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Cecil Spearman Honored By IHRSA

Friends With Distin

By Norm Cates, Jr.

IHRSA,The International
Health, Racquet and Sporisclub As-
sociation, celebrated its 19th
Anniversay in San Francisco, March
22nd-25th. During that 19-year run,
IHRSA has arguably helped advance
the health, racquet and sportsclub
industry more than any other orga-

nization in the history of the busi-
ness.

When IHRSA started 19
years ago, it was not the power-
house it is today. The Associa-
tion was founded in 1981 with the
merger of the National Tennis
Association (NTA) and the Na-
tional Court Club Association
(NCCA, the racquetball club
owner's associalion).

Over the years, IHRSA

has benefi g’ rom the service of

many members who have served
on the Board of Directors and
countless committees. These
leaders have facilitated the evo-
lution of the Association into an
organization that provides its
member clubs and Associate
members with a vast array of ser-
vices including educational ma-
terials, conventions, trade shows,
governmental relations and a va-

riety of other services that have
helped the member clubs and the
industry at-large prosper.

Cecil Spearman, [HRSA's
10th President, was honored at
the Association’s 19th Annual
Convention on March 22nd
when he received IHRSA’s Dis-
tinguished Service Award. The
Award is given each year to an
individual that has provided out-
standing service to the Associa-

uished Service Award

htll'l.

Gale Landers of
Chicago’s Fitness Formula and
19th President of IHRSA comme-
nted on the selection of Cecil
Spearman for IHRSA's Distin-
guished Service Award. Landers
said, “Cecil has distinguished him-
self in all of his endeavors through-
out his career. Whether it was in
the Marines, his career with Ameri-

(See Spearman page 8)

Tilley Name
Officer At

Dalhs, Tx.- Spectrum
Clubs, Inc. (SCI) named former
Cobblestone Golf senior executive,
Daniel Tilley, as Chief Information
Officer and Vice President of Fi-
nance.

SCI Chief Executive Of-
ficer, Bob Steele, stated, “We are
committed to making SCI the indus-
try leader in the use of information
technology to drive unprecedented
levels of efficiency. Dan’s exten-
sive experience in information sys-
tems, accounting and operations
make him uniquely qualified to lead
this vital area as a member of our

senior management team.”
Tilley was previously
Vice President and Chief Infor-
mation Officer for both KSL Fair-
ways and Cobblestone Golf,
which became the nation’s third
largest operator of country clubs.
Cobblestone was an investment
managed by Brentwood Associ-
ates, the Los Angeles-based in-
vestment firm that also estab-
lished SCI last year in partnership
with Rick Caro, co-founder of the
International Health, Racquet and
Sportsclub Association (IHRSA).
Tilley noted, “It is a
pleasure to once again work with
a Brentwood company and with

Chief Information

an executive like Bob Steele. The
combination of Bob’s leadership,
Brentwood’s backing and track
record and Rick Caro’s industry
expertise will help position us as
the premier company in the health
and fitness industry.”

Tilley is currently also
filling the role of interim CFO,
pending the naming of a perma-
nent CFO later this year. Tilley is
a resident of Dallas, Texas and
received his Bachelor’s Degree in
Computer Science and Math-
ematics from the University of
Pittsburgh at Johnstown. He is
also listed as an information tech-
nology expert in Who’s Who In-

ternational.

In August, 1999, SCI
acquired the eight Racquetball
and Fitness Clubs of San An-
tonio and then in September ac-
quired the ten Spectrum Clubs
in Southern California from the
Sports Club Company, Inc. SCI
pursues the growth build-up of
existing clusters of quality
health clubs with strong posi-
tions in key metropolitan cit-
ies.

Spectrum Clubs will
continue to acquire these plat-
form companies and develop
new clubs in those markets
with the ultimate goal of be-

Spectrum Clubs

Dan Tilley

coming the premier fitness club
operator in the United States.

Judge Rules Against Hospital
ax-Free Health Club In Ohio

By Norm Cates, Jr.

Springﬂed, Ohio - In
Springfield, Ohio, the Commu-
nity Hospital of Springfield and
Clark County had purchased 24
acres of land and started con-
struction on a 80,000 square-foot,
$10,000,000 facility that was to
be called the Healhplex. On Oc-
tober 6, 1999, Moore's Fitness

World Dayton, Inc., a 12- club
company owned by IHRSA
member, Joe Moore, filed a law-
suit against the Community
Hospital of Springfield and
Clark County, Ohio for unfair
competition and deceptive trade
practices. The hospital is a tax-
exempt organization as a not-for-
profit entity under Ohio law. It
pays no federal, state or local in-
come tax. It pays very little real
or personal property tax for the

substantial property it owns,

So far, there have been
two lawsuits filed to stop this tax-
exempt hospital club. The first one
was filed by a homeowner, Luigi
Vizzari, whose propery is in the
neighborhood where the hospital
bought the land and started con-
struction. The second lawsuit is Joe
Moore’s. Vizzari’s lawsuit was
filed to stop the tax-exempt hospi-
tal club because of improper zon-

(See Joe Moore page 26)
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ORM’s NOTES de-
pends upon your information com-
ing in, so don’t hesitate to mail,
phone, fax or e-mail information
about what is going on at your club,
what you are doing or what is hap-
pening in your market that is inter-
esting. Remember, our deadline for
NORM’S NOTES is the S5th Day
of each month, Send your info to:
The CLUB INSIDER News, P.O.
Box 681241, Marietta,Ga. 30068-
0021, (0) (770) 850-8506, (f) (770)
933-9698 or e-mail: clubinsider
news@mindspring.com

*Congratulations  to
AUGIE NIETO and the entire team
at Life Fitness as Brunswick Chair-
man, PETER LARSON has cited
the terrific performance of Life Fit-
ness as being very important to the
big picture with Brunswick, the rec-
reation conglomerate. Life Fitness
has continued to generate double
digit growth over the last few years
and remains the Number 1 company
in the world for cardiovascular and
other fitness products. To keep that
double digit production cranking,
Life Fitness has appointed DAVE
GIBBONS as the new Vice Presi-
dent of Marketing. Dave was for-
merly with Johnson Worldwide As-
sociates. Good luck Mr. Gibbons in
your new role with the best company
in the business.

*Speaking of Life Fitness,
Life Fitness has also announced that
it has provided equipment to
DotComGuy. A fellow that has
locked himself into his home for one
yca.r, a vacant town home in Dallas.

Texas, vowing to live exclusively
from e-commerce for one year. He
will not leave his home and will or-
der all goods and services through
the Internet.

*GALE LANDERS, the
current IHRSA President and co-
owner of 6 Chicago area Multi-
Plex facilities, tells me that he and
his partner, HAZEL GITLITZ,
have their 7th location ready to be-
gin construction in April. This baby
is 70,000 square-feet and will cost
$13 million. It is situated adjacent
to Chicago’s Union Station and in
the very heart of downtown Chi-
cago. The facility will be called the
Union Station Multi-Plex. Gale
has done a great job on the IHRSA
Board for 3 years and as President
of the Association for the past year.
It takes great a deal of time to serve
on the Board and my hat isoffto all
of those who have served the Asso-
ciation on the Board and on com-
mittees for the past 19 years.

*Congratulations and best
of luck to JUDI SHEPPARD
MISSETT, the dynamo lady who
founded Jazzercise over nearly 30
years ago. Judi has been chosen as
a finalist by Working Woman
Magazine for the 2nd Annual
Working Woman Entrepreneur-
ial Excellence Awards. Get this.
She was not selected for just one
category, but for 3! Check out the
article on page #18 of this issue.

+JOHN GIBBONS has
resigned from the Sports Club
Company after 6 years with the
upscale club company. Best of luck
John wherever you go. The Sports

Club Company has opened its new
mega-club in Rockefeller Center in
New York City on some of the most
expensive real-estate in the world.
Maybe John wanted out before they
had to start paying the rent there!

*TSI’s revenues continue to
soar, up 45% to $159.8 million with
adjusted EBITA for 99 up 50.4% to
$36.9 million. Nice work MARK
SMITH and Team!

*24 Hour Fitness has
opened a 14,000 square-foot facility
in the Las Vegas Airport.

*Wasserstein/Parella, a
big New York investment banking
firm has issued a “Strong-Buy” rec-
ommendation on Bally Total Fitness
stock.

*JOE MOORE is the
owner of 12 Moore’s Fitness Cen-
ters in Ohio and has done a terrific
job of stopping the construction of a
mega-hospital club that actually
started construction across the street
from one of his locations. Check out
the story on page #3.

*RAYMOND LONG has
been in the club business for many
years in Deland, Florida. And,
Raymond has a lot of experience
dealing with the YMCA of Central
Florida, In fact, to help in his fight
against unfair competition, Raymond
ran for office in local government.
Now his presence is very apparent
when tax-exempt issues are discussed
and considered. Raymond may be
reached at (904) 822-4764.

*DOTTIE ISON has
owned and operated health clubs in
South Florida for 25 years, Dottie in-
forms me that she has wld her clubs

“FitForAll.com Partners with Health Club Authority

EClub Insider
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and is now in the e-commerce busi-
ness with a company called
Internet Community Concepts.
We’ll have more about Dottie’s ven-
tures later,

*WOW! Work Out
World, has signed its second license
agreement with Fitness & Nutri-
tion, Inc. WILLIAM KANE is the
owner of FNI and also owns other
facilities in CT. WOW now has 4
company owned clubs and 3 li-
censed locations.

*The AMERICAN
COLLEGE OF SPORTS MEDI-
CINE will host Summit 2000, a
Health and Fitness Summit and
Exposition in San Diego, April 5-
8. The event will be loaded with
leamning opportunities for health and
fitness professionals. Premier Spon-
sors of the event are: Reebok, Life
Fitness, Gatorade and StairMaster.
For more information call: (317)
637-9200 X 141.

*MICHAEL MAHO-
NEY has been named National Ten-
nis Director by Tennis Corporation
of America. Mike is also a TCA Re-
gional Vice President overseeing the
operation of 14 TCA clubs and will
continue in that role as well. Also,
RAY BALADAD, G.M. of The
Bannockburn Club, a TCA prop-
erty, has announced the appointment
of AARON PANKAU as the club
Fitness Director. Congratulations to
both men.

*ACE and First Fitness,
Inc. have announced a strategic al-
liance to introduce the Fitness
Equipment Specialist Certificate,
a comprchcnsivc sales and fitness

t Us Hear About Your NEWS!

E Mail - clubinsidernews(@ mindspring.com
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certificate training program.

*STEVE PATERSON is
the Vice President of Sales for
WorldWide Fitness, one of our ad-
vertisers. Steve informs me that he has
established www.UsedGymEquip
ment.com to help prospective buyers
reach him. That website replaces an-
other website. www.ihrsa.com which
Steve had been using to get leads from
people who were trying to reach
IHRSA'’s website: www.ihrsa.org. Af-
ter seeing the light, Steve has stopped
using the IHRSA website and has
promised me and IHRSA officials that
he will sign over the IHRSA website
as soon as he receives the papers. Defi-
nitely the right thing to do! STAY
TUNED!

*Congratulations to my fine
son, JUSTIN CATES, who competed
in his first weight lifting competition
last weekend. In June, 1996, | taught
Justin how to lift weights as he wanted
to develop strength, size and speed for
football. He weighed 92 pounds. Now,
he weighs 145 pounds. All muscle. In
his first power lifting competition, he
finished second in the Region. He
bench pressed 205#, (barely missing
at 225) Squatted with 265#s and dead-
lifted 335 pounds to take 1st place in
that lift. Justin already has a whole den
wall full of trophies in soccer, base-
ball, football, track and weight lifting.
In addition to being a terrific athlete,
he is an all A and B student. (Except
for his first C in years on his last re-
port card. He promises that won't hap-
pen again!) He also has taught him-
self to play the guitar. Quite a guy this
Justin Cates! (Just-in-case you forget
his name, remember, Justin Cates)

IHRSA In

Combined Appeal to Get More Americans “Off The Couch”

Bosmn, Mass., Mar.9,

2000 - FitForAll.com, the premier
online resource for personalized health
and fitness programs, announced today
astrategic partnership with the Intemna-
tional Health, Racquet & Sports Club
Association (IHRSA), the world’s lead-
ing voice in the health club industry.
An innovator in online fit-
ness, FitForAll.com also announced
that it will launch its FitForAll.com Pro-
fessional Site at HRSA's 19th Annual
International Convention and Trade
Show in San Francisco, March 23-25.
The FitForAll.com Prosite, developed
in conjunction with the American Coun-
cil on Exercise (ACE), is the first to-
tally integrated online resource designed
specifically for the nearly 50,000 ACE-
certified fitness professionals world-
wide. The new site will provide revenue
opportunities and business tools for
personal trainers to expand and support
their client base. As part of its new part-
nership with IHRSA, FitForAll.com
will implement a co-branded health club
locator for consumers nationwide; pub-
lish feature articles authored by THRSA;
and conduct cross promotions intended
to drive FitForAll.com members to

health clubs, while driving health club
members to FitForAll.com’s web site
as an online enhancement to their es-
tablished club workout
FitForAll.com also joins
with [HRSA and ACE, the preemi-
nent source of education and certifi-
cation for fitness professionals, in a
long-term alliance to promote exer-
cise and grow the total number of
health club members to 100 million
people worldwide by the year 2010.

Together, the three organizations are
committed to improving the health, op-
timizing fitness and effecting emotional
and physical change in the daily lives
of people everywhere.

“Through our partnerships
with ACE and IHRSA, FitForAll.com
will develop tools for fitness profession-
als and health club managers that en-
able them to extend their reach from the
club environment into the home or of-
fice environment,” said Mary Ann

Norm Cates”
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Russo, chief executive officer of  ganizations reach out to new audiences,

FitForAll.com. “Our personalized
unlme connection will help both or-

while also enhancing the overall fitness
(Sce FitForAll.com page 23)
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One Company Re-defining An Industry

By Casey Conrad

Only in one’s dreams as
a club owner can you imagine this
scene. Your club has been open just
30 days. You didn’t have any pre-
sales. It is now the last day of the
“Grand Opening,” no initiation-fee
special. In house you have a sales
training session going on and at 2:00
in the afternoon one of your employ-
ees covering the floor interrupts the
training. “I hate to bother you but |
need 25 pens because there is a line
of 30 people outside who want to
enroll but | don’t have enough pens
to go around.”

Sound like a dream? If not
a dream at least an overexaggerated
story? Maybe in America but not in
England for the Fitness First com-
pany. I was there and saw it with my
own two eyes. | was the one doing

ment as the line of prospects kept
filing in throughout the day. It

actually turned out to be only an
average “last day of the sale” day,
reporting just 127 memberships by
the close of business; approxi-
mately 2,500 for the first 30 days,
give or take a few!

And, no, I'm not joking.
In fact, having worked with the
Fitness First company for over two
years now, this scene has become
common place. (I know, it makes
me sick too!) InJanuary, 2000 the
company opened 9 new facilities,
all of which can boast this same
type of incredible success. So,
what is this company doing that
allows them to seemingly re-de-
fine the norms of the health and
fitness industry club openings and
sales and how did they get to
where they are today? | spent
some time on my most recent trip
to the UK with the Managing Di-

the training and watched in amaze- rector, Mike Balfour, and the Op-
—
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erations Director, Sean Phillips to
try and uncover their secret.

Basic Beginnings
Beforc Mike Balfour

ever set foot in a commercial
health club, he was a Chartered
Accountant working for a UK
company and looking after their
businesses in North America. It
just happened by chance that one
of those companies was the Hous-
tonian, in Houston, TX. In 1985
Balfour was asked to be on the
Houstonian's Board of Directors,
giving him his first insights into the
health and fitness industry, albeit
a US perspective.

Seeing the US trends and
knowing that the UK market was
behind the times, Balfour per-
suaded an investor to start a chain
of UK clubs called Livingwell.
Although the company was doing
well (and still is a force in the mar-
ket), it was apparent to Balfour that
all the UK clubs were aiming at
the premium end of the health club
market leaving the middle market,
that was having so much success
in the US, untapped. As a result,
in 1992 Balfour decided to leave
Livingwell and create a chain of
clubs that would be affordable to
the average person. He named the
company Fitness First.

Sean Phillips' back-
ground, on the other hand, was in-
dustry related. While working for
the YMCA in PA, Phillips was
head hunted by a US company that
was contracted by Livingwell to
bring Americans to work in their
new UK clubs. In 1990 Phillips
accepted the offer and went to the
UK to work for Livingwell and
Balfour. After Balfour began Fit-
ness First, Phillips left Livingwell

and in 1993 began work-
ing at the chains’ first lo-
cation in Bournemouth.
Neither have looked back
since and together have
made an incredible suc-
cess story.

"From 1993 till
1996 the chain experi-
enced a steady growth,
with their total up to 6 lo-
cations. As Balfour notes,
“After four years we had
developed a successful
formula for going after the
middle market. Our con-
cept was ‘Affordable Fit-
ness for Everyone."” At
an average monthly dues
of 29 Pounds (US $45),
the clubs were extremely
affordable compared to
what was out there but
what made the club so

Casey Conrad

popular was the fact that
the facilities were as good as the pre-
mium clubs, just not as big and with-
out any sports courts or wet areas.

Positioning For Growth

Knowing that the con-

cept was solid and positioned to take
off, Balfour knew he needed funds
to grow the company. As aresult, in
October 1996 he took the company
public, being the first pure health and
fitness company to float on the Lon-
don Stock Exchange's Alternative In-
vestment Market. The offering
brought in 8 million Pounds ($13
million US) and gave the company
the shot in the arm it needed for
growth.

And grew it did, much
faster than anticipated. By February
of 1998 the chain was up to 18 clubs
and needed more capital to keep the
growth going. As a result, another

offering went out, raising another 10
million Pounds ($16 million US). In
addition to continuing the growth of
their UK clubs, in August of 1998
the company made a strategic deci-
sion to be the first UK health club
chain to venture into Europe. They
raised another 5.5 million Pounds
and bought half of a German com-
pany called The Fitness Company
(not affiliated in any way with the
US-based Fitness Company).

The Pay Off Begins!

By January 1999 Fitness
First had 33 clubs in the UK and 9 in

Germany. This unprecedented
growth and success led to their
changing from the Junior Market to
the main London Stock Market. The
company’s club success reaped ma-
jor financial success as well. Hav-

(See Casey Conrad page 16)
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.Spearman
continued from page 3

can Hospital Supply or his 20
years in the club business, he has
excelled. Each step of the way, he
has been a distinguished indi-
vidual. The club industry certainly
owes Cecil a debt of gratitude for
his role on the Board and his time
as President of IHRSA when the
financial protocols were estab-
lished for the Association.”

John McCarthy, IHRSA
Executive Director for 19 years,
has more experience with Cecil
Spearman than anybody. We
asked John to comment on Cecil’s
contributions to IHRSA and the
industry at large. McCarthy said,
“Cecil was the President of a large
public company before he began
developing clubs in Illinois, Cali-
fornia and Arizona. He is a fam-
ily man, par excellence. His wife,
Jean, and his three sons work with
him, shoulder to shoulder, day in
and day out. Cecil is enormously
focused on essentials. His man-
tra, when he was on the Board of
IHRSA and as President of
IHRSA, was simply this: what are
we doing to increase value of
membership in IHRSA for a club?
He was so focused on this concept
that the statement has become his
legacy to IHRSA. Ever since
Cecil’s presidency, every IHRSA
president and every IHRSA Board
Member has had the same focus,
‘We must work on programs that
make membership in IHRSA
more valuable to a club.’ I[HRSA

is forever indebted to him and to
the sharply focused legacy he has
left us.”

U.S. Marine Corp
Preparation

Cccil Spearman was
born and raised in Alabama until
the 9th grade when his father
moved his family to Hinsdale, I1li-
nois. His Dad, Cecil Spearman, Sr.,
a Ph.D. from Columbia University,
accepled a job as Superintendent of
Schools in the upscale suburb of
Chicago. While in high school,
Spearman played football, basket-
ball and tennis. At Duke Univer-
sity he played tennis and graduated
in the Class of 1953 with a major
in accounting and business. After
graduating from Duke, Spearman
worked as a tennis pro during the
Summer of 1953 before entering
the United States Marine Corp Of-
ficer Candidate School in
Quantico, Virginia in October "53,
The Marine Corp training was a
true “gut-test” and learning expe-
rience for Spearman. He recalls,
“They challenge you at the Marine
Corp OCS to see if you can take
the grief and stress they give you.
They really check to see if you are
going to break under pressure.
They put you through mental and
physical harassment that is second
to none in the world to see if you
are going to break! The logic is
that if you can’t stand the pressure
during training, how can you stand
the pressure of being in a fire-fight
in combat with 20 men’s lives de-
pending on your ability to stand up

to the pressure of combat and
make decisions that affect lives?
When you go into the Marine
Corp OCS or Boot Camp, they
absolutely strip you to the bone
in terms of your personality.
Then they gradually rebuild you
with an immense amount of con-
fidence and pride. The discipline
you learn as a Marine and the
pride and confidence you feel
from getting through that God
awful ordeal called OCS carries
on with you throughout your per-
sonal and business life for the
rest of your life.”

On To The
Club Industry

Priar to joining the
Marine Corps, Spearman had a
taste of the club business while
working as a tennis pro in Wis-
consin, The owner of the hotel
where he worked as a Tennis Pro
was raking in the money.
Spearman liked what he saw and
felt that he could do well as a ten-
nis club owner since the tennis
club at the hotel did so well. He
decided to pursue a career as a
tennis club owner. Upon leav-
ing the Marines in 1958, he was
accepled at the Harvard Business
School for the Fall of "58 and
was offered jobs by IBM and
Proctor and Gamble in their fast
track management program. He
turned all of those opportunities
down. Instead, he chose to go to
work at the Gulf Hills Country
Club in Ocean Springs, Missis-
sippi as a management trainee
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pearman At
Mammoth Lakes, California

and tennis pro. After about two
years, it became apparent to
Spearman that he was making no
real money at that job, and the fu-
ture appeared limited. There was
no career path in clubs in those
days. His parents told him that if
he would take a job in industry and
save some money, they would
back him and provide funding as-
sistance for him to start his own
company or tennis club. They
wanted their son off the tennis
court and into mainstream indus-
try.

So Cecil went back into
the job market. For a second time,
he turned down IBM because they
paid on a salary basis and earn-
ings were limited compared to a
sales job that paid on commission.
Instead, he took a position with
American Hospital Supply, a big
company that paid commissions
and was recruiting the same qual-
ity people as IBM, Proctor and
Gamble and Xerox. He sought
commission sales work because
he felt he could make more money
faster if he were paid on what he
produced and thus start his own
company faster. His plan was to
work as a sales rep for 3 years and
then start his own small tennis
club with the money he expected
to save from commissions on sales
and build up a club by reinvesting
profits.

While Spearman had
planned to remain in sales to earn
money, he began to receive offers
from American Hospital Supply to
go into management. American
was growing and needed manag-
ers to keep the growth going. He
decided to try management for one
year to be better qualified to run
his own tennis club. He ended up
getting promoted 5 times in 12
years and became Vice President
at American Hospital Supply, run-
ning American’s largest profit cen-
ter at the home office in Chicago.

The ironic thing was that
although he was doing very well
in the corporate world, he didn’t
really like it. Spearman com-
ments, “I still don't like the cor-
porate life with a lot of back stab-
bing and a lot of politics, with
people trying to get ahead of each
other. It wasn’t a fun experience
for me to be in corporate America.
I'am definitely entrepreneurial, not
corporate. My best friend at
American Hospital Supply was the
President of the company, Carl
Bays. Our wives were the closest
of friends. Before Carl was 40 he
was the President of a billion-dol-
lar company. He was on the board
of Delta Airlines, Northwestern
University, IBM and Northern
Trust Bank. All before he was 40,
He was one of those boy wonder
geniuses. His wife encouraged
him to take up tennis to help man-
age his weight. He was a big guy,
6’5" and 250. He knew that I'd
been a tennis pro, and he and |
became tennis buddies and be-
longed to an outdoor club. We
wanted to continue playing during
the Chicago winter, but when 1|
looked for court time for the win-
ter, I found I could not get court
time at the only indoor club around
because it was all sold out for the
'71 season.” When Cecil told his
friend Bays, “I can’t get any court
time”, he then said, “Carl, if ten-
nis is this popular, we ought to
build one of these indoor clubs!”
The next day Carl called Cecil and
said, “I know you were just kid-
ding last night. But Lamar Hunt
is probably the smartest business-
man in America, and he just got
into the tennis business with World
Championship of Tennis. | think
tennis has a great future. Let's
build one of those indoor tennis
centers. I've set up an appoint-
ment for you at the Northern Trust
Bank with one of the Vice Presi-

(See Spearman page 10)
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continued from page 8

dents who will help you with what
you have to do.” Carl put his name
on the club deal and over the next
year Cecil did all the work and
they were able to get an indoor
tennis club open in Chicago in
October 1972. It was just unbe-
lievable. They were sold out be-
fore the first season started. They
called it the Racquet Club of Lake
Forest/Lake Bluff. They didn’t
have a court available in the 8-
court facility from 9:00am to
9:00pm from November '72 to
April "73.

Off to California

pearman kept his job
at American Hospital Supply

while operating the Racquet Club.
He was also making plans to de-
velop and open 5 or 6 additional
clubs. He had a wealthy investor
ready to provide the capital based
on the results at the first club.
One day in early 1973 the phone
rang and it was a headhunter call-
ing to ask if he would talk to them
about coming to California to take
a job as President of a troubled
health care company. Spearman
said “no” as he was anticipating
another promotion to a new posi-
tion at American Hospital Supply.
Two days later, one of Cecil’s as-
sociates was chosen to receive the
promotion instead of Cecil. Ironi-
cally, the headhunter called back
that same day. Spearman recalls,
“It was like fate. Instead of re-
fusing to talk to them, [ began to
sell my qualifications for the job.
I got the job and ended up com-
ing to California in May 1973 as

President of the Medical/Surgery
subsidiary of Bergen Brunswig
Corporation. [ spent 6 tough
years turning around that com-
pany that was put together
through acquisition. We were the
only one of 6 companies devel-
oped by acquisition to success-
fully make a turn-around. The
other companies all failed to
make the transition from inde-
pendent local dealer to a multi-
location centralized company.
This consolidation of indepen-
dent companies in health care is
similar to the consolidation go-
ing on in clubs today. The
Bergen Brunswig Corporation
stock skyrocketed after I turned
around the Med/Surg subsidiary.
I had a bunch of stock options
and when I sold out, I had enough
cash to buy a very successful
club, the Laguna Niguel Racquet
Club, in 1984.”

Dr. Bob Rotella
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ipea.munjoiuad NITA
nd IRSA for Help
Al'ter acquiring the

Laguna Niguel Racquet Club,
Spearman learned, as he had in
the early 1970’s with indoor ten-
nis, that he lacked the experience
to operate an outdoor multi-sport
tennis facility. He needed some
help. In the early 1970’s he had
been a member of the NITA (Na-
tional Indoor Tennis Association)
and had learned a lot about in-
door tennis operations through
that Association. But, outdoor
tennis operations were a whole
new ball game. When he sought
out NITA in 1984, he couldn’t
find it anywhere. He happened
to come across a notice that a ten-
nis buying show being held in
Long Beach, California was go-
ing to host a meeting of a group
called IRSA (International
Racquet Sports Association).
Spearman recalls, “I met John
McCarthy and heard the story of
how the National Tennis Associa-
tion and the National Court Club
Association had merged and be-
come IRSA. 1 joined immedi-
ately. 1liked John right away. I
got the same quality of help from
IRSA in 1984 that I received
from NITAin 1972. 1 remember
going to the NITA meeting in
Boca Raton, Florida in *72. Alan
Schwartz was President. Rick
Caro, Curt Beusman, Dick Trant,
Todd Pulis were all there.
Charlie Swayne gave a terrific
presentation. Those guys liter-
ally took me from a kindergar-
ten level to a college graduate
level on how to run a tennis club,
I could not believe the outpour-
ing of information and the will-
ingness to share and help. Clay
Hamner, a college professor from
Duke University, was there and
personally spent two hours with
me. Ireceived the same quality
of help when I went to my first
IRSA meeting in Reno, Nevada.
I learned a great deal at that meet-
ing. That's why I wanted to be
involved in IRSA. Ithink NITA
and IRSA enabled me to succeed
in this business and I'm very ap-
preciative of the help I received.
I’ve been trying to give back to
the Association ever since then.
My tennis clubs might be ware-
houses and condos today with-
out the help of the Association.”

A Determined IRSA
Leader Dealing with
Tough Issues

In 1989, Cecil
Spearman was elected to the
IRSA (now THRSA) Board of Di-
rectors. He was elected President
of the Board of IRSA in 1991.

During his years in
business in Chicago and Laguna,
California, Spearman served on
the Board of Directors of several
companies, hospitals, churches,
civic organizations and very ma-

ture non profit organizations with
long-established boards. Through
those experiences, he gained valu-
able information on how estab-
lished senior boards should func-
tion. That was experience and
knowledge that paid off when he
took over the leadership of IRSA’s
Board of Directors.

Spearman recalls his ar-
rival as an IRSA Board Member.
“First, 1 felt honored to be elected
to the IRSA Board. Then, | was
taken back a bil by two things: #1,
the Association had a negative net
worth on its 1988/89 financial state-
ments. Secondly, the Board was try-
ing to micro manage the IRSA staff.
During the early days of the Asso-
ciation, IRSA might not have sur-
vived if the Founders and early
Board Members had not provided
lots of help with management. |
admire their effort and the fact that
they helped IRSA so much. But,
IRSA had become big enough by
the time I joined the Board that the
Board should no longer be getting
involved with the nitty-gritty
things. I felt the Board should spend
its time on establishing policy, de-
veloping vision, missions and core
values and letting the staff run ev-
erything day to day. I think the fact
that I had served on so many boards
helped me recognize that the time
had come for the Board to back off
of IRSA’s day-to-day operations. As
desirous as all of this micro man-
aging was the first 7 or 8 years, the
time had come to change. Like most
businesses, circumstances change.
I spent a lot of time trying to steer
this Board away from being in-
volved with staff operations. | fo-
cused on three primary goals: (1)
Getting the Board to let John
McCarthy and Rick Devereux run
things and administer the policies
that we had established as a Board
of Directors; (2) developing our
mission, vision and core values; and
3) developing financial programs to
provide incentives for the IRSA
staff to become long-term employ-
ees.” The seniority and quality of
the IHRSA staff confirms these
goals were achieved.

That “Name Change”
Business

Spearman recalls the
Board spending a significant
amount of time on discussions of a
name change at his first Board
meeting. It was hard to spend time
on policies or planning as a large
percentage of the meeting time was
on “name change”.

As a part of the IRSA se-
lection process for President, he
was asked why he would like to
serve as President of IRSA.
Spearman replied, “I'd like to give
back to the Association that helped
me learn the business. Second, |
think we are at the stage where we
need to change. We must do some-
thing to be able to retain good, com-
petent employees. We have to set
visions, missions and core values.

(See Spearman page 12)
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..Spearman

continued from page 10

In my opinion, we have to strive to
increase the value of a club being a
member of IRSA. There is no need to
work on something unless it would in-
crease the value of membership in
IRSA to the clubs.”

Spearman was convinced
that discussions of a name change for
the Association would not increase the
value of the membership in IRSA to
the clubs. Therefore, when he stepped
into the role of President, he estab-
lished a clear understanding that while
he was President, the name change
would not be on the agenda.

Spearman’s focus on invest-
ing Board meeting time wisely paid
off. He recalls, “I told the Board that
discussing a name change did not in-
crease the value of membership in
IRSA and we should be spending our
time on profitable things. Secondly, a
lot of talented people have spent 10
years working very hard to increase
the value of the name IRSA. People
recognize it. It stands for quality. I'm
not prepared to lose that equity in the
name. We're not going to talk about it
in my term as President.” The end re-
sult was that the Association enjoyed
the most successful year in its 10-year
history during Spearman’s year as
President. “We got out of the red and
produced a positive net worth. We set
in place a lot of things that are still
there. One of the most important
things we did was to develop a retire-
ment plan for the key staff to give them
a vested interest in sticking around.
I'm very proud of the fact that nearly
10 years later, almost everyone of our
very competent IHRSA staff is still
with us and I think that plan has made
a difference. They are doing a great
job!”

When you consider the ex-
cellence of John McCarthy and his
management team and all they have
accomplished, you can’t argue with
that success. In short, IHRSA has be-
come a world-class Association that
produces incredible services and re-
sults for all of its member clubs and
Associate members.

TAQC Tﬁ%emn

Once Cecil Spearman
handed over the gavel to the incom-
ing President, Bruce Buckbee,
Spearman became the Ex-officio
President. That meant he would have
a seat on the Board for one year with-
out a vote. Cecil Spearman proved to
be one of the most influential Ex-of-
ficio Presidents ever, even without a
vote.

The name change discus-
sions, while not conducted at meet-
ings during Spearman’s year as Presi-
dent, would not go away. Specifically,
three name change crusaders, Bruce
Buckbee, Patricia Laus and Rob
Goldman were very determined Board
Members that continued to
and push for a name change for IRSA
as soon as Cecil went out of office.

Spearman recalls, “In his

first act as President, Bruce
Buckbee announced that he had
lined up the votes on the Board to
change the name of IRSA to The
Association of Quality Clubs (the
IRSA tagline). Spearman asked,
“What are you going to call the
Association? Are you going to call
it “The” or “ACQ"? Bruce was
considerate to give me a chance as
Ex-officio without a vote to express
my case for why the name
shouldn’t be changed to ACQ or
TACQ. But, after my presentation
to them the Board went on to vote
9-0 in favor of the name change to
“The Association of Quality
Clubs.” 1 told the Board, “The
battle has just begun.”

Cecil Spearman is not a
fellow that gives up without a fight.
Once that Board vote was con-
cluded, Spearman told the Board,
“l am going to fight this name
change with a passion. I'm going
to involve a number of friends of
mine that were involved in the cre-
ation of this Association.” And that
he did. Spearman continues, “1 had
been appointed Chairman of the
IRSA Advisory Council and | wrote
aletter and sent it to all of the mem-
bers of the Advisory Council stat-
ing that I thought this was a tacky
name and in poor judgment to
change the name from a name with
great equity. | told my fellow Ad-
visory Council Members that ‘if
they agreed with the Board, | would
back off instantly.' However, if you
all send me the word that you feel
as | do that this is a tacky name and
that the name should not be
changed because of the loss of iden-
tity, I will pursue the leadership to
help stop this name change.’ 90%
of the respondents agreed with me,
including a number of the Founders
of IRSA including, Rick Caro,
Norm Cates, Todd Pulis, Dick
Trant, Alan Schwartz and 30 or so
other leaders. The furor that was
raised caused the Board to table the
name change and Rick Caro sug-
gested that we hire a name change
consultant to develop an alternative
name. The consultant, Brian
McBain, came up with the name
Exercera, Latin for “To Exercise.”

E.rercem...A norher
Name That Did Not Fly

Ovar the years, those
that wanted to change the name ar-
gued that there were two pri
reasons that they thought it should
happen: (1) They always had to
explain what the name stood for
when conducting IRSA business.
(2) They always had to tell people
how it was pronounced. While
changing the name to ACQ’s was
unpopular, changing to Exercera
caused many more people to be-
come opposed.

Spearman comments on
the continued saga of the name
change, “Other people got vehe-
mently involved in the leadership
against  Exercera.  Mark
Eisenzimmer, of the Cascade Ath-
letic Clubs in Portland, Oregon,
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SPEARMAN FAMILY: Front Row - Kaidlyn and Cassidy, Middle Row-
Dorene (Mark’s wife), Cameron, Jean , Alaina (baby), Samantha (Scott’s wife),

Olivia (little girl) and Scott, Back Row- Mark, Cecil, Kristine (Steve’s wife), Steve

who had voted for the name
change, strongly opposed the
name Exercera. Numbers of
people that had just been moder-
ate in their opposition to a name
change became vehement in their
opposition to Exercera. And then,
The CLUB INSIDER News got
started and really set everything on
its ear with the incredibly success-
ful campaign in which the new
publication printed comments of
many prominent IRSA members
in opposition to Exercera. My in-
fluence on the name change battle
was reduced at that time because
so many people opposed
Exercera,” stated Spearman. “The
leadership of the name change op-
position moved to the CLUB IN-
SIDER and others.”

The significance of
IRSA member opposition to
Exercera was demonstrated at
an Open Forum meeting held at the
1994 IRSA Convention in Reno,
Nevada. At a meeting with ap-
proximately 300 members in atten-
dance, 32 individuals stood
to speak on the issue. 31 of those
individuals spoke in strong oppo-
sition to a name change to
Exercera. The Board, which in-
cluded new members Carl Porter,
Steven Schwartz and Stephen
Tharrett, voted to drop Exercera.
In the Summer of 1994, the Board
of Directors wisely decided to in-
stall the word Health into the name
IRSA, changing the Association
name once and for all time to The
International Health, Racquet and
Sportsclub Association, (IHRSA).
Cecil had suggested the name “In-
ternational Racquet and Sportsclub
Association (TRSA)" as a name for
years. However, it was the addi-
tion of “Health” with a silent “H”
that made the name [HRSA with
no change in pronunciation. That
decision maintained the very valu-
able name equity that Cecil
Spearman fought so hard to pro-

tect and it opened the door to liter-
ally thousands of health clubs
around the world for inclusion as
IHRSA members. There was NO
opposition to this name change at
all! Now, I[HRSA has over 5,000
member clubs in over 50 countries
worldwide and the Association is
making a huge difference in the
health, racquet and sportsclub in-
dustry globally. We can all thank
Cecil Spearman for the guts it took
to provide the leadership that re-
tained the name “ER-SA” and for
fighting to protect IHRSA's very
valuable name equity.

L:vm The “Good Life
ammoth La es,
alifornia!

Iasked Cecil the follow-
ing question, “Cecil, I'm speaking
with you while you are sitting up
there in your new mansion in beau-
tiful Mammoth Lakes Ski Resort in
California the day after a foot of
fresh snow has fallen. You and your
family have your health, you have
your lovely wife Jean with you, you
look 41 years old, but are pushing
69, you've got 3 sons, Mark,38,
Steve,35, and Scott,32, running the
business, you've got a very large
net worth and you have the admi-
ration of all of your peers. How do
you feel?”

Cecil responded, “I feel
great. The first career as a tennis pro
and my time as an officer in the
Marine Corp prepared me to make
my career in hospital supply distri-
bution a great experience. The 25
years with public companies helped
me make my third career running
clubs the joy of my life because |
like the entrepreneurial stuff, we've
been very successful with it, and my
kids all enjoy it. It is a rare family
that can have 5 family members
working side-by-side in a business
together. | have felt that in order for
my sons to really flex their muscles

and run things that I need to be away
for extended periods. | am in Mam-
moth for most of January through
May. Ilove to ski and get out 3 or 4
hours at least every other day. I love
having a second home up here. We
have 4,000 square-feet with great
mountain views. InterWest bought
the mountain two years ago and the
real estate up here is just skyrocket-
ing, so it is a really good investment
as well as great fun." He added, “I
love having two homes, one in an
oceanfront community with a great
ocean view and one in a ski resort
with a great mountain view. It makes
the 70 hour work weeks of many
years more acceptable.”

We asked Cecil if he ever
planned to retire? He responded, “1
don’t ever plan to retire. When I go
6' under the ground is when I'll re-
tire. However, I don’t intend to do
any of the day-to-day operations any-
more. Even when I'm in Laguna
Niguel, | work in my home office
with our ocean view. When [ do go
into the club office, | refer all mem-
ber questions to my sons because
they are running the businesses. |
monitor our 5 clubs through reports
and that seems to be working well
for all of us. The boys are better
managers each year, and the business
is doing very well.”

IHRSA has been blessed
with a lot of individuals that have
been willing to go above and beyond
the call of duty to serve the Associa-
tion. Cecil Spearman is one of those
individuals and it is terific that he
was honored by IHRSA for his Dis-
tinguished Service to the Associa-
tion. Congratulations to a great
leader!

(Norm Cates, Jr. is the Pub-
lisher of The CLUB INSIDER News.
Cates, a 27 year veteran of the health
club industry, was a co-founder of
IHRSA & Ist IHRSA President in
1981.)
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RSA’s Capitol Report

the money would be used for school
services, including sex education.

But a spokeswoman for
the Department of Education said
the money is not used for those
services and, in fact, just goes into
the general revenue fund.

It may still be difficult
to persuade the state to forgo
bucks with the dollars already
rolling in. The sales tax on mem-

women-only health clubs from claims of
illegal discrimination. On February 24, the
state Senate approved a bill that would ex-
plicitly legalize single-sex fitness facilities.

Senate Bill 176 states that a
physical fitness facility can operate ex-
clusively for men or women to protect
their “privacy interests.”

“Many women shy away from
working out at co-ed health clubs, even
when their physicians prescribe such

PAGE 14 EClub Insider
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The report identifies 197 THRSAmember Kay Yuspehholds ~ Orlando Sentinel Tribune reported

private taxpaying clubs and 34
YMCAs providing fitness facilities in
the State. While noting that a specific
market analysis is needed, the report
concluded that “the fitness facilities
provided by many local YMCAs are
comprehensive enough to assume that
there is at least some competition oc-
curring between local YMCAs and
fitness clubs.”

While this is hardly news to
IHRSA members, it is significant be-
cause it represents an unbiased exami-
nation of the fitness marketplace by
an official legislative committee.

The study also examined the
prices charged by YMCAs and found
that those prices “are not always lower
than prices charged by fitness clubs.”
In fact, the report identified at least
four cities “where the local YMCA's
monthly dues for single adults are
higher than those charged by some
fitness clubs.”

The report noted that while
no YMCA has closed since 1990, 45
private fitness clubs have either closed
completely or closed a branch loca-
tion. About one half of those were in
communities where a Y was located.

Aninteresting finding in the
report is that “both the YMCAs and
the private fitness clubs experienced
a decline in membership in 1993"
which was the year the legislature
expanded the sales tax to apply to fit-
ness club memberships.

“We will use these findings

events to benefit charitable orga-
nizations at her Highlander Elite
and North Shore Elite Fitness and
Racquet Clubs in Wisconsin. These
events include tennis tournaments,
an indoor triathlon, a shoe collec-
tion drive and silent auctions. The
money raised benefits cultural or-
ganizations and those serving
people with cerebral palsy, multiple
sclerosis, diabetes and cancer.
“[Kay] gets very person-
ally involved,” Cheryl Boehmke,
Executive Director of United Ce-
rebral Palsy of Southeastern Wis-
consin, told the Milwaukee Busi-
ness Journal. “She’s a passionate
person about the things she be-
lieves in.”
While Yuspeh dedicates
- much of her time to charity, she still
manages to be a key player in Wis-
consin clubs’ fight against unfair
competition from tax-exempts that
offer the same services — organi-
zations that appear to have strayed
from their charitable missions.
For Yuspeh, the question
isn’t whether YMCAs should con-
tinue to offer fitness services, but
rather, that the Y should target its ser-
vices to the people who need them.
“I do believe in the Y’s
mission,” Yuspeh explains. “The
need is to bring fitness to the popula-
tion that can’t afford private clubs.”
The market for the local
Y's, she says, are increasingly simi-

on the current efforts to repeal the
Florida sales tax on health club
dues. Here's an excerpt:

How would you like it if
your competitor didn’t have the
same expenses you had?

What if it could knock
something off the cost of its prod-
uct because it wasn't required to
pay taxes?

Now you know how
Merrill Brick feels.

The owner of Orlando
Fitness and Racquet Club illustrates
the plight of any small businesses
operating in a world with nonprofit
competitors.

He feels he's being hurt.
Like hundred of other health club
owners in Florida, he must charge
members sales tax, while nonprofit
operators, such as the YMCA, do not.

“We're definitely at a dis-
advantage,” Brick said.

For Brick, who's in Or-
ange County, that’s 6 percent he
tacks on membership fees ranging
from $29 to $57 a month. That’s
still less expensive than some
YMCA charges, but to Brick’s
mind, that’s not the point: He
shouldn’t have to charge sales tax
if nonprofits do not.

Private clubs haven't al-
ways been taxed. Until 1990, the
clubs enjoyed a sales-tax exemp-
tion. But the Legislature eliminated
the exemption that year, claiming
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berships means at least $10 mil-
lion a year to the state.

“It’s an unfair tax on ex-
ercising,” said Steve Metz,, the lob-
byist for the health club industry, “If
you exercise at a private health club,
you have to pay the tax. If you ex-
ercise at the YMCA or hospital
health club, you don’t.”

“The Y is pulling cus-
tomers out of the market” that
could have chosen a for-profit
club,” Brick said.

Bill Herrle, Executive
Director of the National Federation
of Independent Business in Talla-
hassee, concurs.

“No one likes to sit
around and beat up on nonprofits,
but they are taking real customers
off the street,” Herrle said. “When
you are out there trying to run a
business, it’s a little disheartening
to be suffering that disadvantage.”

The breaks among
nonprofits vary: Some pay no
property lax or taxes on pur-
chases. The YMCA, for instance,
buys all its exercise and other
equipment without paying a
penny in sales tax.

Brick is not so lucky.
Pointing to a room where thousands
of dollars of exercise bikes sit, he
explained he paid sales tax on ev-
erything that came into his shop.

And that’s another ele-
ment of the argument made by
small gym operators. Helping
people stay physically fit reduces
health-insurance costs and is a
service akin to preventive medi-
cal care, which is not taxed.

“A business like ours
that promotes health and well-be-
ing shouldn’t be taxed, period,”
Brick said.

To get involved in the
Florida sales tax repeal effort,
contact Bob Karshner at Shapes
Health and Fitness Centers (813-
264-1711).

All Florida club opera-
tors should call (850) 488-1234
and ask their legislators to sup-
port House Bill 745 and Senate
Bill 1306, which would repeal the
sales tax on health club dues.

ALASKA SENATE
OKAYS SINGLE-SEX
CLUBS

Tbe state of Alaska is
one step closer to protecting

exercise, out of the fear of being stared
at, judged or physically groped,” said
Senator Drue Pearce, the bill’s sponsor.

The Senate action was welcome
news to the Women’s Health Club, which
operates two facilities in Anchorage. After
a complaint was filed, the state Human
Rights Commission ruled that the club il-
legally discriminated against men.

Senate Bill 176 remedies that
concern by drawing on the Alaska Con-
stitution, which states that the people’s
right to privacy must be recognized.

Senate Bill 176 passed the Sen-
ate with a 17-3 vote and now must pass
the House of Representatives.

This controversial issue has
surfaced elsewhere, including in Mas-
sachusetts, where in 1998 a law was
passed allowing single-sex health clubs.

CONGRESSIONAL
TAXATION COMMITTEE
RECOMMENDS MORE
NONPROFIT
DISCLOSURE

Ciling public interest in the
records of tax-exempt organizations, the
Congressional Joint Committee on Taxa-
tion has issued several recommendations
concerning what information should be
made available to the public.

The committee's recommen-
dations include:

* Disclosure of written determina-
tions concerning tax-exempt organiza-
tions, as well as the results of audits con-
ducted by the IRS;

* Disclosure of applications for tax-
exempt status when they are submitted,
including any action taken on the appli-
cations;

* Disclosure of all Forms 990-T, as
well as returns filed by affiliated orga-
nizations of tax-exempt entities;

* Form 990 should be revised to in-
clude more comprehensible and relevant
information to the public including in-
formation on the transfer of funds be-
tween organizations;

* Disclosure of expenditures for
self-defense lobbying and expenditures
for nonpartisan study, analysis and re-
search if the activity includes a
limited*“call to action.”

“Taxpayers deserve to know
about the business activity of tax-exempt
organizations,” said Helen Durkin,
IHRSA’s director of public policy.

“Complete public disclosure
becomes more important as tax-exempt
organizations increase the size and scope
of their business activities,” said Durkin,

(See Capitol Report page 25)
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Balancing Food And Exercise

mind also needs time to recharge  order to lose weight. Is that true? A. Not many. If

By Nancy Clark, MS, RD the mental energy required for rig- A. No. In order to lose  you exercise intensely for
- orous training. weight, you simply have to create along period of time, your

P . . Clearly, competitive ath-  a calorie deficit. That is, you have  metabolic rate will likely

eople exercise formany  letes who get exhausted during  to bum off more calories than'you  remain elevated foralittle

reasons—to improve fitness, excel as
a competitor, lose weight and reduce
stress. But confusion abounds among
health-conscious people who want to
get the most from their exercise pro-
gram; | often am asked questions
about how much exercise is enough
and the best way to balance food and
exercise to have plenty of energy. The
following article addresses some of
these concerns.

Q. How often should I ex-
ercise?

A.The amount you exercise
should be based upon your fitness
goals—do you want to be fit enough
to survive a rughy game, run the Bos-
ton Marathon, or simply age success-
fully? For baseline health and fitness,

The American College of Sports

Medicine recommends at least 30
minutes of accumulated activity over
most days of the week. This minimal
amount reduces your risk of heart dis-
case, hypertension, and diabetes.
Clearly, athletes need to train far more
than that for competitive excellence.

Many exercisers and ath-
letes believe they fail at fitness if they
don’t exercise every day. Wrong!
Days free of rigorous exercise are an
important and appropriate part of a
training program because your
muscles need time to heal and refuel.
And, if you are competitive, your

their daily training sessions have a
greater need for rest days than do
casual exercisers who do not de-
plete themselves during their 30
minutes of activity. Yet, fitness ex-
ercisers should feel no guilt if they
take a day off for sickness, rain, or
personal commitments. Exercise
tends to become a punishment
rather than a pleasure if you repeat-
edly push yourself to workout day
after day, week after week.

One of my clients boasted
“I haven’t missed a day of running
in eight years—not even when |
was sick, injured, or rained on.”
Although our society commonly
praises such dedication with re-
sponses such as “l only wish I could
be as disciplined as you are...”, the
question arises: Is this person a
dedicated athlete or a compulsive
exerciser? Commonly, the-latier.

True athletes exereise. to
improve performance. They plan
rest into their training programs.
They know they’ll get better only
if they work harder or longer, so
they eliminate much of the com-
pulsive exerciser’s “junk training”
that falls into the category of sim-
ply burning calories due to fear of
getting fat.

Q. I was told I had to
exercise at least an hour a day in

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

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

jazzercise

WwWw. Jazzercise.com

Call Jazzercise, Inc.(760) 476-1750
to Locate a District Manager inYour Area.

consume. When people are sick,
they commonly create a calorie
deficit and lose weight—without
doing any purposeful exercise.
Exercise is not essential to lose
weight — but it is a key for main-
taining weight loss.

I often recommend diet-
ers separate exercise and weight
reduction. Otherwise, exercise can
too easily become punishment for
having excess body fat. (Remem-
ber: the E in exercise stands for
Enjoyment.) | prefer my clients to
exercise because they enjoy it and
are hooked on the benefits of ex-
ercise.

Regular workouts help
you feel good, relieve stress, feel
good about yourself, tone muscles,
and improve health. If exercise
contributes to a calorie deficit, yes,
it will contribute to weight reduc-
tion. But often, the more you ex-
ercise, either the more you eat or
the more sedentary you will be in
the rest of your day—both of
which affect your calorie balance.

Ido recommend strength
training as the wave of the future
in terms of weight control. By
strengthening your muscles and
increasing your muscle mass,
you'll increase your metabolic rate.
Because most calories are burned
by muscle, the more muscle you
have, the more calories you need.

Q. How many calories
do I burn off after I exercise due
to a higher metabolic rate?

bit. But the average recre-
ational exerciser who
works out moderately will
experience very little post-
exercise calorie expendi-
ture. A recent study com-
paring the metabolic ef-
fects of endurance and
strength-trained men vs
sedentary peers shows all
three groups burned the
same amount of calories
when they spent a seden-
tary day in a room calo-
rimeter that measured
their caloric expenditure
for 24 hours. This suggests
no chronic increase in me-
tabolism due to moderate
exercise in similarly sized

Nancy Clark, MS,

=7

men. (Int’l J Sports Nutr, Dec

1996),

Q. I  often get
lightheaded when I'm exercising.
Help!

A. Lightheadedness is a
common complaint, but it is abnor-
mal and can be prevented. When
your blood sugar drops too low,
your brain gets inadequate fuel and
you experience lightheadedness.
You can prevent low blood sugar
by fueling properly before you ex-
ercise. For example, if you work-
out in the late afternoon after hav-
ing endured a busy day with little
breakfast and lunch, you'll likely
become lightheaded during exer-
cise. The solution is simple: sched-
ule in substantially more food dur-

ing the day so you won’t be left run-
ning on fumes. An adequate pre-ex-
ercise fueling program resolves the
lightheadness problem—and also
reduces post-exercise hungry hor-
rors! The best plan is equal meals
every 4 hours.

(Nancy Clark, MS, RD
counsels individuals at Boston-
area’s Sports Medicine Brookline.
Her popular Nancy Clark’s Sports
Nutrition Guidebook, 2nd Edition
($20) and nutrition guide for endur-
ance athletes The NYC Marathon
Cookbook (820) are available by
sending a check to Sports Nutrition
Materials, 830 Boylston St.,
Brookline MA 02467 or via
www.nancyclarkrd.com)

Casey Conrad

continued from page 6

ing initially floated the company
in October of 1996 at 80 Pence
(approximately $1.30), the stock
went onto the Main Market just
two years and three months later
at 3.30 Pounds. Then, in June of
1999 with growth continuing at an
explosive rate (opened 20 clubs in
one year!), Fitness First went back
to the Market and raised another
40 million Pounds ($65 million
US). In November of 1999 the
company continued its expansion
into Europe and bought 40% of a
Belgium 3-club company called
Passage.

Today, just one year af-
ter entering the Main Market, Fit-
ness First’s share price has gone
from 3.30 Pounds to over 12
Pounds! As of January, 2000 they
have 58 UK clubs, 19 German
clubs (have opened 13 clubs in 18
months)and 3 in Belgium. In fact,
as of the printing of this article,
Fitness First is now one of the
highest valued health club chains
in the world, having achieved
stock market capitalization in ex-

cess of 900 million US dollars.
So, What’s the Secret?

With the incredible

growth they have created and main-
tained, club operators around the
world frequently ask me, “So, what
is their secret?” ['ve asked myself
that question over and over again
because | have never seen anything
like it anywhere. On the surface it
is difficult to detect any major dif-
ferences that would result in such
incredible numbers but when one
looks at the UK market and what
Fitness First has done you find that
their success had a lot to do with
their quality product combined with
timing. As Balfour noted, “When
we look back at it, what made us
different was that we were the first
to break down the barriers to join-
ing a health club in the UK and of-
fer affordable fitness. We have low
joining fees, low monthly fees and
no contracts. For those reasonable
rates the consumer gets a well-de-
signed, high quality facility that is
consistent throughout all of our lo-
cations. In fact, because consum-
ers can gel a great facility at almost
half the price, we attract members

from high-end clubs that only want
the fitness equipment. We branded
ourselves as ‘affordable’ to anyone
and that has allowed us to become
the fastest growing chain of health
clubs in all of Europe.”

Plans for the Future

Given their current

level of success what exactly does
Fitness First have planned for the fu-
ture? According to Balfour, “Our
plan is to roll out the Fitness First
concept throughout the whole of
Europe, particularly Northern Eu-
rope and Spain.” At the moment
they are building about 40 clubs a
year and the overall plan is to have
a total of 300 clubs in the UK and
Continental Europe by 2005. Of
course, with that type of growth, the
company has to work very hard at
creating high quality staff that can
maintain the consistency of the
product. Notes Phillips, “We will
not get complacent in this area. We
are working very hard in-house as
well as bringing in outside resources
to provide our entire team with the
type of training and development
they need to succeed.” At their most

(See Casey Conrad page 20)




PAGE 17 | MARCH ISSUE
[t ot

IVANKO E-zZ LIFT PLATES ARE
Hor:
FEEL 'I'HE MIEFERENCE 30 YEARS
I—ﬂ- ViA S!

pletes feature a traditional, round shape

S (2) or (3). These extra openi

enesor bars. [VANKO® E-Z ift plates are the san
and easiiyintegrate with existing plates in the facility. This a \
scard their older plates. Watch for our rubber, urethane, and I\-::n'r._o'.c.

IVANKO's rounded, contour s

' IVANKO'

BARBELL COMPANY
Est. 1969

A0. Box 470 = San Pedro. CA 30733 = LS A = Phone (310) 5I4-1155 = FAX (310) S14-1363




meew  ___ EClub Wnsider o _
Working Woman Recognizes Jazzercize
Founder And CEQO, Judi Sheppard Missett
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C mitment of using business resourcesto
arlsbad, CA.- Judi comect a social ill or to positively im-
Sheppard Missett, Founderand CEOof  pact society. Over the past 30 years,
Jazzercise, was recently honored at  Misseit has taken an active role in lead-
Working Woman’s magazine’s second  ing her company and fellow-instruc-
annual Entrepreneurial Excellence torsin projects designed to “give back
Awards Ceremony in Phoenix, AZ.asa  to the community.” This has resulted
regional finalist in three categories: So-  in raising more than $22 million for
cial Responsibility, Customer/Client  various charitable causes (American
Service and General Excellence. The  Heart Association, American Cancer
awards program recognizes and cel-  Society, March of Dimes, American
ebrates the accomplishmentsof women  Diabetes, Rush-Presbyterian-St.
business owners for their entrepreneur-  Luke’s Medical Center,etc.), as well as
ial achievement. The criteria goes be-  the launch of free community service
yond company size and revenue and  projects such as “Kids Get Fit,” aimed
instead, focuses on vision, ambitionand  at raising an awareness of the impor-
excellence of the founder and leader of  tance of fitness and health forkids, and
the nominated company. The national  the “CyberStretch School Giveaway
award ceremony will be held on April  Program” designed to teach kids

10in Phoe:;ix. Az.m“ = healthy computer habits to avoid the ] o) ¥
“It was thrilling to have been  onset of repetitive stress injuri 3 4 > . -
nominated asa finalistin One category,” The .Qmm,:;ﬁ"l:t Ser- (L to R) Working Woman Network President Barbara Litrell & Judi Sheppard Missett

says Missett,"but to be recognized asa  vice” award recognizes the ways in  Fitness Ticket” or electronic funds  nominees'scompany excelsinseveral  do it!” And the standard she goes by (o
finalist in three categories was humbling,  which the nominee’s company deliv- transfer method of payment forcus-  ofthe award categories, whichinclude:  achieve these dreams is no less than
considering the incredible talent in the  ers high quality customer service and  tomers; the development of an in-  Innovative Business Strategjes, Origi-  sheer excellence.

world of working women. lapplaudthe  client satisfaction and how they have formative website, a toll free line;  nal Product and/or Service, Social Re- Jazzercise is the world’s larg-
vision of Working Woman magazine,  resulted in business growth. Inthisre- performances and events; product  sponsibility, Best Employer, Over- est fitness program with more than
and national strategic pariners, Bank  gard, Missett has constantly looked to  diversification; free community ser-  coming Obstacles and Customer/Cli- 19,000 classes taught weekly to 450000
One and Office Depot, for creating a  what's new and what’s next, and de-  vice programs; stralegic businessal-  ent Service. When it comes to  studnt in 38 countries by 5,00+
platform to celebrate the dedicationand  veloped a variety of innovative ser- liances; merchandising via mail or-  Jazzercise -one of her main passions  instretors around the globe. For local
courage of women business owners  vices, programs and goods to better  der catalog and website; and televi-  in life - Missett believes in thinking  and worldwide Jazzercise class infor-
everywhere.” meel the requirements and wants of  sion/video production services. big, and going for the gold. Itisno  mation, go to www.jazzercise.com or

The “Social Responsibility” customers and franchisees. This in- The “General Excel- surprise that one of her personal cre-  call 1(800) FIT-IS-IT.
category places importance in thecom-  cludes the introduction of the “Easy lence” award recognizes how the  dos is: ‘If you can dream it, you can

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

Buyiu-_-;n h -m‘;:s'z.l' A It R il We Make The Buping Process Simple, So You Can Spend

That's why YOU nesd solutions to help you enl costs 1 == AMfare Time Runmning Your Buriness
without sacnficng durabilty of hmdmf Tnow r Your time is valuable so we make the process easy. It starts
nams o wath & phone call fom you, to one of our customer assistants.

lowering the cost of doing business directly improves
bottomn-kne profits

Worldwide Fitness, Inc. hns s way for you to mnprove
profits by reducing your opersting costs.  ‘Without your
members having any ides that you didn't buy brand new
equiprnent and spend twice as much money as you did |

Worldwide Fitness offers fitness center products that
have already deprecaated in valne, We provide you & conss-
tent supply of Bank Repessesved, Refurbished, Brand
New, and Factery Blemibabed gym fitness equipment.

We Believed Butiness Owners Wanted (o Save Money On

Operating Caxts To Free Up More Capital Te Grow,

If you buy your cardio equipment from Workdwide Fit-
ness and save $30,000,  And you add this new found capital
to your sdvertising and marksting budget, you will sse expo-
nential growth in cash Gow and profits.  This $30,000 savings
can bring in 200 extra members. I you pet $350 for each
new member in the first year, that’s $70,000 sdded 1o your
pross sales. That's extrs income over and above what you're
slready doing

Could your buriness use an extra 570,000 7

We Invest Over $250,000 Every Monih
To Assure You Save Money.

The whele cperation is & huge undertaking. With over 25
employses and a monthly payroll around $50,000. More than
$30,000 i building leases. Over $20,000 a mondh is spent on
replacement parts to reflrbish the equipment.  The cost to
bury this depreciated equipment is over $150,000. The posnt
i we have made the necessary mvestments lo inaure s
conaistent and reliable product for you

We've put ourselves in a position that forces us to perform
for you or we don't make a profil. I'm not trying lo mmpress
you but | want you fo ses our commitment. We must satinfy
you so you will buy Fom us on your next fitness room
jproject and refer more customers to us. W can't senvice ouf
Tinge overhead without repeat business.

Guaranteed To Look Like New, Work Like New, And
Make Everybody Think You Pald Full Price.
When our chient’s come see our Natiomal headquarters in
Orurge, Califomia, they're umazed. They enter our gigantic
warchouse with ever 1,000 machines on racks 3 stories high.
It looks bke 30 health clubs went out of business and we
bought all their wentory. When we towr them through our
siate-of-the-art semanuficturing facility, they say they've
mever seen anylhing like . When they ses our finished
product they think it's brand new, and afier we convince
them that it is not, they say they will never buy brand new

fitness squprment again.

We warranty this equipment, give you a Nations] service
techmician network, and give you 24 hour technical informa-
tion on our sward winning website. You see, the only
equipmnent we sell is the top brands LifeFitness, Cybex,
Sralrmaster, Trotier, Precor, Star Track, Paramount, Tec-
frix, Chainton and others. These manufactorers have bult o
national service network that we have access to when ow
castomers need service.  ['s a5 easy for w to repar o
treachmill in New York as it is in California. 'We take care of
your busmess.

We Have Over 1,300 Customers That You Can Speak
With To Give You Buping Confidence
In todsy"s business chmate you have to protect yourseld
from miss-infoomation.  You can't take sdvertisng stale-
ments a8 fact.  We understand this, and malke sccessible to

Yot our past customers 50 you can make your own judge-
ments, we don't want you to make s mistake.  'We want o
ke sure this is the nght buy for your busmess

“Worldwide Fitness Saved Me Over 3150000 And My
Maintemance Staff Soill Thinks The Equipment Was Brand
mow, [ Don't feel I Sacrificed Anything. [ Will Do Al My
Future Purchares With Worldwide ®

(Mike Boecieri is the CEO of 5 YMCA's )

“I Bought My Equipment From Worldwide For my vec-
ond Club. [ Saved Over 325,000 And Used These Savings
To Increase My Advertising Budpet, This Extra Advertis-
ing Money Allswed me To Hit My One Year Sales Goals In
My Fires 90 Days.,”  Stephen Priest, MS. Fitness Health
Clud

You are ssked some questions to provide us with nesded
mformation.  Next, 8 complete packet of information i
expressed vut to you. This packet contama. A video tour of
our facility, & customized video of the machines you nesd. A
proposal with all your options, prices and freaght charges,
room layout if nesded; samples of ubber flooring and other
samples.

‘When you recave your packet you'll get o follow up call
from your customer assistant to answes mny questions
‘When all your questions are awnswered and your proposal
looks better than any of your other options, you can get the
desl started by Baxing us & copy of your $0%deposit. Tech-
nology has provided a tine saving payment sobution callsd
“Checks-By-Fax'  Of course you can mail your deposit if
you want. This way yosr erder starts immediately,

You Can't Afford To Pass Thix Up Without At Lears
Geatting A FREE Packet And Proposal

Thie pressure to grow in todsy’s business climate s tugh
Grow or die is the rule of the future.  You have to look at all
your options snd do what gives you s competitive advantage
Yeur customers think the best ftriess equipment is what you
provide them. They Hke the equipment your stafl truins then
on. A treadinill made 2 years ago is no different than the one
made yesterday. The only difference is how much money o
cost YOU. How much of your operting capital had to be
used ko acquize the new equipment? Anybody can spend too
much money. The most succesaful and wealthy business
people are the most spend thnfty.

Call T14-283-0355x23 Today. Send an emall te

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

wwisk@ni.net, andior go to our sward winning
webste  WWW.Worldwidefitness.com

Sincerely
Steve Paterson
Woddwide Fitness, Inc

P.S. It's hard to grow a business and waste
money af the same time.
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Remember when a workout was fun?

We do.
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FREE MoTION

We love “THE way You Movs

1.877.2803.8440 » muww.gidesigan.cam
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Why The YMCA Should Pay Taxes

By Norm Cates, Jr.

Sleven Schwartz’s letter
on this page expresses thanks to me
for highlighting the Fair Competition
issue. The views expressed in
Steven’s letter mirrors the views of
many club owners across America.

The ad on the opposite page
from this article on page #21 sum-
marizes the facts about this unfair
advantage that YMCAs enjoy over
their commercial counterparts, the
taxpaying clubs across the land. Did
you know that even though the
'YMCAs of the USA want you to be-
lieve that they still serve the under-
privileged, less than 10% of their
membership receives financial assis-
tance? Did you know that many
YMCAs have very strict no-kids al-

lowed policies? Did you know that
a tax-exempt $5 million YMCA
enjoys a $600,000 per year finan-
cial advantage over a similar com-
mercial club?

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

Why? Because the
YMCAs of the USA no longer have
the same mission, the mission of
serving youth and the underprivi-
leged, the mission that qualified
them for tax-exempt status in the
first place. Their mission has be-
come the same as many commer-
cial health, racquet and sportsclubs
and that is selling membership and
services to the more wealthy mem-
bers of our society. A recent study

showed that the average member of
a tax-exempt fitness center earns a
salary that is just slightly less than
the average member of a commer-
cial health club in the U.S. ($65,000
vs $71,400 annually).

In a letter to me a couple
of months ago, Roger Ralph stated
that he has placed his focus on at-
tempting to get the YMCA back on
Mission. We would argue that the
likelihood of that happening is slim.
Why? Because of money. The Ex-
ecutive Director of the YMCAs of
the USA earns a huge salary. More
than the President of the United
States! Many of the new-upscale-
mega YMCAs pay General Man-
agers almost double what commer-
cial clubs operators pay. In some
markets, YMCAs even pay aerobic
instructors far more than the aver-
age. How can they do this and still

January 14, 2000

Mr. Norm Cates

The Club Insider

P. O. Box 681241
Marietta, GA 30068-0021

Dear Norm,

out, again.
Sincerely,

tca C

TCA 3831 Horth Kedzle Avenue
Cricago, llinois 6oé18

Cluk Management

Thank you so much for highlighting the Fair Competition issue. Roger Ralph's letter was
extremely well reasoned and well written. (He didn't even mention that when a person or
company donates to a charity, it costs the Federal Government up to 40% of the value of the
donation.) | was disappointed in David Mercer’s arrogant response.

The goal of a healthier America is noble. The need is greatest in the poorest communities. It's a
shame that with the tax advantage given to the Y, coupled with their charitable mission, that
they've chosen to focus on people who can afford to pay instead of those in need who can’t

This problem is made even worse with some non-profit hospitals building Taj Mahal fitness
centers in affluent neighborhoods. I'm sure this is not what our legislators had in mind when
creating not-for-profit charities and their corresponding lax incentives.

We all grew up admiring the story of Robin Hood who robbed from the rich to give to the poor.
The bandit “rogue” Y's and hospitals have found a way to tumn this folk hero tale on its head by
robbing the poor and giving to the rich, all the while wrapping themselves in a cloak of

motherhood and apple pie. The American people have been whitewashed and those in need lose

Club Manogement = Corporote Fitness » Wellness

Tel 773.483.1334
Fax 773.463.0999

stay in business? The answer: They
don’t have to pay taxes and in most
cases have no debt service because
the YMCASs are built on donated
capital.

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

The Tennessee State
Board of Equalization determined
on May 28, 1999, that the de-facto
mission of thirteen facilities oper-
ated by the YMCA of Middle Ten-
nessee was to compete directly
with private, taxpaying clubs. Asa
result, the Board recommended
that all thirteen facilities should
lose their tax exemption and be
placed on the tax roles. That was a
landmark decision that should
clearly show the YMCASs that their
time is up.

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

(1) Make copies of the full-page
ad headed “Citizens of America!”

shown on the page #21 opposite to
this article.
(2) Distribute copies of the ad to
the following:
(a) Local YMCA Board Mem-
bers
(b) Local City Council men and
women.
(c) State Legislators
(d) U.S. Congressmen and
women
(e) All of your members.
(3) Post the ad on high-traffic bul-
letin boards throughout your club.
(4) Begin to make personal con-
tacts with local YMCA Board Mem-
bers, City Councilmen and women
and U.S. Congressmen and women.
Practice delivering your message
clearly and briefly. The message we
must all deliver in unison is summa-
rized here:

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

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

Casey Conrad

continued from page 16

recent annual “Momentum” all-
staff weekend convention, Fitness
First certainly fulfilled its commit-
ment in the training area, bringing
in 8 outside speakers and consult-
ants for two days of uplifting and
educationally packed seminars. In
an industry that traditionally has
not provided much training over-
all, this type of all staff training is
impressive.

Asked if they have any
plans to skip over the pond and get
into the American market, both
Balfour and Phillips simulta-
neously chime, “No.” They note
that although the barriers to site
location and build-out in the US
are much lower than in the UK, it

is a different consumer market in a
different product life cycle.

And the decision to stay in
the UK and Europe only makes good
business sense; there is no need to
try and break into the US market
when there is so much potential for
growth in their own back yard! Re-
gardless of where they are, Fitness
First is redefining the standard for
what is possible in growing a suc-
cessful multi-country club chain.
They are certainly a force to be reck-
oned with and will be an interesting
case study to follow in the years
ahead.

(Casey Conrad is the
Founder and President of Commu-
nications Consultants, Inc., a Rhode
Island-base club management con-
sulting firm. Casey may be reached
at: (800) 725-6147.)

MAKE IT FUN!




CITIZENS OF AMERICA!

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

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

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

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

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

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

Harford County Coalition for Fair Competition

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

FAIR COMPETITION CHART
AN UNLEVEL PLAYING FIELD -
WHY YMCA'S COMPETE UNFAIRLY

WITH TAX PAYING HEALTH CLUBS*

REBEL TODAY!

Contact your local YMCA SRS B A b i3
BO&I'CI Members and illfOI'lTl LAND CARRYING COSTS 0 $114.678 $114.678

L;]n;i n\aa::;i :}?20(.:‘{)00 pc;;' r;cn:: 5 acres
= - o , . 13 yr. loan at mnterest
them of this Travesty of tax jus- ‘ ’ e |
5 BUILDING MORTG;}GL $229.356 $458,712 $229.356
tice! Contact your County and J0 el it
City commissioners and council- FURNISHINGS & EQUIPMENT 0 $99,640 599,640
men/women and tell them the =l ' = g <l
- Non-profit sector receives a 33% discount and
TRUTH abOUt thlS YMCA NO" free l.fislrlbulmtn via schools and govt. agencies
TAX SHAM! Contact your State [ momRIy TAXES : $12.000 $12.000

40% assessed value)

Legislators and demand that

s . REAL ESTATE TAXES 0 $73,000 $73.000
YMCA'’s be required by State S ey o S00000
Law to pay TH EIR FAIR STATE INCOME TAXES 0 $19,600 $19,600
S RE of State Taxes AI]d fi State tax rate of 7% on a profit of $280,000

HAH : ll C . ’ / %%ﬁﬁﬂm‘{f%%@ m’gﬁ?smg%mm 0 $92,250 $92.250
na y, e your Ongressmen :nnual Pr‘;;‘_llr.lc“ £100, - assumes $280,
women that YMCAs across TOTAL ANNUAL COMPARATIVE $235,956 $869,880 $633,924

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

I'I‘I-IE,IR FAIR SHARE Of income As a result of its 1ax exempt status a non-profit organization like the YMCA can charge 25-50% less to its

members than a tax paying health club. In the example above, a tax paying health club with a membership of 2000 would

taxes just like all Other Commer_ :::T,;::Mrge $26.00 more per membership per month than the Y simply to cover tax and debt service costs that Y's do
cial businesses in America must

|
do' 658 Boulton Street, Bel Air, MD 21014 (410) 838-2670 / (410) 879-7115
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In The Sales Process

By Karen D. Woodard, President
Premium Performance Training

11
Emo!ions are the de-

cisive factor at the end of the day.”
Jurgen Schrempp — Daimler
Chrysler

When you think about why
most Prospects don’t join the club on
the first visit, most membership reps
might believe they weren’t qualified
for one of the following reasons:

*lack of motivation

*the prospect was not the true
decision maker

*the prospect couldn’t figure out
how to make an exercise program
work in his schedule

*he wasn't financially qualified

*he had to get in shape before
he joined the club (ever hear that
one!?)

*a myriad of other reasons
which may be valid or invalid.

Indeed, some of these rea-
sons may be the cause of the pros-
pect not joining. On the other hand,
all of the previous reasons are en-
tirely external reasons which would
indicate that the entire reason the
prospect didn’t become a Member
appear to have nothing to do with the
membership rep.

There is however another
side to this picture — the internal
aspect that offers five major reasons
prospects don’t buy on the first visit.
They are:

*poor preparation on our part

*we don’t ask the right ques-
tions

*we don’t create and sustain
trust

*we don’t create value

*we present the buying question
too soon.

What this article will focus
on is not about technique, but the
simplicity of complimenting your
good, professional sales skills with
creating trust (o create an emotional
connection that inspires the prospect
to want to join loday. The goals in
creating emotional connection are a
quicker buying process (increasing
the first time close ratio), trust (the
prospective Member's trust us to do
what is in his best interest and we
trust that he is telling us the truth) ,
keeping the new Member as a long-
term Member and of course, creat-
ing a referral stream. As you read
on, please keep this thought in mind:

You can earn a commission
using a sales technique but you can
eamn a fortune building relationships
and touching the emotion. What
makes prospective Members not
trust us? The following are called
“Trust Busters™:

*Preconceived notions with the
prospect about our industry as well

as sales people in general

*Preconceived notions on our
part about the prospect

*our appearance — if we are
dressed unprofessionally, stereo-
typically for our industry, we're to-
tally buffed out, etc..

*Our demeanor— our vocabu-
lary if it is too technical, if it is in-
ternal club lingo, if it is abrasive or
negative, using phrases such as “to
be honest with you” (indicates that
up until that point you haven’t
been), keeping prospects waiting,
not following through on what you
say you're going to do, faking an-
swers you don't know.

*"Needing" to make a sale ver-
sus simply wanting to get the pros-
pect involved in the best program.
The neediness usually results from
I inconsistent work habits such as
lack of time spent on improving
sales skills and/or not doing enough
consistent prospecting. Al the end
of the month, we usually find our-
selves feeling needy or jones-ing for
a sale.

Selling styles can also be
“trust-busters”. Below on the left
are three trust-busting sales styles
with more trust building sales styles
on the right. Review them and see
where your sales style exists.

that create the emotional connec-
tion. Trust-musts include:

*Listening to understand; not to
reply.

* Analyzing needs to avoid fore-
ing a fit.

*Maintaining warm, focused
eye contact.

*Showing respect for the pros-
pect.

*Talking to them on their level,

*Repeating points that are im-
portant to them without sounding
techniguey or like a parrot.

*Having true passion for what
you do.

*Maintaining composure at all
times especially when they express
concerns/objections.

*Offering guarantees that you
can support as in satisfaction guar-
antees, program guarantees, pric-
ing, etc.. (Pricing guarantees in-
clude: “We guarantee that all mem-
bers pay the same price — there
will not be a “special” price at a
later time™ or “we guarantee your
membership rate for one full year”.
Do not guarantee prices for a life-
time.) What other guarantees could
you offer? When you offer a guar-
antee, put it in certificate form as
in a warranty. By doing so, it states
your confidence and creates more

TRUST BUSTING
Focus on Closing

This style disregards any rapport
building, needs assessment, quali-
fying or customization and prefers
to go directly on tour and put a lot
of energy into the tail end with
the close. Feels very hard sell.

Pitch Products

Becomes very canned and focuses
primarily of features. Often irrel-
evant to the buyer. Have a fast an-
swer for everything.

Overcome Objections

Doesn'’t give the prospect a chance
to express emotions or real con-
cerns. Can become adversarial. Of-
ten uses old closing “techniques.”

TRUST BUILDING
Focus on

Building Rapport

By focusing on the front end with more
rapport, needs assessment, qualifying
and customization the focus becomes
more needs and solution based. Feels
genuine to the buyer.

Listen and Learn

Allows you to zero in on the most im-
portant features your buyer wants most.
Customized.

Resolve Concerns

Invites the buyer to open up. Your re-
sponse becomes more investigative or
consulting simply responding with an
answeri.e.”Can you tell me more about
that?" Tendency here is to reach a natu-
ral conclusion and mutual commitment
that joining is the right it for them.

Clearly, to build trust and
create a stronger emotional connec-
tion, our sales styles need to be on
the “right” side. If your club’s style
or your personal style is on the left,
it doesn’t mean that it doesn’t work.
It does mean that you are appealing
to a smaller and smaller population.
Why limit yourself? Now that we
have identified what will bust the
trust, let's focus on “trust-musts™

credibility which produces more
comfort for the buyer.

Now that we have re-
moved trust-busters and checked
our trusi-musts, we’re on the way
to creating the emotional connec-
tion in our selling process. The fol-
lowing tips will get you there when
you add them to your process:

1. Know the prospect's
true motivation (not just their in-

terests and needs) and con- [
tinue to use it throughout
the tour to build desire.
For example, when your
prospect tells you what her
goals are, your next ques-
tion would be: “Ms. Pros-
pect, it sounds as though
you're very clear with
your goals. What's your
motivation for getting
there?”. Remember, when
you use her motivation |
versus yours, it's always ||
more effective.

2. Use “feeling”
questions throughout your
introduction and club pre-
sentation. An example
would be: “Tell me what
it's like for you when you

Onal Connectlon

Karen Woodard

feel your absolute best?
Do you feel that way now or when
was the last time you felt that way?”
Look and listen for both the verbal
and non-verbal responses.

3. Help her to visualize

POWER
TOOLS

her results and being a part of the
club. Paint her into the picture.
When you create visuals for people,
as in reaching her goals, use short

(See Woodard page 23)
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FOR™Y

PROFITA L ILITY

Let Karen Woodard's Proven Tools
Help You Build Your Busmess Now!

Power up your salk

adIES

S meeti

Choose Your Tools:

POWER PACK!|

* 120 Ways to Sell More Club
Memberships (book)

* 20 Ways to Close More
Sales Now (audio)

* Tumning Calls Into
Appolintments {audio)

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

* Flash Pack for Success

ONLY $95.00

Call today and have them
tomorrow! VISA/MC accepted.

Call today about having Karen
come to your club for on-site
business consulting or staff training!

5 WEEKS
TO SALES
SUCCESS!

* 5 Weeks to Sales Success
Training Manual

* 120 Ways to Sell More Club
Memberships (book)

* 20 Ways to Close More
Sales Mow (audio)

* Tumning Calls into
Appointments (audio)

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

* Flash Pack for Success

ONLY $395.00

Perforim: TN

3619 ROUND‘I’REE COURT » BOULDER, COLORADO 80301
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YMCA Loses Another One

Tax Officials Increasingly Receptive To
Message Of Taxpaying Health Clubs

Bosum, MA.- YMCAs
across the country may no longer
be able to rely on the assumption
that their fitness centers automati-
cally qualify for tax exemption.

The Pittsburgh Post-Ga-
zette has reported that the Allegh-
eny County Board of Property As-
sessment denied an application re-
cently for tax exemption by The
Downtown YMCA in Pittsburgh.
The Y could wind up having to pay
city, county and school district
taxes unless it successfully chal-
lenges that ruling

The Downtown YMCA's
land and building was assesed at
$1.8 million. In lieu of taxes, it
has made payments for the last
decade equivalent to 40 percent of
what its assessment would have re-
quired. Early speculation is that the
rejection of its application for tax-
exempt status could now result in
an annual tax liability as high as
$107,000. The property board’s
decision is retroactive to 1999, so
the YMCA could wind up paying
as much as $214,000 in taxes to
cover 1999 and 2000. The ruling
also would apply to city and county
taxes

“People now realize that
many Ys, although they may run
charitable programs, also operate
businesses that are aggressively
commercial,” said Helen Durkin,
Director of Public Policy for
IHRSA, the International Health,
Racquet and Sportsclub Associa-
tion. “If a non-profit acts just like
a business, it should pay taxes just
like a business.”

The startling decision in
Pittsburgh echoes the growing sen-

timents of public officials in other
parts of the country. Emboldened
by a recent State Supreme Court
decision, city officials in Milwau-
kee issued tax notices in late Oc-
tober to three area YMCAs. And
in Tennessee on May 28th, a staff
attorney for the State Board of
Equalization determined that the
de-facto mission of thirteen facili-
ties operated by the YMCA of
Middle Tennessee was to compete
directly with private, taxpaying
clubs. As a result, the attorney rec-
ommended that all thirteen facili-
ties should lost their tax exemption.
An appeal is still pending in that
Tennessee case.

“Selling fitness services
to adults is a commercial activity,”
said Durkin. “Many YMCAs are
in this business to make money, so
it'’s no surprise their health clubs
look more like us every day - same
equipment, same customers.”

Even the IRS has taken
notice. Last fall, in response to
the “increasing commercial char-
acter” of tax-exempt health clubs,
the agency published new lan-
guage in the “The Exempt Organi-
zations Continuing Professional
Education Text” (CPE), a docu-
ment the IRS issues to field agents.
YMCA fitness centers have always
depended on an extremely broad
interpretation of federal tax laws,
but the new CPE urges closer scru-
tiny in several area:

* Itisn’t enough fora Y
to say its health club is available
to the entire community. The fa-
cility must demonstrate that eco-
nomically disadvantaged people
actually use it.

* “Health promotion” al-

most never is an acceptable ratio-
nale for tax exemption. While
physical rehabilitation in a medi-
cally supervised setting may
qualify, generally promoting good
health through exercise does not.

* The “fragmentation
rule” applies when a Y is being
scrutinized for tax liability.
YMCA fitness centers can be ana-
lyzed separately to determine
whether they generate business
income that is unrelated to a truly
charitable mission. Also, each
health club activity can be further
fragmented to see if imposition of
Unrelated Business Income Tax is
appropriate.

* The burden is on a
YMCA to establish that “in light
of all the facts surrounding its op-
erations,” the activities in its
health clubs further an exemplt
rather than a commercial purpose.

Health clubs hailed the
Pittsburgh decision as a precedent
that will reverberate in other com-
munities across the country. Said
Durkin, “Historically this has
been a tough issue for taxpaying
clubs, because the public is loathe
to accept the fact that some chari-
ties have interests that are bla-
tantly mercantile. We're very en-
couraged that folks are starting to
understand this as a straightfor-
ward tax issue.”

More details on the
Pittsburg case, as reported by the
Pittsburgh Post-Gasette, are avail-
able at http://www.post-
gazette.com:80/regionstate/
20000126 YMCAA4.asp. If the link
becomes unavailable, contact
newsfish@fwi.net for the text file.
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. sive alliances with the American Coun-

FitForAll.com 3l andthe Women's Sports
continued from page 5 Foundation.

experience of their existing members.” According to Ken Germano,

THRSA Executive Director  Executive Director of ACE, “Our or-

John McCarthy said, “We are very ganization is always looking for inno-

excited about strategic partnerships  vative ways to mass-market our health-

with companies like FitForAll.com.
The intenet is a tremendous opporiu-
nity to motivate consumers to exer-
cise and web sites like FitForAll.com
are providing the tools to help people
stick to their fitness programs even
when they are away from the club.
Consumer initiatives like this will help
usreach our goal of 100 Million clubs
members by 20101

FitForAll.com provides an
interactive portal for personalized
health and fitness training, including
exercise, weight management, nutri-
tion and mind/body regimens. Inad-
dition to its partnership with [HRSA,
FitForAll.com has established exclu-

ful lifestyle message. Our partnership
with FitForAll.com helps broaden our
reach to certified fitness professionals
and gives them a new tool for encour-
aging clients to maintain their workout
schedules.”

About FitForAll.com

F itForAll.com

(www.fitforall.com), founded in 1999,
is an online resource committed to
shaping the future of fitness. Dedicated
to giving consumers the information
and resources necessary to maintain
health and fitness, FitForAll.com pro-

(See FitForAll.com page 24)

... Woodard

continued from page 22

time frames such as one to three
months. Avoid “twelve months down
the road...” — for most people, it's too
far away. Visuals help the buyer to
see her success and when we see it,
we believe it.

4. Genuinely agree with her
when appropriate — this does not
mean on every point. To do this means
we've got to be listening, which means
they, not you, are speaking.

5. Build excitement by
building urgency based on her per-
sonal motivation, programs and pro-
motions throughout the tour. Build-
ing urgency, to build trust and build
emotions needs to happen throughout
the tour. If we simply do it at the end
with promotions/price, it tends to build
pressure.

6. Tocreateastronger bond
and more immediate feeling of be-
longing, introduce the prospect to staff
and Members who are relevant to her
needs and the activities she might be
involvedin. Forexample, if your pros-
pect is focused on getting leaner and
stronger and the spin program is an

option for her, introduce her to the spin
director. By doing so, the Spin Direc-
tor will certainly welcome your pros-
pect and get her excited about the pro-
gram. Try to introduce her to three other
people on the tour who make sense and
who will create that connection.

7. Have a genuine interest in
your prospect’s success in achieving her
health and fitness goals. What we and
they eventually find out when we are
only looking for our own immediate
gratification i.e. commission, is that suc-
cess is short lived. When you have a
hand in someone else’s success, it’s that
connection, that bond that can last a life-
time.

Certainly, there are many
ways to sell a membership and to get
referral business from that Member. My
recommendation is to choose the style
that provides the least resistance and the
highest return which is typically based
on the professional sales skills of prepa-
ration, professional questioning, creat-
ing value, building rapport, building
trust, creating emotional connection and
of course, asking for the sale. Examine
your style for these qualities that will
assist you in your success of mastering
the goals of emotional connection.

CLUB INSIDER News
Contributing Author Team

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

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

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

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

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

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

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

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

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

*TOM MORRIS- Founder
and Chairman-Morris Institute of

Human Values-(888) 279-1537

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

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

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

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

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

*PATRICK PINE- Founder-
National Fitness Therapy Associa-

tion- (303) 399-4545

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

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

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

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

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

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

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

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

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

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

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

*BRIAN McBAIN - President,
Club Market Vision, - (800) 664-
9601.
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FithessMX.com To mede Procurement Solutions

BETHESDA., MD -
Health and fitness related facilities have
e-ntemdanewamnaofrm!—ﬁmee—pm—
gamomemND(mafullym

tination place for buyers, suppliers, and
professionals within the health and fit-
ness industry. FitnessMX.com will of-
fer significant financial and time sav-
ings to both buyers and supphers

designed specifically for the purchas-
ing and communication needs of the
health and fitness industry.
FitnessMX_.com will provide
a best-of-breed platform dedicated to
streamlining and increasing procure-
ment solutions for a $10 billion + in-
dustry that has yet to enjoy a viable in-
tegrated online platform. The company
is utilizing a strategy based on key rela-

tionships  established
FitnessMX.com sseasmedBoard
of Advisors, consisting of top fit-
ness industry executives, including
five former Presidents of the Inter-
national Health and Racquet Sports
Association (IHRSA), and other
leading online and technology ex-
perts. Fitness-related facilities will
now be linked for real-time inter-
and community aspects integral for
successful vertical B2B portals.
The Company is scheduled to pre-
launch in conjunction with a select
group of facilities in Summer 2000.
“Many first generation
vertical B2B sites adopted a *push’
approach for speed to market”. Co-
founder Avi Adler said. “They first
built their model and then ap-
proached their respective target in-
dustry to sell their offering. The
health and fitness industry has told
us they need more than that. As a
result, we have been working
closely with industry leaders to col-

Weekly Marketing Insights
For The Club Industry

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

P> Immediately-usable marketing
action ideas in each issue!

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).

P> Subscribe now, call

800-778-4411

A PUBLICATION OF CLUB MARKET VISION™

177 EAST 87TH STREET, SUITE 301, NEW YORK, NY 10128
[212) 9874300 (800) 778-4411

FAX [212)987-4227

laborate and custom design a solution
capable of meeting an organization’s
procurement and communication needs,
ultimately creating a more efficient pro-
cess that generates significant time and
financial savings for both buyers and
suppliers.”

“Today’s health and fitness
industry is more sophisticated than ever.
However it is currently too fragmented
to realize any considerable efficiency,”
Co-founder Richard G. Warren said.
“With over 15,000 health clubs in the
U.S. alone, until now there has been no
viable, established online communica-
tion platform for industry leaders and
participants to interact. FitnessMX.com
will utilize its total-scope approach to
enable a streamlined time, financial, and
labor-saving arena for the industry.”

FitnessMX.com has as-
sembled industry-leading professionals
for strategic advice, business leadership,
and industry specific guidance. Mem-
bers include:

Health and Fitness Industry
BOA members:

*Dr. Gerald W. Faust (President,
Faust Management Corporation)

*Jim Gerber (President, Western
Athletic Clubs, Inc.)

*Rob Goldman (Executive Direc-
tor, Columbia Association)

*Larry Krieger (President, The
WellBridge Company, a Division of
Club Sports International (CSI))

*Frank Napolitano (Vice President
Programs, Town Sports: Intemational
(TS)

*Roger Ralph (President, Bel Air
Athletic Club)

*Mitchel A. Wald (Independent
Consultant and former President /COQ,
Sport & Health Company)

*Dave Bradshaw (General Man-
ager, Bel Air Athletic Club, 1999
IHRSA Club Manager of the Year)

Intemet Industry/Other BOA members:

*Marty Conway (Director of Op-
erations - AOL Brand, America Online,
Inc.)

*Rick Foster (President & COO,
CyberCFO)

*Thomas W. Murray (Vice Presi-
dent, Technical Sales & Services, Side
ware Systems)

*Andrew J. Sherman, Esq. (Capi-
tal Partner, Katten Muchin Zavis)

*Pete Stein (Vice President Strat-

egy, IXL Consulting)

FitnessMX.com provides
both independent and multi-facility
health and fitness organizations the
ability to cost-effectively streamline
their procurement process resulting
in reduced transaction and personnel
costs as well as increased intra-facil-
ity communication and workflow.
Additionally, FitnessMX.com offers
avariety of communication and man-
agement e-tools as value-added ben-
efits for all users.

There is no cost for buyers
or suppliers to participate in
FitnessMX.com. Suppliers only pay
transaction fees upon the completion
of a sale. “We are always looking for
ways {o reach new customers, pro-
vide better service to our existing cus-
tomers, and streamline our sales and
marketing process” said Steve
Brennan, Director of North and South
American Sales for STARTRAC.
“FitnessMX_com seems to offer sup-
pliers all of these opportunities and
more. STARTRAC considersiitselfa
cutting edge company and is excited
about taking part in FitnessMX.com
to help the industry use technology
and the Intemnet to create value forall
participants”.

Combining business with
community, FitnessMX.com pro-
vides a total-scope destination for all
industry participants. Citing explosive
growth in the fitness industry and the
B2B Web-cnabled domain,
FitnessMX.com hasbeen developed
toexclusively serve the needs of tens
of thousands of existing health clubs
and athletic/fitness related facilities
globally.

About FitnessMX.com

Fnum!ed in November

1999, FitnessMX.com is the premier
integrated vertical market for the
health and fitness industry.
FitnessMX.com offers a true vertical
portal for industry buyers and sup-
pliers featuring one-stop shopping,
for towels to treadmills, and industry
services. Key features of
FitnessMX.com include:

*Buyer “request a bid” from a
single or multiple suppliers

*Buyer e-procurement capabil-
ity

*Supplier to buyer auctions

* Value-added interactive e-tools
for all participants

* Customized online interface for
each organization and its users

* Special industry events and ex-
pert led forums

* Real-time CRM customer ser-
vice

Co-Founders Avi Adler and
Richard G. Warren bring a combined
25 years interactive business, health in-
dustry, and sports marketing experience
to FitnessMX.com. Mr. Adler previ-
ously founded 2AI (Double A Sports
and Interactive, Inc.), a marketing, event
management and online consulting
company, Mr. Adler also co-founded
and served as Vice President, Business
Development, for MarkSport, Inc.,
which owns and operates three AOL
and World Wide Web content and e-
commerce sites. Mr. Adler holds an
MBA from the University of Maryland,
College Park and an undergraduate de-
gree in economics from Vassar College,
Poughkeepsie, NY.

Mr. Warren holds a market-
ing degree from Vermont’s Castleton
State College and previously served as
President and CEO of Monument Com-
munications, Inc., an online marketing
company which specialized in the de-
velopment of e-commerce programs
and cutting-edge distribution channels
and e-commerce programs for America
Online, Inc. and other AOL content
partner companies, respectively. Mr.
Warren also served for six years as Di-
rector of Arena Sports Marketing for
Centre Group, Ltd. (now Washington
Sports), owners of MCI Center, home
to, among others, the NBA Washing-
ton Wizards and the NHL Washington
Capitals.

For more information or to
leam how you can become a part of
FitnessM X .com, contact: Press and In-
vestor Inquires to: Richard G. Warren,
FitnessMX.com, 209 Caledonia Street,
Sausalito, CA 94965, 415-331-8615,
rwarren(@fitnessmx.com
rwarreng(@aol.com

Fitness Industry Specific inquires
to: Avi J. Adler, FitnessMX.com, 4915
St. Elmo Avenue, Ste. 503, Bethesda,
MD 20814. Toll free: 1-877-454-9600
avi@fitnessmx.com
aviadler@aol.com

FitForAll.com

continued from page 23

vides an interactive community where
people can take an active role in their
own personal fitness and well-being.
Through its personalized exercise and
nutrition programs and articles from
leading health and fitness experts, live
coaching and chat sessions with certi-
fied fitness professionals and online pur-
chasing access fo leading sporting goods
retailers, FitForAll.com is the
consumer’s customized connection to
fitness and total well-being.

About IHRSA

The International
Health, Racquet & Sportsclub Asso-
ciation, founded in 1981, is a non-
profit trade association serving own-
ers, managers, suppliers and devel-
opers in the health and sports club
industry through education, research
and advocacy. Boston-based [HRSA,
which represents more than 5,000
clubs and over 400 suppliers interna-
tionally, has expanded its leadership
mole in the fitness industry through
consumer promotions and educa-
tional outreach to heighten both

awareness of the benefits of exercise and
membership in IHRSA clubs.

AboutACE

The American Council on
Exercise (ACE) is a nonprofit organiza-
tion dedicated to promoting the benefits
of physical activity and protecting con-
sumers against unsafe and ineffiective fit-
ness products and instruction. As the
nation’s “workout watchdog,” ACE con-
ducts university-based research and test-
ing that targets fitness products and
trends. ACE sets standards for fitness
professionals and is the world’s largest
nonprofit fitness certifying organization.
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continued from page 14 future victories.

who noted that in 1998, the YMCA took in over $3.2
billion in revenue.

THRSA has long maintained that building
health clubs and selling memberships to affluent adults
is not a charitable activity.

“Selling fitness services to adults is a com-
mercial activity, and many nonprofits make the con-
scious choice to go into business,” Durkin said.

‘The recommendations can be viewed on-line
in the government relations section of www.ihrsa.org.

MARYLAND CLUBS ASK RIGHT
QUESTIONS

€
‘Don". we have some deblts to pay?”

asked Eric Easton, operator of Gold’s Gym in
Hagerstown, Maryland.

“Aren't there other places where the money
is more needed right now?”

These are some of the key questions that
Easton and other area club operators posed to the Wash-
ington County Commissioners on February 22. The
commissioners are considering giving $750,000 to the
Hagerstown YMCA.

Easton, spokesperson for the newly created
Small Businesses Together for the Community, an or-
ganization of area health clubs and child care centers,

MONTANA CLUBS
DEFEAT REC CENTER

An important Montana victory
missed our headlines last fall. Ron Muri, owner
of Billings Athletic Club, led an effort that de-
feated a $4.5 million park & rec fitness center in
November.

Key to the victory was the fact that a
$1.7 million package of parks improvements and
bike trail construction was a separate measure on
the ballot. Voters approved the money for parks
and trails, but soundly rejected the fitness facil-
iy.

According to Muri, voters rejected the
center because it was “too large in scope. It was a
little too much for the volers to swallow."

The health club coalition ran radio,
newspaper and television ads in opposition to the
center. “If we didn’t mobilize,” said Muri, “the
rec center would have passed. No doubt about
it.”

As originally drafted, both issues were
to appear on the ballot together as a $6.25 mil-
lion bond, but city officials ultimately decided to
separate them to comply with state laws requir-
ing that issues on a general obligation bond be
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tried to convince the Commissioners that it would be
unwise and unfair to give money to fund the Y’s new
$8.8 million facility. He
asked whether the
$750,000 in question was E

CONDITIONING
SYSTEM ATTRACTS

“singular in nature.”

just lying around, un-

needed and unused. M EWS 3
Commissioner

William Wivell agrees. INFORMATION REQUEST

2;‘:; Lb::’;_lw tha!. :t: If you would like to receive information from or be

ing donating money o the contacted by advertisers in this issue just clip or photocopy

this form, mark the block(s) of the respective companies, com-
plete the information requested in the blanks and fax to the
number shown.
[IPlease mail information to me. [ |Please contact me at the
number written below.

Y. “To consider some-
thing that is a nonneces-
sity .. .isreally amazing,”
Wivell said. “There is this
perception that we have
$750,000 just sitting there.
We don’t...We have to i Name:
learn to say no.” Club or Company Name:
Commissioner City:
Bert Iseminger, a member
of the Y Board of Direc-
tors, spoke in the Y’s de-
fense.“The *Y’ focuseson
families and youth,” he
said. Iseminger seesthe Y
as complementing — not
competing with — gyms

Golf Express is a revolutionary concept in
fitness that offers a great opportunity for clubs to
attract golfers to their facility. Now you can
train groups of golfers or train one-to-one with
the use of ‘Sport Specific Training’
equipment and programing.

Centered around a unique ‘Swing Conditioner’
that replicates the golf swing, golfers can now
train without fear of comprising their game due
to soreness or other problems associated with
typical training methods. The fluid resistance
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and child lers. Cl LifeFitness - Pg 28 Fax#:(847) 288-3791 & *

Baston's club ] C] E-ZONE Network - Pg2 Fax#:(707) 259-1376 mechanism used in the Golf Express system
also offers programs for % Affiliated Acceptance- Pg 9 ?ﬁ(ﬁ? ;::;32; allows speed and resistance to be applied
children and families. “1 Sales Makers - Pg 4 ax#:(941) 945- . gt :
think we'te addrescing | (] Springfield Corp. - Pg 6 Fax#:(770) 7290995 simultaneously which is attractive to golfers.
more needs of the com- 8 ] Jazzercise - Pg 16 Fax#:(760) 434-8958
3’;2“‘;";‘3“ people il ] (I\:lu:::e Dynn:enles . P{;ll:! :aﬁtz_i;g; ::3&:5&23 To find out more about how Golf Express can

Atthough not | = [oe f’l,g' e i create a new market for your facility call us at
:::::;li :Em:dee:nx C] Body Pump - Pg27 Fax#:(770) 424-1590 1-800-934-0321. Also Ask for our FREE ‘Six
County’s six-year capital ] | Worldwide Fitness - Pg 18 Fax#:(714) 283-0935 Keys to convert Non-Exercisers into Members.’
improvement program. J§ ] Friday Reports - Pg 24 Fax#:(212) 987-4227
According to Commis- ] (] JLR Associates - Pg 8 Fax#:(781) 431-0890
sioner President Gregory fl [] Ivanko Barbell Co. - Pg 17 Fax#:(310) 514-1363
Snook, therewillbeavote ll [] Premium Performance Training - Pg 22 Fax#:(303) 417-1747
on the Y funding in the @ ] Dominion Fitness - Pg 10 Faxi#:(804) 879-9487
next few months. [] Ground Zero Design - Pg 19 Fax#:(719) 955-1104

Even if Mary- B 7] Pro Tan - Pg 14 Faxi#:(727) 825-0700
":"“ "t’l‘l'” ‘g:‘“‘:“;’““ [] Golf Express - Pg 25 Fax#:(662) 841-1720
stop the County from -
funding this partoular Y, [] National Gym Supply - Pg15  Fax#:(310) 390-2627

they are educating local
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.Joe Moore

continued from page 3

ing for the project. Moore’s law-
suit was filed on the grounds of
alleged unfair competition and
deceptive business practices by
the hospital.

The parties to the Vizzari
suit provided the Court with an
agreed statement of facts and a
number of joint Exhibits. Included
in the evidence package was the
result of an extensive market sur-
vey commissioned by the hospi-
tal that utilized numerous
comparisions to Moore’s Fitness
and the proposed new hospital
club and evidence of the hospital’s
plan to try to lure away Moore’s
members. Hospital documents
conclude, “Past research suggests
that even the very satisfied mem-
ber can be lured away from their
clubs with the right combination
of price, programs and personal
service...This AT&T tactic is not
yet common in health clubs....We
need something that will make us
stand out from the Y or any of the
Moore’s programs.” The docume-
nts stand in stark contrast to what
the hospital’s spokesman told the
Springfield Planning Commission
on July 7, 1997 when he said the
HealthPlex would not compete
with local health clubs or swim-
ming pools. Moore’s facility is di-
rectly across the street from the
site where the hospital has to date
spent over $2.5 million to buy the
land, dig foundations and install
footers on the 24-acre site.
Vizzari's case was heard without
trial on January 12 and 13, 2000.
Moore’s case is still in the discov-
ery phase.

In the trial without jury,
Judge Robert M. Brown found in
favor of the Plaintiff, Luigi Vizzari
and on February 10, 2000 issued
a Court decree stipulating a per-
manent injunction against the con-
struction of the 80,000 square-foot
hospital health club on that site.

In addition to stopping
the construction of the hospital
health club outright, the ruling by
Judge Brown in favor of Vizzari
may enable Moore to avoid spend-
ing additional costly legal fees and
time and work pursing the lawsuit.
To date, Moore has invested
$25,000 in legal fees. That in-
cluded a $10,000 contribution to
the cause from the IHRSA Fund.
However, it has not been deter-
mined as to whether the hospital
will appeal the Vizzari decision.
If the hospital appeals, the case
will undoubtedly sit awhile before
being heard; in which case, Moore
will continue with his legal efforts.
If the case is not appealed, then it
will be over for that location and
all of Joe Moore’s work and
money will have been well in-
vested, even though he did not
have to go to trial. Moore gath-
ered a lot of information in his

case that has proved to be helpful
to Vizzari’s case. That makes Joe’s
and IHRSA’s investment totally
worthwhile.

IHRSA played a signifi-
cant role in helping Joe Moore and
his Regional Manager, Ron Byrd,
pursue their case. Moore com-
ments, “I contacted Jay Ablondi of
ITHRSA and he provided us with a
large number of the brochures en-
titled: ‘Preserve The Mission’,
which Ron Byrd, our V.P. and Re-
gional Director, had distributed
door-to-door throughout the sur-
rounding community. The neigh-
bors were terribly angry, but they
had ammunition. They had mem-
orized that brochure, It was one of
the greatest hearings you can
imagine. Additionally, [HRSA’s
$10,000 contribution helped us a
great deal with the legal bills and
we appreciate [HRSA and The
FUND and encourage others to

join.”

Jua' Brown 's Rulin

izzari’s Hospita
ning Case

J udge Brown’s written
ruling was strong in language, but
the possibility of an appeal by
Community Hospital still exists.
Here is the ruling:

FINDINGS OF FACT

The Court finds that
the Plaintiffs have established by
clear and convincing evidence the
following facts:

* The Plaintiffs are prop-
erty owners in and the developers
of a plat, known as Olympic Hills,
located in the City of Springfield,
Ohio.

* The Defendant, The
Community Hospital of Spring-
field and Clark County, Ohio is an
Ohio corporation organized not for
profit.

* The Defendant City of
Springfield, Ohio, is a municipal
corporation.

* The Defendant, City,
has adopted a zoring code, parts
of which are set forth in the Agreed
Statement of facts and are there-
fore not presented here.

* The Defendant, Hospi-
tal, acquired title to 2 contiguous
parcels of real property, Parcel A,
consisting of 3.887 acres, and Par-
cel B, consisting of 19.998 acres,
contiguous to Olympic Hills.

* At the time of acquisi-
tion and to the present time, Par-
cel Ais zoned R-3 Apartment Resi-
dence, and Parcel B is zoned R-
1B Single Family Residence.

* On two separate occa-
sions, prior to 1999, The Defen-
dant, Hospital, started proceedings
to re-zone both parcels to a com-
mercial zoning classification, but
abandoned both efforts.

* Ultimately the Defen-
dant, Hospital,submitted plans to
the Defendant, City, seeking a zon-
ing certificate approving construc-
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tion of a single building extend-
ing on both Parcel A and Parcel
B: the portion on Parcel A to be
used primarily for doctors’ offices
and related activities, and the
much larger portion on Parcel B
to contain two swimming pools,
massage and physical therapy
activities,a pro shop, food vend-
ing facility and child care facili-
ties; the line of demarcation be-
tween the primarily medical uses
and the remaining uses is at the
line separating the two zoning
classications.

* The stated purpose of
the entire development is to pro-
vide medical services, therapeutic
and recreational facilities to the
community for all persons 16
years of age or older for a mem-
bership fee.

* While the Defendant,
Hospital, is an Ohio corporation
not for profit and has received an
income tax exemption pursuant to
Sec. 501 (C) (3) of the Internal
Revenue Code, however the De-
fendant, Hospital, intends to op-
erate this facility at a profit, albeit
to fund this Defendant’s other
charitable functions.

* The Defendant, City,
issued the prerequisite zoning and
building permits for the project
and the Defendant, Hospital,
caused quite a bit of site improve-
ments to be made and constructed
at least part of the foundations
then stopped when this action was
commenced.

CONCLUSIONS
OF LAW

1. Zoning regulations,
because they are in derogation of
the common law must be strictly
construed against those seeking to
restrict the use of real property.
Saunders v. Clark Cty. Zoning
Dept. (1981). 66 Ohio St. 2d 259.

= The zoning
adm:mslmtor s interpretation of
the zoning code should be given
deference by the courts.
Frankinton Coalition v Open Shel-
ter, Inc. (1983), 13 Ohio
App.3d299.

3. If the language of the
zoning code is clear and unam-
biguous, there is no need for the
courts to apply rules of statutory
interpretation. Symmes Township
Board of Trustees v Smyth (2000),
87 Ohio St. 3d549.

4. Neither the zoning ad-
ministrator nor the courts may en-
large, modify or extend the provi-
sions of zoning regulations which
are unambiguous and the meaning
clear and plain. Burroughs v.
Indus. Comm. (1997), 78 Ohio
St.3d78; Vought Industries, Inc. v
Tracy (1995) 72 Ohio St.3d261.

5. While R.C.1.42 and
R.C.1.49 are directed to the inter-
pretation of statutes, these two
Sections are instructive to courts
interpreting local regulations.
McHugh v Bozorgi (1982) WL
3679 (Ohio app.2Dist), unre-

ported.
DISCUSSION

S ection

1115.04 Springfield
Code of Ordinances
provides in part: “A
building or lot in an R-
1A District shall be used
only for the following
purposes...(D) Public
and private nonprofit
parks, playgrounds, rec-
reational and commu-
nity center buildings...”
This language is clear
and unambiguous. It is
the use that must be
non-profit. Had the De-
fendant, City’s legisla-
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tive body intended it o IRom Byrd, Moore's Fitness
be as asserted by the 4 y
Defendants, it would V' R & RegwnaID:rector

have been very simple to provide
the operation was to be by an en-
tity operated not for profit.

The phrase “recreational
and community center buildings”
is neither clear nor unambigous.
Applying the above stated rules of
construction to language found to
be less than specific, this proposed
operation bears little resemblance
to any dictionary definition of
those terms and stretches credulity
to in any way believe such an op-
eration was within the intention of
the persons drafting and enacting
this legislation. The renting of of-
fice space to physicians, providing
therapeutic services, massages,
whirlpools, swimming pools, child
care, pro shop, etc. speaks loudly
of a business operation. Even the
Defendant, Hospital, at least at one
point, was concerned enough about
this to attempt to appease a com-
mercial health spa. The only thing
that distinguishes this proposed op-
eration from a commercial
healthclub is the adjoining provi-
sion for medical offices, and this
does not diminish the overall com-
mercial concept presentedin the
case sub justice.

While this Court cannot
accept nor agree to the interpreta-
tion of “lots” as set forth in para-
graph numbered 9 of his affidavit
(Ext.46) neither is the Court con-
vinced of the validity of the Plain-
tiffs’ argument on this point. Suf-
fice it to say that the failure to pro-
vide a 50' set back from the zon-
ing demarcation separating the
3.887 acres from the 19.998 acre
tract does not provide any founda-
tion for this decision.

The Plaintiffs’ contention
that the Zoning Technician wrong-
fully concluded that the proposed
structure did have “the exterior ap-
pearance of a residential structure”
is without merit. The application
of that standard is, in last analysis,

a judgment call, a matter involv- -

ing some discretion. It matters not
that this Court may not have
reached the same conclusion. The
Court is not permitted to substitute
its discretion in the matter.

Similarly the argument
of the Plaintiffs that the pro shop,
food vending and child care por-
tions of the proposed facility are
prohibited “accessory uses” in
this zoning classification must
also fail. This zoning classifiation
permits, inter alia, golf courses,
country clubs, etc.,. This Court is
aware of no golf course or coun-
try club that does not provide a
pro shop and often times very
elaborate dining facilities. Cer-
tainly those were within the con-
templation of those who drafted
and enacted this code.

The operation of a ven-
ture such as this proposed
healthplex at a profit by a corpo-
ration not for profit, the proceeds
from which would be used to fur-
ther its endeavor is not per se of-
fensive but even good motives
cannot be cause to violate the in-
tegrity of zoning regulations. The
end does not justify the means.

IT IS THEREFORE
THE JUDGMENT OF THIS
COURT that the healthplex as
proposed on the real property
with the zoning classification as
presented in this action be de-
clared to not be a permitted use.

IT IS FURTHER OR-
DERED, ADJUDGED AND
DECREED that the Defendant,
The Community Hospital of
Springfield and Clark County,
Ohio, be, and the same is hereby
permanently enjoined from con-
structing as herein presented on
the real property under the zon-
ing classifications as presented
herein.

IT IS FURTHER OR-
DERED AND ADJUDGED that
the costs of this proceeding be
paid by the Defendants in equal

Finally, IT IS OR-
DERED that copies of this Deci-
sion, JudgmentEntry and Decree
shall be served by ordinary mail
upon all counsel of record.

SO ORDERED

ROBERT M. BROWN,
Judge by Assignment
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Experience the ride of your life.

BODYSTEP
Simple and athletic. The world's
uitimate step
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BODYATTACK
Staying in shape is a constant battle.
| Defend yourself!

BODYFLOW
Change the way you feel about
your body forever.

BODYPUMP

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

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

n the universe

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

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

bodytrammgsystems

o
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Introducing the next generation of

so you can conveniently put them absolutely anywhere.

No cords. No outlets. Total body now offers total freedom.

Rely on Life Fitness to maximize your real estate. Call

Cross-Trainers by Life Fitness.

Rely on it’




