




A Black FRIDAY has hit 
Bally Total Fitness stock!  

 Today, March 16, 
2007, Bally Total Fitness 
common stock plunged to an 
all-time low of 52 cents and 
closed at .75!   This 62% 
drop in Bally stock came on 
the heels of a Bally confer-
ence call where the news 
was not good at all. Bally ex-
ecutive indicated that Bally 
Total Fitness may have to file 

for bankruptcy.  Another part 
of the bad news in the last 
couple of days was that Bally 
would not file its financials on 
time, once again.  
 However, post-con-
ference activity saw the bond 
ratings for Bally dropping.
 There are many 
opinions now about Bally’s 
future and most of them are 
the company will be forced 
into Bankrupty by this Fall.  
However, some believe this 
conference call was an effort 
to position the bond holders 

of notes due this Fall to nego-
tiate more favorable terms.  
 One industry expert 
who did not want to be iden-
tified indicated that “There 
is a good chance Bally will 
end up better for the mem-
bers in the long run.” Bally 
has a big deal in the works. 
Should the deal work out, 
Bally’s situation would 
be improved significantly. 
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 The opportunity for 
clubs to focus on increasing 
daily club traffic, annual gross 
revenue per square foot and 
retention, could not come at 
a better time.  
 It’s Spring, you know.  
And, the group exercise 
movement is accelerating 
at a time when the last two 

reported years have shown 
American health/fitness club 
membership numbers stuck 
at 41 million.  This accelera-
tion is a great thing for our 
industry.  We need more and 
more clubs with profession-
ally produced and delivered 
group exercise programs.  As 
the group ex class accelera-
tion continues, so will the in-
dustry begin to re-accelerate 

out of the stalled status as of 
the past two reported years.  
The BTS people are not rook-
ies at group exercise pro-
gramming, by any measure.  
The first ever really big surge 
in worldwide group exercise 
participation came in 1989 
when the STEP Company, 
parent company of BTS, was 
launched.  BTS and STEP 
Company partner, Ray Irwin, 

invented The STEP after 
watching one of his young 
sons play with Legos at 
home.  The STEP ultimately 

has been sold to over 20,000 
clubs world wide and that 
number has continued to in-

 Federal forecasters 
predicted in a March report 
published in the Health Day 
News that U.S. health-care 
spending will double by 2016, 
to $4.1 trillion per year!  That’s 
one-fifth of the nation’s gross 
domestic product (GDP).  

Health spending in 2006 was 
projected at $2.1 trillion, or 16 
percent of the GDP. 
 This is a scary re-
port of a projected doubling 
of healthcare cost in the next 
ten years.  
 This prediction clear-
ly shows the important po-
tential role that the 29,000 

commercial health, racquet 
and sports clubs in America 
should begin to play in Ameri-
can history.  
 To date, our industry 
has not yet played a truly im-
portant role in American his-
tory.  Now is our time.  This 
is our chance to make a true 
difference for Americans ev-

erywhere.  
 John Poisal, Deputy 
Director of the National Health 
Statistics Group at the Cen-
ters for Medicare and Medic-
aid Services (CMS), said op-
timistically in the Health Day 
News report, “There is a rela-
tively modest and stable pro-
jection for 2006 to 2016, with 

an average growth rate of 6.9 
percent,”   He noted that pro-
jected growth rates fell slight-
ly in 2006 and 2007 and “that 
would result in five consecu-
tive years of slowing growth.”  
 The Health Day 
News report continued, “But, 
projected decelerations 

 Colin Milner Creat-
ing the Active Aging Indus-
try -  November, 2006 cover 
story – Colin Milner is an 
author, entrepreneur, public 
speaker and industry leader 
who, five years ago, decided 
to dive deeply into the Active 
Aging realm.  He established 

the International Council On 
Active Aging (ICAA) in 2002 
and since then, has made 
great progress with the devel-
opment of the organization.  
 Colin Milner may also 
be described as a true vision-
ary.   
 The CLUB INSIDER 
News featured Colin Milner’s 
ICAA work because it is so 

important to the entire health, 
racquet and sportsclub indus-
try and to every human being, 
50+ or not.  
 The ICAA is an orga-
nization dedicated to teach-
ing active aging to consum-
ers and to the club industry 
so more and more 50+ con-
sumers do become involved 
in health, racquet and sports-

clubs.  ICAA deserves your 
club’s full attention, partici-
pation and support,because 
along with the virtually un-
tapped obese/overweight 
market, the 50+ market is the 
one with the greatest poten-
tial opportunities for health/fit-
ness clubs.    
 You may have al-
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  • Hello everybody!  
This is your CLUB INSIDER 
News Publisher Since 1993 
checking in.  Got news…
news…and more news!  First, 
let me say … I don’t know 
why I feel so doggone good 
today.  It must be my regular 
exercise.  So, stand by for 
news!
 • I am greatly looking 
forward to seeing you in “The 
City by the Bay”, San Fran-
cisco, California for IHR-
SA’s 26th Annual Conven-
tion and Trade Show, March 
28-31st.  I will be at the trade 
show booth #109, so please 
come on by!  HOLLY SNOW 
of The MAC, LYLE SCHUL-
ER’s Renaissance Club in 
Kingston, N.Y., will be assist-
ing me.  Also, please check 
out our Advertiser IHRSA 
Exhibitor list on this page, 
visit these great folks and do 
business with them!  Believe it 
or not, this 26th annual event 
has shaped up to be bigger 
than IHRSA25 last March in 
Las Vegas!
 • Wanna go to Dis-
ney World !?  Club Industry 
East, June 7-9, 2007, offers 
a great opportunity for you to 
take your families to Orlando, 
Florida and mix a lot of FUN 

at Disney World, Sea World 
and Universal Studios and 
other attractions with the ter-
rific Club Industry East Con-
ference and Trade Show.  
This will be the first year Club 
Industry East has been held 
in Orlando.  You can probably 
also write off at least a portion 
of your cost to your business.  
Please see the Club Industry 
East ad on page 26.
 • BLACK FRIDAY at 
Bally Total Fitness!  Stock 
hits all-time low:  52 cents - 
down from $30 ten years ago! 
(See report on page #3) 
 $4.1 trillion!   That is 
the projected healthcare cost 
for America by 2016!  That’s 
right.  In just 10 years Amer-
ica’s cost for the failure to 
defeat the obesity pandemic 
is projected to double. This 
recent news greatly validates 
the comments in our January 
cover story by GOVERNOR 
MIKE HUCKABEE ,who 
served Arkansas for 10.5 
years, and is now a Presi-
dential candidate.  This is 
the world we live in.  I have 
written to you on page 6 about 
basic club operations and 
how this health crisis should 
and can relate to your club 
business.  And, that’s what it 

is, just like Governor Hucka-
bee said in his interview.  It is 
a health crisis, not a health-
care crisis.     
 • CheckFree Health 
and Fitness will introduce 
CheckFree Compete™ 
at IHRSA San Francisco. 
CheckFree Compete is a 
user-friendly club manage-
ment software that enables 
efficient operations and en-
sures security of member 
data.  See CheckFree Com-
pete at IHRSA Exhibit #1629 
and be sure to attend the 3rd 
Annual CheckFree Technol-
ogy Summit on Wednesday, 
March 28th from 3 to 5:00 
p.m. at the San Francisco 
Moscone Center North – Hall 
E.  The event is open to all 
IHRSA Convention attend-
ees.  Club owners, club man-
agers and club Info Technol-
ogy decision – makers are 
encouraged to attend.  No 
pre-registration is required.  
 • RICK CARO’s 11th 
Annual Financial Panel, 
is a do not miss highlight of 
the IHRSA Convention for 
senior industry executives. It 
will take place on Thursday, 
March 29 from 1PM to 2:30 
PM.
 • Congratulations to 
MR. BILL HUBNER as he 
will be honored next Fall with 
WALLY BOYKO’s National 
Fitness Trade Journal Life-
time Achievement Award. 
Hubner is the Founder and 
owner of 52+-year running 
Paramount Fitness and a 
chain of USA Super Fitness 
Clubs in the Midwest.  Bill 
Hubner is also a multi-multi 
millionaire who travels in a 
Sabreliner corporate jet and 
entertains friends and cli-
ents on his magnificent Mi-
rage 132- foot motor yacht. 
But, you would not know he 
is filthy rich by talking to him 
and he’s a man who made it 
all the hard way.  Bill will join 
an all-star lineup of industry 
legends and icons when he 
receives his honor on Sep-
tember 5th at the Rio Hotel 
Conference Center in Las 
Vegas.  Check out this list of 
past winners that Bill Hub-
ner will be joining, legends 
all:  ARTHUR JONES, JACK 
LaLANNE, RUDY SMITH, 
RAY WILSON, RON HEMEL-
GARN, JERRY KAHN, ROB-

ERT RICE, JOE GOLD, BILL 
PEARL, KEN MELBY, JOHN 
McCARTHY, AUGIE NIETO 
and LARRY SCOTT. 
 •Health Fitness 
Corporation  has assembled 
a Science Advisory Board 
with leading health industry 
experts, designed to keep 
HFC’s products and services 
on the forefront of current
and emerging trends.  HFC’s 
Science Advisory Board 
members are:  K. James 
Ehlen, M.D. - Chair of Hal-
leland Health Consulting, 
Penny M. Kris-Etherton, 
Ph.D., R.D. - a distinguished 
professor of nutrition in the 
Department of Nutritional 
Sciences at Pennsylvania 
State University, William L. 
Haskell, Ph. D. - professor of 
medicine (active emeritus) in 
the Center for Prevention 
Research and the Division 
of Cardiovascular Medi-
cine, School of Medicine 
at Stanford University, Bess 
H. Marcus, Ph.D.- professor 
of psychiatry and human be-
havior at Brown University 
Medical School and a di-
rector of the Brown Univer-
sity Center for Behavioral 
and Preventive Medicine at 
Miriam Hospital, Bruce Sher-
man, M.D., F.C.C.P. - Medi-
cal Director, global services, 
for Goodyear Tire & Rubber 
Company and the health and 
productivity initiatives at the 
Employers Health Coali-
tion of Ohio and Peter A. 
Egan, Ph.D. - HFC’s chief 
science officer and directs 
the scientific knowledgebase, 
interfaces and use of health 
assessments, and return on 
investment analyses for cli-
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lMichael Scott Scudder 
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lDonna Krech- Founder & 
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Total Solutions® - 419-991-
1223
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951-8048
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The CLUB INSIDER Advertiser’s
 2007 IHRSA San Francisco Exhibit #’s 

ABC Financial Services, Inc - #225 
Active XL Promotions - #104 

Affiliated Acceptance Corporation - #412 
Association Insurance Group, Inc. - #5603 

Body Training Systems - #6301
CheckFree Health and Fitness - #1629

CLUB INSIDER News - #109 
EasyZone Weight Loss & Nutrition – #5412 

Fabiano Designs - #6124
Fitness and Wellness Insurance - #5516

IHRSA - #’s: 541, 6201 & 6301
InTek Strength - #6519

Iron Grip - #1917
JLR Associates - #2717
Sales Makers - #2413 

SCIFIT Medical Fitness  - #401 and #411
Sports and Fitness Insurance - #520

Take It Off Weight Loss - # 6209 
Thin&Healthy® Total Solutions, Inc. - #5814

Thomas Plummer Company - #5601 
Venture Fitness - #925

Vitabot - #5921 
Visual Fitness Planner - #108 (See Norm’s Notes page 8)

Norm Cates, Jr.
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 With $4.1 trillion 
per year in healthcare cost 
looming, in just ten years, 
our industry must make some 
really good moves.  Now, we 
are in a world where many 
big club chain companies 
are not necessarily making 
good growth moves.  They 
and many new niche wan-
nabes are putting up new 
health clubs on every corner 
in America while the obesity 
pandemic is running wild.  
But, the problem is that these 
companies are not putting 
up new clubs as fast as they 
can so they can sign up fat 
Americans.  Instead, they are 
putting up new clubs so they 
can take some of the now 41 
million American club mem-
bers away from clubs who’ve 
been established in the mar-
ketplaces, right in the middle 
of markets of veteran club op-
erators who’ve been there for 

years.  
 Most certainly, many 
decisions by big chains and 
yes, niche wannabees, to en-
ter certain markets have been 
caused by the club owners 
who’ve let the leading edge 
they once had in their mar-
ketplace just slip away.  
 How do “edges in 
marketplaces” just slip away?  
Try these reasons: How 
about clubs with pushy, hos-
tile and rude sales and ser-
vice staff? How about club 
owners who’ve lost interest 
and touch with their suc-
cessful clubs because at one 
time it was just so easy?  Or, 
how about one of the worst 
symptoms of the disengaged 
club owner:  deferred main-
tenance and upkeep?  How 
about club cleanliness?  How 
about clubs that are getting 
whipped by new competition 
because their locker rooms 
are so nasty that you would 
need a blowtorch to get the 
crud from the tile floors.  (Es-

pecially in the front and back 
corners of the showers and 
the toilets.)  What about clubs 
badly needing fresh paint and 
clubs with worn and frayed 
carpet and broken or stained 
ceiling tiles or mirrors?  
 I ask you now … is 
your CLUB CLEANLINESS 
a top priority for you as the 
club owner?  
 I want to ask you all 
now: “When was the LAST 
time you very carefully walked 
your club with a clipboard in 
your hand and very carefully 
and with an intensely critical 
eye, INSPECTED what you 
are trying to sell?”  
 These few concerns 
are good cause for an awful 
lot of lost business over the 
years.  This industry would 
do well to do what MARK 
and DEBBIE EISENZIMMER 
do every summer with their 
Cascade Athletic Clubs in 
Oregon.  There, they shut 
down for one week a year to 
clean, repair, fix and refurbish 
their clubs.  THEY are staying 
in the more competitive game 
in their marketplace by keep-
ing their clubs fresh.  
 And, all club owners 
please remember this:  “You 
don’t just lose one member 
when one of your good, long-

time members leaves to join 
the fresh new competition just 
down the street in your mar-
ketplace.  You lose whatever 
referral stream of new mem-
bers that your loyal member 
may have been bringing to 
your club during the years 
before he jumped down the 
street. And, you lose the re-
ferrals that lost member and 
his referred members would 
have brought to your club 
over time.  My educated 
guess is any loyal member 
lost could mean the annual 
loss of 8 or more new mem-
bers to your club.  There is 
clearly a domino effect.  
 And, another thing.  
How many of you have a 
reputation in the community 
of being “only for yourself”, 
instead of being like many 
great clubs who’ve literally 
built their businesses by be-
ing community service fo-
cused and oriented?  
 Please go back now 
and reread the list of issues 
you’ve just read.  Issues that 
are or will cause you: (A) to 
lose formerly loyal members 
to new and fancy competition 
and (B) then wonder what 
happened.  You will note that 
every item on the list above 
is fixable.  Fixable with a little 

elbow grease and relatively 
little extra cash investment, 
when compared to the stakes 
for your club you are playing 
with.  
 On top of all of this, 
we have our industry’s ongo-
ing failure to truly attract the 
two-thirds of the U.S. popu-
lation that need our help the 
most…the significantly over-
weight or obese American.  
And, by now you should 
know these fat folks don’t feel 
comfortable coming to the 
traditional health/fitness club 
because of their belief that 
health/fitness clubs are for 
“fit people” only and because 
of their fear that they will be 
embarrassed just by walk-
ing in the door.  Again, I cite 
Governor Mike Huckabee in 
his January interview when 
he said, “Norm, when I was 
extremely overweight and not 
in shape, the last place on 
earth, other than the wom-
en’s restroom, that I would 
want to be found would be a 
health club.  The LAST place!  
If I wanted to be humiliated I 
can think of dozen ways to do 
it that wouldn’t be expensive 
and I didn’t have to pay for.” 
 Now, I also want to 
ask you, have you been pay-
ing attention and studying 
my past cover story reports 
about:  VISUAL FITNESS 
PLANNER and how it can at-
tract new members and helps 
you in PT sales, retention and 
other areas.  Or, TASSO KI-
RAKES’ great story last Au-
gust of true personal service 
in his club, Bodez By Tasso, 
and his absolutely amazing 
involvement and track record 
of community service in Or-
mond Beach, Florida?  Have 
you read the cover stories 
of and contacted DONNA’s 
KRECH’s Thin&Healthy To-
tal Solutions® or CASEY 
CONRAD’s Take It Off Pro-
gram or Norma Jones and 
Alliance Fitness’ EasyZone 
Weight Loss Program so 
you can really learn how to 
attract some of the 200 mil-
lion obese and overweight 
Americans?  
 Do you have profes-
sional nutritional guidance 
and help for your members 

Basic Club Blocking and Tackling to 
“Stay in the Game”

By Norm Cates, Jr. 

(See Insider Speaks page 7)
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such as provided by JOE 
and HEATHER GRAVES’ Vi-
tabot Company? How about 
providing your members with 
education on lifestyle and 
wellness and how to live bet-
ter, such as the monthly On-
line Magazine provided by 
SHAWN VINT’s Greenmaple 
Wellness?  
 And, what about us-
ing true experts and profes-
sionals in increasing your club 
revenue per square foot?  Did 
you know that RICH BOGGS, 
TERRY BROWNING and 
CATHY SPENCER-BROWN-
ING really can help your club 
with Body Training Systems 
programs?  BTS will help 
your club(s) increase your 
revenue per square foot by 
dramatically increasing your 
daily traffic to your club for 
group exercise, thus bring-
ing more people to purchase 
your memberships, personal 
trainer sales, pro shop and 
beverage/snack bar/nutrition 
products sales.  This months 
cover story on BTS was pub-
lished for a reason.  That rea-
son is that you really need to 
know the true “inside” story 

on BTS.   
 Are you paying close 
attention to maintenance 
keeping it from becoming 
“deferred maintenance and 
upkeep needs”?  Are you 
carefully screening and hiring 
your staff and training them 
carefully and well to perform 
their duties professionally?  
Do you have a professionally 
trained sales staff? Prefer-
ably, a sales staff trained by 
Sales Makers?  Clearly the 
very best sales training and 
management company in the 
business, Sales Makers can 
truly help you turn your club 
around. If you don’t reach 
Sales Makers, how about 
contacting our Contributing 
Author and advertiser, JIM 
THOMAS, Texas-based, 
Fitness Management and 
Consulting? 
 Also, please read 
my brief interview on page 
#26 with JERAMY PRICE, 
owner of Better Bodies Tuc-
son?  Are you reaching out 
in your community to find 
ways to serve it and its citi-
zens, whether they do busi-
ness with you, or not? By 
contacting JIM CHILTON’s 
SOFA (Society for Financial 
Awareness) you can easily 

begin to achieve that.   
 And, how about pro-
fessionally and efficiently 
collecting what is owed to 
your club?  Do process your 
EFT and other collections 
“in-house” using your own 
bookkeeper and systems?  
Or, have you reached out to 
CheckFree, Affiliated Ac-
ceptance Corporation and 
ABC Financial for very im-
portant help in this realm.  
If you have not, you really 
should.
 Folks, it has taken me 
about an hour to write to you 
about all of this.  But, many 
solutions for “staying in the 
game” for your club for many 
more years are right here in 
this article and our advertis-
ers do provide virtually ev-
ery solution you might need.  
And, you can trust my adver-
tisers to take care of you and 
treat you right.    
 “STAYING IN the 
GAME” requires the basic 
club blocking and tackling of 
club operations:  club clean-
liness, well chosen, friendly, 
caring and well trained staff; 
well kept club environments 
and equipment that is not bro-
ken down or malfunctioning 
for long at all, but is fixed just 

a few days after you’ve put 
your “Sorry, out of order sign”  
up because you immediately 
contacted JON WEBSTER’s 
National Gym Supply and 
had the broken part express 
delivered to you.  
 Last, and this is re-
ally important as well.  Do 
you “MAKE IT FUN!” in your 
club and in that regard, have 
you asked yourself the ques-
tion I answered about myself 
long ago, “Am I the boss 
from hell?”  That was the 
title of an article I wrote about 
my own people management 
skills during my 20 year club 
owner career and published 
in my early years of publica-
tion of The CLUB INSIDER 
News.  
 If you are “a boss 
from hell”, like I sometimes 
was, you’re probably hav-
ing a hell of a time “Making 
IT Fun!” for your members 
because your staff is not go-
ing to give a hoot about your 
members, because they don’t 
give a hoot about you!  So, do 
like I did, after it was too late, 
why not take a good close 
look in the mirror and check 
out who you are and how you 
come across to your staff and 
your members!  You might be 

surprised at who you actually 
decide you really are and you 
might just save your club by 
truthfully answering this one 
question!  
 But, GUESS who 
wins, then?  Your staff, your 
members, your community, 
your family and YOU!  You 
stay in the game for the long 
haul and on top of it all, you 
are much happier!

- Norm Cates, Jr.  The CLUB 
INSIDER News – Publisher 
Since 1993

…Insider Speaks
continued from page 6

MAKE 
IT 

FUN!



ents. He is a co-founder of Health-
Calc.Net Inc., which HFC acquired in 
late 2005. HFC President and CEO, 
GREG LEHMAN commented, “We 
are excited to draw on the expertise of 
our board members to ensure HFC’s 
innovative programs and services re-
main of the highest possible quality.
 • Researchers at the Uni-
versity of Michigan C.S. Mott Chil-
dren’s Hospital have concluded that 
increasing rates of childhood obesity 
in the U.S. may be contributing to 
early onset of puberty in girls. “Our 
finding that increased body fatness 
is associated with the earlier onset of 
puberty provides additional evidence 
that growing rates of obesity among 

children in this country may be con-
tributing to the trend of early matura-
tion in girls,” said study lead author, 
DR. JOYCE LEE, a pediatric endocri-
nologist at the University of Michigan.   
The U.M. study was published in the 
March issue of the Pediatrics journal. 
The health and social ramifications of 
this study are complex and potentially 
huge.  STAY TUNED! 
 • IHRSA’s MEREDITH POP-
PLER announced on March 5th that 
Snap Fitness, one of the fastest-
growing fitness chains in the fitness 
industry, has become a member of 
the world’s leading Association.  Pop-
pler commented, “We are delighted to 
welcome Snap Fitness to the IHRSA 
family.  We’re especially pleased that 
every Snap Fitness franchisee has 

didn’t impress outside experts at all.”  
 Karen Davis, President of 
the Commonwealth Fund, said in the 
Health Day News report, “We haven’t 
solved the health-care cost problem. 
There was a lot of feeling when the 
2006 numbers came out and we were 
growing at about 7 percent a year, that 
maybe it wasn’t a continuing problem. 
But, I think even growing at 7 percent 
a year you see that by 2016 we are 
going to be spending 20 percent of 
the nation’s economy on healthcare. 
I think it says we’ve got to get serious 
about doing something that really im-
proves the efficiency of the healthcare 
system and not just shifting money.” 
 This author and many oth-
ers, argue that “upstream prevention” 
is the only true solution to slowing 
“downstream illnesses” in America 
and around the world. 
 Preventing American sick-
ness through better lifestyles will stop 
increasing needs and over the years, 
reduce the need for healthcare.  
 Truly, we have the challenge 
of persuading a hundred million or 
more Americans  that changing their 
lifestyles somewhat is the very best 
thing for them and their families. We 
must first, get their attention.  Then we 
must persuade them that a lifestyle 
change will heal many of them and 
keep those that are now well, healthy, 
from now on.  We must persuade 
them that avoiding many illnesses is 
truly up to them, but we are qualified 
to and want to help them.  
 To achieve this huge objec-
tive we must persuade them to real-
ize and truly believe in the fact that an 
improved lifestyle will result in a truly 
greatly improved life.  I know so very 
well.  I have been there and done just 
that.  So has Governor Mike Hucka-
bee, candidate for President of these 
United States.  
 This author also agrees with 
the former 10.5 year Arkansas Gover-

nor, Mike Huckabee, that America has 
a health crisis, not a healthcare crisis.  
Governor Mike Huckabee has led the 
way with this, in my view, the single 
most important message in the 2008 
Presidential contest.  
 And, many candidates, includ-
ing Democrat Presidential candidates 
Hillary Clinton and Barack Obama, 
are beginning to sound the “upstream 
prevention” alarm bell.  And, I believe 
as the campaign continues, many Re-
publican and Democrat candidates 
will also join in with this most impor-
tant message to Americans.  
 This upcoming time period of 
the next ten years has the greatest 
potential in the history of our industry 
to produce the biggest surge in new 
health club memberships ever. That 
will only happen if ALL of us collec-
tively get our acts together and issue 
one single message to the world.  
 That message? “We, as an 
industry, are now well prepared, are 
much more professional and can truly 
be trusted by American consumers to 
help treat them with understanding 
and great care. We must convince 
them that our industry is very differ-
ent than in the past.  We must con-
vince them that we will help them 
make their needed lifestyle changes 
and those changes will result in a new 
and healthier life.  We must convince 
them that our clubs are NOT just for 
fit people.  We must convince them 
that our clubs are for all people of all 
colors, shapes, sizes, conditions and 
descriptions.  We must convince them 
that they can find a new life in our 
clubs.  
 We must convince all Ameri-
cans that we are no longer the health 
club industry of the past they or their 
family or their friends may have had 
bad experiences with.  

We must earn their trust.

- Norm Cates, Jr. – The CLUB INSID-
ER News – Publisher Since 1993 
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become an IHRSA member, 
allowing us to provide IHRSA 
benefits and expertise across 
the entire organization.” Snap 
Fitness with over 300 loca-
tions in 40+ states, is on track 
to open another 250 locations 
by the end 2007. Snap Fit-
ness provides a no contract 
membership, 24-hour access 
and reciprocation among all 
its locations.  And, Snap Fit-
ness addresses the biggest 
hurdles to obtaining fitness 
goals – time, convenience 
and affordability. IHRSA will 
assist franchisees, many op-
erating fitness clubs for the 
first time, with a variety of 
tools, publications and infor-
mation to maximize success.”  
 I trust that pre-entry 
market demographic study 
in already club crowded mar-
kets, will become, if it is not 
already, a subject of intense 
and careful study, as this 
booming Snap Fitness fran-
chise grows.  
 •  Congratulations to 
PATRICIA LAUS, Founder 
and owner of The Atlantic 
Club in Manasquan, New Jer-
sey and The Red Bank Club, 
in Red Bank, as she has been 
awarded Enterprising Wom-
en Magazine’s prestigious 
2007 Enterprising Women 
of the Year award!
 • RICHARD 
EKSTROM’s Retention 
Management®, the long-
time industry leader in attri-
tion defense services in the 
United States serving cli-
ents with more than 2 million 
club members, announced 

in Charlotte, N.C. on March 
8th that it has entered into a 
strategic alliance with John-
son Health Tech, (Matrix 
Fitness Equipment) one of 
the leading providers of fit-
ness equipment in the Euro-
pean market.  In the alliance, 
Johnson Health Tech will be 
responsible for the sales and 
marketing of Retention Man-
agement’s service while Re-
tention Management will pro-
vide the ongoing service de-
livery.  The UK market will be 
the focus in the first year with 
additional European markets 
to follow thereafter.  “We are 
very excited about entering 
the UK and to be partner-
ing with a company of such 
caliber as Johnson Health 
Tech,” Ekstrom, President of 
Retention Management, said.  
“They provide clubs with great 
equipment, but they are also 
extremely committed to play-
ing an active role in assisting 
their customers in reducing 
attrition and thereby improv-
ing profitability.  This is unique 
for an equipment manufac-
turer to undertake and we are 
proud to partner with them in 
this venture.”  STAY TUNED!
 • IHRSA’s Capitol 
Reports for the past month 
have been packed with re-
ports on Public Policy activ-
ity. I urge you, if your club is 
not an IHRSA member club, 
to join IHRSA so you do re-
ceive this report each month. 
That’s just one great reason 
to join IHRSA and there are 
about a hundred others.  Dur-
ing any given month, Helen 
Durkin’s hard working IHRSA 
Public Policy Team may have 
posted something that is hap-

pening right in your back yard 
with new legislation that could 
dramatically change your club 
business.  If you are tuned 
in and paying close atten-
tion, you may be able to act 
fast and rally with fellow club 
owners in your state against 
bad legislation, thus stop it or 
changing it, to make it fair to 
your business. Take for ex-
ample, in several states there 
is pending legislation that will 
prohibit automatic renewal of 
membership contracts col-
lected via EFT.  Now, that’s a 
true biggie and this is popping 
up across America.  In New 
Jersey, the effort to repeal 
the sales tax reported on by 
CLUB INSIDER Contributing 
Author BONNIE PATRICK 
MATTALIAN in our January 
edition, has stalled.  Good 
news is that support is rising 
on Capitol Hill for prevention 
as Senators TOM HARKIN 
(D-IA) and HILLARY CLIN-
TON (D-NY) introducing the 
Play Everyday Act, (S-651).  
This is a measure that en-
courages all American chil-
dren to get out and play at 
least one hour a day. The Act 
would develop what would be 
called a Community Play In-
dex and fund three $250,000 
“model communities of play 
implementation” grants.  But, 
I ask you all, isn’t it really sad 
folks, that we now live in an 
America where such legisla-
tion even has to be thought 
about?  Please support IHR-
SA’s Industry Leadership 
Council Fund because your 
support will impact future in-
dustry public policy that will 
benefit your club business.  
There is an extremely com-

pelling case to do so and I 
will have a report on that next 
month.   
 • Cecil Spearman, 
Chief Executive Officer of 
Spearman Clubs, Inc., for-
mer IHRSA President and 
Board Member, industry 
leader and CLUB INSIDER 
News cover subject, an-
nounced a reorganization 
of the company executive 
staff effective February 15, 
2007.  STEVE SPEAR-
MAN, former GM of Laguna 
Niguel Racquet Club, has 
been promoted to the posi-
tion of Chief Operating Of-
ficer of Spearman Clubs, 
Inc. SCOTT SPEARMAN, 
formerly GM of the Racquet 
Club of Irvine, has been pro-
moted to the position of Vice 
President of Marketing for 
Spearman Clubs, Inc. And, 
ERIC QUADE, Director of 
Tennis for the Racquet Club 
of Irvine, has been promoted 
to GM of the club.  Congrats 
guys! 
 • ROGER RALPH 
and BOB CARPENTER, two 
Maryland/Delaware industry 
leaders and long-time club 
vets, are building a new club 
called the Hockessin Ath-
letic Club. It will be located 
at Tweed’s Park in Hockes-
sin, Delaware.  This new 
club is truly going to be one 
for the books.  Following a 
lot of Roger Ralph’s mega 
Bel Air Athletic Club mod-
el, (sold 10 years or so ago 
to Wellbridge), Roger and 
Bob are leaving no planning 
stone unturned, as the club is 
scheduled to open this June.  
Ralph and Carpenter recently 
confirmed an affiliation with 

PRO Physical Therapy, a 
therapist-owned and oper-
ated company established in 
1995.  This affiliation will re-
sult in a unique PRO Physical 
Therapy location within the 
new club.  Pre-opening staff 
announcements are also hap-
pening now. KIM BOGIA be-
came a Pike Creek Fitness 
Club, group fitness instructor 
in 1996.  She has grown her 
responsibilities to become 
Membership Director for 
PCFC and its new facility in 
Hockessin.  Additionally, JAY 
MARX, former Director of 
Operations and Property 
Management for Louis Ca-
pano & Sons, has assisted 
in efforts to develop two on-
site Cafes at their new facil-
ity.  Congrats Roger and Bob 
on all your planning and hard 
work on this new club cre-
ation.  Based on what I know 
about this work, it is surely 
headed for great success.  
This just in… AMY REICE, 
former Director of Fitness 
and Aquatics at Farmington 
Country Club (FCC), Char-
lottesville, VA, has relocated 
with her two young sons 
COYLE and NOAH, to ac-
cept the position of Aquatics 
Director.  Best wishes to all 
of the Hockessin A.C. Team. 
And, STAY TUNED!
 • TIM and LIZ 
RHODE’S Maryland Athlet-
ic Club & Wellness Center 
has launched a 6-week pro-
gram to get teenagers, ages 
13 to 18, up and active. The 
“Extreme Teen” program 
incorporates six different ex-
ercise disciplines over a six-
week period including Group 
Power, by BTS, Basic Step 
Aerobics, Hard Core, Tread-
ing, Yoga, and Deep Water 
Exercise.  Tim and Liz re-
cently celebrated their MAC 
10th Anniversary last year 
in Baltimore, where this ter-
rific award winning club and 
former CLUB INSIDER cover 
husband and wife team, has 
led the market since they ar-
rived.  Again, careful and me-
ticulious advanced planning, 
just as it will pay off big-time 
at the Hockessin Athletic 
Club for ROGER RALPH and 
BOB CARPENTER, has paid 
off hugely for the Rhodes.   
 • 900 pound club in-
dustry gorilla, Life Time Fit-
ness, reported its 4th quar-
ter and full year results and 
they are continuing to grow 
and improve.  Fourth quarter 
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crease over 18+ years.  For 
years, The STEP was the 
single American group exer-
cise mainstay and re-ener-
gized many clubs, including 
my clubs here in Atlanta. 
Boggs and Irwin learned a 
lot from the most success-
ful STEP classes. The most 
important thing they learned, 
beginning with The STEP 
in 1989, and have applied 
now to all seven of their 
BTS programs is: group fit-
ness worked only as well as 
the programming behind it: 
the moves, the music, the 
instruction, the fun and the 
diversity. They learned that if 
you control all that you have 
a group fitness phenomenon 
that truly delivers. For the 
participant, it’s fitness results 
that are actually fun. For the 
club, it’s increased member 
and guest participation, more 
new members and member 
retention hitting record highs. 
Professionally produced and 
delivered group exercise pro-
grams offer clubs something 
very solid that will provide im-
proved and better results for 
members.  Improved member 
results will produce increased 
member and guest traffic re-
sulting in more new member-
ship sales and greater reten-
tion.   Increased daily traffic 
will also cause increases 
in gross sales revenue per 
square foot in the entire club 
as those ever increasing 
numbers of group ex class 
participants and their guests 
come and go.  
 BTS clubs are expe-
riencing much higher daily 
traffic, increased new mem-
bership sales and higher re-
tention rates, with some BTS 
clubs reaching 80% member 
retention.  
 This report will clarify 
why Body Training Systems 
(BTS) is an excellent choice 
for club owners who seek 
quality and professionalism 
in everything they do in their 
clubs.  I know hundreds of 
club owners who seek only 
the best for their members.  
Each of these pros truly op-
erate their clubs as if their 
names were squarely on the 
sign out front.  They take 
pride in carefully studying 
every move. Perhaps, most 
importantly, they do not make 
moves because the move is 
easier.  They look at the po-

tential end result first and 
then study any selected op-
portunity to carefully see if it 
will get their club further down 
the important road of market 
area leadership.     
 To help many club 
owners who may not have 
stepped out of the realm 
where a club group exercise 
director is managing group 
exercise without help into this 
realm of programmed group 
ex, I think it is a good idea to 
clearly define the differentiat-
ing aspects of Body Training 
Systems.  I think it is impor-
tant for those group exercise 
directors reading this to know 
that this is a potential big step 
up for you.  Even if you are 
a club owner who has made 
a choice before, you might 
want to read all of this report 
just to see what you are miss-
ing.    
 Let me frankly add 
here that in the end, in the final 
analysis, it matters not what I 
think. What really matters is 
what you think after you’ve 
read all of this, perhaps gone 
to the new BTS website and 
then have contacted the BTS 
folks.    
 This report clearly 
differentiates and discloses 
the very hard “inside” work 
the BTS company does that 
really makes the company 
different, makes it better and 
provides true QUALITY pro-
grams for your members.   
 This interview ex-
plains Body Training Systems 
in depth.  Beginning with how 
very hard the 72  Body Train-
ing Systems employees and 
trainers work, you will also 
learn how BTS programs 
are developed, perfected 
and tested, before release.  
You will also learn how BTS 
teaches your staff to present 
these programs to your mem-
bers and how they teach and 
support your staff in manag-
ing, marketing and delivering 
the 7 excellent BTS group ex-
ercise programs so that your 
club does have a true out-
reach impact on your entire 
market area.    
 Quality.  I have fre-
quently referred to the qual-
ity of BTS group exercise 
programs in my writing. I’ve 
truly done so because I know 
the “inside” story on Body 
Training Systems very well. I 
know many of the people in 
our industry that are proudly 
on their “raving fan” BTS club 
client list.  

 I’ve strongly support-
ed BTS to this great industry 
in an honest and sincere effort 
to help all club owners make 
the best quality choice avail-
able in this realm, thus mak-
ing clubs more profitable.

Directly From BTS Leaders 
Rich Boggs, CEO, Terry 
Browning, President and  
Cathy Spencer-Browning, 

National Training and  
Program Director

 
 Now, you will learn 
the “inside” story. Please do 
read on.
 Norm Cates (NC) 
- Rich, it’s been almost two 
years since you’ve discontin-
ued distributing Les Mills pro-
grams and introduced your 
own. Looking back, how do 
you feel about this now?
 Rich Boggs (RB) -  
It has been the best thing we 
have ever done as a compa-
ny, even compared to when 
we introduced The STEP to 
the industry back in 1989. And 
I’m sure it is the best thing for 
the industry now, as well. We 
had very different ideas on 
how to approach our market. 
We truly feel now that what 
we offer the industry is of 
the highest quality. We have 
been able to introduce pro-
grams and systems that we 
feel really give club owners 
and managers an advantage 
– a way to make them highly 
competitive – and successful. 
I’ve never been more proud of 
our team, as they have dem-
onstrated tremendous pro-
fessionalism, dedication and 
commitment to excellence. 
I’m sure it is a similar story to 
the Apples and Nikes of the 
world, where a small commit-
ted team, worked unheard of 
hours, took huge risks, sac-
rificed much, to break the 
mold, be different and offer 
something that could really 
impact others.
 NC - Since 1997, you 
had licensed nearly 2,800 
programs to 1,200 clubs for 
Les Mills and then as of May 
1, 2005, when you introduced 
your new programs and sys-
tem, you had ZERO licensed 
clubs. Where are you now? 
How many clubs have li-
censed BTS programs?
 RB -  We have already 
licensed 1,200 programs to 
over 450 clubs in less than 
two years. We expect to reach 
500 clubs either this month or 
next month. This is exciting 

for the BTS team because on 
May 1, 2005, we had to start 
from scratch!  Our team feels 
this is a real validation of the 
direction BTS is headed with 
our programs and systems 
to help club owners increase 
profits.  
 NC - How fast do 
you think you will grow and is 
growth your company goal?
 RB - Our mission is 
for EACH club to be a “RAV-
ING FAN!”  We know this is 
done by delivering the high-
est quality products and ser-
vice. More specifically, it is 
achieved by really building 
relationships with the club 
owners and managers and 
changing or enhancing the 
way they do business. From 
how they market, how they 
sell, how they price, how 
they service to new retention 
strategies. So to answer your 
question, we are not driven by 
quantity, but by quality. Our 
growth will come one club at 
a time. One Raving Fan at a 
time.
 NC - How is BTS do-
ing on your number of raving 
fans?
 RB -The key metric 
we use is our percentage of 
clubs that are Platinum Elite 
which means they have five 
or more BTS programs.  This 
means our customers are 
seeing results from our pro-
grams and systems.  BTS 
currently has 25% of our 
clubs with 5+ programs which 
is an increase of 118% in the 
number of Platinum Elite 
clubs in the past 12 months.  
Furthermore, we have 41% of 
our clubs that have three or 
more programs and both of 
these numbers represent 10 
year highs.

Comments from Cathy Spen-
cer-Browning, BTS National 

Training and Program  
Director

 NC - Cathy, in May 
of 2005 you introduced five 
programs, Group Power®, 
Group Centergy®, Group 
Step®, Group Ride® and 
Group Kick® and in 2006 you 
introduced Group Groove®. 
And now, you have just in-
troduced Group Active™, 
your program targeted for the 
massive de-conditioned mar-
ket. I have spoken with many 
of the top operators like Mike 
Arteaga, John Miller and Gor-
don Johnson and they all are 
Raving Fans of both your 

system and your programs.
I know they all participate in 
the programs. What is the key 
in what you and your team do 
to deliver this level of quality 
programming?
 Cathy Spencer-
Browning (CSB) - Well, 
Norm, I think it all comes 
down to two things; our team
and the intense and compre-
hensive program develop-
ment process. 
 Our team has vast 
industry experience, with 
most having exercise science 

backgrounds or degrees, but 
many have been considered 
the best choreographers in 
their specialty, such as yoga, 
step, hi-lo, dance and kick 
boxing. This is a tremendous 
advantage as we have great 
creativity in our program-
ming, even though it is within 
a tightly controlled system. 
Many of the instructors and 
participants have really been 
thrilled in the variety of the pro-
gramming, even in something 
as straight forward as a bar-
bell program such as Group 
Power. We have introduced 
new formats and exercises 
in all programs to ensure that 
the participants and instruc-
tors always are “wowed” with 
the freshness and, of course, 
gain great results because we 
really change up their training 
methods.
 NC - And your pro-
gram development process, 
tell us a bit more about that.
 CSB - WOW! Where 
to begin? Well, when we say 
intense, we mean intense. 
We spend over 300 man -
hours on each and every re-
lease, or new class, for each 
program. And what we have
introduced to programming 
in the industry is the most 
thorough testing phase. Like 
any great product, it must be 
rigorously tested. And we do 
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this from the get go. And real-
ly importantly, we include the 
clubs, instructors and mem-
bers in this process. So it is 
not a controlled environment.
It occurs in at least six mar-
kets in the US and Canada 
to ensure we have a great 
cross-section to give us the 
most valid feedback.
 We begin this test-
ing and evaluation up front 
on the music selection for 
each release. Music is so im-
portant as it really drives the 
exercise experience. Every 
song can make or break a 
release. We work with major 
music companies around the 
world, tapping into the best 
of current hits, past hits, club 
music, techno - you name it, 
we get it. We also have a full-
time sound engineer on staff 
that works with the program 
developers to make the mu-
sic just perfect for each pro-
gram. To make the music just 
right for exercise, you often 
have to increase or decrease 
speeds, lengthen songs, add 
sound effects, enhance mu-
sic levels or even edit words 
that may be distasteful. Most 
songs on the radio actually 
aren’t suitable for the group 
fitness experience because 
of issues like length or speed 
of songs – they often need 
adjustment to make it really 
work for “exercise” music.
 So we have a pro-
cess in place that before we 
even begin programming, 
we have music evaluations 
done by 10-15 group fitness 
managers and instructors in 
different markets on the pro-
posed song list for each pro-
gram. Each song must score 
an “approved” rating by this 
team before the program-
ming begins.
 From there, hours 
go into programming each 
song to really find the perfect 
marriage between movement 
and music. Then once a re-
lease has been programmed, 
it goes out to the test team, 
which consists of 10-15 in-
structors for each program, 
in at least six markets across 
the US and Canada. Our goal 
is to have over 1000 partici-
pants in at least 50 classes 
experience each program. 
We then gather all feedback 
on music and programming, 
make any necessary adjust-
ments – and then we film.

 NC - Cathy, that is 
impressive! 
 CSB -  Well, it doesn’t 
stop there Norm. We have 
a 360-degree system. Once 
clubs have launched the new 
quarterly releases to their 
members, a comprehensive 
survey is sent to club man-
agement and instructors to 
score music, programming, 
member response - every-
thing. The survey is statisti-
cally analyzed and circles 
back to the program develop-
ment teams. We can tell you 
what % score the song in the 
Bicep track in Group Power 
received or the % score the 
programming received in the 
Salutations track in Group 
Centergy. This is how we stay 
laser focused on quality. The 
teams are competitive – they 
want the highest scores!

Comments from BTS Pres-
ident Terry Browning

 NC - Terry, I under-
stand that you have responsi-
bility for marketing.  A number 
of the clubs I talk with men-
tion the quality of the mar-
keting campaigns BTS has 
developed.   Would you talk 
about that?
 TB - The focus of 
our marketing system is to 
give clubs great variety in the 
way they can market the pro-
grams and actually increase 
group participation and then 
overall club profitability. Clubs 
have really wanted more than 
just typical “hard body” cam-
paigns. We offer the clubs 
campaigns for the 30 and 
under crowd, but where we 
have hit a chord is by offering 
great resources for the 30-50 
and 50+ markets. In addition 
to the programming enhance-
ments, this has increased 
participation for clubs since 
now they truly are able to at-
tract a wider audience.  
 BTS currently has 
four major campaigns that 
allow clubs to choose the 
ones that match their club’s 
demographic. We have tried 
to move clubs away from just 
marketing “features” as it has 
been the industry standard 
for so long and get into the 
“benefits” of exercise and 
specifically each program. 
Feedback from the clubs 
clearly indicates there really 
has been an emotional con-
nection to the programs and 
campaigns. Our two most 
popular campaigns are the 

“Define You” campaign which 
targets the over-30 female 
and focuses on the physical 
AND attitudinal benefits of 
each specific program. The 
“Real Reason” campaign is 
lifestyle oriented showing the 
benefits in everyday living 
derived from each program.  
Each campaign is available 
in various mediums, such as 
posters, direct mailers and 
e-blasts so clubs can put 
together a great marketing 
campaign.  
 NC – Tell us more 
about “feature” advertising 
and “benefit” advertising?
 TB - Sure, Norm.  
When clubs market features, 
such as the number of loca-
tions they have, how many 
pounds of weights they have, 
group fitness, personal train-
ing, and cheap price – this 
only attracts the current health 
club member. But to really tap 
into the non-club population, 
we need to market benefits 
– we need to connect emo-
tionally. Look at Nike, Apple, 
Starbucks – they market the 
benefit – they market the 
dream. They don’t market 
price or features. 
 NC -  I understand 
you launched your new web-
site last month?
 TB - Yes, we have 
been working on a total rede-
sign for the past 12 months 
and launched in February.  
The website (bodytraining-
systems.com) contains an 
enormous amount of market-
ing resources, education and 
information about all phases 
of the BTS operations in an 
easy-to-use, easy-to-locate 
site. All of the BTS marketing 
and management resources 
are accessible through “Man-
agement eSource” which is 
password accessed for each 
program that a club licenses. 
In this section, we really help 
clubs pick the best campaign 
for their market and for the 
goal of increasing participa-
tion, sales and or referrals. 
Here clubs can download 
campaigns and print or down-
load and redesign. We even 
have partnered with Susan 
K Bailey Advertising so clubs 
can get a full turnkey service 
– just pick your program cam-
paign, method such as a di-
rect mailer and they’ll do the 
rest. 
 NC - Cathy, I have 
heard Rich talk about the 
BTS Trainer Team as your 
“secret weapon”. Please ex-

plain that?
 CSB - The BTS Train-
ers all play a vital role as they 
go into the clubs and train the 
instructors and club manage-
ment on our philosophy which 
focuses on creating memora-
ble member experiences.   
 Today, we have a 
veteran team of 38 Train-
ers with average experience 
training for BTS approaching 
five years. Their job, and it’s 
never an easy one, is to en-
sure the club works together 
as a team. The clubs learn 

here it is not about BTS or our 
Trainers; it is about them and 
the members. BTS is here to 
support them. To ensure the 
effectiveness of the training, 
we have a mandatory evalua-
tion form for each participant 
who completes training and 
our training team scores an 
average of 95 out of a possi-
ble 100. We are always driv-
ing quality.
 NC - How do you se-
lect trainers?
 CSB - The BTS 
Trainer selection process and 
development process is very 
intense. We have extremely 
high requirements because 
of the important job they 
have. We know we do not get 
a second chance to make a 
first impression. We invest 
substantial money and time 
into each to ensure trainers 
can deliver the training pack-
ages at the highest level – the 
level the team has set!
 The development of 
new trainers takes from 9-12 
months as they go through a 
comprehensive process that 
includes three days attend-
ing Trainer Tryouts and those 
selected work closely with a 
team of Senior Trainers until 
they are ready to lead train-
ing.
 NC - Rich, what are 
BTS Coaches and what do 
they do?
 RB - The BTS 

Coaches are singularly re-
sponsible for the success 
of each of our BTS custom-
ers. The Coaches are highly 
skilled in helping clubs man-
age group fitness for the eco-
nomic benefit of the club. The 
Coaches focus on increasing 
the clubs’ percentage of total 
visits going to group fitness 
by addressing team building, 
marketing, scheduling, mea-
suring and even the design 
of the most effective group 
fitness rooms.
 The Coaches work 

directly with the owner, gen-
eral manager and group fit-
ness director to deliver quan-
tifiable results.  
 The BTS Coaches 
have extensive experience 
with BTS and have held pre-
vious positions as general 
manager, group directors, in-
structors, in addition to their 
extensive work with BTS 
clubs.

BTS Strategic Partnerships

 NC -  Terry, from 
the BTS website, I see a 
number of strategic partner-
ships.  How have these come 
about?
 TB - Norm, over the 
last ten years BTS has worked 
with a number of companies.  
Those on the following list all 
understand and support the 
BTS philosophy and mission 
in addition to producing out-
standing products with excel-
lent service:
 • Nike 
 • Downstream (pro-
vides  the interactive com-
ponents for Nike Town);
 • Chris Crowley and 
Dr. Henry S. Lodge – Authors 
of “Younger Next Year”;
 • IHRSA’s National 
Fitness Business Alliance 
(previously known as:The 
Thomas Plummer Tour); 
 • LeMond Fitness 

…BTS Quality
continued from page 12

(See BTS Quality page 30)
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 In his book “Differen-
tiate or Die,” Jack Trout states 
that in our ultra-competitive 
world differentiating yourself 
by discovering your products 
uniquely valuable qualities 
is the only way to succeed 
in a crowded marketplace.  
For many in our industry this 
book was a “must read” back 
in 2000.  
 Compare today’s 
market with that in 2000 and 
one thing is certain.  The 
health club business has 
moved past ultra-competi-
tiveness and into commod-
itization.  Commoditization 
occurs when a marketplace 
is being driven by price.  As 
an industry we may not be 
completely commoditized but 
we’re getting darn close!  
 Speak to any club 
owner and 90% of them will 
say, “I’ve had at least one 
low-cost competitor come 
into my market within the last 
year.”  Some have multiple, 
new, low cost competitors.  
Whether it is a new facility or 

a converting model, low-cost 
operators shake up the mar-
ket and take members and 
tour traffic away from all other 
clubs in an area.  Even when 
the hit to members and traf-
fic is short-term (typically 18 
months of total effect), it hurts 
an already lower profit busi-
ness often creating a cash 
crunch.
 For any club finding 
themselves in this predica-
ment, it would be great if they 
had prepared for such an 
event by following the strate-
gies of Trout, which are clear-
ly understanding how they 
are substantially different 
from their competitors, and 
ensuring that their message 
and their marketing conveys 
these differences.  The real-
ity, though, is that most clubs 
offer the same equipment 
with the same basic programs 
and the same basic service.  
Finding themselves in a “do 
or die” situation doesn’t allow 
for a lot of brainstorming and 
internal work on your unique 
selling proposition or brand 
(both of which are long-term 

processes).  Do or die situ-
ations require an immediate 
response.  Operators simply 
need to find a way to bring 
more revenue into their club 
without being dependent 
upon selling more member-
ships.  
 The immediate re-
sponse I propose that will in-
stantly bring in additional rev-
enue from existing members 
is adding a weight loss pro-
gram to your facility.  Certain-
ly I’m biased in making such 
a statement.  I am the Presi-
dent of an international fran-
chise of weight loss centers 
and have an in-club weight 
loss product.  Quite frankly, 
however, I’m not writing this 
as an advertisement for my 
programs.  I don’t care what 
weight loss program you put 
into your club—really.  What I 
care about is, as an industry 
leader, ensuring that health 
club operators remain vibrant 
and competitive.  With that 
said, here is the brutal real-
ity: 
 IF YOU DON’T ADD 
WEIGHT LOSS AS AN OF-

FERING IN YOUR CLUB, 
YOU WILL NOT BE ABLE 
TO COMPETE AS EFFEC-
TIVELY AGAINST THE LOW 
PRICE FACILITIES—AS 
WELL AS NEW TO MARKET 
OPERATORS.

Don’t believe me?  Consider 
these alarming statistics:

 • 66% of Americans 
are either overweight or clini-
cally obese.
 • The Center for Dis-
ease Control has stated that 
obesity is now a Pandemic in 
the US.
 • Deaths due to obe-
sity-related illnesses will sur-
pass deaths from tobacco 
use within the next two years, 
if not sooner.
 • For the first time 
in the history of the United 
States of American children 
being born today will not live 
as long a life as their parents, 
primarily because of obesity 
related diseases.
 • Our already strained 
health care (aka “sick care”) 
system is being overbur-

dened with obesity related 
expenses.  For example, the 
number of Gastric Bypass 
type surgeries in 2005 topped 
140,000. 

Now consider these busi-
ness market facts:

 • The health and fit-
ness industry is reported to 
be in the range of $16 billion 
annually and the weight loss 
industry TRIPLE that at $48 

Casey Conrad

Diversify or Die
By Casey Conrad

(See Casey Conrad page 18)
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billion.
 • According to Ameri-
can Sports Data, 87% of 
health club members cite ei-
ther weight maintenance or 
weight loss as their primary 
reason for joining.   
 • Recognizing a gap 
in the market, more and more 
doctors and medical profes-
sionals are beginning to get 
involved in the health and fit-
ness industry.  For years doc-
tors have been getting more 
and more involved in physical 
rehab.  However, now these 
individuals are opening cardi-
ac rehab centers, health clubs 
and some bariatric docs are 
getting into the fitness and 
weight loss center business.  
This is a HUGE development 
that will continue if health 
clubs don’t offer a solution for 
the current non-member.
 • More and more 
franchises are popping up in 
the weight loss industry that 
now also offer exercise AND 
newer, boutique fitness fran-
chises are offering weight 
loss services.  (My Healthy 
Inspirations franchise, at 135 
worldwide locations now, is 
just one of many.)  
 When you take into 
consideration the entry of nu-
merous low-cost facilities and 
add these statistical and mar-
ket conditions, what you get 
is the creation of “the perfect 
health club storm.”  The result 
will be a slow but continuous 
chipping away of member 
base from traditional clubs 
that have no differentiation.  
People who want low price 
will leave.  People who want 
personal attention will go to a 
boutique.  People who want 
a weight loss program will go 
to a facility that offers both fit-
ness and diet under one roof.  
In the alternative they go join 
Weight Watchers and spend 
another $40-60 a month else-
where.  (If you don’t think that 
is the case, take a poll at your 
club.  You will be shocked to 
learn of how many of YOUR 
members go to Weight 

Watchers!)     
 However, if clubs 
begin offering a real weight 
loss solution they will be able 
to fend off new competitors 
in both the low-cost and the 
weight loss categories.  For 
one, most low cost clubs 
aren’t going to offer any type 
of weight loss program be-
cause that requires additional 
staff support, which is not in 
their model.  Two, current 
members would much rath-
er buy a product or service 
from someone they already 
know and trust—that’s you!  
Three, the most valuable as-
set in today’s society is time.  
The mere fact that you offer 
weight loss will make buying 
from you more appealing to 
the member.  
 The bottom line is 
that clubs need to step up to 
the plate and begin offering a 
real weight loss solution for 
their members—not just say-
ing “exercise and you’ll lose 
the weight.”  That is proven 
NOT to work for most peo-
ple.  Just take a look at your 
members.  Believing that a 
club can maintain market 
share without offering a 
product that addresses the 
#1 health concern in this 
country is simply living in 
denial!  
 In closing, consider 
this.  Whether it was due 
to arrogance or ignorance, 
many club operators snubbed 
their nose at the Curves mod-
el.  Little did they know that 
by filling an un-served void in 
the market, these “little hole in 
the wall fitness places” would 
become the fastest growing 
and largest fitness franchise 
in the world!  
 Well, THERE IS 
A GAPING HOLE IN THE 
MARKET RIGHT NOW!  
That hole is a comprehensive 
weight loss solution.  Are you 
going to fill the hole in your 
club’s offerings?       
 If you would like a 
free audio, “How to create an 
in-club weight loss program 
that works,” please visit, www.
healthclubweightloss.com 

…Casey Conrad
continued from page 16

2006 revenue grew 34.5% to 
$139.3 million from $103.6 
million during the same peri-
od last year.  Revenue for the 
year totaled $511.9 million, up 
31.2% from $390.1 million in 
2005.  In addition to his great 
achievements with Life Time 
Fitness Founder, BAHRAM 
AKRADI, is also giving huge 
support to IHRSA’s Industry 
Leadership Council .  We 
should all thank him for that.   

Additionally, and on a person-
al front, Akradi, has emerged 
from the problem he had last 
year in a high school parking 
lot with a high school student.  
He is moving on with life.  
 •  MARK GOLOB, the 
Founder and CEO of Butter-
fly Life, 30-Minute Fitness 
and Weight Loss Centers, 
is moving his fitness facilities 
for women established sev-
eral years ago forward into 
the weight loss world.  Good 
move Mark!   The internation-
al, 100+ club company is de-

scribed in a company press 
release as, “Unlike any other 
leading 30-minute fitness or 
nutrition centers, Butterfly 
Life offers effective longterm 
weight management, as well 
as healthy living solutions for 
fitness, nutrition, motivation, 
beauty and fashion all under 
one roof.”  Focusing now on 
true lifestyle change, Golub 
says, “Our 360-degree ap-
proach to women’s health is 
unrivaled and enhances ev-
ery aspect of a woman’s life, 

…Norm’s Notes
continued from page 10

(See Norm’s Notes page 20)
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 They tell me I’m an 
expert at this.  Ok, I am an 
expert.  I am an expert at 
making money in the weight 
loss business, an expert at 
what we do inside our facili-
ties, and an expert at inspir-
ing my team and myself to 
share our life-changing mes-
sage.  I share with you today 
from that expertise. 
 From 160,000 sq. 
ft. multi-purpose locations, 
all the way down to 30-min-
ute express facilities, health 
clubs come in all shapes and 
sizes, as well as all incomes 
and debt-loads.  Many are 
doing fine financially, others 
are struggling to grasp their 
market share, and others 
have yet to even come close 
to making ends meet.  Com-
petition is at an all-time high, 
and income can be at an all-
time high also, as long as a 
money-making component is 
added to set the club apart 
from all the rest.  Weight loss 
is that component.  
 In 1991, we started 
our first fitness facility.  With-
in three years we had 10 of 
them.  We were doing well, 
but we noticed there was 
no one coming through our 
doors that had any weight to 
lose.  Was the obesity level I 
had built eight businesses on 
finally falling?  No.  In fact it 
was creeping upward.  Then, 
what was the cause for the 
person who needed us the 
most not coming through our 

doors?  
 We decided to find 
out.  Stemming from our suc-
cess in the weight loss busi-
ness since 1982, we had the 
expertise for creating power-
ful marketing and sales pre-
sentations that worked, along 
with great program develop-
ment experience; so we per-
formed a test.  We created a 
program and began to adver-
tise it.  The phone rang off the 
hook, but when people heard 
we were a fitness facility (it 
wasn’t in the ad) 50% of them 
hung up on us.  When those 
that did book an appointment 
showed up, the moment they 
saw it was a gym, 50% of them 
walked out.  The ones that re-
mained enrolled.  It was clear.  
The need was very much still 
there.  We simply had to dis-
cover how to bring them in.  
 We did that and have 
been doing so ever since.  
The problem is still the same 
for most clubs.  Those who 
need you most are not com-
ing to your club.  
 We not only know 
why the overweight person 
isn’t coming to your gyms.  
We know how to get them 
into your gyms.  The keys that 
make this concept so differ-
ent are simple, yet incredibly 
result-producing.  If you don’t 
add our program to your facil-
ity, please do add a good one.  
There are lives to be saved, 
money to be made and rela-
tionships in your community 
to build.
 But hey, I own the 
company and of course, I’m 
going to say we’re great.  To-
day, I share my story from a 
club owner’s perspective that 
addresses many questions 
that might be in your mind.  
The following interview with 
club owner, Roy Leedy, who 
added our weight loss pro-
gram to his club will share the 
incredible difference it has 
made to his business. 

Meet Roy Leedy – Super 
Fitness, Mansfield, Ohio

 Meet Roy Leedy.  
Roy owns Super Fitness in 

Mansfield, Ohio.  When Roy 
bought his gym, it had done 
$240,000 in total revenue in 
the previous 12 months.  
 Donna - Roy, let’s 
get right to it.  Our readers 
have been told they’ll meet a 
real club owner who’s added 
a weight loss component.  
That’s you.  What would you 
tell someone thinking about 
adding weight loss programs 
to their club operation?
 Roy - Add a weight 
loss component that brings 
the outside market in.  Of 
course your existing mem-
bers will buy, as they did 
for us.  But adding the right 
component brings in the out-
side market.  People we’ve 
not been able to attract to 
my club before.  We grossed 
$500,000 in five months af-
ter we added the weight loss 
component to our club!
 Donna - Is weight 
loss difficult to combine with 
fitness?
 Roy - To those of 
us in the industry, there’s an 
obvious connection; but the 
mindset of the weight loss 
member is different than the 
mindset of a gym member.  
That’s great for us, because 
most of them haven’t joined 
gyms before.  So, they bring 
new memberships to the 
gym.
 But, we did take 
steps to avoid alienating the 
overweight population.   I 
designated a secluded sec-
tion in front with a separate 
entrance.  With full knowl-
edge that the overweight 
person feels intimidated in a 
gym, I invested in a separate 
area for this profit center.  In 
the past I heard women say, 
“I’ve got to lose 20 lbs be-
fore I can join” or, “I’m not 
sure if I can fit on the equip-
ment.”  With these comments 
in mind, I knew if I marched 
these new prospects through 
the heart of our club, I would 
lose them.   
 I also added a phone 
line designated to our new 
program and answered the 
phone with a different name 
than the fitness club.  

 Donna - How does 
that work?
 Roy - We know most 
members join to lose weight, 
whether they’re a club mem-
ber already or because they 
want to specifically get in-
volved with a weight loss pro-
gram.  When we changed the 
name from Ladies Super Fit-
ness to Mansfield’s Super Fit-
ness and added weight loss, 
we expanded our potential 
market from 14% to 81%.
 Donna - Is it easy to 
sell?  
 Roy - Selling a com-
bination program is good for 
three reasons.  You can sell 
to your existing members 
who want to lose weight but 
haven’t joined a weight loss 
program somewhere else, 
you can use the two-price 
presentation at the point of 
sale to show the value of the 
program and you can reach 
that huge weight loss market 
that was previously unavail-
able to just the club.
 Donna - How did you 
market the new concept?
 Roy - I marketed to 
my specific audience.  To 
keep from intimidating the 
weight loss members, I ad-
vertised the club and the 
weight-loss concepts sepa-
rately.  My weight loss pro-
gram ads included “before” 
and “after” pictures of real 
people that are targeted to at-
tracting the overweight popu-
lation.  I plugged in the Rule 
Of Five when I introduced the 
new weight loss program to 
our members.  I sent a post 
card to existing and expired 
members.  We followed up 
with a phone call inviting 
the members to hear about 
the new program.  My team 
booked appointments off the 
floor, made announcements 
and sent emails.
 Donna - Have you 
tried adding additional income 
streams to your club before?             
 Roy - I didn’t have 
to try anything else.  I chose 
your program for their sys-
tems and the cutting-edge 
part of the program called Life 
Success®.  Life Success® is 

the motivation element that 
ensures your members will 
keep their weight off perma-
nently, which is my heart’s 
desire.
 Donna - What would 
you tell someone who doesn’t 
think they have the time or 
money to add a weight loss 
program to their club?
 Roy - I would point 
out the facts.  We brought in 
the 67% of the overweight 
population that were previ-
ously not coming through 
our doors.  We expanded our 
market penetration from 14% 
to 81% and we went from an 
average of 25 new member-
ships a month to 100 new 
memberships a month.  I 
know of many locations that 
didn’t even have to add a new 
staff person.  Like I said, we 
produced more than twice 
as much gross revenue in 
five months than we had the 
entire year before!  It might 
sound cliché, but I would say 
to any club owner, “You can’t 
afford NOT to add a weight 
loss program!”   

(Donna Krech is the President 
of Thin&Healthy Total Solu-
tions® and may be reached 
at: (419) 991-1223 or by email:  
mbigler@thinandhealthy.
com) 

“$100,000 Added to the Bottom Line!”
By Donna Krech

not just her weight.  Our world-
renown panel of experts has 

created simple and effective 
exercise and nutritional pro-
grams geared to help women 
succeed at weight manage-
ment and healthy living.”  

Good on ‘ya, Mark!
 • God bless our 
troops, airmen, seamen and 
their families.  God bless 
the poor people of Iraq who 

continue, along with our 
troops, to be slaughtered 
by suicide bombs and 
other weapons.  God bless 
America and God bless you 

all.

- Norm Cates, Jr. – The 
CLUB INSIDER News - Pub-
lisher Since 1993

Roy Leedy

…Norm’s Notes
continued from page 18
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ready been carefully and 
successfully delivering your 
club’s messages on active 
aging to the 50+ marketplace.  
But, even if you are well into 
this realm, your club and your 
members cannot help but 
benefit, from ICAA involve-
ment.  
 On the other hand, 
you may have totally ignored 
the 50+ marketplace, so far.  
Many young club owners 
have made this mistake.  
 But, rest assured 
about this.  Clubs who do 
reach out to and successfully 
grow and nurture this ever 
increasing market are go-
ing to be taking more to the 
bottom line on their club fi-
nancial statement each year, 
because they did.
 For information on 
Colin Milner’s International 
Council On Active Aging 
contact: www.icaa.cc.org 
 The second page #3 
report addressed news from 
another visionary and was en-
titled: “Michael Grondahl’s 
Planet Fitness Acquires 
World Gym International, 
Inc.”   This report chronicled 
the journey that Grondahl 
and World Gym CEO, Mike 
Uretz, took in putting this 
major development together.   
According to both Mike Gron-
dahl and Mike Uretz, they are 
very satisfied with the early 
results.  
 And, Mike Grondahl 
has not been idle.  He has 
been transitioning the WGI 
alliance with Planet Fitness 
since last year and at the 
same time has been inves-
tigating another, but much 
larger target.  STAY TUNED.  
 An article entitled:  
“How Do You Check Out 
As a Health Club Owner?” 
by Jim Thomas and Donna 

Krech’s “The Bottom Line 
on the Weight Loss Mar-
ket” Part II were our Contrib-
uting Author articles.  Also, an 
article by yours truly entitled: 
“Joe and Heather Graves 
The ‘Stars of Vitabot! ’ ap-
peared in our November, 
2007 edition.  
 Norm’s Notes No-
vember 2006 • My first 
Norm’s Notes in November, 
2006 heralded the beginning 
of the 14th year of publication 
of The CLUB INSIDER News.  
I will only say here that it has 
been quite a challenge and 
really … some ride!  • Wished 
happy season’s greetings to 
everybody for the holidays.   
• Commented on Mike Gron-
dahl’s Planet Fitness acqui-
sition of World Gym Interna-
tional, Inc.  •  Commented on 
Alan and Steven Schwartz’s 
rebranding their multipurpose 
clubs to all be know as:  Mid-
town Athletic Clubs. What 
great credits Alan and Ste-
ven Schwartz and their en-
tire team are to our industry!  
• Mentioned another big time 
industry mover and shaker, 
Don Konz’ involvement of the 
D.C. area Sport and Health 
Clubs with the donation of 
$100,000 in fitness equip-
ment Project Fit to place in 
local schools. • TSI, under 
CEO, Bob Giardina,  con-
tinued to post good quarterly 
numbers. • Announced that 
the industry 900 pound go-
rilla, Life Time Fitness, had 
opened a new mega-club in 
Alpharetta, GA. in November, 
2006.  • Wrote a note to in-
spired CLUB INSIDER News 
reader, Doug Heinz of Home 
Courts of America thanking 
him for his nice note about 
the work we are doing on 
“Our Group.” • Shared news 
about my friends Jack and 
Elaine LaLanne, traveling to 
Geoff Dyer’s Lifestyle Fam-
ily Fitness marketplace, in 

the Tampa, Florida area, for a 
rousing personal appearance 
at Dyer’s clubs.  There is only 
one Jack LaLanne and he is a 
national treasure and now 93 
years old. Jack is truly amaz-
ing in personal appearances!  
Jack LaLanne,  Bill Pearl, 
Red Lerille, Bob DelMonte-
que and Ray Wilson, have 
the best age 70+ physiques 
in our industry and I want to 
be like them and am working 
on that.  But, I know it is going 
to take a lot more work and 
a lot of years to even barely 
compare to these amazing 
men!  But, even a 61-year old 
guy like me can dream of and 
have a goal of a much bet-
ter physique and becoming 
“Younger Next Year”! •  I 
mentioned the book Gover-
nor Mike Huckabee of Ar-
kansas’ wrote entitled: “Quit 
Digging Your Grave With a 
Knife and Fork.”  Only, I ac-
cidentally re-titled the book by 
typing the words: “Quit Killing 
Yourself”, so could only figure 
one way out of that and it was 
to apologize to the Governor 
and I did in the next edition 
and do again, today.  In that 
same Note I mentioned dy-
namo Casey Conrad’s new 
book: “Winning the Strug-
gle To Be Thin” an amaz-
ing book with testimonials 
from 62 of Casey’s Healthy 
Inspirations female clients.  
•  Also, I mentioned that I 
had postponed my work on 
my book, “Leaving FAT 
City” to focus on helping 
Casey Conrad and Gover-
nor Huckabee, both prolific 
authors, promote their new 
books.  In Governor Huck-
abee’s case, his new book 
is entitled:  “From Hope to 
Higher Ground”, a work that 
I believe truly clearly shows 
Governor Huckabee’s 
Presidential timber.   Here 
is a man who was called and 
who has answered the call 
and a man that I do believe 
someday will be President 
of the United States.  That 
might not happen on January 
20, 2009, but I do predict now 
that it will happen someday. 
STAY TUNED!    • Congratu-
lated David Patchel-Evans 
on his winning, not one, but 
two honors: 1) the Ernst & 
Young Entrepreneur of the 
Year Award and the Entre-
preneur of the Year Award 
sponsored by the National 
Post, Global, LaPresse and 
RDI. 
 On page #10, right 

below the end of Norm’s 
NOTES, I wrote a tribute to my 
Dear Aunt Blanche Beavers 
Fish of Springhill, Louisiana.  
Sadly, she had passed away 
on November 3, 2006.  My 
further condolences on their 
loss go to my cousins Cathy 
McClain, and Tony and Ed-
die Fish and to my Dad and 
his wife, Louise, who were 
very close to her. May Aunt 
Blance rest in peace.
 

  December, 2006 
Cover Story – The cover of 
this edition featured the cov-
ers of all 12 of our 2006 is-
sues.  This became an annu-
al tradition about 7 or 8 years 
ago. But, I will tell you now 
folks, at the end of 2007 I am 
again going to feature all of 
our covers and will produce  
the entire 2007 summary in 
the December, 2007 issue.
 A page #3 report en-
titled:  “The CLUB INSIDER 
News From the Beginning 
in 1993 to 14 Years and 
Counting!” was published 
and included a photo of the 
one and only, Red Lerille of 
Lafayette, Louisiana, depict-
ed with one of his restored 
vintage bi-wing aircraft. 
 Page #3 also had 
an article entitled: “A Per-
sonal NOTE from Norm 
Cates” and I wrote that as 
we were approaching Christ-
mas.  I wanted to thank my 
Dad, Norm Cates, Sr., U.S. 
Air Force, Retired, and my 
Uncle Sam Ingram, U.S. 
Navy Commander, Retired, 
for their service to America.   
And, thanked our troops, 
airmen, sailors and ma-
rines serving us all in the 
Middle-East and around the 
world.  I also mentioned that 
we should all also thank the 
families of our troops, airmen 
and seamen because they 
sacrifice greatly during war 
and really, always.  I do know 
about their sacrifices, from 
my own life.  In 1950 my Dad 

was sent to the island of Oki-
nawa to serve in the U.S. Air 
Force during the Korean War.  
That meant that my Mom 
and brother, Allen Gene and 
I, had to live without our Dad 
for one full year.  That hap-
pened when I was just four 
years old and my brother was 
one.  We missed him greatly 
and I know the families of our 
servicemen who are serving 
around the world miss their 
husbands, wives, dads and 
moms, too.  But, the good 
news is after one year my 
Dad was able to bring his 
family to live on Okinawa for 
his 2nd year of service there.  
I remember those days.  We 
lived in quarters that were un-
usual.  Our home was what is 
called a “quanset hut”, which 
is a glorified name for a huge 
metal pipe cut in half and laid 
curve up on top of a concrete 
slap.  Actually, our home was 
shaped just like the  design of 
the Sporting Clubs, but much 
smaller … you know, those 
mega clubs built by Jack 
Naiman in partnership with 
the Japanese.  I wonder if 
they copied those structures 
on Okinawa when dream-
ing up those club designs?  
I doubt it.  The most excit-
ing time was when we lived 
through a 120+ mph typhoon 
inside the half pipe home!  I 
also went to the 1st grade in 
one of those half pipe struc-
tures. That, was a trip, too!  
 Our last page #3 re-
port entitled:  “Gold’s Gym 
Announces Resignation of 
Gene LaMott As President 
and CEO:  Board Appoints 
DAVID SCHNABEL AS 
CEO” was a press release 
published by The CLUB IN-
SIDER News as a courtesy 
to Gold’s Gym Internation-
al.  
 Contributing Author 
articles by: Donna Krech, 
“Behind the Scenes Secrets 
for Successful Weight Loss 
Coaching” and Will Phil-
lips, “Staffing and Strategy 
– The Hidden Calamity In 
Many Health Clubs” were 
published.
 Norm’s NOTES 
– December, 2006 • The 
proud Dad of Justin Cates, 
a Senior at the University 
of Georgia, commented that 
he had been honored by his 
Phi Kappa Theta Fraternity 
brothers with election as Vice 
President of Finance and 
Treasury and I thanked him 

…In Review
continued from page 3

(See In Review page 24)



PAGE 23 MARCH 2007
www.clubinsidernews.com



PAGE 24 MARCH 2007
www.clubinsidernews.com

for his now 14 years of ser-
vice to The CLUB INSIDER 
News.  • Announced our 
January cover story and in-
terview with Governor Mike 
Huckabee, who served for 
10 ½ years as Governor 
of Arkansas.   • Share my 
great experience, my “drop-
in” visit with ABC Financial 
President, Paul Schaller, in 
Little Rock, Arkansas.  ABC 
Founder, CEO and 30-year 
club owner and financial ser-
vices veteran, JIM BOTTIN, 
will be our next great cover 
subject for our post-IHRSA 
April edition. I also mentioned 
the excellence of Ms. Heath-
er Girdler’s directions  to 
get me to the ABC Financial 
Headquarters.  This is a mi-
nor point, but I truly believe 
many, many, many clubs 
would sell more member-
ships if ALL of their staff were 
well trained on giving excel-
lent directions to your sites!   
I thanked Paul, Ms. Girdler 
and Sal Corrente, for my 
nice visit.   STAY TUNED 
for Jim Bottin’s cover story 
next month!  •  Body Train-
ing Systems rolled out their 
excellent new Group Active 
Program and my wife, Ilena, 
and I enjoyed a preview of 
their new and really excellent 
Group Active classes with a 
number of BTS employees.  
Group Active was officially 
rolled out by BTS in Janu-
ary, 2007 and is doing really 
well in all markets with the 
de-conditioned and others in 
clubs.  The key to this class to 
me was the gentle, very easy 

way it brought us into move-
ment.  And, I was really hap-
py with how I felt the next day, 
also am important measure 
and concern.  Body Train-
ing Systems was again fea-
tured as our cover subjects 
for this month because this 
is a vitally important story for 
all of you in this industry who 
may own clubs that need to 
have your group ex program 
totally revitalized and ener-
gized.  • I announced more 
good news about the banning 
of trans fats in New York City.  
• Mentioned IHRSA San 
Francisco and urged all 
to attend and for compa-
nies to sign up for exhibits 
with IHRSA’s Tom Hunt.  
• Announced Jerry Noyce, 
Health Fitness Corpora-
tion’s CEO, had been elect-
ed Vice Chairman and that 
Gregg O. Lehman had been 
named CEO and President 
of HFC.  • Keith Albright, 
Sr. V.P. of Franchising for 
Gold’s Gym International, 
Inc., announced a 10-year 
agreement and formation of 
the Gold’s Gym Franchisee 
Association (FFFA), de-
scribed as “a groundbreaking 
steering committee designed 
to discuss and resolve mat-
ters of interest to the Gold’s 
Gym franchisees.  I will add 
here that after a 20-minute 
conversation I had with one 
very upset GGI franchisee 
last October at Club Indus-
try Chicago, this new GGFA 
could not come at a better 
time.  I do hope it works be-
cause if it does not, we are 
going to see some big, big 
changes at Gold’s Gyms.   
• Announced some amazing 

numbers for Alliance Fit-
ness in Canada who had just 
opened a new 16,000 square-
foot Exclusively Women’s 
Fitness Center in Oakville, 
Ontario.  They had opened 
with 1350 members and in 
twenty-three days sold 270 
memberships and $69,500 
in personal training and 166 
EasyZone Weight Loss 
Programs!  Now, THAT’s a 
great opening! • I expressed 
my hope that McDonald’s had 
banned trans fats, too, but 
their website made no refer-
ence to trans fats that I could 
find.  Maybe I missed it some-
how.  •  Announced that Don 
Konz’s Sport and Health 
Clubs in D.C. area had ac-
quired the Fitness Univer-
sity (Club) in Stafford, VA.  • 
Announced that Frank An-
derson, Founder and CEO 
of Computer Outfitters, had 
sold his 25+ year old com-
pany to KI Software.(KIS)  
and that Frank had stayed 
onboard for the time being.  
Also,  KUDOS to Frank!  Get 
this.  Five years ago I pub-
lished the first Chapter of my 
book, “Leaving FAT City” 
as a cover story and my son, 
Justin and I appeared on the 
cover.  Frank read that cov-
er story and decided to do 
something about his personal 
condition.  He’s lost over 145 
pounds, and last fall told me 
he was about 15 pounds from 
his goal. He credited reading 
that one chapter with get-
ting him started.  Congrats 
Frank!  • Announced that Bri-
an Evans’ American Family 
Fitness Clubs had raised an 
additional $50,000 with their 
4th Annual Family Fitness 
10K Run/5 K Walk.  When 
added to previous amounts 
raised, a total of $150,000 
was donated by AFF to Chil-
dren’s Hospital in Richmond.  
Great work Brian and AAF 
Team!  And folks, when you 
see my writing about building 
relationships and trust in your 
community, this is  a great 
example of what I am writ-
ing about!   • Jim Thomas, 
President of Fitness Man-
agement and Consulting, 
announced an investment 
opportunity in a public fitness 
organization designed to pro-
duce a model for the 78 mil-
lion “Baby Boomer” niche. 
• Announced that Fitness 
First had reached 500 loca-
tions, making them the sec-
ond biggest club operation 
in the world, behind Curves.  

And, when you compare total 
square footage, my guess is 
they are close in total size. 
The jump in total locations 
has been caused by contin-
ued growth of Fitness First in 
Europe and amazing growth 
in Australia, where industry 
veteran, Tony deLeede is 
the Aussie partner and in four 
years had taken them from 9 
to about 50 locations!  • In an 
important deal for Plus One in 
New York, Founder and CEO, 
Mike Motta, announced that 
Plus One had taken on man-
agement of the private fitness 
centers of Fitcorp, whose 
leader is my long-time friend, 
Gary Klenscheski, Fitcorp 
Founder and President.  • I 
announced that in Southeast 
Florida, Brian Homan, had 
been removed by the land-
lord from the About Fam-
ily Fitness Center, a 37,500 
square-foot club.  Tom Fly-
nn, the personal training op-
erator for AFFC during the 
first year of the operation, 
has become the owner.  The 
name of the club has been 

changed to:  Body Mechan-
ics Sports Club. This leaves 
the investors, good people 
whom Homan had lured into 
the deal, holding the empty 
bag big-time.  But, it appears 
that the close to two thousand 
memberships that had been 
sold during Homan’s AFF 
3-year pre-sale are being 
honored, even though many 
were cashed out and report-
edly, the cash has not been 
fully accounted for.  I suspect 
that there is money missing.  
A lot of money missing.  And, 
IF that is true, then surely the 
finger must be pointed again, 
toward Homan. It is also ru-
mored that Homan may have 
headed to Brazil.  Last year 
I reported, following up on  a 
Fort Lauderdale newspaper 
interview, quoting Homan 
as saying “he had a 7,000 
square foot home under con-
struction in Brazil.”  So, I do 
hope Brazil has an extradition 
treaty with the U.S.  Do STAY 
TUNED! 
 God bless our 
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  Our February edition 
contained a brief introductory article 
about Jim Chilton and the Society For 
Financial Awareness. (SOFA) Chilton, 
the Founder of SOFA, now has 90 
SOFA Chapters across American.  
 Jeramy Price is an Tucson, 
Arizona personal training studio own-

er and operator. He shares his SOFA 
success here.
 Price was introduced to SOFA 
by his Financial Planner, Scott Laska.  
 Q. -  Prior to your introduc-
tion and involvement with SOFA what 
non-advertising community outreach 
programs and thrusts had you em-
ployed?
Jeramy Price (JP)- None.  I would go 

out to businesses and provide training 
for a fee. But, I had never gone out and 
spoken or worked with groups without 
expecting to be compensated.  
 Q. – What did your financial 
planner say to you when he intro-
duced you to SOFA?
 JP. – He just gave me the 
numbers.  I’m a numbers kind of guy.  
I had spent over $1.5 million in the 

last few years on advertising.  I know 
how much it costs to bring in a new 
client.  With SOFA, it’s free.  Really 
how do you beat that?  How do you 
beat building relationships face to 
face with people in your community?  
Sure, they can see your ads but, do 
they really have that relationship, that 
handshake?  So, I figured, sure. I can 
go out and help these people free of 
charge. When they get interested in 
doing something about their health, 
who are they going to call?
 Q. - How has SOFA helped 
your club business and why?
 JP. – I know I’ve spent hun-
dreds of thousands of dollars on 
advertising through traditional cam-
paigns that did not work.  Honestly, 
for someone who can’t afford to risk 
money, with SOFA there is absolutely 
no risk. What you have to gain is re-
lationships and building trust in the 
community where you’re doing busi-
ness.  It’s all positive. 
 Let’s say it costs $800 to bring 
in a client who will spend $1,300 with 
you.  Typically, when I do $130,000 in 
new business in a month it costs me 
about $80,000 using my normal ad-
vertising campaigns.  
 With SOFA, for me to bring 
in that same $130,000 in revenue, it 
takes me about 15 to 20 hours to go 
and speak at SOFA seminars.  Plus, 
I pay my low SOFA fees.  So, if I go 
to 15 to 20 seminars I will bring in 
about the same amount of revenue 
as I would have by advertising and 
spending all of that money.  Instead 
of everybody hearing about me from 
paid ads I am out meeting people 
face to face.  I leverage our advertis-
ing through SOFA.  Since January 10, 
2007 I’ve generated over 100 leads at 
7 SOFA seminars!
 Q.- What would you say to 
our readers, the owners and opera-
tors of clubs across North America, 
about SOFA and Jim Chilton. 
 A. – When you go out and do 
good things in your community some-
day those efforts are going to come 
back to you in a good way.  Also, the 
numbers are there.  All you need to 
do is take the time to create a good 
seminar presentation and then deliver 
it over and over at SOFA meetings.  
You can also use your presentation 
for many other community speaking 
opportunities. 
 I think the bottom line is this.  
If you’re looking to increase your new 
memberships, lower your costs and 
gain relationships in the community 
where you live and do business, I 
would unequivocally recommend 
SOFA and Jim Chilton to everyone out 
there.  Jim is quite a character and a 
really good guy.  

Personal Training Studio Owner Shares 
Positive Experiences With SOFA

By Norm Cates, Jr. 









troops, airmen, seamen and 
their families.  God bless 
the poor people of Iraq who 
continue, along with our 
troops, to be slaughtered 
by suicide bombs and 
other weapons.  God bless 
America and God bless all 
of you.

- Norm Cates, Jr. – The 
CLUB INSIDER News - Pub-
lisher Since 1993

Inc.;
 • Connor Hardwood 
Courts (flooring);
 • Susan K. Bailey Ad-
vertising;
 • Power Music;
 • Picture This Pho-
tography and; 
 • Bang Studios.

 BTS is the only com-
pany in the fitness industry 
that Nike has a co-branding 
arrangement which allows the 
BTS logos to appear on Nike 
clothing with the swoosh. 
We also have all the BTS 
programs in the Lance Arm-
strong and Bo Jackson facili-
ties on the Nike Campus.
 NC - Earlier you men-

tioned quality customers that 
started with BTS in the last 
two years. Who are some of 
those club groups?
 TB - Mid-Town Ath-
letic Clubs (previously, TCA), 
Wellbridge, Fitcorp, Health-
trax, Courthouse Athletic 
Clubs, East-Side West-Side 
Athletic Clubs, ClubFit Can-
ada, Annapolis Athletic Club, 
Maryland Athletic Club, Equi-
nox, Ritz Carlton and Mike 
Arteaga’s Health & Fitness 
Centers.  
 Norm, we also have 
many, many more great qual-
ity clubs who have stayed 
with BTS that are too numer-
ous to mention in this article.
 NC - Will we see you 
and BTS at IHRSA?
 RB - Definitely, we 
are conducting our Business 

of BTS Management Seminar 
on Wednesday, March 28th 
and will be at booth #6301 
for the Trade Show.  So we’d 
love to see everyone there.
 Norm: See you in 
San Francisco, Rich, Terry 
and Cathy!
  Now you have the 
“inside” story on Quality at 
Body Training Systems.  
 And, you have much 
more information to make 
your choice a well thought 
through and truly educated 
choice, surely, in the long run, 
the best choice for your club.  
 
- Norm Cates, Jr. The CLUB 
INSIDER News Publisher 
Since 1993.

PAGE 30 MARCH 2007
www.clubinsidernews.com

Sincere Thanks, Gratitude and Appreciation to:  

All who have advertised, purchased subscriptions and 

pitched in as Contributing Authors. We are now in our 

14th year of publication!

 of you are on the “ ” that   

We will be grateful to you forever. I appreciate and 

LOVE ‘ya!

Very sincerely, Norm Cates, Jr.

…BTS Quality
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