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HEALTH CLUB HARD SELL

By Norm Cates, Jr.

There is on old adage
and that is: The “TRUTH
HURTS”. In the health, racquet
and sports club industry, the
TRUTH not only hurts...... it has
been bad for business.

In writing this article, 1
want to get some things straight

“from the start: (1) Our industry is

still in its infancy. (2) I personally

By Norm Cates, Jr.

Once upon a time there
was an American man who had a
problem with the disease - obesity.
This is about him and the estimated
33% of the American population (or
100 million others) who also suffer
from this disease. The percentage
of Americans who are obese isona
growth rampage, up by 30% since
1980! This increase has happened
to our population despite the “exer-
cise and fitness boom™ in America

In FAT C

which if I knew then what [ know
now, I would not have made.
First, let me comment on
the “infancy” of our industry.
Consider this..... consider the age
of our health club industry,
roughly 50 years. Now compare
the age of the hotel industry for
example. Looking back, we know
that the hotel industry is at least
2,000 years old, if you believe that
the baby Jesus was born ina man-
ger because there was “no room
at the inn.” Just think about the
evolution and Iarmng pmcess

and around the world.
For those with the dis-
ease, the battle of obesity is being
waged with high stakes.....the
risks of heart disease, diabetes and
cancer are all increased signifi-
cantly in the obese individual.
Not to mention the mental pain
and anguish that the fat person ex-
periences inwardly every day.
The battle of obesity of-
ten is a battle for life or death.
And, it is about “quality of life”
or even better, “ The Miracle of
Feeing Good.” (The title of fitness
and aging expert Bob
Delmonteque’s upcoming book).
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has experienced over these many
centuries. And, think of the
changes in philosophy and atti-
tudes that must have happened.
And, now, consider what
we in the club industry have not
learned and experienced to date.
I am writing this article
to lay out for the health, racquet
and sportsclub world what | be-
lieve in my heart is the TRUTH
about our industry. The truth that
I am putting into print may not
apply to YOU and your organiza-
non. but | can assure you that it

Obese is defined as:
“EXTREMELY
FAT”,

Scicnlisls have now
determined that it is a fact that obe-
sity is caused by four genes found
in humans. This means that some
men and women are born with a
deck stacked genetically against
them. (From Dr. Richard
Atkinson, University of Minne-
sota). This also means that in re-
ality, obesity, is in fact, a disease.

The old myths which
have been passed down about
obese people being fat just be-
cause they lack discipline have
now been dispelled by these new
scientific findings. However, it
continues 1o be a simple and un-
contested fact of life that if you
consume more calories than you
burn..... and you do this over an
extended period of time..... you are
going to become fat. End of story.
But, not really...

Obesity is much more
complicated than the simple

I mentioned above, the truth
which I am talking about here has
applied to me personally during
my 20 s .iething years as an
owner and operator of clubs. So,
if you don’t want to hear the truth
about our industry...... stop read-
ing this right now.

1 decided to write this
article because of two recent spats
of bad publicity for our industry
that I have seen. The first is a
four-page article in the CON-

GA-
ZINE and the second was a local
Atlanta’s TV station’s multi-seg-

h De monteque Super
Fit For Life - see page 19

ment report entitled: “HEALTH
CLUB HARD SELL." This month,
I am going to address the CON-
SUMER REPORTS article. Next
month, I will report on the TV re-
port entitled: “HEALTH CLUB
HARD SELL.”

First, let me suggest that
you go to your newstand and pur-
chase a copy of the January, 1996
edition of CONSUMER RE-
PORTS. Read it. Digestit. Learn
from it. Make changes in your op-
eration, if appropriate, to respond
to the issues of our industry that are
(Sece Hard Sell page 21)

enior

physiological facts. In other
words, somewhere in the brain of
an obese person lies the true and
underlying reasons of why and
how a person becomes fat.
Scientists have devel-
oped a new medication for obe-
sity which will “shut-off” hunger.
However, they also say this medi-
cine will not be available until af-
ter the turn of the century. Many
people cannot wait that long for
a cure or solution. So, what con-
tinues to be the answer? You
know it, I know it, but millions
of Americans still have not
learned it. The case study which
follows should illuminate the so-

lution for anyone who will read it.
This case study of one fat individual
is about the mystery of obesity.
And, it is about what this “FAT
CITY BABY BOOMER" must do
if he wishes to survive to live a
long, healthy, happy and productive
life.

AN AMERICAN FAT
CITY BABY BOOMER
- CASE STUDY

This obese man began
his history of weight problems
when he was age 11 and in the 5th
grade.

(See Boomers page 7)
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Health Club Business Has Public Relations Challenge

By Norm Cates, Jr.

In the United States, the
club business continues to be pum-
meled by the TV and the print
media for the way it operates. The
problem seems to be that the me-
dia does not realize or understand
that the health club industry has
improved what it does dramati-
cally over the past 15 years. The

message has not gotten through,
even though organizations like
IHRSA (International Health,
Racquet and Sports Clubs Associa-
tion), ACE, IDEA, ACSM. numer-
ous regional associations, various
industry publications, and other
groups are working day-in and
day-out to professionalize and fur-
ther legitimize our industry.
Good examples of this
ongoing bashing are the recent
ons agazi
January, 1996 edition and a recent

local TV multi-part series. It seems
that these folks do not know about
the good that is going on in our in-
dustry... if they do, they are not let-
ting the public in on it.

Today, | want to call upon
the leadership of all organizations
in our industry that are dedicated
to ongoing professionalization and
I want to ask them to consider the
following: Consider joining to-
gether as ONE UNIFIED GROUP
which speaks out through a well
planned PR and Advertisi ng Cam-

IHRSA

263 Summer Street
Boston, MA 02210
(617) 951-0055
(B0O) 228-4772
Fax (617) 951-0056

December 20, 1995

Mr. Norm Cates
Club Insider

Fax: (404) 933-9698

IFRSA

Dear Norm:

Congratulations on a second great year of

L ————— - -~

"straight from the shoulder”

communication. You have an enviable ability to create a high energy publication

Rﬂ?{:ﬁun& _ that communicates both passion and vision.
Sportachub Amociation See you in San Diego!
: John McCarthy
Committed to IHRSA
the Profitability and
Professionalism of
Ohur Member Clubs

P.S. Your 15th presidential successor, Frank Napolitano, is doing a brilliant
job. He might make a wonderful interview for Club Insider!
Also, thanks for sharing your thoughts on Chuck Leve.

Very few

people realize how enormous his contribution to IHRSA has been.

paign to tout the GOOD THINGS
that are going on in this great and
still infant industry. Let's find a
way to begin to reverse this tide of
“bad press” by working together.
Let's get the message out and as a
part of all of this, let’s be honest
with the American public and ac-
knowledge the mistakes of the past

and jointly vow to work to avoid
future mistakes.

Together, this industry
can muster the teamwork, the fi-
nancial power and the energy nec-
essary to move this huge PR
mountain. And, together the in-
dustry will enjoy the benefits of
the collective effort.

Texas

Bally

Lawsuit Is B. S.

By Norm Cates, Jr.

Those of you who have
subscribed and read The CLUB IN-
SIDER News over our first two
years of publication know that I
have not spared the ink when it
comes to providing in-depth re-
ports on the legal battles being

chain (Now called, BALLY TO-
TAL FITNESS).

Last month, | reported
brief details of a lawsuit in Texas
which has recently been elevated
to the status of a Class Action Law-
suit. I told you I would get the de-
tails and report to you later.

1 obtained copies of all of
the documents of the lawsuit and
studied them. [ have concluded,
after what | have learned and after
talking to both lawyers for the
Plantiffs and the Defense, that this
is a bogus lawsuit which has no
business being in court, much less
being expanded to a class action
lawsuit, | must state, however, that
the legal world is a strange one and
my opinion is worth zero.

Here is the reason why |
believe that the lawsuit is bogus
and inappropraite  This lawsuit
was originally brought by a 23-
year-old who had joined one of the
Bally clubs in San Antonio, Texas.
The Plaintiff, KeithJackson, sued
Bally and then settled the lawsuit
OUT OF COURT when he ac-
cepted payment in full from Bally
in the amount of $3,000!

The lawyer for the origi-
nal Plaintiff was the father of a
friend of the Plaintiff. The Plain-
tiff ran into the lawyer when he was
busing tables in a restaurant. Dur-
ing a brief conversation the Plain-
tiff told the lawyer about his prob-

lem with Bally. The Plaintiff’s
lawyer later teamed Keith Jackson
with a person (apparently a Bally
member in the same club) named
Freddy Mack and they got to-
gether to file a new lawsuit for
the same complaint, but this time
secking class action status against
Bally. Recently, the Judge hear-
ing the case granted the Plaintiff’s
Motion for Class Action status,
Interestingly, there was a great

age about the case. Bally’s Attor-
ney, Mr. Thomas E. Kurth, has
filed a Counterclaim on behalf of
Bally. The counter-claim against
Keith Jackson was filed due to the
fact that Jackson had settled the
first lawsuit for $3,000, had dis-
missed the First Lawsuit and
shortly thereafter, took a non-suit
on all of his claims and because
he had brought the case in bad
faith or for the purpose of harass-
ment.

Bally’s attorney states in
documents filed that Bally has in-
curred reasonable and necessary
fees and expenses of at least
$125,000. A pleading by Bally’s
attorney states: “This case has no
legitimate purpose. This ground-
less case was brought in bad faith
in an attempt by Attorney Snell to
wrongfully use the discovery pro-
cess and the class action device to
solicit clients for himself.”

I could not agree more
based upon the information in the
court pleadings. Although this
Texas judge has granted the case
“class action” status, Bally is ap-
pealing the ruling. And, don’t for-
gel........ election time for judges
is just right around the corner so
this judge could have been influ-
enced by the T.V. cameras and the
enhanced opportunity to keep his
job for another term.

Copyright © 1996 CLUB INSIDER, INC. All rights reserved. Material may not be copied in whole or in part in any form whatsoever.
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TheCLL[B_IHSID.EK
News welcomes our 12,500 new
monthly readers as we now expand
our circulation to 25,000 locations
each month. Just in case you
haven't seen The CLUB INSIDER
News before, let me give you some
background. The CLUB IN-
SIDER News is published by yours
truly, NORM CATES, JR., 20+
year veteran of the health, racquet
and sports club industry. During
my career, | have served as a Board
Member and the last President of
the National Court Club Associa-
tion. And, | was a co-founder and
the 1st President of IHRSA (the In-
ternational Health, Racquet and
Sports Club Association) in 1980/
81. The CLUB INSIDER News
was conceived and developed by
myself and many of the same
people that created IHRSA. The
CLUB INSIDER News is dedi-
cated to the publication of the in-
dustry news first and to the ongo-
ing professionalization of the club
industry. No matter what type of
facility you own or operate, each
month you will discover articles
which will help you improve your
operation. And, you will find

something in The CLUB INSIDER
ron't find in £

did, honest, from-the-heart report-
ing on the issues that impact health,
racquet and sports club operators
everywhere. We provide a voice
for the club industry which here-
tofore has not existed. This "Na-
tionwide Subscription” is spon-
sored by our advertisers and we ask
you to support them! When you
call be sure to let them know you
noticed their ad in The CLUB IN-
SIDER News!

CARL PORTER, the
Chairman of IHRSA’s Nominating
Committee, informs me that three
new candidates have been selected
to be nominated to the membership
for election to the Board of Direc-
tors at the IHRSA National Con-
vention in San Diego in March.
They are: DAVID COHAN of the
Sports Club in Woodlyn, Pa.;
ANNBETH ESCHBACH of
Denver-based Club Sports Interna-
tional; and MICHAEL McPHEE
of Club Meadowvale,
Mississauga, Ontario, Canada.
Congratulations to these nominees
and to IHRSA, The International
Health, Racquet and Sports Club
Association as it celebrates its 15th
year! [f YOUR club is not in-
volved in IHRSA, you and your
business are missing the single
most significant learning and shar-
ing opportunity in the club indus-
try in the world today. Make plans
to join IHRSA by calling (800)

228-4772. Oh - also, don’t miss
the 15th Annual IHRSA Conven-
tion and Trade Show in beautiful
San Diego, California March 20-
23rd, 1996!

TRADE SHOW CUT-
BACKS - The large number of in-
dustry trade shows have become a
financial drag on many club indus-
try equipment manufacturers and
suppliers. This is causing manu-
facturers and other vendors to take
a very close look at the continua-
tion of their attendance at a lot of
the trade shows which are not pro-
ducing results which they previ-
ously had supported because of the
necessity for their company to be
there given that their competition
was going to be there. For example,
KEN LUCAS, the CYBEX Na-
tional Sales Manager, told me that
his company is going to drop out
of 33% of the trade shows that they
heretofore had been attending. He
explains that the cost of attending
the many shows has cut into Cybex
profits. And, I might add, and Ken
agrees......... these costs have had to
be passed onto the end users, i.e.
the club and facility owners and op-
erators. So, with the club industry
mnsol:duuon of trade shows such

Trade Shnw into Ih: lHRSA
Shows, maybe all club buyers will
benefit with more competitive
prices and yes, better products in
the long run as well. Ican only say
CONGRATULATIONS to Cybex
for the decision they have made.

MIKE ALPERT has
been appointed by the Northern
California-based LEISURE
SPORTS, Inc. as Club Manager of
the $20+ Million Sporting Club at
Lakeshore Towers. Mike replaces
club veteran, LAURIE SMITH,
a vice president of Leisure Sports,
who has been serving as club man-
ager since May, 1995, when Leisure
Sports took over the management
contract of the three-year-old Sport-
ing Club. Alpert served as a de-
velopment partner and manager of
the Athletic Club of Bend, Oregon
and has also served on the Board
of Directors of the Northwest Ath-
letic Club Association. The Sport-
ing Club at Lakeshore Towers is
one of those several MEGA-
CLUBS developed by the infamous
JACK NAIMAN. A great real es-
tate mind and apparently a hell of a
salesman, Naiman pushed forward
with the construction of this loca-
tion using Japanese money even
though MIKE TALLA, of the
Sports Club Company, had already
started construction and was soon
to open his truly world class facil-
ity about a two-wood distance

across the expressway. Word is
Naiman pushed on because he
had “locked-in” development fees
which he was guaranteed in his
contract with the Japanese. And,
he did it knowing full well that
the facility would most likely
never generate a profit. The Lei-
sure Sports people are really
good, as exemplified by the re-
cent IHRSA selection of one of
their ads as the Best Print Ad of
the Year for 1995. Best of Luck
to Mike and the club.

STEVE PATERSON
works for Commercial Fitness
Systems, a division of
HEALTHLINE, a leading com-
mercial fitness equipment distri-
bution company based in South-
ern California and owned by in-
dustry  veteran CHRIS
CREIGHTON. The Commer-
cial Fitness Systems division spe-
cializes in buying and selling of
used equipment. Steve produces
a very interesting newsletter
called the “RE-FURBISHED
TIMES” which describes various
maintenance procedures and tech-
niques for all kinds of equipment.
Beginning with our next edtiion,
we will publish monthly install-
msoncqmpmcnl maintenance

you want to call Slurt. to gcl on

his personal Refurbished Times
mailing list call (714) 957-1415

JOE CIRULLI, the
owner of the Gainesville Health
and Fitness Centers in
Gainesville, Florida, tells me that
he is near completion of his brand
new 50,000 square-foot facility.
The new facility will replace his
20-year-old facility located in a
Gainesville, Florida shopping
center. And, Joe has cut a really
exciting deal for a joint venture
with the COLUMBIA HOSPI-
TAL for a 5,500 square-foot
physical therapy and rehab cen-

............"'.'
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Norm Cates, Jr.

ter. Cirulli has been in the physical
therapy arena for over 8 years now
and expects his new relationship to
generate $3 million per year in the
5,500 square-foot portion of the

ARTHUR JONES and JIM
FLANAGAN of MED X Corpo-
ration to build a truly amazing pro-
gram for PT and rehab and Joe will
also have about 100 of MED X's
machines in the fitness center por-
tion of his new club. Joe Cirulli
does an awful lot of things in the
club industry really well and pro-
vides a true model for aspiring
greats to follow. Best of luck Joe
with your new facility and in the
future!

OLYMPIC WATCH - In
less than 200 days, the world will
descend on ATLANTA, GEOR-
G]A the CROWN JEWEL of the

South, for the 1996 Centennial
Olympic Games. Next month we
will begin an OLYMPIC
COUNTDOWN with monthly
coverage on the Atlanta Olympics

the INSIDE STORY on what to
do and where to go if you are at-
tending the Olympics. Our cov-
erage will feature details on tick-
ets, transportation, where to eat,
workout, party and yes, where to
stay, if you haven't already made
your reservations. (Every hotel
within a 30-mile radius of Atlanta
has been reserved for over a year
now!) This 100th modern Olym-
pic Games is expected to be the
most significant sporting event in
the history of the world. So, if you
haven't made plans to attend, it is
still NOT TOO LATE!

Norm Caten’
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MICROFIT'S HEALTHCARE CONNECTION
An Alternative To Traditional Health Care

By Neil Sol, Ph.D.

In the Summer of 1995,
a front page story of “USA Today”
indicated that in 1992, 34% of all
health care expenditures (dollars) in
U.S. were for Alternative Health
Care Procedures such as: acupunc-
ture, accupressure, massage, yoga,
spa therapies, Tai Chi, Tae Kwon Do
and other oriental forms,

chiropractic, herbology, vitamin
therapy and other forms of natural
medicine.

In recent years the Na-
tional Institue of Health established
a division dedicated to the study of
alternative health care, making

Electronic Funds Transfer
(CHECKING—SAVINGS)

(Per Payment Processed)

PLUS
Payment Book and Credit
Card Processing

CALL NOW!
1-800-233-8483
Gary Piper or Jerry Mercer

Affiliated Acceptance Corporation
PROFESSIONAL RECEIVABLES MANAGEMENT

AAC...“We're Here To Work”

available grant monies for re-
search evaluating the health care
impact of alternative care.

It is apparent that there
is a growing interest among
Americans in non-traditional
forms of health care that can lead
to improvement of their health,

Simultaneously, there is
a waning interest in the benefits
associated with traditional health
care and its orientation to rehabili-
tation or curing illness as opposed
to prevention.

This market desire and
willingness to spend one-third of
their health care dollar for tradi-
tionally non-reimbursed health
care procedures sends a loud and
clear message to health care pro-
viders as to the interest of Ameri-

cans.

As a result, hospitals
and other traditional health care
providers are NOW motivated to
consider the incorporation of Al-
ternative Health Care procedures
into their service mix.

This developing desire
on the part of hospitals for alter-
native health care provides an
opening for the health club.
Why? Because clubs have al-
ways been providers of alterna-
tive health procedures and are
adept at the delivery of many of
these procedures. Exercise pro-
grams in their variety of forms
are key components of alterna-
tive care. Yoga, Tai Chi, Pilates,
Feldenkrais and general personal
training are programs clubs typi-

cally offer and which
are recognized today,
as alternative care.

Clubs also of-
fer a variety of mas-
sage and spa services
that are also consid-
ered non-traditional
health care. Typical
wellness education in-
clusive of nutrition in-
formation such as the
benefits of herbs, juice
vitamins and simply
proper nutrition is now
considered alternative
health care.

Some clubs
are going so far as to
offer services of chiro-
practors, biofeedback

Neil Sol, Ph. D.
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technicians, acupuncturists and
other non-traditional health care
providers.

It is apparent that there
isa booming interest in obtaining
these procedures by the public
and the future suggests that these

procedures will be reimbursable.

alternative health care providers.
We just did not know it. We did
not know that the health promot-
ing procedures that we rendered
would gain acceptance and a title
within the health care continuum.

So, if your club offers
many of the typical programs
identified in this column; your
club has become a provider of al-
ternative health care in your com-
munity.

As a result, you can ex-
pect that what you offer will be
an alternative to hospital and other
institutional health care providers
as they expand their services and
can be your means to Connect
With Health Care.

(Neil Sol, Ph.D. is the
President of Health Vantage, Inc.,
a Houston, Texas - based club
consulting firm. Neil is one of the
industry’s leading experts in the
field of health care as it relates to
clubs. Neil has recently been ap-
pointed as the new General Man-
ager of the Sporting Club at
Cherry Creek in Glendale, Colo-
rado. He may be contacted at:
(303) 399-3050 or Fax # (303)
388-7923.)

‘D_




PAGE 5 EClub Insi r JANUARY ISSUE

Upgrade to Interactive

Fitness Assessments.
----It’s Thls Slmple

Powwerful client databese and contect ey R
e features. Customized | EEEES
Y | Cxeicise plans. Unique EEIEES S
P == vellness appraisals
R The perfect tool for testing and retention.

For Version 8 call 800 822-0405 m
MicRrO




e

PAGE 6

EClub Insider

JANUARY ISSUE

Personal Training: Cash Cow Or Money Pit?

By Ed Gaut

Nol very long ago, a
personal training program was the
exception not the rule in most fit-
ness facilities. You might be able
to get the gym rat in the corner to
give you a few tips if you caught
him on a good day, but that was
about it. Over the past several years,
however, members have come to ex-
pect personal training when select-
ing a club, and having a personal
training program has become a ne-
cessity, not an option, for many fa-
cilities.

While many club owners
and fitness directors welcome this
opportunity to provide members
with personal trainers, they are also
understandably concerned about the
cost. This is especially true as the
public demands well-qualified, cer-
tified personal trainers. A good per-
sonal training program, however,
can be a profit center. The trick is
to set up and manage it properly.
Here are some tips on how to make
the most of your personal training

program.
Hire The Best

good persnnal train-
ing program starts with good per-
sonal trainers. Itisthat simple. This
means hiring intelligent, well-edu-

Ed Gaut

cated people who have a knowl-
edge of exercise and fitness and
are certified by one of the major
personal training certification pro-
grams.

The Houstonian Club in
Houston, Texas, bills itself as the
Ivy League of personal training.
Like many facilities with success-
ful personal training programs, the
club requires all trainers to have
minimum of a four-year degree in
a fitness-related discipline. Also
like many facilities with success-
ful personn! training pmgrnmb,

for ﬂ'lell' muners

When hiring, don’t just
look for college students or recent
graduates. Consider trainers of a

variety of ages. Different mem-
bers are comfortable with trainers
of different ages. The right trainer
for a thirty-five year old man
might not be the right trainer fora
seventy-five year old woman.
More importantly, a mix of ages
enables younger trainers to take
advantage of the experience and
wisdom of older trainers and so
improves the quality of your pro-
gram. The Houstonian, for ex-
ample, tries to maintain diversity
in their personal training team
with ages which typically range
from twenty-two to forty-five
years old.

Maintain A Separate
Personal Training Staff

If you are serious about
providing personal training in
your facility, you must also have
a separate personal training staff.
Personal trainers should not be
folding towels, checking people in
at the front desk or repairing
equipment; they should be train-
ing members. Top-notch trainers
are not going to work for your
club unless you guarantee them
this. And since you have hired the
best, you want to make the best
usc of their time and skill.

* Ideally, the personal
training staff should also be sepa-
rate from the floor fitness staff
who circulate through the club and
help members with equipment and

solos.

Keyless Battery Powered Electronic Lock
for Wood and Laminate Lockers

Distributed by:

Treeforms 4242 Regency Dr. Greensboro, NC 27410 (800) 447-8733

fitness questions. Kati Ray, Cor-
porate Fitness Director for the
Sport & Health chain , notes that
when Sport & Health first initiated
a personal training program, they
made the mistake of using the
same staff for training as on the
floor. The problem that Sport &
Health encountered was that floor
staff spent its time soliciting per-
sonal training clients rather than
helping members. Now the club
has a separate personal training
staff.

Whatever you do, do not
use your personal training staff for
sales. “Some of the really big
clubs make the mistake of having
the fitness staff be involved with
selling memberships,” says Wendy
Walters, Fitness Director of Rio
Sport & Health in Gaithersburg,
Maryland. “Our fitness staff has
absolutely nothing to do with
sales... The Bottom line is people
can tell when someone genuinely
cares and when someone just
wants a commission, and it makes
a big difference at our club.”

Avoid Outside Trainers

If you have a fitness fa-
cility without an in-house personal
training staff and you \um o .ll

trainers to train cllcnts in your
club, by all means do so. Ifis a
great way to provide your mem-
bers with a service that you do not
already provide and you can
charge the trainers for the privi-
lege.

If you have an in-house
personal training staff, however,
avoid outside trainers. You can-
not pay your in-house staff what
an outside personal trainer earns,
nor would you want to. If you al-
low outside trainers to train clients
in your facility, your in-house staff
will have a pretty good idea what
the outside trainers are making and
they will resent it. Nothing will
demoralize your personal training
staff more.

You are building a per-
sonal training program. You want
your members to build a relation-
ship not only with an individual
trainer, but with your program and
your facility. An outside trainer
does not promote your facility.
This month he or she is using your
club. Next month he or she may
take his or her clients elsewhere.

Concentrate
On Retention

Mcmbcr retention is

particularly important to a success-
ful personal training program. A

good personal training program
cannot be built on single sessions.
There is just too much overhead in-
volved in bringing a new member
into the program. A successful per-
sonal training program must retain
members who train with the staff
on a regular basis.

The key to retaining
members is your personal training
staff. “Staffing is probably the
most important factor in the suc-
cess rate of our members,” says Ms.
Walters of Rio Sport & Health, “If
a new member feels intimidated,
lost and never learns to use the
equipment properly, chances are he
or she will not enjoy the club and
will terminate the membership
without ever reaching (his or her)
goals.”

Require Packages

One way to help the

personal training program retention
is 10 require members to purchase
a package of training sessions. For
example, after an initial session,
members could be required to pur-
chase sessions in groups of ten.
This will turn away some members,
but these are the members who
would be least profitable .myway

bcr a chancc 1o bccomc aocustorned
to the trainer and the training pro-
cess before making a decision
whether or not to continue training.
However, you, the club owner or
GM must be sure the funds are held
and distributed by the club.

Promote Personal
Training

Having a top-notch
personal training program is not
enough, however. A successful
personal training program requires
promotion. It is surprising how
many gyms and health clubs offer
personal training but do not pro-
mote it. At many facilities, the ex-
istence of personal training is one
of the best kept secrets in the place.
And, at those facilities where per-
sonal training is mentioned, mem-
bers are often given little help or
encouragement to take advantage
of it.

Promoting personal train-
ing in your fitness facility does not
have to be time consuming or ex-
pensive. If you regularly mail a
newsletter or flyer to your mem-
ber - and if you don't, you should -
be sure to mention personal train-
ing. Include information about
personal training on class sched-
ules. And put up signs in your fa-

(See Ed Gaut page 24)
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“People buy what they want, when they want it more than the

money it costs” - Zig Ziglar
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continued from cover

That was in 1957. It seemed to begin
when his family moved to a home that was close
10 his ¢1z nentary school. This location enabled
the boy 10 20 home for lunch everyday. And,
waiting 1o serve lunch to this Sth grader every-
day was nis loving mother who always prepared
hot soug #nd a sandwich for her son. And,
sometimes two. In one school year, this grow-
ing hoy not only grew in height - he grew sig-

g : o 2
cTY.” Smcc that time, for 40 ycars. he has
lived in and out of “FAT CITY™ in a painful
lifetime battle with obesity.

In case you have never lived there, you
should know that “FAT CITY" is a sad and un-
happy place to live. This boy did not move to
“FAT CITY” on purpose..... in fact, he, like
millions of others, got there one day at a time
by eating and drinking the wrong things and by
not getting enough exercise. And, even though
scientists say the disease is genetic, the truth
still is in the caloric intake versus the caloric
burn over time.

“FAT CITY" is a painfully agonizing
place to live both as a kid and adult. The 5th
grade boy was regularly verbally abused by
some kids in his school.... they liked to call him
“Wally the Walrus!” This verbal abuse huft him
deeply...... and it influenced his personality for
life, he believes.

He grew to be a man. Along the way,
he discovered a sport that he loved dearly. He
discovered football. He fell in love with foot-
ball because from that game he gained a bit of
self-esteem which he greatly desired. This self-
esteern came because he was good at football....
and his coach praised him for that. Praise was
something he craved and it fueled a fire inside
of him the first time he stepped onto a football
field.

He continued to play football through
the 6th - 9th grades. During his 9th grade sea-
son, he decided to quit playing because he had
an early morning paper route which started his
day at 4:30 a.m. and he had been offered the
afternoon route as well. The day he told his
coach he was quitting to take up a second pa-
per route, his coach showed up at his home that
night. His coach told him and his parents that
he had a special talent as a football player and

mﬁmh T wﬂgﬂ to lﬁSpuuds' Tluse;-

if he would stick with the game there were col-
leges that would give him a full scholarship to
attend and play football. He and his parents
listened carefully and he then decided to come
back and play on the team. He finished the
9th grade season as the top defensive player
on the team.

While practicing football he lost the
extra weight he had gained as a younger boy.
He was asolid 170 pound, 9th grade linebacker
and offensive guard. But then, his family
moved again. This time from a beautiful
Florida city to a town far away in a cold, cold
climate. He arrived in the middle of the win-

LA A TR TS R he
did best..... he ate and ate. By the spring, he
had gained 25 pounds again! This was the
second cycle of what has proved to be his life-
time “YO-YO” weight loss and gain syndrome.
However, something interesting hap-
pened to him this time. In the summer after
9th grade he went to a playground where he
met an older fellow who taught him to lift
weights. The fellow explained that by lifting
weights he would become stronger, his muscles
would grow and he would be able to lose some
of the fat he had gained over winter. He be-
gan to work out with weights religiously.....
and guess what.... he lost 20 pounds! By the
beginning of the 10th grade, he weighed 175
and was in strong condition to start fall foot-
ball drills. He went out for football at his new
high schocl...... a school where he was a “new
kid”. Because the coaches did not know him
and his football skills, he was placed on the
“Junior varsity” team. This was a big school
with 3,600 students and over 150 kids went
out for football. He did not remain as an “un-
known” for long. One day the varsity was lined
up to scrimmage the junior varsity. On the
varsity was a great football player who was a
senior, the team Captain and a “star” player.
The “new kid” lined up throughout this prac-
tice game opposite this star until the “new kid”
had broken out one of the “star’s” front teeth
early in the scrimage, by the end of the prac-
tice the “new kid” sent the “star” to the side-
lines a bloody mess with a flattened nose!
The “new kid” went on to become a
starting offensive and defensive tackle on the
varsity his junior year - his weight - 175
pounds. (The senior tackle playing on the op-
posite end of the line weighed 235.) He had a
great year and moved into his senior year with
(See Baby Boomers page 8)
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...Boomers

continued from page 7

an even stronger dedication to his
weight training program and to
football. He was elected co-cap-
tain of his team his senior year.
And, he earned All State Honors.
And guess what? His coach was
right...... he earned a full scholar-
ship to a major university to at-
tend and play football. That sum-
mer, the boy who had become a
man, worked out six days a week
on weights. His summer consisted
of weight lifting, running and
working as a life-guard during the
day and a bartender at night.

He went to college a
solid 185 pounds after a summer
of intense weight training, dis-
tance running and sprints. He was
elected as Co-Captain of his col-
lege football freshman team. But,
for the positions he was recruited
to play, the coaches told him he
needed to gain weight to be able
to compete. For two years, even
though he had grown to be a solid
190 pounds, he was being
bounced around like a toy by the
bigger guys. In fact, he played
second string for the first time in
his life his sophomore and junior
seasons.

But, he was determined
to suceed in his college football

career. During the off-season from
the fall of his junior year to the fall
of his senior year, he gained 46
pounds through the intensification
of his weight lifting program, go-
ing to multiple sets, low reps and a
diet supplemented with Hoffman
High Protein drinks mixed with
raw eggs. He was promoted to first
string offensive guard during
spring practice. And, he arrived
that fall of 1967 in excellent con-
dition - 220 solid pounds. In fact,
he had become quite an animal in
the weight room. He scored the
first total 100% score in the his-
tory of school’s physical education
department on a fitness test. He
could also do over 50 one-armed
push-ups, he ran the 40-yard dash
in 4.9 seconds and a mile in under
seven minutes. He earned Ist
Team All Conference and Honor-
able Mention on the All American
Team and his team finished with a
great record of 9-2 for the year and
won their post-season bowl game.

NOT PREPARED
FOR THE REST
OF HIS LIFE

The sad thing is that
this was the end of the young man’s
football career and the beginning
of the rest of his life....... a life in
which a “health time bomb” had
been set. This time bomb might

gooff at any time now...... his fam-
ily knows it, his friends know it and
he knows it.

You see, through all of his
preparation to be an outstanding
college football player, this fellow
failed to learn something which he
needed to leamn for life....... that was
how to get his weight at a certain
level and keep it there. This fail-
ure set the stage for many, many
“Yo-Yo” cycles which have hap-
pened and continue today. But,
since this last time his weight has
gotten “up”, he has become very
discouraged due to an auto rear end
collision. The constant back pain
and weight gain have gotten him
“down in the dumps™ over it all.
Overall, he has been on over 15
weight loss programs, losing an
estimated 500 pounds and regain-
ing it, off and on for 30 years. Each
time he regains the weight, he goes
to an all-time high. But, one thing
is for sure...., he is NOT ALONE
IN AMERICA!

This fellow is one of
America’s first BABY
BOOMERS?”, born on January 17,
1946. He is now 50 years old. Be-
cause of whatever has gone on in
his head, he has allowed his latest
“Yo-Yo" weight gain cycle to con-
tinue to the point where he is truly
concerned about sudden death. He
realizes that he is clearly staring
death squarely in the eye. And, I

am sure he will go to heaven if
and when he dies because he is a
good man who loves people. His
lifestyle has been bad. During his
business career, he has been
forced to deal with many stress-
ful situations. And, foolishly, he
has allowed a sedentary lifestyle,
poor eating habits, too many adult
beverages and stress to become
the controlling factors in his life.
The man’s family and friends
have begged him to change his
ways, to get back onto a regular
exercise program and to lose
weight. He has listened, but he
has not heard.

He has a psychological
make-up which psychiatrists call
“obsessive-compulsive”. This
make up of the mind causes
people who have it to be inten-
sively driven in one particular di-
rection. Once the obsessive-com-
pulsive person gets headed in a
certain direction, it is very diffi-
cult to change that direction. But,
this same drive can work miracles
with his body once it has been re-
versed.

Due to the dilemma in
which he has found himself, he
had been examining himself in-
wardly during the past few years
and he has come to some clear
conclusions which will be neces-
sary for him to save his own life.

POTENTIAL
LIFE SAVING
CONCLUSIONS

(1) He acknowledges and
admits in his own mind that the re-
flection that he now sees in the mir-
ror everyday (and that others must
suffer), is nothing short of a bad
case of “EYE-POLLUTION which
must be cleared up. People for-
merly viewed him as handsome.
Now, people view him as over-
weight and much less attractive.

(2) He has ventured be-
yond the “denial” stage in his own
mind. He has not enjoyed, nor does
he want to continue to live in “FAT
CITY”. He no longer denies that
something must be done NOW or
he may die. To the contrary, he now
views premature death as a very
high risk.

(3) He has concluded that
immediate action is the logical and
only next step to saving his life.

(4) He is angry and dis-
gusted with himself. (He is not
alone) Perhaps this is what he needs
in order to break through his “ob-
sessive-compulsive” psych.

The above conclusions
have caused him to seek health/fit-
ness advice so that he may take the
correct LIFE SAVING ACTIONS.
He calls this list of actions his NEW
LIFE RESOLUTIONS.

(See Baby Boomers page 16)
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SALES FROM TH

By Ben Midgley

Wha! you are about to

read may be difficult for many of
you to swallow because it goes
against what a lot of people have
been taught. I am writing about how
a sales transaction takes place.

Have you ever heard that
doing any of the following will help
you sell memberships?

(1) Never give rates over
the phone. (2) Make your primary
goal to close the sale on the first
visit. (3) Don’t take "no" for an an-
swer. (4) Always try to sell the
higher membership rate. (5) Stay in
control (phone or tour). These ap-
proaches may have worked O.K. in
the past, but the consumers of to-
day are changing and they are much
more informed.

In the club industry today,
if you expect to be successful, feel
good about yourself and be re-
spected for what you do. You need
to evolve into the 90's. The health
club sales professional of today
needs to be 100% focused on the
success of the member, not only the
success of his commission report.

To translate that in to a
salesperson’s language, have the

member’s or prospect’s best in-
terest at heart! You need to be
focused on developing a relation-
ship with the prospect whether he
joins or not. This approach will
enable you to sell memberships to
your club much more easy be-
cause the prospect will realize that
you are concerned about him and
his needs as opposed to just if he
joins or not. If you look at the
merit of this approach in compari-
son to the other type of approach,
you will see we are talking about
the difference between a clever or
smooth salesperson and a genu-
ine salesperson.

Now, I ask you, who
would you rather do business
with?

Of course, everyone
would like to consider himself to
be the genuine salesperson;
however,if you are practicing any
of those five actions covered pre-
viously, you may want to think
about what motivates you to do
your job and why.

Let me give you some
alternative thinking that may help
you make more sales each year:

(1) PROVIDING
MEMBERSHIP RATES
OVER THE PHONE: In respect
to providing membership rates
over the phone, | think that pro-

HEART

viding the consumer with
more information before they
even arrive at the facility is
nothing but a benefit to you
and to the prospect. | feel that
way for three reasons: (a) It
satisfies their need to turn
speculation into fact. (b) The
more information they re-
ceive over the phone, the less
time you will need to spend
covering it when they come
in. (¢) If the rates are clearly
understood before they ar-
rive, they are better prepared
to make that investment when
they arrive, if the facility
meets their needs. There
should be no worries about
whether or not the prospect

RATE: Selling the higher
membership rate is only appro-
priate if the prospect wants to
utilize all of those services. |
don’t know about you, but if
someone talked me into pur-
chasing something | didn’t
need, I would not be very anx-
ious to do business with him
again.

(5) CONTROLTHE
CONVERSATION: Control
of the conversation has no bear-
ing on making the sale. The
decision to buy should be a pro-
cess that the prospect and sales
person walk through together in
order for the prospect to make
I the correct buying decision.

Nobody likes to be sold but ev-

will come in after getting the

Ben Midgley

erybody likes to purchase some-

rates over the phone. Your
professionalism will be enough
to encourage them to show up for
the appointment.

(2) FIRST VISIT
CLOSING: Closing the saleon
the first contact should not be
your primary goal. The first ob-
jective should be to develop a re-
lationship with the prospect.......
become friends. This does two
things: (a) It is much easier for
someone to buy from someone he
knows and trusts. (b) The friendly
relationship will position you for

future referrals which will eventu-
ally be your major source of busi-
ness.

(3) DON’T TAKE NO
FOR AN ANSWER: We are deal-
ing with more educated and ma-
ture prospects and we should all
take this into account when mak-
ing sales presentations. The only
thing I can say further relative to
this policy is that it reminds me of
the used car sales business.

(4) SELLING THE
HIGHER MEMBERSHIP

thing they want. This to me
makes it obvious that the
salesperson’s responsibility is to
help the prospect decide if mem-
bership at your club is what they
want.

THE PROFESSIONAL
SALES MODEL

An example of a pro-

fessionally conducted sales tour
and presentation should look like
this:

(See Midgley page 22)
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UNFAIR COMPETITION IN COLORADO

By Larry N. Cline

In response to the en-
croachment of the special recreation
districts into private businesses such
as miniature golf & water parks,
Bob Chado, owner of Funplex,
which is located in southern
Jefferson County, almost single
handedly persuaded the Colorado
legislature to place restrictions on
special recreation districts in 1989.
Unfortunately, the health club in-
dustry was not willing to put forth
the effort to assist Mr. Chado in in-
cluding health clubs in the special
district legislation. The result has
been we have been fighting special

BILLING

(BY COUPON BOOK)
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L orLESS!
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1-800-233-8483
Gary Piper or Jerry Mercer

Affiliated Acceptance Corporation
PROFESSIONAL RECEIVABLES MANAGEMENT

AAC...“We're Here To Work”

recreation districts ever since.

In April, 1991, the pro-
posed $22 million bond issue by
Foothills Park and Recreation
District, which covers southern
Jefferson County and part of
Lakewood, revitalized the organi-
zation of private athletic clubs that
is now known as the WAC. The
result of the initial effort was that
the bond issue was soundly de-
feated by a 2 to 1 vote.

Prior to 1991, it appears
that private health clubs had lost
most of the public-private battles.
Boulder, Lafayette, Broomfield,
Louisville, Durango, Sterling,
Breckinridge and Idaho Springs
all built lavish recreation centers
that hurt, or in several cases, put
out of business private athletic

Suceens hack

SERVICE PROGRAMS

facilities in those areas. For ex-
ample, in 1990 there were three
athletic clubs operating in
Lafayette: Body By Effort,
Sportech & Ironworks. That year,
over the objections of those clubs,
Lafayette opened a $5-million,
43,000 square-foot facility. By
1991 Sportech & Ironworks had
closed their doors; by 1992, the
Idaho Springs Mountain Fitness
Club was forced to close when the
city opened a recreation center
that directly competed with that
business. The focus of both spe-
cial recreation districts and mu-
nicipalities has obviously shifted
from outdoor parks, trails, and
swimming pools to large, lavish
recreation centers.

Against this backdrop, a
number of health club owners
joined forces with other industries
affected by unfair government
competition, including child care,
landscaping, transportation, hear-
ing aid, engineering consulting
and restaurants. These associa-
tions,
Colorado Association of Com-

working closely with the

ment mmpclmon In both the
1992 and 1993 sessions of the
Colorado legislature such legisla-
tion was introduced. In both ses-

sions we faced heavy opposition
from the Special District Associa-
tion, Municipal League and Colo-
rado Counties, Inc. which resulted
in the bills being defeated.

One positive aspect of
our efforts was an agreement,
signed by the City of Lakewood,
which states that the private sec-
tor would be notified should the
city propose providing some good
or service that could compete with
private sector. Although this agree-
ment was prepared with the inten-
tion that other municipalities in
Jefferson County would sign on,
only Lakewood has done so.

Since the two failed leg-
islative efforts, the real benefit of
all these efforts has been the
growth of the Western Association
of Clubs. In addition, we assisted
a citizen’s group in Wheat Ridge
to defeat a proposed recreation
center there. On the negative side,
Thornton has built an $11.5 mil-
lion mega recreation center;
Golden has built a $6 million rec-
reation center that has injured
Sunset Beach Racket and Fitness
Club Sll\rcnhome built a Iarge

Brcckcnnd_;,e .-‘\lhh.m. C‘luh and
Alamosa is proposing a recreation
center that would severely injure
the New Valley Athletic Club. In

addition, Foothills Park and Rec-
reation District is proposing a bond
issue that would in part renovate
two of their recreation centers that
directly compete with the Lake-
wood Athletic Club and Club USA.

On the non-profit side of
unfair competition, the downtown
YMCA has spent several million
dollars refurbishing their fitness
faclities; the Jewish Community
Center has spent over $8 million
dollars revovating and building
what they advertise as the finest
athletic facility in the state, and the
Denver Athletic Club is planning
to spend several million dollars to
upgrade their fitness facility, As
can be seen, the battle is never over.
Only through a strong association
that can provide assistance to its
members will we be able to con-
tinue to provide quality services to
our members and remain in busi-
ness in the face of unfair competi-
tion from government and non-
profits.

(This article is reprinted
courtesy of Pat Pine, Executive
Director of Western Association of

the Lakewood Athletic Club in
Lakewood, Colorado.)
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TENNESSEE ATTORNEY
GENERAL SUES CLUBS

Kuoxvi]le, Tn. - The

Attorney General of the State of
Tennessee has filed lawsuits
against four health clubs for fail-
ure to register with the Division
of Consumer Affairs, according to
the State Attorney General's of-
fice.

The lawsuits were filed
because the clubs failed to re-
spond to notice by the Attorney
General's office that it was illegal
1o operate without registration.
The Defendants in the lawsuits
are: Dyna-Body Fitness Center,

Rhea County; Body Works II,
Lawrence County; Fitness De-
mands, Hamilton County; and
Gaines Fitness Center, Davidson
County.

Twelve other clubs in the
state had not been registered by
March, 1995; but, responded to
the notices and complied with the
law by registering when they re-
ceived the warning notices.

Under a 1989 law, for-
profit health clubs must register
with the state. As part of the reg-
istration process, the Consumer
Affairs Division reviews the mem-

bership contracts and issues regis-
tration to clubs who comply with
the act.

According to State Altor-
ney General Charles W. Burson, a
consumer who signcd a contract
with an unregistered club can can-
cel membership and receive a re-
fund of services not yet delivered
because the contract is not enforce-
able by law, Burson said.

(Editor’s Note: our thanks
to Preston Fields of Knoxville, Ten-
nessee for providing information
on this situation,)

“To Subscribe '

Send $49

To: The CLUB INSIDER News
P. O. Box 671443 » Marietta, GA 10067
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w2hC  Series4000

with Contact Heart Rate

The Natural Choice.

The new Contact Heart Rate
feature” is only the most obvious
change you'll see in the new
Series 4000. Under the hood,
we've made improvements
that add to the reliability and
durability you've come to expect
from Star Trac. Our unmatched
commitment to customer care
gives you peace of mind and
minimal down-time. Add our
incredible new leasing programs
and affordable pricing, and you’ll
see that the new Series 4000 is
the natural choice for your facility.

Star Trac has a complete
line of treadmills, stair climbers,
upright bikes and recumbent

pralstieEeem—— "

CALL TODAY
for more information!

1-800-228-6635

Department 0115

mﬂ} UNISEN, INC. mm

Star Trac is a registered trademark of Undsen, Inc m c

*Star Trac's Contact Heart Rate System 1 ?(frm f|# Arcal irmprubes, from the body, B an EXG,

rates available loday, Hospital Tested. /

e Sar ok Cotact st o Sy A Family With Heart

4000 rmodels are available with and without
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Profits vs. Non-Profits: The Coming Armegeddon

By James M. Evans

The battle has been
brewing for years, and every day
brings the prospect of a greater
bloodbath between the profits and
the non-profits of the health club
industry closer to reality. There are
constant skirmishes taking place
across the country between com-
mercial “profit making” clubs and
YMCAs, community recreation
centers and schools representing the
non-profit sector. And lurking in the
background are the hospitals and
other healthcare facilities primed to
enter the market under the guise of
wellness and prevention.

According to Webster’s
Dictionary, “commercial” is de-
fined as “done or acting for profit”
while non-profit is defined as “not
established for the purpose of mak-
ing money.” The latter is really a
misnomer because every non-profit
organization is just as interested in
making a profit as any commercial

James Evans

course, is that they do not play the
game by the same rules.

The YMCA fired the
first volley back in the seventies
when it began to lose many of its
adult members to the commercial
health clubs. The Y philosophy
has always been based on serving
families, but the adult market was
strongly attracted to greater so-
phistication and more refined fa-

THE STORE!

GIVE AWAY
- A VACATIO|

clubs which had established them-
selves as a dominant force in the
fitness arena. This eroded the
membership base of the tradi-
tional Y which was left holding
the bag in the role of baby-sitter
for the kids while mom and dad
worked out at the local fitness cen-
ter. It wasn’t long before the Y
saw the writing on the wall and
began to promote fund-raisers to
upgrade its facilities to lure par-
ents back into the fold.
exempt status and benevolent
reputation gave it the advantage
of being able to attract tax deduct-
ible donations to supplement its
declining membership revenues
while, at the same time, not pay-
ing the same taxes as its commer-

Its tax

cial competition. Soon it was able
to compete with the commercial
clubs in terms of facilities and
equipment. It also had the addi-
tional advantage of being able to
discount its membership fees be-
low the prevailing market value
and, in many cases, drive the com-
mercial clubs out of business.
Only a few years ago a health club
in .‘{__g_'_u, Cﬂ]lm which had

Membership

Renewal
Referral

been in business for more than 20
years was forced to close when the
Y opened a new store in the same
market area with discounted rates
and sumptuous facilities.

Its newly enhanced im-
age and “health club look” some-
times contradicted the charitable
essence of the Y's non-profit sta-
tus, but the Y was usually such a
strong presence in the community
that the contradiction was not
strongly challenged in most cases.
Protests from the commercial
competition usually fell on deaf
ears anyway.

The Y continued to ex-
ploit its advantage by expanding
its influence in major markets
where it can fill its coffers at the
expense of the commercial clubs
and get away with it. In fact, many
of the same community leaders
who are members of the local
health club often serve on the lo-
cal Y board, and in the spirit of
community service, may unwit-
tingly undermine their own club by
supporting Y fund-raisers and ac-
tivities.

served by the YMCA often turn to
community development bonds to
build recreation centers and fitness
facilities for their residents even
when such facilities might dupli-
cate already existing commercial
facilities in their area. To altract
residents to utilize the facilities, the
communities offer its residents low
or subsidized rates which, again,
undercut the commercial facilities
and drive them out of business. In
some cases communities have even
turned against the Y and built com-
peting facilities when it has been
felt that the Y is not a strong enough
presence to serve the needs of the
populace.

High schools, community
colleges and major universities,
too, have jumped on the fitness
bandwagon by opening their facili-
ties to lure more patrons and in-
crease revenues. lowa State Uni-
versity in ‘Ames, for example,
opened a magnificent new recre-
ation center just a few years ago for
students and faculty and commu-
nity residents over the protests of a
local fitness center operator who
(See Evans page 18)

< ORLANDO

X HAWAII

< MEXICO

X CARRIBEAN

Promotions That Work!

X LAS VEGAS

NO HASSLE TRAVEL PROMOTIONS SINCE 1973
APEX TRAVEL PROMOTIONS
(800) 666-0025 (Ext. 22)
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How 1o Keep A Captive Audience

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

CARDIOG . .

Distributed By Cardio Theater Holdings, Inc.
(an Affiliate of Australian Body Works)
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Kznry Georges
Ms. Kztional Fitness

For a complete brochure on our more than 95 selectorized and free weight machines call:

20100 Hamilton Avenue + Torrance, California 90502 ¢ (310) 323-9055 * FAX (310) 323-7608
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PR 101 - Is PR Really Free Advertising?

By Michael Hoffman,
Heart Communications

Yes, PR isvery, very in-
expensive compared to advertising.
It’s not free, but a PR newspaper
story, radio show or TV coverage
should cost about one tenth as much
as an advertisement of the same size
or air time. The real difference,
though lies in the superior informa-
tion content of a PR story, compared
to your typical advertisement,

Price BaEgams -
Most Common
Type of Advertising

pen up the Saturday or
Sunday LOS ANGELES TIMES,
and you will find a half-dozen quar-
ter-or half-page health club ads. The

graphics and copy content are al-
most always the same. They show
a foxy younger woman or couple,
and the copy pushes a pricing
scheme. You hardly ever read
anything about fitness program-
ming, exercise equipment tech-
nology or staff education and
qualifications.

Sure, shoppers are con-
cerned about prices. However, if
you're going to spend hundreds or
even thousands of dollars on an
ad, you could at least beef it up
with some information about the
quality of your staff, physical
plant and services. Read a physi-
cal therapy office ad, and you will
notice solid informational content,
not price offering. If more clubs
improved the content of their ads,
people wouldn't just shop for
price. You are actually making
people think that price is the single
best reason to join your club - just

100% SUPPORTED

o S69B2

FITNESS ASSESSMENT
SOFTWARE

AAC In-House Software Package
Call GARY PIPER or JERRY LEE
1-800-233-8483

because you want a quick cash fix. r

PR $$ vs Ad $$

Iatt‘s look at a hypotheti-

cal case comparing the cost of PR
coverage vs the cost of advertising.
A quarter page black-and-white ad in
a hypothetical newspaper called the
Anywhere, USA Sentinel sports sec-
tion costs $850. A one-eighth page
ad costs $425; a half-page $1,700. A
heavy ad budget could reach over
$40,000 a year.

The copy and visuals in that
$40,000 worth of ads can be educa-
tional or they can be weak on infor-
mation. Too often, the pricing angle
predominates, and the money you
spend only makes your prospects
aware of your pricing, nothing else.

Advertising
Equivalency

On the flip side, a quar-
ter-page news story in your local pa-
per might talk about how your staff
teaches senior citizens the proper use
of treadmills. Accompanied by a live
action candid photo of a senior and
one of your trainers in action, this
story has high information impact. It
is certainly more credible and inspir-
ing than a price-oriented ad of the

You pay the graphic produc-
tion costs of the ad, let’s say $150,
and you pay for the space -$850, for
a $1,000 total. The PR story, on the
other hand, costs you nothing more
than press release writing time and
postage, a few phone calls and maybe
a lunch for the reporter you host in
your club. Let’s call this total cost
$100. The PR story has an advertis-

AR R R N N ]
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| duce meaningful PR sto-
ries. Do a content analy-
| sis of your current ad cam-
paign. Do your ads tell a
complete story about all
the elements of your club?
Or do they focus on a
| single type of information?
Ask yourself these ques-
tions: “ Do my ads edu-
cate and motivate pros-
pecls to join my club? Am
I getting what I'm paying
for?”

If you decide you
are not getting a fair shake
for your advertising bud-
get, you should do two
things: 1) expand your ad

Michael Hoffman

content to include more in-
formation on more diverse
topics, and 2) cut the ad

ing equivalency of $850, be-
cause it is the same size as the
quarter-page ad.

A comprehensive PR
program that continually pro-
duces news stories of interest
about your physical plant, per-
sonnel, community affairs pro-
grams and equipment, should
generate at least $20,000 in
annual advertising equiva-
lency for a cost of about
$3,750.

Are You Gett‘l-n‘ga
What You
Pay For?

Iam not trying to be
an ad-basher, but only to ex-
plain that it is more expensive
and difficult to cram credible,
valuable information into an
advertisement than it is to pro-

budget by about 40 percent and de-
vote those dollars to a PR campaign.
At the end of one year,
compare the response impact of the
ads versus the PR stories. You will
discover that PR generates as much
traffic as ads, if not more. This traf-
fic generating power of PR is why
established businesses in competi-
tive markets all over the country
supplement their advertising with
PR. The bottom line is -strong PR
is aclualiv a chcapcr more power-
~ful
your club.

(Michael Hoffman is the
President of California-based Heart
Communications and can be con-
tacted at: (714) 831-7971:
Fax:(714)643-1891; e-mail:
heartcomm@aol.com. This is #4 in
the PR 101 Education Series from
Heart Communications.)
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. *NEW LIFE

. RESOLUTIONS

L]

4 SAI flif = (1) PRIORITY FOR
° » EXERCISE: Make regular car-
5 ® diovascular and strength exercise
= 28,500 sq.ft. athletic® o at least four times a week his #1

o club. 3,200 sq.f. workout area, . PRIORITY IN LIFE.

+ fully equipped, complete car-§

Odlavssculnr room, racquetball, < TION: Reduce red meat.

(2) DIET MODIFICA-
In-

« indoor full basketball court, nail & crease intake of fish, vegetables
* and beauty salon, area for res-“’"d fruit. Reduce intake of fatty
« taurant, indoor pool and hot s ® and foods with sugar. Eat a lite-

tuh aerobics room. For a low o
. price 0of $765,000 or lease. Writ ey

o breakfast everyday. Stop eating
e after 9:00 p.m.

(3) REDUCE AND

[ ]
« t0: Club Management Co. , 305 3 MODER ATE consumption of
s West Magnolia, #384, FortJ “adult beverages.”

o Collins, Colorado 80521 or call e
% * (970) 484-0601.

(4) GO TO BED AND

* GET UP EARLIER.

(5)JUST DO IT!

(6) PRAY A LOT!

Even though his list is brief
and simple, it represents a 180 de-
gree reversal in direction. He seems
to truly want to make these changes
in his lifestyle. And, the TRUTH
IS...... just like the truth is for liter-
ally millions of American Boomers
and others in Fat City...... it won’t
happen by talking about it! It will
only happen if he gets up off his fat
butt and goes at it everyday!

(Next month we will report
to you about one of the most suc-
cessful fitness gurus in America
when it comes to his own personal
fitness results and the teaching of
others. His name.......... BOB
DELMONTEQUE. Fitness teacher;
author, speaker and expert on ag-
ing, this 75-year-old man is a truly
amazing person. His photo is shown
on our front page this month and the
article entitled bob Delmonteque -
Super Senior - Fit For Life is on
page 19.)
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The Simple & Powerful

Club Management System

To be any easier to
use, it would have

to run itself...and it
- | .

. e ' ,. : h ! ' i _— ‘ --. _-?_-

Photo-imaging Check-in
Unlimited Report Capabilities
Automated EFT

Full Service Customer Support
(Phone, Fax, Seminars)

Y VYV VY Y

S0, make the first call right now. Dieil 1-800-554-CLUEB

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

Club

CLUBRUNNER: THE STRESSLESS SYSTEM
880 JUPITER PARK DRIVE, SUITE 3

"nner ™ JUPITER, FLORIDA 33458-8901
1 (800) 554-2582 / (407) 746-3392




PAGE 18

In lder

JANUARY ISSUE

CLUB MANAGERS Let's Cast
Out The Caste-System In Tennis!

By Spike Gonzales

Those of us in the ten-
nis field have become accustomed
to lamenting the growth of golf and
the apparent stagnation of tennis.
“How can this be?”, we ask, “when
tennis provides more exercise and
excitement, takes less time and is
less expensive?”

CONSIDER THIS: Look
at a golf clubhouse area when play-
ers are finishing their rounds. Com-
pare it to a tennis clubhouse, At
each table in the golf clubhouse you
see a variety of playing ability lev-
els. The person who has been play-
ing his or her whole life is sitting
and socializing with an intermedi-
ate player, another advanced player
and a new member who has only
been playing for 12 months.

In the tennis clubhouse
you see a segmentation of the total
field of players. At one table are

lives, at another you see a group of
“4.0” team players, and at another
a group of lower intermediates. It

untouchable, and rcgarded as a

would be surprising, in fact, to see
a table of players who’ve recently
taken up the game. Not only
would the 4.0's not intermix with
the lower intermediates, but new-
comers to the game are almost per-
sonae non grata, people making it
a little tougher for the veterans to
get the number one court at the
ideal time.

In tennis we're stratified!
Every playing level has become a
“clique”, separating itself from the
levels below it. (There is actually
an incentive to avoid sitting with
the lower level players. They
might ask you to play!) Except at
the most well-managed clubs
(managing of the “tennis culture”
that is), the playing strata reflect
the segmentation of the social life.

What happens as a result?
First, sooner or later players give
up the game. They feel the pres-
sure of competiveness both on and
off the court. Second, who knows
how anyone ever gets started with
the game! The beglnner is the low-

burden to the rest of the member-
ship.

Why the difference
between golf and tennis? In
golf players are handicaped!
Players in a foursome of golf
each get to start their match
with a pre-designated number
of strokes they can take off of
their score, thereby ensuring
the game of the day has an un-
predictable outcome. Every-
one has a chance to win, and
everyone benefits from it in
terms of the fun!

In tennis there has
been no handicapping. Even
with your favorite playing part-
ners, you know who is going

developed for over two de-
cades, actually since before the
NTRP; and it is working to im-
prove enjoyment of tennis. Per-
haps the tennis governing bod-
ies could bring resources to im-
prove it even more, but let’s at
least get started with it!

Without developing a
universal handicap system, ten-
nis will be destined to pale for-
ever with golf in providing fun
in both its social and competi-
tive arenas.

(SPIKE GONZALES
is the owner of the Naples

to win 80% of the time. In fact,
quite often the better player ac-

Spike Gonzales

Racquet Club in Naples,
Florida. Aninfluential member

tually “lets up” in order to pro-
duce a little excitement in the
match outcome. Our lack of
handicapping not only inhibits in-
tegration of the playing levels, but
hurts the quality of play for the
better players.

So let’s get on the ball!
Whlle there is probably no way to

of players of' great dlffercnces of
ability, there is a way (o provide
for fun tennis among players with

NTRP differences up to a point.
Players with a 4.0 rating, for in-
stance, could enjoy matches with
those as low as 3.0 or those as high
as 5.0, For a club this means that
each player increases his or her
playing partner selection by at
least 200%!

! f us ad
ing tennis programs should care-
fully look at the Tencap Tennis
Handicapping System. It has been

of the USTA and USPTA, he was
instrumental in developing senior
tennis programming and in start-
ing the National Tennis Rating Pro-
gram (NTRP) in the late 1970, He
has initiated programs that have
brought more than 150,000 people
into tennis throughout the U.S. amf

capping system.)

T

Jim Evans

continued from page 13

had been actively involved in the
community, paid his taxes, and pro-
vided employment for dozens of
people for more than a decade. In
other words, he played by what he
thought were the rules when, in
fact, the rules were quite different
when push came to shove. Again,
the power and influence of the lo-
cal college superseded the rights of
the private business owner. In this
case the local club owner was able
to mandate certain stipulations with
regard to membership rates charged
at the recreation center which al-
lowed him to salvage his business
albeit not as profitably.

Hospitals may be the
greatest threat of all to the commer-
cial health club industry in the long
run....... and to other non-profits as
well...... because of their perceived
credibility and vast medical re-
sources. Most hospitals are still
fairly naive when it comes to oper-

ating a successful health club ven-
ture in conjunction with their medi-
cal services. Their professional
pride often causes them to make
the classic mistake of trying to “re-
write the book” their own way
rather than ackowledge anything
that the commercial industry might
have already accomplished during
the past forty years and learn from
it. Nevertheless, more than 300
hospitals nationwide have already
acquired or contructed wellness
facilities and John Greene, Execu-
tive Director of the Association of
Hospital Health and Fitness
(AHHF) projects that more than
700 hospitals will enter the fitness
market within the next five years.

Many physicians have
been reluctant to accept the fitness
lifestyle because it might conceiv-
ably reduce the number of patients
available for them to treat. If
people take better care of them-
selves, they don’t have to visit the
doctor as often. However, man-
aged care and capitation in
heathcare will mandate wellness

and prevention, and physicians are
already beginning to fall in line
with the new philosophy. The
medical community has the
wherewithal to take the fitness in-
dustry to new heights, but the com-
mercial club industry will likely
pay the price for its success.

Sooner or later the battle
must be waged to even the play-
ing field for all participants in the
industry or the non-profits will
eventually win all the marbles. It
is inevitable. The commercial
clubs are being battered on all
fronts and cannot expect to survive
in the end until and unless they can
secure the same advantages as the
non-profits or, conversely, force
the non-profits to forfeit some of
their advantages accordingly. Nei-
ther prospect is very likely.
IHRSA has mounted the most se-
rious offensive to bring things into
line, but | fear the effort will be
futile supporting the adage that
sometimes you can be right and
still lose.

In the meantime com-

mercial clubs are still fighting and
scratching among themselves to
survive, and the competition is
fiece. A recent count of health
clubs in San Francisco alone
showed more than 70 different fa-
cilities-not counting the YMCA
and community centers in town!

Other market areas are
similarly saturated. Some of the
larger companies such as Family
Fitness and 24-Hour Nautilus
have merged to present a larger,
more formidable front and they,
along with Bally, will soon go
public to further strengthen their
position and raise revenues for
greater expansion. Some clubs
have foreseen the future and have
formed alliances with hospitals.
Still others have been able toalign
themselves with the YMCA, com-
munity centers and schools but to
a lesser degree. The majority of
them will continue to forge their
own identity while they still can.

A pessimistic forecast
for the future? Yes, but only be-
cause the war will necessarily go

on for years, and there will be many
casualties along the way on both
sides until this whole thing begins
to shake out. There will be merg-
ers and joint ventures, new and
larger facilities, advancements in
equipment and technology, more
innovative promotions, creative fi-
nancing, more public offerings; in
short, the industry will thrive in the
midst of the bloodletting. In the
end it will look quite different from
what it is today, and every faction
will have contributed to the final
outcome. The amalgamation of the
profits and the non-profits in the
industry, in whatever the final for
may be, will be able to better serve
the health and fitness needs of
people everywhere. [ wish I could
be around to see the finish, but it
won't happen in my lifetime. It
will be exciting to be part of the
brawl in the meantime though.

(Jim Evans is Executive
Director of Heartland Health Cen-
ter in Boone, lowa, and President
of Evans & Associates Club Con-
sultants in Des Moines.)
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Bob Delmonteque
SUPER SENIOR...
FIT FOR LIFE

thn Bob Delmonteque talks
about fitness, people listen. Maybe it's be-
cause he’s been a physical trainer for stars
ranging from Errol Flynn to Paul Newman.
Maybe it's because Delmonteque, former
owner of a chain of gyms in Texas, devel-
oped the first fitness program for the NASA
astronauts back in the 1960s. Maybe it’s
because he first became a devotee of fitness
and a healthy lifestyle at age 13 - and still,
at age 75 has a traffic-stopping physique en-
vied by men a third his age. It certainly has
something to do with the vitality and posi-
tive outlook he brings to everything he does.
Bob Delmonteque talks to MoreLife about
his philosophy of personal fitness as a way
of life.

Bob De!monre ue...
On Food and Nutrition

When 1 was a kid, we had great
fresh fruits and vegetables, and the chick-
ens used to run around instead of being
force- feclmdgwanstemnds- Agooddvet

ture as po‘islh]e W|lh no preservat es, no

itives. When a fruit or vegetable is
picked green, then artificially ripened and
covered with wax, a lot of the food value is
lost. And'what you eat today, you walk and
talk tomorrow.

It’s lmporlant to ear things in the
proper proportions. Approximately 25 per-
cent of what you eat should be protein, which
burns fat and rebuilds cell tissue and muscle.
Carbohydrates - watery vegetables and fresh
fruits, breads, potatoes, pasta, rice, beans -
are your source of energy; they should be
about 50 to 60 percent of what you eat. Only
about 15 to 20 percent of calories should
come from fat. But most Americans get
about 40 to 60 percent of their calories from
fat. Instead of the traditional three meals a
day, you should eat five smaller meals.
“How can you do that?” people say. Well, |
brown-bag it. For my “in-between” meals |
put in some apples and pears, maybe low-
fat cheese. The worst thing to do is not eat
anything for five, six, seven hours. You have
to keep that metabolic rate up. It's like
throwing coal on a furnace to keep it burn-
ing. And you really need to stroke up in the
morning. [ try to eat like a king in the morn-
ing, like a prince in the afternoon, and like a
pauperat night. Like the Europeans do. And
drink a lot of water - if the muscle cells aren’t
full of water they become wrinkled and hag-
gard, and then you look old; everything just
hangs.

On Exercise...

Back in the *70s, they laughed

at me when 1 was pushing aerobic train-
ing, because nobody knew anything about
it. Aerobic training is the secret of lon-
gevity because you strengthen your heart
and lungs. Aerobic means “oxygen-de-
manding,” and the more oxygen you take
in, the more stamina, endurance, energy
you have.

Walking and hiking are the two
best exercises you can do, and all they cost
is shoe leather. Hippocrates, the old Greek
patron of medicine, prescribed walking for
all his patients whether they had heart
conditions or weight problems or nervous
disorders. He said you have two doctors:
your right leg and your left leg. When
your mind and body are out of whack, you
call on these doctors and you get well.
Walking is for everybody - and the chance
of injury is almost nil, unlike jogging.

I haven’t changed any of my ex-
ercise habits as I've gotten older. And I've
never had a backache, because | do a lot
of stretching exercises. Exercise has three
parts: Weight training builds bone density
and gnardsayuﬂ nstmpomas and gwes

nary system. And fi naliy, slretchmg is
crucial. As you grow older, your tendons,
ligaments, and muscles tend to shorten -
especially if you spend a lot of time just
sitting in a rocking chair. Activity is life,
stagnation is death. Action is the key to
our well-being.

On Keeping Up Appearances...

I give myself facials every
morning and every night. When | was
with Bernarr Macfadden [fitness guru and
publisher of Physical Culture magazine,
to which Delmonteque contributed], I took
a course in Sweden called face-lifting
without surgery. So every morning and
night, I massage using a facial cream 100
times in the crevices of the eyes and fore-
head, then up the sides of the cheeks. To
keep my hair healthy, Macfadden had me
stand on my head for 15 minutes a day (I
do about 5 to 7 minutes now). And Ibrush
my hair 100 times down and 100 times
back every morning and night.
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MIND+BODY+SPIRIT

ARE YOU TAPPING
THE PQTENTIAL
OF YOUR
50+ MARKET?

The mid-life to older adult market
is your biggest growth opportunity.
The psychology, programs and
marketing strategies for the 50+
market segment are s:qmﬁcmm'y
different than the traditional markets
you have served in the past. Don't
leave your business vulnerable to
competition and out of step with the
shifting market.

Learn the skills needed to be
successful by attending this
timely educational experience!

March 8, 9 & 10 1996

GAINESVILLE
HEALTH & FITNESS

CURRICULUM HIGHLIGHTS 3

FRIDAY, MARCH 8
| & Learn “new” aging principles
» Discover current research on

Gamesvﬂle, Florida

= Develop effective programs for
mid-life to older adult consumers.

* Observe “live” land and water
£XEICise programs

SUNDAY, MARCH 10

» Discover the values and motives of
mature adult consumers.

s Learn how to attract and
retain the 50+ market segment.

FACULTY:

John Rude, M.5.

President, John Rude & Associates

Sandy Coffman
President, Programming for Profit

FEES:
Early registration (before Jan. 26, 1996)
$325

Postmarked after Jan. 26, 1996

Michael Pollock Ph.D.
Director, Center for Exercise Science
University of Florida

-single  $295 - two or more, same club

Mary Essert

President, Essert Associates, Inc. $375 - single  $345 - two or more, same club

REGISTER TODAY!
or call John Rude & Associates 1-800-929-2719 for more details

Sponsored by: MedX ¢ NuStep ¢ AEREX

- -

MIND=BODY-SPIRIT “Tappmg the Potential of the 50+ Market”
Gainesville, Florida, March 8, 9, & 10 1996

(please print)

On fhe_ Power Last Name First Name Middle Initial Nickname for hadge
of Positive Thinking...
T Club / Company Name Title / Position
h o in el
ere are four main Lo Club / Company Address City State Zip Code

to a healthy lifestyle: proper diet, proper
exercise, proper rest and the proper men-
tal attitude. Let me tell you, that last one
is very important: as the Bible says, “You
are as you thinketh.” I believe you’ve got
to enjoy what you're doing, you’ve go to

(See Delmonteque page 24)

Telephone Fix

Payment Method: Check Enclosed [ Credit Card (check one)  VISA O Masercard O Amipas

Cardholder’s name

Credit Card Number i_l— ] l l ] ! l I I I I I I l Exp. Date ED'_ m
TO REGISTER Call: 1-800-929-2719 * Fax: (541) 343-3697
Or Mail: John Rude & Associates, 907 Crest Drive, Eugene, OR 97405

Signature

ﬂ%—_
SATURD
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Dallas Cowboys - NFL

ISO-LATERAL™ INCLINE PRESS

To receive information on this machine or other
Hammer Strength® training equipment contact: \
HAMMER STRENGTH?® - P.O. BOX 19040 » CINCINNATI. OH 45219 N
(513) 221-2600 OR 1-800-543-1123 s,

Photo by J.M.Manion
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...Hard Sell

. continued from cover

illuminated.

From a consumer point of
view, this is.an excellent article
which truly “tells it like it is.” From
a club operator’s point of view, the
Consumer Reports article is a PR
disaster! For example: The first
paragraph in the article gives the
details of a membership purchase by
two women who fall victim to a
health club chain’s “Bait and
Switch” tactics. Citing the fact that
they had responded to an ad touting
membership for only $10 per month,
the writer then describes the “Hard
Sell” tactics and the fact that the two
women departed with memberships
costing $70 down and $30 per
month. The article goes on to ex-
plain their disappointment with the
Jack of service that they were prom-
ised. Then, the article explains that
when the women decided they no

longer wanted to be members dugto

the lack of service, they \um ha—

rassed by the finance company o

whom the contract had been sold.

club can be as tricky asbuyingaused
d, it is this quote abaut our
blished in what is
probably the mos|
“consumer friendly” publical
the country, that bothers me so much.
I mean, after 50 years..... our infant
industry is still compared to the
“used car” business. Don't get me
wrong...... 1've got nothing against
used cars or used car salesmen. In
fact, | drive a “used car.” -But, you
get my drift.

Then, the article went on to
chronicle the health club shopping
experiences the reporter had when
she “shopped™ 20 clubs in New York
City, Seattle and Chicago.

The article read: “WHAT
THEY'LLTELLYOU" - “The ads
make it sound as if joining a health
club is simple, fun and inexpensive.
But once you walk in the door, things
can change. While posing as a po-
tential customer, our reporter en-
countered: (1) Prices that won't
stand still. (2) The Special. (3) The
Stonewall. (4) The Snub. In these
paragraphs she explained the high
interest rates clubs charge, the “co-
incidence” that clubs just happen fo
have a “one-day” special if you join
that day only, that some clubs would

not let her take a contract home and
read it before she signed it, and
how one club “snubbed™ her and
spoke with sarcasm to her when
she would not sign on the spot.

THE “EDUCATED”
CONSUMER
HEALTH CLUB
SHOPPER

The reporter then pro-
vided her readers with a list of
things that all health club shoppers
should know and use in their se-
lection process. These were: (1)
Join near home. (2) Check the at-
mosphere. (3) Check the price. (4)
Check payment options. (5) Check
membership types. (6) Do a trial
workout. (7) Check the classes.
(8) Check equipment. (9) Check
other features. (10) Check the
crowds. (11) Check the employ-
ees. (12) Check the contract.

The message for smart
club operators here is simple. Con-
sumers everywhere are being

_trained about how to shop for a

Tigalth club. They know more now

‘than ever before. They areina po-

sition to sniff out and avoid the
"HARD SELL". And, lhey are

door when thcy expericncc a
“schlock™ operation. So, what can
you, as a club operator do? You
can study and come to clearly un-
derstand what the consumers now
w, what they want and what
they expect: nremember what
they want and expect may not be
what you want or believe is right
from your past experience. Once
you begin to break through the “de-
nial” of what you want vs what
they want, you can then modify
your operation to address those is-
sues “head on.”

HEALTH CLUB
DINOSAUR POLICIES
AND PROCEDURES

I think it might be kind
of like how dinosaurs became ex-
tinet..... somehow, over the thou-
sands of years on our planet, the
dinosaurs did not evolve and re-
spond to the changes in the world
around them..... and what hap-
pened? They disappeared from the
face of the earth! The same is go-
ing on in the health club indus-
try...... some of you know and un-
derstand it. Some of you do not.

Some of the “health club
dinosaurs” that | see as a threat to

those who continue to operate in
this manner are: (1) “Bait and
switch” advertising. (2) High
pressure sales techniques and the
use of “closing rooms” and the
infamous “turn-over.” (3) Con-
tracts with high interest rates
which are sold to financial insti-
tutions for cash up front..... leav-
ing the buyer high and dry with
respect to his/her relationship with
the club. (4) TODAY-ONLY
closes..... i.e. using the “threat”
that this “great deal” is good lo-
day and today only. (5) “Long
Term (two or three years) -
Locked in contract terms” where
the person has no choice but to
continue paying his/her dues or
get sued and have his/her credit
damaged. (6) All-cash lifetime
membership deals providing two
or three years worth of member-
ship for large up-front cash pay-
ments. These deals are even more
riskly for clubs who guarantee
future low renewal rates for those
who “cashout.” (7) Ignoring or
failing to respond to the consum-
ers right to cancel during the
“cooling off * period required by
law in most states.

The club operators who
have crafted their businesses to be

most part avoid the DINOSAUR
Policies and Procedures. Insome
cases, achange in club policy to
avoid the Dinosaur list above is
difficult and painful for the club
owner. Nonetheless, if you ex-
amine the list and carefully study
alternative plans, you can do it.
For example, one of the very
toughest bad dinosaur habits to
break is the “selling of contract
paper” for cash and the selling of
multiple years at discount for cash
up front. Everytime a club owner
in this drill on a regular basis con-
templates change, the same ques-
tion emerges..... and it is a tough
question indeed...... where do [ get
the cash to continue operations
when | switch to monthly dues?
And, unfortunately, in some cases,
there is no answer. Except maybe
either inheritance or borrowing of
cash to bridge the “cash gap” cre-
ated when selling paper and/or
“cash deals” is reduced or elimi-
nated. But, I can tell you one
thing...... prolonged continuation
of both the “selling of paper” and
of “cash deals” which are deeply
discounted with low future renew-
als are sure formulas for
dinosaurism!

The Consumer Reports

article continued to describe some
of the “bad apples” that are still
in the health club industry and
what has been done by various
governmental agencies to stop
them.

Last, the article included
a section entitled: “OTHER OP-
TIONS” and | quote: “The U.S.
has more than 2000 YMCAs and
YWCAs; about 250 YMHAs,
YWHASs and Jewish Community
Centers; and countless spas, uni-
versity gyms, and workout rooms
in apartment buildings. Some are
a good, affordable alternative to
commercial health clubs.”

Interestingly, this re-
porter ended her article with a list-
ing of “other options™ to commer-
cial health clubs. Unfortunately,
this is the exact same way the At-
lanta TV special report entitled:
“Health Club Hard Sell” was
wrapped up...... with the reporter

W Advanced
1 Management
Trainin
Wiardreh

standing inside an upscale Atlanta
area YMCA touting their facili-
ties, equipment and services and
explaining that the YMCA pro-
vides “monthly dues” member-
ship plans which dramatically
contrast the membership plans of
many of the Atlanta area health
clubs.

Next month, we will re-
port in detail on the WSB-TV
Report entitled: “HEALTH
CLUB HARD SELL.”

(Norm Cates, Jr. is the
Publisher and Editor of The
CLUB INSIDER News. Catesisa
20+ year veteran of the club in-
dustry and was a co-founder and
the first President of (IHRSA) The
International Health, Racquet
and Sports Club Association.
Cates can be reached at (800)
700-2120 or Fax: (770) 933-
9698.)

S

On

| The Only Club Management Training Program of its
kind for Club Owners, Managers & Department Heads

Smce 1981 hundreds of club managers and owaers have graduated from this
program. It is designed to give you a management system that all other resources
t

and fitinto—a

scenic, historic Helena, )

late, if you will. This workshop should

prove to be exciting. The worknh.npw:ll be held at the CMS World headquarters in
the i :

ized training techniques and exjpermu:e

learning you will

also get a chance to discover what many people call “the last best place on earth™. 1f
you have never been to Montana then you're in for a treat!

THE WORKSHOP FORMAT + This 4 day intensive workshop is designed to
develop advanced and sophisticated management skills through a series of special-

3. The wurkah9p is a NO-NONSENSE,

straight out learning and d

CURRICULUM HIGHLIGHTS * featuring the TRI

1. The CORE Systam of (lob Management

course in P

B Expense managemant
9, Tniernal chob i

1 Club M

AD SYSTEN

2 Cheb salesmanship training

1. Time managesseet for clob managers

4. Setting up the internal sales department
5 Membership marieting

6, Membership retestics strategy

7. Conversions & self ssssament

11. Decision making

10 Soccesafial chub programmsng

12 Sealf dndapnnr.uhmqm
13. Streamlining cperations
14 Indivsfual clob coanseling

15, Rescurce develspment
changes

19, Socress with food & beverags cperations
0. Compare your fimancial statemants to

CMS Advanced Management
Training Workshop Level I
@ $495%/person:
OJuly 14-17th, 1996
MNovember 10-13th,1996

SEATING IS LIMITED...
MAKE YOUR PLANS!!!

406-449-5559

FAX 406-449-0110
Call or Fax for Your Registration
Package & Applzcatmn Now

YOUR FACILITATOR
Mike Chaet, Ph.D.
* An industry legend & president
of Club Marketing and Manage-
ment Services, Mike is one of the
leading dub marketers in the US. Heis a contribut-
ing author to numerous fitness journals, and is the
guest lecturer for such organizations as THRSA,
Club Industry and BodyLife. Mike has been in the
club business since 1965, during which time he has
been involved in every level of the club operations,
including a prestigious stay at the Los Angeles
Athletic Club. Along the way he has owned and
operated his own clubs. ﬁaamultant.hﬁkzm
been involved in the devel of
over 1500 different clubs wurldmde He is quite
simply the supreme educator who will transform
your approach to club marketing and management.

* You will also have the opportunity to learn from
other industry leaders and guest faculty.

stry - arvice Award
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Star Trac Discontinues Skywalker Representation

Tnstin, California - Jim
McPartland, Chief Operating Of-
ficer of Star Trac by Unisen, a
world-wide manufacturer and dis-
tributor of cardiovascular exercise
equipment, announced that, effec-
tive January 1, 1996,the company
will no longer be representing the
Reebok Skywalker line of aerobic
trainers, manufactured by Sports
Specific of America, a Dallas-based

company.
“It was an amicable part-
ing of the ways,” said McPartland,
“We believe in the viability of the
Skywalker product and in its po-
tential in the market. It’s just that
we found that distributing this
product did not fit into Star Trac’s
overall business strategy for 1996
and beyond. We successfully ex-
panded our own product line in
1995 and will continue the growth

of our own product line in the fu-
ture. That is where we will focus
our resources.”

Star Trac and Sports Spe-
cific of America will continue to
work together to ensure that cus-
tomers who purchased the
Skywalker product through Star
Trac enjoy the same level of ser-
vice they have come to expect
from Star Trac. “Our customers
are foremost in our mind, and

we’ll be there to represent them
through this transition,” said
McPartland. “We are working
closely with SSA to fulfill orders
for the Skywalker product, and
keep the changeover as transpar-
ent as possible to our customers.”

Star Trac is a leading
manufacturer of health club tread-
mills world-wide and recently ex-
perienced a surge in sales gen-
erated by its introduction in Oc-

tober, 1995, of the new 4000 se-
ries of treadmills, stairclimbers,
upright and recumbent bikes, all of
which feature its patented contact
heart rate monitoring system.

For information on Star
Trac products, call: 1-800-228-
6635. World headquarters for Star
Trac by Unisen, Inc. is; 14352
Chambers Road, Tustin, Ca, 92860,
Telephone 714-669-1660 or fax:
714-838-6286.

...Midgley

continued from page 10

STEP #1- Prospect enters
the club on appointment or as a
“walk-in". He/she should always
receive a warm, friendly and sin-
cere greeting and welcome to the
club. The professionalism and
dedication of your reception staff
to providing everyone who enters
the club with the same warm,
friendly and sincere greeting is cru-
cial to the club at all times. You
should always convey this same
feeling when you meet the pros-
pect.

STEP #2- QUESTION -
Begin the relationship with the
prospect by asking him what he is

STEP #3 - LISTEN
CAREFULLY - Listen very care-
fully to what the person tells you.

STEP #4 - DETER-
MINE INTERESTS - As you be-
gin the tour, the salesperson and
the prospect determine together
if the club can offer what the pros-
pect is looking for. If yes, explain
the service(s). If no, explain why
and offer alternatives. ( Remem-
ber during the tour only cover his
area of interest; i.e. if they are not
interested in aerobics, don’t goto
the aerobics room).

STEP #5 - DISCUSS
ADVANTAGES OF MEMBER-
SHIP - The salesperson and the
prospect discuss the advantages
and disadvantages (if any) of a
membership.

STEP #6 -

I PLEASE maiL, pHONE OR FAX YOUR GRDER:
FAUST MANAGEMENT CORPORATION
10085 Carrorr. CANYON Roap, Surre 210

ASK THE

review the cost,

STEP #7 - IF YES,
cover the cost with sensitivity.

STEP#8 - CLOSE THE
SALE - If the cost works and
needs are met the prospect will
Join. If the cost does not work and
needs are not met the prospect
will not join today. A sincere
thank you and your business card
will allow them to leave with a
good impression.

This is a very easy and
pleasant sales process for some-
one to experience. Now, under-
standably, many of you are dwell-
ingon, “what if they didn’t join?"
Let's look at that. A prospect
comes in, goes through all the ap-
propriate steps, decides member-
shi

thank you from the salesperson
before they leave, they know,
due to all the attempts to close
the sale - the primary goal was
their money and they will then
tell their friends! On the other
hand, if someone decides not to
join after being asked by the
salesperson and then immedi-
ately receives a sincere show of
appreciation for coming in and
your business card, they will
leave knowing your primary goal
was helping them get what they
want and they will tell their
friends. The chances are also in
your favor that they will be back,
especially, if they compare you
1o another club salesperson that
treats them like a dollar sign.
People will always end up where

O
P P, ! A

WHICH REPUTATION
WOULD YOU RATHER YOUR
CLUB HAVE?

(Editor’s Note : Ben
Midgley is the Fitness Director and
Corporate Sales Director at the
Saco Sport and Fitness Club, in
Saco, Maine. Last month, Ben was
awarded the IHRSA Salesperson of
the Year Trophy for his efforts dur-
ing the last year which included
personally selling over 900 mem-
berships. This is the first article in
aseries intended to help retrain the
club industry on the value of hon-
esty, eare and concern for the
people who patronize your. busi-
ness. Ben may be contacted at:
(207) 284-5953 and welcomes any-

(O Check.

San Dieco, CA 92131
(619) 536-7970 +» (619) 536-7976 (Fax)
Name
Company,
Street Address,

City/State/Zip

0= @ o

MANAGEMENT HAPPENS WiTH GERRY FAUST...DON'T MISS ouT!

"MANAGING TO PRIME" by Gerry Faust. (Audio tape series with workbook) _
This six-tape audio casselte series provides an in-depth discussion of management roles, managerial styles, org_a.nimlt.iona_l life cycles, and the process of crcaung‘

organizational changes. Done with the same style, humor, and enthusiasm of Dr. Faust's speeches on Thpsc topics, Ehas series ]_Jrov_tdcs the depth that many n!_' lhc‘ahorl.cr
speeches cannot. Accompanied by a detailed workbook with concept notes, provoking questions, exercises and guides that will give you an even greater insight into I

your people, your business and yourself.

"MAKING MANAGEMENT HAPPEN" by Gerry Faust. (Video cassette tape with workbook) o
Organizations go through predictable patterns of growth and development. As they grow, the culture of the organization changes and the organization faces new and
different challenges, In this video cassette tape presentation, Dr. Faust discusses the four critical roles that management has to develop and keep in balance 1o ensure

| steady life cycle progress, and how (o take charge of your organization's drive to PRIME.
"Executive INsiGHT® NEwSLETTER" YES!1 wint to receive a FREE one-year subscription to this new quarterly publication.

YES! PLEASE RUSH ME THE FOLLOWING:

"MANAGING TO PRIME"
"MAKING MANAGEMENT HappEn!"
(Please indicate number of sets ordered. CA residents please add sales tax.)

Amount.

O

$89.95
$79.95

Shipping & Handling

charges:
Add $5.00 per set I

Daytime Phone




Lower Energy Cost

No One Even Comes Close!
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. Brilliant
~ Energy
s Saving

Technology

400 & 1000 Watt Indirect Fixtures
Easily Installed

> Gyms [> Manufacturing
-Indoor Tennis [ Warchouse
[> Air Structures  [> Retail

Financing & Leasing available.

BEST

LIGHTS, INC.
Brilliant Energy Saving Technology ™

: : \ - " AW
Call for a free brochure . .. 1-800-545-2928 * Fax: 810-589-0134

YT —— T

Waknewlhnswould be a world class Tac & fighting 1 Ve SUfpaceer ol our experts ME
We now exceed USTA tournament standards, with only 14 it 000 Watt BEST Lights™ per court, averagmg 160 lootcandres -
Steve Krum, President, Greenwood Athletic Club, Englewood, Colorado.

“We doubled our light levels with 4,000 Watts less per court.” —
Will Cleveland, Gen. Manager, Wildwood Racquet Club, Ft. Wayne, Indiana,

For Insulated Ceilings . . . Call Our Other Company

COMMERCIAL Call for a free brochure . . .

BUILDING & 1-800-423-0453

“The reason we chose BEST Lights™ ? Because it is the latest in
technology.” — Todd Pulis, President, The Thoreau Club of Concord,
Concord, Massachusetls.

RETROFIT, INc.
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..Delmonteque

continued from page 19

have goals and dreams, you've got
to have a burning desire, a mental
image of who you want to be and
what you want to do. Then you have
to have faith, enthusiasm, hope, a
blazing determination - and you
have to persist until you succeed.
Mental attitude is everything. Your
brain is kind of an apothecary: if
you're positive and smiling and
laughing, you release these positive
juices, endorphines and other
chemicals with healing properties.

So if you want to look good and
feel good and live life to the full-
est, | think you can do so by tap-
ping the power of the mind.

You know, there are
50,000 people in American over
100 years old. Ithink that number
will double in the next 10 years
because people are becoming more
positive and health-conscious.

On Stress and
Setbacks...

Getting under the gun,
getting stressed out is the worst

JANUARY ISSUE

thing you can do. You can’t have
this negativity. Life’s a game: You
either win or you lose. But you
can’t win all the time. I've never
been stressed out a day in my life.
I've gone broke twice - really gone
broke, where I lost millions of
dollars. 1'd lose it on a Tuesday,
and the next Monday I"m back out
there making it back, just as if
nothing had happened.

You can’t get anywhere
or be anybody unless you’ve been
knocked down once or twice.
Going through a divorce, losing
loved ones, being defeated in

whatever you're attempting -
there are lots of traumas. But
you have to pick yourself up
and keep trying. Enjoy life,
laugh and be happy.

On Staying Young...

You know, I don’t

think of myself as 75. 1 think
I'm a teenager - I really do.
Sometimes I dress up in my
tecnage attire, the oversize shirt
and tight pants just like what
my grandkids wear. And my
grandkids don't call me

Granddad, they call me Bob.

It’s incredible what the
mind can do. What ever the mind
can conceive, the body can achieve.
I believe you can do whatever you
want to do in life, be whatever you
want to be, and go wherever you want
to go if you want it bad enough.

(Reprinted from MoreLife
Magazine, A Cigna HealthCare pub.
To order Bob Delmonteque's book
Lifelong Fitness: How To Look Great
At Any Age, send a check for $19.95
(includes shipping and personal au-
tograph) to: Lifelong Fitness, 23916
Deville Way, Malibu, CA 90265.)

..kd Gaut

continued from page 6

cility about personal training with
profiles of your personal training
staff.

Also consider having
your personal training staff offer
an occasional free group seminar

on some aspect of fitness train-
ing. This is a great way for
your members to meet your

TR T

Easy To Install
Inexpensive

® 8 8 @

and Headphones

e FCC Approved

MOTIVATE YOUR MEMBERS

with

CLUB FM

Works With Any TV Or VCR Audio Output

Use With Any “Walkman” Type FM Receiver

Excellent Sound Quality

Broadcast Any TV Channel In FM Sound

By simply tuning an ordinary “/FM Walkman’’ to the designated radio channels
you broadcast, members can exercise to MTV, VH-1, News, Soap Operas, or
any VCR. Workouts become more enjoyable.

» Better Utilize Your Existing TV System
* Promote Club Functions

¢ Increase Club Profits:
s Walkman Rentals
e 1 Yr Warranty

Join the increasing number of Health Clubs presently using
our FM Broadcast System. . .and give your members a choice.

Call (800) 326-2269

Or Write:
A.P. Acoustics, Inc.

65 Main Street

High Bridge

, NJ 08829

30 Day Money Back Guarantee

—— i

et

training staff and to consider the op-
tion of one-on-one training. Sport
& Health, for example, offers free
fitness clinics in its clubs. Ms. Ray
explains that these clinics are tar-
geted at specific audiences who
might be most receptive to personal
training, such as seniors, and serve
as an opportunity for the clubs to
introduce members to the concept
of personal training.

Automate Personal
Training

Running a successful
personal training program in your
facility requires sc mem-
ber training sessions, rescheduling
member training sessions, billing

payments, scheduling trainers and
keeping track of traineci e.
There is-nowstftware available to
automate these tasks. Take advan-
tage of it. Not only will it save you
and your staff time and effort. It
will enable you to manage your per-
sonal training program better by
giving you the information you
need to make smart decisions.

Treat Personal Training
As A Business

Fina]ly. treat your per-
sonal training program as a business
unto itself. It should and can be
profitable. The days of throwing a
few college students out onto the
floor, giving them shirts which say
"personal trainer,” paying them as
little as possible and hoping for the
best, are over. Members expect and
deserve experienced, well-trained
personal trainers. How you hire and
manage your trainers can mean the
difference between a personal train-
ing program which is a cash cow
and one that is a money pit.

(Ed Gaut is a Vice Presi-
dent of Willow Creek Publications
and a nationally known personal
trainer and fitness author. Next
Month: Certifiably Fit.Willow Creek
Publications produces and sells The
Personal Trainer and Fitness Class
Schedul, for wind I on
the next page.)
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TWO EASY WAYS TO MANAGE
YOUR FITNESS INSTRUCTORS

Personal Trainer Business Manager for Windows™ is the first and Fitness Class Scheduler for Windr:l}‘.s"“ simplifies the task of
only software specifically designed for managing personal trainers scheduling fitness classes and keeping track of fitness instructors.
in a gym or health club. It is an appointment book, client database, With Fitness Class Scheduler for Windows™, you will be able to
trainer database, and accounting package all in one. create better class schedules with less time and effort.
& Keep track of training sessions @ Schedule and reschedule
classes simply by arranging
4 Maintain separate schedules classes on the screen

for each trainer "L
€ Maintain separate schedules
& Print trainer schedules for a for each room and location
day, week, or month

& Keep track of instructor
4 Quickly find a training session names, addresses, and
telephone numbers

@ Record the days and times S
each instructor is available Srg; ,‘_&‘ »:.:.- (e
ChaS8s
L&

o ".-Am.' Ally updic i L

- balances to reflect 'mmg
\ sessions

& Automatically display lists of
available instructors

“~# Record trainer income and

4 nses # Quickly find an available
] substitute instructor
@ Keep track of chient names,
addresses, and telephofie———___ S 2 _ i — ) e (1 1 4 Print complete class schedules
numbers ¥ Generate invoices and receipts e A e M B o] for students and individual
. for training sessions — schedules for each instructor
€ Record client payments e ’ O e W G | [ ]
P o @ Create mailing lists of clients R — Gaws]| @ Easily customize a schedule’s
aintain client training logs, : i appearance to suit your needs
and print progress graphs ¥ Print monthly, quarterly, and Frrm— i ;i i
] ‘ : yearly reports of income and o | e @ Create reports of hours and
@ Record client medical history expenses generated by each | Hormg | et e el classes taught by each
and fitness assessment trainer e instructor
Item# 3003 Personal Trainer Business Manager for Windows $249.95 Item# 4004 Fitness Class Scheduler for Windows $149.95

(Be sure to specify the Club Edition when ordering)

hutes! ! System Requirements: An IBM?
5 minu

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.

Installs in less than

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 ’;beml
30 days. We are sure that you will like it. If not, however, simply return the product to us, o 2——C ,\
and we will glady provide you with a complete refund. r’-S’Q \\q;'\_\
/ vy A |
To order, send check or money order (o [ [ U "C;J(;"é““’““'
SHIPPING Willow Creek Publications, P.O. Box 86032-A31, Gaithersburg, MD 20886 [ Sli-Ey

Money-back

\w

1 s 2rs add 5% sales tax
Shipping is free and all Maryland customers

i St FOR FASTEST DELIVERY

CALL 1-800-823-3488 EXT 131

We are available 24 hours a day, 7 days a week. So call anytime.
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- THE BODY PUMP®

A Whole New Exercise Experience

Weight assisted whole body
stepping and squatting.

A

Variable position, upper, lower

Safe, bigh rep squalts.

The seat
Jrrovides smoorh,
,I;M!fr -'5'!#4_}'.-”.‘11

The commercial model

A40™ js the club industry's
first integrated whole-body
aerabic conditioning system.
Your newest weapon in the
battle for market share.

The A40™ lowers user stress
by combining a natural,
biomechanically ideal body
position with maximum ROM
and precise control of
gravitational load. Result:
unprecedented flexibility and
acceplance.

Intuitively user-friendly, the
A40™ offers intensity levels to

suit all of your
Incredibly smooth, quiet and
durable, the A40™ takes up .

little space, needs no regular

external power source to operate. /
1’s priced less than you mM
think . . .and gives mem
more than they expect! What
else is there”

WHAT’S NEW AT YOUR CLUB?

People want to know. Today, people have more options than ever.
And they are spending like crazy to try revolutionary new
exercise machines! People want something different,
better than before, not just new bells and whistles.

New hopes, new motivation, if you will. That’s the way people are.

So, what's REALLY new at your club?

“Inventing the Future of Fitness”

fitness & medical group, inc.

1-800-474-PUMP

AEREX, Santa Clara, Ca 95051, Tel: (408) 245-9550. Fax: (408) 245-9551
©1995 AFM. All rights reserved. US PAT. #5201694 and patents pending
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By Peter Zapel

Thc BODY PUMP
never fails to attract attention.
Whether in a club or at a physical
therapy conference, everybody
wanls to try it out. Not surprising,
since it’s so different. These days,
when it comes to health and fitness,
people seem to be on an endless
quest to try new things.

One of the most satisfying
aspects of my job at Acrex is teach-
ing people about the BODY PUMP.
It's an eye opener for people. Club
operators, physical therapists, train-
ers, everybody is interested who is
aware of the dramatic changes tak-
ing place in the market: 75% growth
in the 50+ market and 1% growth in

the under-50 segment is projected
over the next 30 years. With two
years of testing, a clinical study
and use in clubs, physical therapy
clinics, retirement communities
and a pro football team, the
BODY PUMP signals an oppor-
tunity for the club industry. The
purpose of this article is to answer
questions, give the scientific back-
ground and shed some light on
how clubs can use the BODY
PUMP profitably by offering
people some new and exciting.......
more than just the expected equip-
ment.

LOW STRESS
WHOLE BODY
AEROBICS

The BODY PUMP
provides whole-body aerobic ex-

Turn deling

your facility.

GOLLEGTION ‘

CASH TODAY!

The AAC Collection System is designed
specifically for the Health Club and
Martial Arts industry. Using a combina-
tion of gentle but firm customer letters,
sophisticated telephone collection tech-
niques and national credit reporting
agency assistance, we are able to col-
lect significant bad debt percentages
without creating a negative image for

LOWEST FEES IN THE INDUSTRY.

Affiliated Acceptance Corporation
BOX 419331 + KCMO 64141

Best in the business, and we can prove it!

Call Gary Piper or Jerry Lee
1-800-233-8483

nts into

ercise and strength training in un-
equaled range of motion and un-
der reduced gravitational load.
This lowers stress. The user ad-
justs the machine to support any-
where from 5 to 250 pounds of
body weight, reducing load on
joints and tissues (especially valu-
able for back, knee or foot prob-
lems). For example, a 200-pound
person can exercise as if he were
only 150 pounds by adjusting the
equipment to support 50 pounds,
and so on. Under this reduced
body weight, the user can perform
a variety of exercises including
squats, stepping, leg lifts, pull ups,
lat pulls and more, all without
stopping to readjust the machine.

The BODY PUMP uses
a patented weight support system
which eliminates weight stack in-
ertia and allows a constant fluid
motion simulating the buoyancy
of swimming. Its gentle feeling
is what people respond to. Be-
cause the torso is in constant mo-
tion, arms and legs are unre-
stricted and can be moved in a
variety of positions during exer-
cis¢. The cardiovascular system
and all major upper, lower and

groups are.con-

on the base, back flat against the
backrest and hands holding the
grips, the user is ready to begin.
There is virtually no learning
curve as the basic squat-pull mo-
tion is instinctive and requires no
coordination. The user can re-
adjust the intensity by dialing in
any level from 1 through 10 on the
scale. The weight support settings
are non-incremented for precise
control and maximum flexibility.

AN EFFECTIVE
SALES TOOL

Thc BODY PUMP’S
biggest virtue for clubs is as a
sales tool. Since the advantages
can be immediately experienced
by the prospect, the salesperson is
demonstrating tangible benefits
helping people visualize meeting
their fitness goals. This is impor-
tant at a time when most people
are well acquainted with conven-
tional exercise machines. One of
the top selling new exercise ma-
chines in history is completely dif-
ferent from standard fitness club
aerobic machines. People respond
to new options and expect to be
impressed. And giving sales

models to address changing needs.

(Peter Zapel is the Presi-
dent of Aerex Corporation, a Cali-
fornia-based research and develop-
ment corporation and manufacturer
of The BODY PUMP. The BODY
PUMP 'will be displayed at John
Rude and Associates' MIND-
BODY-SPIRIT Seminar at Joe
Cirulli's new Gainesville (Florida)
Health and Fitness Center on March
8 - 10th, 1996, and at the IHRSA
Trade Show in San Diego, Califor-
nia on March 21 - 23, 1996.)
TEERAEEREEE RN NN N 00 J

SCIENTIFIC
CONCEPTS
UNDERLYING THE
BODY PUMP:

«FUNCTIONAL-UNLOADING -
The incremental reduction of gravi-
tational load on the body during
exercise. This results in lower over-
all physical and psychological
stress.

*CONTROLLED-BUOYANCY -
The smooth, non-impact motion
possible with the BODY PUMP’S
biomechanically correct weight sup-
port system. This allows fluid, high
repetition training without weight

ditioned almullancouslv

FILLS MANY
NEEDS

By integrating con-
trolled weight support and wide
range of motion with a functional
vertical body position, the BODY
PUMP fills needs for average
people and those with a variety of
limitations interfering with physi-
cal activity. The more weight sup-
ported, the easier the exercise. By
supporting only a small fraction
of weight, a very high intensity
workout, challenging even the
strongest person is possible. The
technique of “unloading” patients
during rehab (supporting a high
percentage of body weight) has
been used by physical therapists
for years to speed up recovery.
The BODY PUMP incorporates
this method into a machine most
anyone can use without assis-
tance.

The user first sets the
seat height. Then, to adjust exer-
cise intensity (the amount of
weight supported), the user dials
in the recommendation from the
chart. Handgrips are indepen-
dently height-adjustable. The
computer is set to count repeti-
tions, time exercised, etc. o as-
sist in tracking progress and main-
taining consistency. With feet flat

people new sales tools cnhances
their performance.

In the future more and
more people will be seeking lower
stress exercise alternatives. For
instance, orthopedic problems in-
terfering with physical fitness are
a growing concern. Low back,
knee and foot problems are most
common. Reported in the Jour-
nal of Physiological and Manipu-
lative Therapeutics, 60% to 80%
of adults age 35 to 65 experience
chronic or episodic lower back
pain. According to the New En-
gland Journal of Medicine (Vol.
318, No.5), low back pain costs
at least $16 billion each year and
disables 5.4 million Americans.

Exercise physiologists
believe that supportive gravity re-
duction, or buoyancy, is one of the
most effective tools used for re-
ducing orthopedic stress and
eliminating weight impact during
exercise. This is why swimming
is so often recommended. Re-
cently, after using the machine at
a club, someone said, “It’s like
swimming in air!” I said, “What
a great advertising slogan!”

How your club inte-
grates the BODY PUMP with ef-
fective programs and new adver-
tising strategies is limited only by
your imagination. As our society
ages, successful club operators
will be developing new business

stack ineria.

*WIDE RANGE-OF-MOTION -
The ability to engage a wide vari-
ety of muscle groups with a single
equipment modality. This allows
the user to change position without
stopping to readjust the machine.
+CLOSED-KINETIC-CHAIN -
Today’s most widely used principle
in physical therapy because of its
proven rehabilitative effectiveness
which integrates treatment of spe-
cific injuries or orthopedic condi-
tions with overall musculoskeletal
function.
*EXERTION-BIAS-CONTROL -
The ability to precisely control and
bias exertion from one part of the
body to another during the whole-
body exercise, thus compensating
for deconditioned, weak or painful
orthopedic conditions. This allows
patients undergoing rehab to effec-
tively control pain.
*FUNCTIONAL-STABILITY -
The ability of the user to maintain a
safe and stable position for a pro-
longed time. The BODY PUMP
assures safety and stability by re-
quiring no coordination or special
skill.

*EFFORT-DISPERSION - The
spreading out of sustained muscu-
lar effort over a large and varied
number of muscle groups. Swim-
ming is a good example.

—
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IT STILL TAKES A BEATING
WITHOUT DISHING ONE OUT.

Don't let our great, new look
fool you. Our new generation of
treadmills is every bit Life Fitness,
through and through.

So you get the kind of tank-like
durability we've become famous
for. And your members get our
patented FlexDeck Shock
Absorption System, with lifetime
guaranteed Lifesprings that actually
reduce shock 30% better than
ordinary treadmills.

Which does wonders for cush-
ioning their knees, backs and joints.
And also does wonders for keeping
members happy.

Because they have a rather

their favorite brand of treadmill e /,/
With their feet. . et

To find out more about how
you can own the #1 treadmill in
fitness facilities worldwide, call 800-
634-8637, Dept. A0

 Park,IL 60131

fe Fitness, Lifesprings and FlexDeck



