you 
need to understand the differences be-
tween the generations. Intergenerational 
conflicts also simmer in the workplace. 
The good news is the younger genera-
tion—whether employee or potential new 
member—has grown up with cross-cultural 
experiences so any diversity and inclusion 
efforts by your club will be well received by 
this generation, almost expected.

Q  What do you see as the most impor-
tant issues for the private club industry 
at this moment and moving forward? 

A  The most important issue for private 
clubs is to leverage this moment to make 

DEFINITION 
OF DIVERSITY, 
EQUITY & 
INCLUSION

DIVERSITY is the presence of 
differences that may include age, race, 
religion, gender, sexual orientation, 
ethnicity, nationality, physical abilities 
or political perspective.

EQUITY is the fair and unbiased 
treatment of all people. 

INCLUSION promotes and sustains a 
sense of belonging for all people. 
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a meaningful impact for the employees 
and members of your club. Most private 
clubs are led by white male executives 
and white boards who can acknowledge 
diversity by supporting the people at 
their clubs who want to be engaged 
or create change. I need to stress the 
importance for white male executives, 
general managers and board chairs to be 
at the table to give support and demon-
strate the willingness to be open to di-
versity and inclusion efforts. The color 
of your skin, your age or sexual identity 
have no bearing as to the effectiveness 
of diversity work at your club. It takes 
courage and it’s all about your diversity 
of thought. From the survey response, 
95% of the clubs do not allocate any 
budget for programs of diversity, equity 
and inclusion. An actionable step is to go 
back to your finalized budget for 2021 
and allocate a DEI line within the train-
ing and development budget to allow the 
change makers within your club to carry 
out this most important work. 

Q  How do we create the cultural  
and organizational change so that 
we’re not just inviting people to the 
dance, but making sure they are  
welcomed and comfortable?

A  Diversity is described as the ingredi-
ents to the recipe and inclusion is simply 
the pot that holds the ingredients together. 
You need to take an assessment of your pot 
to see how truly inclusive it really is. Being 
invited to the dance is not enough; you 
need to make sure that everyone is invited 
and gets the opportunity to dance. How 
well your diversity and inclusion initia-
tives are received from your members and 
employees is based on your current rela-
tionship with these groups. Have they ever 
been invited to the dance? From the sur-
vey we learned that 71% of the responding 
clubs do not measure how their minority 
employees or minority members are made 
to feel welcome at their clubs. The best 
way to encourage conversations is to get 
the data to make organizational change. 
Ask them. Some of the survey responses 
included “they do not want to target any 
specific group.” If you lead from integrity 
and sincerity, these conversations are nec-
essary and welcome. You can create focus 
groups, climate surveys, one-on-one meet-
ings or host a town hall. One size does not 
fit all; any first step is the right step. 

Q  Where do clubs go from here? 

A  You need to define what diversity and 
inclusion means for your club. If 5% of 
your energy and financial resources is 
repurposed for the creation and advance-
ment of inclusive programs, collectively, 
that would make a huge impact. Individ-
ually it falls upon the leaders of the club, 
the general managers. From the survey we 
learned that 67% of the clubs do not have a 
diversity and inclusion policy. If you have 
a policy, how do you measure the effec-
tiveness of your policy and do your mem-
bers and employees know it exists? There 
are many important tools available to help 

NCA DIVERSITY, EQUITY AND 
INCLUSION COMMITTEE 
NCA Board: Chair: Terra Waldron, COO, Greensboro Country Club

Council: 

Tom Lenz, JD, Partner, Atkinson, Andelson, Loya, Ruud & Romo 

Mary Dolan, Manager, PBMares, LLP
Cynthia Enanoria, CCM, General Manager, Town and Country Club 
Richard Fairman, General Manager/COO, Blue Hills Country Club 
Wes Hardin, CCM, CEO, Country Club of Lincoln
Tripp Harrison, President, The Pinnacle Club
Larry Hirsh, President, Golf Property Analysts
Kent Johnson, General Manager/COO, Baltimore Country Club 
Phil Kiester, General Manager, The Country Club of Virginia 
Josh Paris, CCM, General Manager, Old Town Club
Wally Smith, General Manager/COO, Missouri Athletic Club 
Robyn Stowell, Member, Sherman & Howard
Erica Tanon, General Manager, Stamford Yacht Club 
Adam Zubek, General Manager, Point Grey Golf and Country Club

Staff liaison: Cindy Vizza
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you measure and improve your diversity 
and inclusion efforts such as exit inter-
views, inclusion check lists and reports on 
your human capital recruitment efforts. 

As a human resources professional, I’m 
equally committed to ensure the profession 
evolves in the area of retention risk and 
transparency. Long term, I would love to 
see the creation of an industry-wide diver-
sity pledge signed by club leaders that lays 
out specific action steps to advance diver-
sity and inclusion for their clubs. Interim 
plans and goals should be established to 
celebrate and recognize small successes. To 
build trust and credibility, your established 
DEI action plans and goals, no matter how 
small, need to be communicated in real 
time to your staff and members. 

Q  What type of collaboration and 
resources are planned with NCA? 

A  I look forward to helping NCA’s diver-
sity and inclusion efforts by spotlighting 
DEI experts, training, resources and best 
practices. I’m super excited to launch the 
first ever Minority Management Mentoring 
Council with the charter group of NCA 
general managers. I consider them coura-
geous and visionary leaders to step up to 
help make a difference and make history. 
It’s important to recognize that each club 
has its own diversity journey. There is no 
cookie-cutter blueprint. Diversity, equity 
and inclusion are complex but if embraced 
your club, it will be better positioned to be 
relevant in the future. Start where you are. 
Your vision is what you aspire to be. There 
is no better time to expand your vision to be 
more inclusive. Your diversity goals should 
touch and influence everything that you do. 
I’m extremely honored and inspired to be a 
part of this NCA milestone moment. 

Cindy Vizza is NCA’s vice president of 
communications and editor of Club Director. She 
can be reached at vizza@nationalclub.org. 
To obtain a copy of the NCA Inclusion Survey 
Executive Summary, visit nationalclub.org. 
Heather Kim Degenhardt-Stifanic is  
founder of IIICONIC. She can be reached at 
heatherkim@iiiconic.org.
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CLUB FOUNDATIONS By Kevin F. Reilly, JD, CPA, CGM 
and Larry J. Absheer, MBA 
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Philanthropy in private clubs and the golf industry has been on the rise. This trend is reflective of 
an increasing desire by clubs and their members to share their wealth and support the local com-
munities of which they are an integral part.

A related trend is the proliferation of club-related foundations to facilitate giving and encourage club 
members and the public to make tax-deductible contributions toward various worthy projects.

While many clubs have gifting programs that are not tax advantaged, this fourth article in the club 
philanthropy series will focus on some typical club foundations that provide an incentive to their mem-
bers to get involved in various initiatives that qualify for favorable tax treatment by the Internal Rev-
enue Service (IRS). We will also provide examples and details regarding how club-related foundations 
are being used to give readers ideas that can be implemented at their clubs as well as best practice ideas, 
cautions and recommendations.

Typical Club 
Foundations

PART FOUR IN A SERIES  
ON CLUB PHILANTHROPY
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Preservation Foundations
Many private clubs which occupy historic buildings have taken 
advantage of the opportunity to establish a foundation whose 
mission is to preserve its building. Members and the public 
may then make tax-deductible contributions to the foundation 
and the funds are used to pay for projects which preserve and 
restore the historic building.

To establish a preservation foundation, the historic 
building generally is listed on the National Register of 
Historic Places, which is maintained by the National Park 
Service of the U.S. Department of the Interior or similar 
state entity. The first step in the process normally is to work 
through the historic preservation office or similar entity 
in the state in which the building is located. There is an 
application process and if the state entity determines that 
the club’s building has sufficient historical significance, it 
becomes eligible for listing on the National Register. Once 
this is achieved, the club may proceed with forming a corpo-
ration and the submission of Form 1023, Application for Rec-
ognition of Exemption, to the IRS, which is required of any 
entity which seeks tax-exempt status. For more information 
on historic club preservation, see “Celebrating Landmarks” 
in the spring 2016 issue of Club Director. 

Issues and Recommendations
1. It is advisable to hire legal counsel and/or a CPA firm

that is familiar with preservation foundations when
developing Form 1023.

2. It is critical to work with a CPA firm that is experienced 
with preservation foundation accounting before projects 
are undertaken. Failure to do so could result in additional 
costs related to research by the CPA firm and/or improper 
accounting, which may have to be corrected later.

3. When spending foundation funds, be sure to stay within
the bright lines of compliance with the IRS-approved
mission. In this regard, every proposed project should be
vetted by a third-party entity familiar with historic pres-
ervation projects to make sure it is in strict conformity
with the approved Form 1023 and with the U.S. Secretary
of the Interior’s Standards for Historic Rehabilitation.

4. It is recommended that steps be taken to periodically
invite the public to view the building and learn about 
its history through tours or presentations. Such activity 
demonstrates that the preservation work of the founda-
tion is serving the public interest. The dates of the public 
events and the number of people participating should be 
documented. Virtual tours on the foundation’s website 
would be another approach to consider and may avoid 
questions on private status.

Art and Library Foundations
Many private clubs have an art collection that has been accumu-
lated over many decades. Many of the pieces of art have been gifts 
from members and some of the pieces have been purchased or 
even commissioned by the club. Such art is owned by the club and 
the value is normally reflected as an asset on the books of the club.

Art foundations are normally established by clubs to provide 
an incentive for their members to contribute pieces of art and 
receive a tax deduction for the market value of the painting or 
other art object. Other incentives for members or the public 
to contribute art to the club’s art foundation (or to the club 
itself ) would include the promise that the art would actually be 
displayed rather than sold or put into storage and/or that the 
piece of art will be taken care of and refurbished if necessary. 
Many art museums have restrictive gift acceptance policies and 
may not be willing to accept certain pieces nor give assurance 
that the piece will actually be displayed.

In regard to gift acceptance policies, a club or a club-related 
foundation, such as an art foundation, should have a docu-
mented gift acceptance policy that specifies the criteria that 
must be met when gifts are offered. Such a policy can provide 
guidance for future boards and facilitate the declination of 
unwanted objects for which the donor may want to receive a 
tax deduction, but which does not fit with the collection.

Club libraries and library foundations are similar in most ways 
to club art collections and art foundations and have similar issues.

Issues and Recommendations
1. It is recommended that steps be taken to periodically

invite the public to view the assets owned by these types
of foundations through tours or presentations. Such
activity demonstrates that the collection and the work of
the foundation is serving the public interest. The dates of
the public events and the number of people participating
should be documented. Virtual tours on the foundation’s
website would be another approach to consider as would
the practice of periodically loaning books and art from
the foundation’s collection to other organizations to be
displayed for public viewing.

2. The foundation must be careful to avoid private inurement. 
For example, an art foundation may spend money to restore 
art that it owns but may not spend money to restore art 
owned by the club or another party.

3. Foundations like art and library foundations that own 
tangible assets must be very careful to comply with their 
IRS-approved mission and other regulations. Noncompli-
ance may result in the revocation of the foundation’s tax-ex-
empt status and the required divestiture of the assets by a 
transfer of ownership to another 501(c)(3) organization.

CLUB FOUNDATIONS
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4. Because of the risk of required divestiture should the foun-
dation lose its tax-exempt status (as discussed above), it is 
recommended that a club not transfer ownership of its art (or 
library) to a newly established foundation.

5. If the donor does not need a deduction for income or estate
tax purposes, the donor should be guided to make the dona-
tion to the club rather than to the foundation. Having the
club own the art or books provides more flexibility. If in the
future, the club sold the items it could use the proceeds for
whatever purpose it wanted. Whereas if the foundation owns
the items and sells them, the proceeds must stay in the foun-

dation and can only be used for purposes consistent with its 
mission. Another example would be that if the club owns the 
items, they could be pledged as collateral for a loan should 
the club ever need security for a loan. If the items are owned 
by the foundation, such a pledge to secure a loan to the club 
would not be possible.

Recognition Foundations
Another opportunity for clubs to use a foundation is by estab-
lishing what may be called a recognition foundation. For exam-
ple, a club comprised of members who have a strong interest in 

Lifestyle Design
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Jacksonville, Florida
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It is critical to work with a CPA firm that is experienced with preservation foundation 
accounting before projects are undertaken. 
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sports and athletics could create a foundation to recognize 
achievement in sports and athletics. The mission of such 
a foundation might be “to encourage outstanding achieve-
ments in sports and athletics and to select for public recog-
nition those individuals who have made significant achieve-
ments and contributions in sports and athletics.”

One club that has had a sports foundation for many 
years orchestrates large banquets every year at the club to 
recognize local and sometimes national athletes for their 
achievements in various athletic endeavors. The sports 
foundation charges admission to the banquet and hires the 
club to provide the venue and the food and beverage for the 
event. The foundation makes some money on each ticket 
sold but they also sell sponsorships for the event to local 
businesses and individuals. For example, if a sponsorship 
is sold for $10,000, the sponsor might receive a table for 10 
(valued at $100 per person) and other quid pro quo items, 
such as various sports memorabilia. In some cases, the quid 
pro quo items are donated to the foundation by third parties, 
but in other cases they are purchased by the foundation and 
given to the sponsor. The foundation makes a fair amount 
of money on each sponsorship sold, which is used to cover 
other expenses related to the event. The sponsor receives 
a tax deduction for the difference between the price of the 
sponsorship and the value of the quid pro quo items. And the 
club makes money by hosting the event. Any net profit that 
the foundation makes on such banquets is then available for 
other purposes, some of which is given to other 501(c)(3) 
entities that have an athletics or sports mission, typically for 
youth programs.

Issues and Recommendations
1. It is advisable to involve the public in this type of event 

through the selling of tickets to the event and/or the selling 
of sponsorships.

2. These types of foundations provide excellent opportuni-
ties to build the club’s image and to enhance relationships
in the community.

3. Recognition foundations with missions other than sports 
and athletics can also be considered, such as scholastic 
achievements, business achievements or a focus on achieve-
ments by minorities.

4. It is important to note that any revenue received by the club 
for allowing the event at the club is unrelated business income.

Humanitarian Foundations
Many clubs are populated by members who have significant 
wealth and the desire to help. A humanitarian foundation is 

a broad category that includes any foundation whose mis-
sion seeks to address human need, which can take many dif-
ferent forms. For a club-related humanitarian foundation to 
be successful, it must appeal to a significant constituency of 
the membership. Examples include foundations that benefit 
youth, provide scholarships or seek to address hardship.

One club has a club-related foundation known as the Char-
itable Society for Children. The foundation raises money from 
club members and employees and then channels the money 
to various children’s charities in the local community. Each 
year the foundation invites members and employees to nom-
inate local charities that have a mission to help children in 
some way. The charities interested in applying for a grant are 
invited to submit an application and a number of the chari-
ties are then invited to make a presentation to the foundation 
board. From this field, three charities are selected to receive 
a grant, which typically provides several thousand dollars 
depending on how much in contributions were received by 
the foundation that year.

Issues and Recommendations
1. In the example above, note that the foundation is disbursing 

money to other 501(c)(3) entities rather than to individual 
children. As mentioned in an earlier article in this series, a 
foundation is permitted to donate to other 501(c)(3) enti-
ties (even if their mission is different) as long they are in 
good standing with the IRS. Such status can be verified by 
accessing Publication 78 on the IRS website.

2. It is advisable to invite a broad range of charities to apply 
for grants like those mentioned above and to avoid charities 
that are too closely tied with individual club members or 
foundation board members in order to avoid the appearance 
of any conflict of interest.

The charitable leanings of the members are critical in 
establishing a successful foundation and designing the proper 
vehicle for their contributions. A foundation can be set up to 
accomplish several different functions as long as it is within the 
charitable purposes approved by the IRS. 

The final article in the club philanthropy series will 
address the unique issues related to employee assistance and 
scholarship funds. 

Kevin Reilly is a partner with PBMares, LLP and is a member of NCA 
Foundation board of directors. He may be reached at kreilly@pbmares.com 
or 703-385-8809. 
Larry Absheer is the former CFO of the Missouri Athletic Club and currently 
serves as the director of advancement & liaison to the CEO. He may be reached 
at labsheer@mac-stl.org or 314-539-4477.
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Tough Issues and Opportunity 

Ahead in 2021
Advocating  
for Private  

Clubs Issues

By Joe Trauger

A s we begin 2021, there are a number of tough issues and 
opportunities for the club community at the local, state 
and federal levels. While the development and approval 

of multiple vaccines for COVID-19 occurred much faster than 
some believed possible, mass inoculations of the general public 
are proving to be much slower. Best estimates look to the spring 
before any reasonable level of uptake of a vaccine by the public. 
This, no doubt, will continue to affect clubs around the country 
who are facing varying levels of restrictions on their operations. 
City clubs have been hit particularly hard by the pandemic with 
remote working in most industries, fewer people are commuting 
and as a result fewer members are visiting their clubs. That’s 
why the National Club Association (NCA) put together a letter to 
House and Senate leadership highlighting their plight, which was 
signed by more than 40 clubs from across the country.

The issues surrounding COVID-19 will continue to dominate 
discussions in Washington and state capitals, but there are other 
issues certain to come up that will affect clubs. In the spring of 
2020, NCA published a State Legislative Response Manual for 
clubs in anticipation of increased activity at the state and local 
level. Some of the key points in the manual are for clubs to form 
coalitions by reaching out to other clubs to coordinate efforts, 
developing a compelling message and deploying resources avail-
able to make your case to policymakers. Those resources don’t 
need to be financial in nature; it could be email campaigns from 
employees and members who are willing to engage with their 
representatives to make their support or opposition known. If 
you haven’t downloaded the manual, I urge you to visit NCA’s 
website (nationalclub.org/insight/publications) and do so. It has 
foundational knowledge and links to every state’s governor and 
state legislature to get you started on making a plan. 

Property taxes are likely to be a hot topic as municipalities 
and states look for revenue to fill the holes left by COVID-19. 
Indeed, several states were heading in that direction prior to 
the pandemic. States, as well as the federal government, are 
also making or already made moves to increase minimum 
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wages, which will impact the budgets of most clubs to some 
degree. Other revenue sources states may pursue are taxes on dues 
or initiation fees, though we won’t know the landscape until Feb-
ruary after most state legislatures reconvene.

Changes Under the Biden Administration
NCA is assessing where and how policies will shift from a reg-
ulatory standpoint during a Biden presidency. The nomination 
announcements for various Cabinet posts have given us better 
insights on the areas of focus for the incoming administration, 
and it’s fair to say there will be dramatic shifts in approach on the 
environment and labor issues. President Biden has announced 
former Secretary of State John Kerry as Climate Czar; and in one 
of his first acts as President rejoined the Paris Climate Agreement 
and to elevate climate to the national security team. We could see 
revisions to the Navigable Waters Protection rule formerly known 
as Waters of the United States (WOTUS), which many believe was 
weakened by the Trump Environmental Protection Agency (EPA). 
It’s also possible rules surrounding the use of pesticides, herbi-
cides and fungicides could be revisited in some form.

Labor issues also will be shifting significantly and there may be 
revisions of many of the policies adopted by the Trump adminis-
tration in the areas of independent contractor status and worker 
classification, shifts in National Labor Relations Board decisions and 
many others. While much of the labor policies President Biden cam-
paigned on would require legislation to pass Congress, such as the 
business-opposed Protecting the Right to Organize (PRO) Act, the 
potential for passage of these policies is dependent on the ability of 
leadership to pass them with a much narrower majority for Demo-
crats in the House of Representatives and a 50-50 split in the Senate. 
The same holds true for an increase in the federal minimum wage 
and paid time off. President Biden has already announced plans to 
raise the minimum wage—which hasn’t been increased since 2009—
to $15 per hour. Many believe it is long overdue for an increase.

Advocacy in 2021
NCA also will be looking at opportunities in 2021. We will con-
tinue our work to secure additional avenues of coronavirus relief 
for clubs to access. In late 2020, the Trump administration passed 
a $2.4 trillion coronavirus relief package, which did not include 
501(c)(7) clubs in the Paycheck Protection Program (PPP). The 
primary relief is an extension and enhancement of the employee 
retention tax credit (ERTC). The program was expanded to in-
clude businesses with fewer than 500 employees—the previous 
program was capped at fewer than 100. The credit was increased 
to 70% on up to $10,000 of wages per employee per quarter. This 
equates to up to $14,000 per employee in 2021. The business meal 
deduction was also increased to 100% for the next two years. 

Depending on tax status, a small number of clubs were able to 
access PPP loans in 2020, though 501(c)(7) clubs were not eligible 

at that time. Many clubs were able to participate in the ERTC, and 
for those who did it was likely a better option than the PPP loans 
even if they were forgiven. NCA will continue working to expand 
and enhance both programs in the next year.

The Biden administration's $1.9 trillion package, called the 
American Rescue plan, includes 501(c)(7) clubs with less than 300 
employees to access $7.25 billion in PPP loans (as of this writing). 
The approval of clubs in this package marks a major victory in NCA's 
efforts to provide clubs with the relief they have needed to combat 
the pandemic. In addition, it sends $1,400 stimulus check to eligible 
recipients and calls for aid to address unemployment, hunger and 
evictions; additional support for small businesses, states and local 
governments; and increased funding for vaccines and testing.

In addition to our work on coronavirus relief, NCA will continue 
to engage with our allies to pass the Personal Health Investment 
Today (PHIT) Act. This legislation would allow individuals with 
health savings accounts (HSA) to use up to $1,000 as an individual 
and $2,000 for a couple toward fitness-related expenses and cer-
tain fitness clothing and equipment with limitations. While the bill 
excludes funds from being used to pay private club dues or initia-
tion fees, it is silent on point of purchase with regard to fitness-re-
lated activity, instruction and equipment. This could be of benefit 
to parents who are facing increasing costs in youth sports and is a 
small, but yet significant shift in how we think about spending our 
health care dollar by allowing individuals to invest in improving or 
maintaining their health rather than only investing in sickness.

I know most of us are looking forward to 2021 to bring some 
sense of normalcy in our everyday lives and our political discourse. 
Though we still face significant challenges, there are opportunities 
ahead—sounds like an apt description for the upcoming year. 

Joe Trauger is NCA’s vice president of government relations. He 
can be reached at trauger@nationalclub.org or 202-822-9822.
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THE TURN
A Transformation at 
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By Phillip Mike

How a Historic  
Club Became  
Ahead of  
the Times

L ocated just outside of Washington, D.C., in Arlington, Va., Washington Golf 
and Country Club (WGCC) has transformed itself from being described as 
a “sleepy” club with outdated facilities and an idiosyncratic golf course to a 

trendsetting, yet comfortable and familiar club that boasts a waiting list of more 
than 150. Founded in 1894, the club has a rich history and storied membership in-
cluding past presidents Teddy Roosevelt, William Taft and Woodrow Wilson, War-
ren Harding and Calvin Coolidge. More recently, the club needed to aggressively 
adapt to elevate itself back to its highly desired status. 

The change began in 2004 with the development of a new clubhouse that opened 
in 2005. However, WGCC’s transformation was accelerated by General Manager/
COO Patrick Tobey’s CCM, CCE, CEC, arrival to WGCC in 2008. Tobey oversaw the 
addition of a pool complex in 2008 and spurred the addition of a pro shop and cart 
barn in 2010, and a fitness and tennis center with additional outdoor courts in 2013.

Photos courtesy of Washington Golf
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Through Tobey’s leadership, the culmination of the trans-
formation was the 2019 completion of The Turn, a golf practice 
facility and restaurant space, and the Tom Doak-renovated golf 
course that was completed in 2020 (see sidebar, page 40). 

The Turn is a state-of-the-art practice facility equipped with 
food and beverage services, scenic views and hangout spots that 
have turned the space into a new melting pot for club members. A 
microcosm of the 17-year transformation, The Turn converted the 
club’s outdated driving range facility, known as the “9th Tee Shack” 
into a vibrant new space for members. 

Inside The Turn
The $4 million facility opened on Nov. 1, 2019, and averages roughly 
200 visits a day. The Turn’s driving range hosts 18 hitting bays on 
its two levels. Bays are equipped with heaters and fans for cold and 
warm weather, allowing the range to be comfortably used year-
round. The driving range also utilizes TopTracer technology that 
elevates the learning and social experience. Each bay has a monitor 
that allows members to use an app to log in to their account and 
track their shots. The technology records the path of every shot the 
member has ever taken, including which club they used. Members 
can play virtual courses in the bays and compete against each other 
in various games by syncing their play. For example, a member in 
bay 4 can challenge another in bay 18 in games, including traditional 
golf, a driving contest and even play an adapted version of Go Fish. 

For Thanksgiving in 2019, with the course still undergoing its ren-
ovation, (no golf course at that point) the club ran a virtual tourna-
ment using bays to host foursomes. 

On the lower level, The Turn hosts golf lessons from WGCC 
golf pros who use TrackMan technology to monitor and measure 
their students’ development. Two simulators located upstairs 
allow members to play their favorite courses and games year-
round. One simulator allows members to play football, bowling, 
hockey and other sports in addition to golf and the other includes 
a WGCC hole that was scanned using geogrid technology and 
installed into the simulator. Downstairs, an indoor putting and 
chipping range equipped with turf and padded walls allows mem-
bers to hone their skills. 

On the upper level is the 63-seat restaurant that serves casual and 
grab-and-go fare and is equipped with indoor and outdoor TVs. The 
Turn hosts comfortable outdoor seating, a smoking and nonsmoking 
section and a firepit. The club also made sure to have glass exteriors 
to give members views of the vistas from inside the facility. 

Planning and Process
Developing The Turn began more than five years ago. Once the 
project kicked off, a board member compiled a team to take on the 
planning process. The team had a core group of five club members 
and key staff. Bob Kelly Jr. was the “driving force” who managed 
both the golf and range projects, says Tobey. His background is in 

The 18-driving range 
hitting bays with 

TopTracer technology
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finance. The other team members had complementary expertise 
in construction, commercial real estate and zoning. Staff involved 
included the Director of Golf Jay Dufty and Superintendent Corey 
Haney (since retired). 

The team met weekly to plan the new facility and the golf 
course renovations amid other projects that needed to fit with 
the club’s overall goals and aesthetics. During meetings, they 
discussed features and designs from the indoor putting green to 
the fireplace and outdoor fans. The team took into consideration 
member feedback to guide the process. 

“We were constantly changing features to accommodate our 
members … it was a lot of collaboration with a lot of people,” said 
Tobey. Tackling multiple projects in a cost-effective way added to 
the challenge, but Tobey points out, “We didn’t take the easy way 
out. We took the right way out.” 

Results
“The Turn is a game changer,” says Tobey. While the club speculat-
ed that the new facility would siphon members from other facilities 
like the Men’s Grill, the result has not been the case. In fact, WGCC 
discovered that The Turn is attracting its own group of regulars. 
One of the most impactful outcomes of the new facility is its en-

gagement from members of all ages and club segments. Children 
enjoy The Turn as much as adults. When the pool is closed, kids 
come to The Turn to swing clubs using the TopTracer technology, 
practice putting and enjoy other activities. Parents can bring their 
kids to watch games on the TVs, use the simulator, take a golf les-
son, hone their skills at the indoor putting green, and later grab a 
bite around the firepit. “You can spend all day here,” says Tobey. 

Tennis players, female members, gym goers and other member 
groups also regularly frequent The Turn to relax, enjoy the firepit, 
have a meal and take in the views overlooking the course. Members 
regularly plan to meet at The Turn and have fun at the bar or organize 
club activities. Some members are there for so long they need to shift 
their chairs to the other side of the facility just to stay in the sun. 

The Turn takes advantage of trends seen outside of the club 
world. In the public space, companies like Topgolf have grown to 
prominence for offering a fun way to improve patrons’ golf game, 
eat and drink, and socialize. However, it is important to note that 
while the project is cutting edge for even today’s most up-to-
date clubs, The Turn’s development began more than a half-
decade ago, signaling the strong, forward-thinking vision the 
club had for its members. Despite the newness of the facilities, 
Tobey ensures that WGCC is a truly comfortable, familiar and 
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Realizing its Potential
Renovating WGCC’s Classic Course
By Alistair Tait

What do you do when you’ve got the ninth oldest course in the United 
States with a history stretching back 125 years and a lineage inspired 
by revered architects in Donald Ross and William Flynn? You call in a 
revered modern architect to cement the club’s place in golf’s firma-
ment for the next 125 years.

Tom Doak of Renaissance Golf Design, with a lot of assistance 
from his friends, has helped Washington Golf & Country Club (WGCC) 
realize the potential Ross first saw in 1909 and Flynn further enhanced 
in 1919. The result? “The best course in the Mid-Atlantic region,” 
according to former Green Committee Chairman Bob Kelly Jr.

The $8.5 million major modernization process transformed WGCC. 
Kelly and the club’s board took a brave step in 2014 that started out, in 
Kelly’s words, as a “basic infrastructure issue we had to solve with the 
greens that turned into a complete modernization”. 

“We had a number of greens that were always on the edge of 
failing,” Kelly adds. “Our climate of 95 degrees and 90% humidity put a 
lot of stress on a lot of greens. The question wasn’t whether we were 
going to lose a green, it was when.”

“That’s how it started. Then we began looking at the underlying 
infrastructure, the entire picture. We had let trees grow for 100 years 
that obviously weren’t there when Ross and Flynn looked at the 
course. The trees had changed conditions: air flow and blocked off 
sunlight changed the architects’ original intentions of how the course 
should be played.”

The club was able to attract Doak thanks to local connection Mike 
McCartin, who has collaborated with Doak’s Renaissance Golf Design 
company since 2006. Tom Doak and Renaissance Golf Design’s Vice 
President Eric Iverson looked at the course as a favor to McCartin and 
fell in love with it.

From that point, the project’s scope went from just rebuilding 
greens to an entire makeover. Kelly recalls, “We were on the sixth hole 
and Doak said: ‘Listen, if you just want to do the greens then I’m not 
your guy. But if you’re willing to do a proper job on the whole course, 
then I’m interested.’”

“Having someone with Tom Doak’s gravitas saying we could transform 
our course was important to bring the members on board,” says Kelly. 

McCartin took the role of chief planner. With the help of Iverson, he 
set out to put Doak’s vision into place.

“We saw straight away that the course had lost any sense of cohe-
siveness, certainly any sense of connection to the design ideas behind 
the original course,” McCartin said. “There was just a hodgepodge of 
styles and green design types, bunkers had been added that wouldn’t 
really fit a Flynn or a Ross course. And, perhaps most importantly, 
large scale earthworks projects on the 9th, 10th, 11th, 13th and 16th 
holes made it impossible to recapture major elements of the original 
Flynn and Ross design.”

The members voted to allow Doak, through McCartin and Iverson, 
to give WGCC back its cohesiveness and to breathe renewed life back 
into America’s ninth oldest course. From there, Doak and his group 
from Renaissance Golf Design, ably assisted by recently retired head 
greenkeeper Corey Haney and his team, set to work.

The result has transformed the club from what looked like a tight, 
tree-lined layout into one full of open spaces, a transformation that 
shows Washington Golf in its best light. “Tom’s vision was to highlight 
the undulating landscape,” McCartin said. 

“When you have a small piece of ground, you want it to feel bigger 
by sharing spaces. Iverson was key to ensuring we made the course 
feel bigger and to show off the property rather than trying to com-
partmentalize it. There is an openness to Washington Golf & Country 
Club now, the way Ross and Flynn would have seen it,” said McCartin. 
“You can appreciate the scale of the golf course and how it shifts over 
the landscape. The course starts on a hill and you immediately get a 
view of a big open space cascading away from the clubhouse. Then 
you get down into the course and there are places where the narrow 
valleys make you feel very alone only to later burst back into brilliant 
openness that shows off course’s soul.”

“I discover something new every time I walk the course,” says Kelly. “I 
realize how good Tom Doak, Mike McCartin and Eric Iverson are at their 
jobs. They’ve done a first-class job. The changes they’ve made are stun-
ning. I believe we have something truly special. We have a course that is 
deserving of our history, our lineage. We’ve written a new chapter in the 
club’s history that should stand for another 125 years.”
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unique space for members. He preserves the club’s rich history 
and connects members to it by adorning the club’s walls with 
WGCC artifacts and pictures, including a 1940 birthday invita-
tion to President Franklin Roosevelt and the 1898 roster, which 
included 33 women, and bylaws. 

The Turn’s financial impact has been significant. The club 
budgeted for a significant loss for 2020 because of the unknown of 
how the membership would use the facility. By the end of the year, 
the club had only lost a faction of what it had projected to lose and 
had no layoffs, in part from the success of the new facility. 

A Full Turn
Amid a golf course renovation and other capital projects, Tobey 
has led the club to even greater heights by delivering The Turn. 
Through its success, the club continues to add new and enjoyable 
experiences for WGCC members, growing its reputation as a res-
pite for members and completing its transformation into one of 
the preeminent clubs in the region. 

Phillip G. Mike is NCA’s senior manager of communications and managing editor 
of Club Director. He can be reached at 202-822-9822 or mike@nationalclub.org.

The 63-seat capacity 
restaurant and bar
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How a global 
health crisis 
can prove 
inspiring for 
the better 
normal ahead.
By Lynne LaFond DeLuca 
and Shanna Bright

THE BIGGEST
CHALLENGES

The Greatest 
Opportunities

LEAD 
TO

Instagram photos from left courtesy of Admiral’s Cove, Outrigger Canoe Club, University Club of San Francisco, 
Commonwealth Club, The Olympic Club, Jonathan Club, and The Country Club at Mirasol.
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W
hen a worldwide pandemic shut down our private 
club industry, clubs quickly pulled together to inno-
vate, collaborate and engage with members to keep 
connectivity and a sense of camaraderie alive in our 

clubs. The Association of Club Catering & Event Professionals 
and Private Clubs Online immediately jumped into action and by 
March 20, 2020, had launched weekly, complimentary “Friday 
Forums” to help the clubs come together to brainstorm, share best 
practices and navigate uncharted territory.

Within a few weeks, nearly 500 clubs and 775 private club 
professionals were part of the Friday Forum community, coming 
together in an overwhelmingly inspiring way. In the months that 
followed, we witnessed the most creative use of resources, talent 
and skills. Club members celebrated the innovative ways the 
staff entertained and served them. Club pride soared. Sense of 
belonging skyrocketed.

Clubs have always provided a sense of community, family and 
a “home away from home” for our members. The pandemic pro-
vided the club community the opportunity to pivot, change, grow, 
innovate, do more and provide more for members. We admired 
clubs that utilized tactics to satisfy the creature comforts mem-
bers were craving, beyond the amenities and the intangibles that 
the club has always offered. Clubs met personal, everyday needs 
and wish-list items members found to be an incredible luxury, 
indulgence or even just a convenience.

Until we reach herd immunity and have overcome COVID-19, 
we will continue to go through various stages of operation and 
functionality. In these ups and downs, clubs have an opportunity 
to provide value and meaning to their membership. Whatever 
members are missing or desire, is an opportunity for clubs to fill 
that need. Clubs should ask themselves “How can we provide a 

service, remove a stressor, eliminate a pain point for our mem-
bers? In some way, can we replace an activity that they are no 
longer able to experience such as a sporting event, live concert, 
festival or theater?” Everyone is craving things and experiences 
we used to take for granted and clubs have the unique opportunity 
to fulfill those desires and allow members to feel “whole” and 
socially satisfied. Perhaps even feel a bit more “normal.”

Opportunities for Creative Offerings
For most clubs, the list of member benefits that they have always 
provided has probably not changed much over the years. Every 
now and then, they might add a new amenity, renovate, or add a 
new reciprocal club privilege, but the core offerings have stayed 
relatively similar. In this area, the global health crisis provided 
opportunity. One of the silver linings this pandemic brought to 
light is the ability to get even more creative and innovative than 
ever before with offerings, benefits and events. You have heard the 
phrase “you can’t be all things to all people.” That is true, but clubs 
can definitely be more to their members.

Since March 2020, many clubs have strived to be more to 
their members, implementing and expanding offerings including 
take-out menus; setting up grocery store/pantries for members to 
shop for both staples and luxury items; bottling to-go cocktails; 
creating drive-in and drive-through events; staycation adventures 
at the club; camping on the golf course; pop-up events; and of 
course, the incredible and vast array of virtual events.

Most clubs have the unique advantage in that they have real 
estate—space in which they can expand into and practice physical 
distancing. This is gold right now! Clubs are using outdoor space 
for fitness, dining, social events and are re-imagining indoor space 
for office, school and hybrid events.
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over four days, with repeat events and virtual experiences so that 
all members could participate.

Moms deserve to be celebrated every day of the year. Oahu 
Country Club held an IOU Mother’s Day event in October.

Princess Anne Country Club went all out with their Jingle 
Drive-Through with various stops to delight their members. Kids 
enjoyed a letter station with a mailbox to drop their letters to 
Santa. Members ended the experience with hot chicken noodle 
soup and the club’s staff caroling in front of their Christmas tree!

Community
Our clubs have not only supported their members and staff, but 
they have also been an integral part of their communities. These 
clubs rose to the occasion to give back.

David Bachman, general manager of Spring Brook Country 
Club wanted to help their local hospital, Morristown Medical 
Center. The club is now an ongoing supplier of food, beverages 
and PPE to its adopted hospital. This idea inspired the launch of 
ClubsHelp, a nationwide network of hundreds of clubs that pro-
vide much needed supplies and relief to frontline workers (see the 
fall issue of Club Director for more on ClubsHelp).

From the first day of lockdown, Union League Club of Chicago 
began donating food and supplies to local organizations.

Big Canyon Country Club took care of its club staff, working 
or furloughed, with family meal packs. Staff wore their BC logo 
clothes during the drive-thru pick up, and cookies and brownies 
were given to kids who came along for the ride.

Communications
Communication is everything, especially in times of great uncer-
tainty and these clubs have done an exceptional job of keeping 
their members well informed and secure in the club’s commit-
ment to their members.

Ansley Golf Club kept their members up to date at every turn 
during initial lockdowns and re-opening with critical notices and 
announcements pertaining to members and staff. Their Holiday 
Guide provided to members was thorough and cheerful, uplifting 
spirits in the club and even included a fantastic video message.

Birnam Wood Golf Club turned to video to share important club 
news and found it so effective, they have continued to expand their 
member communication through a variety of video messages.

At the start of lockdowns, Charlotte City Club was under ren-
ovation, and did double duty keeping members informed as to the 
club’s status. Club members stayed engaged virtually through the 
adventures of Jingle, the club’s holiday elf.

Operations/Safety
Safety first is the top priority right now and these clubs have done 
an exceptional job in keeping both staff and members safe through 
a shift in operational procedures:

Outdoor spaces allow clubs to host a live concert, controlling the 
crowd with limited numbers and the pod systems managed around 
the pool area last summer. Clubs can recreate a local sports bar in 
their large ballroom where members can watch a favorite team play 
and give each other air high-fives. Pop-up event opportunities are 
endless and not limited to food & beverage. Pro shops can leverage 
the pop-up! Intimate, high-end dining experiences are a hot ticket 
right now, set in beautiful outdoor spaces with irresistible dining 
packages. Clubs have opted for beautiful furnishings, an exquisite 
menu, fabulous cocktails, wine and a club-branded gift to take home.

Every week in the Friday Forum, new ideas were conceived, 
discussed, brainstormed and results were shared as clubs imple-
mented what would appeal to their membership and what was 
manageable given their location and staff capabilities. We’ve 
reviewed thousands of social media posts, email and club newslet-
ters since March 2020 and are proud to see how clubs stepped up 
to the plate, working together to get your team and your members 
through these challenging times. The categories and the clubs 
mentioned below stood out for their amazing ideas, best practices 
and inspiration for the industry at large.

Re-Imagined Holiday Events
Many holiday festivities were cancelled or modified during 
the pandemic, but creative clubs found new ways to celebrate, 
even if it was not at the same time of year that the holiday is 
normally celebrated!

For the San Diego Yacht Club, capacity restrictions meant get-
ting creative for Independence Day. The holiday was celebrated 

Union League Club of Chicago

44 Club Director WINTER 2021

https://www.instagram.com/oahucountryclub/
https://www.instagram.com/oahucountryclub/
https://www.instagram.com/p/CIYgTYngMRV/
https://www.instagram.com/p/B-Zf-86lkqT/
https://www.instagram.com/p/B-Zf-86lkqT/
https://www.instagram.com/p/B948cBHl3sG/
https://www.bigcanyoncc.org/
https://online.flippingbook.com/view/866229/
https://www.youtube.com/channel/UCNx1-Ttf21Dkfoh_Abj9zZQ
https://www.instagram.com/p/CI_uYYGJo7M/
https://www.facebook.com/SanDiegoYachtClub/posts/3157280794334085
https://www.instagram.com/p/B948cBHl3sG/


Mizner Country Club produced detailed and thorough safety 
videos to walk members through the club to set expectations. 

Chief Engineer, Roger Soto, at The Fort Worth Club installed 
UV lights, EMist sanitization and more, all documented and 
shared with members through various communication channels.

The members of Cullasaja Club received an engaging and 
informative digital newsletter outlining all of the safety pro-
cedures the club was undertaking. The electronic publication 
included videos from all the departments.

Staff Recognition
Clubs’ best assets are their employees and members come to know 
staff as family. These clubs have protected and helped their staff 
and also kept them in communication with the members:

Be it showing off the staff members’ work-from-home arrange-
ment or conducting excellent get-to-know-the-staff interviews, 
Sherwood Country Club found a way to spotlight staff members, 
much to the members’ delight.

When the members began showering the staff with support, 
the Los Angeles Athletic Club gave a face to the recipients with 
a gorgeous photo shoot of all the staff who were recipients of 
member generosity.

Management & Consulting Services  |  Powered by ClubCorp®

“ “From helping us navigate the challenging COVID-19 impacts, to delivering a digital 

engagement platform to keep our members connected – ClubLife Management has 

worked with our Board to keep our Club running smoothly during the pandemic. 

Their partnership has been truly invaluable.”

–  Bob Baird, Club President
Santa Rosa Golf & Beach Club, Santa Rosa Beach, FL

Visit clublifemanagement.com/covid-19 

to learn how we’re helping our clients manage through these turbulent times 

with an eye towards a brighter future.

Mizner Country Club
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Food & Beverage
Culinary teams have never been put to the test quite like they were 
in 2020. They embodied the word “pivot.”

Bottled cocktails became a hit with members of Jonathan 
Club. Beautifully packaged and privately labeled, the cocktail kits 
became a member must-have item.

The pastry team at Addison Reserve Country Club offered gor-
geous handmade chocolate bonbons, in addition to any number of 
pretty pastries. But the mission of delivering 600+ meals to mem-
bers’ homes for Passover earned the team top praise.

The team at Shawnee Country Club had a huge hit on their 
hands with their Holiday Steak Boxes. Each came with the chef’s 
house-made bacon maple jam and boursin cheese. The club sold 
more than 475 boxes for $100 each. Members also enjoyed their 12 
Days of Wine advent box.

Private Events
As we know, private events took a huge hit in 2020 (and into 2021) 
due to being unable to gather in large groups. This was enough to 
create a shift in the thinking and marketing plans of some clubs to 
continue to create revenue streams and serve members and event 
hosts in the best way they could.

The Commonwealth Club helped their clients rethink their 
wedding plans with an extensive photo shoot of micro-wedding 
set ups. The extravagant table settings would make any anxious 
bride say “Yes!” with delight.

The Pack-a-Party program offered by the Houston Racquet 
Club allowed members to order luxury picnic baskets for date 
night, picnics or celebrations. The petite cakes and add-ons 
enhanced the elegance (and revenue).

Pop-Ups
One of our favorite things to see emerge to surprise and delight 
the members is the effective use of a pop-up. Here are some 
clever and whimsical pop-ups that have in most cases, not only 
surprised the members, but also have helped local vendors, retail 
stores and restaurants.

Daniel Island Club hosted a Sip and Smoke event with mem-
bers, which was served from a handsomely refurbished, vintage 
Airstream, complete with leather seating. The pop-up included 
cigars, bourbons, whiskey and bubbles.

Initially unsure of what a social suite would be, the Inverness 
Golf Club developed a truly private, members-only experience. Set 
among the picturesque grounds of the club, a limited group of mem-
bers (up to 12) get the club chef all to themselves. The exclusive 
menu is enjoyed by candlelight at beautifully set, luxurious tables 
before members retire to the sunken campfire and casual seating.

Indoor dining restrictions urged Sahalee Country Club to ramp 
up their “surprise and delight” activities in an effort to keep  

Los Angeles Athletic Club

Addison Reserve Country Club
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members engaged and provide value for their due’s dollar. A beignet 
tent, slider bar at the turn, free breakfast burritos and street tacos 
were all pop-up surprises that kept members coming to the club.

Member Engagement
When members cannot visit the club, member engagement be-
comes a critical component of retention. These clubs understood 
how to keep a strong connection.

If everyone could have a Ben Lorenzen at their club, then all 
clubs would be masters of member engagement like Champions 
Run. Led by Creative Director Lorenzen, all of the staff partici-
pates in bringing the fun to everything they do through creative, 
one-of-a-kind events and videos that make promoting and recap-
ping events truly spectacular! (For more on Champions Run, see 
their case study in the fall 2020 issue of Club Trends.)

It’s hard to keep track of 4,000+ members and five properties 
and make every member feel special. The Union League of Phil-
adelphia, with a communication team lead by Communications 
and Marketing Director Erica Martin, does that through an effec-
tive communication strategy. Balancing news and information, Inverness Golf Club
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club events, history and member stories, Union League members 
always know what’s happening and frequent the club.

How do you keep kids entertained when you are required to stay 
at home? Enter the amazing Merion Cricket Club’s Kid Clubhouse 
Manager Kelsey Hudson. She kept members engaged by sharing 
games (even inventing some), crafts and activities families could not 
only do at home, but also make with items they already had handy.

New Traditions
Chalk art, painted rock gardens, a scavenger hunt by car, drive 
through experiences and other events have become the new nor-
mal. Some of the innovative ideas that have emerged have been so 
successful that many clubs will keep them in the future. Here are 
some ideas that will endure beyond the pandemic to become new 
traditions at the clubs.

What’s old became new again with drive-in movies, as demon-
strated by Admiral’s Cove with a spiffy concession stand, and 
Shady Canyon Golf Club which marked off parking spots on the 
driving range for proper social distancing.

2020 graduates shined in the spotlight a bit brighter last year. 
With graduate profiles (well done, MacGregor Downs Country 
Club) and special ceremonies at the club, clubs look forward to 
celebrating future grads in similar fashion.

Mountain Air Country Club held their inaugural Independence 
Day Golf Cart Parade, in lieu of traditional 4th of July celebrations. 
Golf cart parades became the main attraction for other holidays 
too, like Halloween and Christmas.

The Amelia Island Club makes a simple drive-thru dinner night 
(roasted chicken dinner for two) a festive occasion. At the height 
of summer and COVID-19 frustrations, the Ice Cream Anti-Social 
struck the right tone. The drive-thru experience quickly became a 
member favorite at clubs.

Top 5 Overall
These clubs did everything right. Effective and timely communication 
with members, unique offerings, member engagement, establishing 
new traditions and satisfying what members needed in the moment.

5  As a city club in California, the University Club of San Fran-
cisco faced extreme challenges in service, engagement and 
retention. Yet, the creativity of the team blossomed under 
pressure and members enjoyed newsletters targeting spe-
cific activities they could safely enjoy in the surrounding 
area, a vast array of virtual events and activities and great 
staff communication with their very well-missed members.

4  Fun events, weekly themed cupcake experiences, great social
media communication and the extraordinary Game Room 
To-Go Box, lands Lakewood Yacht Club in our top five.

3  The Olympic Club shares the rich history of the club
through the #TBT (throwback Thursday) hashtag, 
often with timely posts, relative to holidays and current 
events. They also do an amazing job with members pro-
files and all types of member communications.

2 Hawaii also faced tougher restrictions, but the Outrigger 
Canoe Club rose above those challenges and managed to 
keep members well informed and connected. The club staff 
were able to take advantage of the windows of time with 
lifted restrictions with dining and event options, but also 
virtually entertained members when the club was closed.

1 The Country Club at Mirasol has received numerous acco-
lades for their Virtual School and Random Acts of Kindness 
programs. In addition, the club contributed to their local 
hospitals, found ways to bring fitness outdoors, planned 
numerous virtual programs and took extra care with social 
media posts, marking photos with unmasked members as 
“pre-COVID.” For so many reasons, Country Club at Mirasol 
serves as our best, Best Practice.

So why did it take a pandemic to shift our thinking and begin to 
innovate? The challenge is now this: How do we continue the quest 
to bring innovation and relevance to our industry and not return to 
old habits? Your members have seen what you are capable of and 
there is no going back. A mindset that sparks hope for an even better 
future is welcome here and now. There is no idea too big for this 
moment. Bring your boldness, for you are surrounded by visionaries 
who will shape our industry—world changers and chain breakers and 
community builders. Imagine the extraordinary potential. Let’s take 
giant leaps and bold steps to keep planning events and experiences 
which enrich the lives of our members. 

Shanna Bright is the founder of Private Clubs Online and a private club industry 
consultant. She can be reached at shanna@privateclubsonline.com  
or visit privateclubsonline.com.  
Lynne LaFond DeLuca is the executive director of the Association of Club 
Catering & Event Professionals and a private club industry consultant. She can be 
reached at Lynne@TheACCP.com, or visit the website at TheACCP.com.

Lakewood Yacht Club
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ACCELERATING 

AND

WE ARE GOLF  
Diversity Task Force 
Making a Difference

By Dr. Michael Cooper

IN GOLF
M ay 1, 2019, was one of the most memorable days in my professional career. It 

was National Golf Day, in Washington, D.C., and our WE ARE GOLF Diversity 
Task Force had a packed schedule of activities. Among them were opening comments 
at the morning welcome, where diversity was theme for the day, and an afternoon 
meeting with representatives from the Congressional Black Caucus (CBC). 

At the time, the Diversity Task Force consisted of 35 members, including represent-
atives from golf’s leading organizations, along with community-based program leaders 
and diversity advocates. Steve Mona created the task force in 2010, when he was presi-
dent & CEO of the World Golf Foundation. In April 2017, Mona selected me as chairman. 
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The Four Pillars
Our task force has four working subcommittees, focused on increas-
ing diversity and inclusion in recreational play, competitive play, 
workforce and supplier diversity. The primary objectives of the task 
force are to serve as “linking agents,” identifying, communicating 
with, and connecting hundreds of minority-led, community-based 
programs and golf industry leaders. In addition, we work closely 
with Historically Black Colleges and Universities (HBCU), hoping 
to create strategies to better include their networks in golf’s $84 
billion industry.

As National Golf Day 
approached, I was anxious 
to share our story with inter-
ested members of Congress. 
What an opportunity, and 
what an honor! 

The morning welcome was 
held in the Rayburn House 
Office Building on Capitol Hill. 
The room was packed with 
political delegates and National 
Golf Day participants. I was 
honored to say a few words on 
behalf of our Diversity Task 
Force. Opening ceremonies 
were followed by mingling, 
sharing business cards and pic-
ture taking. After 45 minutes, it was time to get on with the day. 

Our pre-assigned groups headed to the series of morning meet-
ings on the top floors of the Rayburn Building. In between meet-
ings, I roamed the hallways with James Beatty, executive editor, 
African American Golfer’s Digest, who also serves on the WE 
ARE GOLF Diversity Task Force. Beatty is also the founder of the 
African American Golf Expo & Forum. By chance, we shared an 
elevator ride with Congressman Elijah Cummings and his aide. 

I was a longtime fan of Congressman Elijah Cummings. I admired 
him for rising through the political ranks, despite humble beginnings. 
He displayed integrity, courage and conviction, yet advocated for civil 
disobedience and nonviolence, like Dr. Martin Luther King, Jr. 

Beatty and I met Congressman Cummings unexpectedly, yet 
he was courteous and patient enough to hold a brief conversation 
with us, wish us well, and pose for a picture. 

Speaking of Jim Beatty, it was his idea to meet with the CBC. He 
birthed the CBC concept during the WE ARE GOLF annual break-
fast earlier that year at the PGA Merchandise Show in Orlando. 

Beatty insisted that we needed a bigger, louder megaphone to 
bring attention to our diversity and inclusion movement. We hoped 
that would be the outcome of the CBC meeting on National Golf Day. 
The meeting was scheduled to happen just after the lunch break. 

Advocating to the CBC
At the meeting, the CBC was represented by four members, in-
cluding its chair, Congressman Cedric Richmond from Louisiana. 
Other congressional members were James Clyburn (South Caro-
lina), Marc Veasey (Texas) and Marcia Fudge (Ohio). A Congres-
sional aide accompanied each CBC member. 

Mona, then the Executive Director of WE ARE GOLF, led us 
into the CBC meeting. We were also joined by Dr. Lezli Baskerville, 
president & CEO for the National Association of Equal Opportunity 

in Higher Education, the advo-
cacy association for HBCUs. 

Central to the conversation 
was golf’s $84 billion economic 
impact and more than 2 million 
jobs. But African Americans 
comprised less than 3% of 
golf’s workforce, and there 
was little to no evidence of golf 
industry leaders doing business 
with Black and Brown business 
owners. That meant that Black 
and Brown people were all but 
excluded from golf’s $84 bil-
lion economic impact, except 
as consumers. That does not 
speak to inclusion. 

Rather than present the 
lack of representation as a deficit, our group chose to present it 
as an opportunity to increase diversity and inclusion in the game 
and industry. We referenced the rapidly changing demographics 
in America, which were forecasted to exceed 40% within the next 
decade. Therefore, we believed it would be impossible for golf to 
remain homogenous as a sport and thriving industry. From a busi-
ness sense, it would be foolish too. 

We informed CBC members of our four working subcommit-
tees. Dr. Baskerville explained how we engaged with the HBCU 
network, and how she believed that students on these campuses 
could benefit by using golf as a business tool for upward mobility 
and economic growth. She expounded on her longtime relation-
ship with Craig Kirby, another Diversity Task Force member.

Craig Kirby is the founder and president of Golf. My Future. My 
Game., based in Washington, D.C. Kirby has a political background, 
and his relationship with Dr. Baskerville cleared the path for our 
HBCU work. We are convinced that maximizing this relationship is 
key to increasing diversity and inclusion in every category. 

CBC members agreed that golf needed more diverse representa-
tion, and that a linkage to Black and Brown communities could 
present opportunities for economic growth. They agreed with our 
strategies to forge alliances with community programmers and the 

Bringing the voices of the golf industry together

Founded in 2009, WE ARE GOLF was developed to provide 
a unified voice on behalf of golf’s stakeholders to address 
legislative and regulatory issues of importance to the golf 
industry at a federal level. The National Club Association is a 
member of the WE ARE GOLF Executive Roundtable.
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HBCU network. Finally, they agreed to be vocal advocates for our 
cause as time allowed. 

Moving in the Right Direction
We hoped to reconvene with the CBC during National Golf Day 
2020, but that did not happen due to the pandemic. Nevertheless, 
recent political and social issues have accelerated diversity and 
inclusion efforts in golf, as evidenced by the following: 
■ Jay Monahan’s announced that the PGA TOUR will donate “at 

least $100 million” to “racial and social injustice causes” over 
the next 10 years. Some of the money will be spent on HBCUs 
and the Advocates Pro Golf Association Tour, which prepares 
African Americans and other minorities for careers in golf.

■ The PGA TOUR promoted Marsha Oliver to VP, Community & 
Inclusion. She is responsible for charitable activities in tourna-
ment markets and cultural change initiatives.

■ The PGA of America promoted Linnet Carty to Director of 
Community Engagement. She is responsible for diversity and 
inclusion education, curriculum design and training.

■ PGA CEO and the commissioners for the PGA TOUR and LPGA 
created the Industry Collaboration “to advance diversity, equity 
and inclusion, as well as the industry’s broader growth of the 
game endeavors.”

■ The PGA of America eliminated Horton Smith’s name from an 
award that honors its members’ contributions to education. 
Smith was president of the PGA from 1952 to 1954. He defended 
the organization’s now-expunged Caucasians-only policies. 

■ Renee Powell was elected to the PGA of America board of direc-
tors. Powell is the second African American woman to compete 
on the LPGA Tour, and serves as the head pro/manager at 
Clearview Golf Club, the only golf course in America designed, 
built, owned and operated by African Americans. 

■ NBA superstar Steph Curry donated $1 million to start golf pro-
grams at Howard University, a HBCU in Washington, D.C.

■ Phil Mickelson donated $500,000 to Jackson State University, a 
HBCU in Jackson, Miss. 

■ Phil Mickelson, Charles Barkley, Steph Curry and Peyton Man-
ning competed in a made-for-television exhibition, raising more 
than $7 million for HBCU programs. 

	■ PGA TOUR player Cameron Champ donated $40,000 to fund two 
scholarships at Prairie View A&M University, a HBCU in Texas. 

■ Lee Elder will serve as honorary starter at the 2021 Master’s, at 
Augusta National Golf Club. Augusta National will also award 
two annual scholarships in Lee Elder’s name to deserving stu-
dents at Paine College in Augusta, Ga. 

■ The inaugural African American Golf Expo & Forum (aagolf-
expo.com) will be held August 21–24, 2021, just outside Atlanta, 
Ga. Golf Digest is the title sponsor. 

The Way to Greater Diversity
Yes, progress is being made. But more work is needed for golf to 
reflect the changing demographics in America. That brings me to 
my final three points:
1. Industry leaders must remember that diversity extends beyond 

race. Gender, age, religion, ableness and sexual orientation, 
among others, must also be considered. 

2. To assure diversity of thought, there must be ample rep-
resentation at the board and senior leadership levels, for they 
are the primary decision-makers. 

3. I urge golf industry leaders to develop relationships with com-
munity programmers. Some have chosen the entrepreneurial 
route because it is in their spirit, while others do so out of 
necessity as the industry offers so few positions. Invest in them 
(and HBCUs). They will pave the way to greater diversity and 
inclusion in golf. 

Dr. Michael Cooper is chairman of the WE ARE GOLF Diversity Task Force. 
He can be reached at mcooper2@springfieldcollege.edu.

Left to right: Michael Cooper, Congressman Elijah Cummings, James Beatty

Left to right: Michael Cooper, Congressman Cedric Richmond, Steve Mona
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JOIN US IN KEY LARGO AT 
THE OCEAN REEF CLUB 
For the 17th annual National Club Conference 

MAY 23–25, 2021

REGISTER TODAY
at nationalclubconference.org for special rates.  
Full schedule, current speaker list, lodging and travel  
information available at nationalclubconference.org

SPEAKERS
Mick Mulvaney 
Co-Founder of Exegis Capital and 
Former White House Chief of Staff

Heather Kim Degenhardt-Stifanic 
Founder & Diversity  
Consultant, IIICONIC

Steve Tingiris 
Founder, Dabble Lab

Cal Thomas 
Syndicated Columnist

Curtis Dubay
Lead Economist, U.S.  
Chamber of Commerce

Henry DeLozier
Partner, GGA Partners

Eric Maddox
Author of “Capturing Saddam”

Joe Trauger
VP of Government Relations, NCA

Richard Weinstein, 
Senior VP of Membership &  
Marketing, Ocean Reef Club

Excellence in Club Management® 
Award-Winners Panel 

EVENT SPONSORS
Presidential Sponsor Networking Sponsor

EVENTS
VIP Reception and Dinner at 
Key Largo Anglers Club

NCA Golf Tournament

Chair’s Reception 

Oceanside Reception 
and Dinner

Vendor Showcase

Behind the scenes tour of Ocean 

Reef Club and Key Largo 
Anglers Club

Snorkeling and scuba diving at 
John Pennekamp Ocean Reef  
State Park

Eco Kayak Tour

Golf Cart Poker Run

Blue Water Fishing Tournament



Restoration, 
Preservation and 
Renovation 
at Key Largo Anglers Club 

How an Historic Club’s Update 
Led to an Extraordinary 
Employee Housing Project

By Christopher Everhart, 
CCM, CCE, PCAM, CHAE

The north view 
from the late 

1950s and today.

“Welcome to one of South Florida’s finest private yacht and fishing clubs. The Key Largo 
Anglers Club started in the 1920s as a fishing camp for visitors from Miami and many other 
locations. The club has evolved into the multidimensional facility that you see today steeped 
in casual elegance and located on Card Sound Bay; the club offers every visitor a rare oppor-
tunity to experience the Florida Keys “the way it used to be.” Our club enjoys the special priv-
ilege of being one of the few officially designated historic places in Monroe County outside 
of Key West. Through hurricanes, wreckers, pirates, prohibition, presidents and other adven-
tures, Key Largo Anglers Club has stood proudly for great fishing, fine dining, good times and 
a staff team known for its exceptional service to members families and guests. The staff has 
always played an integral part in the success of the club. Much of the club’s continuity and 
charm is a result of the dedication, commitment and personal interest that our employees 
have brought to this organization. The membership is proud of these achievements.”

—Staff Team Handbook, Key Largo Anglers Club in Key Largo Fla.
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New employee housing is 
a key component of Key 
Largo Angler Club’s historic 
renovation project. Key Largo 
Anglers Club was recognized 
by the American Society of 
Interior Designers (South 
Florida Chapter) for the 2020 
Design in Excellence Award 
in the category of Historic 
Preservation/Adaptive Reuse.

T his introduction to the staff team handbook sets the stage 
for a remarkable story that’s part of the next chapter of 
Key Largo Anglers Club’s storied history. In March 2019, 

the club began an ambitious nine-month project that included the 
complete restoration of the club’s historic clubhouse and, at the 
same time, the demolition and rebuild of the entire staff housing 
and maintenance complex. 

In December 2019 the club began a phased reopening of the 
clubhouse starting in the areas that required restoration and pres-
ervation of the historic portions of the building. Then came the 
opening of the expanded Commodores Grill on January 17, 2020. 
Coincidentally, this was almost exactly 74 years since the club’s 
official post war reopening in January of 1947.

This successful project was the end result of an interesting 
journey for the club, its members and its staff team members.

The Planning Process
For the most part, the club followed the typical steps that you’d 
expect to see when embarking on a project of this magnitude, and 
the process began with a membership survey developed early on 
by the McMahon Group. One of the key takeaways of the survey 
results was that club members felt strongly to build and/or sub-
stantially improve the existing clubhouse without addressing the 
needs of the club’s staff team was a nonstarter. The existing staff 

housing facility and maintenance building dated back to the 1960s 
and the members overwhelmingly prioritized staff housing ahead 
of the clubhouse project. This ultimately resulted in a significant 
increase in the scope of the project.

The job of designing the new housing complex was handed 
to Peacock + Lewis Architects and Planning, a renowned design 
firm that specializes in private clubs. A key goal was to incor-
porate the facility into a small foot print while preserving the 
old Florida ambiance characterized by the historic property and 
overall community design. 

The award-winning staff housing complex is a stunning 
state-of-the-art development with 32 individual rooms, a 
laundry, a common living and recreation area, swimming pool 
and a private courtyard. The exterior building materials and 
landscaping provide the appropriate continuity and blend rela-
tive to its surroundings. 

The finished project is really fantastic! The spacious living quar-
ters offer resident staff fully furnished rooms with a bed, dresser, 
desk, refrigerator, cable tv, wireless internet, air conditioning, pri-
vate bath and other furnishings. There are several different types of 
units, including individual units for single staff members and shared 
bedroom units for married and partnered couples. There is also 
access to a common area featuring a full kitchen and dining area, 
and a living room with comfortable seats and a television.
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Financing the Project
As creative as the design of the new staff living quarters is, 
the funding mechanism was just as creative. The design 
included the 29 ground-floor air-conditioned storage units, 
which were sold to members. The revenue generated by 
these storage units raised nearly half of the cost of building 
the new living quarters. 

After careful consideration of how to approach both 
projects, it was determined that one contractor would be 
awarded both the clubhouse and the staff headquarters. In 
April 2019, right after Easter, the club began its shutdown, 
which included temporarily relocating the on-campus 
staff team with help from the neighboring Ocean Reef 
Club. Because of the club’s location in the Florida Keys, 
staffing patterns vary throughout the year. The club houses 
approximately 15 staff on a year-round basis and another 30 
seasonal employees who work from October through the 
winter and spring. Ultimately, the rebuilding of the staff 
headquarters took up about 60% of the cost of the club’s 
entire rebuilding program.
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An Historic Gem 
Offers a Contemporary Twist
When the National Club Association (NCA) convenes for the 2021 
National Club Conference in Key Largo, Fla., May 23–25, some of 
the special events at the Key Largo Anglers Club will include the VIP 
Reception & Dinner and a private facility tour. 

As part of a $19 million project, the club also completed a ren-
ovation project to restore the historic clubhouse. The members 
were the driving force behind the project and club leadership 
turned to the McMahon Group to survey members about their 
priorities for the renovation. In addition to replacing the staff 
headquarters, the member wanted to see the clubhouse restored 
and they requested the addition of a new casual dining facility—
Commodores Grill. 

The project began with the hiring of Peacock + Lewis Architects 
and Planners to help the club execute the plan. One of their most 
important charges was to do everything possible to not alter the 
casual elegance, charm and historic character of the “old clubhouse.” 
At the same time, membership and leadership also recognized the 
need to fully develop the exterior spaces and, as noted in the survey, 
develop an appropriate casual dining facility that would fit in with 
the rest of the building. 

In restoring the old clubhouse, it was essential to maintain its 
historic character. As such, a design was created that seamlessly 
mingled the historic portions of the clubhouse with a new exterior 
envelope and the newly created casual dining area. It was essential 
to work closely with the Monroe Country Historic Preservation Com-
mission—and the development team worked with the commission 
through several months of design and planning meetings, revisions 
and site tours to create a plan for modernizing the clubhouse while 
staying true to its historic nature.

Still, it wasn’t certain how the commission would vote on the 
club’s plan until the final presentation. The fate of the entire project 
landed on Peacock + Lewis and their presentation to the commis-
sion. And they did a great job leading the presentation, which was 
also attended by club’s senior management team and the board 
members who were working with the team on both projects. The 
result of everyone’s combined effort at that meeting was a unani-
mous vote to support the club’s plan!

Spectacular Facilities
The end result is stunning and consistent with the low key ambiance 
of the club. One of the highlights is a newly created member history 
library paneled with reclaimed wood from the historic Belleview-Bilt-
more Resort, which was built on Clearwater Bay, Fla., in 1897. The 
new member history library beautifully complements the club-
house’s history lobby, which was built in the 1930s when the club 
was still known as part of the Florida Year-Round Club. 

Another feature of the restoration was the addition of a protective 
exterior wrapping to protect the building’s historic features. The original 
exterior (now within the envelope), which was built with Pecky Cypress, 
was supplemented with reclaimed Dade County pine and blended to 
fit perfectly with the historic cypress. The pine is endemic to peninsular 
Florida and is a dense, nearly termite-proof pine that is now found only 
on preserves and a few private properties. 

The final breathtaking element of the restoration revolved 
around the covered terrace overlooking Card Sound Bay. For such 
an outstanding club serving anglers and ocean lovers, you would 
expect stunning vistas, and the terrace provides them. In fact, this 
was the cornerstone of the entire project. And the finished project 
is a grand success, seamlessly connecting the flow from the historic 
main dining room to the new Commodores Grill.

Restoring an historic property like this was no easy feat. Different 
elements of the clubhouse complex were built at different times and 
created by different designers. But through the dedication of the club’s 
membership and leadership, as well as the expertise of the designers at 
Peacock + Lewis, the restoration project was a complete triumph.

Difficult challenges arose during construction due to the age of 
the building and the combination of the use of frame, Dade County 
Pine and native keystone. The development team worked closely with 
the club’s leadership and membership to complete this program. The 
team showed real ingenuity in overcoming the many challenges and 
the finished building proved to be a true marvel of engineering.

Unfortunately, the club was barely able to test the full possi-
bilities presented by the newly enhanced clubhouse facility. On 
the weekend of March 13, the club celebrated an annual weekend 
cornerstone event—Wild, Wild West Commodores. The following 
Monday morning, the club ceased all club operations because of the 
COVID-19 pandemic and the risks it posed to the members and staff. 

However, in the short time that the newly constructed and restored 
areas of the club were operational, the club experienced increased sales, 
with value added member services and appreciation for what had been 
accomplished. The project was a rousing success and will continue to 
benefit the club, its members and staff for many decades to come.

According to KLAC General Manager and COO Christopher Everhart, 
“It was a bit of serendipity that we completed the new staff headquar-
ters complex before the COVID-19 pandemic hit because it allowed us 
to continue to house and take safe care of the staff for the balance of 
the season.” Once again, the membership of the club put its staff team 
first, which has been a recurring theme over the club’s entire history—
and a cornerstone of high staff tenure, loyalty and morale. 

“It helped the club itself too,” said Everhart. “As it turns out, in 
May, under the ‘new normal operating conditions’ our F&B sales 
were up three times over prior year.”

By Bill Smith
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Lessons Learned
In undertaking this challenging project, the club learned impor-
tant lessons that can benefit other clubs when they consider large 
renovation or rebuilding programs. You may have heard them 
before but they are well worth repeating should they help you 
avoid potential pitfalls along the way.

First and foremost, seek as much advice as possible from your 
colleagues who have been through a major construction project in 
their own clubs. They have a wealth of knowledge and can help you 
save a lot of time and help you avoid missteps that can occur early in 
the planning process. The advice I received from fellow club managers 
proved invaluable and was a real lifeline on more than one occasion.

Second, do not underestimate the importance of following every 
step of the planning process, which should be well outlined by the 
consultants that guide you as you create your plan. 

Third, in today’s era of significant regulation and government 
scrutiny there will be more soft cost challenges and unknowns than 
you might anticipate. Allowing time before construction starts to get 
as many of these matters dealt with as possible is crucial. You can 
bet there will only be more once you get started. 

Fourth, engage the services of a top-quality project management 
company from the very beginning. This is an absolutely critical take-
away from my experience because I was not prepared for many of the 
requirements that come with a large-scale project such as ours. With 
all the budgetary concerns, logistics and paperwork, appropriate time 
management is essential since you are likely also engaged in the daily 
operations of your club. A good project manager can be a real game 
changer in helping you succeed during the process.

Finally, your board will guide you in helping select who you are 
going to work internally with when you get ready to go down this 
road. At the same time be sure you help guide them in giving you 
the best leadership resources and fit possible. You are in it together 
from start to finish and they are depending on you as much as you 
are going to be depending on them. During the good and the bad 
times—the board team members who served on these projects 
were instrumental to the positive outcome we experienced.

In the end, the goal is for a harmonious successful project of 
which everyone in the organization can be proud.

Tight Lines!

Anyone who works in the club industry 
knows employees are key to a successful oper-
ation. One of the most rewarding parts of the 
club experience is getting to know staff and 
interacting with them year after year. Of course, 
the private club experience is just as important 
to staff. Long-lasting friendships are created and 
employment tenure at a club can offer a sense of 
normality and stability, particularly for seasonal 
staff who come from other parts of the country, 
or even from outside the United States. That’s 
why this project was so important to the club, 
its staff team and its members. The Key Largo 
Anglers Club’s new staff headquarters sets a 
great example for how to enhance the treatment 
and quality of life for permanent and temporary 
staff—now and into the future. 

Christopher Everhart, CCM, CCE, PCAM, CHAE is the 
general manager/COO/CAM at Key Largo Anglers Club. He 
can be reached at 305-367-2382 or chris@klac.org.

By Christopher Everhart, CCM, CCE, PCAM, CHAE
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By Dan Denehy and Robert C. James

Is stakeholder capital right for your 
club’s future?

Finally, with the tumultuous year 2020 
ended, Dan and Bob appear to agree 
about something! 

IN A RECENT ARTICLE, “The Case 
for Stakeholder Capitalism,” McKinsey 
& Company postulates that the time has 
come for U.S. businesses to broaden the 
missions of their businesses to include 
serving their stakeholders, beyond just 
their stockholders. Major businesses in the 
U.S. are responding to what they under-
stand their stockholders to expect—that 
the company’s mission must be expand-
ed to serve their customers, suppliers, 
workers and communities as well as their 
stockholders. This movement is growing, 
and given recent global attention to more 
humanistic issues, focus is being placed 
on a host of social and environmental 
movements, diversity and inclusion, trans-
parency and sustainability. Society is more 
socially conscious and expects that behav-
ior out of the businesses and organizations 
that represent them. 

So, relative to private clubs, is this a 
track for the industry to follow as well? To 
improve their standing and trust in the pub-
lic’s eye and to better represent the expecta-
tions and mores of their memberships? 

As usual, we have extensively debated 
this topic and found that we finally agree 
upon something, so there will be no 
point/counter point in this article. Clubs 
have been on this track for quite some 
time because the membership makes up 
the community; members develop close 
personal relationship with the staff and 
treat them like family members; busi-
nesses clubs are too small to do anything 
other than to work with and learn from 
their suppliers; and the members’ busi-

nesses are embracing stakeholder capital. 
It is only natural to expect that from their 
club. Clubs may have a head start but to 
really meet future expectations of the 
membership, they will have to be more 
intentional and explicit. 

There are five compelling princi-
ples for businesses to make stakeholder 
engagement a reality. We believe that 
they are incredibly applicable to the pri-
vate club industry.

1. Get the board on board. Unfortu-
nately, in many cases, club leadership 
intentionally tries to leave business 
at their businesses. Or they try to 
apply their business paradigms to 
clubs’ unique sector of the hospi-
tality industry, frequently a fruitless 
approach. The club is for recreation 
and socializing, and the board is there 
to sustain the culture and provide 
fiduciary oversight of facilities and 
operations. The focus of the club is 
clear and it’s not about charity. That 
is where the problem often lies. This 
concept is not about charity. It’s about 
engagement with the stakeholders, 
which will result in a stronger repu-
tation with the community, vendors 
and staff—so to then benefit the club 
in many ways. Clubs that are good 
employers with a good reputation in 
the industry and community are better 
able to attract more talented and com-
mitted employees. Vendors that are 
treated well will speak well of the club 
in the community and treat the club as 
an important customer. A positive rep-
utation in the community is essential 
to attract a quality membership. These 
three areas are essential to the success 

POINT/COUNTERPOINT: GOLF

Society is more 
socially conscious and 
expects that behavior 
out of the businesses 
and organizations that 
represent them. 
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of the club and should be foremost on 
the board’s agenda.

2. Set and track environmental goals. 
Sustainability is more than just a 
buzz word and while golf clubs invest 
heavily in labor and energy saving 
equipment, and some clubs have 
achieved Audubon Sanctuary Certifi-
cation, there are many more initiatives 
that clubs can undertake that benefit 
their community as well as the club. 
Setting environmental goals should be 
a priority for management and tracking 
their accomplishments and celebrating 
those in a thoughtful, public way is an 
important element of their own annual 
performance reviews.

3. Work with suppliers to build capa-
bilities and skills. Successful mid- to 
large-size companies invest heavily 
in staff training and have more spe-
cialized staff than do clubs. Most 
clubs don’t have an adequate training 
budget, nor believe they can afford to 
train their employees as extensively as 
they may do in their own companies. 
As a result, department managers 
depend heavily upon their vendors 
for new product advice and training. 
This runs the gamut from health insur-
ance brokers to grounds equipment 
salespeople. Most clubs recognize the 
need to partner with their vendors; 
particularly when they are too small a 
customer to get competitive bids or to 
split orders between vendors.

4. Serve consumers long-term needs. 
Truly stepping back from viewing a 
club as a brick-and-mortar entity and 
considering how its services, amenities 
and programming affect its members 
and their families’ lives creates an 
incredibly powerful perspective. As a 
stakeholder capitalist, it is our respon-
sibility to think holistically and to be 
the visionary beyond sports and dining 
to factor in how those sports impact 
wellness, self-reliance, empowerment 

and successes, not only in sports but 
life. Dining in many clubs goes well 
beyond the menu to include teaching 
young adults how to cook to feeding 
members intellectual needs. Exam-
ples include simple lecture series to 
wellness programs that involve full, 
private, in-house concierge style med-
ical care. Clubs that embrace not only 
lifestyle, but also lifecycle planning and 
programming, make the club indispen-
sable to it membership and makes the 
business durable over the long term. 

5. Treat your employees with respect 
and invest in their future. Labor 
is not simply a cost to be managed. 
Especially in hospitality, and distinc-
tively in our industry sector where 
the customer becomes uniquely well 
known to employees, the principle that 
employees are human capital needs to 
be at the core of business DNA. Our 
learnings through nearly 1,000 assign-
ments in the private club and resort 
business points to one key reality—the 
best clubs in the country behave like 
teaching hospitals where learning and 
training is explicit, celebrated and 
rewarded by not only management but 
also staff and members. In reviewing 
hundreds of club budgets, the clear 
majority miss one expense line in 
most departments: Training. A key 
metric at companies that are viewed 
as the “best companies to work for” 
is that new hires are generated from 
the existing employee community. 
This has been proven to be the best 
way to organically adopt and grow 
company culture. These approaches 

breed stakeholder capitalism, which 
ultimately empowers the entire staff, 
top to bottom, giving responsibility 
and autonomy and demonstrating trust 
at all levels. When this occurs, the 
organization breeds a culture where 
employees act like owners, owning the 
member and guest experience at both 
the strategic and the transaction level. 

Stakeholder capitalism is significantly 
easier to instill in the start-up or ear-
ly-stage business, yet the challenge is not 
insurmountable in traditional clubs, easily 
considered fourth stage businesses. The 
paradigms and customs enjoyed by many 
and viewed to be critical in the private club 
industry are what all of us enjoy and keep 
us coming back. Yet the industry would 
be well served with an approach that goes 
beyond simply endorsing these five prin-
ciples and actualizes them throughout the 
organization. This past year has been a dis-
ruptive catalyst for the best and brightest to 
step up and take advantage. 

Will your club be one of them?
While Dan and I open the year in peace 

and harmony, you can be assured we will 
not continue 2021 in agreement! 

Buckle up Bob, get ready for our  
next debate! 

Dan Denehy, CCM, 
CHA, is president and 
Robert C. James,  
CCM, CCE, CHE, 
is vice president, 
DENEHY Club 

Thinking Partners, a full-service executive search and 
management consulting firm serving the private 
club and boutique resort industries at more than 300 
clubs and resorts on more than 700 projects. They 
can be reached at dan@denehyctp.com or bob@
denehyctp.com. Learn more at denehyctp.com.

Stakeholder capitalism is significantly easier to 
instill in the start-up or early-stage business, yet 
the challenge is not insurmountable in traditional 
clubs, easily considered fourth stage businesses. 
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FACILITIES

What are some ways to 
address physical accessibility 
challenges at our clubhouse?

EXPERTS’ CORNER

TRULY PRIVATE CLUBS are often 
believed to be exempt from the federal 
Americans with Disabilities Act (ADA). 
However, almost all local building codes 
have adopted accessibility standards for 
all buildings, including clubs, and club-
houses and club grounds should conform 
to ADA standards.

However, we don’t need laws to force 
us to make our club facilities ADA com-
pliant. It is just good common sense to 

plan for the safety of our members and 
staff in buildings regardless of handicap 
accessibility requirements.

The great clubhouses of yesteryear 
were multistory buildings with lots of 
steps: often ornamental, with open stair-
ways and wider treads and full of oppor-
tunities for members and staff to fall down 
them. A clubhouse of yesteryear would 
have an elevator if it was over three stories 
in height, but in all cases, stairs were the 
primary means of vertical circulation.

Today we treasure these wonderful old 
clubhouses, but we need to make them 
safer. Stairway designs should include:
■ Lower riser height and longer

tread lengths
■ Better railings 
■ Tread surfaces that are visually safe 

and well lit
■ Nosing strips that identify next steps 
■ Flooring materials that are not slick 

If low sloping ramps are used to con-
form to current codes, they should vis-
ually alert people that a grade change is 
about to happen.

Old, small elevators of yesteryear also 
need to be replaced with larger, wheel-
chair accessible elevators inclusive of all 
the fire-safety protective devices.

For existing multistory clubhouses, the 
most heavily used clubhouse areas should 
be located on the main, on-grade floor. A 
classic clubhouse design fault from yester-
year is an entry drive drop-off at the club’s 
main front door that has numerous steps 
leading up to it, increasing risk for mem-
bers. A solution is to raise the entry drive 

and porte cochere protection at the front 
door to eliminate the steps entirely.

In new clubhouse designs, architects 
should try to eliminate as many steps as 
possible. Steps can pose serious risks, 
especially for older people. One-story 
clubhouses best serve older members, 
especially in retirement communities. 

Recently in the design of a new club-
house for an older community, the architect 
made a good case for a two-story design 
that would be more efficient to build 
and cover less land area than a one-story 
design. But once the members realized how 
many steps were required, even though an 
elevator was provided, they immediately 
requested a one-story design. This also gets 
to the issue of the usage of second-floor 
facilities, which generally have significantly 
less use by members. People don’t like to 
use steps or elevators if they don’t have to.

The secret in good clubhouse 
design—aside from making buildings 
attractive and well-designed—is to make 
them easy to use and safer for members 
and staff. In many instances, believe it or 
not, the one-story design is less expen-
sive to build and operate.

When considering a clubhouse reno-
vation or new design, look to creating a 
safer, more user-friendly architecture for 
members and staff. It is as the old saying 
goes, “an ounce of prevention is worth a 
pound of cure.” 

Bill McMahon, Sr. AIA, OAA, is chairman of 
McMahon Group. a fullservice private club 
consulting firm that has served over 2,000 private 
clubs around the world. He can be reached at 
wmcmahon@mcmahongroup.com.

William P. McMahon, Sr., AIA

The secret in good 
clubhouse design—
aside from making 
buildings attractive 
and well-designed—
is to make them easy 
to use and safer for 
members and staff.
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GOVERNANCE

What can be done to 
minimize the disruption 
to governance that occurs 
when members cycle on and 
off the board every year?

EXPERTS’ CORNER

OUR BACKGROUNDS have given us a 
unique perspective on club governance rela-
tive to how boards function in the corporate 
and non-profit worlds. We’re both CPAs who 
have spent considerable time in C-suite roles 
and as partners and board members of multi-
ple corporate and tax-exempt entities. We’ve 
also both been club presidents and we’ve 
dedicated more than a decade each in service 
to the boards of our respective clubs. 

In our observation, the most striking 
differences between clubs’ boards and 
those in other realms are the frequency of 
board turnover and the fact that clubs tend 
to operate in isolation. In the absence of 
information about club-specific best prac-
tices, club boards are prone to fill the void 
with home-grown practices they either 
inherit or create from scratch in each new 
cycle. Frequent board turnover and a lack 
of access to club-specific education about 
best practices are idiosyncrasies of the club 
industry that make it extremely difficult 
to develop and maintain a commitment to 
strategic leadership.

We believe the key to breaking that 
cycle of disruption is implementation of a 
thorough and consistent board orientation 
program that gets repeated every year for the 
benefit of both new and existing board mem-
bers. New board members may have the best 
of intentions, but as the saying goes, “they 
don’t know what they don’t know,” and that 
combination of naivete and enthusiasm can 
quickly derail even the best laid plans.

We recommend a thorough self-evalu-
ation for the entire board—new members 
and tenured members—at the onset of 
the orientation process. The goal is to 
identify gaps in board education, diag-
nose alignment issues and establish a 
baseline for areas where targeted educa-
tion will be beneficial. 

Over the last 13 years, we’ve worked 
with other club industry leaders to identify 
a set of best practices that have ultimately 
became the framework for a Club Govern-
ance Survey that has two specific functions:
	■ To provide an effective self-evaluation 

tool for individual club boards that meas-
ures understanding of and alignment 
around identified best practices in club 
governance and serves as the grounding 
point for the annual orientation process.

■ To gather information and compile
survey findings in an annual report
that advances the industry’s awareness
and understanding of best practices for
club governance.

The results of the Club Benchmarking’s 
2020 Club Governance Survey have been 
summarized in a whitepaper that is avail-
able at clubbenchmarking.com/govern-
ance-survey-2020. 

Joe Abely and Dave Duval are Club 
Benchmarking executive consultants specializing in 
club governance and board education. They can be 
reached jabely@clubbenchmarking.com and 
dduval@clubbenchmarking.com. 

Joe Abely

David Duval
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GOLF TECHNOLOGY

What are some of the latest 
trends in golf course design 
and renovations?

EXPERTS’ CORNER

Paul T. Stringer

AT NICKLAUS DESIGN, one of the trends 
or pivots from standard golf course design 
we are asked to assist clients with is with 
golf technology for clubs that are going 
through a renovation or a new build. We 
have all seen the GPS range finders or GPS 
watches that golfers use, or carts that have 
GPS installed to track golfer’s distance. Now 
some driving ranges at golf clubs are offering 
Trackman or similar devices installed on the 
driving range to display accurate distances 
for the more discreet golfers. 

Many golf clubs are adding club fitting 
studios either as a stand-alone fitting center 
on the driving range or combined with a 
teaching academy. Some clubs offer this 
service in-house while others outsource 
this to larger club fitting companies that 
specialize in fitting golfers accurately and 
with great feedback. These are great for not 
only servicing your members, but also for 
additional revenue and bringing potential 
members into your facility.

We are regularly asked to evaluate adding 
some kind of golf entertainment at a club. 
At public or semi-private golf courses, the 
owners are looking to convert the driving 
range into something that not only serves the 
golfers who plays there, but also the outside 
community and to raise additional revenue 
and awareness to the property. Most of these 
facilities are public or resort golf courses that 
want to have another amenity to attract more 
golfers and revenue. Recently, several facili-
ties with too much golf course for the demand 
are evaluating converting nine holes into an 
entertainment venue or a state-of-the-art 
practice facility, including a driving range, 
putting course and/or a par 3 that is designed 
for fun and learning at the same time. 

Depending on clubs’ needs, there are 
additional technologies that can be imple-
mented to improve not only guest experi-
ences, but also affect the club’s budget and 
time, including data analytics technology 
from the USGA.

The USGA representatives distribute com-
puter chips—GPS data loggers—to golfers that 
they wear on their body for their golf round. 
Typically, this happens over several days, 
during the course’s busiest times, when play 
is moving slower than normal. The loggers 
record the golfer’s physical location every 
five seconds. Data collected from all golfers is 
displayed on the USGA Facility app as a traffic 
“heat map” that is superimposed over the 
course map, so that officials can see exactly 
how golfers use the course. The software also 
relays other data to course managers. By ana-
lyzing the data, officials can see exactly where 
golfers go, and more importantly where they 
don’t go on the golf course. For example, data 
collected at one club in Florida was used for 
a master plan that called for the elimination 
of 40-plus-acres of turf—parts of the course 
where golfers rarely went. As a result, 20 
acres are being converted to natural crushed 
stone, 12.5 acres to naturalized plantings 
and eight acres to aquatic plantings. We are 
looking at this process at a few of the golf 
courses we are currently renovating.

While technology takes on many dif-
ferent meanings and uses at your club, it 
will continue to change the way we think of 
operating on a day-to-day basis. 

Paul T. Stringer is president of Nicklaus Design. 
He can be reached at 561-227-0300 or  
paul.stringer@nicklaus.com. For more 
information, visit nicklaus.com. 

Now some driving 
ranges at golf 
clubs are offering 
Trackman or similar 
devices installed on 
the driving range 
to display accurate 
distances for the more 
discreet golfers. 

66 Club Director WINTER 2021



E X C E L L E N C E  I N  C L U B
M A N A G E M E N T ® A W A R D S

AWARD HOSTSAWARD HOSTS

For any sponsorship inquiries, please contact Tom McIntyreFor any sponsorship inquiries, please contact Tom McIntyre
Club+Resort Business   216.533.9186  or  tmcintyre@wtwhmedia.com

s a v e  t h e  d a t e

The Excellence in Club Management Awards have become 
“the Academy Awards” for the club industry.

And this year, the winners for 2020 will be announced in a special Awards webcast on 
TUESDAY, MARCH 2ND AT 2:00 PM EASTERN TIME. 

Reserve your free front-row seat now for this special event at https://webinars.on24.com/wtwh/ECM2021.

ECM21_8.375x10.875_2-21_Vs1.indd   1ECM21_8.375x10.875_2-21_Vs1.indd   1 2/1/21   4:26 PM2/1/21   4:26 PM



BRANDING

Using Your Club’s 
Brand Effectively

EXPERTS’ CORNER

Henry DeLozier

YOUR BRAND is in everything that you 
do . . . and that you fail to do.

When your club executes a terrific 
member-guest event, that is your brand. 

When your employees tell their friends 
and relatives how proud they are to work 
with you at the club, that is your brand. 

When vendors or suppliers tell friends 
and other customers that your club is dis-
respectful or late with payments, that is 
your brand.

Much has been written regarding the 
power of brand and branding. Private club 
leaders are newly aware of the significance 
of their responsibility in managing the 
authority of the club’s brand.

The traditional formula for building 
the value of one’s brand in the eyes of 
the consumer has been expressed in the 

following equation: value equals perfor-
mance divided by price.

Value =  Performance 
        Price

However, in private clubs—and espe-
cially in the best private clubs—the brand 
value equation must address the emotional 
involvement of the member (customer) in 
the equation. As such, for leading clubs, the 
brand equation is performance equals per-
formance plus emotional experience divided 
by price. Thus, the brand value equation is: 

Value =  Performance + Emotional Experience 
Price

Nowadays, most members will select an 
unforgettable experience—especially one 
that is something out of the ordinary—over 
price or most pedestrian measures. Under-
lying the power of your club’s brand is the 
truth that clubs and club membership are 
emotional relationships; club membership 
is not a transactional relationship.

The emotional connection demands 
that the club connects with its members at 
an emotional level. Here are four action 
steps for clubs intent on putting their 
brand to work:

1. Begin with a vision. What does your 
club stand for? There must be genuine 
purpose and alignment from vision and 
mission through the core values of the 
club. Be purpose driven.

2. Know your audience. Most private 
clubs are ignorant of their local and 
feeder markets. Know the following 
demographic characteristics of your 
members and prospective members:
a. Annual household income
b. Household net worth

c. Educational attainment levels of 
household adults

d. Trends for the local economy

Understand the psychographic 
characteristics of your membership 
and understand the push/pull factors 
that influence people who might join 
your club.

3. Know your competitors. Many
clubs create the standard rates and
fees matrix for the competitive set.
However, they do not know the com-
petitive strengths and weaknesses of
other clubs. Unless your club com-
petes for new members only on the
basis of price, the factors that influ-
ence market standing are tied more
directly to programs, facilities and
brand. How does your club compare
to its neighboring competition?

4. Be the hub of members’ heartfelt
memories. Given the emotional
importance of a club to its members,
your club is a family gathering place,
a safe haven for friends and family
and the maker of memories. Your
brand is as influential as the stories
that your members tell about their
lives at the club.

Your club—whether you agree or 
not—is a brand that is being continuously 
referenced, used and tested. The key point 
to remember is that leading clubs must 
carefully develop, maintain and use their 
brands. 

Henry DeLozier is a principal at GGA  
Partners, an international club management 
consulting firm. He can be reached at  
henry.delozier@ggapartners.com.

The key point to 
remember is that 
leading clubs must 
carefully develop, 
maintain and use 
their brands.
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FINANCE

How does the COVID-19 
“new normal” differ for city 
clubs and country clubs?

EXPERTS’ CORNER

Daniel T. Condon 

AS THE SHOCKWAVE of COVID-19 
swept the nation, state and local govern-
ments began to implement shutdowns 
in an effort to contain the virus. The cas-
cading effect of these decisions resulted 
in various industries closing, grounding 
flights, quarantining, closing schools, 
prohibiting public events and the list goes 
on. Private clubs were not impervious to 
these government decrees resulting in 
clubs closing their doors. Private clubs 
inherently rely on social activity so the 
disruption of keeping members away was 
a monumental challenge.

Once clubs began to obtain some 
clarity on how they could operate, 
actions by club boards and manage-
ment began to unfold. For private golf 
and country clubs that meant dining 
changes, takeout orders, marketplace 
conveniences, tee time modifications, 
as well as a host of other changes were 
made to accommodate members. For 
city clubs, the challenges were more 
formidable. With a significant number 
of members working remotely, dining 
restrictions, gym capacity constraints, 
limited business or vacation travel, 
safety concerns and labor commitments, 
city clubs are facing mounting chal-
lenges under the “new normal.” 

In a recent limited survey, we compiled 
data from both city and country clubs. The 
results, albeit similar in declines in oper-
ating revenue, have a different storyline 
based on the ability of country clubs to 
reopen and offer amenities in a safe and 
secure environment. From a city club rev-

enue standpoint, membership dues had 
not significantly changed; however, the 
number of new members has decreased. 
The sensitivity of the city club mem-
bers maintaining their membership has 
become a focal point of deliberation. Food 
and beverage sales are off 35%, with the 
loss in this segment growing by more than 
200%. The rooms operation is not much 
different with room sales declining almost 
36%, with profits cut by 50%. This trend 
of reduced member use will continue 
until the widespread availability of an 
effective vaccine, members return to their 
offices, and safety is restored in cities. To 
their credit, boards and management are 
working tirelessly to position their clubs 
to recover and thrive in the next era.

The data from golf and country clubs 
tells a bit of a different story. Since 
reopening, golf and country clubs have 
been bustling. Tee sheets are filled with 
reservations all day. Membership rev-
enue continues to grow, and initiation 
fees remain strong. However, operating 
revenues related to food and beverage 
have declined 37%, with the loss in the 
department growing more than 200%. 
Green fees and related revenue are down 
more than 15%; however, incorporated 
in these operating numbers is a reduc-
tion of revenue from outings/functions, 
which have either been cancelled, 
rescheduled or reduced in size. Strong 
member use has been able to offset a 
portion of these losses.

Due to the service-oriented nature of 
clubs, their single biggest expense cat-

Matthew O’Dell
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egory is payroll and related expenses. 
With clubs closing and/or modifying 
operations, containing payroll and 
related costs became critical. From 
reducing work hours to furloughs and 
layoffs, clubs have been able to slow 
the significant cash drain. At the time 
of our survey, both city and country 
clubs have been able to reduce pay-
roll costs between 10-20%. This cost 
savings, coupled with the federal stim-
ulus offered under the Coronavirus 
Aid, Relief and Economic Security 
(“CARES”) Act, have allowed clubs to 
primarily avail themselves to the bene-
ficial Employee Retention Tax Credits 
(ERTC) and the deferral of employer 
payroll taxes.

As the COVID-19 crisis continues, 
the number of uncertainties and unan-
swered questions that boards and 
management face are significant: will 
members feel comfortable returning 
to indoor dining, what does the new 
outings/functions look like, will busi-
ness/vacation travel return? At this 
time there are no obvious answers, but 
as clubs explore their operational and 
longer-term strategies there may be 
new opportunities to capitalize on. 

Daniel T. Condon is a founding partner 
and Matthew O’Dell is a partner at Condon 
O’Meara McGinty & Donnelly LLP, which serves 
as auditors, consultants and tax advisors. They 
can be reached at dcondon@comdcpa.com 
and modell@comdcpa.com. 

Since reopening, golf 
and country clubs have 
been bustling. Tee 
sheets are filled with 
reservations all day. 
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Monthly Trends Indicate Recovery

DATA MINING

Source: Club Benchmarking  
clubbenchmarking.com

CLUB BENCHMARKING has been monitoring and reporting on the impact of  
COVID-19 on the club industry since shutdowns began in March. Findings below are 
based on data gathered through the CB Strategic Monthly Dashboard. With restrictions 
still in place on weddings, banquets and golf outings, changes in nondues revenue  
reflect increased member activity. 

Median Year-Over-Year Change in Nondues Revenue
2020 vs 2019 April May June July August Sept Oct Nov

All Clubs - 66.5% - 50.3% - 28.2% - 12.9% - 10.5% - 6.3% -6.9% -20.6%

Clubs with Golf - 66.1% - 48.5% -25.1% -9.9% - 7.8% - 2.8% - 4.9% -16.5%

Clubs without Golf - 72% - 63.9% - 47.1% - 26.3% - 15.7% - 22.1% - 24.9% -34.2%

Total Member Count Change—Year Over Year (Median) 
  Clubs with Golf            Clubs without Golf            All Clubs
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46% have  
fewer members

34% have  
more members

20% 
no change

Membership Count % Change—November 
2020 vs. 2019 (Clubs without Golf)

Membership Count % Change—November 
2020 vs. 2019 (Clubs with Golf)

29% have  
fewer members

35% have  
more members35% no change
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N I C K L A U S  D E S I G N 

3 8 0 1  P G A  B L V D .  S U I T E  5 6 5  |   N O R T H  P A L M  B E A C H ,  F L O R I D A  3 3 4 1 0
5 6 1 . 2 2 7 . 0 3 3 2   |   N I C K L A U S D E S I G N . C O M

C O N T A C T S :  P A U L  S T R I N G E R  |  R A Y  B A L L  |  T O M M Y  H E A R D E N

I N T E R N A T I O N A L  O F F I C E  L O C A T I O N S  I N C L U D E :
B E L G I U M   |   C H I N A   |   V I E T N A M   |   M E X I C O   |   S O U T H  A F R I C A

Renovation, Redesign & Rebranding Services

Offering comprehensive renovation and redesign services from 
initial project analysis through the completion of the project.

Sherwood Country Club, CA Potomac Shores, VA

Hammock Beach Resort, Ocean Course, FL
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