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It is with great pleasure that the
Canadian Curling Association
introduces each of the affiliated

curling clubs in our country to
the premiere issue of The Business
of Curling magazine.

The CCA will deliver this publi-
cation to your club three times in
each curling season. The content
will include information about
new products available to your
business, stories of success and

struggle from our industry, new trends in membership, ice-
making, food and beverage, profiles of club managers and
more. The Business of Curling magazine is not a how-to
manual; rather, our goal is to show you - the club execu-
tives- what is happening in the curling world and its effect
at the club level. We hope you will try some of the ideas in-
troduced in this magazine that are offered to help the sport
grow in our communities.

Canadian curling clubs are experiencing a variety of
problems adapting to an ever-changing world. There are
the pressures of financing, accountability, competition, and
an increasing demand for quality products and services
from knowledgeable customers. Today’s sudden need to fo-
cus on economic issues is forcing many clubs to spend less
time with the human and technical sides of their sport, and
more time with planning and financing for the future. Ex-
ecutives must treat the operation of their club as a business.

The CCA has developed a program of workshops de-
signed to help clubs do just that. In conjunction with our
Provincial / Territorial Associations, we offer the three phas-
es of the Business of Curling program to interested clubs.
Our trained facilitators deliver the workshop-style program
to curling club executives as follows:

Phase 1: A one-day session with four to six curling clubs
touching on many topics including under-
standing change, looking at trends, and a shar-
ing of ideas.

Phase 2: A one-on-one workshop with the goal of writ-
ing a short-term strategic plan.

Phase 3: This session focuses specifically on creating a
three-year business plan.

Since its inception in 1995, the Business of Curling pro-
gram has had an impressive impact on the operations of
more than 150 clubs. Today, the Canadian Curling Asso-
ciation welcomes all of our curling clubs to an exciting ex-
tension of that program: The Business of Curling magazine.

Jack Boutilier
President, Canadian Curling Association

C’est avec grand plaisir que l’Association canadienne de
curling présente à chaque club de curling affilié au pays le
premier numéro de la revue - Le curling, nos affaires.

L’ACC fera parvenir cette publication à votre club trois
fois pendant chaque saison de curling. Vous y trouverez des
renseignements sur les nouveaux produits dont votre entre-
prise peut profiter, des histoires de réussite et de difficultés
dans notre milieu, des nouvelles tendances du côté des ad-
hésions, de la fabrication de glace, de la restauration, des
profils des gérants de clubs et beaucoup plus. La revue - Le
curling, nos affaires n’est pas un manuel pratique; notre but
est plutôt de montrer aux directeurs des clubs ce qui se
passe dans le monde du curling et quelles sont les répercus-
sions au niveau du club. Nous espérons que vous mettrez
en application certaines des suggestions faites et faciliterez
l’épanouissement du sport dans nos collectivités.

Les clubs canadiens de curling font face à divers problèmes
afin de s’adapter à un monde qui change constamment.
Mentionnons, entre autres, les pressions que présentent le fi-
nancement, l’obligation de rendre compte, la concurrence et
une plus grande demande de produits et de services de qual-
ité de clients bien informés. Le besoin soudain de se pencher
aujourd’hui sur les questions économiques contraint de
nombreux clubs à consacrer moins de temps aux aspects hu-
mains et techniques de leur sport et plus de temps à la plani-
fication et la recherche de fonds pour l’avenir. Les directeurs
doivent considérer l’exploitation de leur club au même titre
que celle d’une entreprise.

L’ACC a élaboré un programme d’ateliers conçus pour
aider les clubs à y parvenir. Conjointement avec nos associ-
ations provinciales et territoriales, nous offrons les trois
phases du programme Le curling, nos affaires aux clubs in-
téressés. Nos animateurs qualifiés présenteront le pro-
gramme sous forme d’ateliers aux directeurs des clubs de
curling de la façon suivante :

Phase 1 : Une séance d’une journée pendant laquelle de
quatre à six clubs de curling traitent de nom-
breux sujets dont la compréhension du
changement, l’examen des tendances et
l’échange d’idées.

Phase 2 : Un atelier individuel ayant pour but la rédac-
tion d’un plan stratégique à court terme.

Phase 3 : Cette séance porte tout particulièrement sur la
création d’un plan d’affaires triennal.

Depuis sa mise en oeuvre en 1995, le programme Le curl-
ing, nos affaires a eu une grande incidence sur les opérations
de plus de 150 clubs.

Aujourd’hui, l’Association canadienne de curling
présente à tous ses clubs de curling un prolongement exci-
tant de ce programme : la revue - Le curling, nos affaires.

Jack Boutilier
Président, Association canadienne de curling
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is the single-most important person at your
curling club?

How about the club’s manager? Or maybe the president?
The icemaker, perhaps? Try the member.

It may seem somewhat trite to say and a bit self-evident,
but a club’s membership is its greatest asset. And, according
to Mark Levin, the growth of that membership is the actual
momentum of your organization.

Levin comes with an impressive list of credits to support
his claim. For over 30 years, the Columbia, Maryland con-
sultant, author and speaker has been helping not-for-profit
organizations get, and keep, members. 

He’s been a local chapter director, a national member-
ship and chapter relations director, and chief staff officer for
three organizations, one national and two international.
His list of clients includes the American Medical Associa-
tion, Boy Scouts of America and the U.S. Chamber of Com-
merce. He has also written books on this, and related top-
ics, including Membership Development: 101 Ways to Get and
Keep Your Members, The Gift of Leadership: How to Re-light the
Volunteer Spirit in the 21st Century and his latest, Millennium
Membership.

“[Curling club] promotions have traditionally been more
into the participation in the sport than membership in the
organization,” says Levin. “And that’s one of the things we
want to talk to them about.” He continues, “If you can insti-
tutionalize their support of the sport through membership
in the organization, then it really allows the sport to grow.”

Essentially, Levin has boiled the issue of membership
down to what he calls “Levin’s Basic Law of Membership
Development.” That law states that an organization’s abili-
ty to get and keep members is almost always based on
three things: being able to personalize membership for the
member, being able to customize the recruitment and re-
tention process, and being able to have and express empa-
thy for both existing and potential members.

If that looks a tad rose-coloured and sounds too 
ethereal, don’t fret. Levin offers a detailed and extremely
well-thought out step-by-step plan designed for any organ-
ization looking for growth. 

For instance, one of the first steps Levin recommends, af-
ter determining the composition of your existing member-
ship, is the implementation of a membership plan. Here,
from the grand overview of Levin’s Basic Law, come the
nuts and bolts. 

For even the membership plan, which one might initial-
ly imagine to be little more than a few numbers wishfully
plucked from the sky, Levin has broken into a handful of

logical and manageable steps. This, it turns out, is not rock-
et science.

The first step in the membership plan is to set objective
statements. This can be as easy as saying, for example,
“We’d like to reverse the recent decline in membership and
have a net growth within the first year of the plan. We
would also like to increase our retention rate for each of the
next two years.”

Second, you would make some planning assumptions.
These are simply descriptions and forecasts of what the
conditions in your community and industry (in this case,
curling) are expected to be over the period covered by your
plan. This helps determine the reasonableness of both your
goals and your plan of action, and helps monitor your
progress in achieving your goals.

Next come measurement criteria for each objective. This
is where you tell yourself how your success will be meas-
ured. For example, with the objective of reversing declining
membership, you’re likely to measure simply by the differ-
ence in the number of members between this year and the
one prior. But you might also want to measure your success
by the number of new members that you recruit. Your suc-
cess will ultimately be determined by how you decide to
measure it. This is the part of the membership plan, ac-
cording to Levin, that most people don’t like. It follows, he
says, that if success is measurable, then someone will be
held accountable. But that, he adds, is what a good plan is
supposed to do.

After establishing  measurement criteria (and prioritizing
them), the next step is to declare the current measurement of
each criterion. How many members do you currently have?
How many new members did you recruit last year? Again,
this may seem obvious, but if you don’t know exactly where
you started, you’ll never know how far you came along.

Now you set your club’s goals for the future. Not just
some pie-in-the-sky target, these goals should have some
basis in such areas as historical performance and available
data. Future goals should, Levin states, be measurable,
achievable, challenging and clearly defined.

The second-to-final step in the membership plan is that
of determining your implementation strategies, the nub of
exactly how you’re going to reach the objectives you’ve set
for your club. These, says Levin, normally fall into two cate-
gories: continuing programs and new ones. You might, for
example, identify pre-invoice letters to members and “wel-
come” packets as current strategies you’d like to continue,
and phone calls from board members and an early-renew-
al incentive as new strategies you’d like to implement.
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Building a 
SOLID FOUNDATION

Motivational Speaker Reveals Tricks of the Recruitment and 
Retention Trade
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Finally, you have to assign responsibilities. Who’s going
to do what, and when. According to Levin, a comprehen-
sive membership plan is significant in that it achieves three
things: it organizes your limited resources most productive-
ly; it helps your club realize the importance of member-
ship; and it defines success and gets members and staff
committed to realizing the club’s objectives.

Sound simple enough? Well it is, but that’s just the mem-
bership plan. Now you’ve got to go out and put it into prac-
tice. For that, Levin has a number of suggestions.

Some, like identifying the actual benefits of joining your
club in conjunction with illustrating the features that it pos-
sesses as necessary in order to attract new members. They
allow your membership committee to empathize with
prospective members and to be able to articulate the bene-
fits of your club to them. Prospective members might al-
ready know what features your club offers. But why should
they join your club? You have to be able to think like them
if you want to overcome their objections and convince
them to join.

Levin is convinced, too, that nobody can “sell” a club to
someone like an active member can. To that end, he spends
considerable time and effort describing how you can get
your members involved in attracting new members and
how to prepare them for it. “The problem with that is that
people don’t have a lot of time. Going out and getting oth-
er people to join is something that they’ll only do when

they have the time, and nobody’s got any time anymore,”
he explains.

“The second problem is that recruiting members is really
a sales situation, and a lot of people aren’t comfortable in a
sales situation, especially if that’s not what they do for a liv-
ing,” he says. “That’s a tough thing to do.”

Levin continues, “So what you have to do, if you’re going
to ask people to recruit, is to give them some of the tools to
be successful.” Those tools include some prospective mem-
bers who might actually join their club, as well as informa-
tion to help convince potential members to join. Still, con-
sidering the lengths that some organizations go to get new
members, Levin thinks that member retention is at least an
equal partner that is often forgotten. As he puts it, “the life-
time value of a member is equal to much more than one
year’s dues.”

“That early period is very important,” he says. “Some-
times the interest in a product or, in this case, sport, comes
and goes with some people depending on who they have
affiliated with. If they get into a club and somebody in that
club really keeps them active and involved, not only is the

enjoyment raised for everybody, but they’re also interested
in staying in it even if their participation in the sport a
sometimes thing.”

He continues, “We’ve found that retention is really a
function of making a connection between the organization
and the member, rather than just producing a product—
that’s where most organizations have a problem, because
they assume that if they’re putting out a good product that
people will stay. But, sometimes, people just don’t feel
there’s a place for them.”

Some of the benefits of a planned retention program are
obvious. For one, it saves time and money, as it cuts down
on the resources you have to spend recruiting new mem-
bers. Member retention also allows you to measure the ef-
fectiveness of your existing programs and services. In fact,
high retention rates are a testimony to the fact that you’re
doing something right. They’re also a good recruitment
tool, too; who wouldn’t want to join an organization that
is able to keep its members year after year?

Another benefit of a strong retention program is how it
adds to your human resources pool. As Levin points out,
few people join an organization or club with the intention
of immediately serving on committees and such. “If your
organization can keep members coming back,” he says,
“they will get involved in organizational activities and
move up through the various leadership positions to be-
come active and effective members in the organizations.”

In a nutshell, the longer mem-
bers are around, the more likely
it is that they’ll be involved.

And just as in the membership
plan, Levin has broken down the
retention program into navigable
steps. The first of his five steps is
to focus on new members, to
treat them as though they’re spe-
cial. One way to do this, says
Levin, is to make sure you know

why they joined - what benefits they were looking for - and
to reinforce those benefits to them early in their first year of
membership.

Second, you should have a new member orientation sys-
tem, one that informs them, welcomes them, makes them
feel comfortable and allows them to meet other members.

The third step is to get new members involved. “When
individuals... get involved in the activities of your organiza-
tion,” claims Levin, “it is less likely that they will drop out
because they view their involvement as an additional way
to get a return on their dues investment.” Busy hands are
happy hands!

The fourth step, which, again, may seem obvious but is all-
too often forgotten, is to offer some form of recognition to
those who do get involved. Learn how to say “Thank You!”

The fifth step is to have an effective renewal invoicing
process in place. In other words, make it as easy as possible
for members to renew their memberships.

While focussing on the broad rules governing member-
ship acquisition and retention, Levin offers a plethora of
practical methods by which to get there. And while some of

“…the lifetime value of a
member is equal to much more

than one year’s dues.”
—Mark Levin
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those, because he’s dealing with a generic,
unnamed organization, don’t necessarily
apply to curling clubs, lots of them do.

Individual clubs can look through his
suggestions and pick and choose the
ones they’d be most comfortable with,
the ones they think suit their particular
image, and the ones they think will most
likely work for their given circumstances.

(Mark Levin will be the keynote speaker at the
2000 National Curling Conference in Saska-
toon. His philosophies on membership reten-
tion and recruitment have been integrated into
CanCurl’s Business of Curling program. They
are discussed at length during the Phase 1
workshop. Then, in Phase 2, his ideas are
molded into strategies during the strategic
planning process. For more information on the
Business of Curling program, contact your
Provincial or Territorial Association, the CCA
at 1-800-550-2875, or e-mail Danny Lam-
oureux at danny@curling.ca)

Bruce Deachman is a writer for the Ottawa
Citizen

10 GREAT WAYS TO GET
AND KEEP 

YOUR MEMBERS
1. Send a special newsletter to new members during

their first year.

2. When members drop out and say they didn’t get
anything out of their membership, try to find out ex-
actly what they mean.

3. Send a mini-survey to first-year members three
months after they join to see how they rate your
club’s service.

4. Have group orientations so first-year members see
others who have made the same commitment.

5. Get members involved at some level because in-
volved members don’t drop out.

6. If you ask a member to volunteer to do a job, make
sure it’s a worthwhile job!

7. Offer incentives to the first-year members who renew
the following year.

8. When important issues come up, call some of your
least active members and ask them for their opin-
ion.

9. Recognize your members as often as possible. Be sure
to thank them for their participation at each and
every level.

10. Do everything you can to be one of the reasons why
your members want to renew. For many members,
the volunteer and staff leaders are perceived to be
the “club,” to which they belong. If members per-
ceive you to be a group of dedicated, qualified staff
and volunteer leaders,  they’ll probably be back.

Reprinted courtesy of Mark Levin
To order a copy of one of his books, contact him at: B.A.I., Inc., 9891 Broken Land Parkway,
Suite 300, Columbia, MD 21046  Tel: (301) 596-2584  Fax: (301) 596-2594
mlevin0986@aol.com

EXECUTIVE TRAVEL
(LONDON) LIMITED

Presents a 10 night package to

Glasgow, Scotland
March 31 - April 10, 2000

Also available:
Pre-Highland Bonspiel

Pitochry, Scotland

Post Championship Tours
In co-operation with GLOBUS

visiting Scotland/England/Ireland

For more information please contact

EXECUTIVE TRAVEL
(LONDON) LIMITED

529 Richmond St
London ON N6A 3E8

Tel: 519-433-5171
Toll Free: 1-800-844-CURL (2875)

Fax: 519-433-7398
E-mail: exectrav@u-r-online.com

Ont Reg. No. 1086995
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est la personne la plus importante de votre club de
curling? Peut-être le directeur ou la directrice du

club? Ou peut-être le président? Ou bien le responsable de
la glace? Non, c’est le membre.

Cela semble un peu banal, allant presque de soi et sim-
pliste, mais les membres d’un club représentent son plus
grand atout. Et selon Mark Levin, la croissance de ces mem-
bres constitue la dynamique réelle de votre organisation. 

M. Levin appuie ses dires par une liste impressionnante
de succès. Depuis plus de 30 ans déjà, ce consultant de Co-
lumbia, dans le Maryland, aussi auteur et conférencier, aide
les organismes sans but lucratif à trouver et garder leurs
membres. Il a été directeur d’un chapitre local, directeur des
adhésions nationales et des relations entre les chapitres lo-
caux ainsi qu’agent en chef du personnel de trois organisa-
tions, une à l’échelle nationale et deux d’envergure interna-
tionale. Sa liste de clients inclut l’American Medical Associa-
tion, les Boy Scouts of America et la U.S. Chamber of Com-
merce. Il a aussi écrit des livres sur ce sujet et dans d’autres
domaines connexes, y compris Membership Development :
101 Ways to Get and Keep Your Members, The Gift of Leader-
ship : How to Relight the Voluteer Spirit in the 21st Century et
son plus récent ouvrage, Millennium Membership.

D’après M. Levin : «La promotion (des clubs de curling) a
traditionnellement été davantage axée sur la participation au
sport que sur les adhésions de l’organisation. Et, c’est l’une
des choses dont nous voulons leur parler. Si on arrive à in-
stitutionnaliser leur appui du sport au moyen de leur adhé-
sion à l’organisation, ceci permet réellement au sport
d’évoluer». 

M. Levin a en fait résumé la question des adhésions à ce
qu’il appelle la loi de base de Levin pour le développement
des adhésions. Selon ces principes, la capacité d’une organi-
sation de trouver et garder des membres est presque tou-
jours fondée sur trois éléments : être capable de personnalis-
er l’adhésion pour le membre, pouvoir adapter le processus
de recrutement et de maintien et être en mesure d’avoir et
d’exprimer de l’empathie tant pour les membres actuels
qu’éventuels. Si ceci semble un peu optimiste et trop éthéré,
ne vous inquiétez pas. M. Levin offre un plan étape par
étape détaillé et extrêmement bien pensé pour toute organi-
sation qui cherche à prendre de l’essor. 

Par exemple, l’une des premières choses que M. Levin
recommande, après avoir déterminé qui sont réellement vos
membres, est la mise en oeuvre d’un plan d’adhésion. C’est
là, à partir de la grande vue d’ensemble des principes de
base de M. Levin, que se trouvent les rouages. Ici on voit les
arbres et non seulement la forêt. Car même le plan d’adhé-
sion, que l’on pourrait au départ imaginer être constitué de
quelques chiffres souhaités, tombés du ciel, est organisé par
M. Levin en plusieurs étapes logiques et faciles, qui n’ont en
fait vraiment rien de sorcier.

La première étape du plan d’adhésion est l’établissement
d’objectifs. Ceci peut-être aussi simple que de dire, par ex-
emple : «Nous aimerions remplacer la perte récente de
membres par une croissance nette des adhésions au cours
de la première année du plan. Nous voulons aussi aug-
menter le pourcentage de maintien pour les deux années à
venir».

En deuxième lieu, vous feriez des hypothèses de planifica-
tion. Il s’agit simplement de descriptions et de prévisions
des conditions dans lesquelles votre milieu et l’industrie
(dans ce cas, le curling) devraient se trouver au cours de la
période décrite par votre plan. Ceci vous aide à déterminer
si vos objectifs et votre plan d’action sont raisonnables et à
surveiller votre progrès vers la réalisation de vos objectifs. 

Puis vient l’établissement de critères d’évaluation de
chaque objectif. Ceux-ci vous permettront de déterminer
votre succès. Par exemple, en ce qui concerne l’objectif de
faire régresser la perte de membres, vous l’évaluerez simple-
ment en comparant le nombre de membres de l’an dernier
avec celui de l’année en cours. Mais vous voudrez peut-être
aussi tenir compte du nombre des nouveaux membres re-
crutés comme mesure de votre succès. La façon dont vous l’é-
valuerez déterminera à la fin votre succès. D’après M. Levin,
c’est la partie du plan d’adhésion que la plupart des gens n’ai-
ment pas. Il s’ensuit, affirme-t-il, que si on arrive à mesurer le
succès, quelqu’un en sera tenu responsable. Mais ceci, ajoute-
t-il, c’est justement ce qu’un bon plan devrait faire. 

Après avoir établi les critères d’évaluation (et leur avoir
donné un ordre de priorité), la prochaine étape est de faire
état de l’évaluation actuelle de chaque critère. Combien de
membres comptez-vous actuellement? Combien de mem-
bres avez-vous recruté l’an dernier? Une fois de plus ceci
peut sembler évident, mais si vous ne savez pas exactement
où vous avez commencé, vous ne saurez jamais combien de
chemin vous avez parcouru. 

Maintenant, vous établissez les buts de votre club pour

Bâtir
SUR DU SOLIDE

Par Bruce Deachman

Un motivateur révèle les 
secrets du recrutement et de

la fidélisation des membres
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l’avenir. Pas seulement une cible imaginaire, mais des buts
qui ont un fondement, tel que le rendement historique et
d’autres données disponibles. M. Levin soutient que les buts
futurs devraient être mesurables, réalisables, présenter des
défis et être clairement définis. 

L’avant-dernière étape du plan d’adhésion consiste à
déterminer vos stratégies de mise en oeuvre, l’essentiel de la
marche à suivre pour atteindre les objectifs que vous avez
établis pour votre club. M. Levin signale que ceux-ci se ré-
partissent normalement en deux catégories : programmes
permanents et nouveaux programmes. Vous pourriez, par
exemple, déterminer que l’envoi de lettres aux membres
avant l’expédition des factures ainsi que des trousses de bi-
envenue sont des stratégies actuelles que vous aimeriez con-
tinuer et des appels téléphoniques des membres du conseil
d’administration, ainsi que des primes de renouvellement
anticipé constituent de nouvelles stratégies que vous
aimeriez mettre en oeuvre. 

Finalement vous devez assigner les responsabilités. Qui
seront les responsables, que feront-ils et quels seront les
délais. Selon M. Levin un plan d’adhésion complet est im-
portant du fait qu’il atteint trois buts : il organise vos
ressources limitées de la façon la plus rentable possible, il
aide votre club à se rendre compte de l’importance des ad-
hésions et il définit le succès et engage les membres et le per-

sonnel à atteindre les buts du club. 
Simple, n’est-ce pas? En effet, mais ce n’est que le PLAN

d’adhésion! Maintenant, il faut le mettre en pratique. Pour
ce faire, M. Levin offre un certain nombre de suggestions. 

Quelques-unes, comme identifier les avantages de l’adhé-
sion à votre club et non seulement les caractéristiques, sont
nécessaires de façon à attirer de nouveaux membres. Le
comité d’adhésion peut ainsi sympathiser avec les membres
éventuels et leur montrer les avantages que leur offre votre
club. Les membres possibles connaissent peut-être déjà les
avantages du club. Mais pourquoi devraient-ILS devenir
membres de VOTRE club? Vous devez être capable de
penser comme eux, si vous voulez réfuter leurs objections et
les convaincre d’adhérer. 

M. Levin est aussi convaincu que personne ne peut «ven-
dre» un club à quelqu’un aussi bien qu’un membre actif. À
cette fin, il consacre beaucoup de temps et d’efforts à décrire
comment vous pouvez amener vos membres à attirer de
nouveaux membres et comment les y préparer. «Le problème
est que les gens n’ont pas beaucoup de temps. Chercher
d’autres membres est une chose qu’on fait seulement si on a
le temps et plus personne n’a de temps de nos jours. 

Le deuxième problème est que de recruter des membres
est réellement une situation de vente et que de nombreuses
personnes ne sont pas à l’aise dans une telle situation,
surtout si ce n’est pas leur métier. Ce n’est pas chose facile.
Alors ce qu’il faut faire, si on demande aux gens de recruter,
c’est de leur donner les outils qui leur permettront d’avoir
du succès.»

Ces outils incluent quelques membres éventuels qui
pourraient effectivement adhérer au club, aussi bien que de
l’information pour aider à les convaincre de devenir mem-
bres. Cependant, compte tenu des efforts que font quelques
organisations pour recruter de nouveaux membres, M. Levin
estime que le maintien des membres est du moins aussi im-
portant mais souvent oublié. D’après lui, «la valeur de
«longévité» d’un membre vaut beaucoup plus qu’une année
de cotisations.»

«Cette période initiale est très importante» soutient-il.
«Parfois l’intérêt dans un produit ou, dans ce cas, un sport,
va et vient chez certaines personnes, dépendant avec qui
elles s’associent. Si elles adhèrent à un club et quelqu’un du
club les fait participer et être actives, non seulement le plaisir
est accru pour tous, mais elles seront aussi intéressées à
rester, même si leur participation au sport est sporadique.»

«Nous avons constaté que le maintien consiste réellement
à faire le rapport entre le membre et l’organisation, plutôt

que de simplement produire un
produit. C’est où la plupart des or-
ganisations ont un problème, car
ils présument que s’ils ont un bon
produit, les gens vont rester. Mais,
quelque fois ceux-ci ont le senti-
ment qu’il n’y a pas de place pour
eux.»

Certains des avantages d’un pro-
gramme de maintien planifié sont
évidents. Premièrement, on gagne
du temps et fait des économies,
parce que les ressources qu’il faut
investir pour recruter de nouveaux

membres sont réduites. Le maintien des membres vous per-
met aussi de mesurer l’efficacité de vos programmes et serv-
ices actuels. En fait, un taux élevé de maintien témoigne du
fait que vous faites bien les choses. C’est aussi un bon outil
de recrutement, car qui ne voudrait se joindre à une organi-
sation qui est capable de garder ses membres année après
année. 

Un autre avantage d’un bon programme de maintien est
l’augmentation de la réserve de ressources humaines.
Comme le signale M. Levin, peu de personnes adhèrent à
une organisation ou un club avec l’intention d’être immédi-
atement membre d’un comité. «Si votre organisation réussit
à garder ses membres, ceux-ci participeront à des activités
organisationnelles et occuperont les divers postes de leader-
ship de la hiérarchie afin de devenir des membres actifs et
efficaces de l’organisation.» En un mot, plus un membre
reste longtemps, plus il y a de chances qu’il participera.

Et à l’instar du plan d’adhésion, M. Levin a détaillé le pro-
gramme de maintien en étapes réalisables. La première des
cinq étapes consiste à se concentrer sur les nouveaux mem-
bres, les traiter comme s’ils étaient spéciaux. Une façon de le
faire est de connaître la raison de leur adhésion, les avan-
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«la valeur de «longévité» d’un
membre vaut beaucoup plus

qu’une année de cotisations.»
—Mark Levin



tages qu’ils recherchaient et de renforcer ces
avantages au début de leur première année
d’adhésion. 

Deuxièmement, vous devriez avoir un sys-
tème d’orientation des nouveaux membres,
qui les informe, leur souhaite la bienvenue,
les met à l’aise et leur permet de rencontrer
d’autres membres.

La troisième étape vise à faire participer les
nouveaux membres. «Quand des person-
nes… participent à des activités de votre or-
ganisation, soutient M. Levin, il y a moins de
chance qu’elles abandonnent, car elles voient
leur participation comme étant un autre
bénéfice de leur cotisation. Heureux ceux qui
se tiennent occupés.»

La quatrième étape, qui une fois de plus
semble logique, mais est trop souvent oubliée,
est d’offrir une certaine forme de reconnais-
sance à ceux qui participent. Apprenez à dire
«merci»! La cinquième étape est d’avoir un
processus de renouvellement des adhésions
efficace. Autrement dit, faites qu’il soit aussi
facile que possible pour les membres de re-
nouveler leur adhésion. 

Tout en se concentrant sur les règles
générales de l’acquisition et du maintien des
membres, M. Levin offre une pléthore de
méthodes pratiques par lesquelles vous pou-
vez y parvenir. Et même si quelques-unes
d’entre elles ne s’appliquent pas aux clubs de
curling, parce qu’il parle d’organisations en
général, beaucoup s’y rapportent. Les clubs
peuvent examiner ses suggestions et choisir
celles qui leur conviennent le mieux, celles
qu’ils pensent correspondre à leur image par-
ticulière et celles qui seraient d’après eux les
plus efficaces dans leur situation donnée. 

(Les philosophies sur le maintien et le recrutement
des membres de Mark Levin ont été intégrées dans
le Programme Le curling, nos affaires de Can-
Curl. Elles sont discutées en détail pendant l’atelier
de la phase 1. Ses idées sont ensuite transformées
en stratégies pendant le processus de planification
stratégique de la Phase 2. Pour de plus amples
renseignements sur le Programme Le curling, nos
affaires, veuillez communiquer avec votre associa-
tion provinciale ou territoriale de curling ou l’Asso-
ciation canadienne de curling, au 1-800-550-
2875, ou encore envoyez un message par courrier
électronique à Danny Lamoureux à l’adresse. ) 

Bruce Deachman est rédacteur au Ottawa Citizen

Réimprimé avec la permission de Mark
Levin. Pour commander un exemplaire
d’un de ses livres, veuillez communi-
quer avec lui à l’adresse suivante :
B.A.I., Inc.; 9891 Broken Land Parkway,
Suite 300 , Columbia, MD 21046
Téléphone : (301) 596-2584
Télécopieur : (301) 596-2594
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10 BONNES IDÉES POUR 
ATTIRER ET CONSERVER 

VOS MEMBRES
1. Envoyez un bulletin spécial aux nouveaux membres

au cours de leur première année d’adhésion. 

2. Lorsqu’un membre ne renouvelle pas et dit qu’il n’a
rien retiré de son adhésion, essayez de savoir exacte-
ment ce qu’il veut dire. 

3. Envoyez un mini-sondage aux nouveaux membres
trois mois après leur adhésion afin de savoir quelle
cote ils accordent à votre niveau de service. 

4. Organisez des sessions d’orientation pour les nou-
veaux membres afin qu’ils puissent rencontrer
d’autres nouveaux membres. 

5. Essayez d’impliquer les membres d’une façon ou
d’une autre; un membre impliqué renouvelle géné-
ralement son adhésion. 

6. Si vous demandez à un membre de se porter volon-
taire pour un travail, faites en sorte que ce soit un tra-
vail valable. 

7. Offrez des incitatifs aux nouveaux membres qui re-
nouvellent. 

8. Lorsque des questions importantes surgissent, appelez
certains des membres les moins actifs afin de con-
naître leur opinion. 

9. Rendez hommage à vos membres aussi souvent que
possible. N’oubliez pas de les remercier pour leur par-
ticipation à quelque niveau que ce soit. 

10. Faites tout en votre pouvoir pour assurer le renou-
vellement. Plusieurs membres considèrent les bénév-
oles et le personnel comme le « club.» S’ils les consid-
èrent dévoués et qualifiés, ils renouvelleront sans
doute.



Got some downtime on your hands?
A quiet afternoon, maybe, when your
club’s not being used? 

That’s a good time to break out the silver
polish and have a go at those dusty and tar-

nished old cups, bowls and salvers filling
your trophy cases.

Or you could have your club filled with
newcomers, many of them curling for the
very first time. All of them eating, drinking
and being merry, and keeping your kitchen
and bar staff busy, busy, busy in the process!

With just a gentle prod from yourself; a
phone call, fax or letter, a brochure perhaps,
large companies and corporations are more
and more willing to close shop for an after-
noon and come to your club for fun, food
and drink.

Why?
Because more and more forward-think-

ing companies are coming to the realiza-
tion that a happy worker is a productive
worker and that team building is an im-
portant aspect to that end. Those compa-
nies have also learned that nothing moti-
vates employees and creates loyalty like
spending time away from work, having fun
and allowing everyone to meet each other’s
personal sides.

And if, by happy coincidence, they spend
a tidy sum at your club, well, so much the
better.

Some companies are also holding recre-
ational days as a thank-you for a job well
done. When Stentor’s director of informa-
tion management, Denise Lamoureux, re-
cently wanted to show her appreciation to
her 110-strong work force, she decided to
hold a mini-bonspiel at the Ottawa Curling
Club. “I wanted a day for them (the work
force) to relax and let their hair down,” she
says, adding that the employees needed 
to recover from the stress associated with 
the company’s recent  five-month transition
period.

“I wanted them to have some fun and re-
juvenate as a team.”

The fact that Lamoureux’s “team” was so
large made planning such an event some-
what problematic. “There was quite a broad
range of ages and a mix of men and
women,” she admits, “so how could I man-
age to do something that would please

everybody? The time of year (late-fall) didn’t
help either; we might have wanted to go
golfing or do something outdoors, but we
couldn’t be sure that the weather would
have permitted it.”

So Lamoureux, whose parents curled and
whose brother still does, chose a day in the
hacks. “I’d spent a lot of time in curling
clubs,” she explains, “I even got married in a
club but had never actually thrown a
rock…it’s something I had always wanted to
do,” she says. “I’ve always wanted to curl
with a group of non-curlers,” she continues,
“It just seemed like a fun atmosphere and a
good sport that everybody, regardless of
their age or skill level, could enjoy without
prior knowledge of the game.”

The importance of her team having fun
was significant to Lamoureux, and having
fun meant being at ease, another reason she
chose curling over golf. “We were all going
to be inexperienced,” she recalls, “which
would make everybody comfortable. In
something like golf, you can have half-a-
dozen people who are fabulous golfers, and
everybody else feels horrible when they’re
golfing with them. But the odds of having
fabulous curlers on the team were going to
be minimal.” 

“And we had a blast,” she says, “an ab-
solute blast.”

Curling clubs, Lamoureux believes, are
ideal for this sort of company day, especially
with larger companies. Part of the reason, as
almost every curler knows, is that larger
bonspiels are more fun than their smaller
counterparts. 

“You need enough critical mass of people
to be able to have a bonspiel. If you have a
small group, it doesn’t quite have the same
energy level that you do when you have a
large bonspiel and can pretty much take
over the rink,” she asserts. 

“You want to be able to take over all the
sheets and the entire club, so you can cre-
ate that environment that says, ‘We’re all
here together and we’re all in it together.’
No one is watching you from other sheets
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From Boardroom to
B O N S P I E L

New Source for Club Patronage in Corporate Canada 
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and saying, ‘Look at those idiots!’ It’s a comfort
zone for everybody.”

A company bonspiel can really solidify a group
of people. Lamoureux chose her curling teams so
that people throughout the organization had the
opportunity to meet and interact with new peo-
ple. “With us, each person is a piece in a chain of
exercise that has to happen,” she says, adding
that the event provided everyone in attendance
with an excellent opportunity to interact.

“My philosophy regarding people is that if
you’ve never had the opportunity to meet on a
personal level, you may discover, upon interac-
tion, that your personalities clash and, because of
that clash, your common objective is never
reached,” she says. “But once you have the op-
portunity to meet each other on a personal level
and come to know one another as individuals,
you always remember some common interest
you have and things seem to run smoother.” 

Lamoureux continues, “And when you’re curl-
ing, you’re not talking work. It’s more ‘Hi, who
are you? Are you married? Do you have kids?
What do you like?’, and you start to know people
on a different level.”

“I can’t tell you how much positive feedback I
got from the team. They really enjoyed being
out on the ice together, watching each other. I
had one sheet free for people to practice, and it
was constantly being used. They were lined up
to keep trying, thinking ‘If I could just throw
one more, I think I could get it!’”

So put the silver polish away. It can wait.

(A terrific source of businesses to attract to a company
curling/field day at your club is right within your mem-
bership. Find out where your members work and ap-
proach them about having some type of event at your
Club. Make certain the Club is the best that it can be
in appearance, food and beverage and ice, then reap
the benefits!)

Bruce Deachman is a writer for the Ottawa Citizen
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CURLERS CORNER
Your One Stop Curling Shop

Located At:
Calgary Curling Club
720 - 3rd Street N.W.
Calgary, AB T2N 1N9

BERNICE MERRICK
Phone: (403) 270-0220

Fax: (403) 246-8035
E-mail: curlerscorner@home.com

We Ship
Worldwide

A full line of 
curling equipment 
& team sportswear

www.atkinscurling.com
Phone / Fax (204) 668-CURL (2875)

Winnipeg, Manitoba

REVIVE THAT CURLING PASSION!
for $69.00 to $129.00

With these units you can:
... adjust the length by push button

... pull the stone from the rack

... clean and slide to the hack

... deliver, put on curl

... and smoothly release.

McGowan Curling Aids
4819 Park Ave Terrace BC V8G 1W3

Tel/Fax: (250) 635-2234
www.curlstick.com

(Patent No. 2176849 - Some demo units available.)

•  The new currency is
“time” not money

•  The hassle factor
needs to be reduced
or eliminated

•  Members will give
you less time than
ever before to prove
the value of a mem-
bership

•  There is a need to
respond to the 24/7
work week.

CHANGING

ATTITUDES

TOWARDS

MEMBERSHIPS

•  Contact each of them at least twice in the first year 
(not including when they signed up);

•  Create an orientation kit including such things as: wel-
come letter from the President; a list of important club
telephone numbers; special club rules, calendar of events
for the season and so on.

•  Identify the first members in the newsletter. People love
seeing their name in print!

•  Do a follow-up survey after the season to find out if they
are coming back. If yes, find out why (it’ll make you feel
good); if no, definitely find out why.

FIRST-YEAR MEMBER RETENTION POINTERS

Over 339 
locations 

across Canada.
We’re your 
best shot!

Curling 
Suppliers 
of Canada

FREE CATALOGUE
1-800-267-5730

Asham’s Curling Supplies, 8-Ender Curling

Brooms and Pace Setter Sportswear Inc. are

the world’s premier suppliers of  curling

equipment & apparel. 

• Brushes
• Jackets
• Brooms
• Sliders
• Gloves
• Shoes
• Shirts
• Pants
• Vests



Let’s see... if I tell two people, and then
they tell two people, and then they tell
two people... why, eventually, we could

start our own club!
Seven years ago, when Darryl Gunnlaug-

son began a Little Rocks program at Win-
nipeg’s Charleswood Curling Club, he in-
herited the proverbial 40-watt radio station.
In his first year, he had 16 little rockers and
one set of little rocks.

Today, Charleswood’s program boasts a
membership that would dwarf many clubs’
entire directory. There are now 80 little rock-
ers, 80 bantams and 96 juniors curling at
Charleswood. Those 256 underage curlers
outnumber Charleswood’s Men’s curling
roster by 16, and now, seven years after tak-
ing up the sport, some of those 256 are just
reaching the age where they are beginning
to replenish the stock of Winnipeg’s adult
curlers.

“Back then,” Gunnlaugson recalls of the
club’s earlier junior program, “they had what
I call a ‘conventional’ junior program, with
about 60 kids, 20 and under, all lumped to-
gether, in either boys’ or girls’ curling.”

One problem, though, was that Gunn-
laugson had two kids, aged six and eight,
that he wanted to get into the game. And
six-year olds and 20-year olds didn’t want to
curl together, he reasoned. So Gunnlaugson
started a little-rock program.

The first decision he made was to use
adult rocks in his little-rock program, and
just play on half a sheet, scribing circles be-
tween the two houses. Gunnlaugson admits
that he took over the program at just the
right time. “Television has really helped us
out a lot,” he says. “With more and more
people watching, kids are tuning in and say-
ing, ‘Hey, I think I can do that.’”

As the little rockers grew, so did Charles-
wood’s program. After a couple of years,
Gunnlaugson added a Bantam program.
Then he took over the Juniors. Charleswood
has tapped into its top competitive curlers for
help with the younger ones. 

In 1996, after winning the province, Jeff
Stoughton’s entire team came down for a
day of instruction and, of course, photo-ops

for the kids. “The kids already knew him,”
says Gunnlaugson, “because they had seen
him on TV, so that was pretty thrilling for
them.” Then, when they won the Brier,
Team Stoughton returned and did it again.
And again after the Worlds.

Under Gunnlaugson, and his replace-
ment this year, Bob McKenzie, Charles-
wood’s program has grown like wildfire,
and it’s done so without any special adver-
tising or extra costs. 

“It’s all been word of mouth,” says
Gunnlaugson. “The key has been getting
them early. The ones from seven to 10 are
the ones you attract. After that, you have to
keep it fun and challenging.” 

He continues, “As long as they’re learning
all the time, they keep their interest up.
Once a kid gets bored, he’s gone.”

“We try to keep kids involved and having
fun. With the younger ones, we don’t keep
score. They all have a coach - in fact, the key
is to have lots of volunteers and parents in-
volved.” Gunnlaugson also tries to keep
everybody in the program feeling special,
and has found some relatively inexpensive
ways of doing it.

“All the little-rockers get a trophy,” he says.
“I discreetly put signs up in the club, asking
people to donate their old ones, and the re-
sponse has been fantastic.”

He continues, “Everybody seems to have
one or two lying around that they don’t re-
ally want, but don’t know what to do with.
Now I’ve got too many; I’ve had to bring
boxes of them to work.”

“So all I have to do is take off the old
plaque and put on a new one. Sometimes, I
have to buy a new figure for the top - if, say, I
get a baseball trophy donated,” he says.

“But those kids’ eyes sparkle when they
see things like that, things like the trophies
and the high-performance curlers, “ he as-
serts. “As a matter of fact,” he adds, chuck-
ling, “at the Bantam level, we don’t give
everybody a trophy, and some of those kids
are so terribly disappointed. There was this
one kid, about 13-years old and six feet tall,
and he was just bawling his eyes out (be-
cause he didn’t get one).”

Gunnlaugson has long been a firm believ-
er in the benefits of a strong youth curling
program to a club. “Obviously,” he says,
“without young curlers, you’re not going to
have older curlers down the road. A percent-
age of people stay in the neighbourhood
they grow up in, and with the numbers we
have, Charleswood would be guaranteed to
be full for years and years and years,” he
says, making reference to the retention suc-
cess of the Charleswood program. “Some of
the kids that started with us seven years ago
are just now entering adult curling.”

There’s another benefit, too, though, and
Gunnlaugson hopes that Charleswood’s
senior executive is aware of it. “When I was
a kid,” he says, “if your parents didn’t curl,
you didn’t curl.”

“But these days that’s not the case. We’ve
got entire junior teams where not one of the
parents curls. And what’s happening is that
a lot of them take it up,” says Gunnlaugson.
“I know a number of people that either did-
n’t curl, or curled a long time ago, and once
they got in with the kids, they started join-
ing the women’s league or the mixed
league.” Says Gunnlaugson, “We now have
these kinds of parents in every league in the
club,” he says.

“Sometimes I think that the senior execu-
tive fails to see the ‘bigger’ benefits (of youth
curling), but they should be able to under-
stand that.”

Bruce Deachman is a writer for the Ottawa
Citizen
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Attracting Minors to a 
Major International Sport

Junior Curling Programs are Sweeping the Game
By Bruce Deachman

“As long as they’re 
learning all the time,

they keep their 
interest up. Once a 

kid gets bored, 
he’s gone.”

—Darryl Gunnlaugson
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Moving Out

Curling is steeped in ancient traditions;
customs and practices, but more and
more people are beginning to realize

that in order for the game to grow, they must
look to the future.

A program from the federal government
provides curling clubs with a way to take a
step out of the past. In 1998, the federal gov-
ernment set aside $15 million over three years
in its federal budget to the Voluntary Sector
Network Support Program, or VolNet as it has
come to be known. 

The mission of the program is to help vol-
unteer and non-
profit organizations
acquire the neces-
sary equipment and
know-how to con-
nect to the Internet. 

The program, administered by Industry
Canada, is designed to help these organiza-
tions reach their mandates by providing new
technology. A minor hockey organization, for
example, could set up an Internet connec-
tion, and coaches could become involved
with online chat groups to exchange ideas
and experiences about coaching.

The government predicts 10,000 organiza-
tions might be served before the program
expires in March 2001. An approved organi-
zation is eligible for a grant to cover the cost
of one year of Internet access and support,
50 per cent of the cost of new computer
equipment to a maximum of $400 for each
system, and training in basic Internet skills
development.

How can the program help a curling club?
Paul Woolner, manager of the RCMP club

in Ottawa, believes a connection to the In-
ternet is so vital that he applied for a VolNet
grant, although he’s not a big fan of com-
puters. “It seems to be the thing these days,
to be on the Internet,” he said.

To receive a grant, organizations must ap-
ply through a regional volunteer organiza-
tion designated by Industry Canada. Appli-

cations are reviewed by the regional organi-
zation, then forwarded to Industry Canada’s
VolNet National Advisory Committee for fi-
nal approval. In the case of the RCMP Curl-
ing Club, its application for the VolNet grant
was made to the Volunteer Centre of Ot-
tawa-Carleton, then forwarded to the feder-
al body.

Among the necessary requirements for eli-
gibility, an organization must be incorporat-
ed as non-profit or registered with Revenue
Canada as a charity, or an amateur athletic
association; have a voluntary board of direc-
tors; and annual revenues of less that
$500,000.

Woolner believes an Internet connection
is useful for his club, because a web page
can be used to attract new membership. It
will also assist him in promoting his club as
open to the public and eliminate bother-

some misconceptions that it’s exclusive to
RCMP officers.

“We’ve been very fortunate,” says Wool-
ner, whose club has 600 members with an
annual turnover rate of about 20 per cent.
“We’re riding a crest right now, and we want
to continue that. But some of the smaller
clubs might have a problem,” he continues,

“If people don’t know about you, then
you’re not going hear from them.”

(For more information about the VolNet pro-
gram, contact Industry Canada at 1-800-
575-9200 or visit their Web site at www.vol-
net.org. If you would like to speak with Paul
Woolner, his number at the RCMP Curling
Club is 1-613-749-7086)

Barre Campbell is a writer for the Ottawa Sun
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It seems to be the thing these days, to be on the Internet
—Paul Woolner, manager RCMP Curling Club in Ottawa

Federal Government
Backs Rock-Solid
Internet Program

Moving Out of
the Stone Age

By Barre Campbell



0
ary Pepper knows he’s one
of the lucky ones.

As manager of the Calgary
Curling Club, Pepper gets
the opportunity to make a

living while enjoying one of his favorite pas-
times—curling. While curling started out as
a hobby, somewhere in the last 20 years it
became Pepper’s career.

The 55-year-old has been managing the
club for the last seven seasons and loves
every minute of it. Pepper’s work is not just
a job, it’s a way of life. Not a day goes by that
he doesn’t get to socialize with others who
share the same love of the game.

But curling hasn’t always been Pepper’s
way of life.

Working for the Alberta Treasury Branch
in the late 1970s, Pepper first got involved in
curling while assisting with the sport’s in-
structional program. While he had always
possessed an interest in curling, he had nev-
er really taken the sport seriously, but he was
hooked once he began working within the
instructional program.

Having the opportunity to work the 1980
Labatt Brier in Calgary solidified Pepper’s in-
volvement within the sport. “They were
looking for people to initiate the officiating
program,” says Pepper. “I got involved in
that, and then I just got in deeper from that
point on.”

Pepper finally left his job with the Alberta
Treasury Branch and decided to make curl-
ing his full-time employment. It’s a move
he’s never regretted. “I always thought I
would like to do it,” he says. “I was just for-
tunate enough to get the opportunity. There
aren’t many out there.”

Taking over the Calgary Curling Club 
wasn’t an easy task. As manager, he oversees
the club’s entire operation which includes
everything from the sheets of ice, to admin-
istration, the food and beverage lounge and
a cafeteria. Pepper had new ideas that he
wanted to initiate and he knew it would
take time for them to be implemented.

With eight sheets of available ice, Pepper
wanted to find a way to make the club as ef-
ficient as possible. “Scheduling is one of the
most difficult things,” he asserts. “You’re try-
ing to accommodate everyone’s desires for
ice time.”

While the sport of curling has always been
popular in Calgary, when Pepper first took
over the club, the leagues weren’t completely
filled. Since that time, however, the club’s
leagues are at capacity.

The change to an open format, allowing
teams to play against different groups, is one
of the biggest reasons for the upsurge in the
league’s popularity. On any given night you
might see a men’s team playing a mixed
team or a women’s team.

“I think that’s proven very successful for
the club,” Pepper says. “People seem to real-
ly be enjoying themselves.”

While Pepper is pleased with the way
things have progressed at the club, he’s
quick to offer praise to the numerous volun-
teers and staff members that make his job
that much easier. 

During his reign as club manager, the Cal-
gary Club has hosted the Scott Tournament
of Hearts, the Labatt Brier, the Canadian Ju-
niors, the Skins game and many other
events which proved to be both hugely suc-
cessful and rewarding, but Pepper says the
dozens of volunteers are what make such
events possible. “I couldn’t do it without
them,” he says. “The events are a lot of work
and it’s the volunteers that make them so
successful.”

The one thing Pepper has been pleased
with since taking over the job is the in-
creased number of draws the club has dur-
ing the day. “We have very heavy utilization
during the day. We get a lot of seniors and
women’s leagues, and later in the afternoon
we have rental leagues.” 

He continues, “That seems to be very pop-
ular with players as it makes it very accessi-
ble for people after work.”

While the club is running quite smoothly,
Pepper says they’re always looking for new
and different options, but the nearly-full ca-
pacity doesn’t allow much room for change.
“It’s difficult to make a lot of changes when
you’re nearly 85 to 90 per cent filled,” he
says. “The only time that is available is day-
time ice.”

Amid all his duties as managerial duties,
Pepper still finds time to play with a Senior
men’s team. While the winter season is Pep-
per’s busiest time of year, he says things sur-
prisingly don’t slow down all that much in
the summer. 

“It’s probably a lot busier than even I ex-
pected it was going to be,” he says. “We’re fi-
nalizing the financial side of things, plan-
ning the following season, taking registra-
tions for the leagues, it’s just very busy.”

For more information on Gary’s secrets of the
trade, call him at 1-403-283-8381 or e-mail
<calgcurl@home.com>

Lisa Burke is a writer for the Ottawa Sun
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For the Love of the Game
Calgary Native Takes Curling from Casual to Career

By Lisa Burke

G

“For sheer frustration, curling
reminds me of that other Scottish
torture called golf. Both demand a
surgeon’s sense of millimeters and a
bombardier’s feel for distance.”

—Bruce Watson
“‘Lay it up!’ Curling is

chess on ice, with
broomsticks”

Smithsonian magazine, 
February 1999



Betty Lou Killen has never thrown a curl-
ing stone in her life, but she hopes to
become one of the sport’s trendsetters.

As the executive director of the Sackville
Sports Stadium in Nova Scotia, Killen is at the
centre of a $4.5-million expansion project
that will add a six-sheet curling club. The new
ice will be ready in the summer, and already
the facility’s staff has received inquiries about
memberships and ice rentals.

But Killen says this isn’t a case of, “if you
build it, they will come.” 

“We want to look at new ways that we can
promote curling,” she says. “We want to hire
somebody who can think out of the box and
who can create enthusiasm for the sport here
and in the community.”

Plans for the expansion began in 1997 and
construction started in the fall. The facility is
located in the Halifax suburb of Lower
Sackville. It has two pools, a hockey arena, a
lounge and banquet facilities. The curling
club and an upgrade to an existing gym will
complete the expansion.

Killen describes the community’s response
to the curling club as overwhelming. “We
have people calling every day who want to
buy memberships and rent curling ice now
for next year,” she says. “We’re trying to put a
plan together to manage the whole business
of renting ice. People want to rent it now.
They want to be the first ones because they
don’t want to be left out.”

Interest in curling memberships was al-
ready high when Nova Scotia women’s
champion Colleen Jones won her second
Scott Tournament of Hearts title last February.
That win created even more momentum for
the new curling project. 

“We have a lot of young families and
young kids that are eager to play the sport,”
says Killen. “We have a lot people between
45-50 (years old) and up looking for some-
thing, folks who have been involved in athlet-
ics throughout their younger years and are
now looking for some kind of a sport they
might be able to enjoy with their spouse.”

The expansion project is steered by a volun-
teer board of directors. A development firm
has been hired to raise funds to offset part of
the $4.5-million cost. The board hopes some

$1.5 million can be raised through donations
and projects, where people can have their
name inscribed on a wall of honour.

“It’s really important for folks to have a
sense of ownership,” says Killen. “I think that
ties in with why it’s so successful.”

As for her lack own lack of curling experi-
ence, Killen has pledged to take up the game.
“A group of us here are going to join up
somewhere where we can get our feet wet,”
she asserts.

17 Le curling, nos affaires   Hiver 2000

Victoria 250-475-2222
Nanaimo 250-753-4107
Vancouver 604-527-4040
Williams Lake  250-398-5727
Prince George 250-564-8015
Kamloops 250-554-9665
Cranbrook 250-426-8545
Kelowna 250-765-5956
Terrace 250-635-3506
Grande Prairie 250-564-8015
Dawson Creek 250-784-1996
Edmonton 780-474-8551
Calgary 403-255-2740
Medicine Hat 403-526-2869
Lethbridge 403-327-2022
Red Deer 403-347-8332
Prince Albert 306-764-1492
North Battleford 306-445-7500

Saskatoon 306-931-3070
Regina 306-569-3222
Moose Jaw 306-693-7711
Yorkton 306-783-4491
Winnipeg 204-694-4993
Brandon 204-728-8754
Thunder Bay 807-345-9055
Sudbury 705-560-0906
Toronto 905-761-6789
Stoney Creek 905-662-4323
London 519-453-8482
Kitchener 519-744-7800
Halifax 902-468-7821
Moncton 506-857-8277
Fredericton 506-459-8149
Seattle 253-850-0808
Portland 503-408-8805
Minneapolis 612-537-2472

Curling Gaining
Momentum 
in Nova Scotia
By Barre Campbell

TAKING ADVANTAGE OF A TREND….
“As we move toward 2020, men, women and children will…experi-
ence a growing time crunch. Time is a family’s principal resource. It’s
what a family needs to build strong relationships…I believe the need
will, in turn, prompt more conscious reflection about how we can nur-
ture the strong families that are the foundation of a healthy society.”

—Robert Glossop,
Executive Director

of Programs and
Research at the

Vanier Institute of
the Family in

Ottawa

Sports Facility Facelift
Generates High Anticipation
in Lower Sackville

(It is important to note that feasibility studies have
identified a segment of the market that is willing
to curl – young families and individuals between
the age of 45-50. How does your club take advan-
tage of this trend? Try customizing your promotion
and advertising campaigns to target this group
specifically. If the programs and services at your
club don’t suit this potential group, design pro-
grams to suit their needs.)

Barre Campbell is a writer for the Ottawa Sun

Congratulations to the Business of Curling
Serving Curlers across Canada

from the following locations:



This is stupid,” he thought, as he
crouched in the hack and, cocking his
head a bit and squinting one eye,

gauged just how far away the other end
might be. “So stupid.”

Sixteen-year old Vincent He, a recent im-
migrant from China, had done just about
all he could think of to avoid being where
he was at that moment. He had been the
last one to get on the bus, back at the
school, and the last one off of it when it
pulled up outside the curling club.

Once inside, he had made countless trips
to the washroom, hoping in vain that time
might simply run out before anyone real-
ized that he hadn’t curled yet. It might have
worked, too; Vincent He, despite being tall,
lanky and handsome, was terribly shy. So
shy that some people thought that he could-
n’t speak. 

“If I can just avoid Mrs. Grier,” he thought,
as he watched his teacher guide one of the
Afghanistan students across the treacherous,
pebbled ice. “I don’t understand this game,”
he thought, as he began another slow, silent
shuffle to the washroom, “and I don’t get
this ‘ice’ stuff.”

He noticed that a few of the Indian students
had skipped school today. Students in the
English-as-a-Second-Language (ESL) program
rarely, if ever, skipped school. “Just when we’re
forced to play curling,” thought Vincent, wish-
ing that he, too, had stayed at home.

Then one of Mrs. Grier’s aides mentioned
to her that Vincent hadn’t been out yet.
“Damn,” though Vincent, as he was led by
the arm onto the rink. All that Mrs. Grier
said to Vincent He was, “You know, Vincent,
we all have to try this…it’s not optional.”

When you think of curling cities, which
one immediately springs to mind? Win-
nipeg, right? The capital of Manitoba and
home of Jeff Stoughton, Kerry Burtnyk,
Mike Riley, Vic Peters, Orest Meleschuk, the
Duguids, Don and Dale, Barry Fry, Ken Wat-
son and Dave Smith. God, the list just winds
and snakes like the Red River.

Winnipeg, Manitoba. It’s curling country.
Always has been, always will be. Of course,
things are always changing, and Winnipeg is
no exception. Once upon a time, for exam-
ple, the north end of Winnipeg, where Sisler
High School is located, was the stomping
ground for people of Jewish, Ukrainian and
Polish descent. Today, more and more
Asians are calling it home.

As head of Sisler’s ESL program, Carole
Grier couldn’t help but notice the changes.
With 1,640 students, Sisler was the
province’s largest secondary school com-
prised mainly of ethnic minorities. “That
had caused quite a decline in our school’s
curling club, because none of these kids had
come from a curling tradition,” says Grier. 

“It’s not that they’re holding on too tightly
to the sports that they grew up with,” she
adds. “For the most part, they all seem hap-
py to drop soccer like a hot potato…they’ll
play it for a little while once they get here,
but it will usually fall by the wayside,” she ex-
plains. 

“And they do seem to want to embrace
Canadian sports, but curling isn’t one of
them.”

Last year Grier became the faculty adviser
for the Sisler curling team. That’s when she
noticed that a disproportionately high num-
ber of whites were associated with the team,
and she decided to work with the primarily
Asian immigrants, introducing them to curl-
ing. She chose the first-year ESL class as her
jumping-off point, the class probably fur-
thest removed from the game.

“These kids are from all over the world,”
Grier says, “and it was just fascinating to
watch them.” 

“I’ve got five from Afghanistan who were
refugees and who spent a year in Pakistan.
No ice. Another five or 10 are from India.
One is from Cambodia,” she explains. “The
ones from Kosovo knew nothing of curling,
and the ones from Poland thought that they
had heard of curling - of course, they had
stood on ice before, because of hockey.”

Says Grier, “One or two of the students
had probably seen ice before, but none of
them, absolutely none of them, had a no-
tion about curling.”

So Grier introduced them to the very ba-
sics of curling. She taught them some of the
game’s vocabulary, described what the ice-
surface looked like and explained the differ-
ent parts. She held an off-ice workshop,
where the students could hold a broom and
heft a stone.

And then they got on the bus for the near-
by Victoria Curling Club.

“Everyone was having a hard time even
standing on the ice. People were walking in
pairs, holding each other up. Others were
falling down, left and right. And everyone
was just shrieking,” she recalls.

“And there was Vincent, sliding out of the
hack. He threw the most beautiful rock and
had the most wonderful slide...he knew he
threw it well, too. And as it stopped in the
far house, he turned around and looked at
me through the glass and he just beamed,”
Grier explains.

“It was a tremendous gain in his self-con-
fidence, and any educator will tell you that
when you raise the self-confidence of a kid,
that’s when you can teach them. I really be-
lieve that this sort of thing - success at a
sports level, or in a non-verbal level like that
- can lead to all sorts of accomplishments,”
she asserts.

“That’s why I do it.”

(Curling clubs, especially urban-based operations,
more than ever, need to understand they may have
to recruit outside the traditional source for new
members. This story articulates a strategy to do 
that – English as a Second Language classes. 
As the Canadian population continues to diversi-
fy, curling club executives should investigate non-
traditional membership opportunities and design
strategies to take advantage of them.)

Bruce Deachman is a writer for the Ottawa 
Citizen
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Transcending
Cultural Lines
Educator Uses Curling as a 
Communication Medium

By Bruce Deachman
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Members of Sisler High School’s ESL Program 
Back row, L to R: Suong Khau (Cambodia), Navdeep Sandhu (India),
Michael Reyes (Philippines), Alban Gjoni (Kosovo), Nilofar Haideri
(Afghanistan), Malalay Baraksay (Afghanistan), Karam Brar (India),
Sandheep Sandhu (India), Elmaze Maquedonci (Kosovo), Tahmina
Haideri (Afghanistan), Vincent He (China), Carole Grier (teacher).
Seated: Adam Tumilson, Roxy Trembath, Lindsay Barabash
(Canadian student-coaches)

“



your beverage menu. If your
club has trained staff, consid-
er purchasing an espresso
machine and/or serve iced
coffee drinks as further alter-
natives to your non-alcoholic
drink menu. If volunteers
staff your bar, reserve serv-
ing these drinks for special
events. 

Wines – red, white and rose: 
Today’s customers are willing to pay for good products, so it
isn’t necessary to purchase the least expensive brand of wine
at the liquor store to make a profit. There are a number of ter-
rific wines available with screw caps that are ideally suited as
house wines. 

For interest sake, try conducting a wine tasting to determine
what your members enjoy drinking. Alternatively, it is also a
good idea to rotate your brand choice on a monthly basis. 

Visit a restaurant with a good dining reputation and find out
what they are serving. Check with the management at the
liquor store where you buy your stock or consult a wine rep for
their input. If you can afford it, buy appropriate glassware.

Draught beer:
Installing a draught beer unit at your club can be as simple as
tapping the beer fridge, buying a contained single-unit ma-
chine, or designing a multi-tap system. Draught beer helps
broaden the range of products available at the bar and offers
your customers a less costly product while delivering the same
profit margin. It can also be served in a number of different
sized glasses and /or pitchers. 

Danny Lamoureux is the Director of Development for the 
Canadian Curling Association

Interesting Mix
Complements Traditional
Club Beverages
By Danny Lamoureux

Despite the significant decline in alcohol consumption
in contemporary society, the majority of Canadian
curling clubs continue to rely heavily on bar sales as

their single-most important source of revenue. Clubs that
have reduced their dependency on traditional beer and hard
liquor sales by identifying new beverage sources, both of the
alcoholic and non-alcoholic variety, continue to enjoy con-
siderable success. 

So what types of products are these clubs serving?

Fruit based, non-alcoholic drinks: 
There are a number of choices in the marketplace for tasty,
healthy fruit drinks. Ocean Spray™ and Fruitopia™ are two of
the many popular after-game drinks selected by those who
choose not to indulge. They can be purchased for about $9
for a case of twelve, and there are a number of delicious
flavours available. Unit cost for these types of beverages range
between 75 and 85 cents, a benefit which enables clubs to re-
tail them for $1.50 to $2, plus tax. This is an exceptional
profit on an item that is easy to store, chill and serve.

Coffee, tea, espresso and ice coffee:
There is a simple reason why Tim Horton’s and other cof-
fee houses are popular and profitable – they serve good cof-
fee. How often can you say that you’ve had a good cup of
any of the aforementioned beverages at a curling club? The
coffee house concept proves
the consumer is willing to
pay a decent price for good
taste; therefore, serve a good
cup and charge accordingly.

If you have the sales vol-
ume, check out coffee-service
companies. There are some
impressive machines avail-
able that will produce a fresh
cup every time. If not, experi-
ment with different coffee
brands until you have found
a product that meets your
needs and those of your cus-
tomers. It isn’t necessary to
purchase the most expensive
brand to generate a profit.
Here’s an additional hint:
buy real coffee cups—your
customers will appreciate it.

Teas, in particular, flav-
oured and herbal, are becom-
ing considerably popular and
make an excellent addition to
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NEW TRENDS 
IN THE FOOD &

BEVERAGE INDUSTRY
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CLUB ROCKS NOT WORKING CONSISTENTLY?
CALL US FOR “THE FACTS” FOR CORRECTING
THE PROBLEMS WITH YOUR CLUBS’ ROCKS.

Sales Representative for:
• Canada Curling Stone Co.

• Curlex Handles
• Ice King Scrapers

• Challenger Rink Supplies Inc.
• Ice Consulting

Manufacturer and supplier of quality Ice equipment
We Buy and Sell Curling Stones

CHALLENGER CURLING & RINK SUPPLIES
112 LYNNVIEW WAY S.E.

CALGARY, AB.   T2C 1T5

PHONE OR FAX 1-800-665-2875

E-MAIL curling@kootenay.com

BRUCE TINGLEY

HARRY TINGLEY

EVELYN TINGLEY



Some people believe Yours’ Truly has one of the best
jobs a guy can have in this world, that being a jour-
nalist who writes about sports. 

The newspaper I work for pays me a salary to attend
sporting events, dig up stories that are interesting to the
general populace, and to write about those events in words
that make sense. It’s a very satisfying profession, if you want
to call it a profession. Others might think sports writing is
more like adult daycare, which sometimes is seems to be.

Ninety percent of the time, it’s a great gig. Most athletes
are easy to deal with. If you treat them professionally,
they’ll respond in a similar manner. Then there’s the other
10 per cent that considers the sports writing fraternity as
one the lowest forms of life on the planet, somewhere
stuck between the species of jellyfish and amoebae.

Those percentages change when writers deal with curlers.
There are no finer athletes in the world to deal with, from a
sports journalist’s perspective, than curlers. They’re always
willing to give writers all the time needed for a good story.
If it weren’t for curlers, we’d have to say that the profession
of “jock journalism” would be a much harsher place for
one to make a living.

If curlers can be so generously approachable to us sports
scribes, then it would make sense that they’d be even more
willing to help out the friendly neighbourhood curling
club managers who are – we would hope — diligently
working to recruit new people and fresh blood into the
roarin’ game.

Perhaps there’s a perception out there in the minds of
club managers that elite players aren’t interested in coming
to the aid of the sport they love. This is an unfortunate mis-
conception because most elite players –at least now, while
the cashspiel purses are relatively low compared to other
sports and the egos are at a moderate level – would be ea-
ger to participate enthusiastically.

By Barre Campbell

“Most players would get involved if they’re asked,” says
Anne Merklinger, three-time Ontario women’s champ.
“They know it’s the clubs where they came from.”

The involvement of elite players to promote curling at the
club level, however, is seen as an untapped resource; espe-
cially in many of the smaller clubs that dot the landscape of
this country. For the most part, the elite players are ready to
help. All that needs to be done is for somebody to ask this
simple question: Can you help? The answer will invariably
be yes.

Imagine the boost an elite curler can provide to a club’s
membership drive. In cases of a club barely surviving, hav-
ing a recognized player show up at an open house on regis-
tration day could make a huge difference in the success or
failure of the club’s future.

Brier champion Jeff Stoughton, for example, is heavily in-
volved at the grassroots level by donating time to the Little
Rocks program at his club in Winnipeg. Surely the club re-
ceives tremendous interest from youngsters who get a
chance to play a sport they like with one of the game’s
celebrities, one they see on TV so often during the winter
months.

How often do you think youth hockey players get a
chance to skate on the same ice and be instructed by an
NHL superstar, like Wayne Gretzky for example, without
their parents paying a hefty price for the privilege.

Sure, there are some elite players who will decline an invi-
tation from a club manager. But odds are that limited avail-
ability due to work and family commitments are the only
things preventing the curler from offering his or her assis-
tance. Rarely will there be a case where a request is snubbed
because a player’s ego is too large.

I recall a bonspiel organized for the folks who work at my
newspaper. It was the first one we ever had, and there was
some thought as to what would entice non-curlers to attend.
Free beer, supplied by the social club, was one of the factors,
but another was the presence of some of Ottawa’s top-notch
players. We thought it would be worth a try to ask
Merklinger if she might show up to help show some of the
novices how to deliver a stone. We were surprised when she
said yes, and even more shocked to learn no appearance fee
was necessary.

We were so impressed, we decided to ask Bill Walsh, an-
other perennial Nokia Cup threat from Ottawa, to come
too. He did, and helped put sliding tape on the shoes of
those who didn’t know they needed it.

This can happen only in curling, a unique sport that
makes this job so much fun. It can happen at your club too,
and it’s there for the benefit of the game.

All you have to do is ask.

Barre Campbell is a writer for the Ottawa Sun

THE LAST
WORD
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Curling Fraternity
Serves as an
Invaluable
Resource for Clubs



PROVINCIAL/
TERRITORIAL

MEMBER
ASSOCIATIONS

YUKON/NORTHWEST TERRITORIES

YUKON CURLING ASSOCIATION
(Y.C.A.)
Darryl Bray, Executive Director
P. O. Box 6091, Whitehorse, YK   Y1A 57
Bus: (867) 668-7121
Fax: (867) 667-4237
E-mail: yca@polarcom.com
Pat Banks, President
pbanks@yknet.yk.ca
Suzanne Bertrand, Technical 
Co-ordinator
(867) 667-3688
Chad Cowan, Marketing Co-ordinator
ccowan@eba.ca
Ralph McFadyen, Junior Rep
randl.mcfadyen@yt.sympatico.ca

NORTHWEST TERRITORIES CURLING 
ASSOCIATION (N.W.T.C.A.)
Don Craik, President
dcraik@irc.inuvzaluit.com
Doug Rentmeister, Acting Secretary
c/o Sport North
Box 336
Yellowknife, NWT   X1A 2N3
Bus: (867) 873-3032
Fax: (867) 920-4047
dougr@sportnorth.com
Gary Hoffman, Technical Co-ordinator
garyh@ssimicro.com
Val Gendron, Marketing Co-ordinator
wscsim@cancom.net
Brad Whitehead, Junior Rep
bradford_whitehead@gov.nt.ca

BRITISH COLUMBIA

BRITISH COLUMBIA INTERIOR 
CURLING ASSOCIATION (B.C.I.C.A.)
Dennis Jensen, President
Res.: 250-353-2574
Neil King, Secretary
(250) 561-1215
nking@bc.sympatico.ca

PACIFIC COAST CURLING 
ASSOCIATION (P.C.C.A.)
James Schuman, President
Bus: (604) 669-4912
jawsho@bc.sympatico.ca
Gordon Brown, Secretary/Treasurer
Bus: (250) 384-9432
pcca@islandnet.com

BRITISH COLUMBIA LADIES’ 
CURLING ASSOCIATION (B.C.L.C.A.)
Kathleen MacKenzie, President
Bus: (250) 356-6876
Kmackenz@mail.qp.gov.bc
Liz Goldenberg, Secretary
bclcanvan@aol.com
Jim Newlands, B.C. Technical 
Co-ordinator
newlands@msn.com
Linda Moore, B.C. Marketing 
Co-ordinator
c/o Curl BC
#320 - 1367 West Broadway
Vancouver, BC  V6H 4A9
Bus: (604) 737-3040
Fax: (604) 737-1476
E-mail: curlbc@portal.ca
Janice Mori, B.C. Junior Rep
jan_mori@minolink.bc.ca

ALBERTA

PEACE CURLING ASSOCIATION (P.C.A.)
www.peacecurl.org
Brad Vancuren, President
bradv@telusplanet.net
Charlene Robinson, Secretary
Bus: (780) 532-4782
peaccurl@telusplanet.net

NORTHERN ALBERTA CURLING 
ASSOCIATION (N.A.C.A.)
www.planet.eon.net/~naca/
Barry Worth, President
NACA@planet.eon.net
Marylynn Morris, Executive Director
#110, 9440 - 49 Street
Edmonton, AB  T6B 2M9
Bus: (780) 440-4270
Fax: (780) 463-4519
NACA@planet.eon.net

SOUTHERN ALBERTA CURLING 
ASSOCIATION (S.A.C.A.)
www.cadvision.com/curling
Ed Granger, President
Bus: (403) 320-0070
Glenda MacLean, Secretary
720 - 3 Street N. W.
Calgary, AB  T2N 1N9
Bus: (403) 246-9300
Fax: (403) 246-9349
E-mail: curlsaca@cadvision.com

ALBERTA CURLING FEDERATION
(A.C.F.)
www.albertacurling.ca
Graham Prouse, President
autopart@cancom.net
Jim Pringle, Executive Director
Marketing Co-ordinator
11759 Groat Road
Percy Page Centre
Edmonton, AB  T5M 3K6
Bus: (780) 427-7670
Fax: (780) 427-8103
jim@albertacurling.ab.ca
Kathy Odegard, Technical Co-ordinator
11759 Groat Road, Percy Page Centre
Edmonton, AB  T5M 3K6
Bus: (780) 427-8095
Fax: (780) 427-8103
kathy@albertacurling.ab.ca
Marilyn Barraclough, Alberta Junior Rep
barraclw@cadvision.com

SASKATCHEWAN

SASKATCHEWAN CURLING 
ASSOCIATION (S.C.A.)
www.saskcurling.com
Tom Naylen, President
saskcurling@sk.sympatico.ca
Don Bacon, Executive Director
Marketing Co-ordinator
c/o 2205 Victoria Avenue
Regina, SK  S4P 0S4
Bus: (306) 780-9202
Fax: (306) 780-9404
E-mail: saskcurling@sk.sympatico.ca
Dave Broda, Junior Rep
saskcurling@sk.sympatico.ca
Amber Holland, Technical 

NORTHERN ONTARIO WOMEN’S
CURLING ASSOCIATION (N.O.W.C.A.)
www.members.xoom/nolca/curling.htm
Peg Julian, President
pegj@sympatico.ca
Cathie Morin, Secretary/Treasurer
2557 Eastview Crescent
North Bay, ON  P1B 7W6
Bus: (705) 474-4250 (x.241)
Fax: (705) 472-2174
nolca@yahoo.com

ONTARIO CURLING ASSOCIATION
(O.C.A.)
www.ontcurl.com
Larry Snow, President
snow@gtwood.com
John McCrae, General Manager
1400 Bayly St., Office Mall 2, Unit 2B
Pickering, ON  L1W 3R2
Bus: (905) 831-1757
Fax: (905) 831-1083
ontcurl@idirect.com

ONTARIO LADIES’ CURLING 
ASSOCIATION (O.L.C.A.)
Web site: www.ontcurl.com
Patricia Graham-Roberts, President
kennrobe@hotmail.com
Carol Droeske, General
Manager/Treasurer
5 Scarfe Gardens
Brantford, ON  N3T 6B2
Bus: (519) 758-9490
Fax: (519) 759-1033
olca99@hotmail.com
Pat O. Reid, Ontario Technical 
Co-ordinator
dreid@fireco.com
Gail Todd, Ontario Junior Rep
toddb@reach.net
Pentti Tyynela, N. Ontario Men’s 
Junior Rep
(705) 254-5239
Mary Coulterman, N. Ontario Women’s
Junior Rep
marcoult@hotmail.com

QUÉBEC

QUÉBEC CURLING ASSOCIATION
(Q.C.A.)
Claude L. Fortin, President
Bus: (418) 739-4894
Claude Bergeron, Secretary 
(418) 831-2680

CANADIAN BRANCH OF THE ROYAL
CALEDONIAN CURLING CLUB
(CAN.BR.RCCC)
Jack Crombie, President
crombie@CAM.ORG
Gaston Letendre, Secretary
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Suppliers of
Quality Curling Rink Supplies.

Products and equipment designed by some
of the top Ice Technicians in the World.

Curling Rock Sales and Service.
Inserts Resurfacing Striking Band Repair

Co-ordinator
saskcurling@sk.sympatico.ca

MANITOBA

MANITOBA CURLING ASSOCIATION
(M.C.A.)
www.curlmanitoba.org
Gary Smith, President
(204) 878-2078
Ian Staniloff, Executive Director, M.C.A.
& M.L.C.A.
Marketing Co-ordinator
#208 - 200 Main Street
Winnipeg, MB  R3C 4M2
Bus: (204) 925-5723
Fax: (204) 925-5720
curlmb@ilos.net
Bob Gould, Manitoba Men’s Junior Rep
(204) 832-0651

MANITOBA LADIES’ CURLING ASSO-
CIATION (M.L.C.A.)
www.curlmanitoba.org
Edie Caron, President
Res.: (204) 895-1070
Denise Hoekstra, Manitoba Ladies’
Junior Rep
Bus: (204) 735-2484
Susan Copeland, Manitoba Technical
Co-ordinator
curlmb@ilos.net

ONTARIO

NORTHWESTERN ONTARIO CURLING
ASSOCIATION (N.W.O.C.A.)

Ken Slater, President
(807) 767-6890
Peter McCallum, Secretary
Res.: (807) 622-8254

NORTHERN ONTARIO CURLING 
ASSOCIATION (N.O.C.A.)
Trevor Tilson, President
(705) 869-2020 (x.462)
Dr. Clyde Opaleychuk,
Secretary/Treasurer
(705) 673-4191
noca.cro@sympatico.ca

TEMISKAMING & NORTHERN
ONTARIO CURLING ASSOCIATION
(T.& N.O.C.A.)
www.temiskaming.tripod.com
Rory MacDiarmid, President
rorbon@nt.net
Joe Gubbels, Secretary/Treasurer
P.O. Box 381
Schumacher, ON  P0N 1G0
Res.: (705) 264-7437
Fax: (705) 268-1928
E-mail: curltno@ntl.sympatico.ca

Who to Contact

34612 – 6th Avenue, Abbotsford, B.C. V2S 8C3 • Office: 604 859-9254 Ice Consulting

Club: 604 859-9244 • Club Fax: 604 854-5280 • Office Fax: 604 854-5187 Rock Matching



(450) 466-1654
gaston.letendre@sympatico.ca

NORTHWEST QUÉBEC CURLING
ASSOCIATION (N.W.Q.C.A.)
Jean-Remi Asselin, President
(819) 732-5884
Claude Noel, Secretary/Treasurer
Res.: (819) 732-2089

QUÉBEC LADIES’ CURLING 
ASSOCIATION (Q.L.C.A.)
Louise Coulombe, President
(514) 948-7591
louise.coulombe@videotron.ca
Elaine de Ryk, Secretary
ederyk@total.net
Benoit Cyr, Québec Technical 
Co-ordinator
c/o Curling Québec
4545 Pierre de Coubertin
C.P. 1000, Succ. M
Montréal, PQ  H1V 3R2
Toll free: 1-888-292-2875
Bus: (514) 252-3088
Fax: (514) 254-1069
benoit@curling-quebec.qc.ca
Marco Berthelot, Québec Marketing 
Co-ordinator
info@curling-quebec.qc.ca
Jim Mastine, Quebec Junior Rep
Bus: (819) 845-8272
Cynthia Nichol, Quebec Ladies’ 
Junior Rep
(819) 563-7535

NEW BRUNSWICK

NEW BRUNSWICK CURLING 
ASSOCIATION (N.B.C.A.)
Susan McCarville, President
mccsu@nb.sympatico.ca
Lynn MacKenzie, Secretary/Executive
Director
P.O. Box 812
Moncton, NB  E1C 8N6
Bus: (506) 854-9143
Fax: (506) 388-5708
nbca@nb.sympatico.ca
Beth Sullivan, Junior Rep
hjgoodvc@nbnet.nb.ca
Marion Taylor, Technical Co-ordinator
(506) 386-3359
Daryell Nowlan, Marketing 
Co-ordinator
dnowlan@acoa.ca

NOVA SCOTIA

NOVA SCOTIA CURLING 
ASSOCIATION (N.S.C.A.)
Meg Wallace, President
nova.interiors@ns.sympatico.ca
Simone MacKenzie, Executive Director
5516 Spring Garden Rd.
P.O. Box 3010 S., Halifax, NS  B3J 3G6
Bus: (902) 425-5450 (x.345)
Fax: (902) 425-5606
E-mail: nscurl@sportns.ns.ca
Barry Shearer, Technical Co-ordinator
(902) 429-4242 (x.116)
Neil Powers, Junior Rep
(902) 527-5211

PRINCE EDWARD ISLAND

PRINCE EDWARD ISLAND CURLING
ASSOCIATION (P.E.I.C.A.)
Sharon Walker, President
Marketing Co-ordinator
Bus: (902) 888-8490
walkers2@elmstreet.edu.pe.ca
Jim Trainor, Secretary/Treasurer

5 Callbeck Crescent
Charlottetown, PEI  C1A 9B4
Res.: (902) 628-1949
Barbara Currie, Technical Co-ordinator
currieb@queenelizabeth.edu.ca
Brenda MacMillan, Junior Rep
(902) 368-0048

NEWFOUNDLAND

NEWFOUNDLAND & LABRADOR
CURLING ASSOCIATION (N.& L.C.A.)
Donna Duffett, President, N.& L.C.A.
709-895-2345
pduffett@roadrunner.nf.net
Eugene Trickett, Secretary
Marketing Co-ordinator
(709) 722-1156
Jean Blackie, Technical Co-ordinator
Junior Rep
patblackie@nf.sympatico.ca

AFFILIATE MEMBERS

CANADIAN DEAF CURLING 
ASSOCIATION (C.D.C.A.)
Bradford Bentley, President
bbentley@widhh.com
Allard Thomas, Chief Technical Director
Fax: (306) 790-5320
allardt@hotmail.com

CURL BC
www2.portal.ca/~curlbc/
Paul Mantell, President
mantell@camosun.bc.ca
Linda Moore, Executive Director
#320 - 1367 West Broadway
Vancouver, BC  V6H 4A9
Bus: (604) 737-3040
Fax: (604) 737-1476
curlbc@portal.ca
or lindamoore@idmail.com

CURL ONTARIO
www.ontcurl.com
Curl Ontario Office
1400 Bayly St., Office Mall 2, #2B
Pickering, ON  L1W 3R2
Bus: (905) 831-3699
Fax: (905) 831-1083
E-mail: ontcurl@idirect.com
Don MacLeod, President
(807) 577-2161
John McCrae, Chief Administrative
Officer
Cec Wintonyk, Business Co-ordinator

CURLING QUEBEC
Curling Québec Office, 4545, Pierre de
Coubertin
C.P. 1000, Succ. M
Montreal, PQ  H1V 3R2
Bus: (514) 252-3088
Fax: (514) 254-1069
info@curling-quebec.qc.ca
Gaston Letendre, President
<gaston@curling-quebec.qc.ca>
Benoit Cyr, Technical Co-ordinator
<benoit@curling-quebec.qc.ca>

OTTAWA VALLEY CURLING 
ASSOCIATION (O.V.C.A.)
www.ovca.com
Al Haggerty, President
(613) 824-4664
Revia Fisher-Titus, Secretary
1709 Belval Court
Gloucester, ON  K1C 6K2
Bus: (613) 841-3335
Fax: (613) 841-2905
manager@ovca.com
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CANADIAN
CURLING

ASSOCIATION

The Canadian Curling
Association’s Mission

Statement

“The Canadian Curling Association
aims to attract, retain and advance
participants to grow our sport”

1600 James Naismith Drive, Suite 511
Gloucester, Ontario  K1B 5N4

Toll Free: 1-800-550-2875
Ph: (613) 748-5628 / Fax: (613) 748-5713

E-mail address: cca@curling.ca    CCA Web site: http://www.curling.ca

CANADIAN CURLING ASSOCIATION BOARD

Jack Boutilier, President
boutilier@inetex.com

Zivan Saper, Vice-President
zlsaper@cyberspc.mb.ca

Muriel Fage
muriela.fage@ns.sympatico.ca

Peg Spurrell
pspurrell@nf.sympatico.ca

Les Harrison
lharris@nbet.nb.ca

Don Lewis
Fax: 306-586-0342

Katherine Johnston
kwayjay@mor-net.on.ca

Nan Phillips
Fax: 250-756-0221

Maureen Miller
kmmiller@tamarack.nt.ca

Don Petlak
petlakd@cadvision.com

CANADIAN CURLING ASSOCIATION ADMINISTRATION

Dave Parkes
General Manager
dave@curling.ca

Patricia Ray
Director of Operations

pat@curling.ca

Gerry Peckham
Director of High Performance & Coaching

gerry@curling.ca

Danny Lamoureux
Director of Development

danny@curling.ca

Neil Houston
Director of Championship Services and Special Programs

neil@curling.ca

Karen Ryan
Executive Assistant
karen@curling.ca

Louise Delorme
Technical Assistant
louise@curling.ca

JoAnne Viau
Administrative/Financial Assistant

joanne@curling.ca

Rachel Delaney
Development Assistant

rachel@curling.ca

Carole Charlebois
Championship Services and Special Programs Assistant

carole@curling.ca

Warren Hansen
Director of Event Management & Media Relations

wrhansen@intergate.bc.ca



The most channels and flexible packages. Our
Public Viewing packages contain over 60 sports and 
news channels! Choose a package that best suits your 
customers viewing needs.

Regional feeds from both Canada and the U.S.
Regional feeds allow you and your members to access
more sports action. With this channel selection you 
can be sure you’ll get the most curling action possible!  
Your members are now able to watch sports events 
from several different time zones.

High Definition Television. Star Choice is the only
company in Canada broadcasting in High Definition.
HDTV brings sports events to life with crystal clear 
picture delivering 1080 lines of resolution. The future 
of TV is here today on Star Choice!

BOTH DMX and Galaxie music services. With over 
60 channels of continuous, commercial-free music 
channels featuring Dolby digital sound, Star Choice is
sure to satisfy any and all of your customer’s musical
tastes. Also, your SOCAN fees are pre-paid by Star Choice.

Hurry hard! to your mailbox for details on an 

exciting curling club promotion from Star Choice, 

or call 1 888 STAR 432 ext. 7347 for more info!

Sweep Your Curling Club
Members Off Their Feet
With Sports & News Coverage That’s Right On The Button!

Star Choice Delivers Better TV
Better TV = Better Business



THANK YOU
FOR THE

‘SEASON OF CHAMPIONS’
MERCI

POUR LA

‘SAISON DES CHAMPIONS’

u Canadian Patrimoine
Heritage canadien


