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The Pulse of the Health, Racquet & Sports Club Business

Frank Napolitano Sells Highpoint
Athletic Club And Joins TSI

By Norm Cates, Jr.

Frank Napolitano, age
44, is a well-educated man. Through
a twist of fate, Napolitano ended up
in an industry totally unrelated to his
educational ﬂc&rﬂmd, but one in

which he has been able to use all
of his learned skills to succeed.
The Frank Napolitano story is in-
deed an interesting and very un-
usual, but terrific success story.
Napolitano was born and
grew up in Fair Lawn, New Jer-
sey. He graduated from the Uni-
versity of Pennsylvania in 1977.

He graduated with a triple major
in Corporate Finance, Account-
ing and Economics. After prac-
ticing public accounting for one
year, he decided he didn’t want
to do that anymore. He then de-
cided to go to law school and at-
tended Georgetown University
Law Center and the University

of Pennsylvania Law School. He
graduated in 1981.

DESTINY AWAITED
NAPOLITANO

Frank Napolitano
seems to have been destined to
be a major player in the health,

racquet and sportsclub industry.
How else could you explain the
following?

While practicing law in
Philadelphia, he met a client of his
law firm named Charlie Kirkwood.
Kirkwood was a resident of the
Pocono Mountain area. Charlie

(See Napolitano page 10)

Netpulse Rollin
- No Cost

Snn Francisco, CA
(January 18, 2000) - Netpulse, cre-
ator of the Internet Powered
Workout(tm) and recipient of Busi-
ness Week’s “Best Products of 1999"
“award, announced a major initiative
that will provide the Netpulse sys-
tem to qualified fitness centers at no
cost. Phase One of the new

programwill provide over 10,000

Netpulse systems to more than 1,000
clubs during the next year. In subse-

quent years, Netpulse could po-
tentially allocate thousands of
additional free systems. With
over 15,000 health, racquet and
sportsclub locations in North
America alone, many with over
50 cardiovascular exercise ma-
chines, the prospects for the cur-
rently popular Netpulse program
are huge.

Karin Newman, the Di-
rector of Marketing for Netpulse,
says, “Netpulse is thrilled that the

Club

economics of the Internet provide
us with the ability to provide
qualified fitness centers with our
Netpulse Z-Series, lifetime
Internet service, shipping and in-
stallation absolutely free of
charge. Our business is based on
usage where if a fitness center has
enough members who will work
out on Netpulse-equipped cardio
machines, then we can give them
the machines for free. Any type
of club, big or small, can qualify

Out Huge
Program

and many clubs (e.g. 24 Hour Fit-
ness, Sport and Health,
ClubCorp, Crunch, East Bank
Club, San Francisco Bay Club,
Fitness 101, Mecca Gym, the
Embarcadero YMCA, etc.) al-
ready have qualified.”

The qualification pro-
cess for the new Netpulse pro-
gram is up and running right now
and involves two simple steps:
Step One is a brief interview by
phone or the Netpulse Web site

and Step Two is an on-site club
visit to finalize the application pro-
cessing.

To apply, club owners or
managers may immediately call 1-
888-55-PULSE or visit www.free
netpulse.com.

Be sure to tell the
Netpulse representative that you
read about the new Netpulse pro-

gram in The Club [uside[ News,

inning(R) Trademark

"

Veuioe,CA. January 5,
2000- Mad Dogg Athletics, Inc.
(MDA), owner of the Spinning(R)
trademark, and Voight Fitness and

Dance Center, Inc., Henry Siegel,
S & V International, Inc. d/b/a
Voight by the Sea and Karen
Voight (collectively defendants)

ment litigation in the United
States District Court for the Dis-
trict of California. The lawsuit
was first filed by MDA on De-
cember 16, 1997.

The settlement resolves
litigation concerning MDA’s
claims of trademark infringe-
ment, unfair competition and
trademark dilution arising from

alid And Enforceable"

defendants’ use of certain trade-
marks owned by MDA relating to
the indoor cycling program,
Spinning(R) The settlement con-

(See Spinning(R) page 7)

have settled a trademark infringe-
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TSI Contract La
Deal in E-Zone

algary, Alberta,
Canada — Jan. 14, 2000 — E-
Zone Networks, Inc. has an-
nounced a contract to install its
Personal Entertainment System
in the 87 current and all future
Town Sports [nternational Clubs
(TSI). The TSI agreement is E-
Zone’s largest to date and indi-
cates acceptance and endorse-
ment for the company by a lead-

“ing commercial club group. Town
Sports International operates un-
der New York Sports Clubs,
Washington Sports Clubs, Boston
Sports Clubs and Philadelphia
Sports Clubs market names.

HIGH VOLUME
EXPOSURE

The installation pro-
ject will begin this month at

est Club
TSI's 27 CM New York’s

highly-competitive Manhattan
market and then move out to their
remaining locations. The project
will comprise 70-E-Zone Cardio
Towers per club and four Audio
Towers per club. This immediate
addition of approximately 7,000 E-
Zone Towers will give E-Zone
more user access lerminals than
any other interactive entertainment

(See TSI page 7)
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Why The YMCA Should Pay Taxes

By Norm Cates, Jr.

Rogcr Ralph'’s letter at
the bottom of this page expresses
thanks to me for supporting com-
mercial health clubs in their chal-
lenge of competing with YMCAs.
He also comments that “his focus
has been on trying to get the
YMCAs of the USA to return to
their original Mission.” The Mis-
sion that qualified the YMCAs for
tax exemptions from Federal, State
and local Property Taxes was, but
no longer is, to serve the youth of
America and the underprivileged.

You will see an ad on page
#25 of this issue which summarizes
the facts about this unfair advantage
that YMCAs enjoy over their com-

mercial counterparts, the taxpay-
ing clubs across the land. Did you
know that even though the
YMCASs of the USA wants you to
believe that they still serve the un-
derprivileged, less than 10% of
their membership receives finan-
cial assistance? Did you know that
many YMCAs have very strict no-
kids allowed policies? Did you
know that a tax-exempt $5 million
YMCA enjoys a $600,000 per year
financial advantage over a similar
commercial club?

Now is the time for all
15,125 - U.S. commercial health
clubs to rise up together and rebel
against this unfair no-tax advan-
tage that YMCAs have enjoyed for
over 100 years!

Why? Because the
YMCAs of the USA no longer

have the same mission. Their mis-
sion has become the same as many
commercial health, racquet and
sportsclubs and that is selling
membership and services to the
well healed members of our soci-
ety. A recent study showed that
the average YMCA member earns
a salary that is just slightly less
than the average member of a
commercial health club in the U.S.
($68,000 vs $74,000 annually).
While Roger Ralph has
placed his focus on attempting to
get the YMCA back on Mission,
we would argue that the likelihood
of that happening is slim. Why?
Because of money. The Execu-
tive Director of the YMCAs of the
USA earns a huge salary. Many
of the new-upscale-mega YMCAs
pay General Managers almost
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double what commercial clubs
operators pay. In some markets,
YMCAs even pay aerobic instruc-
tors far more than the average.
How can they do this and still stay
in business? The answer: They
don’t have to pay taxes and in
most cases have no debt service
because the YMCAs are built on
donated capital.

The only way to get the
YMCA to return to their original
Mission of serving the underprivi-
leged and youth is to convince the
various levels of governments
(Federal, State and Local) that
YMCAS should pay taxes be-
cause they no longer pursue the
Mission that gave them the no-tax
status in the first place. We should
all ask the simple question, “Since
the YMCA no longer pursues the
Mission that initially qualified
them for tax exemptions, why
should they continue to receive a
Govergment mandated tax-ex-
empt status?”

The Tennessee State
Board of Equalization determined
on May 28, 1999, that the de-facto
mission of thirteen facilities op-
erated by the YMCA of Middle
Tennessee was to compete di-
rectly with private, taxpaying
clubs. As a result, the Board rec-
ommended that all thirteen facili-
ties should lose their tax exemp-
tion and be placed on the tax roles.
That was a landmark decision that
should clearly show the YMCAs
that their time is up.

The resolution of this is-
sue is not going to come easy. Nor
will it come overnight. This will
be a marathon, not a sprint. If you
want to join the fight, here is what

you should do:

(1) Make copies of the full-
page ad shown on page #25.

(2) Distribute copies of the ad
to the following:

(a) Local YMCA Board
Members

(b) Local City Council
men and women

(c) State Legislators

(d) U.S. Congressmen
and women

(e) All of your members.

(3) Post the ad on high-traffic
bulletin boards throughout your
club.

(4) Begin to make personal
contacts with local YMCA Board
Members, City Councilmen and
women and U.S. Congressmen and
women. Practice delivering your
message clearly and briefly. The
message we must all deliver in uni-
son is summarized here:*

"The YMCAs of the USA no
longer perform the charitable Mis-
sion that originally qualified them
for tax exemptions. So, we ask :
“Why should YMCAs continue to
receive tax exempt status?’ The
answer is they should not. They
should now be required to pay
taxes because they are now com-
mercial health clubs. We are ask-
ing you as a YMCA Board Mem-
ber, City Councilman or woman,
State Legislator or U.S. Congress-
man or woman (pick-one}) to do the
right thing and take away the
YMCA's tax-exempt status. Tax
the YMCAs of the USA.”

Become relentless on this
issue and we will prevail in chang-
ing history and gelting the right
thing done!

Norm Cates’

Insider
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|me to prepare to
pack your bags and head West to San
Francisco ladies and gentlemen!
Yep, IHRSA’s 19th Annual Con-
vention and Trade Show will be
held in San Fran, March 22-25th,
GENERAL COLIN L. PO-
WELL, USA (Ret.), former Chair-
man of the Joint Chiefs of Staff, and
DAVID BREASHEARS, world-
class filmmaker and adventurer will
deliver the Keynote Addresses. [If
you have never attended an Interna-
tional Health, Racquet and
Sportsclub Convention and Trade
Show, | urge you to be there.
IHRSA’s Convention and Trade
Show is simply the biggest and best
industry trade show every year.
There will be many educational
seminars that will provide you and
your staff with a new perspective on
avariety of topics. The Trade Show
will have over 400 companies rep-
resented. Be sure to visit and buy
from our advertisers that will be at
IHRSA. For your convenience, we
have listed their Exhibit numbers on
the bottom of this page. Also, this
year, for the first time, the Conven-
tion will have a Corporate Fitness
component and Spa segment. If you
are not an IHRSA Member, | would
urge you to join. But, even if you
are not an IHRSA Member, you may
attend the Trade Show. For infor-
mation on [HRSA Membership and
Tradeshow attendance, call: (800)
228-4772.

*And, speaking of Conven-
tions and Trade Shows, Club In-
dustry and NEHRSA (New En-
gland Health, Racquet and
Sportsclub Association) have an-
nounced that they have teamed up
to host Club Industry East in Bos-
ton, June 21-24, 2000. For informa-
tion call NEHRSA at: (617) 951-
0055, Ext. 115.

*E-Zone Networks, Inc.
has announced that ROBERT
McKENZIE, Director and former
Executive Vice President, has been
named to the position of Chairman
and Chief Executive Officer.
McKenzie will replace DANNY
LOWE, E-Zone Co-founder, who
will take the role as Executive Chair-
man. McKenzie commented,”The
mass appeal of E-Zone’s education
and entertainment network has al-
lowed us to grow even faster than
we projected. As the company ex-
periences month after month growth,
a broader executive team is essen-

tial.” Also, LEE GUTHRIE has
been named Vice President of Club
Sales and BILL JOHNSTON
takes on the role of Vice President
of Member Sales. GREG DOXA-
KIS has also been appointed
Southwest Sales Manager for
Southern California and surround-
ing states. E-Zone’s new New
York-baed Sales Manager is TOM
BEAUMONT. E-Zone's Sales
Manager team now also includes:
LAURA ADDEN, North Central,
STEVE STRICKLAND, South-
east, BRETT SCHUCHAT,
Florida, KEVIN BRYANT, South
Central and LISA SCONYERS,
Northwest.

*Our condolences to the
family of JEANNE SAUBANNE,
the founder and owner of Jeanne’s
Body Tech in the Buckhead area
of Allanta. Jeanne was recently
killed in an auto accident. She was
a pioneer in the fitness industry,
opening her 23,000 square-foot fa-
cility 23 years ago. A cycling en-
thusiast, Jeanne had a huge local
following of devoted exercisers.
May she rest in peace.

*MITCH WALD, for-
merly with the Smith Club group
and recently with Sport and
Health, a Washington, D.C. based
chain of over 25 clubs, has left the
company. Mitch, an old friend and
attorney by education, has been an
industry leader for decades now
and has served IHRSA as a speaker,
Board Member, former President
and now serves on the Advisory
Board. Mitch is one of the most
talented people in the industry.

*GARY KLENCHE-
SKI's Fitcorp, Inc. has opened their
26th facility, a corporate fitness
center for Renaissance World-
wide. Fitcorp,Inc. now operates 10
clubs and 16 corporate centers.

OTES °

*Sinai WellBridge has
changed its name to LifeBridge
Health & Fitness, as of November
30, 2000. The change comes on the
heels of LifeBridge Health’s purchase
of the 50 percent stake in the club
formerly owned by Monsanto.

*My thanks to the Life Fit-
ness Corporation for the donation
they made in my name to the Ameri-
can Heart Association. Also, Life
Fitness has announced a major expan-
sion of their Consumer Division. The
expansion tripled the existing space
to 285,000 square-feet with 260,000
for manufacturing and distribution
services. Attending the Ribbon-Cut-
ting Ceremony were Ramsey, Min-
nesota MAYOR TOM GAMEC,
Life Fitness President, AUGIE
NIETO, JERRY DETTINGER,
Vice President and General Manager
for the Life Fitness Consumer Divi-
sion, community representatives and
Ramsey local employees.

*STEVE and SALLY
GOLDMAN, owners and managers
of the Award-winning Weymouth
Club in South Weymouth, MA., have
announced plans to open an upscale
health and fitness club in Canton. The
new facility will be known as the
Canton Club. The 22,000 square-
foot facility will be designed by re-
nowned artchitect, HERVEY
LaVOIE, principal of OHLSON
LAVOIE Corporation of Denver,
CO.

*Fitlinxx has been named

@ Let Us Hear About Your NEWS!

E Mail - clubinsidernews@mindspring.com

Japan’s leading organization dedi-
cated to supporting the country’s
club business through publishing
materials, sponsoring seminars and
coordinating networking efforts
among owners and managers.

*A New Hampshire
Gold’s Gym was fined $46,200 for
telling people that a neighboring
club, the Ultimate Gym and Fit-
ness Centers, was going out of
business. The verdict included
$4,200 for lost revenue; $22,000 for
damage to reputation and $20,000
for other damages. [ had an orga-
nization try that trick on me in the
mid-1980’s while I was negotiat-
ing the sale of one of my clubs to
them.

*Town Sports Inter-
national’s - New York Sports
Clubs has put together a terrific
Squash Tournament to be held at
New York City’s recently refur-
bished Grand Central Terminal.
A spectacular glass court with re-
served seating for 5,000 will enable
up to 150,000 spectators to enjoy
the DLJ Direct Tournament of
Champions, Saturday January
29th through Thursday, February
3rd, 2000. Competing for the
$75,000 in prize money will be 50
of the world’s greatest squash play-
ers. TSI will also be introducing
three new products in an exhibit in
the Main Waiting Room of the
nation’s most beloved train station.
The exhibit will be open to the pub-

by DeLoitte & Touche, Inc. as the, lic will include E-Zone Networks,

20th fastest growing technology com-
pany in the U.S.in their “Fast 50" list.

*The low-key, but hard-
charging, CASEY CONRAD,
Founder and President of Commu-
nications Consultants, has had her
book, “Selling Fitness” translated
and published in Japanese by the
Club Management Network,

IHRSA SAN FRANCISCO
TRADE SHOW EXHIBITS
Visit and buy from our
News Advertisers in San Francisco!
BOOTH #

Affiliated Acceptance Corporation #724
Body Pump- The STEP Company #701
Cardio Theater #2119
E-Zone Network #2227
Life Fitness #1301
Premium Performance Training #306
Sales Makers #2425

a complcte entertainment, educa-
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tional and training system attached to
cagdiovascular machines for mem-
bers; (check out article on page 3)
TORSON- the very high-tech virtual
athlete/private training tool and E2R-
TSI’s own vitamin and supplement
line.

*Advertising Age recently
published a report that the YMCAs
of the USA had chosen GSD & M of
Austin, Texas, to handle an estimated
$20 million YMCA ad campaign that
would include TV and print advertis-
ing. Within hours of that announce-
ment, the YMCA recanted the story
saying that it was not correct. How-
ever, here in Atlanta, the YMCAs are
running one of the slickest radio ads
I’ve ever heard over several big radio
stations. But, we should all keep in
mind the YMCA's original Mission of
serving youth and the underprivileged
(wink-wink-nudge-nudge)!

*TERRY DEZZUTTI,
CEO of the Merritt Athletic Clubs
in the Baltimore area, announced that
construction is almost complete on
Merritt’s 5th and 6th clubs in the area.

*NFL great MEL FARR,
plans to open 12 Powerhouse Gyms
in inner-city Detroit. Farr, a former
All-Pro running back, is the owner of
the nation’s largest African-American
owned business. Mel and his son’s,
MIKE and MEL, JR., who also
played in the NFL, will partner in the
deal with NORM and WILL
DABISH, Founders of Powerhouse
Gym Group.
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Positioning: The Art And Science Of
Becoming The Club You Need To Become

By Brian McBain

thn I first began

consulting to the club industry, al-
most a decade ago, | always asked
club owners and managers to de-
scribe their clubs to me. They fre-
quently told me who they weren't,
“We aren't like a Bally Club."” “We
are not a country club.” “We're not
a pure fitness storefront.” “We
aren’t like parks and recs facilities,”
they would say. Often they had dif-
ficulty articulating who they really
were.

Probing a little deeper, |
would ask them to describe the
types of members they had, since,
presumably, they couldn’t be all

things to all people. They would
say they attracted adults mainly
in their late 20s to 40s, profes-
sional, educated, who lived or
worked nearby and so forth. In
reality, they did not have a real
good answer and, in fact, they
would have agreed that they
would let anyone - of any back-
ground - join if they agreed to pay
the price and sign the club’s
membership contract on a given
day.

This is all quite under-
standable because 10 or 15 years
ago the industry was in Early
Adolescence, fueled by the fire
and imaginations of young, suc-
cessful entrepreneurs. Today ,
however, the industry is matur-
ing, club enterprises have grown
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FAX (212)987-4227

in size and sophistication, com-
petition is intensifying and wary
consumers are increasingly more
knowledgable about - and in
some cases, suspicious of - the
industry and what it has to offer.

Clubs today have to be
more aggressive and sophisti-
cated in deciding what kind of
club they will be, what people
they will go after and what they
can do and say to sell their clubs
to their chosen audiences. This is
positioning. Much talked about
and not well understood. It’s not
rocket science, but without it, you
risk firing off uncontrolled in all
directions like a package of fire-
crackers some kid lit and left on
the ground.

The 5P’s

As club owners and

managers you are all very famil-
iar with Marketing’s 4 Ps by now.
They are product, promotion,
price and place. You work with
them everyday whether or not
you have had the pleasure of a
Marketing 101 class. And in
today’s hotly competitive market-
place who has not heard of the
5th P: Positioning? Positioning
has attained the status of a buzz
word principally because it is so
important to successful market-
ing. Without positioning you are
in the clutches of the old bromide
that says ‘if you don’t know
where you are going , any road
will take you there’. In the club
industry, if you don’t know your
positioning you have no real
means of deciding who your ideal
member is, what to say about
your club, what equipment, pro-
grams and services you should
have.

But like all buzz words,
‘positioning” very often means
different things to different
people. There have been all kinds
of books and articles wriiten
about positioning over the last
decade and by the time you fin-
ish reading them, you come away
with some vague notion that po-
sitioning is being #1 in a category,
unique and that if you are lucky,
you will come up with a great
tagline like “the good hands
people.”

The goal of this article
is to clear up some of the mys-
tery and give you a head start on
developing solid positioning for

your club.

To begin, let's
look a a few questions:

1. Who was the
first person to fly solo
accross the Atlantic?
Charles Lindbergh, you
say. Yes , but who was
second? Okay, it was
Amelia Earhardt and she
was much more notable
because she was the first
woman to fly solo across
the Atlantic. Who was
next? I don’t know either
and that’s the point.

2. Who was the
first person to walk on the
moon? Neil Armstrong,
right? Who were the oth-
ers?

3. What com-

Brian McBain
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pany invented the computer?
Sperry Rand. But who was the first
to establish the computer in the
minds of consumers and business-
men alike? Obviously, it was IBM.

4. Who discovered
America? Christopher Columbus,
but it was Amerigo Vespucci who
established the new world as a sepa-
rate continent and wrote exten-
sively about his discoveries. We
named the continent after him and
Columbus died in jail.

What do these examples
have in common? The people orin-
stitutions were the first in their
fields and therefore, most people
remember them. In fact, most
people can’t think of the second or
third in the category. They occupy
a position in your mind. In cach
case, the person or institution is ul-
timately in a category all by itself,
a category of one. They are “one of

"

one.

Be One Of One

This is the holy grail of
positioning - to be one of one, to be
so unique that there is only you and
no other. Let’s first look at some
examples outside of the club indus-
try.

Kodak, for years, was the
first and only name in photography
and film. They owned the category
and they owned the world. The
Kodak house was among the most
revered and influential business in-
stitutions in the major countries
around the world. They were, most
emphatically, one of one. And
then...along came Fuji with its
blimps, its aggressive pricing and

promotion and it opened the door
to a host of private labels and
smaller brands. Today Kodak is
much beleaguered and is in the
much-chronicled throes of trying to
establish a new position.

Kleenex has fared little
better. In the beginning it estab-
lished its position so well that it
became a generic name for facial
tissue, a real one of one. Yet even
with this position locked up, others
began to encroach using price and
promotion. One of the points these
competitors made in their promo-
tion was that the product was fa-
cial tissue, not Kleenex. Today,
Kleenex is no longer one of one. In
fact, people now refer to facial tis-
sue as tissue, not Kleenex.

Xerox took its name from
the process of xerography and for
years, it too, was one of one. Like
Kleenex, Xerox also became a ge-
neric name for photocopying. Un-
fortunately, Xerox developed
trouble with one of the other Ps,
product. We don’t often talk about
xeroxing now. We usually say, “Get
me a photocopy of this please.”
Canon and others have long since
taken over huge chunks of the of-
fice duplicating industry leaving
Xerox to struggle - to this day - with
finding a position and, profitabil-
ity.

Hertz virtually invented
the rent-a-car field, but today it can
hardly be said to be one of one.
Avis, brilliantly, made a career of
being #2 and in so doing enlarged
the field from one to two and
opened the door to others. And
now? It's a field of many with some

(See Positioning page 9)
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continued from page 3
sists of a stipulated judgment and
permanent injunction against de-
fendants and a monetary compo-
nent paid to MDA, the financial
terms of which are confidential.
The judgment prohibits
the defendants from using all trade-
marks, trade names or service
marks containing the words
“Spin”, “Spinner” and “Spinning”
and permanently restrains the de-
fendants from adopting or using
MDA’s SPIN marks, including
Spinning, Spin, Johnny G’s Spin-

ning, Spinner, Johnny G. Spinner,
Spingym and Spincircuit The de-
fendants acknowledged and
agreed that the SPIN marks and
each of them, are valid and en-
forceable, are not generic, are not
descriptive and are owned by
MDA.

John Baudhuin, Presi-
dent of MDA, remarked, “We are
extremely pleased with the settle-
ment. As the creators, leaders and
innovators of indoor cycling and
the Spinning (R) Program, we
take tremendous pride in our prod-
ucts and training programs and
work tirelessly to improve our

JANUARY ISSUE

performance. The Spinning fam-
ily of trademarks help us differ-
entiate our products from those of
our competitors and protect con-
sumers from deceptive imitators
and practices.”

As the parent company
to Spinning(R), Spingear and
Spinning(R) Nutrition products,
MDA has created a well-rounded
enterprise in tbe fitness industry.
Created by Johnny G and intro-
duced in 1987, Spinning(R) is the
original indoor cycling program
that has become a global exercise
and wellness phenomenon. Hun-
dreds of thousands of people of

all fitness levels, in more than 75
countries and 5,000 facilities par-
ticipate in Spinning(R) classes
each day.

The Spinning(R) trade-
mark was first registered in 1992.
In addition, the following trade-
marks are also registered by
MDA: Spin(R), Spinner(R),
Johnny G. Spinner(R), Johnny
G’s Spinning(R), Spincircuit(R),
and Spingym(R). Mad Dogg Ath-
letics, Inc. owns the rights to the
trademark Spinning(R) for sport
instruction, health education,
health equipment rentals and
lifestyle items that include nutri-

tional supplements, videos, audio-
cassettes and CD’s, clothing and
exercise equipment. The
Spinner(R) trademark is owned by
Mad Dogg Athletics for exercise
equipment and licensed to
Schwinn(R) Cycling and Fitness
for use on the Johnny
G.Spinner(R) manufactured by
Schwinn(R).

MDA was represented in
the settlement by Jill M. Pietrini
of Manatt, Phelps & Phillips, LLP,
Los Angeles. The defendants were
represented in the settlement by
Kenneth L. Wilton of Small
Larkin, LLP.

.. TST

continued from page 3

and education network in the
health and fitness industry.

ULTIMATE
DELIVERY SYSTEM

13
E-Zone provides us

the best entertainment and fitness
information delivery system in the
industry. The individual audiovi-
sual consoles put potentially un-
limited viewing and listening
choices in our member’s hands. |
especially like the new One-on-
One training programs which are
the perfect complement for my
own staff trainers’ personal work

with members,” said TSI Chief
Executive Officer, Mark Smith.

BENCHMARK
AGREEMENT

Ncgolia!ions with TSI
began last year and E-Zone
Cardio and Audio Towers were
subsequently installed at TSI's
Broadway club in Manhattan.
That installation was immediately
successful and the final TSI
agreement followed quickly
thereafter.

“We believe the Town
Sports International agreement
benchmarks E-Zone as a major
player in the interactive education
and entertainment services cat-
egory of the fitness business.

When a club group of TSI's cali-
ber takes the time to painstakingly
evaluate a high-technology net-
work, we feel tha this is a strong
endorsement of the value that our
network can bring to both a club
and its members,” said E-Zone
Chief Executive Officer, Robert
MecKenzie.

As of December, 1999,
E-Zone had more than 125 in-
stalled clubs with more than 4,000
cardio terminals and over 350,000
potential network users.

E-Zone Networks Inc. is
the leading interactive network of
choice for active lifestyle consum-
ers, providing compelling education
and entertainment products and ser-
vices that enlighten and engage its
customers around the world.

|

AKE
FUN!

T

“ It Has Come To The Point Where Buying Brand
New Fitness Equipment Is A Waste Of Money !"

Buying P I Fitness Equip

IsA

We Make The Buying Procers Simple, So You Can Spend

BUSINESS EXPENSE !
That's why YOU need solubions to help you cuf costs
wacrificing durabibty o name brand.  You know
lowenng the cost of doing busmess duectly mproves
profits
Worldwide Fitmess, Inc. bas a way for you to gnprove
profits by reduang your operatng costs.  Without your
members having any ides that you didn't buy bramd new
equipment and spend twice aa much moniey a8 you did !
Worldwide Fitmers offers fitness center products that
have already deprecaated in valie. ' We provide you s consis-
tent supply of Bank Reposversed Refurbished, Brand
New, and Factory Blemlshed gym fitness squipment

We Believed Buviners Owriers Wanted 1o Save Money On

Operating Costs To Free Up More Capital Te Grow,

If you by your cardio i from Worldwide Fid-
niess aivd save 330,000 And you add this new found capstal
o your advertising and rarketing budgee, you will see expo-
mential growth in cesh Bow and profits. This $30,000 savings
can bring m 200 extra members. I you get $350 for each
new member in the fiest year, that's $70,000 added to your
gross sales. That's extr income over and above what you'se
already dotng.

Could your butlness wie an extra 570,000 7

We Invest Over $256,000 Every Month
To Arnire You Save Money.

The whols operation 15 & huge undertalang.  With over 28
employees and a monthly payroll sround $50,000. More than
$30,000 = buslding leases, Ower $20,000 & month is spent on
replacemnent parts o pefurbish the equpment.  The cost i
bizy this deprecisted equapment is over $150,000. The posnt
i we have made e necessary bvestiments W0 insure 3
consistent and reliable product for you

We've put cuselves in & position that forses us to perfonm
for you o we don't make u profit. |'m not rying to impress
o but | want you o s2e our comimitment 'We must sstsfy
you 3o you will buy fom us on your next finess room
project and refer more customers 1o w. We can't serace our
Tusge overbiead withoul sepest business

Guaranieed To Look Like New, Work Like New, And
Make Everybody Think Yow Paid Full Price.

When our chent's come see our Natonal headquarniers in
Crrunge, Cabifornes, they're smazed.  They enter our pigantic
warchouse with over 1,000 machines on rucks 3 stoies hugh
It looks lk= 50 healih chubs went oot of business and we
bought ull thar mventory. When we tour them through our
stale-of-the-art remunufsctonng faclity, they sy they've
riever seen anything hie it When they see our finished
product they think if's brand new, and after we convince
them that of is not, they say they will never buy band new
fitness equipment agam.

".
v o

We warranty thic equipment, give you o Nabonal ssnace
techideinn network, and give vou 24 hour technical informna-
fon on our wward winnng website.  You see, the only
equupment we sell is the top brands: LifeFimers, Cybex,
Stairmaster, Trotter, Frecor, Star Track, Paramaunt, Tec-
trix, Chinfon end others. These manufscturess have built o
nabonal senvice nefwork that we have sccess to when our
customhers need service  IN's a8 masy for us 1o repar a
treadimill n New York as of s m Californis. We take care of
your

We Have Over 1,300 Customers That You Can Speak
With To Give You Buying Confidence
In todey's busness clunate you have to protect yoursedl
fromn miss-mformation.  You can't take sdvertsing state-
ments as fact.  We undenitand this, and make accessible 1o

FOu our past customers s you cay maks your own padge-
ments, we don’t want you 1o make & mistake.  'We wani o
make sure this s the rpht buy for your busines

"Werldwide Fitmess Saved Me Over 5150,000 And My
Maintenance Staff Still Thinks The Equipment War Brand
mew, [ Don't foel | Sacrificed Anything. [ Will Do All My
Future Purchases With Worldwide.®

(Ml Boocien i the CEQ of 5 YMCA's )

=1 Bought My Equipment Fram Worldwide Fer my séc-
ond Club. [ Saved Over 525,000 And Used Thete Savings
To Increare My Advertising Budpet.  This Extra Adversis-
ing Money Allowed me To Hit My One Year Saies Gools In
My First %9 Days.”  Stephen Pries, MS. Fitness Health
Clad

Mare Time Running Your Burinesy

Your time i vahmhble 5o we maks the process easy. 1 starts
with a phone call from you, o one of our custorner nasistants
You are asked some questions to provide us with nesded
mformation.  Next, s complete packet of mformation s
expeessed out 1o you. This packet contains: A video tour of
ot facility, a customized video of the machines you need. A
proposal with all your options, prices and freight charges,
room layout if needed, samples of mbber fooring and other

samples.
'When you recesve your packet you'll get » follow up call
from your customer assistanl 1o answes sny guestions

When all your questions are answered and your proposal
looks better than any of your other options, you can pet the
deal started by fixing us & copy of your S0%deposit. Tech-
nology has provided a fime ssving payment solution cailed
*Checks-By-Fax'. Of course you can mail your deposit if'
you want This way yeur arder starts immediately.

¥ou Can't Afford To Paxs Thix Up Withous At Least
Gatting A FREE Packet And Proporal
The pressure to grow in today”s businzss cimate 15 high
Cirow or die is the nule of the future.  You have to look at ol
your options and do what grves you a competitive sdvantage.
Your custormers think the best fitness equipment is what you
provide them, They bl the equipanent your stafl trains them
on. A treadmill made 2 years ago is no differsit than the ons
mads yestenday. The only difference is how mmch money 1
eost YOU. How much of your operating capital liad 1o be
used to acquire the new equipment? Anybody can spend too
much money. The most successful and wealthy business
people are the most spend thrifty
Call T14-283-0355x23 Today. Send an enall to

Get A FREE Video Tour and Packet
So You Can See For Yourself.

wwisi@ni.net, andor go to our award winnlng
westie  WWW.Worldwidefitness.com

Sincerely
Steve Paterson
Worldwide Fitness, Inc

P.S. It's hard to grow a business and waste
money af the same time.
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How To Maximize January's Guest Traffic

By Casey Conrad

J anuary is a wonderful
time of year to be in the fitness busi-
ness. With New Year’s resolutions
more new prospects walk through
the club doors of most facilities than
any other time of the year. Asa re-
sult, membership sales are strong,
with most clubs doing 12% or more
of their total annual business in
January alone.

With all the positives there
is still one downside to January-lost
sales due to rushed presentations
and poor follow up. Yes, it’s true.
With the craziness of the number of
tours in the club, salespeople have
a tendency to abbreviate the quali-
fying and tie-down section of the
sales process. The result is that
many warm leads fall through the
cracks because there always seems
to be a newer, more interested pros-
pect walking in the door. What this
means is that clubs usually have a
good number of leads floating
around that, with a little more ef-
fort, could be converted into mem-
bers in February or March.

The first step in maximiz-
ing January’s influx of traffic is get-
ting your salespeople and their
guest records organized. There are
three primary sources of guest
records that should be gone through
by the sales staff; the central guest
register, the appointment book and
the telephone inquiry log.

The central guest register
is the club tool used to capture the
name, source and contact informa-
tion of anyone visiting the club and
is usually kept at the front desk to
maintain control. Ideally the club
should have some system to “dis-
position” the guest register at the
end of the night. Therefore, before
the sales team leaves they should
be placing a code on each guest
entry that indicates what happened.
For example, did the person enroll
(“E™), did they not enroll (“N/E”™),
did they re-schedule to come back
(“R/S” followed by date of appoint-
ment) or are they not interested at
all and don’t care to be contacted
(“N/I"). Having this very simple
but effective disposition system
makes tracking prospects much
easier, especially during heavy traf-
fic times of the year.

Whether the club has such
a disposition system or not, the
manager should sit down with the
entire team and go through each of
the registers to determine what the
current status is of each guest who
did not enroll. Team members
should come to the meeting pre-
pared with their lead management
system, their New Member or com-
mission logs and, if possible, have
taken some time prior to the meet-
ing to review the status of all guests
they worked with. Of course, the
longer your club has gone without
doing this exercise and the less pre-
pared the team is at the meeting, the
more amount of time it will take to

get through the records. Al-
though it will take some time,
clubs will be amazed to find the
number of guests who either have
never been followed up on by the
salesperson and/or the number of
guests on the register that no one
knows anything about. By cre-
ating accountability for each and
every guest register prospect the
club will undoubtedly uncover
more sales.

The next source of guest
records that needs to be organized
is the central appointment book
(or individual appointment books
if no central one is vsed). The
central appointment book is
where ALL salespeople put the
names, phone numbers and
sources of each guest scheduled
for an appointment. One reason
for going over the appointment
book after the guest registers is
that many of the scheduled ap-
pointments will have come into
the club and signed into the guest
register. There will be many
times, however, where a guest
“no-showed” and for some rea-
son has never been contacted
again. Therefore, when going
through the central appointment
book the manager should also
have the completely dispo-
sitioned guest registers in front of
them. A quick comparison of the
same days will identify those
guests that did show. For ap-
pointments that showed, either
highlight the name, cross it off or
place a large “S" (for showed)
next to their name. Doing this
will ensure that salespeople go-
ing through the records at a later
date won’t duplicate their calls
when working separately off of
the appointment book and guest
register. The result of this exer-
cise will be an identification of
many people that were interested
enough to book an appointment
but for some reason didn’t make
it into the club and were not fol-
lowed up on simply because of
the January rush. Each salesper-
son should create a log of these
prospects (with a copy going to
the manager for follow up pur-
poses) that they can work off of
in an organized, systematic fash-
ion.

The third source of
guest records that you will want
to organize is the Phone Inquiry
Log. This is the log (or Inquiry
Tear-off Sheets) that track every
incoming membership inquiry
phone call. (If your club is not
doing this, you need to be!) Of
course, the reason this is orga-
nized last is because these names
need to be cross referenced with
the appointment book to confirm
if they 1) booked an appointment
(although the log should note
this), and 2) if they showed for
their appointment. Once again,
although the process can be time
consuming, it always uncovers a
number of prospects that have not
been adequately followed up on.

Once all of the guest
source tracking sheets have been
organized, the next step is to have
each salesperson take their lists
and cross reference those names
with the club’s computer system
to make sure that an individual
hasn’t become a member with the
salesperson not knowing about it.
(At larger clubs and chains this
is more of an issue than at the
smaller ones.) There is nothing
more embarrassing than making
a missed guest call only to find
out the person is a member at the
club!

Once all names have
been checked and each salesper-
son has a complete and accurate
list of all prospects that did not
enroll, they need to begin the fol-
low-up process. There are two
different aspects to the follow up
process: phone calls and letters.
Obviously, since these leads are
recent, the best approach is to
contact people by phone. The call
format should follow the basic
“missed guest call” format out-
lined below.

Step 1: Introduction

Hi, is (Name of missed
guest) there?

Hi, (Name of missed
guest), this is (Your Name) from
the (Name of your club), how are
you today?

The reason for my call
today is that I'm following up on
your recent visit/call to the club
and | was wondering, had you be-
gan a regular exercise program
anywhere yet? (Almost everyone
is going to say “No.”)

Step 2: Qualify

Now, if | remember cor-
rectly, you were interested in (fill
in with the person’s fitness goals),
have you been able to achieve
those goals with any type of home
fitness program? (Of course, the
answer will almost always be ,
“No.”)

(If they visited the
club):

* Well, when we toured
the club you thought that (re-em-
phasize what areas of the club
they thought were most likely to
meet their needs) would help you
achieve your goals by (fill in with
what type of program will work
for them).

(If they never came in
for an appointment):

* Well, we have a vari-
ety of different programs here at
the club that are specifically de-
signed to help members (fill in
with what they want to accom-
plish).

Do you mind my ask-
ing, what has prevented you from
starting either a home program or
astructured program at a club like
ours?

Step 3: Re-create In-
terest

If there was a way that
we could help you (replay back
their fitness goals) and (make a
statement that deals with the rea-

son they haven’t been able
to start), would you be
willing to consider a pro-
gram at our club again?
(For example: If we could
help you lose that 20lbs.
and tone up and do it with
a program that would fit
your tight time schedule,
would you be willing to
consider a program at our
club again?

Great, because
we have (fill in with a
quick, concise statement
about one or two areas of
the club that will meet
their needs or something
new that is going on that
wasn’t talked about previ-
ously).

Step 4: Close
for the appointment

What hours will
you be using the club,
morning, afternoon or

Casey Conrad

evening?
I have openings this
or , which is
best for you? (Closing for day of
week.)

I have times available at

or , which is bet-
ter? (Closing for time of day.)

Okay, so | have you down
for at and I
only ask one favor. If for some rea-
son you are unable to make that
time, please give me a call because
I work by appointment only, okay?

I look forward to working
with you then. Have a great day!

Step 5; Establish course
of contact if they are not inter-
ested at this time.

I can appreciate that now
is not an ideal time for you given
(fill in with the reason they have
given for not being able to start).
May I ask, at some point in time in
the future if the time was right to
start a program, would you be con-
sidering our club as an option?

Wonderful, so would it be
okay if I kept in touch with you via
mailers regarding events and per-
haps a phone call to see how you
are doing?

Okay, I'll put you on our
mailing list and I'll plan on giving
you a call say in three months just
to check in, how does that sound?

By following this call for-
mat salespeople can weed out un-
interested prospects and, at the
same time, capture those individu-
als who are now ready to either
come in and get started or at least
find out more about the club. Of
course, there will be times when a
salesperson makes numerous at-
tempts to contact a prospect but has
no luck reaching them by phone.
When this happens salespeople of-
ten give up on the lead, thereby los-
ing the opportunity for another sale.
To really maximize follow-up ef-
forts, salespeople should be send-
ing out a letter to all prospects they
cannot reach by phone (assuming
they have the address). The letter
can be simple and to the point.

Below is a good example to follow.
Dear (Prospect Name),
Recently we spoke about

your beginning a regular exercise

program at (the name of your club).

I have made a few attempts to reach

you by phone but have had no luck.

I'm not sure if you have
gotten started on an exercise pro-
gram elsewhere but if you haven’t
we would love the opportunity to
show you how our club can help
you meet your fitness goals. En-
closed is a (length of pass) guest
pass that will allow you to try out
the club risk free and prove to your-
self that being a member of (name
of your club) is a worthy invest-
ment.

If you have any questions
or need any further information
before taking advantage of this
pass, please do not hesitate to give
me a call.

In good health,

Your Name

Of course, it goes without
saying that the guest pass you send
should have an expiration date of
no more than 30 days from the date
you are sending the letter. Although
the response rate to these letters is
a relatively low 10-20% (greater if
you follow up with another call af-
ter letter is received), it is an inex-
pensive way to potentially gain new
members. Even if the person
doesn’t use the pass, the gesture
sends a positive, professional mes-
sage that may lead them to call ata
future date or, at the least, tell oth-
ers about the club.

By systematically going
through all guest sources from the
busy January rush, clearly identi-
fying all potential prospects that
have not been followed up on and
then contacting them first by phone
then letter, your salespeople will be
able to maximize your New Year
guest traffic and make more sales.

(Casey Conrad is the
Founder and President of Commu-
nications Consultants. Casey May
be reached at: (800) 725-6147.
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seeking position on price (Budget,
Dollar) and others on service such
as Enterprise, who pick you up and
take you back.

No discussion of posi-
tioning would be complete with-
out mentioning Coca Cola. Coca
Cola started out as a one of one
and Coke became the generic
name for a cola - or even for a soft
drink. The company, however, is
one of the premier marketers in the
world and recognized the value of
abrand and of not letting the name
slip into generic usage. The com-
pany has a battery of lawyers dedi-
cated to protecting the name by
suing people who give out Pepsi
or some other brand when people
ask for a Coke. We have likely all
had the experience of a flight at-
tendant or waiter saying, when
asked for a Coke, “Will Pepsi be
allright?”

Key Positioning
Lessons Learned

Them are a number of
lessons to be learned from these
examples,

First, being one of one is
wonderful and hugely profitable.
But it won’t last.

Any uniqueness you
have will be copied and attacked
vigorously from all sides. Compe-
tition will only increase. Technol-
ogy and invention will continue to
bring new players to the field.

Consumers will con-
stantly change looking for new,
better, cheaper.

You have to constantly
tend your positioning. You have to
freshen it, make it strong, evolve
it so as not to lose the strength of
the past while capitalizing on its
future potential.

In a very real sense then,
positioning is, to paraphrase Jack
Trout and Al Reis, a battle for the
consumer’s mind. Before we go
much further, it is important that
we have some definitions in mind.

Your “position” is how
you need to be perceived to
achieve your growth and profit
goals.

“Positioning,” is what
you need to do to gain a defined
position in the consumer’s mind.

Methods Of
Positioning

There are several ways
you can establish a position. That

binations of these.

Pricing is the easiest to
grab onto in the heat of battle. But
it insidiously sucks you in so that
once tried you are almost always
committed to some kind of price
warfare. There is little mystery to
price and one thing is for sure. If
you win by price, you will assur-
edly lose by price.

On the high end there
are Rolex watches, Rolls Royce
cars and Mont Blanc pens, among
others. On the low end are prod-
ucts like Busch Beer, Virgin Air-
lines and Hyundai cars. A con-
stant flow of deals, specials and
new price reductions is another
way of playing the price game.
But in the club industry we have
seen that one of the dangers of this
approach is that members grow
unhappy because they feel they
didn’t get as good a deal when
they joined. And when price
ceases to be a differentiator - as it
inevitably will - you will be swal-
lowed up in that amorphous
middle. You'll be a “middler,” not
meaningful to anyone.

Another way to define
yourselves is in terms of the
people you want to serve, your
target audience. You can do this
by gender. For example Marlboro
cigarettes and Chevy Trucks
make no bones about being for
men. For women there are L'eggs
Hosiery, feminine hygene prod-
ucts and make up. You define
yourself by aiming at an age
group. Geritol and Centrum Vita-
mins target older people. Gap
Kids, video games and Game
Boys target younger people. And
then there is Pepsi “for those who
think young.” In a somewhat
more sophisticated way, Hallmark
Cards were for those who “care
enough to send the very best.”
Platinum credit cards are for high
net worth individuals. The new
American Express “Blue” card is
specifically for people making
purchases via the Internet and
John Deere tractors are for farm-
ers, ranchers and those living in
rural settings.

Some marketers choose to po-
sition their products or services in
terms of the benefits their

*Women’s-only

*Lowest price in town

*For the young and the beautiful

*Get fit quick

*Racquet-sport oriented

*A place for corporate members
and business people

It is important to realize
that along with establishing a defi-
nite position, you cannot be all
things to all people. You will have
to sacrifice some positions in or-
der to establish another. For ex-
ample, if you create a high-end spa
with 14 treatment rooms, beautiful
finishes and pampering services,
you cannot serve, appeal to or mar-
ket to families, price-oriented
people, pay-per-use people or
racquet sport enthusiasts. Even so,
your facility can be wildly success-
ful if you do your marketplace
analysis homework and stick to
your position-driven marketing
strategy.

Does you club fit clearly
into one of these categories? One
not mentioned? Are there any cur-
rent competitors who share your
category? Are you vulnerable to
another competitor coming into the
market and taking business away
from you? How do you determine
an appropriate position for your
club - how you need to be per-
ceived? And how do you go about
positioning your club - creating the
needed perceptions?

Earlier we talked about

the 4 Ps (price, product, promo-
tion, place) determine positioning
or is it better to let positioning de-
termine the other 4 Ps? (A rhetori-
cal question, we hope.)

Key Questions

In the process of deter-
mining a position, the first thing
that needs to be done is to answer
the sometimes vexing question,
Who are we? To get at this prop-
crly we also have to ask all the fol-
lowing questions: What do our cur-
rent members think we are? What
do our former members think of
us? What do our prospects think
we are? What do we think of us?

Also in this part of the ex-
ercise we will need to look at com-
petition and ask the following
questions:

Who are they?

How are they different
from us?

How are they similar?

We will need to look at
what our physical plant says about
us and what our communications
say about us - advertising, bro-
chures, name, signage, community
relations. We'll have to look at
how the staff behaves and we’ll
need to look at how our websites

do we want to become? In deter-
mining what we want to
become,we need p take a breath
and do a reality check. The great
American dream is that we can be
anything we want to be if we work
hard enough. But, it is well nigh
impossible to become a 7-foot cen-
ter for the Los Angeles Lakers if
you are only 5 feet, four inches tall
and 40 years old - even if you work
real hard. Do market demograph-
ics support your choice of posi-
tions? Do competitors have a
stranglehold on some part or all of
your desired position? What
uniquenesses do we have that can
be turned into meaningful differ-
entiations?
Major Challenges
With our position deter-
mined we now can address the
meat and potatoes of positioning
and marketing, How do we get
there? How do we create the per-
ceptions we need among the people
we need to reach? We will have to
come to grips with such challenges
as:
our name - our visual identity
our brochures, advertising -
everything we say about ourselves

(See Positioning page 24)
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was very incensed about a case that
had come up in his community in
which 5,000 pounds of marijuana
had been seized from a house. His
concern was that the marijuana was
suppressed as evidence because a
judge had ruled that it had been ob-
tained by unlawful search and sei-
zure. The local District Attorney was
not going to appeal the judge’s de-
cision, so somehow Kirkwood was
able to get himself appointed by the
Attorney General of Pennsylvania as
a Special Assistant District Attorney
to prosecute the appeal of that rul-
ing. Kirkwood, a lawyer turned
businessman, had not practiced law
in years so he went to his law firm
and sought a Pro-Bono lawyer to
prosecute the appeal of that ruling.
That young lawyer turned out to be
Frank Napolitano. Together they
prosecuted the case and they won!
Napolitano recalls, “After those
guys went off to jail, Charlie made
me a series of offers, one of which
ended up being the opportunity to
be his partner in a real estate deal
here at Highpoint developing the
land around the club. The club was
on 30 acres in the middle of 100
acres. So 1 did that. [ started out do-
ing real estate development. The
club had been buiit in 1975 and
Kirkwood had been able to obtain a
management agreement for and an
option to buy the club. He thought,

How hard can it be to run a club?’
We ended up in the club business
and the hotel business after that. The
bottom 'ine was that, of all the things
I had done, I liked the club business
the most. So when we split up he
took the hotels and | took the clubs.
We had acquired 5 other clubs that
were turn-around situations in lli-
nois, Ohio, Texas and Pennsylvania.
They were all clubs with the same

basic m.o., there was some real
estate attached to them. We knew
we could find the value in the real
estate regardless of whether the
club made sense. After awhile, the
clubs became the more interest-
ing side of what we were doing.”

The Evolution OfA
Square-Foot
Mega Club

The Highpoint Ath-
letic Club opened in 1975 as a
100,000 square-foot indoor ten-
nis facility with 8 courts, a cen-
tral area with banquet space and
a restaurant, four racquetball
courts, a squash court, locker
rooms and atiny little gym. Since
that time, the Highpoint Athletic

« Club has evolved into a 200,000

square-foot club featuring 8 in-
door tennis courts, 4 under roof
and 4 under a domed air-structure.
The facility also has 7 outdoor
tennis courts, full-size indoor and
outdoor basketball courts, 12 rac-
quetball courts, 30,000 square-
feet for kids programs, a 10,000
square-foot weight training area,
with 20,000 square-feet in total
for fitness, including a women’s
gym. The HAC also has an indoor
hockey and soccer arena. There
are about 50 full-time and 130
part-time employees working at
the facility in this suburban loca-
tion, about 25 miles outside of
Philadelphia. Napolitano com-
ments, “When I first saw the club
in 1984 it was this monstrosity in
the middle of a corn field. We had
70 acres around the club and so
we built a couple of buildings on
that land and sold the rest.”

The Highpoint Athletic
Club has nearly 4,000 member-
ships with over 7,000 total mem-
bers. 1999 revenues were over $5
million, but Napolitano would not

PAT’'S CRANKY IF SHE MISSES A CLASS.
(HER FAMILY MAKES SURE SHE DOESN'T.)

Make all the families in your community happy.
Add Jazzercise classes to your facility.

jarzertise

wWww.jazz

Call Jazzercise, tnc.(ﬂb) 434-2101
to Locate a District Manager inYourArea.

disclose figures beyond that.
STRONG IHRSA
LEADER AND
SUPPORTER

Frank Napolitano
joined THRSA in 1986. He
served on the Board of Directors
from 1993 to 1997 and as Presi-
dent of the Association during
1995-96. We asked Frank if he
could give his thoughts on why
club owners/operators should
become involved in IHRSA. He
commented, “1 really think it
depends upon where you are in
your development of your
knowledge of the industry and
how to be successful as a club
owner. If you are new fo the in-
dustry, the best reason is the
fabulous resources and training
that you get from all of IHRSA's
materials, tapes and books, as
well as the conventions. | think
as you move on and become
more confident in your ability to
operate the club in an intelligent
way and in marketing and pro-
moting the club, it becomes
much more the opportunity to
pick the brains of the brightest
people in the industry and net-
work new ideas and leading edge
concepts. For most people it
starts out being nuts and bolts
and nitty-griddy and wow ideas
and it moves on to be friendships
and confidants and people whose
judgment you trust when you are
about to make another big deci-
sion.” We asked Frank what he
thinks IHRSA's biggest chal-
lenge is and he responded, “I
don’t think that challenge has
changed dramatically for the past
several years, That challenge is
to become a spokesperson, not
only for the subset of clubs that
are IHRSA, but for the entire in-
dustry, both in promoting the in-
dustry and its benefits to people
of all ages and walks of life, and
also in protecting the industry
from unfair competition [from
those who have tax advantages].”
Commenting on the letter re-
sponse by YMCA Executive Di-
rector to [HRSA member, Roger
Ralph's letter, featured in last
month’s CLUB INSIDER News,
Napolitano said, “It is pretty un-
fortunate that at this point we
don’t have enough political
clout. As a result people donit
feel they need to take us seri-
ously. That anyone could write
a disrespectful response to such
a very thoughtful letter is a sad
reflection on our industry.”

A MEMBER
OF THE FAUST
ROUNDTABLE #2

D r. Gerry Faust’s

Roundtable #2 has a number of
industry leaders including Joe
Cirulli, Tony deLeede and
Geoffrey Dyer. Frank Napolitano
is a member of that group as well.
The Faust Management Corpo-

ration now sponsors four Execu-
tive Roundtables. Napolitano
comments on the Faust
Roundtable #2, “It changed the
way | looked at the industry, our
business and myself.i

NAPOLITANO
SELLS THE
HIGHPOINT
ATHLETIC CLUB
AND JOINS TSI

Frank Napolitano
credits the Technogym Corpora-
tion and Rick Caro for introduc-
ing Mark Smith, CEO of Town
Sports International, to him. They
met on a European trip arranged
by Caro and sponsored by
Technogym. The purpose was to
expose club industry leaders to the
then new-to-America,
Technogym Company, manufac-
turers of cardio and strength train-
ing equipment. Napolitano com-
ments, “I really tip my hat to
Technogym on that. I met Mark
on a tour of Technogym’s com-
plex that was arranged by Rick
Caro. We became pretty good
friends. That was about 5 years
ago. Mark and [ began, just be-
cause we were friends, to share
concepts. Mark had asked me
from time to time to take a look
at their clubs and make some sug-
gestions with regard to ancillary
revenue sources through pro-
grams. [ was happy to give him
my thoughts. At some point Mark
began to ask me if it was possible
for me to do that on a more per-
manent basis.”

“TSI is a dominant
player in the markets in which it
operates from Boston to Washing-
ton. They felt it was important to
run quality suburban locations to
supplement the downtown loca-
tions that made them such a force.
Downtown city-center clubs are
really a different animal than the
suburban multi-purpose clubs in
terms of member’s expectations,
sensitivity to pricing issues and
the importance of and desire for
programming by the customer
base. Suburban clubs tend to be
larger and spread over more space
and sometimes include usable
land as well. These differences
create opportunities for ancillary
revenue sources that just don't
exist in rather tight, high-rent city-
center locations. Since we knew
a lot about programming in multi-
purpose clubs, we saw some op-
portunities for synergy between
Highpoint and TSI.”

“We have a group of
people here at Highpoint who
have truly created something
wonderful. | think TSI was ex-
cited to add people like Alan
Veenendaal, Kate Hennigan, Ken
Lepitre and Cheryl Jones, who run
Highpoint on a day-to-day basis,
to the group of talented people
who run TSI’s clubs. Those indi-
viduals, who have been spent 7
years developing this model with
me, along with Sharon Jett, our

controller, deserve all the credit for
creating the Highpoint model. The
only way to take advantage of their
talents was to acquire the club.
That started a negotiation that
lasted about 3 or 4 months. The sale
happened relatively quickly. That
required a lot of trust and respect.
I have a lot of respect for Mark
Smith and for the people of TSI |
believe that they feel the same way
about us.”

We contacted TSI CEO,
Mark Smith, to hear what he had
to say about the acquisition of the
Highpoint Athletic Club and the
new relationship with Frank
Napolitano. We asked, “How long
did your negotiation with Frank
take from state to finish?” His an-
swer was “3 to 4 months.” | then
asked, “That is a fairly rapid time
frame. What do you attribute that
to?” Smith’s reply was, “It was a
combination of things. Number one
is the relationship we already had.
We have a mutual high level of
trust and respect you obviously
need because a lot of things get
done based on your word, espe-
cially in the situation where Frank
was coming into the company at a
high level. The situation is such
that you canit give a structure for
every possible outcome. You just
have to trust each other that any
issue that comes up, you are going
to work out. So, that was the num-
ber one thing, just trust and respect
for each other in terms of integrity.
The second was weive done a lot
of acquisitions [45 or so] over the
last 3 years. There have been none
like Frankis Highpoint Athletic
Club with the family orientation.
Weive had a lot of experience,
however, so the process is now re-
fined. The thing that drew me to
the deal more than anything was
Frank’s experience with the fam-
ily orientation. He and his employ-
ees have a wealth of knowledge our
company did not have. It is a per-
fect fit. The secondary aspect to
this whole situation was that he had
a really good club there in Phila-
delphia. We have just started focus-
ing on Philly. We have two clubs
open there and with Frankis club
the third. We have another two
clubs in presales. So that will be
five. And, we have another club
with the lease signed, so that makes
six confirmed Philadelphia Sports
Clubs. And we are working on an-
other three right now. So our con-
cept of clustering clubs with a
strong central urban location we
have taken to Philadelphia. That
gives us a cluster of Philadelphia
Sports Clubs just like the Boston
Sports Club, the Washington Sports
Club and the New York Sports
Club. So, there were two great ben-
efits. One was Frank and his staff
and their whole focus on family
and the second was the fact that the
HAC acquisition grows our pres-
ence in Philadelphia with probably
the best known club in that region.
The programming will immedi-
ately be launched in the other mar-

(See Napolitano page 23)
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‘Ground Broken For The BelAir Athletic
Clubs's BAACYard Clubhouse

On Monday November
1, 1999, The Bel Air Athletic Club
broke ground for construction of a
20,000 sq. ft. kids arena which will
be known as the BAACYard Club-
house (the Clubhouse).

Completion is scheduled
fur June 1, 2000, in time for the
BAAC Summer Camp program.

The Clubhouse will be the
new home for virtually all of he
Club’s youth activities including
dance, the BAAC Pack After
School Program, martial arts,
KidSports and youth sport activities
including basketball, soccer, volley-
ball, roller hockey and t-ball. The
Clubhouse will be constructed on
the Bel Air Athletic Club’s upper
level parking lot and will be directly

accesible through the existing Club
as well as via a new entrance.

The theme, BAACYard
Clubhouse, is designed to evoke
for children and adults alike the
memories of the backyards they
play in growing up. Patrick King,
of PlayWorks. Inc. of Franklin,
Tennessee, has been commis-
sioned to work with the Bel Air
Athletic Club staff in designing a
custom 24 fi. high "LifeTree”
which will be the focal point of lie
BAACYard Clubhouse. It will in-
corporate tree houses, space trol-
leys, and cargo nets. Mr. King has
done work for Disney Amuse-
ments and was the designer of the
main climbing apparatus at Port
Discovery Children’s Museum in
Baltimore, Maryland.

For Club Managers,

Membership Sales Divectors, & Sales Staff

Let Karen Woodard's Proven Tools
Help You Build Your Business Now!

» Strengthen management skills

* Boost your sales

* Supplement your sales training programs
* Power up your sales meetings

Choose Your Tools:

POWER PACK!

* 120 Ways to Sell More Club
Memberships (book)

* 20 Ways to Close More
Sales Now (audio)

» Turning Calls Into
Appolntments (audio)

* Club Owners & Managers:
20 Tools to Bulld Your
Club's Success (audio)

» Flash Pack for Success

ONLY $95.52

Call today and have them
tomorrow! VISA/MC accepted.
Call today about having Karen

come to your club for on-site
business consulting or staff training!

5 WEEKS
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* 120 Ways to Sell More Club
Memberships (book)

« 20 Ways to Close More
Sales Now (audio)

* Tumning Calls inte
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www.karenwoodard.com = kdw500@aol.com

The BAACYard Club-
house will contain two dance
studios, two martial arts studios,
a play zone arcade with active
games, and a soft play area for
younger children. The gymna-
sium component of the Club-
house will be surrounded by a
dasherboard system so that soc-
cer and roller hockey can he
accomodated along with basket-
ball and volleyball.

The Bel Air Athletic
Club has grown along with
Harford County. Today the Bel
Air Athletic Club is a large
106,000 sq. ft. community and
family oriented health club with
over 300 employees. It has been
rated by the International
Health, Racquet & Sportsclub
Association as one of the top 5
health clubs in the United States.
In addition to services custom-
ary to a health club, the Bel Air
Athletic Club operates a li-
censed pre-school, nursery, af-
ter school program, a computer
training lab, dance and martial
arts programs, an indoor/out-
door aquatics center, a swim
team program, and the Body

2000!

f1. KIDS ARENA

Works Day Spa and Salon. Itis
the home of Union Memorial
Sports Medicine, the Wellspring
Center for Prevention and Stress
Reduction and Jane Fallen Cater-
ing.

Roger Ralph, co-owner
of the Bel Air Athletic Club with
his wife Elaine, says that the
BAACYard Clubhouse will add
20,000 sq. ft. to the existing Club,
giving it 126,000 sq.ft. on nearly
8 acres. "We believe this will be
the most innovative health club
based kids facility in the United
States. More importantly, it is de-
signed for the future so that the
Bel Air Athletic Club is able to
continue serving all members of.
the family regardless of age.
While the primary target age is 7-
12 for the BAACYard Clubhouse,
the space will be flexible enough
to serve children of all ages. By
centralizing our youth activities,
the existing space within the club
is freed up for the development of
new programs and services. With
all the glum news about drugs,
violence, the fattening of our na-
tion, and the lack of physical ac-
tivity by our kids,” Ralph said,

“this projeet’s development is good
news. We are committed to mak-
ing this exciting and innovative
facility a model for all other fam-
ily and community oriented health
clubs in the country.”

The BAACYard Club-
house has been designed by Phil
McWilliams of Brosso, Wilhelm
and McWilliams of Towson, Mary-
land. Rocchi Construction Co. will
be the general contractor. Financ-
ing has been provided by Bank of
America, formerly NationsBank.

Harford County residents
and businesses will have the oppor-
tunity to purchase a personalized
engraved brick or with their name
that will line the outside the Club-
house. Proceeds from the sales of
these bricks will be used to help
support the Bel Air Athletic Club's
two primary nonprofit organization
sponsorships, the Harford County
Boys & Girls Club and The Sexual
and Spousal Abuse Resource Cen-
ter (SARC) of Harford County. To
reserve an engraved brick or tile or
for further information about par-
ticipating in the engraved brick
program, call Judy Thompson at:
(410) 838-2670 ext. 234,

Ground Breaking for the Bel Air Athletic Club’s New 20,000 sq.fit. Kids Gym
(L to R) Elaine Ralph (co-owner) , Max Bradshaw, Christoper Merrick, Dana
Swann, Kathryn Merrick, Samantha Barker and Roger Ralph (co-owner)

MAKE IT FUN!
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software. These are items on the
By Mike Connors start up cost list that shouldn't be

The idea of opening a
health and fitness facility is pop-
ping into more and more heads
every day. Once seen as a fad and
not taken as a real business ven-
ture, the health club industry has
grown leaps and bounds in both the
fitness aspect as well as the busi-
ness venue. As fitness has become
more mainstream, the number of
new facilities has dramatically in-
creased. But, not all of these clubs
are still in business. In addition,
there are a number of clubs oper-
ating just to stay afloat as opposed
to operating as a business with a
healthy bottom line. When analyz-
ing these failures, usually a few
common, but critical, mistakes are
found that were actually made be-
fore the doors were opened for
business.

The most crucial mistake
that new club owners make is un-
derestimating the cost of starting
up a health club business. Ifaclub
is going to get built, it needs to be
done right. This requires the proper
budgeting and financing to create
the type of club the new owner en-
visions. Many new owners donit
realize all of the expenses that go
into building a new club. The fit-
ness fanatic turned entrepreneur
takes a look at a health club and
thinks it will be easy to create a
better one all by himself. When
they start to look at the investment,
they soon find out that to fill the
club with equipment is expensive.
Take treadmills for instance. One
treadmill costs roughly $6,000. If
you need 10 of them that's $60,000
justin treadmills! Equipment costs
for most clubs these days in the
15,000 - 20,000 square foot range
will be roughly $275,000.

Equipment costs are just
the beginning. There are other
costs not figured in by new club
owners that may end up putting the
business way over budget. These
costs include deposits, architectural
fees, legal fees, consulting fees,
accounting fees, and pre-opening
sales and marketing capital. These
costs can total as much as $200,000
or more.

Additional costs that are
routinely underestimated are con-
struction (rarely finishes less than
anticipated), audio/visual compo-
nents and computer hardware and

skimped on if the club is going to
be a state-of-the-art facility, which
is necessary in the highly competi-
tive markets nowadays.

If all the start-up costs
aren't calculated or budgeted cor-
rectly then one of two things hap-
pen. The owner has to put more
capital into the project (if it is
available) or the owner has to
bring on a partner to help finish
the project. In either case, the re-
turn on investment goes down and
the headaches begin. All of a sud-
den, the business doesn't look as
good as it did when it was in the
conceptual stage.

These are some of the
start-up costs to take into consid-
eration before venturing into the
club business:

*Exercise Equipment
*Tanning Beds
*Sauna, Steam, Whirlpool
*Lockers
*Starting Retail Inventory
*License/Franchise Fee
*Sound System /AV/Phones
[Security
*Furnishings - lounge, offices
+Juice Bar
*Display Items
=Start-up operating expenses
(Pre-opening marketing
and payroll
*Professional fees,
security deposits)
*Computer Hardware
and Software
*Signage
*Land (if applicable)
*Building and Site Work
(if applicable)
*Recreation Areas (pool,
tennis, racquetball, etc)
*Construction
*Capital Reserve
(if necessary)
*Miscellaneous.

The bottom line is that if
the necessary funding to do the
project right isn't available, don’t
build the club. Secondly, if, in
order to do it right, the start-up
costs will not allow a proper re-
turn on investment, then keep
looking!

The second BIGGEST
mistake made by fitness entrepre-
neurs is overestimating the num-
ber of members that the club will
be able to achieve. A large part of
this mistake is actually to blame
on others in the industry. There

are a large number of clubs, that
when asked, inflate their total
number of members to make
them seem much more success-
ful than they actually are. Then,
new club owners start thinking,
“If they have X thousand mem-
bers, | can certainly attain that
level because 1 will service mem-
bers much better.”

When estimating the
number of members the club will
achieve, it is important to look at
other clubs to see how many
members they might have. “But,
service will not sell memberships,
at least not initially. Service is a
retention factor. Good market-
ing and effective sales systems
are factors that effect your mem-
bership goals.”

To properly estimate the
potential number of members, the
owners first need to estimate the
size of the market (get a current
demographic study) to estimate
from how far they will realisti-
cally draw. Next, estimate the to-
tal number of members that the
competing clubs currently have.
This is not always easy because
of the hype and membership ac-
counting methods of some clubs.
Next, take the industry average of
members in a given market.
According to IHRSA (Interna-
tional Health and Racquet Sports
Association), there are 29.5 mil-
lion health club members in the
United States as of January 1,
1999. This tells us, on average,
about 11% of the market popula-
tion are health club members.

The following is an ex-
ample of an analysis:

The club will draw from
a 5-mile radius (at most)

Within the 5 mile radius
there are 100,000 people

11% of 100,000 people
= 11,000 potential health club
members

The competitors in this
S-mile area have an estimated
6,500 total members

This leaves 4,500 poten-
tial members in the market.

Although the 4,500 po-
tential members above do not in-
clude members leaving the com-
petition to join a new club, it can-
not be assumed that a new club
will win over a majority of any
clubs members. This is part of
the mistake made when overesti-
mating the number of members a
new club will achieve.

The third BIG
mistake that clubs make

when getting started is
underestimating the op-
erating expenses. There
are a number of club
owners who are one of a
few employees simply
due to the fact that the
club cannot support the
necessary payroll. Be-
cause of the mistakes
above, many owners end
up "buying themselves a
job" instead of properly
achieving the financial
freedom and success
they had anticipated.
The three major
expenses in a club are
payroll, rent and debt/

lease payments. It is

Mike Connors

important that these are
calculated correctly before sign-
ing a lease and getting into busi-
ness. Many owners look at pay-
roll and don't factor in the com-
missions and payroll taxes that
create the total payroll expense. In
addition, the estimated payroll
needs to be kept within certain in-
dustry paramelers in order to be
considered profitable. Similarly,
rent figures need to be calculated
on the gross rent to be paid. There
are usually "triple net charges"
(NNN) that are added onto the
base rent that is initially proposed
in the lease. These charges, Com-
mon Area Maintenance (CAM),
Proportionate share of taxes and
insurance, are roughly $2 to $4 per
square foot. On a 20,000 square-
foot building that can add up to
over $75,000 per year!

Marketing and advertis-
ing is an expense that some new
owners skimp on when budgeting
their expenses. The "If | build it
they will come”, mentality figures
into the marketing efforts.
Granted, a good location will be
able to bring a bunch of new mem-
bers, but approximately 6% of the
estimated gross revenue should be
set aside for advertising. The
above mistake snowballs since,
when there is little or no money
allotted for advertising, the mem-
bership numbers go down and
subsequently there is even less
money to spend on marketing.
This is an important part of bud-
geting that has a direct effect on
the number of members, and thus
gross revenues, the club will
achieve.

Finally, many club own-
ers simply don’t factor in all of the
expenses. The following list is a
good start:

*Management Salaries
*Other Salaries
*Commissions
*Payroll Taxes
*Repairs and Maintenance
*Rent
*Insurance
«Certification-and Training

of Staff
*Advertising
*Bank Charges
*Dues and Subscriptions
*Office Expense
*Operating Supplies
*Professional Fees
*Telephone
*Utilities (gas,

electric, cable,etc.)
*Franchise/License Fees
*Debt Service
*Capital Leases
*Miscellancous Expenses.

Finally, in calculating
expenses, many club owners do
not account for capital replacement
expenditure. This doesn't neces-
sarily effect them in the first year,
but thereafter it can be crucial to
staying in business. Each yearthe
club will need alterations, painting,
new equipment, etc. Without put-
ting money aside, these necessary
improvements are unlikely to take
place. The result is that 5 years
down the road their once new club
will look just like most of the clubs
in the market when they got
started, leaving the door open for

(See Mike Connors page 22
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| wish
to inSpire my members. To give them
every opportunity to get exactly what
they want from exercise. | will do
everything in my power to prove that
exercise is NOt boring. Exercise at my
club will entertain. | will capture my
members’ imaginations with Sights
and sounds. | will provide members
with the best my industry has to give.

| will give them

WIRELESS

e Wireless Exercise Entertainment

* Superb Stereo Digital Sound
» A Full Range of Systems ® Easy Installation
o Low Maintenance ® 3-Year Warranty

1-800-CARDIO-1 . 678-686-4700 . www.cardio-theater.com




Senior Filness Certification

Specialist In
., Senior Fitness

By the year 2000, the
number of Americans over
the age of 65 will grow to
over 63 million. These
individuals are not only in
need of your services, but are
also more afflvent and able,!o '_;
afford the experhse of Qo
personal trainer. qga

3 © Earn $50-5100 Per Hour Doing What You Love!
~ ® Learn How to Create a Successful Business as a

Specialist in Senior Fitness.
" ® Discover the Latest, Cutting-Edge Information
About Training, Nutrition, Diets, and Supplements
¢ Internationally Accredited Certification -
Universally Accepted.

lI Today For FREE Information! f,,;‘,

# 1-800 892-4772

International Sports Sciences Association
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The Simple & Powerful

Club Management System

To be any easier to
use, it would have
to run itself...and it
practically does!

Photo-imaging Check-in
llnlimited Report Capabilities
Automated EFT

b AN T SR

Full Service Customer Support
(Phone, Fax, Seminars)

S0, make the first call right now. Dicil 1-800-554-CLUB

and see how easy it is to get ClubRunner working for you.

; CLUBRUNNER: THE STRESSLESS SYSTEM
C| “b 1080 EAST INDIAN TOWN RD., STE. 202,
unner JUPITER, FLORIDA 33477

1 (800) 554-2582 / (407) 746-3392
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CHOCOLATE: A

By Nancy Clark, MS, RD

“I

love chocolate, but |
feel so guilty when I sneak a candy
bar...”

“1 get wicked cravings for
chocolate..I've even gone to the
store at 1:00 am to buy Hershey's
Kisses.”

“l can tell I'm premen-
strual by my cravings for choco-
late...!”

If you are like most active
people, chocolate is among your fa-
vorite foods. Chocolate is univer-
sally loved in all developed coun-
tries and has been touted as “a gift
of the gods.” About 50% of all food
cravings are for chocolate, far more
than cravings for “something sweet”
(16%), salty foods (12%), baked
goods (11%) and fruit (4%). Some
people go so far as saying they are
addicted to chocolate.

The question arises: Why
is chocolate such a powerful food?
And what makes it the most com-
monly craved food? (About 40% of
women and 15% of men report
chocolate cravings.) Scientists have
extensively studied chocolate, try-
ing to determine the source of its
power beyond having a pleasurable
taste, smell and texture.

Although we do not know
the exact reasons why chocolate is
so popular, we do know chocolate
alters brain chemistry and creates a
pleasant mood. Chocolate contains
substances similar to drugs that may
account for chocolate's stimulant,
anti-depressant, and mood altering
effects. But the mystery remains,
why does just chocolate, and no
other food, contain this exquisit
combination of substances that in-
duces a desire to eat it for a sense of
well-being?

If chocolate is on your fa-
vorite food list, the following article
may answer some questions you
have about chocolate and its role in
both your daily diet and sports diet.

How bad is chocolate for
my health?

The good news is, choco-
late is not as bad for your health as
you may think. That is, chocolate
actually contains some health-pro-
fective anti-oxidants, as well as a
type of fat that is neutral in terms of
heart disease. Certainly, chocolate
should be eaten in moderation (in
addition to a variety of wholesome
foods) and for pleasure—not for
nutritional value. That is, eating
chocolate after lunch is nutritionally
acceptable, but eating two chocolate
bars for lunch is not!

Given the guideline that
10% of daily calories can appropri-
ately come from sugar, and 25%
from fat, most active people can
budget in 200 to 300 calories of
chocolate per day within the context
of a healthful diet. That’s one big
candy bar, guilt-free! A 1.55 oz.

Hershey's Milk Chocolate Bar,
for example, is 230 calories— 90
calories from sugar, 115 from fat.

How much caffeine is in
chocolate?

Although chocolate has
the reputation for being loaded
with caffeine, it actually contains
very little—about the amount in
one cup of decaffeinated coffee.
The energy burst provided by
chocolate more likely comes from
its sugar content than from caf-
feine. In comparison to a small,
8-ounce cup of brewed coffee
with about 100 milligrams of caf-
feine (depending on how it’s
brewed) or one ounce of espresso
with about 40 milligrams of caf-
feine, the typical 1.55 ounce milk
chocolate candy bar offers only 10
milligrams of caffeine. The same
amount of semi-sweet dark
chocolate offers about 30 milli-
grams, and a one-ounce square of
baker’s chocolate, 25 milligrams.
(Note: Dark chocolate contains
more cocoa, hence more caf-
feine.) A glass of chocolate milk
has only 5 milligrams, an insig-
nificant amount, even for kids.

Why do 1 feel addicted
to chocolate?

So-called “chocolate ad-
dictions” are common among di-
eters and athletes who fail to con-
sume adequate calories. When
your body is too hungry and
screams for quick energy, you can
casily succomb to chocolate chip
cookies, brownies, or candy bars.
Eating chocolate is the symptom
of this nutritional concern; getting
too hungry is the real problem.
Even a self-proclaimed choco-
holic cyclist exclaimed “I have
not eaten chocolate at all this
week—nor have | even missed
it—now that |1 am having 600
calories of cereal/milk/banana &
juice for breakfast (instead of just
a banana) and 600 calories of

PB&J sandwich, yogurt and
apple for lunch (instead of just a
yogurt). I've even lost weight,
much to my amazement, on 1,800
calories...and [ feel better when |
eal less sugar.”

How fattening is choco-
late?

Chocolate is only fatten-
ing if you eat too much of it and
blow your calorie budget on a
whole bag of M&Ms or batch of
brownies. This can easily happen
when you get too hungry or

Why do | have monthly
premenstrual chocolate cravings?

About one-third of
women will agree that nothing
does the job of resolving premen-
strual sweet cravings as well as
some delicious, melt-in-your-
mouth chocolate. The cyclical
nature of women's chocolate
cravings supports the involve-
ment of hormonal fluctuations. If
you are a chocolate craver, | rec-
ommend you eat chocolate for
breakfast, get rid of the craving,
and then feel content all day. Oth-
erwise, you'll try to stay away
from chocolate, only to succomb
to eating “the whole thing” that
evening. If you're destined to eat
chocolate eventually, why “hold
off” until evening when you want
it now?

Will | “crash” if | eat
chocolate before | exercise?

Despite popular belief,
eating a candy bar five minutes
before exercise can actually en-
hance performance, not hinder it.
While a banana, yogurt, or energy
bar would be nutritionally pref-
erable, any fuel in your tank is
better than no fuel—particularly
if you are underfed and
overhungry. The better way to
improve performance is to eat
more breakfast and lunch, plus a
200 to 300-calorie snack within

Nutritlon Guidebook wil ghwe you the
answer. If's as simple as that!™

Love Affair

the hour before you ex-
ercise. This fueling pat-
tern can enhance exercise
performance by 20% in
the last 10 minutes of a
one-hour exercise bout.
In comparison, you may
improve only 10% by
eating just a candy bar vs
eating nothing and exer-
cising on empty.

(Nancy Clark,
MS, RD, nutritionist at
Boston-area's
SportsMedicine
Brookline, is author of
Nancy Clark's Sports
Nutrition Guidebook, W
2nd Edition, available by
sending $20 to Sports
Nutrition Materials, 830
Boylston St. #205,
Brookline MA 02467 or
via www.nancyclarkrd.
com)

Nancy Clark, MS, RD

SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

__IEponed & Domestic Textile Products

Take the guess work out of your. « « «

Towel Purchasing
Satisfaction Guaranteed

1 QUALITY PRODUCTS
at

COMPETITIVE PRICES

Fue]

Commercial Products
Authorized Distributor

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

InRSA

ASSOCIATE MEMBER

P. O. Box 620189 - Atlanta, GA 30362
770/729-0700 « 800/241-2081 + FAX 770/729-0995
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Clubdoc' Corner

By Mike Chaet Ph.D.

The following ques-
tions, issues and situations are
commonly brought up during my
visits with clients around the globe.
The Clubdoc’s Corner is designed
to share my solutions with you as
well as to challenge you to come
up with solutions of your own.

Q. There are quite a few
clubs in my market area. What is
the best way to compete with
them?

A. Many people think that
when products seem to be the same
or are similar, the only way to com-
pete is through price. This is what
many clubs have been doing for
years. The problem here is that
price is a very easy thing for your
competition to counter with. The
key to long-term success and com-
petitive edge is through true prod-
uct differentiation.

Differentiation is what
truly separates you from your com-
petition. It defines you. It is why
people give you their money; it
shapes what you are or are not.

Consider the toothpaste
market. Do you really think Crest
and Colgate are that much differ-
ent? Although the products may be
similar, the marketing message is
significantly different. One fights
cavities while the other destroys
plaque. So which do you want for
your teeth? It's your choice.

Creating differentiation
and making it your advantage is a
two-step process:

1. First you must truly be
different or be perceived to be so.
Your product, must carry greater
benefits than your competitors.
You must provide something the
consumer considers important,
that the other clubs don't. There
must be a distinct benefit that only
you offer: a greater product, ser-
vices that no one else has, unique
equipment, a more convenient lo-
cation. Consider the club that
washes the member's car while he
is in getting a workout, at no
charge or has a medically super-
vised weight loss program !

2. Second, once you have
established the different product
you must let the consumers know
about it. Itis truly a shame to have
a product that is different, yet no

one knows about it.

Start with this little ex-
ercise:

Make a list of all of
your competitors.

List what they have and
what they sell.

Then make a list of how
you are, or are not, truly differ-
ent.

Rank these differences
in order of consumer importance.

Once this is done, if
you are not significantly differ-
ent, try to figure ways to sepa-
rate you from your competitors.
This should be your future club
development plan. Try to imple-
ment one significant differentia-
tion strategy every 3 months.

As you identify major
differences then wrap them up in
a marketing and sales message.

Your differences are
your strengths, they define your
product

Get the message out
and sell against them !

Q. What is the appro-
priate percentage we should
spend on payroll at our club?

Mike Chaet, Ph. D.

different features and staffing
needs.

Q. Do you see home fit-
ness equipment as a significant
form of competition to the health
club Industry?

A. The home fitness
equipment market is projected to
| reach 2.2 billion in sales this year-
6% over last year, The fastest grow-
ing segment of this market is in the
area of cardio equipment such as
stair climbers, treadmills and bikes.
In a recent article entitled "Fancy
Coat Racks" there is a claim that
much of this market is made up of
health club dropouts. Companies
such as Trotter have even adver-

A. Fiscal responsibility
is the key here. We suggest you
limit your total payroll to 30% or
under. This does not include sales
commissions, but does however
include all taxes, insurances and
benefits to your employees.

This seems to be one of
the hardest areas for club owners
to stay on top of. However if you
don't control your payroll and
show discipline in this area you
are going to run short in other ar-
eas. Another question in regards
to payroll is how to break this
30% down? This of course is a
more difficult question to answer
due to the fact that each club has

tised the concept of setting up your
own club at home and save the
dues. Do you consider home equip-
ment as direct competition to club
membership sales?

Not at all. Home equip-
ment should be looked at as a
supplement to your members' pro-
grams and a way to keep them in-
volved in fitness and their member-
ships active,

One approach to finding
more facts regarding this issue has
been taken by Life Fitness who
commissioned a survey of about
600 people, half of which had a
home Lifecycle and half who did

(See Mike Chaet page 26)

IS

NO ONE TO TALK TO?

AS THE HEAD OF A BUSINESS, DO YOU EVER FIND THERE

APPLY

you.

able.”

Nﬂw! and experience...

Education...worldclass seminars by world class presenters with
opportunities for extensive dialogue, practical applications, work-
shop/exercise elements.

"I look forward to each Roundtable session as a
chance to step back and cléar my mind. The
combination of friendship, ideas and renewal of
my own energy have made the sessions invalu-

You NEED TO BELONG TO A Faust MANAGEMENT CORPORATION
CLuB Execunive RounpTaBLE!

Sharing...select specific topics where all share what has worked,
not worked and new and innovative ideas.

Projects.. work together to develop cooperative programs, re-
search projects, new tools, instruments or methods.

Issues...bring critical issues to an expenienced group of col-
leagues. Problem solving sessions on your issues will be expertly
facilitated to help you understand the issues and provide practical,
no nonsense advice. Your session will be taped and a copy sent to

"I consider the Roundtable a
critical resource for my
business, it gives me a
competitive edge. The seminar
and new ideas, as well as a
chance to learn about myself,
have helped me to become a
better manager."

Is It Lonely At The Top?

For INFORMATION ON HOW TO BECOME A MEMBER

|
|
|
|
|
Faust MANAGEMENT CORPORATION :
[
|
[

CALL « EMAIL

or

FAX a copy of your business card to
Barbara Garringer

at

10085 CarrorL CANYON Roap * Surre 210
San DieGo » CA » 92131
(619) 536-7974 Ext. 306 ** (619) 536-7976 (Fax)

Sfaustmgmt@aol.com
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Growing Fitness Industry Requires
Change To Keep Consumer Confidence

Lifestyle Family Fitness is creating big business and increased consumer

loyalty with its "commit to a lifestyle not a contract" philosophy

ampa - As the health
club industry continues to grow at
a rate of 8 percent per year, there
seem to be more and more players
vying for consumer interest. With
today’s fitness consumers more
savvy and knowledgeable about fit-
ness than ever before, health clubs
are being forced to change their
marketing approaches to gain con-
sumer confidence and succeed in
this increasingly competitive mar-
ketplace. But plagued by less than
honorable business practices over
the years, the health club industry
has had to struggle to gain new
member attention despite a history
of confusing, long-term contracts
that often serve the club’s bottom
line more than enhancing the club
members’ fitness experience. Over
the last few years, the Better Busi-
ness Bureau has reported that the
health club industry is growing con-
siderably in consumers’ favor, with
a92% decrease in health club com-
plaints from 1991 to 1997.

In response to this trend of
increasing consumer loyalty in the
health club industry, Lifestyle Fam-
ily Fitness is taking a dynamic ap-
proach to build credibility within
their customer base by offering an
alternative “Commit to a Lifestyle
Not a Contract” philosophy. This
innovative risk-taking attack on its
competition is resulting in an over-
whelming trail of increased rev-
enues and member satisfaction for
this Tampa Bay area based chain of
health clubs.

By Sandy Coffman

There‘s nothing like a
holiday to get a programmer’s juices
flowing! One of the happiest holi-
days is Valentines Day because ev-
eryone loves love, and there are
great opportunities for fun program-
ming ideas revolving around love.

The Special Event -
VALENTINE’S DAY, February
14th, 2000

A special holiday pro-

gram should bring a smile or a
giggle to everyone. A special holi-
day program should:

a. Involve the staff

b. Create a sense of belonging

c. Be an casy entry for the new
member

d. Encourage huge participa-
tion for the existing member

e. Offer a new beginning for the

Since its inception six
months ago, this campaign
which focuses on fitness as part
of one’s personal lifestyle is
proving well-received by new
members. This fresh service-ori-
ented approach is accompanied
by what the company calls the
“4 Week Comfort Guarantee.”
This guarantee allows the pro-
spective new member to expe-
rience the facility with no risk.
If the club fails to “earn your
business” during these first four
weeks, your money will be re-
funded. It’s that simple.

This aggressive new
campaign aims to build the in-
tegrity of the Lifestyle Family
Fitness brand by focusing on the
members’ needs for a club that
jives with their lifestyle.

Geoffrey Dyer, the
President and co-owner of
Lifestyle Family Fitness Centers
attributes his tremendous suc-
cess, not only to his state of the
art facilities and expertly trained
staff, but also to a loyal customer
base to whom he offers a unique
club “experience” and a refresh-
ingly honest approach to “earn-
ing their business - one member
ata time.”

“Instead of the pres-
sure (o sign long-term contracts
when someone enters the club,
we go to the opposite extreme.
We offer our “4 Week Comfort
Guarantee” on all first-time vis-
its, offering potential members
an rtunity to experi

inactive member.

f. Be fun for everyone!

g. Give recognition to any-
one completing the program at
a social event, and it should

h. Create retention by en-
couraging activity in a follow up
program.

February 14th, Valen-
tine’s Day, is a perfect example
of how to make all of those
things happen.

May The Best
HEART THROB
win!
Staﬂ involvement:

Each member of the
fitness team is a HEART
THROB for a member. The
HEART THROB'S picture is
placed on a LARGE HEART
and put up on a wall in the fit-
ness center. Each HEART
THROB is a team captain with

club — try us out for four weeks
and give us the opportunity to work
hard to earn their business. Once
joined, the memberships are month-
to-month, shifting the responsibil-
ity of retention to us. The member
can quit at any time if we don’t hold
up our end of that bargain,” says
Dyer.

Since the “Commit to a
Lifestyle Not a Contract” tagline
was incorporated into current adver-
tising and marketing efforts six
months ago, membership sales have
escalated over 25%, For the twelve
months ending November 30, 1999,
Lifestyle Family Fitness Centers’
revenues have increased over 31%.
Membership in clubs open twelve
months or longer has also reported
an increase from 25,000 to 32,600
which further emphasizes positive
consumer affinity toward the
Lifestyle brand. With the addition
of new clubs in Largo and
Hillsborough, total membership for
this 9-club chain currently exceeds
41,000 members. Since it’s incep-
tion in 1982 with the first Lifestyle
Fitness Center in Downtown Lake-
land, the business has exploded with
nine clubs in the Tampa area, and
three more clubs planned for Tampa
and an additional location in
Pinellas County within the next
twelve months.

The television advertising
campaign working in tandem with
the “Commit to a Lifestyle Not a
Contract™ promotion began airing
last week, and is spurring increased
telephone inquiries to the

each team made up of members in
the club.

How to sign up:

Members can draw the
name of their HEART THROB from
a box with all the names of the train-
ers in it, or, the HEART THROBS
can have numbers assigned to them
and the members will draw a num-
ber and be on the team of the
HEART THROB that corresponds
with the number. The member’s
name is then placed on that HEART
THROB'S team.

How to participate:

This program is successful
even it only runs for TWO WEEKS.
Club programs need to have easy
entry and simple tracking systems
to get - and keep active - all those
new members who joined in Janu-
ary. Remember, most retention
problems occur because people
never get involved in the first place,
especially at this time of the year.

The program could begin

1.800.LIFESTEP infor-
mation line. The ads cel-
ebrate three very differ-
ent demographics, as
they move from their
workouts to their
lifestyles. The juxtaposi-
tion is a unique approach
that reinforces the
company’s tagline once
again by supporting fit-
ness as a “way of life.”
In keeping in
step with its consumers
and the latest in cutting
edge technological ad-
vances, Lifestyle Family J8
Fitness prides itselfon |
maintaining the leading
fitness equipment and
exercise programs. Be-
ginning
in February, all clubs
will be offering the lat-
est in Internet fitness
equipment, NetPulse,

Geoffrey Dyer

which will allow club members to
surf the net while working out on
their favorite cardiovascular
equipment. These same systems
will also allow personal televi-
sion, built-in CD players, and
workout tracking information. All
locations currently support state-
of-the-art systems such as Cardio
Theatre, E-Zone, and cutting edge
new group fitness programs such
as Body Pump. Personal Training
is also an increasingly popular
area for Lifestyle, doubling in par-
ticipation figures over the last
twelve months.

With the change to month-
to-month memberships, it becomes
imperative for a good club experi-
ence. And Lifestyle Family Fitness
Centers are greeting their custom-
ers’ concerns and desires with open
arms. From sport-specific training
programs to increased national cer-
tification structures for all personal
training staff to abolishing trouble-
some contracts, Lifestyle is defi-
nitely making the changes neces-
sary to earn their members - one day
at a time.

January 31st and end on
February 14th - just two
weeks. Each member
will have his/her name
listed under his/her
HEART THROB'’S pic-
ture. The picture, of
course is placed in the
center of a big heart. The
object is for the member
to work out in the fitness
center for 30 minutes
twice a week, or four
times by February 14th.
Whenever the member
comes in for a workout,
a trainer will place a little
HEART STICKER
(HEART THROB) next
to his/her name. Any
member who gets FOUR
HEART THROBS by
February 14th wins! The
winning members get a

Sandy Coffman

CHOCOLATE HEART from
their HEART THROB at a

VALENTINE'S DAY PARTY, of
(See Coffman page 26)
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Atlanta Area Gold's Gyms Donate
$8,095 To Amerlcan Heart Association

Atllnta, GA.- The
Gold’s Gyms of Atlanta alliance,
Georgia Fitness Legends, Inc. re-
cently donated $8,095 to the
American Heart Association
(AHA). Georgia Fitness Legends
(GFL) is an alliance of twelve in-
dependent Gold’s Gyms in the At-
lanta area.

The GFL alliance includes
Gold’s Gyms from Fayette,
Douglasville, Marietta, Roswell,
Kennesaw, North Marietta,
Acworth, Lilburn, Duluth, Warner
Robins, Peachtree Corners and
Cumming.

J.D. Holmes, owner of two
Gold’s Gyms in Fayette County, spear-
headed the American Heart Associa-
tion Southside fund raising efforts for
the Heart Walk and was responsible
for soliciting the involvement of the
metro-Atlanta Gold’s Gyms' GFL.
Holmes also serves on the Fayette
County AHA Board.

Numerous fund-raisers,
involving many of the GFL's
30,000 members, were held by lo-

cal Gold’s Gyms to raise money for
the AHA. The First Annual Heart
of Gold Golf Tournament was held
in October at White Water Coun-
try Club in Fayette County. One
gym held an outdoor “yard” sale,
another gym held a car wash. Per-
sonal trainers at the Gyms donated
proceeds from body fat checks and
blood pressure checks. The Fayette
County Gold’s Gyms donated prof-
its from t-shirt sales. Some gyms
sold “hearts” for donation, post-
ing the names of contributors on
the Gym walls.

Heart disease and stroke
are the leading cause of death in
the United States. Cardiovascular
disease accounts for more than 40
percent of all deaths in America. It
kills nearly twice as many people
as all forms of cancer and forty
times as many as AIDS. Accord-
ing to current estimates, over 58
million Americans have one or
more types of cardiovascular dis-
ease.

The American Heart As-
sociation is the nation’s largest

GOLDS GYNS

"4 nie November 11, 1999

American Heart Association $ 8,095.00
Eight Thousand-Ninety Five and 001100

« Bmerican Hearl Walk

Dollars

(L to R) J.D. Holmes, Gold’s Gym owner, Ma O’Connor, Amencan
Heart Association, Chris Palmer, Gold’s Gym owner, Jamie Lee,
Gold’s Gym owner and Gordon Johnson, Gold’s Gym owner.

non-governmental investor in
heart research. The AHA spends

a larger percentage of its budget
on research than any other major

health organization, regardless of
its focus.

CLUB INSIDER News
ontributing Author Team

Thc 1999 CLUB IN-
SIDER News 1999 Contributing
Author Team is listed below. Our
thanks to all of our authors for shar-
ing their expertise and taking the
time to write for The CLUB IN-
SIDER News,

*MIKE CAMPETELLE -
Communications Consultants -
(401) 7927009

*RANDE LaDUE- President,-
Pro®Fit Enterprises- (888) 604-2244

*MICHAEL HOFFMAN -
President-Heart Communications
(949) 489-0301

*KLAUS HILGERS- Presi-
dent-Epoch Consultants- (727) 447-
1773

*SALLY GOLDMAN-Own-
er-The Weymouth Club- (617) 696-
2627

*KAREN D. WOODARD -
President-Premium Performance
Training- 9303) 417-0653

*JULIAWHEATLEY- Own-
er- Women's Fitness Center- (540)
434-9692

*SIMON D’ARCY- Presi-
dent-Business Success Teams-
(805) 566-8213

*TOM MORRIS- Founder
and Chairman-Morris Institute of
Human Values-(888) 279-1537

*DR. GERRY FAUST-
Founder and President-Faust Man-
agement Corp.-(858) 536-7970

*RAY GORDON- President-
Sales Makers- (800) 428-3334

*EDDIE TOCK- Vice Presi-
dent- Sales Makers - (800) 428-
3334

*ANDREW NERE-Vice
President-Innovative Lease Servic-
es- (800) 438-1470

*ART CHAPPELL- Owner-
Courthouse Athletic Clubs- (503)
B885-1964

*PATRICK PINE- Founder-
National Fitness Therapy Associa-
tion- (303) 399-4545

*BRENDA ABDILLA- Pres-

Connors

continued from page 14

a new club to come into the mar-
ket.

In conclusion, a health
club is a business first and fore-
most. New owners need to real-
ize this and treat their club as such.
If a new owner doesn't have the

business experience, then they
need to find somebody to help
them at the outset. A friend or rela-
tive with business management
experience, even if it is not in this
industry, is better than trying to
learn this business the hard way.
Avoiding the BIG three at the out-
set can make all the difference in
determining whether or not a club
is in the position to maximize suc-
cess and profitability.

(Mike Connors is Presi-
dent of Optimal Fitness Systems
International and has assisted a
variety of clubs in the health,
racquet and sportsclub industry.
Mike is also a speaker for Club
Industry, IHRSA and Gold's
Gyms. Mike may be reached at:
(413) 567.7300 or email:
Optimalfin@aol.com)

= o ok

—

ident- Club Profit Systems-
(800)448-0180

*TOM ZENNER- LifeTime
Fitness - (612) 752-7000

*NANCY CLARK, MS, RD-
(617) 739-2003

*RICK BARRERA- Founder
and President- Rick Barrera & As-
sociates (800) 835-4458

*MICHAEL SCOTT
SCUDDER- President- FITNESS
FOCUS- (505) 751-4236

*CASEY CONRAD - Com-
munications Consultants - (800)
725-6147

*RICK CARO - Chairman,

Spectrum Clubs International - (212)
987-4300

*BONNIE PATRICK - Fit-
ness Company - (732) 548-0970,
Ext. 111

«JIM EVANS - President &
General Manager - Peninsula Ath-
letic Club - (619) 224-4644

*MIKE CHAET - Ph. D. Pres-
ident - Club Marketing & Manage-
ment Systems - (406) 449-5559

*MIKE CONNORS - Presi-
dent, Optifitness, - (413) 567-7300

*BRIAN McBAIN - President,
Club Market Vision, - (800) 664-
9601.

Norm Cates’

) Insider

Contributing Writers
Contact: Norm Cates, Jr.
770/850-8506
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THRSA'’s Capitol Report

Capitol Report Reprinted Courtesy Of IHRSA

SEC SAYS INITIATION
FEES SHOULD BE
RECOGNIZED
OVER TIME

The U. S. Securities and
Exchange Commission (SEC) has
commented specifically on initiation
fees for health club memberships
and has stated that such fees should
be recognized systematically over
the term of the service period.

A bulletin released on De-
cember 3 summarizes the SEC
staff’s views in applying generally
accepted accounting principles to
revenue recognition in financial
statements.

In Staff Accounting Bulle-
tin No. 101 (Question 5, under Sec-
tion A, of SEC 101) the SEC uses
the following example:

“A registrant sells a life-
time membership in a health club.,
After paying a nonrefundable ‘ini-
tiation fee’, the customer is permit-
ted to use the health club indefi-
nitely, so long as the customer also
pays an additional usage fee each
month. The monthly usage fees col-
lected from all customers are ad-
equate to cover the operating costs
of the health club.”

Question: When should the
revenue relating to nonrefundable,
up-front fees in these types of ar-
rangements be recognized?

The SEC Interpretive Re-
sponse is, in part:

“Unless the up-front fee is

in exchaa&e for Emducts delivered

or services performed that repre-
sent the culmination of a separate
earnings process, the deferral of
revenue is appropriate.”

In the bulletin, the SEC
makes it clear that it does not
view the activities completed by
the club (i.e., selling the member-
ship, signing the contract) as dis-
crete earnings events. The SEC
reasons that since health clubs do
not sell the initial rights, prod-
ucts, or services separately (i.e.,
without the member’s continuing
involvement), the members are
purchasing the ongoing rights,
products, or services being pro-
vided with the up-front payment.

The SEC said that clubs
should consider the specific facts
and circumstances to determine
the appropriate accounting for
nonrefundable, up-front fees.

However, the SEC
noted that a recent study indi-
cated that over half of all finan-
cial reporting frauds involve
overstating revenue.

For the full text of the
SEC Bulletin, call (800) 228-
4772 or visit the Government
Relations section of www.ihrsa
.org.

YA
SlﬁNDER

errimack,NH)
The Union Leader reports that
Ultimate Gym and Fitness Cen-
ter has won a slander lawsuit

against a competing Gold's Gym.
Gold’s employees allegedly told
people that Ultimate Gym and
Fitness Center was going out of
business, even though it wasn’t.

On November 24, a jury
issued a verdict against Gold’s
Gym in the amount of $46,200.
Of that, $4,200 was awarded for
lost income, $22,000 for “pre-
sumed damage to reputation,”
and $20,000 for compensation.

Neither club involved is
an [HRSA member.

This case illustrates the
importance of ensuring that all
club employees are trained not to
say anything that could constitute
legal slander against a competi-
tor.

BALLY EXTENDS
SPOUSE DISCOUNT
T0O SAME-SEX
PARTNERS

Ba]ly Total Fitness is
extending *spousal’ discounts na-
tionwide to its members’ same-
sex partners provided they show
a domestic partners certificate is-
sued by a local government.

Bally revisited its policy
after Fort Lauderdale chiroprac-
tor Donna Watson complained
that Bally staff wouldn’t sign up
her same-sex partner at the dis-
counted ‘spousal’ rate.

Fort Lauderdale is in
Broward county which is one of
a select number of localities that
maintains a domestic partners di-

rectory and issues such certifi-
cates. Watson and her partner
are registered under Broward’s
domestic partnership law.

Broward county ex-
tends health insurance benefits
to partners of homosexual and
unmarried heterosexual county
employees who register as do-
mestic partners.

According to Bally
spokesman Dave Southern, do-
mestic partnership certificates
will be honored throughout the
health club chain, even in places
that do not have a domestic part-
nership law. In the past, Bally
has allowed same-sex partners
in some other localities — in-
cluding San Francisco, Manhat-
tan, and Washington, D.C. —to
take advantage of the‘spousal’
discount.

Based in Chicago,
Bally operates 360 fitness cen-
ters in 27 states and Canada,
with more than 4 million mem-
bers.

Foracopy of IHRSA’s
legal briefing paper entitled
“Couples Memberships,” con-
tact IHRSA Member Service at
(800) 228-4772 or visit the
Government Relations section
of www.ihrsa. org.

IHRSA’S “DIETARY
SUPPLEMENTS”
BRIEFING PAPER
NOW AVAILABLE

IHRSA‘s newest le-

gal briefing paper, entitled “Dietary
Supplements,” addresses the contro-
versial topic of supplement sales and
recommendations in health clubs.

IHRSA’s position on di-
etary supplements is as follows:

Promoting the health and
safety of their patrons is the para-
mount objective of IHRSA clubs.
Caution should be exercised when
selling or recommending dietary
supplements to insure that those
supplements do not endanger the
health of those patrons.

Even the 60% of IHRSA
members that don’t sell supplements
need to be aware of the legal issues
surrounding their recommendation
and use.

IHRSA recommends that
all clubs have a policy on dietary
supplements even if they don’t sell
them.

The paper states, “a club
can be held responsible for the ac-
tions of its employees. A written
policy not only educates employees
about the club’s rules, but it can
serve as evidence that the club took
appropriate measures to stop em-
ployees from recommending or sell-
ing supplements.”

“Dietary Supplements”
also provides information about
some of the well-known — and con-
troversial — supplements that are
(or once were) found in some health
clubs.

Briefing papers are free to
IHRSA members. Call (800) 228-
4772, fax (617) 951-0056 or e-mail
gr@ihrsa.or& 10 order,

..Napolitano

continued from page 10
kets, such as in New Jersey where

we have 20 clubs. It is leveraging
what youive got. We've got success-
ful businesses, but we can make
them more successful." We asked
Mark Smith if he could provide us
with the name and phone number of
the key contact person for anyone
that owns a club in the Northeast and
would like to sell. The person to call
is Alex Alimanestianu, the Execu-
tive Vice President for Development
at TSI. The phone number for Alex
is: (212) 246-6700 Ext.212.”

The New Role As
Vice President of
Special Progranmis

SI has already acquired
a number of multi-purpose suburban
locations and the appointment of the
talented Frank Napolitano as V.P. of
Special Programs appears to be a
natural fit for the needs of rapidly
growing TSI. Napolitano comments,
“The goal is to augment existing
revenues from the multi-purpose
clubs in the TSI organization. Phase
I will focus on the group of multi-

purpose clubs already owned by
TSI. The plan is to continue to
use Highpoint as a laboratory for
the kind of programming that can
be done in multi-purpose facili-
ties. If a program can be done, it
can be done at Highpoint.”

“We plan to “package”
most of the programs that we al-
ready do well here for introduc-
tion at other clubs in the TSI or-
ganization. We also plan to de-
velop new programs and package
those. Again, Highpoint will be
a sort of laboratory for that kind
of thought process. Kate
Hennigan, the person who devel-
oped many of our current pro-
grams at Highpoint, will continue
to work on this part of the plan.
TSI has a great model for running
its clubs. It is really carefully
thought out and obviously quite
successful. The hope is to aug-
ment that model for the multi-
purpose club environment to add
lots of programming revenue.”

Napolitano continues,
“Of course, there will be chal-
lenges. The day-to-day decision
making in a multi-purpose envi-
ronment can be more compli-
cated due to the relatively larger

number of transactions that are
processed. In a fitness facility,
you bill everybody once a month
and after that you aren’t process-
ing very many transactions.
When you add a programming to
the mix, you have many more
transactions, many more points of
contact with customers. So, the
decision making process becomes
a little different when you intro-
duce programming in the multi-
purpose model. Therefore, to be
successful we need to do more
than just package Kate's pro-
grams. We also need to spend
some time analyzing how Alan
and Ken have integrated all of this
decision making into our club
management model.”

“Phase two will be to ac-
quire other family focused multi-
purpose clubs within TSlis mar-
kets. At this point, TSI will have
a package for family program-
ming that will be transportable to
such facilities that can make them
more successful.”

The Napolitano Vision
For The Future

b‘ e asked Frank

Napolitano to share his vision
for the health, racquet and
sportsclub industry for the next
10 years. Here are his com-
ments, “I think the introduction
of large quantities of capital into
the industry has already
changed it forever. The result is
a time of great opportunity and
potentially, great peril. There
always will be room for the
Mom and Pop niche players in
this industry because we are a
*high-touch’ industry. But, the
large organizations will con-
tinue to grow at a rapid pace and
will take their place as industry
leaders. My hope is that, by
doing so, everyone will benefit
from the increased advertising
and better market positioning of
these facilities as the providers
of essential services. There will
be more clubs in the country in
the coming years, but they will
be owned by fewer, larger busi-
nesses. Those Mom and Pop
niche operators who are really
good and in touch with their
customer base will continue to
prosper. Those who aren’t will
see their market share eroded by
really well run organizations. |

remember sitting with John
McCarthy at a training session for
Presidents and Executive Directors
of Associations. The instructor was
telling us how difficult it is some-
times for associations and their
members to recognize change. As
an example, he noted that
McDonald’s was denied access to
the National Restaurant Association
when it first applied because, the
theory went, it wasn’t really a res-
taurant unless it had waiters and
waitresses. Among the industry’s
pioneers, the temptation is great to
snicker at large organizations that
provide a quality fitness product
uniformly and efficiently. Certainly
the advent of McDonald’s and
Outback Steakhouse has not elimi-
nated local Mom and Pop restau-
rants. But, they’ve put eating out in
adifferent context and they certainly
have made the restaurant business
more competitive. That is, I think,
our future.”

(Norm CatesJr, the Pub-
lisher and Editor of The CLUB IN-
SIDER News, is a 27-year veteran of
the health, racquet and sportsclub in-
dustry. Cates was the Ist President
and a Co-founder of IHRSA in 1981.)
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...Positioning

continued from page 9

everything the staff says and
does

*should we have a dress code
and uniforms

*how should our package, the
club facilities themselves, support
our position

*the specific programs and ser-
vices we need to offer to help de-
fine our differentiated story

*should we be involved in the
community, how, who and where.

The answers to some of
these challenges will be immedi-
ately obvious while others will re-
quire a little creative genius.

In the course of determin-
ing our position, a couple of issues

are especially thorny: the name
of our business and its products
and the question of line exten-
sions (adding new products to a
successful brand).

Campbell’s Soup, for
example, added a spaghetti sauce
under the Campbell name. Con-
sumers did not accept this mud-
dying of the waters and the im-
age of orange and watery. So, the
company renamed the sauces,
Prego - and very successfully.
Anheuser-Busch sold some 50
million barrels of beer in 1979
with only a few brands. In 1990,
the company marketed beerinan
increased number of brands and
sub-brands and sold less total
beer, 43 million barrels. Pepsi
Cola tried to market a “Crystal”
Pepsi. It was a clear cola, the
color of water, and failed miser-

ably.

Speaking of not learning
lessons, the people in the short-
ening/cooking oil business seem
particularly hard-headed. Follow
this crazy story of incompetence:

Crisco was the leader, by
far, in the solid shortening cat-
egory. It added a Crisco oil trying
to enter a category in which
Wesson held a stranglehold and
lost its pure image

Wesson, the leader of the
vegetable oil category, added a
corn oil and lost out to Mazzola,
the leader in corn oil, and also
muddied its image

Mazzola, the leader in
corn oil, tried to enter the marga-
rine category and lost out to
Fleischman's.

Club Case History

|

From the Total Health Library |

As a reader of The CLUB INSIDER News

vou are free 1o use the newslenier page below
for advertising and marketing your facility.
This from the Tatal Health Library CDROM

produced by HealthResourceCenter.org. For a

free 30 day review of either the Basic (Cast:
$979) or Professinnal library (Cost:
$1879) or.for a catalog call 800-

Or visit their web site at hup/
www.HealthResourceCenter.org.

Tip: Tor get maximum sharpness when
reproducing this page open the lid of vour
photocopier and make a completely black
sheet. Then place the black sheet behind your

ad when reproducing. The black sheer

| 2221840,

will cancel our any bleed through
' Sfrom the backside of the page.

Total Health Library
Cetting Started In An

Exercise

Program

MAKE WORKING OUT A WAY OF LIFE

veryday you hear more

about the numerous

benefits of working out
In fact, according to the Surgeon
General. in order to maintain
good health it is best 1o exercise
fior thirty minutes at least five
limes o week.

Incorporating exercise into
your daily life is easier than you
may think, Fortunately, your
fears of getting started in an
exercise routine can be over-
come. With these tips, you can
develop un exercise program that
you will enjoy for years

Fun, Fun, Fun

Of course, the first thing
you need 1o do is decide what
kind of activity vou want 1o be
invalved in. If you don't choose
an activity that you enjoy, yoo
probably won't stick 1o it very
long

Maybe there is samething
you have always wanted to try
such as skiing or dancing, or
possibly you participated in a
fun sport when you were in high
school or college. Go ahead and
try the activity that looks the
most IHlCIl‘.IIﬂg o you.

From www. HealthResourceCenter.org
You are free copy this page

Stick T

Find o friend or family
member who can work out with
you. You won't be us likely to
drop out if someone is counting
on you. Also, you can provide
support and encouragement for
each other

Record

Before you sturt, write your
exercise goals down in a note-
book. Mike sure your desires are

realistic.

Every few weeks, record
your progress. Your advance-
ment will probably amaze you

Keep Going

Initially, you will most
likely look forward to exercising
and feel great after working out
But, after a few weeks, the
newness will wear off and you
may find it difficult 10 keep
going

If you persevere, in about a
month or month and a half, you
will find your desire 10 exercise
beginning 1o grow again. You
can be encouraged that you have
made exercising a habit

Exercising can be fun and
rewarding. By following these
casy hints, you can make work-
ing out a part of your life that
you won't want to live without

5 Steps to Getting Started

1 Make a commitment
2 Schedule workouts in

advance
3 Set goals

4 Record your progress

5 Don’t give

S )

In the club industry there
is a case history that is somewhat
familiar.

Smithville Athletic Club
(a fictitious name) was a large in-
door-outdoor, multi-sport facility
and the dominant club in its mar-
ket.

They decided to open a
second club in the same market and
called it Smithville Athletic Club -
510. It was a pure fitness club lo-
cated on Route 510.

They opened up a third
club and called it Smithville Ath-
letic Club - Fitness Only. It was a
smaller, pure fitness club in a
storefront.

Aside from the Fitness-
Only appellation, which served to
highlight what was missing, the or-
ganization had thoroughly con-
fused the public by presenting
three different ideas under the same
brand.

One possible method for
coming to grips with this problem
might be to adopt a multi-brand
strategy with each brand standing
for a very clear and differentiated
club concept. Brand A might be the
multi-sport club group, brand B
might be the pure fitness group and
the parent company might have a
separate name altogether. If appro-
priate within the strategy, the par-
ent company name might endorse
the individual brands similar to the
way Paramount Pictures, Block-
buster Video, the New York Knicks
and Rangers and Madison Square
Gardens carried the modifier, “A
Viacom Company,” when Viacom
owned all these diverse entities.

Loss Of A Position

Earlier we talked about
the need to continually evolve the
positioning strategy. This example
of a set of clubs in a major metro-
politan market, illustrates this prin-
ciple. This club group was the clear
leader in the 1980s. It had new fa-
cilities, was brightly lit, above av-
erage finishes, new state-of-the-art
equipment, contemporary aerobics
classes, young energetic staff, fo-
cused on getting new joiners into
the club, and they were able to sell
prepaid annual memberships at
above average rates.

By the 1990s, they had
expanded to less-than-ideal sites,
created clubs on'multi-levels with
small footprints, their design and
decor had become average, their

equipment was typical of most
other local clubs, their programs
and classes were no longer innova-
tive, there was nothing special
about the staff and not all were cer-
tified, they were still sales oriented
but their sales programs were not
exceptional, and they were now be-
ing forced to offer a variety of pay-
ment plans.

The result? The organiza-

tion has become a group of
“middler” clubs with no differenti-
ated position. They were a leader
but are no more. The owners would
now like to sell, but not at realistic
prices. And they have all the busi-
ness challenges of an aging physi-
cal plant, a need for major capital
reinvestment, excessive staff turn-
over, high membership attrition and
non-increasing pricing.
In positioning there is a lot to think
about. But one thing stands out.
Your position, once determined,
becomes the measure of everything
you are, everything you do and ev-
erything you say. And, if the posi-
tion is a good one, it will creatively
inspire everything you are, every-
thing you do and everything you
say.

We urge club owners and
marketers to put the Positioning P
at the head of the list of the classic
4 Marketing P’s, because Position-
ing must be in place to help deter-
mine Product, Promotion, Price and
Place. Otherwise, from a market-
ing perspective, you will have no
means of determining what is good
or not so good or what is right or
wrong. You won't know whether
your 4 P’s are “on-strategy” or off
and, what’s worse, you will send a
mixed-up message to prospective
joiners, leaving them to figuratively
scratch their heads and look for
some other club that speaks to their
needs more clearly.

(Brian McBain is the Presi-
dent of Club MarketVision, a com-
pany dedicated to providing market-
ing direction to the club industry
through market research. Club
MarketVision was established nearly
a decade ago as a sister company to
Rick Caro’s Management Vision.
Brian McBain brings to the industry
a wealth of experience in marketing
research and marketing strategy de-
velopment from the health care, in-
surance, employee benefits, finance
and technology industries. Brian
may be reached at (800) 664-9601.)

CLUB INSIDER Classified Advertising
We Can Help You Sell Your Used Equipment,

Your Land, Your Club(s) O
$50 Per Ad For Up To 50 Words = Call 770.850.8506 For Info
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CITIZENS OF AMERICA!

DID YOU KNOW THAT THE YMCA’s OF AMERI CA
ARE NOT PAYING THEIR FAIR SHARE?

(1) Did you know that the YMCA'’s of America have $3.1 billion in annual revenue?

(2) Did you know that even though the YMCA’s of America want you to believe that
they are a charitable organization, they provide financial assistance to less than 10% of
their membership?

(3) Did you know that YMCA’s do not pay ANY real estate taxes, personal property
taxes, State Income Taxes or Federal Income Taxes?

(4) Did you know that a Tax-Exempt $5-million YMCA enjoys a $600,000 annual cost
advantage over a taxpaying commercial health club that provides the same services?

(5) Don’t you think it is|-
about time that all YMCAs in the
U.S. start sharing YOUR TAX
BURDEN by paying their fair
share of all of the above taxes?

Harford County Coalition for Fair Competition

Tax Paying Businesses Working with Tax Exempt Organizations
To Build a Beiter Harford County

FAIR COMPETITION CHART
AN UNLEVEL PLAYING FIELD -
WHY YMCA’S COMPETE UNFAIRLY
WITH TAX PAYING HEALTH CLUBS*

REBEL TODAY!

Contact your local YMCA

Board Members and inform SR N g S114678 SH14,678
. . (51,000,000, 15 yr. loan at 8% interest)

t!lem Of thls TraveSty Of tax ]us- BUILDING MORTGA(_;E $229 356 $458,712 $229.356
tice! Contact your County and B e e ]
City commissioners and council- FURNISHINGS & EQUIPMENT 0 $99,640 $99,640
men/women and tell them the POSTAGE _ _ $6.600 $10,000 $3,400
TRUTH about this YMCA NO- 15 ot i ac i o e
TAX SHAM! Contact your State e 4 g et
Legislators and demand that b

g g . 3 REAL ESTATE TAXES 0 $73,000 $£73,000
YMCA'’s be required by State o etk e
Law to pay THEIR FAIR SIMR INCOMEPARES, o o SIO60 . S1960
SHARE of State Taxes. And, fi- FEDERAL INCOME TAXES 0 $92.250 $92.250

Federal tax rate of 22.25% on first $100,000

nally, tell your Congressmen/ and 39% on next $100.000 - asumes $280.000
women that YMCASs across TOTAL ANNUAL COMPARATIVE $235,956 $869,880 $633,924

America should begin to pay
THEIR FAIR SHARE of income
taxes just like all other commer-

cial businesses in America must
do! '

OPERATING COSTS

* Assumptions based on a $5,000,000 health club project on five acres.

As a result of its tax.exempt status a non-profit organization like the YMCA can charge 25-50% less 1o its
members than a tax paying health club. In the example above, a tax paying health club with a membership of 2000 would
have to charge $26.00 more per membership per month than the Y simply to cover tax and debl service costs that Y's do

not have.

658 Boulton Street, Bel Air, MD 21014 (410) 838-2670 / (410) 879-7115
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BALLY

By Norm Cates, Jr.

About a year ago, |

wrote and published a Cover Story
entitled: Bally Total Fitness - Then
and Now. In that article I reported
what I had learned on a day-long
visit to Bally Total Fitness Head-
quarters in Chicago. That visit in-
cluded meetings with Bally Total
Fitness CEO and President, Lee
Hillman and virtually every mem-
ber his Executive Management
Team.

In that article I reviewed
the history of Bally Total Fitness
and | made some statements that
prior to my day-long Bally visit, I
never thought I would find myself
making. Among those statements
was a recommendation to my
friends at IHRSA that I thought it
was lime to take another look at
possible membership for Bally in
IHRSA. Subsequently, Annbeth
Eschbach, the IHRSA President at
the time, convened a meeting at the
IHRSA San Diego Convention to
discuss the idea.

My r Ogort shocked
of my old

Norm O

IHRSA friends

Whal I learned dur-

ing my Bally visit in October
1998 convinced me that finally
Bally Total Fitness had leaders
and a plan in place to truly
change the organization. Now, it
appears that other journalists are
coming to the same conclusion
and are taking note of the suc-
cess that Lee Hillman and his
Executive Management Team
are having.

In November, Barron’s
Magazine, a Dow Jones publi-
cation, published a glowing ar-
ticle about Bally Total Fitness.
Highlights of that article are
shown below.

This month, the Asso-
ciated Press published another
article, this one entitled: “Bally
Thrives” summarizing many of
the same points covered by
Barron’s Magazine.

The author, Harlan S.
Byre, likened Bally to a 97-
pound weakling not too many
years ago, with “a seriously
shaky balance sheet.” He con-
tinued with a description of BTF
as previously being “debt-ridden
and poorly managed.”

The author stated, “In

atawn’
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BULLETIN

three years as CEO, Hillman has
cut costs by closing unprofitable
units while renovating many fit-
ness centers that had become run-
down, opening sleek new ones
and acquiring units in promising
areas.”

He chronicled other
Hillman moves such as revamp-
ing enrollment practices by cut-
ting up-front fees and increasing
dues to $35 or more each month.

The author mentioned
that BTF was now promoting
higher-profit multi-club member-
ships, had introduced a nutritional
product line and workout cloth-
ing line with the result of “beefier
revenues and cash flow and bet-
ter profits.”

He summarized 3rd
quarter income at $12.2 million
or 45 cents a fully diluted share,
operating income jumped to
$38.4 million from $25.8 and rev-
enue climbed for the quarter to
$220 million, from $190 million.

The writer stated that
Hillman envisions “revenues hit-
ting $850 million in fiscal 1999,
compared with 1998’s $743 mil-
lion!

Hillman was quoted as
saying, “In the next four or five
years, | see our profit margin
climbing to the high 20’s or low
30.” That would be up from the
current margin of 17% that is up

from 8%.

The move into upscale
sportsclubs was mentioned.

Bally's new rehabilita-
tion business was reviewed.

The move by BTF into e-
commerce by virtue of a deal with
eFit was reviewed.

Lee Hillman was quoted as
follows at the end of the article: “The
history of the business shows fitness
centers aren’t much affected by eco-
nomic downtums such as the ones ex-
perienced in recent years.” He also
said, “A survey showed only about
7% of people in the U.S. [who are] re-
garded as potential fitness club mem-
bers have signed up. If that figure rose
by just 1%, Bally’s bottom line could
really be pumped up.”

Bally Total Fitness
Ac :ures 3 Gold's
_ Gyms - Latest
Acquisition Doubles
Bal g 's Presense in the
an Diego Area

CHICAGO. January
11, 2000 - Bally Total Fitness
(NYSE: BFT) announced it has ac-
quired a three-club group of
Gold’s Gyms in the greater San
Diego area, doubling the number
of clubs operated by Bally in this
market. The clubs are located in
the San Marcos, Vista and Scripps
Ranch areas of northern San Di-

ego County.

This latest acquisition
brings to 27 the number of clubs
acquired by Bally in the past 12
months and continues the
Company’s strategic program for
measured growth in key areas ini-
tiated two years ago.

Bally Total Fitness
Website Relaunched

BTF announced that it

had relaunched its high traffic
website, www.BallyFitness.com.
The site is generating more than 4
million hits each month from over
200,000 unique visitors. The move
was made, according to Bally offi-
cials, to provide visitors with im-
proved and expanded service and
to further boost the company's
internet-based business. Bally’s
website directly and indirectly, an-
nually produces revenues of ap-
proximately $20 million.

BTF Enters
Co-marketin
Agreement
Novartis Consumer
Health, Inc.

The agreement pro-
vides for BTF to promote Novartis
Consumer Health’s market-leading
athlete’s foot remedy, Lamisil
(R)AT (in over 350 BTF clubs).

Mike Chaet

continued from page 20

not. All belonged to a club. It was
found that those people who had
and used their home equipment
had fewer health club dropouts
than those that did not. After ex-
tensive interviews it was discov-
ered that both groups tended to
have "down" times when they did
not exercise, but most, at some
later time chose to return or "re-
enter” an exercise routine. This
reentry period is the critical time
when a person decides to quit or
g0 back into the club, 83% of the

people who had home equipment
went back to the club while only
37% who had no home equipment
returned the club. Almost a 50%
difference in retention.

After further interviews
it was found that the psychologi-
cal stress of "being out of shape"
was the key, and that their home
equipment helped them through
this.

Is home equipment a
friend or foe?

We suggest you encour-
age it and even train your instruc-
tors to include it in the programs
of your members. By integrating
it into the consciousness of both

your members and staff you are
making it an ally both in retention
and sales.

(MIKE CHAET is president
and CEO of Club Marketing & Man-
agement Services Inc. a club consult-
ing company located in Helena Mon-
tana. Mike is considered by many to
be one of the leading consultants in
the industry and has received many
awards for this work. To contact
Mike you may call him at (406)- 449-
5559, fax at (406) 449-0110, or visit
his website at cms-clubweb.com. To
receive Clubdoc's free monthly news-
letter simply send your email address
to clubdoc@cms-clubweb.com)

“(lgﬁnan
continued from page 21

course. The HEART THROB

(trainer) who had the most mem-
bers complete the program with 4

15
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HEART THROBS wins a prize too!

Added feature: This is a
great program to get the sales de-
partment involved too. New mem-
bers should get signed up for this
program AT POINT OF SALE.

What a great staff team
building project!. Yes, you could
even give an incentive to the sales
representative who signs up the
most new members and keeps in
contact with them to see that they
complete the event. With a littie
creativity and a positive attitude,
this simple program can lead to a
referral base and be an effective re-
tention tool as well. Just remem-
ber, as you promote it and imple-
ment it, you have to MAKE IT
FUN!



PAGE 27

EClub Insider

EXPERIENCE

JANUARY ISSUE

Experience the ride of your life.

BODYSTEP
Simple and athletic. The world’s.
ultimate step class.

BODYATTACK
Staying in shape is a constant battle.
Defend yoursel!

BODYFLOW
Change the way you feel about
your body forever.

BODYPUMP
The fastest way in the universe
to get in shape.

bodytrainingsystems, a division of
The STEP Company, was created to enable
clubs to manage group fitness to be the
number one source of revenue, new members
and member referrals.

bodytrainingsystems and Les Mills
Interational have an annual operating budget
of over 4 million dollars and employ over 200
professionals, which include the world's top
choreographers, trainers, exercise physiologists,
a medical advisory board plus marketing and
management specialists.

bodytrainingsystems has enabled
thousands of clubs in over 40 countries to
EXPERIENCE WORLD CLASS program
research and development, instructor training,
quarterly programming, gquality control,
performance research studies, marketing
and group fitness management training.

To find out how bodytrainingsystems
can deliver World Class results and profits to
your club, contact The STEP Company today!
Call 800.SAY.STEP or 770.424.8161. Visit us
on the web at www.bodypump.com.

bodytrainingsystems.
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What's behind the uipate [)BFFE

01995 L/fa Fitness, & di s, FloxDeck, and Rely on it are trademarks of Brunswick Corporation, GM-048:99
¥ ¥

The new Life Fitness 9000 Series Treadmills. Easier serviceability. Unyielding durability.

Unparalleled exercise comfort. Engineering marvels that are the source of a whole lot of work at

the patent office. Featuring a large new easy-to-use console and intuitive technologies that fuel ﬁ

runaway satisfaction...for your members and for you. Rely on it”
Rely on Life Fitness for driven performances.

Call 1.800.634.8637 or 1.847.288.3300 outside the U.S,



