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Itʼs called Bikini Bootcamp, but 
the four-week summer fitness pro-
gram offered by Peak Physique 
isnʼt just for ladies looking to tone 
up and trim down for beach sea-
son.

According to owner and lead 
trainer Dominic Novak, the pro-
gram also works for golfers, tennis 
players and high school athletes 
— anyone willing to commit them-
selves to one hour a day, five days 
a week, for one month.

“Itʼs everyone,” he said. “Weʼve 
had some people that have dropped 
over 25 pounds. Weʼve had people 
that have had to fine tune what they 
were doing. Weʼve had people who 
were athletes in the past who have 
let themselves go.”

Peak Physique has been offering 
the program for two years, and Mr. 
Novak says itʼs seen membership 
jump from 30 to more than 70, 
with one month left to go. Campers 
have included men and women 
aged nine to 90.

“What I did was, I picked a 
month period of time, because I 
know people want to get in as good 
a shape as possible, and they want 
to do it as quickly as possible,” he 
said. “Iʼve taken all the informa-
tion Iʼve been able to accumulate 
through the years and put it in a 
one-month program.”

 Mr. Novak, whoʼs worked in the 
fitness industry for 22 years, said 
the programʼs greatest strength is 
that itʼs tailored to meet each cli-
entʼs individual needs. 

“Our big question on a boot 
camp memberʼs first visit is, ʻHow 
are you going to measure suc-
cess?ʼ” Mr. Novak said.

For some people, he said, itʼs 
all about dropping clothes sizes 
and shedding pounds, while others 
simply want to feel healthier and 
stronger — perhaps hit longer tee 
shots or enjoy an afternoon of ten-
nis without feeling aches and pains 
afterwards. 

Either way, he insists, everyone 
who has come through the program 
has left satisfied.

“We have a 100% success rate,” 
he said. “A person comes in, theyʼre 
guaranteed to see changes. Theyʼre 
going to see a change they want to 
see. Weʼre very proud of that.”

To help clients get results, Bikini 
Bootcamp employs a mixture of 
modern and time-honored tech-

niques, allowing people to try 
everything from Pilates to free 
weights, resistance bands to rock 
walls, depending on what theyʼre 
after.

“Weʼve always believed doing 
the same thing every day is bor-
ing,” he said. “It dulls the senses.”

Since Peak Physique is personal-

training center, not a traditional 
gym, clients get one-on-one atten-
tion from staff without having 
to wait in line for machines. Mr. 
Novak says this is among the rea-
sons most people, upon finishing 
boot camp, decide to join the cen-
ter as full-time members.

“We are so focused on each 
person when weʼre training,” Mr. 
Novak said. “They know theyʼre 
going to work, but we make it as 
interactive and motivating and fun 
as possible. Thatʼs why they see 
the results they do.”

Another reason for the centerʼs 
high retention rate, he said, is 
that staff members never pressure 
people into doing things theyʼre 
not ready for, following a “crawl, 
walk, jog, run” philosophy. This 
way of thinking goes not only 
for daily workouts, but also for 
recommendations made by Peak 
Physiqueʼs in-house dietitian, who 
meets with clients for one hour 
each week.

“We can show a person that 
it doesnʼt have to be a drastic 
change,” he said. “Subtle changes 
that we can implement — subtle 
dietary changes, the habit of com-
ing in every day for a four-week 
period of time, getting your body 
accustomed to exercise — those go 
a long way toward initiating life-
long habits a person can take from 
our program.”

Mr. Novak said he and his 12-
person team of trainers are con-
stantly on the lookout for ways to 
improve the program, and that he 
hopes Bikini Bootcamp will grow 
and evolve over time.

“We analyze the program con-
stantly based on the experiences 
our clients are telling us and the 
new people that are coming in, 
what their needs are,” he said. 
“Weʼre trying to make changes that 
will make the most sense for the 
program.”

After all, he said, itʼs Peak 
Physiqueʼs customers that have 
kept the center in business since 
1993.

“Theyʼre smart people,” he said. 
“Itʼs such an honor for us to be able 
to provide them with a fitness hour. 
Theyʼre taking time out of their 
busy day to come see us. We donʼt 
take that lightly. We appreciate 
that, and we honor it and respect 
it.”

■ kpartridge@acorn-online.com
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The Greenwich Chamber of 

Commerce has three new mem-
bers.
• Catalano, J. & Sons Inc. of 

Greenwich, a boat dealer in 
sales and service

• Girls Incorporated of 
Greenwich, a non-profit orga-
nization 

• Little Friends, LLC of 
Greenwich, a childcare ser-
vice. 
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The Greenwich Thrive 

Business Networking 
International (BNI) Chapter will 
host an open house cocktail party 
on Thursday, July 27, from 5:30-
7:30 p.m. at Fioʼs Restaurant 
& Bar, 299 Long Ridge Road, 
Stamford. Tickets are $30 at the 
door. Beer, wine, soda and hot 
and cold hors dʼoeuvres will be 
served. The event is open to the 
public and guest are welcome.

BNI is a worldwide business 

and professional networking 
organization that offers members 
the opportunity to grow their 
business by sharing ideas, con-
tacts and referrals.

The BNI Greenwich Thrive 
Chapter meets weekly at 7:30 on 
Wednesday mornings at Christ 
Church, 254 East Putnam Ave.

For more information call 
Stephen Kurczewski at 554-8750 
or e-mail SKurczewski@EliteHe
althServices.com.
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VMW Public Relations, LLC, 

a provider of strategic and effec-
tive media outreach services for 
growing enterprises, recently 
announced it has entered into 
agreements with three technology 
firms: Metafile Inc., of Rochester, 
Minn., Translations.com of New 
York City and TicketNetwork.
com of Vernon. 

They have each selected VMW 
Public Relations to promote and 
facilitate corporate coverage in 

the trade, broadcast, national and 
business/ financial press.

“Growing companies are 
increasingly making public rela-
tions programs a central part of 
their overall business marketing 
plans,” said Viveca Woods, prin-
cipal, VMW Public Relations. 
“The momentum of these new 
customers coming on board dem-
onstrates the strong value propo-
sition public relations provides 
for wide-ranging exposure in 
the marketplace, among industry 
peers and potential customers.”

VMW Public Relations pro-

vides strategic media outreach 
to dynamic, high-growth orga-
nizations that seek to maximize 
corporate exposure in the press. 
Its services include obtaining 
press coverage, securing speak-
ing opportunities at conferences, 
the pursuit of industry awards 
and industry analyst coverage. 
VMW PR is headquartered in 
Greenwich and it is a member of 
the Public Relations Society of 
America. For more information 
on VMW Public Relations, visit 
www.vmwpr.com.

The latest J.D. Powers survey of new car 
quality came out during June. Powers pro-
vides the most recognized independent mea-

surement of new 
car quality.

In our recent 
“Panic in Detroit” 
series on auto 
makers, we had 
commented on con-
sumer perceptions 
that Toyota and 
Honda are making 
better cars than 
those of General 
Motors, Ford and 
DaimlerChrysler. 
The survey results 
support these per-
ceptions, with a 
few surprises.

Powers for the 
first time this year divided results into two 
categories: Design quality and measured 
defects. This article will focus on problems 
per vehicle, as this information is most com-
parable to the prior data.

The No. 1 ranked auto maker was Porsche, 
which is impressive, considering that high 
performance cars such as it produces test the 
limits of engineering and technology. Lexus 
came in No. 2, Toyota No. 4 and Honda No. 
6. Some surprises: Hyundai, long a butt of 
jokes about its quality, has focused intently 
in recent years on reliability and moved up to 
No. 3. Similarly, Jaguar, once a repair shop 
regular, and now owned by Ford, moved 
up to No. 5. Others in the top half of qual-
ity results: Cadillac, Infiniti, GMC, Acura, 
Chrysler, Nissan and Chevrolet. As you can 
see, some of GMʼs divisions are perform-
ing pretty well; at Cadillac, you can hate 
their garish styling, but quality has definitely 
improved.

Those in the lower half of quality were, in 
decreasing order of reported quality: Ford, 
Mercury, Saturn, Audi, Dodge, Pontiac, 
Volvo, Buick, Mitsubishi, Kia, Mercedes 
Benz, Scion, BMW, Subaru, Mazda, Mini, 
Jeep, Saab, Suzuki, Hummer, Volkswagen, 
Isuzu and Land Rover. Fordʼs slogan is 
“Quality is Job 1,” which may be more true 
of its efforts than of its results. Compared to 
91 reported problems per 100 vehicles for 
Porsche, Land Rover owners reported 204. 
Iʼm hoping those hardy Land Rover drivers 
bring along some tools on their safaris, or at 
least an AAA card.

A reputation for quality has a long tail. 
Mercedes, Volkswagen and BMW, for 
example, are coasting along on reputations 
for reliability that they no longer fully merit. 
General Motors, on the other hand, has made 
improvements in several divisions that are not 
yet much recognized. Industry-wide, overall 
quality is improving, which means our belea-
guered big three automakers compete against 
a rising standard. 
 

Andrew Szabo CFA is managing direc-
tor of Greenwich Financial Management 
Inc. and a registered investment advi-
sor. Questions, call 531-2877 or e-mail 
S z a b o @ G r e e n w i c h F i n a n c i a l . c o m . 
Previous columns may be found at www.
GreenwichFinancial.com.

���������������

�����������
�������������

GVA Williams of Connecticut 
announced recently that Fila Retail Inc. 
has signed a 10-year, 2,000-square-foot 
lease at 348 Greenwich Ave.

The Greenwich Avenue retail space, 
formerly occupied by Gia & Co., fea-
tures a 20-foot glass storefront and a 
storage basement. The elite sports brand 
will join Greenwich Avenueʼs presti-
gious list of retailers, including Theory, 
Brooks Brothers, Tiffany, Scoop, Banana 
Republic, Starbucks, Coach Leather and 
Richards.

The GVA Williams of Connecticut 
team of Cory Gubner, Scott Lifschultz 
and Deirdre Corcoran Foote represented 
the buildingʼs landlord, Alyssa Realty, 
LLC. Jedd Nero and Robert Gibson of 
CB Richard Ellis represented the tenant. 
The asking rent was $100 per square foot, 
triple net.

“We are quite pleased to secure one 
of the most internationally recognized 
brands in the world. Fila will be a wel-
comed addition to Greenwich Avenue,” 
said Mr. Lifschultz.

Greenwich Avenue, called the “East 
Coastʼs Rodeo Drive,” by many in the 
retail industry, is a destination for lux-
ury retailers looking to serve the upper 
income bracket of Fairfield and nearby 
Westchester County. With an average 

household income $148,474 in its three-
mile radius, property values along the 
avenue have increased exponentially in 
the last several years.

GVA Williams is the third-party bro-
kerage and management division of 
Williams Real Estate Co. Inc., which 
has been in business since 1926. The 
company is a leading provider of special-
ized realty services, including leasing, 
property management, investment advi-
sory services, development, construction 
management, mortgage brokerage, tenant 
representation and institutional manage-
ment. GVA Williams, a founding partner 
of GVA Worldwide Ltd., has offices in 
midtown and downtown Manhattan as 
well as in upstate New York, New Jersey, 
Connecticut and downtown and subur-
ban Chicago. For more information, visit 
www.gvawilliams.com.
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Ever wonder where to find the best sushi? How about the best spas, 

boutiques or museums? Moffly Publications, publishers of Greenwich, 
Westport and New Canaan-Darien magazines, recently polled its read-
ers and surveyed its own editors for a list of the “The Best of the Gold 
Coast Connecticut 2006.” Winners will be announced in the second 
annual August issue of all three magazines and featured at a public 
celebration at the Hyatt Regency Greenwich Thursday, Aug. 9, from 
5:30 to 9:30 p.m.

Platinum sponsors of the event are New Country Audi of Greenwich 
and Audiocom of Greenwich. Aftershock Personal Training and Kate 
and Leo of Greenwich are both silver sponsors.

Guests will be able to sample cuisine and wines and spirits from 
award-winning area restaurants and bars; take a dance lesson from a 
top dance instructor; browse a display of jewelry and furs; dance to the 
music of winning bands; and enjoy other products and services from the 
regionʼs top businesses. 

Tickets are available for $45 online at www.BestofGoldCoastCT.com, 
or $55 at the door. A portion of the proceeds will be donated to Kids in 
Crisis. The mission of Kids in Crisis is to protect infants and children of 
all ages from abuse, neglect and the effects of family crisis through free 
counseling services, emergency shelter and educational programs.
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