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Chairman’s Message 
by John Porter

One of the great things about CSFA is the community that we 

have formed, reaching across state lines to create professional 

relationships and personal friendships. 

This community was on full display at our recent Annual 

Conference & Corporate Partner Showcase at Ocean Reef Club in Key Largo. It was 

great to see so many people from different parts of the country come together to 

learn and connect. For those who couldn’t join us, please refer to pages four to six 

of this newsletter for a wrap-up.

If you missed that conference (or even if you didn’t), we’ll be gathering for the first 

time in the Philadelphia area at the end of September to examine “The Changing 

Face of Private Club Fitness.” Merion Cricket Club will be welcoming us for a day 

and half of education from September 29–30, which will include some “experiential 

learning” (I think that means we should be prepared to sweat!) presented by 

Technogym Master Trainers. We have an impressive line-up of industry experts 

coming, so don’t miss this chance to get the most cutting-edge insights into 

where we are and where we’re going as an industry. (See page 11 for additional 

information.)

Another great way to build community in your own backyard is to host a “Just 

Lunch” event at your club. Your local club directors can be a great resource, 

and seeing each other’s clubs will often inspire and challenge you. For more on 

organizing a “Just Lunch,” email info@csfassociation.com. (It’s very easy, by the way.)

Finally, we will shortly be launching our online community that will allow all CSFA 

members to ask questions and share information wherever they are! There’s no 

reason for every fitness or spa director to reinvent the wheel if someone else has 

already done it. When contemplating new policies or procedures, you’ll have more 

credibility with your governing committee when you can advise them of common 

practices at other clubs. Our online community will be a great tool to facilitate 

these interactions.

As always, I thank you for being part of our CSFA community and hope you are 

taking full advantage of the opportunities to interact with other members! 
Back to Table of Contents 
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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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Annual Conference Highlights
Thank you to everyone who was a part of making 
this year’s annual event such a great success! Enjoy 
some of the Conference highlights via the pictures 

and captions that follow, and stay tuned for details 
about next year’s event – we will look forward to 
seeing you there!

Mic O’Keeffe, Luis Bracamonte, and the incredible ORC team 
took great care of us as we experienced and explored their 
impressive club.

Garrett Horrell, on ORC’s Fitness Center team, emceed our 
welcome reception with fun and lively introductions of our 
Corporate Partners.

The ORC team took attendees on a full-property tour, culminating 
at the Fitness Center and Spa.

Attendees were able to enjoy some of ORC’s fitness activities, to 
include Beach Yoga, a 5k Run, or a Spin Class.

Continued on next page

Ocean Reef Club (ORC) was truly the host with the most!
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Continued on next page

Not far behind Texas in number was Georgia. Pictured here is Neil 
Doldo (Atlanta Athletic Club) making the most of the networking 
welcome reception.

The Board of Directors was well represented by (l to r): Pamela 
Caldwell, Lukasz Monka, Amy Schlossenberg, Luis Bracamonte, 
Teresa McKee, John Porter, Brendan Crotty, Kevin Caldabaugh, 
Nicole Mains, Emma Rodgers, and Matthew Spangenberg.

Strategic Partner, Technogym, was represented by Hans Michel 
(pictured) and Todd Shaw. With a focus on performance, Hans 
shows PJ DeLuca (The Oaks at Boca Raton) all that the Skillrun 
has to offer.

Premier Partner, Jonas, was represented by Trevor Coughlan and 
Scott Taylor, pictured here with Cliff Mann (High Point Country 
Club). They also sponsored part of the welcome reception and 
raffled off a stocked-full Yeti cooler – thank you, Jonas!

We were excited to have nearly 80 attendees, representing 17 states!

Behind Florida, Texas was the most-represented state. Pictured with 
Luis are Texas members, Lizanne Brandt (Dallas CC), Amy Patterson 
(The Briar Club), and Paul Smith (Lakewood Country Club).

Barb Svenson (Jupiter Island Club) and Chase Chenoweth (San 
Jose Country Club) were all ears in the engaging line-up of 
education.

Strategic Partner, Peacock + Lewis, was well-represented by Mary 
Jarett Whisler, Susan Bardin, and Melissa Berquist. The P+L team 
has completed many projects at ORC, which made the club a 
great backdrop for all that they had to showcase.

Business Partner, Precor, was represented by Mike Angus 
(pictured), Guillermo Frizza, and Steve Alvezi. Pictured here, Mike 
shows Denise Duda (Orchid Island Golf & Beach Club) the latest 
and greatest in their technology.

And, nearly 30 partner delegates, representing 14 of our 15 Corporate Partners!  Participation in the 
Showcase is exclusive to our Corporate Partners; click here to see who was in attendance and follow 
up with any of the representatives there.

https://www.csfassociation.com/files/Corporate Parter Bios.pdf
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New Premier Partner, Biologique Recherche, was represented 
by Erica Coburn and Cheryl Medina. Smiles like Sara Ruganis’s 
(Collier’s Reserve Country Club) came easy for those who visited 
with BR as they offered specialized facial treatments in advance of 
the Conference.

Jeff Morgan shared 36 drivers of change and challenged 
attendees to continuously be changing to serve their 
membership best. 

Monica Auslander Moreno provided ideas on how to develop 
collaborative efforts with a registered dietitian and have him or 
her become an anchor to the wellness team. 

Sean Drake facilitated some experiential learning as he made 
the connection of how members’ bodies effect their performance 
AND the club’s bottom line. 

Newest Premier Partner, Les Mills, was represented by Dan 
Hoskinson and Kristen Pitman, pictured here networking with 
Kevin Caldabaugh (John’s Island Club) at the welcome reception.

Jon Olsen inspired attendees with his personal stories about 
training, mentoring, and being resilient (he also impressed with 
one of his Olympic Gold medals!). 

Mark Wuttke shared the “Power 9” – nine healthy lifestyle habits 
shared by people who’ve lived the longest – and both challenged 
and inspired attendees to live healthier lives. 

Luis Bracamonte (pictured), Mic O’Keeffe, and Nicole Mains 
provided a macro (industry-wide) and micro (Ocean Reef-specific) 
look at the evolution of fitness and spa in private clubs. 

Back to Table of Contents 

The Conference boasted 11 hours of continuing education that covered a range of topics!



Club Spa and Fitness News  |  2019 volume 3 7

After years of clubs being dominated 
by having no or inadequate studio 
space, the industry is making a turn in 
the direction of focusing on the studio 

experience within the club. So, what does it take to 
build an awe-inspiring space that members can’t 
wait to sweat in? 

Fitness design legend Rudy Fabiano offers his top 
10 tips for creating a standout studio.

1) Draw inspiration from other sectors

Very few great ideas simply appear out of thin air. 
Most are inspired by our experiences, so it’s vital 
to always keep your eyes open for design ideas. 
Theatre is always a great source of inspiration, as 
are cultural events, and the trendy boutique clubs 
have harnessed these particularly well. Think of a 
nightclub or a concert where people are inspired 
to get up and dance. That’s a beautiful thing, a 
spontaneous eruption of movement and joy. I look 
at that and I think, “there is something gyms can 

learn here”. Group exercise isn’t just a class, it’s 
a performance, so the studio has to support that 
performance and elevate it through design and the 
way it makes members feel.

2) Keep across the key trends shaping fitness 
design

In an industry as trend-driven as ours, it’s vital to 
stay on the pulse and this is just as true when it 
comes to design. In the industry currently, I’d say 
clubs are looking for a cleaner and more stripped-
down aesthetic. There’s a bit of a Bauhaus ethos 
at the moment, driven by efficiency, economics, 
and a desire to strip away the bullshit in the name 
of authenticity. I think “form follows function” is 
going to start to be more the rule and style. Great 
clubs are going to be simpler, more honest in their 
approach and delivery. That said, colored lighting 
– done well, I should add! – is also proving popular 
and I think this will remain the case for the next 3-4 
years at least. 

10 Tips For Designing a Great Fitness Studio 
Rudy Fabiano, Design Principal and Founder of Fabiano Designs, in 
conjunction with Les Mills

Continued on next page

https://en.wikipedia.org/wiki/Bauhaus
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3) Think about the ‘Gram 

Instagram has played a big role in helping to bring 
club design, and fitness in general, to the forefront. 
If you can create a great-looking space to showcase 
their workout, then members are happy to snap, 
share on Instagram and rave about it to their 
friends. Create Instagram-friendly walls that say 
who your club is and help members to tease out 
“This is where I am, I’m having fun, why don’t you 
join me?” Get this right and members will become 
a major cog in your social media machine and will 
effectively do your marketing for you.

4) Size matters 

When it comes to designing a great fitness studio, 
you need to ensure you have enough space for 
everybody. Too often clubs undersize their studios. 
Having more people in a group studio is a good 
thing – it’s smart from an economics perspective 
(see graphic below) and it builds a buzz. Then 
it’s about choosing the right lighting, flooring and 
acoustics to create a sense of theatre. But without 
a killer sound system and without a Rockstar 
Instructor who knows what they are doing, you can 

have the best 
studio in the 
world and it 
is not going 
to move. On a 
more practical 
note, storage is 
another im-
portant factor 

that gets overlooked. Your storage solution needs 
to look great, optimize the space and make it easy 
to reach the equipment. We actually like putting the 
storage by the doors so you can grab your gear on 
the way in and put it back as you leave. 

5) Choreograph the entire member experience

We always live by our guiding principle that when 
you design, you’re actually choreographing some-
one’s experience. How do you want people to feel 
and when? You’re not leaving it up to chance, so 
you need to consider every detail. What happens 
when they come into the club space? Where do 
they see it? When do they see it? What are the 
proportions of the space? What is the lighting? The 
flexibility of the space? What do the door handles 
feel like? So choreography is an important element 
of club design. But instead of designing workouts, 
in this case you’re designing emotional cues to help 
shape their experience.

6) Refurb for a revenue boost 

Clubs often view refurbishments as an expensive 
cost center, but a smart approach can actually 
result in a strong revenue uplift, by attracting new 
members and keeping the ones that you have for 
longer. We redid a Gainesville Health & Fitness Club 
down in Florida – a very large club – and they used 
the market research company Medallia to measure 
key customer metrics. Similar to a Net Promoter 
Score, they looked at member satisfaction, how 
likely they are to leave in the next 16 months and 
how likely they are to refer. The numbers before the 

Continued on next page

Continued from previous page

Studio Fifty Five, Saudi Arabia is one of Rudy’s well-known projects
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renovation averaged around the 6.5 mark out of 10, 
which is actually pretty good for a club, although 
some of the numbers were down to 5 in terms of 
the state of the facility and locker rooms. After we 
renovated the clubs, the average number shot up to 
about 9.7, which is an amazing uplift. It really shows 
the impact of renovating your club and delivering a 
great product, because the value perception that 
members have of you goes through the roof and 
then you’re in a much stronger position to consider 
price increases without fear of a member backlash.

7) But be sure to budget for it

Refurbishments are great for keeping your club 
vibrant, but you have to budget for them and factor 
that into planning, which is where I’ve seen a lot 
of clubs come unstuck. If you look at IHRSA rec-
ommendations, they talk about reinvesting in your 
facility every 3, 5, 7, and 10 years. The 7 and 10 year 
marks are substantial reinvestments. They talk about 
reinvesting 20-35 percent of your annual revenue, 
which is a substantial amount, but it’s exactly what 
the best clubs do. If you look at those who are top 
of the economic food chain in this industry, they’re 
forever reinvesting in their product, because it 
ultimately pays off in revenue per square foot and 
revenue per member. You really can’t afford to cut 
corners if you’re in this business for the long haul.

8) Avoid the common club design pitfalls

One of the most common questions I hear when 
it comes to rebranding clubs is “How do I get it to 
all look alike, to feel like it is part of a home?” My 
answer is always the same: “Hire a designer; hire 
someone who knows what they’re doing.” People 

think they know enough because they have been 
successful in business, so they don’t need to go to 
experts for help. That’s one of the biggest mistakes 
people make, and I’d say moderate success has 
been the biggest detriment to further growth in 
this industry. People think if they’re moderately 
successful then what’s the point in change? The 
innovators of this industry have always looked 
forward and said, “Yes, I am successful, so how 
can I be ever more so? How can I stay ahead of 
the curve?” So I’ve had the pleasure of working 
with a lot of truly innovative clients and owners and 
it has always amazed me that they want to push 
the envelope further, even though they are already 
well-established.

The second major pitfall I see is not having a 
big vision for your club. By this, I mean being 
short-sighted in terms of just looking at the ability 
to improve just one area through design, forgetting 
that the member experience is from the front 
entrance, right through to the back of the house. 
People will spend a million dollars designing their 
lobbies, but then ignore the fact that the free weight 
area lighting is horrible and the acoustics suck in 
the group ex studio. Not taking the opportunity to 
look at the club holistically is a big mistake and one 
you should avoid.

9) Color is overrated

It might sound strange for a designer to be saying 
this, but the importance of color is overrated in the 
club space. Look at the cover of any major maga-
zine at the newsstand – Cosmo, Vogue or whatever 
– and you’ll find these colors are incredibly coordi-
nated and bang on trend. But next year is going to 

Continued on next page

Continued from previous page

The Cambridge Club of Aberdeen in New Jersey, US, was another landmark design for Rudy
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be a whole different trend, so picking colors that are 
going to be infinitely appealing is almost impossible 
for a club.

The basic palette of the club should be based on 
the materials that you use, because that’s honest 
and authentic. You’re using wood, you’re using 
something on the walls, you’re using colored glass, 
you’re using some ceiling motifs – all of that is 
timeless. Colors are trend-reliant, so overuse of 
paint is probably one of the worst things you can 
do in a club. Unless you know what you’re doing, 
please don’t let primary colors touch! Having red 
against blue or yellow against blue takes skill and 
should be approached with caution. The only thing 
you can do with that is separate it with a nice white 
and you’ll be much better off.

A lot of low-cost clubs tend to be colorful: this is 
because it’s less expensive to use colors than it 
is to use materials. Part of their business plan is 
to build less expensively, so they have to choose 
colors and shades that have a longer shelf-life. 
For this requirement, I look at cars for inspiration. 
When carmakers choose colors, they know they 
have to be relevant for the next 10 years for that car 
to retain a resale value, whereas fashion only lasts 
about two years.

10) Don’t put style over substance

For all that we’ve spoken about the importance 
of design to the club member experience, I’m not 
going to short-change the importance of having 

a great team and great programming. That’s the 
heart and soul of the fitness space. Design is the 
backup that makes all those things look good. We 
make all those things feel right. We make people 
feel at ease and comfortable to take that next step 
in going from a gentle yoga class to a more intense 
workout like BODYPUMP.

That said, design can have a huge impact on 
shifting perceptions and changing the way people 
feel when they’re in a space. I’d argue that Les 
Mills has always been at the forefront of under-
standing that programming doesn’t live alone, and 
that design is critically important to elevate that 
experience and make it more than just a workout. 
I was always amazed by how Les Mills was able 
to build 8,000 square foot studios and make them 
feel intimate, appropriate and the backdrop for 
a theatrical performance. Frankly, I learned from 
those a little bit, but through my designs now, I am 
trying to give inspiration back.

To find out more about Rudy and to take a tour through 
some of his finest work, visit:  
http:// /

To find out more info about Les Mills and how their 
education and fitness programs can assist your club, visit 
http://www.lesmills.com or contact Dan Hoskinson, 
Director of Customer Experience, at  
daniel.hoskinson@lesmills.com. 

Continued from previous page

Back to Table of Contents 

Xtend Barre in Florida saw Rudy adopt a minimalist approach for the main studio
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Regional Workshop: The 
Changing Face of Private 
Club Fitness

Hosted  by

ITINERARY

3:00 p.m.    Experiential  Learning  with                  

                       Technogym  Master  Trainers

MCC Fitness Center & Great Lawn
5:30 p.m.   Cocktail  & Networking  Reception

MCC Furness Room & Porch
MCC  Locker  Room  facilities  available  to  participants

6  HOUR  WORKSHOP  WITH

4  -  1 .5 -HOUR  PRESENTATIONS

SEPTEMBER  29  &  30

8:00 a.m.   Registration  & Breakfast

9:00 a.m.   Welcome  & Introductions

9:15 a.m.    Dr. Martin Miller and Todd Shaw
Fitness Industry Overview & Key 
Private Club Trends  
Sport Specific Training
The Wellness Continuum

10:45 a.m.   Nyree Dardarian
Nutrition & Performance
The Importance of Nutrition in Fitness
Training
Programming Ideas - Linking Fitness to
Club Culinary Programs

12:15 p.m.    Lunch

1:00 p.m.     Stephen Tharrett
Escaping Insanity – Seeking New Insights
What the Fitness Industry can learn from
other industries

2:30 p.m.     Scott Poston
Successful Private Club Fitness Programs
Maximizing Programming & Engagement

4:00 p.m.     Test  for  Workshop  Credit  & Closing  Remarks

MCC Ballroom & Sun Lounge
4:30 p.m.      Cocktail  Reception  

MCC Furness Room & Porch

SPEAKERS

Dr. Martin Miller - Technogym
Director of Education & Training

Todd Shaw - Technogym
National Manager - Country
Clubs 

Nyree Dardarian, MS, RD, CSSD,
FAND, LDN 

Director, Center for Nutrition &
Performance - Drexel University
Sports Nutritionist: U.S. Squash,
Philadelphia Union and
Philadelphia Flyers

Stephen Tharrett
President - Club Industry
Consulting, Inc.
Founder and Partner - Club
Intel, LLC

Scott Poston, M.S.
Founder and President - 1000
Hills Fitness

 

A  PVCMA/CSFA  Fitness  & Wellness  Workshop

T H E  C H A N G I N G  F A C E  O F
P R I V A T E  C L U B  F I T N E S S

$75  for  PVCMA  Members  & Guests  

 

$125  for  CSFA  Members  & Guests  and  CMAA

Members  & Guests  (non-PVMCA)

 

The  Philadelphia  Club  Foundation  proudly

supports  PVCMA  member  education.

$125 for CSFA Members & Guests and CMAA Members & Guests (non-PVMCA

Monday, September 30, 2019

Sunday, September 29, 2019

The  Merion

Cricket  Club

Visit  www.pvcma.org  or  www.csfassociation.com

for  additional  information  and  to  register.
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Detroit Athletic Club Creates ‘Athlete’s Kitchen’ to 
Provide Members with Healthy Options 
Joanna DeChellis, as previously published in Club & Resort Business’s  
June 12, 2019, e-newsletter

Members of the Detroit Athletic Club (DAC) put a 
lot of effort into their workouts. These individuals 
are pushing to perform better and reach new health 
and wellness goals. That’s why consuming the right 
nutrients after they exercise has become just as 
important as what they consume before they work 
out, and members of multiple departments at DAC 
have teamed up to find a way to help.

“Many of my clients would ask specifically what 
they could find here at the club that would support 
their wellness goals,” says Rosi Reeves, the club’s 
Wellness Director. “I wanted to provide on-the-go 
options that our members could feel good about.”

Reeves teamed up with DAC’s Banquet Chef, 
Ashley Brancheau, and Lindsey Hlubic, CS, General 
Manager of the DAC’s Grill Room & Madison Café, 
to create what is now called the Athlete’s Kitchen 
brand of menu items and products.

On the surface, Athlete’s Kitchen seems relatively 
straightforward: DAC offers a rotation of healthy, 

nutrient-dense foods that are low in sugar. These 
items are clearly branded and are sold in DAC’s 
grab-and-go venue, the Madison Café. 

Food costs on these items run between 33 and 
35 percent. The bestsellers include seasonal 
“noatmeal” varieties, seasonal quinoa bowls packed 
with protein and fresh vegetables, avocado beet 
brownies, fresh, housemade protein breads, and a 
rotation of salads.  

But if you look below the surface, you’ll see the 
immense amount of teamwork required to get this 
program off the ground.

“We believe that a significant amount of the suc-
cess of the Athlete’s Kitchen brand and products is 
due to the cross-departmental teamwork that went 
into the initial concept and launch—and continues 
today,” says Charles Johnson, CCM, the DAC’s 
Assistant General Manager.  “These individuals are 
passionate about their careers and about Athlete’s 

Continued on next page
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Kitchen, and that passion carries over into the 
quality of the products.”

Introducing food with low sugars can be a tough 
sell, notes Reeves. “I believe the food speaks 
for itself and has become quite popular with our 
membership,” she adds.

The recipes that have come to be the members’ 
most favorites come from Reeves’s own repertoire. 
Together, she and Brancheau brainstorm recipes 
and dishes to create exciting options that take into 
account sugar content, high-protein grain options, 
light carbohydrate options, and top-quality fresh 
fruits and vegetables. 

And then Hlubic has gone from there to plunge into 
the marketing of the brand head-on. 

“We feature Athlete’s Kitchen in our weekly 
e-newsletter, our monthly magazine, reader boards 
throughout the club, and table tents in the Café and 
in the locker rooms,” she says.  “The photographs 
of the dishes focus on showcasing their ingredients 
in their whole or natural form, while also highlighting 
our Wellness Director and her specific involvement 
in the program. 

“We also provide samples to the athletic trainers, so 
they know the items first-hand and are able to talk 
about them to their clients,” Hlubic adds.

Continued from previous page

The four Athlete’s Kitchen items that are currently 
packaged as to-go items and sold in the Madison 
Café now account for 12 percent of the venue’s 
food sales, Hlubic reports—for a total of nearly 
$9,000 since they were introduced in July 2018. 
The “Noatmeal” made with chia, egg, coconut milk, 
banana and seasonal flavorings has remained the 
“most popular item, by far,” she says—but the “Beet 
Brownie,” which she describes as a “sweet, healthy 
treat” is “quickly rising in popularity.”

This level of acceptance, Johnson notes, fits with a 
DAC goal that “Anything we can do to differentiate 
ourselves from other services in the community 
helps with both members’ attraction and retention.

Bestsellers among the Athlete’s Kitchen dishes include seasonal 
quinoa bowls packed with protein and fresh vegetables, beet 
brownies and housemade protein breads.

Bestsellers among the Athlete’s Kitchen dishes also include 
seasonal “noatmeal” varieties.

Continued on next page

Continued from previous page

CSFA Just Lunch 
Event Series
Interested in hosting a Just Lunch 
event? Please send an email to  
info@csfassociation.com

https://www.csfassociation.com/default.aspx?p=.NETEventView&ID=200255&qfilter=&type=0&ssid=321380&chgs=
mailto:info@csfassociation.com
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PROFESSIONAL SPA DISTRIBUTION 
www.romeojulietspa.com • 954-401-3839 • 
Shaheed@romeojulietspa.com  
Contact us for more information on the brands we   
support for your specific needs. 
 

       

                             
 

 
  

Continued from previous page

“The fitness industry is so robust and continues 
to grow nationally, “ he adds, “so our ability to 
connect fitness with food and take a wellness 
approach is another reason people aspire to be 
members of the DAC.”

The Goal:

Rosi Reeves, Wellness Director of the Detroit 
Athletic Club (DAC), wanted to provide health-
conscious members with on-the-go foods they 
could feel good eating either after a workout or as 
a healthy meal anytime. 

The Plan:

Reeves and DAC’s Banquet Chef, Ashley 
Brancheau, translated a number of health-focused 
recipes into products that could be produced daily 
and sold to members at the club for either dining 
in or to-go. Lindsey Hlubic, Grill Room & Madison 
Café General Manager, took the lead on branding 

the program now called Athlete’s Kitchen. Hlubic 
also developed a detailed marketing plan to 
educate members. 

The Payoff:

After only a few months, sales of Athlete’s Kitchen 
items are trending higher than other café items. 
DAC’s athletic members also love having a 
post-workout, healthy meal option. The program 
also provides members with convenient access to 
breakfast or lunch, knowing their nutritional needs 
are taken care of. 

Joanna DeChellis is the Editor of Club & Resort Business’s 
(CR&B) Chef magazine. CR&B’s magazines and digital 
network covers the operations and management staff 
of country clubs, semi-private/daily fee, city clubs, yacht 
clubs and resorts that operate club-like facilities. CR&B’s 
goal is to provide useful ideas and creative solutions to 
the challenges you face.   

Back to Table of Contents 
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jonasclub.com
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On-Site Physical Therapy provides quality, one-on-one Physical Therapy within your 
facility.  Take your club to the next level with an integrated approach to rehabilitation, 

utilizing a team approach of spa, sports, fitness, and wellness. 

on-sitept.com  |  onsitept@yahoo.com  |  (561) 632-2160 

 

Maximize sales in a minimal footprint.

 PRETTY. easy.

Contact our New Business Team to learn more! 
844.350.1610  |  newbusiness@janeiredale.com

HYPOALLERGENIC & DERMATOLOGIST TESTED. #BEAUTYWITHBRILLIANCE JANEIREDALE.COM

Deliver the Added Value 
Your Members Want  
with Coaching 
 

 

wellbeingcoaches.com • 833-223-9335 
A partner of HMC Healthworks

Benefits for Your Members:  
• One-on-one coaching by phone 
• Onsite workshops  
• Virtual webinars 
• Educational resources 

Benefits for Your Club:  
• Marketing support  
• Trainer and coach collaboration  

to get the best results for clients   
• Increased revenue generation  

Through a strong focus on Experience Design, 
Precor delivers best-in-class products, top-ranked 
service, unparalleled expertise and resources 
needed to help Country Club operators win. 

We innovate to develop smart solutions and create 
custom fitness experiences for your members.

EXPERIENCE 
THE DIFFERENCE

© 2019 Precor Incorporated

See how at precor.com/total-solution
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Member Club Spotlight: Annapolis Yacht Club 
The Annapolis Yacht Club (AYC) is a full-service, year-round premier private 
yacht club located in Annapolis, MD. The club boasts 2,100 members, 1,600 
of whom are classified as regular members. 

The story behind the Annapolis Yacht Club is very 
rich in history. AYC began as an informal canoe club 
in 1886. Two years later, a building was constructed 
on a pile of oyster shells which later became the 
clubhouse for the Severn Boat Club. Early docu-
mentation shows AYC as having 30 members in 
1904; and, the first club manager was hired in 1911, 
earning a salary of $15 per month.  

In the early 1900s, shell and canoe races were 
held, along with swimming races and diving 

competitions. However, World War I and the De-
pression slowed boating activities until the mid-30s 
when, in 1937, AYC was incorporated; and, in the 
late 1940s, a dining room was added to the club. 

The club currently owns three parcels of land: the 
Main Clubhouse, the Activity Center, and the Sailing 
Center. Long-term renovation planning began in 
2012; however, in 2015, a fire condemned the Main 
Clubhouse. After three years of renovation, the 
Clubhouse was re-opened to the membership in 

Continued on next page
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September 2018. Shortly after, the Sailing Center 
opened in January 2019. The Activity Center 
opened in June 2019. Consisting of 20,000 square-
feet, the Activity Center includes a fire pit, snack 
bar, swimming pool, fitness center, and tiki bar, 
as well as an open-kitchen-concept restaurant 
designed to seat 120 members.  

Brian Asch, General Manager, and Leo Luistro, 
Assistant General Manager and CSFA Member, 
each played a major role in the planning process 
of the Activity Center. They consulted with Gym 
Source and WTS during the fitness center planning, 
and the design was set out to be resort-like with 
coffered ceilings. The Activity Center has two rooms 
designated to fitness: 1,800 square-feet for the 
gym and 1,500 square-feet for an activity room. A 
storage room sits between the two rooms and there 
is a wrap-around deck overlooking the waterfront, 
where there will be outdoor activities such as 
paddle boarding. This is the first indoor fitness 
facility for the club.

When asked what advice Leo would give other club 
managers, Leo suggested looking at the club’s 
demographics and allocated space and keeping in 
mind the full wellness experience when planning for 
that space.

Back to Table of Contents 
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Continued on next page

Did You Know?
CMAA’s 2019 Finance and Operations Report was 
recently released and CSFA Executive members 
were provided access to a customized Club Spa 
and Fitness Finance and Operations Report, which 
focuses on the “Racquet, Aquatic, Fitness/Spa, and 
Other Sports” section of the full report. 

The purpose of this report is to provide industry 
benchmark information that allows members to 
compare their club spa- and fitness-related finan-
cial and operating characteristics versus those of 
their peers. 

Thank you to those who participated in the survey 
or encouraged your club to report on your depart-
ment’s behalf. Clubs that participated in the survey 
can access the full report on www.cmaa-research.
org using the same login credentials as when 
completing the survey. 

Enjoy some of the report highlights below and 
stay tuned for the launch of our upcoming 2019 
CSFA Trends Survey, which will be released later this 
month. We look forward to your participation so 
that – coupled with this report and others – we can 
paint a more clear picture of the impact fitness/spa/
wellness has on your club and the industry. 2019 FINANCE AND OPERATIONS REPORT |  79
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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! 

(801) 979-5550  •  pwright@readycare.com  •  www.readycare.com •  www.purefiji.com

Paul Wright  Regional Vice-President of Sales

Your Partner for Personal Care Solutions

H O T E L  •  S P A  •  C L U B  •  G O L F

C a r e™R e a d y

Your Partner for Personal Care Amenities, 
Supplies & Private Label Solutions 

Special CSFA
Discounts

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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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.

https://www.csfassociation.com/job%20bank
https://www.instagram.com/csfassn/
https://twitter.com/CSFAssn
https://www.instagram.com/csfassn/
https://twitter.com/CSFAssn
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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

Calendar 
Date Event

Sep 20 Just Lunch Houston

Sep 26 Just Lunch South Florida (Palm City, FL)

Sep 29–30 Regional Workshop (Haverford, PA)

Jan 6–10  CMAA’s BMI Sports & Recreation 
Management (Scottsdale, AZ)

Feb 8–12  CMAA’s World Conference &  
Club Business Expo (Grapevine, TX) 

Welcome to Our Newest Members and Partner 
June 1 – August 30, 2019

Executive

Heather Apgar Beach Point Club (NY)

Joel Baker Philadelphia Country Club (PA)

Veronica Clark Belle Haven Country Club (VA)

JD Daigle The Club at Las Campanas (NM)

Damon Gore  The Club at Las Campanas  
(rejoining, NM)

Aaron James Cherokee Town & Country Club (GA)

Marisol Jimenez   Frenchman’s Creek Beach and  
Country Club (FL)

Les Johns  Grey Oaks Country Club  
(rejoining, FL)

John Krause Oahu Country Club (HI)

Laila Linden Kenwood Golf & Country Club (MD)

Ty Martin Country Club of Orlando (FL)

Cari Pacheco International Country Club (VA)

Robert Pratt The Landings Club (GA)

Sara Ruganis Collier’s Reserve CC (FL)

Cortney Savage Ridglea Country Club (TX) 

Professional

Mark Stevens Bocaire Country Club (FL)

Premier Partner

Les Mills

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

H E L P  Y O U R  
M E M B E R S  F A L L  
I N  L O V E  W I T H 
F I T N E S S .

L E S M I L L S . C O M / U S / C L U B S - A N D - F A C I L I T I E S

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
http://www.csfassociation.com/membership

