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eachbody—a Santa Monica, 
California–based multilevel-
marketing out� t that hawks 
exercise DVDs and weight-
loss shakes through more 

than 400,000 independent “coaches”—went 
public via a SPAC in June. The listing was 
a complicated a� air that involved merging 
Beachbody with a Connecticut exercise-
bike maker called Myx Fitness and a blank-
check company with ties to former NBA 
star Shaquille O’Neal and former TikTok 
CEO Kevin Mayer. But the alchemy worked: 
Even after shares drifted 16% lower in 
the wake of the deal, Beachbody CEO 
and chairman Carl Daikeler is now worth 
$1.5 billion thanks to his 44% stake. 

Daikeler, 57, who founded the company 
in 1998, credits Beachbody for his own 
six-pack abs: As a kid, he wasn’t much of 
a healthy eater (his favorite after-school 
snack was a stack of Oreos) or a � tness bu�  
(he got cut from his high school basketball 
team on the � rst day). “What I learned was 
that solving my own problem—that I don’t 

like to work out and I eat like a second-
grader—was a scalable opportunity,” he 
told Forbes in 2018. He was also a natural-
born salesman who talked the dean of 
admissions at Ithaca College into admitting 
him after he was rejected by every school 
to which he applied. That skill led him to 
a string of other gigs—producing televised 
football halftime shows, pumping out 
� tness infomercials—before he settled on 
workout videos in the 1990s, striking gold 
with the hit P90X series. 

The recent transacton is intended to 
help Beachbody push beyond videos and 
streaming and get it into better shape to 
compete against rivals like Peloton and iFIT 
(maker of the NordicTrack), both of whose 
CEOs—John Foley and Scott Watterson, 
respectively—also became billionaires in the 
last 12 months. It’s an uphill battle: Sales hit 
$864 million last year, compared to nearly 
$3 billion for Peloton and $1.5 billion for 
iFIT. Daikeler isn’t worried, tweeting in July 
when he launched Myx’s new � tness bike: 
“If you’re gonna do something, do it better.” 
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BIGGER BICEPS, 
FATTER WALLETS 

New Billionaire

SportsMoney

D I A M O N D  K I N G S 

A year a� er home runs clanged 
around empty grandstands 

during a season barely a third 
of the normal length, ballparks 
are � lled with fans—and stars’ 

wallets are � lled with cash. The 
10 highest-earning baseball 

players will make $357 million 
this season. That’s up 135% 

from a Covid-shortened 2020 
season, when salaries were 

prorated, and up 13% from the 
162-game 2019 season. 

1.  Francisco Lindor • $45.3 mil 
New York Mets (SS)
SALARY: $43.3 mil 
ENDORSEMENTS: $2 mil 

2.  Trevor Bauer • $39 mil 
Los Angeles Dodgers (P)
SALARY: $38 mil 
ENDORSEMENTS: $1 mil 

3.  Mike Trout • $38.5 mil 
Los Angeles Angels (CF) 
SALARY: $35.5 mil 
ENDORSEMENTS: $3 mil 

4.  Gerrit Cole • $36.5 mil 
New York Yankees (P)
SALARY: $36 mil 
ENDORSEMENTS: $500,000 

5.  Justin Verlander • $34.2 mil 
Houston Astros (P) 
SALARY: $33 mil 
ENDORSEMENTS: $1.2 mil 

6.  Stephen Strasburg • $34.1 mil 
Washington Nationals (P) 
SALARY: $33.6 mil 
ENDORSEMENTS: $500,000 

7.  Clayton Kershaw • $33 mil 
Los Angeles Dodgers (P) 
SALARY: $31 mil 
ENDORSEMENTS: $2 mil 

8.  David Price • $32.5 mil 
Los Angeles Dodgers (P) 
SALARY: $32 mil 
ENDORSEMENTS: $500,000 

8.  George Springer • $32.5 mil 
Toronto Blue Jays (CF) 
SALARY: $32 mil 
ENDORSEMENTS: $500,000 

10.  Bryce Harper • $31 mil 
Philadelphia Phillies (RF) 
SALARY: $26 mil 
ENDORSEMENTS: $5 mil 

1.  Francisco Lindor • $45.3 mil 

2.  Trevor Bauer • $39 mil 

3.  Mike Trout • $38.5 mil 

4.  Gerrit Cole • $36.5 mil 

5.  Justin Verlander • $34.2 mil 

6.  Stephen Strasburg • $34.1 mil 

7.  Clayton Kershaw • $33 mil 

8.  David Price • $32.5 mil 

8.  George Springer • $32.5 mil 

10.  Bryce Harper • $31 mil 
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Mike Khalesi hopes to boldly go where no 
architect has gone before.

Monaco’s Fi�h 
Dimension

ForbesForbesDesignDesign

Entrepreneur



experience through a dynamic form, 

well informed by functions to protect 

breathtaking corridors and continuity 

of flow inside and outside the project.” 

The proposal for the 397-room 

hotel’s redesign would o�er a 

wealth of luxuries and amenities, 

including reducing accommodation 

to 375 oversized guest rooms and 

suites with balconies providing 

exceptional views in every direction. 

It is all about the view for Khalesi 

who envisions a rooftop lounge 

deck with a 360-degree panorama 

in addition to the hotel’s three 

cocktail lounges. VIP cabanas, a 

sparkling pool and a spa by the 

world-leading brand La Prairie 

would seduce any guest debating 

where to stay in Monaco. There 

would also be 706 square meters 

of meeting spaces with a dedicated 

team for organizing events. 

With this project, Khalesi 

clearly looks toward the future of 

Monaco while ensuring the existing 

topography is well respected. “The 

design aims to have a much larger 

urban scale impact by developing a 

high-performance edge,” he states. “It 

should serve the community while 

continuing to engage beyond the 

scope of programs. Perhaps the new 

model can introduce a parametric 

urban development opportunity 

for future buildings in the area.”
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merican entrepreneur 
Mike Khalesi has his 

next-generation eye on 

an ambitious project in 

the Principality. “The 

size of Monaco is equivalent to some 

of our vineyards in California,” says 

Khalesi, who is hoping to transform 

Le Méridien Beach Plaza into an 

audacious, sculptural structure 

with curved shapes combined 

with hanging gardens to connect 

architecture and nature. “The limited 

land is one of the biggest challenges 

for reimagining the hotel and that 

is what makes this interesting.”

Still in a conceptual phase, Khalesi 

promises new possibilities, which will 

intertwine the exceptional site on 

avenue Princesse Grace with a bold, 

curved design. The essence lies in 

the spirit of the Mediterranean Sea 

and is influenced by Prince Albert’s 

protect the oceans initiatives.

“Our design DNA is always 

inspired by site conditions and 

values, and something we call fifth 

dimension—a response to how our 

design is being received and enhances 

well-being as a timeless creation,” 

explains the southern California-

based entrepreneur, who is at the 

helm of the architecture and real 

estate firm Beverly Hills One. “Good 

architecture is much more than form 

and functions; it should make you 

feel great and engage all your senses.”

It is important to make the 

e�ort to integrate and respect 

the site values instead of 

creating a massive geometry 

that would negatively impact 

the current landscape. One of 

the key strategies in achieving 

this, he points out, would consist 

of integrating multi-functional 

gardens and terraces to bring 

nature into the structure, which is 

made of two buildings of di�erent 

heights with curved shapes and a 

bridge (pictured) to connect them. 

“No matter where you build, two 

aspects will always be inescapable: 

the environmental and the social,” 

describes Khalesi. “Due to these 

aspects, we’ve created the wedge 

between two spots of the buildings, 

being an incision for pedestrians to 

walk among, toward the seashore. The 

objective is to create an immersive 
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Khalesi hopes to transform Le Méridien Beach Plaza into a sustainable hotel of the future.


