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Montsanto Company
Broadens Focus On
Health And Fitness

Deerﬂeld, Il - Feb.

13,1996 - Nicki L. Schuh, the Presi-
dent of The WellBridge Company
Division, announced today that ad-
ditional WellBridge Health and Fit-
ness Centers will not be developed
or acquired in the future. Schuh ex-
plained that, “Monsanto, a Fortune
100 company, remains committed to
developing a business in the area of
health and wellness programming as
evidenced by their recent invest-
menis in this area by Searle, another
Monsanto owned company. This
shift in the strategic plan will focus
on efforts on the broader hull.b and
" wellness business opp

WellBridge Health and Fitness Cen-
ters, as well as the joint venture with
the Sinai Hospital in Baltimore, will
continue to operate under the super-

vision of former IHRSA Presi-
dent, Larry Krieger. According
to Schuh, “these businesses have
met Monsanto’s strategic and fi-
nancial expectations.”

The WellBridge Com-
pany initiative have been inte-
grated into a much broader busi-
ness plan which will be focusing
on integrated health care delivery
systems. WellBridge will con-
tinue their focus on providing sci-
entifically based health and
wellness programs to positively
impact the quality of life of the
customers/members.

This strategic shift by
Mossanto. 2 Sacus 08 the heskh

is a thrust chosen after Monsanto
had experienced nearly five years

of WellBridge operations.

New York's Atrium Club Closes

New York, N.Y. - The
Atrium Club opened on 57th St. in
New Yorkin 1975. The swank club
was well received in the area with
it’s luxurious social club, a dining
room and a top-flight gymnasium.
Bul, the club came on hard times
and was closed without notice on
February 1, 1996. Locals wondered
why it took so long to close and
wondered even more about why it
was closed with no notice to the
members or employees. Security
guards barring the 8th floor entrance
to the club and a “Dear Member”
letter were the only signs of the club
closing for the numerous members
and employees that arrived on a cold
winter morning. The letter taped to
the marble Atrium Club walls read
in part: * Dear Member, Unfortu-

Atrium Club do not permit the con-
tinued operation of the club on a
free-standing basis.”

The Atrium Club stock is

owned by Dallas-based Club Cor-
poration of America, (CCA).
CCA is one of the world's largest
health, fitness and golf operators,
but James Maser, vice president
of Atrium Club, described Club
Corporation’s role as a “consult-
ant.” Maser also blamed the clos-
ing of the club on increasing up-
scale competition from the
Reebok Sports Club New York
and other Upper East Side clubs.
He also linked the closing to
changing tax laws. The club
charged up to $1,000 initiation fee
and monthly dues of $110. But,
according to Maser, “It closed
because the economics of the
business would not allow it to con-
tinue.” Specific reference was
made by Maser about changes in
the Federal tax laws reducmg lbe

elimination of membership dues
from tax deductions. According
to Maser, those tax law changes

percenl frorn 100 pcroenl and lhe

caused a steady decline in the
number of Atrium Club members
using the club for client entertain-
ment.

However, Joseph F.
Blumenthal, a 12 year member,
blamed the club closing on years
of poor management. “All the
members | knew left when it was
clear the club was being managed
very poorly”, commented
Rosenthal. “It was always
treated as a black sheep in a very
large family,” he added. The club
had been for sale since Novem-
ber, 1995. Negotiations between
the landlord, Laszlo Tauber and
Associates with the New York
Health and Racquet Club are un-
der way.

The status of the esti-
mated 1,500 mcmbers and 55

: employees is yet to be
dctermmed Of!'t:lals at New
York Health and Racquet had not
returned calls by press time.

Health Club History With Bob DelMonteque

By Norm Cates, Jr.

SUPER SENIOR - Bob
DelMonteque is now 75 years of
age. He began his career in health
and fitness at age 13. During the
last 62 years he has done and seen a
lot. Bob DelMonteque is one of
America’s greatest historical re-
sources for the health club industry.
And, he is America’s #1 personal
trainer. The CLUB INSIDER News
is pleased to present this health club
historical perspective with Bob
DelMonteque.

EARLY HEALTH CLUBS

In the early 1900's, the
first U.S. gym/health clubs began to
appear. These facilities were not for
the average person, but instead, for
the boxers, wrestlers and “strong-
men” of the era. They all had box-
ing/wrestling rings and exercise
tables staffed with trainers whose

primary objective was the
strengthening and building of ab-
dominal muscles.

DelMonteque describes
some of the first gym/health clubs
in America:

- 8th
Ave. and 42nd St. - New York,
N.Y. Early 1900’s. Primarily for
boxers, wrestlers and “strong-
men” training for Vaudeville acts.
No body building was present at
this point in time.

GEORGE BOTHNER'S
GYM - 42nd. St., - New York,

N.Y. Early 1930’s. *“Medicine
Balls”, workout tables, and “In-
dian Clubs™ which looked like
small bowling pins were popular.

TERRY HUNT’'S GYM -
32nd. St. - New York, N.Y. Mid
1930’s. One of the first to offer
the “black-iron”, i.e. weights and
dumbbells. Terry Hunt is now in
his mid-80’s and still works at the
Centurian Club in Century City,
California.

SIG KLEIN'S GYM - 7th
Ave. and 49th St., New York, N.Y.
It was the first “modern gym” of
its kind, opening in 1935 with mir-
rors and even had red carpeting.
DelMonteque recalls, “ Sig made
you remove your shoes before
coming into the gym. He was big
on keeping it clean. He was one
of the strongest men of his era. He
was continously smoking a cigar
and often drank beer while work-
ing in the gym. His gym was the
first in history to offer “black
iron.” His gym was truly “state-
of-the-art” for its time. Sig lived
to be 91,

FRED YOUNG'S HEALTH
SYSTEM - Opened in 1945.
There were 22 locations in Los
Angeles, San Francisco and Den-
ver. His facilities were upscale
executive clubs which offered a
swimming pool, steam room,
sauna and massage.

»

BERT GOODRICH'S GYM -
Hollywood Blvd., Hollywood, Ca.

- 1950’s. Burt was the 1st Mr.
America and a world class ath-
lete. Bert once took on the great
Olympian, Jim Thorpe, in an ath-
letic contest and won. Bert
worked out with 220 pound’s for
curls. A natural athlete, he de-
veloped an amazing hand balanc-
ing act and later he became a cow-
boy stunt man in Hollywood. He
was one of the early developers
of health club sales technology
employing the principals of “
Think and Grow Rich.” He sold
his gym to Ray Wilson in 1955.
A pgood friend of Bob
DelMonteque and Ray Wilson,
Bert passed away in 1991.

MCLEEVEY'S SALONS -
100 locations mationwide for
women. These facilities offered
the “pony barrel rollers”, upright
rollers, vibrating belts and
Schwinn bikes which were real
popular with the women of the
era. However, McLeevey was
put out of business after ten years
by the government because he
could not prove that there was any

health benefit to these “roller racks”
or the virbrating belt systems.

BOB DELMONTEQUE’S
EARLY START IN
STRENGTH AND FITNESS

Bob began his involve-
ment in training at age 13 when he
ordered the famous Charles Atlas
mail order system. He explains, “I
wasn't your typical 98-pound
weakling who was getting sand
kicked in his face....... instead, | was
a young Texas boy who wanted to
be an excellent high school ath-
lete...... so | ordered the system for
$19.95. 1 began with the basic
course called DYNAMIC TEN-
SION which provided 12 charts
depicting the various exercises in-
cluding “pulling towels” and dips
between chairs. In 1933 when | had
reached 160 pounds, I ordered the
310-pound weight set which in-
cluded such accessories as a
handgripper, neck strap, iron boots,
dumbbells,nutrion and exercise

(See DelMonteque page 30)
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THE INSIDER SPEAKS

* EDITORIALS * "INSIDER MAIL" *

COMMENTS °

LEADING INDUSTRY VENDORS SPONSOR
THE CLUB INSIDER NEWS MISSION

ATLANTA, GEOR-
GIA - The MISSION of The CLUB
INSIDER News is to publish the
latest industry news and articles
which facilitate the overall
professionalization of the health,
racquet and sportsclub industry.
The CLUB INSIDER is now pro-
vided to over 25,000 locations each
month by the virtue of our “Nation-
wide Subscription™ made possible
by the sponsorship of our advertis-
ers!

SUPPORT OUR

ADVERTISERS!

Th?- CLUB INSIDER
News “Nationwide Subscription™
depends on the results that our ad-
vertisers receive from their adver-
tising investment with us. There-
fore, we hope you will contact them
by telephone, by fax and at trade

SIDER and trading with these ven-
dors you accomplish several
things: (1) You obtain the best
products and services available in
the world today, at the best prices
available. (2) You expand your
horizons professionally. And, you
will improve your team’s perfor-
mance with the leading edge edu-
cational information that you re-
ceive every month. (3) You sup-
port the MISSION of The CLUB
INSIDER News which in turn will
help the long-term future of your
facility and others world-wide by
elevating the professionalism of
the industry.

March 20-23, 1996,
nearly 10,000 health, racquet and
sportsclub professionals from all
over the globe will convene at the
15th Annual IHRSA Convention
and Trade Show in San Diego.
This event has become the #1 edu-

about the business you are in and
meet new industry friends.

The CLUB INSIDER Ad-
vertisers listed below are exhibit-
ing products at the IHRSA Trade
Show. Their exhibit numbers are
listed as well. Clip or Copy this
list and take it with you when you
g0 to San Diego. Your club does
NOT have to be an IHRSA mem-
ber for you to attend the Trade
Show as a buyer. But, if your club
is not an IHRSA member, you are
missing a great opportunity to im-
prove your club’s financial picture,
i.e. “the bottom line.”

To join IHRSA and/or to
register for the March 20-23rd
IHRSA Convention and Trade
Show, call: (800) 228-4772. And,
no matter if you go to IHRSA San
Diego or not, PLEASE CON-
TACT OUR ADVERTISERS!
WHEN YOU DO, PLEASE

CLUB INSIDER Advertisers and IHRSA EXHIBIT Numbers
(Listed alphabetically)

*Affiliated Acceptance Corp. - #515
*Aerex Body Pump - #104

*ATA Information Systems - #713
*A. P. Acoustics - #1042

*Apex Travel Promotions - # 305
*Best Lights, Inc. - # 637

*Cardio Theater - #1737

*CheckFree Health & Fitness Sv. - #701

=Life Fitness Corporation - #901
*Med X Corporation - #801
*Microfit - #804

*SalesMakers - #1642
*StarTrac by Unisen - #1401
*Step Company - #419
*StairMaster - #1201
*TrackMaster - #413

*Club Marketing and Management-#100 *Treeforms/Solos - #1251

*Club Runner - #333
*Faust Management - #743

+Fitlinxx by Integrated Fitness - #1637

*Hammer Strength - #819
*Hoist Fitness Systems - #619

CALL IN ADVANCE FOR INFO!!

COME TO THE IHRSA TRADE SHOW PREPARED TO BUY "

& WITH CHECKBOOK IN HAND!!

showssomnyoumaylurnabmt cational and buying gathering in TELL THEM YOU APPRECI- e
their latest products and prices. By  the United States and provides a ATE THEIR SPONSORSHIP SAVE MAJOR $$$$!!!!
regularly reading The CLUB IN- terrific opportunity to learn a lot OFTHE CLUB INSIDER News!

. Larry Krisger

Newton, Ma. 02159

Dear Larry,

However,

time

during your c

the end. But,

from membershi

........

1 received your letter dated January 23, 1996.
your praise relative te The INSIDER
your “"constructiva" criticiss. !uﬂar:k
helps The CLUB INSIDER Mews to “

In respect to my taking the credit for the reversal of the IRSA Board's
decision to change the name of IRSA to Exercere, I apologize to you
and anyone else that might have interpreted my writings that way.

I think you must have missed the June, 1994 edition of The
CLUB News. On page #1 of that edition I stated:"IRSA President,
Larry Krieger and the IRSA Board of Directors are to be CONGRATULATED
for taking a difficult situation and making the most of it !

Norm Cavcs’

EClub Ins:der

Uollan.dwl Hoalth and Fitness

The WellBiewdge Censer 115 Wells Avenue

Newton, Masschaser 02159

V o

Fabruary €, 1996
\WELLBRIDGE ..
HEALTH Asn s CENTER
January 23, 1996
virst, thank you for
um ! M thank you for iy
both positve and pegative
" Tha Ciub Insider
Lell it like it is ! PO Box 671443

1 have no doubt that you and IRSA Executive Director John McCarthy
met on January 7, 1994 to discuss member cbjections to the new nams
EXERCERE. However, my recollection is that you did not divulge that
information to me or anyone slse until after my January, 1994 edition
publicizing the objections was mailed in late January, 1994

For the record The CLUE INSIDEE NWews January, 1994 edition was the first
any to the name change to Exercere were made known to all
members. You may recall mailing, five separate letters to the membership
ampaign and Brian McBain's article about the name which was

published in CBI. The opposition's position was not mentioned even once.

Larry, as I said in my June, 1994 edition, you, John HcCarthy and
the IREA Board were "Good Guys" in this situation because of how you
handled the member objections and came to a "very good decision" at
in my opinion, the truly "Good Guys" were the IREA
members like Cecil Spearman, Alan Schwartz and Tom Lyneis and many
others who spoke out against Exercere long bafore yo

Open Forum to hear member feelings about this "done deal.”

In respact te your opinion that the IHREA Board has made a bad move
by Amending the IHRSA By-Laws to prohibit any 501 (c¢) 3 organizations
1 will look forward to reading and publishing
your writings about that issue.

Best regards, ?Zgw, az.%;}.’ ;

u announced the

P. 0. BOX 671443 « Marietts, GA 30067-0025 « (770) 850-8506 « FAX (770) 933-9698
Toll Free Hotline 1-800-700-2120

Manotta, GA 300670025

Dear Nom

Congratulations on & grest two years. I is siweys difficult to find the right niche to il as
eurmist but you hit ihe naul on the head. | siwarys emoy reading The Club insider and feal that
you have prowded all of us n the indusiry with vital informanon.

As 30mecne who has both been vilified and praised by your paper | feel that a lithe constructive
critaczam i3 in order. | specficaily refer 1o The Club Insider taking credit for corvincing the Board
1o hoid off ratifying the name change until sfter the first ever open forum af the IHRSA
Convention in March of 1994. First of all the name change did not need 1o bo ratified, the
mambership voled on the name change and it was a fait accompli andior cone deal  On January
7, 1994, | had a meating with John McCarthy and we decided 1o have an open forum for the
mamborship in ordar 1o haar one more tima from the members on the very volstiie issue of the
name change  Let me remind you onom agasn that ot this point in timo the name change wes &
done deal and only the Board could change that decision. The reason John and | decided on
the forum was because we ware concamed sbout the fames 10 the IHRSA office, to my office, as
wel as a greal deal of phone calls In spite of the fact that the name change was passed in
accorance with the associations bylaws as wafl as the vote of the membership he Board was
‘concamed with the future of the organization and thought it wise to discuss the matier further
Norm. 100% of your rhwtonc conceming the name change was after January 7. 1984, The
reckrection of e NaMe change was aiready in mation. | am giad to iet you taks all the credd you
deserve for teliing like it is and influencing chers but in this instance the credit baiongs 1o John
McCartty and ihe Board of Directors of IHRSA

| remain a loyal reader,

i

anur [HRSA President

P.5. | have just volunteered my sarvices 1o the Eurppean Community o help them come up with
& nama fior thair new cumency. Pernaps EXER-Euro or Euro-Sarah might work.

S17244. 7002
SIT244.7759 nax

Copyright © 1996 CLUB INSIDER, INC. All rights reserved. Material may not be copied in whole or in part in any form whatsoever.
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‘NORM'S NOTES-

NEW FRONT PAGE
FORMAT - Beginning this month,
we have added a new color photo
for our front page and have made
the inside front page available for
four color advertising. Notice the
terrific condition of SUPER SE-
NIOR - BOB DELMONTEQUE,
age 75! If you are looking for ways
to increase your club’s annual rev-
enues, consider educating yourself
in all aspects of programming for
seniors. The perfect opportunity
comes March 8-10th at John Rude
and Associate’s seminar: Mind *
BODY « Spirit: Tapping the Poten-
tial of the 50+ market. To register
call: (800) 929-2719. The seminar
will be conducted at JOE
CIRULLI’S brand new 50,000
square-foot  facility, The
Gainesville Health and Fitness
Center in Gainesville, Fla. You can

bring your family and let them go
to Disney World while you attend
the seminar.

DICK TRANT is the
owner of the WESTON
RACQUET CLUB in Waltham,
Ma. and after being in business for
30 years has emerged as one of the
great industry leaders and knowl-
edgeable club operators in
America. He is the MASTER OF
MEMBERSHIP RETENTION.
Trantcharges $175 per month dues
and his operation is one of the most
classy and unique clubs you will
find anywhere. Dick was one of
the Founding members of IHRSA
and years ago, at an IRSA Con-
vention in New Orleans, Dick
dressed up in a Wolf’s Suit and
walked around the convention
warning the “For-Profit” [RSA
Members about the risks of the

“Not-For-Profit” sector and urg-
ing them to organize in opposi-
tion. The FUND is now the in-
ternal IHRSA organization which
has dedicated resources to the
opposition of “non-profits” and
governmental problems with
clubs. Tragedy struck our good
friend Dick on Super Bowl Sun-
day as he was driving to the gro-
cery in a Boston suburb. Travel-
ing alone, he hit a patch of ice,
lost control of his car and the re-
sulting crash caused numerous
injuries including: broken ribs, 2
broken vertebrae, 2 broken shoul-
ders, a broken hip and a broken
pelvis. Dick had surgery on
Wednesday, January 31st to be-
gin the long path to recovery.
Please take a moment and send a
letter or get well card to this great
club industry icon at the follow-
ing address: Mr. Dick Trant,

Jamuary 3, 1996

Cear Norm:

Mariatta, GA 10067

Fitcorp

Corporate O

Prudential Cenier, Suite 200
&umn MA 219
) X% 560
FAK n{'r- 560

m-—-:x—.xunmu:ugru:m
reports of CEQ Mike Lucci‘s lttm

ﬂuﬁuih-n-m
of

to clean
mx-nu
the

England Health,

your
up Bally's act with
Massachuset!

frequent

ts,

Last spring, I testified before cur stats legislature's Joint
Mtta-mmmmiﬂh\rxo!muuw 498.
This health club bill

regional affiliate.
anti

Racquet and Sportsclub

jump on

Testifying along with me at that
Committes hearing, but in oppositicn to House Bill no. 456, was a |
gentleman who identified himself as an attorney representing Bally. |

Recantly, as you

Pérhaps,
open invitation for Mr.

your publication of this letter nmight serve as an
umx.'s utgml.utlm in Massachusetts to

However, If I am
tha old Bally, please

NEHRSA and the

hrth-.lw

If enacted, the bill would make i.:l.]..qnl

sales practices which have the
reputation of our industry. The IHRSA clubs in Massachusetts have
ovarwhelmingly supported the consumer protections contained in the
bill, with minimal concern for the impact it might have on the way
our cluhs oparate.

uﬁmmm«:r

+ Bally agreed to pay a $300,000 fine |
and make restitution to hundreds of consumers as an out-of-court

settlement of a suit brought by the Massachusetts Attorney General
for Bally’s alleged violation of a consent decree antered into as
4 result of its sales practices. Bally, I suspect, will contend
that this settlement represents payment for its past sins and is
not indicative of the way it currently oparates.
to accept that the above characterizes
explain their msore recent opposition to the health club consumer
protection bill which is now jointly sponscred by

state Attorney General‘s Office (see the attached editorial).

the right path".

o
' Ay v
Robert M. Schwartz

Senior Vice President &
Chief Financial officer

and Legislative Chairperson
Wew England Health, Racquet and
Sportsclub Asscciation

the ¥ providing
substance to his ﬂlm:oud att.upu to, as you put it, set Bally "on

Feraecual (hatrt. Prodesaul C o
271 Frabeval Stmeen S Floor
Tk, WA 011 Bestom, WA GZPH
TS M0N0 T 222080

Corvwrmmernd Covter Lmygresnd Menbacal Ares
Begeon Huth Y0 Arrie
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Norm Cates, Jr.

Youville Hospital, West 2 - Room
222, Cambridge, MA 02138. Itis
estimated that he will remain in the
hospital for two or more months
during his recovery, so he will have
plenty of time to read his mail from
us. Those of us who know Dick
Trant love him and wish him the
best of luck and good fortune as he

ROGER RALPH, the
Founder and President of the BEL
AIRATHLETIC CLUB, Bel Air,
Maryland and LYLE E.
SHELDON, the President/CEO of
UPPER CHESAPEAKE
HEALTH SYSTEM have teamed
up to lead a coalition of commu-
nity-minded groups to form
HEALTHY HARFORD, INC.
Check out the article entitled “RE-
CYCLE YOUR CYCLE” in this
edition. About one and a half year
ago Roger wrote a two part article
for The CLUB INSIDER News ex-
plaining his view that it was better
to work with and co-operate with

the non-profit sector than to fight
them. Healthy Harford, Inc. and
what they are doing is living proof
that it can be done. It just takes
leadership! Congratulations to
Roger and Lyle and the rest of the
group for your success.

ED WILLIAMS of
s CLUB SPORTS

that CSl hzui mccntly ac(;ulrcd thc
40,000 square-foot Aurora Ath-
letic Club in Aurora, Colorado.
That brings to 38 the number of
clubs that TOM LYNEIS, ED
WILLIAMS and BUD
ROCKHILL of CSI own and/or
manage. Ed and his partners at
CSI have indicated that they plan
1o acquire two or three additional
clubs by mid-1996. If you want
to reach Ed, who is in charge of
acquisitions for CSI, call: (303)
866-0800. CSI has just completed
the remodeling of the 40,000
square-foot HONOLULU ATH-
(See Norm's Notes page 31)

_________ "l

Norm Caten’
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MICROFIT'S HEALTHCARE CONNECTION
Establishing Confidence In Our Healthcare Partners

By Neil Sol, Ph.D.

Establishing confidence
with both the health care provider
and the end user subscriber should
be a key consideration for health
clubs. Timing could not be better
for establishing a relationship with
a healthcare provider. However,
regardless of the current paradigm
shift to prevention and the club’s
obvious role as key source of pre-
ventive services, clubs may have
to overcome a less than positive
image with healthcare providers.
This image has been handed down
from times when health clubs fo-

1

Bﬂest in

cused on selling of lifetime mem-
berships instead of providing
great service and results,

One very important way
to express the club’s interest in
providing professional, safe and
healthcare accepted preventive
services is for the club to employ
certified professional staff.
Healthcare providers, institution-
ally, are comprised of licensed
professionals and as such, the
healthcare provider, in an attempt
to ensure quality, would require
similarly credentialed profession-
als to be employed by their pre-
ventive partners. In as much as
the health and fitness professional
does not offer licensure, profes-
sional peer accepted certification

the business...aﬁd we can prove it!

Customer payments via Electronic Funds Transfer
from banks, s&l's and credit unions.

Per Payment Processed
($10 payment, $100 payment...same price!)

PLUS...

The Ultimate Collection Service

Ask for our FREE money-saving analysis worksheet

Call DANE HOLLAND Today!

1-800-233-8483
AFFILIATED ACCEPTANCE CORPORATION

Main Post Office Box 419331, Kansas City, Missouri, USA 64141

FAX; (816) 753-1429
WEBPAGE: HTTP:/WWW FITNESSWORLD.COM/PRO/TRADE/AFFILIATED. KTML

AAC...“We're Here To Work”

E-MAIL: 74041,2525 @ COMPUSERVE.COM

would be viewed positively by
health care providers.

Clubs should consider
only hiring certified profession-
als. Not only to instill confi-
dence in potential healthcare
partners, but because research
has shown that the vast majority
of potential club members are
also interested in club staff pos-
sessing professional certifica-
tion.

Numerous acceptable
national certifications are avail-
able to club staff. These certifi-
cations document that a staff per-
son has the base level of knowl-
edge recognized as appropriate
for the delivery of health and fit-
ness (preventive) services. Cer-
tification does not replace aca-
demic preparation, but actually
compliments it, by standardizing
the variation of thought taught at
different academic institutions.
In other words, one can be sure
that all Aerobic and Fitness As-
sociation of America (AFAA)
certified professionals have a
similar knowledge base at a simi-
lar level of certification, regard-
less of where they obtained their
degree.

National groups such
as: American College of Sports
Medicine (ACSM); American
Council on Exercise (ACE); Na-
tional Association of Sports
Medicine (NASM); National
Strength and Conditioning Asso-
ciation (NSCA); AFAA and oth-
ers offer quality certification that
would help a potential health
care partner feel a sense of con-
fidence in the services rendered
by those club professionals.

It is these cer-
tifications that may
serve as the criterion
for health insurance
companies to reim-
burse the cost of pre-
ventive procedures in
that they would believe
that the services pro-
vided by a certified
professional is quality
and will result in a
positive cost effective
outcome.

Additionally,
the future suggests that
networks (directories)
of preventive health
providers, not unlike
the networks of clini-
cal providers (MD’s)

Neil Sol, Ph. D.

that currently exist, will be devel-
oped by health insurance compa-
nies and made available and en-
dorsed to their subscribers, encour-
aging subscribers to obtain preven-
tive services from a listed network
pravider.

It may very well be that
to be included in the directory, a
provider will have to be certified
by one the above national groups.

These preventive network
directories will list providers by
their certification title as that would
identify their service expertise
ranging from personal training, to
weight control and overall life en-
hancement.

Only in recent years has
the cerficication focus shifted from
very specific ability such as aero-
bic instruction, to a more general
universal view of overall preven-
tive health leadership, Good evi-
dence of this shift is the new AFAA

Fitness Practitioner Certification.
Suffice it to say that when
third-party payors (health insurance
companies and/or the government)
begin to regularly reimburse pre-
ventive services, the insurance
companies will dictate the creden=
tials required of the provider club

‘employee. It is, therefore, prudent

to hire only certified professionals
who will offer confidence and cred-
ibility and be attractive to future
health care partners.

- (Neil Sol is the General
Manager of the Cherry Creek
Sporting Club in Denver, Colorado
and the President of Health Van-
tage, Inc., a club consulting firm.
Neil is one of the industry's lead-
ing experts in the field of healthcare
as it relates to clubs. He may be
contacted at: (303) 399-3050 or
Fax #: (303) 388-7923.)
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MOMENTS OF MAGIC

By Dr. Tony Alessandra

Differentialion is the
key to survival and success in any
business. There are three key fronts
on which you can fight the differ-
entiation battle: Price, quality and
service. Your ability to compete on
price is limited. You can cut your
margins just so far without jeopar-
dizing your operation. It's difficult
to compete on quality, too. Modern
technology has caused most prod-
ucts to become commodities; hence,
there is often little difference be-
tween Brand A and Brand B. Ser-
vice is, therefore, the best strategy
for competing in the marketplace.
Being on par in terms of price and
quality only gets you into the game.
Service wins the game.

MOMENTS OF MISERY

In 1981, Jan Carlzon
took over as chairman of one of
Europe’s most poorly rated airlines,
Scandinavian Airline Systems
(SAS). Carlzon quickly imple-

the interactions that SAS employ-
ees had with ils customers.

In 1987, Carlzon wrote a
book entitled, Moments of Truth,
in which he said, “Last year, each
of our 10 million customers came
in contact with approximately five
SAS employees, and this contact
lasted an average of 15 seconds each
time. Thus, SAS is ‘created’ in the
minds of our customers 50 million
times a year, 15 seconds at a time.
These 50 million *‘moments of truth’
are the moments that ultimately de-
termine whether SAS will succeed
or fail as a company.”

Carlzon hit upon a concept

mented many changes, the most

Norm Cates’
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that is simple, yet profound. Ev-
ery single contact between any
employee and a customer is an
important contact, regardless of
its length or content. The term
“Moment of Truth” describes a
contact that is neutral in nature.

As we all know, how-
ever, there are other kinds of in-
teractions between employees
and customers. “Moments of
misery” describe interactions
that have negative outcomes. A
“Moment of Magic” is an inter-
action that exceeds the expecta-
tions of your customer and
leaves him/her with a positive
impression.

Moments of misery are
a fact of life because people and
companies are not perfect. Mis-
takes happen, which is unfortu-
nate, because research has
shown that customers tell an
average of 20 people about mo-
ments of misery; but they tell
only ten people about moments
of magic. To break even, there-
fore, you have to create twice as
many moments of magic. Of
course, the point is not to stay
even, it is to stay ahead by man-
aging interactions and making

How are moments of
magic consistently achieved?
The bottom-line answer is that
a company has to be customer-
driven versus operations-driven,
where it puts the needs of its cus-
tomers first. An operations-
driven company puts its needs,
policies and procedures first. A
customer-driven company may
bend its own rules to please its
customers. An operations-
driven company uses its policy
manual as its Bible and will, if
necessary, disappoint customers
by invoking the most ignorant
excuse on the face of the earth:

Insuler
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“I’'m sorry, it's against company
policy.”

HOW TO BECOME
CUSTOMER-DRIVEN

Sincc the middle of the
1980’s, a lot of companies have
talked about becoming customer-
driven. Everyone aspires to becom-
ing the next Nordstrom, Federal
Express or L.L. Bean. The trans-
formation has worked for some, but
for others it has been only talk.
Talking the talk does not transform
a company. Real change takes a
concerted effort that requires Com-
mitment, Communication and a sys-
tem for Conflict Resolution.

THE FOUNDATION:
COMMITMENT

i ; ithout commitment,

customer driven service will be just
another flavor-of-the-month train-
ing that will sharpen the skeptics’
barbs. Customer-driven service re-
quires a 100 per cent commitment
throughout the organization, start-
ing with the CEO. This top-down
company strategy must include
people who interact with customers,

 andemployees who serve insupport

positions. The reason is simple:
customers must be defined broadly,
and that definition must include *in-
ternal customers.” Interactions be-
tween departments are analogous to
interactions with external custom-
ers - they are subject to moments of
magic and moments of misery.

The commitment to cus-
tomer-driven service requires four
very important steps:

1. Set clear objectives and
service standards. High quality ser-
vice must be defined so employees
know what it looks like and how to
provide it.

2. Train well. The com-
mitment must include the time,
money and effort necessary to train
employees properly. When service
expectations are raised, employees
musi be given whatever skills
needed to meet or exceed those ex-
pectations.

3. Monitor and measure
service. Service has to be made
concrete so that it can be monitored,
measured, and made a part of
everyone’s performance review. In
general, there are three ways to
monitor service: 1) Ask customers
for feedback. 2) The observations
of management; and 3) The use of
“mystery shoppers™ who pose as
customers and rate service on many
dimensions.

4. Reward or retrain.
People who excel at providing ex-
cellent service should be rewarded;

those who need help
should be coached or re-
trained. Your goal is to
empower people to be
creative, resourceful and
autonomous in their jobs.
If they are punished for
mistakes, they will be-
come defensive and stop
thinking creatively. The
better approach is to
coach, retrain and show
them better alternative
solutions.

EFFECTIVE
COMMUNICATION

O.cote Dr. Tony Alessandra

goals of customer-driven service
is to change the service provider’s
focus from individual transactions
to long-term relationships. Effec-
tive communication is the key to
building and maintaining long-
term relationships and can be
looked at from two perspectives:
the macro and the micro. The
macro level is the communication
strategies used to stay in touch
with customers. The micro level
is the communication skills used
when mlc.mcung with customers.

) “Customer-driven compa-
nies encourage communication in
which customers feel comfortable
giving feedback on how well the
company is doing its job. This
feedback should be solicited on a
regular basis.

CONFLICT RESOLUTION
SYSTEM

Thc third major build-
ing block of customer-driven ser-
vice is a system for turning mo-
ments of misery into moments of
magic. We have already conceded
that moments of misery are bound
to happen. Every company must,
therefore, have a set of guidelines
that helps employees “right the
wrong."” Customers do not expect
companies to be perfect. They do,
however, expect imperfections to
be corrected quickly, painlessly
and fairly.

Every moment of misery
is different, but there are some gen-
eral guidelines that will give you
insight into turning them around.
When a problem occurs, listen ac-
tively, ask questions and mentally
trade places with your customer.
Then, determine the severity of the
problem and a fair solution. In-
corporate the following steps into
your conflict resolution system:

1.Handle the person first,
then the problem. Let angry
people vent their frustrations by
listening to them before trying to

" trifying speakers.”

solve their problem. This alone will
go a long way toward resolving the
problem.

2. Apologize. Offer a sin-
cere, personal apology that shows
that you are committed to the rela-
tionship.

3. Show empathy. Vali-
date customers” emotions by letting
them know that you would feel the
same way if their problem hap-
pened to you.

4. Find a solution.

lem with

R'e-
soly

tions that get them mvolvcd in the
solution process.

5. Offer compensation. If
the moment of misery was severe
enough, you need to say and show
that you are sorry. Compensation
should be immediate (no time-de-
lays) meaningful (high perceived
value), and consumable (something
that can be used or eaten soon so
that the incident is forgotten).

6. Follow up. After re-
solving a problem, you must follow
up to make sure everything is satis-
factory from the customer’s per-
spective.

Meeting standards of ex-
cellence in business has always
been important, but in today's in-
creasingly competitive market-
place, it is absolutely essential for
your company’s survival and suc-
cess. To meet those standards of
excellence, your company and ev-
ery one of its representatives in ev-
ery one of its departments must
have a customer-driven orientation
and provide consistent moments of
magic.

(Dr. Tony Alessandra,
CSPF, CPAE has been recognized by
Meetings and Conventions Maga-
zine as “one of America's most elec-
Tony can help
your organization improve sales,
communication and customer ser-
vice. To receive more information
and a free video demo, contact Holli
Catchpole at (800) 222-4383).
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PR 101 - THE CHALLENGE MATRIX
A Secret Weapon For Reputation Management

By Michael Hoffman,
Heart Communications

Hcrc's a PR secret for
you. It's the A#1 most potent way
to make impactful PR moves and to
be absolutely sure your press cov-
erage accomplishes your goals. It’s
called the Challenge Matrix- a fool-
proof way to create the awareness
and club reputation you want. It
works like this.

Atsome point in time, and
hopefully not too many points in
time, your club will face the chal-
lenge of changing a “less than best”

image to a “good as can be” im-
age. Reputation problems can
crop up innocently, such as when
an unreasonable member files a
business complaint against you or
when a city street repair project
closes your parking lot access for
much longer than you had been
told.

Whatever the cause of a
temporary reputation “outage”
the Challenge Matrix gives you
the tools to take a proactive posi-
tion and maneuver public percep-
tion back to where you want it.
This is pure and simple damage
control or crisis management, the
most sophisticated tool in your PR
arsenal.

PRO-FINANCIAL

The Ultimate Collection Service

Bad Debt Collection

TURN DELINQUENT ADOOUNTB IN'I'O

The Pro-Financial collection system is designed spe-
cifically for the Health Club and Martial Arts indus-
tries. Using a combination of gentle, but firm cus-
tomized letters, sophisticated telephone collection
techniques and national credit reporting agency as-
sistance, we are able to collect significant delinquent
revenue percentages without creating a negative

image for your facility.

Cail DANE HOLLAND Today!

1-800-233-8483
PROFESSIONAL FINANCIAL SERVICES, INC.

Main Post Office Box 419331,

FAX: (816) 753-1429
WEBPAGE: HTTP:/WWW FITHESSWORLD.COM/PRO/TRADE/AFFILIATED.HTML

Lowest fees in the industry!

Kansas City, Missouri, USA 64141
E-MAIL: 74041,2525 @ COMPUSERVE.COM

Slep 1 - Writing the
Challenge Problem.

What, specifically is the
perception you want to change?
Write it in one paragraph. Then
rewrite it in just two sentences.
Then boil it down to one single
This becomes your
Challenge Problem statement.
The purpose of the writing exer-
cise is to get rid of corollary is-
sues and get to the heart of the
problem. Without focus, you
can’t pinpoint your subsequent
actions.

sentence.

Stcp 2- Writing the
challenge goal.

What exactly do you
want public perception to be-
come? Again, write out a para-
graph, then two sentences, then
one single, potent statement of
exactly what you want people to
think and say about you. Imag-
ine you could put words in their
mouths regarding the problem you

are trying lo change.
P, . -

tep 3 - Targeting the
Opinion Leaders.

Whose minds do you
want to influence? Who exactly
do you need to tell your message
to in order to shift your reputation
back to what you want? Make an
exhaustive list of every possible
opinion leader. This means re-
porters, of course, but also elected
community officials, VIP mem-
bers and Chamber of Commerce
members. When you think your
list is long enough, make it longer.
Then let it sit for a few days and
go over it once more. Make sure
every name is relevant.

Step 4- Compiling the
Distribution List.

What media will carry
your message best? This doesn't
mean just radio, TV and newspa-
pers. Think about each opinion
leader. What other mediums af-
fect their perceptions? For Cham-
ber of Commerce members it
might be their monthly newslet-
ter, or even a luncheon speech you
deliver. For your VIP members,
it could be a personal letter. You
need special weapons here, since
there is no guarantee that your
opinion leaders will read or hear

news items in the traditional me-
dia. The more resourceful you are,
the more powerful your Challenge
program.

Step 5 - Selecting the
News Formats.

Now decide what writ-
ten, taped or live presentation for-
mats you should use to deliver
your story. You might choose a
standard prose news release, or a
briefer outline format - the media
alert - if you're in a time bind. If
your story is highly visual, you
might complement your news re-
lease or media alert with a photo
news release. This is a strong ac-
tion photo, with an extra-long cap-
tion. Papers love them as eye-
catchers for section front pages. If
you think TV or radio coverage is
essential for impact, produce qual-
ity tapes or pitch the stations on
taping your story themselves,

Step 6 - Delivering
Your Message.

Always, always, always

hand-deliver your news items
when the story topic is crucial.
You get to meet the reporters face-
lo-face, and this always makes a
strong impression. You can em-
phasize how important the story is
to you when you are on the
journalist’s turf. You can also ex-
tend a personal invitation to them
1o visit your club to see the news
for themselves.

Stcp?- Following Up.

When you are delivering
your news, ask the reporters for
their policy on follow-up calls to
check on when a story will be cov-
ered. Some do not mind, but some
absolutely hate it. You should al-
ways ask, in order to monitor the
results of your efforts and to get to
know more about the individual
reporters themselves. Just be sure
not to push too hard. Journalists
do not like to be told what to do;
they prefer to rely on their own
news judgment.

Step 8 - Evaluating
Your Campaign.

How do you know if your
Challenge campaign is effective?
You can measure the straight ad-
vertising equivalency of your press
clips and tapes, but this only tells

Michael Hoffman

you how much attention you re-
ceived, not whether your story was
You
should add content analysis, too,
Read each clip and view or listen
to your broadcast tapes and write
down the message as the journal-
ists offered it. Did they tell your
story in a manner that repairs your

told the way you want il.

You should finish up with
opinion leader interviewing. Ask
VIPs from your list how your news
coverage or speeches influenced
their opinions. You will find out
instantly how effective your Chal-
lenge efforts were. Write a careful
review of what worked and what
didn't to prepare yourself for the
next time you need to use the Chal-
lenge Matrix.

Is all this too much work?
Is it really worth the time? You
know the answer already. You can-
not just sit by and let the public
draw its own conclusions about
your club in times of crisis. If you
don’t jump into the fray and man-
age your reputation yourself, you
take big chances. Remember the
Tylenol scare? Johnson and
Johnson ran a masterful Challenge
Matrix campaign and saved their
image with the public. You can
t0o.

(Michael Hoffman is the
President of California-based
Heart Communications and can be
contacted at: (714) 831-7971; Fax:

(714) 643-1891; e-mail:
heartcomm@aol.com. This is #5

in the PR 101 Education Series
from Heart Communications).
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You have a big investment
in your facility's fitness equipment,
managing that invesiment is very
important to your bottom line.

By Steve Paterson

As a club operator you

know how much money you put into
your fitness equipment. With a little
regular attention you can get the
most out or your investment. | have
been selling pre-owned commercial
fitness equipment for over 6 years.
And since the beginning [ have been
shocked at how much new equip-
ment costs and why most clubs
don’t take care of their fitness equip-
ment.

Not a service technician
myself, 1 have spent hundreds of
hours around the best commercial
fitness equipment service tech in the
business. [ have seen over 900
treadmills and more than 5,000
pieces of weight equipment go
through a complete refurbishing.
This experience has taught me that

commercial fitness equipment is
built to be refurbished. That is, to
have its worn components re-
placed with new parts like a race
car pulling into the pit stop to have
its tires and other parts replaced.
The race car is fine, it just needs a
little maintenance to keep it go-
ing hard. The race car driver
doesn’t wait for his car to break-
down before he pulls into the pit
stop. Your fitness equipment
should be treated the same way. |
also learned that a little preven-
tive maintenance can triple the life
of your fitness equipment - and
most important, keep your equip-
ment from breaking down. Shar-
ing with you the tips, and tech-
niques that can save your club
thousands of dollars in repair costs
and prevent equipment “break-
downs” is the focus of REFUR-
BISHED TIMES.

ADD YEARS TO YOUR
TREADMILLS!

Most likely, you al-

ready know that you will spend
more money on each of your

FEBRUARY ISSUE

treadmills than on any other piece
of exercise equipment in your fa-
cility. So it’s smart to give them
the most prevention attention!
Treadmills need to be cleaned of
dirt and debris regularly for them
to operate efficiently. Realize
this fact..... every member who
gets on your treadmills have
some dirt and/or pebbles stuck to
the bottom of their shoes. When
they run or walk on your tread-
mills this “stuff” will come off
their shoes and onto your running
belt, where some of it will get
under the running belt. This de-
bris acts like sandpaper on your
running decks and will “ruff up”
the surface. This increases the
friction between your belts and
decks. From this point on your
treadmills will operate “hotter”,
use more electricity and work
harder. This leads to mechani-
cal failures!

When broken tread-
mills are brought into our refur-
bishing facility they usually have
a worn deck and belt. Some
decks had grooves in them the
size of tennis shoes, Their prob-

IMES

changed, the treadmills run great
again. I've seen clubs who keep
their treadmills clean of dirt and
debris who have experienced flaw-
less operations for 3 years.

The most used method for
cleaning out from between your
deck and belt is to loosen up the
belt. Then take a dry towel and dust
out the dirt. Tighten up the belt and
you're done. This method works,
but it is time consuming. The easi-
est way is to use Treadmill Saver

! (800) 505-6691. With a Treadmill

lems range from bad lower control
boards, upper control boards, fuses
or something else electronic that
was burned out. Once the friction
builds up under the belt it increases
the amperage draw which burns
out these electronic parts. And, ev-
ery treadmill I've ever seen with a
bad motor had a worn deck and
belt. Once the belt and deck are
replaced and the bad components

Saver , you don't have to loosen
the belt. Just push it under the belt
from the side and turn the treadmill
on. It takes only 30 seconds for
each treadmill which means you’re
more likely to do it everyday like
you should.

I can’t wait until next
month to give you more money
saving tips!

(Steve Paterson is the VP
of Sales for the pre-owned fitness
equipment division of Commercial
Fitness Systems West. A division
of Healthline, Inc. (800) 325-1968
for a current inventory list.)

Bel Air, Maryland -
Healthy Harford, Inc. , a non-profit
corporation initiated by Bel Air Ath-
letic Club and Upper Chesapcake
Health System, succeeded in ob-
taining 190 pieces of used fitness
equipment donated for use in middle
and high schools on “Recycle Your
Cycle Day” in Harford County,
Maryland.

Bel Air Athletic Club
President, Roger Ralph said Healthy
Harford, Inc. is a coalition of tax-
paying businesses, non-profit orga-
nizations, and government agencies
working cooperatively to help make
Harford County the healthiest in the
State of Maryland by the year 2000.
The president of the local hospital
system is the chairman of Healthy
Harford, Inc. and its officers include
Roger Ralph representing the tax-
paying, private sector and senior
executives from the YMCA, the
YWCA, the county recreation de-
partment and the county health de-
partment.

Ralph said, “Recycle Your
Cycle” day represents an attractive
model that can be readily copied by
many cities and counties through-
out the U.S. Harford County,
Maryland’s first “Recycle Your
Cycle” day was held on a Saturday

morning in October, 1995 from
10:00 a.m. to 2:00 p.m. One high
school and three middle school
sites were utilized as drop-off lo-
cations. Donors were provided
with a tax deductible receipt while
school system professionals

the public about nutrition op-
tions. The Fast Food Guide - de-
signed to fit in car glove compart-
ments - makes it easy for Kids and
parents to know that a Big Mac
and medium fries has 44 grams
of fat and 810 calories vs 25

grams of fat and 520 calories fora
cheeseburger and small fries. This
is a good public service given the
recent increase in the percentage
of American children who are
overweight. For further informa-
tion about the Fast Food Guide or

the Recycle Your Cycle Program,
contact Carol Rader, Club Admin-
istrator, Bel Air Athletic Club, 658
Boulton Street, Bel Air, Maryland,
21014.

screened the equipment
for safe use and the ap-
propriate equipment was
subsequently distributed
to physical education
departments throughout
the system. Six high
schools and eight middle
schools received the
equipment. Equipment
parts from exercise
picces not suitable for
heavy use provided a
spare parts inventory.
In addition to
“Recycle Your Cycle,”
Healthy Harford, Inc.
has compiled a Fast
Food Guide and distrib-
uted 50,000 copies to the
counties” youth and
adults. Harford County
Health Offices, Tom
Thomas said the
Healthy Harford Fast
Food Guide has been a

tremendously successful
project and informing to

Ly!e Sheldon, Dr. Ray Keech, Roger Ralph, Sandy Long and Rhonda Ludw:g
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Hoist Fitness And Healthline

Sign Agreement

Heslthline - San Di-
ego, Ca. - Hoist Fitness Systems
announced today that it had signed
arepresentation agreement with the
Healthline Corporation, a Califor-
nia-based nationwide merchan-
diser line of commercial fitness
equipment.

In a separate move, but
one linked to Healthline’s desires
to have a full package of products
for club buyers, Healthline has also
signed an agreement with SCIFIT
Corporation of Richardson, Texas,
a manufacturer and seller of car-
diovascular exercise equipment in-
cluding stationary bikes, treadmills
and stairclimbing machines.

Healthline will now be
representing Hoist Fitness Sys-
tems, Scifit and the Centaur Floor-
ing products company, giving them
the ability to serve club buyers with

a virtually complete line of prod-
ucts for new clubs or those acquir-
ing additional products. To fur-
ther facilitate this new arrange-
ment, Hoist and Scifit have se-
lected side by side exhibit spaces
at the upcoming IHRSA Trade
Show in San Diego, California,
on March 21-23, 1996.

This new nationwide
thrust with Healthline is further
evidence of Hoist Fitness
System’s move into the commer-
cial equipment sector in a big way.
Eight months ago, Hoist hired
club veteran, Steve Datte for the
position of National Sales Man-
ager. Since that time, sales in the
commercial division of Hoist have
increased dramatically. And, it is
projected that the new arrange-
ment with Healthline will cause
additional market gains nation-
wide for Hoist, Scifit and Centaur.
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Norm Cates, Jr.

1-(800) 700-2120

Shoulder Press

front or

(not shown)

172

Incline Bench

*180 degree pivoring sear allows rack to be in
ﬁ'»chind body while using adjustable
back pad for proper alignment of various body
widths. ‘r\diuslallk seat for perfect use of
various racking points. Optional plate holders.

F-256

v

+30 degree angle for Irnnximun:ﬂ peck isolation

without del invol

with safery an
holder. (not shown)

le sear

for wide range of heights *Footrest for berter
back support and upper chest isolation

*Unique racking system combines good looks
ffunction. Optiunafnp?x:

INTRODUCING

THE NEW FREEWEIGHT
LINE FROM HOIST

Hack Squar

*Body contoured carriage for proper spinal alignment
*Adjustable foot position for varying isolation points
*Fully supported case hardend shafts with precision linear
bearing action *Gravity controlled lock our system
prevents accidents,

ST

FITNESS BYSTEMS

9990 Empire Street, Ste.130
San Diego, CA 92126

Tel: 619-578-7676

Fax: 619-578-9558

Inside CA: 1-800-541-5438
Qutside CA: 1-800 548-5438

FT170

Flar Bench

*11 gauge seeel design *Raised foot rest for
better back support and chest isolation *Angled
chrome racking mechanism for good looks and
safer racking for years to come *Shown with
optional plate holders for better use of floor-
space,

Decline Bench

*15 degree angle for low chest isolation with
minimal shoulder involvement *Adjustable
raised knee leg support aligns low back
allowing better pcc‘; isolation *Multi sized two
pieced pad for better body support. Optional
plate holders.(not shown)
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Health Club Hard Sell - PART II

By Norm Cates, Jr.

Lasl month in Part | of

our front page story entitled: *

“we
reported on a report in the January,
1996 Consumer Reports Magazine.
Included in Part | were opinions by
this writer about health club mem-
bership sales which were based upon
20 years of experience as a club
ownerfoperator in one of the most
intensely competitive health club
markets in the world, Atlanta, Geor-
gia. While some club operators
might not agree with those opinions
expressed in Part I, they represent
this writer’s candid assessment of
some of the problems associated

with the “old ways” of the health
club industry trying to fit into the
90’s.

Part I is based upon a
two-part TV Report presented by
Atlanta’s WSB Channel 2 and
veteran news anchorman, Don
Farmer. Farmer presented a can-
did and “in your face” report (as
far as many club operators would
view it). While the “bad guys” in
his report were in one case inter-
viewed and in the other case
named and covered in the report,
Farmer made numerous refer-
ences to some of the “good prac-
tices™ of local operators, but did
not name the operators.

In this article you will
find a portion of the “verbatim”
transcript from the report. Dueto
length, a lot of the less interesting

a3y SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

Imported & Domestic Textile Products

Take the guess work out of your. . . .
Towel Purchasing
Satisfaction Guaranteed

QUALITY PRODUCTS
at

COMPETITIVE PRICES

Rubbermaid o

Commercial Products
Authorized Distributor

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

InRSA

ASSOCIATE MEMBER
P.O. Box 81345 ® Atlanta, Georgia 30366 I

I‘%O‘i /451-3951 B800-241-2081 FAX 404/457-9557 FAX 800-772-6760

report information will not be cov-
ered here. And, the local opera-
tor is XYZ operator and the com-
pany mentioned and interviewed
is XYZ national chain. Since we
are trying to teach here and not
ridicule individuals or specific
companies, those parties are not
identified except as XYZ.

The general tone seemed
to be an effort on behalf of the sta-
tion to truly expose the “Health
Club Hard Sell” practices em-
ployed in many Atlanta area clubs.
Hidden cameras and audio record-
ings were made and when shown
during the report were accompa-
nied by the text scrolled across the
screen. The end of the report was
probably the worst part of the pre-
sentation as far as the potential
impact to club operators. From a
PR standpoint, the two personal
interviews with one local opera-
tor may have been the most dam-
aging because of the things said
and inability of the club operator
to “look the camera in the eye”
without consistantly “looking
over his shoulder.” He should
have never agreed to the on cam-
era interview.

There is no telling what
percentage of the 3 million Atlanta
area viewers and others statewide
saw these reports which aired on
the 5:00 and 11:00 news. But, suf-
fice it to say, it could not have
been good for the health club in-
dustry in general, even though
Don Farmer repeatedly referred to
some of the good practices of
some local operators. Here are the
report excerpts:

TV REPORT DAY # 1
HEALTH CLUB
HARD SELL

chuncrmon Farmer
- “This Channel 2 Special Assign-
ment report is about The Health
Club Hard Sell. The health club
industry is one with a big turnover.
There are some long-standing and
some fly-by night operations.
And, if you want to get physically
fit, there are some things you need
to know to avoid financial unfit-
ness. That’s the subject of my spe-
cial assignment report.”

Two ladies were then in-
terviewed about their experiences
when shopping for a health club
membership. And, comments
from Barry Reid, the Director of
the Governor’s Office of Con-
sumer Affairs were shown.

Farmer - “Hard sell -
pressure - vague promises - the
State agency has heard the torrent
of complaints we have heard.
Two ladies joined different clubs
but both said the sales offices were
pressure cookers!”

Lady # 1 - “The whole
thing is pressure. They don’t want
you to leave because if you leave,
you probably are not going to sign
up.”

Farmer - “And, they say
they were given verbal promises,
but never got those promises in
writing.”

Lady #2 - No, | had been
promised that if  did move (which
in fact I was planning to move), |
could transfer my membership.

Farmer - “But, when she
moved and tried to transfer she
says, ‘they would not accept it.”

Farmer - * Despite what
those consumers were told ver-
bally, it does cost money to can-
cel or transfer. Georgia has the
toughest law in the country (NOT
true) when it comes to health club
sales contracts. You have seven
days to cancel (maybe longest in
U.S.) your contract after you
signed it.....you should use those
seven days to read the contract
very carefully because a lot goes
on inside the sales office.”

“At one spa, our pro-
ducer (and secret reporter) ini-
tially was offered a 3-year mem-
bership for $799. Before she left,
she was offered this deal:

Salesman/Hidden Cam-
era - “If you are in a position to
do a$419 payment all at once, you
get two years.”

Farmer - “And, at an-
other fitness club, more fast talk
and a lot of numbers.

Salesman/Hidden Cam-
era - “We wenl and have a little
“cash kick™ we're calling it. In-
stead of paying me by the month
that times eight is $1,064. O.K.,
we said go back and see if they’ll
do this. If they joined last week it
would have been $198 for two
years."

Farmer - “But, this
week, if we signed right now.....
only $240! The experts say that
remember...... the sales people are
there to sell-sell-sell! The Presi-
dent of XYZ club told me how it
works at his clubs."

XYZ President - “They
are on a base salary plus commis-

sion and sometimes that does cre-
ate overzealousness.” (I personally
know this fellow and know for a fact
that he teaches overzealous!”)

Farmer - “We cannot re-
peat often enough that you have
seven days after you sign a contract
to change your mind. That’s state
law. So, take the time-read the con-
tract..... every word. Tomorrow at
5 I'll look at the controversy over
health clubs automatically taking
payments from your checking ac-
count and I'll show you an alterna-
tive to the private health clubs if
you've just got to get fit. That’s to-
morrow on Channel 2 Action
News.”

TV REPORT - DAY #2
HEALTH CLUB HARD SELL

F armer - “Still here on
Channel 2 Action News at 5 we’ll
visit some health clubs and hear
from customers who say they got the
“Hard Sell” from high pressure sales
people. It's my special assignment
report coming up.”

“When you join a health
club here in Georgia you have seven
days to change your mind
out of it. At least one club here of-
fers 15 days to get out of the deal.
But, some clubs don’t tell clients
about the escape clause even though
it is in the contract. And, how some
clubs handle the contracts and pay-
ments is at the top of the list of com-
plaints filed with the consumer
agency. That is all part of my spe-
cial report.”

They then showed inter-
views with two people whose
monthly term contracts had been
paid off in full. These people were
concerned to find that the clubs were
still collecting the monthly dues
amount stipulated in the term con-
tract. Upon reading their contracts
again, they lcarned that the contracts
clearly stipulated that after the term
of the contract, the same monthly
dues would continued to be drafted
on a month-to-month basis until
such time as the member notified the
club in writing that he/she wanted
to terminate the membership and the
dues payments. There seems to be
a clear problem with this portion of
the contracts because both parties
indicated a lack of knowledge of it,
however the contracts were clear in
their language.

XYZ Chain Member -
“Why didn’t they explain this to me
when I joined?”

(See Hard Sell page 29)

'
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ACE SAYS TREADMILLS BURN MORE
CALORIES THAN AEROBIC RIDERS

San Diego, Ca. - Results
of a new study by the not-for-profit
American Council on Exercise
(ACE) say while novice exercisers
will get the most out of the aerobic
riders, consumers who are already
fit might be better off working out
on a treadmill versus some of the
most popular aerobic riders on the
market.

The study, sponsored by
ACE and conducted by the Depart-
ment of Kineosilogy, Exercise
Physiology Lab at California State
University Northridge, will be pub-
lished in the March/April issue of
ACE’s new publication, ACE
FitnessMatters ™.

A group of college-age
women were monitored for heart
rate and oxygen consumption while
using each of the three popular aero-
bic rider machines. An earlier test
on a treadmill, however, brought
about significantly higher maxi-
mum acrobic capacity valucs than

found on the subjects using the
aerobic riders.

“When participants per-
formed the exercises recom-
mended by the aerobic rider
manufacturers, their oxygen con-
sumption or calories burned were
at or below 50 percent of the
maximum level found on the
treadmill subjects,” said ACE Fit-
ness Matters Editor, Richard T.
Cotton.

The study found that the
average amount of oxygen con-
sumed by participants while per-
forming the most strenuous work
on the three leading sellers of
aerobic riders was 74, 69 and 67
percent (respectively) of the
amount consumed on the tread-
mill. This means approximately
25 percent fewer calories would
be burned using an aerobic rider
than during a similar workout on
a treadmill.

The resuits of the study
also indicate no difference be-

THE STORE!
GIVE AWAY

NO HASSLE TRAVEL PROMOTIONS SINCE 1973

tween the participants’ ability to
reach peak aerobic capacity on
any of the three aerobic riders.

Muscle activity was
measured on one taller and one
shorter participant and show high
biceps and abdominal activity on
one of the aerobic riders vs an-
other. The only muscle group
consistently exercised regardless
of participant size or machine was
the hamstring.

Of concern, said Cotton,
was the level of back pain reported
by five out of seven participants
after exercising on two out of
three aerobic riders..

Published bi-monthly by
the American Council on Exercise,
ACE Fitness Matters is comprised
of five newsletters with news and
information on fitness, exercises,
nutrition, medical research reports,
and more. Subscriptions are
$24.95 per year and come with the
unique Read ‘n Keep System for
easy storage and referral.

The not-for-profit ACE is
committed to enriching quality of
life through safe and effective
physical activity, and accom-
plishes its mission by setting cer-
tification and education standards
for fitness instructors and through

To Subscribe
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public education and research. For
more information on ACE Fitness
Matters and to subscribe, call (800)
529-8227.
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Ask Mike Abou—Maﬁ(e Matters

Mike Chaet, Ph. D.

Dear Mike,

I’m planning to reprint my
club brochure. How important is a
club brochure and what quality
should I be looking for?

Rich Marshel

Paerdegat Athletic Club

Brooklyn, New York

Dear Rich,

Thanks for the great ques-
tion. We've been asked this many
times by many different club opera-
tors.

Your club brochure can be
an important tool if you use it cor-
rectly. On the other hand, if used
incorrectly, it can be your sales
person’s worst enemy.

A club brochure should be
a sort of mini-tour of your facility.
Anyone thumbing through your bro-
chure should get the feeling they are

II skills and attitudes for mastering and leading change.
making and leading people in the midst of change.

walking through your club with a
tour guide. The tour guide is de-
scribing all of the wonderful fa-
cilities and benefits of being a
member. The quality of your bro-
chure, in regards to overall image,
should be at least 50% higher
quality than that of the actual im-
age of your club. The job of the
brochure is to paint an image pic-
ture of your club. You might just
as well paint the best picture pos-
sible.

Problems arise in the
way the club brochure is actually
used. If a person walks into your
club to see it and they are handed
a brochure, it gives them the per-
fect excuse to take a quick look
around and leave so they can re-
view the brochure. This short-
stops the selling process. [I've
seen this happen quite often. The
prospect walks in, is handed a bro-
chure and other materials, is
shown around the club and says
thank you and that they would like
to look over the materials and
would be back. This is especially
true and even more risky if prices
are given with the brochure.

Over the past 15 years Faust Management Corporation has been the lead consultant in dozens of long term, organization wide change pro-
grams. Doing this we have learned how to implement change. Re gardless of whether you are implementing a strategic plan, a new structure, ‘
Il TQM or re-engineering there are three basic essentials you must start any change effort with: appropriate knowledge, skills and attitudes. Initially,
an external consultant or consulting team can provide much of these to launch the chan ge process. The successful implementation over the long
haul can not be dependent on the external consultant. The change process must be internalized. We have discovered the two critical factors for q
I' internalizing the change process. More recently detailed research has substantiated these elements.

The first critical factor is creating a critical mass of internal people with the appropriate knowledge, skills and attitudes to mana ge change. The
second critical factor is the development and support of internal change agents to lead the change process at the executive and middle manage- ‘
ment levels. Faust Management has designed and refined a program to develop Masters of Change. The curriculum develops the knowledge,
The curriculum applies these three areas to organization desi gn, problem solving-decision

FOR MORE INFORMATION ON THE MASTERS OF CHANGE

PLEASE MAIL, PHONE, FAX OR E-MAIL:
Faust MANAGEMENT CORPORATION
10085 CarroLL CANYON RoAD, Surte 210

Rather than give out a brochure as
part of the tour I would suggest you
do the following:

1. Use your brochures with-
out prices as a mail out piece to
people who might be interested and
as of yet have not come in for a tour.
In this way it is a tool used to get them
in fora tour.

2. Only give out a brochure
if the prospective member is not go-
ing to join the club at that time. As
they are walking out, offer to give This month’s
them more information and offer to 5 | question was submitted by
make a follow-up appointment either Rich Marshel of the
for a guest workout or to continue the Paerdegat Athletic Club,
discussion regarding membership. Brooklyn, New York.

3. Finally, the brochure may Rich will receive a copy of
be used as part of the “new member” Mike Chaet’s 101 GREAT
package, to be given to them after MARKETING IDEAS for
they join. In this way, it helps con- submitting this month’s
firm that they made the right deci- question.
sion in buying a membership at your

properly, can be an invita-
tion to come visit the club,
a confirmation of a sale, or
even a chance to make a
second appointment.
| However, if misused, they
can be a perfect excuse to
avoid joining your club.

Make your brochure work
for you. Not against you.

Mike Chaet, Ph. D.

dant hand it out.
*Brochures may be

club. used as handouts when you are (If you have a marketing
away from yourclubsuchasa question for Mike Chaet, please
A FEW MORE POINTS: healthfair promotion, or off- submit it by fax at: (406) 449-0110

premises promotion to corpo-
rations. Remember, the objec-
tive is to get them in for a tour
of the club on an appointment
basis. Brochures, when used

or mail to: Marketing Maiters, clo
CMS, Box 1156, Helena, Montana,
59624. For additional information
call Mike at: (406) 449-5559.)

.Nevcr leave your bro-
chures out at the front desk where a
person can just grab one and run, or
worse yet have the front desk atten-

The Masters of Change Programispresented by Faust !

Management and consists of three sessions over the course of one
year with each session two and one-half days long. The participants !
are a small group of executives, key managers and consultants who

are dedicated to leading change in their organizations or with their
clients! In addition to the instructor designed curriculum, each of the
three sessions will devote significant time focusing on each
participant’s particular issues and change agenda back home. With
the same group meeting over the course of a year you have a program

which is focused on implementing change not just studying change!

The Masters of Change Program has three instruc-
tors: Dr. Gerry Faust, William H. Phillips and Richard Lyles.

San Dieco, CA 92131
(619) 536-7970 +* (619) 536-7976 (Fax)
faustmgmi@aol.com
Name
Company,
Street Address,
City/State/Zip,

Daytime Phone,

The Masters of Change Program begins March 7,
1996!
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There is no place on earth liKe Costa Rica!

Villa de Papagayo

El Ocotal, Costa Rica

Vllla de Papagayo is a brand new luxury four-bedroom, four-bath villa with
full staff (cook, maid and butler) located on the Pacific Ocean in beautiful Costa Rica.
The view from the villa is revered
as one of the most beautiful in the
world.

The lushly-landscaped villa Those who have
includes an oversided deck with seen the view
swimming pool and waterfall. from Villa de
There is also a spectacular great Papagayo call it
room with 32-foot ceilings, TV, one of the most
VCR stereo and air-conditioning. spectacular in
Guests at the villa also have use of the world. With
the amenities at the nearby Ocotal parrots and
Resort Hotel, which includes three monkeys in
swimming pools, tennis, scuba nearby trees one
diving, snorkeling, beach and soon realizes he
health club. orsheisina

Also muable are the nature’s para-

: dise.
cano and glant sea tunle tours, £ ' L i e :
birdwatching, horseback riding, whucwater rafting and various other nature The great

tours.

An all-inclusive plan providesallyourfoodand drink (an open bar)
during your stay at Villa Papagayo. The staff is there to provide for your every
need and your will enjoy dally wonderful meals of fresh seafood, fresh veg-
etables and fruits like you’ve never tasted before. The villa is ideal for parties of
four, six or eight persons. Beds can be arranged as kingsize or single for your
personal needs.

| room has
_ | spectacular
Bl 32-foot
4 ceiling,

® French
L} doors
|| opening to
> the ocean, a
catwalk with
spectacular
views,
television,
VCR and
stereo.

e

% including
@ three master
Wl suites with

L ocean views,
§ private
terraces, air
conditioning,
overhead fans
and full baths.
A fourth

full bath and
bunkbed.

o,

Villa de Papagayo s giant terrace overfaaks the Paclﬁc Oce:.m winy . sys
and includes a pool with swim-up bar, waterfall and ranchero. For avallablllty call (404) 255-3220
In the evening guests dine outside under the stars. i
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Informed Managers Can Perform Miracles

By Jeff Stokes

“ ebster defines a

manager as, “one in charge of a
situation.” Does this apply to our
industry? Today, it’s simply not
possible for managers to keep tabs
on everything that goes on. How-
ever, do we empower them with all
the tools necessary to direct and
control certain situations? How can
we better prepare them? How can
we improve profitability, cut losses
and cost, and gain better control
over our operations? How can we
create AWARENESS?

These questions and vari-
ous others are answered by many
organizations through the use of a
professional “Shopper” program.

Regular “Shopper™ re-
ports allow managers to create a
perception of awareness and con-
trol. Employees, like employees
everywhere, are acutely cognizant
whenever the “boss” is around, and
are typically on their best behavior
when they know they are being
management is not around when
something goes wrong. By expos-
ing your staff to a professional
“shopper” program, their level of
performance will immediately im-
prove. Dave Barlock, owner/man-

ager of the World Gym Fitness
Center in Sterling, Va., says, “No
one likes to fail a test, therefore the
risk of being caught doing some-
thing wrong keeps them on their
toes. Our level of service through-
out the club has improved dramati-
cally and we plan to keep the
“shopper” program as an ongoing
part of our staff’s training.

USING SHOPPERS TO
IMPROVE SALES AND
SERVICE

Oncc you have found
a firm that meets your criteria, you
should experiment with a few re-
ports before you set up an agree-
ment with the company. After
your receive the first report, you
should:

*Carefully go over the
information and locate specific
examples of the kind of behavior
you wanl to encourage. If the re-
port reveals some negative issues,
talk to that associate in private and
share with them ways in which he
or she can improve for future
cvaluations.

“Next, il a mesting of

all your service staff and depart-
ment heads and announce the start
of the program. Create healthy
competition between departments
or employees. Use peer pressure
amongst the group to your advan-

seen a marked upsurge in em-

tage. Have all the department
heads return to their staff and
announce the program.

*Now, organize a staff
meeting with the entire staff.
Call upon an individual that did
an exceptional job on a report.
Have them stand in front of the
cntire group, read the part of
the report that makes them look
good, and compliment them on
their accomplishment. Ask for
around of applause and explain
why you feel this is good be-
havior.

*Finally, explain to

&

ployee related suits. Dismissal
of an employee is a serious and
complicated matter. Still, dis-
missal may be necessary if you
find major impropriety. An
objective report from a profes-
sional 3rd party can be your
only protection against wrong-
ful dismissal suits or frivolous
suits that claim racial, sexist, or
age related claims as a
smokescreen to block dis-
missal.

In conclusion, using a
professional independent re-

your staff that you will be get-
ting reports like this on a regu-
lar basis. Let them know that

Jeff Stokes

search company to survey and
shop your club will open doors
to many new exciting ideas in

the results from future shopper
cvaluations will be shared at up-
coming meetings..... whether the
report was good or bad!

WHY USE A
PROFESSIONAL SHOPPER
SERVICE

Manyr will say, who

needs to pay money when | have
plenty of fricnds and associates
who could shop my club for free.
Why hire a professional service
when I can do it internally ? Simon
Meredith, the General Manager at
the prestigious East Bank Club, in
Chicago, II. says, “We genuinely
accept any feedback, whether from

members, friends,
associales, ele.
Howsaver, it’s

very difficult to get true, objective,
unbiased information from friends
or fellow associates. Many times
these people are hesitant to criti-
cize. They give a more personal
opinion rather than genuine cus-
tomer feedback.”

The true impact of an ef-
fective shopper program is to learn
how a prospective customer views
your business. Friends and asso-
clates are not sincere prospective
customers. In many cases, friends
and associates enter into the as-
signment with visions of free
memberships or gift certificates at
the pro shop. Professionals are
paid for their work.

Using business associ-
ates and intenal programs may
also cause legal questions. The
nature of our litigious society has

regards to customer service.
More and more fitness profession-
als are taking notice of this impor-
tant fact and are taking steps to
keep their clientele satisfied -
physically, financially, and emo-
tionally. Remember, “ A club’s
perceived value is created through
the service you supply not the
equipment you offer.”

Supply your management
team with the information needed
to perform miracles and provide the
top notch service you expect.

(Jeff Stokes is the Vice
President and Co-Founder of Club
Services, a national customer re-
search group located in Fairfax,
Virginia. Tolearn more about Club
Services, please contact Jeff at I-
800-777-6699.)

solos.

Keyless Battery Powered Electronic Lock

for Wood and Laminate Lockers
Distributed by:
Treeforms 4242 Regency Dr. Greensboro, NC 27410 (800) 447-8733

: CLUB
: FOR :
: SALE :

o 2€robics club. Established in fast §
o growing affluent coastal resort. Free o
:wts, Kell, Titan, TK Star, :
sHammerStrength, Body Master o
oselectorized equipment and good =
e selection of cardio machines, 3,800 o
254.ft. aerobic/karate studio, child- :
e care, tanning booths, massage and o
o trainers. 1,500 members. Income
01995 - $500K+. Write to:

L ]
: CLUB INSIDER NEWS, :
. P.O. Box 671443, °
: Marietta, Ga. 30067 2
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MARKETING

ness center seeks motivated, profes-
sional and creative individual for
Sales and Marketing Director. Will
be responsible for directing all
membership sales programs and
staff. Sales management experience
required. Excellent career oppor-
tunity with growth potential into
club management. Send resume to:

Elizabethtown, Kentucky. 42701

SALES AND

DIRECTOR

Kentucky multi-purpose fit-

Jeff Wilson, 400 Nevis Drive,
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A Whole New Exercise Experience
Ty
|
il
_I ﬁ;gg The commercial model
- é . A40™ is the club industry's
Weight assisted whole body [first integrated whole-body
stepping and squatting. 1 aerobic conditioning system.
Your newest weapon in the
e battle for market share.
[[ A 1 ' r-}" The A40™ lowers user stress
L x ‘ | by combining a natural,
1_|_|LI Ji’ l s biomechanically ideal body
1) ¢ 12 he seal . p .
f:r"f _{Z Drosiules st position with maXimim ROM
= i el b and precise control of
——:l—a‘\“‘— Li: ; 5o gravitational load. Result:

Variable position, upper, lower
and abdominal conditioning.

unprecedented flexibility and
acceptance.

Intuitively user-friendly, the
A40™ offers intensity levels to
suit all of your members.
Incredibly smooth, quiet and
durable, the A40™ takes up
little space, needs no regular

mechanical maintenance and no

external power source to operate,
It's priced less than you might
think . . .and gives members
more than they expect! What
else is there?

WHAT’S NEW AT YOUR CLUB?

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

New hopes, new motivation, if you will. That’s the way people are.
So, what’s REALLY new at your club?

“Inventing the Future of Fitness”

fitness & medical group, inc.

1-800-474-PUMP

AEREX, Santa Clara, Ca 95051, Tel: (408) 245-9550. Fax: (408) 245-9551

©1995 AFM. All rights reserved. US PAT. #5201694 and patents pending

Bt e e
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MIND+BODY-SPIRIT

Sores Mokers ARE YOU TAPPING
&“EI’YZ ENSA WL OF YOUR
continus to go wﬁms 50‘|‘ MARKET?

C{ The mid-life to older adult market
4 4 57 1 is your biggest growth opportunity.
tno f't £ tematn The psychology, programs and
1 marketing strategies for the 50+
E nEQ L' Qa t £ d market segment are significantly
WNETE app B different than the traditional markets

you have served in the past. Don’t
leave your business vulnerable to
EERAN competition and out of step with the
shifting market.

I How muchidoes it | ... ..

successful by attending this

@it yO ur CI u b to timely educational experience!

March 8,9 & 10 1996

not perform at it's GAINESVILLE

FRIDAY, MARCH 8

HEALTH & FITNESS * Learn “new” aging principles.

* Discover current research on

full potential? | |cinNiix e

Gainesville, Florida - Dhvelip et e

mid-life to older adult consumers.
* Observe “live” i ;
FACULTY: Observe “live” land and water

xercise programs.

d*hkkkk SUNDAY, MARCH 10
JOh_n Rude, M.S. 3 * Discover the values and motives of
President, John Rude & Associates mature adult consumers.
* Learn how to attract and
Sandy Coffman retain the 50+ market segment

President, Programming for Profit

B FEES:
MEM ERSH IP SPECIH LISTS Michael Pollock Ph.D. [l Early registration (before Jan. 26, 1996)

Director, Center for Exercise Science

= University of Florida $325 - single  $295 - two or more, same club
LaSt ear ou r CI IentS Mary Essert Postmarked after Jan. 26, 1996
President, Essert Associates, Inc $375 - single  $345- kwo or more, same club

ave rag ed an REGISTER TODAY!

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

In CI’ e a S e Of 27(y0 Sponsored by: MedX e NuStep * AEREX

\9TRIeE3 3 10)D) CLTITNRM “Tapping the Potential of the 50+ Market”

9 Gainesville, Florida, March 8, 9, & 10 1996
= (please print)
L]

Last Name First Name Middle Initial Nickname for badge

Club { Company Name Tithe £ Position

Club / Company Address City State Zip Code

Sales Makers -

Payment Method: - Check Enclosed (0 Credit Card (checkone) ~ vISA [ Masterara 1 Ame. pa. 5

(800) 428-3334 I SSRGS F TN T

TO REGISTER Call: 1-800-929-2719 Fax: (541) 343-3697
Or Mail: John Rude & Associates, 907 Crest Drive, Eugene, OR 97405
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Club FM - Wireless FM Entertainment Systems

CLUB FM is an afford-
able and efficient way to entertain
your members and give them a
choice.

CLUB FM takes the
sound portion from a TV, CD Player,
Cassette Deck or Motivational
Video and transmits the sound to
your member’s personal Walkmans.
These FCC Approved systems are
designed to make your members’
workouts more enjoyable and at the
same time, keep within a facilities
budget. As compared to other simi-
lar systems, there are no necessary
hardwiring/installation and mainte-
nance costs - which canadd up toa
lot of dollars and maintenance head-
aches. This innovative system is
installed in hundreds of health clubs
across the USA (and abroad).

Here are some of the reac-
tions of club owners presently uti-
lizing CLUB FM:

Health Star, Ramsey, N.J.
- #*Qur members really took 1o the
system. They enjoy their cardio

\i?t\w‘;l_mem. “ . MIKE SILVE/
Owner

Hollywood Health Spa,
Lawrence, N.Y. - We really like
the CLUB FM System. We pres-
ently have a hard wired system and
are thinking about scrapping it and
replacing it with CLUB FM. It was
also very simple to install.” - ROZ
WOLFF/Owner

Galaxy Health Spa,
Guttenberg, N.J. - “ 1 have CLUB
FM and another one made by an
outfit in California. Both are in the
same room, hooked up to the same
model TV, space about 20ft. apart.
CLUB FM is smaller, less expen-
sive, less complicated to hook up
and the reception is twice as good
1” - MIKE FARKAS/Manager

“One of my philosophies
for our CLUB FM Jystems is once
I sell a system, | want to ship it to
the customer and never see it again.
That is why we take the time to test

T

FUN?

_ system was casy to set up and very
" cost effective. It is a great

the systems before they ship out.
I want the CLUB FM Systems to
be as hassle free to the customer
as possible. I feel this is an afford-
able alternative to hardwired sys-
tems. A lot of club owners hear
that interference is an issue - if that
was the case, we would have been
out of business a long time ago.
Our sales staff, I feel, is one of our
strongest aspects. Everyone in-
volved takes that extra step to keep
the customer happy so that they
choose our system over other simi-
lar systems. They work great and

we are eager to supply these
CLUB FM Systems to even more
locations.” - Alice H. Lance, Part-
ner - A.P. Acoustics, Inc.

“The salespeople pro-
vided good, informative customer
service. The CLUB FM System
is easy to install, worked well with
no problems. I chose CLUB FM
over a hardwired system because
it gave me more flexibility in set-
ting up the cardio room and it al-
lows my members to listen to the
audio without having to be on the

cardio equipment. The price
was competitive and fair.” -
MARTY FINK, Executive Di-
rector, Greater Hartford, Ct.
YMCA.

“The bottom line is
that we chose this system over
a hardwired system because we
had heard from reliable sources
that moving equipment around
is not as easy with other sys-
tems as it is with CLUB FM.
CLUB FM is easy to install, no
runnning wires and mainte-

nance free. The CLUB FM System
has been great and they last a long
time! The price was the lowest and
we did not need the bells and whistles
that other systems offer!” - DENNIS
KAUFMAN, Twin Arbors Athletic
Club, Lodi, Ca.

“I have researched this to
nausea and found that CLUB FM had
the best price and the best quality. It
is asimplified unit..... you don’t need
anything else!” - PETE PETERSON,
FROG’S Athletic Club, Encinitas,
Ca.

Excellent Sound
e FCC Approved

e

MOTIVATE YOUR MEMBERS

with

CLUB FM

Broadcast Any TV Channel In FM Sound

By simply tuning an ordinary “FM Walkman’’ to the designated radio channels
you broadcast, members can exercise to MTV, VH-1, News, Soap Operas, or

any VCR. Workouts become more enjoyable.

Works With Any TV Or VCR Audio Output
Easy To Install
Inexpensive
Use With Any “Walkman” Type FM Receiver
and Headphones

Quality

» Better Utilize Your Existing TV System
e Promote Club Functions

e Increase Club Profits:
e Walkman Rentals
1 Yr Warranty

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

Call (800) 326-2269

Or Write:
A.P. Acoustics,Inc.

65 Main Street
High Bridge, NJ 08829

30 Day Money Back Guarantee

L] >
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QUALITY

By Keith Camhi

ADVERT ISEMENT

A Product Profile: The
FitLinxx (TM) Interactive Fitness
Network by Integrated Fitness Corp.

Retention rates have been
a significant issue in the fitness in-
dustry for years now. Extensive
studies have been conducted of what
makes members drop out. Manag-
ers and staff go in droves to semi-
nars and workshops on retention.
Some owners have even hired full-
time retention specialists to focus on
controlling the attrition rates within
their clubs.

Total Quality Management
(TQM) processes have been imple-
mented to address similar issues in
other industries. TQM teaches that
before attacking the symptoms of
high member turn-over, it is impor-
tant to dig into and understand the
underlying causes. Only then can
you truly institute the systems and
tools needed to improve retention
rates.,

8 -
MEMBER ATTRITION AND
QUALITY SYSTEMS

Altrilion can be grouped
into two broad categories, control-
lable and uncontrollable drop-outs,
Uncontrollable drop-outs include
members who do things like relo-
cate, There’s just nothing the club
can really do to keep them there.

Controllable drop out is
everyone else who leaves. Ulti-

mately, these are people who have
become dissatisfied with the value
they are getting from the club
(relative to the price charged and
possibly the competition in the
area). In most cases, they simply
aren’l seeing the results they ex-
pected when they joined.

In a fitness center, qual-
ity can be loosely defined as ef-
fectively helping members get re-
sults from their fitness program,
thereby, delivering a high rate of
customer satisfaction. In clubs
that consistently have the highest
member satisfaction and lowest
drop-out rates, the quality process
starts from the moment a new
member walks in the door, and
continues with regular, meaning-
ful and targeted follow-up along
the way at key points: such as
when a member hits a plateau,
when form falters, or at periodic
reassessment times.

In the clubs that consis-
tently deliver the highest level of
Quality, there are three aspects to
the process that add up to manag-

ing the members’ experience in

1. Quality Systems.

First, clubs must develop
(or borrow or steal) proven sys-
tems that, if followed by the staff,
will yield high quality results for
the member. This includes sys-
tems for the initial assessments,
introduction to the equipment and
development of a workout pro-
gram, training, and most impor-
tantly, ongoing follow-up to as-

Club Owners'

Briarcliff, New York.

| Mahwah, N.J.

On The FitLinxx System

“FitLinxx fundamentally changes the potential
of the health club industry. FitLinxx gives a club the
tools it needs to fulfill the goal of being a real partner
in the members’ achievement of their fitness goals,
Good clubs have been trying to do this for years, but
JSinally the enabling technology is here to make it a
reality.” - Bill Beck, General Manager, Club Fit,

“In my 22 years as a fitness professional, I
have never been more impressed than I am with
FitLinxx! Computer technology and personal service
have now been combined in a way that affords our
Jitness staff the opportunity to take the effectiveness of
a personal exercise program to a level not previously
possible.” - Joe Caposella, Classic Athletic Club,

Perspectives|

EClub Tnsider

FEBRUARY ISSUE

sure that results are matching
goals (and if they’re not, a
system for modifying the pro-
gram and working with the
member to get things back on
track.)

Having a Quality System
generally means that you can
point to a specific and docu-
mented program for deliver-
ing a personalized, high-qual-
ity service that should be fol-
lowed for all members (note
that although the system is
consistent, the particular
needs of the members will
vary greatly and the system
must accomodate flexibility.)

2. Quality Assur-

Keith Camhi

DRIVES RETENTION
But How Do You Control And Assure

Quality?

nology, properly applied, can
help people lead healthier lives.
IFC’s mission in creating
FitLinxx(TM) Interactive Fit-
ness Network has been to pro-
vide information to help people
and organizations make fitness
a lasting and valuable part of
their lives.

Information, when
properly channeled, can truly
empower and can lead to dra-
matic results at many levels.
The feedback from the FitLinxx'
system empowers members to
get an effective workout every
| visit and stay motivated to con-
| tinue exercising. It empowers
staff to help members get re-
sults. It empowers management

ance Tools.

The execution of the
Quality System is assured only
if there is a means for incorpo-
rating the Quality System into the
daily operation of the club. That
is, you must give the staff the
training and the tools needed to
execute the systems in a reliable,
repeatble way wilh every mem-
ber.

In most cases, the tech-
nology available to the club’s
staff is sufficient for the orienta-
tion to the club, but is lacking for
the important follow-up phases.
There just isn’t enough informa-
tion available to know who needs
help and what kind of help they
need. Rather than asking for
help, many members simply get
dissastisfied with their lack of
results and drop out, without giv-
ing the club’s staff the opportu-
nity to assist them.

Despite the fact that the
club may feel it has High-Qual-
ity Systems and well-trained
staff, because of the lack of Qual-
ity Assurance Tools the actual
quality of service delivered to the
member is unsatisfactory.

3. Quality Control
Tools.

The final aspect of a
Quality program is giving man-
agement the ability to inspect that
a consistent, high-quality service
is, in fact, being delivered to all
members, and if applicable,
across all sites. Other than be-
ing able to review drop-out rates
and some customer satisfaction
surveys, most clubs have a diffi-
cult time objectively reviewing
the different staff members and
different facilities in much detail.

That is, there are relatively few
ways to inspect quality.

Well intentioned clubs
often have #1, Quality Systems, in
place. But only an elite few clubs
have mastered Quality Assurance
and Quality Control within their
clubs and truly closed the loop
on member retention. This has
been a very difficult process in the
past, involving manual, paper-in-
tensive systems, like frequent
workout-card reviews and subjec-
tive evaluations. These systems
are tedious, time-consuming, and
prone to error and oversight. In
addition, they rely on the member
to do a good job tracking his or her
results, which is generally an un-
realistic goal.

This is where systems
like the FitLinxx (TM) Interactive
Fitness Network can have an im-
pact. Technology products, like the
FitLinxx system, can deliver the
tools that effectively and effort-
lessly track and analyze informa-
tion, for members, staff and
mangement. Technology cannot
make a club which does not value
aQuality System in a Quality Club.
But once a club has made a com-
mitment to deliver high-quality
service (o its members, a product
with the various elements of the
FitLinxx system can help the club
and the staff with Quality Systems,
Quality Assurance and Quality
Control.

PRODUCT
PROFILE:
The FitLinxx (TM) Interactive
Fitness Network

Imcgrulcd Fitness Corp.
was founded in 1993 with the vi-
sion that advanced computer tech-

to quantify results and hold the staff
accountable for achieving them. It
empowers facilities to attract a new
segmentofihe population to fitness
who may have beensintimidated
previously. Finally, the defailed
outcomes database the FitLinxx
system provides is the type of in-
formation the fitness industry needs
1o truly fulfill its potential of being
an integrated element of the health
care industry.

in 0 More Guess Wo

The Fitlinxx syslm-has bccr: de-
signed and“€xtensively tested to
make workouts simpler. Members
are liberated from having to carry
around a card and pencil. They
don’t need to remember seat set-
tings or range of motion guidelines.
They don’t even need to count their
reps anymore. [t's all taken care
of automatically.

Step 1. A Personalized
Workout

Each member starts by
getting a completely customized
workout set up by an instructor.
During this orientation visit, the
FitLinxx Training Partner com-
puter at each machine “learns” ev-
ery element of the member’s work-
out - including set, weight and rep
targets, seat settings, lift speed,
range of motion, and exercise or-
der - all based on the instructor’s
guidelines. This takes no longer
than it used to take to set upa work-
out. But now, instead of the mem-
ber having to remember how to use
each machine, the machines re-
member the member.

Step 2. Eliminates Guess-
work
(See Fitlinx page 32)
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The FitLinxx
Inferactive Fitness Network
Was Designed With
One Overriding Goal In Mind:
To Help Achieve Resvults
Quickly And Safely.

The FitLinxx Training Partner adds computer feedback to existing weight stack
equipment to provide instantaneous feedback on both users’

form and their achievement of goals

By automatically collecting workout data from FitLinxx

Training Partners and other fitness equipment, the FitLinxx
system eliminates the need for a workout card and gives members
and staff access to a wealth of information. Instructors can easily identify
members who need help, and members can see their progress in graphs,
reports, com

Fit Linxy
Training

Partner

ompetitions, and in comparison to norms at the FitLinxx Workout
S GO e e~

The outcome is that members do the right workout, do the workout
the right way, and stay motivated to keep working out

It all adds up to getting results.

“FitLinxr - -
N Workout
f ol Information
- Center
If you wish to know more about how the FitLinxx system can help deliver results in your setting
call or write for our information package.

k; y i i

he FitLincy

Interactive Fitness Network gives a club the tools it n

3 LA
eeds to fulfill the goal of being a real partner in the members” achievement of their fitness goals.

FITLINXAX

BY INTEGRATED FITNESS CORP.

333 Ludlow Street, Stamford, CT 06902 2033165151, 800410-1110
Patents pending. ©1 994, ntegrated Finess Corp. All ighis resenvedd F

itLinuo ard the FitLiro logo are irademarics of integrated Finess
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Corporate Fitness Alive And Well In North Carolina

I.lumbertml. N.C. - The
Total Elite Fitness Center in
Lumberton, North Carolina has set
out on a mission of “fitness-
affordability™ for everyone in the
community, making it easier for all
to enjoy the benefits of a healthy
lifestyle. “When it comes to work-
ing out at a fitness cenler, price can
be a major issue”, comments Trevor
Kracker, General Manager of Total
Elite. “Everyone should be able to
afford to be fit,” adds Kracker, “but

sometimes that just isn’t a realistic
statement. We are in the process of
making it a reality.”

Total Elite owner, Chris
Parker and Kracker have zeroed in
on corporations in their area.
“Health plays a major role in the
business world. Many companies
are enrolling their employees in
wellness programs. These programs
keep employees healthier by provid-
ing affordable and easy access for
their employees to fitness facilities
and services,” Kracker explains.

Current corporations with Total
Elite membership includes: Con-
verse, Williamette Industries, Ted
Parker Homes, Southeastern
Academy, Accent Dye and Finish,
Elkay Southern, Peterson Homes
Carrolton, the Chamber of Com-
merce, Fabtex , 211 Quick Check,
Westpoint, Elizabethtown,
Robotex, Nash Finch, Peterson
Toyota, DuPont, N. C. Cancer In-
stitute, Kingsdale Manor and the
U.S. Cold Storage. Krackeradds,
“corporate memberships promote

NORDIC TRACK
SETTLES WITH FTC

February 16,1996- Nordic
Track, Inc., a division of CML Group,
Acton, Ma., reached a settlement with
the Federal Trade Commission prohib-
iting it from “misrepresenting” weight-
loss claims in its advertising. The FTC
said NordicTrack had “made false and

unsubstantiated weight loss and
weight maintenance claims,” based
on “faulty surveys,” that it
“mischaracterized,” in its advertis-
ing. Nordice Track paid no penal-
ties in the settlement. A spokesper-
son for NordicTrack said the agree-
ment covered ads that haven’t run

- U T -

since the fall of 1995. The FTC
indicated the

disputed ads cited studies involv-
ing only a highly selected popula-
tion, didn’t account for dietary
habits and relied on the subjects
OWn reports.

Seruvice

teamwork on the job by facilitat-
ing employee bonding off the job.”

Total Elite has dropped
its initiation fee for all corpora-
tions who enroll and they have ex-
panded the facility by adding a
4,000 square-foot addition, pro-
viding more cardiovascular equip-
ment and a new line of 16 Badger
Magnum 2001 belt-driven ma-
chines. The result of these moves
and an aggressive corporate mar-
keting campaign has been a dou-
bling of the membership in the
past twelve months. Chris Parker
says, “if we see that the demand

is continuing to increase and over-
crowding becomes a problem, we
will expand again. We are here to
meet the demands of the people!”
In addition to cardiovascular and
free weight and selectorized
weight machines, Total Elite of-
fers an aerobics studio, tanning
beds, personal trainers, a steam
room, jacuzzi and massage
therapy. The Total Elite facility
has also become a Showroom for
the Badger Magnum equipment
company for the Georgia, North
and South Carolina territory.

Former owner of 100,000 square-foot multi-sport
club with annual revenues of $1.2 million

IS SEEKING
GENERAL MANAGER’S POSITION

- Extensive hands-on experience in tennis,
s and marketing, day-to-day

fitness,
operations

CONTACT?
REMSEN S. BECKER
(201) 514-1737 or (407) 278-4157

management,

Alessandra On. . .

Collaborative Selling Video and
Workbook

oday's customers are better educated, more

informed and more demanding of sales
people. The old razzle-dazzle sales pitch and 25
power closing techniques won't get the job
done. Join Tony in this one-hour session on the
collaborative sales process as he covers the
importance collaborative vs. traditional selling.
Topics include: Knowing Your Competitive
Advantages; Using Personal Marketing to
Generate Leads; The Direct Mail System;
Exploring Customer Needs; Asking Questions;
Addressing Customer Concems; Servicing the
Customer; Enhancing the Customer Relation-
ship; and Expanding Business Opportunities.
($89.00; 60 minute video; 66 page workbook;
Reminder Card)

Customer-Driven Service Video
and Workbook

How to Get -- and Keep -- Customers
C ompanics seeking a competitive advantage in
today's marketplace are discovering that
superior service is the key 1o getting and keeping

customers. In this program, Tony shows how to
consistently create "moments of magic" by
identifying and exceeding customer expectations
and building strong, long-term customer relation-
ships. Topics covered include: Operations-Driven
vs. Customer-Driven; A Commitment to Being
Customer-Driven; Creating Demanding Custom-
ers; Moments of Magic vs. Moments of Misery;
Effective Communications; Keeping in Touch
with Your Customers; and Appropriate Handling
of Customer Problems.

(589.00; 60 minute video, 64 page workbook; Re-
minder Card)

(] =" %)
Styles |
People Sm id€o and
Workbook

How to Get What You Want.. By Giving
Others What They Want
S uccess in any personal endeavor - whether
il's managing, selling or communicating -
requires superior relationship skills. This highly
entertaining program reveals Tony's innovative
techniques for interacting with others more
successfully by getting on their wavelength.
Topics include: Personal Chemistry and The
Spirit of the Golden Rule; Behavioral Style
Characteristics; Understanding the Four
Behavioral Styles; Identifying the Styles;
Relationship Stress; and Behavioral Adaptabil-
ity.
($89.00; 60 minute video; 64 page workbook,
Reminder Card)

To OrRDER Name
PLEASE MAIL, PHONE, FAX OR E-MAIL:
FausT MANAGEMENT CORPORATION i
10085 CarroLL CaNYON RoaD, Surte 210 Street Address
San Dieco, CA 92131 - !
(619) 536-7970 + (619) 536-7976 (FAx) S el
faustmgmti@aol.com Daytime Phone
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= Windows Shopping? i _

Check-In Status |I
“|[Member Name:  SarahWilliams -

|| Card Number: 100005 :
Membership Type: 2 - Family Monthly

| Feb| Mat | .

; is[_al_of

{I[ - Last Check-in Date _
Ul Daerime [zr o 117w ] \ I

r Check-In Fieeze Date
Fiom: 00/00/0000 i {00/00/0000

Messages

fiFor mrlﬂuk Pleass niorm Saiah that we
hﬂhoabmi new checking

‘ Usage J
hm e || [chectinnen ]| . I

Il Software That’s Easy to Use

from a Company You Can Trust

In the past 20 years, we've learned a few things about developing club management software.
Like the fact that a feature isn’t very valuable if you can't figure out how to use it.
And, processing EFT payments shouldn’t be a difficult task.

Packed with useful features, Club Vision was carefully designed with the help of our most
valuable resource...our customers.
That's why Club Vision contains easy-to-use features
and completely automated Electronic Funds Transfer capabilities.

For a free brochure, presentation diskette or telephone demonstration of
Club Vision for Windows, call an ATA National Account Executive.

1-800-282-0031 @ Mf

e E
P

of Serving the Heallh
‘& Finess Industry

Il




PAGE 26 EClub _I__l_lsidel: FEBRUARY ISSUE

The Simple & Powerful

Club Management System

To be any easier to
use, it would have
to run itself...and it

. — -4

Photo-imaging Check-in
Unlimited Report Capabilities
Automated EFT

b I R (RS

Full Service Customer Support
(Phone, Fax, Seminars)

S0, make the first call right now. Dicil 1-800-554-CLUB

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

Club

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

“nner ™ JUPITER, FLORIDA 33458-8901
1 (800) 554-2582 / (407) 746-3392
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TWO EASY WAYS TO MANAGE
YOUR FITNESS INSTRUCTORS

Personal Trainer Business Manager for Windows™ is the first and Fitess Class Scheduler for Windows™ simplifies the task of
only software specifically designed for managing personal trainers scheduling fitness classes and keeping track of fitness instructors.
in a gym or health club. It is an appointment book, client database, With Fitness Class Scheduler for Windows™, you will be able to
trainer database, and accounting package all in one. create better class schedules with less time and effort.
TSI | ¢ Keep track of training sessions & Schedule and reschedule
ST T T classes simply by arranging
._..,._ = el i ], S & Maintain separate schedules classes on the screen
Commmia] || e for each trainer _
e || % Maintain separate schedules
; & Print trainer schedules for a for each room and location
bk day, week, or month
=R & Keep track of instructor
,: r =] & Quickly find a training session names, addresses, and

telephone numbers

_,/{
€ Automatically.

\.\::mnq

scord trainer income and i [fi®

update client
ST halances to reflect training

4 Record the days and times
each instructor is available

& Auntomatically display lists of
available instructors

1

expenses | —_— # Quickly find an available
| ) m— | substitute instructor
@ Keep track of client names, (Wabwtimmasa) e
addresses, and telephone T T (= o | & Print complete class schedules
numbers L 4 (r}enen}n; invoices and receipts okl | =] for Sludcnlfs and individual
_ or training sessions C | schedules for each instructor
€ Record client payments _ ) o foal B (e (e ]
& Virstatent waitiis log @ Create mailing lists of clients &.N@B . =] ¢ Easily customize a schedule’s
S, : % =iy appearance 1o suit your needs
and print progress graphs @ Print monthly, quarterly, and qm—: € ot g ol
yearly reports of income and e o e @ Create reports of hours and
® Record client medical history expenses generated by each SNy classes taught by each
and fitness assessment trainer ey instructor
Item# 3003 Personal Trainer Business Manager for Windows $249.95 Item# 4004 Fitness Class Scheduler for Windows $149.95
(Be sure to specify the Club Edition when ordering)
EASY System Reqmremcnt.s An IBM® ]
in > > |
Installs in less than5m a.ompatlblc machine with a 80386 or !

FREE

orders are shipped by |
First-Class Mail.

SHIPPING |

Shipping is free and all |

higher processor, 4 megabytes of RAM, a
hard disk with at least 2 megabytes of
available space, a 3 1/2" or 5 1/4" disk
| drive, a VGA or QuerVGA display, and
| Microsoft® Windows™ version 3.1 or I.llc

We DO NOT ship free demo copies. We DO offer an unconditional, 30-day, money-back,
guarantee. So feel free to order a complete, working copy of the software and try it out for

g eorpy : /p.ﬂsﬂ‘“*

30 days. We are sure that you will like it. If not, however, simply return the product to us, ,':’/. ;.,\\

and we will glady provide you with a complete refund. / e" ‘\Qz:
/ N
To order, send check or money order to [ f UliC;')ndlllurlﬂl \r A
Willow Creek Publications, P.O. Box 86032-A31, Gaithersburg, MD 20886 o (8 B AL |
Maryland customers add 5% sales tax \ (f""ey “. [

\ TUAr llllﬂt
FOR FASTEST DELIVERY ’ 0

'CALL 1-800-823-3488 EXT 131 =

We are available 24 hours a day, 7 days a week. So call anytime.
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January 30, 1996

Mr. Norm Cates
CLUB INSIDER

Dear Mr. Cates: -
This letter is in

Yakima Family YMCA

¢ 1o an article in the January issue of 52[.!.1% HS[QEE entitled,
Profits vs. Non-Profits: The Coming Armegeddon” by Mr. James M. Evans. Althou r. Evans
certainly made several good poinis in his article, I do think, at least when it comes to the YMCA, he
may have overstated or incorrectly left the wrong message in his article. Even the use of the word
Armageddon in the title of the article, leaves a wrong impression. (By the way Armageddon is spelled
wrong in the title of the article.) The dictionary defines Armageddon as a “.... final and conclusive
battle between the forces of good and evil.” 1 hope Mr. Evans isn’t implying from the use of this word
that the for-Fmﬁtsar; the good guys and the not-for-profits the evil guys. After spending 32 years with
the YMCA 1 would like to think that maybe both the for-profits and the YMCA are goo§ guys and that
both have a unique place in the communities in which they serve.

Unlike 1¢, lowa, where Mr. Evans is the Executive Director of Heartland Health Center,
the community of Yakima does have a vibrant and active YMCA. re is also an active and vibrant
for-profit clubin Yakima. Although the owner of the Yakima for-profit club, who was a member of the
Yakima YMCA for manf years prior to building his club in 1979, took the YMCA to task over the
unfair competition issue three years ago. He had discovered that both his club and the YMCA can co-
existruf the community with each carrying out their respective missions and still be financially suc-
cessful.

Because every YMCA is autonomous and sets its own ﬁmcm in the communities it serves,
Mr. Evans makes a very broad statement when he says.....” the YMCA fired the first volley back in the
seventies when it began to lose many of its adult members to the commercial health clubs.” The
YMCA has been in the Yakima commiunity for 90 years and had done a major update to its facility in
1974. This was five years before the for-profit club was built. When the for-profit opened its doors in
1979, the YMCA saw many of its members leave and join the for-g:uﬁt club. There was a need for a
second facility in the community because of the overcrowding at the YMCA.

Mr. Evans leaves the impression in his article that the for-profits have an exclusive right 1o
the health and wellness industry and that YMCA's came along and stole their market. Idon't recall the
many for-profits being aroundin 1844, when the YMCA was founded, serving the communities with
the onlr ﬁyms. swimming pools, and health centers in lown. Every YMCAT have served over the
years all had fitness equipment, fitness classes, health centers and a staff of qualified YMCA profes-
sionals serving the needs of its members. steam rooms, saunas, racquetball courts, locker
rooms as part of our member services. YMCA members have every right to have improved facilitics
and the latest ﬁtnm-et{u t just as the for-profit clubs do. =~
I'would like to think that the ve? nature of fitness is part of the YMCA-missign and is not
the exclusive realm of any mﬁn_iuﬁoa. t has been my observation where the for-profits clubs are
well managed, they will get their share of the health and wellness market. Our for-profit club in
Yakima appeals to a different population base for the most part. To be sure there will always be some
overlap, however, the for-profit club in Yakima is doing an excellent job, and so is the YMCA. We
both have top notch facilities. Quite the contrary to Mr. Evan’s statement..”exploiting its advantage by
expanding its influence in major markets where it can fill its coffers at the expense of the commercial
clubs and get away with it”, most YMCA's are earning their not-for-profit status everyday by serving
those ial populations in our clive communifies. Populations | miFhl add that are not, nor
should be, served by the for-profit clubs. Funds to serve these special populations comes from adult
membership revenues, United Way, and other contributions.

ldoa with Mr. Evans when he says, “hospitals may be the g threat of all to the
‘| commercial health club industry in the long run.... and to other non-profits as well....” However, | do

think that this threal is more Egmounced‘m larger population areas and not so much in small commu-
nities like Boone, lowa or Yakima, Washington. As hospitals look o other ways to generate revenues,
the health and wellness potential is on the front burner. Although hospitals certainly can do what the
d}? u?gcbrcth:cbranncr ?l‘ ealth and wcllr!cs"sti they nevertheless need 1o be kigluwcd. Clearly hc? il(-:;

should be the focus catest conce : Tom my view the Y MC.

d, pot the A. b
been @ natural partnership [ rs. We're ;
I hope that Mr. Evans and other for- clubs begin to look for ways to find common
ound and rise above the “unfair competition” issue. It seems to me all the money, time and energy
ing expended to put the local YMCA out of business could be better spent on building a positive
image of the for-profit mdu_slrﬁ.lln the USA. The ovérall bad feelings being created from all of the
rethoric of recent years may in the end backfire. It's been my experience that in the long run those who
choose the negalive or reactive approach to problem solving, always lose in the end. As the Bible
states, “let he who is without sin cast the first stone.” Nationally, the YMCA is trying to do ils part to
be “fair competition.” Thal’s all we ask of the for-profit industry is fairness too.

- Thank you for your I enjoy reading it.
Sincerely,

Malcolm W. Amett, General Director

MWA/cvs
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THRSA And Fitness Products
Council Reveal Logo

SUPER SHOW - ATLANTA,
GA. , Feb. 6, 1996 - A group of leading
fitness and sports organizations has formed
a coalition to help persuade Americans to
improve their health by putting more physi-
cal activity into their lives. The Fitness
Products Council, an association of some
140 companies that manufacture exercise
equipment, and IHRSA, an Association of
2,800 health, racquet and sports clubs, both
founding partners, today announced plans
of the initative at THE SUPER SHOW, a
sporting goods exposition here.

As a preliminary objective, coali-
tion members will work together over the
next two to three years to promote the find-

‘ings ofthe Surgeon General’s Report on

Physical Activity Ith, which is ex-
pected to be released early this I.

The coalition will also recruit
other organizations to join the campaign—
health clubs, retailers, schools, coaches,
health-care providers and community
groups. Other major industry partners tak-
ing leadership roles in the campaign arethe
L. S. Olympic Committee, the U. S, Tennis
Association, the National Federation of
State High School Associations and
Oshman's, the nation’s third-largest sport-
ing goods retailer.

DISTINCTIVE
LOGO

Thc symbol alition will be
a distinclivede=® with changing slogans that

February 12, 1996

Mr. Malcolm W. Amett, General Director
Yakima YMCA
P.O. Bo

U X
Yakima, Washington 98907,
Dear Mr. Amelt,

Thanks for your letter dated January 30, 1996. 1 have several comments. ]

I agree that the for-profit clubs should look for ways to find “common ground” on which to
co-operate in communities. Rnger Ralph's Bel Air Athlztic Club and the Hcall.llgy Harford, Inc. (sce
Recyc]e[‘l'our Cycle this issue) is a prime, but one of the few examples of such cooperation that | am
aware ol.

You have indicated your belief that “YMCTA's are earning their not-for-profit status every-
daz_by serving those ‘special populations’ in our respeclive communities. | agree and | disagrec.
While many YMCA's scrve “those special populations” in respective communities, many YMCAs are
NOT scrvinglyoulh and the underprivileged (per iheir charter), but instead are appealing to high in-
come - upscale residential communities and corporations. Check cut the Embarcadero YMCA in San
Francisco with marble lobby floors and about 100 cardiovascular machine or how about the East
Cobb YMCA in Marietta, Georgia, built on about 10 acres st the cost of 87 million right in the middle
of a neighborhood of $200 - $350,000 homes. “Special populations” all right! == iy

Please understand that those for-profit operatoss who fight the “unfair competition” issue
with YMCA's are not doing this for the fun of it. Many of these club operators have their families’
financial futures on the line in their clubs. They are at risk of losing C\'Cl')fﬂlil‘l% ifand when a YMCA,
a public recreation fitness center or a hospital with unfair advantages on taxes, fund raising and Public
Relations comes into their markets. Executive Directors and board members of YMCA's have noth-
ing on the line in terms of risk and yet these operations often do have undeniably “unfair advantages.”

The best solution | can think of to get rid of the “unfair competition™ issue would be for all
of the fancy-marble floored YMCA's iwho no longer follow the Y's Mission Statement of helping the
youth and underprivileged) voluntari l!: agree Lo chin to pay real estate taxes, sales taxes, the same
utilities and interest on funds raised through their fund mlsm%::lmlm. Or, those same YMCA's
could use the power and influence of their board members to obtain local governmental ap&mval for
the “For-Profit” clubs to have and enjoy the same advantages, such as no real estate or sales tax. Now,
that would be fair! Of course, you know that “ain’t gonna happen” so the for-profit operators have no
choice but to continue their efforts to fight this gross inequity however and whenever possible. Can
you blame them?

yours,

Sirmrélf
Norm Cates, Jr., Publisher and Editor, The CLUB INSIDER News
P.S. You misspelled rhetoric.

all participants will use in their advertising
and promotional materials. Created by the
Fitness Products Council, the logo is an ex-
clamation point on an inverted pyramid.
For example, if justified by the Surgeon
General's findings, one slogan might read:

“The Surgeon General has deter-
mined that jack of physical activity is det-
rimental to your health.”

“We expect that thousands of
manufacturers, retailers, health ciubs and
non-profit organizations will use this logo
and slogan”, said Tony Harmon, president

of FPC and president of Polar Electro,
makers of heart-rate monitors. Otherslo-
gans also will be developed based on the
report.

“The long-range goal is behav-
ioral change,” Harmon continued. “Most
sedentary Americans know that exercise
is good for them, but they haven’t been
motivated to change. As they realize that
inactivity is actually unhealthy behavior,
we can get them up and moving.”

The Surgeon General’s Report is
expected to be one of the strongest policy
statements ever made by the U. S. gov-
ernment on the benefits of physical ac-
tivity.

“I believe this report will be an
historical turning point,” John McCarthy
of IHRSA said. “It will redefine physi-
cal activity, and exercise as a key compo-
health promotion and disease pre-
vention. uld be for every phy-
sician to rezd the repo
physical activity and exercise to his
patients. Every managed-care group will
create programs to inspire their members
to be active. The long-term effect of this
could be extraordinary.”

The coatition's first priority wil!
be to broader: awareness of the report and
its second to implement programs
courage physical activit
e second priority,
create manuals based on the re-
port that ccoperating organizations may
use for educational programs in their lo-
cal communities. FPC has budgeted
$300,000 over the next 18 months on the
campaign. “Our main thrust is to create a
domino effect,” Harmon said. “We want
many other organizations to join the cam-
paign for a healthier America.”

IHRSA, The International
Health, Racquet and Sportsclub Associa-
tion, alsc glanc 'o mobilize its member-
ship to esre2: the word through special
programs ic be canducted in the clubs and
the commenity.

The Surgeon General
has determined that lack
of physical activity is
detrimental to your health.

e i
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...Hard Sell

continued from page 14

XYZ Collection Operator
- “I don’t know and | get a lot of
calls everyday from members who
didn’t know that.” (About continu-
ing dues collection.)

Farmer - “Those calls
probably come from customers who
may not have read their contracis
carefully.”

XYZ President - (With a
wry smirk on his fact). “Part of it is
for us (i.e. continuation of the
monthly dues) because we like the
cash flow and part of it is for the
consumer because it guaranlccs
them that dues price.”

Reid(Consumer Affairs) -
“I'M a strong believer in today's
market place that a consumer is
much better off giving as little in-
formation as possible about their fi-
nances.”

Farmer - Still most health
clubs in the area offer you a better
deal if you give them your account.
Reid also recommends looking for
a health club that will not hold you
to a long term membership contract.

/}BBMBSPTELL CLOSING!

A armer - (Backdropis a

beautiful six lane indoor swim-
ming pool.) “ There are several
spas in the metro area that will
allow you to join on a month-to-
month basis. One obvious alter-
native to joining a health club is
the YMCA. The Y has 8 full fa-
cility health clubs around Metro
Atlanta. The Y costs are compa-
rable to the private clubs and the
YMCA is very CONSUMER
FRIENDLY.”

YMCA LADY - “People
don't have to sign a multi-year
contract so they feel its a better
value because they don't have a
commitment for such a long pe-
riod of time.”

Farmer - “And that's im-
portant because most people find
that when they join a spa, their
payments last a lot longer than
does their enthusiasm for working
out. But, at the YMCA...... if you
quit at the end of 3 months and
you paid for a year, do you forfeit
the balance of that money?

YMCA Lady - “On the
annual membership you may get
your money back.... it's satisfac-
tion guaranteed.”

Farmer - (Closing com-
ments). “There are other non-
profit organizations that have fit-
ness facilities..... religious groups

‘and so forth. An XYZ national

chain says its salespeople are
intructed to be straightforward.
Also, not all health and fitness
clubs are getting a lot of com-
plaints. At least one long-time
club here in Atlanta never de-
mands long-term contracts, so you
should ask about that when you
shop for a club.”

“The good clubs and the
not so consumer-friendly clubs
agree on three things you should
do before you sign up, and pay up
and try to muscle up. Hereare the
three things: read the contract,
read the contract, read the con-
tract!"

If you are a consumer-
friendly club operator, the follow-
ing is a little tool for you to give
10 your prospective customers as
you compete for market share in
your area with less consumer
friendly operators. I invite you to
reproduce these check-points with
your logo and telephone number
and maybe you ought to even pro-
vide a one-week guest pass for
those that elect to walk out of your
club without joining on their first
visit.

If you are not a consumer
friendly club..... read the follow-
ing..... weep.... then come on and
join us all in the 90’s health club
world!

The CLUB INSIDER'S
Choosing A Health Club Guide

1) LOCATION - Isthe
club conveniently accessible to
your home or place of work?

2) FACILITIES and
SERVICES - Does the club pro-
vide the facilities, equipment
and services that you want? Is
it clean, properly air condi-
tioned, is there enough equip-
ment and is it well maintained?

3) CROWDING - Be
sure to visit the club for a “trial
workout” during the time
frame(s) you will be using the
club. Overcrowding and wait-
ing lines are good reasons to
look elsewhere.

4) CONTRACTS -
Does the club require a contract
commitment for over 12
months? Does the club assign
or “sell their contract™ to a finan-
cial institution for “cash up
front.” If so, you must carefully
study and understand the terms
and ramifications of the contract.

5) EMPLOYEE
TENURE - Ask about the ten-
ure of the employees working at

the club. Beware of an older club
with high employee turnover.

6) EMPLOYEE CER-
TIFICATIONS - Inquire about
the certifications of the instructors.
If you hear of ACE, IDEA, AFFA
or ACSM you are dealing with a
higher quality club.

7) COOLING OFF -
You should carefully read the con-
tract before signing and especially
understand the legal time limits for
you to change your mind and re-
scind the agreement.

8) CONSUMER AF-
FAIRS CHECK - Contact your
state’s office of consumer affairs
to see if the club has outstanding/
unresolved or frequent complaints
against it. Check Better Business
Bureau as well.

9) ASK FOR THE
OWNER'S NAME - Ask for the
name of the owner/owners of the
club. If individually owned, check
to see if the owner's name is listed
in the telephone book. Ifitis not....
check the club more carefully be-
fore joining.

-ar Trac By

Unisen Honored
In California

Tustin, California -
STAR TRAC (R) by Unisen was
recently honored with a
distinguised service award from
the California Governor’s Coun-
cil on Physical Fitness and
Sports. The award was accepted
by Jim McPartland, Star Trac
chief operating officer, and pre-
sented by Judi Missett, founder
and president of Jazzercize, Inc.
and Jack Lal.aane, the Godfather
of fitness.

“The award is presented
to individuals and organizations
who have supported the
Governor’s Council on Physical
Fitness and Sports and the prin-
ciples we stand for,” reports John
Cates, Governor’s Council ex-
ecutive director. “The tremen-
dous success of our program is a
direct result of the enthusiastic
support of companies like Star
Trac.”

The  Governor's
Council on Physical Fitness
and Sports is the largest and
most productive Governor’s
Council in the United States.
Over 300 individuals from 80
State agencies and organiza-
tions and 10 Local Councils
work to promote health and fit-
ness throughout California.
The Governor's Council was
established in 1993 and is

chaired by Arnold
Schwarzenegger.
Star Trac was founded

in 1975 as an electronics engi-

neering firm and, in 1979, cre-

ated the primary components
for the original LifeCycle(R)
compulerized exercise cycle.
Recognizing the need for more
sophisticated equipment,
Unisen developed Star Trac,
now one of the leading manu-
facturers of cardiovascular ex-
ercise equipment in the world.
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SOPHISTICATED SKILLS NECESSARY TO SUCCESSFULLY MANAGE YOUR CLUB
IN TODAY'S HIGHLY COMPETITIVE AND VOLATILE MARKET PLACE.

0 JULY 14-17
O NOVEMBER 10-13
CMS Advanced Management Training Level |l
0 August 11-14
$495% per person
— COMPLETE SATISFACTION GUARANTEED —

— MARK YOUR CALENDARS —
CMS Advanced Management Training Level |

planning — A Tumkey

Management Program.
+ The CORE Quantitative Analysis System.

Trac for managers, TelTrac for
le, FitsTrac for fitness frainers and

Biz*Trac for business

sales peopl

including:

» Real fife Sales Training & Sales Management.
+ Retention and Service Systems.
+ Zero based Budgeting.

« The copyrighted CMS ClubTrac System
+ Yearly Markeling Planning

CURRICULUM HIGHLIGHTS:

FOR YOUR REGISTRATION PACKAGE

+ Leadership Skills and much more...

FACULTY:

. Montana 59601

' 406-449-5559
or fax 406-449-0110

or for more information:

ss, CMS—Club College

335 N, Last Chance Guich

W Helena,

\

i Y

known as the Industry's top

management trainer
+ Plus other guest faculty such as

Mark Davis » Charley Swayne,

+ Mike Chaet, Ph. D. - Lead faciltator - &%
Dick Mitchel and others.

e -
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DelMonteque

continued from page 3

books.... all for only $9.95! This
was at the beginning of the York
Barbell Company which had been
developed by Bob Hoffman, the
Founder of Strength and Health

Magazine and the owner of the
York Air Conditioning and Heating

Corporation from which the York
Barbell name came in the 1930’s.
The young DelMonteque
installed his free weight system in
the barn on the farm where his fam-
ily lived. He bailed hay and shov-
eled manure when he was not work-
ing out on his weights. He grew to
be big and strong and at age 16
could clean and jerk 300 pound’s,
bench-press 250 and military press
210. The farm on which his family
lived was 8 miles to his school, so
he ran or walked to and from school

most every day, developing his
cardiovascular system before any-
one even knew what that was.
Sometimes on Saturdays, he
would ride his bike all the way to
Houston, Texas, a distance of 80
miles!

PERSONAL TRAINER
FOR THE STARS

DelMonleque went
into the service and when he got
out he went to Hollywood where
he had been invited to try out as a
“cowboy” actor. He found Holly-
wood to be very different from
what he had visualized. The pro-
ducers wanted the actors to work
16-18 hours per day without
proper rest, exercise or nutrition
and that was just not for him.
Dropping his acting hopes, he and
Terry Hunt got a contract with the
studios to train the Hollywood
stars who were being influenced .
by the bad Hollywood lifestyle.
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PROFESSIONAL RECEIVABLES MANAGEMENT

He trained a number of stars:

CLARK GABLE - Bob
recalls, “ I would be pulling tow-
els with Clark Gable and his teeth
would rattle...... he had false teeth
and | told him to take them out
while we were working out. His
response was ‘Oh No! What if
someone sees me with my teeth
out!”

ERROL FLYNN - Bob's
most vivid memory of Errol Flynn
was that his breath was absolutely
horrible. Bob quips, “He had a ter-
rible lifestyle..... drinking, smok-
ing and late night carousing and
his breath showed it!"”

JOHN WAYNE - Bob
says, “John Wayne was a 220-
pound, barrel-chested, former
University of Southern California
tackle who could easily bench

spesasZ30 pounds.”

PAUL NEWMAN

“Paul’s objective was always
keeping his waistline slim and
trim. He carried a folding ab board
and would always do at least 100
sit-ups before retiring each night.”

ROCKY MARCIANO -
“Rocky Marciano was an amaz-
ingly driven athlete, He trained

intensely doing such things as put-

ting a 150-pound man on his
shoulders and climbing sand
dunes. He could run six miles in
under 30 minutes. He gave a total
commitment of his mind and body
to his goal of being the heavy-
weight boxing champion. He was
a great one!*

JOE WEIDER
EQUE

DcIMcnthuc credits
“The Master Blaster”, Joe Weider,
with giving him a great opportu-
nity and inspiration when in 1952
he hired Bob to work for his new
magazine, Your Physique, Joe's
first bodybuilding magazine. In
the beginning, he worked with Joe
and his brothers Ben and Ed as
they started publishing from Joe’s

didn’t have a nickle for a cup of
coffee back in those days. Today,
Joe Weider’s success is legend and
his publishing empire is vast and
tremendously  successful.”
DelMonteque is still employed by
Weider Publications as the Senior
Editor and a consultant on fitness.

RAY WILSON AND BOB
DELMONTEQUE TEAM UP

In 1953, Ray Wilson
came to meet with Bob and said

to him, “Bob, I'm going to make a
millionaire out of you! We're go-
ing to build a chain that has mir-
rors, carpeting, chrome equipment
and even air conditioning to re-
move the smell! | need you to
work for me as a physical
culturalist. Think about it for 24
hours and call me!”™ Bob adds,
“Ray Wilson is a real charmer and
as he was walking out the door |
yelled, Ray, come back here......
I’ve thought about it long
enough...... you've got a deal!”
This meeting resulted in
a friendship and partnership be-
tween Ray and Bob which has
lasted for 40 years. In the begin-
ning, they opened 300 locations
across America called either the
American Health Studios or the
Silhouette Studios. The clubs
were upscale just like Ray said
they would be. And, they were the
first to advertise on a “mass” ba-
sis by splitting the ad costs
amongst a significant number of

Twauqns in each market. “ Ray
Wilson wa ill is one of lhe
greates! visionaries in

adds DelMonteque.
“SPA WARS"” BEGIN

Vic Tanny came along
and invaded virtually all of their
territories and a serious “Spa War”
between them broke out. Price
cutting was the name of the
game...... intense competition. Ray
Wilson reflecting back on those
times, “ I wish we had never got-
ten into those price wars with
Vic...... in later years | got to know

DelMonteque
e American Health Studios
to their partners in the various mar-
kets.

INTERNATIONAL FITNESS

Huwcvcr. these two

partners had no plans to stay out
of the business. They decided to
test the water in the international
market so they picked two very
strong demographic areas, San
Paulo, Brazil and Mexico City.
They flipped a coin and Mexico
City won. DelMonteque recalls,
“Ray went to Mexico City on a
Tuesday, signed a deal on the fol-
lowing Friday and we were open
for business and pre-selling mem-
berships on Monday!” In Mexico
City they built their largest facil-
ity ever....... their Robert
DelMonteque’s Centro de Salud Y
Boliches (Center of Health and
Bowling) which was a 100,000
square-foot facility which attracted
10,000 people per day! This fa-
cility offered a wide array of work-
out and exercise areas, a restau-

rant, a barber shop and of all
things, a huge bowling alley! The
Centro had a swimming pool, sau-
nas and a steam room which would
accomodate 150 people!
DelMonteque recalls, “
One day a guy from the Mexican
government came in and said we
had to pay fees to the government
to stay in business. We ended up
paying a number of these Mexi-
can officials every week. Later,a
local union official came in and
told us we had to join the union. I
was a little cocky in those days and
I told him to take a hike. One hour
later there were 25 Mexican union
people waving red flags and pro-
testing outside our building....
blocking the way of our members
and guests who were trying to en-
ter.... we joined the union. Later,
in an effort to deal with the gov-
ernment, we took in a Mexican
citizen as a partner, but that didn’t
last long and we ended up selling
our facilities to that investor for a
nice profit. We had three facili-
ties in Mexico City, the Centro, the
Silouetta for Women and the Club
jonale. We also had sev-
eral other a’s and Ciub
Internationales (an
men's club) in Monterrey a
Guadalajara, Mexico.

TRAINING THE
ASTRONAUTS

Rc!utning to the U.S.
in 1962, Wilson and DcIMonl
Dpcncd achain of Trim
Spas” ntonio, Texas.
. acilitics were their first
foray into “feel good” facilities
which featured the high-powered
whirlpools they had first seen at
Joe Everson’s Palm Springs Spa
in Palm Springs, Ca. The facili-
ties also featured steam, massage,
sauna and “cold water” plunges.
At the same time, they opened the
President’s First Lady chain in
Houston and “The Executive
Club” in Indianapolis, Indiana.
The President’s First Lady chain
was opened in partnership with
Dick Minns in Houston.

In downtown Houston,
they opened the President’s Health
Studio, a men's executive club,
The initiation fee was $1,000 and
monthly dues were $60. The club
was so popular that they had a
membership waiting list! It was
at the downtown President’s
Health that DelMonteque became
the personal trainer for the first
group of Astronauts which in-
cluded Deke Slaton, Gordon Coo-
per, Scott Carpenter, Wally Shira,
Gus Grissom, Alan Shepherd,
John Glenn and Shorty Powers.
DelMonteque recalls, “ these guys

(Sec DelMonteque page 31)
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continued from page 30

were in great shape overall..... ev-
eryone of them had resting heart
rates of 50 or less.” He also worked
with the second group of Astronauts
which included Jim Lovell (of
Apollo 13 fame), Frank Borman,
Neil Armstrong, Ed White, Tom
Stafford, Charlie Conrad and James
McDevitt, Alan Shepherd and Jim
Lovell remain great friends of
DelMonteque.

TIME TO
“SMELL THE ROSES”

Wi]son, Minns and

DelMonteque sold the Houston’s
President’s chain in 1969 for $13

million, At that point, Bob de-
cided to retire and “smell the
roses.” He and his lovely wife
Madeleine have now been married
for over 50 years and they felt it
was time to take life a little easier.
But, that did not mean that Bob
would ever stop training or train-
ing people.

Ray Wilson went on to
build 146 European Health Spas
and sold them to U.S. Industires
for $46 million. Later, Wilson, in
partnership with Bill Hubner, de-
veloped the LifeCycle aerobic
bike. Wilson also built the Fam-
ily Fitness Center chain which he
has recently sold controlling inter-
est to Fitness Holdings, Inc. Wil-
son credits Bob DelMonteque for
getting him in top shape. Ray
quips, “One day DelMonteque
said to me, “Ray, you're a ‘big-

fat-slob’ and you ought to cut your
weight and get in shape!” At the
time, Ray Wilson had been a pro-
fessional wrestler, weighing over
200 pounds and was lifting a lot of
weights for large biceps, etc... Ray
took Bob's advice, cut his weight
to 165 pounds, focused on cardio-
vascular training and until this day
is in terrific shape at age 68!

While Bob DelMonteque
is the Dean of American Personal
Trainers, he quickly credits Ray
Wilson, Bill Hubner and Donahue
Wildman for the tremendous im-
pact they have had on the health
club industry in America and on his
life. He considers those men to be
his best friends.

Bob DelMonteque, at age
75, is one of the world’s best ex-
amples of the positive results of a
lifetime of health and fitness. He

has a physique that even a 25-
year-old would kill for. He is
moving full steam ahead and his
book, LIFELONG FITNESS:
How To Look Great At Any Age
is an excellent guide for anyone
who would like to become and
stay physically fit. His next
book, The Miracle of Feeling
Good will be available in July,
1996.

DelMonteque gives a
few tips which are good for all
health club operators:

*"Have a passion for
and enjoy life!”

*"Enjoy people.™

*"Remember that the
health club business is all about
the “Hellos and and Good Byes”
with your members. In other
words, get in the habit of know-
ing and calling them by name.

Make them feel good.”

*"People must like you.
Make them feel important. Com-
pliment them.™

*"Give them results!™

*"Remember..... a man
who sits on bottom..... ends up on
bottom!™

(Qur thanks to Bob
DelMonteque for providing us with
this historical perspective on the
health club industry in America!
And, also, special thanks to Bill
Hubner and Ray Wilson for their
assistance. To order a personally
autographed copy of Bob's book:
LIFELONG FITNESS, send $19.95
(includes shipping and handling)
to: Bob DelMonteque, 23916
Deville Way, Malibu, Ca. 90265.
(Add $6 to payment to receive a
bonus book: Rock Hard Abs)

Norm's Notes

continued from page 5

LETIC CLUB at the cost of $3
million. Heavy focus was put on
increasing the cardiovascular and
strength training space and they
upgraded virtually every square

fi e facility. Their Grand
e-Opening Party attracted 1600

. people! Membership sales at the

club are more than doubled and they
xpect great things with the HAC.

i (has struck the
%ET CLUB as its
owner, R KIRSCH, an ex-

pert skier, was killed when he hita

tree while skiing. Our sincere con-

dolences to his family and all of
those associated with the club.

AUGIE NIETO, the
President and CEO of Life Fitness
has hit another Public Relations
home run. First, he provided Life
Fitness exercise equipment for the
jurors of the O. J. SIMPSON trial.
Now, he has shipped more than 100
LifeCycle aerobic machines to
Bosnia for the troops there on the
peacekeeping mission to stay fit. *
If we can help by giving them the
opportunity to continue their physi-
cal training and perhaps even take
their minds off the matters at hand,
we're happy to do so,” said Augie
Nieto.

LARRY CLINE is a co-
owner of the Lakewood Athletic
Club in Lakewood Colorado. My
apologies for misspelling his name
in the bio of last month’s article
entitled: Unfair Competition in
Colorado.

3Outof4in U.S: arein
“FAT CITY" - Last month we re-
ported on “AMERICAN

BOOMERS IN FAT CITY”.
Now, a LOUIS HARRIS and As-
sociates poll says that more of us
are getting fatter every year. The
Harris poll reports that 74 percent
of Americans 25 or older are over-
weight, up from 71 percent a year
ago, 69 percent in 1994, 66 per-
cent in 1992 and only 59 percent
10 years ago. 1,005 randomly se-
lected adults were asked by the
Harris Poll about their weight and
their responses were oompued to
the recommended weight ranges
for various heights and body sizes
from Metropolitan Life insurance
tables. Additionally, the survey
taken January 18-22 says that 24
percent of adults are over the rec-
ommended weight range by 20
percent or more which puts those
individuals into the generally ac-
cepted definition of obesity. How
many people do you know who are
within the height/weight confines
of insurance companies? And,
who is winning this nationwide
battle of obesity..... could it be
Satan?  Or, could it be
McDonald’s?

Speaking of FAT
CITY..... here is an update..... the
guy described in our January ar-
ticle entitled: “AMERICAN
BOOMERS IN FAT CITY" has
in fact broken through the barrier
of non-exercise and has been do-
ing 3 walking miles a day on a
treadmill for the past three weeks.
He also modified his diet and re-
ports that he has lost four pounds
to date! And, he says he is work-
ing his way through the “sorenecss
stage” and is beginning to feel
much better already. Stay tuned.

JIM GERBER the
President of WESTERN ATH-
LETIC CLUBS, has decided to
close down the Texas Club in
Houston, Texas. Jim explains that

the downtown market in Houston
was just not strong enough to sup-
port the 73,000 square-foot-high
end facility and the several other
upscale downtown locations. He
has made an arrangement with
CLUB CORPORATION OF
AMERICA to take over the mem-
bership servicing for the displaced
Texas Club members at their same
dues rate. And, he says that they
will pay the lease on the deal until
they put together a sub-lease for a
new operator to fake over. In'that
“regard, he has a plan to separate
30,000 square feet for office use
and reduce the club space for a new
operator to lease 43,000 square feet
for a higher-volume, lower-price
fitness facility. If you want to con-
tact Jim about a sub-lease, call him
in San Francisco at:(415)781-1874.
Also, Jim tells me that they are
closing on the various parcels of
land for their new mega club in the
Portland, Oregon. This facility will
be an improved and expanded (in
some areas) version of their truly
world-class PACIFIC ATH-
LETIC CLUB in Redwood City,
California. The Western Athletic
Clubs, along with CLUB
SPORTS INTERNATIONAL,
THE SPORTS CLUB COM-
PANY, CLUB CORPORATION
OF AMERICA and TENNIS
CORPORATION OF
AMERICA, all IHRSA members,
have a lock on the mega club mar-
ket in the U.S.

WEIDER PUBLICA-
TIONS, INC. has purchased the
subscriber lists of LONGEVITY
Magazine which recently discon-
tinued by General Media Corpora-
tion. MICHAELT. CARR, Presi-
dent and Chief Executive Officer
of Weider Publications announced
that the 358,000 Longevity sub-
scribers would begin to receive
Living Fit and Prime Health and

Fitness effective with the May/
June editions.

The New and Easy, Compuier
Software for “Do-Ii-Yourself” " —
Receivables/Facility Managament

Simple to Operate!!!
Simple to Understand!!!
100% GUARANTEED —

100% SUPPORTED

NV

» UNLIMITED NUMBER OF MEMBERS
* FRONT DESK CHECE-IN

Basic Packuge / * VIDEO PHOTO IMAGING

“3995—5*
/,,'\

<~ * MEMBER/GUEST TRACKING

* ALL METHODS OF BILLING

» LATE NOTICES

* CUSTOM LETTER WRITER

* AGING & DELINQUENCY TRACKING

* BACK OFFICE ACCOUNTING

* & * Optional Power Modules & & %
* POINT OF SALE * SCHEDULING

* FITNESS EVALUATION « TOURNAMENTS
* UNLIMITED REPORTS

AAC In-House Software
FREE “Try It Before You Buy IT” DEMO DISK
Call SCOTT HARRIS

INTERNATIONAL TOLL FREE

1-800-233-8483

AFFILIATED ACCEPTANCE CORPORATION

Main Post Office Box 419331, Kansas City, Missouri, USA 64141

FAX: (816) 753-1429

E-MAIL: 74041,2525 @ COMPUSERVE.COM

WEBPAGE: HTTP:/WWW FITNESSWORLD.COM/PRO/TRADE/AFFILIATED. HTML



PAGE 32

EClub Insider

What It Takes
To Be Number 1

By Rocky Marciano

'

; There is no doubt that
man is a competitive animal. And
there is no place where this fact is
more obvious than in the ring. There
is no second place. Either you win,
or you lose. When they call you
champ, it is because you don't lose.

"A professional prize fight
can last forty-five minutes. That'sa
long time to keep going. You have
to be physically prepared. And you
have to be mentally prepared. That
means you have to understand pain.
There is pain in training. In running
that extra mile, when your legs feel
like logs. In the dull, monotonous
grind, at the light bag and the heavy
bag. But there's a reason for it. The

moment you step into the ring,
you know it was all worth it, If
you've pushed your body into its
best shape, there's one thing less
to worry about. Maybe it will
give you one minute's more
stamina. That minute can win
you the fight.

"Then there's the fear.
That's always there. You're not
in the ring to demonstrate your
courage. You're in there to win
the fight. So you handle the fear,
maybe even use it. [t's out of
sight, somewhere behind you, but

if you're not completely prepared, |

it pops up in front of you and then
you're finished.

"To win takes a com-
plete commitment of mind and
body. When you can't make that
commitment, they don't call you
champ anymore."

FitLinxx

Every time the member
shows up and enters a personal 1D
number, the machines are ready.
There's nothing to remember. Seat
settings, targets, and last visit results
all appear on-screen.

Step 3. Encourages Perfect
Form

As the member begins to
lift, the Training the Partner records
the weight being lifted, counts reps,
and “coaches” performance based
on the staff’s guidelines. By coach-
ing every repetition for proper lift
speed and range of motion, the
Training Partner helps keep the
member using proper form.

Step 4. Improvement is
Built In With CAPS™

To fill in the gaps between
sessions with a staff member or per-
sonal trainer, FitLinxx's innovative
CAPS™ (Computer Assisted Pro-
gression System) technology con-
tinually fine-tunes the member's
workouts based on his or her per-
formance. Since all weight and rep

changes are based on guidelines

set by the instructor in advance,

they are always safe and consis-
tent with the member’s goals.
Since members will be lifting the
correct weight, using perfect form
on every rep, and will consis-
tently have their workouts up-
dated, there is never a wasled
workout. Results come quickly
and efficiently.

WORKOUT
INFORMATION
CENTER

Seeing progress helps
maintain members’ motivation.
But physical results aren’t gener-
ally apparent over short periods
of time. That’s where the touch-
screen FitLinxx Workout Infor-
mation Centers come into play.

The Info Center alllow
members lo see their day-to-day
progress on both strength and CV
workouts in many different
forms. Members can see graphs
and reports of their improvement,
participate in compelitions, view
messages from instructors, elc.
Each workout also advances
members’ standing in the
FitPoints (tm) award proram, al-
lowing them to earn awards for
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Frank]in Park, IL.
(January, 1996) - Pritkin Longev-
ity Centers®, the premier healthy
lifestyle management facilities,
have announced that they are re-
placing all of their existing exer-
cise equipment with products
manufactured by Life Fitness.

The Pritikin Longevity
Centers will use Life Fitness car-
diovascular equipment exclu-
Isively, including treadmills, re-
cumbent Lifecycle acrobic train-
ers and stairclimbers, as well as
the Lifecircuit® computerized
strength training system.

The Pritikin Centers
have also installed a Lifecenter®
interactive training system for ex-
ercise prescription and workout

-dommgm_a_tian, ef-

Pritikin Personal Performance
Center (PPC). Life Fitness cre-
ated the PPC, a “club-within-a
club™ concept as a way of allow-
ing facilities to offer their custom-
ers an exclusive exercise area fea-
turing premium, state-of-the-art
fitness equipment and counseling.

The marriage of Life Fit-
ness and the Pritikin Longevity
Centers further validates the fact
that the best way to maintain a
healthy lifestyle is through a com-
bination of diet and exercise-not
one or the other. Robert Pritikin,
Director of the Longevity Centers,

also cited Life Fitness’ techno-
logical superiority as the primary
factor in his decision, “Consis-
tency and quality were paramount
in our decision,” said Pritikin.
“When you look at the combina-
tion of features and the fact that
Life Fitness' reputation for qual-
ity and reliability is fantastic, well,
we just saw that no one would be
better at serving our customers’
needs.”

“We are tremendously
excited about our association with
the Pritikin Longevity Centers,”
said Life Fitness President and
CEO Augie Nieto. “The Pritikin
Longevity Centers have made ter-
rific strides in educating people
about the positive benefits of eat-
ing healthy foods and maintain-
ing a properly balanced, low-fat

fectively making the center-a._ diet, and they also recognize the

of incorporating an
exercise prog !
healthy lifestyle.”
“Al Life Fitness, we feel
that information and documenta-
tion are the keys to long-term be-
havior change. We also believe
that our products and Personal
Performance Center “club-within-
a-club” are the ideal vehicles 1o
drive the exercise portion of the
equation that works so well for the
Pritikin Longevity Centers’ cli-
ents in short-circuiting what they
refer to as “the Fat Instinct.”
Specifically, Kevin

Pritiken Picks Life Fitness

Wiser, President of the Pritikin
Longevity Centers, pointed to Life
Fitness” heart rate training capabil-
ity on all its products and exclusive
FlexDeck™ shock absorption sys-
tem technology on its treadmills as
key factors.

“Because Pritikin Lon-
gevity Centers deal generally with
an aging population, many of
whom have problems with their
knees, backs or perhaps hips, we
took a long hard look at some of
the emerging execise technolo-
gies,” said Wiser. “We were par-
ticularly interested in heart rate
feedback systems. Many of our
clients are heart patients, and for
them staying within their heart rate
zone isn’t just a matter of training -
it’s a matter of life and death. The
Fat Burn and Cardio programs on
Life Fitness products addressed that
concern and virtually eliminated it.
We use treadmills to introduce
ople to exercise when they come
iped Wiser. “Many of
our clients are ilioned, have
never exercised or are int
by exercise. Life Fitness treadmills
with the heart rate technology en-
gages people and gets them charged
up and excited about exercise. This
is particularly important in influ-
encing our clients to maintain their
newfound healthy lifestyle whe;
they go home.”

their adherence and progress.

Empowering Instruct
To G
bers.

Of course, the real key to
delivering a Quality Program, and
to achieving long-term member
motivation and retention, is in-
structor involvement. Too often,
members who are not getting re-
sults simply stop working out, not
realizing that their form is wrong
or that they’ve reached a natural
plateau. Ideally, an instructor
should be involved before moti-
vation wanes to this extent, but it’s
nearly impossible today to iden-
tify the members who need help
before it’s too late. For instance,
it would take hours of looking
through workout cards to find
members who have reached a pla-
teau, and that only works if they
keep accurate records. That's
where FitLinxx’s extensive in-
structor software tool set comes in.

y Finding Mem-
rs Who Need Help

FitLinxx Performance
Filters™, for example, can comb
through the entire database of user
records at the touch of a button to
identify members who need atten-
tion or who could be dropout
risks, such as members who have
reached plateaus, who have been
using poor form, or whose atten-
dance rate has decreased.

Once members are iden-
tified, the FitLinxx system gives
instructors an array of tools for
getting them back on track. In-
structors can do anything from
leaving simple text messages, to
revising weight and rep targets, or
creating full new workouts for the
member.

ADDS UP
TO RETENTION

In addition to getting a

potentially discouraged member
back on track, this type of targeted,
meaningful interaction between
staff and members can have an
enormous impact on tightening the
bond between the members and the
staff and the club itself, which helps
keep members coming back.

The net effect is, the com-
bination of a Quality System, Qual-
ity Tools and a qualified, dedicated
staff can deliver results to members
that will keep their satisfaction rates
and your retention rates high.

(Keith Camhi is the presi-
dent of Integrated Fitness Corp. He
received a BS in Computer Science

from Cornell University, and an MS

in Management and an MS in Com-
puter Science from MIT. Before be-
coming involved in the fitness in-
dustry he worked on TOM systems
at Digital Equipment and Polaroid
Corp.)
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OLYMPIC WATCH: ATLANTA, GEORGIA

ROOMS RELEASED

One good thing for po-
tential Olympic attendees without a
place to stay happened this month.
There are at this time nearly 170,000
families coming to Atlanta who
have yet to book a room for the
Olympics. The good news is the
organizers have released 7,215

rooms which had been held in re-
serve. The rooms are in 98 hotels
throughout the Southeast - mostly
in middle and south Georgia. Call
(404) 744-1196.

TICKET SALES BY
PHONE BEGIN

If you thought it was

too late to obtain tickets to the
Summer Games, think again. On
Saturday, February 10th ticket
sales by phone began with tick-
ets for baseball, basketball, canoe/
kayak,equestrain, field hockey,
gymnastics, modern pentathlon,
rowing, shooting, soccer, softball,
volleyball and wrestling still
available. Ticket buyers are cau-
tioned about dealing with ticket

brokerage houses because several
brokers have been accused of sell-
ing ticket packages they do not
have. To order tickets by phone,
call: (404) 744-1996.

WHERE TO EAT, DRINK
AND BE MERRY

Thc udspet

porte...iics the Pulse of Atlanta pro-
vides monthly coverage on all of
Atlanta’s night-life and dining op-
portunities. Published by veteran
Atlanta columnist, Ron Hudspeth,
the Hudspeth Report will prepare
you to maximize your time while
attending the Olympic Games.
With you credit card in hand, call
(404) 255-3220 to order your
subsription.

SALES MAKERS Tip Of The Month

To Create Dymanic Sales People:

1.  Start them out right, the first 90 days are critical.

1. Hands on training is best.
A) Product knowledge
B) Sales skills
C) Benefits

11I. Standards of performance must be set.
A)Define their output responsibility of sales in both

numbers and dollars.
__B) Define their activities:
e 1. Phone calls
' 2. Thank you notes
3. Presentations

learning.” - Mike Vance, Walt Disney Corporation

4. Appointments, efc....

C) Check them daily, weekly, monthly.

D) “Inspect what you expect.”
1. Give good, honest, conseling and review.

1) Not enough training.
2) Too much product

training - they talk too much and forget

2. One Minute Manager Theory with guest log:

a. What did you do right?
b. What would you do differently next time?

“People stay where they learn, and leave when they stop

about the customers needs.

3) Inappropriate sales

training - win; lose; pitches; deals; 1,001
closes; overcome any objection, etc.

Many sales managers, being former

sales people, have not been “trained” to

be sales trainers.

- Negative stereotypes cause 3 problems: i e e - e — e

1566 SiarMarte

o Sportz/Modeal Produciz, L [ Starhbator

ST JUST GOT BETTER!

INTRODUCING THE CORDLESS FREECLIMBER®4400 CL"™

NEW CORDLESS MODEL The stair climber you've been
asking for—the new Cordless FreeClimber 4400 CL ™ from StairMasver®.
Combining the revolutionary space-efficient design of the FreeClimber with

the maximum flexibility of a cordless, self-powered unit, the Cordless 4400

CL is the ultimate stair climber. No outlets to search for. No cords to trip

over. Delivered fully charged—its performance is exceptional

EXCLUSIVE RAIL-LESS DESIGN

nor i\l'!h' maore L'l\ll'lliirl.ll‘lt' O use,

The rail-less design of the FreeClimber 4400 CL is

it delivers a grearer lower body workour. Users love

the face thar they burn more calories, with less perceived effort!

MORE WORKOUT OPTIONS A new console on the FreeClimber 4400 CL
increases the top climbing speed by 25% and offers seven new programs—each
with 20 levels of intensity. Delivering the same unique stair climbing feel of our

4000 PT® model, these options make the StairMaster Cordless FreeClimber even

EEEEERENE B-0

more fun ro use

REQU IRES ONLY 2' X 4' OF FLOOR SPACE Not only is the FreeClimber space-efficient—

the cardless feature allows you to T!|:u'(- it anywhere!

FREECLIMBENR
Vidoo CL

. FOR MORE INFORMATION, CALL...
1-800-635-2936

Shaping the Future
of Fitness
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How Active Do We Have
To Be In Managing Tennis?

By Spike Gonzales

S ome clubs seem to
thrive with their tennis, while oth-
ers seem to have ongoing struggles
with their members, tennis staff and
profitability. Acommon difference
between the first group and the lat-
ter is the level of “activeness™ of
their club management with respect
to tennis.

Inacﬁve club managers

expect tennis to run itself. The
management perspective: “We're
renting out real estate with lines
and nets on an hourly basis.” In
their clubs the administration per-
sonnel are often not tennis play-
ers; and if there are any profes-
sional staff at all, they are simply
renting court time for their own
independent and non-coordinated
lessons or programs.

Reactlve managers
are on hand to handle routine ad-
ministrative and problems as they
may. arise. “It"s like running a

ACHIEVE

OLymric LEVEL Featuring:

PERFORMANCE IN  , GeryFas

Rick Barrera

BUSINESS Les Brown,

Jim Cathcart

& Shep Hyken

Warren Greshes

Bill Bachrach

PERSONAL Jim Tunney

Bill Brogks

ADVANCEMENTS Don Hutson

) Jim Clack

This book represents the thoughts of George Walther

twenty of the nation's leading cham- Francis X, Maguire

pions in the search for success. Take jeﬂ'bgvidsm
advantage of their insights and guid- James E. Melton (]

ance to create your own Olympic ex- Dennis Fox

perience and to discover

Bonnie St. John Deane
Dennis E. Mannering
Dennis & Niki McCuistion

"The
Winning
Spirit"

Published in association with
the United States Olympic
Committee

Order now from:
Faust Management Corporation
San Diego, California

%
(619) 536-7970 Phone o %60%0
(619) 536-7976 Fax J“;Qo';. /% :
faustmgmt@aol.com "G ﬁog’ L%‘
9, "€

$16.95 each plus shipping and handling c
i!_..._._—

bowling alley. We have to open
and close the doors, handle the
daily transactions and be there for
the customers. “ Pros and pro-
grams are allowed by independent
contractors, and the only interac-
tion between their staff and man-
agement happens if problems de-

velop.
Active tennis club

managers get far more involved
with the administration and man-
agement of the tennis environ-
ment. They designate Head Pro-
fessionals or Tennis Directors, al-
though in many-cases,_Lhese per-
sonnel may still be independent
contractors. These managers fre-
quently see the value of offering
lessons and programs, and fre-
quently get involved with the es-
tablishment of pricing and club
usage policies.

Pmatl]ve tennis club
managers take interest in develop-
ing a healthy tennis culture. They
are usually tennis players or pros
themselves, and understand the
needs of staff training and the de-
velopment of organized and coor-
dinated programs and services for
their clientele. They, in particu-
lar, see the need to continue to
build the tennis market, bringin
new p}axg@jmw*ﬁcir

“tennis staff are employees of the
club, often enjoying vacation,
health insurance and sick leave
benefits.

I roactive managers

FEBRUARY ISSUE

have regular operational,
planning and develop-
mental meetings with §
their tennis staff. They
understand the consta ncy
of change and the needs
for innovation. Rather
than having their person-
nel “penalized” with lost
teaching revenues for go- £
ing to conventions and @
seminars, they encourage |
and financially support
their tennis staff to stay

. Spike Gonzales

updated in teaching and program-
ming standards and in the club in-
dustry.

: Tennis is unique. [t
needs proaetiye n managcmem'

Why’ Fir F
ers are a special and particular
breed. They are usually upscale
clientele, professionals, highly
educated and programmed with
high expectations of service and
attention.

Most of us already know
the unique challenges of dealing
with tennis clientele, but perhaps
we are not aware of the challenges
the nature of the game thrusts
upon us. Simply put, tennis is not
user friendly!

es, it requires a lot of hand-
holding for its participants up to
the higher levels of play. First,
tennis does not provide aerobic
fitness at the lower levels. Play-
ers need to be nurtured through
the beginner and advanced begin-
ner levels or they give up the

To SUBSCRIBE

Send $49 to:

game for other activities providing

a more immediate fitness benefit.
Second, unlike other rec-

reational sports such as golf, ski-

ing and bowling, tennis requires

compatible matching of partici-

ch player simply isn’t go-

lation outside of his or her range 0
compatible play. Finally, again
unlike the other recreational pur-

suits, tennis breeds winners and los-

ers. Players have to face the out-
come of becoming one or the other,
and through the process of “civi
lized conflict” against
rs and mangers
t recognize these unique
aspects of the game will under-
standably take less than a proactive
role in managing the culture. How-
ever, when their clubs are not for-
tunately placed or timed in the
midst of extremely high demand,
they will be condemned to strug-
gling with their profitability!

e
Lo e

To THE CLUB INSIDER

The Club Insider News

P.O. Box 671443

Marietta, GA 30067
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sy Muuscle Dynamics

Nancy Georges 1.;4
Ms. National Fitness

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

800-544-2944
Muscle Dynamics

20100 Hamilton Avenue ¢ Torrance, California 90502 = (310) 323-9055 « FAX (310) 323-7608
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Lower Energy Cost
No One Even Comes Close!
Pendent =

.1"

“We knew this would be a world class facility. The lighting levels have surpassed all our expectations and calculations.

Brilliant
Energy

' Saving

* . 1 Technology
e 400 & 1000 Watt Indirect Fixtures
. Easily Installed
> Gyms [> Manufacturing
> Indoor Tennis  [> Warehouse
Air Structures Retail

We now exceed USTA toumnament standards, with only 14 — 1,000 Watt BEST Lights™ per court, averaging 160 footcandles. -

Steve Krum, President, Greenwood Athletic Club, Englewood, Colorado.

Call for a free brochure . .. 1-800-545-2928 ¢ Fax: 810-589-01

Financing & Leasing available.

Brilliant Encrg)' Saving Trchnulug_\-

1-800-KIL-A-WAT

Air Structure

._\“

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

Unistrut

™~

e

“We doubled our light levels with 4,000 Watts less per court.” —

— A -

Will Cleveland, Gen. Manager, Wildwood Racquet Club, Ft. Wayne, Indiana.

COMMERCIAL
BUILDING &
RETROFIT, Inc.

For Insulated Ceilings . . . Call Our Other Company

Call for a free brochure.. . .

1-800-423-0453



