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ATTEND ..

LARGEST

commerciaL FITNESS SHOW

IN NORTH AMERICA

> 20th Annual Trade Show for Health, Fitness and Sports Facilities & Affiliated Professionals <

Moscone Center South

ve Fu | i . LIt l; SR REGISTER NOW FOR FREE ADMISSION
IIIIISA 2001 San Francisco, CA www.ihrsa.org/meetings

800-228-4772 (US. and Canada)
617-951-0055 (International)
617-737-3323 (Fax)

Thursday, March 22nd - 3:00pm to 7:00pm / Complete this form and Fax to: 617.737.3323 or Mail to:

Friday, March 23rd* - 11:00am to 6:00pm IHRSA 2001, 263 Summer Street, Boston MA 02210
Saturday, March 24th* - 11:00 am to 4:00pm

* Show floor is open for early morning workout from 6:30 am to 8:30 am

Showcased Products and Services include ...

Fitness Equipment

Facility Designers/Architects
Flooring, Furniture, Lighting
Internet/Computer Technology
Consultants, Fitness Programming
Business or Financial Providers
Audio/Video Equipment

Locker Room Amenities

Apparel

Beverage & Nutritional Products

... and many more categories

"TWO BONL
EDUCA 'I' I (4] N AL
O F F E RS (ony for wes registrants*)
Available for a limited time with limited availability.

@EELEETECYT D register online at
www.ihrsa.org/meetings before February 16th

2001 and you will ALSO receive one FREE
Educational SESSION at the IHRSA Convention
and Conferences.

* Please note all sessions have limited seating. Sign up ASAP fo get
into your session of choice at www.ihrsa.orgimeetings.

@RI D Register on our website at
www.ihrsa.org/meetings or call 1-800-228-4772

if you register before February 28, you will

pay only $175 for an Education DAY PASS.

It INCLUDES all sessions and
keynoters that day. plus the continental breakfast. NOT included are
focus groups, “by invitation only™ events & evening receptions.

You SAVE $75 - $100 off the onsite rate of $250
AND get access to educational sessions that have never
before been offered to trade show attendees!

*www.ihrsa.org/meetings

Name

Title

Company

Address

City State/Province

Country Zip/Postal Code

Phone Fax

E-mail

PROFILE

1. Which BEST describes your facility,
(i.e. YMCA, Hotel, College etc.)

2. What is your professional affiliation?
{use acronym i.e. ACE, ACSM etc)

[ Please send me the complete IHRSA 2001
convention brochure.

3 Please send me IHRSA membership information.

Certification Testing done by: ACE, ACSM, IFPA,
NASM, NSCA, NSPA, PTR, Kickbox Fitness.
Continuing Education Credits or CECs are
available from ACE, ACSM, IFPA, NASM, NSCA, NSPA,
PTR, and USPTA.

Full day educational workshops

FREE workout sessions taught by program
creators and VIPs
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By Norm Cates, Jr.

ThelueMmstoryism
of a warrior - a true ‘Gladiator® of the
health, racquet and sportsclub industry.
Warrior-"Gladiator’, you might be say-
ing? What's up with that? Read on
and learn about another great success
story in the health, racquet and
sportsclubindustry. And, learn why we
refer to the mild-mannered, soft spo-
ken 49 year-old, Ohio native, Joe
Moore, as the Club Business 'Gladia-
tor.” "

$100 A Month Beginning

Thirty years ago, Joe

TE BR

Moore was a college student and Po-
lice Academy trainee. Upon gradua-
tion from the Police Academy he be-
came a police officer with the Mont-
gomery County Sheriff’s Depart-
ment. In 1968, Moore had joined the
Holiday Health Spa and had become
very interested in weight training and
Martial Arts. While he was finish-
ing college and Police Academy
training, he established his first gym
in 1970 in the garage of his home.
He installed free weights and other
training equipment. He even pur-
chased several of Arthur Jones’ first
Nautilus machines. The first was a
triceps machine, for which he paid
$410. (He borrowed some of the
money for that purchase from his
sister, Joyce.) He graduated from

the Police Academy and became
a full-time Police Officer at age
21. The garage gym was going
strong as his police force friends
and other pals regularly came to
work out. His interest in weight
training, martial arts and the fit-
ness business grew so that in
1971 he opened his first commer-
cial facility, a 1,000 square-foot
gym on the ground floor of a
building on North Main Street in
Dayton, Ohio. But, Moore really
didn’t open the North Main Street
facility to get into the health club
business; he just wanted to be
able to have access to more
equipment. Moore recalls,
“When we wanted to get a new
piece of equipment, or some more

barbells or dumbbells, we would
pitch in and get what we wanted.
It was like an exercise commu-
nity where a bunch of friends got
together to work out. 1 really
decided to move to that little
place on North Main street so |
could buy more equipment. I just
wanted to make enough money
so that | could add equipment.
So, it was more for my enjoy-
ment than it was a true commer-
cial operation to start with.” That
facility was not a risky venture
for Moore as the rent was only
$100 per month and he figured
that even if he couldn’t pay the
rent from the gym income, he
could supplement the rent from
his police officer’s salary.

KING NEWS! Bally Total Fitness Joins IHRSA

SEE NORM'S NOTES PAGE 4

JOE MOORE
Club Business 'Gladiator

Weight Lifting And
Rlat AR

Moore‘s interest in

weightlifting and Martial Arts was
keen and his plans included devel-
oping his facility into a weight
training facility offering Martial
Arts instruction. Moore recalls, “At
the same time I opened the North
Main Street facility, I had been go-
ing to the Police Academy and
working as a Police Cadet. | had
been taking Jiu Jitsu for a long
time. By then I had my Martial Aris
instructor certificate and was teach-
ing Policemen self-defense. Part of
the plan was to develop the health

(See Joe Moore page 6)

Richard Branson's Virgin Active Acquires Leisurenet Clubs

By Norm Cates, Jr.

On December 15,
2000, Richard Branson's Virgin
Active Holdings acquired the South
Africa-based Health & Racquet
Clubs, recently declared bankrupt
by Leisurenet.

The acquisition of these
85 upscale clubs by Richard
Branson’s organization marks a
true mildstone for the health,
racquet and sportsclub industry
worldwide. Branson is one of the

world’s most successful entrepre-
neurs and has built an empire that
includes music, airlines, real estate
and much more. To have him step
up to the plate and become involved
in this sityation is really a good
thing for the industry. Branson had
already entered the health club busi-
ness in the United Kingdom with
the installation of 3 Virgin Active
clubs with plans to build many
more.

Branson views the acqui-
sition of these 85 clubs for only
$41.6 million in a bankruptcy lig-
uidation sale as a springboard to

other South African investments.
He became involved at the re-
quest of South Africa’s Nelson
Mandela.

Branson was quoted as
saying, “Whenever we bring in a
new product to market, people
expect us to come up with some-
thing a bit different, knowing it
will give them better quality and
value than before. That's exactly
what we will do here.”

And, Branson is not
wasting any time. Frank Reed,
Managing Director of Virgin Ac-
tive, reported plans for immedi-

ate rebranding and reorganiza-
tion of the company. This will be
something very interesting to
watch as Branson is one of the
world’s best in the product
branding business and his amaz-
ing reputation precedes him ev-
erywhere. The mere mention of
the Virgin name will be a big step
toward success of the revived
Leisurenet Clubs in South Af-
rica.

As a first step, Branson
has indicated that Virgin Active
will honor all of Leisurenet’s
Health and Racquet Club mem-

bership contracts through March
31, 2001. Some of the former
Leisurenet members will most
likely pursue any remaining
Leisurenet assets for refunds on -
short term, and get this, 10-year
and 40-year membership contracts
sold by the Health and Racquet
Club group. The potential for those
damage suits totals $146,300,000
(USD).

STAY TUNED as we
plan to attempt to reach Mr.
Branson for his further comments
in the future.

UTAH - ICON
Health & Fitness announced in
December it will continue its ex-
pansion into the commercial fitness
market by acquiring Ground Zero
Design, an innovative manufac-
turer of commercial strength train-
ing equipment, for an undisclosed
purchase price. ICON, the world’s
largest manufacturer and marketer
of home fitness equipment, re-
cently launched into the commer-

cial fitness industry at the Club In-
dustry Show last October.
“Ground Zero's Free
Motion™ strength products and
the new line of NordicTrack com-
mercial aerobic equipment are per-
fect complements for the institu-
tional fitness industry,” said Scott
Watterson, Chairman and Chief
Executive Officer of ICON. “Both
lines are based on patented, cut-
ting-edge design and fresh ap-
proaches to doing business.”

“We always want innovation
to be our point of differentiation in
the marketplace,” Watterson said.
“By adding Ground Zero to the
ICON family, we have a comprehen-
sive offering for the institutional fit-
ness marketplace distinguished inall
categories by innovation.”

Ground Zero’s current

CEO and founder Roy Simonson,

and Jeff Leeson, the current Presi-

dent, COO and Co-Founder will
(Sce ICON page 24)
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* NORM'S NOTES -

® L iirsa (he Interna-
tional Health, Racquet and
Sportsclub Association) will cel-
cbrate its 20th Anniversary with
the 20th Annual International
Convention and Trade Show,
March 21-25th in San Francisco,
CA. Check out pages 23/ & 24 in
this issue for our IHRSA Pre-Con-
vention Preview. This single cvent
will help you enhance and improve
your club business more than any
other opportunity during the year.
1 hope to see you in San Francisco!

=Bally Total Fitness has
been invited by THRSA to join the
International Health, Racquet
and Sportsclub Association’s over
6,000 member clubs after a unani-
mous vote of the IHRSA Board of
Directors and Advisory Board.
Bally Total Fitness has accepted
and is officially an IHRSA Mem-
ber now. Given the significant
changes and improvements that
LEE HILLMAN and his Execu-
tive Team have made with Bally,
the IHRSA leadership felt really
good about inviting Bally to join.
This news broke just at press time
and my report here just covers the
late breaking news. 1 will have an
in-depth article about Bally joining
IHRSA next month, featuring in-
terviews with IHRSA President,
JOE CIRULLI, IHRSA Execu-
tive Director, JOHN
McCARTHY and Bally Chair-
man, CEO and President, LEE
HILLMAN, IHRSA Co-founder
and Spectrum Club Chairman,
RICK CARO and others. Bally
closed out the year trading at about
35, a huge increase from 4 just
about 5 years ago and 6 when
Hillman took over. Amazing. Also,
Bally just announced that they are
now providing their customers with
yet another service advance:
Online Membership Account Ac-
cess. Nothing but good news about
Bally Total Fitness for the New
Year, except for some nasty articles
published by a newspaper in New
York City that in my view, have
obviously been published just to
sell newspapers during the annual
New Years Resolution charge of
old and new members into health
clubs. (Article dates were Jan. 2, 3
and 4th, so go figure!) My guess
is that the writer, could use the ben-
cfit of a subscription to The CLUB
INSIDER News, so she could re-
ally understand what has been go-
ing on with the Bally organization
of over 20,000 people! The articles
rehashed a bunch of old news about
Bally, lamblasted the collection
methods of the financial companies
that Bally does business with and

in general, seemed to be focusing
on only negative items. Nowhere
did it mention that BTF has added
nearly 20,000 pieces of new,
state-of-the-art equipment and
facility upgrades at a cost of over
$200 million, amongst many
other initiatives. We will get into
these many Bally improvements
next month in the aforementioned
article. STAY TUNED!

*Congratulations to my
old friend and 26 year industry
veteran BOB PROVOST, as his
Greenville Racquet and Fitness
Club has been named ‘Favorite
Fitness Facility’ in Greenville,
S.C. by Greenville Magazine. The
Greenville Magazine described
Bob’s club as a “family-owned
fitness facility that hasn’t stopped
growing since it opened more
than 25 years ago. Way to go Bob
and MARY BETH!

TIM and LIZ
RHODE’S Maryland Athletic
Club and Wellness Center
(MAC), opened in September,
1996 and is growing to become
one of the top club businesses in
the United States. Assisted by
club business guru, RICK
CARO, the Rhodes opened with
just 26,000 square-feet and with
the Grand Opening of the
Lifestyle Center addition on Janu-
ary 20th, 2001, the club will be at
60,000 square-feet. In addition to
having Rick Caro in their corner,
the Rhodes have one of the top
Fitness Directors in the country
as part of their team, LAURIE
CINGLE. Laurie was honored by
THRSA in the past as the Fitness
Director of the Year. Among the
many new facilities and services
the MAC now offers is the new
state-of-the-art Lifetest Ultrafast
CT Heart Scanning Facility, the
first of its kind in the state! Con-
gratulations Tim and Liz and keep
up the great work.

*It is good to see that
DR. DAVID SATCHER, Sur-
geon General of the U.S., has an-
nounced a one-year long effort to
develop a national action plan to
combat the prevalence of over-
weight and obesity in the United
States. Noting that obesity among
children has nearly doubled since
1980 and it is increasing among
both genders, all age groups and
all population groups, Satcher has
set this plan to find solutions to
this nationwide problem.

<"PEP” Bill passes!
The U.S. Congress has autho-
rized the PEP (Physical Educa-
tion For Progress) which will ap-
propriate $400-million over 5
years to improve the nation’s

physical education programs in
grades K through 12. Adding to this
Holiday Gift to the health club in-
dustry, Congress passed the ‘Por-
ter Initiative,’ a $125 million
*healthy lifestyle’ media campaign
aimed at promoting regular exer-
cise, better nutrition and less drugs,
violence and alcohol among the
youth of America.

*| heard a radio commer-
cial the other day that really irked
me. It was promoting Nordic Track
Treadmills and Elliptical machines.
It went something like this: “By
acquiring a Nordic Track Tread-
mill or Elliptical Machine, you
can get out of bed, jump right on
the machine for 30 minutes and you
won't have to make that drive to the
health club anymore!” Well, I've
got this to say about that. I think
that it is terrific for companies to
be selling home exercise equip-
ment, because | strongly believe
that if and when that equipment is
truly used, it could very well cause
the user to become a bona-fide
health club prospective member.
However, | strongly protest compa-
nies that are “bad-mouthing” health
club memberships in their adver-
tisements. It is just not right. Life
Fitness, for example, does a terrific
job of their consumer marketing
without any bad mouthing of health
clubs or health club memberships.
NordicTrac, owned by Icon, the
huge consumer company that just
last December acquired ROY
SIMONSON's Ground Zero De-
sign Company, should reevaluate
their advertising and quit bad-
mouthing the health club industry
and health club membership in their
broadcast and print messages. That
would be the right thing to do.

*JILL STEVENS
KINNEY, former IHRSA Board
Member and long-time club indus-
try leader continues to grow her
company, San Francisco-based
CLUB ONE, Inc. Club One, a
product of years of effort by Jill and
her husband JOHN KINNEY,
have signed 12 more contracts with
corporate fitness centers, including
a global contract with Motorola. As
of March 1, 2001, Club One will
be serving 60 corporate centers.

«Life Fitness’ Total Body
Cross-Trainers, the CT 9500HR,
9100 and 8500 and for consumer
use, the CT 5500HR, won the
GOOD DESIGN Award from the
Chicago Athenaeum Museum of
Architecture and Design. Pre-
sented since 1950, the GOOD DE-
SIGN Awards are one of the oldest
and most prestigious design recog-
nition awards worldwide.

+JUDI SHEPPARD

MISSETT, the Founder and
CEO of Jazzercise continues to
do great events. Recently,
Jazzercise brought over 1,200 fit-
ness enthusiasts from throughout
the U.S., Italy, Japan, Canada,
Holland, Mexico, Switzerland and
the West Indies together at the
Fountainebleau Hilton for an
event called Jazzercise On Loca-
tion. Highlights of the event in-
cluded the filming of a training
video for 5,000+ Jazzercise in-
structors, a Health, Fitness and
Fashion Expo and a Shoe Drive
which collected 600 pairs of shoes
for local Miami charities.

*Congratulations to
DANNY ERRICO, as he sold his
9 New York City and 1 Scarsdale,
N.Y. Equinox clubs to Green-
wich, CT.-based North Castle
Partners and Boston-based J.W.
Childs Associates. The price was
allegedly “north of $150 million!
What are you gonna do now
Danny? Go to DisneyWorld?
Continuing Equinox CEO
HARVEY SPEVAK, commented
to one party about the Equinox
plans to take its urban upscale club
and day spa formula “to cities
where there is a significant per-
centage of wealthy residents. We
will not be building in Albuquer-
que,” said Spevak. Well Harvey,
let me tell you. I'll bet you that
the nice folks out in Albuquerque
will be really, really relieved to
hear that!

*I received copies of new
company newsletters from two of
our advertisers that [ want you to
know about. Body Training Sys-
tems (formerly BodyPUMP and
The STEP Company) has pro-
duced a very nice four page news-
letter that does a terrific job of
sharing their mission. The truth is,
there are some of you out there
that are not listening to the Body
Training System message and you
really should, Call (800) 729-7837
to obtain a copy of the newsletter
from Body Training Systems (pro-
ducers of BodyPUMP,
BodyATTACK, BodyFLOW,
BodySTEP and RPM.

*Also, KAREN WOODARD,
the President of Premium Perfor-
mance Training, has produced a
newsletter which updates you on
Trends in the international and
domestic markets and provides
management tips. Karen Woodard
has been one of The CLUB IN-
SIDER New's most dedicated
Contributing Authors and she does
a terrific job for her clients. To
contact Karen call: (303) 417-
0653 or to request a complimen-
tary copy of the new PPT News,

Let Us Hear About Your NEWS!

E Mail - clubinsidernews@mindspring.com

call the same number and leave your
name, phone # and mailing address.

*Crunch Fitness Interna-
tional, Inc. has announced that it has
entered into a long-term agreement
with a company formed by Manrico
Holding, S.p.A. and Progetti Inter-
national for the exclusive distribu-
tion and license rights for Crunch
apparel and accessories worldwide.
Owned by DOUG LEVINE, one of
the club industry’s greatest branding
gurus, Crunch now owns and oper-
ates facilities in New York, Los An-
geles, San Francisco, Mission Viejo,
Miami, Chicago and Atlanta.The
Crunch brand includes group fitness,
original television programming,
exercise, music, books, videos and
apparell.

«It is great to see that the
State of Montana Senate and Busi-
ness and Labor Committee has
filed Senate Bill 151 which would
prohibit university fitness centers
and community fitness centers from
selling memberships to the public if
is there is already a tax-paying fit-
ness center serving the market. And,
in New Jersey, legislators have
filed a bill which would provide
New Jersey employers with a 10%
tax credit (up to $50 per employee)
for expenditures toward the cost of
individual or corporate health club
memberships. STAY TUNED.

*The Fitness Company,
under Chairman STEVE SMITH
and President, RICH MANDLEY,
has acquired the Birkdale Health
and Fitness Center in Iselin, New
Jersey. The club will be renamed
FitCare LifeCenter and will be-
come a for-profit, tax-paying facil-
ity after previously being operated
as a tax-exempt facility. A day spa
and physical therapy unit will be
added to the 40,000 sq.ft. facility.

*TOM LINCIR, Presi-
dent and Founder of the Ivanko
Barbell Company, may be the pre-
eminent expert on free weights in the
world. He founded the market lead-
ing Ivanko Barbell Company over
31 years ago and is a collector of all
kinds of very interesting historical
information about weight lifting.
He is like talking to an encyclope-
dia when it comes to the world of
free weight lifting. If you want to
know all there is to know about bar-
bells, dumbbells and free weights,
check out Tom’s excellent article in
the January, 2001 edition of
WALLY BOYKO'’s National Fit-
ness Trade Journal. If you don’t
receive Wally’s Quarterly Magazine,
give Wally’s offices a call at: (541)
830-0400.

*Congratulations to
JERRY NOYCE, veteran club in-

(See Norm's Notes page 5)
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continued from page 4

dustry professional, as he has just
been named as Chief Executive
Officer and President of the
Health and Fitness Corpora-
tion. Jerry has over 20 years of
management experience and was
previously the Executive Vice
President of the Minneapolis/

*More Congratulations
also to DAN LEVIN and his team
at Chicago’s EAST BANK
CLUB as they celebrated their
20th Anniversary in December.
This 400,000 square-foot (10
acres under roof) mega-club is
clearly the most incredible, most
successful club on the Planet
Earth. In 1980, Mr. Levin built
the club on the North Fork of the
Chicago River in an area aban-

St.Paul-based Northwest  doned by developers for decades.
Racquet, Swim and Health Clubs.  This club generates over $42 mil-
[_ Norm Cates”’

Club Insule

Subscription Forrn

N am lf’lst
For Additional Subscriptions

Club Name:

Address:

City, State, Zip:

Telephone:

=
—
=
[__ American Express

$89 (U.S.) - 18 Issues (Includes Canada)
$69 (U.S.) - 12 Issues (Includes Canada)
International - $149 (U. S.) Per Year
Check Enclosed or Charge My

Exp. __

Discover

l__

I
|
I
|
|
|
|
|
|
|
|
|
|
|
I
|
|
i
I
|
|
|

I P. O. Box 681241, Marietta, GA 30068-0021 or Fax: 770/933-9698 !

Call 770/850-8506 or E-Mail: clubmﬂdﬁmws@mmdspnng.mtu very loyal to him. What more

lion per year in revenues! Happy
Anniversary everyone at East
Bank.

*Club Corporation In-
ternational and Fitness Hold-
ings (d/b/a 24 Hour Fitness)
have been named to the Forbes
500 (private companies) list. Dal-
las-based Club Corp, with 1999
revenues of over $1 billion was
ranked 227th and Fitness Hold-
ings Worldwide with 1999 rev-
enues of $736 million was ranked
363rd.

*Boston-based Fitcorp
has added 4 new units to their
line-up of 32 facilities. And, Den-
ver-based Wellbridge (formerly
CSI) will open two corporate
centers in New York City for the
Deutsche Banc. This will in-
crease Wellbridge’s facility count
10 55. And, industry veteran, ED
WILLIAMS, acting Wellbridge
CEQ, continues to do an out-
standing job leading Wellbridge
into the 21st Century. In my view,
the Wellbridge Board of Direc-
tors could look far and wide and
not find anyone in the industry
that would be better suited for the
job of CEO than Ed Williams. Ed

is one of two founders of the:

company (along with TOM
LYNEIS), he knows the markets,
he knows the facilities (in fact,
he lead the acquisition efforts on
most of them) and his people are

EClub Insider

JANUARY ISSUE

could a Board of Directors ask
for? 1 say take the “acting’ off of
his title and appoint ED WILL-
IAMS for Wellbridge permanent
CEO! STAY TUNED!
*Congratulations to J.D.
and VARNER HOLMES on
their acquisition of the Impact
Fitness Center in Fayetteville,
GA. The name of the facility has
been changed to Gold’s Gym and
this now gives J.D. and Varner a
stronghold on Fayette County,
Georgia with 3 Gold's operations.
Fayette County is a bedroom
community south of the Atlanta
Hartsfield Intenational Airport
and a haven for those rich and
greedy Delta Pilots, (Just kidding.
I taught several of those guys how
to fly jets years back in the late
60s and early 70s and Delta Pi-
lots are excellent, but their greed
is seriously hurting the company.)
Also, the Holmes’ did a good
thing when they donated some of
their old equipment to the new
Peachtree City Fire
Department’s Wellness Center.
*MIKE CHAET, one of
our esteemed Contributing Au-
thors (see Clubdoc’s Corner,
page #16), completed the first
global “Train the Trainer” pro-
gram, an exclusive service to
CMS worldwide consultants, 13
attendees from the Dominican
Republic, Russia, Scandinavia,
Germany, California, North and
South Carolina, Michigan, New

York, Virginia and Ohio obtained
Master Trainer status. Also, con-
gratulations to MIKE and MARY
CHAET, as their son, BENJAMIN
CHAET, has earned a full football
scholarship to Utah State University
as a kicker!

*The January, 2001
IHRSA Trend Report, sponsored
by Life Fitness, has several very
interesting items. (1) Average health
club member attendance is up to 90
days per year as opposed to 72 days
per year in 1987. (2) For the 5th con-
secutive year, clubs reported that
payrolls remained flat or declined as
a percentage of total club revenues.
And, according the report, a major-
ity of the clubs participating in the
survey raised their prices for the sec-
ond consecutive year in 1999 and
improved their membership reten-
tion rates. (3)There is a strong move-
ment afoot to provide program
memberships, short-term member-
ships and even by the visit member-
ships and this segment of the mar-
ket draws 24.2 million in addition
to the 30.6 million ‘regular’ health
club members. (4) In terms of the
average household income of mem-
bers, there is virtually no difference
between U.S. commercial health
clubs and their non-profit competi-
tors. This report is just one of many
services provided by THRSA. For
membership and 2001 Conven-
tion and Trade Show information,
call: (800) 228-4772,

New, In-Club Weight Loss Program Projects 200+K Annual Profit
With Using Just 750 Sq. Ft. of Space in Your Club

Casey Conrad, longtime industry consultant, has developed a complete turnkey weight loss program that's designed to be
installed within health clubs that combines proven weight loss programming with sales, service and marketing systems. It's easy
to fit into almost any layout. It can add a valuable service to your existing members and help you attract an additional target

group within your local area. Most importantly, it is proving to be a huge profit center. It’s called HEALTHY
INSPIRATIONS and here are the results from the first three licensees of the program:

HEALTHY INSPIRATIONS at Bull Run Athletic Club, Manassas, VA:

HEALTHY INSPIRATIONS at Contours Express, Warrenton, VA:

HEALTHY INSPIRATIONS at Bodez by Tasso, Ormond Beach, FL:

Ist month, September = $34,000

Ist month, November

Ist 10 DAYS, December =

= $36,000

$46,000

Imagine what these clubs will do in January! Call today to receive a FREE 12-page info-pack that gives you an executive sum-
mary of how HEALTHY INSPIRATIONS can give you extra profits and a valuable service to your club. Act quickly and you
could still take advantage of the January weight loss market.

,V”

HEALTHY
INSPIRATIONS

FOR FREE INFO-PACK CALL TODAY

1-800-725-6147
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...Joe Moore
continued from page 3

club and expand it and also to teach
Jiu Jitsu. Back then, some of the
Martial Arts were much more vio-
lent than they are today. To obtain
the Jiu Jitsu Black Belt at that time
you had to fight black belt oppo-
nents that were armed with weap-
ons. Real knives, clubs and other
weapons. So, my black belt test was
very interesting. The Black Belt test
called for me to be attacked 52
times. During the test there was an
audience present, so the attackers
were required to tape certain weap-
ons to their hands to keep them
from flying across the room and
hurting someone. On the Sth attack,
a guy tried to attack me with a club
and 1 blocked him well. But, be-
cause the club was taped to his
hand, it ended up hitting me on the
side of the head. I took him down
and he submitted. Then another
black belt was on me with an un-
derhand knife attack. I took him
down but | was reeling from the
club hitting my head. He got a lock
on my left leg and broke it over the
ankle, That is when the test really
started. That was the 6th move and
I still had the other 46 attacks to
go. By the time the whole thing was
over, | had a broken nose, a broken
leg and was bleeding profusely
from the head. 1 passed the test.
The whole purpose of the test is to
get your defensive moves where
they are fluid, where you act with-
out thinking. When you are injured
like that, it's the only way you can
possibly win. By the time that | got
to the hospital to get my leg set, |
was just happy that I had passed the
test. Other Black Belts that had
gone through the same thing had
experienced much worse injuries
than just a broken leg. They had

been stabbed and suffered much -

more serious injuries than I. This
was serious stuff. We thought at
that time that Jiu Jitsu was a dying
art, that it couldn’t be taught com-
mercially. But, in Japan and Bra-
zil, it has really caught on. So, to-
day with mixed martial arts cham-
pionships, Jiu Jitsu has become
popular again. After getting my
Black Belt in Jiu Jitsu, | also got
my Black Belt in Karate.” In 1999,
Moore was honored by being se-
lected to the Black Belt Hall of
Fame which is located in Pitts-
burgh, PA.”

A Big Jump

he 1,000 square-foot
facility was too small for both
weightlifting and martial arts
classes, but Moore realized that
from the beginning and went ahead
with it anyway because he wanted
a better place to workout. Once he
had expanded into a bigger space
down the road he began teaching
Karate and Jiu Jitsu. He recalls, “ 1
found very quickly that the violent

art that 1 had been taught didn’t
sell commercially. People didn’t
want to be beaten up and go
through the type of program that
we had. So, | changed the Karate
and Jiu Jitsu studio into an aero-
bics studio. By 1978 we had gone
from Moore’s Fitness and Martial
Arts to just Moore’s Fitness in a
new location of 7,000 square-
feet.” Also, by 1978, Moore had
left police work to devote full
time to his fitness center business.
He had also opened his second
(2500 square feet) and third
(3,000 square feet) facilities in
Centerville and Kettering, Ohio.
Moore adds, “This expansion was
a big step for me because my edu-
cation had been in criminology
and I had planned for a career in
that field. I had taken a hobby and
made it my life’s work. That was
a big jump.” Moore’s facilities
were operated until 1980 using
the old male/female alternating
day schedules and during the late
1970s, Moore spent a lot of time
and money expanding those fa-
cilities to provide 7-day-a-week
co-ed operations with locker
rooms for men and women and
expanded workout areas. In early
1980, Moore began to expand to
nearby Cincinnati, Ohio, where
he now owns and operates 7
Moore's Fitness Centers. Moore’s
Cincinnati growth thrust was
through the takeover of failed fit-
ness centers. By the end of the
1980s, Moore had 9 locations in
operation.

Dedicated and
Experienced
Management Team
With A Leader That
Makes Things Click

The Moore’s Fitness
Centers are reaching the big
leagues now with 12 locations in
operation and growth of two new
units per year slated over the next
5 years.

Moore’s growth plan
calls for larger units in the 25 to
30,000 square-foot range. He has
grown his business carefully and
conservatively. Moore's Fitness
Centers management team is led
by his wife Darlene Moore, Ron
Byrd, and Delana Jackson all
serving as Regional Directors and
supervising the Managers of the
12 clubs.

Darlene Moore, wife of
28 years (they have been together
since the 7th grade when they be-
gan to ‘go-steady’) and co-worker
with Joe for over 26 years, sum-
marizes the reason for Joe’s suc-
cess in one sentence. “Joe is just
such a great guy that he just
makes everything ‘click”.”

Ron Byrd has been with
Moore for 22 years and is Vice
President of Moore's Fitness. In
addition to serving as a Regional
Director, he also supervises the
business office operations. Byrd
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comments on working with Joe
Moore, “Joe is just a greal per-
son to work with. He is easy to
get along with and very easy go-
ing. I've been with him for 22
years and | am still amazed with
how good he is in dealing with
everything.”

Delana Jackson, Re-
gional Director, adds, “I think
there are two primary reasons for
the success of Moore’s Fitness
Centers. The first is that Joe
Moore is very easy to get along
with and he is also very fair. Sec-
ond is training, training, training!
Moore's Fitness Center training
is comprehensive and includes
every facet of the business that
people need to succeed.”

In addition to Joe Moore
and the Regional Directors, there
are several other long-term em-
ployees that are important and
key members of the Moore’s Fit-
ness Center Team. They include
Jan Hicks (Joe's sister), 22 years,
Club Manager, Judy Petkewitz,
18 years, Club Manager, Greg
Fagan, 12 years, Maintenance
Director, Ann Callahan, 15 years,
Corporate Office Manager and
Debby Boomershine, 12 years,
Director of Human Resources
and Aerobics.

Together, this team has
grown the Moore’s Fitness Cen-
ter organization to become a well
respected market leader in the
Dayton/Cincinnati, Ohio areas.

While visiting with Joe
Moore and seeing his operations
in Dayton, Ohio, we asked him
to share with us his thoughts on
keys to success in club manage-
ment. This is what he had to say:

Joe Moore’s Keys To
Success In
The Club Business

#1- LISTENING TO

THE MEMBERS - “Probably
the biggest thing is listening to
the members. Finding out what
they think. What they want. Find-
ing out what those needs are and
satisfying those needs. Over the
years there have been many
shifts. You could hardly recog-
nize one of our clubs today com-
pared to what it looked like just
five years ago. Whatever the
members want we try to do.”

#2. HAPPY MEM-

BERS PROVIDING STRONG
REFERRAL BUSINESS- “We
teach our people to promise pro-
spective members a lot, but then
to deliver more. Because this is
such a people business. They
come here to have a pleasant en-
vironment. Sometimes they are
not here just to lose weight or
tone their muscles. They are here
for the environment. They enjoy
coming to their club. Those long-
term members are the ones that
are connected to us socially as
well. They are bringing in their

(L to R) Darlene, Joe & Stacey Moore

friends. We know it is a product
of our members being happy and
bringing in friends that drives our
business and that will drive our
business in the future. We think
that there is a base level of ser-
vice that every health club is re-
quired to give. | don’t believe
people think about finding a clean
health club or wanting a club with
good equipment. They believe
that just comes with every mem-
bership, no matter whether they
are joining our health club or any
other health club. It is the things
that you do above and beyond that
base level of service that makes a
club profitable. So, we are con-
stantly trying to do things to get
people’s attention, such as adding
new equipment all the time. As
soon as there is something on the
market that we identify as a pro-
ductive piece of exercise equip-
ment that people will use, we pur-
chase it. Even if it is a picce that
I’m afraid may not last, I'll get it
anyway, just to give them some-
thing to talk about. Something to
be happy about. Then when the
new version comes out that is
more commercial strength, then
we’ll get that. We have a constant
turnover of equipment and we are
constantly remodeling. We want
members out in the community
saying, You know why I go to
Moore’s? It is because they have
new equipment coming in all the

time. The personnel are always
friendly. We think that word of
mouth drives the business more than
anything we do.” We asked Moore,
“What percentage of your new busi-
ness would you estimate is derived
from member referrals?” Moore re-
sponded, “It is about 65 to 70% that
come in as a result of a friend. Ei-
ther the friend drags them in here
or they come in on a guest pass
given to them by our members. The
best type of member is constantly
out there in the community saying,
“I get in shape by going to Moore's.
You’ve got to come with me.”

#3 THE ‘FITNESS-EN-

TERTAINMENT’ BUSINESS-
“We have an ongoing training pro-
gram. I've never been too impressed
with hiring people from other health
clubs. The left-over ‘corporate-cul-
ture’ from former clubs always
causes a problem. There are people
that are too intent upon pressuring
people to join, not servicing people.
They don’t understand that the fa-
cility has to be cleaned. There is al-
ways some corporate clash between
our culture and other cultures. Oc-
casionally, we have hired an em-
ployee from another club that has
done well. But, our greatest success
has been from hiring people that
have a true desire for fitness. They
want to work out themselves and
they want to be in this environment.

(See Joe Moore page 8)
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mean that we will let him out
.Joe Moore & orkou fioor to do
continued from page 6 whatever he wants. I've seen

too much experimentation.
‘When a major fitness organiza-
tion says that an exercise is dan-
gerous, we won't teach it. We
want to make sure that our
members have safe, productive
exercises. We asked about the
contents of the six-week train-
ing course. Moore responded,
“It includes basic anatomy and
exercise protocols, customer
service and membership sales
training. We also have a seg-
ment you might call ‘manners
training.” Many people out in
the health club work force don’t
understand that the health club
business is an enthusiastic-
friendly business. So, your av-
erage person may not have the
right attitude until we explain
exactly how to act in a health
club. For example, you can
never be rude to people in a
health club; because, they can
always go to another club. They
can just as easily go down the

We like to take that raw material and
teach them that this is the “fitness-
entertainment’ business now. It is not
just selling a person a membership.
It is keeping that person entertained
and enthused to stay here and work
oul over an extended period of time.
So, not only is it just the fitness, we
think it is the entertainment business
as well. I think so many club owners
have come to that same realization
that entertainment keeps that mem-
ber coming in and bringing their
friends. We start our new employees
by having them go through a six-
week training program. Then they are
assigned to a coach. That coach re-
enforces what those people learn in
their classroom training. After they
are finished with the 6 weeks they are
working in the club, we still have on-
going training because we want to
make sure that only safe exercises are
shown to our members. The rule is
first, ‘Do no harm.’ Just because
somebody has a certification doesn’t
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street and find basically the same
equipment. So, it is the people
who drive the industry. We try to
integrate our people into every
phase of the fitness business. We
want the members to participate
in as much variety as they can.
We want them in the classes. We
want them using the cardiovas-
cular and strength training equip-
ment. We want them to do what-
ever they are most comfortable
with. It is the same old answer to
the question: “What is the best ex-
ercise?” That’s the one that YOU
do, that YOU are happy with. We
try to get our staff to understand
that, Debby Boomershine is our
trainer. She trains all of our new
employees and our aerobic instruc-
tors. Debby also choreographs all
of our group exercise classes and
evaluates our instructors to be sure
they are teaching according to our
protocols.”

#4 REG[()NAL MAN-

AGERS SERVE AN IMPOR-
TANT ROLE- Moore summa-
rized the Regional Management
job description as follows: “We
have 3 Regional Directors that are
in each location on a daily basis to
see to it that the needs of the club
managers are met. Whatever the
club needs is taken care of as soon
as possible. If there is a piece of
equipment broken, we get it fixed
immediately. The Regional Direc-
tors are out in the club talking to
the members everyday to find out
what those members want and
need.”

Fair Prices - Clean-
WeﬂE uipped Clubs -
mber-Oriented
ana ement
Equals Success

0 ver the years,

Moore's Fitness Center member-
ship numbers have grown progres-
sively in relation to his number of
facilities. By the end of 1980 he
had approximately 8,000 mem-
bers. By the end of 1990 the num-
ber was 14,000 and by the begin-
ning of the year 2001, the mem-
bership numbers had reached
22,000.

Joe Moore provides pro-
spective members with a monthly
dues option which allows them to
cancel their membership with a 30-
day written notice should they de-
sire. He also provides a one-year
and two-year membership option.
New month-to-month members
pay a $150 Registration Fee while
those that are willing to commit to
one or two year plans pay $80.
Single monthly dues are $37 and
couples pay $57. Children may be
added to a membership for $20 per
month per child. Moore also uses
Electronic Funds Collection (EFT)
rather than billing for his monthly
dues collections.

While Moore declined to
disclose the annual sales revenue
for the Moore’s Fitness Center
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chain of 12 locations, this writer es-
timates that revenues exceed $8 mil-
lion annually. Not bad for a guy that
started in his garage!

But Why The
Nickname
‘Gladiator?’

Yuu may be thinking that
we’ve nicknamed Joe Moore the
‘Gladiator’ because of his involve-
ment and accomplishments in Mar-
tial Arts. That is not the case. We
gave Joe Moore the nickname
‘Gladiator’ because he has tire-
lessly and successfully fought non-
profit tax-exempt competition in
his market for years and for 8 years,
has led the Ohio Fitness Associa-
tion, as President, in the fight to
repeal an unfair and unwarranted
sales tax on health club member-
ships in Ohio.

And, very importantly,
Joe Moore has taught others how
to go about that fight. John
McCarthy, Executive Director of
IHRSA, says this about Joe Moore:
“Joe Moore is a warrior who is ab-
solutely fearless. As a result, he has
put together a string of victories
against tax-exempt Taj Mahal fit-
ness centers of which the entire in-
dustry can be proud. If anyone
wants to know how to win in this
arena, they need to borrow Joe
Moore’s playbook. He is a master
from whom all of us can learn.”
While this story is about Joe Moore
and his successful club career, it is
also very much about his role in the
fight against tax exempt non-profit
competition and his fight against
the Ohio health club membership
sales tax. Joe Moore and this writer
believe that commercial clubs own-
ers everywhere should understand
why these fights should be fought
and how to go about fighting them.
So, please read on.

Ohio’s ‘Sin - Tax’
On Health Club
Memberships - A Tax
That Shouldn’t Be

Imaginc what it would be
like in your market if your legisla-
ture imposed a tax called a *Sin-Tax’
on the following: alcohol, cigarettes
and soft-drinks. And then, for good
measure, your elected State Legisla-
ture included health club member-
ships in that *Sin-Tax category! And,
at the same time, they totally ignore
the fact that taxes that they are col-
lecting support non-profit, non-tax
paying fitness centers owned by the
government. I mean, if you used the
logic of what is going on in Ohio, it
would be appropriate for the com-
munities to fund, build, open and
operate grocery stores, drug stores
and department stores. Wow, what an
intriguing concept! How in the world
could such tax legislation have
passed and what is stopping that
Ohio ‘Sales-Tax' from being re-
pealed? Here is the history of the
Ohio *Sin-Tax" and why attemplts ev-
ery year for 8 years have failed.

JANUARY ISSUE
oe Moore The Club
usiness 'Gladiator'
hares His
Knowiedge and
erience On
th ng Non-profits

Jae Moore, in my opin-
ion, may be the single most expe-
rienced and successful fighter of
non-profits in the health club busi-
ness at this time. He has an acute
realization of how to go about this
tough challenge and he does it well.
And, he wants you to learn how to
join the cause. The fact is, this Ohio
territory is one of many areas in the
country where the commercial
health clubs are seeing their terri-
tory invaded by tax supported, non-
tax paying recreation and parks fit-
ness centers, non-profit tax-free
hospitals and State supported Uni-
versity fitness centers. But, in Joe
Moore’s territory, several public
recreation and parks fitness centers
and one major hospital fitness cen-
ter have been stopped dead in their
tracks by Joe Moore's efforts.
Those who heed and come to un-
derstand what Joe Moore is about
to say in the following paragraphs
have a good chance of fighting off
what could be non-profit, tax-free
competition that could be ruinous
to their business.

I said to Joe, “After nu-
merous successes in fighting non-
profit, tax-exempt public and hos-
pital owned fitness centers here,
you are going after and working on
repealing the Ohio State “Sin Tax™
on health club memberships. "Tell
us about this experience." Moore
replied, “Eight years ago, the State
of Ohio passed what they called a
‘Sin tax’ which was to be on alco-
hol, cigarettes, soda pop and health
club memberships. The real rea-
sons we were lumped in the tax
were two-fold: (1) We had no ad-
vance knowledge it was being pro-
posed. We found out the tax bill had
been proposed on a Monday and
the tax bill was voted on and passed
by the Ohio Legislature on
Wednesday. (2) We had no repre-
sentation in the State of Ohio.
There was no lobbyist telling the
legislators that we should be ex-
empt from this tax. The health club
industry in Ohio knew nothing
about it. There was no input from
the industry. So, I got in touch with
IHRSA and with their assistance,
we immediately formed a coalition
of health clubs to try to repeal the
sales tax. We saw immediately that
it was going to be impossible to
succeed in the repeal effort during
the first year. So, the goal became
to make sure the YMCA had to pay
it. We were successful making that
argument in front of the Senate that
the YMCA is in the same business
that we are in. And, if our mem-
bers have to pay the “Sin-tax’, the
YMCA members should have to
pay it as well.”

Moore continues, “About

(See Joe Moore page 10)
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..Joe Moore

continued from page 8§

this same time;, public parks and rec-
reation departments around the
country became very aggressive in
their development of fitness centers.
Naturally, parks and rec facilities are
owned by the government, so they
exempted themselves from the tax.
A member that buys a park and rec
membership does not have to pay

had many hearings about repealing
this tax and we've won every one of
them. The fact of the matter is the
leadership of the Senate has blocked
the Bill. We hope with the new ses-
sion coming on and many conserva-
tive anti-tax representatives coming
in, we can get the Repeal passéd this
year. Last year the repeal Bill passed
the House Ways and Means Com-
mittee by a vote of 16 to 1. When it
was sent over to the Senate, the
Chairman of the Senate Ways and
Means Committee said, *You're
right. This Bill needs to pass.” But
then, it was just tabled. If we could
just get a vote at the House of Rep-
resentatives and the Senate, this Bill
would win by an overwhelming
majority. It is hard when you look at
the facts for anybody to say that this
tax is fair.”

TAX PAYERS
FUNDING THE
TAX FREE
COMPETITION!

Moreover, for 8 years

now, the State of Ohio has been
charging sales taxes on member-
ships to tax paying health club op-
erations, while at the same time, ex-
empting Government-funded, built
and operated Community Fitness
and Recreation Centers. Now Ohio’s
commercial club operators and, be-
lieve it or not, the YMCAs, have
been forced to competé with
. publically funded recreation depart-
ment fitness Centers funded by the
VERY SALES TAXES THE COM-
MERCIAL HEALTH CLUB
OPERATOR’S CUSTOMERS ARE
PAYING!
Year after year, the Ohio
Fitness Association has sent lobby-
ist Robert Doyle to the State House
to attempt to convince the legisla-

tors to repeal this tax on health club

memberships. And, year after year,
the movement to repeal the tax has
been approved overwhelmingly by
the Committees, but when passed on
to the Legislature leadership, the
measure has been killed before go-
ing for a vote! With all due respect
to the Ohio Legislature leadership,
now would be a good time to repeal
this health club sales tax because it
is contributing to the failure of health
clubs all across Ohio. Clubs that are
trying to compete with Publically
funded and operated health clubs!
And, clubs that if they stayed in busi-

ness would help enrich the over
all economy of the State of Ohio.
Consider this. During
the early years of the sales tax
on health club memberships; the
tax generated was approximately
$8 million annually. This past
year, due to the many club clos-
ings in Ohio, the membership
sales tax revenue has dropped to
$6 million. And, this decline will
not stop there. :
Al of the leaders@fthe
Ohio Legislature should give
consideration to the following:
* This $6 million in
health club membership sales tax
revenue is a tiny, tiny, drop in the
bucket of Ohio’s $38.7 billion
annual budget. This revenue
would not be missed for even a
moment if the Ohio Legislature

“voted to repeal it. e

* The Surgeon General
of the United States has stated
unequivocally in 1996 that regu-
lar exercise is very important to
the health and well being of ev-
eryone.

* Regular exercise is
strongly promoted and supported
by corporations all across
America because it is a stalisti-
cally proven, indisputable fact
that it helps: reduces employee
absentecism, improves em-
ployee production, improves
employee morale, reduces cor-
porate medical and insurance
claims and in general, make
businesses financially more suc-
cessful and longer lasting.

* The repeal of the
sales tax on health club member-
ships would help increase corpo-
rate revenues because more
health clubs would be available
to serve workers. This would
help reduce employee absentee-
ism and increase employee pro-
ductivity. An additional benefit
would be the reduction of medi-
cal and health insurance costs for
corporations due to reduced em-

ployee illness.

We contacted Mr. Rob-
ert Doyle, the lobbyist for the
Ohio Fitness Association to dis-
cuss this issue. He commented
“I was a member of the legisla-
ture at the time this tax was
passed. Ours was a ‘lame duck’
legislature and many of us that
voted "yes" on the measure

would not be back for the next_

session. | remember that many
of the legislators did not fully un-
derstand the measure, but in-
stead, voted "yes" on it in sup-
port of very popular Ohio Gov-
ernor at the time, George
Voinovich. (Now a member of
the U.S. Senate representing
Ohio). I truly believe the Ohio
Legislature should now be able
to vote on this tax repeal Bill be-
cause the people of Ohio would

support it overwhelmingly.”

Joe Moore Honored By
IHRSA In 2000

J oe Moore's efforts to
fight off non-profit, tax exempt
hospital and recreation and parks
fitness centers has not gone unno-
ticed. At the International Health
Racquet and Sportsclub Associa-

tion Convention in March, 2000,
o .
Joe Moore was honoredi By

Association as the recipient of the
President’s Award. That honor is
given to the IHRSA member each
year who has distinguished him/
herself in the area of governmen-
tal relations.

A Member of IHRSA
and the
Faust Executive
Roundtable #4

Wc asked Moore

about things he had done to fur-
ther his education and he men-
tioned IHRSA and the Faust Ex-
ecutive Roundtable #4.

Moore comments on
IHRSA, “We joined IHRSA in
1982. 1 think having a central lo-
cation where you can go for infor-
mation has been a real boost to the
industry. We are just starting as an
industry. [t helps people to become
professional much more quickly.
When I started, there was little in-
formation about how to run a
health club. I found one book
called: “Business Is Great™ writ-
ten by Stan K. Mann who was in
the health club business way back
in the 1950s. IHRSA is also a great
organization to meet other people
in the industry and network.
IHRSA’s government relations is
also excellent. It is time that this
industry actually stood up and
showed some muscle and that
more club owners get involved in
the fair competition issue.”

We asked Moore his
thoughts on his participation in the
Faust Executive Roundtable #4
and he replied, “It is an excellent
tool. I go to those meetings and
come back very well focused. It is
a good way to talk with other
people in the industry that you
don’t directly compete against. |
think Gerry Faust has done a great
job with the Executive Roundtable
Groups. He really understands the

_club business and | wholeheart-

edly recommend the Faust
Roundtable Groups to everyone in
the industry.
Advice To
Commercial Club
Operators From Joe

oore About the
Non-profit Fight

Momc. “The key to

defeating recreation and park fit-
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Joe Moore Working Out In 1975 In
1,000 Sq. Ft. Start-Up

ness centers is to see that it actu-
ally gets on the ballot in your city.
Another key is to speak up. I get
tired of club owners saying, ‘I
don't want to oppose the rec cen-
ter because 1 don’t want a bad im-
age in the community!” I don’t
think that hurts that image at all.
I think that most of the commu-
nity will get behind you. In
Springboro, Ohio, in 1997, we
opposed what was supposed o be
a $9 million rec center that would
be owned by the city and leased
to the YMCA for $1 a year. That
was a vote of the citizens that de-
feated it by a margin of 70% No
vs 30% Yes. It was overwhelm-
ingly defeated. When people un-
derstand these issues, they vote
against them. They don’t want
their tax money going for these
recreation facilities. They want it
spent on police and fire depart-
ments and other essential ser-
vices. In Miamisburg, Ohio in
1995, the citizens helped us fight
another rec center. The politicians
hurt themselves. One citizen put
up a huge sign in his yard that
read, VOTE NO FOR THE REC
CENTER! The Mayor sent pub-
lic employees out and tore down
this guy’s sign! It made the tele-
vision news and the newspapers.
The Mayor apologized. That was
going to be a $25 million rec cen-
ter. We won that vote as well. In

Beaverereek in 1999, we opposed
a bond issue for the funds to do a
feasibility study for buildinga $10
rec center. We stopped it before it
ever got started. So, club owners
should keep their eyes and ears
open in their community for pro-
posed projects of this kind. As soon
as club operators hear any rum-
bling of a public fitness center, they
should get the details, tell the citi-
zens that their taxes are going to
be used for this purpose. My ad-
vice to club owners is to start
speaking up. Also, join IHRSA,
they will help you a lot."

In closing our time in
Dayton, Ohio with Joe Moore, |
asked him to tell me what he feels
the three biggest challenges that
face the club industry are. He re-
plied:

(1) Government non-profit com-
petition.

(2) Proper training of people.

(3) Professionalism

Thanks to Joe Moore for his time
in the preparation of this article.

(Norm Cates, Jr. is the
Publisher of The CLUB INSIDER
News. Cates is a 27-year club in-
dustry veteran with 20 years of club
ownership and operations prior to
entering publishing. Cates was the
1st President of IHRSA and a Co-
founder of the Association in
1981.)
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10 Tips On How To Market To The OldeAdul

By Colin Milner

For the past 50 plus
years, society's method of market-
ing to the older adult has been to
offer senior discounts. Having
originated during World War 11
when money was scarce, the tradi-
tion continues today - even though
the older adult now has 80% of the
nation’s wealth and 55% of the dis=
cretionary income.

So why are clubs continu-

ing to offer them the cheapest

rates?

The growing legion of
older adults has come of age bring-
ing, with them a lifetime of expe-
riences and wealth. Marketers
worldwide are discovering that to
gain the business of these seasoned
buyers - who account for 50% of
total consumer demand and
internet purchases but only 13.9%
of the fitness industry’s business -
one has to change.

The first step is to em-
brace this market and its values -
starting with the recognition that
the older we become, the more
unique we become. In gerontology
they call it ‘variability,” which
when translated means what
worked for the younger adult will

not work for the mature market.
Their values have little to do with
sex appealand ego and more to
do with maintaining their func-
tional ability and independence.
By customizing your facility,
staff, assessments, equipment,
sales and marketing message to
them, you will been seen as
speaking their language and
sharing in their values - making
you an appealing choice.

But how do we get them to buy
into our message? Change the
message.

Let's take the first step
by looking at 10 easy ways to
create more age-friendly market-
ing.

1. Know your market.
In the same way that every res-
taurant isn't a McDonald’s, ev-
ery member of the mature mar-
ket isn’t a ‘senior.” Those over 50
are part of a multi-segmented
group, with each segment hav-
ing its own wants and needs.
Plus, each age segment can be
defined further by income, eth-
nic status, health, discretionary
time and more. Is your target
market in its early 50s, possibly
with children still in college and
likely still part of the working
force? Are you talking to those
in there early 60s who may have

an impending retirement and
health concerns? The point is,
when it comes to the mature mar-
ket, one size does not fit all. It’s
important that you identify the
segment to which you are mar-
keting, and take the time to in-
corporate that knowledge in ev-
erything from your copy and de-
sign to your choice of media.

2, Just the facts,
please. “Been there, done that,”
may well be the mantra of the
over-50 set. The most effective
sales messages to this group may
be to simply explain in a clear
and straightforward way exactly
why they should be interested in
what you have to offer and ex-
actly what benefits they will re-
ceive.

3. Build relationships.
As a whole, this market values
personal ties, and will take the
time to get to know you and your
product or service. Experience
tells them that few things require
an instant decision. They are un-
likely to respond well to pressure
tactics.

4. Use life-stage mar-
keting. Life-changing events (a
child’s marriage, retirement,
moving, health problems, etc.)
are defining moments for this
market. Use these events to cre-

JLR

associates
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“with a different chronie con-

ate connections. For ex-
ample, focus on the parents’
free time now that the kids
are gone or focus on preven-
tion for health issues.

5. Educate the
market. Some of the most
successful campaigns edu-
cate the market about real- §
life concerns while subtly
slipping the product message
between the lines. This is all
part of a whole-person
wellness program - where
you use elements other than
just physical to get a person
to see your facility and hear
your sales message. Ex-
ample? Create a seminar se-
ries that each month deals

dition, such as osteoporosis.

Colin Milner

By educating the customer, you're
showing that you care about them
and speak their language. What
club will they choose to belong to
now?

6. Design with their eyes
in mind. No matter how young
they may feel and act, diminished
vision is a fact of life for most
people over the age of50. Set type
in a readable size (12 point mini-
mum is recommended, depending
on the font) and use plenty of white
space, bold headlines and subheads
to make copy a pleasure, rather
than a chore to read. Similarly, con-
sider column width when design-
ing. While long copy is acceptable
to this group (which overall prefers
a strong rationale for buying),
shorter columns are easier to read
than type set across an entire page
width. In photography and graph-
ics, full color is preferable to black
and white. Choose models with
some sensitivity to your market.
Clearly today’s over-50 group is
not confined to rocking chairs or
to the golf course. Use photogra-
phy and art that reflect the lifestyle
of the people to whom you are
speaking.

7. Avoid Scare tactics.
Scare tactics and discouraging
news about aging won't motivate
this group to act or buy. Direct
marketers who recognize the joys
of aging stand a much better chance
of reaching this market than those
who use fear (like the insurance
industry sometimes does).

8. Don't call them
names. Probably the quickest way
to turn off the younger members of
the over-50 group is by offering
them ‘senior’ discounts, or prod-
ucts designed for ‘seniors.” When
speaking to those over 65, it pays
to avoid labels such as ‘old’ and
‘elderly.” About the only label this

group likes is ‘grandparent.’

9. Demonstrate your
credibility. If your company has
been in business for 25 years, say
50. If you're new on the block, em-
phasize your commitment to cus-
tomer service. Testimony from sat-
isfied clients, research results, pro-
fessional endorsements, documen-
tation and evidence are all key copy
elements. Example, 49% of all hos-
pital fitness center members are 55-
plus - as opposed to 13.9% for
clubs. Potential members may have
a credibility issue with your club’s
goal to minimize or ignore this gap.

10. Remove the risk. Of-
fer a money-back guarantee, free
trial period or lifetime warranty.
Reassure the reader that there are
real human beings at the other end
of the correspondence. Use names
in your copy as you talk about the
people who will be making the
product, handling the account, or
providing the service you offer.

A marketer’s dream oc-
curred January 1, 1996, and will
continue to do so every eight sec-
onds for the next 20 years. The de-
mographic movement society now
calls the ‘Age Wave' is cresting, It's
up to you whether you ride it or not.

(Colin Milner is the Vice
President of Sales and Marketing
with IDEA Health and Fitness Asso-
ciation and former Chief Operating
Officer of the Keiser Institute on Ag-
ing. He sits on the advisory board of
the American Senior Fitness Associa-
tion and the Canadian Fitness Pro-
fessionals Assaciation. He has con-
sulted for the U.S. government, con-
tributed to the development of vari-
ous indusiry magazines, presents in-
ternationally, and has authored nu-
merous industry articles.)
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AN INNOVATIVE WAY TO ATTRACT NON-
EXERCISERS or... THE SELF IMAGE BARRIER

By Robert MacPhee

Slntistics show that 23% of
our population is exercising regularly,
and that 2% do not even recognize the
benefits of exercise. Personally, I've
never met anybody who fits into that
2%, but if we believe these statistics,
we are left with 75% of the population
knowing that exercise is good for them
and not doing it regularly. How can
that be? With all of the resources and
support available through commercial
clubs, YMCA's, corporate wellness
programs, community centers, equip-
ment manufacturers and retailers, how
can so many people still not be exer-
cising?

If we ask inactive people,
chances are we will hear the same old
excuses: “I don’t have time”, “I can
never stick with an exercise plan” or
“1 hate to exercise”. But don’t we all
know plenty of very busy people who
do not necessarily like to exercise but
find a way to fit it into their schedule?
What is it the difference between those
that get started and stick with a plan
and those who can never seem to do
it? Dr. Jim Annessi, in his book “En-
hancing Exercise Motivation”, says,
“the number one factor effecting exer-
cise adherence is a person’s level of
self-motivation”. Other researchers
agree that what is going on in the minds
of our prospects and members is the
main determinant of whether they will
succeed or fail.

More specifically, the self-
image people have, and their attitudes
and beliefs about exercise, weight loss
and fitness may be the most important

factors in determining whether
people get started exercising and
get the results they are after.
Imagine if a person has a crystal
clear image in his own mind of
himself not being fit, and while
he holds on to this image he is
trying to get himself in shape.
The single most powerful re-
source available to him, his own
mind, is not only not supporting
him, it's working against him.
Trying to get in shape for him
will be like swimming upstream
against a very strong current.
Combining this negative self-
image with limiting beliefs and
attitudes like “1 hate to exercise”
and “I don't have time”, creates
arecipe for disaster. Its asif you
owned a restaurant and your tar-
get market was very busy people
who were not hungry and didn’t
like to eat.

Knowing all of this,
doesn’t it make sense to offer
these non-exercisers the missing
motivational resources that we
know will help them make the
transition to becoming more ac-
tive? One way some clubs al-
ready do this is by offering a level
of service that is so personalized
and hands on that they become
the source of motivation for their
members. By using in depth ori-
entations, detailed fitness assess-
ments, one-on-one personal
training and closely monitored
tracking programs, they effec-
tively support their members in
reaching their goals. This is a
labor intensive and expensive
way to run a business, but the

clubs who do it believe that the
benefits of increased member sat-
isfaction and retention more than
justify the cost. Anybody who has
heard IHRSA President Joe Cirulli
talk about the way he runs
Gainesville Health and Fitness
Centers, (and the results he gets!),
knows what I am talking about.

Many clubs may be un-
willing and/or unable to make the
transition to running their business
this way. The good news is:

1) not all members and
prospects want this much hand
holding anyway, and many believe
they cannot afford the expense of
belonging to a club that provides
this kind of hands-on service, and

2) it is possible to take
productive steps in the direction of
offering the emotional, goal-set-
ting support that research shows
your members and prospects need.
And you can do it without having
to dramatically change the way
you run your business.

One way to make emo-
tional support a part of what you
offer your members is to choose
from the vast amount of proven
goal setting and personal growth
material that is available and sim-
ply begin making it available to
your members. There are many
ways you can do this. You can
offer motivational seminars at your
facility, (an effective way to attract
excellent prospects), provide ac-
cess to books and tapes for mem-
bers, and/or teach your staff how
to be more emotionally support-
ive of your members as they pur-
sue their fitness goals.

DIAGRAM TO INCLUDE:
SELF @ EMOTIONAL & ATTITUDES &
IMAGE SUPPORT BELIEFS
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-

Providing both the physical resources the public expects, (exercise equipment,
personal trainers, nutritional products and information...) AND emotional
support, will lead to more members who get long-term results.

Whatever steps you take, in-
volving your staff, (all of
them!), in the process will im-
prove the results you get.
Taking a step in the
direction of becoming a source
of motivation for your mem-
bers and prospects will allow
you to reap the benefits of at-
tracting more and better pros-
pects and increasing sales, re-
tention and referrals. Involv-
ing your staff in the process
will improve their job satisfac-
tion and performance, because
they will have even more of a
sense that they are providing
an incredibly valuable service
to your members. This ap-
proach will also positively dif-
ferentiate you from your com-

Robert MacPhee

petition because members and pros-
pects will see that you offer more and
that you are serious about support-
ing them in reaching their goals.

There are only three ways
people are motivated to take action:
sufficient desire for a positive out-
come enough fear of a negative out-
come, and self-motivation. Many of
those who are currently members of
fitness facilities are self-motivated
enough to have responded to the in-
formation available about the ben-
efits of exercise and negative rami-
fications of not doing it. The simple
fact that so many people are inactive
tells us that millions of people are not
motivated to action by just knowing
the benefits of exercise. It’s going
to take more than additional infor-
mation about these benefits to get
currently inactive people to take con-
sistent action.

Because we know that
what people need to succeed at get-
ting in shape is to adjust their mind-
set, it seems clear that in the com-
ing years the clubs that make of-
fering emotional support a part of

the way they run their business are
going to experience the greatest
success in the industry. Starting
to expand your range of products
and services to include the emo-
tional support that the inactive
population needs will position you
to be an industry leader with a fa-
cility full of long-term, loyal mem-
bers who refer their friends and
family. Best of all, you will be fa-
cilitating positive changes in not
only their physical condition, but
potentially every other area of their
lives.

(Robert MacPhee is the
Founder and President of Heart
Set, Inc. in San Diego, California.
He created the “Heart Set on Fit-
ness” audio and seminar pro-
grams to help people get started
on and stick with their exercise
plan. He was a featured speaker
at December's IHRSA/Athletic
Business conference in Orlando
and can be reached at by phone at
(800) 528-0991 or by e-mail at
robert@heartset.com.)
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Clubdoc's Corner

By Mike Chaet, Ph.D.

The following questions,
issues and situations are commonly
brought up during my visits with cli-
ents and clubs 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: Clubdoc, is there any
value to publishing a club newspa-
per?

A: lcan’timagine running
a health club and not having a quar-
terly newspaper. And I know many
don’t. Knowing the power of own-
ing your own media, | see no reason
why you shouldn’t be doing this al-
ready.

I have a friend that owns a
health food store. When he moved
his store to a new location, his rent
shot from $2,000 a month to $12,000
amonth! That’s a lot of money fora
small health food store in a very
small town! He came to me with his
tail between his legs and said, “I'm
in deep trouble. | signed this lease,
and I've got this store producing only
$400,000 bucks. I'm obviously go-
ing to implode. What do I do?”

One of the first things I did
for him was create a 4-page news-
paper. He'’s now at a million and a
quarter in gross sales. And he puts
that newspaper in once a month as
an insert in the local paper. (See the
related question below). That’s al-
most his sole form of advertising.
Don't underestimate the power of
the media.

As for a club newspaper,
product on newsprint. It's basically
a4, 8 to 16-page newspaper featur-
ing health articles, fitness articles,
people in the news doing fitness
things, and other related items of
interest.

But what the club news-
paper actually represents is an in-
valuable vehicle by which you can
distribute your own print ads and
other messages. 1'm a huge believer
of he who owns the media wins the
game. If you own the newspaper,
you win the game. If you’ve got to
buy the newspaper, you're at a dis-
advantage to the guy who owns the
newspaper. Therefore, it's my po-
sition that you create your own
newspaper.

In the newspapér, you
place your own ads. You’re going
to run an open house, have a grand
opening, membership specials, reg-

istrations for the spring pro-
grams,... whatever it is. The news
stuff is secondary but essential.
From the consumer’s standpoint,
that’s what they’re reading, but
you’re the owner of your own
media and use that to guide, en-
tice and communicate YOUR
messages.

Q: How do 1 produce
this “Health & Fitness newspa-
per™?

A: What you do by us-
ing an insert is that you utilize the
vehicle, distribution and print
channels that are already in place-
your local newspaper. You go to
your local newspaper and tell them
you want to put in an 8-page news-
paper insert. And you want to do
it quarterly. And you want it to
have a Sunday distribution to this
specified market. “How much?”

The local newspaper will
do 3 very crucial things for you:
number 1, they'll typeset it. Num-
ber 2, they’ll print it. Number 3,
they’ll distribute it for a single
package price. If you go out and
find other people that want to ad-
vertise in your insert, you can de-
fray the cost to virtually zero.

We did this in New Or-
leans, Qur cost for something like

30,000 inserts was $1200 a shot,
everything included. That's dirt
cheap. We got some local health
food stores and other merchants to
advertise and got it down to about
$200 net cost. The thing about hav-
ing your own newspaper insert is
that people sit down with it... people
take your special section, throw it
on their coffee table or their bath-
room library. Wherever it gets read,
it nonetheless gets read a lot more
than the other sections that just get
thrown away.

We know that because we
performed an extensive study... in-
serts, such as these, hang around in
the household for almost a week.
Plus, different people with differ-
ent interests read it within the house-
hold, as opposed to limited-interest
food sections, sports sections that
are just read by the guy, etc. Con-
sider the results we got fora couple
of independently -owned Scandina-
vian clubs that illustrates how in-
serts worked in terms of an open
house for already-established clubs.
Both were independent operations
appealing to different people in
markets of less than 60,000 people.
We created two separate newspa-
per inserts for the two clubs. For
optimum placement, the insert ap-

peared on a Sunday, the day preced-
ing the open house.

Each one of those club
newspapers produced-for each club
inasingle day-an excess of 300 mem-
bers! Impressive results by any stan-
dard, especially considering these
were mature clubs running an open
house, not new clubs in a Grand
Opening situation. Huge, impressive
results translating out to a closing rate
of nearly 60%.

And that was just the direct
numbers-that day, each club had from
1500 to 2000 people walking
through. How many of those turned
into constructive referrals in the fu-
ture?

(Mike Chaet, “Clubdoc”, is
president and CEO of Club Market-
ing International, 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 e-mail ad-
dress to clubdoc(awems-clubweb.com)

The CLUB INSIDER News World View

.Esporta of Las
Rosas in Madrid has accelerated
its expansion with the acquisition
of 7 Healthland sites (5 in Spain,
1 in France and 1 in Sweden), two
of which are already under con-
struction. Esporta has also acquired
former Healthland sites in Glascow
and Essex in the UK. Esporta had
plans to open 7 clubs in 2001 and
8 clubs in 2002, but has now
changed those plans. They now
plan to open 13 clubs in each year,

57 clubs by the end of 2002,
*Industry legend and
powerhouse, CLARK HATCH,
will end FY 2000 with 51 centers
located throughout the Pacific
Rim and Southeast Asia. Hatch
began in 1965 with one location.
Clark Hatch Fitness Centers is
headquartered in Kuala Lampur.
Hatch has locations in Guam,
Hawaii, Japan, Taiwan, Thailand,
Malaysia, Singapore, Phillipines,
China, Indonesia, Cambodia,

»

*ANDRE BARBIERI,
COO of Sao Paulo, Brazil’s
Runner S/A announced in late
December that he had sold a sig-
nificant stake in his company to
a local private equity fund in or-
der to improve his existing 9
clubs as well as to add more
clubs as soon as possible. Run-
ner S?a had revenues this past
year up 40% from $9.9 million
(USD) to $13.95 million
(USD). Membership grew

31.2% from 19,017 to 24,950.

*People Company in
Japan reported 1999 revenues of
$432,785,596 (USD).

*HARM TEGELAARS,
the CEO of Cannons Group,
put his company up for sale in
late December. Since the an-
nouncement, the price of shares
has risen 26%. The Times of
London reported that interested
parties might include: Compass
Partners International, Crown
Sports, Fitness Holdings and

Bally Total Fitness.

*STEVE PHILPOTT
has resigned his post as Manag-
ing Director of David Lloyd Lei-
sure, a subsidiary of Whitbread
PLC to become CEO of Crown
Sports, which trades on the Alter-
native Investment Market (AIM)
of the London Stock Exchange.
Crown Sports owns 7 golf clubs
and has recently placed a bid to
acquire the 14 Dragons Health
Clubs.

CLUB INSIDER News Contributing Author Team

The 2000 CLUB IN-
SIDER News 2000 Contributing Au-
thor 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.
*MICHAEL HOFFMAN -
President-Heart Communications

Ecm"'i‘ﬁsidei

(949) 489-0301

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

*KAREN D. WOODARD -
President-Premium Performance
Training- (303) 417-0653

+JULIAWHEATLEY- Own-

_er- Women'’s Fitness Center- (540)

434-9692

*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

*ART CHAPPELL- Owner-
Courthouse Athletic Clubs- (503)
885-1964

*PATRICK PINE- Founder-

National Fitness Therapy Associ-
ation- (970) 726-0697

*RICK BARRERA-
Founder and President- Rick Bar-
rera & Associates (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 Inc. and Presi-
dent, Management Vision, Inc. -
(212) 9874300

*BONNIE PATRICK
MATTALIAN - Fitness Compa-
ny - (732) 548-0970, Ext. 111

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

*MIKE CHAET - Ph. D.

President - Club Marketing & Man-
agement Systems - (406) 449-5559
*MIKE CONNORS - Presi-
dent, Optifitness, - (413) 567-7300
*BRIAN McBAIN - Presi-
dent, Club Market Vision, - (480)
946-9600.

*SANDY COFFMAN - Pres-
ident - Programming For Profit -
(941) 795-7887

*NANCY FRIEDMAN -
President - Telephone Doctor -
(314) 291-1012

+JOE MOORE - President -
Moore's Fitness Centers - (937)
435-0072.

*KIM DONOVAN - Brick
Bodies Director of Marketing and
Advertising - (410) 252-8058

*GEOFF HAMPTON - Pres-
ident Club Marketing Resources -
(619) 267-6862

*TED LAMBRINIDES - Di-
rector of Education for MEDX Cor-
poration - (352) 622-2112

«JIMMY MACK - Partner -
Health Club Experts.Com (877) 732-
7528

*MIKKI WILLIAMS - Presi-
dent - Mikki Williams Unltd. - (203)
762-2526.

*COLIN MILNER - VP Sales/
Marketing - Idea Health & Fitness
Assocation - (800) 999-4332,

*PAT NECERATO - President
- WWW.SUCCess-ercise.com

*CINDY SCIBETTA - Associ-
ate - JLR Associates - (401) 245-
0077.

*ROBERT MACPHEE - Pres-
ident, Heart Set, Inc. (800) 528-0991.

*PAUL GOLDNER - Sales &
Performance Group (914) 232-4184.
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IHRSA’s Capitol Report

VICTORY: FUNDS
AUTHORIZED
FOR PEPACT!

IHRSA_ applauds last
week’s passage of the Physical Edu-
cation for Progress (PEP) Act, which
was included in the omnibus fiscal
year 2001 spending bill. This legis-
lation is a major step toward improv-
ing the overall health and fitness of
the nation’s youth. The measure au-
thorizes up to $400 million over the
next five years for the PEP program.
Under the PEP program, the Secre-
tary of Education, who must develop
application guidelines, can award
grants to help initiate, expand and
improve physical education pro-
grams for students in kindergarten
through 12th grade. Funds can be
used to buy equipment, develop cur-
riculum, hire and/or train PE staff, as
well as support other initiatives de-
signed to enable students to partici-
pate in physical education activities.

IHRSA is grateful to all
health club operators and employees
who urged their members of Con-
gress to support this important legis-

lation!

IRS PERMITS
DEDUCTION FOR
WEIGHT-LOSS
PROGRAMS

Thc Internal Revenue
Service has revised its policy to give
tax relief to many individuals who
pay out-of pocket for weight-loss
programs.

The IRS explains, “You
can include in medical expenses the
cost of a weight-loss program un-
dertaken at a physician’s direction
to treat an existing diseasc (such as
heart disease). But you cannot in-
clude the cost of a weight-loss pro-
gram if the purpose of the weight
control is to maintain your general
good health.”

WASHINGTON CLUB
" OWNERS PLAN
SALES TAX REPEAL

On December 1, 40
Washington club operators met to
discuss ongoing efforts to repeal the
State’s sales tax on health club
memberships. The main speaker
was lobbyist Mark Gjurassic, who
has worked for WHFCA for 4
years.

As has been the case ev-
ery year since 1994, a bill will be
introduced in 2001 to repeal the tax
on fitness services. Governor Gary
Locke has already pledged to sign

Capitol Report Reprinted Courtesy Of IHRSA

the bill when and if it is pre-
sented to him. A

According to Scott
Gilreath of Western Athletic
Clubs, “We also have a commit-
ment from the House majority
leader to make our bill a prior-
ity in this year’s legislative ses-
sion, which begins February 8.
We are focusing our efforts on
the Senate, where we need to
find the same level of commit-
ment.”

Contact Scott Gilreath
(sgilreath @sacdt.com) for more
information on the Washington
efforts.

YMCA CRITICIZES
IHRSA MEMBER’S
PROPOSAL

Ia'st month we re-

ported that IHRSA member Jim
Blair has been trying to convince
Monroe, Washington city coun-
cil members to approve his pro-
posal to build a community
swimming pool.

The Monroe Athletic
Center (MAC) would include a
full service recreational facility
to be owned and operated by
Blair and his business pariners.
The proponents project con-
struction costs of the pool with
public locker rooms and a gym
at $600,000 of a total construc-
tion budget of $1,680,000. Blair
asked the council to consider
making city property available
or contributing funds to help
build the pool as a one-time fi-
nancial commitment. According
1o Blair, investors are ready (o start
the project if an agreement can be
reached with the city. MAC would
be privately owned & operated
and would pay about $24,000 in
annual property taxes.

In competition with
Blair’s proposal is an effort by
local public agencies to build a
similar facility to be operated by
the YMCA. Funding for the pro-
posed $6 to $8 million dollar
public project would require
voter approval of a bond to in-
crease property taxes (approxi-
mately $60/year for 20 years on
a $150,000 home).

East County Family
YMCA board member Perry
Asher claims that a publicly
owned facility would have ad-
vantages over Blair’s proposal.
“The Y really has the experience
to pull this off. The danger of a
public/private enterprise (like
Blair’s proposal) is if the project
fails, the city is stuck with a
building, and what to do with it.

If he’s going to borrow money, he’s
going to have to recoup expenses and
have a profit margin. It's very hard
to imagine he’s going to have a slid-
ing scale™ [affordable rates for lower
income citizens],” Asher told The
Monroe Monitor.

Blair’s proposal does, in
fact, include verbage about low in-
come subsidies. In addition, The
Monroe Monitor reports that em-
ployment records of the private part-
ners indicate they have successfully
developed and operated other simi-
lar facilities. Asher concedes that
Blair could build a facility more
quickly than a public pool could be
built. “Clearly if Blair has private re-
sources, he could put a building up
quickly. It took the city three years
to build the youth activities build-
ing.”

City Council members have
requested detailed financial informa-
tion about each proposal to review
before deciding which one to sup-

port.
STATE LEGISLATIVE
UPDATE

cheral industry-related
bills have been pre-filed and intro-
duced for the 2001 legislative ses-
sion. They include:

MONTANA: A bill has
been introduced that would prohibit
university fitness centers and com-
munity fitness centers from selling
services to the general public when
there is a for-profit fitness center
operating in the community. Senate
Bill 151 allows an exception for uni-
versities that sell memberships only
to students, employees and their im-
mediate families. The full text of this
bill is at http://data.opi.state.mt.us/
bills/2001/billhtml/SBO151.htm.

NEW JERSEY: Assembly
Bill 596 would allow corporation
business tax credit and gross income
tax credit for employer expenditures
to provide certain physical fitness
benefits to employees. This bill was
carried over from last year. Read the
full text at http://www.njleg state.
nj.us/2000/Bills/a1000/596_i1.htm.

TEXAS: Senate Bill 19
would require students in kindergar-
ten through grade 9 to participate in
daily physical education classes
which “involve physical exertion of
an intensity and for a duration suffi-
cient to provide a significant health
benefit to a student.” Read the full
text at http://www.capitol state.tx.us/
tlo/77r/billtext/SBO00191L.HTM.

VIRGINIA: Last year, the
Assembly requested that the Com-
monwealth Competition Council
(CCC) conduct a study into the on-
going or permanent commercial ac-

tivities of not-for-profit organi-
zations and report back by De-
cember 2000. A favorable rec-
ommendation on behalf of the
fitness industry from an inde-
pendent third party could have
far-reaching implications. Not
only could the Taskforce’s con-
clusions begin to eradicate the
practice of unfair competition in
Virginia, but they could act as a
catalyst for the entire country.
The CCC informed IHRSA to-
day that it has completed its re-
search and has started preparing
the report. IHRSA will let you
know as soon as that report is
made available to the public.
Visit the Public Policy section
of www.ihrsa.org (and click on
“my state™) for updates on these
and other important bills.

CALIFORNIA
GOVERNOR DAVIS
VETOES
LEGISLATION

Govc rnor  Gray

Davis has vetoed legislation that
would have allowed exceptions to
California’s $1,000 cap on health
club memberships.

A 1981 law prohibits
California health club contracts
from requiring member payment
in excess of $1,000. Senate Bill
1744 would have allowed a club’s
contracts to exceed that amount
as long as the club maintained a
surety bond of at least $500,000.
The bond would not have been
required once a club was in op-
eration for 10 years.

SB 1744 was vetoed
on Sunday, five days after it was
sent to the Governor's desk.

Governor Davis said
he was “not convinced that the
bill would continue to ensure
consumer protection against ex-
cessive fees charged by health
<lubs.” Furthermore, he felt the
requirement that health studios
maintain a $500,000 surety
bond for the first 10 years that
they are in operation appeared
to be “exeessive” and “could ad-
versely impact smaller health
clubs and force them to go out
of business.”

Contact [HRSA Public
Policy with any questions on
this legislative development.

MILWAUKEE
YMCA TO MAKE
PAYMENTS TO

CITY

The city of Milwau-
kee and the Y have reached a 3-

year agreement which declares that
Y properties are tax-exempt through
2001, the Milwaukee Journal-Sen-
tinel has reported. The Y, in return,
will make a payment to the city of
about $30,000 for 1999 for its
downtown facility, and a similar
amount for 2000 and 2001. This
will give Y officials time to seek a
clarification at the State level of
whether their properties should be
taxed at all.

Under Wisconsin law,
some groups are specifically listed
as tax-exempt, and others fall un-
der the category of benevolent
groups. Because the Y isn’t specifi-
cally listed, it asks to be classified
in that category.

This issue arose in Mil-
waukee when City officials moved
1o tax a portion of the Y’s new $6.5
million health club. They compared
that facility to a private club and ar-
gued that it should be taxed in the
same manner.

The Legislature may have
the final say since the Y will likely
ask it for a specific exemption.

The $30,000 “payment in
lieu of taxes™ the Y has agreed to is
less than the tax bill of nearly
$48,000 the Y received in April.

SUIT CLAIMS
Y DAY CARE
VIOLATED ADA

A$65[l.0¢]0 discrimina-
tion lawsuit has been filed against
Ohio’s Greater Toledo YMCA, ac-
cording to the Toledo Blade.

The suit, filed by a mother
on behalf of her 7-year-old son, con-
tends that the boy was removed
from the Y's child care program
because he is autistic.

The Americans With Dis-
abilities Act (ADA) requires public
accommodations such as child care
centers to take reasonable measures
to accommodate individuals with
disabilities.

The action seeks $150,000
in compensatory damages and
$500,000 in punitive damages. It
also asks that the court readmit the
boy to the program.,

The YMCA would not
comment on the case.

This lawsuit serves as a re-
minder that club operators need to
make reasonable accommodations
to allow children with disabilities to
benefit from the same services and
programs as other children. For
more information, read IHRSA's
“Americans With Disabilities Act”
legal briefing paper (available at
www.ihrsa.org or by contacting
IHRSA’s member service depart-
ment).
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EClub Insider

Ise-

By Paul Goldner

In case your are not fa-
miliar with the term e-Learning, it
means “training over the Internet”.
Believe it or not, the Internet is per-
fectly suited for a whole host of
training applications. There are a
number of options available to you
today, and a whole lot more being
developed as this article is being
written.

4 What types of e-Learning
applications are available now?

Generally, e-Learning ap-

plications fall into thrée general

categories; text-based applications,
audio-based applications and
video-based applications.

Text based applications
allows you to read information
about a particular skill over the
Internet. The big benefit here is
that it is quite easy to access and
there will generally be few, if any,
technical difficulties. Atext-based
application will allow you to re-
view information in either a text-
based format or a PowerPoint
based format. And, you'll have the
opportunity to move at your own
speed through the training pro-
gram. On the downside, text-based
applications may not be as engag-
ing as either audio-based applica-
tions or video-based applications.
Again, the big advantage to this
form of learning is that it is avail-
able 24/7 and there are limited
costs to distribute or administer the
program.

The next generation of e-
Learning applications are audio-
based applications. Here, you have
the ability to listen to a training pro-

~ gram over the Internet in much the
same way as you would an audio-
cassette program. The strengths of
an audio-based application are
again ease of implementation on
the end user side and limited costs
in terms of distribution and main-
tenance. The downside of an au-
dio application is that it may be
more convenient to listen to the
program in a conventional manner
(i.e.: an audiocassette player).

I believe that e-Learning
applications really get exciting
when we move into the realm of
video-based learning systems de-
livered over the Internet. Here, you

have the opportunity to view a
full motion video in a streamed
format over the Internet.

In case you are not fa-
miliar with video streaming, |
want to point out that you do not
have to download the video file
in order to view it. Streaming
means that you can view the pro-
gram over the Internet in much
the same way as you do when
waltching television or watching
a taped program on your VCR.

The strength of video
based e-Learning is that it is the
most engaging form of learning
over the Internet. This is in ad-
dition to the ease of distribution
and administration of the pro-
gram. On the downside, there
may be some technical issues on
your end in terms of getting the
video application up and run-
ning. Issues such as a corporate
firewall and optimizing either

your Real Player or Media Player *

may require technical assistance
on your end.

Is e-Leamin;
here to stay:

Wilh all of the is-

sues associated with e-Learning,
you may be wondering if e-
Learning is a viable application.
I believe strongly that it is. Pe-
ter Drucker, the famed manage-
ment consultant, predicted that
adult education over the Internet
might be our greatest growth in-
dustry (Forbes, May 2000). Sell-
ing Power Magazine (May 2000)
predicts that over half of the $65
billion North American training
market will be delivered over the
Internet within the next three
years!

: e-Learning is here to

stay because it brings
so many value-based
advantages to the
learner.

* Firs(,e-Lr.aming
is typically very cost effective.
If you compare the cost of an e-
Solution to a comparable instruc-
tor led solution, the results will
be dramatic.

* Second, e-Learning
eliminates the time and expense
of traveling to a program. You
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can view an e-Learning application
from the comfort of your home,
your office, or, while on a business
trip in your hotel room! 1 predict
that e-Learning technology will
some day allow you to take train-
ing using a wireless device on an
airplane or on a hand held device
anywhere in the world. Image
waiting in a reception area for your
customer to come out to greet you
and taking a fifteen-minute seg-
ment of a sales training program.

* Third, e-Learning is
just in time. With e-Learning, you
can get your training exactly when
you need it. You no longer have to
wait until you have the time to at-
tend a training program and then
find one that is available,

* Fourth, e-Learning is
can be extremely focused. If de-
veloped properly, an e-Learning
application should give you the
ability to focus on one, very spe-
cific aspect of your skill set. | call
this “Laser Training”. For ex-
ample, suppose you were a sales
person and wanted to improve your
objection handling skills. Withan
appropriate e-Learning applica-
tion, you should not have to sit
through the entire sales training
program in order to learn one new
skill. Rather, you could go directly
to the program or module of inter-
est and start your learning there.

* Fifth, e-Learning is re-
peatable. Since your e-Learning
application will reside on the
Internet, it will be available 24/7,
anywhere in the world. Simply, go
1o the Internet and continue your
personal development process.

What to look for in an
e-Learning provider.

Bccau.'ic e-Learning is
a high growth industry, you must
select your e-Learning providers
very carefully. First, you should
make certain that the e-Learning
content is already proven in an in-
structor led environment. Taking
a poor program and placing on the
Internet will not improve the effec-
tiveness of the program.

Second, you should make
certain that your e-Learning pro-
vider also offers conventional, in-
structor-led training programs. |
believe that e-Learning is part of
the overall training mix and will
be more effective if integrated into
a well developed training plan.

Third, you should make
certain that the programming
placed on the Internet was devel-
oped specifically for the Internet.

Right for your Organization?

In its early stages, there
will be a “rush to content”
with e-Learning providers
taking conventional pro-
grams and placing them on
the Internet without con-
sidering both the advan-
tages and the pitfalls of this
type of training vehicle.
Fourth, you
should consider the depth
and breadth of the learning
options. Yes, e-Learning
is really cool but at the end
of the day, you must still
geta Return on Investment
from your training dollar.

What are the
technical
requirements J’or

video base.

Pauoldner

e-Learning?

Bciicve it or not, the
technical requirements for video
based e-Learning are limited. All
you really need is a Pentium
class computer, a 28K or greater
Internet connection, and & cur-
rent version of the Real Player
or Microsoft Media Player. A
current version of the Real
Player can be downloaded for
free from www.real.com. The
Microsoft media player comes
with Windows.

A word of caution is
recommended at this point. At
slower Internet connection
speeds (28.8KBS and 56KBS),
the quality of the video program
will be variable. Do not expect
an image quality similar to what
you see on the TV screen. How-
ever, at higher connection speeds
(T1, T3, cable modems, DSL,
efc.), your video quality will be
quite good. Further, Internet
connection speeds are getting
faster, not slower, so the video
quality that you receive today
will only get better.

What are the trainin
issues associated wil,
e-Learning?

Unfnrtunalely. c-

Learning does come with a few
training issues, Foremost among
these issues is the ability to
monitor compliance with the
program. In other words, did the
learner actually participate in the
program or did they let it run
while doing the laundry?

I believe that this issue
can be addressed with a number
of conventional training mecha-

nisms including pre and post-test-
ing, the ability and requirement to
interact with the program in the
form of individual and group exer-
cises, the ability to ask questions
and when designing the program,
the ability to make it as engaging
as possible.

The bottom line is that e-
Learning will not be without imple-
mentation issues. However, when
you consider the benefits of e-
Learning, they far overshadow any
implementation issues that may
arise.

Is live, instructor led
training still important?

Of course it is. [ be-

lieve that live instructor led train-
ing will be important for most train-
ing applications. Remember that
learning and training is a process,
not an event and the best training
strategy is to develop a comprehen-
sive approach to your learning that
includes both instructor led and self
directed options.

fPaul S. Goldner is a
noted author, entrepreneur and pro-
fessional speaker. He is the auth
of Red Hot Cold Call Selling, Pros-
pecting Techniques That Pay Off!
(AMACOM, 1995) and Red Hot
Customers, How to Get Them, How
to Keep Them! (Chandler House
Press, 1999). Paul’s company, the
Sales & Performance Group, is the
developer of REDHOTSALES
TV(tm), a market leading e-Learn-
ing application. Paul can be
reached at (914-232-HOT2(4682),
914-232-4845, 8 Paul@REDHOT
SALES.COM and WWW.REDHOT
SALES.COM.)
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IHRSA's 2

Anniversary

Convention & Trade Show Preview

San Francisco,
Cakz'fomia
March-21-24, 2001

International Convention
THRSA/ACE

Fitness Business Conference
ITHRSA/ISPA

Spa Business Conference
ITHRSA

Corporate Business Conference
Trade Show

tend.

Featuring
Tom Peters - Best Selling Author

of ‘In Search Of Excellence’
Herman Cain -
Worid Class Entrepreneur

Dun'l miss this event!
The following guide will give you
all the information you need to
make an informed decision to at-

Remember this.

Both

IHRSA Members and non-IHRSA
Members may attend. The regis-
tered IHRSA Member clubs may
attend both the educational semi-
nars and trade show. Non-IHRSA

member clubs are eligible for com-
plimentary attendance at the huge
trade show.

For additional informa-
tion or to register call: (800) 228-
4772

Below is an overview of
the schedule and also information
about some of our advertisers that
will be exhibiting their products
and services at the Trade Show.
But first, we want to acknowledge
and thank the many IHRSA Asso-
ciate Member companies that are
sponsoring this great event.

Special Thanks and Ap-
preciation To IHRSA’s Associate
Member Convention & Trade
Show Sponsors

The American Council
On Exercise (ACE), Best Lights,
Inc., Body Bar Systems,
bodytraining systems, Check-
Free, FitLinxx, Forza, Ground
Zero, HealthGuard, Interna-
tional Fitness Club Network,
ISpa, Keiser, LifeFitness, Polar
Heart Rate Monitors, Powerjog,
Precor, Sage, Sport & Fitness In-
surance Corporation, Spri,

INFORMATION REQUEST
If you would like to receive information from or be
contacted by advertisers in this issue just clip or photocopy
this form, mark the block(s) of the respective companies, com-
plete the information requested in the blanks and fax to the
number shown.
[] Please mail information to me.[ | Please contact me at the

Name:

Club or
Address:

=
]
=
]
=
L]
]
O
=]
|
O
O
]
O
=
O
O
=

number written below.

Company Name:

City:

e

Affiliated Acceptance- Pg 19

Sales

CLUB INSIDER News Advertisers
IHRSA - Pg 2

JLR Asso, - Pg 12
LifeFitness - Pg 28

Makers - Pg 11

Springfield Corp. - Pg 8
Muscle Dynamics - Pg 15
Cardio Theater - Pg 13

ISSA
Body

Ground Zero Design - Pg 9
National Gym Supply - Pg 17
Club Performance Network-Pg21
Healthy Inspirations - Pg §

-Pg7
Pump - Pg 27

Gold's Gym Int'l - Pg 25
ShapeMaster - Pg 24
Fitness Focus - Pg 23

Body

Bar Systems - Pg 26

Fax#:(617) 951-0056
Fax#:(781) 431-08%90
Fax#:(847) 288-3791
Fax#:(816) 753-1429
Fax#:(914) 736-0508
Fax#:(770) 729-0995
Fax#:(310) 323-7608
Fax#:(678) 686-4510
Fax#:(805) 884-8119
Fax#:(770) 424-1590
Fax#:(719) 955-1104
Fax#:(310) 390-2627
Fax#:(303) 526-2066
Fax#:(401) 783-9671
Fax#:(703) 207-1688
Fax#:(405) 728-8795
fitfocus@aol.com

Fax#:(678) 339-0261

StairMaster, Techno-Gym,
TCA, USRA and YogaFit.

Tuesday,March
20th- Registration 3:00 p.m. to
8:00 p.m.; Certification Exams
and Workshops - 8:00 a.m. -
6:00 p.m.

Wednesday,March
21st-Registration - 7:00 a.m. to
7:30 p.m.; All day- Certification
Exams and Workshops, Orien-
tation session, Group Fitness
Management Training by Body
Training Systems, Concurrent
Workshops, Focus Group
Progam, Fair Competition
Open Forum.; Opening Recep-
tion - 7:30 to 10:00 p.m.-
IHRSA’s 20th Anniversary Cel-
ebration!

Thursday, March
22rd- Jazzercise Class, Cana-
dian Forum, Registration all
day.

IHRSA Annual Meet-
ing, Awards Presentation-
IHRSA/Polar Electro Commu-
nity Service Award, Dale
Dibble Distinguished Service
Award and President’s Award
and General Session with Tom
Peters - 8:15 a.m.-10:00 a.m.
Concurrent sessions, Corporate
Business Conference General
Session, Focus Group Program,
Global Industry Summit and
Tennis Forum; Trade Show-
3:00 p.m. to 7:00 p.m.; Van-
guard Event - 6:00-7:30 p.m.;
Planet IHRSA- International
Attendee Reception

Friday, March 23rd-
Kick Box Exercise, YogaFit
Basics Class, Registration all
day, Going BALListic, Total
Body Challenge Workout,
Early Morning Workout;
Awards Presentation- Person of
the Year, IHRSA ACE Fitness
Awards, General Session, Spa
Business Conference General
Session, Concurrent Sessions,
Focus Group Program [1, Club
Controller’s Networking Fo-
rum, Human Resources/Legal
Council Forum; Trade Show -
11:00 a.m. to 6:00 p.m.

Saturday, March
24th- Dynamic Stretch,
YogaFit Class, Balance, Line,
Strength with the Body Bar,
Early Morning Workouts,
AOTAKE-bics Bamboo Step
Exercise Class Awards Presen-
tation- IHRSA/TCA Commu-
nity Development Award
IHRSA Racquetball Program-
ming Award IHRSA/Keiser

50+ Programming Award, Con-
current Sessions All Day.; Gen-
eral Session - Herman Cain -
World Class Entrepreneur; Trade
Show - 11:00 a.m. to 4:00 p.m.;
Grand Finale!- 7:30 p.m. - 10:00
p.m.

VIS]T WITH and
BUY FROM CLUB INSIDER
NEWS Advertisers At The
IHRSA Trade Show!

*Affiliated Acceptance
Corporation - Booth #1932-
AAC's Success Track Programs
feature professional receivables
management billing and full col-
lections back-up utilizing EFT,
credit card, payment booklet and
monthly statements with a full
service commitment to maximize
revenue for our clients. Phone #:
(800) 233-8483.

*Body Bar Systems,
Inc, - Booth # 2605. Boston -
Sherry Catlin, Phone - 800.
290.0525, Fax - 671-298-0123.
Atlanta - Andrea Dyer, Phone -
678.339.0261, Fax -
678.339.0261. Corporate Head-
quarters - Arno Niemand - 1942
Broadway Suite 310, Boulder,
CO. 80302. Website Address -
www.bodybars.com

*Body Training Sys-
tems - Booth # 2401- See page
#26 and 27 in this issue.

*Cardio Theater -
Booth #2217 - Cardio Theater
puts you in control by allowing
you to choose from a multitude
of crystal clear audiovisual selec-
tions. Systems include Wireless
Cardio Theater LCS and Fitness
FM Plus, All are reliable, easy to
install and easy to maintain. Dif-
ferentiate your club and entertain
your members. Dgould@cardio-
theater.com http://www.cardio-
theater.com

*Club Performance
Network - Booth # 2533 -

CLUB PERFOR-
MANCE NETWORK WEL-
COMES BRENDA ABDILLA

Club Performance Net-
work is proud to announce that
Brenda Abdilla, top club indus-
try presenter at national conven-
tions and owner of Club Profit
Systems, has video taped ten ses-
sions to be included within the
CPN e-learning centers. Brenda
offers very specific skills and
knowledge for Sales Representa-
tives and Sales Managers. Some
of her topics include “15 Ways to

Motivate Your Sales Team,” “25
Ways to Make Your Sales Meeting
Soar,” “What Top Reps Have in
Common,” and “Handling the Info
Call.” As with all Club Perfor-
mance Network e-learning presen-
tations, very specific information,
tools, and suggestions are presented
within her sessions to assist your
club in achieving your primary goal
of membership sales and member-
ship retention. Brenda will also be
providing a wealth of marketing
ideas and resources that will be
made available to Club Perfor-
mance Network subscribers.

Based in Colorado, Club
Performance Network offers sales
and marketing tools, staff and man-
agement training, and an interactive
bulletin board via the Internet and
iMac computers. Sales and market-
ing tools include unlimited access
to a constantly updated database of
promotional ideas, marketing tools,
and an extensive stock photo li-
brary. Staff and management train-
ing is provided utilizing multi-me-
dia training sessions with audio,
video, and PowerPoint. Presenta-
tions cover a large selection of sub-
jects targeted to frontline staff, su-
pervisors, sales representatives,
sales managers, and management.
All topics are directly related to
making your club more profitable.
The website bulletin board offers a
way for staff to develop a network
of relationships between employees
of subscriber clubs across the coun-
try.

Club Performance Presi-
dent Bob Chaiken says, “Our ini-
tial subscribers have been over-
whelmingly positive and have
found many ways to use the ser-
vices offered. One club immedi-
ately upgraded their marketing
pieces by utilizing the photo stock
library. Another club is now offer-
ing e-learning training sessions dur-
ing their weekly sales meeting. It's
exciting to hear of clubs that now
have all new employees watch the
e-learning presentation called
“How to Deliver Five Star Service”
on their first or second day of em-
ployment. And, finally, it has been
rewarding for general managers and
owners to personally thank me for
bringing new tools and insights into
their work environment.”

Club Performance Net-
work provides something for every-
one - from front line employees
within all departments, to supervi-

sors, to managers and owners. Janet
(See IHRSA page 23)
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Lossick, VP - Sales and Marketing,
encourages you to stop by to watch
a demonstration of the e-learning
center at IHRSA 2001 in San Fran-
cisco (Booth #2533). For more in-
formation contact Club Perfor-
mance at B00D-850-2582 or
bob@clubperformance.net.
*Ground Zero - Booth #
= 2223 - See story on page #24 of
this issue, .
*Healthy Inspirations -
Booth # - 2411 - Healthy Inspira-
tions is a new weight loss company
founded in late 2000 by club indus-
try consultant, Casey Conrad.
Casey Conrad , Founder & Presi-
dent of Communications Consult-
ants, has launched a chain of
weight loss centers called Healthy
Inspirations. Conrad has now
opened 9 Healthy Inspirations Cen-
ters, 2 company owned and 7 li-
censed centers. The Healthy Inspi-
rations program consists of 4 ma-
jor components: nutritional coun-
seling services, exercise, Tranquil-
ity treatments and Synergie. Exist-
ing club owners may install a
Healthy Inspirations business
within their club through franchis-
ing. For information on Healthy In-
spirations or Communications
Consultants, call: (800)725-6147.
*Life Fitness - Exhibit
Area -1301- Life Fitness, a
Brunswick Company, is a global
leader in designing and manufac-
turing a full line of reliable, high-
quality fitness equipment for com-
mercial and consumer use. Its car-
diovascular and strength-training
products, including the renowned
Lifecycle exercise bike, are used in
health, fitness and wellness facili-

ties as well as in homes world-
wide. The company is headquar-
tered near Chicago, Illinois and
distributes equipment to 80 coun-
tries. Phone #: (800) 634-8637.

*Sales Makers - Exhibit
# 2425 - Sales Makers 20th An-
niversary Celebration

For 20 years Sales Mak-
ers has had the pleasure of serv-
ing some of the Top Clubs in the
Club Industry. As the times have
changed and we crossed over into
the 21st century, Sales Makers
philosophy has stayed the same-
to provide solutions not just ad-
vice. Sales Makers strives to edu-
cate their customers in all facets
of the club industry so that club
operators, gain the knowledge to
achieve the best possible contin-
ued results. Here are just a few of
Sales Makers’ club results:

Aspen Hill Club 20% increase
Atlantic Club 31% increase
Bel Air Athletic Club 20% increase
Club at Woodbridge 32% increase
Club Fit 69% increase
Court Sports 30% increase
Golds Gym (NY) 38% increase

‘Greenville Racquet 40% increase

Sports Clubs (Sweden) 44% increase
Westlake Sport House 30% increase
Viva! (England) Pre-Sale Sold Out

P *Ray Gordon, Ed Tock,
and Lyle Schuler have 60 years of
collective experience in the Health
and Fitness industry and are com-
mitted to increasing membership
sales and club owner profitability.
Sales Makers prides itself by de-
veloping the highest quality of
staff training, proven sales sys-
tems, and innovative marketing
programs.

Over the past year Sales
Makers launched a Monthly

Maintenance Program. Club,

owners and managers have re-
marked that this service has
given them a valuable outside
sales perspective. Sales Makers
will analyze and interpret your
data, via fax, phone and internet,
then give you suggestions on
way to increase sales thus in-
creasing your profits.

Sales Makers also rec-
ognizes that every club has dif-
ferent needs and creates indi-
vidual training programs for
clubs that will ultimately result
in higher profits without dis-
counting dues or compromising
club value and integrity. Here are
a few of our credentials:

*Sales Makers has
worked with 600 clubs in 41
states and 7 countries since 1981.

*Sales Makers are on
the faculty of Club Insider News.

*Sales Makers are fac-
ulty members of Club Industry
Magazine and featured speakers
at each of their 2 yearly conven-
tions since 1986 and have
authored numerous articles for
their magazine.

*Sales Makers is one of
only 14 faculty for the [HRSA
Professional Club Management
Course.

*Sales Makers clients
have averaged 25-30% increase
in sales!!!!

*Sales Makers recently
sponsored and authored the lat-
est IHRSA video on Sales.

*Sales Makers are on
the judging committee (1 of only
6 judges) for IHRSA's Sales
team of the year award.

*Sales Makers has 15

« years club ownership experience

with top 100 national gross rev-
enue rankings

EClub Insider
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John McCarthy,
IHRSA Executive Director,
comments about Sales Makers,
“Over the past 20 years, | have
had the privilege of knowing and
working with Ed Tock, Ray Gor-
don, and Lyle Schuler.

Each of them, in my
judgment, is an extraordinarily
gifted, insightful, and motivat-
ing consultant.

What | like and appre-
ciate most about them is their
continuous focus on the funda-
mentals. ]

Sales Makers may be
reached at 800-428-3334, on the
web at www.sales-makers.com,
by email info@salesmakers

.com.
.Michael Scott

Scudder - Speaker at [HRSA at
on Exercise-Based Profit Cen-
ters in the Independent Club -
Michael Scott Scudder’s - FIT-
NESS FOCUS

Michael Scott Scudder
is an international health club
consultant and motivational
speaker based in Taos, New
Mexico. He isa 25-year veteran
in the fitness industry, and has
owned and operated clubs rang-
ing from a 10,000 square foot fa-
cility to a 5-club regional chain.
Still keeping his foot in the door
of the day-to-day running of
clubs, Michael is a limited part-
ner in Player's Gold’s Gym
(Newburgh, NY), Fit For Life
Center (Fort Worth, TX) and
Women's Fit For Life Center
(Arlington, TX).

Michael is one of the
most popular speakers at na-
tional trade shows, and has many
times been awarded the “top
speaker” status at such events as

Includes:

C R )

THE STATE OF THE CURRENT ECONOMY
THE OUTLOOK for THE HEALTH CLUB INDUSTRY IN PARTICULAR
RED FLAGS YOU SHOULD PAY ATTENTION TO IN YOUR CLUB
THE 6 KEY SURVIVAL STRATEGIES
AN ACTION PLANNER

Each Strategy section is multi-part, with examples, and Anticipated Income Increases or Expense Decreases
indicated. ONLY $39 until Feb. 15 Il

“WHAT HEALTH CLUB OPERATORS CAN DO
IN AN ECONOMIC SLOWDOWN?”

® NOW! - from fitness industry expert Michael Scott Scudder:
the report that will “Recession-Proof” your club!

TO RESERVE YOUR REPORT (AVAILABLE AS EMAIL DOWNLOAD OR FAX = SORRY, NO
HARD COPY) —~ CALL 505-751-4236 OR EMAIL Error! Bookmark not defined..
YOU WILL GET YOUR REPORT WITHIN 24 HOURS OF ORDER.

Club Industry, IHRSA, CanFitPro,
IDEA, National Fitness Trade Show,
World Gym International and other
regional association events.

FITNESS FOCUS was
formed in 1991 as a consulting and
management education service to in-
dependent health clubs. In ten years
of operation, Michael has served
over 300 clients in 43 states and 5
foreign countries, and has delivered
seminars and trainings to over 6,000
club owners and managers. He spe-
cializes in management education
for independent clubs. Offerings in-
clude: club management training
seminars; sales, marketing and reten-
tion programs; club receivables man-
agement systems, software and train-
ing; and group exercise systems
training.

In additional to his “FIT-
NESS FOCUS Regional Seminar
Series,” a yearly ten-to-twelve city
tour, Michael offers two in-your-club
2-day courses: The Club Manage-
ment Course, a total review of a
club’s operation, including full club
inspection and “checklisted” analy-
sis and suggestions, facility
strengths, weaknesses and potentials,
dues and membership pricing fine-
tuning, sales, retention and training
critique, a profit-and-loss review,
and a full-staff motivational meeting;
and The Club Marketing Course, a
comprehensive workshop on mod-
ern marketing and advertising, in-
cluding a total review of all club ad-
vertising, analysis of brochures, sales
materials and promotional pieces,
critique of in-house promotions, ap-
praisal of club image presentation,
development of a basic marketing
plan and calendar, in-depth analysis
of the effective use various types of
advertising vehicles, and develop-
ment of a marketing budget.

FITNESS FOCUS has also
carved out specific “associates rela-
tionships” with key fitness industry
manufacturers and services provid-
ers, including: National Fitness Fi-
nancial Systems and eClub
NetSuccess (club receivables man-
agement systems and software);
SCIFIT (the Fit-Quik deconditioned
market exercise system); and Pro-Fit
Enterprises (The PACE group exer-
cise system).

Michael also offers
Internet-based consulting and con-
ference-calling services, and educa-
tional products for sale on his web
site, www.michaelscottscudder.com.
His most recent publication is the
highly-acclaimed report “What
Health Club Operators Can Do In An
Economic Slowdown,” a step-by-
step guide to dealing with a
recessionary economy. Michael can
be reached via email at fitfocus
@aol.com or at his web site; or by
telephone at 505-751-4236.
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ICON

continued from page 3

head up the new division, to be
called Ground Zero Design Cor-
poration, a wholly owned divi-
sion of ICON. Simonson will
continue in his role as CEO and
will spend 90% of his time on
new product development, while
Leeson’s continuing reésponsibili-
ties will be day-to-day business
and operations.

“We’re delighted to be
part of ICON’s long-term com-
mitment to the commercial fit-
ness industry,” said Roy
Simonson. “We're totally com-
mitted to bringing innovation to
the marketplace, and they under-
stand our mindset completely.”

“Our Free Motion TM
strength training line created a
new category: one involving

user-defined natural, movement
patterns,as opposed to traditional
fixed pattern strength stations. The
new NordicTrack line just intro-
duced the first-ever integrated
iFIT.com PC Console TM and the
new Trekker TM category. With
the two companies together, we're
going to capture a lot of market
share very quickly.”

The new Ground Zero
commercial division will be head-
quartered in Colorado Springs,
CO. The division will be staffed
with current employees from
ICON, Ground Zero and addi-
tional new employees including
engineers, industrial designers.
product and manufacturing man-
agers, and sales and marketing
personnel. The new division is
currently in a growth mode and is
hiring in several areas. The
Ground Zero sales organization
will handle sales for both the
Ground Zero strength line and the

Master

Your Body

One simple toal

Supported by the Master Your Body™ Program
of videos, mastercdasses and workshops.

The

can complement
any fitness program.
Build strength,
endurance, power,
flexibility. Improve
balance, alignment,

posture, form, and

technique.

d in easy-grip, durable

NordicTrack commercial aerobic
line.

ICON Health & Fitness is
the world’s largest manufacturer
and marketer of fitness equipment
with fiscal 2000 revenues of $733
million in wholesale sales. The Lo-
gan, Utah-based company designs,
manufactures and distributes fitness
products under the company-owned
brand names of NordicTrack,

HealthRider, ProForm, Weider, Im- ,

age, Weslo and Jumpking. ICON
also licenses the brand name
Reebok for home fitness equipment.
Since 1994, ICON has been 1SO
9001-certified, one of two institu-
tional fitness equipment manufac-
turers o earn this international rec-
ognition for manufacturing quality.
ICON holds more than 170 patents
and 555 trademarks worldwide.
ICON’s Chairman and CEO, Scott
Watterson, and President and COO,
Gary Stevenson, founded ICON in
1979. The company employs nearly

'_és;

L"

3,200 people in Utah and an ad-
ditional 1,800 people worldwide.
ICON occupies more than 1 mil-
lion square feet of manufactur-
ing and distribution facilities in
Utah, Texas, and Canada, and has
sales offices worldwide.
Ground Zero Design has

placed its equipment in more than
650 domestic fitness facilities, and
in more than 15 countries world-
wide since its founding in March
1999, Detailed information on the
company and product can be found
at www.gzdesign.com.

Norm Caten’

=Club | Insuler

NEWS &
Established 1993

The CLUB INSIDER News is published in Marietta, Georgia.

[ Those wishing to reproduce any portion of The |
| LL_L_B_[E&[_QE_E News may do so provided it is not
for resale in other publications. Reprints for commercial
use will be provided upon written request.

PUBLISHER AND EDITOR: Norm Cates, Jr.
COMPUTER LAYOUT DIRECTOR: Cathy Brown
| COMPUTER OPERATIONS DIRECTOR: Justin Cates
PRINTING AND MAILING SERVICES: Walton Press

Box 681241, Marietta, GA 30068-0021 = (770) 850-8506 :
FAX i’ 770) 933- 9693 Or I'.-M'mf clubinsidernews@mindspring.com

Shapel\laster2

Assisted Exercise Equipment

Shaping Up to the Future

n 4,912 15 18 24,

ser, is availak

30 and 36 Ibs.

Call now for more information

678.339.0261
800.280.0525

www.bodybars.com

one bar. infinite workouts.

BODY BAR.

the original. the leader. the best.

Healthy People, Healthy Profits!

ShapeMaster USA's mission is to provide “Compatible Assisted Exercise”
to the fitness/wellness market. Our research indicates that fitness/wellness
centers are not providing adequate means of exercise for those who cannot
use conventional fitness equipment such as Lupus and Fibromyalgia patients,
the obese, the elderly, cardiac patients and many others.

ShapeMaster USA can show you how to open a separate “new profit
center” or add our assisted exercise machines to your existing center to
increase your revenues and provide a valuable service to those who would
not normally visit your facility.

Call for more (

information < ”' .

e () Shapellester
877-433-4720 ape aS er
405-722-4720 e-mail: info@shapemasterusa.com

FAX: 405-728-8795 www.shapemasterusa.com




O.41 IN A SERIES OF 539 SUCCESS STORIES

BRENDA AND PLEASANT LEWIS BUILT
THEIR BUSINESS FROM THE GROUND UP.
THE GOLD"S GYM NAME HELPED
THEM TAKE IT TO ANOTHER LEVEL.
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THE LEWIS FAMILY HAD BEEN IN THE HEALTH CLUB BUSINESS IN THE WASHINGTON D.C.
AREA SINCE 1985 AND WERE RUITE COMFORTABLE WITH THEIR OWN NAME AND IDENTITY,
IRON WORKS GYM. BUT WHEN THEY CHANGED THEIR CLUBS TO GOLD'S GYM, THEY SOLD
MORE MEMBERSHIPS THAN THEY EVER THOUGHT POSSIBELE. BRENDA AND PLEASANT'S
SUCCESS, IN FACT, HAS HELPED THEM OPEN SEVERAL ADDITIONAL GYMS, INCLUDING A
32,000-SQUARE FOOT FACILITY IN ORLANDO AND ANOTHER ONE ON THE WAY. AND IF YOu
ASK THEM, “IT WAS THE BEST BUSINESS MOVE WE EVER MADE.” TO FIND OUT HOW YOu
CAN BECOME PART OF THE LARGEST INTERNATIONAL GYM CHAIN, CONTACT THE GOLD’'S
GYM FRANCHISING DEPARTMENT TODAY AT (210) 392-3005 OR VISIT WWW.GOLDSGYM.COM.
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MAKE IT FUN!

By Sandy Coffman

YIKES! It’s almost
February already! How are you
doing with all your New Year’s
Resolutions? I'll bet you are do-
ing about as well as your members
are. Well, that’s part of our job,
you know - to help our members
keep their New Year’s Resolutions.
Nearly everyone has included,
“I'm going to work out regularly
in 2001!” on his or her list of reso-
lutions.

Achieving and maintain-
ing good health is a life-time chal-
lenge, one that is mastered a step
at a time. Getting started requires
the most effort. The only thing
most of us need is inspiration to
take the first step. That’s what our
programs can do for our members
- give them the inspiration to take
that first step.

February starts our year’s
programming calendar to ensure

that members keep working out,
keep using our clubs, and keep
paying their dues... to themselves
and to us. Remember, the goal of
programming is retention, for the
member and for our business.
The secret to making program-
ming successful is MAKING IT
FUN! Enter: February.

The first program is a
“given,” VALENTINE’S DAY.
So let’s focus on LOVE.

How FUN is that!!??
There are exactly eight weeks
from Valentine’s Day to Easter. Is
that a programming opportunity
calling, or what?

1. Since love makes the
world go round, and Friday nights
are usually slower than most, how
about offering a Friday Night Val-
entine Workout.

A. Couples only (that’s
niche marketing)

B. Sign up for 1 of 3
workouts

WOW - (Work Out on
Weights) - Free weights, that is.

Spotting can be done for each
other. How intimate!

Classic Interval Class -
using 6 to 8 pieces of equipment
with an aerobic station in be-
tween each piece. Take turns!

Cardio Class - 10 min-
utes on each of 3 pieces of cardio
equipment - (a workout for your
“heart,” how appropriate!)

C. HAPPY HOUR! af-
ter the workout. A small wine
and cheese party, nachos and
margaritas, chili and beer??
How fun is that!

2. Who is your HEART
THROB??

A. Each member of the
fitness team is a Heart Throb for
a group of members. The Heart
Throb’s picture is placed on a
large heart and put up on a wall
in the fitness center. Each Heart
Throb is a team captain respon-
sible for getting his or her team
of members to work out two
times a week for eight weeks.
Ironically, there are exactly eight

weeks from Valentine's
Day to Easter.

B. May the best
Heart Throb win. A prize
should be given to the staff
trainer that got the most
members to complete the
16 workouts.

C. I’ll bet that
you can come up with a
small, fun prize or reward
for the team that won. It
could be giving all the par-
ticipants red ribbons, or
big red lollipops, or putting
their names and pictures
up on a wall. The prizes
don’t have to be huge or

Sandy Coffman

expensive. You just have to
MAKE IT FUN!

3. Ask your members
to bring in a picture of them-
selves with a loved one - or bet-
ter yet, offer to take the picture
for them when they come into
the club together for a workout.
At the Bentley Village Wellness
Center, David Lahait was able

REGAIN CONTROL OVER GROUP FITNESS

BODY TRAINING SYSTEMS

9:30 am to 5:30 pm

GROUP FITNESS MANAGEMENT TRAINING

It has taken more than twenty years and millions of dollars to develop and has proven to deliver sensational
results to club owners and managers in over 5,000 clubs around the world. And it has never been easier to
implement. Now, the Body Training Systems’ Group Fitness Management is available to you.

The adoption of Group Fitness Management (GFM) in your club will ensure that you maximize the benefits of the
group fitness revolution. GFM brings solutions to club owners and managers struggling to consistently deliver
excellence to club members in group fitness. When applied with complete commitment, GFM will dramatically
increase the bottom line profitability of your club.

The seven hour GFM training includes a 140 page comprehensive manual and covers the following topics:

*Arranging a timetable to maximize attendance and minimize cost
*Recruiting quality instructors and assessing their performance and compensation
*Implementing comprehensive and continuing instructor training
+*Managing and strengthening instructor team

*Setting targets and measurements
*Preparing budgets and quarterly reports on achievement of key performance indicators
*Creating successful promotions and maximizing studio presentation

IHRSA - SAN FRANCISCO, CA°MARCH 21ST

$149 PER PERSON; CLUBS SENDING 3 OR MORE PERSONS PAY ONLY $99 PER PERSON.
MUST REGISTER THROUGH THE STEP COMPANY AT 800-729-7837 EXT. 208

to promote Valentine's Day with the
best ever bulletin board filled with
wonderful Valentine pictures of the
senior residents. It was very well
received and promotes involvement
Why? Because pictures MAKE IT
FUN.

4. Make it a point to have
every employee - from maintenance
to manager - smile, aim their smile,
introduce themselves, and shake
hands with 1 new member every day
from now till Valentine’s Day. Do
the same to 3 members on
Valentine'’s Day. Make it a habit. Do
it even after Valentine’s Day, but at
least set a goal to get started. That’s
what programming does, it provides
the inspiration to taking the first step.
February. Focus on love.

When speaking of success,
Ralph Waldo Emerson said, among
other things, “When you laugh of-
ten and much, and to win the respect
of intelligent people and the affec-
tion of children - This is to have suc-
ceeded.”

In the final episode of
Cheers, we heard, “People come and
go so quickly in our life, you can
never miss an opportunity to tell
someone you love them.”

I'would like to remind you
all:

* To set aside time each
day to ask your spouse or significant
other how their life is going. (It’s
wonderful because then they usually
ask you how yours is going.)

* Don't let a day pass with-
out saying “I love you" to your loved
ones. ( It's wonderful because they
usually say it back to you.)

* Talk to your children
about the importance of love. It will
be the best lesson you can give them,
and they will pass it on.

MAKE IT FUN!

(Sandy Coffman is the
President of Programming For
Profit (941) 795-7887.)



Forget the lycra and leotards. Take a good hard look at your group fitness The fiscal equation is simple. The more members in your group fitness

system. Does it make sense? And what about dollars? classes, the more money in your pocket. The great news for you? Les Mills
Les Mills Body Training Systems deliver group fitness results o your club Body Training Systems classes, BODYPUMP, BODYATTACK, BODYFLOW,

members, your instructors and your botiom line. You get fantastic pre-choreo- ~ BODYSTEP and RPM are filling up fast all around the world,

graphed classes, developed by world leaders in group finess and finely tuned Flex your "money muscles”. IF you're a 98-pound weakling in group

in clubs dll around the globe. Your instructors are expertly trained and exercise, fiscal fitness is a phone call away. Call 1-800-729-7837 or visit us

inspired to achieve af the highest level. And our Group Fitness Management ot www.bodypump.com and get fiscal for less than $10 a day. Outside the

Training will add to the profitability of your group filness department. U.S see us at www.lesmills.com.

bodytrainingsystems

THE STEP COMPANY » WWW BODYPUMP.COM




AMMER
TRENGTH

MoTioN TECHNOLOGY SELECTORIZED

on It are trademarks of Brunswick Corporation. HS-006-00

ogy, and

Patrick Connor, 41

Emergency Physician
Northwestern Memorial Hosp.
Chicago, lllinois, USA
Ironman Triathlete

The Authentic Hammer Strength Training Experience Now Comes to Selectorized

Hammer Strength®, the world's leading brand of innovative plate-loaded strength equipment now
transfers its patented Motion Technology® to easy-to-use dual-stack selectorized machines.
The result is a Hammer Strength training experience that simply delivers the superior advantages
of Iso-Lateral® motion to every individual in your facility.

Advanced Technology...Engineered for Simplicity. For more information, call 1.800.634.8637. 5 E .

Rely on it



