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This study gathers demographic data on members of three

Dallas racquet clubs, determines what media will reach club

members, discerns facilities that members expect from their

racquet club, and suggests ways the data can be used in an

image program.

Five chapters make up this study. Chapter I explains the

purposes of the study and tells how research was conducted.

Chapter II explains the steps in building a corporate image.

Chapter III gives research results. Chapter IV explains how

data gathered it into the total image program for a racquet

club. Chapter V concludes.

Members desired good tennis facilities above anything

else in a racquet club.
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CHAPTER I

INTRODUCTION

A good salesman knows that the way to sell a service is

to determine first what the customer wants and then to give

it to him. That same principle holds true for the company

planning a new facility. It is important to find out what

the customer wants before the first blueprint is drawn.

Management builds an image for the customer because it

is the customer who decides whether to buy the services.

Management must, first and foremost, know the customer. It

must know the customer's age, sex, marital status, income,

education, and any other helpful characteristics. If the

majority of customers are rich, the image of the new facility

and services might be one of prestige. If the majority of

customers are struggling financially, the image of the

facility and services might be one of good quality at

reasonable prices.

After analyzing the customer, management should ask him

what he wants in the facility and services. Management should

do this by conducting a survey and/or studying records of

services purchased. A survey of people who buy from compet-

itors tells management what the customer likes and dislikes

in the purchases he is making.

1
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With information about the potential customer and his

needs, management must now study the facts. What qualities

and services do most of the customers say they want most?

What top two or three qualities does management now feel

should be stressed if the services are to be sold? What

minor qualities should be included if possible?

Now management can begin to build an image. It can

construct a building where customers will come to purchase

services, a structure that will catch the eye of the cus-

tomer and offer the services the customer desires.

The advertising program can be created and directed

with the customer and company image in mind. It can be aimed

to attract the potential customer because management knows

who the customer is. It can seek to fulfill the customer's

needs and desires because management knows what they are.

It is important here to point out that the advertising

program tells the potential customer exactly what the new

facility offers.

A cohesive thread should run through all facets of the

company and say, "We offer the best prices in town, " or "We

offer quality not to be surpassed." Instead of breaking

down at this stage, as so many do, the image becomes even

stronger.

In order to continue to please the customer, management

must continually evaluate its program. Customers must be

surveyed continually to find if they are pleased with the
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services. Customers must be encouraged continually to take

complaints or suggestions to a person designated for that

purpose. Most important,management must make the necessary

changes. Management must work to keep a desired image, and

when the old image is no longer desirable, a new one must

be built.

This paper follows the steps in the paragraph above as

they apply to building a racquet club. The customer is

defined and his wants are determined. Based upon that

information, suggestions are made for building the club

itself, and for facilities and services the club should

provide. Finally an advertising program is presented that

aims at reaching potential members of the racquet club.

Based upon information gathered in a questionnaire

sent to randomly selected members of three racquet clubs in

the Dallas area, the potential member is defined according to

age, sex, marital status, income, occupation, education,

home ownership, and locality of residence. Other information

from the questionnaire tells what facilities and services

the potential customer desires and through what media he can

best be reached.

Statement of the Problem

The problem is to identify the potential racquet club

member according to demographic data and according to faci-

lities he desires in a racquet club, to determine what kinds
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of advertising will reach the potential member, and to

suggest how the data could be used as part of a total image

program.

Purposes of the Study

The purposes of this study were (1) to gather demo-

graphic data on people who belong to three racquet clubs in

the Dallas area; (2) to determine what media will reach the

potential racquet club members; (3) to discern the facilities

that racquet club members expect from their club; and (4) to

suggest how data can be used in a total image program.

Questions

To carry out the purposes of this study, answers were

sought to the following questions:

1. What are the demographic characteristics of the

majority of respondents?

2. How can the majority of respondents be reached?

3. What facilities and services do the majority of

respondents desire in a racquet club?

4. For what reason did the majority of respondents

join the club to which they belong?

5. Is there a relationship between income and faci-

lities desired by a potential customer?

6. Is there a relationship between marital status and

facilities desired by a potential customer?
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Definition of Terms

Corporate image: It exists in the minds of people. It

is the sum of all impressions of the firm in the public

consciousness. It is an intangible impression that is

different for each observer. The opinions of employees,

customers, suppliers, stockholders, bankers, potential

investors, competitors, government officials, and the

general public all combine to form a corporate image. This

is the feeling that the company creates in its publics with

its products, business dealings, relations with communities,

investments in the firm's securities, the appearance of its
1

properties, and the way its personnel answer the telephone.

Corporate identity: It appears on products, properties,

and vehicles and in advertising and other communications.

It should be distinguished from the image, which exists in

the minds of the public. 2

Racquet club: It offers tennis and racquet facilities

first, with social activities and other recreational facil-

ities offered as a secondary service, if at all. Common

facilities of racquet clubs are tennis courts and a pro shop.

Assumptions

It is assumed that: (a) respondents replied honestly

to questions regarding what they want in a racquet club and

1 Harold Marquis, The Changing Corporate Image (U.S.A.,
1970), p.2..

Ibid., p. 166.
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and to questions regarding personal characteristics;

(b) respondents had an opportunity to decide what they like

or dislike about such a club; and (c) respondents are typical

of the memberships of racquet clubs in the Dallas area.

Selection of Sample

Eight racquet clubs were examined before deciding on

the three clubs used in the survey. These clubs were

Brookhaven Country Club in Farmers Branch; Centre Tennis

Club in Richardson; and T-M Racquet Club, Inwood Racquet

Club, Royal Oaks Country Club, North Dallas Racquet Club,

and The Racquet Club, these last all in Dallas.

After talking with the managers of these clubs, it was

found that only five of these clubs had adequate tennis

facilities. Brookhaven had few courts and emphasized golf

more than tennis. It was also found that Brookhaven and

Royal Oaks did not meet the definition of racquet clubs as

they were socially oriented rather than tennis oriented.

Managers of the five clubs were asked to participate in

the survey by allowing membership lists to be used for the

purpose of sending questionnaires to a random sample of

members. In return, the managers were furnished with results

of the survey. All but Royal Oaks and Centre agreed.

In order to better understand answers from members of

the three clubs, the following information was collected and

put down in writing for reference.
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North Dallas Racquet Club, 325 members, has eighteen

outdoor tennis courts with four indoor courts under construc-

tion. The club has a restaurant serving a limited menu, a

pool, and a cocktail bar, but no handball or racquet ball

courts, sauna or exercise room. The cost is $550 plus

monthly dues of $28. Residents of Preston Del Norte Apart-

ments, only a block away from the club, are allowed to use

club facilities by paying only the monthly fee.

Inwood Racquet Club, 340 members, has six outdoor tennis

courts, four indoor air conditioned courts, and two handball

and racquet ball courts. The club has a snack bar and a

cocktail bar, but no restaurant, pool, exercise room, or

sauna. The cost is $450 plus $20 a month for a singles

membership, $550 plus $25 a month for a couples membership,

and $600 plus $30 a month for a family membership.

T-M, 450 members, has twenty outdoor courts, four

indoor courts with air conditioning and heating, a dining

room, cocktail bar, sauna, and exercise room, but no handball

courts or swimming pool. The cost is $5,000 plus $28 a

month.

Membership directories showed listings for the three

clubs totaled 1,115. Each listing was assigned a number

beginning with number one for the first entry in the North

Dallas directory and ending with number 1,115 for the last

entry in the T-M directory. Every fifth name, beginning

with the number five, was selected and a questionnaire sent

to that member.



8

Two hundred twenty-three questionnaires were mailed.

One hundred nine were returned. An effort was made to con-

tact all racquet club members to which questionnaires were

sent. Forty-nine questionnaires were completed by the

interviewer by telephone. At the end of a six-week period

one hundred fifty-eight questionnaires or 71 per cent had

been completed and sixty-five racquet club members or 29

per cent had given no response.

Procedures for Analysis of Data

The questionnaire consisted of fourteen multiple-choice

questions, three yes-no questions, ten open-ended questions

requiring only a short answer, and three ranking questions.

In analyzing data for all questions, results are shown through

the use of percentages and charts.

Questionnaires were grouped according to the club to

which the member belonged. No question in the questionnaire

asked the member to give the name of his club. For this

reason all questionnaires were coded in the lower right-hand

corner of the back page. This grouping was necessary so

that data could be tabulated for the management of each of

the three clubs. This grouping was also valuable for

comparing facilities desired by a respondent with facilities

already offered by his racquet club.

Questionnaires were grouped again according to male and

female respondents for the purpose of comparing hours in

which each group most frequently plays tennis.
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A third grouping dealt with the ages of their children

to aid in determining whether respondents would desire

certain facilities for children. A question asking the

respondent if he would be willing to pay for baby-sitting

facilities applied only to respondents with children eight

years of age or younger. A question asking the respondent

if he would be willing to pay for nursery school facilities

applied only to respondents with children five years of age

or younger. Information for respondents with children

eighteen years of age or younger was used to determine if

the respondent had children who lived with him and might

use the racquet club facilities.

Information gathered in several questions determined

facilities desired by respondents. Four questions were

designed to gather information about club dining facilities.

Questions asked the respondent how often he dined out each

week, how often he dined at his racquet club, and where he

would go to get what he considered a good meal in Dallas.

Another question asked the respondent to rank three food

facilities according to his desire to have them in his club.

One question dealt specifically with the respondent's

desire for a pool at the racquet club. The multiple choice

question asked the respondent whether he would be willing to

pay $50 per month in dues for a club with good tennis faci-

lities plus a pool, or $25 a month for a club with good

tennis facilities but no pool.
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The respondent was asked in one question to rank faci-

lities according to his desire to have them in his racquet

club. Two open-ended questions were designed to find what

respondents would most like to have added to their club and

what respondents.enjoyed most in their club.

Several questions were designed to discern what kind of

advertising would reach the potential customer. These ques-

tions included items regarding age, sex, marital status,

number and ages of children, income, education, occupation,

and home ownership. Two questions dealt with the distance

a potential customer would be willing to drive to reach his

racquet club.

Other-questions were designed to determine the best

method of reaching potential racquet club members. These

included three open-ended questions asking information about

the respondent's favorite magazine and radio and television

stations and one multiple-choice question asking the res-

pondent to indicate how he first heard about the club to

which he belonged.

Two questions that did not fall into any of the above

categories were one asking the respondent his reasons for

joining his club, and one asking him whether he lodged out-

of-town quests in his home or at a hotel or motel. The

questions were designed to obtain information about facilities

the customer desired.
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Review of Literature

Journalism Abstracts and research guides show that few

studies have been done on building a corporate image. How-

ever, several magazine articles and books have some relation

to this thesis.

Harold A. Marquis gave in The Changing Corporate Image

an excellent explanation of corporate image and made a

distinction between the corporate image and the corporate

identity. The book gave helpful information about setting

objectives for the image program and developing an image

with customers.3

Lee R. Bristol, Jr., discussed methods for forming

question content in questionnaires used in research and gave

a general discussion of the audiences for which management

might wish to build an image. 4

John W. Riley elaborated on his belief that "the whole

idea of a corporate image presupposes the existence of a

single, cohesive, unified something that differentiates the

corporation from its competitors."5

3lbid, pp. 2, 75, 109.

4Lee H. Bristol, Jr., editor, Developing the Corporate
Image (New York, 1960), pp. 30-33, 60.

5John W. Riley, Jr., editor, The Corporation and Its
Publics (New York, 1963), pp. 13-16.
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Ben Rosen explained how to develop the corporate

identity. He discussed the visual elements that represent

the firm and gave a checklist of all points of identification

as a guide to the establishment of the new identity system.6

A magazine article told of corporate image programs

developed in recent years at Chrysler Corporation, Eastern

Airlines, and RCA Corporation, and gave a general discussion

of the importance of the corporate image in business today.7

In another article George Berkwitt discussed some of

the common mistakes management makes in trying to change

its corporate image. He said the company image changed if

the company itself changes.8

"Corporate Image: Coke's Formula Keeps the Image Fresh,"

told how despite its success, Coca-cola changed its pitch

from "Things Go Better With Coke" to "It's the Real Thing.

Coke." Sales for Coca-Cola rose.9

An article in Fortune discussed the importance of

trademarks and quoted from Rosen's book.10

6 Ben Rosen, The Corporate Search for Visual Identity
(Canada, 1970) , pp. 16, 19.

7 "Companies Face an Identity Crisis," Business Week
(Feb. 20, 1971), pp. 52-55.

8 George Berkwitt, "Does the Corporate Image Really
Change?" Dun's Review (January, 1970), pp. 19-21.

9
"Corporate Image: Coke's Formula Keeps the Image Fresh,"

Business Week (April 25, 1970) , pp. 66-74.

1 0 Walter McQuade, "The Search for Corporate Identity,"
Fortune (December, 1970), p. 140.
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An article in U. S. News and World Report explained how

corporate executives implemented a campaign to improve the

tarnished image of United States business. They built a

broad campaign to upgrade industry's standing with consumers

and demolish myths about the whole United States economic

system. The article explained the four positive steps which

were taken to raise the level of public confidence and erase

widespread misconceptions about prices, profits and perfor-

mance. 11

An article in Time discussed an image program developed

at ITT. The public relations department at ITT, staffed

by former news, media, and advertising people, was involved

in creating advertising programs, anticipating press and

television stories, and cultivating government officials.

The article said that in 1971, ITT spent $93 million in

advertising, public relations, trade shows, and education

programs to promote its image in the United States and in

many foreign countries. The article explains the objectives

and some of the pitfalls of the program. 1 2

1 1 "Counterattack-Business Acts to Improve a Tarnished
Image," U.S. News and World Report (Oct. 8, 1973),, pp. 49-51.

1 2 "Geneen's Visible Persuaders," Time (May 1, 1972), p. 76.
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Organization of Study

Five chapters make up this study. Chapter I explains

the purposes of the study and tells how research was carried

out. Chapter II explains the steps to be followed in building

a corporate image. Chapter III gives results obtained from

a questionnaire sent to randomly selected members of three

racquet clubs. Chapter IV shows where data gathered fit

into the total image program for a racquet club, and

Chapter V concludes.



CHAPTER II

HOW TO BUILD AN IMAGE PROGRAM

Six steps are involved in modifying an image for an

establishment or in building an image for an establishment

for the first time. Activities include self evaluation,

measuring the existing image, setting program objectives,

developing the identity, reaching the audience, and evalu-

ation of the program. A brief explanation of each step

follows.

Self-evaluation of the establishment by management

begins, usually, by answering the following questions: Who

wants to know what the image is and for what purpose? What

is the establishment, and what is it expected to become?

What does the establishment stand for? In what ways is it

distinctive? How would management wish the establishment to

be thought of? How does the establishment stand in relation

to other corporations?

Assessment of image-building programs already in exis-

tence should be included in the self-evaluation, including the

study of the effectiveness of the company's symbols of identity,

visual presentation of the corporation, and the preparation

of advertising, reports, and other means of communication.

The second step is measuring the existing image. In this

study there is no existing image; therefore, it cannot be

15
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measured. In its place the researcher studied desired

facilities and services of the potential customer. In either

case management must define one or more of the following

audiences or publics or additional audiences as the population

whose attitudes are relevant: stockholders, consumers,

potential customers, employees, prospective employees,

vendors, suppliers, bankers, college professors, potential

investors, plant communities, government agencies, and

legislators.1 A method for measuring attitudes must be

determined and administered.

The third step is to define objectives for the image

program. Based upon data gathered from management's self

evaluation and data gathered from relevant audiences, manage-

ment must put into writing its goals.

Management must decide which of these or other qualities

it wishes to stress; innovation, growth, modernization,

excellence in research, preference of customers and suppliers,

profitability, good management, divertissement, marketability,

a good neighbor, fairness with competitors, producer of good

products, or agent for improving social conditions.2

Based on research, management should decide among the

following options: the existing image may be modified or

modernized without a major change in name or symbol; a

I
Marquis, op.cit., p. 75.

2 Ben Rosen, The Corporate Search for Visual Identity
(Canada, 1970), p. 6.
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completely new image may be created, based on a new name or

symbol; an identity may be simplified by using initials as

the corporate identity; symbols and newly acquired subsidiary

or division names may be abandoned and all promotion given to

the corporate name; or long or hyphenated names may be

shortened or combined.3

The fourth step is developing the identity. Once

objectives are agreed upon, the designer must translate

company goals into visual elements that represent the firm.

Such elements include the corporate mark (logotype, symbol,

color); corporate alphabet or type style (display style, tex-

tual styles) ; environmental design and structures (office

architecture, plant architecture, reception area, interior,

and entrance design); product design (consumer items, service

image, idea and visual presentation); package design, adver-

tising, sales promotion, and company paper (stationery, busi-

ness forms, transmittal envelopes, mailing labels and

containers) ; and signs, vehicle identification and uniforms,

exhibitions and displays, and design control manual.4

Corporate executives who have created identity programs,

designers, and public relations consultants all emphasize the

importance of these two principles: The program should be as

complete and/or general as possible. The benefits of the new

3 lbid., pp. 17-18.

4Rosen, op.cit., pp. 7-8.
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identity and its promotion will be much greater, both within

and outside the company, if it is used in every possible

way. Second, the program must have the strong support of

management. It must be carried quickly throughout the organi-

zation and implemented through meetings, bulletins, manuals,

and other materials that carry the authority of top manage-

ment. Once the major elements are selected, no deviation in

their use should be permitted. Much of the value of the

new program is in product consistency.5

The fifth step is extending the image to selected

relevant audiences. This study analyzes characteristics of

the audience and determines how they can be reached. It is

difficult to reach the audience when the audience is not

defined. A company must understand and believe that profit-

able industry is good for employees, as well as for community

neighbors. A company must let these groups know that the

benefits resulting from a profitable industry cannot continue

to be enjoyed unless the citizens understand the business

system which makes these benefits possible and understand

their roles in keeping it profitable.

Two essential points must be followed in planning the

image program. First, the plan should have stated objectives,

lines of responsibility, a budget, and a timetable based

upon developing credibility for the company each day of the

year, rather than a few activities on a hit-or-miss basis.

5Marquis, op.cit., p. 105.
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Second, specific manpower should be assigned to the job,

because a well-planned program cannot succeed without

adequate personnel to do the job.6

The final step is evaluation of the program. The pro-

gram should be reviewed regularly to assess results. Custo-

mers should be surveyed once a year to find whether manage-

ment is meeting its goals.

6 Lee H. Bristol, Jr., Developing the Corporate Image
(New York, 1960), p. 51.



CHAPTER III

SURVEY RESULTS

Survey results for this study are presented in the order

in which questions are asked in Chapter I. Numbers which

refer to questions correspond with numbers of the questions

set forth in Chapter I and do not correspond with numbers

to the same questions in the questionnaire sent to racquet

club members.

Demographic Data

The first question listed in Chapter I was formulated

to gather demographic data about people who belong to rac-

quet clubs in the Dallas area. It is assumed that charac-

teristics of these members can be projected as characteristics

of the potential racquet club member.

Such variables as age, sex, marital status, home

ownership, income, education, profession, and ages of children

would aid in determining the facilities and services desired

by the customer.

Forty-five per cent of the one hundred fifty-eight

respondents listed their ages between twenty-five and thirty-

five. The average age of respondents was thirty-six with

the youngest respondent listing his age as twenty-two and

the oldest listing his age as fifty-six.

20
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Fifty-four per cent of the respondents were male and

46 per cent were female. Eighty per cent of the respondents

were married.

Eighty-eight per cent of the respondents said they owned

their home and 12 per cent rented.

The data showed that 40 per cent of the respondents

had an annual household income of more than $40,000; 31 per

cent between $25,000 and $40,000; 18 per cent between $15,000

and $25,000; 10 per cent between $10,000 and $15,000; and

1 per cent, $10,000 or less.

TABLE I

INCOME LEVEL OF COMBINED
RACQUET CLUB MEMBERS

Salary levels Percentage of Racquet
Club Members

More than $40,000. . . . . . . . . 40
$25,000 to $40,000 . . . . . . . 31
$15 - 25,000 . . . . . . . . . . . 18
$10 - 15,000 . . . . . . . . . . . 10
$10,000 or less. . . . . . . . 1

Of the majority of the respondents, 54 per cent said

they were college graduates, 31 per cent said they held post

graduate degrees. Nine per cent said they had some college

work, and 6 per cent said they were graduated from high

school.
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TABLE II

HIGHEST LEVEL OF EDUCATION COMPLETED

Education Percentage of Racquet
completed Club Members at Education

Level

College graduate. . . . . . . . 54
Post graduate . . . . . . . . . 31
College work. . . . . . . . . . 9
High school graduate. . . . . . 6

Forty-four per cent of the respondents listed their

occupation as professional; 22 per cent, sales; 21 per cent,

manager/proprietor; and 13 per cent said their occupations

fell into a category not listed.

TABLE III

OCCUPATION OF COMBINED
RACQUET CLUB MEMBERS

Occupations Percentage of Racquet Club
Members in Occupation

Professionals. . . . . . . . . 44
Sales. . . . . . . . . . . . . 22
Manager/Proprietor . . . . . . 21
Other. . . . . . . . . . . . . 13

Sixty-five per cent of the respondents said they had

children eighteen years old or younger, 11 per cent said they

had children older than eighteen, and 24 per cent said they

had no children. The question was designed to determine

whether members had children who would use racquet club

facilities. Children older than eighteen are usually in

college or living away from home.
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Reaching the Potential Member

Question two was designed to gather information about

how to reach the potential member. The respondent was asked

what newspapers, magazines, radio and television stations the

potential customer was in contact with most often.

Seventy-three per cent of the respondents cited The

Dallas Morning News, and 23 per cent cited The Dallas Times

Herald as the newspaper they subscribe to or read most often.

Four per cent cited other newspapers.

In response to a question asking the respondent to cite

his favorite magazine, 24 per cent cited Time. Numerous

other magazines were cited, but no magazine other than Time

was mentioned by a significant number of respondents.

Twenty-five per cent of the respondents said they

listened to KRLD more often than any other radio station.

Various other stations were listed but none was listed by

a significant number of the respondents.

Thirty-four per cent of the respondents said they

watched WFAA more frequently than any other television station.

Twenty-two per cent said they watched KDFW most often, 10

per cent, KBAP, and 5 per cent, WBAP. Twenty-nine per cent

listed other stations, but no station other than those

already cited was listed by a significant number of respondents.
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TABLE IV

MOST FREQUENTLY VIEWED
TELEVISION STATION

Television Station Percentage of
Viewers

WFAA............ .34
KDFW..-.......... .22
KBAP............ .10
WBAP............ . 5
Other...-.. . . . . . . . 29

In a question asking the respondent to tell where he

first learned about the racquet club to which he belonged,

69 per cent said they learned from a member; 11 per cent,

from a non member; 6 per cent, from a newspaper ad; no

respondent said direct mail advertising; and 14 per cent

wrote a variety of answers including tennis pro, friends,

owner, and stockholders.

TABLE V

HOW RESPONDENTS FIRST LEARNED
ABOUT RACQUET CLUB

Sources of Percentage of Racquet Club
Information Members Learning from Source

Members............... .69
Nonmembers. . . . . . . . . . . . . 11
Newspaper ad............ . 6
Direct mail...............
Other. . . . . . . . . . . . . . . . 14
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Data showed that the potential customer would drive

twenty minutes or fifteen miles to a racquet club. One

question asked the respondent if he would rather drive twenty

minutes to reach a racquet club and pay $25 a month or drive

five minutes and pay $50. Sixty-three per cent of the

respondents said they would rather drive five minutes and

pay $50.

When respondents were asked how far they would drive to

reach a racquet club with facilities they considered excellent,

11 per cent said they would drive thirty miles, 1 per cent,

twenty-five miles; 28 per cent, twenty miles; 21 per cent,

fifteen miles, 26 per cent, ten miles; 10 per cent, five

miles; and 3 per cent, ten miles.

TABLE VI

DISTANCE RESPONDENT WOULD TRAVEL
TO RACQUET CLUB

Mileage Percentage of Respondents Willing
to Drive Distance

30. . . . . . . . . . . . . . . . .11
25.. . . .. . . . . . .. . ...... I
20.........-.............. . . .28
15...................21
10..-................ .. 26
5. . . . . . . . . . .. . . . . . . .10
2- -, - - 0- - '- . . ... . . . . . . . ... .3
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Facilities and Services

Most questions in the questionnaire dealt with facilities

and services the potential member desired in a racquet club.

The respondent was asked questions concerning baby-sitting

services, swimming pool, restaurant, sauna, handball courts,

guest facilities, and most frequent times for playing tennis.

Facilities Desired

Baby sitting.--Only the answers from respondents with

children eight years of age or younger were used in tabulating

results on a question asking the respondent if he would pay

to leave his child with a baby-sitter. This age was used

because children older than eight would probably not need

a baby-sitter. Only answers from respondents with children

five years of age or younger were used in tabulating results

on a question asking the respondent if he would pay to leave

his child at a club-operated nursery school. This age was

used because children older than five would be in elementary

school and their parents would not be interested in a nursery

school.

Thirty-seven per cent of the respondents said they had

children eight years old or younger. Of these respondents,

51 per cent said they left their children with baby-sitters

while using racquet club facilities and 49 per cent said they

did not. Of those answering the question concerning baby-

sitting facilities, 73 per cent said they would be willing to
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pay to use a baby-sitting facility offered by the club, and

27 per cent said they would not. Twelve per cent of those

responding said they would be willing to pay for their child

to attend a club-provided nursery school staffed by certified

teachers, and 88 per cent said they would not.

Swimming pool.--Results were tabulated separately for

the three clubs for a question which asked whether the club

member would rather pay $50 in dues to belong to a club with

a swimming pool or $25 a month to belong to a club without

a swimming pool. Dues of $50 and $25 are realistic for

racquet clubs in the Dallas area and there was enough

difference between the two figures to give an indication of

whether the potential member desired a pool if he had to pay

for it.

Ninty-three per cent of the respondents from Inwood

Racquet Club, which has no pool, said they would rather pay

$25 in dues to join a club without a pool than to pay $50

in dues to join a club with a pool. Seven per cent said

they would rather pay $50 to belong to a club with a swimming

pool.

Seventy-one per cent of respondents from North Dallas

Racquet Club, which has a swimming pool, said they would

rather pay $25 in monthly dues to belong to a club without

a pool, 29 per cent said they would be willing to pay $50

a month to belong to a club with a pool.
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TABLE VII

DUES A MEMBER WOULD PAY FOR A CLUB WITHOUT
A POOL COMPARED TO DUES A MEMBER WOULD

PAY FOR A CLUB WITH A POOL

Percentage of Respondents
Club Willing to Pay

$25 $50
(no pool) (pool)

Inwood 93 7

North Dallas 71 29

T-M 65 35

Restaurant. --One question was designed to find whether

club members would dine at a club restaurant if it were

provided. Another question was designed to find what kind

of menu the club member desired .

For a question which asked the respondent how often he

dined at his racquet club, results were tabulated separately

for each club.

No respondent from Inwood Racquet Club said he dined at

his club restaurant because the club has no restaurant..

Eighty-two per cent of the respondents from North Dallas

Racquet Club said they never dined at their club restaurant,

and 18 per cent said they dined at their club restaurant

once a week.

Forty-eight per cent of the respondents from T-M

Racquet Club said they never dined at their club restaurant,

17 per cent said they dined at their club restaurant once

a week, and 35 per cent said twice a week.

-- _-_- -
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One question which asked the club member how often he

dined out each week was designed to find out whether racquet

club members dined enough to support a club restaurant if

it provided the desired menu and facilities.

Ten per cent of respondents from the three clubs never

dined out, 47 per cent dined out once a week; 18 per cent,

twice; 21 per cent, three times; and 4 per cent five or more.

TABLE VIII

DINING FREQUENCY OF COMBINED
RACQUET CLUB MEMBERS

Frequency of Dining Percentage of
Per Week Respondents

Never. . . . . . . . . . . . . .10
Once . . . . . . . . . . . . . .47
Twice. . . . . . . . . . . . . .18
Three times. . . . . . . . . . .21
Five or more . . . . . . . . . 4

One question asked the respondent to rank food facilities

according to his desire to have them in the club.

Sixty-nine per cent said a restaurant offering a regular

lunch and dinner menu would be a first choice; 20 per cent,

second; 11 per cent, third; and no respondent, fourth.

Twelve per cent listed a health foods menu as first

choice; 28 per cent, second; 38 per cent, third; and 22 per

cent, fourth.

Seven per cent listed a gourmet menu as a first choice;

36 per cent, second; 36 per cent, third; and 21 per cent,

fourth.
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Forty-one per cent listed other as a first choice;

26 per cent, second; 26 per cent, third; and 7 per cent,

fourth.. Specified in the other category were fast foods:

hot dogs, hamburgers, light sandwiches, salad bar, snack

bar, and ladies luncheon foods.

TABLE IX

RANKING OF MENUS FOR RACQUET CLUBS

Percentage of Respondents Desiring Menu

Choice Regular Gourmet Health Other

First 69 7 12 41

Second 20 36 28 26

Third 11 36 38 26

Fourth 0 21 22 7

Services Desired

Lodging Guests.--A question which asked the member where

he lodged out-of-town guests was designed to find whether the

majority of respondents lodged their guests outside their

home. If so, a racquet club might build several rooms or

apartments that could be rented for guests.

Eighty-five per cent of the respondents said they lodged

out-of-town guests in their home, and 15 per cent said they

lodged out-of-town guests in a hotel or motel.
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Playing times.--A question which asked the respondent at

what time of day he most frequently played tennis, was designed

to find when the most traffic would come to the club in order

to have adequate personnel on hand.

Findings showed that 4 per cent of the male respondents

played tennis most frequently before 8 a.m.; 20 per cent,

between 8 and 11 a.m.; 2 per cent, between noon and 2 p.m.;

22 per cent, between 3 and 5 p.m.; and 52 per cent, between

6 and 9 p.m.

No female respondent said she played most frequently

before 8 a.m. The greatest number of female respondents, or

50 per cent, said they played most often between 8 and 11 a.m. ;

4 per cent played between noon and 2 p.m.; 7 per cent between

3 and 5 p.m.; and 39 per cent between 6 and 9 p.m.

Person to contact.--To a question which asked the res-

pondent whether his club had a designated person to contact

when he had problems or suggestions concerning the club, 77

per cent answered yes, and 23 per cent answered no. The

question was designed to find whether clubs were providing

such a person for their members and, if so, whether the

members were aware that such a person was provided.

Ranking of Facilities by Club

Results were tabulated separately for the three clubs

in question twenty-two, which asked the respondent to rank
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racquet club -facilities according to his desire to have them

in a club.

Ninty-three per cent of the respondents from Inwood

Racquet Club, which had indoor courts, listed that facility

as a first choice; no respondent listed it second; 7 per

cent, third; and no respondent, fourth or fifth.

No respondent from Inwood, which has no restaurant,

listed a restaurant as a first choice; 41 per cent, second;

21 per cent, third; 19 per cent, fourth; and 19 per cent,

fifth.

No respondent from Inwood, which has no sauna, listed

a sauna as a first choice; 21 per cent, second; 22 per cent,

third; 42 per cent, fourth; and 15 per cent, fifth.

Three per cent from Inwood, the only club of the three

in this study that has handball courts, listed handball

courts as a first choice; 22 per cent, second; 14 per cent,

third; 7 per cent, fourth; and 54 per cent, fifth.

Sixty-five per cent of respondents from North Dallas

Racquet Club, which has no indoor courts, listed indoor courts

as a first choice; 7 per cent, second; 22 per cent, third;

3 per cent, fourth, and 3 per cent, fifth.

Three per cent of the respondents from North Dallas,

which has no sauna, listed a sauna as a first choice; 11

per cent, second; 25 per cent, third; 28 per cent, fourth;

and 33 per cent, fifth.
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Seven per cent of respondents from North Dallas, which

has a restaurant, listed a restaurant as a first choice;

44 per cent, second; 21 per cent, third; 21 per cent, fourth;

and 7 per cent, fifth.

Fourteen per cent of respondents from North Dallas,

which has a swimming pool, listed a pool as a first choice;

29 per cent, second; 25 per cent, third; 21 per cent, fourth;

and 11 per cent, fifth.

Eleven per cent of respondents from North Dallas, which

has no handball courts, listed handball courts as a first

choice; 14 per cent, second; 11 per cent, third; 18 per cent,

fourth; and 46 per cent, fifth.

Ninty per cent of the respondents from T-M Racquet Club,

which has no indoor courts, listed indoor courts as a first

choice; 5 per cent, second; 5 per cent, third; and no res-

pondent, fourth or fifth.

No respondent from T-M, which .is the only club in this

study which has a sauna, listed a sauna as a first choice;

10 per cent, second; 30 per cent, third; 35 per cent, fourth;

and 25 per cent, fifth.

No respondent from T-M, which has a restaurant, listed

a restaurant as a first choice; 55 per cent, second; 15 per

cent, third; 20 per cent, fourth; and 10 per cent, fifth.

Five per cent of the respondents from T-M which has a

swimming pool, listed a pool as a first choice; 25 per cent

second; 25 per cent, third; 15 per cent, fourth; and 30 per

cent, fifth.
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Ten per cent of the respondents from T-M, which has

no handball courts, listed handball courts as a first choice;

10 per cent, second; 25 per cent, third; 25 per cent, fourth;

and 30 per cent, fifth.

TABLE X

RANKING OF INDOOR COURTS AS A
DESIRED CLUB FACILITY

Choice Percentage Ranking Indoor Courts

Inwood North Dallas T-M

First 93 65 90

Second 0 7 5

Third 7 22 5

Fourth 0 3 0

Fifth 0 3 0

TABLE XI

RANKING OF A SAUNA AS A
DESIRED CLUB FACILITY

Choice Percentage Ranking Sauna

Inwood North Dallas T -M

First

Second

Third

Fourth

F ifth

0

21

22

42

15

3

11

25

28

33
I __ __ __-

0

10

30

35

25

;: _ _ _



35

TABLE XII

RANKING OF A RESTAURANT AS A
DESIRED CLUB FACILITY

Percentage of Respondents Ranking
Choice Restaurant

Inwood North Dallas T-M

First 0 7 0

Second 41 44 55

Third 21 21 15

Fourth 19 21 20

Fifth 19 7 10

TABLE XIII

RANKING OF A POOL AS A
DESIRED CLUB FACILITY

Percentage of Respondents Ranking
Choice A Pool

Inwood North Dallas T-M

First 3 14 5

Second 11 29 25

Third 41 25 25

Fourth 26 21 15

Fifth 19 11 30
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TABLE XIV

RANKING OF HANDBALL COURTS AS A
DESIRED CLUB FACILITY

Percentage of Respondents Ranking
Choice Handball Courts

Inwood North Dallas T-M

First 3 11 10

Second 22 14 10

Third 14 11 25

Fourth 7 18 25

Fifth 54 46 30

Most Enjoyed Facility

For an open-ended question asking the respondent what

facility he liked most in his club, results were tabulated

separately for the three clubs. The clubs have different

facilities and data was compared on that basis.

Sixty-six per cent of the respondents from Inwood

Racquet Club listed indoor courts as the facility they

enjoyed most; 20 per cent, good tennis facilities; 7 per

cent, handball courts; and 7 per cent, night play.

--
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TABLE XV

MOST ENJOYED FACILITY OF
INWOOD RACQUET CLUB

Facilities Percentage of
Respondents

Indoor courts............ . ...66
Good tennis facilities . . . . . . . . .20
Handball . . . . . . . .. . . . . . . . . 7
Night play . . . . . . . . . . . . . . .. 7

Twenty-seven per cent of the respondents from North

Dallas Racquet Club listed good tennis facilities as the

facility they enjoyed most; 21 per cent, leagues; 21 per

cent, a great number of courts; 14 per cent, a pool; 9

per cent, a cocktail bar; 4 per cent, drinking water at

courts; and 4 per cent reservations.

TABLE XVI

MOST ENJOYED FACILITY OF
NORTH DALLAS RACQUET CLUB

Facilities Percentage of
Respondents

Good tennis facilities. . . . . . . . . 27
Leagues . . . . . . . . . . . . . . . 21
Great number of courts. . . . . . . . . 21
Pool. . . . . . . . . . . . . .. . . . . 14
Cocktail bar. . . . . . . . . . . . . . 9
Drinking water on courts. . . . . . . . 4
Reservations. . . . . . . . . . . . . . 4

Fifty-one per cent of respondents from T-M listed

indoor courts as the facility they enjoyed most; 18 per cent,

good tennis facilities; 13 per cent, cocktail bar; 6 per cent,

drinking water on the courts; 6 per cent, good service;

and 6 per cent, refreshments.
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TABLE XVII

MOST ENJOYED FACILITY OF
T-M RACQUET CLUB

Facility Percentage of
Re spondent s

Indoor courts. . ... . ... . . . . . ..51
Good tennis facilities .. . . . . . .18
Drinking water at courts . . . . . ...6
Cocktail bar . . . . . . . . . . . ..... 13
Good service . .. . . . . . . . . .. . 6
Refreshments . . . . . . . . . . . . . . 6

Most Desired Facility Addition to Club

An open-ended question asked the member what he would

most like to see added to his club. Results were tabulated

separately for the three clubs so that facilities desired

could be compared with present facilities at the club.

Twenty-one per cent of the respondents from Inwood

Racquet Club listed a sauna as the facility they would most

like to see added to their club; 21 per cent, no charge for

indoor courts; 16 per cent, more indoor courts; 11 per cent,

a pool; 11 per cent, a restaurant; 5 per cent, better ping

pong facilities; 5 per cent, a good tennis ball machine;

5 per cent, an exercise room; and 5 per cent, a jogging track.



TABLE XVIII

MOST DESIRED FACILITY ADDITION
AT INWOOD RACQUET CLUB

Facilities

Sauna. . . . . . . ... .1..0..

Free indoor courts . ... . . . . .
More indoor courts.. . . . . . . .
Swimming pool. . ....... ..

Restaurant . . . . . . . . ..

Better ping pong facilities. .
Good tennis ball machine .. . ...
Exercise room. . . . . ... ...
Jogging track.... ..... .. ..

Percentage of
Respondents

.21
. . .21

.16
. 11
...11

. . . 5
. .. 5

.. . 5

. . . 5

Seventy per cent of the respondents from North Dallas

Racquet Club listed indoor courts as the facility they would

most like to see added to their club; 15 per cent, handball

courts; 3 per cent, better lights; 3 per cent larger lockers;

3 per cent, more courts, 3 per cent, junior member leagues;

and 3 per cent, availability of lists of other members who

play on their same level of competence.

TABLE XIX

MOST DESIRED FACILITY ADDITION
AT NORTH DALLAS RACQUET CLUB

Facilities Percentage of
Respondents

Indoor courts.. . .... . ...... 70
Handball courts. . . . . . . . . .... 15
Better lighting.... ...... . . . 3
Larger lockers . . ..... . . . . . . 3

More courts. . . . . . . . . . . . .. . . 3
Junior member leagues.... . . . . . . . 3
List of members playing on same level. . 3

39



40

Forty-one per cent of the respondents from T-M Racquet

Club listed more indoor courts as the facility they would

most like to see added to their club; 24 per cent, handball

courts; 5 per cent, baby-sitting facilities; 5 per cent, a

ball machine; 5 per cent, exercise room; 5 per cent, basket-

ball facilities; 5 per cent, a jogging track; 5 per cent,

a salad bar; and 5 per cent a good restaurant.

TABLE XX

MOST DESIRED FACILITY ADDITION
AT T-M RACQUET CLUB

Facilities Percentage of
Respondents

More indoor courts. . . . . . . . . . .41
Handball courts . . . . . . . . . . . .24
Babysitting facilities. . . . . . . . . 5
Ball machine. . . . . . . . . . . . . . 5
Exercise room . . . . . . . . . .. . . 5
Basketball facilities . . . . . . . . . 5
Jogging track . . . . . . . . . . . . . 5
Salad bar . . . . . . . . . . . . . . . 5
Good restaurant . . . . . . . . . . . . 5

Relationship Between Income
and Facilities Desired

One question sought to find if a relationship exists

between income and distance a respondent would travel to

reach his club.

A direct relationship seemed to exist between income

and the desire to pay more in monthly dues to belong to a

club within shorter driving distance. As income level

increased so did the percentage of respondents who would
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rather pay $50 in club dues and drive five minutes to a club

than to pay $25 in dues and drive 20 minutes to reach a

club.

No respondent making under $10,000 a year said he would

rather pay $50 a month, and 100 per cent said they would

rather pay $25 a month. Fourteen per cent of respondents

making $10,000 to $15,000 a year said they would rather pay

$50 and drive less, and 86 per cent said they would rather

pay $25 a month and drive more. Fifteen per cent of the

respondents making $15,000 to $25,000 a year said they would

rather pay $50 and drive less, and 85 per cent said they

would rather pay $25 a month and drive more. Forty per cent

of respondents making $25,000 to $40,000 said they would

rather pay $50 a month, and 51 per cent said they would

rather pay $25 a month.

Although the percentage of respondents willing to pay

$50 in monthly dues does increase as income increases, it

should be noted that in no income bracket did the respondents

willing to pay $50 a month outnumber those who would rather

pay $25 a month and drive further.



42

TABLE XXI

COMPARISON OF MONTHLY DUES TO CLUB
DRIVING TIME IN RELATION TO INCOME

Income Percentage of Respondents Willing to Pay

Pay $50 and Pay $25 and

drive 5 minutes drive 20 minutes

below $10,000 0 100

$10,000 - $15,000 14 86

$15,000 - $25,000 15 85

$25,000 - $40,000 40 60

more than $40,000 49 51

In another question, data was sought to determine if a

relationship existed between income and facilities desired by

a potential customer. The question asked the respondent to

rank handball courts, swimming pool, restaurant, sauna bath,

and indoor tennis courts according to his interest in having

them in a club. The question dealt with all the major

facilities that could be offered in a racquet club.

Little, if any, relationship seemed to exist between

income and facilities desired by a potential customer. The

majority of respondents at all income levels cited indoor

tennis courts as a first choice and handball courts as a

fifth choice. The majority of respondents at all income

levels except the $10,000 to $15,000-a-year level, cited a

sauna as a fourth choice. That group cited a swimming pool

as a fourth choice.
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Handball.--Nine per cent of the respondents making more

than $40,000 a year cited handball courts as a first choice

of facilities desired in a racquet club; 17 per cent,

second; 17 per cent, third; 20 per cent, fourth; and 37

per cent, fifth.

Eleven per cent of the respondents making from $25,000

to $40,000 a year cited handball courts as a first; 11 per

cent, second; 11 per cent, third; 14 per cent, fourth; and

53 per cent, fifth.

Eight per cent of the respondents making $15,000 to

$25,000 a year cited handball courts as a first choice of

facilities desired. Twenty-three per cent cited handball

courts, second; 15 per cent, third; 8 per cent, fourth; and

46 per cent, fifth.

Seventeen per cent of the respondents making $10,000 to

$15,000 a year cited handball courts as a first choice of

facilities desired. No respondent listed it second; 17

per cent cited it third; no respondent, fourth; and 66

per cent, fifth.

No respondent making under $10,000 a year cited handball

courts as a first choice of facilities desired in a club.

Thirty-three per cent cited it second; no respondent, third

or fourth; and 67 per cent, fifth.
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TABLE XXII

RANKING OF HANDBALL COURTS AS A DESIRED
FACILITY BY RESPONDENTS IN INCOME LEVELS

Percentage of Respondents Ranking Handball
Choice Courts

Over $25,000- $15,000- $10,000- Under
$40,000 $40,000 $25,000 $15,000 $10,000

First 9 11 8 17 0

Second 17 11 23 0 33

Third 17 11 15 17 0

Fourth 20 14 8 0 0

Fifth 37 53 46 66 67

Swimming pool.--Three per cent of the respondents making

more than $40,000 a year cited a swimming pool as the facility

they desired most in a racquet club. Fourteen per cent cited

it second; 35 per cent, third; 17 per cent, fourth; and 31

per cent, fifth.

Twenty-three per cent of the respondents making $25,000

to $40,000 a year cited a swimming pool as the facility they

desired most in a racquet club. Fourteen per cent cited it

second; 35 per cent, third; 17 per cent, fourth; and 31

per cent, fifth.

Seventeen per cent of the respondents making $15,000 to

$25,000 a year cited a swimming pool as the facility they

desired most in a racquet club. Thirty per cent cited it

second; 18 per cent, third; 18 per cent, fourth; and 17

per cent, fifth.
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No respondent making $10,000 to $15,000 a year cited

a swimming pool as the facility they desired most in a racquet

club. None cited it second; 50 per cent, third; 50 per cent,

fourth; and none fifth.

No respondent making under $10,000 a year cited a

swimming pool as the facility they desired most in a racquet

club. None cited it second; 33 per cent, third; 33 per cent,

fourth; and 34 per cent, fifth.

TABLE XXIII

RANKING OF SWIMMING POOL AS A DESIRED
FACILITY BY RESPONDENTS IN INCOME LEVELS

Percentage of Respondents Ranking Swimming Pool
Choice As DesiredFacility

Over $25,000 $15 ,000- $10,"00- Under
$40,000 $40,000 $25,000 $15,000 $10,000

First 3 23 17 0 0

Second 14 29 30 0 0

Third 35 35 18 50 33

Fourth 17 6 18 50 33

Fifth 31 7 17 0 34

Restaurant.--Four per cent of the respondents making more

than $40,000 a year cited a restaurant as the facility they

desired most in a racquet club. Fifty-two per cent cited it

second; 24 per cent, third; 17 per cent, fourth; and 3 per

cent, fifth.

None of the respondents making $25,000 to $40,000 a

year cited a restaurant as the facility they desired most in
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a racquet club. Sixty-one per cent cited it second; 5 per

cent, third; 28 per cent, fourth; and 6 per cent, fifth.

Nine per cent of the respondents making $15,000 to

$25,000 a year cited a restaurant as the facility they

desired most in a racquet club. Nine per cent cited it

second; 41 per cent, third; 25 per cent, fourth; and 16

per cent, fifth.

None of the respondents making $10,000 to $15,000 a

year cited a restaurant as the facility they desired most

in a racquet club. Sixty-six cited it second; none, third;

17 per cent, fourth; and 17 per cent, fifth.

None of the respondents making under $10,000 a year

cited a restaurant as the facility they desired most in a

racquet club. Thirty-three per cent cited it second; 77

per cent, third; none, fourth; and none, fifth.

TABLE XXIV

RANKING OF A RESTAURANT AS A DESIRED FACILITY
BY RESPONDENTS IN INCOME LEVELS

Percentage of Respondents Ranking Restaurant As
Choice A Desired Facility

Over $25,000- $15,000- $10,000- Under
$40,000 $40,000 $25,000 $15,000 $10,000

First 4 0 9 0 0

Second 52 61 9 66 33

Third 24 5 41 0 77

Fourth 17 28 25 17 0

Fifth 3 6 16 17 0
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Sauna.--None of the respondents making more than $40,000

a year cited a sauna as the facility they desired most in a

racquet club. Twenty per cent cited it second; 28 per cent,

third; 32 per cent, fourth; and 20 per cent, fifth.

None of the respondents making $25,000 to $40,000 a year

cited a sauna as the facility they desired most in a racquet

club. None cited it second; 38 per cent, third; 29 per cent,

fourth; and 33 per cent, fifth.

Eight per cent of the respondents making $15,000 to

$25,000 a year cited a sauna as the facility they desired

most in a racquet club. Fifteen per cent cited it second;

8 per cent, third; 54 per cent, fourth; and 15 per cent,

fifth.

None of the respondents making $10,000 to $15,000 a year

cited a sauna as the facility they desired most in a racquet

club. Forty per cent cited it second; 20 per cent, third;

20 per cent, fourth; and 20 per cent, fifth.

None of the respondents making under $10,000 a year

cited a sauna as the facility they desired most in a racquet

club. Thirty-three per cent cited it second; none cited it

third; 67 per cent, fourth; and none cited it fifth.
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TABLE XXV

RANKING OF A SAUNA AS A DESIRED FACILITY
BY RESPONDENTS IN INCOME LEVELS

Percentage of Respondents Ranking Sauna
Choice Over $25,000- $15,000- $10,000- Under

$40,000 $40,000 $25,000 $15,000 $10,000

First 0 0 8 0 0

Second 20 0 15 40 33

Third 28 38 8 20 0

Fourth 32 29 54 20 67

Fifth 20 33 15 20 0

Indoor courts.--Ninety-three per cent of the respondents

making over $40,000 a year cited indoor courts as the facility

they desired most in a racquet club. None cited it second;

7 per cent, third; none, fourth; and none, fifth.

Seventy-five per cent of the respondents making $25,000

to $40,000 a year cited indoor courts as the facility they

most desired in a racquet club. Five per cent cited it

second; 10 per cent, third; 10 per cent, fourth; and

none, fifth.

Sixty-two per cent of the respondents making $15,000 to

$25,000 a year cited indoor courts as the facility they

most desired in a racquet club. Fifteen per cent cited it

second; 23 per cent, third; none, fourth; and none, fifth.

Eighty-three per cent of the respondents making $10,000

to $15,000 a year cited indoor courts as the facility they
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desired most in a racquet club. None cited it second; 17

per cent, third; none, fourth; and none, fifth.

One hundred per cent of the respondents making under

$10,000 a year cited indoor courts as the facility they

desired most in a racquet club. None cited it second; none,

third; none, fourth; and none, fifth.

TABLE XXVI

RANKING OF INDOOR COURTS AS A DESIRED
FACILITY BY RESPONDENTS IN

INCOME LEVELS

Percentage of Respondents Ranking IndoorCourts
Choice Over $25,000- $15,000- $10y,000- Under

$40,000 $40,000 $25,000 $15,000 $10,000

First 93 7562 83 100

Second 0 5 15 0 0

Third 7 10 23 17 0

Fourth 0 10 0 0

Fifth 0 0 0 0 0

Little, if any, relationship seemed to exist between

income of the potential customer and the amount in club dues

he would be willing to pay for a swimming pool to be offered

at his club.

At both the top-income level and the two ,bottom-income

levels fell the greatest number of respondents who would

rather pay $25 in monthly club dues and belong to a club

without a pool than pay $50 in monthly dues and belong to
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a club with a swimming pool. This can be accounted for,

perhaps, by the fact that many respondents in the more-than-

$40,000-a-year income bracket wrote on their questionnaires

that they had pools at home.

Eighty-two per cent of respondents making more than

$40,000 a year said they would rather pay $25 a month and

belong to a club without a pool than pay $50 a month to

belong to a club with a pool. Seventy-one per cent of the

respondents making $25,000 to $40,000 a year said they would

rather pay $25 a month, for a club without a pool, and 29

per cent said they would pay $50 a month for a club with

a pool. Seventy-five per cent of the respondents in the

$15,000 to $25,000 a year said they would rather pay $25 a

month for a club without a pool, and 25 per cent said they

would pay $50 a month for a club with a pool. All respondents

making from $10,000 to $15,000 and all respondents making

under $10,000 a year said they would rather pay the smaller

amount and belong to a club without a pool than to pay more

to belong to a club with a pool.
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TABLE XXVII

DESIRE OF RESPONDENTS BY INCOME LEVEL TO PAY
MORE IN MONTHLY CLUB DUES FOR A CLUB

SWIMMING POOL TO BE PROVIDED

Percentage of Respondents Willing to
Pay For A Pool

Income Pay $25 monthly Pay $50 monthly
for a club with- for a club with
out a pool a pool

Over $40,000 82 18

$25,000 - $40,000 71 29

$15,000 - $25,000 75 25

$10,000 - $15,000 100 0

Under $10,000 100 0

Relationship Between Marital Status
and Facilities Desired

One question sought to find if there is a relationship

between marital status and facilities desired by a potential

customer.

Indoor tennis courts were ranked first among the majority

of both single and married respondents, and handball courts

were ranked fifth among the majority of both single and

married respondents. More single respondents ranked handball

courts first or second than did married respondents.

Handball.--Thirteen per cent of single respondents ranked

handball courts as their first choice of racquet club facilities;

26 per cent, ranked them second; no respondent, third; 14 per

cent, fourth; and 47 per cent, fifth.
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Six per cent of the married respondents ranked handball

as their first choice of racquet club facilities; 10 per

cent ranked them second; 17 per cent, third; 19 per cent,

fourth; and 48 per cent, fifth.

Pool.--Seven per cent of the single respondents ranked

a swimming pool as their first choice of racquet club

facilities; no respondent ranked it second; 33 per cent,

third; 20 per cent, fourth; and 40 per cent, fifth.

Ten per cent of the married respondents ranked a

swimming pool as the first choice of racquet club facilities;

25 per cent ranked it second; 33 per cent, third; 21 per cent,

fourth; and 11 per cent, fifth.

Restaurant.--No single respondent ranked a restaurant

as a first choice of racquet club facilities; 47 per cent

ranked a restaurant second; 20 per cent, third; 26 per cent,

fourth; and 7 per cent, fifth.

Four per cent of the married respondents ranked a res-

taurant as their first choice of racquet club facilities; 46

per cent ranked it second; 19 per cent, third; 21 per cent,

fourth; and 10 per cent, fifth.

Sauna.--No single respondent ranked a sauna as their

first choice of racquet club facilities; 26 per cent, ranked

it second; 33 per cent, third; 34 per cent, fourth; and 7

per cent, fifth.
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Four per cent of the married respondents ranked a sauna

as their first choice of racquet club facilities; 11 per

cent ranked it second; 19 per cent, third; 35 per cent, fourth;

and 31 per cent, fifth.

Indoor courts.--Eighty-seven per cent of single

respondents ranked indoor tennis courts as their first

choice of racquet club facilities; no respondent ranked

indoor courts second; 13 per cent, ranked them third; and

no respondent ranked indoor courts fourth or fifth.

Seventy-nine per cent of the married respondents

ranked indoor tennis courts as their first choice of racquet

club facilities; 6 per cent ranked it second; 11 per cent,

third; 4 per cent, fourth; and no respondent ranked it fifth.

TABLE XXVIII

RACQUET CLUB FACILITIES RANKED BY
SINGLE RESPONDENTS

Percentage of Single Respondents
Facilities Ranking Club Facilities

First Second Third Fourth Fifth
Choice Choice Choice Choice Choice

Handball 13 26 0 14 47

Pool 7 0 33 20 40

Restaurant 0 47 20 26 7

Sauna 0 26 33 34 7

Indoor Courts 87 0 13 0 0
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TABLE XXIX

RACQUET CLUB FACILITIES RANKED BY
MARRIED RESPONDENTS

Percentage of Married Respondents
Facilities Ranking Club Facilities

First Second Third Fourth Fifth
Choice Choice Choice Choice Choice

Handball 6 10 17 19 48

Pool 10 25 33 21 11

Restaurant 4 46 19 21 10

Sauna 4 11 19 35 31

Indoor Courts 79 6 11 4 0

Reasons for Joining

One question asked the respondent to rank several

answers according to his reasons for joining the club.

Reasons listed for ranking were location, facilities, rea-

sonable prices, prestige, to meet people, and other.

Following are responses to each category.

Forty-six per cent of the respondents ranked facilities

first; 29 per cent, second; 10 per cent, third; 8 per cent,

fourth; 2 per cent, fifth; and 4 per cent, sixth.

Twenty-one per cent of the respondents listed reasonable

prices first; 25 per cent, second; 38 per cent, third; 10

per cent, fourth; 6 per cent, fifth; and no respondent sixth.
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Thirteen per cent of respondents listed location first;

36 per cent, second; 30 per cent, third; 17 per cent, fourth;

no respondent, fifth; and 4 per cent, sixth.

Five per cent listed meeting other people first; 5 per

cent, second; 10 per cent, third; 36 per cent, fourth; 15

per cent, fifth; and 29 per cent, sixth.

One per cent listed prestige first; no respondent,

second; 3 per cent, third; 16 per cent, fourth; 20 per cent,

fifth; and 60 per cent, sixth.

Eight per cent of respondents listed some other reason

as their main reason for joining their club; 1 per cent,

second; 1 per cent, third; 5 per cent, fourth; 40 per cent,

fifth; and 45 per cent, sixth. Specified in this category

were such entries as indoor courts, handball courts, tennis

pro, and friends belong.



CHAPTER IV

BUILDING THE IMAGE PROGRAM

This chapter summarizes briefly the steps for building

an image program and suggests ways that the data gathered

can be used as part of the total image program for a racquet

club.

Steps in building an image include evaluating of self

by management, measuring the existing image, setting program

objectives, developing the identity, and reaching the audience.

Following is a summary of these steps as they relate to

building an image for a racquet club.

Self-evaluation

Management must answer some questions or conduct a

self-evaluation before decisions are made. Some of those

questions might be: What does the company stand for? In

what ways is it distinctive? How would management wish the

company to be thought of? The questions themselves are not

so important as the fact that management has taken time to

think about and put into writing where it has been and where

it wants to go. Only if management knows where it wants to

go,can it decide how to get there.

Self-evaluation by management was not carried out in

this study because research dealt with facilities and services

56
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desired by the potential racquet club member and not with

measuring the attitudes of management.

Measuring the Existing Image

The corporate image may be different in the eyes of

different groups of people, varying in the eyes of management,

the community, stockholders, and the customer. Management

must decide which audiences are relevant and then measure

those audiences" attitudes. Interviews, questionnaires, or

some other method of research must be used to gather infor-

mation concerning what the audience likes and dislikes about

the company.

When a new company is started, no corporate image exists;

therefore, it cannot be measured. Research is not dispensed

with; however, it is used to measure the image of companies

similar to the one being formed. Management can find the good

and bad in other companies and build its company accordingly.

In this study no image existed; it was not measured. In

its place research was done to find what facilities and

services the potential racquet club member desired.

Setting Objectives

Objectives for the company can be set only after manage-

ment has set its goals and has completed research to find

what the relevant audiences desire in the company. Because

no data were gathered from management the researcher set
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several objectives based on data gathered from the racquet club

members.

Developing the Identity

The corporate identity is the total of everything con-

crete from which a person draws to form an image. The identity

is the building, the facilities and services offered and the

corporate mark which appears on stationery, uniforms, vehicles,

advertising, etc. If management knows what image it wants to

project, it should build facilities and design programs in

keeping with that image.

Only a partial identity is developed in this study.

Facilities and services for a racquet club are suggested, but

no attempt was made to develop a corporate mark or any other

visual element.

Reaching the Customer

After management has set its goals, defined its audience

and discerned its desires, and built a program around the

things the audience said it likes, then it is time to advertise.

The audience becomes a potential customer when the new facili-

ties and services are made known to him. This study defined

the demographic characteristics of the potential racquet club

member and discerned what media will reach the potential club

member.

Measuring the Audience Image

Management determined that the audience it considered
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most relevant is the potential customer. Randomly selected

members from three racquet clubs in the Dallas area were

sent a questionnaire asking what they liked and disliked about

their racquet clubs. Findings showed the following:

Good tennis facilities and services were desired above

everything else. Respondents indicated a desire for a great

number of tennis courts, indoor and outdoor, that were easily

available both night and day; tennis leagues, and a competent

tennis pro.

A restaurant offering fast foods such as sandwiches and

salad items was desired; but gourmet or health foods were

not.

A swimming pool was desirable but not of top priority.

In addition, respondents said that, given a choice, they pre-

ferred paying less dues for a club without a pool than more

dues for a club with a pool.

Handball courts and saunas were low on the priority list.

Baby-sitting services were desirable but a club-operated

nursery school was not.

Setting Objectives for Racquet Club

Based on research results, presented in summary above,

the following objectives were formulated: management should

provide a club including the best of all conceivable tennis

facilities, and excluding extras such as handball courts,

saunas, and a full-scale restaurant. It should offer services

such as those of a good tennis tournament schedule, a tennis
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pro, organization of tennis leagues, and a babysitting service

for mothers of young children.

Developing the Racquet Club Identity

Management knows at this point what it wants and what

its potential customer wants; now management must construct

the building and include the desired facilities and services.

Facilities

As stated earlier, providing excellent tennis facilities

was the main goal of management. To accomplish this goal

twenty-five outdoor and ten indoor tennis courts should be

built. This decision was made on the basis that members of

North Dallas Racquet Club, with eighteen courts, and T-M

Racquet Club, with twenty courts, listed the availability of

courts and a large number of courts as the main reasons they

enjoyed their club; whereas Inwood members said their club,

with only six outdoor courts, needed more courts.

Indoor tennis courts seemed to be the most desirable

facility as 78 per cent of the respondents listed them as a

first choice of racquet club facilities. In response to an

open-ended question on what they would like to see added to

their club, 73 per cent of the members at North Dallas Racquet

Club, which has no indoor courts, listed indoor courts.

Respondents' favorable attitude toward indoor courts was well

reflected in their response to an open-ended question asking

what they most enjoyed in their club. Thirty-four per cent
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of respondents at T-M and 38 per cent of respondents at Inwood

listed indoor courts.

Restaurant.--Racquet club members do not seem to favor

having a full-scale restaurant in their club, The majority

of respondents from all three clubs said they never dined at

their racquet club or dined at their club once a week. In a

question asking the respondent to rank restaurant menus for

their club, 69 per cent said they would most like to have a

regular lunch and dinner menu, 5 per cent listed a gourment

menu, 8 per cent listed health foods, and, in a write-in

category, 17 per cent listed snack bar and fast-food items as

a first choice. Seventeen per cent is not high, but the fact

that 17 per cent of all respondents came up with the same

answer in a write-in category seemed significant.

On the basis of the data of member attitudes toward a

restaurant, the club should include an excellent snack bar

rather than a full-scale restaurant. The snack bar would

include some health foods, delicatessen sandwiches and snacks,

as well as hot dogs, hamburgers, soft drinks, milk shakes,

and a variety of luncheon-plate specials.

Cocktail bar.--Fourteen per cent of the respondents

listed a cocktail bar as the facility they enjoyed most in

their club. This was the third highest percentage given in

answer to that question, after good tennis facilities and

indoor courts. Because this facility would add no additional

cost to club fees and was a desire of a substantial number of
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respondents, a cocktail bar should be a part of the racquet

club.

Handball, sauna, pool.--In a question asking the res-

pondent to rank five facilities, 54 per cent of Inwood res-

pondents, 46 per cent of North Dallas respondents, and 30

per cent of T-M respondents ranked handball fifth.

Forty-two per cent of Inwood respondents, 28 per cent

of North Dallas respondents, and 35 per cent of T-M respondents

ranked a sauna fourth. A swimming pool was ranked third by

41 per cent of Inwood members, 25 per cent of North Dallas

members, and 25 per cent of T-M respondents.

In another question, 93 per cent of Inwood respondents,

71 per cent of North Dallas respondents, and 65 per cent of

T-M respondents said they would do without a pool if it meant

lower monthly club dues. Therefore, it seemed that members

would rather do without those extra facilities and pay lower

dues.

Reaching the Potential Racquet Club Customer

Before it is possible to reach the potential customer,

it must be determined who the potential customer is.

According to results of the survey, 64 per cent of the

racquet club members in the sample are males, 45 per cent

are between twenty-five and thirty-five years of age; 80 per

cent are married, 65 per cent have children who are eighteen

years old or younger; 70 per cent earn $25,000 or more a year;

44 per cent consider their occupations professional; 85 per
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cent have college degrees, 31 per cent are post-graduates;

88 per cent own their homes; and 61 per cent would drive as far

as fifteen miles to reach a racquet club.

The above information provides a basis for the profile

of a potential customer: a married man or woman between the

ages of twenty-five and thirty-five with one or more children

living at home, an income of at least $25,000 a year, a college

graduate, a home owner, and living within fifteen miles of the

racquet club.

Advertising

Potential racquet club members will be reached through

the Dallas Morning News, Time magazine, KRLD radio, and

WFAA television.

Seventy-three per cent of the respondents subscribed to,

or most often read, the Dallas Morning News, 34 per cent

watched WFAA television most often, 25 per cent preferred

KRLD radio station, and 24 per cent cited Time as the mag-

azine they read most often.



CHAPTER V

CONCLUSION

Summary

In this study, randomly selected members of T-M Racquet

Club, North Dallas Racquet Club, and Inwood Racquet Club

were surveyed. The survey yielded data concerning demographic

characteristics of members, facilities and services they de-

sired in a racquet club, and the media which would reach them.

The data were analyzed and used as part of a total image pro-

gram for a racquet club.

Research showed that the potential customer is a married

male or female between the ages of twenty-five and thirty-

five, is a home owner, earns an annual income of $25,000 or

more, is a college graduate, holds a professional job, has

one or more children, and lives within fifteen miles of the

club site.

The potential member said he desired good tennis facili-

ties and services above anything else in a racquet club.

Responses to several questions showed that the potential cus-

tomer desired a club with a great number of tennis courts, both

indoor and outdoor, easy availability of courts, both night

and day, and a good tennis pro..

Indoor tennis courts was listed as the most enjoyed

facility by the majority of members from Inwood and T-M, the

64
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two clubs that have indoor courts. In another question,

North Dallas Racquet Club respondents listed indoor courts

as the facility they would most like to see added to their

club. Thus, indoor courts seem to be a top priority of res-

pondents.

The majority of respondents said they were home owners

and that they lodged guests in their home. Therefore, the

building of rooms or apartments in the club would probably

not be profitable in that they would not be used by members for

lodging guests.

Evening hours were the most popular hours for playing

tennis, indicating that more personnel might be needed during

this time.

Responses indicated that potential customers desired a

club with a restaurant offering fast foods such as sandwiches

and salad bar items, and they cared little about gourmet or

health foods.

A swimming pool was not top priority, but respondents

indicated that it was desirable. They said, however, that,

given a choice of paying more in monthly dues to belong to a

club with a pool or less in monthly dues to belong to a club

without a pool, they would choose lower dues.

Respondents indicated that handball courts and saunas

were low on their list of priorities.

The majority of respondents said they joined their club

because of facilities. Receiving the second highest number
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of first-reason votes was reasonable prices. Therefore, man-

agement should consider good facilities and reasonable prices

as ways to attract members.

The majority of respondents said they do have a designated

person in their club to whom they can take complaints, suggest-

ions, etc. about their club.

Respondents indicated a desire for some baby-sitting

services. Those with children eight years old or younger said

they would pay to leave their child at a club-provided baby-

sitter, but respondents with children five years of age or

younger said they would not pay for a club-operated nursery

school with a certified teacher.

The potential member could be reached through the Dallas

Morning News, KRLD radio, Time magazine, and WFAA television.

Seventy-three per cent of the respondents said they subscribed

to the Dallas Morning News, 24 per cent cited Time as their

favorite magazine, 25 per cent said they listened to KRLD radio

most often, and 34 per cent said they most often watched WFAA

television.

Information about facilities and services desired by the

potential customer can be used in developing the racquet

club identity because the identity is made up of all visual

elements with which the potential customer can identify.

Information gathered concerning characteristics of the pot-

ential customer and what media would reach him would be

useful in determining how to reach the potential customer.
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One question asked did not yield usable data. It asked:

Where would you go to get a good meal in Dallas? No restau-

rant received a substantial number of listings to be usable.

Another problem came up when questionnaires came from

the home of a married couple. Sometimes a couple would

answer a questionnaire jointly. If the study were done again,

two questionnaires would be sent to the residence of married

racquet club members when both were listed as members.

Suggested Future Studies

Research in other areas of developing the image program

would be valuable. A comparison of the self-evaluation of

management with measurement of the image by the customer

would be helpful for the purpose of setting objectives for the

image program. A study could also be done on how to develop

the identity of a racquet club. Suggested facilities and

services presented in this study are a part of the identity.

All other visual elements of the racquet club make up its

identity. To complete the identity program research should

be conducted to find what kinds of corporate marks are best

remembered by the potential member, and what kinds of buildings,

signs, and other advertisements attract him.



APPENDIX A

COVER LETTER

68



69

Dear Tennis Enthusiast,

Your knowledge about tennis and about racquet clubs can

be of value to your racquet club as well as to me. Please help

by expressing your ideas in the attached questionnaire.

I am seeking information about the kind of person who

belongs to a racquet club and what he expects from his club.

Your answers will form the basis for a mastert rs thesis in

advertising and public relations at North Texas State University.

Results will be made available to your club.

As my project is set up on a time schedule I hope you will

help me by completing the information sheet right away and

returning it in the postage-paid envelope. I'n looking forward

to hearing your ideas.

Sincerely,

Cheryl Manney
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RACQUET CLUB QUESTIONNAIRE

Please circle or enter the appropriate response:

1. Age_2. Sex: Male Female 3. Marital status:

Married Single

4. Number of Children: ages:

5. Home ownership: own rent

6. Household income: Under $10,000
$10,001 - $15,000
$15,001 - $25,000
$25,001 - $40,000
Over $40,000

7. What newspaper do you subscribe to or read most often?

8. What is your favorite magazine?

9. Which radio station do you prefer?

10. What television station do you most often watch?

11. Where do you lodge out-of-town guests?

Your home Motel/hotel (which one)

12. How many times a week do you dine out?

0 1 2 3 4 5 or more

13. When you want a good meal in Dallas, away from home, where

do you go?

14. How many times a week do you dine at your racquet club

restaurant? 0 1 2 3 4 5 or more

15. Education: graduated H.S. attended college

graduated college post-graduate
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16. Occupation: professional manager/proprietor

sales other

17. Would you rather

(a) pay $50 a month in club dues and drive five minutes

to reach your racquet club?

(b) pay $25 a month in club dues and drive 20 minutes

to reach your tennis club?

18. What is the greatest distance you would be willing to drive

to a club with facilities you considered excellent?

19. Would you rather

(a) pay $25 a month in club dues to join a club with good

tennis facilities and no swimming pool?

(b) pay $50 a month in club dues to join a club with good

tennis facilities plus a swimming pool?

20. Do you leave your children with a baby-sitter when you

use tennis club facilities? Yes No

21. Which hours of the day do you most frequently play tennis?

(a) before 8 a.m. (b) 8 to 11 a.m. (c) 12n. to 2 p.m.

(d) 3 to 5 p.m. (e) 6 to 9 p.m.

22. Rank the following from 1, 2, 3, 4, 5 according to your

interest in having these extra facilities in your racquet

club:

(a) handball courts (d). sauna bath

(b) swimming pool (e) indoor tennis courts

(c) restaurant
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23. Would you pay by the hour to use a baby-sitting service

offered by your club? Yes No

24. Would you pay a monthly rate for your child to attend a

nursery school with certified teachers if one were avail-

able at your tennis club? Yes No

25. Rank from 1, 2, 3, 4 the following food facilities

according to your desire to have them in your club?

(a) restaurant (offering regular lunch and dinner menu)

(b) restaurant (offering gourmet menus)

(c) restaurant (offering health food menus)

(d) other (specify)

26. What one facility would you like to see added to your

racquet club?

27. What service now provided by your club do you most enjoy?

28. Why did you choose to join the racquet club to which you

now belong? Rank from 1, 2, 3, 4, 5, 6 with 1 indicating

your strongest reason for joining.

(a) location (b) facilities (c) reasonable

prices (d) prestige (e) to meet other people

(f) other (specify)

29. How did you first hear about the racquet club to which

you belong? (a) a member (b) non member

(c) direct mail advertising (d) newspaper ad

(e) other (specify)
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30. Does your club have a designated person whom you can

contact when you have problems, suggestions, or complaints

about services or facilities of your racquet club?

Yes No
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