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ITHRSA Celebrates 25 Years!

Founder, Rick Caro and John McCarthy, 25 Year Executive Director
to Headline gathering of 10,000 or more in Las Vegas!

By: Norm Cates, Jr. with
an in-depth interview
with Rick Caro

Rick Caro, the Founder
of IRSA, now know as IHRSA,
deserves huge credit for his idea,
leadership and hard work in the
creation, launch and shepherd-
ing of the Association for it first

IHRSA, without the
“H", for Health, was the original
brainchild of Rick Caro, now
the President of Management
Vision in New York City. 1 be-
lieve it is fair to say that due to
Rick Caro's creation, the health,
racquet and sportsclub industry
has improved vastly in qual-
ity and professionalism over the

25 years. past 25 years. It could also be

argued that in 25 years, [HRSA
has taken the worldwide health,
racquet and sportclub industry
to the next level, from where it
was in the approximately previ-
ous 35 years. And, IHRSA is
well prepared now to continue
this worldwide leadership role
for 25 more years and beyond.

It could also be said
that even non-member clubs

across the world have improved
because of IHRSA. That is be-
cause clubs that did not invest
in IHRSA over the years, for
financial or other reasons, began
to quickly realize they had to
improve their club operations to
stay competitive with the rapidly
improving and growing num-
bers of [HRSA clubs around the
world.

Big John McCarthy...the
“Master of Alliances” to Retire
In June, 2006

IHRSA's highly es-
teemed 25 year Executive
Director, John McCarthy, has
led with a vision that stemmed
from his opportunity as THR-
SA’s Executive Director. John

(See Rick Caro page 10)

Many of you may
know, THRSA is facing the
retirement of Big JOHN Mc-
CARTHY, 25-year IHRSA Ex-
ecutive Director, in June, 2006,
John is a great man, whom I
refer to as IHRSAs “Master
of Alliances.” For the last few
months [HRSA has been con-
ducting a search to find a new
Rick Caro, IHRSA Founder leader to step in for John and

“Leaving FAT City!” a book by
the “SPY on Obesity”
...Norm Cates...

to be electronically launched
May 15, 2006 -- See pages 4 & 5

e Inside The Insider

* 10 Rules To Help You to Prevail Over the
Competition — by John McCarthy

* “Norm’s PERSONAL Notes”...I have a
dream! - Join the Revolution!

* “Best of the Best” Club Consultants - Part 11

* Power Up Your Management - by Will Phillips

\: Create a Plan that Works — by Jim Thomas

assume the new title for the job:
CEO/President. After a thor-
ough search, they had selected
the leading candidate out of 280
applicants. However, the agree-
ment between IHRSA and the
gentleman did not work out. So,
the IHRSA Board of Directors,
a group of “Team Players” who
have already worked very hard
on the search for a while, will

IHRSA Presidents
Jor 25 Years

Norm Cates, Jr. 1981-82
Rick Caro, Jr. 1982-83
Todd Pulis 1983-84
Ted Torcivia 1984-85
Jim Gerber 1985-86
Bob Fitzgerald 1986-87
Tom Lyneis 1987-88
Wayne Westwood 1988-89
Bob Larsen 1989-90
Mitch Wald 1990-91
Cecil Spearman 1991-92
Bruce Buckbee 1992-93
Larry Krieger 1993-94
Rob Goldman 1994-95
Frank Napolitano 1995-96
Stephen Tharrett 1996-97
Ben Emdin 1997-98
Annbeth Eschbach 1998-99
Gale Landers 1999-00
Joe Cirulli 2000-01
Geoffrey Dyer July 2001 10
December 2002
Tom Behan January 2003 to
June 2004
Julie Main 2004-05

Joe Moore 2005

ITHRSA CEO/President Update

continue their effort until they
find the right person and have
a signed agreement with him.
That means that Joe Moore was
the last President of the Board
of Directors in IHRSA’s history
and is the first Chairman of the
IHRSA Board. And, Big John
MecCarthy will rightfully be the
only Executive Director ever for
THRSA.

John McCarthy

“Best of the Best” Club Consultants

Part 11

By: Norm Cates, Jr.

“Best of the Best”
— Part | published last month in
our February edition included
interviews with 7 of the “Best
of the Best” health, racquet and
sportsclub industry consultants.
Criteria for those chosen for Part
I was that their primary work
focus is on what I call being a
“road warrior” consultants one-
on-one for the majority of their
business.

Our subjects for the
Part II Best of the Best Con-
sultant report are: Mike Chaet,
Casey Conrad and Michael
Scott Scudder.

Those featured last
month in “Best of the Best™ Part
I interviews were: Rick Caro,
Ray Gordon, Sandy Coffinan,
Eddie Tock, Karen Woodard-
Chavez, John Brown and Bon-
nie Patrick Mattalian.

This report carries
company background and inter-
views with the three of top group
educational seminar producers.
These individuals started out as
“road warrior consultants” too,
but changed their primary focus
to the delivery of group training
seminars. As part of this report
we asked each of our veteran
consultants to answer the same
four questions posed last month
in Part I of “Best of the Best™.

(1) Inyourown opinion, what
is the single greatest thing
a club owner/operator
can do to succeed, when
the club numbers and
oversupply of club prod-
ucts in North America is
outpacing the member-
ship growth, thus creat-
ing an excess club supply
that very likely will result

(See Best of... page 14)
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Norm’s PERSONAL Notes

I have a dream...the “FAT Friendly Health Club!”

By: Norm Cates, Jr.

I have a dream!

I am very excited
about going to LasVegas for
IHRSA2S5.. for thousands of
reasons, which include you, if
you will be there. I am also

very excited because I may
personally share my dream with
you in person IF you come see
me at my exhibit #2934, And,
don’t forget to visit our advertis-
ers, whose company names and
exhibit numbers appear on page

on Clearwater Beach, Florida
with “hotties” everywhere at
Springbreak 2006.

I was telling Justin
about my writing this month and
explaining to him the gist of this
article, when he reminded me
that we had watched together
over the Christmas holidays,
Ben Stiller’s classic movie,
Dodgeball...A True Underdog
Story. This movie trashed
badly health club operators
across America more than any
film or TV show I have ever
seen.

Norm at 343 pounds & 607 waist
“Before™..."Leaving FAT City!"

#6. Please BUY FROM them
and to get better deals at the
show, whisper these two words
in the ear of your representa-
tive of the company your are
negotiating your purchase with:
“CLUB INSIDER".

After thinking about it
today, I feel I have lived for 60
years just to prepare for what
I am writing to you about here
today. My dream has made
me feel that it was a message
of guidance for us all. But,
somehow, it came to me for
communication to and sharing
with you!

The idea for the “FAT
Friendly Health Club” came
to me a couple of months after
watching Ben Stiller’s movie,
Dodge Ball...A True Underdog
Story. Actually, it took a phone
call from my son, Justin, who
was, at the time, drinking beer

You must see it 1o un-
derstand the depth of the writing
in the movie and thus to get more
from the writing | have done for
you from my keyboard here.

The movie will give
you an introspect into what the
viewpoint of many Americans,
including the obese fat popula-
tion, truly feels about health
club owners and operators in
general.

Again, let me say, even
to the point of irritating you, “If
you have not seen this movie, as
a health club professional, it is
absolutely must viewing for your
edification as a health and fitness
club professional.”

The movie was set in
Joe’s Gym, an old fashioned,
worn out early 60’s gym. The
gym is owned by a guy named
Peter LaFleur, described on the
www.dodgeballbenstiller.com

Part 1

website as “a charismatic un-
derachiever and proprietor of
a rundown gym called Average
Joek that was faced with go-
ing out of business. A group of
Joe’s Gym members and misfits
entered a Las Vegas dodgeball
tournament in order to save
their cherished local gym from
the onslaught of a corporate
health fitness chain. Peters
humble gym had caught the eye
of White Goodman, the power-
mullet-sporting, Fu-Manchu-d,
egomaniacal owner of Globo
Gym, a gleaming monolith of
fitness.”

The part of the movie
I am going to quote here are
words from the glitzy club
owner of Globo Gym, White
Goodman. The Goodman char-
acter is played by Ben Stiller in
the movie. At one point in the
movie, Goodman, in a style only
actor Stiller can deliver said, to
Peter Fleur, Joe’s Gym owner,
“Your gym is a skidmark on
the underpants of society.” Ad-
ditional classic quotes emerg-
ing from White Goodmans
big mouth were, “Globo Gym
employs a highly trained, quasi-
cultural staff of personal altera-
tion specialists.” When describ-
ing his Globo Gym personal
trainers. And then, when talking
to character, Peter Houlihan, if [
recall correctly, he says, “Here
at Globo Gym we 're better than
you, and we know it.”

My reason for these
quotes is to give you just a tiny
sample of the classic writing/
dialogue in this film about our
health c¢lub industry so you
will not fail to rent and watch
it. In fact, if I were you, I'd
throw a staff party at my home
and watch it with all of them:
“Dodgeball...A True Underdog
Story.”

Ladies and gentle-
men, the comments [aced in
the dialogue throughout this
movie embodies, just part of the
problem that is causing the 2/%
century health club industry to
currently be failing in its pursuit
of 185 or 190 million obese and
fat people. But, you can change
this situation.

The other meaningful
part of picture is this. There
are some of you out there that
are not pursuing obese and fat

people as prospective members
at all.

Why? Those of you
are still in the archaic, behind
the times ways of thinking from
that 20th century that “We don't
want the fatsoes in my club”, are
‘cruisin for a bruisin’.

And, as an aside, those
of you that still hold that “We're
better than you are!” mentality
and actually do externally ver-
balize it to prospective members
about your competition, are re-
ally shooting yourselves in the
foot.

)

Beginning with your
reading of this article today, you
can start to change things in your
club, if you have not already and
many of you have, to provide a
“FAT Friendly Health Club”,
and construct a multi-platform
marketing message just for them
and to target them, all 185 to
190 million of them, specifically
for membership in your clubs.

Think of it like this
folks. There are many of you
reading this that are being in-
undated with new competition
in your markets of all sizes,
shapes and descriptions. There
are many of you out there whose
January and February member-
ship sales numbers “ain't what
they used to be.”

So, I ask those of you
that fit into this picture 1 de-
scribe, like a good friend of mine
in Northern California, who has
seen over 200 health clubs come

Norm 4-years “AFTER" 33%, 110 pm:m' loss

into his small market of just over
100,000 population may not be
coming to many more health
club conventions or be in busi-
ness that year, if you don t wake
up and smell the roses!

“Smell the Roses”...
study my dream!

My dream... the “FAT
Friendly Health Club”, shared
in this writing and soon in chats
with you at JHRSA2S5 and then
in my book, “Leaving FAT
City!”, includes you and your

L RN
; <

i

heart!

My dream is very clear
to me now, more clear than any
other I've ever had! And, you
long-time readers do know that
once in a while, T have come
up with other dreams...and am
working hard too to make those
happen for me, for [HRSA and
our industry. Take, for example,
my work in progress...the new
“CLUB INSIDER for consum-
ers..." is a monthly CLUB
INSIDER with educational,
motivational and inspirational
content for health, racquet
and sportsclub members every-
where. When launched, it will
be mailed without charge to the
health club members that sign
up for this free service from
CLUB INSIDER.

My dream is to help
IHRSA and all other American
institutions WIN the War On

(See Personal Notes page §)
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Announces...

Two initiatives to help IHRSA “Win the War on Obesity”!

The worldwide electronic launch of Norm Cates’ book “Leaving FAT City!” will be on May 15, 2006, at NO charge.

o This “Tough Love” book for America and the world’s obese and fat population will “Tell-It-Like-Is” about obesity like no other book in hist

oThe May 15, 2006 electronic launch via the internet will be “Wave 1" of Author, Norm Cates’ “Spy on Obesity” book for the obese everywhere. The other
purpose will be to bring together the health club indusiry and the vast population of obese and fat people around the world, including 190 million in
America.

e The accelerated War will continue with release of the printed version of “Leaving FAT City!™ on October 15, 2006... Just in time for Christmas.

oThe second WAVE... Initiative #2, will be the launch of CLUB INSIDER’s “FAT Friendly Health Club Network”... the unheard of and brand spanking
new worldwide “feeder system” created by Norm Cates. This will successfully pour “Graduated, FAT Friendly Hea!rk Club” members, originally from the

huge untapped obese 190 million population, into IHRSA clubs everywhere!

e For the first time in the history of the commercial health club history, IHRSA clubs will have a direct worldwide “pipeline feeder system” from untouched
millions of obese and overweight human beings.

The “FAT Friendly Health Club” will be differentiated by:

oA MINIMUM excess weight requirement for new “FAT Friendly Health Club Member” prospects. Those overweight that fail the first requirement, IL.E,
Are Not Overweight Enough, will immediately be referred and directed to the closest local IHRSA Clubs.

o “FAT Friendly Health Club Network™ “in-house”™ FFHCN licensing program for existing and new IHRSA commercial clubs will be built.

oA REQUIRED “FAT Friendly Health Club” Graduation”, meaning that once the FFHC member has reached his goal and is no longer over the minimum
weight, he must step out of membership and “step up” to The “Next Level. The “Next Level” will be IHRSA clubs everywhere. Departure of “FFHC”
members who have “Trained Their Minds to Train Their Bodies”, succeeded and found their way to be “Leaving FAT City!” will motivate the obese
everywhere. The excitement of reaching the “Next Level” with their formerly overweight bodies, their mortal “vessels for their souls”, will cause the
“FFHC Graduates to NO longer carry a mind full of INTIMIDATION and FEAR of EMBARRASSMENT with the mere thought of entering “regular”
commercial health clubs. They will work hard for this “Graduation” and look forward to it.

oA new, worldwide “FAT Friendly Health Club Network” protocol will provide a new “Gold Standard” for the obesity fight worldwide. There will finally be
a new “Obesity State of the Art FFHC Treatment” with respect to reaching out and marketing to, obtaining responses from, inviting and enrolling America
and the world’s obese into FFHC Network membership.

o The pre-opening “FAT Friendly Health Club Network™ marketing will include, but will not be limited to, an electronically delivered “FAT Friendly Health
Club TV Talk Show” hosted by your friendly CLUB INSIDER Publisher Since 1993, a “SPY on OBESITY” for 60-years, Norm Cates.

Come to CLUB INSIDER Booth #2934 for Additional Information...

Come early on the first IHRSA2S5 Trade Show day to get copies of the world-changing March 2006 CLUB INSIDER that includes Norm’s NOTES and
Norm’s “PERSONAL?” Notes writings on “Leaving Fat City” and the “Fat Friendly Health Club”. .Sypporffng,“

Email Inquiries to Norm Cates: . na .
F F H ‘ N clubinsidernews@mindspring.com and America in the

“War On Obesity”!
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NORM’s Notes

¢ Hello everybody!
This is your friendly CLUB
INSIDER Publisher for I12.5
years checking in!  This edi-
tion was printed on March 15t

and on March 19th, [ boarded a
plane to Las Vegas with a huge
suitcase full, plus [ air freighted
a bunch via FedEX, just so
my wonderful assistant for the

big IHRSA25 Trade Show in
Las Vegas, JONI TATTIE-
PITCOCK, of Jonifitnes.com
in Tampa, Florida and I could
personally give them to you. 1

Thank You

2006 Contributing Author]
Team Listed Below:

-President-Premium ~ Perfor-
mance Training -(303) 417- -
0653
leMichael Scott Scudder
- President - Southwest Club
Services - (505) 690-5974
JeCasey Conrad - Commus-
nications Consultants - (800)
725-6147
eRick Caro - President,
anagement Vision, Inc - (212)
87-4300
Colin Milner - V.P. Sales
arketing - Founder & CEO
nternational Council on Active
Aging - (866) 335-9777

- info@salesmakers .com o
800-428-3334

- Principal - The Club and Sp
Synergy Group - (732) 236-2273
or bonnie patmat@aol.com
sRande LaDue — President -
ace Fitness — 1-888-604-2244
Karen Kirby - President -
ealth Style Services - (210)
84-2620

- Retention Management - (800)
951-8048

eDale Dibble - Retired - Bentley
Village - Naples, Florida. Email:
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sure hope you enjoy this edition,
as on page #4, | announced some
very important news you may
have already read by now. This
month’s NORM’s Notes has been
moved to page #6, just for these
IHRSA25 Special Editions, this
month and next month, only to
get my announcements on pages
#4 and #5 up front. If you are
just now reading this issue after
receiving it in the U.S. Mail, or
if you are in Las Vegas reading
this now, whatever you do, don’t
miss our April, 2006, 2" in a
row, IHRSA2S5 Special Edition,
wrapping up all the news and
photos from this grand 25th An-
nual...world-class event!

* Congratulations in
advance to AUGIE NIETO,
JULIE MAIN and PETER
KIGHT because “rumor"” has
it that all three will be honored
at IHRSA25! Augie Nieto, Co-

Jfounder of Life Fitness, after

getting the break of his life,
when RAY WILSON selected
Augie to be his National Sales
Manager and they went on to
make LifeCycle a smashing,
world class success, will be hon-
ored by THRSA as its Person
of the Year! Julie Main, IHRSA
President for 2004/2005, Ex-
officio President now, Partner
and GM of the Santa Barbara
Athletic Clubs, will be honored
in Las Vegas with its most presti-
gious honor for club people, the
one_and only, DALE DIBBLE

Norm Cates, Jr.
Distinguished Service Award!
As Julie’s friend and since I am
also a survivor of cancer, as
she is, I am thrilled for Julie!
Peter Kight, Founder, CEO and
Chairman of CheckFree Corpo-
ration, a mega-company now
that flows $3 billion a night in
EFT processing, will be honored
with IHRSA’s 3" annual Entre-
preneur of the Year Award! It
was also a high honor to have
Jfeatured Pete Kight as our cover
story subject in January, 2006,
where he told us about how he
started CheckFree 23 years ago
after his attendance at our 15t
IRSA (the acronvm back then)
Annual Convention and Trade
Show and about how he started

(See Norm's Notes page 24)
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By: John McCarthy

Today, quantitatively
and qualitatively, the competi-
tion that most fitness centers
face is more challenging than
ever before. Not only does every
club face more competitors than
ever before, but many of these
competitors are of higher quality
than ever before. Here are ten
rules that can help you win the
war against even the toughest
competitors,

Rule # 1. Be Fresh.
“Store Blindness” is an afflic-
tion that besets everyone who
works in the same space, day
after day, month after month,
year after year. After a while,
we don’t notice the womn car-
pets, the tired colors, the musty
smells, the dirt, the grime, the
clutter, etc. But anyone who
walks into a club for the first
time and sees it with fresh eves
will notice all of these things.
Whenever a strong competitor
enters a market, it is imperative

A State of the Industry Message
reprinted courtesy of IHRSA and John McCarthy

10 Rules To Help You to Prevail Over the Competition in Your Market

that clubs undergo a 360-degree
examination from the perspec-
tive of the first-time visitor. It is
imperative to “get fresh,” i.e., to
update one’s image, so that the
experience of being in the club is
not an experience that is locked
into the 1970°s, 80's or 90's.

Rule # 2. Be Con-
nected. “Connectivity” may be
the most important advantage
that existing clubs enjoy over
powerful, new entrants into the
market. It needs to be leveraged
to the hilt. “Connectivity™ refers
not only to the relationships
between members and staff,
but more importantly, to the
relationships between members
themselves. “Connectivity" is the
basic reason why some neigh-
borhood restaurants and coffee
shops, though their operations
may be flawed, succeed year
after year after year. Their busi-
nesses, like ours, are - at their
best - all about connectivity.

Rule # 3. Be United.
Many club owners say that they

never knew how well their club
could perform until they were
faced with an imminent threat
from a powerful competitor.
Whenever a new competitor an-
nounces is entry into vour mar-
ket, you have the opportunity to
unite your staff in the pursuit of
a higher level of performance.
Smart club managers do this.
Not only do they unite their
team leaders, but they also unite
their smaller teams-their front
desk team, their sales team, their
group exercise team, etc., chal-
lenging all of them to raise their
performance to higher levels
than ever before. The advan-
tage of external threats is that
they can unite your staff in the
pursuit of better performance.
In such circumstances, your
team-motivated and mobilized-
becomes the defining weapon
with which you can win the war.

Rule # 4. Be Serious.
This has two implications. First,
whenever a new competitor en-
ters the market, it is no longer

“business as usual.”" Both the
staff and the members expect
to see signs that the ownership
of the company will step up to
the plate and make whatever
replacements and/or improve-
ments are necessary to present
the strongest possible challenge
to the new competitor. These
replacements/improvements
will often be items that other-
wise might have been delayed
for years. Second, “ger seri-
ous " implies that this is the time
to expunge from the staff’ any
personnel who are not totally
on board with a united effort to
raise the level of performance 1o
heights never before achieved.

Rule # 5. Be Receptive.
Now is the time to ask your staff
for their input as to how you
can improve the club and better
serve your members. By doing
this, you leverage their creativ-
ity, passion and “ownership”
in the business. Invariably, they
will think of ways to improve
your operation that you might

John McCarthy
never have conceived. Some of
these items may not cost a dime,
and many of them will be worth
their weight in gold. Make your
staff realize that their opinions
count. By doing this, their loy-
alty and commitment to your
business may rise to the roof.
(See John McCarthy page 24)

Ed Tock

Sales Makers “Proven Profit Procedures™
(On-Site Training Now Available)
Email: info@sales-makers.com

Phone: (800) 428-3334

SAYEES

Improving club membership
sales & retention in 983 clubs
across the United States

~ MEMBERSHIP SPECIALISTS ~

;“w‘f‘wff
.
= |HRSA g’
2001 Wall
of Fame
Winner

&

Ray Gordon
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SPRINGFIELD CORPORATION

Full Line Stocking Distributor Providing Quality Sales and
Service for the Club and Hospitality Industries Since 1981

THE SUPPLIES YOU NEEDED ...
YESTERDAY!!

v/ Health & Athletic Clubs
_‘f, Satisfaction Guaranteed

Towel Purchasing & Resupply

v Quality Products
i Competitive Prices

Rubbermaid

Commercial Products

Authorized Distributor

** Look For Upcoming Specials from Springfield Corporation in Club Insider **

e br

Call (800) 241-2081

David G. Smith x122

For Answers and Current Products List

SPRINGFIELD CORPORATION
ATLANTA, GA
(770) 729-0700 x122
FAX: (770) 246-4455
DSmith@SpringfieldCorp.com

...Personal Notes
continued from page 4

Obesity! My book, “Leaving
FAT City!".

Then, through further
study, conversations with many
club owners in Las Vegas and
through conceptual develop-
ment of my “FAT Friendly
Health Club” concept for instal-
lation into existing clubs and for
the development of a possible
network of “FFHC” clubs
across America.

Who knows where this
could go if my early business
development thoughts take hold
and make sense to all of you.

I am a publisher and
have been one for almost 13
years. But, importantly here,
in the context of my thinking
right now about this idea, is
that I am also a club developer,
owner, operator and franchi-
sor of 14 clubs who has over
20 years of health, racquet and
sportsclub industry experience
to go with my amazing learn-
ing from the best club opera-
tors and consultants anywhere.

[ can tell you this...al-
though I plan now to always
produce CLUB INSIDER...I

might just get back into the
health club industry if my con-
cept planning and development
continues to produce the signals
my mind is giving me now.

My dream  actu-
ally originated as a result of a
very personal experience as a
“SPY on Obesity”! My dream
emerged, first in my heart, then
was transmitted from my heart
to my mind and then, from my
mind to my body, my “vessel for
my soul"”, as I lost 110 pounds,
33% of my body weight and 18
inches off my waist. My dream
has evolved rapidly to the point
that I want to share it with all of
you.

I am Very Glad to Be Alive!

A big part of my dream
has been caused by my sheer
JOY about still being ALIVE!
I recall the song that goes like
that...“To be alive!™

They say that 87%
of all Americans believe in a
higher power. I do. 1 pray to
my ‘higher-power " all the time.
Although approximately 250
million Americans do believe
in a higher power, for many of
them, their relationships with

and acknowledgment of such a
‘higher-power " in their hearts
and minds comes too late, when
they are having problems. And,
for some, acknowledgment of
a ‘higher-power ' is never even
expressed and does not take its
final form, until after they have
passed with perhaps, an empty
soul, from this good Earth,

I intend, with this key-
board today and because of my
dream, to place my PASSION,
my perceived DESTINY and
my PERSONAL RELATION-
SHIP with the “MAN" above,
onto the record here. That's
because to live my dream and
make it come frue, | must be
honest. I am always honest with
you all, my readers of CLUB
INSIDER. And, because we all
will need help from a ‘higher
power' when we “Team UP”
and achieve OUR dream once
you have adopted it from me,

Why you all are so important
to me and this world...

If you are amongst
that 87% or approximately 250
million or so Americans that
do believe in help from above,
I hereby ask for YOUR help by

the adoption of my dream.

I need your help. I want
you to be on my TEAM that will
help THRSA and for us ro work
closely to reverse significantly,
not slightly, obesity in America.

As we all move forward
from Las Vegas and IHRSA25
with renewed vigor, better plans
and more energy, | hope we will
all continue to fight hard with
IHRSA and its already launched,
in motion and excellent ongoing
attacks on obesity in America
and around the world.

Through living my
dream with YOU as a partner,
I intend to do all I can to help
facilitate success in this fight
and to help IHRSA continue and
grow their focused efforts in this
realm

Whether you sensed it
or not, my dream includes you
because in my view, you all are
“chosen ones” on earth. You
are what 1 call a “chosen one”.
As there are nearly 7 billion hu-
man beings on Earth...and you
are one of the relatively few that
have personally chosen to be a
professional in this very helpful
and giving to humanity health
club industry, The decision all
of you made to be in this busi-

ness impresses the heck out of
me. And, I compliment each
and every one of you!

And, you have chosen
to be right where you are now
reading and perhaps are pre-
pared and ready to receive this
message.

It will be from YOUR
receipt of and acceptance of my
dream and my message that you
will rise and begin to act in a

different way toward obese and

[fat people everywhere.

Many of You Already Have a
“FAT Friendly Club!"

Many of you, thank
goodness, are already well on
the right path. I say: good on
you!

But also, many of
you, when you see an obese,
fat people in your club, view
them secretly as “eye-pollu-
tion”. My experience is that
many of you simply do not want
Jfat people in your beautiful club
with your beautiful exercising fit
members, because they “polute™
visually, the club scene you have
in your mind that you want!

This is a prejudice

(See Personal Notes page 22)
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...Rick Caro

continued from page 3

McCarthy’s deep belief that
“high tides float all boats” could
be translated to mean this: More
is better. More involvement
from club’s of all sizes, shapes
and descriptions, more involve-
ment of equipment companies,
industry service providers and
vendors and more involvement
in alliances for industry growth,
would cause all players to rise.
I now think he was right on tar-
get with his long term - vision.
Big John McCarthy
plans to retire this coming June.
The new IHRSA leader will be
called: THRSA CEO/President.

Although John is retiring, 1 do
hope and pray he will keep on
inspiring and helping teach this
great industry with his pen.
Contained within the
pages of this edition, as pub-
lished from his March 1, State
of the Industry Report, John
McCarthy offers some of the
best advice to club owners |
have ever read in his writing:
“10 Rules To Help You to Prevail
Over the Competition in Your
Market”. See page #7. In our
June Edition, I plan to provide
an interview with the man [ call:
“Big John McCarthy...the
Master of Alliances™. We hope
that before his retirement, John
will share with all of you his vi-

>
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sion, his memories and what he
believes are his most meaning-
ful achievements in his 25 years
of IHRSA leadership,

There is an in-depth and
well organized search and inter-
view process being conducted
by Korn/Ferry, an executive
search firm, that resulted in over
280 applicants so far for the job!
The applicants will be narrowed
down then they will individually
meet with [HRSA Board Search
Committee Members, Chaired
by Greg Lappin. Ultimately, the
IHRSA Board of Directors make
the final choice. See page 3.

CLUB INSIDER to Honor
Rick Caro and John McCarthy
at IHRSA25

By the time you read
this, 1 will have presented,
CLUB INSIDER’s 3" Annual
Health Club Pioneer of the Year
Awards to Rick Caro and John
McCarthy. That presentation
will have taken place at the first
official IHRSA keynote event,
immediately before IHRSA key-
note speaker, Steve Lundin, Au-
thor of the book entitled: “The
FISH Philosophy™ opens the
show to what will be a packed
house. Immediately after the
FISH Philosophy presentation
by Lundin is done, the three
or four thousand in attendance
will move to another ballroom
in the Las Vegas Hilton for the
huge [HRSA25 Grand Opening
Reception.

Previous CLUB IN-
SIDER Pioneer honorees were:
Ray Wilson, Dale Dibble, Red
Lerille and the late Joe Gold.
The CLUB INSIDER Health
Club Pioneer Award is presented
each year to two individuals that
have contributed significantly
in shaping today’s 215 century
health club industry.

A World Class Event for a
World Class Association

IHRSA now has over
6,500 member clubs in over 70
countries. Those [HRSA clubs
serve millions and millions
of club members all over the
planet.  Additionally, ITHRSA
has over 420 exhibitors whose
equipment, products and ser-
vices will be exhibited at the
IHRSA25 Trade Show.

The [HRSA Trade Show
is the #1 health, racquet and
sportsclub buying extravaganza
in the world. Those of you who
are reading this now in Las Ve-
gas should definitely plan, in
addition to attending the keynote

presentations and educational
seminars, 1 at the IHRSA
Trade Show all three days. That
is because this show will take a
full three days to see and expe-
rience it all. Folks...put in the
time and be at this Trade Show
all three days because you just
never know which exhibitor, of
the 420+ manufactures and ven-
dors might have a solution that
will mean much to your club’s
future! Please BUY from the
CLUB INSIDER Advertisers in
this edition and those listed on
our page #6 in LAS VEGAS!
Whisper: “CLUB INSIDER™
to the trade show exhibitors for
better deals!

“Team IHRSA" Has Made It
All Happen!

Rick Caro is a brilliant...dedi-
cated...and talented man!

In 1980, Caro had a
great idea...in essence a vision
at the time. His vision was to
build an Association that would
benefit racquet club owners and
operators and in the back of his
mind, ultimately would grow to
include health and fitness clubs.
However, as brilliant, dedicated
and talented as Rick Caro is, he
is still just one man.

He is a master and is
gifted at helping and working
with others to achieve great
things, as exemplified by, his
largely unknown to our industry,
not-for-profit work in New York
City.

Caro’s  involvement,
and contributions to
at the

idea.

service
two club associations
same time led to his
An Interview with IHRSA
Founder Rick Caro

CLUB INSIDER is
honored to present this interest-
ing and informative interview
with Rick Caro. Because of its
length this report is being pre-
sented in a Part [ this month and
Part I next month.

How did you get the idea
behind the creation of IRSA
(International Racquet Sports
Association), now known as
IHRSA?

Caro - Part of the early
idea of IRSA, the International
Racquet Sports  Association,
started well before the actual
event that created it. It started
because | personally was serv-
ing as President of the National
Tennis Association (NTA), the
tennis club owners association

in those days and the racquet-
ball club owners Association,
the National Court Club Asso-
ciation (NCCA), where [ was a
common Board member of both.
(And NTA President.)

I continued to find
great duplication with a lot of
the programs and in fact, of-
ten suggested things that were
working in one organization
that should be considered by
the other. Each one had its own
strengths and weaknesses.

The famous capstone
event occurred in 1980 when
I went to the same hotel at the
O’Hare Airport in Chicago two
Fridays in a row for board mee-
ings. The first board meeting
was for the tennis owner’s group
, NTA, and I ran that meeting.
Then one week later, in the very
same hotel, [ attended the NCCA
Board meeting which was run
by you, Norm Cates, President.

It wasn't until the
fourth item of the agenda that
I realized that the agendas had
been exactly the same with top-
ics in the same order. Then I
suggested, out loud, that there
was enough duplication and
enough resources that could per-
haps be shared, that maybe we
ought to consider the combina-
tion of the two.

I suggested that both
had limited resources in those
days and in my view, both had
limited futures. They had fu-
tures, but limited futures.

It seemed to me that
there was a “big-picture oppor-
tunity " to do one thing that had
not been contemplated. That
was to share overhead and lever-
age out the limited resources of
the combined resource’s entities.
And, maybe in the future, serve
as an open door to health and

fitness facilities which were out

there, but were not represented
by anyone. (But, the IFPA) But,
that was a secondary thought.

So, the idea was that
maybe we ought to consider
creating one new large organiza-
tion that would be the best of all
worlds.

You know the story.
Together, we selected three in-
dependently sensitive and well
meaning individuals from each
Board. [ decided that 1 should
not be a participant because [
really wanted to see if there was
true understanding and buy-in
from others.

I suggested that those
six people, three from each or-
ganization, would meet in Chi-
cago shortly after that (NCCA)

(See Rick Caro page 12)
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continued from page 10

meeting.

And, as you know,
because you were there, that
meeting did take place. It was
determined that the vision I had
for creating a new entity and
winding down the existing two,
seemed to make sense to every-
one once they had a chance to
see and discuss the commonality
and the similarity of purpose and
business concepts. So, the group
decided that they would call me
at that point. We arranged a
meeting a couple of weeks later
of the six people, plus myselfin
my New York office.

IRSA Founders Meet and Go
to Work Creating What
Became IHRSA

The IRSA Founders
group included me, you, Curt
Beusman, Dale Dibble, Todd
Pulis, Jennifer (Wayt) Saslaw
and Peter Donahue.

On one day we created

the name, wrote the by-laws,
determined how we would com-
bine the Boards of Directors, set
the concept for a future conven-
tion and began the workings of
what then became IRSA, which
was called the International
Racquet  Sports  Association,
now called THRSA.

How does your vision for when
you founded IRSA in 1980 and
launched it in in Las Vegas in
January, 1981, compare with
what the organization is like
today?

When 1 look at IRSA
today, which is now IHRSA,
compared to the original con-
cept, it is huge in its scope, in
its vision, in its resources, in its
products and services. It has
about 7,000 member clubs in 70
countries.

The most significant
thing that THRSA has achieved
is that it really has become an
industry association, not just a
trade association.

The trade association
concept was one where it was
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Healthtrax

Whether you are seeking employment or are in
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LR

associates

to serve the owners of clubs who
would be the key element of the
decision making of the trade
association and would embrace
just the needs and wants of only
those member clubs who were
part of that organization.

Over the years, it has
been transformed into serving
the benefits of exercise and fit-
ness, moving the association
into a leadership role with vari-
ous kinds of outside entities as
a spokesmen for various kinds
of national and international fit-
ness initiatives. It has gained the
respect of other major trades as-
sociations and organizations in
related fields to share resources
for specific initiatives.

In the past, the initial
focus was really looking to
make the existing club members
and their owners more educated,
more successful and giving them
the benefit from group resources
as well as obviously the interac-
tion of networking of owners
and their management teams to
better their own businesses. It
was a much more limited con-
cept at that time. It has grown
wider and deeper, by far, over
the last 25 years.

What do you view as the most
important things IHRSA mem-
ber clubs must do to get their
money's worth and results from
THRSA Membership?

I think when mention-
ing how THRSA members may
get their money’s worth, it very
much depends (and I mean this
in the nicest way) on their “using
IHRSA". I think they first have
to, in a member club organiza-
tion, learn about the vast array of
diverse programs and services
of IHRSA, its educational and
research materials, its events,
its ability to help network for
solutions and try to understand
all of its offerings, before it can
figure out what it wants to take
advantage of.

A World of Help For All Clubs

Even if it’s a start-up
club or a turmaround club or
an existing club that has been
around for some time or a fast
growing club or an acquiring
club company, IHRSA can help.
IHRSA has always been orga-
nized to do so. It is not limited
in its ability to help clubs of any
size or scope.

So, just as an example,
if a club needed help learning
what the ideal programs in the
United States for weight loss
or member retention or to know

which clubs have really adopted
the environmentally ‘green’
buildings as a concept, IHRSA
can help make those connec-
tions and introduce them to
people with expertise that could
help them out. If someone
wanted to know how to purchase
in a certain category, [HRSA in
some cases is tied in with office
products and other kinds of cat-
egories that allow it, through the
IHRSA size and buying power,
to get special deals that maybe
can’t be achieved locally.
Another example, in
dealing sometimes with intru-
sive legislation that's being
contemplated in some states,
IHRSA has been able to provide
materials, lobbyists and various
kinds of coaching that have
allowed clubs to get together
and get what might be a more
relevant story out that informs
state legislators, so that proper
legislation gets enacted and it’s
based on today’s world - not on
perhaps, the upset constituent of
one legislator who brought some
action, not realizing that was not
representative of any state’s in-
dustry or that the action was re-
ally not needed at the state level.
If someone needed
help with staff training materi-
als, IHRSA might be an ideal
place that they could go to. If
they needed to educate a local
banker, IHRSA has the materi-
als that could help. Thinking
of trying to identify the current
financial trends and financial
data? That's updated for the
industry. IHRSA has that avail-
able often in reports and written
documents; the IHRSA Industry
Data Survey, the IHRSA Index,
Compensation reports, a Guide
to Industry Investors & Lenders
in the Industry, written by John
McCarthy and another book on
Bank Financing are all available.
There are all kinds of helpful
materials that THRSA has pub-
lished. If some club is dealing
with sales training needs, often
there are videos or written ma-
terials available. If someone
said, “Gee, I need some sample
contracts or agreements, for let’s
say, non-competes that have
been determined to be wvalid,
THRSA might be a resource for
some examples of those things.
If someone wanted a referral to
a consultant for a special need
they have because they needed
to do a club valuation or to con-
test real estate taxes or help with
an insurance problem, THRSA
might be an ideal place to go to.
So, part of what the
message is that IHRSA has a

wealth of resources and mate-
rials that clubs need to find out
about them and then need to
take advantage of them more
appropriately.  That is what
IHRSA should be as part of their
reason for existing. Frankly, it’s
up to the clubs to help educate
themselves for success.

Next month in Part II, Rick
Caro will respond to the fol-
lowing questions:

+ Please “grade” IHRSA in the
following areas as either an A,
B, C, D or F and support each
grade with your reasons.

- Achievement of its Mission
Statement: “To Grow, Pro-
tect and Promote the health
and fitness industry, and to
provide its members with
benefits that will help them be
more successful.

- Results in America to date
with respect to IHRSA's ef-
forts to lead the industry as
steps up as a solution to the
growing public health crisis
of obesity and overweight.
Initiatives such as “Ger Ac-
tive America”, 120 Million by
2010, and our newest initia-

tive: ° Lost It at the Club.”

- Success of its Public Policy
Policy as the primary de-
fender and promoter of the
health club industry in Wash-
ington, DC and in state capi-
tals across the country?

- IHRSA Club Member satis-
Jaction with the organization’s
Meetings and Events?

- Value to IHRSA member
clubs of CBI Magazine, In-
dustry Data Survey, the new
“Get Active Magazine” and
the also new “Club Business
Entrepreneur Magazine?”

- IHRSA’s library of educa-
tional materials assembled
over 25 years and intended to
provide [HRSA member clubs
with resources to advance
their industry knowledge and
expertise?

- IHRSA Board Structure
now with 16 members com-
pared to 9 members in the
when you started the Associa-
tion?

* What ‘suggestions for success’
would you give the new, incom-
ing CEO/President of IHRSA

(See Rick Caro page 24)
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in a club industry ‘shake-
out’ ?

(2) When consulting with a
club owner, what steps
do you take to cause an
excellent, very productive
working relationship with
your client to happen?
What makes a “good cli-
ent”? What makes him
ready to benefit from
your consulting exper-
tise? How do you help
him to “use” your services
fully?

(3) What is the main area yon
consultin? How have you
made a difference with
your clients and their suc-
cess?

(4) How do you define
a successful consulting
assignment?

As in Part I- the ques-
tions listed above are not re-
stated before each consultant’s
responses show below. Each
question above is numbered
with the same number below
that precedes our expert’s com-
ments.

Mike Chaet
Founder —- CMS
Club Marketing and
Management Systems

Mike Chaet, also
known as the Clubdoc, is a
veteran industry consultant who
started “on-the-road” too. To-
day, Chaet heads CMS Global,

an organization with a line-up
of consultants around the world.
“Clubdoc™ moved from being a
club manager, then a “road-war-
rior” consultant in the 1970’s to
build a big business that has, as
his newsletter for clubs title indi-
cates “Survived and Thrived”.

“Clubdoc’s” “Survive &
Thrive” Strategies

The Advice to
club owners who want to
make the most of both the
“good” and the “bad” times:

1. Make your members
the central focus of your busi-
ness.

2. Create market dif-
ferentiation.

3. Have a focused
marketing plan and execute it
precisely and aggressively.

4. Have a proactive
sales plan and execute it impec-
cably.

5. Reduce waste and
improve efficiencies.

6. Plan for, create, and
master - change.

7. Focus on ecritical
concems.

8. Acquire and use
good information.

9. Learn and improve
on a daily basis.

Mike Chaet also
founded the Independent Club
Operators  Association for in-
dependent club owners only.
The recent CBI Cover subject
developed ICOA to provide the
following services for the ICOA
Members:

*  Subscription to Official

ICOA News Journal

“Survive and Thrive”,

* Monthly ICOA Cy-
bercasts and Training
Programs.

* Password to Members
Only ICOA Website.

*  Monthly ICOA E-Let-
ter and Industry Up-
dates,

* Networking Opportu-
nities for Thousands
of Other Independent
Club Owners.

*  News Journal Archives

* ICOA Travel Pass Re-
ciprocal Program Ac-

cess to:

* Official Membership
Certificate and Front
Door Sticker.

*  Preferred Vendor
Discounts,

* ICOA Meetings and
Global Conventions.

TIMSSF
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- The Highway to Maximum Profits

Mike Chaet’s response to the
Sfour questions.

1) The single greatest
strategy any business, whether
a club or other type of business,
is to create a product that is sig-
nificantly different from what
everyone clse is offering. This
product or service should be
very different from what every-
one else is offering. This product
or service should be so different
that its benefits and features
should be automatically looked
at as “unique” and virtually with
no competition. A different or
“unique” club might have dif-
ferentiators in: club appearance;
ambiance, services offered, de-
livery systems, pricing models,
features, programs, equipment
and even business models. If
your product is fruly unigue it
will not be part of a shake-out.
Being different and unigue will
provide “shake-out” insurance.

2) It all begins before
we accept someone as a client.
We start with a very thorough
evaluation of the potential
client’s situation. We need to be
sure we can help the person and
the club. It is our job to find out
who we are working with first.
What their objectives are and to
make sure the fir is there. One
thing we know for sure is if we
“sell” our services hard and they
become a client, they end up not
being what we call a “good”
client because, we may have
gotten them before they were
truly ready to have an “outsider”
help. We therefore, do not sell
our services but rather see if we
can be of assistance.

A good client is some-
one who is “ready” for someone
else to take an objective look at
their club and situation, provide
a plan for improvement and is
willing to be objective about this
process. A good client asks us to
work beside them to help them
reach their goals. A good client
takes our materials and systems
and runs full speed with them.

Usually things are
not going quite as well as they
expected. Things may be a bit
overwhelming and the client is
looking for direction and struc-
ture. We provide solutions, di-
rection and structure in the form
of a system. When they see we
will be providing this and the
light goes off, we know they are
ready. Let the fun begin!

We help our client use
our services full through com-
munication and education. Our
entire process always starts with
a complete profile or analysis
of the operation. From this
we build an improvement plan
and then we move into regular
communications, training and
education. We have six or more
forms of communication with
our clients that we use regu-
larly. Throughout the year we
will offer hundreds of training
programs worldwide in as many
as 7 different formats. Our
education reaches them from all
directions.

3) Our focus is on the
entire club operation as an inte-
grated process. Each department
is interlinked with every other
part, much like every part of the
body interlinks with every other
part. Even a small hangnail can
interfere with other functions in
the body. So, a poorly executed
fimess program can interfere
with the future of new member-
ship sales. Through a systematic
approach we start with what we
call the Big Three.

These are the three
most important things that are
impairing profitability, we im-
prove them first and go on from
there.

We have been in this
consulting business for thirty
years as of this year. Some of
our clients have been with us
since day one. We consider
ourselves partners in our client’s
business operations. With
that said, our clients, preferred
vendors, consultants in over 50
countries and suppliers are all
considered part of team CMS.
We do what we have to make all
of them profitable and success-
ful in their own right. That way
everyone is a winner.

4) When we work side-
by-side with our clients to reach
their objectives.  Success is
when this mission is completed
successfully at which time we
go out for a glass of wine or a
beer and have a good laugh.

Michael Scott Scudder, CEQ
“MSS Fit Biz Connection’

Michael Scott Scudder
(I call him Brother Scudder),
is CEO of “MSS FitBiz Con-
nection.” While still conduct-
ing select private consulting
assignments with quality clubs

—————————
Michael Scott Scudder

and multi-club companies, he
is concentrating more and more
on his “LearnShops” — monthly
online training seminars with
small groups of non-competing
clubs. Some of his current offer-
ings are: “Modern Marketing;”
“Building A Personal Training
Business in Your Club;” “Mak-
ing Sense of Your Group Fit-
ness Program;” “A NEW New
Member Orientation System;”
and “The Low-down on Low
Pricing.” Brother Scudder also
offers a software-based member
retention system.  Upcoming
appearances will be at JHRSA
(March 20 - “Learning & Profit-
ing from the Top 10 Errors Club
Operators Make™); MACMA
Special Seminar (Columbia,
MD April 20 - “Protecting and
Growing Your Fitness Busi-
ness in Challenging Times™);
California Clubs of Distinction
Special Seminars (Los Angeles,
CA May 8 and Oakland, CA
May 10 - “Protecting and Grow-
ing Your Fitness Business in
Challenging Times”); and Club
Industry East (Philadelphia, PA
June 7 - “Small Club Soup-to-
Nuts Success Formula™; June 8
- “How The Heck Do You Com-
pete With $19 A Month?"; June
9 - “Franchising: Should You or
Shouldn’t You?”). For details
about seminars or services,
phone (505) 751-4248 or email
mss(@michael dder.

Here are Michael Scott Scud-
der’s responses to the four
questions. And again, the #
preceding the response match-
es the question.

I) A club owner has
got to understand that he/she
must identify his club’s “niche”
— in terms of demographic/
sociographic makeup, what
those people (members) need,
and then systematize his club
to accomplish the service com-
ponent to make sure that those

(See Best Of page 16)
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customers get what they need and want.
In other words, there must be a bona
fide, quality “delivery system™ of fitness
services in the club or it is likely to fail,
later or sooner. There is simply too much
competition in most areas for a club to
rest on its laurels and keep delivering
“same old, same old fimess.” (Same old,
same old is the routine “basic orientation,
one or two equipment demonstrations and
then you’re on your own™ brand of fitness.
That is very old style and destines a club
for the scrap hedp.)

2) The first thing I do with every
potential client is hold an up-to-one-hour
complimentary conference call with them.
I want to find out if they know what their
challenges are, if they understand their
numbers, if they have a focus on what
they are calling me for. Also, that one
hour really helps both of us to see wherher
we can work together. If we decide to go
to the next step, then I ask them to send
me certain documentation, like two or
three years of P & Ls, their club market-
ing and advertising materials, their mem-
bership sales materials, a brief assessment
of their staff management team, photos
or a video of the club(s), a description of
their program offerings and a description
of their new member orientation process.
If the club owner can’t even tell me why
he is calling, he is likely not a candidate
for consulting...at least not with me! If
they don’t understand their numbers or
don’t have a certain focus on what they
want to accomplish, I probably can’t help
them.

By getting all of this info in
advance, 1 have a pretty good “feel” for
the organization by the time I walk in the
door.

2) A good client is one who puts
his ego aside for the few days that I am
there working with them (and then ongo-
ing, if that is what the relationship turns
out to be). What makes him ready is a
combination of answers above to first part
of #2...and a goal or set of goals that he
wants me to assist them in reaching.

The best way I can help any
client is to be open and straight-forward
with my suggestions to him...and to ex-
pect the same in return. Much of quality
consulting occurs in what [ call the “dia-
logue of discovery” — the willingness of
both parties to uncover non-workability
in the club’s systems of operation and to
mutually develop strategies to make for
more workability.

4) 1 am fortunate, Norm, in that
for the last several years, almost all of
my clients have been already-successful
clubs — usually in the range of 20,000
square feet to about 50,000 square feet
- that want me to come in and take a com-
plete look at their operations and tell them
frankly what I see. Many of my recent
clients have been 3-4-5 or more regional
chain operations that want to look at their
entire structure of organization and how it

will fare going forward in a more compet- [

itive industry. Mostly, I have done two-
or-three day comprehensive evaluations
accompanied with specific consulting in
certain problem areas. Usually, with that
approach, I will do a 2-hour or even half-
day seminar for the entire management
team.

Perhaps, because I'm getting
older and have been lucky enough to
gain some notoriety in our industry, many
club organizations are now calling on
me for more of a “mentoring relation-
ship” — which means I am on-site maybe
once each year and conducting ongoing
conference calls and online work together
throughout the year.

I think my best attributes as
a consultant — that stuff that “makes a
difference” — is twofold. One, | have
learned to be a very “active committed
listener.” | can usually hear solutions to
perceived problems just in the ways that
the ownership/management group speaks
about its operations. The other is the
fact that I have three decades of experi-
ence in this industry, with all types and
sizes of clubs and in all different kinds
of geographic and demographic areas.
(Ironically, I don’t seem to do much
work anymore in really large cities like
Los Angeles or New York...but clubs in
secondary and tertiary cities call me a lot.
Perhaps that's because they know I'm “a
country boy with city smarts. ")

4) | consider a consulting as-
signment successful when:

a. The client is able to
develop better systems of
operations than he had
before.

b. The client is more clear
about histher ‘business
goals...and the path that
will take them there.

¢. The “bottom line™ of the
organization is impacted
positively, be it from
increased revenue
generation  and/or savings
in expenses.

d. We continue a “dialogue
for excellence™ on a longer-
term basis, to facilitate the
client staying on track and
growing in business skills
and profitability.

Casey Conrad
Founder and President of
Communications Consultants
and Healthy Inspirations

Communication Consultants is

a company dedicated to providing high
quality sales and marketing training to
the health and fitness industry worldwide.
Its Founder and President, Casey Conrad,
has over 23 years experience in the indus-
try. She is the author of “Selling Fitness:
The Complete Guide to Selling Health
Club Memberships,” the first book in the
industry which is specifically designed to
(See Best Of page 17)

“Visual Fitness Planner wants to extend a
special thanks to our customers. We are
excited to be working with many of the rec-
ognized industry leaders. Goodlife Fitness
s one of those customers and we value
your business. Thank you!"

CEO

ood

FITNESS CLUBS

David Patchell-Evans
President and Founder
GoodLife Fitness Clubs, Canada

Daron Allen

Visual Fitness Planner

ve always known that personal fraining sales holds the
grealest pofential for increasing ancillary revenue in my
existing clubs. We already do prelfy well at it However, there
/s always the constant challenge of helping personal trainers
sell themselves and their services. The Visual Fitness
Planner was the breakthrough we needed. If combines
fitness assessment with a proven sales platform. It pufts the
personal trainer at ease to ask for the sale. Having the tech-
nology to demonsirate to the individual how they can benefit
from personal training makes it easy asking for the sale. We
have seen a tremendous increase in our personal training
sales. It also helps us retain personal trainers . . .
win. Members love it, a triple win. Everyone profits more all
around. If's a must use tool in any club!”

David Patchell-Evans
President and Founder
GoodlLife Fitness Ca‘uus
Canada

a double

GoodLife Fitness is an excifing, growing company
looking for qualified individuals to help grow their business.

For more information email careers@goodlifefitness.com
or visit us online at www.goodlifefitness.com

ANFITNESS] 1K1 Ers

YIIIIII SALES SYSTEM.
OUR TECHNOLOGY.
GREATER PROFITS.

GUARANTEED!

CALL OR E-MAIL TODAY
TO SCHEDULE A LIVE DEMONSTRATION

WWW.VFP.US

877.837.1212

INFO@VFP.US
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help salespeople sell memberships. In
addition, she has created 17 other sales,
marketing and management books, videos
and audio-tapes, including the best sellers
“Mastering Fitness Sales”, “How to Give

Overcome Objections”. All programs are
available through Communication Con-
sultants. Casey and other staff members
at Communication Consultants speak at
industry conventions and are available
on a limited basis to do in-house speak-
ing and consulting work worldwide, with
a primary focus on successful systems,
strategies and tools for selling health club
memberships as well as creating power-
ful and creative marketing strategies
and plans. Communication Consultants
contact information is 401-792-7009
or 800-725-6147 or via e-mail through
their web site at www.communication-
consultants.us.

Here are Casey Conrad’s re-
sponses to all four questions show above
and each is numbered to match.

1) “There are three real ways to “beat
the competition”:

-1. Have a vastly different product or
service than anyone else in your mar-
ket is delivering;

-2. Have such a far superior product
and/or service that people will be
more likely to want to buy from
you, or;

-3. Have the cheapest price.
Although they certainly have their

place in the market, unless someone is al-

MARCH 2006

www.clubinsidernews.com

ready the cheapest price in the market (#3
above), I am not a fan of price slashing
to try and win the competition game. It
almost always results in a business going
“out of business.” If this doesn’t happen,
then it takes an already notoriously low
quality of business and further worsens
thr profits, not to mention what this does
to the quality of the existing product. #2,

(See Best Of page 28)

Apologies and Correction

In “Best of the Best” - Part I,
last month, part of the response to Karen
Woodard-Chavez' question #3 was acci-
dently omitted. We apologize to Karen
and you, our readers.

Karen’s response to our inter-
view question #3 : “What is the main
area you consult in? How have you
made a difference with your clients and
their success? ™ appears below.

I provide the following services
to my clients:

+  Marketing which includes stra-

tegic planning and branding
to create differentiation in the
marketplace as well as tactical
marketing to create more traffic
to create more sales.
Sales training which includes
interpersonal and selling skills
for Membership Staff, Personal
Trainers, Tennis Pros, Golf Pros
and all other non-dues revenue de-
partments. In addition to teaching
skills, I also provide logistical and
organizational development for the
sales department.

Management training that in-

cludes organizational manage-

ment, strategic planning as well

Karen Woodard-Chavez
as leadership and day-to-day
facilities and staff management.
Service training that impacts all
staff and their ability to commu-
nicate, serve and connect appro-
priately with multiple genera-
tions, cultures and expectations.
A large emphasis of my service
training is on social and courtesy
skills as well as creating a ser-
vice culture that imparts value to
the member and retention for the
club.

“Double our personal
training sales???”

“Yeah right, when pigs fly.”

IFITNESS!""

Still using a flip book to sell?

Why is the most important piece of
equipment in your club so out-of-date?
Visual Fitness Planner (VFP) is an in-

teractive, customized sales system.

Our technology combined with your

system is guaranteed to
increase your profits.

Call or email today to schedule your
live demonstration of the Visual Fitness Planner!
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Powering Up Your Business

By: Will Phillips.

Conflict Builds Better
Decisions

To fully understand the
necessity of conflict from a
management team, I’m going to
divide the reason into two parts.
The first part has to do with
improving the quality of the
decision. You must see better to
decide better. This means getting
different perspectives and view-
points clearly on the table. A
barrier to such full truthfulness
getting used is the non-perme-
able manager. This is the person
who is not open to new informa-

tion, often because it challenges
his world and makes him un-
comfortable. In his desire to be
safe and comfortable, he will put
up a wall which prevents new
information from being truly in-
tegrated in his thinking process.
From the outside, we often call
these people arrogant, egotisti-
cal, inflexible or authoritarian,
Their inability to learn dooms
their business to modest perfor-
mance because they do not learn
and their business can not adapt
to change.

Another way to look at bar-
riers which make it impossible
to truly define the problem or is-
sue as described in Patrick Len-

&No nonsense
stHands-on

(In your day-to-day club operations battleground)

Do you need a
philosopher-in-the-clouds ...
or a soldier-in-the-trenches?

Professional Club
Management, Inc.

It’s the Answer for all of your
Club’s Operational Challenges

dn the trenches
ction-oriented

John M. Brown
President, PCM, Inc.
26 years in the club industry

Call fora Free

Professional Club Analysis
Our Experience is your Best Asset!
Start Today! Call Now!
281-894-7909
www.clubexperts.com

Part 11
i ", On
page 124, he presents a conflict
resolution model that describes
four sets of barriers that distort
any issue and decision.

First barrier, we rarely have
all the facts. Next barrier, the
company culture may not en-
courage full, upfront sharing of
information and opinions, and
company politics distorts the
information.

The third set of obstacles
is style differences between
managers, status differences
due to age, sex or title. The last
type of barriers includes legacy
events. These are bad things that
happened between two or more
people on the team, sometime in
the past. It might have been an
open position that both applied
for and one got promoted and
one didn't. And, the harboring
of ill will can sometimes go on
for decades. This last set of
obstacles have to do with your
style, your skills, your 1Q, your
experience, your EQ, your val-
ues, your knowledge or self-es-
teem.

All of these four types of
obstacles create clouds which
mask the real issue and prevent
the best in decision making. If
you go to the conflict resolu-
tion model on page 125, you
will find a useful exercise for
your management team which
identifies the barriers on your
management team and what
you might do to overcome them.
Posting your team’s plot on the
wall of the meeting room can be
insightful!

The powered up manage-
ment team brings together
people with different perspec-
tives and different barriers.
Their fully honest interaction
now enables the issue to become
clear and the decision to become
better formed. Each viewpoint
and each different barrier when
on the table enables them to col-
lectively see better.

In my work, I've always
referred to this as the “beach
ball issue.” When you hold up a
beach ball between two people,
it represents the problem, op-
portunity or decision that you
are about to make. As long as
you have two different people,
you're seeing two different sides
of the beach ball and you'll
never be able to see the other
person’s side without asking

cioni’s

questions of them and having
a dialogue. In reality, the beach
ball is an overly simplistic mod-
el for the complexity that shows
up in such issues as when do we
raise prices and how much and
what market should we focus
on? Should we expand in our
present facility or go to the other
side of town?

An  additional resource,
if your team is having trouble
engaging in these difficult and
uncomfortable  conversations
which may arise, particularly
around some of the obstacles,
I'll refer you to the book, *Diffi-
cult Conversations™. You won’t
learn anything radically new
here, but it will remind you of
how to have those conversations
that are important, but uncom-
fortable or difficult. It provides
simple guidelines (like don’t
blame) so in engaging in such
conflicts, so you do not get side-
tracked from the real issue and
turn in style conflicts or political
conflicts or positional conflicts
or the very worst-interpersonal
conflicts, which invariably make
blood!

Conflict Builds Deepest
Commitment

The second most important
region for engaging in conflict
is to build deep levels of com-
mitment to decisions -- even
uncomfortable ones. This oc-
curs when a team is address-
ing an issue. Most teams and
most owners are fairly quick to
want to shape a decision having
seen the opportunity or prob-
lem. When this information is
presented to the management
team, as an initial problem or
as a proposed solution, it is
highly likely that others on the
team will not agree exactly on
what the problem is or how to
solve it. If it turns out that you
always agree with the owner’s
definition of the problem and the
owner's solution of the problem,
you're probably not a manager,
but rather a sycophant. The way
that you contribute to the value
of the organization is by present-
ing other sides of the beach ball
which those on your team don’t
yet see. Engaging in this conflict

to discover various aspects of

the issue and its solution is what
enables evervone to be HEARD.
Being heard is the same as be-
ing respected. It builds true

Will Phillips
commitment to the final deci-
sion. And without commitment
there is no self-accountability.
And with no self-accountability
there can be no team account-
ability. And without account-
ability organizational results are
severely compromised.

One of the curious dynam-
ics of human beings is pointed
out in the “Five Dysfunctions
of a Team” that when a decision
is made, you don't have to be in
100% agreement with it to give
it 100% of your support. Over
and over again, when human
beings are not involved in the
making or the fashioning of the
decision, they will withhold a
certain amount of commitment.
We often say they don’t own the
decision. The way ownership is
built is by grappling with the
decision, by engaging in the
conflicts and exploring the dif-
ferences that arise between you
and the others on the manage-
ment team. As this occurs it is
critical for others to listen and
let those different views perme-
ate them. You may not like them
or agree with them, but do you
truly understand them? Do you
understand how another man-
ager comes to hold those views?

Once individuals have done
this and feel that they have been
heard, they are willing to go
along with a decision that may
not have been their first choice
because they have ownership in
the process of making the deci-
sion, and because they realize
that they are not the CEO. They
realize that taking more time to
collect more data or to postpone
the decision is an impractical ap-

proach. By being engaged in the
(See Will Phillips page 20)
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The InTek Strength Promise

At InTek Strength, your complete satis-
faction is our top priority. When you
work with us, you can expect:

Safe, durable, quality products
The technology involved in the engi-
neering of our products is second to
none. The InTek Pro-Solid Urethane
dumbbell is simply a work of art, and
you’ll find that same attention to quality
in all our weight plates, barbells and
dumbbells. We’re so confident in our
entire product line, we’ll match our
warranties to any company selling a
comparable product.

Friendly, knowledgeable staff
We understand the different needs of
different fitness facilities. Our experi-
enced staff focuses on your individual
situation and the needs of your facility.
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your business.

Fast quotes, on-time delivery
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your product when you need it. And,
yes, we've been known to perform a
miracle or two along the way.
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continued from page 20

process of fashioning the deci-
sion, i.e., the conflict, they own
it. And, in 99.9% of the time,
when individuals have fully
engaged in the conflict, they
are then willing to support the
decision even if it is not their fa-
vorite. In fact, this guideline has
been so valid that when I find
someone on a management team
who is not committed to the
decision, | immediately assume
that they were not involved in
the making of the decision and
that it may be necessary to go
back and review that.

99.9% of the time, when
individuals have fully
engaged in the conflict,
they are then willing to
support the decision even if
it is not their favorite.

Another interesting tool in
Lencioni’s books is on page 129
in the “Overcoming The Field
Guide To The Five Dysfunc-
tions of a Team” where he pres-
ents a model for the depth and
frequency of conflict. It ends up
with four different possibilities
and it asks this question to each
person on your management
team ---- how often are there
conflicts on your management
team? And, how deep are they?
And with those two different di-
mensions, we get four possibili-
ties. Not many conflicts, not very
deep. They're rare and shallow.
On the other hand, we have fre-
quent and substantive conflicts.
This is what Peter Drucker was
talking about ---- the foundation
of good decision making and
commitment building. But, there
are two other extremes that are
also interesting. And, that is that
we have in-depth conflicts, but

they are extraordinarily rare. Or,
that we have frequent, but shal-
low conflicts. By encouraging
each person on your manage-
ment team to rate one another
on this four-square model, it
will give you a very interesting
perspective of areas where your
management team can improve
in its decision making ability
and in achieving results.

So in summary, conflict
gives you better decisions and
higher commitment. Adjusting
the fuel rods of the management
team which nurture productive
conflict is now your challenge.

(Author Will Phillips is the
the Founder and CEO of REX
Roundrables  for  Executives
which operates 24 industry
roundtables including 10 for
club owners and GMs in the
US, Canada,
New Zealand.

Australia and
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If you run any type of fitness business...

4 Where do you go to get that one new ldea
N that will change your company forever?

Plummer Tour 2006

||B¢lllll|llﬂ TIIIII‘ Ilates Why you might consider a seminar this year...

We understand bow hard your job is, which is why our seminars kave been so popular for
so many years. More competition, extreme price discounters, chain clubs opening all

nnr“ 19.20 around you and staft nightmares are all 3 part of what you do every day in this business.
I you own or manage any type of flitness business, we have new ldeas that will help veu
na“imﬂre' “n make more money and compete sm::nunmmama During the last vear,

Thomas Plummer Seminars have attracted thousands of people, including small tralning
cenlers, the biggest chalns in America, independent club owners, wellness and bospital
"a' 1,_18 facilities and even clubs that are in new categories.

= e = it's been hard to make money ln this business during the last several years but we have
c““:“l“au. n" the ideas and resources 1o help you change what happens. Hew ideas and leadership Is
what the Thomas Plummer Company is all about, and we promise that if you give us two

days, we can make a major difference In how you make money.

June 21-22 In Their Own Words...
-Every club owner, no matier how long they have been in the industry, needs

Denver, CO to attend a Thomas Plummer seminar.

Jason West

21 North Columbus Athletic Club

II“' 26- -Themas Plummer is very fun and inspirational, the information is top netch,
Stamford, CT and | just enjoy being around other gym owners for 2 days.

Ken Lauri

llonri: :u; Express

mman {100k forward to attending and sending my staff (o a Plummer seminar every

year. | take something back each time that will help take my business to the

il level.
TraoMASPLUMMERCOMPANY "emievel

The n"fst Answiers, At the riﬂﬁ-t time, fﬂ your Fuasiness Double Diamond Athletic Club
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...Personal Notes
continued from page 8

against the obese and fat people
of America that needs to be
changed in your heart and your
mind! I am writing to you here
fo try my best to do that, if you
are not already there.

Maybe you have al-
ready risen to these heights in
the fight against obesity and you
lead others there too. Again...
good on you! If you have pre-
pared for them and are targeting
and helping the obese, please
accept my thanks and my ap-
preciation for your work to date
with the obese and overweight.
Keep it up! And, I do want to
hear from yor about what you do
and how you do it, so that | may
share your wisdom, knowledge
and experiences in this realm
with CLUB INSIDER readers
worldwide.  And, hopefully
from this, you may even wish
to accelerate your efforts in this
area.

If you and your club
are not prepared for and do-
ing all you can to be a “FAT
Friendly Health Club” please
realize that this writing will help
you to do so.

Part of my dream is
that your single act of reading,
understanding and embracing
this message from me, will give
you a NEW VISON for the BIG-
GEST and BEST TRUE MAR-
KET for your club. A market
thousands of health clubs in
America are NOT tapping yet.
And, I hope we can give your
club a NEW LIFE from seeking
and signing new members from
the masses of obese and fat in
our American society.

I seek only affirmative action

Jrom you now.

So, I say now with no
fear about sharing my dream
with you...read about my dream
and after examining my mes-
sage herein, adopt it if you will.
Share my dream with your staff.
Modify your club and opera-
tions as I describe them below
and help me and IHRSA, make
this happen. Keep this message
in your heart forever. After
study, understanding and adop-
tion of my dream, then act fast
to begin to change your club and
pursue this market, a market that
may be a brand new market for
your club.

Adapt them and make YOUR
club a “FAT Friendly Club™!

Realize now that your
people, those on your member-
ship rolls, should begin today to
include a LOT more, millions
and millions of Americas that
are members of the world’s
obese and fat population. They
need your need your help now!
But, because of “intimidation,
embarrassment and tear of em-
barrassment” they are afraid to
come into your club’s doors

A Description of the 215 Cen-
tury...”FAT Friendly Health
Club!™.

My dream calls for
those of you in our industry
that have NOT changed your
club’s lobby and some workout
area layouts to make obese
and fat individuals feel at ease
and comfortable coming into
your well equipped club...you
should perhaps, immediately
consider doing so.

However, “physical
changes to your club” will not
work unless you as the owner,
manager and employee of your
club, adjust and change your
own mentality and your staff’s.

You must meet regu-
larly and discuss this change to
become a true “FAT Friendly
Health Club!” Your club’s
“corporate culture” and result-
ing operations must be modified
and changed.

And, importantly you
must get yourself and your staff
outside of the doors of your
club to seek, meet and gpenly

recruit_obese and fat people

Welcome them, embrace them
and support the arrival of obese
and fat peaple...and trust me,
you will score hundreds of
new memberships if you treat
them as you would wish to be
treated, were you obese and
Jfat. Remember the GOLDEN
RULE! Begin to do this now!
And, STAY TUNED...for next
month’s blockbuster, Part II
in our 2" wonth in a row,
IHRSA25 Special Edition that
will carry the latest news and
photos from the big show!

The article headlines
for Part II of this very special
Norm’s PERSONAL Notes
coming in April are: Therein
Is the Rub!; A Monstrous Dis-
connect Exists NOW Between
Obese and Fat Americans and
the 215U century health club
industry! They are dieing for
help...to coin a sad and true
phrase; The “FAT Friendly
Health Club” In Action; My
Book..."Leaving FAT City!”

Arrives Electronically on May
15th, go back to ad on #5 in
March and April issues and
sign up now; Become a “FAT
Friendly Health Club!” owner
today!

The health club indus-
try is truly in a unigue posi-
tion to be different and to help
America... when no one else on
Earth can. Doctors, weight loss
shops, home fitness equipment
and the “infomercials” cannot
do what you can do. YOU are a
“chosen one”.

Will you scoff at this
REVOLUTION I am starting
here today? Will you RISE to
this truly once in a lifetime op-
portunity? In 10 years, those of
you that do rise will be glad you
did.

America will one day
thank you for saving it from
economic ruin at the hands
of obesity. This is a tall order.
This is your country. Dr. Car-
mona was right...obesity could
be worse than terrorism some-
day...but the fight involves
heart and soul.

Are your going to
FIGHT for your country or
not? Join this REVOLUTION!
And...STAY TUNED!

* U.S. Surgeon Gen-
eral Vice Admiral Richard
S. Carmona, M.D., PPH.,
FACS., America’s Chief
Health Educator, testified on
July 16, 2003, before a subcom-
mittee in the U.S. Congress on
the “Obesity Crisis in America.”
He stated: “The crisis is obesity.
It’s the fastest growing — cause
of disease and death in America.
And, its completely prevent-
able.” He went on to say, nearly
two out of-three Americans
are obese or overweight.” He
added “Nearly one out of eight
deaths in America is caused by
an illness directly related to
overweight and obesity.” In
early February he stated in a
speech that “If the United States
does not take action to address
the obesity epidemic, it could
become a bigger threat than
terrorism! Obesity is Americas
terror within, and health and
fitness experts continue to at-
tack it stressing the vitality ex-
ercise has on Americans’ daily
routine.” Next month, in my
Norm’s PERSONAL Notes
— Part 11, contained in our April
and 274 THRSA25 Special Edi-
tion, 1 have some comments
about the U.S. Surgeon Gener-
al’s comments reported here.

Well, this “SPY on
Obesity” for our health club
industry would like to weigh-in

just a bit now after Vice Admi-
ral Carmona’s comments with
a comment of my own to you
about where I think America
is headed. In my new book,
“Leaving FAT City!” soon to be
released electronically world-
wide on May 15, 2006, (see
pages 4 and 5), 1 write about
some [LLs in America that don’t
get much press. They do not get
much press because the press in
America is afraid to write about
itself like I candidly have in my
new book. These two ills are di-
rectly linked to each other. One,
is the unspoken national crisis...
of alcohol abuse, that easily
and sometimes ultimately leads
to alcoholism. In my not so
humble opinion, that my friends
is “America’s terror within™! 1
comment in my book that alco-
hol abuse starts as a small part
of one'’s life and grows, just like
a normal body starts small and
grows and if left unchecked, it
becomes clinically obese over
time Ultimately, unless checked
and gotten under control, al-
cohol abuse, will grow, like a
body out of control and abuse
will become alcoholism. The
fact that both the abuse of al-
cohol and alcoholism are huge
contributing factors to obesity is
not a silly idea. Trust me. The
truth is, even relatively innocent
early alcohol abuse helps the
body become obese. It’s about
the calories and diminished dis-
cipline from the early drinking
days thereafter.

Then alcohol abuse or
alcoholism (call it what you will)
teams-up with obesity to cause a
third national crisis, DIVORCE
in America! To me, it is very
sad to think that in this great
country, with all we have that is
GOOD for the people, marriage,
our family institution, is on the
rocks, too.

I, from my bad expe-
riences with alcohol in my 60
years, (from age 16 to age 54)
credit alcohol abuse as a “feed-
er” of obesity and that I believe
they are the two root causes of
America’s 50% divorce rate.

You can throw money,
or the lack of it, into the divorce
formula too, as sort of a bad
offshoot of it all. Drink more,
eat more, exercise less, get big
and round and ugly fat...make
less money...get divorced...
cry...and wonder why that all
happened? Hello! Moreover,
I liken marriage in America as
sort of “bait and switch”. How
many couples do you know
where when the wedding bells
rang, both were slim, beautiful

and handsome. Then, for some
couples, only one of the two get
really big and fat. So, what does
the other party to the marriage
feel like? That party, provided
she has stayed slim, feels that
she got rooked! One thing for
sure, though...the FAT one does
not feel screwed (anymore). I
think you follow my drift.

Now don’'t get me
wrong here...I am nor talking
about your drinking. I'm talk-
ing from experience about my
drinking and relating here as
“part of the problem™ for a por-
tion of 185 million obese Ameri-
cans. In fact, virtually all of my
friends drink regularly. T just
gave it up 5 1/2 years ago for
life because 1 knew it was bad
for me personally, since I am
of Irish, Scottish and Cherokee
Indian descent. But, we have a
great time together in my com-
munity. In fact, I have a little
part-time entertainment  deal
called “Norm Cates’s Special
Events, Inc.” and I produce
two of Atlanta biggest parties
every year. They are called The
“Great Characters of Atlanta
Party” (lS"lh year coming up)
and the “Legendary Ladies of
Atlanta Party.” So, I am no holy
roller, thou I believe in a God.
I never bug my friends about
their drinking, except as a D.D.,
unless they are complaining to
me about the fact that they can’t
lose any weight, even though
they are exercising some. Ba-
sically, T love to raise hell and
dance and that’s pretty much it.
It gets harder to raise much hell
when you turn 60 because folks
expect you to behave...but they
know me around here and don’t
bug me when I get rowdy. I'love
to “Make It Fun!”

So, with the above
said, let me explain why I just
wrote all that. It is because
as a veteran of both excessive
drinking and obesity, / am now
very convinced that at least
30% of the obese fat people in
dmerica are that way, at least
abuse. 1 would love to discuss
these beliefs 1 have with our
U.S. Surgeon General. All four
are all linked with one com-
mon denominator: FAT = A
crummy life, less achievement,
little pride and significantly less,
REAL happiness. Alcohol abuse
destroys exercise and nutritional
discipline. People who drink a
lot of any form of alcohol tend
to eat too much of the wrong
things, get obese and fat, make
less money (studies prove that)

(See Personal Notes page 24)



One Part You.
One Part Us.

Blend. Serve. Profit!

The simplest recipe for success yet.

Blends-4-You is making quite a splash. Call or visit our website to see what all the excitement is about.

877.779.2536

www.Blends4 You.com
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...Personal Notes
continved from page 22
and then get divorced. The
cycle goes on. Then...the fat
one will often lose weight, get
pretty or handsome again...get
married. Settle down...start
drinking more again, etc. And
the beat goes one. He or she
gets bigger and bigger, again
and again and then they die. Do
you know why they don’t have
many obese fat people in old
....Norm’s Notes
continued from page 6
his great company with just
8777 in his bank account!

* Congratulations to
RAY BOUDREAUX and all of
his team at BodyMasters, as Ray
announced that the 27-year old
privately held business Chapter
11 Plan of Reorganization has
been formally and overwhelm-
ingly approved by the federal
court and its creditors, just 14
months after the filing.

* CHRIS BALLARD

folks homes? Because the fat
ones are dead or in the hospital.

Do any of you great
folks out there in our wonderful,
illness-prevention and healing
industry have any idea of the
power you collectively hold in
your hands with respect to fixin’
many of the ILLS in America
described very briefly here with
much more in my book about
the true realities of obesity from
your ‘ol SPY here!

Publisher of Fitness Manage-
ment Magazine has announced
the winners of the Nova7
Awards for 2006 and they will
be “toasted” at a reception at
The Tempo Bar at the Las Vegas
Hilton on Tuesday, March 21,
Sfrom 5 p.m. to 6 p.m. Congratu-
lations to all of the winners!
= Category 1: Facility Design,
Construction and Decoration
Winner: Fitness Plus, Cape
Girardeau, Mo.
* Category 2: Fitness Prescrip-
tion and Assessment

Think about this cycle
and the honest obligation you
have to your members to re-
ally help them. Think about how
YOU can make a difference, a
very big difference in their lives
by discussing these serious is-
sues with your members. OHH-
HHHHHHHHH! You don't
want to talk to them about this
stuff, eh?

Then I will do it
through my book “Leaving Fat

Winner: LifeStyleRx, Liver
more, Calif.

* Category 3: Exercise Incentive

Programming
Winner: Choosing Health
Fitness Center, Nutley, N.J.

* Category 4: Events, Classes

and Community Outreach
Winner: Merrint  Athletic
Club, Baltimore, Md.

* Category 5: Customer Service
Winner: MediFit — Nokia
Wellness  Center, Irving,
Texas.

. Catggory 6: Websites and New

City™ on May 15, 2006..

Oh yes, and let me
throw in the close here...the bot-
tom line of obesity in America.
If we in our industry do not team
up and turn America around in
the other direction with respect
to helping people get control
over their lives, bankruptcy of
the United States Government
due to runaway health care costs
for America’s Corporations and
private citizens is clearly in
Technology

Winner: Pulse Fitness and
Weight  Loss  Centers,
Mundelein, 1.
* Category 7: Management,
Marketing and Sales
Winner: TELOS Perfor-
mance Center, Dallas, Texas.
*  Nova? Supplier award
Jor Best Cardio Equipment:
SportsArt.

Well folks...this has
been a busy edition and it's time
to go. Hope to see you in Las
Vegas at IHRSA25.

swami’s cards!

Now is the time, IHR-
8§A425 in Las Vegas, is the place,
So, while I am in Las Vegas I
think T will just start a little
revolution “outside-the-box™

in our industry in America. [ do
hope you will join me! Cherio
and STAY TUNED!

* GOD BLESS our
Troops, Airmen and Seamen in
IRAQ as they fight on for free-
dom and another Democratic
SJoothold in the middle east.
GOD BLESS the families of all
of our servicemen and women.
GOD help those poor citizens of
IRAQ as they try to survive to
enjoy the changes being made
by American sacrifice in their
country. And, GOD BLESS all
of you and may he bring you
health, happiness and more
profits in your life!

-..John McCarthy
continued from page 7

Rule # 6. Be Posi-
tive. When all is said and done,
staying positive, confident and
bullish on your future is never
more important than when your
ship is being buffeted by the
storms of competition. Then,
more than ever, your staff needs
to feel your drive, your confi-
dence and your commitment.
Never grouse, never blame and
never go negative-either to-
ward your own team or toward
your competitors. The moment
that you begin complaining,
especially about a competitor
is the moment that they sense
fear, defensiveness and a lack
of confidence. None of these
emotions build confidence in

those with whom you work.
In situations like this, leader-
ship shows what it’s made of.

Rule # 7. Be Clear.
This is the issue of identity. This
is-for almost all clubs-not the
time to abandon one’s identity,
whether it be as a family club
or an adult fitness center or a
low-cost provider or an upscale
facility. But rather, it is the
time to STRENGTHEN AND
CLARIFY that identity. Yes, it
is a time for innovation, but op-
timally, it should be innovation
that strengthens your identity
rather than betrays or compro-
mises it. The goal is to add
value rather than to retreat, to
play your own game rather than
that of your competitors and
to attack rather than to hunker

down in a defensive position.

Rule # 8. Be Sharp.
This is the time, in the words of
Stephen Covey, to “sharpen the
saw,"” to invest in sales training,
service training and hospitality
training to help your people “be
all that they can be.” Whenever
any new competitor enters a
market, it is likely that, at least
for awhile, your club’s “leads™
will diminish, which means
you will need to score a higher
“closing percentage” than ever
before. Also, keeping every
member that you have now
becomes more important than
ever, so it is crucial that your
staff’s hospitality and service
skills be honed to a higher pitch.

Rule # 9 Be Real. Nev-
er put your head in the sand and

suggest to anyone that the new
competition will not affect you.
Every competitor takes a slice
of the market. It may be a small
slice-but it’s still a slice. Maybe
it’s only 25 members or 50 or
100 or 200, but at most clubs,
it’s that final 10%, 15% or 20%
of the membership that consti-
tutes 100% of a club’s profit-
ability. Losing just 10% of the
membership often means losing
100% of your profitability. The
stakes are high, and one strong
competitor can spell the differ-
ence between life and death.
Take every competitor seriously.

Rule # 10. Be Parr-
nered. Clay Hammer, one of the
industry’s premier consultants in
the 70°s and 80's, never tired of
repeating the refrain “same bed,

same dream.” This was his way
of saying that the best ways to
mobilize your team to mount
an all-out, counter-offensive
against a formidable competitor
is to create incentives for them
to “partner” with you in achiev-
ing desired results. As the leader
in your company, you do not
want to go into battle alone. You
want your entire team behind
you and in front of you. You
want them to be as committed
as you are. To achieve this, put
some financial incentives on the
line, so that when you win, they
win, too.

John McCarthy, Executive Di-
rector, [HRSA

«.Rick Caro

continued from page 12

that will be challenged with
filling John McCarthy’s shoes
wom in his Executive Director
role over the first 25 years?

* As the “Father of
IHRSA” you’ve stayed close
to the Association for 25 years,
often working behind the scenes
to help. What do you now envi-
sion for THRSA for the next 25-
years?

* Last summer, when
I published my writing in our
June, 2005 cover report entitled:
“The FUTURE of IHRSA" you
indicated to me that you might
be supportive of a two - part di-
vision of IHRSA to provide in-
dependents with a more focused
Independent Club/ THRSA rela-
tionship. What is your view on
that idea today and why?

* IHRSA has had over
100 Board Members since the
beginning. Now, as the Associa-
tion moves forward for the next
25 years, what advice would you
give any IHRSA member who
might be interested in serving
as a volunteer, uncompensated
IHRSA Board Member?

(I, Norm Cates, am a
32-year veteran of the health,
racquet and sportsclub industry
having developed, owned and
operated clubs in the Southeast
for 20+ years before beginning
Publication of CLUB INSIDER
13 years ago. 1 was the 1st
President of and a Co-founder,
with Rick Caro and others. Rick
Caro should have been both
the Founder and 15! Presidemt
of I(H)RSA. But, he was too
busy that year. The IRSA (then)
Board chose me. Rick was our

2nd President. It was the great-
est honor of my life, except for
being the Father of my son,
Justin and a 10-year “stay-at-
home™..."Mr. Mom”. That’s ac-
tually how the CLUB INSIDER
got started. Now that Justin is
grown and away as a Junior at
the University of Georgia, |
now pour all of my heart, en-
ergy. dedication and passion in
my heart 1o try to HELP all of
you every month, the best I can.
I honestly do LOVE all of you
"chosen ones” with a true pas-
sion, for who you are in our
world and what you do for
humanity. In March, 2001, 1
was honored by IHRSA with its
DALE DIBBLE Distinguished
Service Award and was thrilled. |
may be reached at: 770.850.8506
or email: clubinsidernews(@
mindspring.com)

(lub Industry Consulting, LLC

Club Industry Consulting provides developers, investors, club owners and
club operators with a comprehensive package of professional services
relfated to the litness, health, doli and sports club industries.

Contact Stephen Tharet(

1-972-317-6703




s your ciub losing out on'the
Weight Loss Market?

The ‘EasyZone’ Weight Loss and Nutrition Centers add a major.
profit centre to your club regquiring less than 100 sq; ft.

=l i
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What is an

‘EasyZone’ Weight Loss Lt

& Nutrition Center? —

v An extremely credible low cost, high profit, turn key wellness program that will assist in increasing personal
training sales.

A fully automated system that will provide your clients with a totally personalized weight loss plan!

A huge opportunity to attract previous “gymphobic” clients.

A successful retention tool because it delivers results, it educates and it promotes client interaction.

Allows your clients to lose 2-3 pounds per week using grocery foods of their choice “Eat smart, Not less”

A proven business model with over 6 years of success providing 40,000 meal plans resulting in approxi-
mately $8 million dollars in profit!

Training and promotional materials available

R, CSSEKKS

See us in Vegas at the
IHRSA Show
We’re in booth 2819

North America 1-866-LOOK FIT (566-5348)
905 827 3824 Ext.700

or Email: EasyZone@cogeco.ca
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e convert your
membership contracts into

For many years our clients have told us our people and systems

CASH!

are great. And what they appreciate most is getting their
customers’ money up front. Give us a few minutes on the phone

or visit our website to find out how we can increase your cash flow.

Providing tomorrow’s revenue - today!

800.735.FAIR (3247) = www.fairfinance.com

By: Jim Thomas

Well, February has
passed. Were January and Feb-
ruary the success you thought
they would be? We're always
telling anyone who is willing
to listen, that January success is
guaranteed to no one. It’s about
following a proven system and
having a winning attitude.

The successful clubs
we see all have one thing in
common in this regard...they
are proactive versus reactive.
They think it through and they
have a plan.

By putting your plan on
paper you will be more empow-
ered and feel less stressed.

It all sounds very easy,
but most people who sit down to
do this for the first time find it
very challenging. Most likely
you've become accustomed to
putting out fires and reacting
to the things around you. Take
control today!

Here is a good place to
start each month. A Plan of Ac-
tion. It becomes your roadmap
for success. Use this outline and

let us know how you're doing.

1. Starting point. Be-
fore deciding where you want to
g0, see where you are at. Find a
quiet spot and write out a clear
statement of where you are to-
day. Take your time. You have
been without a road map for this
long, a little longer won't hurt.

Be as professional as
you can. This is not a “make me
proud of you™ exercise noris it a
“kick-me” one. Be honest.

2. Written Goals.
Writing  crystallizes  thought
and thought motivates action!
Begin to compile a list of what
you would like to accomplish
in your club. List both tangible
and intangible goals.

After completing this
list, go back and arrange them
in order of their priority — most
important to least important. As
you do this, be careful your pri-
orities are not all coming from
one area.

3. A Plan. Now that
you have prioritized your goals,
why do you need a plan?

*It will be easier to
make things happen

Create a Plan that Works

Jim Thomas

* Knowing the big

picture will allow you to make
fewer and ecasier decisions.
Sound planning will not always
make it clear what your current
decision should be, but it will
make your decision-making
casier. Ask yourself: Will what
I am about to do help me in the
attainment of my goals? Plan-
ning will allow you to make the
(See Jim Thomas page 30))

A Message from
Fitness Management & Consulting...

When The Going Gets TOUGH The Smart Get Help™

What's been your experience with training programs?
Did some group or some person come to town, share some
selling tips with your people, and get them interested? Then,
after he or she left town, did your people return to their old
ineffective ways of selling?

We can change all that for you - by delivering highly
effective training that measurably increases your membership
sales results. Here's a comment from one of our clients:

“As an owner of an independent club, I found myself
somewhat isolated within the world of health clubs. Jim gave
me a window into the entire industry. In doing so, he was able to
directly affect the large increase in our sales and to streamline
our expenses. The end result was a 22% profit margin. If you
can get him, get him!!"

What do we do that's different? We provide topnotch
training combined with regular follow up training with each
member of your team. This follow through reinforces skills and
measurably increases your sales results.

Whether you operate a health club, fitness center, gym
or other type club, Fitness Management and Jim Thomas have
a program to fit your need, expand your market base, and
keep your members and staff productive and enthusiastic.
Jim Thomas may be reached at 800-929-2898, jthomas®@
fmconsulting.net or www.fmconsulting.net.

Jim Thomas

FM




We help you see the club for the trees

Generate more qualified leads
Close more sales

Retain more members

See you at

IHRSA

Las Vegas
Booth

2961

If someone can't see the wood for the trees, it means
they get so caught up in the day-to-day that they fail to
grasp the bigger picture — let alone profit from it.

Discover why Greenmaple Wellness is such a
valuable, powerful tool for club owners. We help you
and your staff easily implement highly effective strategies
that will continuously improve your club's performance.

Our 'soft' approach is fully customizable to your club
and its marketing or promotions. Our online health and
wellness magazine connects seamlessly from your
club’s website to entertain members and enrich the
club experience. Our new communications package
offers a friendly way to reach out to prospects and
members directly with a welcome, cost-efficient
alternative to traditional marketing.

To see how it works, visit us online or call:

bireenmaplewELLNESS

COMMUNICATIONS

1-888-355-1055 www.greenmaplewellness.com

FitDV
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What are the benefits of e-Learning for clubs?
* Online training of employees via the internet » A low cost, efficient way to

train your staff - Easy access, 24/7 + No work time loss or travel expenses to
conventions and conferences * Employees learn in real time, at their own pace,

and in their own space * Training customized for the club industry by industry
experts and nationally recognized business leaders « Improve the knowledge

and skills of managers and staff Key Features of the Club Performance Program

* Over 100 lessons available
* Sales training

* Customer service training
M /Supervisor/L

a5 L

dership training

* Human resource topics

* Testing and employee reports

* Option to create your club’s own private label
! earning Center and add custom lessons
Club Performance Network

1-866-850-2582

...Best Of

continued from page 17

although being far superior, is
something everyone strives for,
the vast majority of businesses
simply fall intoa “middle”
category, with no real selling ad-
vantage in products or services
over the competition.

Let’s face it. Most clubs
look the same, have the same
equipment and offer almost
identical services to their mem-
bers.

This is NOT to say that ev-
ery club operator shouldn't
strive to offer the best, most
exceptional service to members,
because they should. It is just
harder to do than it sounds.

This leaves #1, having a
vastly different product or ser-
vice. The book “Differentiate
or Die", is a phenomenal read,
as well as “The Blue Ocean
Strategy”.

Both of these books il-
lustrate how coming up with a
new product, service or market
segment is the one thing that
makes competition irvelevant.
Think about Curves.

Oh, sure, some people will
say that the reason they are suc-
cessful is because they are cheap
at $29 per month. But that is an

A well trained, member oriented staff is critical to

differentiating your club In today's competitive market."

inaccurate assessment.
There are many, many
health clubs that are in the $29
range. There always have been
and always will. And, droves
of women were not and are not
flocking to those doors to join a
gym! And, not taking anything
away from their success, it cer-
tainly wasn’t because they had a
far superior product or service.
Curves is succeeding because
they have made and delivered a
very different product!
Certainly, doing evervthing
You can from a management,
operational, and functional
standpoint to create a superior
product, is always important
and necessary to increase any
businesses success. But, to re-
ally break out from the pack and
make competition less of a con-
cern, fo be bold, 1o be remark-
able, to be memorable by being
different, is the KEY.
2) Step one is to do
a complete assessment of the
club’s business. Personally, 1
have developed an extensive
questionnaire for the owner to
fill out. This provides me with
a complete snapshot of how
the business is set up—from
organizational charts to opera-
tions—as well as how they are
performing in membership sales

Faust, Consultant to the Club Indu

www.clubperformance.org

and non-dues revenue. Only
until you completely understand
the business, can you begin to
work towards solutions. Step
two is identifving exactly what
areas of the business need to
be worked on. Step three is
establishing performance indi-
cators—meaning how are you
going to measure if what is be-
ing worked on is actually having
a positive impact. Step four is
establishing a time schedule,
which means determining how
long you are planning on work-
ing together and, in the event
that the outcomes are not being
reached, what is the “separa-
tion” plan. All too often clubs
and consultants do not establish
these guidelines, which can lead
to problems. I always use the
phrase, “Contracts are estab-
lished on bright and sunny days
and read on dark and stormy
nights.” Therefore, just like any
business relationship, all these
things need to be planned out
before beginning to avoid prob-
lems.

A “good client” is one
who is willing to do what the
consultant tells him to do once
the plan has been established.
Club operators MUST realize
that a consultant is just that—
someone who gives advice and

provides training. They are not
at the club to follow through
and integrate. All too often, be-
cause club operators are so busy
“working in their business,” that
they are unable to take the con-
sultant s advice and go “work on
their business.” Inevitably, this
will lead to frustration for both
partics to the relationship.

As to benefiting fully,
follow-up is key. This means
that the consultant needs to ser
specific action points for the
club owner with time deadlines.
(This is assuming it is a client-
club relationship and not just a
one-time training,) Then, the
consultant must follow up with
the client to create account-
ability. Certainly the consultant
cannot “make” an owner do any-
thing, but if they are not at least
following up, the club owner
will be less apt to integrate ad-
vice and skills.

3) The main area of

my consulting expertise is in
sales and marketing. 1 could
give you sensational success
stories as well as failures. Any
consultant who tells you oth-
erwise is lying! The clubs that
have the most success with my
sales services are ones that em-
brace the selling process, follow
up with regular sales training

and use sales tools to measure
performance. As far as market-
ing, this is a much easier area
to consult on and get success
because helping someone create
a marketing plan and coaching
them on improving marketing
pieces is objective and does not
require the human follow - up
like sales training does.

4) A successful con-
sulting assignment is one where
the club attains the established,
measurable indicators that were
set as a goal. Like everything
else in life, if you don’t set a
goal and then measure it, the re-
sult will be floundering around
with no direction.

CLUB INSIDER would like to
thank all of those that partici-
pated in our “Best of the Best”
Parts I and Il.  We urge you to
seek help from your choice of
consultants from our Part I or
1. And, if you do not select one
of this “Fabulous 11" featured
in Parts I and II...or in the
article on theThomas Plummer
Company last month, please
do find help somewhere rather
than staying with your own
thoughts and ideas until it is
too late.
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June 7-10, 2006 * Conference: June 7-10 + Exhibits: June 8-10
Pennsylvania Convention Center
Philadelphia, PA * www.clubindustryshow.com

IW at 90+ seminars providing ready-to-use information including =
more than two dozen sessions specifically for personal trainers .

v

-}4¢{dto your professional credentials with CEUs from 14 top _
organizations and certification exams from ACE, IFPA and NSCA Vo

. gﬂ%ﬁfd’te the latest equipment and services from over 100
leading suppliers

. W with your peers from every type of fitness facility

at FREE special events

June 8

Keynote Address:

Nicholas DiNubile, MD
’ Orthopedic Consultant to
LY Philadelphia 76ers & Pennsylvania Ballet

Author of the new medical fitness

bestseller Framework

Friday, June 9

Free Franchising Seminar

Franchising: Should You or Shouldn’t You?
Michael Scott Scudder, Managing Partner,
Southwest Club Services

Register now: For more information, call

www.clubindustryshow.com 800-927-5007 or 508-743-0105
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best possible decisions about
what to do now.

* You will
rather than be controlled.

* Planning doesn’t
make the future predictable. It
does, however, allow you to
anticipate what is most likely to
occeur.

control

* Planning is a continu-
ous activity, not a periodic one.

* You will be better
able to translate general goals
into specific, measurable objec-
tives.

* Planning will help
you to identify what must be

done to insure desired results,

In your Plan-of-Action
notebook, starting with Goal #1,
begin to write out just how you
plan to go about achieving your
goals.

4. How To Deal With
Roadblocks and Setbacks.
When you have done this for the
high-priority goals, write next
to each goal where the potential
roadblocks and setbacks might
occur. Then, assuming they will
actually happen, how will you
handle them? This may be the
toughest part of the program,
but no one ever said making
your goals happen would be
easy. Then only thing easy is
running around shouting, “What

happened?”

5. Checkpoints. De-
cide upon a realistic “when” for
cach of your goals.

Once you have cho-
sen a date to accomplish each
of your goals, break each goal
down into smaller segments of
minor goals. Select date accom-
plished times for these shorter-
range goals.

6. Scorecard. Go!
Using your plan-of-action and
its checkpoints, act on it! You
will begin to notice a new in-
ternal enthusiasm! What you
have to do on a daily basis won't
seem as painful and/or difficult
because you will know why you
are doing it.

7. Reward System.
As part of your goals program,
decide up-front how you intend
to satisfy yourself. You can ac-
complish any HOW if you know
your WHY.

8. Review. Nothing is
carved in stone. As often as you
like, step back and take a look at
your big picture. Want to make
a change? Go ahead. It's your
plan.

Now you're all set for
next month’s plan of action.
Good selling!

(Jim Thomas is Dallas, Texas is
the President area-based Fitness
Management and Consulting. and
may be reached at: 800.929.2898)
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The world’s first customlzable audlo workouts

for your members. With over 42 million iPod users

your club can be at the front of this

COnNsUuMmer Craze.

Find out today how you can be
an official Podfitness facility!
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Developed by Podfitness and Power Music and brought to you by Body Training Systems.
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Octane Fitness helped contribute
towards finding a cure for ALS
at IHRSA's 25th Anniversary.
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e J Award-winning Octane Fitness donated
‘ $1 towards Augie’s Quest for every minute
attendee’s test rode an Octane elliptical.
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For more information, see us at octanefitness.com.
Contact us at 888-0CTANE4 or sales@octanefitness.com.
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