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 Tasso Kiriakes…A 
Great American! – August 

2006 cover story.  Kiriakes is 
a uniquely warm and caring 
individual…a great man…
and a great American!  Tasso 
Kiriakes has 29+ years of ex-
perience in the health/fitness 

club industry.  His story is in-
spiring.  
 During the early 
years of his career Kiriakes 
worked for his brother, Steve 

• Inside The Insider •

Alliance Fitness’
EazyZone …Coming On Strong!

 The Alliance Fitness 
Corporation organization is 
best described as a great 
Team.  The Alliance Fitness 
Team is a consummate orga-
nization with each principal of 
the Team working hard in their 
designated and focused ar-
eas.  Alex Jones is the Presi-
dent and Co-owner, Vicki 
Mason is the Vice President 
of Operations, Fred Elias, the 
EasyZone USA Vice Presi-
dent and Program Installation 
Trainer, Mary Neil, the Direc-
tor of EasyZone Weight Loss 

and Nutrition Centres and 
Norma Jones, International 
Vice President of EasyZone.
 In this report you will 
read about and hear from the 
principals listed above and 
directly from Norma Jones as 
she responded to questions 
I had about Alliance Fitness’ 
special EazyZone program.  
 Your team will ben-
efit significantly from learning 
from these vastly experienced 
Canadian club veterans and 
assimilating their 33+ years of 
experience in their business 
and their 7 years of experi-
ence in the weight loss busi-

ness through their innovative 
EasyZone Weight Loss and 
Nutrition Centres. (Yes, it’s 
spelled that way in Canada.)  
 In her illuminat-
ing interview Norma Jones 
says,“We tell members to 
begin an exercise program 
gradually and to start with 
the least possible amount 
to initiate change.”
 To this author these 
words provide an important 
and very timely hint to “tra-
ditional” health/fitness club 
owner/operators about the 
“approach” that is best for the 
overweight, out of shape per-

son or really, any member, if 
you want him to get results 
and become a regular mem-
ber for the long haul in your 
club. 
 The HINT: Ease 
your new and out of shape 
members into exercise. Don’t 
BLAST them into it!
 Over my 33 years in 
the health club industry first 
with 20 years of involvement 
as a club developer, owner 
and operator and now with 14 
years of CLUB INSIDER pub-
lishing experience, I’ve heard 
and written the word reten-

Norma Jones

By Norm Cates, Jr. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 Rich Boggs, CEO of 
Body Training Systems, and 
the authors of the Young-
er Next Year books, Chris 
Crowley and Henry S. Lodge, 
M.D., joined forces today in 
supporting what they called 
The Revolution in Aging.
 The authors ex-
plained, “There is a desperate 
need in this country to take 
advantage of known-but-ig-
nored science to reverse pat-
terns of idleness and obesity 
that are ruining our health, 
crippling our economy and 
denying us joy in a third of 

our lives. We know that fun-
damental life style changes 
can reduce “normal Ameri-
can aging” – which is dread-
ful - by as much as 70%. We 
know that the same changes 
can eliminate up to 50% of all 
the major illnesses and acci-
dents from fifty to the day we 
die. The critical ingredients 
are serious, consistent Exer-
cise…and social Connected-
ness. That is known but we do 
nothing. Not the government, 
not the medical community 
and not the insurance indus-
try. In that puzzling vacuum, 

private industry should come 
forward. And, surely, the fit-
ness industry should take the 
lead. Rich Boggs and BTS 
get that. It has been their fo-
cus from their beginning. We 
are happy to join forces with 
them to promote this goal.” 

Mr. Boggs said, 
“Look… the Younger Next 
Year books are simply the 
best ever written about fitness 
and the enormous importance 
of exercise to our happiness 
and health, especially for the 
Baby Boom generation. They 
are so motivational…so in-

tellectually and scientifically 
compelling. They combine 
charm and humor with rock-
hard science to pull readers 
out of their chairs and into 
the gym. Nobody does it bet-
ter. If we had our wits about 
us, every fitness club in the 
country would be giving these 
books away or, at the least, 
be pushing them at the front 
desk. If we did, people would 
read them. And come to the 
gym. Which is just what the 
books advise. Younger Next 
Year blew me away two years Authors Chris Crowley and 

Henry S. Lodge, M.D.

BTS and “Younger Next Year” Authors Join Forces !

(See BTS page 6)

(See Alliance page 14)

2006 In Review – Part III – August, September and October, 2006

By Norm Cates, Jr. 

(See Year in Review page 28)

 The Food and Drug 
Administration (FDA) today 
approved Orlistat capsules 
as an over-the-counter (OTC) 
weight loss aid for overweight 
adults.  Orlistat (called Xeni-
cal) was initially approved in 

1999 as a prescription drug 
to treat obesity, and remains 
a prescription drug for obe-
sity at a higher dose than the 
OTC version.  OTC orlistat 
will be manufactured by Glax-
oSmithKline under the name 

Alli and is indicated for use in 
adults ages 18 years and old-
er along with a reduced-calo-
rie, low-fat diet, and exercise 
program.  
 “We know that being 

FDA Approves Orlistat for Over-the-Counter Use

(See Alli page 6)
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 • Hello everybody!  
This is your CLUB INSIDER 
News Publisher Since 1993 
checking in!   Dig in and 
find out what’s happening.  
There’s a lot just off the wires 
along with an opinion or two 
from your’s truly!
 • I am very saddened 
to announce the passing of 
a man many people in our 
industry and I had become 
very fond of.  Many of you 
may have met him or at least, 
seen his big smile, when at-
tending the NFTJ Trade 
Shows in Las Vegas.  The 
man was the wonderful ART 
SATTERFIELD (see photo) 
and he passed away at 7:30 
p.m. on January 20, 2007.  
My sincere condolences go 
to KATHA SATTERFIELD-
REDMOND, Art’s daughter 
and her family.  May Art Sat-
terfield rest in peace.  WALLY 
BOYKO, 26-year Publisher 
of the National Fitness 
Trade Journal, wrote the 
following to me and others 
informing us of Art’s passing: 
“Art greeted everyone at the 
door at every National Fit-
ness Trade Show and Ms Fit-
ness event we ever held over 
the last 25 years.  I know he 
befriended many and I do 
not want to miss letting those 
treasured friends know of his 
passing.”   I replied: “Hello 
Wally, I am so sorry to hear 
about Art passing away!  Art 
had a huge smile and engag-
ing personality.  He was awe-
some and always made my 
day, whenever I would pass 
by.  Frankly, in all of my years 
in this business I can’t think 
of ever encountering a nicer, 
more pleasant human being 
anywhere.”  Indeed, may Art 
Satterfield rest in piece.”  I will 
think about Art when I head to 
Las Vegas for the September 
6, 7 and 8, 2007 NFTJ/IHRSA 
Club Business Entrepre-
neur Conference and Trade 
Show and will probably think 
of him everytime in the future 
when I pass through that door 
where his huge smile was al-
ways there.
 • “Younger Next 
Year” is a terrific book writ-
ten by CHRIS CROWLEY 
and DR. HENRY S. LODGE.   
RICH BOGGS’ BTS and 
these authors have joined 
forces in supporting the Rev-

olution in Aging and that 
exciting story appears on our 
page #3.  Chris Crowley will 
be speaking at IHRSA San 
Francisco from 11 – 12 on 
Friday March 30.  Chris will 
be at the BTS exhibit # 6301, 
during Trade Show hours on 
Thursday and Friday. Addi-
tionally, I must comment on 
something else with respect 
to the competition in the 
USA between BTS and Les 
Mills International.  That is 
the fact that Les Mills Inter-
national mailed a thick pack-
age of promotional materials 
to all of Body Training Sys-
tems clients in an effort to get 
them to switch from BTS to 
Les Mills really speaks to the 
standards of behavior of that 
group.  I mean there are at 
least 28 thousand other U.S. 
clubs they could have picked 
to send this predatory mailing 
to.  But, instead they picked 
clubs who are BTS client cus-
tomers.  The good news is 
that Rich Boggs told me yes-
terday it didn’t work and all of 
their club clients have stayed 
on board after receiving that 
mailing.   Now folks, this lat-
est gaff in behavior by Les 
Mills, and its outright failure, 
should tell all of us something.  
This May, 2007, will mark two 
years that I’ve been warning 
our industry about this bunch 
from New Zealand.  Trust me 
when I say a lot is going on 
with that entire situation that 
I cannot report on, yet. But, 
when I can…you will be the 
first in our industry to read 
about in a printed publication.  
STAY TUNED!   
 • “What Scudder 
Thinks” is a new, occasional 
column, featuring MICHAEL 
SCOTT SCUDDER’s re-
sponses to several timely 
questions I pose to him.  See 
“What Scudder Thinks” on 
page #24. Also, Scudder is 
moving along very well with 
his online publication: the 
Fit Biz Connection that he 
transmits to paid subscribers 
in a Power Point format.  For 
info go to: www.michaelscott-
scudder.com   And, STAY 
TUNED! 
 • CheckFree an-
nounced its 3rd Annual Tech-
nology Summit agenda that 
will explore strategies at IHR-
SA San Francisco for increas-

ing competitive advantage 
and member loyalty through 
technology. The summit is 
part of  IHRSA’s 26th Annual 
Convention & Trade Show 
and will happen on March 
28, 2007  3:00 p.m. to 5:00 
p.m. at the Moscone Center 
North — Hall E.  The Check-
Free Technology Summit 
at IHRSA San Francisco will 
feature presentations from 
three experts: FRANK ABA-
GNALE, con man turned FBI 
fraud expert, Abagnale will 
deliver the keynote address 
at this year’s summit.  His 
incredible story is the theme 
of STEVEN SPIELBERG’s  

2002 film, “Catch Me If You 
Can”, starring  LEONARDO 
DiCAPRIO and TOM HANKS.   
An authority on the subjects 
of forgery, embezzlement and 
secure documents, Abag-
nale’s speech will underscore 
the importance of securely 
managing consumer informa-
tion.  JOHN WHITWORTH, 
a Payment Card Industry 
(PCI) compliance expert, and 
industry trends analyst MI-
CHAEL SCOTT SCUDDER, 
will deliver an eye-opening 
presentation on the ins and 
outs of PCI compliance. Their 
presentation will define com-
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Art Satterfield
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 January 2, 2006 -  I 
sit here writing on this frosty 
Atlanta morning while keep-
ing an eye on TV where the 
funeral service of President 
Gerald R. Ford is taking place 
in Washington, D.C.  It was a 
beautiful ceremony. 
 President Gerald R. 
Ford was a very great man, 
but he was also a very tough 
man, both physically and 
mentally. 
 At the University 
of Michigan he was a two-
time All-American at center.  
He was voted most valu-
able player his Senior year 
at Michigan.  I argue today 
that football and the mind re-
quired of an offensive lineman 
helped him greatly through-
out his life, especially during 
the Nixon era debacle.
 This tribute to Presi-
dent Gerald R. Ford is also a 
tribute to all of you out there 
who’ve ever been offensive 
linemen at any level of the 
great game of football.  Heck, 
this is also a tribute to all of 
you who’ve played the game.  
 For me, I believe the 
truth is that had I not been 
an offensive lineman in high 
school and college football 
my life would have been very, 
very different today.  My mind 
was shaped and formed for-

ever by football.  I would bet 
that any of you who have ever 
played the game, no matter 
which position you played, 
believe the same thing.   
 President Gerald R. 
Ford had, and used very well, 
the mind of an offensive line-
man.
 When I started writ-
ing this article on Christmas 
morning, 2006, President 
Ford, was still alive at age 
93. He was not in perfect 
health, but he was pressing 
on bravely with life.  He was 
the man, the long-time politi-
cian and our Vice President 
under President Richard M. 
Nixon, who stepped in when 
Nixon resigned in disgrace 
over Watergate in 1974.  
 When I began writ-
ing on Christmas morning, 
I sought to express to you 
how the thinking of an offen-
sive lineman in football could 
be used to help your club 
business.  I will achieve that 
expression of my thinking, 
but now, this article has the 
words: A Tribute to Presi-
dent Gerald R. Ford added 
to my Christmas morning title: 
“The Mind of An Offensive 
Lineman.”  

President Gerald R. Ford 
… A Great Lineman … a 

Great Man!
 

 President Gerald 
R. Ford, the great man that, 
by pardoning the disgraced 
Richard Nixon, sacrificed his 
opportunity for reelection as 
our President.  He should 
always be remembered for 
doing the right thing that was 
necessary to unite America 
then when we needed it.  He 
did reunite America. 
 Unfortunately, it has 
taken years of reflection for 
millions of Americans to now 
come to realize that President 
Ford really did the right thing 
for America.  
 And, by the narrowest 
of margins, clearly a margin 
that would not have been had 
it not been for the Nixon par-
don, Georgia’s Jimmy Carter 
defeated President Ford and 
went to the White House. 
 Gerald Ford was the 
consummate team player 
in both college football and 
during a lifetime of politics.  
He knew what was best for 
America, when he pardoned 
the disgraced Richard Nixon, 
one month after Nixon had 
resigned.  President Ford 
knew full well that his pardon 
of Nixon would not be well 
received by an angry nation.  
And, it was not.  
 However, President 
Ford believed that America 
could not be united and would 
not be united if and while 

Nixon was being brought to 
justice for his misdeeds.  So, 
President Ford pardoned Nix-
on.  
 Ronald Regan de-
feated Carter in the 1980 
Presidential election and 
obtained the release of the 
American hostages held in 
Iran under the Carter Presi-
dency within 24 hours of be-
ing sworn in as President on 
January 20, 1980.  
 Gerald Ford was vot-
ed the Most Valuable Player 
of his team his Senior year.  
 How many offensive 
linemen in the history of col-
lege football have ever been 
named MVP of their college 

football Team?  I know of only 
one…President Gerald R. 
Ford.  
 How many offensive 
linemen have been President 
of the United States? I know 
of only one … President Ger-
ald R. Ford.
 I began to write this 
on Christmas morning, a time 
of peace and quiet when I 
could reflect on my experi-
ence as an offensive lineman 
at Rome Free Academy in 
Rome, New York and at North 
Carolina State University in 
Raleigh, N.C. Little did I know 
that today, January 2, 2007, I 
would be tapping these keys 

A Tribute to the Late President Gerald R. Ford …
The Mind of An Offensive Lineman

By Norm Cates, Jr. 

Gerald R. Ford two time All American Center, Captain 
and Most Valuable Player at Michigan

(See A Tribute page 8)

ago when the men’s version 
came out, and I have been 
beating the drum ever since. 
This announcement formal-
izes the commitment of our 
company.”

The authors added, 
“We have to get the country 
moving. Literally. That’s our 
fundamental commitment 
and that is what BTS is all 

about. We have tried a num-
ber of their programs and 
seen the rest. It seems to us 
that BTS has created an ap-
pealing menu of group fitness 
programs which are well cal-
culated to draw gym regulars 
and – most importantly - non-
users into serious exercise.   
That is a blessing.”

“The basic point of our 
books is that we humans were 
designed to move, in packs, 
millions of years ago. We 

were designed as endurance 
predators. Today, the hunt is 
over but our bodies most as-
suredly don’t get it and they 
won’t for millions of years.  
They get hopelessly gummed 
up…they fall apart…they hurt 
in idleness. Medicine keeps 
us alive, but the quality of our 
lives – and the cost of medi-
cine – is appalling. Serious, 
consistent exercise solves 
so much of that. If it can be 
done in groups – and we are 

hard-wired to hunt in groups 
– so much the better.  And, 
of course, that is what BTS 
does.…get us to “hunt” – or 
exercise – in packs. It’s great 
fun and it works. We are par-
ticularly taken with their new 
Group Active program for the 
“deconditioned” exerciser.  
Wonderfully gentle phrase 
for a dreadful condition. But 
a condition shared by a huge 
part of the population. So we 
are pleased to join hands with 

BTS to promote our common 
message: Let’s get moving. 
For ourselves and for the 
country. We need it.”  

Chris Crowley will 
be speaking at the IHRSA 
convention in San Francis-
co on Friday, March 30, at 
11 a.m. and will be appear-
ing (and giving out some 
copies of the Younger Next 
Year books) at the BTS 
booth – 6301- on Thursday 
and Friday.

…BTS
continued from page 3

overweight has many adverse 
consequences, including an 
increase in the risk of heart 
disease and type 2 diabetes,” 
said Dr. Douglas Throck-
morton, Deputy Director for 
FDA’s Center for Drug Evalu-
ation and Research.  “OTC 
orlistat, along with diet and 

exercise, may aid overweight 
adults who seek to lose ex-
cess weight to improve their 
health.”
 OTC orlistat is not for 
people who have problems 
absorbing food or for those 
who are not overweight. Or-
listat helps produce weight 
loss by decreasing the intes-
tinal absorption of fat.  The 
60 mg capsule can be taken 

up to three times a day with 
each fat-containing meal.  
Because of the possible loss 
of certain nutrients, it is rec-
ommended that people us-
ing orlistat should also take a 
multivitamin at bedtime.  
 The most common 
side effect of the product 
is a change in bowel hab-
its, which may include loose 
stools.  Eating a low-fat diet 

will reduce the likelihood of 
this side effect.  Also, peo-
ple who have had an organ 
transplant should not take 
OTC orlistat because of pos-
sible drug interactions.  In ad-
dition, anyone taking blood 
thinning medicines or being 
treated for diabetes or thyroid 
disease should consult a phy-
sician before using orlistat.  
FDA approved OTC orlistat 

based on the review of the 
sponsor’s safety data and af-
ter submitting the product for 
the consideration by an FDA 
advisory committee in Janu-
ary 2006. The committee vot-
ed in favor of OTC approval. 
(Reprinted from the FDA 
website.)

…Alli
continued from page 3
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while another offensive line-
man, a truly great one, Presi-
dent Gerald Ford, would be 
laid to rest.   
 This article is about 
America’s game and my first 
love:  Football.  
 It is about the truth of 
what makes football tick:  The 
Mind of the Offensive Line-
man.   It is about the offen-
sive lineman’s contribution 
the great game of football. 
And, it is about how the val-
ues of the offensive lineman 

can help your club. 
 Sure.  There are quar-
terbacks.  Sure. There are 
running backs.  Sure. There 
are wide receivers.  They get 
the credit for the work The Of-
fensive Lineman does.  
 The only time an of-
fensive lineman ever gets no-
ticed is when he does some-
thing wrong.  And, at the end 
of the year … if he is good 
enough and lucky enough to 
be named All Conference or 
All American on post-season 
All-Star Teams.   I am one of 
those who was good enough 
and lucky enough to be ac-

knowledged as an offensive 
lineman when, in 1967, I was 
selected to the 1st Team All 
Atlantic Coast Conference 
Football Team and All-Ameri-
can Honorable Mention on 
our N.C. State Wolfpack 
team.  That team had the 
greatest record in the history 
of the school at the time, 9-
2.  And, we defeated the Uni-
versity of Georgia in the 1967 
Liberty Bowl.   
 So, you may be ask-
ing by now, “Cates, what the 
hell has the mind of the offen-
sive lineman got to do with 
the health club industry?  
 Well, I will tell you.  
 In elementary, ju-
nior and senior high school 
and college football and af-
ter thousands of two hour or 
more football practices, the 
mind of the offensive lineman 
became permanently mine.  
 It became mine and 
it represented the value of 
hard work.  It represented the 
value of intense focus.  It rep-
resented the value of never 
quitting.  And, it represented 
the value of doing thankless 
work for a team, without ex-
pecting or ever even thinking 
about recognition. 
 You have folks in 
your organization who work 
extremely hard.  You have 
people in your organization 
who focus intensely.  You 
have people on your team 
who never quit.  And yes, 
you very likely have key, im-
portant people on your team 
who work without recognition.  
I say that should stop.
 Perhaps, most im-
portantly, the value of know-
ing how to attack a challenge 
over and over and over again 
and again until that challenge 
is met, is priceless.  I learned 
it while on the football field.  
Football and later, life, clear-
ly teaches you how to get 
knocked down, how to get up 
and how to attack again, just 
as relentlessly as thousands 
of times before in practices 
and games.  
 Attack…attack…at-
tack…is the only way the of-
fensive lineman succeeds.  
Toughness is the most im-
portant ingredient.  As an of-
fensive lineman being tough 
when you’re seeing stars or 
blacking out, and can hardly 
keep your feet when hit be-
tween the eyes with a line-
backer’s rock solid forearm, 
is tough. Shaking it off and 
attacking that same lineback-

er with the hammer forearm 
again and again…over and 
over without any diminish-
ment of intensity throughout 
the game no matter how hot 
and tired you are getting, is 
crucial. Relentlessly attack-
ing the challenge over and 
over is what it takes.
 You have staff who 
attack challenges over and 
over with relentless focus.  
These same people do so 
day in and day out, month in 
and month out and year in 
and year out.  Many of them 
are not recognized, except on 
payday.  
 I say that should 
stop.  I am calling on you to 
recognize, encourage and 
cheer them every week, if not 
everyday.  Don’t let them be 
unrecognized like an offen-
sive lineman.  Don’t let them 
ONLY be recognized when 
they screw up.  Honor them 
for their dedication and hard 
work.  Let them know you ap-
preciate them and what they 
do for your club and for you.  
Praise them and make sure 
their peers see you do it.  
 Toughness during 
the high drama of losses in 
big games is also something 
the game of football teaches 
you.  
 Dealing with disap-
pointment and going on to 
give your all is something we 
all must do in life.  I learned 
about this from football, too.  
My senior year at N.C. State 
we were ranked #3 in the 
U.S. with an 8-0 record.  We 
flew up to Penn State to play 
against Joe Paterno’s second 
team ever as a head coach.  
A victory that day would have 
moved us from #3 to #1 in 
America.  That was because 
the #1 and #2 team ahead of 
us tied and lost on that day.  
 It was 1st down and 
about four yards to go to 
cross the Penn State goal 
line.  Soon it was 4th down 
and one foot to go.  I played 
left guard and our center, 
Carey Metts and I blew the 
defensive tackle in our gap 
into the end zone with our 
double team blocks.  The 
hole we opened was gap-
ing…huge … five feet wide.  
Our running back, a nice guy 
from Brooklyn, New York, 
missed the hole and we did 
not score.  I was in the bot-
tom of a pile and I knew we 
had not scored because the 
Penn State crowd went nuts.  
 We lost.   

 Our locker room was 
a den of heartbreak.  We flew 
back to Raleigh, N.C. to the 
same airport where 10,000 
people had greeted us weeks 
before after we had defeated 
the #2 team in the country, the 
Houston Cougars.   Nobody 
was there.  We all tried to get 
over the loss by reaching into 
our own sad minds.  We, as a 
team, were devastated.  
 The next Saturday, 
not ranked #1, but 8th in the 
nation due to our one loss at 
Penn State, we had a chance 
to redeem ourselves in Death 
Valley…THE Death Valley 
in Clemson, South Carolina. 
That’s the place where the 
Baron, Clemson Coach Frank 
Howard, ruled and watched 
his Clemson team touch that 
rock just outside the end zone 
for good luck before each 
game. 
 We were flat as a 
pancake after the Penn State 
loss the week before.  We 
lost at Clemson. Another 
devastating loss.  But, some-
how it didn’t hurt nearly as 
much as the Penn State loss. 
We rallied after the news that 
we’d been invited to play the 
tough Georgia Bulldawgs in 
Memphis, Tennessee in the 
1967 Liberty Bowl.  We had 
recovered emotionally.  We 
won.

The VALUES

 There are, I would 
bet, hundreds of thousands 
of others with the “mind of 
an offensive linemen” across 
America who share the val-
ues I learned from football.    
 Everyone one of you 
who possess the hard-earned 
“mind of the offensive line-
man” know well about what I 
write here.
 For the rest of you … 
read on with my fellow offen-
sive lineman and learn.  Let 
me tell you why the “mind of 
the offensive lineman” is im-
portant to the health/fitness 
club industry.
 It is important to 
know and understand the 
mind of the offensive lineman 
because to be successful in 
business, any business, not 
just the health/fitness club 
business, you will benefit if 
adopt these values in your 
mind.
 No folks.   I am not 
saying here you should think 
about football in your busi-

…A Tribute
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pliance and provide insight 
into how to prevent credit 
card fraud and identity theft 
and avoid monthly fines.  For 
more info on the Summit go 
to: www.checkfreecompete.
com. 
 • A LEGEND is mov-
ing on.  Our good friend, 
HOWARD RAVIS, after a 20-
year association, has ended 
his affiliation with Club In-
dustry.  I wish you well How-
ard at your next stop.  Many 
of you have read my praise 
of Howard’s terrific work over 
the years.  So, any of you 
folks out there -- trade asso-
ciations, clubs, certification 
agencies, educational provid-

ers, etc.—  that are looking 
to improve, expand or initi-
ate an educational program 
should communicate with 
Howard:  hsravis@aol.com  
It’s a generally held belief by 
many industry pros that How-
ard produced the best edu-
cational program available 
in the industry.  Over the 20-
year period, he’s presented 
over 3,500 educational ses-
sions.  Best wishes Howard.  
You’re a great friend of our in-
dustry.  We’ll see you at your 
next stop.  Everybody STAY 
TUNED! 
  • My tribute in this is-
sue to President GERALD 
R. FORD is that and more. 
Check it out for a very im-
portant message to all club 
owner/operators.  See page 

#6 for that tribute.
 • Great news from 
IHRSA on the Public Policy 
front!   First, IHRSA’s HELEN 
DURKIN released news from 
MIKE LEAVITT, the Sec-
retary of the U.S. Depart-
ment of Health and Human 
Services that it’s developing 
a Physical Activity Guide-
lines Advisory Committee. 
IHRSA believes this rapid de-
velopment since the late Oc-
tober announcement of the 
guidelines, is a positive sign of 
the importance of the project 
to this massive federal agen-
cy.  We need people from our 
industry involved in this com-
mittee. For more info on the 
formation of the committee 
and the guidelines, visit www.
health.gov/paguidel ines.  

And, The Personal Health 
Investment Today (PHIT) 
Bill has been introduced in 
the 110th Congress by its 
original sponsor, Represen-
tative JERRY WELLER (R-
IL) a member of the House 
Ways & Means Commit-
tee.  The PHIT Bill is one of 
IHRSA’s signature pieces 
of federal health promotion 
legislation. It would allow for 
exercise and physical fitness 
programs and certain exer-
cise equipment to be paid for 
with pre-tax dollars by includ-
ing them in tax deferred med-
ical savings vehicles-such as 
flexible spending accounts 
(FSAs) and health savings 
accounts (HSAs).  In case 
you do not know IHRSA’s In-
dustry Leadership Council 

is working for all of you in this 
industry whether your club 
supports IHRSA or not.   We 
need you to become involved 
by financially supporting 
these very important, poten-
tially monstrous for the entire 
club industry, efforts.  Go to 
the IHRSA website:  ihrsa.
org, scroll down and click on 
the Public Policy section for 
more information.  Keep on 
pushing hard Helen! 
 •  Last month our 
cover story featured former 
10+ year Arkansas Gover-
nor MIKE HUCKABEE with 
a very interesting interview 
in which we discussed the 
possibility that he might run 
for President of the United 
States.   Well, Governor 

…Norm’s Notes
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ness.  You should think about 
what makes football tick.
 Just think of football 
now for a moment.  The 2006 
football season is over.  The 

bowl games are over.  We 
have a new National Cham-
pion in college football, the 
Florida Gators.  And, the 
great Coach Tony Dungy and 
his gentleman quarterback, 
Peyton Manning, disposed of 
the hapless Rex Grossman 

and his Bears on February 4, 
2006 in the 43rd Super Bowl, 
the game I will call for ever 
the “2007 Miami Monsoon 
Bowl.”  
 But, how did all of 
those who excelled in football 
in 2006 and early 2007, do 
so?  
 The were successful 
because they all adopted the 
“mind of the offensive line-
man.”  
 The RELENTLESS 
mind of the offensive line-
man.  
 Think of it this way.  A 
typical college football game 
may have 45 to 55 plays.  In 
each and every play, every 
single person of 11 on the of-
fensive side of the ball must 
execute his assignment suc-
cessfully for the play to be a 
good one.   
 The center must 
make a good snap.  The 
quarterback must receive the 
snap and grasp the ball with 
care and begin to make the 
play.   The Q.B. must then ei-
ther run with the ball, hand the 
ball off to a running back or 
pass it.  Then, depending on 
if the Q.B. runs, hands off or 
throws, all of the 11 members 
of the team are depending on 
the men on the offensive line 
to provide the Q.B. or the run-
ning back with a hole to run 
through the defensive line or 
provide the Q.B. with protec-
tion so he may pass the ball 
to a wide receiver or back 
who is running his assigned 
pass route.   
 But, the success of 
every single play ultimately 
depends on the five key men 
in the middle – the two tack-
les, the two guards and the 

center.  The RELENTLESS 
MEN with the minds of the of-
fensive linemen.   
 Sure, many plays 
succeed without perfect ex-
ecution by all 11 offensive 
players.   
 But, few plays suc-
ceed without, at the least, 
good execution from these 
five men in the middle.
 I ask here and now 
of all club owners:  “Who 
are your offensive linemen? 
Who are your key five men 
(or women) in the middle?  
Who are your key men and 
women who do the basics … 
your club’s blocking to open 
the holes necessary for all of 
your organization?
 Who are your club’s 
leaders?  What is in their 
minds?
 Do your key people 
have the RELENTLESS mind 
of the offensive lineman? 
 Do they give up on 
marketing plans, plans for 
club evolution, new ideas, 
doorways to success … eas-
ily?
 Or, do your KEY 
men and women have 
the RELENTLESS mind 
of the offensive lineman?  
 Do they work hard?  
Do they set a good example 
of hard work for your entire 
team?  Do they plan for suc-
cess for your club and then, 
execute with RELENTLESS 
DEDICATION the agreed 
plans.  Do they have the mind 
of the offensive lineman when 
the first thrust, the second 
thrust, the third thrust, the 
fourth thrust, the fifth thrust 
and more and more effort, 
does not initially succeed.
 Are they TOTALLY 

RELENTLESS?  Do your key 
people really keep on coming, 
no matter how hard it gets?  
Do they persevere when 
early results do NOT MATCH 
planned for and expected 
success for your club(s)?  Do 
they get down if success for 
your club is not EASY?
 IF they do get dis-
couraged easily … you’ve got 
the wrong leaders running 
the show.  
 My mind is relentless.  
My mind will not quit.  My mind 
will not shy away from goals I 
deem as important, because 
of early failures.   My mind 
will persevere.  My mind will 
fight on and on and on and on 
and on.  I will not quit until I 
am ready to quit and that will 
be when my creator gives me 
the call.
 Will your mind QUIT?  
Will your leader’s minds 
QUIT?  Do you honor and 
praise your unheralded, un-
recognized people?  If you 
are quitter, if you have quit-
ters working for you and if 
you have the habit of enjoy-
ing your club’s success with-
out giving credit and praise 
to your club’s offensive line-
men…then change what you 
are doing.  NEVER QUIT.  
NEVER HIRE QUITTERS.  
And always honor and rec-
ognize your winners in front 
of others.  Praise your WIN-
NERS!  
 And, remember one 
of America’s greatest WIN-
NERS … our late, great Pres-
ident Gerald R. Ford.  
May he rest in peace.

-  Norm Cates, Jr. –  
The CLUB INSIDER News 

…A Tribute
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Huckabee announced on 
Meet the Press with TIM 
RUSSERT on Sunday, Janu-
ary 28, 2007, that he had 
formed a campaign com-
mittee and was running for 
President on the Republican 
ticket.  And, yesterday, Feb-
ruary 7th, former New York 
City Mayor RUDY GIULIANI 
announced that he is go-
ing to run for President, too.   
Based on what little I know 
about politics, but have heard 
on the radio, Rudy is perhaps 
going to be the strongest 
Republican candidate out of 
a field of 10 or more, by the 
time it’s all done.  As I wrote 
last month I think Governor 
Huckabee is very qualified to 
run for and be President of 
these United States.   I also 
believe that Rudy Giuliani, a 
friend of RICK CARO, whom 
I met at Rick’s and SUE DEN-
ISON’S  Wedding at the Tav-
ern On the Green in NYC, is 
vastly qualified to run for and 
be our next President.  What 
he did with New York City and 
its improvements before 9/11 
and how he performed dur-
ing the 9/11 disaster makes 
me believe that Rudy may be 
the leading candidate in the 
crowded Republican field.  
He very possibly could be 
our next President.   I was 
honored to meet and chat 
with Rudy at Rick and Sue’s 
Wedding and I took his pic-
ture in Phoenix when Rick 
presented him with IHRSA’s 
Person of the Year Award.  
I used that photo for a CLUB 

INSIDER News cover story 
featuring Rudy and his focus 
on leadership.  After thinking 
about it and considering ALL 
of the Republican candidates 
I am aware of, I think a ticket 
with Rudy Giuliani for Pres-
ident and Governor Mike 
Huckabee as Vice Presi-
dent, would be an amazing 
ticket.  I wonder if they have 
met.  But, don’t count Gov-
ernor Mike Huckabee out for 
President someday, perhaps 
after he’s been Vice Presi-
dent for 8 years with Rudy.  
Governor Huckabee is a bril-
liant man and he has, in my 
view, the best grasp of the 
health crisis in America and 
its cause, OBESITY, of any 
politician I’ve ever heard 
from.  Note that I wrote the 
health crisis, not the health-
care crisis, because I agree 
with the Governor about that, 
too.  He’s lived with obesity, 
got Type II Diabetes from it 
and cured himself of diabe-
tes with a complete lifestyle 
change and weight loss of 
110 pounds.  Now, THAT’s an 
achievement!    So folks, this 
year and next are going to be 
very interesting in America! 
STAY TUNED!  
 •  Congratulations 
to BUTCH STAPLES, the 
Head Tennis Pro at  Mid 
Town Tennis Club in Chica-
go, as the USTA has honored 
him, as the first-ever United 
States Tennis Associa-
tion Recreational Coaches 
Workshop (RCW) “Trainer 
of the Year.”  The award 
recognizes associates who 
go above and beyond to train 
beginning coaches and pro-

mote the recreational sport of 
tennis.  
 • JOE and HEATH-
ER GRAVES are the bright 
young couple who are the 
developers and owners of 
Vitabot Online Meal Plan-
ning.  Check out their ad on 
page #21.  The Graves just 
announced a new “Goal 
Tracking” system instal-
lation into their system for 
current and future custom-
ers.  The Graves have been 
aggressively developing and 
advancing the state of the 
art for online nutrition track-
ing and planning. This is the 
beginning of another wave 
of revolutionary new features 
scheduled for release in 2007 
by the Graves. The Ultimate 
Mealplan Project™ was re-
leased fourth quarter ‘06.  
Also, check out our new “Vi-
tabot Vital” nutritional fact 
of the month featured on pg 
#34.  Contact Vitabot at: vita-
bot.com to set up a free Vita-
bot demo.  Vitabot is a really 
terrific service for club owner/
operators who wish to give 
excellent nutritional advice 
to it’s members and prospec-
tive members and it’s a great 
new membership selling and 
retention tool.  
 • DAVID PATCH-
ELL-EVANS, CEO and 
FOUNDER of GOODLIFE 
FITNESS, based in London, 
Ontario, Canada, announced 
the appointment of MARK 
SMITH is Chairman of the 
Board.   Mark Smith is the 
former Chair of Town Sports 
International (TSI) which op-
erates about 150 New York, 
and Washington, D.C. Sports 
Clubs.
 • Reuters recently re-
ported that more than 120,000 
obese Americans had some 
kind of surgery to help them 
lose weight in 2004, with the 
biggest increase among mid-
dle-aged people. Dr. CARO-
LYN CLANCY said the report 
shows “more Americans are 
turning to obesity surgery and 
that an increasing number of 
younger people are undergo-
ing these procedures.”  More 
than 103,000 of the 2004 
operations were on patients 
aged 18 to 54, the study 
found.  And, 349 were per-
formed on youngsters aged 
12 to 17. The average hos-
pital cost for an obesity sur-
gery patient stay, excluding 
physician fees, was $10,395 
in 2004 as compared with 
$10,970 in 1998, adjusted for 

inflation. 
 • Fitness-industry 
veterans KEN GERMANO 
and MARC ONIGMAN have 
launched Stone Hearth Fit-
ness, a sales-and-marketing 
firm that specializes in com-
mercial fitness products and 
services.  The company’s 
first three clients are the 
American College of Sports 
Medicine; Bionic Gloves, 
a division of the venerable 
“Louisville Slugger” base-
ball-bat manufacturer Hill-
erich & Bradsby and Koko 
Fitness, a Massachusetts 
company that develops inter-
active software and hardware 
for the worldwide fitness and 
wellness industries.  
 • Check out our new 
advertiser, The Society 
for Financial Awareness 
(SOFA) Founder and CEO 
JIM CHILTON’s article of in-
troduction on pg #30 and his 
ad on pg #31.  Jim and I have 
gotten to know each other 
during the past four months 
by phone and will meet for 
the first time at IHRSA San 
Francisco.  Jim wants to link 
SOFA with 90 U.S. Chapters 
to our industry.  For more in-
formation you can go to his 
Website: sofausa.org and 
Google more info using the 
full organization name.  
 •  Also, welcome back 
to the one and only CASEY 
CONRAD as she begins to 
advertiser her new product 
for clubs Take It Off.  Check 
out the new Take It Off ad on 
pg #27.  Casey has an amaz-
ing amount of initiatives all 
in play at once including the 
early months of her Healthy 
Inspirations chain of 74 lo-
cations and the new acqui-
sition of Slender Lady Fit-
ness Centers, giving Casey 
and her partner, JIM ROWE, 
157 locations!   Don’t forget 
Casey’s new book:  “Win-
ning the Struggle to Be 
Thin” an amazing book for 
weight loss for women fea-
turing 62 testimonials from 
women who have won the 
battle at Casey’s Healthy In-
spirations. 
 • Kristie Harvey is 
Casey’s newly hired Director 
of Take It Off and is a sharp 
young lady who is helping 
Casey roll out Take It Off, 
mentioned above.  Kristie 
graduated from Curry Col-
lege in Milton, MA. with a 
degree in Business and Mar-
keting.  She is an avid run-
ner and does 4 marathons  

marathons a year. She began 
2.5 years ago as Healthy 
Inspirations Lifestyle Con-
sultant as the owner of her 
Healthy Inspirations Center 
offered her the job.  Kristie 
lifts and is also and a Body 
Training Systems certified 
Group Power instructor and 
says “I LOVE IT” about BTS’ 
Group Power.  
 • I hope you will make 
plans to be in San Francisco 
for IHRSA’s 26th Annual 
Convention and Trade Show 
and I do hope to speak to you 
one on one there.  Check out 
my writing about the event on 
page #26.   I will be assisted 
by lovely HOLLY SNOW at 
my CLUB INSIDER News 
IHRSA Trade Show Exhibit 
# 109.  She is the signifi-
cant other of my friend LYLE 
SCHULER and a key team 
member at Lyle’s renais-
sance club, the  Mid-Hud-
son Athletic Club (MAC) in 
Kingston, New York.  
 • PETE BROWN’s 
26th annual Athletic Busi-
ness Conference & Expo 
will be held Nov. 28 – Dec. 1, 
2007, at the Orange County 
Convention Center in Orlan-
do, Fla. For more information, 
contact Athletic Business by 
e-mail: conference@athleticb
usiness.com  or go to www.
athleticbusinessconference.
com or call: 800-722-8764 or 
608-249-0186.
 • God bless our 
troops, airmen and seamen 
in Iraq and the Middle-East 
as they fight on for America.  
God bless their families as 
they suffer greatly, as well.  
God bless President Bush 
and our political leaders 
as they try to find a way for 
America to be at peace with-
out America becoming the 
battle ground.  God bless 
the citizens of Iraq as the car-
nage continues.  And, God 
bless you all!  
 • STAY TUNED!  

…Norm’s Notes
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tion over and over. The word: 
retention, represents one of 
the single most mystical chal-
lenges of this industry.  
 But, really it’s not a 
mystery to any of us. How to 
achieve high rates of member 
retention is the mystery.  
 I believe that con-
tained within the depths of 
this report are words from 
Norma Jones that will prob-
ably cause an epiphany, a 
revelation for many of you 
health/fitness club owners.  
 We all know about 
how results for your members 
is the #1 factor in retention.  
 But, frankly to many 
of you, your effort to provide 
results ends when you pur-
chase and install your club’s 
equipment.  
 The epiphany I 
write about today is well de-
scribed in Norma Jones’s 
comments that come to-
ward the end of this report. . 
 But, this epiphany 
could also be called a “flash 
back.”  
 It really is a flashback 
in time in the health/fitness 
club industry to the era when 
personal attention inside of a 
health/fitness club was more 
of the norm.  Personal atten-
tion where club staff actu-
ally knew the names of their 
members and greeted them 
with “Hello Joe. Glad you’re 
here.  Have a great workout!” 
when he arrived, as opposed 
to fast swiping his electronic 
membership card in a robot-
ic manner and sending him 
through a turnstile to become 
just another number lined up 
on a piece of equipment in 
the club.  A flash back to the 
era when there was actually 
a “one-on-one” relationship 
with most of the members and 
yes, God forbid, a friendship 
between those who worked 
on the floor of a health/fitness 
club and their members.  A 
flashback to where the word 
RESULTS was the operative 
word that all clubs worked to 
achieve for their members.  A 
flashback to an era where the 
game was a “people game”, 
not a numbers game.  
 How many of you own 
and operate a robotic club?  
How many of you don’t?  
 For you youngsters 
of today’s fitness floors where 
several hundred pieces of 
equipment or more must be 

monitored and where PER-
SONAL ATTENTION for the 
member only comes when 
he pays extra for a personal 
trainer, this writing might just 
provide you with an epipha-
ny.    
 America, Canada and 
the world’s entire health/fit-
ness club industry can benefit 
from Alex and Norma Jones’s 
comments contained herein.  
Trust me folks…you don’t 
have to buy anything to ben-
efit from what Norma teaches 
in her interview here.  But, 
you will read about Alliance 
Fitness’s EasyZone Weight 
Loss and Nutrition Programs.  
When you’re done reading 
this you will realize why and 
how Alex Jones’, Gene Kay’s 
and Joe Ertel’s giant Cana-
dian Alliance Fitness orga-
nization has almost 100,000 
members in 15 operations.  
And, you will realize how Alex 
Jones has lasted 33 years in 
the business.  
 The big Alliance Fit-
ness Corporation launched 
EasyZone Weight Loss and 
Nutrition Centres inside their 
clubs 7 years ago to fulfill a 
member need repeatedly 
echoed by their members: 
that was how to get the best 
results from membership in 
the upscale Family Fitness 
and Exclusively Women’s Fit-
ness Centres. 
 Norma Jones is also 
the wife of Alex Jones, one of 
the co-owners of the Alliance 
Fitness Corporation in the To-
ronto Canada area.    

Alex Jones, President and 
Co-owner of The Alliance 

Fitness Corporation 
Comments and Reflects on 

33 Years

 We asked Alex 
Jones, a very experienced 
industry veteran, to comment 
and reflect on his 33 years in 
the health/fitness club indus-

try. Jones and Vicki Mason, 
V.P. of Operations for The Al-
liance gave us a little history 
lesson on the health/fitness 
club industry weaved nicely 
into their comments on how 
they have achieved what they 
have achieved.
 Alex Jones shared, 
“Personal health and fitness 
have always mattered to 
me.  I was born in Toronto, 
Canada and I have played al-
most every sport imaginable, 
mainly football, baseball and 
hockey. My enthusiasm for 
recreational and semi-profes-
sional sports naturally led me 
towards the fitness industry 
when developing my career 
decisions.
 I began my career in 
the fitness industry with Vic 
Tanny’s in Toronto, Ontario, 
Canada in August 1973, as a 
Fitness Instructor.  I loved be-
ing a part of the atmosphere, 
the fitness product and the 
positive reinforcement.
 By December 1973, 
I was managing an alternate 
day (women one day and 
men the next) Vic Tanny Gym 
in Kitchener, Ontario.  Within 
a short time, my team and I 
positioned that location as 
one of the top Tanny’s gyms 
in Ontario - there were 28 Vic 
Tanny Gyms at that time.”
 Jones continued, “In 
the 70’s, being a member of 
a fitness club was primarily 
about body weight and mea-
surements.  Good health and 
increased energy levels were 
sort of a by-product of work-
ing out.  Today we sell a more 
balanced approach of health 
and fitness.  Living better, 
living longer, being physi-
cally and mentally stronger 
and staving off disease and 
atrophy through proper body 
maintenance are our mem-
ber’s and staff’s goals today.
 In 1980 one of my 
partners, Joe Ertel (now the 
CEO of Alliance), and I joined 
forces to own and operate the 
second Gold’s Gym in Can-
ada, once again located in 
Kitchener, Ontario. Over the 
years we have moved and 
expanded that gym twice.  
Today it is a free standing 
40,000 square- foot Family 
Fitness Super Club.
 In 1982, we opened 
our first women’s-only facility, 
the Waterloo Women’s Club.  
It was  less than 3,000 square 
feet.  However, it was a full-
service facility and was a 
huge success.  To my knowl-

edge, it was the first club in 
Canada to provide a circuit 
training system, a double 
sprung aerobic floor (no more 
shin splints) and a pre-autho-
rized monthly dues system 
for membership payment.
 We also expanded 
that club several times and 
eventually moved to a free 
standing building we now 
share with Staples Busi-
ness Depot.  The club is 
now known as Exclusively 
Women’s Fitness Centre, is 
17,000 square feet and the 
dues are rapidly approaching 
$200,000 per month.
 We currently have 9 
Exclusively Women’s Fitness 
Centres and 6 Family Fitness 
Centres (3 with women’s-
only workout areas as well 
as co-ed) across Southwest-
ern Ontario. Our membership 
is approaching the 100,000 
person level and we employ 
approximately 900 full time 
and part time staff members 
on our team.
 The name “Alliance 
Fitness” is the brainchild of 
my other partner, Gene Kay 
(Senior V.P.), who in 1999 
brought his 4 co-ed and one 
women’s-only clubs to join 
forces with Joe Ertel, Vicki 
Mason (V.P. of Operations) 
and me.  The “Alliance Fitness 
Corporation” was formed.
 We have many lead-
ers within The Alliance orga-
nization, both in operations 
and administration.  Many 
have been with us 15 to 20 
years and more.  Vicki Ma-
son is a long serving partner 
for The Alliance Fitness Cor-
poration and The EasyZone 
Weight Loss & Nutrition Cen-
tres.  Vicki’s successes with 
Vic Tanny’s and then Ray 
Wilson’s clubs in California, 
as well as Vicki’s success in 
the operation of her own club, 
make her an integral part in 

the day to day success of The 
Alliance.
 Vicki is a sales and 
management veteran who is 
not shy to “roll-up her sleeves” 
and wade right in to any situ-
ation.  There is a long line of 
individuals who certainly owe 
at least a portion of their fit-
ness career success to Vicki 
Mason.
 In the early 90’s 
when we earnestly began to 
introduce personal training in 
our clubs, we had three main 
goals in mind:
 1. To better 
serve our members through 
more education and ad-
vanced workout techniques 
to maximize results and 
therefore positively impact 
retention;
 2. To train and 
educate our existing Fitness 
Instructors to an even high-
er level (Personal Trainer)  
so that they could have a 
more meaningful career with 
greater personal financial re-
wards;
 3. To further 
enhance the bottom line for 
the Corporation.
 Throughout the years 
we have been approached by 
many different diet centers 
and never felt truly comfort-
able with any of them.   Some 
of them even told clients not 
to exercise - how absurd is 
that!  Diets are not the an-
swer.  
 We pursued our own 
path for a proper balanced 
nutrition program where cli-
ents are encouraged to ‘eat 
smart not less’. Today, the 
fully automated EasyZone 
program combines simple 
and proper nutrition with in-
telligent exercise to assist 
the member in reaching and 
maintaining their fitness goals 
for life. The EasyZone Weight 

 Family Fitness, Mississauga, Ontario
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Loss and Nutrition Program 
has truly enabled Alliance Fit-
ness to present an all around 
and complete plan to achieve 
success for each of our mem-
bers.”

Alex Jones’ Comments On 
the Healthcare System in 

Canada

 “The Canadian 
Health Care system is supe-
rior to that offered by most 
other countries in many ways.  
But, the truth is, our govern-
ment continues to spend 
taxpayer’s money trying to 
fix people who have chosen 
to embrace poor nutrition and 
minimal body maintenance 
rather than fund the preven-

tion of atrophy.  
 Incorporating a per-
sonal tax credit incentive to 
encourage a more active life-
style would be preferable.  Al-
liance Fitness is a leadership 
partner in Fitness Industry 
Canada, a Canadian national 
organization that is lobby-
ing our national and provin-
cial governments to explore 
funding preventative main-
tenance towards healthcare 
and therefore lessening the 
financial health burden as our 
population grows older.
 John Barth, our Vice 
President of Business Opera-
tions, just recently returned 
from Ottawa, our nation’s 
capital.  There he had been 
on a quest to enlighten our 
nation’s leaders on the major 
positive and long term finan-
cial impact of educating our 

population on the tremen-
dous benefits of proper nutri-
tion and intelligent exercise.”

Vicki Mason Another  
Alliance Fitness 

Veteran Weighs In

 We asked Vicki to re-
call her early years in the com-
mercial health/fitness club in-
dustry. She replied, “My first 
full-time job was working for 
Figure Magic, a ladies-only 
fitness chain in Toronto and 
Montreal.  I then spent sev-
eral years with Vic Tanny’s 
gyms in Ontario, where Alex 
Jones and I constantly com-
peted as Regional Directors.”
 “I left the industry for 
a year and had a short stint 
owning and operating the In-
ternational Television Acade-
my talent agency.  We provid-
ed central casting training for 
commercials and television in 
Vancouver, British Columbia.
 However, fitness was 
in my blood and I missed the 
industry.  So I returned to 
work with Alex at the Water-
loo Women’s Club (now Ex-
clusively Women’s Fitness 
Centre).
 What I recall the most 
about the early days of fitness 
is women didn’t “sweat” … 
they “perspired”.   Workouts 
were much lighter than they 
are today and they were al-
ways based on glamour, not 
health and fitness.
 Our staff uniforms 
consisted of high heels and 
tights, to accentuate our fig-
ures. Gym floor equipment in-
cluded vibrator belts and roll-
ers to stimulate the circula-
tion and break down the body 
fat.  Aerobic classes were 
only 15 to 20 minutes in dura-
tion.  Service was also more 
one-on-one with the mem-
bers.  As a Fitness Instructor, 
I would take 5 to 10 clients at 
a time and each would have 

his own program card.  I car-
ried a clip board with all my 
clients and would take each 
of them through their workout 
regime.
 One of the tough-
est times I recall was when 
the government changed 
to regulate the membership 
laws.  At that time, we were 
able to sell “lifetime” or 2 and 
3 year memberships.  Today 
we’re limited to a one-year 
maximum membership term.  
While we have adjusted to 
the transition now, at the time, 
it affected cash flow.
 One of the tough-
est ongoing issues is finding 
or creating good passionate 
professional people who be-
lieve in the product.  People 
are our business.  We are 
only as good as our people 
– staff is just as important to 
me as our members.
 My vision for the fu-
ture of Alliance is to develop 
strong leaders in our corpora-
tion so we can grow and open 
more clubs.   It all comes back 
to people, again.  It’s not the 
expensive equipment that 
makes a club.  It’s our peo-
ple that make our business 
work.”

Vicki Mason Comments On 
IHRSA

 Vicki Mason com-
ments on IHRSA: “Being an 
IHRSA member has been 
valuable to me because we 
attend shows and see what 
other people are doing in the 
industry.  IHRSA gives us 
the opportunity to learn and 
implement some new ideas.  
Even if we only come back 
with one or two new ideas, 
it takes our company to an-
other level.  It also reassures 
us that we are doing things 
right!!
 If I were on the IHR-
SA Board of Directors my first 
focus would be to offer more 
in-depth training in sales and 
marketing.  I find the IHRSA 
external and internal market-
ing advice provided at its con-
ventions weak.  The speakers 
on these topics, while often 
good, also are often there 
to sell themselves and their 
product.  I would ensure that 
the workshops be more ge-
neric, hands-on and in-depth, 
without trying to sell the club 
owners on a particular prod-
uct or idea.”  

Fred Elias Easy Zone USA 
Vice President 

and Program Installation 
Trainer 

 Fred Elias is the Vice 
President of the USA Division 
of EasyZone Weight Loss & 
Nutrition Centers. (Spelled 
this way for U.S. operations.) 
Fred began his career with 
Jack LaLanne selling mem-
berships.  He owned and op-
erated a Gold’s Gym in the 
Los Angelos area for several 
years and became involved 
in weight loss and nutrition 
plans when a persistent sales 
person finally convinced him 
that it would benefit his club.  
After implementing the pro-
gram, much to his surprise, 
he found that not only was it 
a profitable venture for him as 
a business owner,  it created 
a much better, more satisfied 
member who brought in other 
customers.  He discovered 
that aside from just focus-
ing strictly on a membership 
sale, good customer service 
and results driven programs 
made more sense for every-
one as the members were fi-
nally getting results and over-
coming plateaus.  Retention 
and referrals improved dra-
matically.
 Alias sold his club 
years later and became in-
volved with Joe Weider Fran-
chising.  After that he worked 
with Sportelesis and Nutri-
tionalysis (both nutrition com-
panies) and was instrumental 
in developing the Apex Nutri-
tion systems in many clubs in 
the Southwest U.S. 
 Upon leaving Apex 
Fred consulted and lec-
tured in many health clubs 
in North America.  His love 
for the health and nutrition 
business led him to work with 
EasyZone where he utilizes 
his vast experience training 
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the licensees on how to seam-
lessly incorporate the Easy-
Zone Program into their club.  
Conducting member weight 
loss seminars frequently 
and helping club owners and 
members achieve their goals 
gives Fred a great deal of sat-
isfaction.

Mary Neil –  
EasyZone Director

 Another very key 
person in the Alliance Fitness 
organization is Mary Neil. 
She is the Director of Easy-
Zone Weight Loss & Nutri-
tion Centres in Canada. Mary 
works with top management 
and directors to improve op-
erational efficiency and ef-
fectiveness as well as the 
company’s strategic plan-
ning.  A 20-year veteran in 
the fitness industry, Mary has 
worked with professional 
athletes in bodybuilding and 
fitness competitions as well 
as having competed herself.  
Neil has been a speaker on 
many radio and television 
talk shows as well as hosting 
a Hamilton, Ontario television 
show focused on health, fit-
ness and exercise. Mary has 
also written articles for na-
tional fitness publications and 
acted as a spokesperson and 
lecturer for health clubs.

Norma Jones –  
International Vice  

President, EasyZone 
Weight Loss and Nutrition

 Norma Jones acted 
as the spokesperson, the go-
to-person, from Alliance Fit-
ness Canada to this report-
er’s desk in Marietta, Geor-
gia.  Her interview comments 
follow and will give many club 
owner/operators more fuel for 
the fire we hope to be build-
ing in the health, racquet and 
sportsclub industry with re-
spect to truly involving your 
club(s) in America’s and the 
world’s obesity pandemic.  
 Norma met Alex 
Jones, her husband of five 
years, while taking courses 
to become a Financial Plan-
ner and working part time. 
They developed a business 
relationship, as Alex became 
a client of Norma’s.  After a 
five year business relation-
ship Alex and Norma began 
to date in 1997.  Alex and 
Norma married 5 years later 
in May 2002.  Between them, 
they have 5 boys 1 girl, all 
grown.
 Norma’s love for fit-
ness drew her to work as a 
membership consultant at 
Alliance Fitness’ Exclusively 
Women’s Fitness.  Then she 
managed ladies’ clubs for 
some time.  She left the fit-
ness industry for 5 years to 
own and operate her own 
business as a wholesale dis-
tributor of giftware/home dé-
cor.  But, fitness kept drawing 
her back.
 Norma’s contribution 
to Alex, Joe and Gene’s Al-
liance Fitness company has 
been the development and 
growth of the EasyZone in 
the U.S. and Canada.
 Norma had seen the 
added strength EasyZone 
brought to Alliance Fitness 
and Henry Poleski’s giant 12 
club, 100,000+ member Fit-
ness World in British Colum-
bia, as they implemented the 
Easy Zone program in their 
12 clubs 4 years ago.  Norma 
knew it could be strong in the 
U.S. and around the world, 
too.
 The EasyZone Mis-
sion Statement is:  “To pro-
vide each member with the 
knowledge, understanding 
and realization of the benefits 
of an effective exercise and 
nutrition program.”
 Norma says, “I am 
committed to spreading the 

message through North 
America and around the 
world that dieting is not the 
way to lose weight.  It is a 
physiologically incorrect sci-
ence.  95% of diets fail. Peo-
ple must eat enough to main-
tain muscle mass and weight 
loss should be achieved from 
exercise and proper nutrition 
combined.  
 I love this industry 
and the people in it.  Deal-
ing daily with club owners 
and fitness professionals is 
a pleasure.  Almost all un-
derstand and agree with our 
philosophy and are commit-
ted to giving their members a 
quality program so they can 
achieve real results.  After 
watching members exercis-
ing year after year and not 
being able to change their 
body composition, gym own-
ers are now recognizing the 
need for a proper nutrition 
plan and most agree that diet 
centers are not the answer.  
 We, as fitness profes-
sionals, are the people (along 
with the medical community) 
that must bring this message 
to the public so they under-
stand.  Diet centers offer slick 
marketing and most of their 
business is from repeat cus-
tomers because people can-
not stay on a diet for the rest 
of their lives.  
 A lifestyle change is 
what North America needs to 
beat the obesity pandemic.  
When I see all the ads and 
television commercials in 
January and magazine head-
lines shouting “LOSE 40 LBS 
IN 8 WEEKS” and all the mag-
ic weight loss pills you can 
buy that supposedly will help 
you attain the perfect figure, 
it makes me cringe!  People 
need to know the truth!  The 
truth is that there is no perfect 
diet or pill.  There are 31,000 
diets registered with the FDA 
and if just one of them worked 
we would all be on it!”
 My vision is to edu-
cate the general public about 
the truth by bringing the 
EasyZone program to health 
clubs all across the U.S. and 
eventually internationally.  We 
have had several requests 
already for our program in 
Spanish and French.
 EasyZone fits into the 
company as a whole because 
it helps members get the re-
sults they want.  When this 
happens members are more 
committed and satisfied.  
Naturally they introduce more 

friends and relatives to their 
healthy new lifestyle.  And, 
EasyZone is a great retention 

tool for us at Alliance Fitness 
because we are touching our 
members on a regular basis 
and giving them the support 
they need to achieve their 
goals.  It’s a win - win situa-
tion for all.

An Interview With  
Easy Zone 

Vice President  
Norma Jones

 
 I spoke with Norma 
and had several questions 
that she provided interest-
ing and informative respons-
es and commentary on. 
 Q. “Norma, your 
easyzonecorp.com website 
asks on the first page:  “Is 
your club losing out on the 
weight loss market?  Please 
describe for our readers that 
weight loss market in the U.S. 
and Canada?
 A. We all know there 
are an awful lot of people in 
the U.S. and Canada that are 
overweight.  In the U.S. it is 
about two-thirds of the popu-
lation.  Obviously, it’s not get-
ting any better.  It’s getting 
worse.  
 What frustrates me 
is that a lot of these people 
are going to diet centers.  
They go to the diet centers 
and they lose weight.  Then 
they gain the weight they 
lost back again.  Then they 
say, ‘Oh, that worked the first 
time, I think I’ll go back and 
do it again.’  They continue 
to do it over and over again.  
Of course, that’s the yo-yo 
dieting syndrome.  Each time 
they do this they lose lean 
muscle mass.
 We feel that we’ve 
got a much better business 
model to attract these people 
because we know  they need 

exercise.  Not only do they 
need exercise, they need 
to learn a new lifestyle and 

how to eat properly … to eat 
nutritionally.  That doesn’t 
mean starving yourself.  That 
doesn’t mean going to diet 
centers and cutting your calo-
ries because every time you 
do this it hurts your metabo-
lism.”
 Q.- Also, your web-
site says: “A fantastic oppor-
tunity for club owners!”  So, 
please describe that opportu-
nity.
 A. – “It’s a huge op-
portunity.  First of all, the 
main thing is your members 
need to get results.  If mem-
bers aren’t getting results, 
then what’s the point?  Peo-
ple come to the gym because 
they want something.  Or, 
they come because they are 
in pain emotionally or physi-
cally.  They become a mem-
ber.  If you provide the new 
members with the interaction 
and lead them to the results 
they came for retention will 
automatically improve. 
 Existing members 
may have been working out 
for two or three years.  They’re 
faithful.  You’ve got some of 
them in your club.  They’re 
working out two, three, four, 
five, sometimes seven days a 
week and they’re not getting 
results.   That’s because they 
need to have a nutritional 
component there.  Even with 
personal training they some-
times aren’t getting results 
because during the other 23 
hours of the day they’re mak-
ing poor food choices.   
 Sometimes they even 
think they’re eating right.  I 
thought I was eating right be-
fore.  I was eating healthy.  I 
was eating 5 to 10 fruits and 
vegetables a day and a wide 
variety of food.  But, it wasn’t 
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until I actually started exam-
ining what I was eating that I 
realized there was room for 
change.  I obviously wanted 
to eat in the EasyZone be-
cause if I was going to be do-
ing this, then, I wanted to be 
a product of it as well.  What 
I found is that I’m not only 

eating healthier and often, 
but, I also lost inches of fat 
that I always wanted to lose. 
I had always exercised regu-
larly so I didn’t really believe I 
could lose those extra inches. 
 The opportunity for 
club owners is there because 
the members get results.  A 
whole cascade of good things 
happen when your members 
start getting results.  They 
start bringing in their friends 
and their relatives.  They’re 
happier with you. They’re 
more committed to you and 
your club because you’re the 
one that helped them.  It all 
starts with the member get-
ting results.  As they get re-
sults they’re going to bring 
more referrals.  Revenue is 
generated inside the club.  
Michael Scott Scudder says it 
is six times more expensive to 
bring in a new member than 
to keep an existing member. 
If we can provide that service 
in our clubs and we can help 
these members get results, 
it’s going to help retention as 
well.  There is a huge oppor-
tunity and there is every good 
reason to have these Easy-
Zone services within a club. 
 Q. - Norma, please 
give us an example to illustrate 
the financial impact EasyZone 
can have on a club using an 
example from your company 
owned clubs in Canada? 
 A. – I’ll use our 
business model here.  We 
implemented EasyZone in 

our clubs seven years ago.  
We had almost no personal 
training revenues.  We had 
some personal trainers who 
were working a few hours 
a week.  But, it was nothing 
significant.  Personal trainers 
love to train, but a lot of them 
are not good sales people.  
With a nutritional component 
added through EasyZone 
and some really great sys-

tems and procedures put 
into place, we’ve gone from 
basically doing no personal 
training revenue to averaging 
$20,000 to $110,000 per club 
per month!   
 When we launched 
the EasyZone in our facilities 
a lot of existing members pur-
chased a program.  We now 
offer the EasyZone in our 
membership sales presen-
tation.  What we found was 
that prospective members 
are more comfortable talk-
ing about nutrition than they 
are talking about exercise.  
Some people are really ner-
vous when they come to the 
gym.  They’ve never been 
to a gym before.  They don’t 
necessarily want to be there 
even though they know they 
should.  So, when you start 
talking about nutrition it’s so 
much more comfortable for 
them, especially for people 
who have dieted and failed so 
many times before.  In terms 
of the revenue created from 
EasyZone alone I can tell you 
that each of our clubs sell an 
average of 20 to 80 programs 
every month.  We sell the 
program to our members for 
$249 and to non-members for 
$349. There is great margin 
on the programs.
 Q.  Norma, tell our 
readers about the space 
needs in case they become 
interested in your EasyZone 
operation?
A. -  We have clubs in the U.S. 

that didn’t necessarily have 
space allocated.  All you need 
is a place, preferably private, 
so you can talk.  We want to 
make sure the client gets per-
sonal attention.  That’s part 
of the program. Most gyms 
already have a place where 
they conduct body compo-
sition analysis. You need a 
scale, a tape measure and a 
body fat tester.
 Q. Please tell us 
about your EasyZone Meal 
Plan mentioned and depicted 
on your website?
 A. We provide the cli-
ent with 8 weeks of meal and 
snacks.  They get 3 meals 
and 2 snacks per day.  It’s 
based on their activity level.  
So obviously a construction 
worker’s going to get more 
calories than somebody 
who’s sitting in front of a lap-
top all day, like me.  It’s based 
on his body fat percentage 
and what his goals are: if he’s 
looking to gain weight or lose 
weight.  A meal plan itself is 
personalized so a person 
would choose the foods that 
he likes to eat as opposed 
to being told he has to have 
chicken and broccoli every-
day.  Let’s face it, he’s not go-
ing to stick to it if he doesn’t 
get foods that he likes. So, 
the member picks his own 
food choices.   
 The program comes 
back in an attractive bound 
journal.  There is a grocery 
list at the beginning of every 
week that tells him what to 
buy so that there is no waste.  
There is also a substitution 
list at the back of the journal.  
So, if he doesn’t feel like hav-
ing roast beef at lunch that 
day and he wants tuna, he 
will know how much to sub-
stitute.  There is a page for 
everyday of the program for 
him to write down his food 
intake and his exercises. We 
include this so the EasyZone 
Coach or their personal train-
er can determine what he has 
been doing, manipulate his 
exercise and discuss any is-
sues he may have faced.

   Back to the Past for the 
Future

  Personal Attention to 
Members Continues As a 

Key Ingredient

 Q. – You just men-
tioned words from my next 
question, the personal atten-
tion they receive from their 
EasyZone Coach.  Do you 

want to add anything with 
respect to Alliance Fitness’ 
EasyZone’s focus on person-
al attention to members as 
ONE BIG KEY to success? 
A. Well, if you just throw a 
nutritional program at some-
body he’s not going to stick to 
it.  The most important aspect 
to our program is we want 
people to adhere to the pro-
gram and get results.  
 The program re-
quires an hour and a half of 
employee time over the eight-
week period.  In our own fa-
cilities we have an EasyZone 
Coach meet with him for one 
half an hour initially and 15 
to 20 minutes every second 
week thereafter.  Some of our 
licensees choose to meet ev-
ery week because they want 
to provide them with more 
personal attention.  The more 
interaction we have with our 
client members the better the 
results they are going to get.  
 That’s part of what 
we all feel is missing from 
today’s gyms.  20 to 30 years 
ago there was a lot of person-
al attention.  Many clubs got 
away from it.  Today, people 
come, join and then they stop 
attending.   Well, why is that?  
Because they are not getting 
the attention or results.  So, 
if you provide them with the 
attention they will come and 
they will get results.
 That’s what diet cen-
ters do, Norm, quite frankly.  
We’ve looked at what diet 
centers do. They  counsel 
people. Some people really 
need this. They need a pat on 
the back. They need encour-
agement and advice.  Why is 
Weight Watcher’s Success-
ful?  You know … they do the 
group thing.  They clap.  They 
make them feel good.  It’s not 
like any one diet is right.  What 
really makes a program work 
is the three key elements we 
embrace: nutrition, exercise 
and personal attention.  Peo-
ple need the personal atten-
tion to change their lifestyle.
 Q.  My next question 
was: “What can the health/fit-
ness club industry learn from 
the diet/weight loss industry?, 
But, you’ve addressed it.”   
Care to add more?
 A.  Basically what I 
just said really covers it. But, 
let me add they’re (diet/weight 
loss industry) making billions 
of dollars.  (About $90 billion 
vs. $14 billion) 
 So, why should our 
industry not tap into that 

market?  We’re doing it cor-
rectly.  One of the biggest 
aspects about our program, 
which is totally different than 
anybody else’s is, we actu-
ally don’t cut calories.  We 
don’t take away calories to 
get people to achieve weight 
loss.  We determine their ca-
loric needs using the Harris 
Benedict Revised Equation.  
That is an equation that tells 
exactly how much a person 
of a certain body weight and 
height should need in calo-
ries every day. This revised 
equation takes into account 
a person’s lean body mass.  
Members are fed as much as 
they need, so they’re not go-
ing to be hungry.  In fact, a lot 
of people say, “Gosh, this is 
SO much food!  I can’t eat it 
all!”  We encourage them to 
eat as much of it as they can 
because every time you eat 
there is a thermic effect and it 
boosts your metabolism.  So, 
we want you to eat five times 
a day, as long as it is proper-
ly. This will also help stabilize 
your blood sugar levels. 
 The EasyZone pro-
gram will actually feed them 
to their maintenance level 
calories. The coach creates 
an energy deficit through 
exercise. Each time a mem-
ber meets with a Coach, the 
Coach will manipulate their 
exercise program so that 
they’re getting results.  And, 
we want to start with the 
least possible amount of 
exercise in the beginning 
for a lot of reasons.  When 
a new member joins and 
they’re really motivated they 
may decide they are going to 
work out for an hour.  They 
get on the treadmill and they 
run for an hour. The next day 
they are SO SORE!  They’re 
done in!  (Norma is laughing.)   
Sometimes they don’t come 
back after that!  However, 
if they are really committed 
they do the same thing day 
after day. After a month they 
are still running for that hour 
and they reach a plateau.  
Where are they going to go 
from there?  Do they have 
to run for two hours? Three? 
What happens is you’re body 
adjusts.  Your body adjusts 
for that level of exercise and 
then you reach a plateau.  
 Our EasyZone Train-
er, Fred Elias, goes into our 
licensees clubs for four days 
and works with personal train-
ers and EasyZone Coaches 
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and teaches all of the staff.  
The more who know and 
understand the program the 
better.  Fred teaches how 
to overcome these plateaus 
and how to manipulate their 
exercise so that the members 
are getting results …REAL  
RESULTS.   
 Q. Norma, before I 
pose this question I want to 
urge our readers to be sure 
and go to your website: www.
easyzonecorp.com and truly 
study your EasyZone offer-
ings and to get in touch with 
you now and for sure, to visit 
with your EasyZone group at 
your IHRSA San Francisco 
Booth #5412.  And, Norma, in 
all fairness, I am also going to 
urge our readers to note our 
advertisers Thin&Healthy 
Total Solutions® ad on page 
#17 and to visit Donna Krech 
and her Thin&HealthyTeam at 
IHRSA Booth #5814.  And, I 
urge all of our readers to do 
the same with our new adver-
tiser, Casey Conrad’s new 
Take It Off Program, whose 
ad appears in this issue and 
whose IHRSA Booth in San 
Francisco is: #5611.  

 I am seeking here 
to generate the MAXIMUM 
POSSIBLE EXPOSURE at 
IHRSA San Francisco for all 
three of these excellent com-
panies. The need in North 
America is so vast–no, it is so 
HUGE of an industry need–it 
is going to take this group of 
three great companies and 
more to even come close to 
satisfying this need as more 
and more club owner/op-
erators finally begin to get 
it deeply into their minds as 
time passes by.  
 Now … my ques-
tion:  “From the moment a 
club owner contacts you at 
EasyZone how long does it 
take to install and have your 
EasyZone program in full op-
eration?
 Norma Jones – 
Once they’ve committed to 
being our partner we arrange 
a time when it’s convenient 
to have their staff trained.  
Obviously, that has to be co-
ordinated with our trainer’s 
training schedule, which at 
this time, is booked a month 
in advance.   We like to have 
a month’s lead time because 
we have a big marketing pack-
age that has signs and ban-
ners and brochures.  We get 

the members excited with the 
“Easy Zone Coming Soon!” 
signs, EasyZone brochures 
and all the training materials 
they are going to need such 
as CD Roms and training 
manuals as well.  Having all 
the great marketing materials 
creates a lot of excitement in-
side the club and outside the 
club. Outside the club they 
may use the brochures for 
drop offs at doctor’s offices, 
grocery stores, corporations 
and other locations to get 
people into the club.  
 Because we operate 
a lot of clubs we realize that 
pulling staff for training is a 
big challenge and investment 
for the club owners when 
Fred goes in for four days of 
training.  We realize these 
owners must pull staff away 
from their regular duties. Of-
tentimes, Fred will do an hour 
with a couple of people, they 
will leave, then other staff will 
come in and he will work with 
them.  Whatever works best 
for each club owner is what 
we want to do.   People have 
to work for a living, and we re-
alize that you can’t just stop 
the gym to accomplish Easy-
Zone training.  Fred conducts 
member weight loss seminars 

while he is there too, and this 
attracts non members.  He is 
a very dynamic speaker.
 It’s a huge benefit 
to have Fred do this train-
ing.  And, of course, we bring 
all the experience that we 
have from 25 years in all of 
our clubs to the table. We 
pass on our expertise, it’s 
not just nutritional training the 
clubs receive.  We want it to 
fit into their club.  We don’t 
want to tell them “you have 
to run it this way.”  The fact 
that our systems and proce-
dures have worked so well in 
our clubs in terms of mem-
ber satisfaction, results and 
revenue, there is absolutely 
no reason to assume that it 
won’t work in most demo-
graphic areas.   Our clubs are 
not all in upscale areas.  We 
have EasyZone in some blue 
collar towns and we still do 
really, really well with our pro-
grams and our personal train-
ing.  Also, because we are a 
large company we can pro-
vide an independent licensee 
with amazing marketing ma-
terial that would normally cost 
them a small fortune to buy 
themselves.
 CLUB INSIDER – 
Norma, in closing, let me say 

that you all have a heck of a 
Team, a really great organi-
zation and you should all be 
proud of it.  Would you like to 
comment on your Team and 
how you work together?
 Norma Jones -  Yes, 
we’ve got a great Team.  Alli-
ance as a whole…it’s so big.  I 
work with Mary Neil and Fred 
Elias daily in the EasyZone 
division.  We all just get along 
so well.  They both have so 
much to offer. They’re both 
really, really hard workers.  
Fred lives in Arizona, there is 
a two- hour time difference.  
I will be online at 7 o’clock 
in the morning and Fred will 
be online at 5 am out West.  
Mary often works on week-
ends. They’re just really great 
people.  They believe in our 
product and practice what 
they preach. We know what 
we want. We’ve got a goal. 
We want this to work for our 
clients. We have a message 
to bring to everybody and 
we know it’s the right mes-
sage.

-  Norm Cates, Jr. –  
The CLUB INSIDER News

…Alliance
continued from page 22



PAGE 23 FEBRUARY 2007
www.clubinsidernews.com



 Q. - Brother Scudder the 
month before last you wrote you were 
pretty much “tapped out” of commen-
tary about Bally Total Fitness. What 
do you think now?
 A. - Norm, I’m convinced 
that Bally, as we know it now and 
have known the company for years, 
will not last much longer.  It appears 
to me that they cannot compete very 
well in most of their marketplaces be-
cause so many other strong “chain,” 
“franchise,” and/or “regional players” 
are now in most of those areas with 
newer clubs, stronger sales methods, 
savvier marketing and better overall 
fitness delivery.  
 From my study of Bally and 
private conversations with Wall Street 
investment experts, I’m guessing that 
present interim management will try to 
get as much out of dwindling sales as 
they can, milk the still-profitable clubs 
hard, generally decrease shareholder 
value…and eventually end up late this 
year taking care of the bondholders 
as well as possible, offering the stock-
holders a pittance for shares (or even 
“new shares” in a reorganized com-
pany), and probably “take the compa-
ny private,” de-listing it from the New 
York Stock Exchange and leveraging 
the apparent real estate values into a 
newer, tighter Bally…likely not even 
the same name!  I may be wrong, but I 
don’t think anyone wants that massive 
debt load, so I no longer think Bally is 
even a buyout candidate.
  Q. -  You have been kind to 
make me aware of what you’ve been 
working on for the past few months 
with respect to how many health clubs 
you think there are in the USA instead 
of the previously published in CLUB 
INSIDER and other places, 29,000 
commercial clubs?  What do you 
think?
 A. - I’ve been working real 
hard on private research of some of 
the numbers in our industry, with the 
coaching of a couple of real data-
search wizards from outside our busi-
ness.  By the time this issue of CIN 
reaches the public, the final product, 
my first published research document 
- “State-by-State Analysis of the Health 
Club Business” – will be available on 
my web site in both online seminar 
form and document-only form.
           Efficacy of numbers is one of 
the biggest issues I’ve questioned in 
our industry for years, and in doing 
this work, I paid particular attention 
in the three databases I deployed to 
make sure that the numbers are “real” 
and have a high degree of reliability.  
I’ve corroborated wherever possible 
with other sources as well.

  By my analysis, there were, 
as of July 2006, a total of 34,992 fit-
ness facilities in the 50 states and 
District of Columbia.  While getting an 
exact number of non-profits has been 
the toughest challenge, I believe that 
there are about 6,000 non-profits and 
just under 29,000 for-profits.  What 
that means is that presently, there 
is one fitness facility for every 8,425 
people in this country!  What is a bit 
scary about that is, that if you apply 
the “14% rule” to these numbers (14% 
of our population are presently health 
club members), you realize that the 
“average club” is looking at some-
where in the neighborhood of 1,180 
members!
 However, when I backed out 
the membership populations from 
what IHRSA, Club Industry Fitness 
Business Pro and OnSite Fitness 
have provided us (approximately 24 
million non-profit members and 17.3 
million for-profit members), I came 
up with the startling conclusion that 
the average for-profit facility has only 
about 600 members!  In future “What 
Scudder Thinks” sections, I’ll give you 
some more data that will make your 
hair stand on end, because you’ve 
been saying for some time that we 
have too darn many health clubs…
and my research proves that you’re 
right!
  Q.- Bro Scudder what do you 
think about the health/fitness club 
industry supply/demand status after 
reading my Insider Speaks writing in 
my January, 2007 edition?  
 A. - Well, first of all, I told you 
in another recent phone conversation 
I think that is some of the best writ-
ing you have ever done.  And I think it 
is.  You are so spot-on when you say 
that we’ve got too many clubs, and 
that the big equipment manufacturers 
have oversold, and that now the prac-
tice of including build-outs in equip-
ment leases is causing underfunded 
clubs to spring up all over the country.  
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 I wrote last month that 
it’s my view that the health, 
racquet and sportsclub indus-
try needs to focus on making 
a profit in 2007 and beyond.  
 Folks, the smartest 
people in our industry, and 
believe me, there are thou-
sands, make profits. LOTS of 
profits.
 If you are a member 
of IHRSA you know all about it 
and I am sure, have benefited 
from your IHRSA Association.   
(International Health Racquet 
and Sportsclub Association)
 If you are not a mem-
ber of IHRSA and you want 
to make more profit in this 
industry or dig your club out 
of a hole you’ve dug, there is 
no better Association in the 
world to help you do either. 
None.
 I want to emphasize 
here first that I URGE you to 
be in San Francisco, Califor-
nia, the beautiful city on the 
bay, for IHRSA’s 26th Annual 
Convention and Trade Show, 
March 28-31, 2007.  You are 
welcome to be there whether 
you are an IHRSA Member or 

not.  
 Call IHRSA today at 
800.228.4772 or go to: ihrsa.
org for information on joining 
this great group of over 7,000 
clubs in over 72 countries 
worldwide.
 Come to San Fran-
cisco.  And, when you do, 
please, schedule your time to 
spend as many hours as pos-
sible at this year’s gigantic 
trade show to be presented in 
not one, but TWO trade show 
halls.  And, please take the 
list of CLUB INSIDER News 
advertisers list of IHRSA ex-
hibitors shown on page #4 
with you.  

A Cost of Doing Business 
for Your Club

 Think of being a 
member of IHRSA and at-
tending this very important 
annual Convention and Trade 
Show as a cost of doing busi-
ness for your club, just like 
your rent or debt payment 
or your club’s electricity.  It’s 
THAT important.
 But, my point is this.  
If you own and operate a club, 
or if you earn your living in 

this industry some other way, 
there is no way in the world 
your club business or your 
other role will not benefit from 
your investment in the cost 
of doing business by joining 
IHRSA and participating in its 
events. It’s just that simple.  
 There is no way you 
will you lose from the cost of 
doing business … yes, this in-
vestment in your own future.  
You might spend four days 
and find 50 great new ideas 
for your club.  But, the truth 
is just ONE idea could mean 
turning the corner for your 
club business to much great-
er profits or in some cases, 
to survival and then prosper-
ity for many years.  Just one 
idea could make all the differ-
ence in the world.  The more 
you learn the better your club 
can become.  It’s that simple, 
too. 
 Go three days, es-
pecially Saturday March 31st 
from 10 to 2 pm because you 
will be able to receive more 
attention from the staff mem-
bers of the exhibiting compa-
nies.  
 Take the time to visit 
ALL of the exhibitors, espe-

cially the smallest ones lo-
cated to the left and right of 
the two halls when you enter 
the doors.  Give the small 
companies a shot at your 
business first, then visit the 
biggest exhibits.   Just like 
the big companies, the small 
vendors are excellent people 
with excellent products and 
services.   
 This year’s IHRSA 
Trade Show is even bigger 
than last year’s IHRSA25 
event!  And, when you go 
to the two trade show halls, 
let me suggest that you try 
something new.  Try walking 
to the far left or right side of 
the hall and begin your tour 
there. That is because, in 
case you did not read my writ-
ing last month, THERE on the 
sides of the show and toward 
the back, you’re going to find 
over 400 companies display-
ing their products and many 
of those products and ser-
vices will HELP YOU MAKE 
A PROFIT in your club.  Real-
ize also that sure, you’ve got 
to have equipment, but there 
are many great equipment 
manufacturers who are not 
in the front of the trade show.  

I urge you to give the small 
companies with creative and 
brilliant products and servic-
es a close look and give the 
smaller equipment manufac-
turers a chance to earn your 
business, too. 

IHRSA Networking Worth 
the Price of Admission!

 Networking at the 
IHRSA Convention and 
Trade Show is, in and of 
itself, worth far more than the 
cost of airfare, hotel, meals 
and convention registration 
fees in total. That’s why I 
feel so comfortable urging 
you to be a part of IHRSA.  
Its speakers and members 
present valuable information 
and networking opportunities.  
You will meet new friends 
from across America and 
around the world so when 
you’re working on things at 
your club you may use their 
knowledge and experience to 
help your club. 

- Norm Cates, Jr. - 
1st IHRSA President

It really is a travesty! 
 I want to give you a 
little piece of something I’m 
now working on as a “paral-
lel” if you will, to the health 
club industry.  I’ve long been 
looking for an industry that 
more or less duplicates what 
I feel has been going on in 
this business for almost a de-
cade…and I think I’ve found 
it.  At a recent executive con-
ference where I was a key-
note speaker, a guy came up 
to me after the presentation 
and asked me if I’d have a cup 
of coffee with him.  What that 
usually means is “Michael, 
for the sake of some java will 
you give me an hour’s worth 
of free consulting?!”  Well, I 
consented anyway.
           This fellow’s first ca-
reer before running a very 
large fitness/recreation facil-
ity was over 25 years in the 
food distribution business…
better known to us as super-
markets.  He said that what I 
was talking about (the steady 

increase of new clubs without 
the increase in net member-
ships, the acquisition of clubs 
by large chains or investment 
companies, and the generally 
decreasing market share and 
profitability of most clubs) 
was the story of the super-
market business!  He asked if 
I knew what average margin 
the big supermarkets work 
on.  It happens that I do…it’s 
about 2%!
           He said to me that if 
I study the food distribution 
business I will likely see what 
is coming down the road for 
the health club industry…a 
couple dozen players control-
ling most of the markets, and 
being satisfied with very high-
volume sales and very low 
profit margins!  If that’s the 
case, Norm, the writing is on 
the wall for not hundreds, but 
thousands, of independent 
health clubs…they’re going 
to be Wal-Marted out of busi-
ness within a few years!
           I’m going to write an 
article soon called “A Tale of 
Two Cities” (with apologies to 
Charles Dickens) – namely 

Columbus, OH and Indianap-
olis, IN – in which I trace the 
“what’s to come in the health 
club industry” with what’s go-
ing on in those cities right 
now.  It’s an emerging exact 
duplicate of the “supermarket 
syndrome.”
  Q. - Following up on 
my focus on profit for health/
fitness clubs through careful 
cost control per my writing in 
the Insider Speaks in Janu-
ary, what do you think are the 
three best things club owner 
operators can do to increase 
revenue?
             Norm, I think clubs of 
all sizes have to seriously de-
velop alternative sources of 
income if they are to survive.
 1. Get into organized, 
systematized, pre-choreo-
graphed Group Fitness in a 
big way (or get out of exercise 
classes entirely).  Fitness 
facilities have got to get into 
class structures that create 
a bigger buzz, higher atten-
dance, more possibilities of 
socialization, more member 
referrals, greater retention 
and the possibility of many 

types of paid programming.
 2. Finally get seri-
ous about Personal Training 
and Small Group Training.  
There’s no reason why al-
most any club can’t enjoy an-
nual revenues of $150,000 or 
more with a reasonable effort 
at developing personal-ser-
vice sales.  Mind you, the av-
erage profit margin on these 
sales is over 30%...that’s a 
helluva lot less memberships 
that have to be advertised for, 
sold and retained!
 3.   Understand that 
the “members only paradigm 
of doing business” is a dying 
horse, except for the value-
pricers like Planet Fitness 
and the mass-marketers like 
L A Fitness and Lifetime Fit-
ness.  I cannot for the life of 
me comprehend that every 
club in America doesn’t sell 
short-term, premium-priced 
“try us out” programs to re-
luctant buyers!  I have client 
clubs that I have instituted 
this one simple system into 
their clubs that are enjoying 
15 to 20 additional sales ev-
ery month (at a fixed profit 

margin!), getting people to be 
“paid prospects” (not walk-
outs), and benefiting by 40% 
and higher conversion ratios 
to membership!

Honestly, I think clubs are so 
locked into the “old way” of 
selling and delivering fitness 
memberships that it is caus-
ing terminal stupidity across 
the industry!  No wonder the 
big boys are coming in at 
such a rapid rate and taking 
over more and more market 
share!  I mean, the wake-up 
call has been issued…it’s 
time for club owner/operators 
to open their eyes!
Hope the above is useful!  

Regards – MICHAEL

(To subscribe to Michael 
Scott Scudder’s FitBiz 
Connection go to: www.mi-
chaelscottscudder.com   For 
consulting services contact 
Scudder at: (505) 751- 
4248.) 

A Message to the Industry 
About IHRSA and IHRSA San Francisco

By Norm Cates, Jr. 

…Michael Scudder
continued from page 24





Xynidas, at the Omega 40 
Racquetball Club in Ormond 
Beach, Florida.  There he 
learned the basics of the club 
business during the Summer 
while he was working on his 
double major in Biology and 
Chemistry at the University of 
Tampa.  He graduated with a 
3.8 G.P.A. and went on to earn 
his Masters in Bio-Organic 
Chemistry at the University of 
South Florida.  While in high 
school and college he was 
an outstanding wrestler and 
competed in the Olympic Tri-
als.  He continues to coach 
high school wrestlers in his 
community until this day.   
 Tasso and his wife 
of 25 years, Yiota, first met 
when they were 19 and 15.  
They married about five years 
later and celebrated their 
25th Wedding Anniversary on 
January 23, 2007.  Congratu-
lations Tasso and Yiota.
 In 1987 Kiriakes 
started Bodez By Tasso, the 
name of his club today.  The 
business was first located 
in 800 square feet of rented 
space and grew and grew 
until in 1994 when Kiriakes 
bought a defunct restaurant 
building, invested $600,000 
for renovations of the build-
ing and installed $600,000 in 
equipment.  
 During all of his 
years in business Kiriakes 
has given back greatly to his 
community.  One of his best 
efforts also happens to be, 
perhaps, his best market-
ing tool.  His weekly, Friday 
morning radio show “Fitness 
Friday” on WNDP 1150 am 
radio, Daytona Beach, Flori-
da is a terrific marketing and 
community service program.   
He features guest speakers 
from time to time and uses his 
show to educate and inform 
his community about fitness.  
His community service track 

record is one that is equaled 
by very few in the health/fit-
ness club industry.  Thus, we 
entitled his cover story:  Tasso 
Kiriakes…A Great American!  
 “A Grand Lady”  
- Virginia Smith Passes 
Away –  page 3 headline sto-
ry:  this was a tough loss for 
everyone who knew Virginia.  
Over the years I have been 
honored and enjoyed the 
pleasure of getting to know 
Rudy and Virginia Smith, and 
I think the world of them.  I 
was very saddened by the 
loss of Virginia Smith as I had 
adored her over the years.  
And, I was sad because the 
services for Virginia were 
held in Las Vegas during the 
same time as my deadline for 
the month and I could not at-
tend.  May she rest in eternal 
peace.  
 Paul Toback Re-
signs With A Bucket Full of 
Money! was our other page 3 
headline.  Suffice it say, Paul 
Toback’s abrupt departure on 
August 10, 2006 with a sever-
ance package of $3,832,500 
plus 135,000 shares of Bally 
restricted stock, left most ev-
erybody in this industry won-
dering what really is going on 
at Bally Total Fitness.  Over 
the past six months Bally has 
peddled some of its land and 
buildings raising $33 million 
through leaseback arrange-
ments.  But, that money is 
gone with the wind as its been 
sucked up by Bally’s near 1 
billion debt.  At this juncture, it 
is my opinion and the opinion 
of many, including Michael 
Scott Scudder, (see “What 
Scudder Thinks”  on page 
#24 of this issue) that it is go-
ing to take something border-
ing on a miracle to keep Bally 
Total Fitness afloat.  STAY 
TUNED!  
 Casey Conrad 
launched her new weight 
loss program for clubs called 
Take It Off.  Conrad is rolling 
out Take It Off as her second 
thrust after launching Healthy 
Inspirations over six years 
ago. Take It Off is more tai-
lored for clubs than the more 
medically targeted Healthy 
Inspirations programs.  
Check out Casey’s Take 
It Off ad on the next page. 
 Contributing Author 
articles by Bruce Carter, 
President of Optimal De-
sign Systems International 
entitled: “Design and the 
Profitable 21st Century 
Club” and  Michael Scott 

Scudder, entitled: “Getting 
Out of Range” were pub-
lished in August.  
 Yours truly also pub-
lished an Insider Speaks 
editorial about Trust.   In this 
writing I quoted then interim 
IHRSA President/CEO Joe 
Moore from his first CBI Mag-
azine writing in July, 2006.  
Moore wrote: “The industry 
must speak with one voice.  
It must communicate a single 
clear message.”  
 I agreed with Joe 
Moore then and I agree with 
him now.  However, I think 
that single message should 
be that the American con-
sumer can trust health clubs 
now.  So, let me argue this 
point one more time.  If this 
industry is to get off its stuck 
in the muck 41 million mem-
ber flatline in total member-
ship growth we’ve seen in 
2004 and 2005 we must fi-
nally get something. We must 
get a message.  That some-
thing, that message, might 
best be conveyed with the 
words I heard Thomas Plum-
mer say at his two-day semi-
nar here in Atlanta over four 
years ago.  Without quoting 
Plummer’s words exactly, his 
message was: “The American 
consumers are not buying 
what we are selling.  Ameri-
can consumers are sending 
us a message, but the ques-
tion is: are we listening and 
responding?”  The man could 
not have been more correct.  
 So, I say here to all of 
you … build TRUST in your 
community with your club’s 
professionalism, ethics and 
operations and you will build 
and grow your membership 
total and your club business 
will prosper in the toughest of 
competition.    
 Norm’s Notes 
– August, 2006 - • Virginia 
Smith, the Grand Lady, 
was remembered fondly.     • 
Broke the news about Mike 
Grondahl’s Planet Fit-
ness’ upcoming acquisition 
of Mike Uretz’ World Gym 
International  • Announced 
the great news that my ter-
rific friend, Rick Caro, Presi-
dent of NYC-based Man-
agement Vision, would be 
honored at Club Industry 
in Chicago with its Lifetime 
Achievement Award.   •  I 
wrote comments about my 
view that IHRSA’s Board 
of Director’s biggest chal-
lenge was to carefully decide 
what IHRSA would become 

in the future.  That commen-
tary was targeted because 
of my view that IHRSA had 
morphed over 25 years to a 
big, broad scope of focus that 
perhaps needed to be nar-
rowed some as this industry 
has changed.  Narrowed to 
focus more again on the rea-
son IHRSA was created and 
exists today.  Narrowed to 
focus on helping its member 
clubs succeed in a new era 
where health/fitness facilities 
are springing up on every cor-
ner and in every niched form.  
I still feel that way.  I believe 
IHRSA leadership relates to 
this challenge. I know they 
know that without successful 
club owner/operators there IS 
NO IHRSA.  And, the IHRSA 
Associate Members would be 
selling their products without 
IHRSA’s help were it not for 
the IHRSA member club own-
er/operators.  • IRON GRIP 
expanded their factory in 
Santa Ana, CA. The new fa-
cility has 43,000 square feet. 
Check out Iron Grip’s ad on 
pg #19.  • Commented on 
John Cardillo’s “Dr. Weight 
Loss” centers now included 
in his Premier Fitness super 
club floor plans.  John is one 
of Canada’s biggest operators  
•  Announced the first meet-
ing of what we currently refer 
to as: “Our Group”.  STAY 
TUNED! • John Klinger, 
President of Anytime Fit-
ness, was quoted about his 
company’s growth running 
ahead of expectations.  •  An-
nounced that IHRSA’s work 
on the WHIP Act had the leg-
islation with 100 sponsors.  
• Shared Rande LaDue’s an-
nouncement that his compa-
ny, ProFit Enterprises, had 
produced and was market-
ing four new machines.  See 
Rande’s KidsPE ad on pg #7.  
• Jay Delvechio,  President 
of World Instructor Train-
ing School, announced the 
American Council on Edu-
cation had granted college 
credits for WITS’ personal 
trainer, group exercise, se-
nior, aqua, children’s special-
ist and advanced skills pro-
grams. 
STAY TUNED ! 

September 2006
Donna Krech – Total Solu-
tion for the Obesity Pan-
demic – September, 2006 
cover story. Donna’s Krech’s 
story is a compelling tale of a 
woman who won’t ever give 
up.  Donna opened her heart 

wide open for this cover sto-
ry.  Donna Krech has been in 
the weight loss/fitness center 
business for over 25 years.  
She has learned a lot and 
now she is teaching thou-
sands of people what she has 
learned.  In short, Donna’s 
Krech’s story is one about a 
great American female en-
trepreneur … one of the best 
you will ever read about.  She 
exudes caring.  She craves 
success and achieves it with 
dedicated, focused and intel-
ligent hard work.  She has 
built a terrific team of women 
and men at her Lima, Ohio 
Thin&Healthy Total Solu-
tion® Headquarters.  Don-
na’s Team works closely to 
deliver results for their Lima 
location and for their 150+ 
affiliates.  Driven best de-
scribes her.  Caring deeply 
in her heart about America 
and the world’s obesity pan-
demic describes her feelings 
about this important chal-
lenge.  Creative best de-
scribes her greatest business 
attribute.  And, loving best 
describes her heart. 
 Our page #3 also 
contained articles written by 
your’s truly:  Obesity Pan-
demic and Body Training 
Systems = Quality. 
 I will comment here 
only about the Body Training 
Systems = Quality article.  
Body Training Systems, is a 
company that delivers quality 
in every aspect of their opera-
tion.  Quality programs pains-
takingly developed, care-
fully packaged, excellently 
taught and carefully quality 
controlled, differentiate BTS 
from all others.  Quality club 
marketing and management 
support are also a mainstay 
of BTS.  I write here about 
BTS Quality in every way.  I 
also contrast this Body Train-
ing Systems = Quality with 
other providers in this field, 
who are QUANTITY focused 
providers.  I argue here that 
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the proof is in the pudding.  I 
cite the amazing daily traffic 
count success stories and 
BTS success stories of Jim 
and Susan Viar and Gordon 
Johnson, metro Atlanta area 
Gold’s Gym owner/operators 
and Mike Silva, owner/oper-
ator of The Edge Fitness in 
New Jersey, as examples of 
some of BTS’ true dollar per 
square foot revenue success 
stories.  Ladies and gentle-
men, quality is for real with 
Body Training Systems.  If it 
were not for their quality, they 
would not be aligned with 
the co-authors of best seller, 
Younger Next Year, plus a 

number of industry leaders.  
See the BTS article on page 
#3 and their ad on page #34 
of this edition and please con-
tact BTS today.  You WILL be 
glad you did. 
 An “Insider Speaks” 
writing entitled: “Stop the 
Pandemic!” shared the plan 
I had created and am working 
to build a new alliance, an en-
tity focused on stopping the 
obesity pandemic in America 
and around the world.  Big 
chore.  But, we’ve assem-
bled a great team we are call-
ing “Our Group” during this 
formative stage and things 
are coming together.  STAY 
TUNED.
 CLUB INSIDER 
Contributing Author articles 

published in September, 2006 
were:  Michael Scott Scud-
der – “Late Breaking – BAL-
LY Update”; Will Phillips – 
“Master Mind Groups”; Jim 
Thomas – “Do You Have 
Success Apathy in Your 
Health Club?” 
 Norm’s Notes – 
September, 2006 • Urged all 
CLUB INSIDER News read-
ers to visit and do business 
with our advertisers at the 
Club Industry Trade Show 
Chicago and noted the 
CLUB INSIDER advertiser’s 
exhibit #’s on page #4. Again, 
I note our page #4 advertiser 
directory, this one with the 
IHRSA San Francisco exhib-
its for our advertisers.  These 
folks are honest, dependable 

and will treat you right.  I hope 
you will view their ads in this 
issue, note their exhibit num-
bers and do business with 
them at IHRSA San Fran-
cisco.  ALL of their exhibits 
are toward the sides and 
the back of the two big halls 
where IHRSA Trade Show 
will be in San Francisco’s 
Moscone Convention Center. 
• Asserted that the one and 
only Joe Moore continued to 
be the best possible choice to 
be installed as IHRSA perma-
nent President/CEO, the new 
title for Big John McCarthy’s 
former position as Executive 
Director.  • Reported on the 
Augie’s Quest Fund Raising 
Event held at the Rio Con-
vention Center in Las Vegas 

in conjunction with Wally and 
Mischelle Boyko’s National 
Fitness Trade Show and 
IHRSA Club Business En-
trepreneur Conference rais-
ing over $100,000. You can 
give to Augie’s Quest now. 
Go to: www.augiesquest.
com and give what you can 
to find a cure for Lou Geh-
rig’s and Augie’s Disease. 
(ALS).   • Congratulated Wal-
ly and Mischelle Boyko on 
25 years of industry service 
publishing the National Fit-
ness Trade Journal.  Con-
gratulated Larry Scott on 
his NFTJ Lifetime Achieve-
ment Award.  Congratulated 
John Urmston, Dean Kato, 
Al Rousseau, Chris Henno 

…In Review
continued from page 28

 (Publisher’s Note: 
This article by Jim Chilton, 
the Founder of The Society 
For Financial Awareness 
(SOFA), has been pub-
lished to provide an intro-
duction to Jim and SOFA to 
our industry.)
 Thinking of PER-
SPECTIVE is interesting. It 
enables us to create, modify 
and vary our thought process 
to arrive at something impor-
tant to us.
 As club owners and 
fitness professionals the 
never ending quest for the 
achievement of or sustaining 
of profitability always stays 
before you. Overhead costs 
never leave your business:
 • Leased space 
and CAM charges;
 • Facility design 
and engineering costs;
 • Construction 
build outs;
 • Capital to ac-
quire equipment and place it 
in your facility;
 • On-going pay-
roll and benefit charges;
 • Marketing 
costs;
 • Sales staff com-
pensation;
 • Facility and 
maintenance costs;
–the list goes on and on.
 Your club’s overhead 
weighing in so heavily on 
your bottom line is as much 
(or more) of a concern as the 
“potential” upside of growth to 

your business through on-go-
ing new client campaigns and 
programs. The challenge of 
this perspective is…“is there 
really anything new and in-
novative that, for the cost, will 
create a significant impact of 
new members to your bottom 
line?” 
 The answer is abso-
lutely yes! 

The solution is: WELLNESS 
EDUCATION IN YOUR 

COMMUNITY.

 The key here is not to 
position your “for profit” busi-
ness as the host, but rather 
to be a “member” of a non-
profit educational speaker’s 
bureau that penetrates your 
local community - providing 
pro -bono work - conduct-
ing wellness workshops to 
employees of companies or 
members of organizations. 
Either way, having yourself or 
someone from your club go 
out and speak, will position 
that individual to the seminar 
participants as an “expert 
wellness educator.”
 In San Diego, Cali-
fornia, The Society for Finan-
cial Awareness (commonly 
known as SOFA) was estab-
lished in 1993. It has grown 
from a group of friends who 
locally put on periodic infor-
mational topics of interest to 
now having grown and spread 
throughout America with over 
90 chapters.
 My name is Jim Chil-
ton. I am the Founder and 

CEO of the Society for Fi-
nancial Awareness.  Over the 
past four months I have spent 
a significant amount of time 
on the phone and the internet 
with Norm Cates, the Pub-
lisher of The CLUB INSIDER 
News, introducing him to and 
educating him about SOFA.  I 
approached Norm because it 
was my goal to introduce our 
organization to the health, 
racquet and sportsclub indus-
try.  Norm Cates, the Publish-
er and Editor of The CLUB 
INSIDER News believes that 
“for-profit” club owner/opera-
tors will benefit and be helped 
in their quest for more profits 
by his CLUB INSIDER News 
by introducing our organiza-
tion to the decision makers in 
your industry.  
 I have signed on to 
advertise with The CLUB 
INSIDER News for the next 
12 months.  Our first ad that 
appears on the opposite 
page gives you the basics of 
SOFA.  Norm Cates agreed 
to my request for editorial 
support because he believes 
it will assist our ad in reaching 
your mind.  In fact, Norm told 
me that he wanted my first 
article to appear with our first 
SOFA ad.  Please see our 
ad on the opposite page and 
realize that at SOFA “We are 
on a mission. Our cause is 
to wipe out financial illiteracy 
with consumers in communi-
ties across America. We cur-
rently focus our message on 
six specific disciplines – 
   

•Financial • Real Estate 
•Wellness • Taxes  • Mort-

gage and • Estate Planning

 Our members donate 
their time and their talents to 
discuss the needs and cur-
rent trends to individuals who 
wish to listen, grow, and self 
improve.  I personally declare 
to you all that we sell nothing 
but tell the truth in our semi-
nars and hopefully impact our 
attendees’ lives for the bet-
ter.  
 A key ingredient for a 
SOFA member is the immedi-
ate feedback of the seminar 
participant. At the end of each 
workshop, the speaker picks 
up all program evaluations 
from the attendees which 
may lead to a complimentary 
consultation. Our members 
over the past 14 years have 
averaged a 60-65% favorable 
response rate from our work-
shops, a great way for our 
members to grow their busi-
nesses.  Everyone wins – the 
speaker has created a vol-
ume of “potential” new cus-
tomers. The participant has 
learned a lot and is now mo-
tivated to seek action! These 
SOFA workshops create a 
breeding ground of business 
opportunity.  Very importantly, 
the workshops offer targeted 
outreach to your community 
for your club.
 For fitness, health 
and wellness professionals, 
prospecting from the same 
perspectives using discount 
coupons, discounted rates, 

new equipment, word-of-
mouth referrals, flexible 
hours and new and updated 
facilities…will always con-
tinue.  But they bring in a 
projected monthly number of 
new members that you know 
you need. 
 I am addressing an 
opportunity for your club 
to break the mold, change 
the perspective and go out-
side the box of conventional 
health/fitness club marketing 
and promotions. 
 The concept of edu-
cating interested attendees 
at a workshop on wellness 
will create an immediate im-
pact on the number of new 
potential members you will 
be able to attract to your busi-
ness from throughout your 
community.  We offer the op-
portunity for you or your top 
wellness staff member to go 
public. We offer your club the 
opportunity to penetrate the 
community more deeply with 
your wellness message.   If 
you become systematic and 
regular at this community out-
reach work and offer it from 
a non profit perspective, your 
new member enrollee num-
bers can and should skyrock-
et. 

(Jim Chilton is the Founder 
and CEO of The Society for 
Financial Awareness (SOFA) 
based in San Diego, Califor-
nia.  For more information call 
1-800-689-4851 or contact 
Jim at: jchilton@sofausa.org)   

Wellness Education In Your Community –
A Unique and Potentially Profitable Approach to the Growth of Your Club Business

By Jim Chilton

(See In Review page 32)
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and Greg Maloley on their 
NFTJ Distinguished Ser-
vice Awards.  • Congratulat-
ed Eddie Tock, partner with 
Ray Gordon in Sales Mak-
ers, on his excellent article 
published by Fitness Busi-
ness Pro Magaine entitled: 
“Educating America About 
the Dangers of Obesity.” • 
Asked the question: “Does the 
fact that there are now more 
overweight people across the 
world than hungry ones, stir 
you yet?”  •  Singled out the 
Orlando RDV Sportlex mega 
club magazine for members, 
Sportsplex Illustrated as the 
best I have seen.  By the way, 
if you publish a magazine or 
newsletter for your members 
I would greatly appreciate 
receiving a copy of it. Heck, 
I’d appreciate it if you would 
put us on your mailing list so I 
receive it each time you send 
it out to your members. Mail 
to:  Norm Cates, Jr.  The 
CLUB INSIDER News, P.O. 
Box 681241 Marietta, GA. 
30068-0021.  • Mentioned 
that if you travel to Orlando, 
Florida that you should al-
low some time to see both 
the RDV Sportsplex and Dis-
ney’s Celebration Place Fit-
ness Complex, headed by 
Don Jones.   • Joe Shank’s 
Almaden Valley Athletic 
Club celebrated 30 years 
of business in June, 2006. 
Congratulations again to Joe 
Shank and his AVAC Team.  
STAY TUNED!  • Philips’ 
Heartstart OnSite defibrilla-
tors saved 6 lives since they 
were installed in all of Town 
Sports International 140+ 
clubs in the Northeast.  I truly 
hope every club in this indus-
try will some day have AED’s 
and their staff well trained to 
use them!  • I predicted that 
the Atlanta Falcons would 
make it to the Super Bowl 
… WRONG!  Nothing like the 
exuberance in the early sea-
son of one football fan. But, 
STAY TUNED, as new Fal-
cons Head Coach, Bobby 
Petrino, formerly the Head 
Coach at now football pow-
erful Louisville, has taken 
over for fired Falcons coach 
Jim Mora, Jr.  And, how ‘bout 
the Florida Gators!  Actually, 
even though I am an N.C. 
State Wolfpack alum and fan 
and Georgia Bulldawg fan, 
I’m happy for my Bro, “Gator 
Dave Cates” and Joe Cirulli 

and all of Gator Nation!  By 
the way, I’m one for two…as 
I predicted that the speed of 
the Florida Gators would give 
them a ½ step advantage 
over Ohio State and got that 
one right!  STAY TUNED!

October 2006

 Casey Conrad … 
Getting IT done! – There are 
lots and lots of great people 
in our industry.  And, there are 
lots and lots of great entrepre-
neurs as well.  But, rarely will 
you find a great person with 
the talent, education, experi-
ence and entrepreneurial skill 
of Casey Conrad.  
 Casey Conrad is the 
Founder and CEO of Com-
munications Consultants, 
Healthy Inspirations and 
her new “Take It Off” pro-
gram for clubs.  She is a 
gifted teacher and consul-
tant and has been in great 
demand in our industry as a 
speaker and consultant.  She 
is also a prolific author and 
her latest book is:  “Winning 
the Struggle to Be Thin”, an 
amazing book for women and 
men that chronicles deeply 
the things one needs to do to 
lose weight properly and keep 
it off for ever.  Her book con-
tains 62 amazing testimonials 
by clients Conrad has served 
successfully.  For the past 7 
years Conrad has targeted 
her efforts toward “Healthy 
Inspirations” and recently 
merged her H.I. company 
with Jim Rowe’s Slender 
Lady Weight Loss Centers, 
giving Conrad and her new 
partner Rowe, a combined 
157 locations!  
 Joe Moore’s photo 
and page 3 headline story en-
titled:  Joe Moore Selected 
As IHRSA’s New President/
CEO with Unanimous Vote!   
Suffice it for me to say this 
choice was a very wise one by 
the IHRSA Board of Directors.  
Joe Moore is a 35+ year vet-
eran of the health/fitness club 

industry.  He served IHRSA 
selflessly for four years, first 
on the Board for three years 
and then served as IHRSA’s 
last President.  Now, Michael 
Levy of Toronto, Canada, 
serves as Chairman of the 
Board, the new title previous-
ly called President.   Probably 
the most amazing thing about 
Joe Moore, a JuJitsu Grand 
Master, is that he prepared 
himself for IHRSA’s Board 
work on Personal Training 
Certifications by taking all 
14 P.T. Certification Courses 
and passing the test for P.T. 
certification from all of the or-
ganizations in that business!   
Joe is an even keeled, cool 
guy who is deeply devoted 
to IHRSA and the industry at 
large.  
 Rick Caro’s photo 
and page 3 headline story 
entitled:  Rick Caro Honored 
by Club Industry covered 
Rick’s October 5, 2006 honor 
by Club Industry’s Fitness 
Business-Pro magazine 
with its Lifetime Achieve-
ment Award.  Rick deserves 
all of the honors he’s re-
ceived including IHRSA’ Dis-
tinguished Service Award, 
IHRSA’s Person of the Year 
Award, CLUB INSIDER 
News’ Health Club Pioneer 
of the Year Award and Club 
Industry’s Lifetime Achieve-
ment Award.   Last year’s re-
cipient was Judy Sheppard 
Misset, Founder of Jazzer-
cize and the year before, Joe 
Weider, long-time weight lift-
ing and nutrition industry icon 
and publisher.  
 A rare fourth page 3 
headline article by CLUB IN-
SIDER long-time Contributing 
Author, Michael Scott Scud-
der, entitled:  “BALLY: SAV-
ING THE SHIP OR LOW-
ERING THE LIFEBOATS?” 
contained commentary by 
Scudder on the Paul Toback 
exit, Bally’s huge debt and 
other issues.  
 Contributing Author 
articles by: Will Phillips en-
titled:  “Master Mind Group” 
– Part II and Donna Krech 
– “The Bottom Line on the 
Weight Loss Business” 
– Part I.
 And “Insider 
Speaks” editorial by yours 
truly entitled: “Will America 
Die Young?  “Our Group” 
Says NO!” provided more 
commentary on the obesity 
pandemic and the planning 
process in play with “Our 
Group.”  

 Norm’s Notes – Oc-
tober, 2006 • Following up 
writing on page #3 I con-
gratulated Joe Moore on his 
unanimous selection to be 
IHRSA’s permanent Presi-
dent/CEO and Rick Caro on 
his Club Industry Lifetime 
Achievement Award. • Con-
gratulated Augie Nieto as he 
was to be honored by induc-
tion into the Claremont McK-
enna College Hall of Fame 
on November 4, 2006.
• TIM and LIZ RHODE, two 
wonderful people and good 
friends celebrated the 10th 
Anniversary of their Mary-
land Athletic Club on No-
vember 11th.  Mentioned the 
one and only Mitch Wald 
had joined the Rhodes as the 
MAC’s Chief Operating Of-
ficer.  • CATHY SPENCER 
BROWNING of Body Train-
ing Systems announced that 
their long-time in develop-
ment new program, Group 
Active, would be rolled out 
to clubs in January, 2007 
and it was.  And, Group ac-
tive is rolling!      • Ted Forst-
mannn of Forstmann Little 
& Company named CARL 
C. LIEBERT III as Chief Ex-
ecutive Officer replacing 
Mark Mastrov.  Mastrov will 
continue as Chairman of the 
Board of 24 Hour Fitness.  
• Commented that I think the 
“Biggest Loser” TV show 
is detrimental to the health 
club industry because it gives 
overweight, way out of shape 
people the bad idea that the 
way to become fit and healthy 
is through torturous workouts 
they show on TV that are, in 
my opinion, scaring millions 
of overweight or obese view-
ers away from the idea of a 
badly needed permanent life-
style change they need.  The 
24 Hour Fitness logo has 
been prominently displayed 
on the show each year for 3 
years now.  • Gale Landers 
re-branded his 7 clubs and 2 
corporate fitness centers to 
be known as: Fitness For-
mual Clubs.  Great clubs! 
• ROBERT SURFACE was 
named Chief Operating Offi-
cer for ABC Financial.  Look 
for our April, 2007 cover story 
on ABC Founder Jim Bottin 
and see ABC’s new ad on our 
outside back page.  • Daniel 
Morrissey the “fast burner” 
leading the XSports Fitness 
charge across Chicago and 
America, now, announced 
the opening of 4 new mega 
clubs in just six weeks!  Dan’s 

a great guy and builds amaz-
ing clubs.  • The late Robert 
Dedman’s family sold Club 
Corporation’s 170 golf and 
dining clubs and 3 resorts for 
$1.8 billion!  • Mentioned the 
excellence of Curves TV ads.      
• Mentioned President BILL 
CLINTON’s fast action that 
happened with his leadership 
of his Alliance for a Health-
ier Generation causing big 
soft drink companies to make 
school snacks and drinks for 
kids healthier.  • Mentioned 
IHRSA’s CBI Magazine cov-
er subject, Arkansas Gover-
nor MIKE HUCKABEE and 
his work with the Healthy 
America initiative, that en-
sued after his great success 
with his Healthy Arkansas 
initiative.  If you didn’t see it 
last month I followed up with 
a cover story with Governor 
Huckabee in our January 
CLUB INSIDER.  I am deter-
mined to link our industry with 
the National Governor’s As-
sociation, formerly Chaired 
by now Presidential candi-
date, Governor Huckabee, 
and now chaired by Georgia 
Governor Sonny Purdue. • 
Reported on Bodies In Mo-
tion in California emerging 
from Chapter 11 Bankrupt-
cy and being sold to Merid-
ian Sports for $8.5 million.  • 
Wished Chris Ballard, former 
Fitness Management Maga-
zine Publisher, the best of 
luck with his new OnSiteFit-
ness publication. • This mind 
of an offensive lineman re-
minds LYLE SCHULER about 
the relentlessness of the of-
fensive linemen, the same 
guys that helped him rush for 
close to 1,000 yards in one 
season as a college running 
back!  I am reminding HOLLY 
SNOW, too!                    •  Con-
gratulated Howard Ravis, 
Sam Posa and Zari Stahl 
and the entire Club Indus-
try Show Team on another 
great learning event in Chi-
cago. And, I expressed my 
pleasure at seeing a bunch 
of industry friends in Chicago 
during the event and named 
those friends!  
 • STAY TUNED for 
next month when I will wrap 
up my 2006 In Review sum-
mary with a recap of Novem-
ber and December, 2006! 

…In Review
continued from page 28

MAKE 
IT FUN!
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INFORMATION REQUEST
If you would like to receive information from or be contacted by advertisers in 

this issue just clip or photocopy this form, mark the block(s) of the respective 

companies, complete the information requested in the blanks and fax to the 

number shown.

___ Please mail information to me.
___ Please contact me at the (check one)   ____phone # below.
___email address:__________________
Your Name:_____________________________________________________ 
Club or Company Name:________________________________            
Address:__________________________ City: ___________ State:___
Zip:_______________  Phone #: (____) _____________
Fax #:(_____) _____-_________

Club Insider Advertisers
___ CheckFree Corp - Pg 2 Fax#:(678) 375-3304
___ Affiliated Acceptance - Pg 9 Fax#:(573) 374-9972
___ ABC Financial Services - Pg 36 Fax#:(501) 992-0851 
___ Sales Makers - Pg 7 Fax#:(845)736-0508
___ Body Training Systems/Podfitness - Pg 35 Fax#:(770)989-4710 
___ National Gym Supply - Pg 13 Fax#:(310) 280-0937
___ Visual Fitness Planner - Pg 5 & 23 Fax#:(877) 616-1681
___ Thomas Plummer Company - Pg 33 Fax#:(508) 833-3074
___ Vitabot–Pg 21 www.vitabot.com
___ Active XL Promotions – Pg 5 Fax#:(770) 350-8912
___ Kids PACE Express - Pg 7 www.kidspaceexpress.com
___ Fitness Mgmt. & Consulting - Pg 16  Fax#:(214) 292-9553
___ Greenmaple Wellness Comm. - Pg 11 shawn@fitdv.com
___ Club Broker – Pg 34 Fax#:(480)821-8993
___ REX Roundtables – Pg 34 www.rexonline.org
___ Association Insurance Group – Pg 15 Fax#:(303)985-1248
___ Thin & Healthy  Pg – 17 www.thinandhealthy.com 
___ Fitness & Wellness Ins-Pg 23 info@fitnessandwellness.com
___ The STEP Company – Pg 8 Fax#:(770)989-4710 
___ InTek Strength Fax#:(618) 988-1313
___ Easyzone Weight Loss & Nutrition–Pg 22 Fax#:(905) 632-7948
___ JLR Associates-Pg 10 jr@jlrassoc.com
___ Optimal Design Systems Intl. www.optimaldsi.com
___ Oxyvital - Pg 12 www.oxyvitalusa.com
___ Iron Grip - Pg 19 www.irongrip.com
___ SCIFIT  – Pg 25 www.scifit.com
___ Fabiano Design - Pg 24 www.fabianodesign.com
___ IHRSA - Pg 27 www.ihrsa.com
___ Take It Off - Pg 29 www.takeitoffweightloss.com
___ Sports & Fitness Insurance - Pg 29 jennifer@sportsfitness.com
___ Society for Financial Awareness - Pg 31 sofausa.org

Sincere Thanks, Gratitude and 
Appreciation to: All who have 

advertised, purchased subscriptions 

and pitched in as  

Contributing Authors. We are now in 

our 14th year of publication!

 of you are on the “ ” that 

  We will be 

grateful to you forever. I appreciate 

and LOVE ‘ya!

Very sincerely, Norm Cates, Jr.






