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BALLY TOTAL FITNESS
THEN AND NOW

By Norm Cates, Jr.

Bally Total Fitness, as
we know it today, is vastly differ-
ent and significantly improved,
from the organization it was fifteen
years ago. This article is about how
Bally has changed and why.

Before the Bally Health
Club chain became the giant 320-
location organization that it is today,
it was operated as a group of club
chains assembled by Donahue
Wildman and Roy Zurkowski, the
owners of Chicago Health and Ten-
nis. The chains included: Vic Tanny,
Jack Lalanne, Holiday Spas,
Scandanavian, Holiday Health,
President’s First Lady, Chicago
Health Clubs and others. When
these various chains were acquired
they retained the old names and in
many cases, the former owners
stayed on as part of the management

team. Two problems arose from
the beginning.

There was no common
brand name identity. There were
no cohesive nationwide operating
standards, policies or culture. The
reality was that the organization
consisted of eight or more differ-
ent operations pretty much doing
as they had done in the past, sell-
ing memberships, using ‘bait &
switch” advertising techniques
and high-pressure sales tech-
niques to *make the sale today.’
Service after the sale during this
era of Bally was virtually non-
existent.

When the Bally Enter-
tainment Corporation acquired the
Health and Tennis Corporation of
America in 1983, the organization
remained largely the same. Same
names for each club group. Same
focus on sales, sales, sales. And,
in general, the same corporate
culture as before. Little was done
to change the sales mlture o a

sales and service culture.

‘Spa Mentali
p(gperarorsw

In the booming

growth years of the early 1980’s,
independent club operators
across the land competed hand-
to-hand with the Bally
organization’s club chains. Dur-
ing the 1980’s club boom, the in-
dependents began to understand
the concept of service after the
sale. Club owners across
America united to form the In-
ternational Racquet Sports Club
Association. Through IRSA (H
was added in 1994 making the
Association The International
Health, Racquet and Sportsclub
Association), club owners shared
their operational methods, values
and cultures. There emerged a
new mentality of club operator,
a mentality that I’ve called the
‘IHRSA Mentality.” The IHRSA

Mentality consisted of a belief
that memberships should be sold
on a monthly dues basis, high
pressure sales techniques and
‘bait and switch’ advertising
should be eliminated and that
clubs should become good “citi-
zens' in their communities. All
of the components of the IHRSA
Mentality were totally opposed
to the mentality found in the
Bally clubs in the early 1980’s.
This writer has called the men-
tality found at Bally during
those years the ‘Spa Mentality’
in honor of the history from
which they came. In brief, the
‘Spa Mentality’ operators be-
lieve that you should do what-
ever it takes, including telling
falsehoods, to make a member-
ship sale. They believed that
prospects should be obtained
through any methods, including
heavy ‘Buddy-Referrals’ of
family members, friends and
neighbors of newly hired sales

staff, and newly joined members.

These chain operators fre-
quently hired new classes of sales
staff. They were put through “Com-
pany Sales Training and one of the
primary thrusts of those sessions
was to milk the new person hard for
new leads from family, friends and
neighbors. And often, once the new
salesperson’s prospects were milked
dry, the salesperson would quit or
be fired due to lack of production.
But always, those family members
that were recruited would be stuck
with the long-term contracts for
memberships they didn’t really want
or plan to use.

In essence, the Spa Men-
tality operators of the early Bally
Total Fitness were what some health
club veterans called “Old Spa Dogs’.
Anybody that has ever known an
‘Old Spa Dog’ knows that you can’t
easily change them to ethical, high-
minded salespeople. They may
make you think they have changed,

(See BALLY page 5)

The E-ZONE Network... More Fun For Fitness!

B) Norm Cates, Jr.

The health, racquet and
sportsclub industry has come a long
way in the last 25 years, During that
period we've seen Nautilus come
into the strength training segment of
the industry causing an explosion of
new-selectorized strength training
equipment companies. Then, along
.came the Llfe.cycle computerized

exercise bike followed by a
plethora of new high-tech training
bikes. Then StairMaster arrived,
followed by a vast array of new
stairclimbing machines. Treadmill
technology advanced as well, giv-
ing club owners more and more
cardiovasuclar equipment choices.
By the late 80°s the advancements
in high-tech exercise equipment
had club members everywhere
lifting, pulling, pushing, biking,
climbing, running and walking.

Club owners began to install
TV’s in their cardiovascular ar-
eas to give their members a di-
version when they were working
out on cardio equipment.

Club owners began to
utilize FM tuners to provide TV
sound in cardio equipment
rooms. In the early 1990’s
CardioTheater introduced the
most advanced club entertain-
ment system yet, providing clubs
with a system to tune in and lis-

ten through individual headsets
feeds from TVs, FM radio, au-
dio cassettes and CDs. Under the
co-ownership and direction of
Tony deleede, CardioTheater
experienced terrific success
worldwide. CardioTheater has
dominated and continues to
dominate the club entertainment
market with over 3,000 instal-
lations world-wide. However,
the natural course of events
seems fo be continuing as an-

other high-tech entertainment system
has now arrived to compete for a
share of the market,

Enter the E-Zone Network

t‘ hat is the E-Zone

Network? The E-Zone Network is a
private media-network, designed to
deliver education and entertainment
products and services to active
lifestyle consumers. It is a specifi-

(See E-ZONE page 8)

Town Sports International
Demonstrates Explosive Growth

N ¥C’s Largest

Health Club Owner Continues
to Assert Itself in the Northeast

NEW YORK, Feb-
ruary 5, 1999 - Town Sports In-
ternational, the leading owner

and operator of health and fit-
ness clubs in the Northeast and
parent company to New York
Sports Clubs, Boston Sports
Clubs, Philadelphia Sports
Clubs and Washington Sports
Clubs, formally announced to-
day the addition of new loca-
tions to its existing network of

clubs. Today's announcement brings
the total number of TSI operating lo-
cations to 72 and significantly en-
hances the company s presence in the
Northeast.

“These openings reflect the
rapid pace at which TSI is moving
to solidify and enhance its position

(See TSI page 6)
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THE PROBLEM WITH COMPLACENCY
Why The Fitness Industry Needs A Wake-Up Call

by Michael Hoffman

wwsier’s International
Dictionary defines complacency as
“smug self- satisfaction”, and this
industry is guilty of it. Managers are
so pressured to make a profit that
they get numbed into public rela-
tions complacency, while a tight-
knit coterie of “sacred cow™ experts
constantly remind them that being
a big frog in the fitness industry’s
relatively small pond is profession-
ally admirable - a naive myth at best.
_ The industry lacks credibility out-
side the fishbowl of its own self-
congratulatory communications
arena.

Shoddy PR work is epi-
demic among poorly-qualified prac-
titioners, half-truths are intention-
ally propagated by power-addicted
CEOs and intelligent revolutionar-
ies are summarily dismissed for po-
litical reasons while Peter-prin-
cipled middle managers are re-
warded for just showing up.

The industry is sliding
down the razor’s edge of credibility
by missing obvious image-building
opportunities.

The industry could have a
generous, forward-thinking reputa-
tion with Wall St. and media VIPs,
but does not seem to care that it be-
haves more like a sales machine than

an advocate for public education and
philanthropy, the two key elements
of corpoarte social responsibility.
Media has an often jaded view of
the industry because most clubs,
manufacturers and fitness specialty
stores emphasize commercialism
over socially responsible marketing.
Even though the industry’s national
generic news oulpul is increasing,
thanks to the diligent efforts of
IHRSA, its mainstream image is still
not much different than it was in the
past when unscrupulous gym opera-
tors were stealing away in the night
with membership dollars and
ThighMasters were the rage.

The stories in this article
may upset those readers who se-
cretly regret their culpability, but the
stories are true and demonstrate
clearly why the fitness industry
needs a reputation wake-up call. In-
stead of patting itself on the back for
perpetuating the same worn-out ritu-
als one might expect at a lovefest
for inbred myopics, the fitness in-
dustry needs professional reputation
management.

Addiction to Advertising

uick public response
to advertising works on the psychol-
ogy of club operators like a drug.
When prospects respond to offers,
a quick fix of sales results, but the
rush, which lacks substance, wears

Norm Caten’
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off and the club has to run more
ads to get another fix. Price-and
time-offer-based advertising per-
petuates a mediocre image, be-
cause it generates money but does
not create a positive repute.  In-
stead, assigning half your current
advertising budget to image ads
and other reputation management
activities including public affairs,
human interest news stories and
philanthropy, would create a more
credible image and draw more traf-
fic at a lower cost.

If you do not proactivery
manage your own reputation via
the type of promoting you do, the
media and the general public will
do it for you. A recent survey of
25 reporters from newspapers in
major areas of dominant media in-
fluence (ADIS) revealed that only
15 percent of them felt club adver-
tising portrayed an quality image.

A Legend Speaks Out

Il is a terrible indict-
ment against the fitness industry
that one of its heroes has chastised
it publicly. Jack Lal.anne appeared
on HBO's “Real Sports” program
recently, and in front of millions
of viewers, said he left the club
business because of the paid per-
sonal training movement.
LaLanne always insisted that per-
sonal instruction be included in his
clubs’ membership fee, but decried
the fact that in many clubs today,
nobody will even talk to you for
less than $50 an hour. He said
charging for personal training is
unethical, because one-on-one in-
struction is every club’s responsi-
bility and should not be commer-
cialized. Imagine the impact that
program had on the millions of
viewers who might have been con-
sidering joining a club!

Lalanne’s comments,
which clubs could neither ignore
nor control, negatively impacted
the industry’s image. This is the
power of the media, to paint either
good pictures or poor ones. Be-
cause most fitness companies do
not actively manage their media
images, they are at the mercy of
any story journalists choose to tell.
It happens every day, and like so
many sheep, our marketing direc-
tors sit back complacently count-
ing their gross, ignoring the me-

dia at their own peril.

IHRSA
Members
Abandon
Their Own

IHRSA‘s In-
stitute on Exercise and
Health (IIEH) is the
cleverest, best informed
program ever designed
to educate the media
and the public about the
benefits of exercise.
Subscribing clubs re-
ceive monthly news re-
leases prepared by a
panel of renowned ex-
ercise scientists, pre-
formatted for delivery
to the media and com-

e
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munity VIPs.
But, fewer

Michael Hoffman

than 20 percent of IHRSA clubs
have enrolled. Of those that sub-
scribe, only a handful actually
distribute the releases. Of 75 non-
subscriber clubs, 90 percent said
they did not think the program
could contribute to their bottom
line.

How naive! What would
have happened to Volvo Auto
Euro’s business in 1952 if they
had rejected the radical idea of
building stee! full-carriage frames
into their cars?  Not every mar-
keting dollar has to be spend on
immediate returns-on-invest-
ment. Public education projects
like the [IEH can foster strong
media relationships and assuage
the non-exercising public's often
skeptical view of clubs,

Equipment
Manufacturers
Do They Care?

Equipment manufactur-
ers could have an enormous posi-
tive influence our industry’s im-
age, but most of them abdicate it.
Focusing primarily on sales quo-
tas, they fail to help clubs publi-
cize the often wonderful results
their products help members
achieve. A campaign of human in-
terest stories featuring these ac-
complishments could go a long
way to boosting both the manu-
facturers’ and the clubs’ images,
but the manufacturers appear

more interested in spending mil-
lions developing more products and
playing the acquisition game, It is
not about doing the right thing, but
doing the money thing. They close
the sale, then leave the club opera-
tors to their own devices, which is
the polar opposite of the socially
responsible behavior of truly great
corporations that commit huge bud-
get dollars to public education and
industry affairs.

Clubs have tremendous
power and leverage to change this,
if they would only use it. If they
demanded public relations support
as a condition of making a pur-
chase, the manufacturers would
have no choice but to provide il.
Instead of competing on price, they
could compete to see which of them
provides the finest member and
press education programs. It would
be a win-win situation for the
manufacturer, the club, the media
and the general public. Manufac-
turers have the money to do this,
but few have the professionally-
educated staff to run serious public
relations campaigns. Maybe they
should send their marketing direc-
tors to reputation management
school.

A Bad Time in Vegas

A LAS VEGAS SUN
reporter was recently invited to a
VIP roast at an annual fitness in-

(See Hoffman page 22)
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Y EP, ITS THAT
TIME AGAIN! Time to pack
your bags and head to beautiful
San Diego, California for
THRSA’s 18th Annual Conven-
tion and Trade Show! If you are
an IHRSA member and have
regularly attended the previous
Annual Conventions and Trade
Shows you already know that this
event is the single greatest learn-
ing experience in our industry in
the world. For four days, March
24-27th, over 135 speakers will
share their expertise on the club
industry with you. And, at the
largest club business trade show
in the U.S., hundreds of manufac-
turers and vendors will display
their latest products and services.
BE SURE to visit our Advertis-
ers who will be there. Their com-
pany names and Exhibit Numbers
- appear on this page in alphabeti-
cal order. Also, numerous honors
will be given to industry leaders
including: IHRSA’s Distin-
guished Service Award to JILL
STEVENS KINNEY, IHRSA’s
Person of the Year Award to JOE
GOLD, the new IHRSA/Life Fit-
ness General Manager of the Year
Award, the IHRSA/Cybex Fit-
ness Director of the Year Award,
the Keiser 50+ Award and the
THRSA Racquetball Program-
ming Award. The bottom line is
that you will learn a lot, have a
Iot of fun and meet a lot of new
friends during this event. It sim-
ply isa DON'T MISS GET TO-
GETHER! If your club is not an
IHRSA Member, you can join to-
day by calling IHRSA at (800)
228-4772 and ask for Meredith
McLaughlin at ext.#129 or Jill
Spitz at ext.#109. If you want to
just attend the Trade Show, you
cs.n do that too. Just give them a

call. IHRSA memuership provides
more value for your investment than
anything else you can do in this in-
dustry! See you by the sea in San
Diego!

LEE GUTHRIE, a club
industry veteran and old friend of
mine, is now the Vice President of
Sales for The E-Zone Network,
Ine., a Calgary, Canada-based com-
pany. E-Zone is a new-very high-
tech entertainment and education
system for clubs. In addition to be-
ing a club operator in the 1970’s, Lee
worked for Nautilus in their early
years and Lifecycle during its early
times as well.In the early 1990’s Lee
was a key man behind a product
named Skywalker which experi-
enced a rapid rise in popularity and
a tough fall when the product failed
mechanically and the company that
manufactured the Skywalker filed
for bankruptey. While discussing the
Skywalker debacle recently, Lee told
me that “Sports Specific decided
to make me President and CEO of
the company, which really was a
mistake because | wasn’t ready to
be a President. I knew nothing about
the equity market, particularly the
Canadian market. Since then ['ve
learned a great deal and made some
great friends in Canada.” The real-
ity is that Lee is right in his assess-
ment. But, I'd like to add that while
what happened-happened, | don't
think Lee Guthrie had any control
over it or he would have avoided
what happened. Lee lost a lot of his
own personal funds in the deal along
with others. He is an enthusiastic
survivor and a good man. | don’t
know anybody in our industry with
more enthusiasm and his effective-
ness as a  sales leader is
unmatched.(For example, the intro-
duction of Skywalker at the Club
Industry Show in Chicago, dlrected
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by Lee, resulted in 2300 pending
written orders for the new ma-
chine!) 'Lee has worked for four
years on the E-Zone Network. [ told
Lee I believe in him and what he is
doing now, as have others like
CHARLIE LINDSEY of Ameri-
can Club Systems. And, I'm happy
to see the care and time that E-Zone
has taken bhefore rolling out their
new product. I've taken a look at
E-Zone and written a report on the
new product for our readers. E-
Zone is a product that focuses on a
subject that I've written about many
times, MAKING IT FUN for club
members. | would recommend that
club owners check out E-Zone. [t
is very high tech and may or may
not be suitable for your club. But,
like the terrific CardioTheater
Systems now in over 3,000 clubs
nationwide, E-Zone should defi-
nitely MAKE IT FUN and more in-
teresting in fitness clubs where it is
installed.

Goodday Mate! And con-
gratulations to TONY de LEEDE,
owner of Atlanta’s Australian
Body Works on the opening of his
20th Atlanta area facility! The new
Akers Mill ABW has the world’s
largest CardioTheater with 48 au-
dio and tv stations. Tony, originally
from Australia, started in Atlanta in
1982 and is one of America’s top
entrepreneurs. Tony has 3 or 4 other
locations in various stages of nego-
tiations and fully expects to be at
25 locations by the end of 1999,
Tony is also the co-owner of
CardioTheater, the great entertain-
ment system for clubs that provides
TV and Audio for cardio workout
areas. Cardio Theater is now in over
3,000 locations worldwide. Tony is
shown in the photo above with
ERIC ERICSON of Unisen Cor-
poration, makers of Star Trac

(See Norm's Notes page 18)

* NORM'S NOTES* .

Enc Encson (Leﬁ) And Tony de Leede

CLUB INSIDER NEWS ADVERTISERS
AT IHRSA SAN DIEGO TRADE SHOW

Company Exhibit #
Affiliated Acceptance 4020
Body Pump 511
Cardio Theater 801

Club Runner 2228
E-Zone Newwork 1435
Faust Management 335
ISSA 742
KickBox Fitness 2149

Life Fitness Entry Area
PACE Circuit 1841
Premium Performance Training 1746
SalesMakers 2233
StairMaster 601
Worldwide Fitness 236

«.BALLY

continued from page 3

but in most cases, once you have
turned your back, they revert to
their ‘old ways.’

IHRSA MEMBERS
REBEL

In carly 1986, at an
IHRSA Convention in New Or-
leans, a group of about 600 IHRSA
members attended a meeting in a
huge ballroom to protest the pro-
posed admission of the Bally Health
Club chain into IHRSA. 35 to 40
IHRSA members stood in line to
speak out against the measure. Af-
ter the speakers finished, it was
clear that the admission of Bally
into the 1200 club member IHRSA
would not happen.

What was it that drove this
huge throng of IHRSA members to

attend this meeting and in no un-
certain terms, protest the admis-
sion of Bally into their Associa-
tion, [ was there and as one of the
speakers, | can recall my vehe-
ment opposition to the measure.
I, for one, did not want the Bally
clubs admitted into our Associa-
tion because of my experiences
with Bally’s ‘Old Spa Dogs’ and
how they operated. The bottom
line, in my mind and the minds
of others, was that the operators
of the Bally Health Club chain
were in the business for the
money and only for the money. |
and others felt that the Bally
Health Clubs were then giving
our industry a bad name in gen-
eral with their high pressure sales
techniques, their *bait and switch’
advertising and in general, their
lack of eihics in dealing with their
customers. Most of those in that
room owned and operated clubs
in markets where Bally was op-

erating. So, we knew first hand what
Bally was doing and how they were
doing it. And, we didn’t like it, nor
did we want to be associated with |

LAWSUIT AFTER
LAWSUIT CAUSING
BAD PRESS FOR
HEALTH CLUB
INDUSTRY
NATIONWIDE

Ovcr the years, since that

New Orleans meeting, the rejection
by the IHRSA Members of the ef-
fort to admit Bally into IHRSA has
been validated. Since that time, Bally
has been involved in countless law-
suits brought by consumers across
the country. Many of those lawsuits
had been chronicled by this writer
in The CLUB INSIDER News edi-
tions in 1994. In fact in 1994, Mas-
sachusetts, Attorney General, Scott
Harshbarger, made an effort to shut
(See BALLY page 6)
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in the metro areas we serve” said
Mark Smith, the company’s Chief
Executive Officer. “Having re-
cently secured significant additional
financing, we are very well posi-
tioned as an aggressive player in our
markets, growing rapidly by both
acquisitions and new openings.”

New York Sports Clubs
(NYSC) new clubs opened or ac-
quired are at: 1063 Hope Street,
Stamford,Connecticut, 625 Merrick
Ave., East Meadow, Long Island,
New York, 11 Madison Ave.,
Larchmont, New York and 6136
Jericho Turnpike, Commack, New
York.

The New York Sports
Clubs (NYSC) new club develop-
ments in presales include:

73rd & Columbus, 217
Broadway, 34 West 14th Street and
503 Broadway, Manhattan, New
York and 2909 Lincoln Ave,
Oceanside, Long Island, N.Y,,

Essex Mall, Bloomfield Ave.,
West Caldwall, New Jersey and
250 Westport, Norwalk, Connecti-
cut. In other regions, TSI has
opened its first Philadelphia
Sports Club (PSC) in Society Hill,
Philadelphia, and signed leases for
clubs in Rodin Place, Philadel-
phia, and for Washington Sports
Clubs (WSC) in Fairfax, VA, Ster-
ling, VA and Alexandria, VA.

“These new club open-
ings further demonstrate our dedi-
cation to providing the highest
level of service to our members.
We know we must constantly pro-
vide the highest quality of facili-
ties and service on a daily basis
due to our “commitment-free”
memberships. Convenience is an
extremely important component,
as commuters are able to take full
advantage of our facilities near
their homes and offices,” said Mr.
Smith.

TownSports Interna-
tional’s clubs are full-service fit-
ness facilities, that offer the latest
in technology, exercise equip-
ment, innovative group fitness

FRIDAY REPURT

Weekly Marketing Insights
For The Club Industry

FEBRUARY ISSUE

classes (such as boxing, ballet,
African dance and meditation)
and an array of helpful services
(including baby-sitting and mas-
sage).

Separately, the company
reported revenue for the quarter
ended November 30, 1998 was a
record $31.9 million, compared to
$19.1 million a year earlier, a 67
percent increase. Adjusted
EBITDA increased by $1.4 mil-
lion or 30%, from $4.8 million to
$6.2 million.

New York-based Town
Sports International is a leading
owner and operator of fitness
clubs in the Northeast and mid-
Atlantic region of the U.S. and is
the largest operator of such clubs
in Manhattan. The company op-
erates fitness centers in New York,
New Jersey, Connecticut, Massa-
chusetts, Pennsylvania, Washing-
ton DC, Maryland and Virginia,
consisting of over 85 health clubs,
that are open or under develop-
ment, with more than 179,000
members.

«.BALLY

continued from page 5

down five Boston area Bally To-
tal Fitness clubs because of over
1500 complaints to the Massa-
chusetts Office of Consumer Af-
fairs. Those 1500 complaints had
happened after Bally had entered
into a Consent Judgment settling
a previous lawsuit in 1989! It be-
came clear to this writer that un-
less Bally Total Fitness changed
its direction dramatically, the
publically traded company would
go no where and would continue
to damage the health club indus-
try reputation for the rest of the
12,000 commercial clubs in the
U.S. Not long after that the Bally
Health Club chain made National
headlines when the Federal Trade
Commission announced on April
14, 1994, that Bally had agreed
to pay refunds to possibly thou-
sands of its current and former

members to settle allegations of
deceptive billing, cancellation and
refund practices. Bally and two of
its subsidiaries agreed to pay
$120,000 in civil penalties to settle
allegations by the Federal Trade
Commission that the chain used
harassment and misrepresentation
to collect membership fees. And,
Bally got into trouble with the U.S.
Department of Justice over racial
discrimination.

In May, 1999, Bally En-
tertainment Chairman, Arthur
Goldberg announced that he was
going to ‘spin-off” the health club
chain from the parent company.
Mr. Goldberg was quoted as say-
ing, “The shares of Bally Manufac-
turing Corporation have been sig-
nificantly undervalued as a result
of confusion in the marketplace re-
garding our Health and Tennis Di-
vision.” Interestingly, this an-
nouncement by Chairman Gold-
berg came approximately one

(See BALLY page 14)

Mr. Arthur Goldberg

Dear Mr. Goldberg,

EClub

WNorm Cates’

Chairman of the Board - Bally Manufacturing Corporation
8700 Bryn Mawr - Chicago, Illinois

60631

Insider

April 22, 1994

I would like to respond to an Associated Press interview with You, published
in the Atlanta newspapers on July 25, 1993. The article says:" Mr. Goldberg
figures he can franchise the Bally name to health clubs in smaller towns in
exchange for national advertising and centralized accounting. "

P> The only “how-to” Faxletter for
club owners, general managers
& sales/marketing directors!

8ir, I would suggest that you investigate further the national reputation

of your Bally Health Clubs before ydu make a move into franchising. You

may not be aware. Bally Health Clubs have the worst reputation in the club
industry in America today. The Bally Health Club method of operation 1is
8imply to promise the moon to a prospective member and take advantage of the
person's trust. The "personal” service promised by your salesmen is rarely,
if ever, delivered. The culture and the system is the same nationwide.

P Immediately-usable marketing

action it_!eus in each issue!

I have enclosed four different issues of The CLUB INSIDER News with articles
marked for your convenience. The articles ares about Bally's legal battles
across America. 1 am reporting the truth as provided by the those various
legal agencies. The latest matter to surface is the Federal Trade Commission
consent decree, announced on April 14th which further authenticates my
comments here. The Bally Clubs continue to damage their own reputation. It
doesn't stop there. Unfortunately, the 12,000 other clubs in the U.S suffer
everytime Bally hits the news with another legal (or illegal) action. This

is because the American consumers believe that all clubs operate like Bally.

P We do research; you reap the
benefits! We research 100+
business periodicals for you!

P> Only $159.00 per year (Less
than $3.10 per week).

My objective is to educate the American consumers about how Bally Clubs
operate. One day, American consumers will understand that Bally Clubs are
operated for money and money only. They will understand that there are lots
of clubs in their community who will treat them fairly and will truly care
about them and their results. One day, the Bally Clubs will be unable to
convince people to sign contracts because the consumers won't even walk into
the Bally Clubs due to their bad reputation. When that happens, the Bally
Health Clubs will MO LONGER be financially viable. It is just a matter of
time. The Bally Health Club division will continue to be a troublesome
segment of your overall corporate structure. It is obvious from the article
that you are a gifted and successful corporate turnaround expert and it's my
guess that you have not been informed about the truth about the Bally Clubs.
; have an idea which might allow Bally to step out of the health club
industry gracefully. The Bally Company and the American consumers will be
much better off if that happens, Please call me at 800-700-2120 if you

have interest in learning-.about my idea.

Very truly yours,
M B

Norm Cates, Jr. /
Publisher and Bditor

P Subscribe now; call
800-778-4411

A PUBLICATION OF CLUB MARKET VI

P. 0. Box 671443 * Marietta, GA 30067-002% * (404) 850-8506 » FAX (404) 933-9698

177 EAST 87TH STREET, SUITE 301, NEW YORK, NY 10128

(212) 987-4300 (800) 778-4411 FAX (2129874227
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..E-ZONE

continued from page 3

cally designed entertainment system
for the health, racquet and
sportsclub industry consisting of:
(1) The E-Zone Tower (TV, CD and
Cassette functions, The E-Zone
headphone, a lightweight, wireless
headset withFM - 3D sound, the E-
Zone Server and a private media
network for delivering education
and entertainment products and ser-
vices. The E-Zone pricing system
is structured so that E-Zone remains
responsible for the ongoing service
of the equipment, not the club
owner. The technology combines
“off-the-shelf” components such as
the TV screen, CD and casselte
players and integrates them into the
E-zone system using ils patented
wireless technology and software.
The patented QSound technology,
developed and owned by E-Zone
founder, Danny Lowe, gives E-
Zone its incredible high-quality
sound and is licensed exclusively to
E-Zone for use in the fitness indus-
try.
E-ZONE
FOUNDED IN 1995

The E-Zone Network
was founded in 1995 by Danny
Lowe, Lee Guthrie, Todd Simpson
and Mark Holden, each bringing to
the table many years of experience
in their respective fields. Lee
Guthrie, with over 25 years of ex-
perience in the fitness industry, had
the vision of taking entertainment
and education in the fitness indus-
try to a new level. Mark Holden had
the experience and education in the
film business to create the content
for the network. Todd Simpson had
the engineering know-how to turn
this vision into reality. And, Danny
Lowe, who was at that time, Chair-
man of Qsound Labs, Inc., is respon-
sible for the intellectual property
and overall direction of E-Zone.

E-ZONE’S

OF DIRECTORS

E-Zone currently em-
ploys 40 people and is projected to
have 200 employees by, December,
1999 as the system grows. The Mar-
keting, Sales and Service head of-
fice is located in Napa, California.
Engineering, Manufacturing and
Network Headquarters and Opera-
tions functions are located in
Calgary, Alberta, Canada.

E-Zone has a balanced and
experienced management team. The
team includes: Danny D. Lowe,

CEO, Eric Hobson,President, Jes-
sica Abt, MBA, Chief Operating
Officer, Bradley J. Thomson,
C.A., Chief Financial Officer, Lee
Guthrie, Vice President, Sales,
Todd G. Simpson,Ph.D., Vice
President, Engineering/Research
& Development,  Mark
Holden,V.P., Content Develop-
ment Dave Fior, C.A.Vice Presi-
dent, Management Information
Systems and Isack Schwartz, Vice
President, Manufacturing Opera-
tions.

The Board of Directors
consists of three members: Rob-
ert W. McKenzie, Executive Vice
President of MetroNet Communi-
cations Corporation since Octo-
ber, 1997 and a Director of
MetroNet since July, 1996, J.5.A.
(Jim) MacDonald Chairman and
Managing Partner of Enterprise
Capital Management, Inc. and
Michael Hubbard, currently the
President of MJH Services, a
Calgary, Canada-based corporate
finance consulting company.

AN EXPERIENCED
FITNESS ADVISORY
BOARD

E-Zorw Network,Inc.
has also assembled an impressive
Fitness Advisory Board consisting
of health, racquet and sportsclub
veterans from various segments of
the industry. The Fitness Advisory
Board includes: Nicholas Or-
lando, Founder and former owner
of StairMaster, Jerry Downen,
Nautilus Group, Japan, Ed
Trainor, Vice President Services,
Town Sports International, Mike
Chaet, Ph.D., President, Club
Management Systems, Kevin
Steele, Ph.D., Vice President Fit-
ness Services, 24 Hour Fitness
and Art Gutierrez, Director of
Sales & Marketing, AFS.

BENEFITS FOR
FITNESS CLUB
MEMBERS

Filness club members
that utilize the E-Zone Network
receive a number of benefits: E-
Zone gives club members free-
dom of choice while training in
their own personal education and
entertainment zone, stimulates
motivation to lengthen the dura-
tion of cardiovascular workouts,
enables individuals to enhance
their understanding of a subject
matter that is of particular inter-
est to them (example: how to re-
duce the risks associated with dia-
betes), the FM tuner allows mem-
bers to use the headphone outside
the club and E-Zone enhances the
overall workout experience.

BENEFITS FOR
THE FITNESS
CLUB
Bcnefils for the fit-

ness club include: the opportunity
1o increase its product offering to

members through the delivery of i

educational content to a targeted [

audience, opportunity to increase [
membership retention levels by |

reducing the boredom commonly
associated with cardiovascular
exercise, opportunity o attract
new members, the ability to de-
liver messages to its members
over the network, opportunity to
extract valuable information from
the network regarding equipment
useage, opportunity 1o generate a
new profit center through the sale
of E-Zone headphones and E-
Zone provides comprehensive
sales and service support (on-site
and remote) to its customers.

E-ZONE
CURRENTLYIN 8
LOCATIONS

E-Zone commenced
commercial operations in the
Spring of 1998. To date, the
E-Zone roll-out program includes
the installation of 485 screens in
eight locations. The first E-Zone
installation was in the North Dal-
las Athletic Club, Dallas, Texas
and was completed September 21,
1998, Since then E-Zone has been
installed in the Signature and Pre-
mier Athletic Clubs in Dallas, the
Houstonian in Houston, Texas,
Gold’s Gym, Long Island, N.Y.,
Sport and Health, Alexandria, Vir-
ginia and Gold’s Gym and Cory
Everson Fitness in Columbus,
Georgia.

Here is what some of
those club operators had to share
about their experience with the E-
Zone Network:

Mike Chandler, General
Manager, North Dallas Athletic
Club says, “E-Zone offers our
members a sophisticated ap-
proach to exercise boredom and
dazzles members and prospects
with its state-of-the-art entertain-
ment options.”

Paul Schoenberg, Gen-
eral Manager, Premier Athletic
Club, Dallas, Texas adds,
“E-Zone has created a lot of ex-
citement in the club and members
now look forward to their work-
outs, because it isn’t boring any-
more. Once you have worked out
with E-Zone, it is difficult 16 work
out without it. It becomes a habit,
it’s addictive in a positive way.
Our members love the variety of
entertainment that E-Zone pro-

(Left) Grant Guthrie, Lee Guthrie &

Barbara Hickenbottom

vides.”

Lori Horvath, General
Manager, Signature Athletic Club,
Dallas, Texas observes, “E-Zone
is the next step in entertainment
and has enhanced the club tenfold.
It has made our club ready for the
next millenium.”

Susan Politano, General
Manager, Gold’s Gym, Long Is-
land adds, “E-Zone takes the
“work” out of “working out. "It
keeps our club one step ahead of
the competition.”

Herb Lipsman, General
Manager, the Houstonian says, “E-
Zone is at least a couple of levels
above anything else in the market
for audio-visual entertainment. It
helps attract our largest growing
market, the de-conditioned mar-
ket, by making exercise more fun.
At the Houstonian, it is important
that our entertainment system
works day in and day out, is de-
pendable and has no down time.
E-Zone comes closer to achieving
this than anything else we have
used.”

Jeff Neuberg, Owner, Al-
exandria Sport & Health summa-
rizes, “E-Zone is the most signifi-
cant innovation in the fitness in-
dustry since the introduction of the
Lifecycle!”

A Profit Center

While providing club

members with a terrific entertain-
ment system while they are in the
club, there is also a bonus for the
member. The state-of-the-art 3D
headset produces a remarkable
stereo sound and has a built in FM
tuner allowing the member to use

the headphone at home, work, in
the garden, while fishing, you name
it

And, the headphone sales
become a profit center. The head-
phones are provided to subscriber
clubs at a price of $59 per unit and
retail for $99. For example, the
Houstonian has sold over 2,200
headsets since December,'98, eam-
ing a substantial profit.

A MAJ
COMMITMENT
FROM AMERICAN
CLUB SYSTEMS

Charlie Lindsay and
Tim Goodwin, the owners of
American Club Systems, owner
and manager of 55 Gold’s Gyms
and Corey Everson Fitness Centers
nationwide, have placed an initial
E-Zone order for 10 of their loca-
tions. The first two E-Zone instal-
lations for American Club Systems
have been made in the Gold’s Gym
and the Corey Everson Fitness
Center in Columbus, Georiga.

The E-Zone Network will
be exhibited at the upcoming
IHRSA Convention and Trade
Show in San Diego, March 24-
27th, at Booth #1435. For addi-
tional information right away con-
tact E-Zone at: (877)883-9663 or
on the Web at www.ezonenet
works.com.

(Norm Cates, Jr. if the
Publisher and Editor of The CLUB
INSIDER News and a 25-year club
industry veteran. Cates was the Ist
President of [HRSA and a Co-
founder of the Association in 1981.)
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Sores Mokers

membership specialists

You operate your club
365 days a year.

You spend thousands of
dollars in media

‘How about investing 3 days to increase
your long term membership numbers?

3 Day “at your club” Training Seminars include

f‘l‘ Proven Profit Procedures \
4 Retention

4 Sales Training

4 Prospecting & Telephone Training
4 Increase Personal Training Profits
4 Front Desk Training

4 Marketing Guidance

k 4 Tours & Presentations )

Last year our clients averaged a 27.6 % increase!

Sales Makers

Proven Profit Procedures

800-428-3334
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"New School" Membership Selling

By Ben Midgley

I received a call just the
other day from someone who owns
two health clubs. She wanted to
:stop selling in the “old school”
manner and begin selling using
“new school” methods, She felt
that the old school way of selling
with price specials, first-time in-
centives and striving for control in
a presentation, was no longer pro-
ducing the long-term satisfied cus-
tomers that she wanted. She is
right, the old school methods and
selling practices are very ineffec-
tive. Looking at the big picture,
old school selling lacks any real
insight into the process of selling.

It pursués avenues such as per-
suasion and coercion as opposed
to an effective and ethical sales
effort. The only thing more sur-
prising to me than the fact some-
one came up with all of these
ideas on “how to sell” is that
some people are still using these
methods and practices with all
their prospective customers,

As we discussed in my
last article in The CLUB IN-
SIDER News, selling in the fit-
ness industry is different than
selling in any other industry.
That’s because it requires a great
amount of sensitivity and support
to: (A) Make the sale. And
(B)Deliver our services to the
best of our ability. Let me give
you some insight into “new
school™ selling and some ex-

SPRINGFIELD CORPORATION

_WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

_lrnpaed & Domestic Textile Products

Take the guess work out of your. . . .

Towel Purchasing
Satisfaction Guaranteed

QUALITY PRODUCTS
at

COMPETITIVE PRICES

Rubbermaid A

Commercial Products -
Authorized Distributor

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

IRRSA

ASSOCIATE MEMBER

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

amples that you can use very ef-
fectively in your club, starting to-
day. 3

“New School” Selling

It is not a big secret that
every health club’s ultimate goal
with every prospect is to turn him
in to a member. Sales reps are
trained to proceed in a manner that
gives them a dozen or so different
tools to use in order to convince a
person to join. Sales reps are gen-
erally given a set of steps that man-
agement wants them to go through
with each prospect. These steps are
used to insure that every possible
tool is being used that might help
this prospect join on their first visit.

This approach is very
standard, very average, very bor-
ing and becoming increasingly
harder to pull off as the years go
by.

Simply, this is true because
of two things:

1)Consumers aren’t stupid.

2)This sales approach does
not match the consumer’s needs
with the way we are selling.

The first thing you need
to realize is it's O.K. to consider
changing your sales approach.
Prospects nowadays shop around.
And they should with all the gar-
bage they are going to run into out
in the sales world. Virtually every
other health club they go to is go-
ing to use the same approach with
only a few small variations.

So what differentiates
your club from others? Maybe a
nice pool or better equipment?
Hardly enough to make a differ-
ence. And don’t forget with pret-
tier facilities comes a higher price
tag. So what else differentiates
your club? Your nice people?
That's great, but we all know you
have to be nice, because if your
not, you lose members and mem-
bers keep you in business.

In order to succeed year
after year, you need to differenti-
ate your club as much from the
competition as you can, any way
you can. All things being equal,
club to club, what does your club
do that is going to make it stand
out in the minds of members and
prospective members? Naturally
your people are key. Your use of
your staff needs to be compatible
with your vision of the culture you
wish to create.

How your club will be
perceived will be determined by
how you utilize the talent on your

staff.

Do you want
your club to be perceived
as a ‘get the sale no mat-
ter what’ culture? That
type of club says they care
about a prospect’s goals
but they really only care
about the prospect and
their goals once they de-
cide to join. In other
words, pay us and we’ll
care. That is very com-
mon in our industry.

Or do you want
your club to be perceived
as a legitimate institution
of support and comfort for
all your current and pro-
spective members ? A
club with that culture is
VETy Uncommon in our in-

Ben M gey

dustry.

Regardless of the direc-
tion you choose to take your club,
your systems and approach to do-
ing business will have to reflect the
values that you hold as most im-
portant. If you want to learn more
about creating a club culture and
sales approach based upon support
and comfort, while obtaining out-
standing sales results, read on.

Club ‘Need’ Focus vs,
Member ‘Need’ Focus

Mosl clubs have posi-

tioned themselves to operate in a
manner that meets the needs and
desires of the owners. They have
developed their services com-
pletely around what they need to
stay in business and to stay profit-
able. Then these clubs take their
services to market in a form that
suits their needs, but may not nec-
essarily meet the needs of their po-
tential clientele. So, when all does
not go as smoothly as it seems it
should, multiple and sometimes
down right confusing sales tech-
niques are used to get that sale, The
problem here is you are selling a
service that may not be packaged
correctly for your potential market's
needs and you are selling it to them
in a way that they don’t see all of
its merits as you see them. There-
fore, they do not buy as often as
you had originally hoped.

To fix this problem you
need to do two things. First, as-
sume the role of the consumer and
re-examine your service through
the eyes of the consumer. Does the
way this service is being offered to
you fit what you are looking for?
Are there enough options in your

structure for the various lifestyles
in your market? Do you have
something you can sell to any-
body? If you answered “yes,” then
that’s good. If you answered “no,”
then that’s not good. Today’s con-
sumers have such a range of
lifestyles, preconceived notions
and concerns about joining a
health club that to have only two
or three options is severely limit-
ing your sales income potential.
If you don’t already have them,
consider such options as 1, 3 and
6-month memberships, automatic
billing memberships void of a
contract, requiring only a short
and convenient method of cancel-
lation, one-year prepaid member-
ships and offer 30-Day,100%
money back guarantees. Now
your talking something for every-
body!

Of course these options
and rates for each need to be
thought out carefully. You should
have an enrollment fee for long-
term memberships but not for
short-term memberships. Struc-
ture your rates to be more expen-
sive for members who only want
to join for 1, 2 or 3 months. If they
are going to be at your club for
more than three months, then your
rates should make more economi-
cal sense for them to go on a
longer term membership. The four
major reasons to have all these op-
tions are: 1) People love options,
(you love options too; | know you
do! 2) You can't argue with basic
logic. If it makes financial sense
to go on a billing system or pay
for a year in advance, it is very
casy for your salespeople to sell
because you eliminate the price

(See Ben Midgley page 26)
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WIRELESS
CARDIO THEATER

Presenting three wireless systems at different price levels.
They're easy to install, easy to maintain and easy on your budget.

We're presenting our cast of wireless systems around the And last but not least is Wireless Fitness FM, our entry
world. And getting rave reviews. It’s the biggest variety show level performer. This player is second to none when it
ever introduced in the Exercise Entertainment™ business. comes to FM.

No one else can offer such a wide selection of wireless sys- Cardio Theater’s three wireless systems are:
tems. Priced on three levels, there’s something for everybody. * the most reliable
Presenting our three star performers: * easy to install

Wireless Cardio Theater, our veteran performer, sets the * easy to maintain
stage with an unbeatable 16-act show. * easy on your budget

Wireless LCS, our newest performer, brings audiences Contact us now for more information. Your members
to their feet with its show of up to 48 acts. will applaud your act.

Get a case of headphones free!
Purchase any Cardio Theater Wireless System and
we ll gi\'t‘ you 80 h(radphunt's, free!

Manufacturer of 3 wireless systems:
Wireless Cardio Theater

Wireless Cardio Theater LCS
Wireless Fitness FM Plus

1-800-CARDIO-1, or 404-848-0233. www.cardio-theater.com
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IHRSA'S CAPI

I HRSA's Capitol Report
is published weekly by IHRSA and
shared here courtesy of
TheAssociation.

HEALTH CLUBS
E $35

SCHOOLS

A common rebuttal
heard by club operators when they
question a YMCA or another tax-
exempt fitness center sounds some-
thing like this: “But look at
all the good work they do!” Often,
what they really mean is “Where's
your charity?”

Now you can tell them.
According to a recent survey,
IHRSA clubs raised an estimated
$35 million for charities and
schools in 1998,

Surveying 264 health
clubs in the United States, IHRSA
estimates that its members raised
$24 million for charities and $11
million for schools in 1998.

The average club in the
survey raised $18,120 for charity
and $8,194 for schools.

IHRSA developed the $35
million national estimate by pro-
jecting that the Association’s other
member clubs raised half the
amount of money that was raised
by survey participants, according to
Bill Howland, IHRSA’s Publica-
tions and Research Manager.

“It’s a conservative esti-
mate,” Howland said.

Most clubs gave to mul-
tiple groups, but charity clearly be-
gins at home for the survey par-
ticipants,

The largest groups re-
ceiving contributions were local
schools (chosen by 73% of study
participants) and charities (chosen
by 78%). Many clubs gave to more
than one beneficiary in these
groups. The most popular national
charities were the American Heart
Association (579%), the American
Cancer Society (42%), and the Na-
tional Arthritis Foundation (26%).

All this, of course, is in
addition to the millions of dollars
in local, state, and federal taxes
paid annually by the commercial
health club industry.

SUN, SAND, AND

COMMON SENSE

The Speaker-elect of
Hawaii's House of Representa-
tives has proposed extending the
state’s general excise tax to cover
all nonprofit organizations that are
currently exempt from the levy. In
Hawaii, commercial health clubs
pay the general excise tax on all
revenue, while nonprofit fitness
centers do not.

Speaker-elect Calvin Say
tried last year to eliminate the gen-
eral excise tax-exemption for
nonprofits, but the proposal died
in the Senate. Say'’s rise to House
Speaker should increase the
proposal’s chance of passage,
however, strong opposition is ex-
pected from the nonprofit commu-
nity.

WE HAVE OVER 19,000 LOCATIONS,ALL

WITH ONETHING IN COMMORN...FUN.

Add Jazzercise to your facility! Meet your
scheduling and community needs with over
12 formats to choose from —

each taught by a certified instructor.

Bring In This Ad & Join Us For A
Complimentary [AZZTUSE. Class

New Saudencs Only. Expires | 15047

For worldwide class information go to
www.jazzercise.com or call 1(800) FIT-IS-IT.
Call Jazzercise, Inc.(760) 434-2101
to Locate a District Manager IinYour Area.
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NEWTAX
COMMITTEE
HEADS NAMED

Rupresentativc Amo

Houghton (NY) has taken over as
chairman of the House of
Representatives’s Ways and
Means subcommittee that over-
sees the Internal Revenue Service.
In the Senate, Senator Orrin Hatch
(UT) is the new chairman of the
Finance Committee's taxation and
IRS oversight subcommittee.
IHRSA will be contact-
ing these two lawmakers to make
sure that they are aware of the un-
fair competition that taxpaying
fitness clubs face from tax-exempt
organizations. [IHRSA encourages
its members to contact Rep.
Houghton and Sen, Hatch as well.
Explain how tax-exempt compe-
tition hurts your business and ask
them to support IHRSA's efforts
to strengthen the unrelated busi-
ness income tax (UBIT) law.
Write: The Honorable
Orrin Hatch, United States Sen-
ate, Washington, DC 20510 and
The Honorable Amo Houghton,
U.S. House of Representatives,
Washington, DC 20515.
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THE “REAL
DOLLAR” IMPACT
OF UNFAIR
COMPETITION

Think about your

market. Who is your biggest tax-
exempt competitor? How much
revenue does the local tax-exempt
fitness center generate? Does it
target your members?

The following eight ex-
amples are from IHRSA members
who documented their experi-
ences with unfair competition.
IHRSA is using their stories and
others like them to make the case
to Congress and the IRS that un-
fair competition is a serious threat
to the fitness industry. Consider:

1. When the Texas A &
M University recreation center
opened, Aerofit in Bryan, Texas
lost more than 1,000 student
members, 100 individual mem-
bers, and 50 family memberships.
The club lost $130,000 per semes-
ter plus $7,400 per month. Four
out of seven taxpaying clubs in the
area went out of business within
12 months of the recreation
center’s opening.

2. Since the Washington
Regional Medical Center for Ex-
ercise opened in Fayetteville, Ar-
kansas, attrition at the nearby
Fayetteville Athletic Club has
soared from 10% to 44%. In No-
vember 1998, the club’s revenue

decreased by 6% from the previ-
ous month.

3. When the Phoenixville
YMCA opened, Body Transit in
Collegeville, Pennsylvania lost
10% of its members or $65,000 in
revenue for the year.

4. When the Northwest
Community Healthcare Wellness
Center opened in Arlington
Heights, lllinois, the Continental
Athletic Club lost 60 of its 800
members for a loss of $39,600 per
year in revenue.

5. The Pulse Corporation
in Raleigh, North Carolina has
been negatively impacted by three
tax-exempt fitness centers: the
YMCA, Rex Wellness Center, and
East Carolina University. Pulse
estimates a total loss of more than
$600,000 per year in revenues or
900 memberships.

6. Murray Hill Health &
Racquet Club in Murray Hill, New
Jersey experienced substantial
losses (10%-15%) in revenues due
to competition from less expensive
YMCA/YWCA's within a 5-mile
radius.

7. Decatur Athletic Club
in Decatur, Illinois has lost ap-
proximately 200-300 member-
ships each year to lax-exempt
competition in its market. That’s
an annual loss of about $225,000
in revenues per year.

8. The East Side Athletic
Club in Milwaukie, Oregon suf-
fered a $22,599 loss in swim pro-
gram revenue (-28%) after the lo-
cal park district opened a 45,000
square foot aquatic complex. The
club also suffered a loss of mem-
bership revenues due to adult and
family terminations and down-
grades of membership status.

Faced with obvious un-
fair competition, each of these
IHRSA clubs found ways to sur-
vive — some have even prospered.
However, that in no way dimin-
ishes the damage wrought by tax-
exempt competition. Rather, it is
a testament to the hard work, busi-
ness acumen and entreprencurial
spirit of these fine IHRSA opera-
tors.

FAIR
COMPETITION
VICTORY! PANEL

ECTS
TAX-EXEMPT
FITNESS CENTER

(Palos Heighis, IL)
IHRSA members won an impor-
tant victory on January 7 when the
Illinois Health Facilities Planning
Board denied the certificate of
need for the Palos Community
Hospital’s proposed $14.5 million,
80,000 square-foot fitness center.

TOL REPORT

The Board’s decision
marks the third time that the fit-
ness center project has gone before
the planning board. In August, the
Board tabled the project. In No-
vember, the board voted its “intent
to deny” the measure, setting the
stage for the Board’s January ac-
tion.

For Mike O’Donnell, co-
owner of the Riviera Country Club,
the final vote represents a signifi-
cant victory. O'Donnell and other
area club operators had asked the
hospital to operate the fitness cen-
ter on a taxpaying basis.

With financial help from
IHRSA's Fund, O'Donnell submit-
ted a brief to the Planning Board
including a petition signed by more
than 700 residents that opposed
granting special tax breaks for the
hospital fitness center.

Pam Taylor, Chairperson
of the planning board, summed up
her concerns this way. “I am hav-
ing a very hard time looking at $14
million for a fitness center for
people who are entirely well, who
are perfectly capable of handling
their own health regimen ... $14
million should go for health care
of the ill and the sick.”

The Board voted 9-3
against the project. O’ Donnell said
that he would not be surprised if
Palos Hospital’s next move is to
sue the state.

“If that happens,” he said,
“it could set an important statewide
precedent.”

QUOTE OF NOTE
“Thc days of a good-

hearted missionary running a
YMCA are gone.”

- Brian Cormier, Chief
Executive of the YMCA of Win-
ston-Salem, North Carolina.
Cormier has grown the Y's rev-
enues from $900,000 in 1979 to
nearly $13.3 million today, mostly
from fitness memberships and
other fee based programs.

MORE CLUBS
DOCUMENT

UNFAIR
COMPETITION

In response, to the re-
ports above, IHRSA heard from
several other clubs. For example:

The Cincinnati Sports
Mall reports that it has lost 50
members, on average, in each of
the last two years as a result of
competition from two major hos-
pital-based multipurpose fitness
facilities. Estimated revenue lost:
$104,300 over two years.

(See Capitol Report page 17)
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month after this writer wrote to him
urging him to do something to stop
the Bally Health Club chain from
continuing to hurt the reputations
of all of the other commercial health
clubs in America. (See reprint of
that letter on page #6).

After the spin off, we be-
gan to see some change and move-
ment on the part of management of
the Bally Health Club chain. Mike
Lucci, the COO and President at the
time, commissioned a rework of the
Bally sales practices and began an
effort to retrain the people in the
Bally sales organization. Lucci also
created and began to implement a
program called the ‘Friendly Oasis’
which was a thrust to teach all Bally
employees to be friendly and help-
ful to all members and guests.

However, in addition to
the ‘Spa Mentality” that permeated
Bally, one of the biggest problems
that Lucei had was the worn out and
deplorable condition of many of the
Bally clubs at that time. In short,
some of the clubs were just down
right ‘shot’ and very unattractive to
both members and prospective
members alike. The chain contin-
ued to lose money and little cash
was used for upkeep and upgrades
of the facilities and equipment.

What the organization

needed, in addition to a reverse
in the operating mentality, was a
major capital infusion to remodel
and re-equip the worn-out facili-
ties and equipment lines. This
kind of money could only be
raised through a public capitali-
zation effort put together by a
very savy financial operator.

Lucci admitted himself
that was what was needed and
that he wasn’t the person to do it.
And, he added that he thought
that Lee Hillman was, due to his
background in the world of fi-
nances.

PEOPLE FOR A
TOUGH JOB

In October, 1996, it
was announced that Lee Hillman,
42, would take over the helm of
Bally Total Fitness as CEO and
President. Hillman, a CPA and
graduate of the University of
Pennsylvania's Wharton Busi-
ness School with an MBA from
the University of Chicago, had
spent time as a partner in the
Ernst and Young accounting firm.
Prior to taking over BTF, Hillman
served as the Chief Financial Of-
ficer of Bally Entertainment Cor-
poration under the tutelage of
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Arthur Goldberg. Hillman is not
willing to be placed in the spot-
light for his accomplishments at
Bally Total Fitness. Instead, he
places the credit for the BTF suc-
cesses with his Executive Man-
agement Team consisting of:
John Dwyer Excutive Vice Presi-
dent and Chief Financial Officer,
Paul Toback, Senior V.P. Corpo-
rate Development, Bill Fanelli,
Senior V.P.Operations, John
Wildman, Senior V.P. Sales &
Marketing, Harold Morgan, Se-
nior V.P. Human Resources, Ja-
son Conviser, V.P. Clinical Ser-
vices, Mike Karoff, V.P. New
Product Marketing, Rebecca
Lucci, Director, Franchise Ops
and Quality Control, Greg
Geisler, Audit Manager and Joan
Yankowitz, Assistant V.P.,, Mar-
keting and Dave Southern, Pub-
lic Relations Director.

This writer had the op-
portunity to spend a full day at
Bally Total Fitness Headquarters
in Chicago. After spending time
with this team, it is easy to see why
Bally Total Fitness is making a
turnaround. Lee Hillman has a re-
alistic plan that is clear. He has the
people to work that plan. And, he
and his team are working the plan
everyday. In short, the team and
their enthusiasm for their chal-
lenge is excellent. They all seem
to be very dedicated to the com-

pany goals and are working dili-

associlates
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gently to reach them.

TIME HAS PASSED
AND BALLY IS
CHANGING

For the first time in its
existence, since 1994 when the
spinoff happened, the Bally Health
Clubs names were all the same.
The new nationwide Bally Total
Fitness identity was an important
first step toward establishing a true
name brand for the organization.
And, it was the step that began the
efforts by the Executive Manage-
ment Team toward eliminating the
‘Spa Mentality® and changing the
organization’s culture to one that
represenis more than just a sales
machine.

When Hillman took over,
he immediately established rules
and policies for his managers, area
directors and district managers and
all club level employees relative to
day-to-day operations. The poli-
cies involved the behavior he ex-
pected from them and their em-
ployees, especially the sales staff
members in the over 320 clubs
across America. During the early
periods of his leadership Hillman
terminated a significant number of
employees that had failed to adhere
to the rules. Purely and simply, he
intended to make breaking the
company rules a firing offense and
he backed up his policy with ac-
tion. Hillman’s objective was to
inject integrity into the operation
at all levels. In an interview with
the CLUB INSIDER in June, 1997,
Hillman was commenting on his
strict adherence to his policy of
enforcing the rules and said, “I
don’t know if you are aware of it
or not, but we've had some con-
siderable turnover coming out of
this office. 1I've let quite a few
people go that didn’t adhere to
policy. There are instances where
the sales practices or sales policies
are not adhered to. And they are
ugly incidents, With 15,000
people, with thousands of sales
people across the country in 323
locations, there’s going to be a few
times that people do things that
they are not supposed do. My an-
swer to that can only be is that
when they are identified, they are
not going to be here any longer.
And, if they do something that is
illegal, they are going to be pros-
ecuted to the fullest extent of the
law. At our urging. At our insis-
tence. We are holding to that Norm.
I commit that to you.”

Today, while discussing
the progress made by Bally Total
Fitness, Hillman reiterated his
commitment to instilling integrity
throughout the organization and
once again affirmed his promise to
dismiss those that strayed from the

standards he had set for the com-
pany. He said, "As I've mentioned
to you before, I feel that integrity
is a real key to what we’re doing.
Somebody was saying to me the
other day that there is still 30-40%
of the industry that just doesn’t get
it. That we’re not the same com-
pany as in the past. You know,
we've got 15,000 employees out
there. And when we discover
someone breaking the rules we
identify who they are and then
they are gone. You'll always have
people who think they can break
the rules and get away with it, but
when we find them they are ter-
minated."

In addition to the changes
that have been taking place with
the line staff, Hillman embarked
on numerous efforts to improve
Bally Total Fitness’ standing as a
good citizen in the community. As
part of the remodeling program
where 250 of 320 Bally Facilities
are being remodeled or upgraded,
Hillman began an equipment do-
nation program, giving the used
equipment to schools, fire and po-
lice departments, park districts and
many other organizations across
the country. In 1998 Bally pur-
chased over $25 million in new
equipment and nearly all of the old
equipment has been recycled.

NEW INITIATIVES
TO GROW THE
COMPANY

Hillman concluded

carly on that in addition to remod-
eling the clubs and installing new
equipment he wanted to find new
initiatives to generate additional
revenues from the nearly 4 million
club members of Bally Total Fit-
ness. His theory was simple. He
wanted to sell new services and
products to the 120,000 or more
members that utilize the Bally
clubs on any given day.

The variety of new initia-
tives included: establishment of
Rehabilitatioin Clinics operated
by Continucare in Florida BTF
Centers (Feb.'97), introduction of
Bfit Nutritional Supplement line
to be marketed in BTF Centers
(March "97), introduction of a Co-
branded Mastercard Program with
Metris Companies (April "97), en-
tered into promotional agreements
with “Baywatch™ and ESPN (Feb-
ruary '98), established a Sports
Medicine Advisory Board (March
'98), developed and installed a
minority scholarship program
(March "98), acquired cight clubs
in the San Francisco Bay area
(May 98), entered into an agree-
ment with Kessler Rahabilitation
to open up to 100 clinics in BTF
centers(August "98), entered into

(See BALLY page 16)
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a magazine distribution agreement
with Time Incorporated bringing 23
titles to Bally’s cardiovascular
floors (October '98), entered an
agreement with Sports Display, Inc.
to coordinate in-club advertising
programs (Nov.98), entered into
agreement with Target stores for
distribution of in-home PowerFlex
(Nov."98) and entered into an
agreement with Chamberline Chi-
ropractic Corporation to develop
and operate chiropractic sports re-
habilitation clinics in BTF centers
throughout the San Francisco Bay
and Southern California areas
(Feb.’99). Whew!

While putting all of those
deals together over the last two
years, Hillman also reached out to
capital markets to secure funding
for the major overhaul and re-
equipping of 250 of the 320 BTF
facilities. In August,”97 $90 million
was raised through the sale of 8

million shares of stock, in No-
vember '97, a $70 million credit
facility was completed, in May,
98, $89 million was raised
through an offering of 2.8 million
new shares of stock and in De-
cember,'98 $75 million was
raised through the sale of subor-
dinated notes.

Through the remodeling
and re-equipping program and
these new initiatives, Hillman is
changing the Bally Total Fitness or-
ganization for the better as fastas |
could imagine anyone could and
the business is showing marked im-
provement because of it.

FINANCIALS
LOOKING STRONG

Since Lee Hillman
took over, Bally Total Fitness’ fi-
nancial performance has consis-
tently improved Bally Total Fit-
ness’ 1998 operating income of
$52.8 million, more than doubled

the prior year's operating income
of $19.9 millon. Operating in-
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come before depreciation and am-
ortization (“EBITDA”) improved
39% to $101.1 million compared
to $72.8 million in 1997. Net in-
come was $13.3 million ($.59 per
basic share and $.51 per diluted
share) for 1998 compared to a loss
before extraordinary item of
$23.5 million ($1.51 per basic and
diluted share) for 1997. Since
Hillman stepped into the leader-
ship role the Bally Total Fitness
stock, traded on the New York
Stock Exchange, increased ten
fold in value to 35 until the stock
market slide of last summer. Bally
Total Fitness stock is now hold-
ing at around 22 - 23.

Lee Hillman com-
mented on the most recent Bally
Total Fitness financial report.
“We are pleased with our quar-
terly and full year results. Our re-
sults underscore the success we
have had in achieving key bench-
marks toward the long-term busi-
ness strategies we established two
years ago when we began efforts
to re-invent Bally Total Fitness.
In 1998, we made great progress
improving margins by growing
revenues from our core fitness
center business. In January, 1999,
we achieved another critical goal
well ahead of schedule, generat-
ing significant positive cash flows
from operations which we believe
are sustainable in future periods
due to the significant growth in
collection of financed member-
ship initiation fees and dues and
the success of our new product
and service offerings. You can see
why we like our prospects going
forward.”

Hillman continued,
“During 1998 we spent approxi-
mately $54 million to upgrade
and expand our business - con-
structing new fitness centers, ma-
jor remodeling and upgrading of
existing fitness centers, and ac-
quiring an additional 10 fitness

| centers. We met our goal of open-

ing 50 new Bfit Essentials *™ re-
tail stores, bringing us to 100
stores inside our fitness centers by
year end. And, with the introduc-
tion of licensed branded products
-such as PowerFlex ™ by Bally
Total Fitness and the Bally Total
Fitness line of portable exercise
equipment-carried in retail outlets
like Target, Galyan's and
Dunham’s, and development of

1 strategic partnerships with com-

panies like Visa, MasterCard,
Time Warner, Coca Cola,
Interpublic Group and Sports Dis-
play, Inc., we continued to grow
and build our dominant brand po-
sition.”

Looking ahead to 1999,
Hillman concluded, “We enter the
year well positioned to grow our
business further and sales have
been brisk, so far. With current
plans to build and open at least
20 new fitness centers this year

in addition to continuing our se-
lective acquisition of existing
clubs, we are committed to build-
ing upon our industry leadership
position for the long-term.”

ACCOUNTING
METHODS
ATTACKED UNDULY

In the aftermath of that
stock slide last summer, Bally To-
tal Fitness’ accounting methods
were aftacked in an article pub-
lished in the Wall Street Journal.
In the opinion of this writer, that
article was biased and did not re-
ally tell an accurate story. Subse-
quent to that article, two promi-
nent stock trading firms, Merrill
Lynch and Ladenburg-Thalmann,
stepped forward and published re-
buttals to the Wall Street Journal
article.

Merrill Lynch published
a Company Update on Bally To-
tal Fitness which issued a Long
Term recommendation of BUY.
Comments from Merrill Lynch in-
cluded *BFT shares have fallen
sharply since July, due in part to
what we believe is confusion
about the company’s accounting
methods. Both we and Merrill
Lynch’s accounting consultant,
David Hawkins, view BTF's
methods as both appropriate and
conservative. As investors begin
to understand BFT’s numbers, we
expect the stock price to move
higher, and given its projected
strong EBITDA growth, free cash
flow generation and a compelling
valuation, we continue to recom-
mend purchase of BFT shares.
While we would argue these fac-
tors should lead to an improved
valuation, even with no multiple
expansion over the next 12
months, the shares should reach at
least $30 (65% upside growth
from current levels), based on our
1999 EBITDA estimate of $135
million. The report goes on to pro-
vide illustrations of BFT's ac-
counting practice for membership
sales and debt service ratio and
other accounting practices by
BTF.

Ladenburg-Thalman
also published a Company Update
on Bally Total Fitness. The head-
line on the update reads: The
Skeptics Need To Take More Time
to Understand the Facts - Bally’s
Accounting Explained. It reads: In
this report we have attempted to
explain in detail, Bally’s account-
ing methodology. We believe that
once understood, investors will
see that Bally’s accounting meth-
ods fairly reflect its operating re-
sults. During the past 12 months,
according to plan, cash member-
ships have declined while fi-
nanced memberships have sub-
stantially increased. Renewal dues
pricing is increasing as planned -
up 6.5% year over year. With a

solid turnaround underway, Bally
has begun to grow its units by
building and buying new clubs. We
reiterate our Buy rating. Based on
10X 1999’s EBITDA of $133.9
million, our 12-18 month price tar-
get is $40, appreciation is about
150%. The report also continues by
explaining BTF’s accounting
methods.

IHRSA AND BALLY -
OPPORTUNITIES TO
BE HAD

While the Bally Total

Fitness operation is in the process
of change with the remodeling, re-
equipping and new initiatives,
there are still some skeptics within
the IHRSA member organization
that object to the admission of
Bally Total Fitness into the Asso-
ciation.

I do not disagree with
their right to object. | simply now
believe that I[HRSA, Bally Total
Fitness and the industry at large
would all be better off if the mem-
bers of the Association took an-
other look at this time at the idea
of admission of Bally Total Fitness
into the Association.

First, I've talked to a
number of IHRSA member club
owners that in the past vehemently
opposed the admission of Bally
Total Fitness into IHRSA, but now
agree that now is the time to at least
look at the reasons why Bally To-
tal Fitness should be considered for
IHRSA membership.

But, before I go on, let me
emphasize that Lee Hillman and
his Executive Management Team
have made it clear that while they
would certainly consider joining
IHRSA if invited, they are going
to proceed with their plans regard-
less. I believe that IHRSA does not
need Bally as a member, but would
be better off in the long run if they
were. Nor do [ believe that Bally
needs THRSA, but | think Bally
will be better off in the long run if
they are IHRSA members.

Consider the opportuni-
ties:

(1) Government relations.
We all know that when the gov-
ernment gets involved in our busi-
ness, we are all worse off. Bally
Total Fitness would add significant
impact to all of IHRSA's thrusts in
the governmental arena. (See this
edition, page #20 which contains
a summary of the successes ob-
tained by IHRSA clubs in 1998 in
the governmental arena.) For ex-
ample, Lee Hillman personally as-
sisted John McCarthy when John
went to Washington to talk to Con-
gress about scrutiny of charity op-
erated health clubs competing un-
fairly with taxpaying businesses.
The result, on October 15, 1998,
Congress instructed the IRS to re-
view its standards to ensure that

(See BALLY page 17)
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charities that operate health clubs
or provide fitness services do not
compete unfairly with taxpaying
businesses. The governmental
arena is a tough one and the IHRSA
cause would definitely be improved
with Bally Total Fitness as an
IHRSA member due to their size
and lobbying power.

(2) Human Resources.
Back to the government again. Due
to the fact that it is a public com-
pany, Bally Total Fitness must op-
erate under very rigid human re-
sources procedures. In fact, BTF
has one Executive whose entire fo-
cus is on human resources issues,
Harold Morgan, formerly with the
Hyatt Hotels. These issues are not
going to get easier for clubs and
IHRSA clubs could learn a great
deal through sharing with BTF in

this area.

(3) Marketing and
Sales. IHRSA has embarked on
a plan to lead the industry to 50
million health club members in
the U.S. by the year 2010. That
folks, is going to be a real chal-
lenge! It means that in the next
11 years, we will have to find
27.5 Million new members in the
U.S.! Where are we going to find
them? I think it will be in that
80% of our population that do not
exercise regularly. Where are we
going to get the promotional
power to reach those people? The
last time [ checked, Bally Total
Fitness spends about $60 million
per year on advertising!

If the Bally Total Fitness
organization were an [HRSA
member, I think they would natu-
rally want the public to know
that. So, if all of Bally’s TV and
print ads included a brief mention
that BTF was an [HRSA mem-
ber, don’t you think that would

help everybody? I can remember
back in 1984 when the Holiday
Health Clubs came to Atlanta.
Their advertising for one and one
half years during their pre-sales
helped my club’s sales tremen-
dously. I think everybody benefits
when Bally advertises because
more of those 80% people come
into the market. With the great
creative minds we have in
IHRSA, 1 simply can’t believe
that this aspect of BTF joining
IHRSA would be anything less
than positive.

NO EXERCERA
HERE

The last time |1

climbed up on my soapbox about
an important issue at IHRSA was
when the Board of Directors voted
in 1993 to change the name of the
Association to ‘Exercera’. Upon
hearing of that vote, | wrote in my
inaugural edition in December,

ECIub Tsider
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1993, that while | was not par-
ticularly fond of the new name, |
thought it would work IF THE
MEMBERS APPROVED OF IT
AND WANTED IT TO WORK.
It turned out in that situation that
in fact, the vast majority of
IHRSA members didn't like the
name, nor did they believe that
the reasons for changing the
name were being solved with
Exercera. | began a campaign on
behalf of the IHRSA members
that opposed the name change
and at the Reno, Nevada IHRSA
Convention in 1994 an Open Fo-
rum meeting was held in which
32 people spoke to the group of
about 300 about the issue. Of that
32, 31 spoke out against the name
change to Exercera. 1 person
spoke in favor of it. A few months
later, the IHRSA Board of Direc-
tors voted to rescind the name
change and instead, to change the
name from IRSA to IHRSA by
adding Health. (International

Health, Racquet and Sportsclub As-
sociation).

Well, I’'m on my soapbox
again. This time it is not to un-
equivocally endorse the admission
of Bally Total Fitness into IHRSA.
Instead, 1 am simply saying that |
think now is the time for the Asso-
ciation to get to know the Bally
Total Fitness organization better
and to consider admission of BTF
into IHRSA. And, like I said when
I heard of the Exercera deal, if the
members like the idea after they
have all of the facts, then it should
be done. If they don’t after hearing
all of the facts, then it should not
be done. Simple right? Stay tuned.

(Norm Cates, Jr. is the
Publisher and Editor of The CLUB
INSIDER News and a 25-year club
industry veteran. Cates was the 1st
President of IHRSA and a Co-
founder of the Association in 1981.)
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IHRSA HELP
AVAILABLE WHEN
YOU NEED IT

Visil IHRSA Govern-
ment Relations on the Internet. Up-
dated several times each week, you
will find all back issues of Capitol
Report, current state legislative
alerts, fair competition news and
much, much more. Using your
IHRSA membership number, you
can download legal briefing papers
and fair competition publications
from our “member-only” section.
Available to you free of charge 24
hours/day, 7 days a week.

TWO STATES
INTRODUCE FAIR
COMPETITION
LEGISLATION

I HRSA members in
Texas and Montana have set the
stage for fair competition legislation
to be seriously considered by their
respective state legislatures. The lat-
est news on each follows:

THRSA LOBBIES
HARD IN TEXAS

The Texas Health,
Racquet & Sportsclub Association
(THRSA) has built a coalition with
the State chapter of the National
Federation of Independent Business
(NFIB) and the Texas Public Policy
Foundation (TPPF). The coalition
will lobby for legislation similar to
that enacted in Pennsylvania last
year. A Pennsylvania YMCA is cur-
rently being sued under that law.

Ramiro Galindo of Aerofit
Health & Fitness says that legisla-
tors have been sympathetic to the

plight of small businesses facing
unfair competition. *‘Our legisla-
tion is being well received.’

The Texas bill, which
will be introduced soon, would
prohibit a tax-exempt institution
from operating or subsidizing a
commercial business that is un-
related to its charitable purpose.
Under the measure, a small busi-
ness could file a complaint with
the attorney general against a tax-
exempt institution which is in vio-
lation of the law. If the Attorney
General fails to act, the business
could ask the courts to consider
the matter.

MONTANA GOES
FOR TWO

Ron Muri of Billings

Athletic Club has been working
closely with IHRSA and Repre-
sentative Larry Grinde, the ma-
jority leader in the Montana
House of Representatives. As a
result, Grinde has introduced two
bills aimed at protecting small
businesses from unfair competi-
tion.

The first, House Bill
515, would prohibit state or local
government entities from provid-
ing goods or services in competi-
tion with private companies that
provide similar goods or services.

The second, House Bill
516, would eliminate the state in-
come and property tax exemption
of any public charity that operates
acommercial enterprise on an on-
going basis. If passed, this mea-
sure would have to be approved
by voters.

House Bill 516 defines
a 'commercial enterprise’ as pro-
viding products, services, or use
of equipment or facilities to the
general public:

a) for payment of a
price, fee, or periodic dues;

b) in direct competition
with for-profit businesses;

c) in a manner that bases
prices on pricing formulas com-
monly used by for-profit busi-
nesses;

d) using common pro-
motional materials and commer-
cial catch phrases to promote

sales;

¢) by advertising goods
and services;

f) during the same hours
as for-profit businesses; and

£) using paid staff rather
than volunteers.

The bill considers a per-
son a member of the general pub-

lic if their primary relationship with
the charitable institution or non-
profit corporation is to receive prod-
ucts, services, the use of equipment,
or the use of a facility in return for
paying a price, fee or periodic dues.

“We have an 80 percent
chance of getting a bill passed,” said
Muri.

We offer full audit trail capabilities to keep an “eye” on your club, even when you can't.
These and more, all at a competitive price. We can even provide the financing you
need, to help reduce Y2K sticker \ shock.

*...and much more

YERR 2000 COMPLIANT?

Pyramid™ has a modular Club Management solution for your 95/98/NT* network or
stand-alone requirement that can fit into your budget.

PYR&MID"

CLUB MANAGEMENT CORP.

*Tradermark of Miciosolt Com.

“Get it Done™

Reserve your copy today

FitDisc™

The Fitness Industry Technology Disc

Visit our web site at
www.clubrunner.com/pyramid to
obtain your free working demo or call
(954)351-0822 today!

Visit our
Website for more
details

the palm of your hand.

Using the full benefits and speed of CD-ROM's,
FitDisc™ delivers its information using outstanding
and “FAST" multimedia features.

FitDisc™ is a handy and convenient reference tool
providing a “one stop” shopping source for the cost  « Categorized information in searchable form
conscious professional . Imagine, numerous Health
& Fitness companies and Trade Show Directories on

* ...and much more.

* Direct links to websites and e-mails
* Full color printable pages

* Self running presentations

* Interactive training sessions

* Full motion video & crisp sound

* Trade Show & Product News

FEATURES

Mail Checks payable to: One Stop Computer Shop, Inc.
P. 0. Box 480119 » Fort Lauderdale, FI. 33348

Fax Purchase Orders to: (954) 3519458
Credit Card: VISA/AAMEX/MC

www.fitdisc.com
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NEW HEALTH and FITNESS “SUPERSITE”
HELPS CLUBS and SPAS MARKET ON THE WEB

“I

'm delighted with
the way you have enlarged your
opportunity, and especially
pleased with the way you will be
positioning your company as ‘the
online pro shop for the industry’.
You have wonderfully thought
through this opportunity.” John
MecCarthy, Executive Director of
IHRSA (International Health,
Racquet and Sportsclub Associa-
tion).

Dallas, TX- Tell any
responsible health and fitness club
or spa owner that they can now
market their properties on the
worldwide web for free—plus,
make a healthy commission on re-
tail sales, without having to “do the
selling” - and you may have to re-
vive them with smelling salts!

WellnessGroup of Dallas,
Texas, launched www.TotalWell-
ness2000.com on January 1, 1999,
and the health and fitness business
is changed forever.

TotalWellness2000.com

is the brainchild of David Tiller,
WellnessGroup Chairman/CEO
and Don Roberts, President/
CO00, who combined their back-
grounds in marketing/public re-
lations and computer program-
ming to create the monster, mar-
keting website.

On the wholesale side
of the site, WellnessGroup
works with providers of health
and fitness related products and
services, including exercise
clothing and equipment, vitamin
and nutritional supplements, ad-
venture travel packages, spa va-
cations, banking services, and
more, which, in turn, drives this
traffic to TotalWellness2000.
com,

An easy-to-follow, on-
line, web-page construction
template walks club owners
through the process, putting
their club on the web for free -
in less than one hour! Once
they’'re on-line, they can then
begin promoting their services
over the web and start earning

sales commissions by referring
club members to TotalWellness
2000.com,

When a club member logs
on and purchases a product or ser-
vice over the site, the sale is traced
back to the referring club or spa,
who automatically earns a commis-
sion on the sale. No direct selling
of any kind is required. If the visi-
tor is not affiliated with a partici-
pating club, the visitor is automati-
cally referred to the nearest partici-
pating club as a potential new
member.

All business conducted
over the site is secured using the
latest e-commerce technology. And
all visitors, as well as club and spa
owners can communicate 24 hours
a day on-line as part of their expe-
rience at TotalWellness2000.com.

“It’s a win-win situation
for everyone,” says Tiller. “Manu-
facturers get their products in front
of a global audience, clubs and spas
promote their properties and serve
members using the world-wide
web, and visitors to the site find

great bargains on the latest mer-
chandise, plus plenty of interest-
ing content to keep them brows-
ing.”

The new “supersite”
features training tips and words
of encouragement from guest
commentators, such as Greg
Lamond, world champion cy-
clist, and Francie Larrieu-Smith,
Olympic track star. In addition,
there’s a free health risk analy-
sis, composed by a panel of phy-
sicians, along with cookbook
recipes, late-breaking news, re-
search, and other valuable tidbits
for visitors to enjoy while tour-
ing the site.

Visitors can log-on
from any PC, 24-hours a-day. Or,
they can visit TotalWellness
2000.com directly from their lo-
cal club or spa lobby, using an
on-premises, Internet-enabled
kiosk, also provided at no charge
by Wellness-Group to participat-
ing club and spa owners.

The kiosk also features
a built-in ATM, providing visi-

tors instant access to cash, and a
handsome display case, to promote
goods and services on-site.

“Total Wellness2000.com is
the newest Internet supersite, built on
the concept of Commerce in Support
of Community,” Tiller says. “Our
community is the health and fitness
industry. And Total Wellness2000.
com is the commercial vehicle ser-
vicing a very broad spectrum.”

Find out what health and
fitness marketing looks like in the
next millenium. Visit www.Total
Wellness2000.com or call Wellness
Group directly at (214) 521-3511, or
toll-free at U-R-ProActive (1-877-
762-2848) for more information.

(Publisher’s Note: Al-
though TotalWellness2000.com will
not be exhibiting at the upcoming
IHRSA Convention in San Diego,
David Tiller will be there March 24-
27th and may be reached at the
Marriot Marina Hotel, the
convention’s primary hotel.)

)

Norm's Notes

continued from page 5

treadmills and other cardio equip-
ment.

ROGER and ELAINE
RALPH, owners of The Bel Air
Athletic Club, Bel Air, Maryland,
inform me that they have just com-
pleted renovatons totaling over
$300,000 to their 90,000 square
foot facility. They expanded their
fitness floor 17% to 11,039 s.1., the
Women’s Fitness Center 53% to
2,300 s.f. and they added an All
Body Cycling (ABC) by Life Fit-
ness, as well as 24 more pieces of
cardio and five pieces of strength
training equipment and 11 addi-
tional tvs. The Ralphs, once again,
have demonstrated willingness to
reinvest to maintain their domi-
nance of their market. Congratu-
lations Rog and Elaine!

Be sure to make plans to
attend JazzerJam *99 which will
happen in San Diego this August
5 - 8th. To register call: (760) 434-
2101.

SEHRSA, the Southeast
Health, Racquet and Sportsclub
Association, an Association for
Florida club owners is pushing
hard to defeat a State membership
sales tax in Florida. GEOFF
DYER, one of the Directors of
SEHRSA along with BOB
KARSHNER and JOE
CIRULLI, informs me that they
have raised $25,000 to date with

IHRSA contributing an addi-
tional $10,000 and they have re-
tained lobbyists, BONNIE
BASHAM And BRIAN
BIBEAU to help them argue the
cause at the upcoming Florida
Legislature Session. However,
they still need to raise additional
funds for the cause. So if you
are a Florida club operator oran
equipment manufacturer or ser-
vice provider and have not
chipped in, call: (813) 264-1711
to learn how you can help the
cause. This is a cause worth
fighting for for sure!

JOHN COFFEE
owner of Coffee’s Gym in
Marietta, Ga. for over 20 years,
has become partners with
MARK MONTGOMERY in
Coffee’s new location in
Marietta and has joined the
Gold’s Gym network of over
500 locations in America. Best
of luck John and Mark!

AMY REDFEARN,
the President of Innovative
Concepts & Consulting, a
Gainesville, Florida-based PR
consulting firm, informs me that
she has merged her company
with Summers & Associates
Public Relations Counseling,
Inc., a Lakeland, Florida-based
firm. Amy and her new partner
STEVE SUMMERS may be
reached at:(941)688-7881.

Speaking of JILL
STEVENS KINNEY, she and
her husband John have just com-
pleted the acquisition of two San

Francisco Bay area Royal Courts
Clubs and 16 corporate fitness cen-
ters bringing their CLUB ONE
group to 11 clubs and 30 Fitness
Centers!

CHARLIE LINDSEY

and TIM GOOD-WIN are the
owners of American Club Sys-
tems, a health club management
firm based in Columbus, Geor-
gia. They own and operate 55
Gold’s Gyms and Corey
Everson Fitness Centers nation-

wide and have just moved into new
digs at their Columbus base. | had
the pleasure of attending the Grand
Opening of their impressive offices
this month. For news on their growth
plans, Stay tuned.

(See Norm's Notes page 28)
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GefActive -

Go to your nearest
computer, get on the
internet, and punch up
totalwellness2000.com
right now. In seconds
you'll be at the health
and fitness industry's
hot, new SuperSite -
with complete
instructions on how to
jump in and get active!

BeHappy

Before you log off,
you'll be on the
internet, at no cost to
you, marketing your
club 24-hours-a-day,
and profiting from all
kinds of products and
services - without doing
a thing!

Free web site.
Easy money.
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or what? Visit
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and stake your claim -
NOW!I
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IHRSA Government Relations Annual Report

National Victories

- Thmugh legislation
approved on October 15, Congress
instructed the IRS to review its stan-
dards to ensure that charities that
operate health clubs or provide fit-
ness services do not compete un-
fairly with taxpaying businesses.

- On October 7, Congress
passed the Fairness in Music Li-
censing Act of 1998. The first mu-
sic licensing, reform in 22 years
gives businesses more recourse to
challenge fees and expands the
“homestyle exemption™ for licens-
ing of radio and television music.

State Victories

= Califomia: Legisla-
ture declares October to be Work-
place Fitness Month.

- Georgia: Clubs defeat
consumer protection legislation
which would have allowed club
members to cancel their contracts
for any reason with 30 days’ notice.

- Illinois: 1llinois Health
Facilities Planning Board denies a

you will be able to:

Name

certificate of need for the Palos
Community Hospital’s proposed
$14.5 million, 80,000 square-
foot fitness center.

- Indiana: Two tax as-
SESSOrs Oppose property fax ex-
emption for two hospital-owned
fitness facilities. Indiana Hospi-
tal Association advises all hos-
pitals to pay property taxes on
business investments that are
perceived by the public to be
conunercial.

- lowa: Citizen’s group
files complaint against park and
recreation department over plans
to build recreation facility,
claiming that land isn’t being
properly developed. Union pulls
campaign funds from city coun-
cilor who fought for the facility,
ending councilor’s quest for
statewide office.

- Kansas: Clubs kill
legislation which would have
limited health club initiation
fees.

= Maine: Clubs defeat
an attempt to tax health club
dues.

- Massachusetts:

WANT RESULTS?
BE RESPONSIE

Responsible Managers Get Results shows you how to master the two crucial skills of a responsible manager-problem solving
and getting people to work together. With those skills and the detailed, step-by-step guidelines and procedures the book provides,

LE!

IHRSA wins legal protection for
women-only health clubs.
- Maryland: Clubs that

collect monthly dues win exemp-

tion from state registration renewal
fee.

- Michigan: Legislature
prohibits grants for recreational fa-
cilities that compete with private
health clubs.

- Missouri: State Supreme
Court rules that Columbia Athletic
Club’s dues are exempt from sales
tax because “the primary focus of
the fitness center is to facilitate im-
proved health through exercise.”
Another IHRSA club wins a refund
of sales taxes it has collected; other
clubs may follow.

- New Hampshire: Clubs
win amendment to state health club
consumer protection law and ex-
pand bonding ekxemption.

Anficipated State
Legislative Initiatives

Clubs in Florida, Ohio
and Washington will attempt to re-
peal the sales tax on health club
memberships.

- Clubs in Maine, Mas-
sachusetts, Montana, Rhode Is-
land, Texas and Washington will
lobby to enact fair competition
legislation similar to the new
Pennsylvania law.

- A Pennsylvania club
will bring a test case against the
Ridley YMCA under the new fair
competition law.

- Massachusetts clubs
will challenge the tax status of the
new South Shore YMCA in
Hanover.

- Wisconsin clubs will
lobby for YMCA-specific fair
competition legislation.

- lllinois clubs will chal-
lenge a tax-exempt hospital fit-
ness center.

- New York: Clubs de-
feat two onerous consumer pro-
tection bills.

- Pennsylvania: Bill is
enacted which prevents institu-
tions of purely public charity
from using their tax-exempt sta-
tus to compete unfairly with tax-
paying businesses.

- Wisconsin: Clubs
eliminate state property tax ex-

emption for hospital-based fitness
centers.

Current Initiatives

= IHRSA has just intro-
duced Capitol Report, a weekly pub-
lication about all legal and legislative
developments that impact the indus-
try.

- The Case for Fair Compe-
tition in the Fitness Industry has just
been updated and reprinted.

- IHRSA will submit a re-
port to the IRS on unfair competition
with recommended changes to the
rules governing tax-exempt fitness
centers.

- IHRSA will develop an
on-line “Fair Competition Univer-
sity.”

- IHRSA will produce an
interactive fair competition commu-
nications manual.

- IHRSA will establish an e-
mail listserve to instantly communi-
cate fair competition victories and
strategies.

- IHRSA will produce an
informational fair competition video.

—_——

"REesponsiBLE MANAGERS GET ResuLts"”

How the Best Find Solutions - Not Excuses
by Gerald W. Faust, Richard |. Lyles and Will Phillips

Company,

Street Address

City/State/Zip

O Check

O (&8 0

* Focus your organization (and yourself) on producing the skills, attitudes, and abilities that form the foundation of responsibility
* Focus people on taking responsibility for RESULTS not just activities
* Develop responsibility to the customer and the organization
* Break down barriers to taking responsibility that exist in society as a whole, as well as in individual and corporate mind-sets
* Initiate and sustain meaningful change
* Enhance collaboration and team efforts throughout your organization
* Elevate problem solving to a strategic, ongoing process and develop optimal solutions to problems using a-proven seven-step method
* Overcome organizational cultures that block teamwork
= Create an organization that inspires responsibility in its workforce, and more.
----__---------_----------.-.--_----—----------------
PLEASE MalL, pHONE OR FAX YOUR ORDER: *
Faust MANAGEMENT CORPORATION
10085 CarroLL CanyoN Roap, Surre 210
San Dieco, CA 92131
(619) 536-7970 == (619) 536-7976 (Fax)

YES! PLEASE SEND ME THE FOLLOWING:

"RESPONSIBLE MANAGERS GET ResuLts!"
(Please indicate number of books ordered. CA residents please add sales tax.)

Amount.

b

=

$24.95eA

Shipping & Handling:
Add $3.00 per book
International rates slightly
higher. Please call/fax
for exact amount.

Daytime Phone

Card Number

Exp. date

Signature

—
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WNangahalwyalﬂw new. c!lipﬂcal striding
systems from StairMaster — the FreeRunner™
5400 ESS. Because stride lengths are as
individual as we are, StairMaster has
revolutionized the elliptical movement with a
‘much greater range of motion. Instead of the
17" limit imposed by most elliptical machines,
the FreeRunner allows you to vary your stride

[ 4 length from 12" to 36". More accommodating

kL and comfortable, this unique VSL™ technology

# is available only from StairMaster:

P With retractable handles for a total body
workout and your choice of 5 different exercise
programs, the StairMaster FreeRunner is the
next generation of elliptical machine whose
time has come,

For A FREE BROCHURE
CALL 1-800-635-2936.
STAIRCLIMBERS
EXERCISE BIKES
CROSSROBICS®

-
TREADMILLS
-
STRENGTH EQUIPMENT

-
ELLIPTICAL STRIDING SYSTEMS

12421 Willows Road N.E., Suite 100,
Kirkland, WA 98034
1-800-635-2936

StairMaster, StAINMAStOr . FrecRunner. and

VSL are registered trademarks or trademarks of
StairMaster Sporis/Medical Products, Inc.
© 1998 SuairMaster Sports/Medical Products, Inc
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Personal Trainers & PACE Group Exercise:
Your clients save $$$; you make more $$$.

By Rande LaDue

b
This is a win-win

deal” an owner of a Gold's Gym
told me recently as we spoke about
putting a PACE circuit into another
club he owns. The current circuit
is actually owned by his head Per-
sonal Trainer, who is given space
in the gym in return for his gener-
ating new memberships with his
PACE Group Exercise Program™
and PACE Weight-Management
Program™. “This is like found
money for me; after their PACE
Program is over, we convert many
of them into full service member-
ships”.

Bruce Cline, the infamous

Be Fre

Personal Trainer we were dis-
cussing, has been so successful
in implementing his program,
that he wants to share his for-
mula with others. So, we ap-
pointed him a PACE Rep for
Florida. His first sale was to an-
other Personal Trainer in South-
ern Florida, Kelvin Nedd, who
also worked out of a Gold’s
Gym. Kelvin, by the way, is now
also a PACE Rep for South
Florida. Both Bruce and Kelvin
agree that since PACE is fun and
non-intimidating. It's easy to
market to those people who nor-
mally do not join health clubs
(seniors, the overweight, decon-
ditioned, busy executives, etc.).

“It’s a no-brainer when
you look at the numbers” says

Of Your

Nicotine Habit In Only
7 Days...

KIGK 1T

Safely and Simply eliminates
nicotine cravings without
the withdrawals typically
associated with quitting.

Effective for all forms of tobacco use.
No drugs, all natural herbs.
Addresses withdrawal and weight gain.
100% Satisfaction Guaranteed!

Tremendous Income Opportunity
for Clubs or Fitness Professionals

Please contact your LifeScience Consultant for
further information and pricing.

W. Preston Fields
1-888-294-2138

Kelvin's wife and partner, ‘Stacy
Nedd, “Let’s say a Personal Trainer
charges $50 per hour for one client
at a time. With a PACE Program,
the Trainer can offer a discount of
say, $35. per class fee and can work
with 8, 10 or even 20 people at the
same time. Plus these people be-
come friends and bring in other
friends™ “Even at the low end, $35
X 8 for a half hour to 45 minute
class is a lot more than $50 for one
client’. The Nedds have even in-
vested in a trailer to be able to take
their circuit on the road to show cli-
ents and bring to schools, corporate
centers, ete. Kelvin says “One of the
first questions a customer will ask
is where can I see it? If he/she can-
not come to our facility, we go to
theirs.”

Bruce says the keys to the
PACE Program™ and the PACE
Weight-Management Program™ is
fun, safety, inspiration and fast re-
sults. “People like working out with
their friends, especially if they are
in the same shape as themselves.
Each of my instructors has his/her
own following. That’s another great
thing about PACE, you are not

locked down to a set for-
mat every workout.
Safety is not an issue with |
PACE’s hydraulic resis-
tance; there is no nega- |
tive resistance, so there is |
no muscle soreness (the |
machines are designed by |
Henley Healthcare, the |
manufacturer for rehab
purposes also); plus with
double positive resis-
tance, each machine |
works twice the muscles
as two air resistance or
weight stack machines.
Every PACE class is a
positive experience from
day one. And the per-
sonal attention and moti-
vation one Trainer is able
to give to every client
during a class is what sets

Rande LaDue

PACE apart from other group pro-
grams.”

‘As far as results go, |
have a client who will soon be un-
der 200 pounds for the first time
in 27 years (she started my pro-
gram a few months ago at 280)!
PACE and The PACE Weight-

Management Program have helped
her reach a giant goal!

Questions? Care for a free
video? Call Pro*Fit Enterprises at
888-604-2244 or email them at
ProFitPACEaol.com Check out
their website at www.pacepro-
fit.com.

...Hoffman

continued from page 4
dustry trade show. The show’s PR

manager thought it would give the
reporter a unique insight into the
workings of a successful chain and
possibly generate a good news
story, because the roastee was the
founder of one of the country’s larg-
est club chains.

Unfortunately, the event
turned into an image disaster. Not
one of the people who roasted the
founder mentioned anything about
the chain’s philanthropic efforts,
public education or member ser-
vice. Instead, every speaker
bragged about how much money
they had made under the founder’s
tutelage. This two-hour greed-fest
sounded more like a multi-level
marketing seminar than a testimony
to a well-rounded business leader.

After 45 minutes of this
inane braggadocio, the reporter was
totally fed up, turned to the PR
manager and said, “if this is the best
you people have to offer, | have no
further interest, permanently!” This
was the worst thing a PR person can
hear and put a quick end to that
show’s short-lived media plans. The
saddest part of the whole story is
that this club chain actually consid-
ers itself a leader, when its only real
accomplishment is financial and
geographical expansion. When it
comes to developing a quality im-
age, size doesn’t really matter.

Hiding from the Truth

Lasl year, the U.S.
Federal Trade Commission cited
three equipment manufacturers for
false advertising. The news ap-
peared around the country, creat-
ing another black eye for the in-
dustry. All three companies could
have faced the charges, but instead
paid their fines to avoid costly le-
gal battles and hoped the story
would just fade away.

A journalist called all
three companies to find out what
they intended to do to comply with
FTC regulations, since, by paying
the fines, they admitted wrongdo-
ing. The first manufacturer was
very forthcoming about its plans,
explaining that it intended to
double and triple-check all claims
to workout results before prepar-
ing advertising materials.

The second manufac-
turer could not be reached for
comment, but it was the third
manufacturer that painted the per-
fect picture of how arrogant and
uncooperative these companies
¢an be. When the reporter asked
how this company planned to
comply, the public relations man-
ager impolitely refused to give any
information and actually criticized
the reporter for asking. The fact
that the manufacturer was not le-
gally required to disclose any in-
formation is not the point. The re-

fusal to cooperate with the media
demonstrates poor corporate citi-
zenship, plain and simple. No won-
der equipment manufacturers gen-
erate so little national news.

Lack of News
Is Bad News

Even some of the indus-
try trade associations ignore their
obligation to keep the media and
public properly informed. The Fit-
ness Products Council for instance,
part of the Sporting Goods Manu-
facturers Association, entered 1998
with a public relations budget of
hundreds of thousands of dollars.

The FPC was in a perfect
position to have a big impact on the
media and the public’s understand-
ing of how exercise products were
positively affecting club members’
health. However, instead of build-
ing a feature story campaign based
an examples from the manufactur-
ers, the FPC hired an inept public
relations company and managed to
produce only few uninspiring sta-
tistics-laden news items on exercise
trends. They also updated and re-
published the same type of stalis-
tics booklet they had distributed in
the past.

The result was that no spe-
cific manufacturers received the
media attention they wanted and at
the Super Show, the FPC’s best PR
platform, no significant fitness

(See Hoffman page 23)
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Life Fitness Announces New Customer-
Oriented Organizational Structure

FRANKLIN PARK,
ILL. - Life Fitness announced a
new organizational structure that
segments the company into two di-
visions: Commercial and Con-
sumer. Life - Fitness’ goal with the
new structure is to better serve its
customers with a dedicated focus on
them and their individual market
requirements.

Herman P. Rutgers, Ex-

ecutive Vice President, has been
named general manager of the
Commercial Division in
Franklin Park, 1ll., and Jerry
Dettinger, Vice President, is now
general manager of the Con-
sumer Division in Ramsey,
Minn. Both will report directly
to Life Fitness President Augie
Nieto.

“Our commercial and
congymer customers have differ-

ent needs. The new structure will al-
low Life Fitness to concentrate on
each customer segment individu-
ally, and will enable us to develop
reliable, high-quality products spe-
cifically for them,” said Nieto.
Under the new structure,
which took effect Jan. 1, 1999, all
sales, marketing and product man-
agement will be segmented under
each division. The two divisions,
however, will continue to share cer-

tain resources within the com-
pany, such as engineering, manu-
facturing, customer service and
marketing services.

About Life Fitness

Life Fitness, a

Brunswick company, is the glo-
bal leader in designing and manu-
facturing a full line of reliable,
high-quality fitness equipment

for commercial and consumer use.
Its cardiovascular and strength
training products, including the re-
nowned Lifecycle exercise bike,
are used in health, fitness and
wellness facilities, as well as in
homes, worldwide. The company
is headquartered near Chicago and
distributes its equipment in more
than 120 countries.

S

...Hoffman

continued from page 22

product news was generated, even
though this show has the heaviest
media attendance of any in our busi-
ness. To make matters worse, the
manufacturers who saton the Board
of the FPC never called the organi-
zation to task for this pathetic per-
formance.

Are Things -
Really So Bad?

ch, and No. Though
IHRSA’s level of national media

coverage is increasing annually
under PR director Cathy
McNeil, media relations still
take a back seat to sales promo-
tion-at most clubs. Profit is a still
a greater motivator-than public
service. The largest companies
in our industry have almost en-
tirely abdicated their responsibil-
ity for helping us improve our
image.

However, there is a
small core of reputation pioneers
who deserve immense credit for
leading the new movement to so-
cial responsibility. Among these
are Ken Germano, who single-

handedly has made a success of
Operation FitKids; Helen Durkin of
IHRSA who has made lobbying for
progress a practical behavior for all
clubs, the late Vicki Berry who ini-
tiated the Canadian fitness
industry’s first press release cam-
paign-, Dennis Keiser, who has long
championed education for the 50+
age group, and Dr. Massimo
Massarini who is responsible for
TechnoGym's sole sponsorship of
IHRSA's Institute on Exercise and
Health. Not a single U.S. or Cana-
dian company would help.

These people are our real
leaders. They persist in the face of

an industry that would rather
make a buck than make friends
with a journalist. There are count-
less others, too, working hard in
their communities to build a good
relationship with local press and
community VIPs. But, until our
industry’s biggest companies start
throwing serious budget monies
at public affairs, individual clubs
must take all the burden on them-
selves.

Hard News vs.
Soft News

Fimcss information is

——— ELECTRONIC
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e Credit Card Processing
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normally based around trends, or
“soft” stories, rather than hard-hit-
ting, time-critical types of stories
like natural catastrophes, financial
downturns or political events.

So how do clubs generate
news? One way is to focus on hu-
man interest. There are countless
tales of people who have overcome
impossible fitness odds to achieve
better health. By explaining how
the club staff worked with the
member to help them succeed, the
club can create a compelling story.
Journalists are notoriously sofl for
human interest stories-, they find

(See Hoffman page 24)

No Fee Increase For Delinquent Collections

25¢ EFT

Custom Software - Year 2000 Comptabile
Already Tested And Approved For Windows 98

(800) 766'1 91 8 web: www.achbilling.com
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them a welcome respite from so
much of the bad news that must be
reported.

Clubs should also pro-
mote their efforts at public educa-
tion and philanthropy. Though not
hard news, these projects have the
same “good news” value that re-
porters welcome. All it takes to cre-
ate human interest and socially-re-
sponsible stories is a little planning
time, some basic sound writing and
the development of media relations
skills. While VIPs like LaLanne
may hurt clubs with their comments
on network television, and while
manufacturers may ignore their PR
responsibilities, each individual
club really is in control of its own
local visibility.

Shootin
The Sacred

Club operators are sub-
jected to too much repetitious in-
formation in trade periodicals and
at shows from the same basic in-
‘sider group. These writers and
speakers may be qualified, but
they’re stale. To progress intellec-

OoWs

tually, the industry must draw
new inspiration and information
from outside experts.

However, publishers
and show managers actually
suppress new content, because
they promote speakers and writ-
ers who use their appearances to
solicit clients. Unlike profes-
sional authors and lecturers,
these "experts” are willing to
work for virtually nothing, in
hopes of generating business.

And what can you ex-
pect to get for nothing? A close
look at the past few years” maga-
zines and show calendars reveal
mostly the same tread worn top-
ics, yet clubs fail to use their le-
verage by demanding fresh new
authors and speakers. If clubs
boycotted shows and publica-
tions that failed to innovate, you
would see a quick turnaround in
the quality of writing and speak-
ing.

Of course, the maga-
zines and shows would have to
pay professional speaker and
writer fees, which would cut into
their profitability, but so what?
Isn’t their job to educate the
clubs? It’s time they ruffled a
few feathers by questioning sup-
posed authority and bringing in

you’ve got the space...now fill it up!
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some high powered thinkers with
reputation track records outside the
fitness fishbowl.

The Surgeons
Did Not Think of Us

Lasi year's United

States Surgeon General’s Report on
Public Health meeting at Johns
Hopkins School of Medicine was
further proof that the fitness indus-
try does a poor job of creating value
awareness. Surgeons General dat-
ing back to 1952 were invited to
share their views on problems with
popular medicine and public health.
Each Surgeon General
made recommendations on how the
public could be better inspired to
practice preventive healthcare, but
the fitness industry was never
named. Instead, they mentioned
HMQO?'S, public schools, insurance
companies and the media as the
groups most likely to boost public
awareness of health. The fact that
the fitness industry has so little
share of mind among the most in-
fluential medical personalities in
the nation is a serious indictment
of our professional credibility.
The most poignant state-
ments were made by Dr. Leroy
Burke, who served as Surgeon Gen-

eral under President Dwight
Eisenhower in the 1950’s. Burke
isin his "80s and visibly feeble, but
very sincere. He explained how he
and his wife were living in a se-
nior care center. He bemoaned the
lack of quality human contact there
and said that the healthcare indus-
try needs to get back to basics - to
warm personal contact between
individuals - rather than being so
obsessed with making a profit.
Enough said.

A Paradigm Shift
In Marketing

The fitness industry
needs an immediate and compnit-
ted paradigm shift in marketing
practices from commercialism to
top notch corporate communica-
tions. The broad philanthropic
and educational campaigns con-
ducted by most Fortune 500 com-
panies are excellent models. They
spend millions to educate consum-
ers about topics ranging from seat
belt usage to pesticides, and these
campaigns are not expected to re-
turn a profit. When companies like
Nike and Reebok pull out of tradi-
tional events like the SuperShow,
you have to wonder what else they
have decided to do with the money

HAS ANYBODY
TOLD YOU HOW
TO INCREASE IT?

you’ve got the time...develop some new classes!

you want the members...give ‘em something hot!

kickbox fitness has the solution...now get it & have fun!

kickbox fitness...the hottest heart pumping, membership building,
tension releasing fitness program to hit your facility!

DON’T HAVE IT...GET IT NOW!

they save.

Here are ten things clubs
can do immediately to affect how
the fitness industry conducts busi-
ness. Your reputation depends on
it.

1) Patronize only those manufac-
turers that provide PR support and
practice philanthropy.

2) Demand expert speakers and
authors from outside the fitness in-
dustry.

3) Insist that periodicals publish
investigative journalism.,

4) Shift from price-based adver-
tisements to image ads.

5) Put 40-50% of your advertis-
ing budget into reputation manage-
ment.

6) Institute a community advi-
sory board.

7) Educate yourselves on repu-
tation management and media rela-
tions skills.

8) Use IHRSA's IIEH materials,

9) Militate for local and national
healthcare reform,

10) Speak out against shoddy
marketing practices.

(Michael Hoffman is the
President of Heart Communica-
tions, a Dana Point, CA.-based PR
Firm, He can be reached at: (949)
489-0301.)

KICK IN THE YEAR 2000 WITH A KICKBOX FITNESS
PROGRAM AND GET PREPARED FOR THE NEW MILLENNIUM

CONTACT: John Maynard or Lynn Owens * 127 College Road
Market Place Mall » Wilmington, NC 28403 » 910-792-1131

Thanks for visiting our booth at the IHRSA Show, Orlando
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The Business of Credibility

Developing Sincerity, Conviction & Reliability

By Philip Wilson

Your credibility as a
professional is priceless. If you are
regarded as credible by your col-
leagues and clients, your advice
will be respected, your counsel will
be sought, and your standards will
be emulated. You will make impor-
tant contributions to the lives of
others and the advancement of your
profession.

Where does credibility
come from? How does a fitness or
health expert become a dependable
and authoritative professional?
There is no magic formula, but here
are five steps to consider.

Step 1. Be Honest.

Never tell a lie. One lie
leads to another lie, and eventually
you are in a hopelessly deep hole
of evasions and complications.

Do not tell a staff member
who is performing poorly that you
are satisfied with the job that he or
she is doing. Do not tell your super-

visor that you can handle all your
assignments if your workload is
unreasonable. Do not tell an inse-
cure or out-of-shape client that fit-
ness and weight management are
easy to achieve. Be honest, even
when the truth is unpleasant. Ad-
dress problems. Outline solutions.

Step 2. Walk the Talk

As a fitness profes-
sional, you must be a role model
for health and fitness. You must
be a regular exerciser, and within
the boundaries of your body com-
position, be fit. The use of to-
bacco products and excessive al-
cohol consumption are also unac-
ceptable. Your credibility de-
pends in large part on the unspo-
ken example that you set. If
“walking the talk” is difficult or
impossible for you, then you are
in the wrong profession.

Step 3. Get Educated.

Whatever your goals in
the health and fitness field, there
are necessary education require-
ments. Set your sights high. The
better jobs require the most edu-

cation. A four-year degree is a must
if this is your chosen career.

Depending on your goals,
an advanced degree may also be
necessary. You may work in the
field of exercise science for years
and then decide to study for an
additional degree to achieve a new
goal. Regardless of your age or
position, pursue educational op-
portunities to learn more and stay
current.

Step 4. Certify Your
Skills.

Fortunately for fitness
leaders and participants alike, cer-
tifications are now available in
most specialties to confirm inax
you meet stringent standards and
can be trusted to provide safe and
effective instructions. As existing
certifications expand and new cer-
tifications become accepted, the
need to be certified will be para-
mount. However, you must exer-
cise caution and participate only in
quality certified programs man-
aged by respected authorities.

Certifications that are
easy 1o obtain and maintain are

probably scams. Warning signs in-
clude mail order arrangements, no
required examinations, no re-
quired demonstration of skills, and
no prerequisite of a specified num-
ber of hours of experience or edu-
cational background. Your educa-
tion, in conjunction with respected
certifications, will say volumes
about your knowledge, skills, and
perseverance and reinforce your
credibility.

Step 5. Join Professional
Organizations.

Be active in one, two, or
maybe even three organizations
dedicated to the advancement of
your profession. These organiza-
tions usually operate at the state,
regional, and national levels, giv-
ing you a variety of outlets. Pay
your dues and attend the meetings.
The benefits will far outweigh the
costs of your annual membership
fee and the expenses of traveling
to meetings and conventions. Vol-
unteer for committee assignments,
and get involved by meeting other
people in your area of interest.
Learn about new programs, the lat-

est equipment, supplies, and educa-
tion materials. These factors contrib-
ute to your stature and credibility in
your place of employment.

In summary, your credibil-
ity as a health and fitness expert is
self developed by your love for and
interest in your pro- fession. If your
interest is sincere and significant,
you will be straightforward, you will
“walk the talk,” you will seek the
education you need, you will obtain
certifications, and you will regard
professional association member-
ships as valuable to your work. You
will consider these requirements as
essential components of your cred-
ibility as a health and fitness profes-
sional.

(Philip Wilson is a member
of the American College of Sports
Medicine (ACSM) Advisory Board
and writes a monthly column for the
ACSM Newsletter. This article first
appeared in the ACSM Newsletter in
Sept.[Oct 97 and was reprinted in the
January '98 issue of the National Fit-
ness Therapy Association Newsletter,)

e

. Midgley
continued from page 10
objection. The rate structure itself
exudes common sense to the pros-
pect. This leaves your salesperson
with only one thing to do, make the
prospect feel comfortable with him
and your service. 3) If someone is
strictly a short-term prospect for
whatever reason, you don’t want to
waste time trying to convince him
otherwise and you don't want to
lose the potential income, so have
short-term options. 4)Short-term
memberships are an excellent
feeder program to long-term mem-
berships for those who are too timid
to take the plunge the first time in.
Now that you have created
a rate structure that is built around
the customer, your club has become
a more customer-friendly business,
thus making your club easier to do
business with than your competi-
tion. Your club is now one up on
the competition! Why not go two
up?

MAKING YOUR
SALES APPROACH
CUSTOMER
FRIENDLY

The next step is to make

your sales approach as customer-
friendly as your rate structure.
But how can you have a cus-
tomer-friendly sales team that
still puts the big numbers up on
the board? It is much easier than
you would think. All you need to
do is put a different spin on your
salespeople’s presentations.

You need to begin by
setting expectations correctly.
Meaning you need to explain to
your sales staff the importance of
being a complete salesperson, not
just a salesperson. A complete
salesperson understands that ev-
erything they do needs to be
based on long-term thinking. Ev-
ery experience you have now
with a prospect effects future ex-
periences that will happen with
that same prospect. The next ex-
perience with the prospect (or
possibly member by that time)
can be positive or negative. It de-
pends how the first experience
goes.

Sales staff should be
taught not to look at only the
short-term potential for the sale
and ensuing commission. They
should be taught to look at the
long-term potential of all mem-
bers. This simple change of fo-
cus will effect, for the better, the

demeanor of a salesperson’s entire
presentation with a prospect.
When a salesperson is working
with a potential member and they
come across to that prospect as
intent on following the prospect’s
agenda and eager to listen to and
help the prospect, it communicates
clearly that you are working for
them. The prospect can sense that
you sincerely do want this to work
for them and in turn they warm up
to the salesperson very quickly.

DELIVERY OF
THE CONCEPT

Nuw you know the

concept, let me tell you about the
delivery. When a prospect walks
through the door, your first move
is a warm and friendly greeting. A
warm handshake, gentle look in
your eye and an introduction fol-
lowed by simply asking “What can
I do for you today?” Of course you
have to mean those words because
you asked “what can I do for you?”
not “what can I get you to do for
me today?" Wait for their reply and
proceed to follow their lead. Even
though you are following their lead
remember your objectives. There
are three of them: 1)Make the
prospect feel totally comfortable

with you and the surroundings.
2)Provide the information he is
looking for in a sincere and
straightforward manner, always
remembering that you are the ex-
pert. 3)If at all possible, make the
sale.

BUILD
RELATIONSHIPS'!

Whilc you are going

through the tour, don’t just be a
tour guide. Reference different

. aspects of the club, but don’t dwell

on them. Occasionally, when the
timing is right, use feature benefit
selling like, “you mentioned you
wanted to lose weight, you can do
it with these elliptical machines.
Try this for a minute”. How does
that feel? Remember, while con-
ducting the tour, your #1 objective
should be to try to find a common
interest with the prospect. Get
them talking about themselves.
Have a real conversation, let them
into your life a little bit. It doesn’t
matter if you spend forty-five min-
utes talking about their dog and
don’t even walk through the club.
You are establishing a bond and if
someone feels comfortable
enough to talk to you about any-
thing remotely related to his per-

sonal life, he surely will feel com-
fortable enough with you to buy a
membership from you. (Also don't
forget long-term thinking. By being
sincere and genuine, you are setting
yourself up for future referrals right
from the first time you meet this
person.)

USE COMMON
SENSE

A*; you are moving on

in the conversation with the pros-
pect, be sure to use common sense
when approaching their fitness pro-
gram. Try to set forth realistic ex-
pectations of what they should ex-
pect to accomplish and on what time
line. Be the voice of comfort and
the voice of reason. All this makes
you appear very real to the prospect.
Someone he would want to do busi-
ness with. Once you have discussed
his program needs and potential
goals, you are now ready to discuss
rates. By this time, due to your con-
versation, you already know what
type of membership he should pur-
chase, but don’t suggest anything.
Suggestive selling is just as bad as
feature-benefit selling. Simply
cover the different options slowly,
thoroughly and completely. Make

(See Midgley page 28)
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Norm's Notes

continued from page 18

According to LOU OFF,
Sportslife co-owner, Sportslife in At-
lanta and Crunch Fitness are still
negotiating the sale of Sportslife to
Crunch. Still no completed deal at
press time, so STAY TUNED!

The Vertical Club in New
York had been operated by Bally
Total Fitness under 2 management

contract for years until April,
1998, when the Sports Club
Company took over the opera-
tion, Now, the Sports Club Com-
pany has shut down the club until
January 2000 for remodeling. The
problem is that membership sales
for cash up front continued up
until the shut-down. (Under the
new ownership and management
of The Sports Club Company).
Now;, both parties, the Sports Club
Company and Bally Total Fitness
are pointing fingers at cach other
disclaiming the responsibility for

~.Midgley

continued from page 26

no suggestions at all unless the pros-
pect looks to you for advice at this
point. Then, by all means, give him
advice. But be sure it is based on
what you think will benefit him
most, taking into consideration all
you know about his situation, goals
and level of confidence. The rates
presentation should be more of a
mini conversation all of its own, not
just ‘these are the rates, will that be
Visa or Mastercard?”’
(Assumptive selling is
worse than, suggestive or feature -
benefit.) You should not feel any
apprehension during the price pre-
sentation. The price presentation
and the joining of the member is
only a natural ending to the time the
two of you have spent together.

WHERE
THE MAGIC IS

N ow, this is where the
magic is. If you have indeed struc-
tured your rates to be as flexible,
but well thought out as mentioned
earlier, the prospect will come to the
conclusion of long term member-
ship on his own at least 70% of the
time. The reason for this is: 1) By
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WANTED:

Energetic, experienced, enthusiastic

General Manager for
most beautiful health
Hartford, Conn. Ex
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grow with progressive company.
Fax resumes to: (914) 736-0508
or call (914‘) 736-0307.

making the prospect feel comfort-
able with you, the *I don’t like the
salesperson’ objection is gone.
2)In most cases the ‘I need to talk
to my spouse objection’ is also
gone because if someone feels that
comfortable with the salesperson
and his club he will have confi-
dence in his decisions. Plus, there
is 2 30 day money back guarantee
if there are any extreme objections
from the significant other. 3) The
price objection is gone because
the longer term option is economi-
cally logical. The worst case sce-
nario is that the member joins
short term and in a month or two
you convert him to a long-term
member when his confidence
builds up. If the salesperson did
what we talked about earlier and
created that bond, the potential
member will know that your club
is the best place for him. Down
the road the salesperson continues
to build bonds with new and ex-
isting members and the referrals
begin to roll in. Good luck!

(Ben Midgley is the Gen-
eral Manager and Corporate
Membership Director of Saco
Sports and Fitness, Saco, Maine.
Ben was the 1995 IHRSA Sales
Person of the Year. Ben may be
reached at: (207) 284-5953.)

one of the Northeast’s
clubs located in West
citing opportunity to
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ATTENTION CLUB OWNERS!!!!
Our company, “CLUB SUCCESS”
is looking to buy (including building

if possible) health

clubs or take over

struggling fitness centers.
Please call Brian at:
(805) 895-7846 or .
Page us at: 1-800-709-6308.

This situation is nothing but BS
and both The Sports Club Com-
pany and Bally Total Fitness
ought to get together, figure out
who did what and immediately re-
fund money to those members
that prepaid in the months just
before the shutdown. Or, both
companies have multiple New
York City locations and at least
alternative sites should be pro-
vided in lieu of refunds for those
members that would be happy
with that. Our industry simply
doesn’t need anymore of this
crap! I'm going to try to find out
more on this story. The right
things should be done to take care
of all of those members!

The Gold’s Gym in
Marietta, Georgia has announced
promotions of LESLIE AUSTIN
to Director of Exercise, ALLAN
BISHOP, new General Manager
of the Douglasville Gold’s and
KYLE DIXON to Director of
Public Relations.

How about the news that
Nike, Reebok and L.A.Gear

FEBRUARY ISSUE

pulled out of the Super Show in
Atlanta?

LIN CONRAD, Execu-
tive Director of The California
Clubs of Distinction informs me
that JULIE MAIN of The Santa
Barbara Athletic Club has been
elected President, GALEN
MILLER of Salutary Sports
Clubs, Inc. Vice President and
RUTH KU, of Paradigm
Sports, Inc. Treasurer. The CCD
now has 160 member clubs! Also,
GALEN MILLER, MICHAEL
MARINELLI And PATRICK
KING have been elected to 3 year
terms on the Board of Directors.
Congratulations to all!

Best wishes to JIM
‘CATFISH® HUNTER, baseball
Hall of Famer and former Yankee
pitcher, as he battles LOU
GEHRIG"S DISEASE.

ED WILLIAMS, one
of the partners of CLUB
SPORTS INTERNATIONAL
informs me that CSI has recently
entered into a consulting agree-
ment with the Starwood Hotel

Chain for development of the Ho-
tel chain's Spa operations in 30 of
the Starwood Hotels. Also, speak-
ing of CSI, the lovely ANNBETH
ESCHBACH looks terrific on the
cover of this month's [HRSA Club
s

She is clearly the most beautiful
President IHRSA has ever had!
(And the only female President in
the 18 years of the Association’s
existence). Happy Birthday
Annbeth. You don’t look a day over
30!

Congratulations 1o
TASSO KIRIAKES of Bodez by
Tasso in Ormond Beach, Florida, as
he has been named by the Ormond
County Chamber of Commerce as
the Citizen of the Year! Tasso was
honored for his efforts during last
Summer s firestorms in Florida.

The New England
Health, Racquet and Sportsclub
Association (NEHRSA) is holding
a Career Expo March 2nd from 12
to 3pm and 5 to 7pm at the
Lombardo’s Conference and Func-
tion Facility at 6 Billing St.,
Randolph, Massachuselts.
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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

s AR TR Walh

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,

IIIII'IeI' % 1 (800) 554-2'?;? 5?225??22—%5
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EClub Tnsider

BODYPUMP LAUNCHES
PROGRAM TO INCREASE
GUEST TRAFFIC IN
HEALTH-CLUBS

As BodyPUMP ap-
proaches 1,000 health clubs in the
US, The STEP Company prepares
to launch a BodyPUMP Home
Workout System that turns each
consumer into a potential health
club member.

Here’s How it Works

The BodyPUMP Home
Workout System includes a coupon
that can be redeemed at any partici-
pating licensed BodyPUMP facil-
ity. The club can choose to offer ei-
ther a single-visit or a complimen-
tary one or two week pass. The con-
sumer selects a local health club by
visiting the BodyPUMP web page
club locator (www.bodypump.com)
which lists the address and phone
number of every licensed facility.
The consumer prints out the guest
pass and brings it into the club that
he has chosen along with the cou-
pon.

All licensed BodyPUMP
facilities are placed on the website
after they have completed training
making it easy for a prospective
guest to find a local health club with
the program.

"We have tripled the
amount of hits we have received on
our website in the last six months
and it’s already increasing guest
traffic in BodyPUMP faciiities”,
says Rich Boggs, President of The
STEP Company.

Why a BodyPUMP
Home Workout System

Boggs says that just like
the retail STEP drove consumers
into the health clubs to try an ac-
tual class and caused the STEP ex-
plosion in the early 90's, the
BodyPUMP Home Workout Sys-
tem will do the same thing today.

“The BodyPUMP Home
Workout System will create aware-
ness and excitement about the
BodyPUMP program and drive
consumers into clubs to try the real
thing”, says Boggs.

The BodyPUMP Home
Workout System features a barbell
set and a 45-minute workout tape
led by Dr. Jackie Mills and the five
International Master Trainers in the
world who created the BodyPUMP
program in New Zealand in 1990.
Dr. Mills is a medical doctor who
is responsible for driving and over-
seeing the anatomical and physi-
ological content of the program,

ensuring that they are both safe and -

effective. The workout is a modi-
fied version of the one found at
thousands of health clubs in over
40 countries worldwide.

As a bonus, The
BodyPUMP Home Workout Sys-
tem also includes a 10-minute
technique class led by head
BodyPUMP choreographer Mike
MecSweeney and Dr. Mills to en-
sure a safe and effective Workout.

The STEP Company
plans to hold the launch of the
Home Workout System until
BodyPUMP is offered in approxi-
mately 1,000 clubs, projected for
mid-year 1999.

Bollinger, a leader in
home workout equipment sales
since 1993, is the distributor and

sales agent of the BodyPUMP 5

Home Workout System and plans
to release the product to all major
retailers.

“We fully expect that the
BodyPUMP Home Workout Sys-
tem will surpass the sales and the
impact of the STEP on the fitness
industry”, says Boggs.

Although the Body-
PUMP Home Workout System
makes the program accessible
immediately to consumers, a suc-
cessful Jaunch in a health club
takes three to four months once a
club commits to the program.

BodyPUMP instructors
must undergo extensive training
to qualify to teach the program
including 24 hours of initial train-
ing over three full days.

Instructors must then
send a video of themselves teach-
ing the program within 90 days of
completing training for assess-
ment. Assessment exists to ensure
class participants enjoy a consis-
tently high standard of instruction
and ultimately a safe, simple and
effective workout. The entire
training system is designed to pro-
vide instructors who are compe-
tent to teach exciting classes
thereby maximizing participation
in the clubs in which they teach.

“Launching BodyPUMP
successfully requires ample time
as Instructors need to be fully pre-

pared to teach the program and

clubs need to plan carefully to
generate maximum excitement”,
says Boggs.

(Publisher’s Note: Once

again, Rich Boggs and The STEP

Company have established a pro-
gram that will undoubtedly gen-

erate thousands of new member °

prospect leads for their participat-
ing clubs. This new program

should enable clubs to increase

their penetration into the approxi-
mately 80% of the North Ameri-
can population who does not ex-

ercise on a regular basis. That

clearly is where the club member-
ship growth potential exists.)

EXPERIENCE THE FASTEST WAY IN THE UNIVERSE TO
GET IN SHAPE AT A HEALTH CLUB NEAR YOU!

ARTERED d1LE VNI

: USA

NOW IN OVER 40 COU

TRY BODYPUMP TODAY!

If's easy...

1. Visit www.bodypump.com or send o self addressed stamped envelope 1o
The STEP Company* Io find a parficipafing club near you

2. Print out the pass from the web poge and bring it fo the club you have chosen
along with this completed coupen

3. Experience BodyPUMP - THE FASTEST WAY IN THE UNIVERSE TO GET IN SHAPE

3 B TR

Guest Nome: Redempfion Date:
~ Address: City: State: Zip:
Phone:

*The STEP Company * 2250 Newmarket Parkway, Suite 130 + Marietta, GA 30067
Some resiriclions may apply. Conlact your participating club for further details.

BE WARNED IT WILL CHANGE THE SHAPE OF YOUR BODY

Franco's Athletic Club - Mandeville, LA

:{ 100 Bon Temps Roule

paeatin Sl i

BodyPUMP Web Page Club Locator
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FINALLY, REAL SOLUTIONS _
FOR GROUP FITNESS

PROGRAMMING

TAKE THE GROUP FITNESS TEST

If you answer yes to any of these questions, you may benefit from one of our
FREE “MAXIMIZING GROUP FITNESS” SEMINARS*

v’Have you needed to buy more cardiovascular equipment in the last five years
to service your members?

v'Have you experienced a decline in your group fitness area?

v'Do you get limited guest referrals from your group fitness programs?

v"Would you be reluctant to let a prospect take any class on your group fitness
schedule to determine whether or not to join?

v’Do you think you are overpaying instructors yet they think they are being
underpaid?

v"Would your group fitness program suffer if your top instructor was hired away
by the competition?

To find out when a FREE “MAXIMIZING GROUP FITNESS” SEMINAR is coming to a city
near you, call The STEP Company today. 800.SAY.STEP or 770.859.9292 X 427
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- " Hydrafitness

THE GROUP EXERCISE PROGRAM FOR EVERY BODY™
Anyone at ANY fitness level can do PACE!

SENIORS

Comraderie
Fun ¢ Safe
Not Intimidating

OVERWEIGHT

2l User Friendly ¢ Easy To Do
No Coordination Needed
No Muscle Soreness
High Calorie Burn

FIT OR UNFIT|

Strength & Cardio
Workouts Combined
Time Efficient * Fun
Cross Training
Group Exercise
At It's Best

Aftract New Members ¢ Increase Member Retention * Increase Member Referrals ¢ Increase Profits

Call Pro*Fit Enterprises at 888/604-2244 for a FREE PACE VIDEO & quotation on a PACE PROGRAM
customized to meet your needs.
Visit our website at hitp://www.pacepro-fit.com
Pro°*Fit Enterprises has been recognized by the American Council on Exercise (ACE) as a Continuing
Education Specialist.

PACE is a trademark of Henley HealthCare and is used with permission. All Rights reserved.



