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By Norm Cates, Jr.

This story is about a
great man. The health, racquet and
sporisclub business has undergone
radical improvement and change in
the last 15 years. Much of this
massive club industry change can be
traced back to the brilliance and ef-
forts of this man. He is the club
wﬂmﬁy’h bui fmad.

Caro, objecwd wlm-nemly when 1
told him that | wanted to publish a
front page article about him in our
January, 1995 edition. This is typi-

cal of Rick. Always low key. Al-
ways wanting to remain behind
the scenes. Always giving, but
not expecting to receive the credit
he deserves. But, ignoring Rick’s
objections, |now present to you
the story of an incredible human
being.

Rick Caro grew up in
Scarsdale, New York, anupscale
suburb of New York City. He
graduated from high school in
1963 and enrolled at Tufts Uni-
vmily m; Balwa_ While at

Ieve! courses bﬂ:ause he wml:d
to be challenged more and felt that
even though he did not have the
pre-requisite courses, he wanted

a rigorous liberal arts education.
He graduated from Tufts in 1967
and entered New York University
to obtain his MBA in Marketing.
Rick excelled at NYU, earning
high honors with a 3.93 G.P.A.
and finishing second in his MBA
class of over 600. He was
awarded NYU’s Hector Lazo
Award as the top Masters' student
in marketing. A highlight of this
accomplishment was when he car-
ried his school’s flag during
NYU' sgradua:mn u:rcmony held

graduation, Rlck was selec!cd o
become the Assistant Dean in
charge of the full-time MBA Pro-

(See Caro page 7)

Rick Caro

THE SECOND GREAT WAVE...
Why Clubs Should Consider Alliances
Wlth Hospitals And Doctors

By Norm Cates, Jr.

In the 1970’s, many of us
were operating clubs which pro-
vided only tennis or racquetball to
our members. Astime passed, most
of us came to realize that we would
have to dramatically modify our
clubs in order to remain competi-
tive and in business. All across
America, the conversion of often
empty indoor tennis and racquetball
courts began to reshape the future

club industry has improved and

of the entire club industry.

Since those days, vast
sums of money have been spent
on facility conversions, equip-
ment acquisition and new club
program development. Moreover,
anew breed of club was born with
multi-purpose application as the
primary design focus. Itwas this
process of evolution.... this sea of
change in what and how clubs are
offerring that has brought the club
business to where it is today.

I believe that it is safe to
say that in the last 15 years, the

changed more that it had in its pre-
vious 35 years of existence.

To understand the rel-
evance of this rapid change we
have experienced during the past
15 years, I think it is important to
focus upon and relate to the fact
that the club industry is truly an
infant industry. For example,
compare the club industry to the
hotel industry. The hotel indus-
try is at least 2,000 years old.
(Baby Jesus was born in a man-
ger because the INN was full.)
Just think of it...... for at least
2.000 years the hotel mdustry has

been evolving and changing. And,
it is still changing.... re-inventing
itself..... constantly seeking to
improve.

So, as we examine the
club industry which is only 50
years old...... is it not reasonable
to expect more significant change
as our industry matures and ages?
In my opinion, the “First Great
Wave” of change for the club in-
dustry is winding down. But, a
new and potentially huge “Second
Great Wave” is looming over the
horizon for club owners and op-
erators everywhere to look for-
ward to.

Consider the numbers.
North America has a population
which is nearly 300,000,000. Un-
til now, clubs have only scratched
the surface in their effort to pen-

etrate this population. Two primary
reasons for this are: (1) The popu-
lation has lacked education about
the benefits and value of regular
exercise. (2) Due to the behavior
(sometimes by accident and some-
times on purpose) of club opera-
tors, the North American public
has not yet come to truly trust
health club operators as a group.
Now, both of the factors above
have and are changing dramati-
cally.

First, through the efforts
of IHRSA, many regional club
groups and a number of other or-
ganizations, the education level of
the average consumer about the
benefits and value of regular exer-
cise is rapidly increasing. Second,
also through the efforts of IHRSA,

(See Hospitals page 14)
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THE INSIDER SPEAKS

* EDITORIALS ¢ "INSIDER MAIL" « COMMENTS -

Club Employee Recruitment... Are There Any Rules?

By Norm Cates, Jr. Curt Beusman, the owner of Sportplex Clubs in up-
the Saw Mill River Clubin Mt. state New York and
In early December, Kisco, New York and two Connecticut , received

U Ml Plaws Ko, Daabury CT uesi ) (203) 7489

16 Commerce Rd., Stamlerd CT sutu? (203) 3234

e = VN 160 Rawta 1 TK, Newburgh NY 121350 (914) 47
[7 33 Sheate K., Foughhespaie NY | 2uul (F14) dal=

G'OL D S GYM. 420 S. Riverside Ave, Croton NY 10520 (14) 2714

Aerobic and Athletic Clubs

December 2, 1394

Mr, Curtis Seusman

Hudson Valley Clup

12 Houte 9W

Néw Windsor, New York 12553

Dear Mr, Beusman:

AS fellow CILD oWNers anc memcers of InFS:, wWe feel the nead to
8CAress your recent “head-nunting" meneuve.s involving the Saies
Manager/Club Manager of our Mewburgh, New York facility. Your
actlions have been most underhanded, and certainly not acceprable
within any reasonable standard of business ethics. Wnile this 1is
not the first time you (or your fepresentatives) have cffered
paositions to our key personneél, this offense 1s by far the most
Sericus.

The SILUACLON We &le Cefercing to is YOur recent offel tO barbara
Meredith, Sales Manager/General Msnager of our Newburgh clup, We
chose to let previous advances made to one of Che HewDurgh sales
St&if ang to tha B I g St a

Aftar Barcara declined your most genecous compensation package
[stating that money was not what motivated her and that she was
very happy Where she was), you continued to call her, both at work
4nd &t home, in an effort TO pursuade her to change her mind. As
an enhancement, & pension plan... & ¢ afiNy Car... &nd & Deauty
salon ware addec to your original offec!

In total. you personaily contacted BarbDars four Tlmes &t work and
another coupie of Cimes &t her home. Bach Cime, she told you she
Wwas NOT interested in the Fositlon you Were offering -- that of
Ceneral Manager/Sales Menager at your New Wingasr location.
Barbara founa your calls to De annoying &nd your persistence to be
boraerline hacrassment. She at no time encouraged yocu to continue
your efforts,

Through the years, our facilities have been vislted by countless
club owners and managers. Our staff has pbegn instructed to be
hospitable and as helpful to them &s possible. We are certain you
found this tc be the case when you toured our Newburgh club, even
tno:qh You ara the operator of a competitive club Within the same
market.

Curt, in all our years in the health club indusicy, wWe have never
Nad & compeCitor stoop s$o low to undermine one of our operations.
In speaking With other club owners, We have SinCe round ours was
nOt an isolated incidence, and that you have used these Ssape
Tactivs to entice key personnel from other facilities. For someone
who preaches club commandments and codes of conduct, and who was
recognized as IRSA's Service Award winner, 1t 1s &smbarrassing to
observe your recrultment methoeds first-hand. Can you honestly
believe your actions typify the ethics of the mcdel =1lub owner and
industry consultant that IHRSA has encouraged its nehoers to look
up to? We think not.

Please understand we felt It necessary tO CopY everyone listed
Eelaw In an effort to discourage your contlnuation cf such
unprcleasicrnal behavior,

We nhope cur feelings have been made clear In this letter. We
request that further contact with our employees, either by you or
your managers, be Ceased ilmmedlately. Additionally, you are no
longer a welcomed guest at any of our five facilities, and future
access will be denied without prior perscnal approval by cne of the
three undersigned.

Sincerely,

Bill Austin
Owner - Gold's Gym Newburgh, NY Lyle Schuler Mary Murphy

a very unfriendly letter from a fel-
low IHRSA member, Bill Austin
and his partners Lyle Schuler and
Mary Murphy. (See the letter on this
page.) (Also on this page, I have
published a letter that I sent to Bill
and his partners.)

Curt Beusman called me
and explained the situation. He then
suggested that this situation would
make a good one for the CLUB IN-
SIDER to examine. With your feed-

back and the help of a couple of
industry professionals in the field
of employee recruitment, I hope to
do that next month.

Next month, I will report
to you about what others in the in-
dustry think about this question:

CLUB EMPLOYEE RE-
CRUITMENT......... Are There
Any Rules?  Consider the fol-
lowing questions and let me know
what YOU think about this issue.

(1) Have you had another club owner hire one of your employees away

from you ? Yes No

(2) Have you ever hired a club employee away from another club?
How about from another business? Yes No
(3) In your mind, are there any rules about recruiting and hiring employ-

ees away from other clubs?

(4) Do you have employment contracts with your employees ?

If yes, please describe:

(5)Do you have any comments, suggestions-or ideas about this issue?

4K 8 or

Marietta, Georgia 30067-0025

defamed and at

Whi
hia i h a manner ? A phone call
would have easily sufficed. And, to

was really uncalled for

angry and wake up to regret it later

Norm Cates’

=Club Insider

MNEWS
Mr. Bill Auatin = Gold's Gym January 11, 199%
Mr. Lyle Schuler Newburg, New York
Ms. Mary Murphy
Dear Folks,
I was shocked tc read your letter to Curt Beusman dated Dec. 2, 1994 |

Bill and Lyle, we've been friends since the 1970's and NCCA days, so 1
hope you will accept my cosments In this letter in the spirit intended.

I have written a column in the January CLUB
Club Esployse Recruitment.. Are There Any Rules 7"

I believe th you all owe Curt Beusman an apology. You have publically
acked him in your vicious letter. While hammering Curt,
you sesm to forget that you did the same thing to him about a year ago.

jecting to Cart’s efforts, why did you feel it necessary to attack

or a simple, non-attacking letter
send copies of your angry letter

to John McCarthy and his staff and to the Editor of Club Industry Magazine

Riring in the club business has gone on like this since day one. And,
since there ls no known rule, regulation or protocol (in IHRSA or
otherwise) which states that these actions are illegal or even improper,
ya'll seem to me to be playing the role of both the Judge and the Jury.

I feel you have overreacted and have chastised Curt unfairly. Curt is an
honorable man, one of our greatest industry leaders - always giving and
sharing. He did not deserve this attack and I hope you will make amends.
Life is too short for thie and you and your team are too classy to have
done it I'1]1 bet it was like I sometimes have done .written when

Ferhaps this sitution can be turned into a good thing by opening the
discussion on the topic in The CLUB INSIDEE. I hope you all will realize
that Curt has pot broken any known or stated “"reascnable standard of
business ethics” as indicated in your letter. 1In fact, unless I am
mistaken, it is against both State and Federal Laws to bar such contact.

I hope you all have a Very Happy and Healthy Mew Year f I will look
forward to seeing you in San Francisco at the IHESA Convention !

Very truly yours,

| l.d’l.u-.. o =, Y d A -
Norm Cates, Jr =
CLUB INZIDER NEWS

P. 0. Box 671443 « Marietta, GA 30067-0025 » (404) 850-8506 * FAX (404) 933-9658
Toll Free Hotline 1-800-700-2120

Copyright © 1995 CLUB INSIDER, INC. All rights reserved. Material may not be copied in whole or in part in any form whatsoever.
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‘NORM'S NOTES®

RED, WHITE and
BLUE - This issue is trimmed in
Red and Blue on White paper in
honor of the 104th Congress. God
Bless America!

DIANE HESS-
MARSHALL and SUE
McGOUGH have written excel-
lent articles on Day Camps for
Clubs published in this issue. 1am
trying to provide you with feature
articles which will help you grow
your club revenues and profits. For
example, one of my subscribers,
JIM KARR of CLUB UNIVERSE
in Milwaukee reports that he has
installed Tae-Kwon-Do into his
club due to an article published in
the CLUB INSIDER. Program-
ming in clubs which will generate
revenues above and beyond the
normal income stream of member-
ship dues and fees has been iden-
tified as one of the great potential
growth areas. The day camp pro-
grams for clubs can provide a wel-
come summer time boost to your
business......and the summer camp

l long. These two articles
are intended to give you the inside
information you need to launch

your own Day Camp Program at
your club. I know, some clubs are
suitable for such programming and
some are not. But, I want to pro-
vide the necessary information for
you to consider the opportunity for
your club if you have the physical
plant and have never done a Day
Camp Program before.

KIM FULLER, owner of
the Livermore Valley Tennis Club
in California had quit THRSA in pro-
test of its admission policies. Nice
to hear that Kim has re-joined and
will be involved in the debate.

NEIL SOL, the President
of Health Vantage, Inc., a Houston,
Texas-based club management con-
sulting firm, has informed me that
he plans to re-enter day-to -day op-
erations in the club business by seek-
ing a General Manager’s role. Neil
is one of the most experienced
people in the club industry today.
His resume and credit list is ex-
tremely impressive, encompassing
virtually all facets of the club busi-
ness! But, what is more important
to me is Neil's leading edge role and

spukmgand wnngnbuulth.usub-
ject over 10 years ago - ahead of his

time..... but on target. Beginning

with this issue, Neil will focus on
the Health Care world with a
monthly article under the title:
“The HEALTH CARE CON-
NECTION” with this month’s
article entitled: “ CLUBS ARE
THE “M” IN HMO.” You can
look to his column each month for
the most recent and up-to-date in-
formation on what is going on
with the movement of health care
and health clubs coming together.
Neil is also the person who went
in and took over the Houstonian
the mega-club in Houston, Texas
and helped rebuild it from a bank-
rupt situation to a re-kindled suc-
cess. If you are looking for a high
powered, experienced, leading-
edge thinker fora General Man-
ager role in one or more clubs,
contact Neil at (713) 494-5550.
The WALL STREET
JOURNAL published an article
recently highlighting the efforts
of clubs to boost revenues by pro-
viding member services which
are out of the ordinary. Men-
tioned in thc aﬂ:cle was the East

N.Y., Crunch Fitness in New ork
City, the Houstonian Club in
Houston, Texas, the Cooper

Norm Cates, Jr.

Clinic in Dallas, The Baylor Fit-
ness Center in Dallas and Bally's.

GEOFFREY DYER,
the Owner of the Lifestyle Fitness
Centers in the Tampa, Florida
area wrote a nice letter to me
sharing how much he and his staff
had gotten from the IHRSA Or-
lando Sales and Marketing Con-
ference. He said: “ I'm excited
to report we had 3 home runs on
the first day of seminars at the
IHRSA show in Orlando. | per-
sunally ancnded tbc seminar en-

shtps by GAYLENEPRINGLE

After 20 years in the business, |
find Ms. Pringle’s presentation to

be a fresh approach. Our General
Manager, GAYLE DERIESTAHL,
attended the program led by Brenda
Abdilla and was so impressed she
immediately invested $149 in
Brenda’s sales tapes to train her
staff. Our controller, PENNY
SABIA, attended a one day work-
shop on “Sound Simple Manage-
ment Techniques™ and she too
came away from the meeting feel-
ing inspired to make changes that
will improve the way in which we
manage the financial side of our

- business. Overall,the IHRSAcon-

ference in Orlando was an inspira-
tion to all of us and left me with a
(See Norm Notes page 11)

HIRSA
201 Summwer Sreet

Fax |f-|nu 1- llhﬁ

December 15, 1994

Mr. Norm Cates
Club Insider

P.0. Box 671443
Marietta, GA 30067

Dear Norm,

[FRSA

makes

mlnh. Hacouet & )-nLr papcr

Sportschil Asaciation

Connmntitted tor All the best,
the Profitability and
Professinnalism of
e Memher Clubs
John McCarthy
THRSA

Congratulations on most successful year.

You are providing the industry with a fresh, irreverent, often trcnchanl and
upbeat read. Above all it is your own touch, that of the “happy warrior”, that

]JIE.C]DIU.RSIM personal and compelling. Also, there is a marvelous
| fictability to the content that adds to the interest and enjoyment of reading

Auached is my check, renewing. (As Cathy McNeil has already renewed from
IHRSA, 1 am taking advantage of your second person raie.)

P.S. Please mail my copy to IHRSA, not the address o= the check.

12118184

Dear Norm:

Mr. Norman Cates, Publisher
The Club Insider

P.O Box 671443

Marietta, GA. 30067

Just when we thought your periodical was reaching a zenith of journalistic
aocomp_]ishrnenl, you've broadened it's scope to yet another level! By including a
picture in your December issue of a handsome, powerful and clearly resolute pulling
guard (page 3), you have given your readership fodder for some extremely obscure
sports’ trivia questions. To then throw trivialophiles further off the track by insidiously
identifying this young Adonis as one “Norm Cates" is surely a clever and devious
editorial ruse. The evasive right-to-left move by #66 is vaguely familiar, and the
bemused, semi-tough face is arguably somewhat Cates-like, but that full head of
luxurious, manicured dark hair quickly shifts conviction away from that notion,

However, to think that such insidious marketing of some former football icon might
somehow subtly dissuade young Justin Cates(page 17) from pursuing excellence in
soccer and speed skating, two sports which are aerobically far superior to football, is
unthinkable from a leading spokesman of our fitness industry

Be that as it may, and, in any case, the whole staff looks forward each month to your
issue of T.C.l. so keep on tackling the difficult and controversial issues in our industry,
Norm. We need your alternative voice.

Happy holidays to you and your family and hopes for success and growth in ‘95 !l See
you in S.F. in March
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General Manager's Compensation Survey

By Claire Anderson

Being a general man-
ager of a health club is one career
path to happiness. A strong sense
of job satisfaction among general
managers was revealed when The
CLUB INSIDER conducted a sur-
vey of General Manager’s Com-
pensation Packages and Satisfac-
tion in the club industry. Club
general managers reported three
key elements of job satisfaction:
the autonomy offered by their po-
sition, the satisfaction experi-
enced in working with members
and the opportunity to be part of
the club industry.

The survey consisted of
a one-page questionnaire printed
in The CLUB INSIDER and used
an independent sample of a wide
spectrum of general managers:
managers who were responsible
for clubs with only indoor facili-
ties versus clubs which had both
indoor and outdoor facilities,
managers mipons:b]e for smglc

clubs. The survey looked at factors
describing the clubs, the back-
grounds of the general managers and
the monetary payments and benefits
received by the general managers.
As the respondents to this survey rep-
resent 29 managers of 33 clubs,
please note that, as not every survey
question was answered, the number
of responses will vary. Due toalow
total number of responses from gen-
eral managers, the survey is not sta-
tistically significant. However, the
survey does provide insight into the
industry’s management practices.
All general managers answered the
survey questions based on their 1993
earnings.

DESCRIPTIONS
OF CLUBS

Induorloutdoor facilities
were available at 18 of the 33 clubs.
The 15 indoor-only facilities ranged
in size from 7,000 to 50,000 square
foot buildings set on 1.3 to 3 acres.
The indoor/outdoor clubs (18) were
gcnemlly Iargcr opemmns, possess-

staﬂ' pOSIIlOl'IS versus those who
also held ownership shares in their

of the clubs were established in their
locales: 6 clubs having been in busi-

ness 4 to 10 years, 18 clubs in
business 11 to 19 years, and 9
clubs having been operating for
20 to 27 years. Single-club rev-
enues indicated the majority of
the respondents managed small
businesses: 17 clubs reported
gross revenues of $300,000 to
$1.7 million and five clubs had
revenues of $2-$3.3 million,
though two clubs respectively,
reported $5.5 and $7 million in
gross revenue. The combined
revenue of a two-club group
equalled $3.5 million, while the
combined revenue of a three-
club chain equalled $4 million.

Experience among the
general managers varied: 13 had
spent 2 to 10 years in the indus-
try, while 12 had spent 11 to 18
years in the industry. About 25%
of the respondents had served as
general managers at other clubs
prior to working in their present
position. Over 70% of the club
managers have been in their
present job for 2 to 10 years and
30% for 11 to 17 years.

ATION
| s

Mr. Norm Cates
The Club Insider News
P.0. Box 671441

&

THE THOREAU CLLD
OF CONCORD

Since 1967, Esxcellowce in Finass, Tonnis, Swimming and Asvobics

December 21,

1994

analysis of general
manager’s com-
pensation pack-
ages that follows,
those general
managers who
Own a percentage
of the club (10 re-
spondents) will be

—

general managers (19 respon-
dents) will be referred to as man-
agement staff (Staff GM). The
designation as an Owner GM does
not represent control of a club, as
5 Owner GM’s held only 8.75%
to 15% interests in their clubs.
Other Owner GM's did have con-
trolling interest in their clubs, with
two general managers having sole
ownership and two others owning
66% and 75% of their respective
clubs. GMs classified as owners
were evenly distributed between
indoor and indoor/outdoor facili-
ties and large and small clubs.
Owner GM compensation pack-
ages are undervalued as stock
holdings were listed but not as-
signed a monetary value.

Six Owner GM’s re-
ceived 1993 dividend payments
ranging from $5,000 to $22,000.
Total compensation packages for
Staff GMs ranged from $35,200
to $182,000, with annual base
salaries ranging from $21,000 to
$112,000. Owner GM compen-
sation packages ranged from
$25,000 to $157,600, with base
salaries contributing $25,000 to

of the total packages. It
should be noted the highest owner
compensation package was that of
an individual responsible for three
clubs. Sixteen Staff GMs received
bonuses/commissions of $1,000
to $52,000, while 6 Owner GMs
received $6,200 to $36,000 in bo-
nuses/commissions.

Profit sharing was en-
joyed by 4 Staff GMs ($900 to
$22,000). Owner GMs report re-
ceiving stock or sums up to
$15,000 as a result of their club’s

Health benefits ranged from $500
to $8,400 for 12 Staff GMs and
$1,200to $7,500 for 7 Owner GMs.
The ranges for both groups (Staff
and Owner GMs) indicate some
clubs provided health insurance
solely to the employee, while other
clubs offer additional coverage to
the employee’s family.

Thirteen Staff GMs cited
free club memberships as part of
their compensation ($500 to
$1,800), though 3 did not assign a
monetary value to the membership.
Four owner GMs received free club
memberships worth $240 to $800.
A car (bought/leased) supplied by
their club was part of the compen-
sation package of 5 Staff GMs and
valued from $3,000 to $4,600.
Eight Owner GMs reported their
club provided them with a car
(bought/leased) and estimate this
feature to be worth $1,400 to
$5,000. One Owner GM, who evi-
dently sharply monitored club ex-
penses, declined to valuate his 15-
year-old truck but declared that the
vehicle was “fully paid for.”

CADBIIONAL

Addilioual components

to their compensation packages
were noted by 3 Owner GMs. An
entertainment budget of nearly
$15,000 was cited by one and two
other Owner GMs listed additional
compensation of $10,000 and
$1,000. Staff GMs listed a wide
array of additional items in their
compensation packages. It may be

Mariotta GA 30067 referred to as profitsharing plans. Pensionben-  that some of these benefits enjoyed
e A owner/managers  efits worth $2,5001085,000 were by Staff GMs are enjoyed by
(Owner  GM) awarded 6 Staff GMs, while only Owner GMs, but the owner GMs

Let me compliment and congratulate you on your first aunu.nnr_; of
publishing the "Club Insider News*. While, I must admit I was
initially somewhat skeptical when yuu first discussed the idea I
suppor‘ed the concept wholeheartedly.

| while all other 2Owner GMs reported pensions. (See GM Survey page 18)

MAKE
I'T

Your publication has certainly met a need and filled a void in the
information exchange within our industry. You inform your readers
of industry nts, pr e thought provoking articles

to new industry spok ons and most importantly
tough issues no one else does and you deserve
your decision to t advertising because I
for the reader. Please don't fall into the trap
industry publications do where the advertising takes

One tough issue is sure to raise thought proveking dia
year, is the non profit organization as it relates Y
and health care field. Letters and positions such as Kim Fuller‘s
in the December issue (page 2] will continue to challenge
sincerely hope the association membership will work toget in tl

spirit of cooperation to reach a mutually agreeable solution. My
concern is that we do not split the association and my hope is
those who feel strongly about the issue will work to change what
exists rather than throw up their hands or become anti IHRSA
United I bslieve we can have a win win situation.

Keep up the good work with the publication!

We wish you all the best for a Happy Holiday season and a Happy,
Healthy, Prosperous New Year.

FUN!

Very truly yours

Z-:.J' it

Todd A. Pulis
Owner
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Impeccably tailored solutions.

heckfree Corporation gives you a sophisticated, first-class club Dependable Support Just as important as our solutions is our solid
management solution. We take the time to investigate the needs of support and meticulous service. We have the leading experls in system
your club up front, paying attention to the finest detalls. Then, we development and technical support ready to wail on you.
create the solution that best suits your tastes. Our well-rounded Checkfree is the leader in club management, helping
systems, consisting of RCM2000-The Club Manager software, hardware, EFT over 1,500 facilities to more efficiently and profitably
services-or any combination-enable us to deliver the perfect solution. manage their operations. These clubs gel a cuslom-

designed system at a reasonable price

Targeted EFT Solutions  We recommend practical, reliable and

cost-efficient EFT processing for Langible results: increased member relention, Why 5‘|_’"'””
improved cash flow, lower billing costs and lower delinquency rates. The results "““’”"'_" minute
are just as tangible as the solution. operating your Special Offer: Send

- club with a for your FREE Guide
Unmatched Club Management Systems  Forgel about the plece-meal to Automation and
headaches of manually tracking elub activity or strogeling to get what you really approach? Treal geta W

g G ML e e approach o wha
\\.\-I[l[ out of your system. I||.sl.= ad, rely on m{. comprehensiveness of REM2000-The yoursell Lo }11;11 1 to consid-
Club Manager for membership database maintenance. marketing management, Checkfree's er in club manage-
membership accounting and usage tracking. Not only will you get the made-to-order menl. IL's yours
control you want. but your members will gel a belter-run work-out facility. solutions. absolutely free and without

obligation. Call to order:

1-800-242-9522
0

CORPORATION ——  RCM Division

Checkfree Corporation is an IRSA Vanguard member and proud sponsor of the IRSA Institute



PAGE 6

Norm Cates, Jr.

I have changed the name
of the CLUB INSIDER Top 100
l Club List to the 1995 CLUB IN-
| SIDER HONOR ROLL.

The truth is that there is no
way that our selection committee
could accurately limit their choices
|| to a list of the Top 100 clubs in the
U.S. given the lack of adequate
measurement criteria. It would sim-
ply be too subjective and unfair to
some very deserving clubs. Thus
' the change.

I'had hoped to accomplish
a listing of America's finest
clubs.....those who have reached
high degrees of quality and profes-
sionalism so that other clubs could
examine them and seek to improve
their own operations to reach that
level.

I have accomplished that
with the list of great club organiza-
| tions shown below...... but, the list
may not be complete.

If your club was not shown
on this list and you think it should
have been, let me know. My apolo-
gies to any deserving club which

AMENITY CLUB
(HOTR% OFFICE,
ORT)
Dainc

Weston Athietic Club
Boca Raton, Florida

Wikdwood Athletic Club
Marletta, Georgla

Shula's Athietic Club
Miami Lakes, Florida

Mirage Hotel Health Club
Las Vegas, Nevada
Chad Athletic Club

Harvard Business School

Boston, Massachusetts

Onterle Fitness Center
Chicago, lllinols

mw
wuu&m-mcm

mmummmm
Miami Beach, Florida

Plaza Executive Health Club
Atlanta, Georgia

Vail Athletic Club
Vall, Colorado

FITNESS CLUBS

Fi An Athletic Club
Soiug'!"mclﬂbrrﬂl

The
-
Milestone Fitness Center

Loulsville, Kentucky

Cardio Fitness Center
New York, N. Y.

Taking Care Center
Hartford, Connecticut

Fitness Conters
Florida

Central Park Athletic Club
Lisle, lllinols
Champlons Gym and Fitness Centers
Dayton, Ohio
Padonia Fitness Center-Brick Bodies
Timonlum, Maryland

Club Universe
Greenfield, Wisconsin

Parkwest Fitness Conter
Dallas, Taxas

The Club at Westfields
Chantilly, Virginia
Toch

i Baach, Fronida

Club One
San Francisco, Callfornia

JOS
OWNED FACILITY
Edward Health and Fitness Center
Naperville, lilinois
Elmwood Fitness Center
New Orleans, Loulsiana

Lake Forest Health and Fitness Institute
Lake Forest, lllinols

Athletic Club
EastLansiog, Michgan
New England Health and Racquet Club
North Dartmouth, Massachusetts

Marist, Boorge
Health/Fitness Center
Toxas
Riverside Wellness and Fitness Center
Newport News, Virginia
Sentara Hampton Health and Fitness
Center

MULTI-PURPOSE
CLUBS
Red Lerille's Health and Racqust Club

Saw Ml River Club
Mt. Kisco, New York

Worldgate Athletic Club
Herndon, Virgina

Laguna Racquet Club
Lmnmm
Cascade Athletic Clubs
Gresham, Oregon

Racquetball and Fitness Clubs
San Antonio, Texas

ECluh Insuler
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Concourse Athletic Club
Atlanta, Georgla

The Thoreau Club
Concord, Massachusetts

Athletic Club at Denver Place
Denver,

"

Atlantic Club
Wall, NJ.
Clubsport
Fremont and Pleasanton, Callf,

Flagship Athletic Club
Eden Pralre, Minnesota

Athletic Club at lllinols Conter
Chicago, llinols
Four Seasons Sports Country Club
Crostview Hills, Kentucky

Cedardale Athletic Club
Haverhill, Massachusstts

Bel Alr Athletic Club
Bel Alr, Maryland

Sportslife Clubs
Atlants, Georgla

East Bank Club
Chicago, lllinols
Pacific Athletic Club
Redwood Shore, California

Athletic Club
Boca Raton, Florida

Courthouse Racquet Club
Columbus, Mississippl

East Side Athletic Club
Milwaukle, Oregon

Westbay Athletic Club
Bradenton,

Atlanta, Georgia
Gainesville Health and Fitness Center
Gainesville, Florida
Australian Body Works
Atlanta, Georgia
Premier Club

Dallas, Texas

Concord Athletic Club
San Antonio, Texas

The mﬂm
ooz
-

Griffith Park Athletic Club
Beaverton, Oregon

1995 CLUB INSIDER HONOR ROLL

Sequola Athletic Club/Racuetball World

Rochester Athletic Club
Rochester, Minnesota

The Marsh Center for Balance & Fitness

Minnetonka, Minnesota
Sports Club Irvine
Irvine, Callfornla
Vertical Club
New York, New York

Fitness Center
Dallas, Texas
McDermott's Athletic Clubs
Westchester, Pennsylvania

What A Racquet Athletic Club
Daly City, Callfornia

The WellBridge Center
Massachusatts

Belmont Racquet and Athletic Club
Long Beach, Callfornia

Athletic Club
OCora Spings,Forda

West Allis Athletic Club
West Allls, Wisconsin

Rolling Hills Club
uwmm

Leh & Fitness Centers
o, Posioyant

Memorial Athletic Club
Houston, Texas

Wheaton Sports Center
Wheaton, lilinols
Center Club
Mexandria, Virginia
Emnuhmm

mmw
Santa Clara, Callfornia

San Francisco Bay Club
San Francisco,

Little Rock Athletic Club
Little Rock, Arkansas

P Gl
LUitecenter Plus
Hudson, Ohio

Hills Racquet Club
Michigan

Village Racquet and Health Club
M'Nm
Orchard Hills Athletic Club
Leominster, Massachusstts
Omni 41 and Fitness Center
mhm
Greenwood Athletic Club
Spectrum Sports Clubs
Los Angeics, California
Wimbleton Sportsplex
Memphis, Tennesses
Tyson's Club of Health & Fitness
McLean, Virginia
New Courtsouth Clubs
Knoxville, Tennessee

Allsport Fitness and Racquetball Club
Poughkeepsle, New York

Gold's Amarillo
Toxas

The ill Club
Siver Spings Maryiand

Sportsiife Clubs
Birmingham, Alabama

Auburn Court House and Athletic Club
Aubum, Callfornia

RACQUET CLUBS

WOMEN’S ONLY

Lynne Brick's Women's Health and Fitness
Maryland

Canoga Park, California

Solano Athletic Club
Falrfield, California

Sporting Club at Aventine
Pn&.lolla.ﬁallm

Sports Club at City Center
Oakland, Cllcﬁ.grnh

Stamford, cmmm

Lakeshore Athletic Club
Chicago, lliinols

memmmnnqudm
on Rouge, Loulsiana

e

Northwest , Swim and
Health Clubs, Il'lmpnlll Mn.

Steuben Athletic Club
Albany, New York

Athletic Club
Raleigh, North Carolina

The Sports Barns
Chattanooga, Tennesses

Seattle Athletic Club/ClubsWaest
Bollevue, Washington

Athleti
e

PURE
WEIGHT GYM

Weston Racquet Club
Waitham, Massachusetts

Mid- Town Tennis Club
Chicago, llinols
Boston Racquet Club
Boston, Massachusetts
Indian Creek Club
Kinsa Gty Kaess

Roosevelt Island Club
New York, New

Peachtree World of Tennls
Morcross, Georgia

SPA FACILITY
Canyon Ranch
Tucson, Artzona

La Costa
La Costa, California

Peninsula Spa
New York, New York

Women's Club
Rolling Meadows, lliinois
Owings Mills,

The Women's Club
La Mesa, Callfornia

The Women's Club
Chantilly, Virginia
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continued from cover

gram at NYU. He also served asa
member of the faculty in the Mar-
keting Department. All at age 23!
During his 3 1/2-year tenure at
NYU, he worked with and came to
know two men: Peter Drucker and
Edwards Deming who have since
gone on to earn fame in the world
of management and total quality
management.

"GANG BUSTER"

In 1972, Rick was ap-
proached by the Chief of Staff of
the Mayor of New York City (John
Lindsay) to help straighten out the
Youth Services Agency (YSA), an
organization devoted to helping
underprivileged New York City
children. The former Commis-
sioner of the $50-million Youth Ser-
vices Agency had embezzled over
$900,000 and had left the organi-
zation in a state of disarray. Rick
spent 8 months in this position. Part
of his responsibility in this role was
1o wear a boqm and be on call for

Once Rick was called to go to a sec-
tion of New York City which was
rife with gang activity. You may
recognize the area...... it was called
Ft. Apache in a movie a few years
back. On his way to meet with the
YSA Director for the area, he en-
countered one of the gangs which
was preparing to go to war. The
gang leader challenged him about
why he was treading on their turf.
Explaining his mission, Rick was
invited by the gang leader to tour
the gang headquarters. Rick was
astonished at what he observed. He
came away with three distinct
memories: (1) The gang headquar-
ters had the most sophisticated and
high-tech stereo system that he had
ever seen anywhere. (2) The gang’s
arsenal was huge....with weapons of
all sizes and descriptions only seen
in Schwarzeneger and Van Damme
movies. (3) The sociology of the
organization was amazingly sophis-
ticated with a very well structured
leadership and with all roles of the
gang members well defined and un-
derstood - perfect lines of authority
and responsibility.

NEW CAREER

Aftcr his experience
with the Youth Services Agency in
N.Y. City, Rick began to research
new business opportunities along

Directors of both the National
Tennis Association (NTA) and the
National Court Club Association
(NCCA), the racquetball club
owners’ trade association. Rick
was President of the National Ten-
nis Association in 1979. He was
the only person to ever serve on
both Boards. Once Rick was
scheduled to attend an NTA Board
Meeting on one weekend and an
NCCA Board Meeting the next
weekend, both at the same Chi-
cago O'Hare Hotel. While attend-
ing the second (NCCA) Board
meeting Rick accidently pulled
out of his briefcase the meeting
agenda for the NTA meeting held
the previous weekend. It was not
until the NCCA meeting had
reached the 4th item on the writ-
ten agenda that Rick noticed that
he was looking at the wrong
agenda, (the NTA agenda). Rick
was surprised to see that the first
three items on both agendas were
the same! This experience caused
a light bulb to go off in Rick’s
head. While serving on these two
Boards, Rick had seen the NTA
begin to languish and become
stagnate, going downhill as time
weat by. The NCCA, on the other
hand, was on the move with new
ideas and i ons for its mem-
bers. However, neither Associa-
tion was doing well financially.

with two local friends who would
ultimately become Rick’s part-
ners. After significant research
and study, the trio decided to en-
ter the recreation industry, specifi-
cally in the field of indoor tennis
clubs. Going into the club busi-
ness, they believed that ultimately
the laws of supply and demand
would dictate the future of their
business. At the time, the tennis
business was booming. They also
went into the indoor tennis busi-
ness with a sense that ultimately,
a plain vanilla indoor tennis club
providing only indoor tennis
would not last and would some-
day need to be changed into a
multi-purpose club in order to sur-
vive. They had a vision of today’s
mult-purpose club, but they were
not sure of what the exact compo-
nents for the future club would be.
CitiSport, Inc. was born
in early 1973. The CitiSport Club
group grew to eight locations: 3
multi-sport clubs in Syracuse,
New York, 3 multi-purpose clubs "
in Connecticut, 1 pure tennis club
with air structure enclosures on
Long Island and 1 Westchester
County indoor and outdoor tennis-
mly iaclluy 'ﬂ:ey opemed the

plogram.s, adult md youth tennis
group teaching programs, they

were able to make it profitable in  The more Rick examined the situ-
the first year, when they had been  ation, the more he became con-
warned that such facilities in the vinced that the two groups were
summer were losers. both after the same results and

After 8 years, illnessesin  were in fact duplicating many of

the family of one of Rick’s part-
ners forced him to turn his atten-
tion to his family’s diamond busi-
ness. Other family obligations
which came along at this time with
the second partner made the part-
nership decide that they should
sell the clubs. Starting in 1981,
they began to sell off each of the
eight facilities. The experience
was enlightening because each
club had its own set of issues and
conditions that needed to be
handled in order to accomplish the
sale. Due to that fact, they had to
develop eight different strategies
for the marketing effort to sell the
clubs. The last of the eight clubs
was sold in mid-1983. Interest-
ingly, one of their clubs was sold
to a local Jewish Community Cen-
ter, one was sold to the village
where it was located, and another

their efforts needlessly. These two
organizations also could be ex-
panded to attract other types of
clubs where racquet sports were
not the featured element.

Rick believed that a new
Association could be created by
combining both the NTA and the
NCCA. However, he also be-
lieved that this vision should be
shared with others representing
the groups before they could move
forward. Rick set up another
meeting at a Chicago O’Hare Air-
port Hotel. This meeting was not
to be attended by Rick. Instead,
three people from each Associa-
tion were selected to go to the
meeting to discuss the idea of
merging and to discuss the com-
mon ground that they all shared.
Dale Dibble, Curt Beusman and
Todd Pulis were selected from the

sold fo their nearest competitor. ~ NTA Board. (Curt did not attend
due to a last minute conflict). Jen-

ITHRSA WAS BORN  nifer Michell, Peter Donohue and
D yours truly were selected from the

uring the timeframe  NCCA Board. We met for a full

when they were selling theirclubs, day. We were to report back to
Rick was serving on the Board of  Rick to let him how we felt about

his idea. The meeting was fan-
tastic | It turned out to be an eight-
hour roundtable session in which
we talked about all kinds of club
issues and challenges. Through
this illuminating time together, we
all agreed that Rick’s idea of the
merger of the two Associations
was an outstanding idea and we
should immediately pursue it.
That we did! Three weeks later,
another meeting was scheduled,
this time in New York City at
Rick’s office. Attending repre-
senting the NTA was Caro,
Dibble, Beusman and Pulis. At-
tending representing the NCCA
were Caro, Michell, Donohue and
Cates. On that day, in 1981, The
International Racquet Sports As-
sociation (IRSA) was born. By the
time the meeting was adjourned,
we had discussed staffing, the
name, key objectives, the first
convention, winding down the of-

fices, integrating the two Boards
of Directors into one and we even
elected the 1st President of IRSA,
yours truly. I still wonder about
what these people were thinking
when they elected me to serve as
the first President of this new As-
sociation. And, Rick would have
no part of our desire to elect him
as the first IRSA President, instead
feeding us some story that because
the NCCA people might be sensi-
tive to the new merger, the 1st
IRSA President should come from
the NCCA. Rick Caro should have
been the first IRSA President, but
he declined. The next year how-
ever, we elected him as IRSA’s sec-
ond President.

By spearheading the ef-
fort to create what has become
known as the most significant force
in the club industry in the world
today, now called IHRSA (The

(See More Caro page 13)
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Basic Package
Now Only
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Simple to Operate!!!

100% GUARANTEED —
100% SUPPORTED

Additional Modules Available

FITNESS ASSESSMENT
SOFTWARE
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=

AAC In-House Software Package

Call GARY PIPER or JERRY LEE
1-800-233-8483
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Main Post Office Box 419331
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Boost Profits With Summer Camp... Plan Now!

By Diane Hess-Marshall

Your family members
may already be shopping for a sum-
mer camp program for their chil-
dren. Many parents have their chil-
dren enrolled in a camp with cash
deposits already made by the end
of January or early February. Your
club can boost its income and an-
nual profits with a summer camp,
but you had better start NOW if you
want to succeed ! Many clubs plan
their summer camps along with
their annual goals, club budgets and
New Year resolutions. Some clubs
begin planning camp 10 to 12
months in advance, but by starting
now, you can still deliver an excel-

lent camp program for your com-
munity in the summer of 1995.

Running a camp program
is like operating any business. It
requires research, development, fi-
nancial planning, marketing, an
entrepreneurial spirit, operational
planning, public relations, book-
keeping and staff management.
Before a club decides to offer its
first summer camp program to its
family members, certain ques-
tions, with sincere and honest an-
swers, should be discussed among
the club’s management team:

*Does the club have a
large enough family market seg-
ment to offer a camp?

*Is the camp going to be
disruptive to other members ? If
50, how much?

—

SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

il b

Imported & Domestic Textile Products

Take the guess work out of your .

— L e e .

Towel Purchasing
Satisfaction Guaranteed

QUALITY PRODUCTS
at
| COMPETITIVE PRICES 1

Rubbermaid =

Commercial Products
Authorized Distributor

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

IRRSA

ASSOCIATE MEMBER
P.O. Box 81345 * Atlanta,

L
- {

404/451-3951  800-241-2081 - FAX 404/457-9557 FAX 800-772-6760

Georgia 30366 I

*Are the club’s facilities
able to handle large groups of
children at one time?

*Is the club a child user
friendly environment?

*Does the State require
any special camp licenses?

*Is additional liability
insurance from the club’s insur-
ance providers required?

*Will the camp program
fit in well with current program-
ming?

*Is there enough indoor
and outdoor space for campers?

*Does the club have the
personnel who can facilitate the
camp program and which depart-
ment is going to oversee it?

*How have the past fam-
ily programs fared?

*What are the club’s
goals and expectations in offer-
ing a camp program? .

*Can the club afford the
financial risk in the camp’s first
year?

*Can the club’s locker
room facilities handle groups of
children at one time?

*How tough is the local
area camp competition within the
club’s market?

We recommend that the
club’s family members be sur-
veyed to determine their summer
camp needs and interests. In a
survey conducted by Program
Development Services at several
clubs throughout the country, par-
ents were asked what factors were
important to them in choosing a
summer camp for their child. The
top responses were pricing,
camper/counselor ratio, qualified
instruction and flexible registra-
tion policy.

In order to position the
club’s camp for success, the camp
planner must explore the
competition’s average pricing and
program offerings. From there,
develop a niche. Many clubs use
a niche such as offering instruc-
tional tennis camps. Other advan-

John and Diane Marshall

tages that a private club has over
a public institution is exclusivity,
better equipment and supplies,
flexibility and creativity in daily
activities, qualified counselors,
rainy days and especially, a con-
venient workout schedule for
Mom and Dad. But, be aware that
public sector camps may be
cheaper because of certain govern-
ment pricing regulations.

We emphasize that early
and organized camp planning is
important. The following is an
overview timeline menu that a
camp planner may find useful:

*STAGE ONE

(Eight to ten months
prior to the start of camp, if pos-
sible.)

1. Design a basic camp
structure, one that management
agrees on.

2. Coodinate and com-
mence family member focus
groups with both parents and chil-
dren.

3. Set camp goals and
expectations.

4. Conduct a facility as-
sessment for child usage to deter-
mine necessary changes.

5. Set up a camp budget.

6. Develop a detailed ac-
tion plan of things to do for camp
with deadlines.

7. Place an announce-

ment in the club’s newsletter about
the camp structure.
8. Secure requirements
for state licenses and insurance.
9. Develop a camp mar-

10. Begin site inspections
for proposed field trips.

11. Solicit member-
owned businesses to sponsor T-
shirts, camp bags, etc.

12. Hire a camp director.

13. Write, design and
print a camper application form
after the above steps have been
accomplished, then begin circula-
tion as soon as possible. Include
registration procedures, cancella-
tion policies, the mandatory par-
ent orientation meeting and other
pertinent camp information.

*STAGE TWO

(Commencement plan-
ning of the camp.)

1. Implement in-house
registration procedures.

2. Inform all club’s staff
of camp program.

3. Set up tracking systems
for registered campers.

4. Place counselor job
notices with local colleges and
newspapers’ classified sections.

5. Design counselor job
models and descriptions.

6. Begin the interview
process by checking all candidate’s

(See Hess Camp page 18)
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THE HEALTH CARE CONNECTION

Clubs Are The "M" In HMO

By Neil Sol, Ph.D

As Health Care Institu-
tions in every community across
America develop and implement
Managed Health Care Insurance
Programs, the importance of the
role of preventive health programs
(health and fitness services) in-
creases.,

In a recent conversation
with the CEO of a mid-sized hos-
pital, I learned that his hospital was
merging with another area hospital
in an effort to organize and imple-
ment a hospital-managed health
care insurance plan. Lately, hos-
pitals have been developing man-
aged health care insurance plan di-
visions, collecting both corporate
and individual subscriber premi-

Ilr.n!:h care, as pel' occurence com-
pensation was diminishing and
managed health care programs
were becoming attractive to sub-
scribers, as they offered lower pre-
miums. The CEO indicated that
the monthly capitated premium
(when annualized)that the sub-
scriber of his newly organized plan
would pay, would provide only
enough funds to pay for approxi-
mately a 2.5-day stay in the hospi-
tal. In other words, if each man-
aged health care subscriber in his
hospital’s plan required an average
hospital stay in excess of 2.5 days,
then the hospital would lose money
in treatment of the subscribers. The
gamble by the hospital with a man-
aged health care insurance plan is
that the subscriber will not get sick
and most importantly, will not use
the hospital. Therefore, to make the
program successful, a hospital
managed health care insurance plan
must insure that subscribers stay
healthy.

It was mind boggling to
me, as to why, with knowing the
time, effort and expense that went
into developing the hospital merger
to facilitate this managed health
care insurance plan that the hospi-
tal would overlook developing a
relationship with a health club pro-

vider that could help insure the
success of the insurance plan.

A managed health care
plan's success is typically based on
(1) population illness statistics, for
which the hospital has no control
and (2) a new orientation in medi-
cine to care for illness and injury
in the out-patient arena, thereby
not using the hospital and provid-
ing less expensive care which can
effect the quality of care. The ob-
vious pro-active effort that hospi-
tal managed health care insurance
plans could implement is preven-
tive health services. At the end of
our discussion, it became vividly
obvious that the inclusion of a
health promoting environment
was the foundation to a profitable
managed health care program.

I share this experience
because there is an opportunity for
clubs within hospital-managed
health care plans. However, itcan
be mmd that your local hospi-

; ganizing the iusurance plan lhat

they have not even considered de-
veloping the foundation that can
insure success, namely health and
fitness services. This is not be-
cause the hospital administrator
does not believe there is benefit
from health and fitness services,
but because the hospital lacks a
“champion”; a “leader”, who can
help implement a well-managed,
results-oriented health and fitness
program that integrates with the
goals of the hospital’s managed

To
SUBSCRIBE
To

THE CLUB INSIDER

CALL

health care plan. That’s where the
club comes in. Health clubs can
help hospitals enjoy success with
their managed health care efforts
and in so doing can help Ameri-
cans obtain less expensive health
care and also help keep Americans
healthy and out of the hospital.

Our role is critical in the
managed health care process.
Some hospital administrators
probably do not know yet that
health clubs are a key component
to the success of their managed
health care plans.... but they will
soon. As a matter of fact, there
are probably many club owner/
managers that do not yet realize
the scope of the services we offer
managed health care plans.... but
we will soon. It is a wave of
change that is penetrating our in-
dustry.

It is in the best interest
of hospital-managed health care
insurance plans to provide a por-
nonof snbsuiber mnlh.ly pm—

ﬁlnmsewlm dc[lvertd by a pro-
fessional and experienced pro-
vider, especially if the provider of
the service can document sub-
scriber participation and can
document the impact at maintain-
ing subscriber health. Health
clubs are the “ M “ in HMO.
Clubs can maintain and improve
the health of the plans subscrib-
ers, thereby keeping subscribers
out of the hospital. Hospital ad-
ministrators are finally realizing
the opportunity that clubs offer.

1-800--700-2120

(Neil Sol
is one of the most
knowledgable and
experienced indi-
viduals in the club
industry in the area
of hospital and
health club rela-
tions and health
care reform. Neil
will write each
month an article on
health care reform
and clubs, called
THE HEALTH
CARE CONNEC-
TION. Neil is the
President of Hous-

Neil Sol

ton, Texas based Health Vantage, operations as a General Manager.

Inc., but has recently made thede-  To reach Neil, call: (713) 494-
cision to re-enter day to day club  5550.)
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(BY COUPON BOOK)

TWO BUCKS

Payment Coupon Payments
Processed for Two Bucks
OrLESS!

CALL NOW!
1-800-233-8483

Gary Piper or Jerry Mercer
Affiliated Acceptance Corporation

PROFESSIONAL RECEIVABLES MANAGEMENT
AAC...“We're Here To Work”
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Tony de Leede Launches Cardio Theater Express

By Norm Cates, Jr.

Tony de Leede, Atlanta’s
1996 Olympic Envoy for Australia
and owner of the 10-club Australian
Body Works chain is on the go.
Just a couple of years ago,
Tony acquired a 50% stake in the
Cardio Theater Company which
provides entertainment venues for
clubs. He recently cut a deal with
Unisen -the company which makes
and sells the Star Trac Treadmills
(Star Trac finished tops in the CLUB
INSIDER News Treadmill Survey
in our March, 1994 issue.) The deal
gives Unisen the world-wide distri-
bution rights for Cardio Theater.
That move should rapidly acceler-
ate Tony’s already aggressive mar-
keting and sales effort for Cardio
Theater.
Now Tony is Iaunchmg a

More Money,

Call Us At
1-800-622-6290
And We'll Tell
You How We
Do lt.

///BC

From More of

Than Any Other

new venture...... a new chain of
clubs which he predicts will make
his organization “the largest sup-
plier of fitness in the world.” The
new clubs will be called: “The
CARDIO THEATER EX-
PRESS.” These clubs will be
3,000 square feet each and will
contain a Cardio Theater and ap-
proximately 40-50 cardio pieces.
The clubs will be equipped with
a vast array of publication sub-
scriptions (50 different publica-
tions) in order to provide plenty
of material for his members to
read. They will be equipped with
an environmental feel designed to
soothe the member’s senses while
there. Tony calls this environ-
ment “soft fitness.” In theory,
what he is building is an enter-
tainment center (Cardio Theater
has T.V.’s, C.D.’s, radios and
cassettape decks) first with a fit-
ness center included.

de Leede expects to

We Can Collect

We'll collect your
members monthly dues,
and we'll do it better than
any one. But there's much
more to ABC Financial
Services than collections.

We can provide you
with a state-of-the-art
front desk check in system,
complete with video
imaging. We can provide
you with an incredible
package to monitor your
point-of-sales inventory.
Add this to the best service
you've ever experienced
and you'll begin to realize

e difference between
ABC Financial Services and
the competition.

But there's much more
we'd like to tell you, and if
you'll call us toll-free we
will. So go ahead, make the
call, it's free.

* Front-desk check-in

* Video Imaging

* Point-of-sale inventory
control system

* Membership cards

* EFT

* Monthly payment books

FINANCIAL
SERVICES INC.

P.0. Box 6800 * North Little Rock, AR ?212 * Fax 501-835-0376

Tony de Leede

have 20 of the new facilities in the
Atlanta market within a few years
and he plans to expand on a na-
tional level through a franchise
program which is currently in the
works.

Tony estimates that there
are about 80% of the American
population that have never been
amember of a club. He believes
that by providing a fun, relaxing
and enjoyable “soft fitness” place
first, cornbmbd wnh cardiovascu-

I beable to penetmte the segment

of the market that has never been
tapped before. If conviction is a
key ingredient in such a venture,
then The CARDIO THEATER
EXPRESS will be a huge success.

The focus of The
CARDIO THEATER EXPRESS
will be the heart muscle. Tony ex-
plains that if he is able to reduce
the resting heart rate of his mem-
bers in Cardio Theater Express by

just 10 beats per minute, this will
reduce by 131,400,000 the num-
ber of heart beats over the next
25 years. In turn, Tony estimates
5-10 more productive and healthy
years would be added to the life
of a regular cardio exerciser.
While the heart muscle will get
most of the attention, each club
will have a upper body strength
component such as the Gravitron
2,000.

Tony will soon begin his

pared. He has created a special
new member “ CARDIO KIT”
which includes an oversized T-
Shirt with Target Heart Rates
printed on it, a head phone, a wa-
ter bottle and a sweat towel, and
every new member will get one.
Also, for just a little more per
month, his “ CARDIO THEATER
EXPRESS” members will receive
access to his 10 Atlanta arca Aus-
tralian Body Works Clubs, a 13-

_|u1ce bt nght in the club Roomer

year-old chain which he has been
diligently upgrading for years. He
is not only excited about his pre-sale
and Grand Opening of The
CARDIO THEATER EXPRESS.
He is excited about his annual “one-
day” membership sale in his 10-club
chain of Australian Body Works
Clubs. Last January, his clubs sold
410 memberships in one day!
Tony is full of ideas about
how he is going to make these small,
3 OD(] square-fom clubs pay off,

is the focus on the environment in
the club with soft music, lots of
wood and green colors and a focus
on relaxation. He believes he can
adequately service up to 1,500
members per location. Plug those
numbers into your calculator and
you will get the idea of why Tony
is fired up. But, heck, the guy is
always fired up, so what’s new?

1994 In Review And 1995
Predictions Continued...

le month we asked

the following questions of a num-
ber of club industry veterans:

(1) What are the most
significant club industry events to
happen in 19947

(2) What are your pre-
dictions for the club industry in
1995? Here are three more re-
sponses which arrived after our
deadline last month:

CECIL SPEARMAN,
Chairman, Spearman Industries,
Laguna Niguel, California: (1)
The increase in awareness of the
value of regular exercise. (2) Ex-
ercise as a part of health care. (3)
IHRSA change of direction from
clubs as recreation AND health
clubs to a strong emphasis on
health.

Cecil predicts: Hospitals
will become more aggressive in
opening their own health clubs.
As clubs become more involved
in health care as a component of
their club product menu, hospi-
tals will open more clubs. Hos-
pitals will become the major com-
petitor of fitness only health clubs.

ED WILLIAMS, Senior
Vice President, Club Sports Inter-
national, Denver, Colorado:
(1)Breakdown of industry high-
flyers. (2) The fiscal reality in the
club industry.

Ed predicts: (1) Further
consolidation. (2) Increase in pro-
fessionalism. (3) Financial recog-
nition by lenders.

CRAIG  NATION,
owner of the Courthouse Racquet-

ball Plus, Vernon, Conn.: (1)
Greater scientific discoveries rela-
tive to fitness and health. (2) Pos-
sibility of Bally Health Clubs clean-
ing up their business practices.

Craig predicts: (1) Pub-
lic community programming. (2)
Explosion of over-50 market. (3)
Greater doctor involvement in re-
ferrals to health clubs.

If you had wanted to send
in your suggestions for the top 1994
happenings and the 1995 predic-
tions, but didn’t send them, go
ahead, write them down and fax
them to: The CLUB INSIDER, Fax
#(404) 933-9698 or mail to: CLUB
INSIDER, P.O. Box 671443
Marietta, Ga. Get them here by
January 31, 1995. We will pub-
lish your responses in the Febru-
ary issue.
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Lynne

Stars Again

Baltimore, Md. - Lynne
Brick, internationally renowned fit-
ness expert and health club owner,
has been awared the prestigious
“Presenter of the Year’ award by
Bodylife, Europe’s largest fitness
organization, at their annual meet-
ing in Germany. The award, pre-
sented for her outstanding work in
aerobics, was determined by a vote
of European fitness experts con-
ducted over the past year. Brick has
presented and instructed fitness and
aerobics teachers in 23 countries.

Brick received the award
in part because of her unique teach-
ing method that stresses the total
needs of the participants, whether it
is a member in one of her five clubs,
or a participant in one of her work-

Brick

shops. Her unusual back-
ground both in dance and
nursing has given her a man-
date for fitness classes that
are medically sound, yet fun
to perform.

Previously, Brick
was awarded the 1990 IDEA | &
Fitness Instructor of the Year
Award by her American
counterparts in America’s
leading fitness organization.
She and husband Victor
Brick operate five health
clubs, including three Lynne
Brick’s Women’s Health and

Fitness Centers, the co-ed
Padonia Fitness Center and

Lynne Brick

the Orlando Racquet and Fitness
Club in Orlando, Florida.

She resides in Timonium, Maryland
with Victor and her two children.

THRSA San Francisco
"Gateway To Gro

By Norm Cates, Jr.

Mark your calendar for March 15 - 18, 1995 as
the 14th Annual IHRSA (International Health, Racquet
and Sportsclub Association ) Annual Convention and
Trade Show will be held in San Francisco.

The 14th Annual Convention agenda will pro-
vide four days packed full of learning opportunities for
you and your staff. And, the [HRSA Trade Show is the
world’s largest and promises to provide an exciting and
fun time for you and your staff to see, try out and pur-
chase the newest and best equipment and products for
clubs available in the world. If you have never attended
an IHRSA (formerly IRSA) convention, you should ex-
pect the best planned and executed club industry event
ever! If you are a regular attendee at the [HRSA Con-
vention, you can look forward to more of the same ex-
cellence you have experienced in the past.

Turge you and your key staff members to attend
this 14th Annual IHRSA Convention and Trade Show!
For information on registration contact IHRSA at (800)
228-4772. Don’t delay!

Norms Notes
continued from page 3

mgmmwmmhum-

!o learmng a,gmn in Sa.n Franmsco
in March, 1995! “ Well Geoff,
thanks for the report and my predic-
tion is that you “ain’t seen nothing
yet and that San Francisco will be a
great get together!”

RICK ERDENBERGER,
of Club Sports International and
General Manager of the world-class
Concourse Athletic Club in Atlanta,
has been elected to serve on the
Greater North Fulton County Cham-
ber of Commerce Board of
Directors.(Serving North Atlanta)
Congratulations Rick!

SHELDON
RABINOWITZ is the proprietor of
a club in Iowa. I owe Sheldon an
apology because he is very unhappy
that I used the term “spin-off” in my
previous articles about Bally Chair-
man Arthur Goldberg's announce-
ment about “spinning off” the health
club chain from Bally’s Manufactur-
ing. Yes, Sheldon, I know what
“spin-off” means in the regular sense
of the word. In this case, I did not
use “Spin-Off” in the way normally
associated with Wall Street. I am
very sorry that I upset you and
thanks for expressing your opinion!

SPEAKING OF OPIN-
IONS....... once again I have asked
my readers to give me feedback in
the form of rating The CLUB IN-
SIDER with our 1st Annual Club
Insider Reader Satisfaction Survey.
A statistical summary of the report

can

is being prepared. 1 will use your
input to improve The CLUB IN-

SIDER and next month I'll pro-
vide a summary report on the sur-
vey. | want you all to know that

lapptmmrmpponnmb-
: on how we

prove and yuur rcferrals
for potential new subscribers!

RAY WILSON, the
Founder of European Health
Spas, the inventor of the Life
Cycle Bike and the current opera-
tor of 70 West Coast Family Fit-
ness Centers called me today. He
called to tell me that he had re-
ceived my 1st Anniversay Issue
and that he was impressed and he
wanted to subscribe. We went
on to have a very engaging con-
versation on the past, present and
future of the club business. Cur-
rently Ray is preparing to move
into the Northwest with new
clubs in Oregon. Ray Wilson
once spoke at one of our early
IRSA Conventions in Las Vegas
on how to convert racquetball
courts to income producing work-
out areas and aerobic studios.
Ray is now 67 years old and in
the peak of health and fitness. I
am glad to hear from a guy like
Ray who has been in the business
for 47 years and who says he
wants to subscribe. | hope that
maybe Ray will give me an in-
terview for a future CLUB IN-
SIDER article because I think
what he would have to say would
be very interesting.

The SOUTHEAST-
ERN REGIONAL CLUB ASSO-
CIATION is still in the works. As
soon as I mail this issue of The

CLUB INSIDER, I will be mail-
ing out a letter to those who at-
tended the original founding meet-
ing in Orlando in early Decem-
ber and to those who have ex-
pressed interest. If you know of
 others who should be in the Asso-
ciation, drop me a line with their

name, address and phone number
and we will put them on the list
for membership.

b TONY de LEEDE, that
dynamo of a guy from Australia
who founded thel0-club Austra-
lian Body Works chain in Atlanta
and who now owns 50% of The
Cardio Theater Company, has a lot
going on. He is the 1996 Olym-
pic Envoy for Australia, he just
signed a deal with Unisen, the
manufacturer of the Star Trac
Treadmill for Unisen, to become
the world-wide distributor of
Cardio Theater and he is launch-
ing a new chain of clubs in Atlanta
called CARDIO THEATER EX-
PRESS. Cardio Theater Express
will feature 3,000 square-foot
“cookie cutter” floor plans with
The Cardio Theater and 40 to 50
pieces of cardiovascular equip-
ment. Check out the article in this
issue about the new Cardio The-
ater Express.

ERROR! Last month I
reported that the primary focus of
the Commercial Division of
Health Rider would be the 48 to
70 year old set. JIM GIBBONS
let me know that I had mis-under-
stood what he had said and that
the 48 to 70-year-olds were ONE
OF THE GROUPS they were go-
ing to be targeting because the
over-50 population is now warm-

ing up to health clubs nationwide.
Sorry about the mis-statement
Jim!

A CLUB INSIDER
News issue would not be com-
plete without some information
about the Bally Health Club

chain, now would it? This noteis

about a couple of former Bally
employees who filed a lawsuit
against Bally for wrongful termi-
nation. I plan to publish a com-
plete report on this in next
month’s issue after I've had time
to interview the former employ-
ees. In talking to Harold Morgan,
the Bally Vice President of Hu-
man Resources, it looks to me
like Bally is going to have quite
a bit of hassle as they try to rid
themselves of employees who do
not fit into the new Bally plans.
Stay tuned.....

IHRSA SAN FRAN-
CISCO is set for March 15-18th,
so don’t miss the biggest and best
club convention and trade show
in the world. For information call
(800) 228-4772.

DEAN and M. J.
KACHEL, the owners of the 15
year-old Quadrangle Athletic
Club in Coral Springs, Florida
have gotten some bad news on top
of more bad news. A few months
ago, they learned that Q, The
Sports Clubs were going to build
anew $5-million, 46,000 square-
foot club about 1.5 miles away.
Now, they have learned that
Bally’s is coming in with a new
club about a mile away in a store
formerly occupied by Marshalls...
and to top it all off, the About Fit-
ness Club developed and operated

1/2-mile up the street from Dean’s
Club is getting ready to expand with
the addition of 20,000 square feet
to the 22,000 square-foot club
opened in December, 1993! All of
this to serve a Fort Lauderdale sub-
urb called Coral Springs ..... popu-
SANITY! Both Leonesio and
Lucci are going to be pre-selling
like heck to a market that is already
well supplied....... what sense does
this make? What Mike Lucci ought
to do is to purchase Kachel's club,
remodel it to suit the Bally motif
and beat Leonesio to the punch by
about one year. About 7 years ago,
I saw the same thing happen in
Northwest Atlanta when a total of
nine clubs, (ranging in size from
24,000 Sq.Feet to 135,000 Sq.Ft.)
including two that  owned, and all
within a three-mile radius of each
other, had at each other for a mar-
ket that was strong, but not that
strong. | owned two clubs across
the street from each other, about 400
yards between them. One club
served a distinct Corporate clientele
and the other served the 22 to 40-
age group. Both clubs were doing
just fine and still are. But, JACK
NAIMAN came in and built a
$24,000,000, 116,000 square-foot
club within 800 yards of my two
clubs. Well, we all know what hap-
pened to Naiman and his Sporting
Clubs and the $24-million unit,
owned by the Japanese, has sucked
wind since the day it opened!
TOM PEAR, has been
hired by Patricia Laus, owner of the
Atlantic Club in Wall, N.J., to serve
as the General Manager of the 22~
(See More Notes Page 23)
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Ace Introduces Lifestyle And Weight Management

Sn Diego, Ca. - To
help combat soaring statistics
which show that Americans keep
packing on the pounds, the
American Council on Exercise
(ACE) has introduced a
groundbreaking Lifestyle and
Weight Management Consultant
Certification - - a new credential
which combines physical activity
and nutrition for successful
weight management.

According to the Third

National Health and Nutrition
Examination Survey, between
1976 and 1980, 26 percent of all
adult Americans were overweight.
By 1991 this number had reached
an alarming 34 percent!
“Developed after months
of research, the new certification
fills an important niche — meet-
ing an escalating demand for an
integrated approach to weight
management,” said Sheryl Marks
Brown, Executive Director of
ACE, the largest non-profit fitness

certifying organization in the
world.

“Despite billions spent
on weight loss programs and high
tech exercise gear, Americans
are gaining weight,” she said. “
The figures confirm what is now
common knowledge - - most di-
ets don’t work. Experts now
know that the key to losing
weight and keeping it off is not
by fasting, downing diet pills or
compulsive exercising, but
through a sensible regime incor-

porating balanced nutrition, mod-
erate eating habits and regular
physical activity.”

ACE’s new certification
— the first of its kind in the indus-
try — encompasses all these cru-
cial elements. Health and fitness
practioners, including fitness in-
structors, personal trainers and diet
counselors, can now obtain a valu-
able credential which will enable
them to assess a client’s overall
lifestyle and develop management
programs which carefully integrate

exercise, healthy eating habits and
lifestyle change.

The first Lifestyle and
Weight Management Consultant
Certification exam will be adminis-
tered in August, 1995 in conjunction
with World Fitness IDEA in San
Diego and exams will be offered on
a quarterly basis. To order a com-
plete exam content outline and for
further information on the test and
reference materials, call (800) 825-
3636.

More Caro...

continued from page 7

International Health, Racquet and
Sportsclub Association), Rick
Caro ignited a fire in the devel-
opment of new, professionally op-
erated clubs. ITHRSA has been in-
strumental world-wide in truly
revolutionizing the club industry.
The changes and improvements
in the club industry since the

s

musmare of the entire warld

IHRSA now has over 2,400 ciubs
in over 35 countries. What is
more, the [HRSA clubs have be-
gun to see the standard by which
all clubs everywhere are mea-
sured. All because of a very good
idea.

In 1983, after selling the
CitiSport Clubs and founding
IRSA, Caro established Manage-
ment Vision, Inc., a New York
City-based Club Management
Consulting Company. Rick got
into the club consulting business
because during the early days of
IRSA, he was frequently asked to
help other club operators with
their challenges and issues. Once
he went to a far away place called
Idaho to do what he calls “help-
ingouta friend.” He worked with
the club owner for a few days and
then they went fishing. On the
way to the airport the owner asked
Rick to tell him how much he
owed for his services, so that he
could write a check before Rick
got on his plane. Rick was
stunned because he thought he
had come there to “help a friend
and to go fishing.” Instead, his
paid consulting career was born.

Management Vision,
Inc. provides club feasibility stud-

_founding of IRSA have been huge _ respect for his judgmeat, his vast

ies, expert witness testimony, club
valuations, business plans, loan
packages, marketing guidance, ad-
vice on buying and selling clubs
and operational analyses.

Rick’s work in every area
can best be described as “the best
you can get.” He is extremely de-
tailed almost to a fault. You can
rely on him to provide excellent
work...... work that truly sets a
standard in his field of consulting.
Those who know him have a deep

ibility and his ethics. In two words
Rick Caro's consulting services
can be best described as “world
class.” A couple of examples of
the results Rick obtains for his cli-
ents are: (1) He saved $740,000
on a real estate tax reduction for
two clubs over a 10-year period!
(2) He created a transition system
after the sale of a club which re-
sulted in $150,000 savings in re-
funds. But, here I am talking about
what he does that he bills clients
for and gets paid to do. What he
does for people in our industry ev-
erywhere, where he does not get
paid, is to me the most incredible
thing about this guy.

He has written industry
articles for 20 different publica-
tions. He authored a book called
FINANCIAL MANAGEMENT
in 1986. He has served as an edi-
tor/contributing writer for video-
tapes and books. He has served
as a faculty member at the IHRSA
Institute since its inception and re-
incarnation. He has also served
as a teacher/lecturer for fourteen
different organizations world-
wide. He was named IRSA’ Per-
son of the Year in 1985. Rick has
a club business nick name which
will probably stick with him for-
ever........ “Mr. Cost Control” and

Electee to Who's Who In Tennis,

is the #1 expert on the subject in
the club industry world. He also
is called “Dr. Caro”, “Coach” and
“Uncle Rick” by some.

In addition to operating
Management Vision, Caro serves
on the IHRSA Advisory Council
and is the Founder and Chairman
of the Board of Trustees of
UBAC (Urban Business Assis-
tance Corporation), a New York-
based minority business develop-
ment organization, he is an

is a Club Council Bo | Mem-
ber of ACE and he is on the Stan-
dards Committees for both
IHRSA and the American Col-
lege of Sports Medicine.

In closing, | want to tell
an interesting story about Rick
relative to a consulting job he had
in Oregon. He had been retained
in a court case to testify and ar-
gue on behalf of a club owner
about a club tax assessment
which was way out of line. Dur-
ing the court trial, Rick had the
opportunity to educate the judge
about the inaccuracy of the local
assessor’s work. In doing so, he
impressed the judge who then
forced the assessor to reduce the
annual tax bill by $22,000! The
local tax assessor thereafter
spread the word to his local tax
assessor peers in other counties
in Oregon to use great diligence
and care in future tax assessments
of athletic clubs in the area. This
led to two county assessors con-
tacting Rick directly, resulting in
major savings in real estate taxes
for two clubs (who did not even
know Rick was involved). These
assessors were reputed to have
been warned by the original as-
sessor that “you don’t want to let
that guy from New York come
out here.”
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How To Dump A Sales Slump

By Brenda Abdilla

Have you ever really
asked one of your members who has
lost a good deal of weight what they
did to lose so much? Chances are
they will initially attribute their
weight loss to ONE thing, like

- working out or eating right. With
further probing, they will tell you
that they actually made many
changes, like drinking more water,
cutting down on fat, eating before
cocktail parties, etc.

In reality, they did EV-
ERYTHING they could and it
worked. The next time you find

yourself in a sales slump, do EV-
ERYTHING you can do to get
yourself back on track. Start by
trying some of these ideas:

(1) The worst thing you
can do when in any type of slump,
be it sales, emotional, relationship,
physical, etc., is NOTHING. The
human spirit needs action to be per-
suaded out of it's downward mo-
tion. It is likely that this may not
be an appropriate time for new
projects and ventures but some
steady action is crucial to keeping
the down-cycle to a minimum.

(2) Stop making excuses.
Excuses tend to distract us from
reality. If you continue to tell your-

self that the weather or the time of
year, for instance, is the cause of
your low performance, you will
soon believe it. The reality is that
the slump is probably caused by a
number of factors, some of which
may point to your own selling hab-
its or approach.

(3) Get back to the ba-
sics. In my consulting experi-
ences, I can tell you that 100% of
sales slumps involve some type of
adiversion from basic selling skills
and marketing principles. Sales-
people, especially very intelligent
ones, tend to get bored with the
selling process. In an effort to
stimulate themselves, they may in-
advertently make some changes in

how they sell or market, thus al-
tering the results they get. Isug-
gest that the salesperson find
some side hobby to stimulate
their interest and get back to the
boring basic sales principles that
will make them rich and success-
ful at work.

(4) Fake it till you make
it! There is a certain energy that
emanates from a successful sales-
person. There are also many be-
haviors that come along with suc-
cess like a confident stride and a
professional appearance and ap-
proach. If success has momen-
tarily slipped away from you -
FAKEIT! You’ll be back before
you know it.

(5) Get yourself some
training. Pull out your [HRSA
tapes or any motivational/sales
material and flood your mind with
positive information. It is astound-
ing what an impact this can have
on your performance.

(Brenda Abdilla is a pro-
fessional sales trainer and is a top
- rated speaker at domestic as well
as international conventions.
Brenda is owner of Club Profit
Systems, a Denver-based training
company which provides clubs
with assistance in sales, market-
ing and management. Brenda may
be reached at (800) 448-0180.)

More Hospitals s Cor s e

continued from cover

IDEA, ACE, ACSM and the Re-
gional club groups, the profession-
alism and expertise of club opera-
tors is improving every year.......
thus, the confidence and trust of the
average consumer is rising, albeit
slowly.

Some club operators have

n:lenl:fued thls “Secand Great

seen the light.

What is this so called
“Second Wave?” It is the realiza-
tion by the health care community
that prevention will soon be the key
to their business. With the health
care reform debate raging, one spe-
cific area has been agreed upon by
the health insurers and health care
provider family. That is that man-
aged care will become more and
more important. Managed care will
allow the massive costs of hospital
and major medical services to be
shared by much greater sized
groups through payment plans
know as “capitation.” It will be
through this capitation concept that
the alleged 37,000,000 Americans
without health insurance coverage
will someday obtain it.

The health care providers
have come to understand that due
to the low per person amount paid
for health insurance under the
“capitation” concept, that the key
to their financial success will come
from their ability to keep people
OUT of hospitals and MAJOR
MEDICAL situations. Due to that
fact, there is a dramatic shift tak-
ing place throughout the entire
American health care provider
community to PREVENTION,

crest. Others' however, have not

regular exercise, proper nutrition,
smoking cessation, stress manage-
ment and other components...... all
designed to prevent illnesses in the
first place instead of treating illness
downstream after the person has
become sick.

Since most of us who
have been in the club business for
the last 20 years have expencnccd

change and mprovement I won-
der WHY some club operators have
failed to see this next “Second
Great Wave” coming and prepared
themselves accordingly? Perhaps
Voltaire, the brilliant Frenchman
with the sarcastic wit was right
when he said: “Our wretched spe-
cies is 50 made that those who walk
on the well-trodden path always
throw stones at those who are
showing a new road.”

Why have some failed to
see these opportunities and pre-
pared themselves accordingly? I
believe there are several answers to
that question: (1) Some club opera-
tors did not even participate in the
“First Wave” and thus are ill-pre-
pared to participate in the “Second
Wave.” (2) Some allow fear of the
unknown to keep them from tak-
ing a pro-active and aggressive ap-
proach to hospital/medical alli-
ances. (3) Other operators, due to
their perception of and concern for
“non-profit” competition, have
simply ignored the opportunities
that are becoming available. This
group may end up just like those in
#1 above if they don’t come to re-
alize that it will be better to co-op-
erate with hospitals and develop
common ground on which to work

together.

There are some experts in
the area of health care/clubs and
Neil Sol is one of them. I urge you
to read Neil Sol’s article in this is-
sue entitled: “ CLUBS ARE THE
“M” IN HMO. Also, John
McCarthy, the Executive Director
of IHRSA for the past 14 years,
has been in a position to see and
become as well informed about
what is happening as anyone in the
world. .I'ohn sharcd Ihe foIlnwmg

“My own sense is that the
change is directional. Not every
club will do the same thing, at the
same pace or in the same way, but
the movement by the health club
industry TOWARD the healthcare
industry and VICE VERSA, is, as
you say, inevitable.

The reasons for this are
simple. Itis consumer-driven, not
industry driven. It is a function of
the changing nature of the pur-
chase of a club membership. What
was once primarily a leisure/rec-
reation purchase is now primarily
a health/performance purchase. In
addition, there are forces in play
on this, political, economic and de-
mographic forces, that are much
larger than our industry, BUT our
industry is positioned to be the
beneficiary of these forces.

And, as you have often
said, Norm, none of this makes the
leisure, recreational and social
funection of clubs less important.
On the contrary, it makes it more
important. As the late Dr. George
Sheehan said so often: “ People
will not for long continue to do
anything, NO MATTER HOW
GOOD IT IS FOR THEM, unless
it is enjoyable, social and fun.”

The “Second Great
Wave” is coming and [ want to

urge you, my friends in the club
business, to open your eyes and
examine the opportunities that are

bccominﬁ available to you.
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just an infant industry which is
(See More Hospitals page 20)
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ﬁ“o A FREE

P“‘ ONE-DAY SEMINAR

understanding the challenge of
orthopaedic spinal Rehabilitation

Hosted by the University of
Florida through the College of Medicine

o — Ty R —— =41
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You are invited to attend a free
one-day seminar sponsored by
the MedX Corporation. These
seminars are held in Gainesville,
Florida. The university has been
involved in extensive research in
the quest to understand the re-
habilitation process. With the advent of the MedX Lumbar and Cervical machines many
complex questions have been answered. You will be introduced to research, concepts and
training protocols as well as clinical case studies.

Plan now to attend
CME credit approved

MedX

For more information call 800/582-9771
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Summer Day Camp: Making Dollars Out Of Sense

By Sue McGough

Tremeudous opportu-
nities exist in the area of program-
ming, now considered to be the
new growth strategy for clubs in
the 90’s. According to IHRSA’s
“1994 Profiles of Success,” clubs
which successfully develop new
programs and profit centers - col-
lecting fees in addition to mem-
bership dues - were among the
most profitable clubs in the indus-
try.

As the industry’s newest
cutting edge, programming is the
key to success and profits as well
as the key to membership reten-
tion. Clubs today have a respon-
sibility to provide lifestyle pro-
grams and to create innovative,
quality programs that exceed
members’ expectations and add
value to their memberships. In
the future, 80% of our new mem-
bers could be generated by the
quality of our programs.

For the Family Market,
with an increase in single parent
families and a rise in the number
of families in which both parents
m. the demand for7a.m. 106
p-m. children’s programming dur-
ing the summer months has cre-
ated a huge demand for Day
Camps with extended care. Day
Camps provide the club with an
opportunity to increase visibility
while increasing membership
sales, to create a family environ-
ment catering to the needs of all
family members, to increase
membership retention while in-
creasing member participation,
and to substantially contribute
revenue to the club’s bottom line.

Once the decision has
been made to implement a Day
Camp there are five areas that
need to be considered to guaran-
tee your program’s success.
These are planning, staffing,
marketing, the daily program and
post-camp followup.

*PLANNING*

Idenlly, the initial
planning for a Day Camp should
begin by early January. Factors
to consider include the camp phi-
losophy and goals, length of the
season, number of sessions to be
offered, age of the campers, the
type of program to be offered,
extending day care availability
beyond 9 a.m. to 3 p.m., pricing,
staffing needs and requirements,

equipment needs, facilities to be
used, State standards for operat-

and leadership in various coop-
erative and competitive games,

ing a youth camp, transportation knowledge of age-appropriate
and marketing needs. behavior and activities, aware-
ness of leader positioning, aware-
*STAFFING+ ness of nwess?‘; safetyg‘ precau-
T tions and awareness of positive
he key to the success  discipline tactics.
of the camp program is the camp

staff. Beginning with the Camp
Director, this person should have
previous experience in working at
acamp as well as have experience
in managing people. The Camp
Director must possess a genuine
affinity toward children and
adults, be visible and accessible,
have an ability to interact and
openly communicate with club
management, camp staff, campers
and parents. The Camp Director
must be able to effectively coor-
dinate the camp’s daily program-
ming and special events as well as
the scheduling and supervision of
camp personnel. The Director
should possess in-depth child de-
velopment knowledge that will
contribute to identifying the range
of appropriate behaviors and ac-
tivities for each specific age group.
Human development re-
search indicates that there are uni-
versal, pi =

children during the first 9 years of
life. These predictable changes
occur in all domains of develop-
ment, physical, emotional, social
and cognitive. Knowledge of typi-
cal development of children
within the age span served by the
camp provides a framework for
the staff to prepare developmen-
tally appropriate activities and
enhance the quality of a program.

To ensure the highest
level of service and programming
while maximizing the ratio of
campers to counselors, the high-
est calibre of staffing must fill each
position.  Meeting certain
competences when hiring will

2. Formal Education/
Certifications - my experience
has been that teachers and college
students majoring in Early Child-
hood Education are a tremendous
asset to camp programs. Many
of these employees implement
creative ideas learned during
their education. They tend to
have a backup plan that keeps
enthusiasm high while providing
motivation to all campers within
their group. Many times they be-
come role models for not only the
campers, but the other camp
counselors as well.

All camp staff should be
certified in Standard First Aid,
Adult and Child CPR, and if
swimming is part of the program
- American Lifeguard Training,
These certifications should be a
“condition of employment” and
provided at no charge by the club.

v b ¥ [T

“son may only be 8 to 10 weeks
long, club management has a re-
sponsibility to orient summer
employees to the club philosophy
of service. Two recommended
“service” training videos are: In
Search For Excellence (segments
on Disney and Stew Leonard’s
Dairy Farm) and IHRSA’s Cre-
ating Service Magic. Whether a
child attends camp for two weeks
or 10 weeks, each summer em-
ployee must understand that each
child in his group is a “member”,
and like all other club personnel
should know, the quality of the
service that he gives to that child/
"member” directly effects the re-
tention of that camper. The sig-

help to establish a knowledgeable, nificance of this is that a parent
service-driven, professional staff.  whose child participates in camp
These are: for the duration of the summer is

paying a comparable fee to a
year’s dues for an adult. Reten-
tion is a key goal of every em-
ployee in this “club within the
club.”

1. The 3 A’s in order of
importance!

a) Affability- having
good people skills and being eas-
ily approachable.

b) Availability - staff
must be able to work for the dura-
tion of the season. Because coun-
selor-camper ratios must be main-
tained and because the quality of
the program must be consistent,
there is little flexibility in the
scheduling of staff,

¢) Ability - knowledge

Employees should also
be indoctrinated to personnel
policies as well as club and de-
partment policies. In addition to
receiving and reviewing their job
descriptions, each staff member
should receive a manual that in-
cludes (but is not limited to) pro-
cedures for arrival and dismissal,
first aid procedures and follow-

up, medication dispensing proce-
dures, emergency evacuation pro-
cedures, transportation policies,
pool rules, a daily schedule for each
group and clean-up procedures.

Two game seminars, one
prior to camp beginning and one
midway through the season, should
be provided by the club. These
seminars will introduce staff to the
available equipment and the facili-
ties to be used and will provide each
counselor with a more extensive
repertiore of games.

*MARKETING-

An increase in sports
and specialty camps, Scout camps,
Y programs and local recreation de-
partment summer programs has in-
tensified the competition for pro-
fessionally-run, quality- driven Day
Camps. Marketing your club’s Day

Camp should begin as early as Feb-
ruary and absolutely no later than
April. Newspaper, radio and cable
advertising, newsletter articles, bul-
letin boards, marque and message
boards, telemarketing calls and front
window displays are typical ways to
market a camp program. However,
the camp brochure, distributed to
members and through local schools,
projects your image and remains the
most effective and cost efficient tool
in marketing your camp. A color-
ful brochure with an overview of
daily activities and special events
depicts fun and generates excite-
ment.

Open Houses and Parent
Information Sessions are additional
ways to promote your camp and pro-
vide parents with a complete run-
down on the activities and special
events that set your camp apart from

(See McGough Camp page 19)

In-House
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Do-It-Yoursel! In-House R
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Sin;ple to Understand!!!

100% GUARANTEED —

100% SUPPORTED

oy 569520

FITNESS ASSESSMENT
SOFTWARE

AAG In-House Software Package

Cr_;:ll GARY PIPER or JERRY LEE
1-800-233-8483

Affiliated Acceptance Corpornation * Main Post Office Bax 419331

Kansas City, Missouri USA 64141-633)
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TWO EASY WAYS TO MANAGE
YOUR FITNESS INSTRUCTORS

Personal Trainer Business Manager for Windows™ is the first and
only software specifically designed for managing personal trainers
in a gym or health club. It is an appointment book, client database,
trainer database, and accounting package all in one.

& Keep track of training sessions

L {;i'fnn“
= -
L

& Maintain separate schedules
for each trainer

e

= rk.' |
r m } 1 ‘L'\‘I & Print trainer schedules for a
4 day, week, or month
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# Quickly find a training session

& Automatically update client

balances to reflect training

sessions

# Record trainer income and
expenses

@ Keep track of client names,

addresses, and telephone _—
numbers e @ Generate invoices and receipts
- for training sessions
@ Record client payments
= & Create mailing lists of clients
€ Maintain client training logs,
and print progress graphs & Print monthly, quarterly, and
yearly reports of income and
expenses generated by each

# Record client medical history
trainer

and fitness assessment

Item# 3003 Personal Trainer Business Manager for Windows $249.95
(Be sure to specify the Club Edition when ordering)

Fitness Class Scheduler for Windows™ simplifies the task of

scheduling fitness classes and keeping track of fitness instructors.

With Fitness Class Scheduler for Windows™, you will be able to

create better class schedules with less time and effort.

# Schedule and reschedule
classes simply by arranging
classes on the screen

The §#% Pt o Gubedu Gleseet

4 Maintain separate schedules
for each room and location

& Keep track of instructor
names, addresses, and
telephone numbers

& Record the days and times
‘each instructor is available

4 Automatically display lists of
available instructors

& Quickly find an available
substitute instructor

o = T L
e

@ Print complete class schedules
for students and individual
schedules for each instructor

# Easily customize a schedule’s
appearance to suit your needs

& Create reports of hours and
classes taught by each
instructor

| System Requirements: An IBM®

| compatible machine with a 80386 or
higher processor, 4 megabytes of RAM, a

| hard disk with at least 2 megabytes of

available space, a 3 1/2" or 5 1/4" disk

drive, a VGA or SuperVGA display, and

Microsoft® Windows™ version 3.1 or later.

We DO NOT ship free demo copies. We DO offer an unconditional, 30-day, money-back,
guarantee. So feel free to order a complete, working copy of the software and try it out for
30 days. We are sure that you will like it. If not, however, simply return the product to us,
and we will glady provide you with a complete refund.

FREE
SHIPPING

To order, send check or money order to
Willow Creek Publications, P.O. Box 86032-A31, Gaithersburg, MD 20886
Maryland customers add 5% sales tax

FOR FASTEST DELIVERY

CALL 1-800-823-3488 EXT 131

We are available 24 hours a day, 7 days a week. So call anytime.

Shipping is free and all
orders are shipped by
First-Class Mail,

Unconditional
30-day
Money-back
Guarantee
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Hess Camp

continued from page 8

references.
7. Order all required camp
supplies and equipment.

8. Designate a storage sup-

ply and equipment area with a
corresponding inventory sheet.
9. Compile a counse-
lor handbook.
10. Send registration
confirmation letters to parents.
11. Develop the coun-
selor training program.

12. Work with appropri-
ate departments in scheduling
pool and court times.

13. Finalize field trips
and confirm bus transportation.

14. Coordinate a parent
orientation meeting.

15. Distribute parent

«.GM Survey

continued from page 4

failed to itemize these benefits as
they assumed these features to be
part of their ownership rights.

Staff GMs itemized a vari-
ety of benefits as part of their com-
pensation, including insurance pre-
miums, professional fees and meal
allowances. Two Staff GMs report
their clubs paid their annual life in-
surance premiums, $5,000 and
$4,000 respectively. A third Staff
GMs club paid a $5,100 annual dis-
ability insurance premium, while
another Staff GM received a $1,500
car insurance premium. Payments
for memberships in professional or-
ganizations and business expenses
to attend conventions ($2,100 and
$2,200) were listed by two staff
GMs. Three Staff GMs listed res-
taurant/cafe allowances of $300,

Shop and yet ano!her uporled hav-
ing “barter privileges.”
The 11 Owner GMs were

asked: “ if you owned the club and

were to hire a General Manager to-
day, what would you offer as a base
salary and additional incentives?”
Six owner GMs responded that they
would offer a lower base salary, but
the figure did match his/her own
base salary. Four owner GMs

$1,500 and dmly Iunches 0ne Sta!f

thought that they would offer
base salaries of $40,000 to
$90,000. Five Owner GMs es-
timated that additional mon-
etary incentives would add
$5,000 to $50,000 to the com-
pensation packages. Six Owner
GMs mentioned they would of-
fer additional incentives to the
projected compensation pack-
ages, such as-a percentage of
gross sales or net income, profit
sharing, or an undefined bonus
package. The majority of pro-
posed general manager com-
pensation packages correlated
with those of the Owner GMs,
suggesting that the GMs used
their own compensation pack-
age in determining a base sal-
ary.

KEYS TO
MOTIVATION

both Owner and Staff GMs
“what is the one thing the club
could do specifically to moti-
vate you more?” Two Staff
GMs cited improved base sala-
ries while another two would
like their clubs to offer profit
sharing. One Staff GM men-
tioned having more control of
the club’s personnel hiring and
training programs, while a sec-

‘'sense of pride in th

ond wanted the club to permit
private training consultations. A
third Staff GM wished the club
would cover more educational
seminar/workshop fees, as well
as dental and life insurance. Two
Owner GMs desired better bonus
packages. Better retention of
club members would increase
motivation according to one
Owner GM. Two Owner GMs
linked their level of motivation
directly with their club’s physi-
cal plants and the need to con-
tinue the capital improvement of
these facilities,

Compensation pack-
ages were not the only factor con-
tributing to the job satisfaction of
27 of the general managers. The
three most commonly cited fac-
tors were: the autonomy enjoyed
by a general manager (9 Staff
GMs and 5 Owner GMs), the
enjoyment felt in interacting and
teaching club members, (6 Staff
and 3 Ow;

and the positive impact of the
health club industry on members’
lives (5 Staff GMs and 3 Owner
GMs). Six Staff GMs mentioned
they enjoyed the atmosphere/am-
biance of their respective club
environments, Two Staff GMs
and 1 Owner GM appreciated the
flexible hours of their work
week. Two Staff GMs felt being

(See GM Survey page 23)

eir pin

packets with emergency and release
forms.

16. Make all necessary
changes and additions to the club’s
facility to maintain child safety stan-
dards.

17. Designate camper
drop-off and pick-up points.

18. Order counselor name
tags.

19. Develop any commu-
nity relation-programs that campers
can get involved with such as: nurs-
ing homes, hospitals or the fire sta-
tion.

20. Determine standards of
daily camp operations for counse-
lors.

21. Develop regimented
communications with housekeeping
and any other department upon
which the camp depends.

22. Get ready for the first
day of camp!

*STAGE THREE

(To adhere to during
camp.)

1. Establish a weekly
newsletter to parents.

2. Establish weekly staff
meetings.

counselor amlude chcck ounngs

4. Conduct in-service train-
ing sessions.

5. Do weekly inventory
checks and ordering of camp sup-
plies and equipment.

6. Track camper billing.

7. Confirm designated field
trip sites and associated transporta-
tion needs.

8. Maintain camp budget
and be prepared to make necessary

staff changes and budget adjust-
ments.

9. Introduce new campers
to a positive environment.

10. Continually collect all
needed information forms from par-
ents.

11. Maintain safety stan-
dards (this includes constant up-
dates of first-aid kits.)

12. Hold periodic parent
feedback sessions.

13. Supply counselors
with activity planning reference
material.

14. Keep fun and safety

paramount.

These three stages listed
are provided merely to serve as a
planning guide and can be tailored
further for any camp program. Ifa
club wishes not to burden itself with
camp planning, then it can hire an
outside organization to provide the
required services. We strongly sug-
gest that aclub develop its own pro-
gram to insure quality control stan-
dards and unified operational prac-
tices unique to the club. Also, the
net profit will be greater if a club
efficiently operates their own pro-
gram.

Of course, there is much
more planmng than lhcsc three

such area. Be crcanve, be fun use
prior camp pictures and testimoni-
als, use exciting colors and keep in
mind that the appeal of your club’s
niche is in the camp’s promotional
efforts. A special early bird regis-
tration discount and other incen-
tives could be helpful. To entice the
non-members into joining the club,
take off a percentage of what they
paid for camp and place it towards

(See Hess Camp page 23)

* CLASSIFIEDS * CLASSIFIEDS - CLASSIFIEDS + CLASSIFIEDS * CLASSIFIEDS + CLASSIFIEDS *

PO0000NPPNOOIORONOORRCORNROCODOOOOROOOOOOORORBRES

PRESIDENT/
GENERAL MANAGER

CourtSouth in Knoxville, Tennessee, has a position open for a
hands-on club President/General Manager for 3 profitable
clubs. Must have 10 years experience in all facets of club
operations and be willing to work hard for increasing profit-
ability. Also, must be detailed and dedicated to member ser-
vice. $50,000 + guaranteed salary with super profitability
bonus. Resumes to: CourtSouth, 207 Walker Springs Rd.,
Knoxville, Tennessee, 37923

G800 00O RPEPOORPORORORRORRGOORROROROROS

Team”.

..l..l.ll.......l..............l............

ATHLETIC CLUB
SALES MANAGER

Don Shula’s Athletic Club is now recruiting an
enthusiastic, goal-oriented professional to join its “Winning
Individual must be a skillful closer with a genuine
interest in the development of other people. Great oppor-
tunity for advancement. Fitness background required. Fax
resume to Don Shula’s Player Personnel Office at (305) 821-
1150 ext. 3463.

S80000RRPROONOORPOROOOOORROOORROBRRDRORSS
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...McGough
Camp

continued from page 16

other camps. This is an opportunity
to emphasize the excellence of your
staff’s credentials, the camp’s phi-
losophy and to directly answer par-
ent questions.

A special two-day “Mem-
ber Only” Registration, offering a
discount to members signing their
children up and paying in full prior
‘to June 1st, also creates interest and
provides the Camp Director with
preliminary camper numbers.

*THE DAILY
PROGRAM®

The daily program of a
Day Camp is an opportunity for
clubs to introduce WOW program-
ming; the stepping out and standing
out from the growing number of
camp look-alikes through staffing
and diversification. WOW pro-
gramming is gmng Inyond the ex-

mg the dmly pian Il’s lhe stl'.enhon

“\.to infinate detail, the little things,
like the minor, picky points that oth-
ers just don’t want to take the time,
money or effort to do. The daily pro-
gram should consist of a wide vari-
ety of activities - theme days, trips,
recreational games, swimming les-
sons, open swim, tennis, soccer,
aerobics, snorkeling, karate, la-
crosse and arts and crafts. Curricu-
lum for three to five year olds should
emphasize language, activity and
movement for gross motor skill de-
velopment. Four and five year olds
enjoy a greater variety of experi-
ences and more small motor activi-
ties like arts and crafts, parachute
and scooter games, creative dance,
music and cooking. These children
use motor skills well, show an in-
creased attention span and an inter-
est in games leading up to team
sports. Because of the need to re-
spond quickly and directly to 3-5
year olds, the ratio of counselor to
campers is 1:5.

Children ages 6-9, gain
greater control over their bodies and
are able to sit for longer periods of
time; however, they become more
fatigued by sitting than by physical
activity. To develop physically and
cognitively, primary age children
should be involved in active, rather
than passive activities. This group

shows an interest in competition,
rules and team sports. The ration
of counselor to campers is 1.7.
Children, ages 10-13,
are ready for TEEN ADVEN-
TURE. This is a program de-
signed to go beyond Day Camp
Programming, create continued
enthusiasm for camp participa-
tion and gear exciting activities
toward the Junior High School
age camper. This program should
include coed groups, a Junior
Advisory Board to help in the
planning of these days and spe-
cial events, activities such as
snorkeling or scuba diving, in-
line skating, mountain biking
and weekly off-site trips. TEEN
ADVENTURE should meet in
the morning in a location away
from Day Camp particpants and,
if possible, eat lunch in a sepa-
rate area. To further differenti-
ate from campers, participants
should receive TEEN ADVEN-
TURE or club-logoed tank tops
instead of a camp T-shirt. Asepa-
rate brochure target marketing
this age group would aid in the
response to the program.

ment.

*POST-CAMP * Send to the State De-

LOYY riment of Health required camp
"‘%‘%ﬂlﬁﬁﬂmﬁ—“ ——
Aﬁer the last camper  March

has gone home and the pile of lost * Begin newspaper and
and found has been cleared away, radio advertising.
it is important to evaluate every * Publicize camp in club
aspect of the program from staff-  newsletter.
ing, scheduling, daily activities, *» Send camp brochures to
special events, equipmentand the members and through local

facility. Counselors should be re-
quested to fill out a form at the
beginning of the last week ask-
ing for their comments and sug-
gestions on every aspect of the
program. The Camp Director
should then prepare a compre-
hensive report of the season,
complete with an income and
expense breakdown, goals that
were achieved, recommendations
for improvement and projections
for the following season.

A survey should be sent
to all parents, thanking them for
their support of the program and
requesting their feedback. Guest
passes should be sent to those
parents returning the survey and
as added incentive, their
children’s name entered into a
raffle for a free birthday party.

Names, addresses and
phone numberss of campers and
their parents should be forwarded
to the Director of Member Ser-
vices. Aletter should then be sent

to non-member parents with a spe-
cial offer to join the club.

All equipment must be
inventoried.

Department of Health
camp reports must be submitted to
the state by October 1.

THE SUMMER
CAMP SCHEDULE

January

» Determine what kind of
camp you want to offer.

+ Contact State Depart-
ment of Health to request state
code of operation.

» Contract a Camp Direc-
tor.

* Decide on activities
you will offer.

* Create a budget with
start-up costs, projected income
and number of participants and
operating costs.

» Begin writing, produc-
ing and printing brochures (may
take five to six weeks.)

February
* Order sports equip-

schools.
* Create job descriptions.
» Begin staff interviews.

April

* Host Open House and
Parent Information Sessions to ex-
plain the camp program.

* Continue newsletter
and radio advertising.

*» Complete necessary re-
quirements to conform with state
standards.

* Finalize staff selec-
tions.

* After initial season,
host a “Camp Reunion” for all
campers and counselors.

May

+ Conduct two-day
“Member Only” Registration spe-
cials.

* Contact transportation
services if needed.

» Order Arts and Crafts
supplies.

» Send out Parent Infor-
mation Sheets confirming
transportation,camper needs &
camp policies.

» Begin staff club orien-
tation. Review job descriptions
and club policies. Have staff com-
plete CPR, Lifeguard Training
and First Aid certification.

June

* Continue staff training
game seminar.

» Stock First Aid kits.

* Post emegency proce-
dures.

» Have playground
equipment checked by mainte-
nance staff.

* Begin program.

July/August
* Oversee program, con-
stantly evaluating and making

SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

changes as needed.

» Hold weekly staff meet-
ings for program feedback.

* Have playground equip-
ment checked and maintained
weekly.

« Set aside one hour each
day for phone work (addressing
parents’ questions and concerns.)

» Solicit written counselor
feedback on program.

* Conduct employee
evaluations

September

* Submit required “ Incen-
tive Report” to State Department
of Health.

* [nventory equipment.

« Distribute lost and found
to charities.

» Complete Program Re-

i
(See McGough Camp Page 23)

Imported & Domestic Textile Products

Take the guess work out of your. . . «

| Towel Purchasing
Satisfaction Guaranteed

QUALITY PRODUCTS
at

COMPETITIVE PRICES

Rubbermaid o

Commercial Products
Authorized Distributor

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

[RRSA

ASSOCIATE MEMBER

P.O. Box 81345 ® Atlanta, Georgia 30366
404 /451-3951 800-241-2081 FAX 404/457-9557

FAX 800-772-6760
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Top 20 IHRSA Orlando Sales Conference Speakers

IHRSA, The International
Health, Racquet and Sports Club
Association held its 9th Annual
Sales Conference in Orlando,
Florida in early December, 1994,
Here are the ratings (1 - 5 Highest)
of the speaking presentations as pro-
vided by IHRSA from the tabula-
tion of written rating surveys of the
audience immediately after each
session. The training sessions are
recorded on audio tape and may be
ordered for your own use by con-
tacting:

INFOMEDIX, INC.

12800 Garden Grove Blvd., Suite F
Garden Grove, California 92643
(714) 530- 3454 or (800) 367-9286

1 Tim Webster
Fitness ngmmmmg For
Increased Retention

#2 Pamela Staver  4.909
Exciting Youth
Programming Ideas

#3 Sandy Coffman 4.884
The Cornerstones of
Programming

#4 Desi Williamson 4.822

Empowered to Succeed
in the 90’s

#5 Jocil Rogus 4,794
Expand Your Membership
Through Tennis
Programming

#6 Charley Swayne 4.747

Developing Your
Promotional Plan

#7 Victor Brick 4.741
Proven Small-Club
Marketing Strategies for
Long-Term Success

#8 Casey Conrad 4.736
Making The Most of The
Telephone

#9 Brenda Abdilla 4.735

Coaching Your Sales Team
to New Heights (Part I & II)

#10 Michael Scott Scudder
4.733
Sound Simple Management
Techniques for The Small
Club

#11 Gaylene Pringle
Building Referral
Partnerships (Part I & II)

4724

#12 Richard Gerson 4.666
Extraordinary Selling Power
(Part I & IN)

#13 Jim Smith 4.647
Non-Media advertising: Low
Cost, High Powered
Marketing Strategies

#14 Tony de Leede 4.556

Proven Small-Club

Marketing Strategies For

Long-Term Success

#15 Rhonda Ludwig
Implementing School
Outreach Programs

4.531

#16 Gary Hankins 4511
Selling Secrets of Top
Producers

#17 Klaus Hilgers 4.495
Effective Sales Management
Formulas For Success

#18 Dave Pickering 4.495

Health Promotion & Incentive
Programs That Drive
Corporate & Health Insurers

#19 Mike Chaet 4.461
How To Market To Today’s
Tough Consumers

#20 Steve Tharrett
Securing Corporate
Management Contracts

4.458

More Hospitals

continued from page 17

destined for change.

The spirit of co-operation
and working together already exists
in many sectors. Roger Ralph,
owner of The Bel Air Athletic Club
in Bel Air, Maryland has written a
significant two parl m:cie fnr The

COMPETITION AND THE
FUTURE OF OUR INDUS-
TRY” (September and October
issues) in which he urges club
operators to look for co-opera-
tive/high ground opportunities
to work with the medical world.
Loren Brink, the CEO of The
Health-Fitness Corporation
based in Minneapolis, wrote an
article for the CLUB INSIDER
October, 1994 issue ent:tled =

Hospital-Based Health and Fitness
Centers.” In his article Brink con-
trasts the size, resources and com-
munity standing of the health care
industry compared to the health
club industry in the U.S. Brink
says: “ hospitals can easily domi-
nate any market they choose to en-
ter with hospital based fitness cen-
ters. With their size, reputation and
access to capital, they can out spend
and out last any private commercial

playing field. Most of them have

U.S." With respect to the unfair
competition campaign currently
being promoted by private club
operators and IHRSA, he com-
ments: “I believe it is really not
having any effect on the hospital
fitness center business at all. Most
of our hospital clients ask our con-
sulting group how to approach the
tax situation and we tell them to
pay taxes and compete on a level

itis fair.” Brink urges cooperation:
“It makes more sense to try to work
with hospitals than to work against
them,” he says.

The CLUB INSIDER
asked Jeff Bensky of the Benfield
Group, a St. Louis-based firm the
following question: “ How can
“non-profit” and “for ” hos-
pital clubs “co-exist” with “fo
profit” health clubs?” He re-
sponded: “There are a variety of

EXECUTIVE INSIGHT®;
A Powerful Management Tool to Improve Performance

...specially tailored for the Health & Sports Club Business

For more information on how Executive
Insight® might benefit your business, caill:

FAUST

Management Corporation

10085 Carroll Canyon Road * Suite 210
San Diego * California » 9213
(619) 536-7970
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Interviewing And Hiring Club Salespeople

By Tom Todd

“1 _
f we could just get
15% more sales each month, we’d
be doing great!”

“Monica is a superstar
sales rep. Why can’t they all per-
form like her?”

“I hate interviewing
sales reps. They’re such good
bull——artists that I'd rather just
hire seven and see which four
work out.

Statemems like these
are very common in the club in-

dustry. For many GM’s, there
seems to be a mystery associated
with hiring salespeople. Often,
the mystery evolves into pure frus-
tration, as the “can’t miss” rep
turns out to be just another medio-
cre performer.

Many sales directors and
GM’s haven’t had much experi-
ence interviewing and hiring sales-
people. Yet, without the proper
sales reps in place, it is impos-
sible to achieve maximum mem-
bership results. Since most clubs’
membership revenue is 70-90% of
total revenue, the importance of
learning how to interview, hire and
recognize the talent of sales reps
cannot be overemphasized.

Interviewing and hiring
sales reps is made more interest-

the mega-buck difference!

ing because good ones have char-

Step-by-step 20,000-word guidebook details not just
the major components but also the
million-and-one nuance that make

* Word-by-word selling & courting customers.
e Club-Trainer Contractual considerations.

* Long-term allegiance.
¢ Time-efficient exercise.
» Masterful marketing.

« Effective implementation.
and more!

$28.00

plus $4.00 S/H

Firm & Fit» 235 N. Amelia Ave. » DeLand, FL 32724

acteristics that make them diffi-
cult to interview or they ask
questions rather than answering
your questions. They may ap-
pear as if they don’t need the job
as much as you may want them.
These are the very qualities that,
in most cases, you are looking
for. They should not, however,
be overtly arrogant or intimidat-
ing - - who needs that?

Where do you find
these people? There is no magic
answer. Contrary to popular
opinion, you can be successful
using classified advertising such
as the following:

CORPORATE
SALES
REPRESENTA-
TIVE

Prominent down-
town athletic club seeks college
grad with sales experience and
successful track record. Base +
commissions + bonuses + ben-
efits. Call Kurt Miller 1-4 p.m.
Tuesday or Wednesday. 888-
By using the word"
“CORPORATE?” in the ad, you
can screen out the guys that
show up in tank tops and gold
chains. Spend the money to
make it a display ad or at least
bold headline.

Other good sources for
prospective salespeople are your
athletics, aerobic and front desk
staffs. And, don’t forget about
other clubs. You can attract
people from other clubs if you:
(1) Treat them better and (2) Pay
them more.

PRE-SCREEN
APPLICANTS
BY PHONE

Oncc you have a

decent pool of prospects, the in-
terviewing process begins. Pre-
screen first on the phone when-
ever possible. If you’re unim-
pressed or bored on the phone,
don’t agree to a face-to-face in-
terview. They’ll never be able
to motivate a customer if they
can’t even interest you ! You
may have to wade through five
or ten calls to get one quality
candidate, but you are SAVING
time by pre-screening applicants
on the phone.

ALLOW A FULL
HOUR FOR A SALES
INTERVIEW

about anyone can put on a good
game face for a half hour; many
times the real attitudes and ques-
tions come out in the last few min-
utes. Rather than list every inter-
view question, here are a few that
you may want to add:

* What do you think youd
need to know - that you don’t know
now - to be highly successful?

* What do you feel are the
differences between an average
sales person and a great one?

* Why do you think people
Join this club? Dig deeper and ask
what are the REAL REASONS that
motivate people to join? How can
you discover them?

* Suppose someone comes
in as a guest, seems genuinely in-
terested, is financially qualified and
does not join. What happened?

* Six months from now,
how will you know if you’ve made
a great career decision?

* Tell me about your in-
come needs. What do you realisti-
cally need to earn? What would
you LIKE to earn? :

* While there are many
great things about working here,
there are some things you’ll need
to consider that may not be so ex-
citing.

How do you feel about:
a. Weekend work?

Evening work?

b. Competition with other
sales reps? i
c. Generating your own-.__
business through prospecting, cold

calling, asking for referrals?

to the telephone?
e. Minimum performance

f. Learning a new selling
system?

Be truthful. It’s not ethi-
cal or helpful to suggest that the av-
erage rep makes $55,000 a year if
the truth is $35,000 on average.
Don’t make it sound easy..... be-
cause it isn't. But, you also don’t
want to make it sound as if Zig
Ziglar, Tom Hopkins and Anthony
Robbins would have a tough time
meeting quota.

Make sure you’re the one
asking questions first. A good way
to do this is to say: “Melissa, what
I'd like to do here is to find out more
about you and your strengths, to see
what your skills are and then let you
ask some questions about us and the
position, 0.K.? This way, should
they start trying to take control, you
can remind them of your up front
agreement.

An interview should not
be an interrogation chamber, but
rather a free flow give and take. Be
sure to take notes. By jotting notes
on the applicants resume, you will
be better able to remember the de-

(See Todd page 24)



EClub Insider

JANUARY ISSUE

When reviewing a general
or hiring, the results of this survey

PAGE 23
x reational activities such as : non-
continued from page 18 music/drama, nature, field trips,
certified swim instruction and
free swim and other fun-filled age
discounting a family member ini-  appropriate activities for children
tiation fee. : ages 4 to 11 years. It is one that
A club offering a camp  includes non-members at an ad-
program to its members and guests  ditional 30% charge over camp
will, if nothing else, be another  registration fees and a flexible
building block to creating a  registration system (daily,
“clubby” personality that will act  weekly, half or full sessions.)
asastrong marketing tool inattract- ~ PROGRAM DEVELOPMENT
ing new members and retainingex-  SERVICES provides on-site
isting ones! camp consultation for private fa-
*Thetypeof campthisar-  cilities and provides a develop-
ticle refers to is non-athletic,  ment training manual. For more
skilled-based, that is, it generally  information and a free brochure
does not include tennis, basketball  on Program Development Ser-
or racquetball camps. The camp  vices, contact Diane Hess-
structure is one that consists of rec-  Marshall at (908)873-5752.
continued from page 18 pected of general managers and
: desired by club operators to en-
aclub general manager offered in-
valuable work experience. (Claire Anderson is a
L lub H

o

NEWS specifically to process the
GM Survey Data and to compile
this report. Our thanks to Claire
for her excellent work.)

tained by The CLUB INSIDER

More Notes

continued from page 11

acre, $8.5-million a year club,
Good luck to Tom and Patricia!
NORM’s NOTES re-
ceived high marks on our 1st An-
nual Subscriber Satisfaction Sur-
vey. Thanks for your nice words if
you wrote them on the survey. But,
I want to ask you all to help me out
by taping my (800) 700-2120 num-
ber to your desk somewhere so you
can call me with a scoop whenever
you hear it. Come on guys and
girls.... I need your help in gather-
ing the news for NORM’s NOTES!
PAM O’DONNELL the
Director of Member Services for
IHRSA and NESTOR
FERNANDEZ, the General Man-
ager of the What A Racquet Ath-
letic Club in Daly City, California

with the Daly City Police and
other clubs Fernandez developed
a composite of the guy which he
passed on to Pam who then faxed
it to the [HRSA and other clubs
in the area. The guy turnsup asa
job applicant for a club at a 24-
Hour Nautilus Club and they re-
membered his looks from the
composite photo. From the em-
ployee application an address was
obtained and the police nailed the
“Passport Bandit!” Nice job Pam
and Nestor.

OUR READERS have
been curious about the photo that
I ran in the 1st Anniversary Issue
in which [ was depicted in a foot-
ball uniform. Yes, I played ma-
jor college football at N.C. State
University. [ was recruited out of
Rome Free Academy High
School in Rome, New York and
earned a full football scholarship.
I was honored by being named to

the University of Georgia in the
1967 Liberty Bowl. Our team
was rated #3 in the country when
we travelled to Penn State with
an 8-0 record and played them
on a cold-drizzle covered
day.......with 4th down and 6"
inches to go, even though my
center and [ opened a hole liter-
ally six feet wide, our running
back, Tony Barchuk, ran into the
wrong hole and we were
stopped. I can still hear the
crowd howling...... what was
more, the #1 and #2 teams in
the nation that day tied in their
games...... meaning we missed
being #1 and receiving our Or-
ange Bowl Invitation that day by
only 6 inches! What an
experence. What it taught me
was that life is just like a box of
chocolates...... you never know
what you are going to get! 1
love ya'll and I am devoted to

had an interesting experience. A the 1st Team All - Atlantic Coast putting the same level of effort
guy was using the IHRSA Passport  Conference Football Team and  into making The CLUB IN-
Book to gain entrance into various  Honorable Mention All- Ameri- SIDER EXCELLENT for you as
clubs in the Daly City. He would  canTeam. My team hadthebest 1 put into football. Thanks for
then break into lockers and rip off  record in the history of the school,  being with me and Happy New
the members. Through working  finishing 9-2 with a victory over  Year to you all.

dent of Club Innovations, a con-
programming, marketing and re-
tention strategies for the 90’s. Sue
is the former General Manager of
The Atlantic Club, Wall, N.J.
where she created and developed
their Summer of Fun Day Camp

program. In its 10-year history,
= ; e

COME exceeding $1 million
dollars and has grown from 168
‘campers in its first session to
1,100 campers in 1994. Sue can
be reached at (908) 974-8518.)
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Loch Ness Monster getting hit “Do you have bonuses, “How much money can  don’t think they deserve a good life
see TOdd by a comet. Let them go! trips and incentives fortopsales I earn here?” will find a way to make sure it hap-
5 rformance?” ens. Don’t be a social
continued from page 22 pe P
e “Tell me... what kind of rehabilitator!

tails of the inteview.

ROLE PLAY......
THE ACID TEST

The ACID TEST of a
sales interview should be a ROLE
PLAY. Ask the applicant to try fo
sell a membership to you with only
the knowledge that they have at the
interview. Tell them they aren’t ex-
pected to do a great job or know the
rates, etc. Just to give it shot. If
they do a reasonable job of this
(your role is to be the customer and
an easy sale at that), have them
show you what chess players call
“end game strategy”, also known as
CLOSING SKILLS. You say:
“Your club looks really nice, but it’s
costs a lot of money” or I'm pretty
sure it’s for me - - let me talk to my
wife and I’ll get back to you.” You
are looking for a CLOSING ATTI-
TUDE.... for someone who can
think on their feet. It they abso-
lutely cannot role play in an inter-
view, the odds that they'll be a su-
perstar are about the same as the

APPLICANT’S
QUESTIONS

Did they pass mus-
ter on the Role Play and inter-
view questions? If so, allow the
candidate to ask you questions.
Pay attention to the kinds of
questions they ask you - - they
reveal a lot about the candidate.
See the following table for ex-
amples of the kinds of questions
you want to hear - or not hear
from your candidate.

THINGS YOU
WANT TO HEAR

“What does the top rep
earn?”

“What’s the commis-
sion structure?”

“Can I be involved in
servicing & programming the
members? I really want to help

people.

“What kind of sales
training and industry specific
training will I get here?”

“I"d like to work here.
I know I’ll do well. When can |
start?”

QUESTIONS LIKE THESE
INDICATE GOAL-ORI-
ENTED, COMPETITIVE
MOTIVATED ATTITUDES
AND VALUES.

THINGS YOU
DON’T WANT TO
HEAR

“What would get me
fired?”

“Can I get a higher base
and less commission?

“I left my last two jobs
because the boss was a jerk, the
company was lousy, competition
was unfair and you had to work

100 hardl®

person you are looking for?”

"Tell me about insur-
ance, sick pay and vacation?”

“I love working with
people and believe in exercise,
that's why I'll be good at sales.”

“My girlfriend tells me
I’d be good in sales.”

“What do you think? Do
I have a job here? How do I stack
up against the other candidates?”

“I like to do my own
thing— besides, I already know
how to sell.”

“I’ll wait to hear from

you.

QUESTIONS LIKE THESE
SHOW WEAKER MONEY-
TENDENCIES IN
SALES PEOPLE.

KEY
CHARACTERISTICS

; i hat key character-

istics are you looking for?-Much
research and effort has been de-
voted to this question. Here are
some key traits to seek:

* High empathy and high
ego. Asales person must be able
to empathize with a prospective
member, but also has high ego
drive, good sales people are not
shy?

* Listening and asser-
tion. Listening occurs during the
interest (needs assessment) step;
assertion means closing skills.
How well did the candidate listen
during the interview?

* Fear of failure. All top
sales people hate to lose, which is
why many sales managers look
for sports or competitive back-
grounds.

* High self esteem. Yes,
it's a cliche, but people who genu-
inely like themselves will find a
way to make it work. People who

* Atwinkle in the eye and
afire in the belly! An old saying,
but still true. When you feel it
from your candidate, you’ve found
someone who is self motivated.

Still not sure? Conduct
a second interview. Or, have
someone with experience in talent
recognition interview the candi-
date. Be sure to check background
and references. Then, hire the best
candidate!

“UP FRONT
AGREEMENT ¢

If you do the proper job
of explaining what is expected of
the new sales rep, the person will
become. more self-managed and
less needy. Sales.management be-
gins with the interview pragess.
An example of this “Up Fromt-_
Agreement “is shown below:

- Sales Manager: * Wel-
come aboard Iggy! Review for me
what we’ve discussed.”

Sales System and be ready to role
play on Monday moming at 8:00
a.m, when [ come to work. You
also want me to shop the top clubs
in the area this weekend. And to
read the club brochure, rules and
regulations. I'll have them memo-
rized by Monday!"

Sales Manager: “ Great!
How about reviewing the compen-
sation structure for me, to be sure
there is no confusion.”

Iggy: “Sure. You said my
base salary is $1,000 per month.
Commissions are 25% of the ini-
tiation fee for the first fifteen sales,
35% for the next fifteen and 45%
for everything above thirty. Bo-
nus this month is $300 for each rep
if we beat budget.”

Sales Manager: “Do you
remember what we discussed
about minimums?”

Iggy: “ Ten sales mini-

mum my first month or I’'m out.
(See More Todd page 25)
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...More Todd

continued from page 24

Fifteen next month, then twenty.
The average rep here sells around
32 each month right?”

Sales Manager: “Exactly.
I’m looking forward to working
with you. Iknow you’ll do well!”

The burden of responsi-
bility - - the “monkey” is now on
the new rep’s back, not yours. Be
sure the new employee under-
stands the rules of the game!

PLAN AHEAD

Since we are in the

prime season of the year, you are
probably reading this while you have
either prepared well and are staffed
well for the New Year’s rush OR you

have not. Why handicap yourself

by working with less than the best?
Learn to protect yourself by always
having an eye out for a membership
sales rep BEFORE you need one.
Spend time reading, learning and
studying characteristics of success-
ful salespeople; you’ll see a great

...Hospitals

continued from page 14

ways that these three entities can co-
exist. First, hospitals have tradition-
ally focused on both inpatient and
outpatient services. Obviously, an
increase in ambulatory and outpa-
tient care services puts a hospital in
direct competition with some of the
fitness services commercial clubs
provide. Developing community
health partnerships is something that
has become extremely important for
hospitals within the last 24 months.
Within the next 36 months, we will

see hospitals and commercial clubs
cooperate as they attempt to put to-

gether strategies and tactics to im-

~_prove the health status of the over-

all community. In some cases, hos-

pital administrators are being of-
fered incentives based upon the
health care status of their commu-
nities. We believe that integrated
lifestyle managment approaches
will offer all concerned an oppor-
tunity to cooperate.”

We asked Bensky:
“Where will these opportunities
most likely exist?” He responded:
“The opportunity for “for-profit”
clubs to work with hospitals typi-
cally focuses on the integration of
a variety of healthcare services.
Hospitals are attempting to so-
lidify their continuum of care as
it relates to the future of healthcare
and reform. In some cases, clubs
can provide assistance to the hos-
pitals by providing one end of that

continuum as it relates to fitness

and prevention. While capital re-
sources are tight with hospitals, a
cooperative venture between

clubs and hospitals makes the de-
velopment of that continuum of
care much more palatable. We
recommend that clubs focus on as-
sisting hospitals to maintain and
improve their competitive advan-
tages as it relates to the integra-
tion of prevention, rehabilitation
and acute care services. In addi-
tion, hospitals are searching for
ways of solidifying the loyalty of
the apparently healthy consumer.
Clubs offer another opportunity in
this area.

In future issues of the
CLUB INSIDER, Neil Sol, Ph.D.,
will produce a monthly column
entitled: “The HEALTH CARE
CONNECTION". We urge you to
continue your educational process
in this aspect of the business by
reading “The HEALTH CARE
CONNECTION!"
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Name (s):
Club Name:

City, State, Zip:
Telephone:
$99 for 1 Year for 1st Person

$49 for 1 Year for Additional Subscriptio
$  Check Enclosed

return on time invested. Don’t
make the mistake of hiring from
fear or panic! All the good ones
are NOT taken. No matter
whether you came from the ranks
of operations or athletics......with
the proper planning and attitude,

you can succeed in hiring top
sales performers. Hopefully, the
information presented here will
help you get a better handle on
interviewing and hiring sales
reps.

San Diego, Califor-
nia - The American Coun-
cil on Exercise (ACE) just
completed its 100th certifi-
cation exam administration.
Since 1986, ACE has of-
fered its aerobic instructor
and personal trainer certifi-
cation exam quarterly at lo-
cations around the world
and in conjunction with
many fitness conventions.
Over 78,000 people have
chosen ACE certification;
with more thant 50,000 be-
coming ACE-certified.

“We are very excited
about reaching this mile-
stone,” said Sheryl Marks
Brown, ACE Executive Di-
rector. “ This represents
ACE’s commitment to pro-
tecting the public against the
hazards of poor fitness in-
struction” commented
Brown.

Norm Cates’

Insider

NEWS
Subscription Form

ACE HITS 100!

The results of
ACE’s most recent exam
administration show over
1,100 people passing the
personal trainer exam and
598 people passing the
aerobics instructor exam.
This brings ACE’s total
number of currently certi-
fied aerobics instructors to
18,672 and personal train-
ers to 10,844.

The American
Council on Exercise offers
personal trainer and
aerobics instructor certifi-
cation exams four times per
year in February, May, Au-
gust and November at sites
throughout the world. For
more information on up-
coming exams, call (800)
825-3636 or write to: ACE,
5820 Oberlin Drive, Suite
102, San Diego, Ca. 92121-
3787
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Lady Sportslife: A New Concept in
Health And Fitness For Women

Atlanta (January
6,1995) - The Atlanta-based fit-
ness company. Sportslife, Inc. is
proud to introduce Lady
Sportslife, the first full-fitness
and day spa facility in Atlanta and
the Southeast.

Lady Sportslife is a new
concept in convenience, service
and pampering for today’s busy
woman. The 15,000 square-foot
club will offer a state - of- the-art
- fitness facility, a full-service day
spa, a weight - loss center and a
physical therapy suite while pro-
viding quality, programmed child
care.

The first Lady Sportslife
will open Monday, January 23,
1995 in North Atlanta with plans
to open six more facilities in the
Allanta area in the next two years.

“With the birth of Lady
Sportslife, Atlanta women of all
ages now have their own club ex-
ceeding anything previously of-
fered,” said Micki Robinson, Ex-
ecutive Vice President of Opera-
tions for Lady Sportslife. “We
believe that women, whether be-
ginners or advanced, want to ex-
ercise in an exclusively female
environement without giving up
any services. Lady Sportslife has
itall: a complete health club with
a day spa facility.”

Lady Sportslife will fea-
ture a female staff and will have
the most advanced equipment on
the 5,500 square-foot exercise
floor including: Med X, Keiser,
Camstar and Super Circuit;
Lifecycles (recumbnt and up-
right); Stairmasters; treadmills;
Nordic Tracks and a complete

free-weight section tailored to
women. Step Aerobics, Sculpt
Classes, Boxing Aerobics and
Resit-A-Ball are only a few of
the classes that will be offered
in the spacious 3,500 square -
foot aerobics room. Also, there
is a large locker room complete
with whirlpool and dry sauna.
The day spa will offer
services including: hair styling,
manicures, make-up service,
facials, massages, tanning,
body waxing, salt-water glow
treatments, mud baths, herbal
wraps and relaxation therapy.
Non-members as well as mem-
bers will be able to take advan-
tage of these services. Full-day
and half-day gift certificates for
spa treatments will be available,
Lady Sportslife's
weight loss center will offer

weight loss programs combining
sound nutrition and exercise. Li-
censed and registered dietitians will
be available to offer program sup-
port and educational seminars.

Concern for all aspects of
women’s health has led Lady
Sportslife to also offer physical
therapy. Pre/post partum exercise,
sports medicine rehabilitation and
osteoporosis prevention and treat-
ment will be among the available
wellness programs.  Lady
Sportslife is considered a
healthcare provider and therefore
will accept health insurance as pay-
ment for prescribed physical
therapy.

Lady Sportslife conve-
niently offers on-site child care for
both its members and day spa
guests. The private child care will
feature a “Kids Klub” with com-

puters, a movie viewing area and
video games for children ages 8
through 11.

Sportslife, Inc. is an inde-
pendent health and fitness company
founded in Atlanta in 1982, Its five
operating divisions are: Sportslife
Coed, six coed facilities with 61,000
members in metropolitan Atlanta;
Lady Sportslife, a full-fitness and
day spa facility exclusively for
women; Vie Publishing and Mer-
chandising, the popular international
fitness and beauty magazine;
Sportslife Club Management Sys-
tems, offering a broad range of man-
agement services to fitness clubs
throughout the U.S. and Sporislife
Travel Club, offering fitness-based
business and leisure travel packages
to Sportslife members and the gen-

M.~

How ’Ib Contend With Non-Profit Competm

By Terry Duschinski

Here is one example
of how to make business people
understand the untenable position
of competing against a non-profit
enterprise the likes of the YMCA.
Paint them a picture:

Let's suppose an agency

18 dncndes to

T g

ford to pay- presumably to raise
funds for those who cannot.

This tax-free agency
starts serving discount lunches,
undercutting restaurants that pay
the full load of taxes on business
income, real estate, tangible prop-
erty taxes, sales tax and has no
avenue to solicit tax-deductible
donations. Financial distress

Norm Cates’
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would gui ulf the tax-
e

This scenario can be
applied to any industry. In real-
ity, the YMCA years ago started
exercising its “free lunch” ad-
vantage over tax-paying fitness
centers. Their rhetoric sounds
convincing until you slice
through it with the sharp edge
of their staggering financial fig-
ures.

Present the local
YMCA'’s gross revenues and
director’s salary for the most re-
cent year. These are obtained
from the Y’s 990 tax form,
which you are entitled to exam-
ine. The IHRSA guidebook,
“FIGHT BACK?”, provides
step-by-step direction,

Reinforce the local fig-
ures by also illuminating those
of the national YMCA organi-
zation. As John McCarthy,
IHRSA Director testified before
a Congressional subcommittee
last summer, if the YMCA were
a private business, it would rank
somewhere in the middie of the
Fortune 500 companies.

Forbes Magazine,
April 11, 1994 edition, reported
that nationally the YMCA be-
came the biggest health club
operator in the country in 1992,
with revenue of $1.8 billion.
Their national director’s salary
was $207,000, exceeding that

;f the President of the.

If your contentious
YMCA is similar to the one we've
battled, it probably presents an im-
age of constant money struggle.
This technique is called “poor
mouth.”

We are able t
question: If the YMCA is legiti-
mately hurting for money, why
does it expand every other year?

As [HRSA directives em-
phasize, be sure to establish sup-
port for the YMCA’s historical mis-
sion statement. But, point out that
the YMCA of today bears little re-
semblance to what it used to be.

Acknowledge some level
of YMCA charitable service. Make
the point to business people that -
whether it be substantial or merely
a tax-exempting- token - YMCA
charitable service should garner tax
deduction of a suitable amount.
This is established in U.S. tax law.

But, Burger King would
not like it if McDonalds paid no
taxes because of its Ronald
McDonald Houses, which pro-
vided free accomodations to fami-
lies with children in hospitals. You
can’t be expected to appreciate the
Y'’s free ride, either.

The fundraising machin-
ery of the YMCA should also not
be allowed to thwart free enter-
prise. Funds donated to the YMCA
should be applied only toward

such as this will engender support.
Conversely, wild ranting and

As a concerned tax-payer
you can point out:

Failing to rectify this ineq-
uitable situation cheats local taxpay-
ers in two ways: directly through
what the YMCA doesn’t pay and in-
directly in putting tax-paying fitness
centers out of business, or suppress-
ing their revenue.

Don’t be surprised that cir-
culating this type of message brings
an invitation to appear on talk radio
shows. It has for me.

Now, brace yourself. In
dealing with your local business
community, you may be walking
through a mine field. This conglom-
eration of people is likely studded
with current and former members of
the YMCA's volunteer board.

OOPS! Next month, we’ll
explain what can happen.

(Terry Duschinski is a pro-
fessional personal trainer and the
Author of a newpersonal training
manual entitled: “HOW TO MAKE
“MUSCULAR PROFITS” IN PER-
SONAL FITNESS TRAINING. See
his ad on page 22 or call Terry at
(800) 679-7930.)
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AMERICA’S MOST
POPULAR FITNESS
MACHINE HAS
TURNED PRO.

The success and popularity of your facility ¢

choose, so why not add one of the country’s most popular fimess machines
t your cardio area?

Introducing the HealthRiderPRO® 1000. The PRO 1000 is the firstin a
series of heavy-duty commercial models based on the uniquely innovative
HealthRider?, the most popular home fitness machine ever buile. Put that
popularity to use in your facility, and watch your members gravitate to the

HealthRiderPRO®,

Beyond its popularity, the simple design of the HealthRiderPRO® makes it

ce low. Plus, by adding
HealthRiderPRO® to ub, you are investing in a strong, customer-
oriented company which backs its products with the best nty and
service in the industry.

Call us today at 1-800-807-3793.




PAGE 28 EClub Insider JANUARY ISSUE

How 1o Keep A Captive Audience

Call (800) CARDIO-1 or (404) 848-0233 for details.

CARDIO . ..

Distributed By Cardio Theater Holdings, Inc.
(an Affiliate of Australian Body Works)

WE PUT FUN INTO FITNESS




