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Everyone wants to hire the 
best person for the job. I do, 

too.
Here’s a concept: hire an ath-

lete. 
I t  m a y  h e l p  y o u  a s  a n 

employer to make the right 
choice,  or  at  least  a  better 
choice. And it’s a reality check 
if you’re an individual striving 
for a career win.

Are you fit to be hired? 
Are you fit to succeed?
Are you as physically fit as 

you are mentally fit?
Is physical fitness tied to 

mental fitness?
Do you think of yourself as a 

winner?
And why am I asking all these 

questions?
I went around my office and 

asked each person if he or she 
ever played sports on a team or 
competitively. 

Many said yes. 
Many had played competitive 

team sports in college, and most 
spoke about it enthusiastically 
and with fond memories.

What I found most interest-
ing was that the people who had 
played sports were among my 
best employees. 

Not just based on their job 
experience. 

Equally based on their ath-
letic experience, their team 
experience, their competitive 
experience,  their  coaching 
experience and their winning 
experience.

If you’re an employer, you 
may want to look past job expe-
rience and read deeper into ath-
letic experience. 

It will give you greater insight 
as to the life skills of people, not 
just their job skills. 

If you were a competitive ath-
lete, you have qualities and a 
wealth of experience that most 
people don’t. 

You have the self-discipline 
and dedication to get in shape 
and stay in shape.

Your desire to win is high, 
and you’re willing to give it 
everything you’ve got to play 
and win the game. 

Think about that. 
Employers are always looking 

for “experience” when they hire. 
What kind of experience? 

Me? 
I look for smart, self-starting, 

happy people who know how 
to win. 

I’d rather have an eager ath-
lete I can train (or should I say, 
willing to learn), than a know-
it-all with 10 years of experience 
that already thinks he knows 
everything before he walks in 
the door.

An athlete knows he or she 

has to warm up before playing 
the game and is therefore more 
likely to be prepared for the job, 
the customer and the sale. 

Athletes love to compete. 
Athletes know there are skills 
that must be learned and mas-
tered in order to win. 

And athletes have the drive, 
determination and self disci-
pline to learn them and master 
them.

There are other great, but 
subtle, qualities that athletes 
have: 

 They have made friends with 
many of their teammates, but 
even the ones they have not 
made friends with, they still 
know how to get along with and 
play with as a team. 

 They have made victory a 
habit. They know what winning 
feels like, and how to repeat it.

 They have stamina, based on 
practice and desire.

 They have superior hand-eye 
co-ordination, and are more 
observant of their surround-
ings.

 They have the ability, interest 
and desire to learn “the game,” 
not just “the job.” 

 They play by the rules and 
have learned that there’s a pen-
alty or a price for not playing by 
the rules.

 They visit their old coach. 
There’s a pride in going back 
and telling your coach who and 
what you have become, often 
from the foundation that the 
coach helped create.

And they bring this set of 
skills that they have learned 
over their early years to the job. 
They bring winning and a win-
ning attitude to the workplace.

Want a complete list of what 
an athlete brings to your busi-
ness? Go to www.gitomer.com, 
register if you are a first time 
user, and enter the word “ath-
lete” in the GitBit box.  

Jeffrey Gitomer (salesman@
gitomer.com) is the author of 
The Little Red Book of Selling 
and The Little Red Book of Sales 
Answers. President of Charlotte-
based Buy Gitomer, he gives semi-
nars, runs annual sales meetings 
and conducts Internet training 
programs on selling and customer 
service at www.trainone.com.
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Want a winning employee? 
Hire an athlete

Athletes know there 

are skills that must be 

learned and mastered in 

order to win.

Like many strip malls in the 
Lower Mainland and across 

the province, Surrey’s West Wil-
low Shopping Centre has been 
performing poorly.

Unlike others, however, West 
Willow has been accused of rac-
ism by three former long-term 
tenants whose leases were not 
renewed by new mall owners.

Accusations of bias against 
Caucasian tenants being lev-
elled at the new Korean owners 
have generated a public backlash 
against the mall.

The mall showed no desire to 
negotiate new leases with the ten-
ants, even though it had plenty of 
vacant space. The tenants were 
not at risk of going out of busi-
ness. They simply, it appears, 
were no longer desired. 

This scenario plays out regu-
larly in malls. It’s easy to sym-
pathize with businesses that are 
not invited back, but there may 
be valid business reasons why 
they aren’t.

When a mall is under-per-
forming, a shakeup is needed. 
For example, owners may want 
to optimize traffic. A stable and 
viable insurance firm will not 
bring many daily trips to the 
mall; a convenience store might. 
Branding or “themeing” a mall 
can increase its overall value. An 
example might be a small plaza 
that becomes a one-stop shop 
with stores that cater to families 
with babies and small children. 
Factoring in more than just the 
ability to pay makes sense in 
determining a mall’s tenant 
mix.

The new West Willow owners 
have ownership connections to 
H-Mart, a large Korean-Ameri-
can grocery chain. H-Mart is 
the mall’s new anchor tenant. A 
Korean bank has been added and 
a Korean hairdresser is rumoured 
to be replacing the departing 
salon tenant. The original leasing 
rep has suggested that the owners 
are pursuing an Asian theme for 
the mall, although this has been 
denied. 

Yet is this so bad? 
There are a number of suc-

cessful Asian malls in Richmond. 
The combined attraction can be 
powerful when there are several 
stores that are differentiated from 
the mainstream but targeted to 
the needs of a distinct market 
segment. While many people may 
be uncomfortable with the idea 
of segregated shopping malls, it’s 
not in itself racist. 

Imagine an anglophone sent 
by his company to work in Seoul. 
Where would he live? Go to eat? 
To shop? He’d doubtless be 
drawn to an ex-pat community 
with some common language, 

news from home and creature 
comforts. We should not expect 
immigrants to Canada to be any 
different.

It  would make sense that 
someone from the target commu-
nity might be a more successful 
retailer than one from outside. 
However, Asian-Canadian shop-
pers are seeking good quality at 
a good price. A poorly run Asian 
offering will not be chosen over a 
good quality Caucasian store. We 
know that the Chinese-run stores 
in the GVRD underwhelm many 
Chinese immigrants. On the other 
hand, Caucasian staff and owners 
often don’t understand more than 
basic stereotypical aspects of the 
Asian market. 

There are certainly gaps in the 
market place. Filling those gaps 
is what good retail does.

The West Willow location, 
however, does not make good 
business sense to be so tightly 
focused on an Asian market. The 
area’s demographics don’t sup-
port it. For example, there are 
not very many Koreans in the 
region.

Which begs the question: how 
much trade area analysis has 
been done to strategically rein-
vent this mall? 

Perhaps none.
One constant of the various 

media reports about West Wil-
low has been a lack of informa-
tion about H-Mart.

It’s the recently rebranded 
store name of the 23-year-old 
HanAhReum Asian Mart Corp. 
The original HanAhReum began 
as a New York-based indepen-
dent Korean grocer that grew 
into a multi-ethnic 20-store chain 
across six U.S. states. It now has 
two stores in our market, with up 
to three more on the way.

Super H stores in the United 
States, at 60,000 square feet, 
are significantly larger than the 
Canadian H-Marts. 

Like their other emerging 
American ethnic superstores, 
Super H offers much more than 
Korean fare, including western, 
Indian and Latin American prod-
ucts. It’s driving many uncompet-
itive mom-and-pop Asian grocer-
ies out of business. But it’s also 
said to be taking business from 
Wal-Mart and Kroger. 

HanAhReum Asian Mart was 
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Segregated ethnic malls raise 
a chorus of business complications

A poorly run Asian 

offering will not be 

chosen over a good 

quality Caucasian store

rebranded as H-Mart to attract 
more Caucasian grocery shop-
pers.

Mainstream customers are 
finding new and interesting 
items; ethnic shoppers enjoy the 
one-stop shop for both traditional 
and mainstream products. T&T 
Supermarket has been doing this 
for some time, albeit without an 
extensive western offering. In 
seeking similar success in Van-
couver, perhaps a multi-ethnic 
offering is what H-Mart has in 
mind for Willow Shopping Cen-
tre. 

Interestingly, the H-Mart web-
site is predominantly written in 
Korean. Insight can be found 
in the translated mission state-
ment from CEO Il Yeon Kwon. 
It speaks of an affinity to immi-
grant families: “I feel a genuine 
responsibility to support Amer-
ica’s immigrant communities 
and enhance their lives. We are 
… committed to sharing our dis-
tinctive culture while preserving 
the best of our unique identity in 
America.” Perhaps there is cul-
tural substance to the alleged 
tenant preferences.

Yet perhaps the issue is not so 
much about being Korean, but 
about being American. While 
large diverse ethnic populations 
and economies of scale of super 
centres might enable H-Mart to 
compete with Wal-Mart in the 
U.S., scaled down stores in Van-
couver unable to draw from large 
distances might simply miss the 
mark. 

H-Mart’s principals might also 
be ignorant of the Canadian mul-
ticultural “take” on race and our 
aversion to any hints of intoler-
ance. Or perhaps we’re not as dif-
ferent from Americans as we think 
we are.

While denying the racism alle-
gations, the West Willow own-
ership group has not been clear 
about what its vision for the mall 
is. Even if it prefers Korean ten-
ants, it’s a serious miscalculation in 
community relations, where retail 
is in the everyday public eye.

At the very least there was a 
missed opportunity to tell a more 
inviting H-Mart story based on its 
U.S. success. 

H-Mart risks having the bag-
gage from the West Willow 
story taint its brand as the chain 
evolves in Vancouver and other 
parts of Canada. 

And as Wal-Mart knows, Van-
couver is not the place to ignore 
public opinion. 

David Gray (david@sixthline.
com) is a retail consultant special-
izing in strategic information and 
intelligence. His firm is Vancouver-
based Sixth Line Solutions.
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