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Rich Boggs and Ray Irwin...
The STEP Boys Leading The Way!

By Norm Cates, Jr.

You may have been in
the industry for years or you may be
new. One thing is for sure. There are
just a few true pioneers in our in-
dustry and this story is about two of

the: The STEP Boys - Rich Boggs
and Ray Irwin,

In the long run, making
a profit in the club business is the
main challenge. Without operat-
ing a strong-profitable business
you will not survive the long haul.
You can’t pay yourself or your
staff well enough. You can't rein-

vest enough in ongoing club
maintenance or new programs or
equipment. You can’t compete
with those who are on the lead-
ing edge.

This story is about how
you can increase your profits
from two guys who have been
there. Take the time to read and

really study the opportunities
here so that you do not miss the
best chance to come along in
years to take your club(s) to the
next level. Do the homework nec-
essary now to learn how to in-
crease your revenues signifi-
cantly while keeping your costs
under control at the same time.

Properly managed group
exercise programs will be as im-
portant as your sales team or your
personal training program. This
story is not about group fitness
classes, but about a proven “sys-
tem” that will produce a phenom-
enal response from your members

(See Bog_gs and Irwin pag_ﬁ)

E-Zone Announces Strategic
Alliance With Cardio Theater

4,000+ Clubs To Benefit From Synergy Of Entertainment and Education

Napu, CA.- On Febru-
ary 1, 2000, E-Zone Networks, Inc.
announced that it had formed a stra-
tegic sales and marketing alliance
with CardioTheater Holdings, Inc.
The companies will work together
to bring the widest variety of exer-
cise, education and entertainment to
the health club industry.

E-Zone is the leading inter-

active network of choice for ac-
tive lifestyle consumers, provid-
ing compelling education and en-
tertainment products and services
to health clubs and their mem-
bers. CardioTheater is the pioneer
in audiovisual entertainment sys-
tems in health club cardiovascu-
lar training areas. This alliance
gives E-Zone an immediate op-
portunity to expand its product

offerings to customers through
CardioTheater’s installed base of
more than 4,000 clubs in North
America and abroad.

Tony de Leede, Cardio
Theater's Chief Executive Of-
ficer, comments,“CardioTheater
introduced the entertainment ex-
perience to the health club indus-
try and was instrumental in
changing the attitudes of how

people exercise. Our new alliance
with E-Zone brings together the
two exercise entertainment lead-
ers, both with tremendous indi-
vidual strengths, to create a dy-
namic team that will help drive
the future growth of the fitness
industry. Because, increasing
membership is not about build-
ing better clubs or buying fancier
equipment. It’s about presenting

the “sizzle,” the WOW factor, in
words, the ultimate entertainment
offerings that will, together, attract
more members and then keep them
well satisfied with their club expe-
rience. We are excited to combine
our products with the education
and entertainment available on the
E-Zone Network., which will add
yet another dimension to the exer-

(See E-Zone Alliance page 8)

Netpulse and BroadcastVision

Announce Alliance

Companies Collaborate To Create A Large
roadband Internet Wireless
Media Network Reaching Millions
Of Active Lifestyle Consumers.
] :U' .__}TL . il .ﬁ:: =

III Francisco, CA.-
Netpulse Communications, Inc.
announced on February 7, 2000
a strategic alliance with

. BroadcastVision to deliver a large

interactive entertainment and in-
formation network to active con-

sumers around the world.

This venture brings to-
gether two market and technol-
ogy innovators: Netpulse, the
award-winning leader in broad-
band Internet and interactive me-
dia entertainment and
BroadcastVision, creator of state-

of-the-art wireless entertainment
services. Now, health and fitness
facilities have a fully integrated in-
formation, education and entertain-
ment platform.
Fitness-minded consum-
ers will benefit from the rich mul-
(See Netpulse page 12)

24-Hour Fitness Busted In Oregon

By Norm Cates, Jr.

Sslem, Oregon.- The

history of 24 Hour Fitness dates
back to when it was a relatively
small 30 something club chain
based in the San Francisco Bay
area. It was called 24 Hour Nau-

tilus and Mark Mastrov, the cur-
rent CEO of 24 Hour Fitness had
grown the company from four
locations before he joined forces
with the legendary Ray Wilson
and a company called McCown
and DeLeeuw to create Fitness
Holdings, Inc., d/b/a 24 Hour Fit-
ness.

Although the pre-Fit-

ness Holdings, Inc. - 24 Hour Nau-
tilus was a member of IHRSA (The
International Health, Racquet and
Sportsclub Association), many of
the Bay area’s upscale club opera-
tors took a dim view of that fact.
The beef that those generally up-
scale club owners had was that 24
Hour Nautilus discounted member-

(See 24-Hour Fitness page 8)
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that will mean both increased rev-
enue and profits for your club.

RaEEd -
Industry Evolution

When Arthur Jones
introduced Nautilus to the world
in the early 1970s, the health club
business changed fast and forever.
Then, Augie Nieto and Ray Wil-
son brought the LifeCycle to mar-
ket and again, the health club land-
scape evolved rapidly. The intro-
duction of Nautilus and LifeCycle
spawned fast development of
many new product lines of
selectorized weight equipment
and cardiovascular exercise ma-
chines. Go to the IHRSA Trade
Show in San Francisco, March 23-
25th and see over 400 different
exhibitors, all of whom were pre-
ceded by Nautilus and LifeCycle!
The explosion in health club
growth around the world can be
traced directly in time to the in-
troduction of Nautilus and
LifeCycle. And, that explosion is
still going on today, with the total
number of U.S. commercial health
clubs now exceeding 15,300 and
growing everyday.

A STEP In Time!

A third benchmark
event happened a few years later.
In 1989, at a time when acrobic
classes had become ‘old-news’
and aerobic class attendance ev-
erywhere was sagging, Rich
Boggs and Ray Irwin brought The
STEP to the fitness industry.
Boggs and Irwin were club own-
ers and operators of 13 years by
that time. They invented and
brought to market a product, that
to this day, stands with Nautilus
and the LifeCycle, as one of the

three all-time greats. Since then,
The STEP has provided over
18,000 U.S. facilities and thou-
sands more clubs worldwide with

FEBRUARY ISSUE

Before we tell The
STEP Boys story, let me share
the comments of some of the
happy members who are partici-

a very much needed boost in group  pating in the first program of the
exercise attendance. “system”, BodyPUMP. These
Now, Boggsand Irwinare  comments are recently received
bringing Body Training Systemsto  and are just samples of hundreds
North America in a big way. that I had the chance to review.
BodyPUMP Customer Comments:

“Before I began BodyPUMP, I was developing arthritis in my hips
and tennis elbow in both arms. Because of the pain, I would not
exercise at all. I would lie around the house all day and not move.
When I began BodyPUMP, I was able to see and feel a tremendous
difference right away. BodyPUMP has helped the soreness in my
hips and the constant aching at night has stopped and my elbows
don’t hurt as much either. My energy level is up 100% and 1 feel I
have a life again. I am a mother of 3 young children and now I
have the energy to keep up with them. Thank you BodyPUMP -
you have given me a new lease on life!” Liza G., Florida

(AR AR R R N R N N N NN N R NN N
“After a BodyPUMP class, my body is stronger and my mind is
clearer. BodyPUMP has gotten me in shape faster than anything
else | have ever tried. Because my time s limited, I want the great-
est results in the least amount of time. I chose BodyPUMP to get
leaner, stronger, more flexible, My friends tell me I look great af-
ter just having a baby. But the best compliment I have received
was when my husband of fourteen years told me that I look better
now than [ ever have.”

Stephanie P., Georgia

209090000 RROROORRERRBRRRRERBRBOBRS
“Just wanted to tell you how much I enjoy the BodyPUMP classes
at Cagle’s U.S. Fitness Center in Oklahoma City. This is a great
program for office workers, like myself, to tone, improve our pos-
ture and relieve stress. Thank you for a great program and great
instructors.” Larry J., via e-mail
SsesossscOORORODRORRRAORRRROOBRODBRRBRORRS
“BodyPUMP has gotten me excited about working out again! I'm
seeing results that I haven’t seen during any other activity. The
instructors at the Gwinnett Crunch in Atlanta are the BEST and
they have as much fun as the rest of us in the class. Thanks!”
Cathyrn R.

LA R R R R R R R NN NN
“I have been taking BodyPUMP for three months and the results
are miraculous. I have always done resistance training but noth-
ing has prepared me for the incredible results I got from
BodyPUMP. Now I have gotten my wife into the program and she
is enjoying every minute of it...although she is aching all over.”
LA R R R N N RN N N R NN NN
And, the testimonials go on and on! Later in this article we will
share the comments of some of the leading club owners in the coun-
try that have installed BodyPUMP and are tremendously pleased
with their results.
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Now, here is the terrific
story of The STEP Boys, Rich
Boggs and Ray Irwin.

THEY HAVE BEEN
CLUB GUYS FROM
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THE BEGINNING

This story was fun for
me to write because it involved
a reunion between me and my
friends and former club partners,
Boggs and Irwin. It is really
about the quest for excellence
that you experience everyday as
a club operator.

The STEP Company is
transitioning to the name BODY
TRAINING SYSTEMS and is
utilizing a system developed
from almost 20 years of experi-

Box 681241, Marietta, GA 30068-0021 + (770) 850-8506
FAX (770) 933-9698 Or E-Mail: clubinsidernews@mindspring.com

ence at the Les Mills World of
Fitness in Auckland, New
Zealand. Les Mills International
and The STEP Boys truly under-

stand the needs of club owners
because they have ‘been there and
done that’ very successfully. (See
page 14 - Les Mills World of Fit-
ness).

In 1974,  met Ray Irwin
while we were both sitting outside
a racquetball court at our apart-
ment complex in Atlanta. Ray,
originally from Illinois, had re-
cently graduated from college and
was working as a CPA. At the time
I was selling real estate syndica-
tions. While waiting for our turn
to play racquetball, I asked Ray if
he would be interested in seeing
some of the tracts of land | was
selling, His reply was, “No, I ap-
preciate the offer, but | am saving
my money to build a racquetball
club someday.” My response was,
“A racquetball club? What is
that?”

After the conversation, |
became intrigued with Ray's idea
and goal. Later on we talked more
and decided to form a partnership
for the purpose of developing
what would become the first rac-
quetball club in the South. Our
first attempt to raise capital was
aborted in 1975.

ENTER RICHARD
PAUL BOGGS

Thmugh an introduc-
tion provided by a mutual friend,
Ray Irwin and | met one, Richard
P. Boggs. Boggs was a graduate
of Georgia Tech with an MBA
from the University of North
Carolina. He had been in what he
described at the time, “The Cor-
porate Rat Race” for over 10
years. He left the corporate world
and came to Atlanta from Califor-
nia in 1976 with the goal of re-
moving his necktie forever and
opening a racquetball club.

Irwin and | met Boggs in
early 1976. We quickly learned
that Boggs has a great business
mind. He also is a great talent in
the world of marketing. (And, that
talent is clearly reflected in the
plans and materials being rolled
out by The STEP Company in
conjunction with Les Mills Inter-
national.)

Takm OnA
Wing and'g Prayer’

Oncc Irwin and | got

to know Boggs, we agreed to join
forces, We were convinced that
one day we were going to be able
to put together a racquetball club.
However, the faith that we had in
our minds was clearly from the
‘Power of Positive Thinking” and
was not because of the funds in
our three bank accounts! Boggs
had accumulated some savings
while in the corporate world and
had bought a home in Atlanta, but
he was just like Irwin and me. He
didn’t have the funds necessary
for such a project. It was clear we
were going to need a real stroke
of luck.

Well, luck arrived by way
of a voice that spoke to me in the
night about a vacant building I had
seen previously.

Luck Arrives!

“‘ e obtained an op-

tion to lease 13,500 square-feet of
this vacant building for the club.
Now, all we needed was the
money.

We had been in touch
with a local bank to secure an SBA
backed loan which was a lengthy
process. When we explained our
opportunity to our loan officer, she
recommended a customer, who
was really strong financially, look-
ing for new opportunities and very
aggressive.

We met with him and he
liked our business plan and the lay-
out for the club. We were as-
tounded when he told us he would
be under construction within 48
hours. We started our partnership
on a handshake and off we went!
We were able to meet with the
landlords the next day and had a
signed lease and the keys.

8:30 a.m. No Building
Permit...But One Court
Half Finished!

‘ i hen our new part-

ner told us we would be under con-
struction in less than 48 hours, |
must say that we couldn’t believe
it. On that Friday morning at about
8:30 a.m. | went to the building
and could not believe my eyes
when | saw a crew of about six
men working. They had already
finished about half of one of the
court side walls!

Later that day the land-
lords came by and nearly ‘had-a-
cow’ when they learned that we
had almost completed one court
and we didn’t even have approved
construction drawings or a build-
ing permit!

We got the permit. The
landlord’s recovered from their
shock and we had made a good
deal.

We had a ten-court rac-
quetball club with lockerrooms,
complete with steams, saunas and
whirlpools, a small workout area
with 5 Nautilus machines, and a
lounge area overlooking two full
glass back-walls. We opened for
business on Saturday May 1, 1976,
to a full house from 8:00 a.m. to
8:00 p.m.! In fact, we were 100%
occupied for court time for the en-
tire summer! We had been open for
over 3 months before our SBA
loan came through. In August of
1976 we added 5 more racquet-
ball courts with an indoor track
surrounding them. This expansion
came just in time for a booming
fall season that brought our mem-
bership numbers to over 5,000.

During our4 1/2 years as
partners we built 9 clubs - 4 in At-
lanta, 2 in Knoxville, TN., 1 out-

(See Boggs & Irwin page 6)
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* NORM'S NOTES -

eneral COLIN
POWELL, U.S.A. Retired, will be
the Keynote Speaker for the 19th
Annual IHRSA Convention that is
expected to draw 15,000 attendees.
If you have not already made plans
to head West to San Francisco for
the March 22-25th, it is NOT TOO
LATE. So, call IHRSA at: (800) 228-
4772 for the details. There are two
options for attendance at the Conven-
tion, both of which require [HRSA
Membership. However, the huge-
world-class IHRSA Trade Show is
free if you call IHRSA in advance.
Don’t miss this opportunity to learn
more about the business and to see
the latest innovations and products
in the business. Check out our
Advertiser’s Exhibit listing at the
bottom of this page for their exhibit
numbers. Visit and buy from our
advertisers during and after the
show!

*It troubles me to see 24
Hour Fitness receiving the bad press
in Oregon for repeated violations of
health club membership laws in that
state. (See article on page #3). This
is an example of how a big organi-
zation can get moving so fast that
they lose control of basic-fundamen-
tal business practices, such as obey-
ing the law. My guess is that MARK
MASTROY and the leadership of
24 Hour Fitness will do the right
things to get to the bottom of those
problems and correct them, before
they escalate. | would also predict
that one thing they REALLY don’t
want to do is mess with those folks
up in Oregon. A fine of 1% of gross
annual revenues could add up fast!
But, a shut-down of the 24 Hour fa-
cilities by the Attorney General of
the State, even if it was just tempo-
rary, would be a real problem and
black-eye for 24 Hour Fitness and
the health club industry nationwide.
Hey guys, the industry is on a roll-
don’t set it back!

*Health club growth con-
tinues as the latest number of U.S.
commercial health clubs is now re-
ported to be 15,372!

*CLIVE CALDWELL
has acquired the 3 Toronto area Fit-
ness Institute clubs. Clive has owned
two clubs in Toronto for years and
added one in Montreal.

*WAYNE WEST-
WOOD’S Griffith Park Athletic
Club was bought by the ownersof the
Riverplace Athletic Club in Portland,
Oregon.

*TONY deLEEDE has
opened his 22nd Australian Body
Works club in Atlanta. The new unit
is a 12,000-sq. ft. club located in
booming Gwinnett County. Tony has

5 more planned to open in 2000.
Tony has over 45,000 members now
and does a great job for the com-
munity.

*The Chicago Tribune
published a very interesting article
about the YMCA entitled: "The
Tune Changes: Fund Drive Aims To
Make Chicago Area Y A Key Player
In 21st Century Social Work." Ob-
viously, this was YMCA PR brain-
washing aimed at offsetting the
commercial club’s push to TAX
THE YMCA OF THE USA. Check
out our ongoing editorial and ad
about TAXING THE YMCA of the
USA on pages 20 & 21of this issue.

*Best wishes to RICH
ANDRAE, Regional Director of
Health and Fitness Services for
ClubCorp USA as he recovers
from double bypass heart surgery.

*"HEALTH CLUB EN-
TERTAINMENT WARS” are
heating up! Check out the two new
alliances between E-Zone and
CardioTheater and Netpulse and
Broadcast Vision covered on page
#3. The winners should be the clubs
as these two giants go at it! The goal
of these big companies is “how
many eyes” they can put in front of
their screens for their advertisers, so
that is why both companies are now
providing the hardware to clubs for
free. STAY TUNED as things con-
tinue to develop.

*BILL PEARL, amanin
his 60s that looks and acts like a man
in his late 30s, was in Atlanta for
the Super Show. Here is a fellow
that is without a doubt, one of our
industry’s nicest gentlemen and a
shining example of why our indus-
try is so great. Bill has been a

spokesperson for LifeFitness for
years, but was at the Super Show in
Atlanta promoting his own company,
Bill Pearl Enterprises. | can remem-
ber in 1960 when I first started weight
training for football, Bill Pearl was
our greatest idol. He inspired thou-
sands and thousands of young men
during that era and we thank him. Bill
can be reached at Bill Pearl Enter-
prises, Inc. at (541) 535-3363, Fax #:
(541) 535-5507. Or, you can check
out his Website at:
www.billpearl.com or e-mail:
bili@billpearl.com

*Speaking of the Super
Show, this formerly gargantuan event
attracted as many as 100,000 attend-
ees in the past. But now, the show ap-
pears to be on its last legs as it fin-
ished its final year in Atlanta. The
next Super Show will be moved to
January, 2001, in Las Vegas. And,
based on what I’ve heard, there are
many unhappy campers that won't be
exhibiting there. What's the beef?
Poor attendance for one. Here are the
replies to my question to some ex-
hibitors, “How has the traffic been at
this show?” Answer: “It is poor.” An-
other one. “A little on the light side.
It is down a lot. It was better on the
first two days. But, the prospects
we've reached have been very quali-
fied.” Another, “Dead! That’s D-E-
A-D! Show management was arro-
gant. We asked last year for a 3 day
show and they said *No, it takes four
days to see this show. It doesn’t take
four days. You can see this show in
about 1 1/2 days. Our company, along
with most everyone else in the fitness
section, is not going to Las Vegas next
year!” Maybe the show should have
been left in Atlanta. But, what appears
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to be the real issue is that maybe,
just maybe, there are now just too
darn many trade shows. Certainly
for the club industry, the two most
important and biggest shows are the
IHRSA show in March and the
Club Industry Show in the Fall. I'll
bet there will be fewer and fewer
trade shows as the manufacturers
and suppliers just say “The Hell
With It!” and begin to spend their
money on things that really work,
like advertising in The CLUB IN-
SIDER News every month!

*KAREN WOODARD,
the President and Founder of the
Boulder, Colorado-based Pre-
mium Performance Training,
will present a nationwide 20-stop
club training tour sponsored by
Precor. We will publish the sched-
ule later.

*SANDY COFFMAN
was recently the Keynote Speaker
at the 17th Annual United States
Racquetball Association Leader-
ship Conference held in Colorado
Springs. Her presentation was
about “Going Back To Basics-
Grass Roots Programming.” Sandy
is the most qualified person in the
world to talk about racquetball pro-
gramming as she began her career
in the mid-1970s as the Program
Director for TED TORCVIA and
KEITH NYGREN at their West
Allis Athletic Club outside of Mil-
waukee.

*LEE HILLMAN and
his executive management team,
have led an amazing turn around
of Bally Total Fitness. Bally’s
1999 year end numbers were re-
cently reported and they were im-
pressive. Diluted earnings per share
were $1.56 vs $.51 per share in "98.
Operating income for 1999 was
$93.3 million, an improvement of
77% over "98 and EBITDA grew
45% to $146.2 million. Cash flow
from operations increased $71.1

By the way, the Step Boys, RAY IRWIN is on the left
on our cover and RICH BOGGS is on the right.

FEBRUARY ISSUE

million over '98. In 1996, BTF lost
$2 per share, so the $1.56 per share
represents a major swing.

*The Houstonian Club and

Hotel is being remodeled again to add
more extensive spa facilities and
aquatic areas. Just a few years ago $14
million was spent on major renova-
tions. And, the first Houstonian Golf
Course sold out so they are going to
add a second one. IHRSA Board
Member, HERB LIPSMAN, has
done a great job there!

*CSlI, Club Sports Interna-
tional, one of the premier operators
of large-upscale-multipurpose clubs in
the world, has been put on the auction
block by the Starwood Corporation
and Chilmark Fund. Apparently
there are several organizations on the
list of potential buyers. No more de-
tails at this time. STAY TUNED!

*BAHRAM AKRADI, a
fellow that came to America from Iran
20 years ago when he was only 17
years old, is setting the world on fire
with his LifeTime Fitness organiza-
tion! They build 100,000 square-foot
mega-clubs. They now have 3 in De-
troit, 1 in Indianapolis, 1 in Colum-
bus, Ohio, 10 in Minneapolis/St.Paul,
1 in Virginia. And, they are doing 3 in
Chicago with plans to build up to 10
in Chicago. Akradi is one of the few
in our industry that is successfully do-
ing deals with public recreation au-
thorities, and they are learning how to
work with local parks and rec groups.
Akradi even sent people (o the national
parks and recreation convention to at-
tend the meetings so they could learn
how to work with public recreation
authorities. This guy Akradi is one
sharp dude!

*The Western Athletic
Club group is planning to builda new
mega-club in the San Diego area. The
club is slated to be similar to the world-
class Pacific Athletic Club south of
San Francisco. If that is the case, it
will be one of the top 5 clubs in the
world as that is how | rate the PAC.

IHRSA SAN FRANCISCO
TRADE SHOW EXHIBITS
Visit and buy from our
News Advertisers in San Francisco!
_ BOOTH #
Affiliated Acceptance Corporation #724
Body Pump- The STEP Company #701
Cardio Theater #2119
E-Zone Network #2227
Life Fitness #1301
Sales Makers #2425
Runnin' Cool #1445
Dominion Fitness #935
Tosa Trading Company #2617
Assa/Abloy 3 #625
MedX #935
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side of Nashville, TN.
(Murfreesboro), 1 in Columbus,
GA. and 1 in Birmingham, Ala-
bama.

During the period from
1978 to 1981, we began to attend
NCCA Conventions and our first
IHRSA Convention. There we
learned about court conversions
from Ray Wilson and began the
process of converting our 56 At-
lanta courts to other amenities such
as aerobic studios and work-out
rooms. That process proved to be
the answer as we began to enter
the true health club world.

Partnership Ended

On May 1, 1981, our
partnership came to an end. We
agreed to part company to pursue
different club strategies. We felt
that since luck had gotten us to-
gether, luck should be the way we
should part! We divided the clubs
and joint-ventures into four ap-
proximately equal pieces and each
drew a piece at random.

Fortunately, we had al-
ready begun the court conversion
process in all the clubs creating
aerobic studios and weight areas.
That process was accelerated and
the four clubs saw the courts re-
duced from 56 to around 20!

s and Inm: Start
Gfe. The S mﬂence

Boggs combined his
location with Irwin’s and together
they developed these locations
under the name Sportslife. They
developed an excellent marketing
identity they called “The Science
of Good Health” and their organi-
zation began to grow rapidly. This
was the second time Boggs had
proven his marketing skill. The
first, of course, was when he led
our Courtsouth organization to
over 40,000 members in 4 Atlanta
clubs. Reaching 7 Atlanta area lo-
cations, Sportslife grew to over
45,000 members! But, the
Sportslife members were paying
dues and the Courtsouth folks
paid-as-they-played for court time.
That made the revenues for
Sportslife significantly greater.
The Sportslife success was also en-
hanced by the arrival of Jerry
Alles, who became the Member-
ship Sales Director and eventually
a partner, and Lou Off, who took
over the construction and mainte-
nance operations and also became
a partner. After The Sportslife
clubs were spun off from The
STEP Company, Boggs and Irwin
continued their work with The
STEP Company. Alles and Off
pressed on with Sportslife and
eventually sold the club chain to
Crunch Fitness.

How The STEP
Was Born

There was a Gold’s
Gym about a mile from one of the
Sportslife clubs where an instruc-
tor named Gin Miller was teach-
ing a class called “Bench Blast.”
The participants would step up
and down on a wooden box to
music. The Gold’s Gym subse-
quently closed and Sportslife took
their members who started ask-
ing for Bench Blast.

Not knowing that des-
tiny awaited them, The STEP
Boys invited Gin Miller to come
to Sportslife to teach a Bench
Blast class to several staff mem-
bers including Boggs.

The STEP Boys thought
the class had potential and-imme-
diately began the construction of
benches. They color coded the
benches according to height and
changed the name to Step Aero-
bics which immediately became
the most popular class on the
schedule.

However, all of us who
have used wooden boxes for
classes know what a pain they
were. They were hard to move,
had sharp corners and would tear
the carpet in a heartbeat.

Irwin's two sons, ages 5
and 3, were playing with their
legos the night after his first Step
class. Later that night he awoke
with the stacking concept for the
Step.

The next day Irwin
shared his idea with Boggs.
Boggs recalls, “From the moment
Ray told me about the idea We
spent the next 3 years focused on
the STEP! We left the club opera-
tions to Jerry and Lou while Ray
and [ focused on nothing but the
design, development, manufac-
turing and marketing of The
STEP!”

And, let me tell you
folks, when Rich Boggs says he
FOCUSED on The STEP, that
means a lot, because they have a
terrific ability to spot a target,
make a plan and pursue that plan
to attain significant goals.

STEP Sales
Skyrocket!

The STEP Boys took
their first STEP prototypes to Chi-
cago for the Club Industry Trade
Show in the Fall of 1989. They
sold 5 orders at that show. Boggs
recalls, “ People would come up
to me and say,’l don’t know what
that is, but you guys are going to
make a ton of money.”

Since that beginning, the
STEP sales went through the roof
with annual revenues quickly
reaching $10 million. In 1992,
The STEP Company generated
over $30 million in sales and was
named the IHRSA Associate
Member of the Year. Boggs esti-
mates that they have sold over 5
million STEP units to consumers
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and 18,000 clubs in the U.S.!

The terrific thing about
the Boggs and Irwin marketing
and business combo is that they
have focused on ways to parlay
their talents into products that will
help revitalize clubs and pack
them with happy members and
guests. The programs that they are
bringing from Auckland, New
Zealand to North America, under
the new banner, Body Training
Systems, could very realistically
help increase your club revenues
significantly with minimal costs.
Don’t forget the member testimo-
nials at the beginning of this ar-
ticle, which are the best evidence
of why this could happen.

Bod PUMP and Body
raining Systems
Equal Huge umbers!

Iks' Mills Interational

operates 9 clubs, including their
flagship that is 50,000 square-feet
with 11,000 members paying an
average of $65 per month! 20,000
square-feet (40%) of that facility
is dedicated to group fitness pro-
vided in 3 studios. The largest stu-
dio is 8,000 square feet and holds
up to 300 participants! The facil-
ity offers over 140 group exercise
classes per week.

What Can Succes.s;ful
Group Fitness Do?

+*Offers a unique selling position
*Increases member/guest
participation
*Generates member referrals
*Improves member retention
*Creates a pulse and energy
in club
*Is equal in importance to
any other department in club

The objective of Body
Training Systems is to produce
consistent, highly rated classes for
members every time without fail.
The classes are always simple, fun
and deliver results. The chart on
page 7 shows how the vast major-
ity of members evaluate a group
fitness class. The objective is to
always deliver “++" classes. Any-
thing less leaves a negative im-
pression on members and guests,
Since Body Training Systems
trains instructors and creates the
programs, all Body Training
System’s classes should be a “++"
experience.

An important thing to re-
alize at this juncture is that The
STEP Boys are not trying to ‘re-
invent’ the wheel with the import-
ing of BodyPUMP, BodyAT-
TACK, BodyFLOW, BodySTEP
and rpm from Les Mills in New
Zealand. They are taking the pro-
grams developed by Les Mills In-
ternational in New Zealand to
market in North America with a
new twist. That ‘new-twist’ is the
added value of the terrific market-
ing tools and management sys-
tems that Body Training Systems
provides for clubs. These tools

will help you as
a club owner/op-
erator (o success-
fully launch the
new programs
while simulta-
neously using the
new products for

THE SYSTEM
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ol Ve
*Ongaing Tramng/
Ghwarmdly Workikbopy
( =y
GROUP FITNESS
MAMAGEMENT TRAINING

CHOREOGRAPHY
\/-mmﬂwm Prior 1o Saleasa

T 4

T &
INSTRUCTOR TRAINING

Updated on o Guararly Saais

the group exercise programs of-
fered by Body Training Systems.
(See photo page #7).

The 7 Step
Training Process

The Body Training Sys-
tem involves a 7-Step process
that ensures a “++” experience
for your members and guests ev-
ery class. See chart on the top of

this page.

STEP 1: Group Fitness
Management
A comprehensive training
program for management to
revolutionize the effectiveness
and profitabiity of group fitness
in their clubs. Topics include:
*Recruiting, training and com-
pensating instructors
*Maximizing studio environ-
ment, layout and sound quality
*Organizing and managing an
effective class schedule
*Increasing member retention
and member referrals through in-
ternal and external marketing
*Key measurements and re-
ports for managing group fitness
profitability

STEP 2: Program Research

and Development

*Research current fitness
trends and industry programs

*Pre-choreography model used
for all programs

*Extensive testing in live class
settings in New Zealand before

[ CONSUMER ASSESSMENT |
OF GROUP FITNESS

their worldwide release

STEP 3: Instructor Training

+Initial training - either a 16 or
24 hour format depending upon the
Program, covering physical execu-
tion, instruction, performance, com-
munication and pre-choreography.

*Ongoing training - a complete
systemof quarterly workships,
newsletters, video trainings with
exams and education materials.

STEP 4: Quarterly Program-
ming
*Every program is updated on a
quarterly basis with both music and
choreography that has been tested
and refined in actual classes in New
Zealand

STEP 5: Quality Control

*Pre-choreography for consis-
tency, safety and musical interpre-
tation

*Video assessment to ensure ad-
herence to the choreography and
proper physical execution

*Assessment reports that analyze
a large database of actual
instructors’physical execution with
the results being fed back through
the quarterly system to correct po-
tential problem areas,

*Since Body Training Systems
trains the instructors and creates the
prechoreographed programs, the li-
ability rests with Les Mills
Interantional and The STEP Com-
pany for any injury providing the
system is followed.

(See Boggs & Irwin page 7)

PROGRAM

INSTRUCTOR
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..Boggs & Irwin

continued from page 6

STEP 6: Research Studies
*Injury analysis that continually
addresses potential safety issues
*Program performance which
evaluates actual program results and
physiological benefits

STEP 7: Marketing

*Marketing programs such as PR
campaigns

*Internet presence through
www.bodypump.com

*Retail product accompanied by
a trial coupon - sending consumers
to licensed clubs

*Marketing materials - a com-
prehensive launch manual to aid
in the launch of BodyPUMP and
other new programs, posters, ban-
ners, ads and flyers.

The STEP Boys have
quite a past and a great future.
Check out comments from club
owners shown below and then
make plans to see The STEP Boys
exhibit at IHRSA San Francisco.
Call Boggs and Irwin now at: (800)
SAY-STEP to book some time with
them at the show!

i

Body Training Systems Training Materials

CLUB OWNER TESTIMONIALS

Geoﬂ'rwey Dyer, the
owner of the 7-club Lifestyle
Family Fitness chain in Tampa
and IHRSA Board of Director
Member, has had BodyPUMP
in his clubs for over a year now.
Geoff comments, “The
BodyPUMP program has pro-
vided a tremendous competi-
tive edge for us in our market
area. | think BodyPUMP is bet-
ter today than when we first in-
troduced it over a year ago.
When we open a new facility,
typically, the classes begin like
any other typical group fitness
class. But, the BodyPUMP
classes fill very, very rapidly
and are at full capacity, I would
say, within weeks of being in-
troduced at a particular time
slot. The members love the
classes. I think it's been a tre-
mendous help to our personal
training program. The
BodyPUMP group fitness in-
structors quickly gain the re-
spect of the members that they
are teaching and guite often
this helps them develop one on
one relationships with their cli-
ents and helps build their over-
all personal training program.
My wife, Tina, has been teach-
ing BodyPUMP for over 12
months and she is a tremen-
dous testimony to the results a
person can expect and that is
the case with all of these
BodyPUMP instructors. They
get tremendous results as do
the members. Again, its really
been a tremendous part of our

\ |

NATHANIEL LEIVAS, (facing front) the BodyATTACK Head Choreographer is an
Argentinean with over 10 years experience as a martial arts competitor, presenter and
trainer. Nathaniael is a World Aerobic Team Champion, a black belt in Tai Kwon Do
and has an extensive background in Kickboxing, Karate Do, Capoera and Sipalki.
Nathaniel has written Aerobica 2000, a book on aerobic methodology and is the
creator of Argentina’s Martial Training School for instructor certification.

customer mix and we're very
thankful to have it.”
LA R A R R E RN NN NERENRHN]
Gordon  Johnson,
owner of two Gold’s Gyms in
Douglasville and Marietta, Ga.
(with a 3rd club to open soon)
comments, “ We really like it.
We've been doing BodyPUMP
for over a year now and we mea-
sured our usage in the first year
and our group exercise usage in-
crease by 39%, almost 40%! It
was just phenomenal! We were
able to attract instructors who
really had no formal training in
any kind of group exercise be-
fore. Rich’s program is such
that our people were well
trained and well monitored. It
turned out that with our
instructor’s personality and
Rich’s training, we ended up
with a bunch of very, very good
instructors. Our instructor’s
like it. The members like it. One
of the things that is kind of a bo-
nus is that we have some of our
full-time staff that teaches. They
get their workout in and a little
extra pay. It is a win-win situa-
tion. In addition to BodyPUMP,
we've done BodyFLOW and
rpm. We're going to do
BodyATTACK and BodySTEP
which will be all five of their
programs, But right now we've
done 3 of the programs. It has
just been great. It is a re-
Junivation. Tom Plummer said
“Shut-it-down.” We haven't
shut it down, we've just re-
placed it. I would estimate that
now only 20% of our class at-
tendees are from the old classes.
We are creating a whole new
market and pulling from other
areas of the club with the group
exercise programs now. It is
such an easy thing for the mem-
bers to learn. It is amazing. |
never thought I would ever see
a full room of 35 or 40 people at
5:30 a.m.! Rich and Ray have
done a great service for the in-
dustry!”
(B RN RN NN ERENNENRN]
Lloyd Gainesboro of
the Dedham Health and Ath-
letic Complex, a nearly 30-
years-old organization closely
aligned with the Boston medi-
cal community, shares his expe-
rience,” Our hospital associa-
tion with the Care Group in Bos-
ton is not an association where
some people have a fitness center
and they do a few “do good’ pro-
grams. We are in bed with them.
We have a physical therapy de-
partment here and see 2400 pa-
tient visits per month. It is called
the New England Baptist Hospi-
tal Physical Therapy, but we own
it and we operate it. Also, we've
Just made an agreement with the
Joslin Clinic, the leading Diabe-

tes research center in the U.S,, and
we are the only health club in the
country that can write a prescrip-
tion for exercise for someone that
has the disease of Diabetes and fill
that prescription here. Our exer-
cise physiologists and our interns
are constantly being taught by
Joslin, Their name is on our build-
ing and they oversee what we are
doing. We have orthopedic sur-
geons here, We have an open MRI.
We saw BodyPUMP a year and a
hailf ago and we thought it was a
really great program. My wife
Roberta is the President of our
company and she and I said to our-
selves there are two things that we
want to do: #1- We are going to
have our Director of Physical
Therapy to make sure this thing is
really safe. We did that and she,
who is a phenomenal physical
therapist, felt that not only is
BodyPUMP safe, this is something
that could be used in physical
therapy for certain patients at the
end of their theraphy because it is
a total strength training program,
it is full bodied and it is light
weights, so you won’t hurt your-
self. #2- Since group exercise has
dropped to a new low in this coun-
try, we decided that if we are go-
ing to take on BodyPUMP we are
going to use full-time employees
for instructors. So, our Director of
Physical Theraphy, Margi Heger
said,’'I'm going to start teaching
BodyPUMP and I’m going to have
some of my physical therapy pa-
tients start taking BodyPUMP
when they are at the end of their
therapy. “We did that. We are the
leading physical therapy operation
here for the Boston Fire Depart-
ment and Police Department. In
order to see 2,400 patients a month
you have to have a reputation.
With our fire fighters, we had some
phenomenal success with some of
them that were injured. So the Fire
Department asked us last Novem-
ber to set up a wellness program
for the Boston Fire Department.
The test program was for 90 days
and 62 fire-fighters enrolled and
signed a pledge to show up 3 times
per week. We used BodyPUMP
twice a week and CardioStrength
on the 3rd day. What's happened
is that we’ve had only 4 drop out
and it seems now that the results
are going to show tremendous
strength gains for these firemen.
And that is important because
their equipment weighs 128
pounds! It looks like we are going
to get coverage on this story from
the Boston Globe and the Boston
Herald, the two leading newspa-
pers here. We are expecting to re-
ceive some TV coverage as well. I'll
keep you posted on the outcomes.
Our goals is to get that our share
of that 84% of the population that
doesn’t exercise in here,”
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continued from page 3
cise experience.”

Accelerated E-Zone
Deployment

Throu@ its more than
2,000 customers, CardioTheater
has sold its product into more than
4,000 fitness centers and other
businesses worldwide. This
benchmarked customer base will
enable the two companies to accel-
erate E-Zone's deployment of lead-
ing edge education and entertain-
ment networks to the fitness indus-
try.

“This is a significant alli-
ance of interactive entertainment
and education companies in the
health and fitness industry. To-
gether with CardioTheater, E-Zone
can offer a complete value-added
product line to their customers. By

leveraging the skill sets of two
companies, we will increase the
pace of new product and service
innovation for club operators
and members alike,” said E-
Zone Chief Executive Officer,
Robert McKenzie.

Jessica Abt, the Vice
President of Strategic Planning
for E-Zone Networks added,
“While we are two companies,
it is our objective to provide our
customers with a single source
for exercise, education and en-
tertainment. We are excited to be
moving forward with this alli-
ance.”

We asked Ms. Abt if
this alliance was simply a pre-
cursor to the future acquistion of
CardioTheater by E-Zone Net-
works, Inc. and she replied,
“There is always an opportunity
for that, but it is not the plan at
present. If the opportunity is
right, we will consider it at that
time."

FRIDAY KPR
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With the .com world go-
ing nuts with IPOs, we asked if a
future public offering was in the
cards for E-Zone. Ms. Apt re-
sponded, “An IPO is definitely
something that could happen. It
depends upon whether we need to
go public to accomplish our ob-
jectives. That will be determined
later."

Asked to comment on
the recently announced strategic
alliance between Netpulse and
Broadcast Vision, Jessica Apt re-
sponded, “Netpulse is a very for-
midable competitor. To have such
competition is great for the cus-
tomer and great for the industry.
It makes us all strive to satisfy our
customers as well as we can. Be-
yond that, I have no specific com-
ments on Netpulse. However, |
will add that we truly have a dif-
ferent network than they do.
We've always prided ourselves
on our package of educational,
entertainment and exercise prod-
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ucts. And, importantly, our net-
work is not restricted by band
width.

New Product Solutions

New products will be
developed in direct response to
club operator and member demand
for continually improved quality
and variety in entertainment and
education programming. E-Zone
has recently introduced its custom-
produced e-TV entertainment and
One-on-One (™) Training and
Education programs. One-on-
One(*™) menu selections will pro-
vide members a wide variety of
choices including proper exercise
instruction, weight management
skills, group fitness classes and
sports injury rehabilitation, among
others. Additional new product of-
ferings blending E-Zone and
CardioTheater programming
strengths will be introduced at the
International Health, Racquet and

Sports Club Association (IHRSA)
Convention this March in San
Francisco.

Strong Personnel
etwork

E~Zone Network, Inc.
employs more than 150 profession-
als in eight major metropolitan cen-
ters. CardioTheater employs more
than 30 professionals in its facili-
ties in Atlanta, Georgia and Port-
land, Oregon.

The E-Zone Network is
currently installed in more than 150
health and fitness facilities across
the United States with exposure to
a potential audience of more than
400,000 club members. In the more
than 4,000 clubs in which
CardioTheater is installed (3,000
U.S. and 1,000 International), de
Leede estimates more than 4 mil-
lion members use the CardioThe-
ater system.

24-Hour

continued from page 3

ships too much and used adver-
tising that didn’t suit their taste.
Also, they had a string of con-
sumer complaints with the Con-
sumer Affairs Department and
Better Business Bureau.

When 24 Hour Nautilus
became 24 Hour Fitness with the
acquisition of Wilson's 72 South-
ern California area Family Fitness
Center chain, the overall quality
of the facilities and operations
were significantly elevated. In
essence, the new 24 Hour Fitness
became what Ray Wilson’s Fam-
ily Fitness chain had been for
years: excellent and successful in
the markets they served.

Since that time in 1995,
24 Hour Fitness has become the
fastest growing health club chain
in the world. Bar none. 24 Hour
Fitness now operates over 350 fit-
ness centers in the U.S., europe
and Asia. They are growing by
acquisitions and by building ex-
tremely well-equipped 30-35,000
square-foot facilities that sell
memberships at bargain prices. In
short, although the typical 24
Hour Fitness facility may be
crowded during prime-time, the
membership is a terrific value,

Trouble In Paradise

Now. 24 Hour Fitness

is in trouble with the Attorney
General’s office in Oregon for dis-
obeying the State’s laws govern-
ing health club contracts, despite
two earlier consent agreements
entered into by 24 Hour Fitness.

According to the Attor-
ney General Hardy Myers,
“Promises to obey Oregon's
health spa law were made by 24
Hour Fitness in two separate
settlement agreements filed in
Marion County Superior Court in
December, 1998 and in Septem-
ber, 1999. The company obvi-
ously doesn’t take its promises to
the courts that seriously.”

That’s a shame. What is
more a shame is the offenses for
which 24 Hour Fitness has been
cited and is now in jeopardy of
significant penalties. The of-
fense? Failure to provide every
member that joins with a copy of
the contract that they signed!

Now, Attorney General
Myers has filed another legal ac-
tion alleging that 24 Hour Fitness
is in contempt of court. The plead-
ing asks that California-based 24
Hour Fitness be required to give
members a copy of their contract
and that everyone in Oregon who
signed an improper contract re-
ceive a new contract and the op-
tion of canceling it! The new
court filing also asks that 24 Hour
Fitness be fined 1 percent of its
gross annual income for each will-
ful contempt of court. That, it ap-
pears, would add up to 2% of

gross revenues, a mere slap on the
wrist. Attorney General Myer’s
new filing also alleges that 24
Hour Fitness deprives its members
of consumer protections required
by Oregon law. The Unlawful
Trade Act is being directly broken
by 24 Hour Fitness by refusing to
allow prospective members to
take copies of membership con-
tracts with them. Additionally,
Myers complains that the con-
tracts used in several Oregon clubs
omits five specific consumer
rights concerning refunds and can-
cellations.

The 24 Hour Fitness or-
ganization is bringing affordable
and excellent fitness facilities to
hundreds of thousands of people
now. There is no need and in my
view, absolutely no excuse for this
great company to be breaking any
laws in any state. None. It all boils
down to leadership.

If I were on the 24 Hour
Fitness Board of Directors, |
would put a stop to these issues
fast for several reasons: (1) It is
the right thing to do. (2)Because
those folks out in Oregon don't
mess around. [ would not risk hav-
ing those facilities shut down en-
tirely and heavily fined because
the black-eye would be detrimen-
tal to both Fitness Holdings, Inc.
and their prospects for someday
going public and to the industry
at large.

STAY TUNED.
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Growing Your Club's Revenues
With A Creative Marketing Mix

By Casey Conrad

Wilh the busiest quar-

ter of the year for the health club
industry already under way, guest
walk-in traffic will begin to slow,
leaving clubs searching for ways to
maintain membership sales. Unfor-
tunately, for many clubs, making
decisions about marketing promo-
tions is often done on a month-to-
month basis, with no long-term
strategy in place. This reactive be-
havior as it relates to marketing cre-
ates an unstable environment for a
sales team as well as the manage-
ment. All successful businesses
have a clear marketing strategy and
have their marketing plan done at
least six months, if not one year, in
advance.

If your club does not have
a minimum of a six-month market-
ing plan in place, now is the time to
do it. The process of creating and
writing a marketing plan is a chal-
lenging yet wonderfully rewarding
task that will allow you to take your
business to it’s next level. It does
not have to be a complex document
but should include a month-to-

month itinerary of internal, exter-
nal and guerrilla marketing pro-
motions and strategies that the
club will implement and follow.
If, on the other hand, you already
have a marketing plan in place,
now is a time to evaluate your
overall performance as it relates
to your goal.

In addition to creating
and/or evaluating your basic mar-
keting plan, below is a list of mar-
keting audit questions that will
help you take your business to the
next level of success.

1. Are you testing your
marketing efforts?

Although this sounds
like a very basic question, it s
one that almost never gets done
in the health and fitness industry.
“Testing your marketing efforts,”
means that prior to launching an
ad or a marketing campaign, you
sample it on a small scale to find
out what will work best. For ex-
ample, let’s say your club was
going to do a direct mail post card
and mail it out to a general zip
code area. Before sending out the
entire mail, put together a 500-
1000 piece sample of two differ-
ent pieces (with two different

headlines and offers) to find out
if the headline and offer is com-
pelling enough to get a decent
response. Even if you choose not
to do that type of testing, some-
thing as simple as showing the
pieces randomly to individuals
who have similar prospect pro-
files and getting their honest feed-
back is a must. It may sound
funny but we have made more
successful changes to marketing
pieces just by showing them to
my Mother and her work col-
leagues than any industry “ex-
perts” have provided, simply be-
cause these people represent the
profile of who our industry is
going after. Once you have tested
your pieces for headlines and of-
fers (you can test other things but
these two are a must), then go to
press with it on a large scale.
Something that may take very
little time to accomplish could
bring you a major return on in-
vestment!

2. Are you using “up-
sells” and “cross-sells” at the
point of sale?

There are only three
ways to grow any business and
up-sells and cross-sells are one of
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the most effective AND
least expensive. (The
other two ways to grow
your business are get more
customers and get them to
buy more often from you.)
Up-sells and cross-sells
are when you get a cus-
tomer to buy either a
higher value product from
you at the point of sale or
you get them to buy a re-
lated product from you at
the point of sale. Perhaps
the most notable up-sell in
the world is done by
McDonalds. They used to
always ask, “do you want
fries or a drink with that
order?” Of course, now
they simply ask, “Would
you like to ‘Super-Size’

aey Conrad

that for just .39 cents
more?” Although .39 cents may not
sound like much, when you multi-
ply that by the millions of up-sells
that one location does a year, the
result is hundreds of thousands of
dollars.

Although the same prin-
ciple can be applied to the health
and fitness industry, very few clubs
are tapping into these strategies.
Offering things like a “Towel Mem-
bership,” or a “Locker Member-
ship” for an additional $5.00 per
month might only be attractive to
10-20% of your members but if you
had a membership base of 2,000,
that would be an additional
$12,000- $24,000 per year! And,
whal is preventing you from being
more creative? Think of all those
serious morning members who
regularly buy a shake, sports drink
or energy bar. What is stopping you
from creating a “Fitness + Supple-
ments Membership” whereby for
an additional $10 per month the
member will get 6 items of their
choice (shake, drink, bar), giving
them a discount but ensuring a
minimum number of purchases (so
you can get them at a better dis-
count). Of course, you are only lim-
ited in this area by your creativity.
Think out of the box and you will
be amazed at the ideas you will
come up with. If you offered two
or three extra revenue-producing
membership options, that could
potentially mean thousands of dol-
lars added to your club’s bottom
line!

3. Do you have a system
for marketing to missed guests?

More and more clubs are
having less and less success with

the more traditional forms of adver-
tising due to less people reading the
newspaper and having more TV
and radio stations to choose from.
Therefore, the road to sales success
for clubs will partially lie in their
ability to maximize every lead that
walks through their club doors.
This means having a well thought
out system for marketing to missed
guests. For many clubs, the only
mailing that goes to a missed guest
is a once or twice a year mass mailer
announcing some special that the
club is running. This approach is
missing the mark because the rea-
son most people don’t enroll is be-
cause they don't see value in the
membership. Hence, only a small
percentage will respond to a price
sensitive ad.

The better, more system-
atized approach to marketing to
missed guests is through targeted,
educational mailings. If your club
software has the ability to query on
multiple levels, prospects should be
coded according to the date of their
visil(s), their primary area of inter-
est in the club, if they are a current
exerciser, previous exerciser or
non-exerciser, and what their pri-
mary objection for not joining was.
With this information established,
clubs can now send targeted mail-
ers 1o groupings of prospects. For
instance, a piece on the benefits of
regular exercise might go to all non-
exercisers. For the past exercisers
you might send them information
on a new, simple workout program
the club is introducing. For every-
one with the price objection, you
will send them a discount offer. For

(See Casey Conrad page 12)
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continued from page 3

timedia and interactive program-
ming resulting from the combined
strengths of Netpulse and
BroadcastVision. “This alliance is
a great example of how technol-
ogy is transforming the fitness in-
dustry to the benefit of members,
clubs and equipment manufactur-
ers,” remarked Augie Nieto, CEO
of Life Fitness.

Richard Wolpert, former
President of Disney Online and
current BroadcastVision Board
Member comments, “People to-
day are busier than ever before and
they expect to have access to
Internet, media, entertainment and
information everywhere they go.
The Netpulse and BroadcastVi-
sion partnership provides absolute
satisfaction of this expectation.”

Simultaneous with the

alliance, BroadcastVision is
launching its new Fitness Enter-
tainment Network(™), a personal-
ized network with a wide range of
programming and content, that
will compliment their new, state-
of-the-art, personal wireless video
monitors. BroadcastVision will
debut the Fitness Entertainment
Network at the upcoming Interna-
tional Health Racquet and
SportsClub Association (IHRSA)
Convention and TradeShow,
March 22-25, 2000.

The alliance creates a
network that today reaches over
millions of active lifestyle con-
sumers in over 6,000 locations
worldwide and that is growing rap-
idly to capture a significant por-
tion of the total market of more
than 200 million active lifestyle
consumers. “Netpulse is thrilled to
pariner with BroadcastVision in
delivering the most innovative en-
tertainment and information ser-
vices to consumers while provid-

SPRINGFIELD CORPORATION
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ing a complete facility-wide solu-
tion for fitness centers,” enthuses
Thomas Proulx, President and
CEO of Netpulse and co-founder
of Intuit, Inc. (NASDAQ: INTU).
“We look forward to future coop-
erative marketing, product devel-
opment and distribution efforts
with BroadcastVision, the number
one provider of fitness center en-
tertainment systems.”

Dale Kredell, President
and CEO of BroadcastVision
comments, “This partnership pre-
senls a win-win opportunity to our
customers and their members who
will now be able to choose from
the strongest mix of entertainment
and programming every time they
work out.”

Netpulse Communica-
tions, Inc. is a technology inno-
vator that delivers an interactive
broadband media network to ac-
tive lifestyle consumers. Netpulse
delivers these programs and ser-
vices wvia its  website,

Netpulse.com and its award-win-
ning Internet appliance, the
Netpulse Station™, which recently
received “Best Product of 1999
recognition from BusinessWeek,
The Los Angeles Times, Personal
Computing and Parade Magazine.
Today, qualified fitness facilities
can receive the Netpulse products
and services, including the
Netpulse Station, completely free
of charge. Netpulse sponsors in-
clude American Express, Proctor
and Gamble, Toyota, Johnson &
Johnson, General Motors,
WebMD, HealthCentral, Merck,
Village, and WebVan, The com-
pany is headquartered in San Fran-
cisco and has regional offices in
San Diego, Los Angeles, Chicago,
New York City, Miami and Dallas.

BroadcastVision intro-
duced its wireless fitness entertain-
ment concept in 1989 to assist
health and fitness facilities in pro-
viding exercise-friendly workout
environments while offering mul-

tiple entertainment choices. The
company is known for being an
innovator in technology, which is
highlighted by their upcoming
launch of the industry s first wire-
less video screen.

BroadcastVision cur-
rently offers a full suite of lead-
ing wireless entertainment ser-
vices. These systems include,
Fitness Cinema 900("), a wire-
less 900 MHz system featuring
up to 64 TV and music selections
at the touch of a button, and Fit-
ness Cinema FM(™), which en-
ables fitness center members lo
enjoy video and music entertain-
ment via any Walkman-style ra-
dio.

BroadcastVision also
manufactures products for other
fitness industry companies; includ-
ing the Quinton Action FM.
BroadcastVision's wireless sys-
tems serve millions of people ev-
ery day in thousands of health and
fitness facilities around the world.

...Casey
Conrad

continued from page 10

people with the time objection, you
might send them an offer for a
short-term membership, a free trial
or a money back guarantee. The
point being that having missed
guests coded on multiple levels
will allow your sales team to send
out smaller groups of more tar-
geted marketing on a monthly ba-
sis, rather than just once or twice
a year. Not only will these types
of mailers get a better response
(because they speak to the very
issue the prospect has) but they are

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

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

jazzercis

www. jazzercise.com

Call Jazzercise,Inc.(760) 434-2101
to Locate a District Manager inYour Area.

less costly (can be done right on let-
terhead) and can be tested and al-
tered easily to find the right text and
offer.

4. Do you have a formal-
ized referral system at the point of
sale?

As a consultant, | am
shocked at the number of clubs that
are not pro-actively asking for re-
ferrals from new members at the
point of sale. Sure, most clubs have
their salespeople hand or send a
new member two guest passes of
some sort, but that is usually the
extent of it. Even with clubs that
have some form of point of sale re-
ferral program using a registration
sheet for members to write down
names of friends, almost never does
management
monitor and track
the success of the
program. Thisisa
huge mistake.
From experience |
can assure you that
if you are not
monitoring refer-
rals, they are not
being asked for by
a majority of staff
members because
most people (espe-
cially new sales-
people) are timid
about asking for
names. Here are
some general rules
of thumb for creat-
ing a successful re-
ferral program.

* Have
nice, profession-
ally printed guest
passes made to
look like gift cer-

tificates (with a dollar value
printed on it) 50 as to increase the
perceived value of the pass.

* Put a limit on the num-
ber of guest passes each new
member can receive.

* Have a referral form
for new members to fill out at the
time they enroll. If they don’t fill
out the form, they don’t get the
passes.

* Have a scripted refer-
ral presentation that salespeople
must memorize.

* Make it mandatory
that salespeople pass their refer-
ral forms in with paperwork to be
accounted for, then give them
back to them once checked.

* Regularly follow up
with salespeople to ensure they
are contacting either the referral
or the member to pro-actively get
the new prospect into the club.

A report put out by
IHRSA in the last week noted that
growth in the club industry is
stronger than ever. More than
ever consumers are educated on
the benefits of regular exercise
and are looking to clubs for solu-
tions. In order to maximize your
club’s growth, get your market-
ing plan in order, regularly assess
its performance and begin to
implement some of other market-
ing strategies. Not only will you
save money in your marketing
efforts, but you will also watch
membership sales explode!

(Casey Conrad is the
President and Founder of Com-
munications Consultants. Casey
may be reached at: (800) 725-
6147.)
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exercise is NOt boring. Exercise at my
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and sounds. | will provide members
with the best my industry has to give.
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History Of The Les Mills World Of Fitness

The Mills Family -
Personalities Behind
The Name

The Mills family has
been involved in the fitness indus-
try since the 1920s. The present
organization is testimony to the
family’s accumulated experience
both in athletics and as purveyors
of health and fitness. The shared
personal characteristics of Les
Mills and his family that underpin
the organizational culture can be
described as focus, innovation,
charisma and social consciousness.

The family’s first gym,
the Glengary Institute, opened in
Auckland in 1928. In 1968, Les
Mills, then one of the strongest
men in the world, opened Les Mills
World of Fitness. A four-time New
Zealand Olympic field athlete, Les
is now Chief Executive of Les
Mills International, Ltd. Other
members of the family, wife Col-
leen and children, Phillip and
Donna, have competed as athletes
at the international level. The Les
Mills organization is now owned
by his son Pilllip, who founded Les
Mills Aerobics, Ltd. In 1980.

The Growth of Les
Mills World of Fitness

In the last 30 years, the
Les Mills World of Fitness chain
has grown throughout New
Zealand and Australia. Based on
participation levels, they are now
the most successful fitness opera-
tors in Australasia.

The Les Mills World of
Fitness home base is Auckland, a

city of one million people with
over 100 fitness clubs competing
in a tough, price sensitive market.
Despite this, Les Mills World of
Fitness, Auckland, has 11,000
members paying the highest annual
membership fees in the city. In-
ternational fitness industry com-
mentators have described Les
Mills World of Fitness, Auckland
as “....one of the largest and most
efficient fitness clubs in the world.”
The major contributing factor to
this success is their commercially
unique approach to group exercise.

Body Training Systems

S ince 1980, Phillip
Mills and his organization have de-
veloped and marketed an exercise
to music system based on pre-cho-
reography, cross training and de-
veloping elite high performance In-
structors.

With an annual operating
budget of over one million dollars,
this organization produces a range
of pre-choreographed programs
every three months under the um-
brella name of BODY TRAINING
SYSTEMS. The program range
includes BodyPUMP (barbell
training), BodyATTACK (aerobic
interval training), BodyBALANCE
(Stretch/Yoga), BodySTEP (step
aerobics) and rpm (indoor cycling),
CIRCUIT (circuit training), and
BodyJAM (dance/funk-oriented).

Les Mills International
Ltd (LMI)

IMI is the parent com-

pany responsible for licensing and
marketing all Body Training Sys-

tems programs. This organization
also develops and administers
Instructor training and education.
Through a global network of na-
tional agencies, health and fitness
clubs are licensed to offer the
various programs on their group
fitness timetables.

Programs are supported
with generic marketing and sales
material as part of a global brand-
ing strategy. Instructor training,
certification and continuing edu-
cation are administered through
on-site and regional workships
where licensed clubs and Instruc-
lors receive program resources
and tuition.

The BodyPUMP
Revolution

BodyPUMP was cre-
ated by Phillip Mills in 1990 with
the aim of attracting men out of
the crowded weights gym and
into the aerobic studios. Target
populations rapidly expanded to
include women who were previ-
ously ‘aerobics orientated” and a
wide cross section of male and
female participants who were
seeking a simple, athletic, chal-
lenge. The workout structure, ex-
ercise techniques and choreogra-
phy style are the result of inter-
national program development
and continual ‘live trials’ on the
large aerobics population within
the Auckland Les Mills center.

At the New Zealand na-
tional level, the BodyPUMP pro-
gram is available through Les
Mills clubs located in the five
largest cities and approximately
100 nation-wide licensed clubs.

Participant reaction to the pro-
gram has been extremely favor-
able. As a workout, BodyPUMP
is perceived as an effective and
motivating way to experience bar-
bell resistance training in a group
fitness environment. From a
cross-training perspective, it
complements the wide range of
exercise-to-music programs cur-
rently available.

The Global Revolution

G'Ioba] participant re-
action to the BodyPUMP program
has followed the pattern set by
other Les Mills programs. The
predominance of complex
freestyle acrobics in the global fit-
ness market provides a perfect
condition for the introduction of
a simple pre-choreographed pro-
gram, further enhancing
BodyPUMP’s acceptance by par-
ticipants, Instructors and club
managers.

Global Aerobic Market
Conditions

Thc IHRSA/American
Sports Data 1987-1997 Trend Re-
port, highlights a downward trend
in aerobic studio usage. In 1997,
only 1.7 million people used aero-
bic studios, the second lowest
number recorded since 1987. This
trend has been widespread in the
other developed group exercise
markets including Australia, Eu-
rope and South America. Austra-
lian Fitness Industry research con-
ducted by Network for Fitness
Professionals (1995) suggests that
to reverse the trend and secure the

future of aerobic studio usage, four
key areas must be addressed:

* Developing the right
group exercise to music programs;

* Recruiting and develop-
ing the right instructors;

* Controlling the quality
of delivery;

* Promoting group exer-
cise to music programs inside and
outside the club.

Based on the above areas
and global trends toward increas-
ingly sedentary work styles and
obesity, there is an increasing de-
mand for convenient, appealing
forms of group exercise. It is sug-
gested that the negative trend in
aerobics participation is being cre-
ated by structural weaknesses
within the industry rather than mar-
ket fundamentals.

There is no such thing as
a workout that suits everyone. The
fitness industry must keep its ex-
cellent aerobic programs and In-
structors but it must establish new
programs such as BodyPUMP that
appeal to new and existing mar-
kets. This will turn the aerobics
room into a program room cater-
ing to a wide range of fitness con-
sumers in ever-increasing num-
bers.

The Les Mills group be-
lieve they have the solution to these
global problems and that the aero-
bies industry can be revolution-
ized. Pre-choreographed programs
are a key factor in this equation and
those being licensed by Les Mills
International have established
commercial success.

|

L edl

CLUB INSIDER News
Contributing Author Team

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

*MIKE CAMPETELLE -
Communications Consultants -
(401) 792-7009

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

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

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

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

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

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

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

*TOM MORRIS- Founder
and Chairman-Morris Institute of

Human Values-(888) 279-1537

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

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

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

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

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

*PATRICK PINE- Founder-
National Fitness Therapy Associa-

tion- (303) 399-4545

*BRENDA ABDILLA- Pres-
ident- Club Profit Systems-
(800)448-0180

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

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

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

*MICHAEL SCOTT
SCUDDER- President- FITNESS
FOCUS- (505) 7514236

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

*RICK CARO - Chairman,
Spectrum Clubs International - (212)
987-4300

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

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

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

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

*BRIAN McBAIN - President,
Club Market Vision, - (800) 664-
9601.
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IHRSA’s Capitol Report

Capitol Report Reprinted Courtesy Of IHRSA

IHRSA GRANTS
$70,000 TO STATE
EFFORTS

In the past six months,
IHRSA has approved more than
$70,000 in direct financial support
of legal and legislative efforts in six
states.

Efforts receiving support
include: attempts to repeal the sales
tax on health club dues in Florida,
Ohio and Washington; fair compe-
tition challenges in Pennsylvania, I1-
linois, Ohio and Washington; and
the successful defeat in November
of a municipal fitness center pro-
posal in Michigan.

“IHRSA has been a strong
partner in our efforts to get the sales
tax repealed in Florida in the past
three years,” said Bob Karshner,
owner of Shapes Fitness Centers in
Tampa.

“There are hundreds of
Florida clubs that are directly ben-
efiting from IHRSA’s support,”
Karshner said. He believes that it is
every club’s obligation to support
the Fund.

“It’s the only way we can
ensure that the Fund will be there
for our industry when we need it
most,” Karshner said.

George Eusterman, owner
of the Riverside Health Club in
Mount Vernon, Washington, agrees.
“IHRSA’s support has been crucial
to our ability to finance both a fair
competition fight and sales tax re-
peal efforts simultaneously.”

“What impresses me the
most is the dedication, organization

and leadership demonstrated by
the IHRSA members involved in
each of the efforts we are support-
ing this year,” said Jay Ablondi,
IHRSA’s Director of Government
Relations.

Ablondi noted that in
the last year, IHRSA has allo-
cated nearly $150,000 to efforts
in ten states. In two of those
states, Tennessee and Wisconsin,
taxing authorities have ques-
tioned the exempt status of up-
scale YMCA fitness centers.

“With help from the
Fund, THRSA members have
been able to influence public
policy and make progress on
many fronts,” Ablondi said.

Once an initiative is ap-
proved for funding, IHRSA’s
Fund pays up to 50% of the costs.
To be eligible, efforts must have
a reasonable chance of success
and have state or national signifi-
cance for the entire industry.

To learn more about the
Fund, contact IHRSA Govern-
ment Relations or visit the GR
section of www.ihrsa.org.

TOUT YOUR
COMMUNITY
SERVICE

Don'l forget to com-
plete and return the 1999 Annual
IHRSA Community Service Sur-
vey that was faxed to your club
last week!

Using the results of this
survey, IHRSA will help get the
word out about how much health
clubs are contributing to the bet-
terment of their communities.

This data will be used
not only to build the good name
of our industry, but also to show
that tax-exempt organizations do
not have a monopoly on good
deeds! For example, did you
know that health clubs raised an
estimated $35 million for chari-
ties and schools in 19987

Your response will make
our data more accurate on this,
our third year of the survey. To
have another survey sent to you,
call Maeve McCaffrey at (800)
228-4772, ext. 159 (or e-mail
mem@ihrsa.org). The survey
deadline is January 24.

WISCONSIN SHEDS
LIGHT ON YMCA
TAX DEBATE

The Wisconsin State
Journal ran a front-page story on
December 12 with the following
headline:

“Y’'s fight highlights
tax-exemption issue; when insti-
tutions don’t pay property taxes,
others have to pay more.”

An excerpt from the ar-
ticle is reprinted here:

Many personal and real-
estate property tax exemptions eat
away at the property tax base. The
more exemptions there are, the
more non-exempt property tax-
payers — home-owners and busi-
nesses — pay for school costs,
police and fire protection, gar-
bage pickup and other municipal
services.

In Wisconsin, exempt
non-government private real es-

" tate amountsto $14 billion. If that
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property were put on the tax
rolls, the average property tax
rate around the state would have
declined 5.6 percent for 1997,
according to...the State Depart-
ment of Revenue.

One particular exemp-
tion for nonprofit groups pro-
viding a “public benefit” — for
YMCA'’s and, as commonly in-
cluded by assessors, their fitness
facilities — has become the
symbol in a statewide fight to
contain abuse of property tax
exemptions.

In Milwaukee, the lo-
cal YMCA recently was
shocked when it received notice
from the city that three of its
Milwaukee properties were be-
ing placed on the tax rolls.

Now the conflict has
reached Madison, where the
Dane County YMCA is in the
midst of a $3 million expansion
of its 30-year-old West Side and
East Side facilities, including
the fitness centers. Currently,
the YMCA properties are fully
exempt. Together, the estimated
combined value is $7 million to
$14 million, according to the
Madison city assessor’s office.

A State Supreme Court
decision earlier this year should
force local assessors to recon-
sider whether YMCA's deserve
a full tax exemption and should
be taxed in part...a recent law
effectively bars nonprofit hos-
pitals from getting into the
health club business.

The author of that bill,
state Sen. Russ Decker, is co-
chairman of the Joint Survey
Committee on Tax Exemptions.

“I think any business
that competes with for-profit
businesses ought not to be ex-
empt,” said Decker. He said
reining in tax-exemption abuse
where it exists could help “quite
a bit” in the fight against high
property taxes. Without making
a judgment on the YMCA situ-
ation, he said he’d be willing to
hold a hearing on the subject.

“Just because you're a
good-deed-doer doesn’t mean
you don’t have to pay property
taxes,” said Johnson, asserting
support from [the] State Su-
preme Court decision.

“If the Y has a fully
functioning health and fitness
center and it is fully exempt, we
believe the law does not permit
it,” Johnson said, “We're not
talking about homeless children

here; we're talking about yuppies in
spandex.”

For cities, the fight over the
YMCA fitness facilities is part of a
multi-front war to secure and pro-
tect a vibrant tax base.

“We have a major stake in
making sure tax exemptions are
handed out on a fair basis,” said
Rich Eggleston, a spokesman for the
Wisconsin Alliance of Cities.
“(Fewer exemptions) would defi-
nitely hold down taxes. It wouldn’t
mean a dramatic change, but every
little bit helps.”

For a copy of this article,
call (800) 228-4772 or visit the Gov-
ernment Relations section of
www.ihrsa.org

PENNSYLVANIA

FORT.
EXEMPTION

Thc Downtown Pitts-
burgh YMCA lost last week in an
attempt to regain its property tax ex-
emption and could wind up having
to pay city, county and school dis-
trict taxes unless it successfully
challenges that ruling.

For the last decade, under
an agreement reached in 1989, the
Y has made payments, in lieu of
taxes, that were the equivalent of
40% of what its assessment would
have required. But last year, it reap-
plied for an exemption. The Allegh-
eny County Board of Property As-
sessment, Appeals and Review
voted to reject the Y's exemption
request after holding public hear-
ings.

The Downtown Y’s land
and building are assessed at $1.8
million. If it had to pay taxes at the
Pittsburgh Board of Education’s
rate, for example, the school district
would receive about $107,000 an-
nually,

Since the property Board’s
decision is retroactive to 1999, the
Y could wind up paying the school
district as much as $214,000 in taxes
to cover 1999 and 2000. The ruling
would also apply to city and county
taxes.

During the hearings, an at-
torney for the school board argued
that a health club occupies 40-50%
of the property and that the Y should
be taxed.

“This decision demon-
strates that people now realize that
many Y’s, although they may run
charitable programs, also operate

(See Capitol Report page 26)
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Keys To Effective Listening For

Professional And Personal Purposes

By Karen D. Woodard, President
Premium Performance Training

Most of us believe we

are effective listeners but in real-
ity we are not always so great at
this skill. In fact research indicates
that most of the time we listen at
about 25% of our potential, which
means that we ignore, distort, mis-
understand or forget 75% of what
we hear. Hard to believe, but too
often, it’s true.

Much of the time we think
we are listening. It's as though we
believe because we have ears we
are listening - there is a difference
between hearing and listening. If
we really believed the “because we
have ears we are listening bit” that
would be like acknowledging “be-
cause we put information out in the
clubs, our Members read it”. Yeah
- right with that one!

Much of what I see in
clubs in sales, service and manage-
ment reflects this unfortunate data.
However, lazy listening skills are
not isolated to the health and fit-
ness industry alone. Paul Leats,
President of the Sperry Corpora-
tion, was quoted as saying “lazy
listening is one of the most signifi-
cant problems facing businesses to-
day.”. He’s right. Lazy listening
ends up costing so much in lost
sales, misunderstandings between
our Members and miscommunica-
tion between our Staff.

When it comes to selling,
we really lose out. There is far too
much talking than listening taking
place. We seem to think that if we

T R

tell the prospective Member a
bunch of stuff, then they'll want
to join. Well, that may certainly
be part of the equation, but how
do you know what stuff to tell
them if you are constantly talking
and not listening? We seem to fall
into the trap of “I'll tell them about
all this stuff because that’s what
other people seem to dig, so it will
work for them”. Wrong! What
you end up doing is telling them
what you want to tell them versus
what they want to hear. The mes-
sage that should be coming
through here is that we talk way
too much. To be really effective,
we wanl to be speaking about 30%
of the time and listening about
70% of the time. Listen to your
co-workers when they give tours
and have them listen to you to see
what the reality of that equation
is.

People do their best
when they know someone is lis-
tening and when it comes to sales,
service or managing people, it’s
important that we always get the
best information so we can deliver
the best results, Therefore, we
must listen to understand - not to
reply. There is no doubt that be-
ing a great listener is a challenge.
We must hear and select informa-
tion from the speaker, give it
meaning, determine how we feel
about it and respond - in a matter
of seconds. That’s a lot of pro-
cessing! The following process
will help us do just that:

1. Hear: when in conver-
sation, let the other person speak
with no interruptions from you.
Let there be a moment of silence

lllll]l]l |
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after they speak to ensure they are
done for the time being. This may
be difficult for some of us, as we
are not always so comfortable
with the silence.

2. Interpret: after you
hear what they have said, it’s time
to interpret their message. Inter-
pretation includes not just the
word but additionally the tone,
the non-verbal cues as well as our
own filters. Filters include our
perceplions, memories, biases,
expectations, attention span, feel-
ings, needs, etc.

3. Evaluate: here is
where we may start speaking. We
will ask questions and analyze the
information without jumping to
conclusions.

4. Respond: After we
hear, interpret and evaluate is
when we can confidently respond
with well thought out reponses
that assure the speaker that their
message was heard, understood
and evaluated properly.

For effective listening
and communication we need to
include all of these steps, but too
often we short cut by going from
hearing to responding. Some fac-
tors that cause this include:

*our own filters
*fatigue

#lack of focus
*mental overload
*being harried
*sales styles
sdistractions
*lack of training

Simply put, barring any
personal auditory problems, we
can become better listeners in a
relatively short period of time -

T Y
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This Is The Key To Activate Your Profit Center,

The key is actually & cand. Tranquillity Training is operated through timecards. Club owners can provide a
very nice amenity while increasing profits. It's a completely automated program—no hassles
for your members or for you. For a limited time we are offering a 30-day money back

guarantee. You have nothing to lose. Call us toll-free at +471-982-8612 for more information. -"-
Tosa Trading Inc.
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if we want to. Some keys
to assist you with this
process:

*take notes

*slow your mind

*slow your mouth

~control distractions | §

*control your emo-
tional buttons

*repeat important ||
points

*show interest

*pay attention to
non-verbal cues [

*be a whole body lis- |
tener

*ask open-end ques-
tions

(See Woodard page 20)

Karen Woodard

Let Karen Woodard's Proven Tools

Help You Build Your Business Now!
—

Choose Your Tools:

POWER PACK!

* 120 Ways to Sell More Club
Memberships (book)

= 20 Ways to Close More
Sales Now (audic)

* Turning Calls Into
Appolntments (audio)

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

* Flash Pack for Success

| ONLY $95.2

REC

Call today and have them

tomorrow! VISA/MC accepted.

Call today about having Karen
come to your club for on-site

5 WEEKS
TO SALES
SUCCESS!

* 5 Weeks to Sales Success
Training Manual

* 120 Ways to Sell More Club
Memberships (book)

« 20 Ways to Close More
Sales Now {audio)

* Tuming Calls Into
Appointments (audic)

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

* Flash Pack for Success

ONLY $395.00

REG.

business consulting or staff training!
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Why The YMCA Should Pay Taxes

By Norm Cates, Jr.

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

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

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

Now is the time for all
15,300+ - U.S. commercial health
clubs to rise up together and rebel
against this unfair no-tax advan-
tage that YMCAs have enjoyed for
over 100 years!

Why? Because the
YMCAs of the USA no longer

have the same mission. Their mis-
sion has become the same as many
commercial health, racquet and
sportsclubs and that is selling
membership and services to the
well healed members of our soci-
ety. A recent study showed that
the average YMCA member earns
a salary that is just slightly less
than the average member of a
commercial health club in the U.S.
($68,000 vs $74,000 annually).
While Roger Ralph has
placed his focus on attempting to
get the YMCA back on Mission,
we would argue that the likelihood
of that happening is slim. Why?
Because of money. The Execu-
tive Director of the YMCAs of the
USA earns a huge salary. Many
of the new-upscale-mega YMCAs
pay General Managers almost

January 3, 2000

Mr. Norm Cates
Publisher and Editor
The Club Insider News
Box 681241

Dear Norm:

Marietta, GA 30068-0021

BEL AIR
- Ammlc CLUB
Fitmens, Fum, Y Family!

I wanted to personally thank you for your extraordinary support for everyone in our

industry concemed about the serious issue of Fair Competition. For me, the issue has
always been less about the unfair tax burden and much more about what the YMCA’s
mission and activities should be in the years and decades ahead.

Your hard-hitting clear coverage of this issue has provided a tremendous service to this
wonderful industry of ours. The best way for us to deal with the issue of Fair
Competition long term is to continue to educate the public and elected officials and for
the tax paying health club industry to significantly increase the number of full service
family and community oriented heath clubs in our country.

Four Sports, Inc., TIA The Bel Air Athletic Club

658 Boulton Street, Bel Air, Maryland 21014 +« (410) 838-2670 /879-7115 * Fax (410) 893-0278

www.baac.com

double what commercial clubs
operators pay. In some markets,
YMCASs even pay aerobic instruc-
tors far more than the average.
How can they do this and still stay
in business? The answer: They
don’t have to pay taxes and in
most cases have no debt service
because the YMCAs are built on
donated capital.

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

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

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

is what you should do:
(1) Make copies of the
full-page ad shown on page #25.
(2) Distribute copies of
the ad to the following:
(a) Local
Board Members
(b) Local City Council
men and women.
(c) State Legislators
(d) U.S. Congressmen
and women
(e) All of your mem-

YMCA

bers.

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

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

“The YMCAs of the USA
no longer perform the charitable
Mission that originally qualified
them for tax exemptions. So, we
ask : “Why should YMCAs con-
tinue to receive tax exempt status?”
The answer is they should not.
They should now be required to
pay taxes because they are now
commercial health clubs. We are
asking you as a YMCA Board
Member, city councilman or
woman, State Legislator or U.S.
Congressman or woman (pick-one)
to do the right thing and take away
the YMCA's tax-exempt status, Tax
the YMCASs of the USA.”

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

... Woodard

continued from page 19

To put these into action,
catch yourself in the act of not
listening. Then, substitute the old
bad habit with one of the new
good habits from the list above.
If you do start consciously prac-
ticing better listening skills,
you'll find the results are indeed
worth it. Think about it this way
- remember at the beginning of
this article when we discussed
the perspective of listening 70%
of the time and speaking 30% of
the time? Well, if you have only
been listening 30% of the time
and make the switch to listening
70% of the time - that is a 130%
increase in your effectiveness.
What would a 130% increase in

effectiveness mean to your sales
production? It would be phenom-
enal! Now take that 130% increase
in listening effectiveness and ex-
tend it beyond your professional
life into your personal relation-
ships - the effect you can have with
people in your lives would be tre-
mendous and the quality of every
relationship you have would reach
new heights.

(Karen D. Woodard,
President of Premium Perfor-
mance Training and an interna-
tional speaker and author, provides
tapes, books and seminars on suc-
cessful sales, service and manage-
ment training to the health and fit-
ness industry. She can be contacted
by phone at 303.417.0653.)

—
oo




CITIZENS OF AMERICA!

ID YOU KNOW THAT THE YMCA’s OF AMERICA
ARE NOT PAYING THEIR FAIR SHARE?

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

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

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

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

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

Harford County Coalition for Fair Competition

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

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

REBEL TODAY!

Contact your local YMCA e R b SRR .
Board Members and inform Land v 330000 ot 5 aces ’ e s
them of this Travesty of tax jus- e
J BUILDING MORTGAGE $229,356 $458.712 $229,356
tice! Contact your County and | 500 uses Vi
City commissioners and council- FURNISHINGS & EQUIPMENT 0 $99.640 $99.640

$400,000 borrowed at 9% interest, 5 yrs
men/women and tell them the POSTAGE st 10000 s
TRUTH about this YMCA NO- fre¢ disrbution via schools and govt, agencies
TAX SHAM! Contact your State Ll eller LB L D L i

40% assessed value)

Legislators and demand that : :
- L REAI:F.?'{}A&EE T;\I)&}E& SH0b G0 0 $73,000 $73,000
YMCA'’s be required by State 40K msessed vakgy

LaW to pay THE[R FAIR .::s'l‘ATE INCf_)_IIrUlE TAXE;:S e 0 $19,600 $19.600
State tax rate of 7% on a profit of $280,00(

SHARE Of State Taxes. Anda fi‘ FEDERAL INCOME TAXES 0 $92,250 $92.250
Federal tax rate of 22.25% on first $100,000

nally, tell your Congressmen/ and 39% on nex 100000 - asumes 38000

women th at YM CAS aCross TOTAL ANNUAL COMPARATIVE $235,956 $869,880 $633,924

. . OPERATING COSTS
America should begin to pay
* Assumptions based on a $5,000,000 health club project on five acres.

THEIR FAIR SHARE Of income As a result of its tax exempt status a non-profit organization like the YMCA can charge 25-50% less to its

members than a tax paying health club. In the example above, a tax paying health club with a membership of 2000 would
taxes just like all Other commcr_ :::‘tl“:‘).:lmgc 526,00 more per membership per month than the Y simply to cover tax and debt service costs that Y's do

cial businesses in America must

|
do 2 658 Boulton Street, Bel Air, MD 21014 (410) 838-2670 / (410) 879-7115
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- Raising The Standard Of The Fitness Industry

The National Fitness Ther(;py Association -
ennium

A Closer Look At NFTA -
As It Faces The Challenges Of The New Mil

By Patrick Pine

VALUE 0{1
ACCREDITATION

Before discussing the
value of accreditation, the differ-
ence between Accreditation and
Certification needs to be clarified.
In the United States, businesses,
organizations and institutions vol-
untarily seek accreditation as a
means of establishing credibility in
their respective markets. It is about
identifying what it means to provide
quality services and setting required
standards of operation to provide
those services within a specific in-
dustry. The accrediting agency then
issues official authorization or ap-
proval to those persons or entities
that comply with those standards.
Accreditation is the highest level of
credentialing available. On the
other hand, certification is the act
of confirming that someone has met
a certain set of predetermined cri-
teria established by a certifying
body. Certification is often recog-

nized as an acceptable standard
of practice by general consent of
the population it certifies.
Accreditation has long
been recognized in the domains
of hospitals, rehabilitation and
higher education as the way to
maintain higher standards of ac-
countability and quality, It has
also helped to establish a set of
core values that include respon-
sibility, knowledge, self-gover-
nance as well as the pursuit of
quality. Although these values are
readily accepted in the fitness in-
dustry, they have not been imple-
mented in any kind of recognized
fashion. Recently, however, there
has been much discussion regard-
ing the actual impact of these val-
ues on personal trainers and
health clubs. The question is
“Why have other industries and
professions embraced accredita-
tion, while the fitness industry
has not?” After all, it is a volun-
tary act reflecting the maturity
and readiness of the industry.
Accrediting bodies are
described as “quality oversight
organizations,” and that is what

NFTA is all about. It was estab-
lished by the fitness industry as
an expression of responsibility,
accountability and self-gover-
nance, and can be likened to the
“Good Housekeeping Seal of
Approval” for the fitness indus-
try. The goal of NFTA accredita-
tion is simply to improve the
quality of services to persons
served in the fitness industry.

NFTA’S MISSION

NI-TA was formed in
1998 by a group of health club
owners, fitness professionals,
wellness consultants and health
care practitioners in response to
concerns of credibility in the fit-
ness industry. Its mission is
simple: “NFTA is dedicated to
improving the quality, standards
and outcomes of preventive
health care services while also
educating and informing the pub-
lic on health, fitness and wellness
issues.” The private nonprofit or-
ganization accredits programs
and services provided by fitness
facilities and identifies profes-

sional requirements for in-
dividual fitness profession-
als. For accreditation,
NFTA develops and main-
tains practical and relevant
standards of quality, re-
viewing them annually and
developing new standards
to keep pace with the
changing conditions and
current consumer needs.
NFTA's standards
address organization man-
agement, commitment to
customer service, leader-
ship, program develop-
ment, quality improve-
ments, safety, and the pro-
cess of delivering services.
Standards also are specific
to the program being deliv-
ered, like post-rehab fitness
therapy and activities for
special populations. Public input is
a factor in setting the standards and
NFTA encourages consumers, pur-
chasers, advocates, and public of-
ficials to provide feedback on all
relevant issues. This would include
issues such as safety, outcomes,
consumer involvement, profes-

Pamck Pine :

sional qualifications and business
ethics.

TYPES OF
ACCREDITATION

The primary purpose of
(See Patrick Pine page 24)

" It Has Come To The Point Where Buying Brand
New Fitness Equ:pment Is A Waste Of Money !"

F Fitness Equiy IsA
BUSINBSSEXPKNSE!

That's why YOU need solutions o help you cut costs
without sacrificing dumbdity or name brind. — You know
lowering the cost of dong business directly improves
bottom-dine profits.

Worldwide Fitnezs, Inc. has a way for you 1o unprove
profits by redocng your operatrg costs.  Without your
members having any idea that you dudn’t buy brand new
equipment and spernd fwice as mvsch money as you did |

Waridwide Fitness offers fitness cenfer products that
hurve already depreciated in valie. We provide you » consis-
teal supply of Bank Repesiessed, Refurblshed, Brand
New, and Factory Blemirhed gym fitness equpment

We Belleved Buriness (wmers Wanted to Save Money On

Operiating Costs To Free Up More Capital To Graw.

I you by your cardio equipment from Waorldwide Fit-
ness and save 330,000 And you add this new found caital
to your advertisng and marketing budget, you will see expo-
neritial growth in cesh fow and profits.  Thas $30,000 savings
can bnng m 200 extos members. 1 you get £330 for cach
new member in the Gt year, that's 570,000 added to your
fross sales. That's extm mcome over and above what you're
already doung

Could your business wie aa extra $70,000 7

We Invest Over $256,000 Every Month
T Assure You Save Mongy.

The whols operafion i & hugs undertakmg. With over 15
amployess and & monthly payroll around $30,000. More than
$30,000 m badding lesses. Over $20,000 » month is spent on
replacement parts to refirbish the equspment. The cost to
iy thus deprocisted equipment is over $150,000. The point
i we have made the necessary mvestments to insure »
omsistent and rebable product for yoo

We've put ourseives m & position that forces us to perform
for you or we don't mak= & profit. I'm not trywg 1o mnpress
you but | want you to see our commitment. We must satisfy
you so you will buy fom us on your nexdt fitness room
project and refor mone customers to ms. We can't servies ous
huge overhead without repeat business.

Guaranieed To Look Like New, Work Like New, And

warehouse with over 1,000 muchines on mcks 3 stones high
It locks like 50 health chubs went out of business and we
bought wll their mventory. Whan we tour them through our
stnte-of-the-art remanufsctunng faclity, they say they've
never seen anythung hke . When they see ouwr fimshed
product they think i's brand new, and after we comance
them that if i not, they say they will never buy brand new
fitness squipment again.

We warraniy this equipment, give you & National service
technicinn network, and give you 24 hour technical informa-
Hon on ot award wanning website.  You see, the only
equipment we sell i the top brands: LifeFitmess, Cybex,
Stairmaster, Trofter, Precor, Star Track, Paramount, Tec-
trix, Quinton and others. These mamufacturers have buidt s
natiorial service network that we have sccess to when our
customens neod service  ['s as easy for us o repair &
treademill in New York as it is in Califoeria. We take care of
your business

We Have Over 1,300 Custemers That You Can Speak
With To Give You Buping Confidence
In todsy’s business climate you have to protect yoursell
from miss-mformation.  You can’t take sdvertsing state-
menis a8 fact.  ‘We understand this, and make sccessibls to

you cus past eustopmers .o you can maks your own judge-
ments, we don't want you o make a mastake  'We want to
make sure this i the right buy for your business.

“Worldwide Fitness Saved Me Over SIS0.000 And My
Maintenance Stafy Still Thinks The Equipment War Brand
mew, [ Don't feel I Sacrificed Anything. [ Wil Do AU My
Future Purchaser With Warldwide.”

(Miks Boceieri is the CEO of $ YMCA's )

“I Bought My Equipment From Werldwide For my sec-
ond Club. [ Saved Over 325,000 And Used There Savings
To Increase My Advertising Budget. This Extra Advertis-
ing Money Allowed me To Hit My One Year Sales Goals In
My First 96 Days.”  Stephen Priest, MS. Fitnesy Health
Club

We Make The Buping Process Simple, So You Can Spend
Mare Time Running Your Butiness

Your fume 1s valuabie so we make the process sasy. It starts
with a phone call from you, 1o onee of cur customer assistants
You are mked some questions 1o provide us with needed
mfopmation.  Next, & complete packst of informstion s
expressed out to you This packet containa: A video tour of
ouf facbty, s customized video of the machines younesd A
proposal with all your options, prices and feight changes
roam layout if peeded, samples of nibber floonng and other

from your cx
When all your
Jooks by

o answer sny questions
e wriswered and your propossl

g payment solution callzd
Checks-By-Fax’ = you can mad your deposit if
you wanl, This way peur srder mares imnrediately,

You Can't Afford To Pase This Up Withour At Least
Getting A FREE FPacket, o\nd’fiapuvﬂf

The pressure to grow in today's busmess chanate is high
Girow of tee 15 the rule of the futare.  You have to Joc
youg ogrtions snvd do what gives you s competitive adve .
Your customers think the bext fitness oquipment is what you
prowade them. They like the equipment your stall trins them
ot A treadmall made 2 years ago is no different than the ons
made yesterday. The only difference is how much maoney o
cost YOU  How much of your openting capital had fo be
used 10 acquare the new equipment’ Anybody can spend too
musch money.  The most successful and wealthy business
peopls are the most spend thrifty

Call 714-283-0355x23 Today. Sead an emmall to

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

wwisi@ni.net, andor go to sur sward winning
website WWW.Worldwidefitness.com

Sincerely
Steve Faterran
Worddwide Fitness, Inc.

P.§. It's hard to grow a business and waste
money af the same time.
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MAKE IT FUN!

By Sandy Coffman

Don’l miss the IHRSA
Convention in San Francisco,
March 22-25! You will be re-¢ner-
gized, motivated, and filled with
fabulous ideas for the second quar-
ter of the millennium. Certainly
with all those new members that
have joined your club in January and
February the need to MAKE IT
FUN has never been greater. The
goal of programming is retention
and, remember, no one quits your
club because they are having too

days. It not only lends itself to
spectacular promotional and
marketing opportunities, but
ideas include events in every
activity department, from com-
petitions to parties, and if you
MAKE IT FUN, every activity
for the day should become an
annual event.

If you miss St.
Patrick’s Day, I hope you all cel-
ebrated March 20th , the FIRST
DAY OF SPRING. “Spring Into
Fitness,” a great theme for a six
week fitness program, “The
Spring Fling,” a fun name for an
annual tournament or ladies lun-

ance and delivered Easter treats,
promotional coupons and door
prizes, the ladies luncheon could
include a flower arrangement class
provided by a local florist. This
event is a perfect kick off and lead
in to a MOTHERS' DAY program
coming up May 14th. How time
flies, we just concluded three
months of events - from February
14th to May 14th.

Programming is an ongo-
ing and very important part of your
business. It is the key to retention.
In addition to the technical exper-
tise and training of our staff, don't
forget to provide training in pro-

up, administration, and
follow through. Our
clubs provide opportuni-
ties for fitness, We, as
leaders in the club busi-
ness, provide the pro-
grams to MAKE IT
FUN!

(Sandy
Coffman if the President
of Programming For
Profit and the industry
leader in the field. Sandy
has helped hundreds of
clubs with their pro-
gr ing and retenti
efforts during her 20+
year career. Sandy may
be reached at: (941)795-
7887 or Fax #: (941)

Sandy Coffman

much fun! cheon. And I certainly hope you gramming. Your calendar of events  795-0590 or e-mail:
Let’s first evaluate how  didn’t miss celebrating my birth-  is only as good as the program set  SLCoffman@aol.com)

you have made it fun so far this year. ~ day. Just kidding!

The most significant and obvious Not to worry, April will

opportunities present themselves
around holidays.

Did you give candy hearts
away for Valentine’s Day? Did you
have special “Couples Only” work-
outs scheduled in the fitness center?
Did you run a Valentine’s Mixed
Doubles racquetball or tennis tour-
nament? Did you run a quick new
member Cardio HEART THROB
Challenge from February Ist to
February 14th, or through February
29th. It would have been a great
opportunity to get your new mem-
bers started on a program immedi-
ately, have them meet other new
members, and also get that sense of

belonging by meeting your staff In the fitness center an for golfers?

because each new member would incentive program might include ey

have been assigned to a fitness working off the amount of calo- ® Why is Dr. Bob Rotella training top golfers from
trainer as his or her VALENTINE  ries in a great big chocolate Eas- around the world with this program?

HEART THROB. And February
20th, Leap Year Day, was a great
time to run a party for all those new
members who “LEAPED" into a
new program.

As March,

for ST.

PATRICK’S DAY has always been
one of my favorite programming

be here soon. You have plenty
of time to prepare for Easter
which is April 23rd. What a
wonderful opportunity for a
family event. A good old fash-
ioned EASTER PARADE will
be as fun to organize as it will
be to run. Be sure to get the
whole family involved - kids,
moms and dads, even grandma
and grandpa. Costumes, props,
bikes, banners, and music will
all add to the FUN. Can you
imagine the promotional and
marketing opportunities here?!
An Easter Egg Hunt for children
and/or adults can follow.

ter egg. It’s all a matter of atti-
tude and a little creative think-
ing.

We know that “April
showers bring May flowers,” so
after a special team teaching
group exercise class, where the
Easter Bunny made an appear-

What Can a Butch Harmon
Golf Fitness Program By MedX

Do For You?

® Why is Butch Harmon (Tiger Wood's teacher)
using this program at his school and training the

top golfers in the world

» \\fhyisTomKihuingandandorsingﬂ:ispmgmm

® Why did the PGA & SENIOR PGA TOUR put our
flexibility system on each tour’s full-time fitness
trailer?

® Are you giving your clients the “COMPETITIVE
EDGE” that they are really looking for?

® Are you serious about “The Key to the Golf
Community” and becoming the “Golf Training
Expert” in your market?

this way?

With the Butch Ha

and 120 square feet you will have a
six figure profit potential and

attract golfers

rmon Golf Program

to your facility.

This is a True Fitness
Program That Results in

Better Golf!!
800.388.0453

www.dominionfitness.com

Dr. Bob Rotella
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you,

able.”

...Patrick Pine

continued from page 22

NFTA is to function as an accredit-
ing association for fitness profes-
sionals and fitness facilities through
membership in the association.
However, it also offers a transitory
membership as described below.

Facility Membership: The
facility meets NFTA standards and
has passed an on-site compliance
audit. This means its programs and
services are designed and equipped
to benefit the people it serves; and
its staff, services and documenta-
tion clearly indicate that present
conditions represent an established
pattern of operation and that these
conditions are likely to be main-
tained or improved in the foresee-
able future. Facility Members are
issued a certificate of accreditation
good for three years.

Affiliate Membership:
This membership is open to any fit-
ness facility and is used as a transi-
tional process toward accreditation.
These members are provided an
extensive checklist of accreditation
requirements and are counseled for
implementation of these require-
ments. An Affiliate Member does
not have endorsement for treatment,
but may participate in any programs
not requiring accreditation. Once
accreditation is achieved Affiliate
Members are upgraded fo a Facil-
ity Membership.

Typically the on-site audit
process for a Facility Member takes

AS THE HEAD OF A B

You NEED 1O BELONG TO A FAusT MANAGEMENT CORPORATION

CrLue Execunive RounpraBLE!

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

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

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

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

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

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

NESS, DO Y(
IS NO ONE TO T

FEBRUARY ISSUE

U EVER FIND THERE
K TO?

Is It Lonely At The Top?

For INFORMATION ON HOW TO BECOME A MEMBER

CALL - EMAIL

or

FAX a copy of your business card to
Barbara Garringer

at

10085 CarroLL Canvon Roap » Sume 210
SaN Dieco » CA « 92131
(619) 536-7974 Ext. 306 == (619) 536-7976 (Fax)

fausimgmi@aol.com

one auditor five hours to com-
plete. This varies depending on
the thoroughness of the prelimi-
nary self-audit. The audit consists
of reviewing policies and proce-
dures, gathering documentation,
facility inspection, observation of
staff and customer interaction, and
examination of business practices.
The auditor also conducts inter-
views with staff members and
consumers for verification of
compliance of NFTA standards.
Additionally, NFTA provides con-
sultation by making suggestions
to improve services and programs
based on the auditor’s recommen-
dations. The audit report is then
submitted to the NFTA office for
approval.

NFTA also offers a Pro-
fessional Membership for those
individuals qualified to work with
post-rehab patients and people
with clinical diagnosed condi-
tions. Professional Membership
requires documentation of the fol-
lowing: minimum of a bachelor’s
degree in a related field, a current
certification in one of the nine cer-
tification organizations recog-
nized by NFTA, experience and/
or knowledge in dealing with
post-rehab and special popula-
tions, current CPR Certification
and a professional liability insur-
ance policy with a minimum of
one million dollars. When this in-
formation is collected and verified
the individual is issued a Certifi-
cate of Accreditation good for

three years and is designated as an
Accredited Fitness Professional
(AFP).

Individual Membership
is offered to any individual as a
transitional membership for those
people seeking the status as an Ac-
credited Fitness Professional.

NFTA GAINS
RECOGNITION

Ovcr the past year,

NFTA has steadily been recog-
nized by more and more organi-
zations and individuals for pro-
moting and upholding quality in
the fitness indusiry. In1999, the
first year of operation, NFTA is-
sued accreditation to ten facilities
in six different states and has four-
teen facilities that have applied
and are in a transitional phase to
qualify. There are also currently
thirty-one individuals represent-
ing nine different states that have
met the requirements for indi-
vidual accreditation and are rec-
ognized as Accredited Fitness Pro-
fessionals (AFP). Eight other in-
dividuals have applied and are in
the process of finalizing their au-
dit requirements. Fifteen compa-
nies that supply goods and ser-
vices to the fitness industry have
also recognized the value of the
association by becoming Associ-
ate Members. More health care
providers and insurance compa-
nies are recognizing the value of
NFTA accreditation and referring

patients to utilize their services.
NFTA prides itself in offering
professional resources to its
members, including continuing
support through consultation, an
annual education conference,
regular training opportunities, a
state-of-the-art Web site and an
on-line newsletter.

THE DEMAND FOR
ACCREDITATION

Tuday's fitness con-
sumers are more sophisticated
and knowledgeable than ever,
and, they want more information
about their fitness provider. In-
surance companies are seeking
more accountability and profes-
sionalism for their “after care
health club memberships.”
Medical practitioners (physi-
cians, chiropractors, and physi-
cal therapists) are more con-
cerned than ever about the pro-
fessional qualifications of people
they refer their patients to for ex-
ercise programs. State govern-
ments are revising their approach
to regulation and are beginning
to develop partnerships with pri-
vate-sector health care accredi-
tation bodies such as JCAHO,
CARF and NCQA. Outcomes
management and performance
indicators are becoming more
important than ever in medical
and rehabilitation services. It’s
only a matter of time before con-
sumer advocates “REQUIRE”

|
|
|
|
|
| Faust MANAGEMENT CORPORATION
|
|
|
|

the same type of accountability and
responsibility from the “fitness in-
dustry” as it does from the “health
care industry.”

Accreditation is the highest
form of credentialing there is in any
industry or profession. Within the fit-
ness industry, it is a validation of the
fitness professional and the fitness
facility, which recognizes their com-
pliance of the highest standards in the
industry. NFTAis the next logical step
in the maturation of the fitness indus-
try. It was created by individuals from
the industry - for the industry. Until
and if there comes a time when some-
thing such as government regulation
or mandatory licensing is introduced
into the industry, accreditation will
remain the best method of establish-
ing and monitoring standards for the
fitness industry.

(Patrick Pine is the Presi-
dent and founder of NFTA. He also
served as the Executive Director for
the Western Association of Clubs
(WAC), a regional association of
IHRSA from 1993 to 1998. He hasa
Master's Degree in Physical Educa-
tion from Colorado State University
and more than 30 years of experi-
ence in the health and fitness indus-
try. His experience includes teach-
ing, coaching, recreational manage-
ment, sales & marketing manager,
wellness director, club owner{man-
ager and consultant. He may be
reached at (720) 941-0492, Addi-
tional information about NFTA is
available at www.nfta.org.)
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* o Earn $50-$100 Per Hour Doing What You Love!
@ Learn How to Create a Successful Business as a
Specialist in Senior Fitness.
" @ Discover the Latest, Cutting-Edge Information e
About Training, Nutrition, Diets, and Supplements.
@ Internationally Accredited Certification -
Universally Accepted.

B _I Today For FREE Informahon! ""‘w

%

-

www.F‘ﬂnessEducmlon.com =

m

International Sports Sciences Association A




PAGE 26

EClub Insider

FEBRUARY ISSUE

C - l promote healthy lifestyles for all Under a new provisionin  of the YMCA of the USA corpo-
see aplto SURGEON GEN- Americans. The association has IHRSA’s Fund criteria, the asso- rate headquarters in Chicago.

RAL SETS EXER- scta goal of increasing the num- ciation can allocate up to $2,500 Gladish served as Executive Direc-
Repan CISE GOALS ber of health club members to “local” fair competition efforts.  tor for the Indianapolis Foundation

continued from page 18

businesses that are aggressively

U.S‘ Surgeon Gen-
eral David Satcher wants 30% of
Americans to exercise at least 30
minutes each day by 2010. To-

worldwide to 100 million by
2010. That is approximately
twice as many members as there
are today.

Previously, Fund grants were re-
stricted to legal or legislative ef-
forts with state or national impli-
cations. Last fall, IHRSA teamed
up with member clubs to defeal

for the past six years.

Gladish, who worked at
the YMCA of the USA from 1977
to 1983, was once an Assistant Pro-
gram Director for the North

commercial,” said Helen Durkin, day, only 15% of the population SUPPORT THE proposals for multi-million dollar  Surburban YMCA located outside
IHRSA’s director of public policy.  meets that standard. Satcheralso PHY. SI CAL taxpayer-funded fitness centers in  of Chicago. He has been involved

The Downtown Y has wants to reduce by half the per- EDUCATI Michigan and Idaho. at the Board level of several
waged battles over its tax-exempt centage of children who are PROGRESS (PEP) Jan Rubins, GM of YMCA'sover the past two decades.
status for the past two decades. Ini- overweight. This figure now ACT Lifecenter Plus, said that although  Gladish earned a Doctorate in for-

tially, the property assessment
board said the Y was 12% taxable.
Both sides appealed, and Allegheny
County Common Pleas Court de-
cided that the Y was 100% taxable.
The Y appealed to Commonwealth
Court which ordered a floor-by-
floor evaluation of the building and

stands at about 11%.

On January 25, Satcher
unveiled a 10-year health plan
for America called Healthy
People 2010. He will begin mea-
suring ten areas, called “leading
health indicators,” that address
a broad range of health concerns.

Call (202) 224-3121
and ask your two U.S. Senators
to cosponsor Senate Bill 1159 to-
day!

Here is this week’s
Capitol Report. You're receiving

voters rejected the proposed cen-
ter in 1993 and again in 1995, he
won't take anything for granted.
“We plan on educating
voters through direct mail, news-
paper ads, signage and phone calls
to make sure they understand what
they are being asked to pay for.”

eign affairs at the University of Vir-
ginia and served as U.S. delegate
to the YMCA World Alliance Ex-
ecutive Committee in Geneva,
Switzerland.

Gladish succeeds David
Mercer, who retired last month af-
ter leading the YMCA to record

its programs. “The underlying it via e-mail per either yours or Rubins believes that a revenue growth through the past
Then, a settlement was premise of Healthy People 2010 John McCarthy’s request. To sound defeat of the proposal would ~ decade.
reached, requiring the Y to pay 40%  is that the health of the indi- unsubscribe, just reply and type send a strong message to the city Last year, the YMCA re-

of what it would otherwise owe in
taxes.

Clifford Levine, an attor-
ney for the Y, insists that his client
meets all legal criteria for tax ex-
emption and said that the Y will ap-

vidual is inseparable from the
health of the larger community,”
Satcher
said.

IHRSA is working
closely with government and

“unsubscribe” in the body of the
message. The on-line version is
at  http://www.ihrsa.org/er/
020900.html. Comments are wel-
come!]

that may deter future similar bal-
lot initiatives.

“As Americans become
more and more fitness conscious,
IHRSA clubs are facing a greater
risk that their local governments

ported $3.2 billion in revenue. For
the past five years, the YMCA has
been #1 on The Nonprofit Times’
annual listing of the nation’s larg-
est nonprofit organizations.

peal last week’s ruling. health related organizations to O?P%S.é {"I UO%DTSO Lvt:;lm\:::t tr(l}uﬁ;:r:si:;(i)d thEl" hf:?uc;: KETE{{’ :‘}EN‘; F;{'IE’ON
e 12.6 MILI?!EQI?( IHRSA, we will share with other ~ FITNESS CENTERS
lubs everythi do to defeat
E Club IllSld er I Unis proposal inthe hopesthat they Ecnityouriocarymica,
il i RSA hasapproveda can protect their businesses from hospital, or other fitness center isn't

INFORMATION REQUEST
If you would like to receive information from or be

contacted by advertisers in this issue just clip or phot

request from the LifeCenter Plus
Health and Fitness Center in
Hudson Ohio, for financial as-
e in its efforts to defeat a

opy

this form, mark the block(s) of the respective companies, com-
plete the information requested in the blanks and fax to the

March 7 ballot initiative for a
$12.6 million park and recre-
ational fitness facility.

similar threats.”

YMCA OF THE USA
NAMES NEW CEO

Kerl Gladish will be

the new Chief Executive Officer

competing with you right now, keepan
eye on them by visiting their web site.

IHRSA has compiled an on-
line listing of tax-exempt fitness cen-
ters that you can access at hitp://
www.ihrsa.org/ylist.html. Check itout!
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BODYSTEP
Simple and athletic. The world's
ultimate step
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BODYATTACK
Staying in shape is a constant battle.
Defend yourself!

BODYFLOW
Change the way you feel about
your body forever,

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

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

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

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

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

bodytrainingsystems.
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Cross-Trainers by Life Fitness.

them absolutely anywhere.




