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Chairman’s Message 
by John Porter

Summer is upon us and there’s a lot going on! For starters, your 
newly-elected board met in May to lay plans for our continued 
growth in partnership with the Club Management Association of 
America (CMAA). 

Congratulations to Luis Bracamonte (Ocean Reef Club, Key Largo, FL) who ascends 
to the office of Vice Chair, and thanks to Brendan Crotty (River Oaks Country Club, 
Houston, TX) for stepping up to serve as Secretary-Treasurer and to Kevin Caldabaugh 
(John’s Island Club, Vero Beach, FL) who continues in his role as Past Chair. We 
welcome back to the board Amy Schlossenberg (Lakewood Country Club, Rockville, 
MD) and Teresa McKee (Woodfield Country Club, Boca Raton, FL). Also returning to the 
board in new roles as Advisory Directors are Nicole Mains (Livingston, MT) and Audrey 
Ryder (Los Altos, CA). We are also delighted to welcome back founding board member 
and past president Pamela Caldwell (The Club at Admirals Cove, Jupiter, FL).

We have four new additions to the board this year: Lukasz Monka (The Landings Club, 
Savannah, GA), Emma Rodgers (Chevy Chase Club, Chevy Chase, MD), and Matthew 
Spangenberg (Cherokee Town & Country Club, Atlanta, GA) who were all elected as 
Directors (read more about them on page three!); and Michael Seabrook, CCM, CCE, 
(Belle Meade Country Club, Nashville, TN) who joins us as our CMAA Board Liaison.

Driven by the energy of our board members, we’re excited to offer several “Just Lunch” 
gatherings, which provide a casual forum for members to share information and ideas. 
Plans are percolating to host these events in Atlanta, Houston, DC, and Florida. Stay 
tuned to our online calendar and watch your email for more information on these 
events as they are scheduled. And, if you are interested in hosting a Just Lunch event, 
please email us – we have a how-to resource you can use to make the planning and 
execution easy!

Our Annual Conference and Corporate Partner Showcase is scheduled for July 22–24 
at the beautiful Ocean Reef Club, where Vice Chair Luis Bracamonte will be our host. 
We’ll offer education sessions to excite and engage you, and you’ll have a chance to 
tour (and use) one of the top private club fitness and spa facilities in the country. We’ll 
follow that up with a Regional Workshop at the Merion Cricket Club in Haverford, PA, 
(just outside Philadelphia) from September 29–30. 

Coming soon, we’ll be launching an online member community, which will give 
you the opportunity to ask questions of fellow CSFA members. There’s no reason 
to reinvent the wheel when someone else has probably had some experience with 
whatever your latest endeavor might be! 

For now, sit back and enjoy this latest edition of our CSFA Newsletter! 

John Porter is the Director of Fitness at the Army Navy Country Club  
and is Chair of the Club Spa & Fitness Association. 
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CSFA’s New Leaders
The CSFA Board of Directors is comprised of 13 club 
industry professionals who are passionate about the 
long-term vision of CSFA, and have committed to 
work respectfully with staff, committees, members, 
partners, and the greater industry to advance the 
wellness profession within membership clubs. 

The results of this year’s election mark three import-
ant items of note: the 2019-2020 Board of Directors 
is the most geographically diverse in the history of 
CSFA, which speaks to the growth and expansion 
of the Association; in a 2018 Bylaw review, an 
option was added for the Board of Directors to elect 
up to two non-voting Advisory Director positions 
for those working in service to the industry but not 
employed at a club; and, with CSFA now being a 
subsidiary of the Club Management Association of 
America, a CMAA Board Liaison non-voting posi-
tion was created to serve as a connection between 
the two associations. 

CSFA is excited to welcome three brand 
new Directors to the Board:

Lukasz Monka 
Wellness Director 
The Landings Club 
Savannah, GA

Lukasz is a graduate of the Academy of Physical 
Education in Warsaw where he earned his Bache-
lors in Physical Education and Masters in Physical 
Education and Therapy. He later earned a Masters 
in Exercise Science with a Cardiopulmonary Clinical 
Concentration at Appalachian State University. In 
addition, Lukasz is a Certified Massage Therapist 
and a NASM Certified Personal Trainer & Corrective 
Exercise Specialist.

While earning his first master’s degree, Lukasz 
participated in an exchange program between his 
university and different work opportunities in the 
United States, which found him at Grandfather 
Country Club in Linville, NC. He enjoyed the club 
environment and decided to return to Grandfather 
Country Club the following summer, when he began 
working for members of the club as a massage 
therapist and personal trainer.

While earning his second master’s degree, Lukasz 
gained experience working in Watauga Medical 
Center’s Stress Lab and Wellness Center where 
his responsibilities included stress testing, chronic 
disease exercise prescription, and development of 
cardiopulmonary rehabilitation programming. After 
completing his degree, Lukasz joined the team at 
The Club at Admirals Cove in Jupiter, FL, as a lead 
Cardiopulmonary Physiologist and was promoted to 
a Fitness Manager shortly after.

Fun Fact: Lukasz began his adventure with profes-
sional sports after high school when he was drafted 
to one of the Polish National Basketball League 
teams.

Emma Rodgers 
Director of Fitness & Wellness 
Chevy Chase Club 
Chevy Chase, MD 

Emma is a graduate of Springfield College where 
she earned her Bachelors in Applied Exercise 
Science. In addition, Emma holds certifications with 
the National Federation of Professional Trainers 
(NFPT CPT), Titleist Performance Institute (Level 1), 
and TRX Suspension Trainer. 

Continued on next page
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Emma began her career as a Certified Personal 
Trainer and Group Exercise Instructor where she 
worked with an array of individuals in both commer-
cial and corporate capacities. Emma has more than 
12 years of experience in the health and wellness 
industry and more than eight years of management 
experience. Emma’s leadership experience ranges 
from overseeing the overall operations of the 
athletic facilities on the White House grounds to 
developing wellness programs for corporations on a 
national level.

In Emma’s spare time, you can find her running the 
various trails in the DMV area with her Shiba Inu 
puppy and spending time with family and friends. 

Fun Fact: Emma grew up in the club industry as her 
father was a third-generation club manager. 

Matthew Spangenberg 
Director of Fitness & Wellness 
Cherokee Town & Country Club 
Atlanta, GA 

Matthew is a graduate of Georgia Southwestern 
State University where he earned his Bachelors in 
Exercise Science and Wellness with a concentration 
in Exercise Management and Leadership. In addition, 
Matthew is a Certified Pool/Spa Operator (CPO).

Matthew has established a true passion for fitness, 
health, and wellness over his eleven years in the 
industry. Prior to joining the team at Cherokee 
Town & Country Club, Matthew worked for the City 
Club of Buckhead, where he was the Athletic Club 
and Spa Manager before being promoted to Club 
Manager. He has experience as a personal trainer, 
group exercise instructor, and overall management 
of all operations and events. 

Matthew was born and raised in Atlanta, GA. In 
his free time, he enjoys golfing, traveling, watching 
sports, playing the piano, and volunteering.

Fun Fact: Matthew has a second degree black belt 
in HO SHIN DO.

2019-2020 Officers and Directors
Officers:

Chair John Porter, Director of Fitness, Army 
Navy Country Club, Arlington, VA (re-elected to a 
second term)

Vice Chair Luis Bracamonte, Fitness Center 
Manager, Ocean Reef Club, Key Largo, FL 

Secretary-Treasurer Brendan Crotty, Director of 
Fitness, River Oaks Country Club, Houston, TX

Past Chair Kevin Caldabaugh, Fitness Director, 
John’s Island Club, Vero Beach, FL (re-elected to a 
second term)

Directors: 

Pamela Caldwell, Director of Spa, Salon & Fitness, 
The Club at Admirals Cove, Jupiter, FL (elected to a 
one-year term; previously served on the board) 

Teresa McKee, Director of Fitness, Aquatics, Spa 
& Salon, Woodfield Country Club, Boca Raton, FL 

Lukasz Monka, Wellness Director, The Landings 
Club, Savannah, GA (elected to a two-year term)

Emma Rodgers, Director of Fitness & Wellness, 
Chevy Chase Club, Chevy Chase, MD (elected to a 
two-year term)

Amy Schlossenberg, Fitness Director, Lakewood 
Country Club, Rockville, MD (re-elected to a three-
year term) 

Matthew Spangenberg, Director of Fitness & 
Wellness, Cherokee Town & Country Club, Atlanta, 
GA (elected to a three-year term) 

Advisory Directors:

Nicole Mains, Livingston, MT (elected to a one-
year term; previously served on the board)

Audrey Ryder, Los Altos, CA (elected to a one-year 
term; previously served on the board)

CMAA Board Liaison: 

Michael Seabrook, CCM, CCE, General Manager/
Chief Operating Officer, Belle Meade Country Club, 
Nashville, TN 

Continued from previous page
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This summer, recharge your batteries and refresh 
your minds. It’s time to make plans to join your 
CSFA colleagues for three days of exchanging 
ideas, learning about industry trends, and discover-
ing new resources to enhance your club’s offerings.

As a Conference attendee, you will … Get your 
CSFA and CMAA updates. Learn from industry 

experts. Share ideas with each other. Network with 
industry-supporting vendors. Experience one of the 
finest private clubs in the country. And more!

Registration is now open! Review the Conference 
highlights on the following page, and visit CSFA’s 
website for complete Conference details and 
registration information. 

CSFA Annual 
Conference 
and Corporate Partner Showcase

July 22–24, 2019 
Ocean Reef Club, Key Largo, FL

Continued on next page

https://www.csfassociation.com/default.aspx?p=.NETEventView&ID=200239&seriesDate=7/23/2019&qfilter=&type=0&ssid=321380&chgs=&noreset=yes
https://www.csfassociation.com/default.aspx?p=.NETEventView&ID=200239&seriesDate=7/23/2019&qfilter=&type=0&ssid=321380&chgs=&noreset=yes
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Host Club & Accommodation Information
Ocean Reef Club  •  201 Ocean Reef Drive, Key Largo, FL, 33037  •  www.oceanreef.com 
Ocean Reef Club is offering CSFA members and partners a rate of $179/night plus taxes and service charges. 
CSFA’s room block will be released on June 22. 

Monday, July 22

10:00 a.m. – 4:00 p.m.: Members & Vendors: 
Conference Registration Open
Members: Optional One-On-One Meetings/Treatments 
Offered by/Scheduled with Corporate Partners & Optional 
Ocean Reef Club Activities
Vendors: Corporate Partner Showcase Set-up & 
Optional One-On-One Meetings/Treatments Offered to/
Scheduled with Members 
4:00 – 5:30 p.m.: Optional Ocean Reef Club Tour 
6:00 – 9:00 p.m.: Opening Welcome Reception 

Tuesday, July 23

6:45 a.m.: Optional 5k Run or Beach Yoga  
8:00 – 9:00 a.m.: Light Continental Breakfast & 
Corporate Partner Showcase Open 
9:00 – 10:00 a.m.: Business Meeting & Executive 
Presentations (CMAA Credit: 1 Association Activity) 
10:00 – 10:15 a.m.: Break 
10:15 – 11:15 a.m.: “State of the Associations & Industry” 
with Jeff Morgan, CMAA (CMAA Credit: 1 CMI Education) 

11:15 – 11:30 a.m.: Break 
11:30 a.m. – 12:30 p.m.: “Leadership Keynote” with 
Jon Olsen, Four-time Olympic Gold-medal Swimmer & 
Former World Record-holder (CMAA Credit: 1 CMI Education) 
12:30 – 3:00 p.m.: Lunch & Corporate Partner Showcase 
(CMAA Credit: 1 Association Activity) 
3:00 – 4:00 p.m.: “The Registered Dietitian: An Anchor 
to your Wellness Team + Nutrition Coaching Strategies” 
with Monica Auslander Moreno, MS, RDN, Essence 
Nutrition, LLC (CMAA Credit: 1 CMI Education) 

4:00 – 4:15 p.m.: Break 
4:15 – 5:15 p.m.: “The Blue Zones: Lessons for living 
longer from the people who’ve lived the longest” with 
Mark Wuttke, Babor (CMAA Credit: 1 CMI Education)  

Free Night

Wednesday, July 24 

7:30 – 8:00 a.m.: Light Continental Breakfast 
8:00 – 9:00 a.m.: “The Body Sport Connection for Your 
Club” (Part I) with Dr. Sean Drake, RacquetFit 
9:00 – 9:15 a.m.: Break 
9:15 – 10:15 a.m.: “The Body Sport Connection for Your 
Club” (Part II) (CMAA Credits: 2 CMI Education) 
10:15 – 10:30 a.m.: Break 
10:30 a.m. – 12:00 p.m.: Education Session TBA with 
the Ocean Reef Club Team (CMAA Credit: 1.5 CMI Education)

12:00 – 1:30 p.m.: Roundtable Lunch  
(CMAA Credit: 1.5 CMI Education)

(CMAA Credits for the Conference: 2 Association Activity;  
9 CMI Education)  

Optional Monday Activities
CSFA is excited to have some of our Corporate Partners 
offering one-on-one meeting opportunities with and/
or treatments for our members. Information about such 
opportunities will be posted on CSFA’s website, so stay 
tuned for what partners will be offering what and when, 
and make your plans to arrive to Ocean Reef Club 
accordingly so you can take advantage of all that this 
Conference has to offer! 
Additionally, Ocean Reef Club will have someone from 
their recreation team at Conference Registration to help 
you navigate all that there is to do and explore on the 
property, to include: tennis, pickleball, kayaking, paddle 
boarding, bike riding, and more!
Featured Corporate Partner Treatment: Biologique 
Recherche will be offering five 50-minute hyper-
customized facial treatments. Please email Erica Coburn, 
Account Executive, if you are interested in learning more 
and/or to see about availability. 

Back to Table of Contents 

Conference Schedule

https://www.csfassociation.com/default.aspx?p=.NETEventView&ID=200239&seriesDate=7/23/2019&qfilter=&type=0&ssid=321380&chgs=&noreset=yes
mailto:erica.coburn%40biologique-recherche.us?subject=CSFA%20newsletter%20inquiry
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GOLF 
PERFORMANCE 
TRAINING. 
ON TOUR. 

Technogym is the proud O�cial Sponsor of the PGA TOUR© Player Performance Centers where the 
world’s best golfers train on Technogym’s innovative, and smart connected training equipment that 
increases core stability as well as lower body strength and power. 

Learn more: Visit Technogym.com/Skillrun 
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Corporate Partner Spotlight: Bodyworkmall
Choosing the Right Table For You, Your Clients, and Your Employees  
by Damian Ferris

Choosing the proper table and accessories to buy 
can be a daunting task. There are so many choices, 
so many manufacturers, a multitude of table 
names, varied widths, specialized uses, and colors. 
Whether I am on a trade show floor, speaking with 
a spa in their facility, or on the phone, the same 
concerns seem to be global in the industry. How 
can I possibly make an informed choice with so 
many decisions to make? Always remember, there 
are tables to fit any budget.

An electric lift table allows therapists and esthe-
ticians to walk into any room and quickly adjust it 
for their height and style of work to ensure good 
ergonomics, essential for workplace safety and 
productivity. Lower height capability enables a 
petite technician to adjust the table to accom-
modate his or her size. The on-command height 
adjustments also allow customization of treatments 
based on client expectations and feedback during 
a session. A relaxation massage can become a 
cranio-sacral session or a deep tissue massage 
with ease. Similarly, an esthetician can adjust the 
table during a facial as they perform different parts 
of the treatment. An electric lift table also allows 
each client to get on and off the table safely.

The first step is to choose the right manufacturer, 
one with a solid reputation and experience in 
designing and building products for spas. One 
whose product engineering ensures longevity, ease 
of repair, ergonomics, and client comfort will serve 
you best. The initial purchase price may be higher, 
but their success is proof of long-term value and 
return on investment. Look for companies that have 
won awards in the marketplace and can provide 
references from other successful spas. Don't 
forget to look for the company's commitment to the 
environment. Do they offer FSC (Forest Stewardship 
Council) products, CFC free foams, non-vinyl 
upholstery fabrics? Is the table ETL or UL listed? 
Companies committed to doing their best most 
likely produce the greenest products: products that 
are designed to last.

The best companies deliver on their brand promise. 
A company that has designed a high-quality product 
typically is one where customer service is not a big 
cost to them and, therefore, the service level you 
receive will be high. The table will be designed to 
have parts easily replaced, easily serviced, with 

Continued on next page
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quick response. Otherwise, the cost of repair can run 
into big money, both in actual cost and in time lost.

Flexibility and versatility are key in optimizing room 
use to insure profitability. Therefore, it makes sense 
that products designed to do a wide range of ser-
vices are best, as long as they don't compromise 
on the core purpose. For this reason, getting a table 
that has a salon or "flex" top ensures that the room 
can be used for many types of treatments. Wheels 
are also a good idea, allowing easy movement of 
the table within the room to accommodate facial 
or other equipment or to even move the table to 
another location. Warming drawers also provide 
additional flexibility depending on the service being 
done. Finally, breast recess systems like ABC or 
Corforma LE as well as standard or upgraded foam 
systems enable you to provide the optimal client 
comfort. When the cost of real estate is taken into 
consideration, these ultra-flexible models allow 
spas to handle more treatments in a smaller foot-
print at a lower total cost.

Last, but not least, is aesthetics. For a high-end spa 
where finishes cost a bundle and are key to your 
brand, it is important that the look of the equipment 
match your decor. Some companies go beyond just 
offering a selection of looks and finishes and offer a 
level of customization that includes matching stains 
and even wood and trim elements. That being said, 
customizing should only be considered when you 
are sure that your idea will work and the manufac-
turer can effectively implement it. Be prepared to 
find out that your idea is either not cost effective 
or not really workable. Perhaps a combination of 
elements already offered by the company might 
meet your needs just as well.

Continued from previous page

Pro Tip 1: How is the table being 
used?

Think about how the table is being used and 
which manufacturer can deliver on all of your 
customized needs.

Pro Tip 2: Think flexibility & 
versatility.

Flexibility and versatility are critical to 
optimizing the table and your spa room for 
profitability. 

NRG® Karma Portable Massage Table Package

Back to Table of Contents 

DAMIAN FERRIS
Director of Spa Development/Sales 

630.771.7455

YOU TAKE CARE OF YOUR CLIENTS.
WE’LL TAKE CARE OF YOU.

So everything we do is focused on your 
satisfaction. We offer a wide selection 

of the leading spa products and 
spa equipment available.

PERSONALIZED SERVICE
We’re here to support you 24/7.

LEADING PRODUCTS
A huge selection of products 

& equipment at your fingertips.

PRICE MATCH GUARANTEE
You’ll always get the best price. 

We guarantee it.

If at all possible, experiencing the product before 
purchase is the best, and these days that likely 
means attending a major trade show or finding an 
experienced and reliable dealer who has product 
available at a show room.

Damian Ferris is the Director of Spa Development/Sales 
at Bodyworkmall, a CSFA Silver Partner. Damian can be 
reached at 630-771-7455 or via email at  
damianf@bodyworkmall.com. 
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Ten Fresh Wellness Ideas
by Katie Thisdell

34   Club Management  |  CMAA.org

Today’s clubs are 
embracing innovative 
new programs that 
encourage healthy 
lifestyles. Here are some 
of the latest trends that 
may work for your club.

By Katie Thisdell

10Fresh
WELLNESS
Ideas

CSFA, now together with CMAA, is constantly 
working to serve our members and ensure we are 
providing the greatest membership value possible. 
As such, in late 2018, CSFA was excited to add a 
new member benefit: all CSFA Executive members 
now receive a print subscription to Club Manage-
ment magazine, which is delivered bi-monthly via 
mail and e-mail as a digital version with added 
features. Club Management is the official magazine 
of CMAA and embraces the objectives of CMAA, 
which are similar in nature to CSFA’s – to provide 
state-of-the-art educational programs; to represent 
its members to allied associations, club members, 

and the broader public; and to provide information 
and resources that increase member performance 
and career potential. 

As a CSFA member, you are managing one of the 
fastest growing segments of the club industry – 
fitness, spa, and wellness. We encourage you to 
send your individual club and/or member news to 
goodnews@cmaa.org. For now, enjoy the following 
article, which was originally published in the 
November/December 2018 edition of the magazine. 

Continued on next page
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For years, the fitness center at Gulf 
Harbour Yacht & Country Club in Fort 
Myers, Fla., wasn’t large enough to serve 
its members adequately. When the club 
decided it was time for a new facility, 
everyone knew it needed to be done right. 

“We only have one chance to do 
this,” said Mike Curran, the club’s sports 
and wellness director. “If we build a new 
center, is it a fitness center or a wellness 
center? Wellness is really the trend now, 
and it encompasses more of what mem-
bers want when they join a club – a place 
that takes care of you for many ages.”

At the new, two-story, 
24,000-square-foot Harbour View 
Center for Sports & Wellness, which 
opened in August, that means infra-
red saunas and a wellness cafe, Pilates 
classes and physical therapy.

Clubs across the country are focus-
ing on how they can provide more 
services that encourage healthfulness 
for members of all ages. After all, when 
members are healthier and more active, 
they can get more out of their club 
memberships. 

Here we look at 10 clubs that have 
found new ways to focus on wellness 
and fitness.

1 
Juice  
Bar

Drink a smoothie for breakfast, hit the 
gym, then buy a grab-and-go salad to 
take with you for lunch.

“That’s already two healthy meals for 
the day,” said Aracely Alvarez, manager 
of the Fitness Cafe at Ocean Reef Club.

The Key Largo, Fla., club is like its 
own little city. It has a medical center, 
10 restaurants, an airport, a movie the-
ater, three golf courses, physical therapy 
and more. 

Members live and travel around the 
world, and they expect the club to keep 
up with what’s popular in major cities, 
said Luis Bracamonte, the club’s fitness 
manager.

Thus, the juice bar, which was 
expanded during a 2012 renovation of 
the fitness center. It doesn’t have a full 
kitchen or the capability to produce hot 
dishes, but it now offers more grab-and-
go offerings. 

Operated by the food and bever-
age team, the bar averages about 300 

The Fitness Cafe at Ocean Reef 
Club offers grab-and-go salads 
to take with you for lunch.

▼

Continued from previous page

Continued on next page
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transactions a day. The juice bar has 
seen small revenue increases each year, 
but this past year brought a signifi cant 
increase in popularity.

The menu is updated regularly and 
includes green juice, ginger shots, acai 
bowls and smoothies with lots of add-
on options, such as fl ax seeds or maca 
powder.

The top seller? The Nutty Blue, a 
smoothie made with blueberries, peanut 
butter, almond milk and bananas.

It’s common now to see people come 
into the fi tness center specifi cally to eat 
and spend time socializing and relaxing 
at the juice bar.

“We want the fi tness center to be 
not just a gym but a place for wellness,” 
Bracamonte said.

2 Golf-specific 
workouts

Chiropractor and golf-fi tness special-
ist Darcy Dill has taught classes at 
Ironwood Country Club in Palm Desert, 
Calif., for the past eight years. 

The twice-weekly, drop-in golf 
fi tness classes include a golf-specifi c 
warm-up followed by fi tness exercises 
for strength, coordination, fl exibility, 
balance and stability. All of these are 
designed to help form muscle memory 
and develop a good golf swing. After 
one hour in the classroom, some mem-
bers join Dill on the driving range for 
further hands-on instruction that ties 
the movements learned in class to their 
swings.

“Each class has a different focus, and 
he keeps changing it up,” said Amy 
Krishka, director of sports for the club. 
“But it always reverts back to their love, 
which is golf. When you’re playing bet-
ter golf, you’re enjoying the club more 
and enjoying your experience out of the 
club.”

Functional exercises also allow 
members, whose average age is 68, to 
continue playing golf later in life.

4 Physical 
therapy 

At Gulf Harbour Yacht & Country 
Club, the idea of offering physical 
therapy had been mentioned a handful 
of times over the years, but it always 
seemed like too daunting a task. The 
club didn’t have the space or the staff to 
implement such a program. 

But when the club’s new wellness 
center was being planned, physical 
therapy services emerged as a priority. 

“This is their home. This is their 
community. So, the more that they can 
do within the gate, that’s what they 
prefer. That’s why they live here,” said 
Fitness Director Marti Peters. 

The new wellness center opened in 
August, and the physical therapy offi ce 
opened shortly thereafter. 

Lee Health, a local health care 
provider, leases space from the club and 
operates a satellite offi ce there under a 
freestanding license. Appointments are 
offered at the club a few days a week, 
and Lee Health handles payments and 
insurance paperwork. 

After a member completes treat-
ment, therapists often recommend ways 
to continue exercising using the club’s 
wellness center.

“If they do well, we do well,” said 

3 Club-grown 
produce

The organic garden at Aspetuck Valley 
Country Club in Weston, Conn., con-
tinues to evolve and thrive. It started 
10 years ago as a project for a summer 
kids camp, but Executive Chef Gerard 
Clinton encouraged the club to expand 
it and grow enough produce to serve to 
members. 

Now, every summer, Clinton fl exes 
his creative kitchen skills to showcase 
the season’s bounty. At the peak of the 
tomato harvest, there might be three 
tomato dishes on the a la carte menu. 
A sign in the dining room shows what 
produce is being harvested, and the 
menu indicates which dishes feature the 
club’s own vegetables. 

“From a membership standpoint, it’s 
something they truly support,” Clinton 
said. “They want to know about it and 
hear about it.”

Members can help with the fi rst 
planting, and they can learn more about 
the garden during an annual harvest 
dinner in August. This year, a part-time 
gardener, who handles the upkeep, told 
members about the cover-crop style of 
planting, which provides nutrients and 
temperature stabilization for the soil 
while also deterring bugs.

Executive Chef Gerard 
Clinton in the organic 
garden at Aspetuck Valley 
Country Club in Weston, 
Conn.

Chiropractor and golf-fi tness special-
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Mike Curran, the club’s sports and well-
ness director. “When they get through 
with a client, they can refer them to our 
trainers for aftercare, which hopefully 
will boost our numbers. It has a lot of 
potential. I don’t see a downside.” 

5 Fitness/social 
activities

Over the years, the cardio tennis class 
at Westwood Country Club in Vienna, 
Va., has been offered at various times, 
but it’s the Thursday evening session 
that has really grown in popularity.

More couples are participating, and 
the timing presents a perfect opportu-
nity to do more than just play tennis. 
When the class ends at 8 p.m., many 

ning on the court.”
By combining fi tness and social 

activities, Westwood hopes to help 
members build stronger friendships, as 
well as become more committed to the 
club.

members head up to the club’s pub. 
“For some people, that’s the excuse 

to go to cardio tennis,” said Joni 
Hannah, the club’s director of ten-
nis. “You feel better about having that 
burger if you spent the last hour run-

After participating in a cardio tennis 
class, members of Westwood Country 
Club in Vienna, Va., often move to the 

club’s pub for a social hour.
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“If you’re taking a class together, and 
then you go up and have a meal or a 
drink with someone, then you have a 
completely different relationship with 
that person,” Hannah said. 

She sees that members become 
more comfortable with each other, 
which may lead to them playing tennis 
together at other times. Even if their 
levels don’t match perfectly, they have 
that new social connection that con-
nects them on the court. 

6 Customized  
meal plans 

Let’s face it: Just about everyone needs 
to eat more healthfully. There are lots 
of resources available to help improve 
our diets, but we all have hurdles in our 
way.

Suzanne Blokzyl, head personal 
trainer at Cherokee Town & Country 
Club in Atlanta, wanted to show her 
members how important healthful eat-
ing is. 

“If they’re training and not eating 
the right meals, then they’re not going 
to get good results,” said Blokzyl, who 
holds a master’s degree in nutrition.

Earlier this year, she launched a per-
sonalized meal program for members. 

Here’s how it works: A member will 
share personal food likes and dislikes, 
along with diet and fitness goals. 
Blokzyl will then input these, along 
with age and body measurements, into 
the DietMaster Pro software program 
and create a personalized meal plan 
for a two-week period. The plan lists 
all meals and snacks, and it includes a 
grocery list. 

There’s lots of flexibility in the 
program. If someone says they want to 
drink a glass of wine every other night, 
Blokzyl swaps out 120 calories else-
where in the plan.

In nine months, Blokzyl has had 
16 clients, six of whom opted to add 
personal training to the program. She 

“It’s exploded for us. It’s a nice 
perk,” said General Manager Michael 
McCarthy. “Any time you can offer that 
to an employee and save them $300 to 
$600 on a gym membership, it’s a good 
little perk for them.”

At least 50 of the club’s 350 in-
season employees have used the staff 
fitness center. 

“The benefit of exercise is to reduce 
stress and get away from everything,” 
said Grant Worthington, director of 
sports. 

The gym has also turned into a place 
where employees from various depart-
ments get to know each other and 
interact. 

8 Healthy dining menu 
information and options

The clubhouse at Sailfish Point Country 
Club in Stuart, Fla., is an extension of 
many members’ homes. Many members 
eat their meals at the club every day, 

Addison Reserve Country Club in Delray Beach, Fla., has built a new fitness 
center for employees.

follows up with clients weekly by email 
and in person every two weeks. 

“I want it to work for them and also 
hold them accountable,” she said. “I 
also want them to learn and have the 
knowledge at the end to know what to 
eat in the future.”

7 Employee  
wellness

Addison Reserve Country Club in 
Delray Beach, Fla., is in the midst of 
constructing a new, 34,000-square-foot 
lifestyle complex for members, which is 
expected to open in April. 

But employees are already enjoying a 
new fitness center of their own. 

The club provides healthful lunches 
for its staff, and now it also offers a gym. 
It set aside some extra space in the golf 
course maintenance area, and instead 
of returning fitness equipment during 
the annual exchange period, the club 
decided to keep some of it for staff use.

▼
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River Oaks Country Club in Houston organizes various competitions and programs to 
help keep members focused on fitness.

and they tend to be more particular 
about their choices than if they were 
eating at a restaurant, said Aaron 
Gibbs, clubhouse manager.

During the past few years, the club has 
made changes to its menus to offer more 
variety and customization, especially for 
people with dietary restrictions. 

Symbols on the menu indicate which 
dishes are gluten free or have a gluten-
free option, as well as which items are 
vegetarian or have a vegetarian option. 
For instance, a fl atbread can be served 
with sausage or with vegetables, and a 
pasta dish can be served with or without 
meatballs, or with gluten-free noodles. 

“A lot of places are very prep 
oriented in order to facilitate speed,” 
Gibbs said. “We’ve taken a step back, 
and we can just deconstruct everything 
a step further. We still maintain pretty 
good speed in the kitchen, and it’s just 
one extra step during service.”

A new “Simply Grilled” menu lets 
diners craft their own meals by choos-
ing a protein, a vegetable and a sauce. 

“People really like having options,” 
Gibbs said. 

9 Fitness 
competitions

Members at River Oaks Country Club 
in Houston know when it’s October 
because the gym gets busier. During the 
club’s annual October fi tness challenge, 
members step up their fi tness regimens. 
The more time that members exercise 
adds up to more points for the club, 
which aims to be named the healthiest 
club among its neighbors. During the 
past fi ve years, the event at River Oaks 
has grown to 500 participants.

“The key with any program is to 
start simple and realistic,” said Brendan 
Crotty, fi tness director. “When you 
have small successes, then you can keep 
evolving and growing the program.” 

Throughout the year, he organizes 
various competitions and programs to 

keep fi tness at the front of members’ 
minds. For instance, this past summer, 
members submitted photos of them-
selves doing planks, squats and push-ups 
during their travels. 

In September, the club holds an 
onsite triathlon where members are 
challenged to complete a 300-yard swim 
in the pool, a 10-mile ride on a station-
ary bike and a 3-mile run through the 
neighborhood. 

“It’s just fun, and it’s another fun way 
to engage members and create social 
opportunities, while doing something 
healthy,” Crotty said.

10 Yoga 
for men 

Next time you’re in a yoga class, look 
around. How many participants are men?

“It feels like yoga is so woman-cen-
tric,” said Brooke Dinsmoor, director of 
communications at Woodfi eld Country 
Club in Boca Raton, Fla. 

But yoga can benefi t everyone, 

no matter the gender or age. The 
Woodfi eld fi tness staff regularly tries to 
attract new participants by adding spe-
cialized yoga classes aimed at particular 
groups. The club has offered programs 
such as aerial yoga for children and 
chair yoga for older adults. 

And this year, men at Woodfi eld are 
learning the benefi ts of yoga, thanks to 
a weekly class called Yoga for Bros. 

The program is what the name sug-
gests, and it has attracted men who may 
not normally choose to attend a yoga 
class. 

But the practice of yoga can help 
tennis players and golfers get more rota-
tion in their swings and help prevent 
injuries. It also provides a great stretch. 

“Men have found it is a good class 
and not just ‘om’ and all that stuff,” 
Dinsmoor said.

The club also tries to make the class 
less intimidating. For instance, the 
guys don’t have to twist their body into 
certain poses if they don’t want to. And 
it’s OK to talk during class, too.

▼
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Did You Know?
Fitness center square footage is 2,925 for the 
typical CSFA and/or CMAA member-managed club, 
according to the 2018 Finance & Operations Report.

Thank you to all participants of the 2019 Finance 
& Operations survey – it is very much appreciated. 
With CSFA member participation in CMAA’s 
surveys, CMAA is able to increase the total number 
of clubs that participate, thereby making the data 
that much more valuable for CSFA and CMAA 
members alike.

All CSFA Executive members will receive a copy of 
the 2019 Finance & Operations Report’s executive 
summary and wellness-related findings. Clubs that 
participated in the survey will also receive a full copy 
of the report as well as an individual club report that 
compares your club to similar clubs within the same 
total operating revenue segment. The report should 
be available in early August and can be accessed on 
cmaa-research.org using the same login credentials 
used when completing the survey. 

On the heels of the 2019 Finance & Operations 
Report is CMAA’s 2019 Economic Impact 
Report. Data collection is currently going on 
for that report and your club is encouraged to 
participate at cmaa-research.org. This report 
presents statistics on the club industry as it 
relates to the economy and will be released in 
late 2019 and is available for free to the public. 

Please don’t hesitate to reach out to CMAA 
Research with questions or for additional informa-
tion on any topic that may be challenging to you 
or your club. 

Back to Table of Contents 
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As a preview of what’s to come, here are some 
additional statistics from the 2018 Finance & Opera-
tions Report:

■■ When asked what the top three capital spend-
ing priorities are over the next three years, 22 
percent of CSFA and/or CMAA clubs responded 
with Fitness Center.

■■ More than 81 percent of CSFA and/or CMAA 
clubs do not have a retail fitness shop.

■■ While 91.3 percent of CSFA and/or CMAA clubs 
do not charge a separate fee beyond member-
ship dues for fitness center usage, 60 percent 
do charge additional fees for group fitness.

http://www.cmaa-research.org
http://www.cmaa-research.org
http://cmaa.org/forms/contactus
http://cmaa.org/forms/contactus


Club Spa and Fitness News  |  2019 volume 2 18

A Communications Plan for Wellness
by Brendan Crotty and Julia Hilton

CMAA recently held its first Communications 
Summit in Atlanta, GA. The three-day Summit was 
attended by more than 70 industry professionals 
with the vast majority being facility leaders in club 
communications. The curriculum offered network-
ing, roundtable discussions, and presentations from 
industry leaders, consultants, and vendors. 

Communications and marketing play a vital role 
in any organization and, in the private club world, 
these tools are imperative for each department’s 
success within the club. The Fitness and Spa 
Departments, like other areas of a club, can benefit 
from a strategic communications plan. 

Here are some highlights from the Summit to help 
develop or progress the fitness and spa communi-
cations plan in your facility.  

Identify the Brand 

A strategic communications plan is anchored by 
the identity of your club and its brand. All imagery, 
logos, channels, and content of your club’s com-
munication should be consistent with your brand. 

Cohesive club communications are more effective 
for capturing attention and strengthening the club’s 
product and experience. A club’s brand is what the 
people, who matter most to the club, say about the 
club. If the brand is not intentionally created, it will 
create itself! 

Continued on next page
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Some key questions to consider for identifying your 
brand include: who are we; what is the club’s story; 
and, what does the club do better than anyone 
else? A well-identified brand will come through in 
your employees, programming, and facilities. A 
strategic communications plan can support and 
strengthen the brand with verbal, written, and visual 
communication guidelines that purposefully align 
with the club’s identity. A style guide that lays out 
your club’s logo, approved colors, and fonts can 
help with your brand’s communication cohesion. 
Your club’s fitness and spa brand should be consis-
tent with the overall club brand. 

Visual Promotions and Photos

The visual promotions used to feature fitness, spa, 
and wellness activities have many key elements. 
Color, imagery, fonts, spacing, tone, and language 
and are a few key components to consider. The 
Color Emotion Guide is an excellent tool to utilize for 
creating the right feeling for the activity or program 
being featured. Whether the Fitness Department 
or Communications Department is responsible for 
creating marketing materials, the fitness team of a 
club can play a key role. 

Capturing impactful photos to be used for market-
ing materials or social media is a powerful way to 
express the right message. Modern cell phones 
are a great tool and have many built-in photo 
enhancement features that can bring an image to 
life. Fitness professionals can invest time in under-
standing photo concepts like lines, shapes, light, 

color, focus, texture, and pattern. This knowledge 
will allow the team to utilize event, programming, 
and experience photos that capture the attention of 
the member and deliver the intended message. 

Social Media

A well-executed social 
media program increases 
the visibility and accessi-
bility of a club. It can also 
highlight the club’s brand. 
Because social media is 
an extension of the club 
experience, is it important 
to be purposeful, authentic, 
and consistent. It is better 
to not have social media at 
all than to have a sub-par 
social media presence. 
In today’s society, we all 
wear wellness on our 
shirt sleeves (and on our 
Instagram accounts!). 
People want to tell others 
“how they fitness” and 
define their own personal-
ities by how they exercise, 
recover, and play. A strong 
social media presence 
can tell the wellness story 
of a club’s community 
while encouraging partic-
ipation and engaging the 
membership. 

The Power of Video

Each day, 75 million people watch videos on the 
internet. In fact, mentioning the word video in the 
subject line of an email increases the click through 
rate by 13 percent. Video is rapidly being identified 
as the new way to communicate and it can capture 
the fun and energy that occurs in a fitness center. 

Your fitness and spa staff can utilize their knowl-
edge, experience, and member connection to 
record some of these sharable moments. Creating 

Continued from previous page
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CSFA  
Job Bank 

Visit  
csfassociation.com  
to post your club’s  
jobs for free today! 

Get Social!
CSFA is  

getting social ...  
on social media,  

that is!
Follow us @CSFAssn  

on Instagram and Twitter! 

POWER-MASKING
Get ready to binge-mask with the introduction of 

new multi-action masks that fortify, rejuvenate and 
boost skin’s natural glow. 

Contact your Business Development Manager or 
visit www.imageskincare.com for more information.

educational fitness videos is an easy way to do this. 
Educational videos are among the top ten most 
viewed video formats on the internet. Videos with 
educational content highlighting exercise tech-
niques can be a valuable aid to your membership 
and increase connectivity. 

There are a variety of filming tools that will enhance 
the video product. Cameras, stabilizers, and editing 
programs can be attained for minimal investments 
and make a big impact on the end-product. Videos 
should be planned and intentional. The scripting 
and directing of the participants being filmed is 
important for creating a quality product that cap-
tures the intended message. 

Having a communications plan for your Fitness 
and Spa Department is an important opportunity 

to strengthen the identity and, ultimately, the 
utilization of your facility. Clubs come in all different 
shapes and sizes. In some clubs, fitness directors 
are responsible for their own marketing and, in 
other clubs, there is a separate Communications 
Department. Regardless of your facility’s scope for 
communications, fitness and spa operators have a 
great opportunity to increase member connectivity 
with an organized communications strategy.  

Brendan Crotty is the Fitness Director at River Oaks 
Country Club and Secretary-Treasurer of the Club 
Spa & Fitness Association, and Julia Hilton is the 
Communications Director at the club. Both Brendan and 
Julia attended CMAA’s Communications Summit, along 
with four other members of their club team. 

Continued from previous page
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BUILDING BETTER SKIN 

Partner of choice for the world’s top luxury hotel spas, 
private clubs, day and medi spas, Biologique Recherche 
has revolutionized the professional skincare industry with 
its unique and clinical approach, delivering immediate 
and long lasting results. 

Learn more about joining our elite group of Biologique Recherche Professionals 
Email usa@biologique-recherche.com or visit  www.biologique-recherche.com  
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Cycling in the Great Indoors 
by Roy Quini

Cycling has become known as “the new golf.” 
Thanks to companies like Technogym, Precor 
(pictured), LifeFitness, and Peloton, it’s become 
easier than ever to present an offering that speaks 
to your current members and gives prospective 
members one more reason to add club membership 
to their lifestyle. 

The world of indoor spin cycling has been growing 
for several years, and with a combination of 
attractive space and cycling expertise, membership 
clubs stand to benefit from this developing sport. 
Coupled with an on-site instructor, a spin class is 
not only an invigorating and challenging experience, 
it’s a social activity that anyone can pick up. 

Improving Your Outdoor Cycling

Most dedicated cyclists tend to see indoor cycling 
as a necessary evil. Ask your cycling members about 
their “pain cave” (i.e. basement, garage, bedroom) 

setup. If you can provide them with state-of-the-art 
equipment in a setting that doesn’t infringe on their 
living space, or that allows them to ride when the 
weather is bad or traffic is worse, you’ve addressed 
several of their needs with ideal solutions. 

If you can talk to them about improving their 
cadence or pedal stroke in a safe weather-free 
environment, you’ve taken steps to winning them 
over. If your club offers classes with a well-known 
High Intensity Interval Training (HIIT) trainer, they 
might suddenly realize the club has more to offer 
than they thought. 

Socializing

Organizing group rides with friends, neighbors, and 
colleagues is difficult. Finding enough riders of the 
same fitness level and agreeable schedules to form 
a group ride, doesn’t happen often. 

Continued on next page
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The Club & Spa at Fiddler’s Creek in 
Naples, FL, offers indoor cycling classes, 
providing intense cardio workouts for all ages: 

“Whether 18 or 80 just about anyone can 
participate in an indoor cycling class. Indoor 
cycling is a low impact cardio program that 
is easy on the joints and, the best part, even 
though it’s in a group setting, it’s always an 
individual ride. Providing intrinsic motivation, 
it allows each person to improve on his or her 
own level and timeline. With an enthusiastic in-
structor challenging participants throughout the 
ride, it’s easy to get an excellent cardio work-
out, burn extra calories, and not only improve 
physically with less strain on the body but also 
psychologically by releasing endorphins which 
triggers a positive feeling in the body. 

The old saying, ‘you never forget how to ride 
a bike’ is quite accurate. Our indoor cycling 
classes are our most popular cardio classes. 
Our age demographics are 60 and older and, 
with aging joints, injuries, and health issues, 
it becomes more challenging to safely and 
effectively perform high-impact movements, 
but our participants are active and want a 
challenging cardio workout. With indoor cycling 
classes, this is accomplished and, since it 
is an excellent low-impact cardio workout, it 
provides the desired intensity with less strain 
on the body.” 

–Tracy Heimerl, The Club & Spa at Fiddler’s Creek 

When members enter a spin class, everyone has 
made the time commitment, and no-one needs 
to worry about getting left behind on a hill or 
being stuck at a red light. The fact that they’re all 
members and are willing to engage in this activity 
together makes these gatherings as comfortable as 
an early morning tee-off. 

Teaching an Old Dog New Tricks

I used to think I ride bikes to find solitude. I now find 
it as a way to connect with neighbors and friends 
and my environment. The riding is only part of the 
experience. The coffee, meals, and stories shared 
during and after the ride are as important here as 
they are on the golf course. Can you teach old dogs 
new tricks? I’m willing to say yes. 

Roy Quini is the Manager of Design and Production 
at Club Management Association America and is an 
avid cyclist. 
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Welcome to Our Newest Members
March 15 – June 1, 2019 

Executive

Abigail Betrisey Jonathan Club (CA)

Josh Case Country Club of Landfall (NC)

Brent D’Amelio Willoughby Golf Club (FL)

Shelley Flowers Jupiter Hills Club (rejoining, FL)

Jason Golden Esplanade Golf & Country Club (FL)

Ben Lorenzen Champion Run (NE) 

Paul Smith Lakeside Country Club (TX)

Do you have someone you would like to introduce to CSFA? 
Visit www.csfassociation.com/membership today!

http://www.csfassociation.com/membership
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Contact Us 
csfassociation.com | shopCSFA.com | 703-299-4277

An official subsidiary of the Club Management Association of America (CMAA) 

For information, please contact: Corinne Grimaldi, cgrimaldi@csfassociation.com
Facebook “f ” Logo CMYK / .eps Facebook “f ” Logo CMYK / .eps

CSFA Annual Conference 
and Corporate Partner Showcase

July 22–24, 2019  |  Ocean Reef Club  |  Key Largo, FL

TM

jonasclub.com

Calendar
Jun 18 Just Lunch Atlanta

Jul 22–24  Annual Conference & Corporate Partner 
Showcase – Key Largo, FL

Sep 20 Just Lunch Houston

Sep 29–30 Regional Workshop – Haverford, PA 

http://csfassociation.com
http://www.shopCSFA.com
https://www.facebook.com/CSFAssociation
https://www.linkedin.com/m/login/
https://www.instagram.com/csfassn/
https://twitter.com/CSFAssn
https://www.csfassociation.com/events
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