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The CLUB IN-
SIDER News is made pos-
sible every month by the sup-
port of our advertisers, our
contributing writers and our
paid subscribers.  As we
move rapidly into 1997, we
thank them all for their sup-
port. Our current advertisers
are listed on this page along
with their company descrip-
tion and IHRSA San Fran-
cisco exhibit number if they
are exhibiting.

In this edition,
Michael Scott Scudder, a vet-
eran club industry educator,
has written an article which
should stimulate thinking
about your investment in
training for the employees of
your club(s). Scudder main-
tains that many clubs are
NOT budgeting for and in-
vesting in employee training
when they should be.

All club operators
are faced with this dilemma.
How do you go about keep-
ing the balance between keep-
ing up with the market in
terms of state-of-the-art
equipment and proper/profes-
sional training at the same
time?

First, you must
make a commitment to train-
ing your people as well as
possible to do their jobs. If
you can’t make that commit-
ment and allocate dollars in
your budget to support it, you
will not advance your orga-
nization as significantly as
you hope.

The CLUB IN-
SIDER News is published ev-
ery month to attempt to help
you reach a balance between
the facets of the business
about which Michael Scott
Scudder writes. As club
owners/operators, you must
walk the tight wire of budget-
ing and raising capital for
equipment, facilities and yes,
training. If any aspect of that
triad is missing your club(s)
will have a tougher fight with
the competition.

Well trained em-
ployees excel and take pride
in their jobs.  When they
excel, your members are hap-
pier..... when your members
are happier..... they stay and
pay their dues..... and they
m their friends. What a

simple combination!

But, is it really that
simple? Heck no! In fact, to
be successful financially in a
health, racquet or sporisclub in
these times, you must have not
only the balance of facilities,
equipment and training, you
must be devoted to training
and motivating your people.
Your people must manage
your members in a way that
keeps them coming, keeps
them happy and keeps them

paying!

(1) BUY FROM
THE BEST! The CLUB IN-
SIDER News advertisers rep-
resent the best of the best on
the supplier side of our busi-
ness. By communicating with
them in advance of the IHRSA
Annual Trade Show and by
visiting them at their respec-
tive exhibits at the IHRSA San
Francisco Trade Show, April
9th - 13th, you will learn about
the latest products and services
available in the industry today.
Please be sure to tell them that
you read their ad in The CLUB

News!

(2) TRAIN YOUR
PEOPLE! Keep your mind
open to training opportunties
for your employees. The very
best club business training op-
portunity in the world is com-
ing to San Francisco, Califor-
nia, April 9-13, 1997, when
IHRSA (The International
Health, Racquet and
Sportsclub Association) holds
its 16th Annual International
Convention and Trade Show.
Come by plane, train, automo-
bile, wagon, roller blades,
bike, on foot or any other
mode of transportation, but be
there! A small investment to
become a member of IHRSA
and this huge annual event will
pay off 15 or 20 times during
the course of a year! And,
your investment in becoming
an [HRSA Member Club and
taking your loyal and key
people to the Conventions and
Trade Shows will provide you
with a variety of training op-
portunities during the coming
year.

For information on
IHRSA and the 16th Annual
Convention and Trade Show
call: (800) 228-4772. Re-
member.... balance is the key!
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COMPANY NAME DESCRIPTION
Amm ACCE.FI‘ANCE CORPORATION Professional management and
ion of

AMERICAN COUNCIL ON EXERCISE - ACE is a not-for-profit organization
comilted to enriching quality of life through safe and effective physical activity.

APEX TRAVEL PROMOTIONS- Apex Travel Promntions specializes in travel
programs designed specifically to i club bership & P
A‘D\ 1NFORMAT.ION SYSTEMS - ATA’s Club Vision for Windows Membership
bines fast front-desk check-in,
fer into one less packag

hensi porting and el

-

AUDIO VISUAL ENGINEERING - Quiet the confusion with the FM100 Audio
transmitter. The FM100 transmits audio from your television sel over
the FM tuning band on stations preset by you and listened to by your
customers on their own “FM Walkman™ radio or one provided by you.
Easy to install free Sony Walkman included and a Lifetime Product Warranty.

BEST LIGHTS - Commercial Building and Retrofit - White reflective insulation systems for ceiling
and walls. Lighting systems, curtains, roof coatings and general contracting. Best Lights.

BROADCAST VISION - Broadcast audio or music to FM headphones without hard wiring and
cardio equipment. Eliminates service and maintenance nightmares associated with hard wired
systems. Stereo Hi-Fidelity broadcast. Coverage for any size facility. FCC approved. Nationwide
health club audio/video design & installation.

CARDIO THEATER - CardioTheater enables members to lisien to any one of up lo 16 different TV's,
radios, tape decks, and CD players while exercising on any piece of cardiovascular equipment
simply by using headphones. Create the ultimate motivation for your members.

CHECKFREE CORPORATION - Experience increased member retention, steady monthly cash flow,
and lower billing costs with CheckFree, Whatever your needs - EFT, computer hardware,
club management software, or a combination, we provide a complete effective solution.

CLUB MARKETING & MANAGEMENT SERVICES - CMS is a consulting oumlpany devoted to helping
club operators run profitable clubs. CMS won the IHRSA Indusiry Service Award for work
in this arca. CMS provides i in- depth uperslmmi consulting, along with management training
in the form of trai videos, adv g igns, lead boxes and graphics.

CLUBRUNNER - ClubRunner software introduced in 1985 was first to feature color graphics, pop up
window, and rapid entry hamde Lhcck -in. Other features include: Hand Scanning, Photo check-in,
and multi-club data exchang is k ready. Low EFT rate and monthy payment available.

FAUST MANAGEMENT CORPORATION - FMC provides powerful tools services, including Club Versions
of Executive Insight and PREP Personnel Profiling, and the Club Executive Roundiables,
all designed o help those :espnns'hlt for drwmg the club to better understand the challenges,
and to think more ically, while eff ly

FITNESS PAK INSURANCE - Fitness Pak isa pmperlyfl:lblllty Prognm that has been insuring
quality clubs since 1985, Ken McKay and Steve A do can be hed in our S
office at (B00) 999-FPAK.

FRIDAY REPORTS - Weekly Marketing Insights For The Club Industry. A mini-Wall Street Journal
for clubs. The only “how-10" FAX Letter for club owners, general managers & sales/marketing directors.

HAMMER STRENGTH - The Hammer Strength “design and feel” is a result of extensive
analysis of human motion. Proper ergmmncs allows reduced jmm stress while offering
superior muscle group isol Our offera giving
you the opportunity to train the most serious lifiers 1o lhou needing rehabilitation.

JAZZERCISE - Judi St d Missett combined effective with jazz dance-based chomgraphy
and popular music 1o creale Ia.zuu:ise. the largest dance-fitness program world-wide. Corpora
divisions include 8 handise retail catalog, and JM Television Pmduciim

a video production wmpmy

LIFE FITNESS - Life Filness is a leading facturer of ise equi
consumer use. The company’s mnovnlrvt ic and h traini
in health dubn. hotels, & resons, | | & | facilitics, athieti
corporate fitness facilities, military & government installations and private homes woﬁ:lwnde.

MUSCLE DYNAMICS - Muscle Dy ics Equiy is grouped into four categories, each prod
having its own distinctive design Owver 30 variable resistance machines and 50+ fi il
machines make Muscle Dynamics a one-stop supplier for your fitness needs.

NATIONAL GYM SUPPLY - s an after market provider of parts and el
accesories for most major brands of exercise eqclpmem found in fitness centers.

SALES MAKERS- Established in 1979, Sales Makers sp in sales of berships to multi
athletic clubs on an international basis. Services are rendered on  one, Iwo, or three day
seminar/consultation. Six days per month contracts and annual

SOS (SALES ON SITE) -Iss P which provid ive on site sales training seminars
1o health and sports clubs. Nationally ramgnlmd sales expem teach your sales staff every aspect
of the health club bership sales of SOS is to dramatically increase your club’s
productivity, sales and prol'u by tnrmng your suIes staff into a sales force. For booking information
call toll free: 1-888-767-4362v

SPRINGFIELD CORPORATION - Full line of domestic and imported terrycloth towels and kimonas. 100%
polyester meshlaundry bags, bed linen and table linen.

STAIRMASTER SPORTSI'MEDICALPRODUCTS StairMaster Sports/Medical Products, LP. is a leading
of sp g the needs of a diverse armay of fitness and
medical facilities lhmugboul the world.

ial and
il utilized

for

e i

.-

ics repairs and

gl

ekt

TRACKMASTER TREADMILLS - Since 1978, Trackmaster has specialized in heavy-duty, institutional
treadmills. Now with S models, Trackmaster addresses any exercise, rehabilitation, fitness testing
or stress testing requirement. Controls ra & ¢ from very basic up to full interactive & programmable
including individual data files. TV and YCR hook-ups available.

#3179

#1178

#422

#1909

#568

¥100

#1382

#1916

#743

#1144

#150

CE?
UIPMENT AND TRAINING!

EXHIBIT #
#887

PHONE #
(800) 233-8483

(619) 535-8227

(800) 982-2739

(800) 282-0031

(888) 938-9919

(800) 545-2928

(800) 770-9770

(800) CARDIO-1

(800) 242-9522

(406) 449-5559

(800) 554-2582

(619) 536-7970

(800) 999-FPAK.

(800) 778-4411

(800) 543-1123

(800) 348-4748

(B00) 634-8637

(800) 544-2944

(800) 496-7278

(800) 428-3334

(888) 767-4362

(B00) 241-2081

(800) 635-2936

(800) 965-6455
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BIG KAHUNA!

By Norm Cates, Jr.

How many times have
you tried to establish a results-pro-
ducing corporate or health insurer
membership sales program? Did
you create a plan, hire corporate
sales staff, develope materials and
make your best efforts to break
through the “corporate barrier” of
the larger corporations in your
area, only to find that the corpo-
rate decision makers were “luke-
warm” about an alliance with your
club and usually did not get in-
volved?

My guess is that even af-
ter you have tried and failed to hit
areally big corporate membership,
you would still like to do so.

Read on. For within
these pages lies the answer. That
answer: DAVE PICKERING, The
BIG KAHUNA of corporate mem-
bership sales.

Dave Pickering is the
Founder and Director of the Fitness
Club Network (FCN), a member
benefit program of IHRSA, The
International Health, Racquet and
Sports Club Association. FCN is
a group of more than 2,500 fitness
facilities, located throughout the
world, that helps provide for the
healthcare needs of 18 participat-
ing corporations and health insur-
ers. The FCN now serves over 13
million employees and insureds
and that number is sure to increase
as several other organizations are
in various stages of negotiation
with Pickering. The current role
call of participating major muiti-

national corporations and health
insurers is impressive and shown
below.

IHRSA’S FITNESS
CLUB NETWORK
(First Clients Ever)
* Federal Express
Pizza Hut = Charles Schwab
Aectna Health Plans * Blue Cross
Blue Shield of Massachusetts *
Fleet * Gordian Health Solutions
* Key Corp *Tektronix * HMO
Blue New England * Matthew
Thornton Health Plan * Network
Blue ¢ Blue Choice * ETHIX *
United Healthcare

IHRSA’s - Pickering
Founded the Fitness Club Net-
work three years ago. At that time
he found he had only one tool to
argue his case to corporations that
fitness was a worthwhile invest-
ment. That was the IHRSA Pub-
lication entitled: “ Economic Ben-
efits of Exercise “. And even
though the evidence in that pub-

lication is very convincing, many
potential clients were not yet con-
vinced. However, since the release
of the Surgeon General’s Report on
Physical Activity and Health was
released, minds have begun to
change.

On the heels of the Surgeon
General’s Report came the passing
of the Kennedy-Kassebaum
Healthcare Reform Act which in ef-
fect gives the government’s bless-
ing for insurers to incentivise
healthy behavior and to subsidize
health club memberships. The 1-2
punch of the Surgeon General’s Re-
port and the passing of the Kennedy
Kassebaum Healthcare Reform Act
has given IHRSA’s Pickering a huge
boost in his thrust for success.

Pickering has skillfully and
resourcefully crafted the Fitness
Club Network into the beginning of
a membership production machine
the likes of which the club industry
has never seen. And, Pickering has
not allowed his unique opportunity
in the industry to go unappreciated,

anyone who asks."

"Dave Pickering has become the club
industry's No. 1 bridge-builder -- with
corporations, with HMOs and with the
health insurance industry. Not only has
he opened for the industry countless
doors of opportunity; even more impor-
tantly, he shares what he has learned -
often in the school of hard knocks - with

John McCarthy
Exective Director, [HRSA

He expressed a sincere feeling of
appreciation by commenting,
“Things have been going great.
I can’t tell you how blessed I feel
to be in this position! We're very
fortunate to have, in just three
short years, provided access to
our clubs to more than 13 mil-
lion employees and insureds. We
are currently involved in nego-
tiations with over 30 new com-
panies and health insurers and
this makes the future look even
more promising. I'm truly hon-
ored to represent our IHRSA
clubs as we meet with corpora-
tions and health insurers in an
effort to help their employees and
health insureds incorporate fit-
ness in their lives wherever they
work, live and travel."

The requirements for
Fitness Club Network clubs are
simple: (1) The club must be a
member in good standing of
IHRSA. (2) They must offer
their lowest rate (for the type of
membership selected) and (3)
They must provide free, intro-
ductory, one-week member-
ships, as well as exercise screen-
ings for all participating employ-
ees or insureds. For example, the
Laconia Athletic and Swim Club
in Laconia, New Hampshire,
offers a 50% reduction on initia-
tion fee, but does not discount
monthly dues. Pickering com-
ments supportingly, “While dis-
counting the initiation fee en-
courages new membership, I
think it is also important to pro-
tect the integrity of their monthly
dues and not discount them.” He
adds, “There are no rights or

wrongs in the structuring of club’s
‘lowest membership’ rates, what is
best for one club, might not be best
for another.”

Of all of Pickering’s cli-
ents so far, the Matthew Thornton
Health Plan (MTHP) is emerging
as the “model” HMO in the net-
work. Approximately 22,000 of its
125,000 members (18%) have
joined IHRSA clubs. MTHP sub-
sidizes club memberships in the
amount of $150 per insured person
per year and fully reimburses the
cost of any health-promotion pro-
grams, such as smoking cessation
or stress-managent courses.
Pickering expands on the subsidy
issue by commenting: “We are fo-
cused on having membership sub-
sidy for each one of our client’s
programs by emphasizing the ben-
efits of subsidy to the decision
makers of the corporation or the
insurer.”

The Fitness Club Net-
work is truly a break-through for
corporate membership sales for
clubs around the world that become
involved. And, the BIG KAHUNA
of corporate membership sales,
Dave Pickering, is just getting
warmed up. Look for the FCN to
continue to grow and deliver more
and more memberships to its
IHRSA clubs world wide. If you
want to learn more about becom-
ing involved in the selling power
of the Fitness Club Network, con-
tact Dave Pickering at IHRSA :
(800) 228-4772.

(See the interview with
Dave Pickering in this edition on
page #23.)

» Inside The Insider *

*Thousands For Equipment -

But Not One Cent For‘!‘minlng!
*Connecting In The New Year
*Have You Lost That Lovin' Feelin'?
*How To Write A Press Release

-~ THANKS TO OUR
CONTRIBUTING WRITERS

During 1996 the fol-
lowing individuals contributed
their time and expertise to The
CLUB INSIDER News by writing
informative articles. We thank each
of them for their excellent work.

* Spike Gonzales * Ed

Gaut * James M. Evans * Dr.
Gerry Faust * Karen Woodard
* Neil Sol * The Sales Makers
Ray Gordon and Ed Tock -
IHRSA * Ben Midgley * Larry
N. Kline * Michael Hoffman *
Jeff Stokes * Bob DelMonteque
* Peter Zapel * Dr. Tony

Alessandra + Steve Paterson *
Mike Chaet  Keith Camhi * Paul
Bruni * Rocky Marciano * Rich-
ard Gerson, Ph.D. * Leon
Crimmins * Craig Pepin-Donat
* Jack Tiller * Michael Scott-
Scudder * Dean Kachel * Eric
Durak
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THE INSIDER SPEAKS

* EDITORIALS « "INSIDER MAIL" - COMMENTS -

- Thousands For Equipment -
But Not One Cent For Training!

By Michael Scott Scudder

IJam year, at my fitness

industry conference presentations,
I started asking a simple question....
because | wanted to find the answer
to something that has been perplex-
ing me about our industry for years.

The question was (and

still is) “ How many of you have a
budget for staff training? Invari-
ably, in over a dozen of my semi-
nar offerings in 1996, given to
groups ranging from 25 persons to
well over 100 persons (mostly
owners and managers of gyms and
clubs from all over the country),
very few hands were raised! In
two seminars, nobody raised a
hand.

I then asked: “ How many

FRIDAY
REPORTS.

Weekly Marketing Insights For The
Club Industry

A publication of

Club Market Vision _,
177 East 87th Street, Suite 301, New York, NY 10128
(212) 987-4300

of you purchased new equipment
within the last 12 months?” The
majority of each group raised
their hands!

Apparently, equipment
is more important than training.
And, it's been that way in our in-
dustry for too long.

Trend Letter, published
by Global Network of Washing-
ton, D.C., recently addressed the
subject in the January 9 issue.
They said, addressing the change
in job security in today's work en-
vironments: “One result of this
job insecurity is the increased at-
tention given to ‘employability’ -
the never-ending process of en-
suring our value in the job mar-
ket. Employees at every level,
from the top down, will have to
keep their skills portable, flexible
and continually updated.”

Translated to our indus-
try, read the above to mean that
we need to train employees - in
fact, cross-train employees - to
become people-skilled rather than
job-skilled and to be able to do a
variety of jobs in the club well,
rather than one job well. The days
of hiring “warm bodies” to fill in
slots (which we in this industry
have a tendency to do - especially
in two of our moslt vital areas,
front desk and child care) are
coming to an end. It’s pretty ob-
vious to this writer that those
clubs who continue to * plug-
holes’ rather than train for cus-
tomer expectations will rapidly
lose market share and run the risk
of going out of business alto-
gether.

Several years ago, | did
some informal calculations at a
few of my consulting client clubs,
relating to staff turnover versus
member turnover. While no for-
mal numbers were ever reached
in this study, I was amazed to find
that high staff-turnover clubs
were also high member-turnover
clubs! In other words, lack of
appropriate training led to job in-
flexibility led to poor customer
service led to poor member reten-
tion. This showed up particularly
in two club areas - the front desk
and the fitness floor. Ironically,
in most clubs throughout our in-
dustry, these are the two most

highly-trafficked areas of
member use and the least-
trained areas (in terms of cus-

tomer satisfaction training).
Kerry Silverstone, in
the Fall 1996 issue of IDEA
Fitness Manager, said: “Ev-
eryone Is A Salesperson!”
That means that every inter-
action a member has with a
staff person in our clubs is a
sales situation! If so, how are

we doing?
Well, the fact of the
matter is .... NOT TOO

WELL! We have an industry-
wide average (according to
IHRSA) 62% retention ratio.
That means that 38 out of ev-
ery 100 people in our club at
the start of the year won’t be
around at the end of the year!

(And I know many clubs . b
where the retention ratio is M whael S cott S cudder

more like 50% - or even less).

So, armed with the
knowledge that training is essen-
tial to a growing industry, that
people are the key to our business
(not facilities and equipment), and
that competition will only get
keener in the future, what will we
do?

Will we continue to do
business as usual? Will we con-

tinue to concentrate on new mem- _

ber sales and HOPE that renewal
sales keep some kind of respect-
able pace? Will we continue the
survival tactic practice of hiring
somebody to fill those weird shifts?
Will we persist in blaming our
profit difficulties on “a part-time
business?” Or, will we start to lay
some track in the areas of training
employees?

There are several venues
for employee training. Most obvi-
ous are the conventions sponsored
by IHRSA, CLUB INDUSTRY,
IDEA and others. Regional semi-
nars are also possibilities (spon-
sored by regional associations and/
or independent consultants). In-
dustry “schools” offer 4-day to
week-long venues for learning.
Well-known consultant/trainers are
available for in-club employee
education programs. Unfortu-
nately, with all of these opportuni-
ties available, less than 20% of our
13,000 + commercial clubs in the

U.S. provide any form of training for
employees.

Jay Conrad Levinson, in a
recent issue of Guerilla Marketing
Newsletter , stated that: “We’re in
three businesses: (our) primary busi-
ness, the marketing business and the
people business.” He says: “ Your
salespeople must share your vision.
And then, human beings must be
aware of why they should purchase
what you are selling. If you lack
crucial people skills, all the toiling
you have done will have been in
vain. If you don’t know what makes .
(real people) tick, you're in for a dis-
mal journey.”

People skills are not
born.... they're trained. There are
few natural - born salespersons.
Most of them fine-tuned their skills
along the way - and got great
mentoring from some masters as
they went. Isn’t it time that we, in
this great industry of ours, decided
to devote some dollars to a place
where it will affect our bottom line
the most — training ?

I recently asked a small
group of roundtable members, made
up primarily of department supervi-
sors and middle managers: “How
much training have you had in your
jobs?” The answers ranged from
“none” to “very little.” No one said:
“Oh, a lot of training.”

1 asked them why they

(See Michael Scott Scudder page 6)
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*‘NORM'S NOTES-

TRADE SHOWS are
very expensive for manufacturers
and other vendors to attend. They
must pay for their space, transpor-
tation of their products, their
people, lodging, meals, airfare for
staff members and the list goes on
and on. The consolidation amongst
companies is in full swing and one
reason companies are coming to-
gether is to be more competitive.
So, | have a good question for
IHRSA and Club Industry to con-
sider. Since your clients who at-
tend your shows do so at great ex-
pense, why are your trade show
hours limited to 10-11 hours total?
Consider, for example, the monster
Super Show which opens in Atlanta
next week for a five-day run. The
Super Show provides considerably
more selling time for the exhibitors.
(40-45 hours) And, the show draws
130,000 every year! So, ITHRSA

and Club Industry, why not ex-
pand your trade show hours to say

9:00 a.m. to 5:00 p.m. so your ex- .

hibitors have more time to meet
new customers and make sales?
This would give 8,000 projected to
attend IHRSA San Francisco more
time to visit exhibitors and make
purchases. If the only argument
is: “Expanded trade show hours
would conflict with the training
sessions, | would then ask: ‘Since
only 2,000 of the 8,000 projected
to attend are registered for semi-
nars, what are those other 6,000
doing when the trade show is shut
down for over half of the day? By
the way.... the IHRSA San Fran-
cisco Trade Show has sold out all
of the 944 booths! So, maybe the
idea is: “ If it ain’t broke, don’t fix
it!” But, on the other hand, maybe
IHRSA should poll the vendors
and ask them if they would like to

see the hours expanded for the San -

Francisco show. Some work, but
still time to get it done.
MICHAEL SCOTT
SCUDDER is a veteran club in-
dustry professional and consult-
ant who in this month’s editorial
asks a good question. The ques-
tion is why do club operators fail
to budget money and invest in
training? His article is very
thought provoking, so much so,
I dedicated the inside front page
of this edition to focus on the
concept of the need for balance
between new equipment acqui-
sitions and employee training.
He has just announced; “ The
Michael Scott Scudder Club
Outreach '97 National Tour"
which will be 10 one-day train-
ing seminars conducted in vari-
ous locations around the U.S. be-
ginning in May, 1997. For more
info call: (914) 679-5627.
KEN LUCAS, the

[HRSA

203 Summer Street
Boston. MA 02210
1617) 951-0053
(B0O) 2284772
Fax 1617} 951-0056

[FRSA

International
Health. Rarvquet &

Cuir Wemher Clubs

IMClkee

August 28, 1996

Mr. Norm Cates
Club Insider

P.0O. Box 671443
Marietta, GA 30067

Dear Norm:
Coming back from vacation, I had the pleasure of reading the nice things you
had to say about IHRSA and, in particular, about the work we did in conjunction
with the Surgeon General’s Report.

On behalf of all of us at IHRSA, our heartfelt thanks. You made the phone ring.
Thanks to you, we received over 60 phone calls asking about our Surgeon

Sportselub Association  General's packet
Re s,

Committed 1o

the Profitability and

Professiumielism of %cCanhy

P.S. Norm, it was sixteen years ago this month that you
became the first President of IHRSA. How time does flv!

FEBRUARY ISSUE

Norm Cates, Jr.

new National Sales Manager of
Strive Enterprises, is assembling
quite a team. CHIP MAYBERRY
informs me that two industry veter-
ans, JOHN DOBBIE formerly with
StairMaster for 8 years and GENE
RAY, previously with Cybex, have
joined Strive's sales team. Also,
newcomer, JOHN PUSKARICH,
an all-natural bodybuilding cham-
pion who holds the 1996 AAU Mr.
America title, has joined the team.,
Good luck men!

ERIC ROEHL, President
of ATA Information Systems and
PHILIP HAGEN, President of Al-
ternate Computer Services, have an-
nounced that they have created an
alliance in which ATA will process
EFT transactions for Alternate Com-
puter Services (CLUB-PAC). This
agreement adds more fuel to the con-
solidation movement that is taking
the industry by storm.

NEIL SOL & JASON
CONVISER are two of the most
knowledgeable experts in the field
of connecting health clubs with
health care institutions. They are
conducting two seminars in the near
future. Be sure to catch their ad in
this edition for the details.

The CHELSEA PIERS
ATHLETIC CLUB is an awesome

| 150,000 square-foot athletic club lo-

cated on the banks of the Hudson
River in Manhattan. The facility
resembles an ocean liner in many
ways. Now, they are adding a
30,000 square-foot equestrian cen-
ter and a 30,000 square-foot * Bas-
ketball City” to the complex. If you
ever get to New York City, you have
got to see this place, the Crunch
Fitness Centers and the Reebok
Sports Club New York!

SALES MAKERS*
founders RAY GORDON and
EDDIE TOCK have announced

their 9th Annual Sales Managers
training seminar to be held in Fort
Myers Beach, Florida, May 1-3,797.
Speaking of training, I can tell you
that the Sales Makers System truly
works and the seminar is excellent
as | sent people to Ray Bob’s semi-
nars in the mid 80’s with great re-
sults. In addition to that, the setting
for the seminar in Fort Myers Beach
is a lot of fun for everybody that at-
tends.

Sources say that one rea-
son MIKE TALLA of the Sports
Club Company sold his Sports
Connection chain in L.A. to 24
Hour Fitness was so that Talla could
buy back as much as 9% of the com-
pany stock and a bigger stake in the
Reebok Sportsclub New York.

The Houstonian, the
world class club in Houston, Texas
is adding two golf courses.

The Green Valley Ath-
letic Club in Las Vegas is up for
sale. The asking price is reportedly
$15 million for the recently remod-
eled 130,000 square-foot, world
class club. Contact MISTY
CHADWICK for details.

FITCORP and HEALTH
DEVELOPMENT CORPORA-
TION, two leading Boston area cor-
porate fitness chains, have teamed
up for a joint marketing alliance.

TOM LYNEIS, ED WIL-
LIAMS AND BUD ROCKHILL,
the owners of Club Sports Inter-
national, acquired the 40,000
square-foot International Wellness
Center in downtown Denver. They
also have two major deals in the
works which can’t be disclosed at
this time.

JOHN O’'DONOVAN has
left Schoeber’s Athletic Clubs to
join JIM GERBER’s Western
Athletic Club group.

(See Norm's Notes page 18)
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NEIL SOL'S HEALTHCARE CONNECTION
CONNECTING IN THE NEW YEAR

By Neil Sol, Ph.D.

19’9? is here and to get a
sense of where the health club con-
nection to health care opportunity
is going in 1997, we need to review
what happened in 1996. In each of
the last 5 years, significant changes,
both in the paradigm of health care
in America and the business of
health clubs, has occurred. These
changes have contributed to im-
proving the connection between the
health club and health care. How-
ever, 1996, in this writer’s opinion,
was the most significant. The pub-
lication of the Surgeon General’s
Report on Physical Activity and
Health has provided the industry

with the backing of the U.S. Gov-
ernment and will prove to be ex-
tremely important in the future.
And, the growing acceptance by
health care institutions and health
clubs as to the benefits of a for-
mal connection has led to mutu-
ally beneficial relationships devel-
oped through merger.

The following are some
of the significant events that took
place in 1996:

* Hospitals began to buy
health clubs; integrating them
into the hospital health care envi-
ronment in an effort to extend the
hospital continuum of care to the
realm of prevention.

* Health insurance plans
embraced the importance of the
contribution of health clubs to the
reduction in subscriber utilization

Succens Thack

SERVICE PROGRAMS

Best in the business...and we can prove it!

**x*SALES * *
PROMOTION

Receivables Management

The AAC Promo Program® will guarantee success Short Term and
Long Term for the facility owners and the promotional sales team.
AAC will establish a Cash Trust account for each party. Division of
the funds to the penny each dispersal. Division of funds include all
payments by EFT, credit card, mail, delinquent payment collections,
renewals, payments received at the facility, etc. All cancellations
must be approved by the facility manager and promotion manager.

Optional, Response-Proven Direct Mail Campaign |

All successful promotions must include a response-proven direct mail cam-
paign. As the industry leader, AAC can provide you with a comprehensive pro-
gram targeted to specific and various demographics such as age, gender, zip,
income, eic. Explore this optional enhancement to your promotional program.

Now offered with exclusive
AAC Fee-Share"

call JERRY LEE 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.litnessworld.com/pro/trade/affiliated.html

AAC...“We're Here To Work”

E-MAIL: 74041,252

ompuserve.com

of health care services and the
opportunity to maximize the
profits in their capitated plans by
purchasing or reimbursing for
preventive services and health
club membership.

* Dévelopment of club
networks to serve as preventive
providers to subscribers of health
insurance plans increased. Lo-
cal, regional and national health
and fitness associations have de-
veloped and promoted networks.
Private companies formed to or-
ganize and promote club net-
works to health care institutions.

* Expanding interest in
alternative health care peaked the
interest of traditional health care
institutions. This caused them to
develop affiliations with health
clubs that provide such services
as massage, nutrition counseling,
general and specialized exercise
such as Pilates. Additionally,
insurance plans began to reim-
burse alternative service charges,
suggesting opportunities for
health clubs as providers of these
services.

* On July 11, 1996, the
Surgeon General’s Report on
Physical Activity and Health was
released stating that physical in-
activity was hazardous to your
health and suggesting to the con-
verse that mild to moderate regu-
lar physical activity would/could
reduce and eliminate the poten-
tial for an individual to succumb
to numerous lifestyle related dis-
eases. This Report has and will
continue to alter the way health
clubs view and practice their
business. Most importantly, the
Report will alter the way the pub-
lic and health care professionals

- view and participate in the ser-

vices health clubs offer.

* 1996 offered more
oportunity than in previous years
for health club and health care
professionals to learn about the

opportunity related to the
health club/health care
connection. The most
significant conference,
one that occurred at year
end, focused on integrat-
ing the health insurance,
medicine, business and
health and fitness indus-
tries, suggesting to all that
health and fitness is an
important cog in the
health care system of
America.

So, what is the
vision for 1997 as it re-
lates to health clubs con-
necting with health care?
At a minimum, we can
expect more of what has

occurred in 1996 with an
even greater involvement

Neil Sol, Ph. D.

of both the health club and
health care industries.

As the American health
care system is in a constant state of
change, it is difficult to forecast
exactly what health care will look
like in 1997; and specifically,
where the health club and fitness
business will fit in. However, pre-
ventive services, those that we of-
fer in the health club, will
strengthen its foothold in health
care. And, this is regardless of
changes that are sure to occur to
health insurance reimbursement
plans, capitation plans, etc. As did
the 1964 Surgeon general’s Report
on Smoking impact Americans to
quit smoking gradually through the
years, so will the 1996 Surgeon
General’s Report on Physical Ac-
tivity and Health motivate Ameri-
cans to exercise. As a result, 1997
should reveal the beginning of a
grass roots movement among
Americans to accept responsibility
for their own health and finally take
action to improve it.

The paradigm of Ameri-
can health care will continue to
shift in the direction of prevention

and health care insurers and pro-
viders will continue to embrace this
concept to expand their search for
partners to provide preventive ser-
vices; the health club,

In 1997 the health club
industry will be offered further op-
portunity to connect with health
care. We can expect increasing
overtures for relationships between
the club and health care institutions
being initiated by the health care
provider as the understanding of the
value of a partnership with health
and fitness professionals increases.
It is incumbent upon the health club
industry to be attentive and recep-
tive to these overtures. Here'’s to a
great 1997 in your quest to connect
with health care!

(Neil Sol, Ph.D., is the
President of Health Vantage, Inc.,
a consulting firm for the health club
industry which specializes in the
relationship between the health
care community and health clubs.
Neil may be reached at: (303) 399-
3224).

«.Michael
Scott Scudder

continued from page 4

thought that was so. Most an-
swered that they thought the
“owners” either didn’t have time
for training or didn’t see the ben-
efit of it. But one young lady
said: “I think they know they
ought to do it. I even think that
they intend to get to it. I just
don’t think they care enough
about it. And what that says to
me is that they don't care much
about me *

In an industry where we

pride ourselves on taking care of
people’s needs, where we give so
much lip-service to quality, and
where we are constantly trying to
upgrade facilities and equipment to
provide better customer experi-
ences, | think we’re missing the
point. Ithink the point is that train-
ing is the way to quality, that tak-
ing care of our employees’ needs
is the route to greater customer sat-
isfaction and that dollars invested
in education will reap greater dol-
lars to our bottom line. Training
breeds improvement of skills. Im-
provement of skills breeds self-en-
hancement. Self - enhancement
breeds greater levels of compe-
tence. Greater competence breeds

better service to the customer. Bet-
ter service to the customer breeds
staying power in your industry.

A look at almost any other
service industry in our modern
economy shows a consistent invest-
ment in training. When will we
commit to catching up?

(Michael Scott Scudder
operates FITNESS FOCUS, an in-
ternational club consulting and
management training company. He
is a recognized industry workship
leader and seminar director. He is
available for questions or inquir-
ies at (914) 679-5627 (phone/fax),
through America Online at
fitfocus@aol.com and through the
Internet at fitfocus@mhyv.net.)
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Club members will feel the
difference the first time they
use Arcuate strength
equipment—a new line of
strength products from
StairMaster®, Designed to work
the way your body works,
strength training has never felt
so good.

THE SCIENCE OF
MOTION

Arcuate technology offers users
a curved, guided (arcuate) path
of exercise. Each Arcuate
machine guides you to move
in a controlled arc-like
direction about the body—
allowing you a more complere
and natural range of motion.
Arcuare equipment also
permits independent arm or leg
movement.

ALWAYS A STEP AHEAD
StairMaster now offers your
club or fitness facility over 23
different strength products—
consisting of the Arcuate line,
the SPF 2000 line, and the
Gravitron® 2000 AT. Designed
to satisfy both the body builder
and first time user, these are
exciting new fitness products
which offer the user
exceptional safety,
effectiveness, and comfort.

FREE CATALOG OFFER
For a free StairMaster strength
equipment catalog, contact
your StairMaster
representative, or call...

1-800-635-2936
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HAVE YOU LOST THAT LOVIN' FEELIN"

By Karen D. Woodard

Let's start

(This article is # four in a
six-part series designed to enhance
Your sales process.)

OK Gang — we're at
the midpoint of the busy season and
it’s a good time to do a “check-up
from the neck-up” to determine our

mental and emotional fitness for

continued stellar sales performance.
with a simple
question...Do you love what you're
doing professionally ?

If your answer is yes — excellent!
Keep reading this article to remind

yourself of ways to stay fresh and
always “keep that lovin’ feelin.”
If your answer is no — please,
please, please take a few mo-
ments for yourself to read on and
see how you can get “that lovin’
feelin” back.

Staying fresh and avoid-
ing burnout is a pro-active ap-
proach that we all have the abil-
ity to do. It just takes a constant
awareness and practice of some
basic principles. Most often
though, we find ourselves in a re-
active position which tends to
limit the choices we see in how to
remedy the problem. [t’s easy to
see how we get to that point - we
spend a lot of time and energy
meeting and exceeding the needs
of our members, our staff, our di-
rectors and most of us truly love

JAZZErcise.

Fits Your
Facility’s

Needs

Jazzercise

is an internationally
recognized program with
12 different class formats
to accommodate your
scheduling and
community needs. All
classes have been
screened for safety and are
taught by a certified
instructor. Jazzercise is an
AFAA Corporate Affiliate.

“We've had Jazzercise here since before 1986. It's a terrific program
and everyone that does it just loves it! The classes are so much
fun...it has taken over our aerobics program! Everyone just loves our
instructor. She teaches in a way that everyone can do it.”

- Linda Lunsford

- Huntsville Athfetic Club, Huntsville, Alabama
Call Jazzercise, Inc. (619) 434-2101
to Locate a District Manager in Your Area
Visit us on the World Wide Web at http://www.jazzercise.com

doing it or we wouldn’t be in this
industry. And that’s what makes
us so good at what we do - - we
adore it so it’s easy to keep giv-
ing to something we get a lot back
from.... until we don’t have any
more to give. It usually sneaks
up on us if we’re not listening to
the “whispers” along the way
which include: * increased agita-
tion * increased illness * poor
sleep quality * persistent fatique
* depression = lack of motiva-
tion * distraction * negativity *
drop in performance * chemical
dependency * increased drama
and when we reach that crispy
fried place, we unfortunately see
the choices as either:

1.) [ don’t seem to be
able to do my job anymore --1'm
ineffective.

2.) I can't do this here
anymore so I'll go to another club.

3.) I neeeeed a vacation!

Options one and two are
not acceptable, option three is a
move in the right direction, but
what we want you to say is “I'm
a little fried right now and have
full control to change this and
move forward”. Here's how to
redirect and or prevent crashing
and burning:

1. Don’t panic - - stay
calm and realize that you do have
control and that running away
doesn’t solve the problem.
You've invested time and energy
where you are and will only be
more successful where you are if
you take some time to deal with
this issue.

2. Communicate to
your director - where you are
mentally, your concerns and your
plan so she/he is fully clued in and
can assist you with your success.

3. Avoid at all costs en-
gaging in negative talk with co-
workers — you need to be

around people who buoy
you up not those that will
pull you under.

4. Increase
your circle of friends
outside of the club - -too
often I see club staff de-
veloping a close group of
friends who are either
other staff or members.
These friendships de-
velop easily but [ recom-
mend against them for
professional reasons as
well as the simple fact
that if your friends are
the people you work with
and serve everyday - -
how can you ever get
away from work?

aren Woodard

5. Get out of the club
during the day — it’s heroic that
we want to work through our day
without taking lunch or taking
breaks. It’s also incredibly dumb,
entirely unnecessary and very un-
productive if we do it regularly. I
advise that you take breaks to get
up and move around, get out of the
club for a walk, have a work out.
I also advise that you limit lunch
meetings — take that time for you
to renuvenate. [nstead of lunch
meetings, | find breakfast meet-
ings to be more effective.

6. Listen to your own
self talk - we need to be our own
fan club not our own worst enemy.
Which one would you say you are?
When you catch yourself thinking
negative thoughts, use the “stop-
sign technique.” Visualize a big
red and white stop sign in front of
you that cues you to stop the
‘stinkin-thinkin’ that is destructive
and turn it into something more
positive and useful to you. Re-
member, today’s self talk becomes
tomorrow’s reality.

7. Get outta Denver

baby go-go - - take your vacation
time. Whether you leave town or
hang out at the house and orga-
nize your sock drawer, get away
from the club for a week or more
to redirect your thoughts and lis-
ten to yourself. Sometimes all we
need is a bit of quiet time and rest.

8, Cover the basics - -
what do we tell our members?
Make sure you’re making time for
regular work outs, massage,
meditation, good nutrition and
time out for you. If you work with
a spouse, make sure you have
“time-outs” where you don’t talk
about work at all during specific
times of the day or evening.

The remedies for recov-
ery, if practiced on a consistent
basis, are also the same good hab-
its that will prevent us from reach-
ing burn-out in the first place.
Our awareness of what is happen-
ing to us, listening to the whis-
pers along the way and pro-act-
ing as opposed to reacting are the
keys to insuring a consistently
productive, successful and prom-
ising career in this or any indus-
try.

Preservation of that
“Lovin’ Feelin"" is not only cru-
cial to your success, it is a major
factor in motivating our members
to reach their goals!

(Karen D. Woodard,
President of Premium Perfor-
mance Training and a club owner
for 12 years provides successful
sales training programs, service
training and bottom line consult-
ing to the health and fitness in-
dustry. She can be reached by
phone or fax at (303) 417-0653).
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CARDIOTHEATER®

THE HEART AND SouL OF EXERCISE ENTERTAINMENT ™

Exercise Entertainment has proven itself to be an
invaluable tool in attracting and retaining members.

Now CardioTheater, the inventor of user friendly Exercise
Entertainment, offers you the broadest line of systems that
provide fun for every member in your cardiovascular area.

CardioTheater

The Power Behind Exercise Entertainment
Individual channel and volume controls allow your
members to personalize their audiovisual selections
while exercising.

WIRELESS CardioTheater

Setting the Stage for the Future
Combining the features, reliability and power of
CardioTheater along with sophisticated wireless
technology allowed us to create wireless CardioTheater
enabling members to enjoy digital quality sound without

the wiring between each individual piece of equipment.

Fitness FM™

FM Broadcast with UPGRADE ASSURANCE
This entry level system allows members to use any
walkman-type receiver to tune into a variety of
audiovisual sources.

i¢_ After purchasing Fitness FM, you may quickly
decide to add the significant advantages
of CardioTheater. Our exclusive
Upgrade Assurance Program
guarantees you a 100% credit toward
the purchase of a CardioTheater.

CardioTheater provides the solution to your Exercise
Entertainment needs. To see and hear for yourself the
benefits of CardioTheater, please call 800-CARDIO-1.

CARDIO . .

12 Piedmont Center, Suite 105, Atlanta, GA 30305 800-CARDIO-1 404-848-0233
http://www.cardio-theater.com
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Lifestyle Fitness Center and

Bayfront Medical Center leam Up

Tnmpa,ﬂoﬂd.a - Geoff
Dyer, President of Lifestyle Family
Fitness Centers, recently announced
the introduction of Bayfront Health
& Wellness Source to the Lifestyle
Family Fitness & Racquetball Club
in St. Petersburg.

“I'm very excited about this
relationship and the enormous ben-
efit our members will realize”, says
Dyer, “now we can provide club
members and visitors with a host of
services including health risk apprais-
als, cholesterol screenings, skin can-
cer screenings and prostrate tests.”

Bayfront Health &
Wellness Source is a subsidiary of the
Bayfront Medical Center, the largest
hospital group in Pinellas County and
one of the Tampa areas largest em-
ployers with 496 physicians and 2045
employees.

There are more than 350
hospital-owned fitness centers
throughout the U.S., according to the
Association of Hospital Health and

NAi
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Fitness Centers; however, this rep-
resents only 3% of the nation’s
13,000 health clubs. A more popu-
lar trend is for hospitals to associ-
ate with quality clubs and continue
to provide a full range of services
without the capital expense and re-
sponsibility of operating a full ser-
vice fitness center. According to
Dyer, “it is our mission to provide
an environment for our members
that promotes a happier and
healthier lifestyle”! This opportu-
nity to work with Bayfront Health
& Wellness Source is a win-win re-
lationship. Our members can en-
joy the convenience of “one-stop
shopping” for their fitness and
health care needs and have an op-
portunity to participate in some of
the medically-based programs
Bayfront Health & Wellness offers.
These programs are not yet final-
ized, but will most likely include
weight management by a certified
nutritionist, programs for seniors
and overweight, inactive adults,

walking programs and seminars
for physicians coverning lifestyle
problems such as back pain, injury
prevention, etc.

According to Lewis
Blastic, Health and Wellness Co-
ordinator for Bayfront, “ This re-
lationship with Lifestyle Family
Fitness Center provides a means
for us to extend and expand our
continuum of care to include more
preventative and less expensive
rehabilitative services. Our pa-
tients will have the benefit of ac-
cessing a 38,000 square-foot pre-
mier fitness facility with over
$500,000 in fitness equipment
while still enjoying the quality of
medical care consistent with
Bayfront Medical Services.”

“Bayfront has always
been a leader in prevention and
health promotion in this commu-
nity. It makes good sense to pro-
vide our services to health club
members who lead an active
lifestyle, plus the location will be

a convenience to Bayfront’s own
customers and patients,” accord-
ing to Blastic.

In the near future,
Bayfront intends to provide reha-
bilitation services at this location
including physical therapy and
occupational therapy.

More than 70% of the
nation’s health care bill is spent on
preventable illnesses. Through
health screenings, osteoporosis
examinations and similar tests,
major illnesses and diseases can be
detected and treated in the very
carly stages of development result-
ing in an enormous cost savings
in the long term.

“This is just the begin-
ning,” according to Dyer. “We
expect our members to embrace
these services and truly enjoy the
lifelong benefits from living a hap-
pier and heathier lifestyle,” he
adds.

In the past, hospitals gen-

erally understood their mission to

be the care of the sick people within
the walls of a hospital. But, Dyer
comments, “People don’t live within
hospital walls. They live within
families and families live within
communities, each with their own
unique cultures. Reaching outto the
community, where Lifestyle Fam-
ily Fitness Center is located, repre-
sents an opportunity for the hospital
to market itself to the community and
from that outreach, to acquire new
patients.”

The relationship between
Bayfront Health & Wellness Source
and Lifestyle Family Fitness Center
is not new to the fitness industry, just
new to the Tampa Bay area. 23% of
IHRSA (International Health,
Racquet and Sportsclubs Associa-
tion) clubs are now affiliated with
either a hospital, managed care or-
ganization or a physicians group.

Geoff Dyer’s Lifestyle
Family Fitness Centers include 6 lo-
cations in the Tampa Bay area.

. Trackmasﬁar

Trackmaster

questions.

0 Use our quality replacement parts for
StairMaster, Lifecycle, Tectrix, ClimbMax,
BikeMax Airdyne; DX:900and

7. Call our toll-free number 1-800-
GYMPART (496-7278) for FREE
technical support on all commercial
fitness equipment,

8. Contact us by fax’at 310-287-1747
or on the internet at

gympari@primenet.com with your

“replacement part and maintenance
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5. Call NGS for alulrumcs repair for StairMaster 4000PT,
Lifecycle {most models),-Gauntlet, Gravitron,
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May 1,2 &3
Ft. Myers Beach, Florida
Annual Sales & Marketing Classic
presented by
Sales Makers
Proven Profit Procedures
With Special Guest Speaker
Sandy Coffman, President
Programming for Profit
Learn how to use the Sales Makers System plus...
" * 3 Great summer promotion
= * 14 Proven low cost advertising ideas
. _ \?f * 6 Required rules to increase retention
% ™ * Effective management methods
. oroffwaintfd .
i ot your 5@ fome- $395 per club. Bring as many valuable' staff
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Y T 800-428-3334
&

To register to win a FREE seminar mail or FAX to: Sales Makers

1509 S.W. 53rd Terrace
Cape Coral, FL. 33914
800-428-3334
FAX:941-945-3029
Name Club

Address
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WHY TENNIS HAS DECLINED

(More Reasons You May Not Want To Hear - Reasons 3 & 4 of 10)

By Spike Gonzales

REASON #3: Our
equipment has gotten too good.
This is a “two-edge sword”, On
the one hand, as our racquets have
increased our ability to hit with
more power, they have seemingly
decreased the instances of tennis el-
bow and arm injuries. Maybe their
efficiencies have made the game a
little more appealing and dimin-
ished the number of people who
have had to quit or lay off from play-
ing.

On the other hand, what
has more power done to enhance the
game? Using “power” to sell more
racquets to players presumably
wanting an edge over their oppo-
nents certainly cannot have brought

more people into the game, nor
helped people stay in the game.
On the contrary, there are no as-
pects of “power” that make the
game more appealing. Now we
are faced with the dilemma that
playing enjoyment is diminished
because rallies are shortened. The
rally is the “molecule” of real fun
(and fitness) on the tennis court,
as opposed to the ego satisfaction
that’s attached to winning.

Even spectating enjoy-
ment is diminished. Twenty years
ago, it was novel to see service
aces. We applauded because of
the unique strength and precision
needed to hit a serve the receiver
couldn’t even touch. Now you get
the feeling spectators are tired of
seeing aces, and it’s a burden to
have to applaud them.

Commenting on the

Suceess hack

SERVICE PROGRAMS

1

Best in the business...and we can prove it!

MASTERCARD-VISA

Electronic Debits

downturn of popularity of tennis
on television, NBC Sports Presi-
dent, Dick Ebersol, has declared,
“Tennis is in steep decline because
it lets equipment companies run it.
They have slingshots for racquets
now. We have a hard time (even)
selling Wimbleton.”

Equipment manufactur-
ers, in their sales efforts directed
to players’ egos and in trying to
grab more of the racquet sales pie,
have in fact contributed to the
downturn of the sport. While some
have touted selling more frames
than ever, it has been at the expense
of the overall market and some-
what at the expense of others that
have even had to go out of busi-
ness.

And it has been at the
expense of some of the major ap-
peal of the game. Players used to
see tennis as an activity that took
significant skill development, so
that even non-athletic people could
compete with those with more
strength and speed. The superior
stroke development and concentra-
tion skills of the Ken Rosewall
wannabe’s of the world could al-
low them to compete with those
who inherited greater physical stat-
ure, muscle mass and speed. There
is little real fun in watching or
playing the game like Goran
Ivanisevic. With diminished fun
has also come dceclining partici-
pation!

REASON #4: Pros have
been concerned with producing
better players. This concern, of
course, has almost always been to
the detriment of the concerns of
producing more players.

Typically the pros who
gel recognition and perceived

greater financial rewards
have been those who've | *
produced national cham-
pions or highly ranked
players. Rarely has there
been recognition for
those who have brought
dozens or hundreds of
new players to the game.

There are some
ironies here. First is that
usually it’s the better
player who has the best
shot of attracting those
wanting to learn tennis.
Yet, more often than not,
it’s the better player
whose athletic talent al-
lowed him or her to
progress most easily; so
it’s this person who has
the least knack for un-
derstanding the difficul-

ties and challenges of
learning.
Second, as op-

Spike Gonzales

posed to providing a caring or
nurturing environment for po-
tential new players, former pros
or top players are used to being
catered to themselves. They’re
accustomed to having their egos
“massaged” and are less likely
to be caretakers of others. Inin-
terviewing some top level play-

® ers, I can still vividly recall such

comments as “I don’t waste my
time with lesser players,”
teaching is a mindless task,” and
“they’ll never be any good any-
way.”

The issue of top play-
ers being ill-equipped to bring
new playersinto the game is ex-
acerbated by naive or “laissez-
faire” club owners or managers
hiring “name” pros for their fa-

Very often it’s these owners and
managers | hear saying, “tennis pros
aren't worth it” or “they’re all prima
donnas!” Why is it they don’t real-
ize the market for tennis players is
infinitely larger among those just
starting or willing to start the game,
rather than those who are already
players? Why is it they don’t real-
ize that the pros who can bet help
them are those who best teach and
motivate the lower levels of play?
It was an unusual experi-
ence when | once sold the concept
of TCA’s Tennis In No Time ® pro-
gram to a pro who was a former
world top-30 player. He was in-
trigued by the possibilities of bring-
ing in hundreds of new players to his
facility and decided to go forit. He
said, however, “There’s just two

cilities to lure in better players.

ASe

Per Monthly Debit
($10 or $100...same price!)

PLUS
Pro-Financial Collection

Ask for our FREE money-saving analysis worksheet

“IMPROVE YOUR PROFIT
EVERY DAY”

Call BUSINESS DEVELOPMENT Today!

1-800-233-8483

problems, Spike. I've never taught
___________________ group lessons and haven't the slight-
Norm Cates’ _1 est idea of how to teach a beginner!”
| the needs of his club, and as well,
| realized that his world-class playing
| experience needed considerable re-
' ) Subsc r‘1pt:0n me ltecimet
Name (s): |
I (Spike Gonzales has been
Club Name: He was a prime developer of Tennis
| Corporation’ of America’s * Tennis
Address: I
RN the USTA in starting Play Tennis
City, State, Zip: America. An influential member of
~  Provides 12 CLUB INSIDER Issues Delivered, elped ring those orgunizations o
Monthly to U. S & Canada { f;m::gon:grame He presently
International - $199 (U. S.) Per Year

EC] b l d | Here was a person who understood
| finement to allow him to help grow

Attach List For Additional Subscriptions * bullding teris markets since 1971,
| In No Time “®, and an advisor to

$49 Per Year | ythe USPTA, USTA and IHRSA, he

| serves as an advisor to Tencaps, Inc.,

Check Enclosed or ___ Charge My: | @ USPTA- endorsed
AFFILIATED ACCEPTANCE CORPORATION [fmiipreswerty st B ol e
Main Post Office Box 419331, Kansas City, Missouri, USA 64141 Discover: EXp. ___| ingto improve their marketing, man-
FAX: (816) 753-1429 E-MAIL: 74041,2525@compuserve.com Authorization ¥ agement teams and tennis profes-

WEBPAGE:

www.fitnessworld.com/pro/trade/affiliated.html

AAC...“We're Here To Work”

http:// P. O. Box 671443, Marietta, GA 30006-0025 or Fax: 770-933-9698 sionals. He may be reached at: (941)

OR Call Toll Free Hotline 1-800-700-2120 et 774-2442.)
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All th € T |
resources
you need to keep vour

club as fit as
your members.

B

Staying fit takes on a whole new meaning when you're a clubowner. Fortunately, the
American Council on Exercise® offers a wide variety of resources to keep your fitness business
operating at peak performance. Our instructor training and certification programs ensure
that your staff are the most qualified in the business. In fact, ACE offers the only legally
defensible certifications for Group Fitness Instructors, Personal Trainers, and Lifestyle &
Weight Management Consultants. And our Practical Training Program offers your employees
comprehensive training by the most qualified fitness professionals around. When it’s time to
hire employees, the ACE Professional Registry and Referral Service can help you locate the perfect
professionals to fill positions. ACE also is your best source for fitness-related information.
Professional answers to questions are a phone call away with the ACE Consumer Fitness
Hotline and Resource Center. Or, you can have fitness news delivered to you and your staff

with a subscription to ACE FitnessMatters® magazine. To learn more about how
ACE can help your club, call 800-825-3636. When it comes to keeping your
fitness business in shape, nobody offers more than ACE.

For information by fax, call 888-Fit-Faxx (888-348-3299), or visit our Web
site at http://www.acefitness.org.

AMERICAN
COUNCIL ON
EXERCISE®

®
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"ONE CALL GETS IT ALL"

TERTAINMENT SYSTEMS

JEM BROADCAST
TRANSMITTERS

» TOP QUALITY SOUND

* EASY TO SET UP

* NO HARD WIRING NIGHTMARES

* DIGITAL TUNING

¢ FCC APPROVED

* LIFETIME WARRANTY

* 30 DAY MONEY BACK GUARANTEE

FREE

We WILL B¢ INCLUDING 1 FAEE SONY WALKMAN  pivSICAL MEASUREMENTS
(OR €QUIVALENT) FOR EACH FM100 PURCHASED 4 = » 5 o5 x 1 25"

AND WEIGHS ONLY A FEW OUNCES

PRODUCT LINE

New!
® WIRELESS MICROPHONES SPINNING ROOM SOUND TRANSMITTING
SHURE BROTHERS WIRELESS MICROPHONES SVSTEMS
@ SONY PRODUCTS
st oottt ® CABLE TV ACCESSORIES
SOUND SYSTEMS NOVAPLEX CONVERTERS, REMOTES
STEREO WALEMAN AND CABLE ACCESSORIES

® VIDEO BULLETIN SYSTEMS
@ TELEVISION MOUNTING SYSTEMS VIDEO MESSENGER CHARACTER
PEERLESS INDUSTRIES INC. GENERATORS.

LUCASEY MOUNTING SYSTEMS
F IT NESS
TECHNOLOGIES

15 CRANES CRT. WOBURN, MA 01801
A DIVISION OF AUDIO VISUAL ENGINEERING INC.

TOLL FREE 1-888-938-9919

LEASING AVAILABLE
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““The FINANCIAL SUCCESS of YOUR CLUB rests on the effectiveness of
your sales staff. However, it is a simple truth that most health club
sales staffs are functioning 40-50% below their potential. This means
that most clubs are literally losing thousands of dollars monthly in
personal and club profits. We can change that! ??

S.0.S. will turn your sales staff
into a SALES FORCE,

with an energy-packed, information-loaded program of unforgettable on-site sales
seminars. If you haven't heard “Doc” before, be prepared: he'll knock your socks off!
His seminars will simultaneously educate, motivate and entertain you.

DRAMATICALLY INCREASE YOUR
PRODUCTIVITY, SALES AND PROFITS!

THE #1 SALES TRAINER

IN THE FITNESS INDUSTRY TODAY

“...simply the beslt..."”
Steve Donald, Manager, L.A. Fitness Sports Clubs
“...best in the industry...”
Jamie Charles, Director of Sales,
 New Life Fitness World
“..in a league by himself..."”
Louise Newman, Manager,
Exertech 24 Hour Swim and Fitness Centers
“...a real superstar...”
Stevaé Weible, Director of Sales,
New Life Fitness World
“...a selling machine...”
Tim Rosia, Manager, L.A. Fitness Sports Clubs : ' Y
“...nobody does it belter...” ' \ During his sensational sales career, “Doc”
Jeff Roberts, Manager, New Life Fitness World sold an average of nearly 2,000 member-
“ .an incredible teacher...” R ships. worth almost $1 million in contract
Edgar Smith, Vice President and General Manager, "IN JANUARY . value, per year. At one stretch he went
. Fitness 2000 ! LA ;gmbkﬁpm Bl over 60 months in a row as the top sales-
eanddil emaordmam 2 StEvE “DOCT DOEREN p ) person in the company, setting numerous
learnin 2 Oppo riun n‘},’ Lo ! / records in sales performance — many that
Andy Volz, Manager, New Life Fitness World / still stand today.

“..a game plan for

increasing sales STEPHEN “DOC” DOEREN, Ph.D. eno. Louisiana State University-

’ P ' ” : T %
that really works! Pl.osimt, S.0.S. 20 years of teaching experience as an award-

Doris Robinson, Manager, Nautilus Fitness Centers winning university professor and public speaker

# Salesperson in the Company, L.A. Fitness Sports
Clubs - over 35 clubs in California and Arizona

# Salesperson in the Company, New Life Fitness
World — Fiorida, lowa, South Carolina

# Salesperson in the Company, Exertech 24 Hour
Swim and Fitness Centers — Kansas

Salesperson in the Company, Family Fitness
Centers — Georgia, South Carolina

Booking Information

Q‘ For information on booking “Doc” for an eventful
on-site sales seminar at your club which
.lag . will teach your sales staff
v\  everything they need to know
G es to become top producers:

TON Call TOLL-FREE

ISITE 1-888-S0S-4-D0C
(1-888-767-4362)
PO rr OO BSOS rrr®OO® OO rrr®OO® OOOrrrO8O0O OOO.rrrOOO




Lower Energy Cost

No One Even Comes Close!

Brilliant
Energy
Saving

Technology

400 & 1000 Watt Indirect Fixtures

Easily Installed

[> Gyms [>> Manufacturing
> Indoor Tennis [ Warehouse

> Air Structures [ Rerail

Financing & Leasing available.

BEST

LIGHTS, INC.

i Brilliant Energy Saving Technohgy
/B —. : * B L -
“We knew this would be a world class facility. The lighting levels have surpassed all our expectations and calculations.

We now exceed USTA tournament standards, with only 14 — 1,000 Watt BEST Lights™ per court, averaging 160 footcandles. - 1 -SOO-I(IL—A— WAT

Steve Krum, President, Greenwood Athletic Club, Englewood, Colorado. Call for a ﬁ'ee brochure. .. 1-800-545-2028  Fax: 810-589-0134
e qﬁe

Air Structure Unistrut "2,

$

:

0

-l

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

For Insulated Ceilings . . . Call Our Other Company

COMMERCIAL Call for a free brochure . . .

BUILDING & 1-800-423-0453

RETROFIT, Inc.

“The reason we chose BEST Lights™ ? Because it is the latest in
technology.” — Todd Puiis, President, The Thoreau Club of Concord,
Concord, Massachuselts.
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Still Living in the Stone Age?

I’'s time to take a look at
Club Vision for Windows 95

IT CAN HAPPEN RIGHT BEFORE YOUR EYES.
The software that was once cutting edge, now is...
well, prehistoric. You're not alone.

Every day we talk to people facing the challenges of
using an outdated software product. Most people are
surprised that upgrading their computer system is a
simple process.

We've spent the last 21 years converting customers
from older products to ATA software. Making the
change means you’ll enjoy Club Vision’s countless
features in a Windows 95 environment.

And, as one of the nation’s largest EFT processors,
we've already taken member billing into the 21st
century.

Isnt it time to get rid of the dinosaur in your club?
M=
Call for a free brochure and presentation diskette

800.282.0031
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..Norm's
Notes

continued from page 5

Good luck to BRENT
ARNOLD, who has left MACMA
to move to Oregon.

The People’s Company of
Japan has sold The Westfield Club
in Chantilly, Il. and is pulling its
operations out of the U.S. according
to sources.

DOUG LEVINE has
opened his first Los Angeles
CRUNCH FITNESS facility. Good

luck, Doug!
Congratulations to
KAREN AND SCOTT

WOODARD, owners of the Pulse
Fitness Centers in Boulder, Colo-
rado, as their clubs have been named

to the Woodard’s after another
local publication, the Dajly Cam-
era, picked their clubs as “The
Most Comfortable” last year.
This is a nice honor because they
compete in a crowded market of
23 facilities in a market of
100,000.

A new chain of clubs is
emerging called: “The Rolling
Strength Gyms” a chain of 1,000
square-foot fitness facilities lo-
cated inside of truck stops across
the U.S. JEFF ABRAMS is the
man behind this brainy idea
which further proves that our in-
dustry will one day cross all
socio-economic boundaries!

IF YOU ARE NOT AN
IHRSA MEMBER AND PLAN-
NING TO ATTEND IHRSA SAN
FRANCISCO - DO YOUR BUSI-
NESS A FAVOR. PICK UP THE
PHONE. DIAL: (800) 228-4772
AND GET THE STRAIGHT

by the Colorado Daily News as the  SCOOP ABOUT HOW EASY IT
Best In Boulder! This honor comes  [STO JOIN [HRSA!
y SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

a

cALL 1-800-241-2081

Imported & Domestic Textile Products

Take the guess work out of your. . . .

Towel Purchasing
Satisfaction Guaranteed

QUALITY PRODUCTS
t
COMPETITIVE PRICES

Rubbermaid ®

Commercial Products
Authorized Distributor

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

InRSA

ASSOCIATE MEMBER

P. O. Box 620189 « Atlanta, GA 30362
770/729-0700 + 800/241-2081 * FAX 770/729-0995

SALESMAKERS
Tip Of The Month

YOUR TIME

MANAGEMENT CHECKLIST

Herc isa quick check on how well you manage your time. It was prepared from ideas collected
from many sales people who realize the importance of good time management. Review each NO answer

for possible improvement.

PLANNING TIME

1) 1 have a specific objective for each call.

2) I schedule my time monthly, weekly and daily.

3) I determine the best time of day to do corporate
outreach and schedule accordingly.

4) I screen all prospects and call those who are
most apt to buy.

5) I am skeptical of theories that sales can’t be made
on certain days or at certain times.

6) I fill in my schedule with phone calls between
presentations and tours.

7) I keep office routine to a minimum and keep all
paperwork up to date and accessible.

8) I base the frequency of calls on customer’s
potential need rather than my convenience.

9) I'keep in touch with the control desk to get word
of developments that might affect my schedule.

10) I write out my thank you cards as soon as the

person leaves my office, or in slow times.

BEFORE THE CALL

1) 1 make appointments by phone to reduce waiting

time and wasted effort.

2) | eliminate wasted calls by analyzing the need for
every call.

3) 1 use the phone for customer contacts that do not
require a personal meeting.

4) I make sure all the presentation material is
complete and in order to prevent wasted time
and effort.

5) I review member data before the call to reduce
presentation time.

6) I prepare and practice my presentations
carefully to minimize the time necessary to close

the sale.

DURING THE CALL

1) I get right to the purpose of the call, keeping
small talk to a minimum.

2) I try to close as many sales as possible
during the first presentation.

3) 1 listen and take notes to reduce the time for
additional delays.

PAPERWORK

1) I maintain records at times other than prime
selling times.

2) I fill in customer records as quickly as possible
to avoid problems that take time later.

3) I keep records that tell me where my sales volume
is coming from so I can best spend my time where
it counts most.

PERSONAL TIME

1) I minimize coffee breaks and time spent on meals.

2) I avoid late morning starts and early morning ‘quits.’

3) I avoid the impulse to goof off after a good sale or
string of rejections.

4) I resist the “bad weather’ blues and continue to do
corporate outreach in spite of the weather.

(The Sales Makers Tip of the Month is published courtesty of The Sales Makers, a veteran club
industry sales training and management organization. Sales Makers may be reached at:(800) 428-3334.)

YES

NO

FEBRUARY ISSUE
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BroadcastVision.

WIREI ESS

Cardlo Entertamment®

Broadcast TV Audio or Music to Walkman Style Radios
In Cardio, Spinning and Free Weight Areas

Without Hard Wiring Any Exercise Equipment
"After | Replaced My Hard Wired System with BroadcastVision™, My Service and Maintenance Nightmares Disappeared.”

* Easy Install No Expensive Hard Wiring * 100% Satisfaction Guaranteed
* Coverage For Any Size Facility * Stereo Hi-Fidelity Broadcast
¢ Used In Over 1000 Health Clubs Worldwide * FCC Approved

= Systems Starting at $395.00

Nationwide Health Club Audio/Video System Design & Installation

Including: Aerobic and Spinning Rooms, Distributed Music & Paging, TV & Mounting Systems
Call for a Free Estimate or Full Product Catalog

1-800-770-9770

www.broadcastvision.com
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Trackmaster’'s TM-TV-
The one fr watch.

AN AFFORDABLE WAY TO BRING
PERSONAL VIDEO
ENTERTAINMENT TO YOUR USERS.

<<<<

This highly personal approach to on-the-

s run entertainment means the user watches

Some clubs spend thousands of dollars on expensive what they want rather than whatever happens
theater wall installations when what their users to be on a common theater wall display—and

really want is up-close viewing of their favorite that makes their workout easier.

television programming and a chance to choose the TM-TV is anchored solidly to a frame-

programs themselves. welded display stand painted to match the
Trackmaster's TM-TV is a 13” high-resolution color of the treadmill.

cable-ready color television monitor that lets the user It's a quality, user-targeted option that

watch television, change channels and even adjust makes a real difference, and it's now available

the volume in their plug-in headphones. on every Trackmaster model.

1

TRACKMASTER

TREADMILLS
FOR INFORMATION, CALL TOLL FREE (800) 965-6455.
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24 HOUR FITNESS
NAMES SUPERMODEL
NIKI TAYLOR AS
SPOKESPERSON

Pleasanton, Ca. - Supermodel
Niki Taylor has been named the new spokes-
person for 24 Hour Fitness, the nation’s sec-
ond largest and fastest growing fitness chain.
Ms. Taylor will be featured in the company’s
1997 advertising campaign beginning January
1,1997.

“1 feel good about this partnership,”
says the 21 year-old Taylor, represented by

Vice President of Marketing for 24 Hour
Fitness. “After careful consideration, we
selected Ms. Taylor, not only because she
is an exceptional talent and beautiful model,
but in addition, a mother of twins. This
active lifestyle, we feel, is one with which
our members can strongly relate.”

Based in Pleasanton, California,
24 Hour Fitness has 137 clubs and more
than 1.2 million members nationwide. The

New York-based modeling agency IMG. “As  company’s mission is to enhance people’s
a health and fitness conscious person, [ am lives through exercise.
excited to be a part of this innovative organi- 24 Hour Fitness is distinguished
zation which is the fastest growing chain of by offering heavily-equipped facilities with
fitness centers in the world today!” top-of-the-line cardiovascular and strength-
The new 24 Hour Fitness advertis-  training equipment along with state-of-the-
ing campaign will be launched in major me- art exercise and aerobic programs around
dia outlets throughout the five states in which  the clock.
it operates: California, Colorado, Nevada, Purchasing equipment from every |
Texas and Hawaii. The 30-second television major manufacturer in the world, a typical |
spots each end with Niki Taylor stating the 24 Hour Fitness facility houses over 200
very appropriate phrase: “It's a 24-hour life, pieces of exercise equipment and more than
that’s why you need 24 Hour Fitness, and fea- 80 pieces of cardiovascular equipment. Ad-
ture Taylor in @ number of club scenes work-  ditionally, 24 Hour Fitness offers a num-
ing out and speaking about the convenience  ber of amenities and programs to members,
and quality of the clubs. including extensive personal training pro-

e

Qg_ il

“We are excited to be working with  grams, swimming pools, basketball courts
and childcare services.

supermodel Niki Taylor,” says Rae Herlich,

Niki Taylor

May 9, 1997 — Chicago, lllinois

Opportunities ol \éé'n'ﬁfé}",

and Strategies in Hols” e
Leveraging the - Ttegrated
Relationship for

Greater Health
Club Profits '?:ES!ZZ';"

Health
Aernalifg Mand,.,eme

-«\'indels

Successiul

Neil Sol, Ph.D.

Retool your Club for the Changing Health Care Environment!

For more information, please call (303) 399-3224

Devioenve e HEALTH CARE €9 HEALTH CLUB Rersmionsar

May 16, 1997 — Boston, Massachusetts

Work with two of the
nations leading experts:
Neil Sol, Ph.D. and Jason Conviser, Ph.D.

&

Juson Comviser, PhoD,
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HOW TO WRITE A PRESS RELEASE

PR ey

By Michael Hoffman

(14

The easiest thing to
do is announce. The most impor-
tant thing to do is to have a good
policy to announce in the first
place.” - Lonnie Fogel, Director
of Public and Investor Relations,
Home Depot.

How true Lonnie's

words are. For years, clubs have
shied away from sending out press
releases, because they were not sure
what to say. And rather than spend
the time learning how to find and
write good news stories, marketing
managers just let the whole PR is-
sue slide. It was just easier to ad-
vertise or run another special sale.

But it looks like things
might be changing, at least for some
of you. I have to assume that many
of you concentrated on improving
your press relations in 1996. Why?
Because | have received more than
two dozen news releases from clubs
large and small over the past nine
months. Contratulations! You just
might be on your way to establish-
ing new reputations for media rela-
tions.

Now that clubs are start-
ing to realize that a news release can
generate as much or more guest traf-
fic as a sales announcement ad, it’s
time to learn how to write the most
persuasive, information - packed
news release possible. There are 5
tricks that can make the difference
between a reporter who throws your
news story in the wastebasket and
one who calls you for a follow-up
interview.

Only two of these have
anything to do with the actual prac-
tice of writing, because a reporter
will respond to a good story, even
if it’s not a Pulitzer Prize document.
Writing a strong news release is
more about knowing what your lo-
cal media people want to cover than
about being a great writer. Here’s
what to do:

(1) STUDY HEALTH
REPORTER’S COLUMNS - Read
every story and column, listen to
every local radio program and
watch every local TV news broad-

cast produced by the health, fit-
ness and medical journalists in
your town. Get a sense of what
types of stories they cover. Some
prefer human interest stories,
some focus on medical research,
others are sports or exercise fanat-
ics themselves and write mostly
about trainiing and sports perfor-
mance.

After studying their sto-
ries for several months, pick up
the phone and call the reporters.
Say something like this, “John,
I've been following your TV news
segments on senior citizen fitness
for the last few months, and | was
wondering - how do you find the
people who appear on your broad-
casts? Our club has more than 150
members over 55 years old, and |
can think of several of them in
particular that might interest you.”

Let the reporters talk to
you about their work. Most of
them get excited about sharing
their professional opinions with
the public. Take careful notes and
orient all your further correspon-
dence with each reporter to the
topic they most like to cover.

2. TIE YOUR STORY
TO LOCAL, REGIONAL AND
NATIONAL HEALTH TRENDS
- Unfortunately, nothing much
happens in health clubs that con-
stitutes “hard™ news. The media
still remains compelled to cover
politics, economics, natural
catastropes, ethics faux pas and
homicide first. While all this
“hard” news is playing out nation-
ally, however, good things are
happening around public health,
fitness research, equipment tech-
nology, exercise programming
and human interest in clubs every-
where. If you can show a reporter
how your club’s people, equip-
ment, physical plans and pro-
grams reflect bigger national
trends, you increase your cover-
age chances 100%. Reporters re-
spect club owners who know
what’s going on in the world out-
side their walls,

To keep up to speed,
read the medical news, lifestyle
and healthcare sections of USA
TODAY, the WALL ST. JOUR-
NAL and the largest metropolitan
newspaper you receive every day.

To SUBSCRIBE To
THE CLUB INSIDER NEWS
Send $49 to:

The Club Insider News
P.0O. Box 671443
Marietta, GA 30067

Also watch CCN’s health broad-
casts, the NBC NIGHTLY
NEWS and EXTRA, HARD
COPY and A CURRENT AF-
FAIR. Also, pay attention to “al-
ternative media like NEW AGE
JOURNAL and the UTNE
READER. Dr. Dean Edell’s na-
tionally syndicated radio show
often has gems, to, as do MEN’S
JOURNAL and FITNESS.

The smart club owner
learns how to tie trends together
into an unusual story that a re-
porter cannot resist. Sue Paddon,
who runs the Cycle Junkee bou-
tique in Newport Beach, Ca. isa
perfect example. She uses the
Reebok Studio Cycle exclu-
sively, thus fitting into the cy-
cling club trend. But she also
offers personal cycling training
for senior citizens. She rides
alongside beginners and coaches
them personally all the way
through the 45-minute program.

Sue’s favorite student is
60-year-old Judy Gertner, a liver
transplant patient and the Execu-
tive Assistant to the Dean of the
University of California at
Irvine. Sue grabbed some big
Orange County headlines by
combining the hottest new equip-
ment (studio cycles) the newest
age group phenonomenon (se-
nior fitness) and the continued
growth of personal training all in
one media pitch. Sue and Judy
might even soon appear on EX-
TRA, which now includes a hu-
man interest segment in every
broadcast.

3. HOW TO WRITE
THE INVERTED PYRAMID -
Some PR people have aban-
doned the tried-and-true journal-
istic practice of writing releases
that place the most important
news fact first, then the second
most important fact, then the
third and so on. Instead of de-
veloping the skill to provide re-
porters the critical “WHAT,”
“WHO,” “WHY,” “WHEN.”
“WHERE" and “HOW” infor-
mation they need to evaluate a

story’s importance, they seemto

be trying to turn straight
newswriting into some sort of
feature writing, like an EXTRA
or CURRENT AFFAIR piece. In
the process, they provide weak
news hooks and frustrate report-
ers.

All your newswriting
should answer the same question
over and over. “ What have you
done for your members or your
community lately ? And how did
youdoit? Your headline should
say what your project was. Your
lead paragraph should name who
was involved and why they per-

R
.2&”’ e

formed the service.
“When”, “Where” and
“How” are your follow-
up paragraphs. A five or
six-paragraph story is
long enough.

Here’s a sample
sentence outline of a news
release. Use it as an ex-
ample of how informative
and structured your
newswriting should be:

HEADLINE:
ABC CLUB UP-
GRADES INSTRUC-

TOR REQUIREMENTS
- Provides the “What.”

PARA.1- Club
manager Jane Doe an-
nounces all instructors
must have ACE creden-

Michael Hoffman

tials. - More information on
“What,” plus “Who."”

PARA.2- Program insti-
tuted due to increased number of
mature adult and senior citizen
members requiring extraordinary
supervision. - Provides the “Why.”

PARA.3 - New require-
ments go into effect immediately
and existing employees will also
begin credential study now. Pro-
vides the “When.”

PARA.4- In addition to
the downtown ABC location, all
three satellite clubs in the region
will follow the program. Provides
the “Where.”

PARA.5- Credentials can-
didates will study ACE correspon-
dence courses and then participate
in group exams at Spring, '97
IHRSA Convention in San Fran-
cisco. Provides “How.”

I cannot emphasize
strongly enough how important it
is to find a service angle to your
stories. Even if you are talking
about capital improvements, you
can explain how they will improve
member results, ease crowding, al-
low trainers to work more effec-
tively. Our industry is developing
a stronger and stronger reputation
for concern about the welfare of
others and we should not drop the
ball now.

4. AVOID FINANCES
AND SELLING SCHEMES - Stay
clear of dispursing news about your
balance sheet, and NEVER an-
nounce a sales campaign in a news
story. Your local community wants
to hear about what you are doing
to help them get healthy, not how
much money you are making or
losing in the process. While pub-
lic companies are required to pub-
lish quarterly statements, these
should be part of your investor re-
lations PR program, not your con-
sumer news release series. Indi-

vidual clubs or chains that are prof-
iting handsomely might naturally
want to share the information with
their investors, but should proffer
this information to business report-
ers not to the health and fitness
writers. Simply recall the fate of
some recent groups that patted
themselves on the back too aggres-
sively, only to watch their stock
plummet and their reputations
along with it.

Facilities expansion news
is acceptable, providing you an-
nounce how those new clubs will
be serving the public interest. Rae
Herlich, Marketing Vice President
for 24 Hour Fitness, recently did a
good job of this by explaining how
the new larger and upgraded clubs
opened in Southern California
would be participating in charitable
fund raising events.

5. PARTING SHOT - If
you wanlt to be successful with
news release writing, follow the
inverted pyramid style. It is sur-
prisingly simple, but also infinitely
more effective than stories that are
too long, too short or too cute. If
you want to see your news stories
printed or broadcast, you have to
present them in good journalistic
style, but you also have to go that
extra step- show how you, your
people, your club and your pro-
grams provide a concrete benefit.
News is becoming much more a
matter of establishing a reputation
for social responsibility than of
making a profit. The best book on
newswriting is - “Public Relations
Writing and Media Techniques™
Dennis Wilcox, Harper Collins,
2nd edition, 1995.

(Michael Hoffman is the
President of Heart Communica-
tions, a California-based Public
Relations firm. Michael may be
reached at: (714) 831-7971 or Fax
#(714) 643-1891.)
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IHRSA'S CORPORATE SALES SUCCESS:
A GLOBAL FITNESS CLUB NETWORK

Interview By David G. Keir

"Networking permeates
our lives, We set out to find a job,
and we access a network. We pick
up the telephone, and we access a
network. We turn on the computer
or the television and we access a
network. Networking is efficient
and it’s everywhere, It gives us the
ability to expand our reach, to make
small systems big and to increase
our potential -typically without any
large investments, extensive modi-
fications or major expansions.”

Dave Pickering, Director
of Networks for IHRSA, The Inter-
national Health, Racquet and
Sportsclub Association.

Meel Dave Pickering;..

the driving force behind an innova-
tive corporate membership sales

program that has achieved phe-
nomenal international success.
Dave is the Director of Networks
for IHRSA and the founder of
IHRSA’s Fitness  Club
Network(FCN). The Fitness
Club Network is an international
network of over 2,500 IHRSA
member fitness clubs. It offers
club membership to employees
of national and international cor-
porations and health insurance
companies. Pickering is the
former President and founder of
Healthtrax Corporate Services,
the corporate sales division of
Healtrax International.
Healthtrax is a Con-
necticut-based U.S. club chain
with seventeen facilities. The
FCN program reflects his suc-
cess with that company, where
he successfully marketed an al-
most identical program. Now in
charge of the IHRSA iniative,
Pickering explains the genesis of

THE STORE!
GIVE AWAY

w=r A VACATION!

\

NO HASSLE TRAVEL PROMOTIONS SINCE 1973

his idea....

“Really, it began in 1984.
I had just joined Healthrax after a
number of years running my own
employee benefits brokerage firm
where we sold soup-to-nuts benefit
packages to corporations. | was
able to fine tune the art of selling
fitness to business by persuasively
explaining that fitness was an em-
ployee benefit that would help cor-
porations attracf and retain work-
ers as well as improve productiv-
ity and help control absenteeism,
heathcare and workers' compensa-
tion costs.”

Over the next eight years,
Pickering developed a fourteen-
person corporate sales division that
now works with over 600 corpora-
tions throughout six New England
states, serving more than 15,000
employees. This corporate busi-
ness represents over one third of
total revenues from all seventeen
Healtrax clubs.

=

Membership

Renewal
Referral

G

“One thing
that became apparent
early on,” says
Pickering, “was that if
this could be done on
a regional basis, it
could be done on a na-
tional and international
basis as well. | con-
tacted IHRSA about
that possibility and the
rest is history!”

The 2,500
IHRSA clubs are in 40
countries including
several clubs in New
South Wales, Vicloria,
Queensland and South
Eighteen
contracts have already
been signed with ma-

Australia.

Dave Pickering

jor corporations or health insur- THE CORPORATE
ers. Together, these contracts SELL

represent over 13,000,000 em-

ployees and insurance policy The Fitness Club Network

holders. (See Pickering page 26)
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MARKETING MATTERS

By Mike Chaet, Ph.D.

Dear Mike,

I'was wondering how you
feel about the use of banners as part
of our marketing program?

Thanks,

Kim Crawford
Fitness Connection

Vero Beach, Florida .

L A A R R R RN RN NENERHN]

Dear Kim,

Thanks very much for
your question regarding a very un-
der rated form of advertising... the
use of banners.

When considering the use

of “BANNERS" it is important to

understand the concept of the term
“impressions”.
to the number of times your mes-
sage is seen or read by your poten-

Impressions refers

tial customers. When you are
spending good money on adver-
tising it is important to get as
many “impressions” as possible.
It is for this reason signage and to
be more specific, the use of
“BANNERS,” which is nothing
more that a temporary sign, is so
important. It is especially impor-
tant if you have good drive-by or
walk-by traffic. Banners grab at-
tention and create impressions
because they appear to be “spe-
cial,” “different,” “hot off the
press” from what normally is go-
ing on. Here are a few points for
effective banner usage:

1) Change banners regu-
larly; they can get stale if left up
too long.

2) Use them to kick off a
campaign and to close one out.

3) They are very effec-
tive in announcing open houses or
other special events.

4) Use banners outdoors
whenever possible as part of ex-

ternal marketing.

5) Use them indoors to
promote your referral porograms.

6) Always use banners to
promote the final day of your pro-
motion.

7) Keep the wording as
simple as possible.

8) Limit the wording to
one message only - such as: “
GRAND OPENING,” “LIM-
ITED TIME,” “OPEN HOUSE,”
“CHARTER MEMBERSHIPS,”
or “FINAL DAYS"

9) Use primary colors
whenever possible.

10) Use as large a ban-
ner as possible, especially out-
doors.

Banners may be the most
cost-effective method of getting
your message out. Forunder $500
you should be able to get several
very effective banners produced.
Be sure to save them to reuse in
the future. It is a good idea to hang

banners both outdoors
and indoors to reenforce
your message. Banners
are a very cost effective
way to increase the num-
ber of impressions you
club should be making,
So start using them as
soon as possible.

(This month’s
question was submitted
by Kim Crawford, owner
of the Fitness Connec-
tion in Vero Beach,
Florida. Kim will re-
ceive a copy of Mike
Chaet's 101 GREAT
MARKETING IDEAS for
submitting this month’s
question. If you have a

Mike Chaet, Ph. D.

marketing question for

Mike Chaet, please submit it to
him by fax at (406) 449-0110, E
Mail to CLUB 1DOC @
AOL.COM or mail to: Marketing
Maiters, c/e CMS, Box 1156, Hel-

ena, Montana, 59624. For addi-
tional information you may call
Mike at: (406) 449-5559.)
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ATA INFORMATION SYSTEMS AND
ALTERNATE COMPUTER SERVICES TEAM UP

Nnrthbrook and
Schaumburg, Il - ATA Informa-
tion Systems and Alternate Com-
puter Services (Club-Pac) recently
announced the signing of a new
agreement involving the process-
ing of Electronic Funds Transfer
(EFT) payments. ATA, one of the
nation’s largest processors of EFT
payments, will begin processing
all EFT payments for Alternate
Computer Services beginning in
early 1997. Customers of Alternate

Computer Services will benefit
from ATA’s newly designed EFT
processing system and customized
reporting. This new relationship
will enable Club-Pac users to of-
fer credit cards (Visa,
MasterCard, American Express,
Discover), checking and savings
as EFT payment options to their
members.

ATA Company Presi-
dent, Eric C. Roehl, comments
“I’'m extremely optimistic about
our alliance with Alternate Com-

Norm Cates’

puter Services. It will allow ATA
to further extend the usage of our
EFT system to a larger base of es-
tablished customers. And, Club-
Pac’s customers will enjoy all the
new benefits of this relationship
including our unique EFT pro-
cessing features and the: EFT
credit card option.”

According to Alternate
Computer Services company
President, Philip S. Hagen, Jr. ,
“This alliance between ATA and
ACS is a positive step toward the

=Club Insider

Seeks

Contributing
Writers
Contact: Norm Cates, Jr.

1-(800) 700-2120

future. ATA can continue to pro-
vide high quality EFT services to
the fitness industry while I can
focus my company resources on
what we do best, software devel-
opment and internet services.”
ATA Information Sys-
tems was founded in 1976. Pro-
cessing millions of EFT payments
for the health and fitness industry
each year, ATA ranks as one of the
nation's largest processors of
Electronic Funds Transfer (EFT)
paymcnts ATA is headquartered

in Northbrook, Illinois.

Alternate Computer Ser-
vices, Inc. was founded in 1980.
With clients throughout the United
States and internationally, Alternate
Computer Services has one of the
largest installed user-base of a man-
agement software package. ACS
is an internet service provider that
builds corporate web sites and is
headquartered in Schaumburg, -
linois.
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IHRSA'S INSTITUTE ON EXERCISE & HEALTH
UPDATE - SPONSORED BY TECHNOGYM

* C orrorare
WELLNESS PROGRAMS CRE-
ATE HEALTHY EMPLOYEES
The Wellness Council of America
(WELCOA) estimates that 25% of
American companies have em-
ployee “wellness” programs in
place and expects this number to
reach 50% in the next five to ten
years. These programs range in
scope from in-house exercise facili-
ties or subsidized health club mem-
berships to seminars on nutrition
and stress relief, and even free
medical exams. The reason for the
rise in the number of programs is
the staggering costs to corporations
of unhealthy employees. Exercise
reduces the negative effect of stress,
which causes about one million
people each day to call in sick, and
costs a total of $150 billion each
year in lost productivity, rehiring
and retraining of workers and health
care expense.

The Surgeon General’s
Report on Physical Activity and
Health, released in July, 1996, states
that people need to exercise about
30 minutes a day on most days of
the week. Recent studies show that
even employees who exercise just
once a week incur health care costs
one-third to one-half lower than
those who do not exercise. This fact
doesn’t discount the Surgeon
General’s message: rather, it shows
Just how little it takes to improve
the bottom line of a company. In
addition to lower health care costs,
a company is likely to reduce its
absenteeism. The DuPont Com-
pany reported a 47.5% reduction in
absenteeism over six years among
participants in its corporate fitness
program.

* WOMEN WALKERS
HAVE HEALTHIER HEARTS - A
recent study presented at a meeting
of the American Heart Association
found that women who walked
briskly 4 m.p.h. - at least three hours
a week reduced their risk of heart
attacks and stroke by 40%. The
study involved 84,231 female
nurses ranging in age from 40 to 65,
who had no sign of heart trouble
when they filled out the question-
naire about exercise in 1986. Dur-
ing the eight years of follow-up, 590
suffered heart attacks and 456 had
strokes. This study is important
because walking is by far the most
popular form of exercise among
American women, according to As-
sociated Press Medical Editor
Daniel Q. Haney. Walking at a
moderate speed of four miles an

hour meets the guidelines for ac-
tivity set forth in the Surgeon
General’s Report.

This study confirms
findings from a study released in
February, 1996 in the Journal of
the American Geriatric Society
that older people who walked over
four hours per week had 30% less
hospitalizations and deaths from
cardiac events. According to
Walter Ettinger, M.D. of the Bow-
man-Gray School of Medicine in
North Carolina, “ Taken together,
these studies strongly support the
recommendations for daily exer-
cise from the Centers for Disease
Control, the American College of
Sports Medicine and the Surgeon
General of the United States.

Women that exercised
more vigorously, through activi-
ties such as running, racquet
sports and aerobics, reduced their
risk of cardiac events by 60%.

* STUDY LINKS
LIFESTYLE TO CANCER RISK
- Researchers at the Harvard
School of Medicine recently re-
leased a report that cited lifestyle
factors as the top three risks for
cancer. Concern for risk factors
such as radon gas, x-rays and en-
vironmental pollution seem trivial
when compared to the risks
present when individuals smoke,
have poor nutrition habits and lead
a sedentary life.

Researchers estimate
that about 65% of all cancer
deaths can be attributed to smok-
ing, eating and drinking habits or
lack of exercise. Smoking and
tobacco use constitutes 30% of
cancer deaths, obesity and diet
30% and lack of exercise 5%. Up
until now, the focus of cancer
causes has remained on environ-
mental factors.

The Harvard group said
research suggests people should:

*Exercise daily to reduce
colorectal cancer risk and possi-
bly breast and prostrate cancer.

*Eat more fruits and
vegetables to reduce the risk of
lung, esophagus and larynx can-
cer.

*Eat more legumes and
grains like pasta and cereal, which
may reduce stomach and pancre-
atic cancer.

*Eal less red meat, which
is linked to colorectal cancer and
possibly prostrate cancer.

*Avoid prolonged expo-
sure to the sun’s ultraviolet rays,
which are blamed for about 90%
of all skin cancers.

* EXERCISE PRO-
VIDES PROTECTION
AGAINST OSTEOPOROSIS -
The British Journal of Sports
Medicine recently published a
study that found that postmeno-
pausal women who exercise regu-
larly experience fewer problems
with bone loss (osteoporosis) and
back pain.

The study examined 92
women aged 45 to 74 who were
postmenopausal, had back com-
plaints and led a sedentary
lifestyle. The women were sepa-
rated into two groups: regulary ac-
tive (three times per week) and
completely inactive (no-exercise).
Women in the exercise group that
didn’t comply with the exercise
schedule were classified into a
third group of non-regular exercis-
ers. The exercises were non-
weight bearing and emphasized
training for coordination and con-
trol during the activities of daily
living.

After four years, partici-
pants in the no-exercise and non-
regular exercise group experi-
enced significant bone loss while
participants in the regular exercise
group did not. Back complaints
decreased significantly in the
regular exercise group but not in
the other two groups.

“Exercise increases bone
strength, helping to prevent os-
teoporotic fractures. In addition
to that, the increase in muscle
strength, coordination and balance
produced by a well-designed ex-
ercise program decreases falls and
also helps to protect against frac-
tures.” says William Haskell,
Ph.D. of Stanford University. The
results of this study are significant
to the club industry as the number
of older members is growing ex-
ponentially: the number of 65+
members has grown 669% since
1987. Older adults are recogniz-
ing exercise as a way to improve
their quality of life and reduce dis-
ability and chronic disease.

*MODERATE EXER-
CISE IMPROVES SLEEP IN
OLDER ADULTS - The Journal
of the American Medical Associa-
tion published a report by Abby
C. King, Ph.D. and her research
team from Stanford University.
The report was on the effects of
moderate-intensity exercise train-
ing on self-rated sleep quality. The
results showed that the exercise
program did improve sleeping pat-
terns.

In the study, 29 women

and 14 men aged 50 to 76 years
who were sedentary and reported
moderate sleep complaints, were
directed into 2 groups. One group
performed four 30 to 40-minute
endurance training sessions (low
impact aerobics and brisk walk-
ing) per week for 16 weeks, while
the other group continued their
sedentary lifestyle.

The exercisers reported
sleeping almost one hour longer
each night and cut in half the time
it normally took them to fall
asleep. Those who did not exer-
cise had minimal sleep improve-
ment. It took about eight weeks
before the full benefits of the ex-
ercise program were achieved.

Sleep complaints consti-
tute one of the most common dif-
ficulties facing middle-aged and

older adults. While constituting
only 12% of the population, 50-plus
adults receive 35%-40% of all seda-
tive-hypnotics (sleeping pills) pre-
scribed, the majority on a long-term
basis. The researchers comment
that many of the prescribed and
over-the counter medications have
potentially adverse effects for this
age group and that it is important
to identify nonpharmacological al-
ternatives for promoting enhanced
sleep quality for them.

The IHRSA Institute on
Exercise and Health is dedicated to
communicating the health benefits
of regular exercise to the public.
Technogym sponsors the IHRSA
Institute. Technogym is a world
leader in providing health, fitness
and rehabilitation equipment for
club and clinical settings.
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continued from page 23

concept is innovative, yet simple.
It’s designed to place big name cor-
porate accounts within the reach of
individual clubs through use of an
integrated network. Here we're
talking about big multinationals like

Federal Express, PepsiCo and-

MetLife - companies with hundreds
of offices and thousands of employ-
ees throughout the U.S. and the
world.

Until now, doing business
with these heavy hitters has been
near impossible for many clubs.
Such large clients generally require
access to numerous facilities in a
number of countries so as to serve
their entire work force. That’s'a

requirement few clubs can meet
on their own. But by organizing
IHRSA’s membership into a large
network, one that would allow a
corporate client to use all partici-
pating clubs - say in New York,
Los Angeles, Tokyo, Sydney,
London and beyond - that prob-
lem vanishes.

Essentially, the FCN per-
mits clubs to tap into a massive
client base. THRSA acts as each
club’s representative and ap-
proaches corporations, offering
the services of their network of
quality clubs. FCN clubs wel-
come the local employees of par-
ticipating companies and offer
them an attractive corporate rate.
The clubs then usually work with
the company’s local office to mar-
ket the program.

IHRSA administers the
customer service component of

Best in the business...and we can prove it!
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the network. “ We operate a na-
tional toll-free customer service
telephone 24 hours a day, seven
days a week,” says Pickering, add-
ing that a direct dial number is
available for employees located
elsewhere throughout the world.
“We handle all employee questions,
comments or complaints. By of-
fering this service, we make it easy
for a company to implement the
program.”

IHRSA also assists corpo-
rate clients to develop a customized
FCN Directory. This directory in-
cludes a global listing of all partici-
pating clubs and two free introduc-
tory membership certificates.
These certificates allow employees
and immediate family members to
try out the club for a week and then,
if desired, go across town and try
another club. Getting employees
to come and experience the fun and
excitement of working out in a club
is the foundation of the network.

The FCN Directory also
lists information on wellness and
home fitness equipment. Wellness
programs such as weight manage-
ment, smoking cessation and stress
management are rapidly becoming
a very important tool in helping
companies introduce their employ-
ees to a healthier lifestyle.

“Also, the offering of
home fitness equipment has two
important benefits,” says Dave
Pickering. “It overcomes the ob-
jection that there isn’t always a fit-
ness club in every area where em-
ployees and their families live.
When you offer an employee ben-
efit, it’s very important that all
employees have access to use that
benefit. Home fitness equipment
gives employees that access. “The
second important benefit is that

some employees feel they might
be uncomfortable in a club en-
vironment. They may choose to
exercise in their own home. The
good news is that many employ-
ees who do purchase home
equipment begin to see and feel
the benefit of exercise. Often,
they go to the next level and join
a health club to enjoy the ben-
efits you just can’t get working
out at home.”

MULTI-NATIONAL
EXPANSION

In addition to
IHRSA'’s eighteen clients, Dave
Pickering is well into negotia-
tions with more than 30 other na-
tional and multi-national corpo-
rations. It's not an easy sell. As
he points out, “Corporations on
this scale can take anywhere
from six months to three years to
develop. In our industry, where
we expect sales results every 30
days, it takes great patience to
see these sales through. What's
really rewarding is that everyone
is better off-the club wins, the
company wins and the employ-
ees win.”

Adds Pickering, “Cor-
porations are beginning to invest
in the health of employees as a
pro-active and preventative strat-
egy. More and more corpora-
tions are beginning to subsidize
part of their employee’s health
club memberships.” And it’s
paying big dividends. IHRSA's
Economic Benefits of Exercise
(1996) report quantified the re-
sults of over 60 major studies that
shows companies are receiving
anywhere from 191% to 600%
returns for every dollar invested.

WIAKE
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FUN!

Matthew  Thornton
Health Plan (MHP), a health in-
surer in New England subsidizes
$150 of the cost of a health club
membership for its more than
140,000 subscribers. This pro-
gram, just finishing its first year,
has seen more than 22,000 of these
subscribers join FCN clubs,
Pickering points out. “This is re-
ally fantastic news and we expect
better results as we move into the
second year of the program. Cor-
porations that are offering MTHP’s
health insurance to their employ-
eesare very pleased. They are see-
ing a much more invigorating and
productive work force, as well as
a reduction in absenteeism,
healthcare and workers' compen-
sation costs.”

Federal Express, one of
the world’s largest express mail
delivery corporations, has just
launched a five-year contract with
[HRSA after two years of negotia-
tions. They will offer the Fitness
Club Network program to their
127,000 worldwide employees
which began in January, 1996.
Comments Pickering, “ FedEx had
just opened a multi-million dollar
fitness center for its 20,000+ em-
ployees based in Memphis, Ten-
nessee. What quickly became clear
to FedEx was that they needed to
come up with a fitness benefit op-
tion for the other 100,000+ em-
ployees.”

While FedEx won’t be
subsidizing fitness club member-
ships in the first year, they appear
to be considering subsidies for the
future.

International IHRSA
membership is also growing rap-
idly and as Pickering points out,
“Our international membership is
critical to the success of the net-
work. We are living in an increas-
ingly global and economic society.
International business affairs are
booming and no longer do major
corporations think in terms of mar-
keting and sales strategies having
national boundaries.” FedEx, for
example, delivers packages to
more than 190 countries. They
anxiously look forward to IHRSA
expanding its international club
membership well past the current
47 countries it now serves. I think
we all do."

(David Keir writes for the
Australian Athletic Business
Magazine in Sydney, Australia.
This article was reprinted from
Australia Athletic Business Maga-
zine.)
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PLAY CENTER FORMUILA: FUN +
SAFETY = INCREASED REVENUES

play products, announced its
merger with Keiser Corporation,
an international innovator in ex-
ercise and children’s activity
equipment and a leading partici-

MAKE

New York, N.Y. - Re-
source Marketing Group (RMG),
the 6 year-old Houston - based com-
pany known for its creative kids

i T

FUN'!

pant in health and fitness research.
The newly formed Keiser Play
Concepts Division (Play Con-
cepts), headed by Larry Lipman,
RMG's founder, offers a turn-key
package that includes everything
retailers need to set up a custom-
ized play center from implement-
ing front-desk management sys-

tems to installing colorful learn-
ing carpets.

The turn key package,
developed by Lipman, provides
the best of interactive theme sta-
tions, creative toys and games
and climbing systems such as
Keiser’s popular Space Maze.
“Everything in the play center is

To Subscribe To
The CLUB INSIDER News!

Send $49

To: The CLUB INSIDER
News
P. O. Box 671443 * Marietta,
GA 30067

designed to keep the kids engrossed
in activity while the parents go
about their business,” says Lipman,
“and to assure patrons’ peace of
mind, we provide a unique parent-
interactive monitoring component.”
The system includes beepers, par-
ent/child ID’s and other monitoring
measures.

The turn-key aspect of the
play center also means minimal
construction and design headaches
for PlayConcepts® clients. Retail-
ers benefit from repeat business due
to the play center’s “family
friendly” environment, as well as
from Play Concepts’ marketing and
promotional tie-ins. With thou-
sands of activity products featured
worldwide in restaurants, grocery
chains, automobile dealerships,
Kroger Grocery Stores, Midas Muf-
fler Shops, Carnival Cruise Lines
and others, the new PlayConcepts
Division will expand the distribu-
tion of the turn-key program both

L your people, your business and yourself.

PLEASE wmaiL, PHONE 0R FAX YOUR ORDER:
FAUST MANAGEMENT CORPORATION
10085 CarroLL Canyon Roap, Surre 210

| San Dieco, CA 92131
(619) 536-7970 == (619) 536-7976 (Fax)

"MANAGING TO PRIME" by Gerry Faust. (Audio tape series with workbook)
This six-tape audio cassette series provides an in-depth discussion of management roles, managerial styles, organizational life cycles, and the process of creating
organizational changes. Done with the same style, humor, and enthusiasm of Dr. Faust's speeches on these topics, this series provides the depth that many of the shorter
speeches cannot. Accompanied by a detailed workbook with concept notes, provoking questions, exercises and guides that will give you an even greater insight into

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

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

| "EXECUTIVE INSIGHT® NEWSLETTER" YES! I want to receive a FREE one-year subscription to this new quarterly publication.

YES! PLEASE RUSH ME THE FOLLOWING:

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

nationally and internatienally.

Q 1

$89.95
$79.95

e

Name [ Check. Amount.
Shipping & Handling

Company —— [ ] charges:

- [& @ Q Add $5.00 per set
Street Address,
City/State/Zip

Card Number Exp. date
Daytime Phone

Signature
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- THEAMERICAN HEALTH
CLUB EXPERIENCE

(This report was sponsored
by IHRSA’s VANGUARD GROUP
by American Sports Data and de-
livered to the Vanguard members
by IHRSA Executive Director, John
McCarthy, in Orlando, Florida on

December, 13, 1996. Reprinted
courtesy of IHRSA. Data consisted

of natiowide survey of 3,000 people,
1500 were health club members.)

* U.S. Health Club Mem-
bership - 1987 - 13 million - 1996-
19 million. Increase of 38%.

* Growing market. In-
creasing receptivity,
image. Clear path to deepen penetra-
tion.

Gym For Sale

Daytona Beach, Florida

* Established 17 years.
* 2,500 square feet.
* Low overhead.
* Excellent location.
* Great opportunity!
* $29,000.00

Call (904) 756-7915
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Improving

* Primary reasons people
joined health clubs. (In ranking or-
der from respondents.)

(1) “ To lose or maintain
weight” (27% men and 44%
women responded that this was the
reason they joined.)

(2) “It has special work-
out areas for women and men.”
(16% men; 38% women.)

(3) “It had special
weight-loss class programs.” (24%
men; 37% women.)

(4) “It offered introduc-
tory classes on how to use the
equipment.” (31% men; 42%
women.)

(5) “The club would give
me a completely personalized fit-
ness prngram.‘) (38% men; 50%

L NN N NN N N N NN N N NN NN NN N NN

women.)

(6) “1 could get a short-
term trial membership.” (37%
men; 45%women.)

(7) “The club had train-
ers who would give me the help |
need.” (38% men;50% women.)

(8) “I had a friend or
partner to exercise with." (40%
men; 49% women.)

(9) “I could pay for spe-
cific activities/programs, rather
than a blanket fee.” ( 42% men;

50 % women.)

(10) “1 was certain |
would get my money’s worth.”
(46% men; 54% women.) “I
would be more reception to join-
ing a health club if ............. i

* The staff were knowl-
edgeable - 67%

* It was a good value -
59%

* It had a motivating en-
vironment - 68%

MARKET READINESS

* More interested in
joining a health club today than
2-3 years ago: 55%

* Beliefs: 83% of those
surveyed believe exercisers live
longer.

73% of those surveyed
believe exercisers are happier.

71% of those surveyed

believe exercisers are more at-
tractive.

70% of those surveyed
believe exercisers are more pro-
ductive.

* Market Readiness de-
fined in group segments:

15% - “The Activists”
- believe Exercise is very impor-
tant to me, and | am a frequent
participant in fitness activities.”

64% - “Uninitiated Be-
lievers™ - “I know exercise is im-
portant and | would like to par-
ticipate more than | do.”

17% - “Indifferent” -
“Exercise may be important, but
I don’t feel the need to get in-
volved.”

2% - “Non- Believers “
= “I just don't think exercise is
all that important.”

PERCEPTION OF STAFF
QUALITY (Questions asked of
health club members.)

* Highest rank - Aero-
bics Instructors - 54%

* Lowest rank - Busi-
ness Office - 31%

* Overall Ranking -
Very good to Excellent - 42%

Own Home Fitness
Equipment - 70% of all sur-
veyed.

1st Time Buyers - 44%

Experienced Buyers -

569%

Satisfaction about
Achieving Fitness Goals - Average
score of 6.62 against a mode of 8
(Those with over 150 visits per year
rated -7.69. Those with under 50
visits per year -5.57)

Overall Satisfaction Level
- 7.29 out of 8

Renewal plans for those 1500
health club members surveyed:

* Intend to Renew - 77%
* Undecided - 13%
* Intend to leave - 10%

Americans with Health
Club Experience: 73 Million

Americans without
Health Club Exp.-130 Million

U.S. Health Club Mem-

bership:
Current Members - 19
Million
Former Members - 26 M
Patrons - 28 M
Age of Average Member:
1987 - 34
1996 - 39

U.S. Health Club Mem-
bership Age Averages:

Age 21-34: 26%

35-49: 63%

50-Plus: 11%

(Data compiled for
THRSA Vanguard Report by Ameri-
can Sports Data.)
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Norm Cates’

ATTENTION ADVERTISERS! ¢ Contact
b Insider

ADVERTISING FOR 1997

(CALL (800) 700-2120
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HERE'S THE ANSWER TO YOUR MEMBERSHIP DREAMS...
AN INTERNAL PROMOTION THAT IS LOW IN COST
AND HIGH IN IMPACT!

Fitness Ambassador
Membership Referral
Program

Your Marketing
Kit includes:

* 25 Fitness Ambassador Pins
Red, Blue & Gold enameled cloisonne,

| each numbered on reverse side
* Camera-ready Graphics

¢ Instruction Guide

* Two “In-Club” Posters

* Sample Premium Kit: 3each—

Your Turnkey
Internal Referral Program:

* Takes all the work out of havingto |
develop your own program...

* Premiums are inexpensive, and
easy to order...

* Promotes club pride among staff
and members...

' collectors

Pl Xyl i

Gt ghtm R * Can be up and running within Water Bottle, Key Chain, T-Shirl, Gym Bag
ment. These beautiful enameled cloisonne pins will be worn 48 hours! Tag & Frsbe... a wit th Finess Ambassaco lgo
proudly by your members. ' * Easy-to-Use Order Forms

The program is interactive in that your members will have the opportunity to win prizes depending on
their pin number. Each individual pin has its own number on the backside. Prize lists will be posted
weekly and the members will be looking to the list to see if they have won. This will cause increased
interaction . between members and front desk staff... Something we are always trying to do.

This program is exciting, effective — and

ORDER TODAY—Be up

your satisfaction is 100% guaranteed. Double or Trip € your
48 hrs! - Membership Referrals j B
& running within It's a Multi-faceted 30 Dayslmm

You will be able to spread the word in a

IT’S EFFECTIVE

* Program maximizes the
number of referrals generated.

) .‘\\‘ VW 4

IT'S EASY TO us:E

* You can be up and running in
48 hours.

* Reduces your cost per

very cost-effective manner throughout
your entire staff and membership. Effi-

membership generated. ciency is a key factor in maximizing sales | * Overnight delivery of
¢ Improves interaction between | today. This program is designed to pro- Ambassador Pins.
members and staff.

vide you with maximum cost effectiveness

* Camera ready artwork.

* [mmediate delivery on

= Allows you to give an ’ and efficiency: premiums (normal size orders). wnaamommm
assortment of various priced * Through your club newsletter. ¢ Easy-to-understand detailed Referral Program: v
referral gifts. ) e Internal lead boxes. implementation instructions. ;

* Fitness Amba5saq0r Pin * Flyers, posters, member handouts. " Probaby the mas! cost effective membership promofian [ have
develops club pride, » Locker stuffers, billing inserts. oer ke Albaase » PLber Fianess =TS

: {ﬂmgg::ss Pﬂﬁlrrftt a‘;;s sl;iec:st:rs;als * Coordinated graphics package and \ fin ; ume:tn e l‘;k-rml

* Gets entire staff more involved s FP_]L‘::L?;‘:‘S;E““?““Y ¢ IT’S AFFORDABLE i ¥l n'.'\'l‘ll?a‘_ﬁ‘.r " TusoKiriskas o ﬂ'i.\}’.‘ -P.:F_‘:
151 b referral process. ly owing you Ela . We're Ii\'!'fl\'l.rlu’{'f‘).'-\'.f e board in our clubs, It's Frﬂ!t.-.‘n.'

o s e A afersals customize your own package. Natthew Harrs » Torsoron Crim- Lines, B

“Our menmbers o olarful premiums.”
Jimm Willizzms # Baarwerry

* Can be used in conjunction with
any external promotions.

¢ Equally effective in all sizes and
types of clubs.

from existing members.

s Coom - Mot

 =$299

- D . S G S S e ”””5 :-'Irllppf'ﬂgi
O YES, fitis is exactly what I've been waiting for,
Plense send me the Fitness Ambassador Member-

ship Referral Program immediately - if not sooner!

L8 & &8 &8 8 &8 § § § ]
This high quality, gold toned, anameled, limied
edition Fitnes Pin is e .
here al actual size (347) and is a very atfrac- 3>

__ Complete Fitness Ambassador Kitis) .. at $299 each

(Ship UPS R‘S’“'l“”"d“lw."'lj Includes 25 Pins, Graphics, Instruction Gude, 2 Posters, Premium Sample Kit, ;ﬁ:g;mmmfﬁwﬂmrm
a 1 need to be up and running m_-m hours * ADDITIONAL PROMOTIONAL SUPPLIES NGR
(Ship UPS OVERNIGHT delivery) __ Fitness Ambassador Pins ... at § 2.97 each $ -
— “InClub” Promotional Posters ... at § 4.50 each ....... . % = et : =
S " High Quality Internal Use Acrylic Lead Boxes ..t §20.00 eac s Send this order, with payment, to:
Job Title * PERFECT REFERRAL GIFTS FOR WEEKLY GIVEAWAYS 7
__ Fitness Ambassador Water Bottles .at § 275 each .......... g ) CMS, Inc. » P.O. Box 1156
Club Name __ Fitness Ambassador Key Chains ...at § 1.95 each......... ) y Helena, Montana 59624
___ Fitness Ambassador T-Shirts (one size fits all) ...at $10.00 each . B % 7
Phone ( ) _ Fitness Ambassador Gym Bag Tags ..at$ 2.50 each ........... o, S -
__ Fitness Ambassador “9” Fun Frisbees ..at § 2.95 each . $ For even faster service, call
- - —
St. Address = Fitness Ambassador STARTER PACKAGE ...at $195" each.......cccccvurn. § i Py 406_449_5539 or
- O Check O MO All arders shipped UPS Freight Collet, Total § & :
y 0 Visa O MasterCard O AmericanExpress: __ / __ / exp. date FAX 406'449'0 ]_10
State Zip card # — — sgnatwe  and charge it to your credit card!
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The Simple & Powerful

Club Management System

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

Photo-imaging Check-in
Unlimited Report Capabilities
Automated EFT

Y ey

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
1080 EAST INDIAN TOWN RD., STE. 202,

Illlller s 1 (800) 554-5’35%?255??22—%5
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EMMITT SMITH

All-Pro Running Back
Dallas Cowboys
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MAXICAM

" Muscle Dyriarmics -

For a complete brochure on our more than 95 selectorized and free weight machines, call:
(800) 544-2944

Musde Dynarmics

20100 Hamiiton Avenue ¢ Torrance, Califomia 90502 » (310) 323-9055 » Fax (310) 323-7608



