
● SECURITY CAMERAS AND YOUR CLUB PART I ● 	                   	                                                                 September 2021

Members expect their club is keeping them (and their possessions) safe while they are on club property. Yet 
many clubs are limited by their security camera systems because they use older low resolution analog cam-

eras. According to Noel Wixsom of CC Tech Partners, who writes security plans for and consults with private clubs 
on security, the solution to ensure the club is covered and truly protected by video surveillance is often tricky.  

During the Virtual World Conference on Club Management earlier this year, Wixsom explained that high resolu-
tion security systems are now delivering more benefits to private clubs. He stated the importance of having security 
cameras that support analytics. Security cameras with built in analytics work better because they talk to each other 
and work together. Instead of having to look at 40 different cameras individually, you can do keyword searches like 
“black car” and see all the black cars during that investigation time frame and see what all 40 cameras see at once. 
While analytics have been around for a while, only in the last few years have they been built in to every camera. 

Analytics:
 
•	 Have the ability to investigate footage by keyword searches to filter out movements and people based on what you 

are looking for (e.g., blue bag, green car, red hat). 

•	 Are “rules based” to follow objects or people. For example, an object that appears in an area or leaves an area (like 
a backpack) or an object that stops in an area or a direction is violated (such as a person walking out an entrance 
or walking in an exit gate). 

•	 Alerts can be set up to send a notification when people, cars or objects go outside the rules. This is a proactive 
notification that alerts a manager or security guard that something is happening that shouldn’t be. 

“If you are looking at upgrading cameras or if you are putting in a security system, you’d better be asking if this 
camera system supports analytics,” Wixsom said. He noted that security camera systems features are often foreign 
to clubs which is why club security camera systems tend to be outdated or less effective than they could be. In ad-
dition, security camera vendors often are not the best resources to provide high resolution security camera design to 
cover club property. As technology advances over the years, clubs have cobbled together different cameras types, 
DVR recorders and software solutions. 

While some members may be concerned about how these systems affect their privacy, the advantages should far 
outweigh that concern. For example, clubs may end up with liability for members’ stolen belongings or car damage 
when they claim the valet caused the dent because they can’t prove otherwise, Wixsom said. Without the proper 
security camera tools, guidance and education, club security can be limited. Stay tuned for Security Cameras and 
Your Club Part II in a future issue. 

● MINDING THE GAP ●

The hardest part of a golf course superintendent’s job may not be growing turf, overcoming mother nature’s 
weather events or operating on a tight budget. The most difficult thing for golf course superintendents might ac-

tually be managing the unrealistic expectations of golfers, especially board or committee members who are golfers. 

In a recent article in Golf Course Industry, Bradley Klein wrote, “In no other arena of recreation does the client get 
to run the business. For reasons I have never understood, golf evolved differently, to the point where an academi-
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cally trained turfgrass expert must answer to a money manager or a funeral director.” His point is intended to draw 
awareness to the fact that the skilled, knowledgeable and experienced superintendent should be the one setting 
priorities and dictating actions for the course, not board or committee members who likely have no training or ex-
pertise on the subject.  

Klein, a former PGA Tour caddie and current golf course consultant, believes the problem is compounded in golf 
because the player/member is usually vested with strong opinions. However, 95 percent of a golf course exists 
underground, making the majority of its success subject to the vagaries of nature and science. Therefore the super-
intendent is the only person that is experienced and qualified enough to dictate the conditions of a golf course. 

Much like dentists or doctors wouldn’t take direction on the management of their business from a golf course 
superintendent, it would be wise for board and committee members to defer to the superintendent’s expertise and 
recognize that growing and maintaining turf is in fact a science. Klein urges club executives to be aware of this 
“expertise gap” and to find a balance between authority and expertise. When a superintendent's knowledge is chal-
lenged and decisions are made independently of technical expertise, he cautions that superintendents end up being 
second guessed and second guessing themselves. It makes for a volatile situation where the expert loses confidence 
and the willingness to share his knowledge, passion and enthusiasm for the course, for which he is being paid.  

Klein encourages all club executives to respect the superintendent’s expertise, knowledge and agronomic detail. In 
return you will have a better club culture, a better golf course and a better golf experience. 

● SAVING TIME IN BOARD MEETINGS ●

It is important to respect and value the time of club executives, thus reducing the time commitment of board meet-
ings is essential. Club industry experts have urged clubs for years to implement a consent agenda to streamline 

meeting procedures by collecting routine, non controversial items into a group whereby all are passed with a single 
motion and vote. (See PCA August 2014, June 2019). 

The list of items detailed on the consent agenda is sent out to board members with any supporting documents in 
advance of the meeting. Board members can review the material and make up their minds prior to the meeting. Dur-
ing the meeting, the list of items can then be approved by the board members without a formal vote of the board, 
making meetings much more efficient. 

Robert Sereci, GM/COO of Medinah Country Club in Medinah, IL, said consent agendas are a game changer for 
effective board meetings and urged his peers to use these consent agendas to aid in decision making as much as 
possible. During the Virtual World Conference on Club Management earlier this year he said, “The information 
presented in advance of the board meeting tells board members the backgrounds of the issues. Board members need 
to know what they are voting on, but it doesn’t all need to happen during the board meeting.” 

Controversial topics, those requiring debate, or complicated decisions should not be included on a consent agenda 
but routine items like committee minutes can easily be bundled together to avoid wasting precious time. This al-
lows more opportunity to discuss important issues or to spend time on more pressing issues at the board meetings.  

● EMERGENCY POWERS FOR THE BOARD ●

Leaders of many member owned clubs were forced to govern in unusual ways because of restrictions during 
the COVID-19 pandemic. Bylaws and rules had to be overlooked so clubs could continue to serve members 

in some fashion. To make the way smoother for future boards of directors, clubs may want to adopt provisions for 
emergency powers in similar crises.
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Attorney Edmund Allcock told members of the Community Associations Institute (CAI) some states already have 
built in a period of time for homeowners’ associations to use emergency powers. “Some of these powers include 
electronic meetings, electronic voting and reserve funding use,” Allcock wrote on the CAI website, www.caionline.
org. Your legal advisers may want to see what latitude state law gives private clubs in establishing the same kind of 
emergency powers.

● AUTHORIZING ELECTRONIC MEETINGS ●

If you are planning to amend your bylaws or introduce rules to give the board of directors and committees author-
ity to conduct meetings by electronic communication in emergencies (see above item), remember there is more 

to it than outlining the circumstances under which electronic meetings would be conducted. Here are other consid-
erations one nonprofit organization included when it amended its bylaws:

•	 Technology used shall allow attendees full access to and full participation in all meeting transactions.

•	 Any action that could be taken at an in-person meeting may also be taken at a remote meeting. Participation in a 
remote meeting shall constitute presence for all purposes, including quorum and voting.

•	 Members shall be responsible for possessing the hardware and software necessary to allow them to participate in 
electronic meetings through technology generally available to the public.

•	 Members of the board of directors shall receive at least 24 hours advance notice of the change to a remote board 
meeting. In addition, members of club committees shall receive at least 24 hours advance notice of the change to 
a remote committee meeting.

•	 Members shall receive at least seven days advance notice of the change to a remote meeting, including the annual 
meeting, and shall be provided instructions for participation and voting for such remote meeting.

● HITTING A MOVING TARGET ●

Editor’s Note: While the PCA doesn’t typically cover “newsy” events such as this, we found the following story 
an outstanding example of the resilience that exists in the club industry. Private clubs adapted and overcame much 
during the pandemic. This is yet another example of how club leadership teams take what is handed to them, they 
evolve and thrive in situations where other businesses could not. 

The U.S. Junior Amateur Championship was held at the Country Club of North Carolina (CCNC) July 19-24, 
2021. This event, often referred to as the U.S. Open for junior golf, is a prestigious event where the winner gets 

to play in the U.S. Open that year. 

Don Hunter, the GM/COO of CCNC in Village of Pinehurst, NC, has executed nine other major tour events in his 
career, and he said without question, this was the hardest. “We had a constantly moving target,” he said. “We had to 
plan every aspect of the tournament for three different scenarios: 1) No spectators, no caddies and maximum CO-
VID restrictions. 2) Limited spectators and some restrictions.  3) “Normal” tournament circumstances.” The worst 
part was not knowing which scenario would be selected until days before the event. 

In addition, the number of players was increased from 156 to 264 for the first time in tournament history. The in-
crease in players was a USGA decision that was supposed to be in effect for the 2020 championship, but due to the 
pandemic, that tournament was canceled. Not only did CCNC have to plan for the tournament with unknown COV-
ID circumstances, the event would have 100 more players. Golfers were coming from all over the world, the stable 
of volunteers was more than 500 people and the club still had to be open to serve members during the tournament. 
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AN INCLUSION AUDIT:
The PGA of America published a 
quick assessment tool to help make 
golf facilities more welcoming for all. 
Consider asking your club’s manage-
ment team the following questions 
using a diversity lens: “What’s work-
ing well?” “What needs to evolve or 
change as we move our operation to 
be a more inclusive place?” “How 
can our facility be the example of best 
practices in marketing and communi-
cation, physical environment, policies 
and practices, and welcoming staff?” 
Prompt discussion on areas of needed 
improvement should occur. 
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“There were a lot of questions we had to answer, especially when it came to 
health and safety protocols, testing, and what if someone got sick because of us. 
It was a lot to juggle,” Hunter explained. “And the extra 100 players and their 
families/coaches meant we were serving about 3,000 meals per day just for the 
tournament—not counting our members. It was certainly a new tournament ex-
perience for me!”

The championship went off without a hitch and Hunter was relieved to report 
that the event happened as close to normal as possible with social distance ad-
vice and masks advised for the non vaccinated. His team rose to the challenge 
and executed flawlessly. While Hunter wishes he had been more optimistic of 
the outcome throughout the planning process, he was proud and grateful that his 
club stepped up to host so the USJA Championship could take place in a facility 
that could really showcase the players. Kudos to the CCNC team for a job well 
done, even in the gravest of circumstances. 
 

●  SOCIAL MEDIA MARKETING IS HERE TO STAY ●

If your club is not promoting its lifestyle on social media platforms, it may 
be time to make that move. Social media and an online marketing presence 

is dominant today, and that trend isn’t going away. Decisions–like whether to 
join or purchase a membership–are made based on information that is available 
online and through social media channels. According to JJ Welte of the market-
ing firm InSegment, private clubs need to meet potential members’ evolving 
demands and not just provide them with the information they are seeking but 
also in the way they are seeking it. 

Welte says the most well-known platforms such as Facebook, LinkedIn, Twit-
ter, YouTube and Instagram are likely the best avenues to ensure your club has 
a strong online presence. “You have to get your name and brand out there these 
days if you want to be part of the conversation,” he said. “Audience engagement 
levels and online activity are changing so ensuring you are providing what your 
members and potential members are looking for, where they are looking for it, is 
the key to your club’s marketing approach.” 


