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CLUB VISION PARTNERS

By Norm Cates

Ne\vlT York, N.Y.- Rick
Caro, one of the most powerful, well
connected people in the club indus-
try and the person who conceived
and founded IHRSA, has created
and launched CLUB VISION
PARTNERS. Club Vision Partners
will be the merger of 4 to 7 major
club groups from various regions of
North America into one major com-
pany. In essence, this merger will
be an industry consolidation in its
purest form.

Caro created IHRSA in
1981 by bringing together the Na-
tional Tennis Association and the
National Court Clubs Association.
IHRSA, now 17 years old, has over
4400 clubs in 50+ countries. Over
the years Caro has been instrumen-

tal in helping IHRSA become the
dominant club Association in the
world today. Since starting
IHRSA Caro created the IHRSA
Annual Industry Data Study, the
IHRSA Institute and a number of
other IHRSA services and prod-
ucts. He served on the first Board
of Directors and was a President
of the Association. He still serves
on the IHRSA Advisory Council.
In short, Rick Caro has contrib-
uted countless hours over the last
17 years sheparding IHRSA to the
current promised land of success
for its member clubs.

If Caro’s new venture,
CLUB VISION PARTNERS, is
nearly as successful as IHRSA has
been, it will be a big winner!

Club Vision Partners is
anew organization that will merge
4 to 7 of the most successful and
prolific health, racquet and
sportsclub groups into one na-

tional power. The assemblage of
the club groups will be done re-
gionally with a focus on organi-
zations with four or more loca-
tions currently doing business.
The criteria for selection of these
groups includes, but is not lim-
ited to: strong market presence
in their respective regions, past
history of success, the potential
for growth within those territo-
ries and compatible mindsets be-
tween the regional leaders and
Caro who is the Founder and will
serve as CEO of the new organi-
zation.

The groups that are con-
sidering involvement are domi-
nant, long-term players in their
respective territories with several
of the groups in business for 20
years or more. The initial play-
ers have not been disclosed at
this time.

Caro became interested

in this development over 1 1/2
years ago when he began to ex-
amine the concept of club indus-
try consolidation and how it
might be received by Wall
Strecet. Over the past year he has
carcfully studied the subject. As
Caro cxamined other frag-
mented industrics around the
country, he became convinced
that the club industry was ripe
for a major consolidation like
those seen in other industries
such as the ambulance industry,
office supply, real estate broker-
age, temporary living environ-
ments, male health clinics, fu-
neral homes and many more.
After carcful study, Caro and his
partners are convinced that a
major consolidation will even-
tually take place in the health,
racquet and sportsclub industry
and they have decided to be the
first to make it happen.

Rick Caro

(Sce Caro page 5)

NAUTILU

Gn:enville, S.C.- Delta
Woodside Industries, Inc. (NYSE-
DLW) announced today that it has
decided to sell its Nautilus Interna-
tional fitness equipment division,
based in Independence, Virginia,
and has retained an investment
banking firm to handle the sale.
Delta Woodside also announced at
the same time that it is withdrawing
from the circular knit fabrics busi-
ness, which has operated under the

name of Stevcoknit Fabrics Com-
pany, and will be selling or clos-
ing and liquidating its yarn spin-
ning plant in Spartanburg, South
Carolina.

In connection with these
decisions, Delta Woodside will
take restructuring and other related
charges in its March quarter, cur-
rently estimated to be in the range
of $32 million. Inthe Company’s
last fiscal year, the Nautilus and
Stevecoknit divisions recorded a
combined loss of $14.7 million.

S TO

In commenting on the
Company’s decisions, E. Erwin
Maddrey I, President and Chief
Executive Officer said, “In decid-
ing to sell Nautilus, we made the
decision to focus on our core tex-
tile and apparel businesses. Nau-
tilus is a great company with a
great name and we are confident
that this company will be pur-
chased by a buyer who can focus
entirely on the exciting arca of
health and fitness.
that our loyal and dedicated Nau-

We believe

OLD

tilus employees will prosper un-
der new ownership.”

The Press Release re-
ceived by The CLUB INSIDER
News closed with the following:
“Forward-looking statements in
this press release are subject to
a number of uncertainties be-
yond the control of the Com-
pany. Faclors that could cause
aclual results to differ materially
from the Company's cstimates
and projections include the in-
ability of the Company to sell the

Stevecoknit assets or the Nautilus
business on satisfactory terms and in
a timely manner and the other fac-
tors described in the Company’s An-
nual Report on Form 10-K for the
fiscal year ended June 28, 1997, «
This statement brought one
important question to mind which
is:*What is the plan for Nautilus if
you are unable to find a buyer at
terms suitable to both parties?” Calls
to Delta Woodside to ask that ques-
tion were not returned by press time.
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* You Are The Pioneers!

* Prospecting Plans That Create Sales

* Helping Members Succeed

* National Fitness Therapy
Association Launched

* Examining The Circle

The Benfield Group Sold

Sl.bﬂuis, MO.- Jeft
Bensky, founder and owner of
The Benfield Group, has sold his
healthcare consulting firm to its
two senior consultants, Chuck
Reynolds and Judy Scwing.

The Benfield Group
helps healthcare clients strategi-
cally reposition and transform
from a focus on sickness busi-

nesses alone to businesses fo-
cused on wellness and preven-
tion. The St.Louis-based con-
sulting firm works with hospi-
tals and hospital-affiliated
wellness and fitness centers,
health systems, pharmaccutical
manufacturers, commercial
health clubs, holistic wellness
centers and managed care orga-
nizations from around the coun-

try.

Bensky stepped back from
the management of The Benficld
Group a year ago to devote more
time to the startup of TBG Develop-
ment, providing new approaches to
developing, financing and operating
medically-oriented health and fitness
centers around the country. At that
time, he cntrusted the firm’s day-to-

(Scc Benfield Group page 18)
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great thmgs
happen

2 Ibs. at a time, ﬁbe excﬁt

The MedX Chest Press
One of 20 strength training machines
A offering these features:

Whether scaling a mountain or
reaching a strength training goal,
the method is the same. Success
is achieved in small, incremental
steps.

That's why we engineer MedX fit-
ness machines with up to 480
distinct levels of resistance in
small, 2 Ib. increments. So your
members won't be trying 20 Ib.
jumps before they're ready.

Safer, incremental increases in
strength training capacity mean
fewer injuries and better muscle
development. And that also
means higher member retention
rates for your club.

Your goal is to help members
realize their goals. And our goal
at MedX is to help you make it
happen. So take that first small

step to reach your goals: call us.

* Virtual maintenance-
free operation

* Low-momentum,
low-friction
weight stack

* Member-friendly,
small 2-Ib.
increments

MEDICAL » SPORTS » FITNESS

800-876-6339

www.medxonline.com

MedX Inc. » 1401 NE 77th Street, Ocala, FL 34479, USA « Phone (352) 622-2112 « Fax (352) 629-8670
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THE INSIDER SPEAKS

* EDITORIALS ¢ "INSIDER MAIL"

COMMENTS -

YOU ARE THE PIONEERS!

By Norm Cates

The vision of families
traveling across barren plains of the
Far West in covered wagons comes
to mind when one thinks of the word
pioneer. But here | want you to con-
vert that thought into a clear visual-
ization of the continuum of time that
our industry has experienced. Have
you, as a health, racquet or sportsclub
professional ever stopped to think
about the fact.that YOU are one of
the pioneers in our industry that is
just in its infancy? Yes, the club in-
dustry, as we know it, is a mere baby
only 60 years old. When compared
to other industries such as the ap-
parel, hotel or restaurant industry
which are thousands of years old, the
club business is a toddler. It seems
like yesterday that we had only York
barbells for weight training. During
those days weight lifting was done
for two reasons: to bodybuild or to
compete in powerlifting. Many
coaches of that era felt that weight
training was not good for athletes
because it would make them “muscle
bound. “ And, during that era car-
diovascular training was unknown
only to be defined and taught to all
of us by Dr. Kenneth Cooper of the
Cooper Clinic in Dallas, Texas.

Thinking back 25 years in
the industry I can remember when |
first started in the business with my
partners in the Atlanta arca there
were only 3 commercial fitness fa-
cilities in the entire city. Now there
are over 150! [ can imagine that
many of you that are reading this
can remember those times as well.

So, what is my point here,
you may be asking? Good question.

My point is that while
many may think that they have
learned all there is to learn about the
industry, the truth is we all have a
lot more to learn. The advancement
of the industry into the next
millenium will depend upon a con-
stant quest for and sharing of knowl-
edge by everybody in the business.

Today we are blessed with
organizations and companies that
are helping blaze the path. IHRSA,
IDEA, ACE and the many regional
associations provide a variety of
continuing education opportunities.
The manufacturers are in an intense
and constant pursuit of new con-
cepts, ideas and innovations to fur-
ther exercise and fitness. Compa-
nies like Life Fitness, StairMaster,
MedX, Muscle Dynamics and
Hoggan Health are delivering new
products and redefining others.
Companies like The STEP Com-
pany and CardioTheater are advanc-

We Thought You Would
Enjoy This Unique Body

Pump Class Invitation

>
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ing exercise through products like the
STEP and the new BODY PUMP
Program and Exercise Entertainment.
Publications like The CLUB IN-
SIDER News, CBI Magazine, Fit-
ness Management Magazine, Club
Industry Magazine and Athletic Busi-
ness Magazine offer new educational
opportunitics to their readers every
month.

The more we learn - the
more we will have to lcarn. As the
U.S.Surgeon General’s Report of
1996 continues to inform the Ameri-
can population on the importance of
exercise we should expect more
growth than ever. The demand for
exercise and fitness will be satisficd
in many ways: home fitness products,
the not-for-profit facilitics and of
course, the commercial health,

racquet and sportsclub business.
There are now approxi-
mately 21 million health club
members in the U.S. This number
is expected to increase to 40 mil-
lion in the next ten years. Consider
your market. Where is there room
for growth? In many markets, that
growth will take place with the RE-
PLACEMENT of compctitors in
the marketplace by new and
tougher competitors. That should
be as good a reason as any for club
owners and managers to be scck-
ing new learning opportunitics.
Just remember, many of
the pioneers of the 1800's never
made it to their destination due to
weather, Indians, discase orall of
the above. In the case of the Pio-
neers of the club industry, some of

you will not make it because of apa-
thy, being satisfied with the *status-
quo’ of your business and new-in-
tense competition. Don't let that
happen. Read, attend conferences
and seminars, use the services of
cxpert consultants, spend time with
the manufacturers and vendors of
our business and learn from them.
Always be on a constant quest for
new knowledge and ideas,

You, the pioncers of our
industry, hold the future in your
hands.

(Norm Cates is the Pub-
lisher of The CLUB INSIDER News
and a 25-year veteran of the club in-
dustry. Cates was a Co-founder of
IHRSA and the 1st President of the
Association in 1981.)

Would You Take A BODY PUMP
Class From These Guys?

(You can at IHRSA International in Phoenix)*

**0Owner of Franco's Athletic Club, Ron Franco (not Sandy) is rumored
to be joining these two on stage in Phoenix**

BODY PUMP is the fastest way in the
universe to get in shape -and increase your profits.
(Hey, if these two can learn the choreography,
think how good your instructors will be.)

at IHRSA International

Friday, March 20 at 6:30 a.m. & Saturday, March 21 at 6:30 a.m.

Phoenix rooms: 13, 14 & 15

Call 800.SAY.STEP X270 to reserve a space

*THIS CLASS IS FOR CLUB OWNERS & GM'S ONLY!

class for A

and
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and EDDIE TOCK and the
SalesMakers Team will host their
12th Annual Sales Training Semi-
nar at beautiful Fort Myers
Beach, Florida, May 1st,2nd and
3rd. This is a terrific learning
experience. In addition to that, it
is ALWAYS a great time for those
who attend because the event will
be held at the Holiday Inn on
beautiful Fort Myers Beach! Be
sure to check out the Sales Mak-
ers ad on page #17 for details.

* | just had a very en-
joyable conversation with old
friend, GERRY BOWES, the
owner of the Westbay Athletic
Club in Bradenton, Florida, one
of nicest people you will meet in
our industry. Tragedy struck
Gerry at his club one morming a
few months ago when he was
working up above his racquetball
courts changing light bulbs. Sud-
denly, the ceiling surface he was
working on gave way and he fell
head first 30 feet straight down.
His fall was absorbed first with
his arms and hands which were
shattered with the impact. (54
parts were broken). Several (3 or
4 ) ribs were broken , the fall dam-
aged his face and skull, injured
his brain, damaged his spleen (it
was removed) and nearly killed
him. The first 3 days in the hos-
pital intensive care ward had his
family and doctors fearing death

for him. Today Gerry commented
to me: “I'm doing better every
damned day! |don’t remember one
second of or any part of the fall. He
was hospitalized for nearly two
months, 3 weeks of which were in
intensive care. Al least one mem-
ber of his family, including his lov-
ing wife of 23 years, Herta, his fa-
ther and his brothers, were by his
side 24 hours per day 7 days a week
during his entire hospital stay. Dur-
ing the end of his intensive care stay
he awakened for about 60 seconds
to find Herta, his Dad and two broth-
ers by his side. He had a very brief
conversation during which he told
his family that he had “seen the most
beautiful woman in the world in the
hospital room at the end of his bed
(it was his wife) and that God has
been with me while I was away.
“Gerry sounded terrific and from
what he tells me his 6’3" body is now
50 pounds lighter, but otherwise he
is recovering very well. God bless
you Gerry!

* Healthworks, the Bos-
ton-based, women's-only health club
chain, which recently lost a Court
case in which a local male citizen
sued to gain access to their Backbay
Club, has now been able to, in ef-
fect, have the lawsuit overturned
with the passing of a new law. The
new law now makes it legal to have
single-sex - health clubs and was
passed in record time with the able
assistance of Boston-based IHRSA
(International Health, Racquet and

_Sportsclub Association).
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* Word is that Columbus,
Georgia-based American Club
Systems, operators of a couple of
hundred facilities across the U.S.,
is issuing a private placement
which will be in the 8 figure range.
Officials at ACS indicated that
“we cannot comment at this time”
but they also indicated that when
they are able to formally release
the details, The CLUB INSIDER
News will be fully informed. Stay
tuned!

* My former partners,
RICH BOGGS and RAY
IRWIN, of The STEP COM-
PANY, now have a terrific new
product that they are rolling out
nationwide. BODY PUMP is
strong and [ predict will have a
major impact on the industry.
Check out the BODY PUMP flyer
and invitation response card on
page 3 that was created by the Step
Company folks. It is really hu-
morous and embodies all of the
important aspects of a great adver-
tisement/response picce. Across
North America, BODY PUMP is
picking up awesome steam, but as
usual, there are a couple of folks
out there who think they can cir-
cumvent the 7 years of BODY
PUMP ecxperience in New
Zealand by starting their own
group weight training class for-
mat. Good luck to those that try
to re-invent this wheel! And, for
what? To save $250 a month?
Give me a break! Also, BODY
PUMP now has a Web Site Ad-
dress and in the near future will
begin to provide a Club Locator
on the Web Site for those who may
have read about BODY PUMP in
Cosmopolitan, Vogue, Glamour,
Shape and Self Magazine or other
publications. The Web Site Ad-
dress is: www.BODYPUMP
.COM. Boggs reports that they are
receiving 100-200 hits per day
right now from folks requesting
the names of clubs that are offer-
ing BODY PUMP. So now, not
only does BODY PUMP provide
a great workoul to service your
members..... it is now beginning
to provide a terrific membership
sales tool with the Web page!

* NEHRSA will host its
annual Spring Conference and
Trade Show May 11 & 12th at
Tara's Ferncroft Conference Re-
sort in Danvers, Massachusetts.
For registration information call:
(617) 951-0056.

* Bally Total Fitness stock
has been trading at an all time high
lately. When LEE HILLMAN took
the helm as CEO and President, he
predicted it would take some time
to turn around the P&L’s, but he has
already quadrupled the stock price
since he took over. In addition he has
successfully reduced the BTF inter-
est costs significant and he has got-
ten “buy™ recommendations from
several Wall Street financial compa-
nies. It will be interesting to see how
the end of year financials turn out.
After meeting Lee Hillman I would
bet on his making a successful turn-
around because he is very gifted in
the financial world and is very de-
termined to enforce the changes in
his company culture. A healthy-
civic minded Bally Total Fitness
Corporation will help the industry
nationwide.

* JAKE BURKHARDT
has just taken a position with the
York Barbell Company. Glad to
see Jake with that great company
that began it all. Best of luck Jake
in your new role.

* The Sports Club Com-
pany has acquired the Racquetball
World Clubs in Southern Califor-
nia and is developing more Spee-
trum Clubs. It appears that the
company focus is now in SoCal, but
the deals to acquire the Los Cabal-
leros Club and the Gold’s Gyms
have gone away.

* It was recently reported
that the Super Show will be mov-
ing to Orlando, Florida beginning in
the year 2000, and the date of the
show will be moved up to the first
week in January of each year. All
of this is contingent upon the
completion of a proposed deal to
build a new conference facility big
enough 1o house the entire show.
The move away from Atlanta is
probably wise because the show had
outgrown the Georgia World Con-
gress Center and has recently been
spread out to the Georgia Dome,
tents in parking lots and anywhere
else there is vacant space. However,
the move to the new ddte is not ex-
citing for the vendors because it will
move their preparation time into De-
cember of cach year

* BRUCE AND DANA
HENDIN’S Racquetball Clubs of
San Antonio and The Santa Bar-
bara Athletic Club, managed by
JULIE MAIN, will be honored by
IHRSA for their Community Ser-
vice, The Awards will be given at
the 17th Annual IHRSA Convention

and Trade Show March 18-21 in
Phoenix, Arizona. Stay tuned.

*JASON CONVISER,
Vice President for Bally Total Fit-
ness and TOM COTNER, Presi-
dent of Employee Health Man-
agement, Inc. join us as new Con-
tributing Writers. Also, we wel-
come back KAREN
WOODARD, President of Pre-
mium Performance Training,
BEN MIDGLEY and DOYICE
COTTEN previous Contributing
Writers, and PATRICK PINE to
our Contributing Writer group.

* TONY deLEEDE, the
owner of Atlanta’s Australian
Body Works, just keeps on crank-
ing out new clubs! He has an-
nounced his 19th Atlanta area lo-
cation in the Lenox Square area, a
really hot office/commercial/resi-
dential arca of North Atlanta. The
14,000 s.f. facility will open by
June, 1998.

* 24 Hour Fitness (Fit-
ness Holdings) was recently cov-
ered in a Fortune Magazine article
and now reportedly has 170 loca-
tions generating revenues of $300
million. Word is that the goal is to
reach 350 locations by the end of
1998 at which time they will go
public. 24 Hour Fitness acquired
10 clubs in 10 days including 3 in
Boise, Idaho and scveral in Texas
including DAN GRANADIER’S
World Gyms in Houston, Texas

* RANDE LaDUE, the
President of Pro*Fit Enterprises,
distributors of the PACE Group
Exercise Programs, has an-
nounced the appointment of
KEVIN CAVARETTA as a PACE
Master Trainer. Kevin teaches a
5:30 a.m. class at Franco’s Athletic
Club Mandeville, Louisiana.
Kevin will also be teaching Pace
Classes at the IHRSA Convention.

* The Work Out World
club chain has announced its fourth
facility, a 34,000 s.f. former Frito
Lay building. It is located in New
Brunswick, N.J. and will be con-
verted to a new club. It is sched-
uled to open by the end of 1998.

+ ANDREW
FEARNSIDE has been hired at
Chicago’s Mid-Town Tennis
Club as a pro on the club’s staff of
33 tennis pros. Fearnside was for-
merly with the Riverside Club in
London, England,

(See Norm's Notes page 16)
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continued from cover

Caro is arguably the club
industry's most knowledgeable per-
son with respect to the financial
aspects of the club industry. Be-
yond that, he without question is
one of the brightest minds in the
business. Combine those qualities
with his other habits of honesty,
loyalty, hard work, excellent plan-
ning skills and his extremely deep
connection to the industry, it is easy
to visualize a terrific success for his
new venture.

Rick Caro comments
about the new venture: * The ex-
. citement for this venture comes
from all who have become awarc
of it. Wall Street firms who are fa-
miliar with successful consolida-
tions in other industries see this
opportunity as analogous to those
other success stories. Initial club
ownership groups all champion the
cause and are doing their due dili-
gence in order to officially join the
venture. It follows a proven for-
mula for roll-up consolidations
leaving the regional leaders in place
to grow and be more significant. It
also has the capability to acquire
club companies who want to exit
the industry. It will have the capa-
bility of offering purchase prices
greater than what private compa-
nies can offer. It will be a unique
benefit to be able to provide such
an alternative to the club industry.”

The advantages to the
club groups which become in-
volved are numerous. One is that
once the groups are assembled into
a national organization, the orga-
nization will have the size and an-
nual revenues necessary to be at-
tractive to the public market. Caro
estimates that initially the new
company will have revenues in the
$50 to $60 million range. The plan
is to have the merger of club groups
completed by late Spring or early
Summer and then to take the new
company public by the end of 1998.
Then, a series of acquisitions will
be immediately completed in the
founding regions along with the
acquisition of other major players
in other regions.

Club Vision Partners con-
sists of Founder Rick Caro, who
will serve as the Chief Executive
Officer and Chairman, Matt
Seward and Troy Taylor, who will
serve as Directors. Matt and Troy
are affiliated with Innovative Part-
ners, LLC and Legacy Securities
Corp., whose affiliate along with
Innovative Partners, are the other
co-founders of Club Vision Part-
ners.. A very well-known and re-
spected Chief Operating Officer
with substantial hands-on operat-
ing experience has also been iden-
tified. Rick has over 25 years of
experience in the health and fitness
club industry and knows (and is

known by) several hundred club
owners across the country. Matt
is a Partner with Innovative
Partners, LLC, the middle-mar-
ket growth strategy consulting
firm affiliated with Inc. Maga-
zine. Matt recently completed
the roll-up and successful IPO
of Bridgestreet Accomodations,
Inc. a $27 million consolidation
in the hospitality sector. Troy
is a Senior Vice President of
Legacy Securities Corp., a lead-
ing middle-market investment
and merchant banking boutique.
Troy has completed over 50 in-
vestment banking transactions
including 15 public offerings,
and brings substantial “deal-
making” experience to Club Vi-
sion Partners. Troy has success-
fully completed four roll- -up/
consolidation transactions, in-

that they will be part of a strong
national company which will
provide them with resources for
growth and expansion through
new developments and acquisi-
tions and they will enjoy econo-
mies of scale with respect to pur-
chasing power. The other sig-
nificant impact is the sharing of
“best practices among the firms.”

Troy Taylor, a Principal
with Legacy Securities, com-
ments, “We have significant ex-
perience in the deal making
arena. But, the single most im-
portant thing in a project like this
is to have someone that really
has the industry credibility and
the industry contacts to know
who the right players are, who
the good clubs are, and knows
“who’s who” in the various cit-
ies. We think Rick is the perfect
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guy for the role. He knows who the
players are around the country who
would be appropriate for this and
who wouldn’t.”

Taylor adds, “This is a big
step for club owners who have been
entrepreneurs for their whole career
to move on to something that is even
bigger. We also think it is good for
them from two standpoints: one is
that as a public company they will
have access to capital to grow their
clubs and become a bigger player in
their region. Secondly, through ac-
cess to the public market they will
benefit financially as the value they
will receive from their businesses
over a couple of years will be sub-
stantially greater than anything they
could have ever achieved privately.
As you know in this business it has
been very tough in the private mar-
ket to get much value for a success-

ful business that you have built up.
Whereas now, they can get a very
nice value through the public mar-
ket.”

Taylor continues, “ The
most important thing in this project
is the quality of the team that we’ve
assembled. We think that in Rick
Caro we have someone who can
articulate the strategy for Wall
Street and can really spearhead the
aggressive acquisition strategy,
because that’s what this takes. He
will also have great support. We
have also identified, though we
cannot disclose who it is, an ex-
tremely strong Chief Operating
Officer to handle the day-to-day,
nitty-grifty of running the business.
That’s crucial. What Rick has done
is to surround himself with some
very strong financial “deal-mak-

__(See Caro page 16)

cluding the $110

“million complex,

cross-border
rollup/merger
transaction for

oo Numar, |- LifeScience Technologies - the SelfCare Revolution

one of the largest
foodservice com-
panies in Central
America and the
simultancous
merger/IPO of
Ambar, Inc., ‘a
consolidator in
the oil services/
environmental in-
dustries. Arthur
Andersen & Co.
and Arnall
Golden & Gre-
gory, LLP have
been retained as
accounting and
legal counsel re-
spectively.
Arthure Andersen
is one of the larg-
est professional |
services firms
worldwide.
Arnall Golden &
Gregory is one of
the top corporate
law firms in the
Southeast.
When
the company goes
public the indi-
viduals who have
brought their club
groups into the
organization will
receive cash and
stock for their
businesses. Im-
portantly, those
that are chosen
and do become
involved will also

be the parties that |

stay to manage
and operate in

their respective|

territories. The

only difference is |

Maxivize Y our POTENTIAL

e

CREATED BY ROY SPEER, the founding Chairman and CEO of the Home Shopping
Network that changed the way America shops! Since then, his vision and focus have gone into
building a marketing and communications network of over 100 companies - worldwide!

FIRST TIME IN NWM HISTORY tkat the company, products, promofion, training
programs and multi-media communications are all in place BEFORE Pre-launch.

OVER $7.5 MILLION INVESTED in preparation! Millions more committed to the
Roll-Out.

MOST COMPREHENSIVE COMMUNICATIONS PLAN EVER, includ-
ing our own nation-wide satellite network, DBS Satellite Programming,Internet, Fax on Demand,
Telecom Recordings, Conference Calls. Plus an aggressive Lead Generation Program to follow,
from media advertising, infomercials, and PR. Powerful Marketing and Training Materials. Cor-
pam'e-owned communicafions and evenis agency.

LMGICALLY LOCATED with worid headquar!ers in Orlando, Florida-over 40
. million international visitors. Product Development located in Clearwater, Florida, Distribution
ﬁuu Nm}mcy close to product manufacturing. Television and video production in Nashville,
Tn.-at $100 million corporate uplink facility.

Passive or Aggressive Income for Fitness Professionals
THE MOST POWERFUL ELEMENTS from Western, Ayurvedic, Tibetan and Chi-

nese nutritional and herbal experience have been combined into all-new daily and specialty Nutri-
tional Technologies. Weight Loss that is proven effective over years of clinical use by thousands of
individuals. Skin care that starts from the inside out. Beauly based on optimally healthy skin. Tele-
communications thorugh Speer Virtual Office. Direct Response 24-page color catalog of Personal
Health products. And countless more personal health, recreation, hfesr_) le and business products in
dcvdopmul.

TO RECEIVE MORE INFORMATION about this pouerfui new company call
W.Preston Fields, principal of PTH Marketing, Lic. in addition to being a Field Leader for LifeScience,
Preston’s expertise in the health club industry spans over 20 years and includes being an owner/
operator of three “women only’ and three 35,000 sq.ft. health clubs, plus a successful club consult-

ing firm.
NUMBERS YOU NEED TO KNOW
h PTH Marketing, Lic.
; 1-888-294-2138

: lhmctFacis Via Fax:(615) 733-0004 Record Information:(615)770-1200




PAGE 6

ECuh Insider

MARCH ISSUE

Prospecting Plans That Create Sales

By Karen D. Woodard, President

Premium Performance Training
(#1 of 6 in a series of articles for
The CLUB INSIDER News)

As stated by Selling
Power magazine, prospecting is the
-#1 challenge that Sales Managers
across the states and across all in-
dustries have with theirsales teams.
From my experience as a club
owner, sales director and consult-
ant, | would agree and perhaps you
would as well that this same chal-
lenge also occurs in our industry.
Let’s look at the definition
of “prospecting”..... the best way to
~ define it without using an activity
would be to *search or explore with
the expectation of future advance-
ment”. Well, with that definition
in mind, it’s no wonder that pros-
pecting is such a challenge for most
sales staff. As sales people, the
majority of us tend to be oriented
toward immediate gratification and

if you look at some of the key-
words in this definition such as
“search”, “explore”, “future ad-
vancement” - these words do not
indicate immediate return or pro-
duction. So by very nature of the
definition, it makes sense why so
many of us don’t prospect regu-
larly and consistently.

Other reasons that a
large number of membership
sales representatives don’t pros-
pect regularly include:

1. we don't know how
or what to do

2. we don’t see the
value in it - we see more value
in waiting for the call-in or walk-
in versus going out and creating
more business.

3. it’s outside of our
comfort zone - after all, when we
prospect, we have to go out and
inquire and/or create interest as
opposed to having an interested
party walk in or call us

4. we don’t have a plan
- in other words, we don’t know
how many people we need to
speak to hit our goals

If these reasons sound like
things you've said about prospect-
ing, beware! for they are the trap
that will wash you out of selling.
They are lethal to your career in
selling fitness, equipment or ser-
vices in our industry becausc your
job is to create revenue for your
company and yourself
not simply to wait for business to
call you. Think about the rcasons
you should be prospecting on a con-
sistent basis - they may just change
the way you perceive prospecting.

1. creale more revenues
for you and the club - more revenue
for the club means more club im-
provements, newer-better cquip-
ment, more programs, all adding up
to more sales which means more
income for you.

2. create consistent flow
of leads to decrease any scasonal
effect you may have expericnced -
you create a flow that occurs all
year long despite “seasons”.

3.allows you to target and
choose the membership base you
wanl.

4. allows you to create
more qualified leads.

5. provides you
with a stronger element of
control in your job - you are
going out and getting busi-
ness rather than waiting for
business to come to you.

6. decreases stress
that can be associated with
commission sales. The key
to your enjoying all of these
benefits is to prospect regu-
larly. If you implement a
simple, consistent prospect-
ing plan - you will never

have a problem hitting your "

numbers (unless you need
more sales skills training
which can be acquired
through industry publica-
tions, books, tapes, role-
play or seminars).

Your prospecting __
plan should combine short term
and long term aclivities. Short
term activities are those that will
produce sales for us within 30
days or less and long term tend
to produce in 30 days to 2 years.
Long-term activities include de-
veloping new corporate accounts,

——— ELECTRONIC
—Billing & Collecting
——— SERVICES

BILLING & PROCESSING

e Electronic Funds Transfer
» Credit Card Processing
¢ Volume Discounts Available

¢ Renewal Billing

¢ Payment Coupon Booklets

COMPUTERIZATION

¢ Front Desk Check-In

s Picture-On-Screen
* Point-of-Sale
e Scheduling.

¢ Club Management Reports
» Customization Available
e Windows 95 and Windows 98

o

Karen Woodard

physician referral networks or any
type of group sales. The timing of
these activities is also critical in cre-
ating your plan: An example of the
importance of timing: if it’s the 20th
of the month and you're not on target
to hit your goal, setting up a new cor-

(Sce Woodard page 9)

FULL SERVICE COLLECTIONS

* Return Free EFTtu
* 1-120 Day Delinquent Collections with no fee increase
* No Collection Activity On Your Part
» Phone Calls, Late Notices & Collection Letters

No Fee Increase For Delinquent Collections

25¢ EF1

Custom Software - Year 2000 Comptabile

Already Tested And Approved For Windows 98
(800) 766"'1 91 8 web:lwww.achbilling.com
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A . Ask the person who has climbed the tallest
b T8 : L & mountain whai it takes to stand there.

5

o
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commitment to success — not looking behind,
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but always looking ahead.

"
At StairMaster. our 100% commitment to the
benefits of strength training has led us to
develop the most exciting new strength products
available today. Strength equipment like our
new Logic line — an interactive, r.'ompuu'ri;:('n'
strength training circuit. With just a touch of a
button, you can select one of 5 different Logic
training programs — including eccentric loading
options. Easy to use, fast and effective, Logic
delivers an extraordinary workout.

Plus, to ensure the highest quality, all strength
equipment from StairMaster — including our
innovative Arcuate and Linear lines — is now
made at our factory in Tulsa, Oklahoma. For a
Jree StairMaster strength catalog,

call 1-800-635-2936.

Set Your Sights High » Expand the Envelope

STAIRCLIMBERS

-

EXERCISE BIKES

-

CROSSROBICS”

-

TREADMILLS

-
STRENGTH EQUIPMENT

12421 Willows Road N.E., Suite 108,
1-800-635-29.
StairMaster, StairMaster Logie,
are either registered trademarks
StairMaster Sports/Medica
© 1998 StairMaster Sports/N
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SEE SALES SOAR!
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Building your company’s sales is easy with the right TooLs.

Start nailing down those lost leads! Stop missing sales opportunities. Use TooLs Sals &
Marketing Software 1o automate your sales efforts. Stay on top of appointments, track incoming
and outgoing phone calls and maintain control with comprehensive reporting. TooLs austomer

profile feature gives you access to powerful information on every lead.

It's easy with Tool.s Sales & Marketing Software. TooLs gets results.

Call ToolLs today and watch your sales go through the roof!

CALL NOW FOR A FREE 30-DAY TRIAL

800-811-8669

Tools Systems Management 3300 North University Drive, Suite Coral Sprin
phone: 954-796-9007 fax: 954-7 )10
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continued from page 6

porate account would not be
wise. It might initially be tempt-
ing because of the allure of be-
ing able to sell 10+ member-
ships in one fell swoop, how-
ever, these decisions usually will
take 30 days or more. Instead,
you would want to implement
several short term tactics to pro-
duce sales over the next 10 days
for you to hit or exceed your

goal.

Short term activities
include referral work such as
accessing your network of mem-
ber producing members, passes
in classes, calling all of the
members you got started in the
previous month to welcome
them and remind them of your
referral program and who you

- could call for them, staff refer-
ral programs, lottery promos,
etc.. Short term also includes
prospecting activities such as
take ones, table tents, pizza box
promos, strong follow-up to cre-
ate urgency with all leads (hot
and not so hot) combining calls
and mystery mail, canceled-
member- conversion- pro-
grams, corporale corner in your
club, monthly contact with cur-
rent corporate accounts to get
additional business, movie the-
ater blitzing, daycare drawing
programs, the rule of ten, etc.
These activities are but a short
list of all the low cost ways you
can create more leads for your-
self. (Notice that mass direct
mail, newspaper and radio ad-
vertising are not included be-
cause the assumption is that
these are activities the market-
ing department performs.) In
creating our prospecting plans,
the activities are things you will
do and don’t always require
budget approval.

Now that we have a list
of ways you can prospect, the
next step is to create your quar-
terly plan. The reason we are
looking at a quarterly plan is that
we want to combine short and
long-term activities that take
some planning and mapping out
to become reality. The formula
I've developed to do this is to
determine how many member-
ships you want to sell over a
three month period. Once you
know this number, take those
three months and break them
down into single months and
plan out each month on a weekly
basis. Plan on five weeks per
month. Plan 2-3 activities for
yourself each week that will
generate leads combining your
short and long term lists keep-
ing in mind that all long-term ac-

tivities need to start at least 30 days
before you expect to sec a return.
You will have activities that you re-
peat on a weekly if not daily basis
but the idea is to combine multiple
activities to produce multiple layers
of leads for yourself. (send a
S.A.S.E. for a free copy of a Pros-
pecting Planner and Tracker)

Once you have your initial
plan completed, get together with
your sales director and have she/he
review it for three reasons: 1.) to
make sure that your timing for each
activity is appropriate, 2.) that you
have a balanced plan i.e. that you're
not overloading yourself or con-

MARCH ISSUE

versely that you have enough
planned to produce the leads that
you need and 3.) so that your di-
reclor can assist you with creating
the success of this plan. After you
both agree that the plan will work,
you get a copy and your director
gets a copy - the rest is up to fol-
low through and implementation
- this is where your director can
really help you. She or he should
be discussing the plan with you on
a weekly basis in your individual
sales meeting to evaluate results
and help with any changes that
may need to be made or to assist
you with follow through of the ac-

tivities.

If you've ever experi-
enced the frustration or perhaps
fear of not hitting your member-
ship numbers then creating a
strong prospecting plan and fol-
lowing through with the imple-
mentation will soon eliminate
those feelings from your career.
As we've all heard many times,
success in selling is a function of
numbers. Sure, we need to have
strong sales skills as well but even
sales staff who are very strong at
closing will not succeed if they are
not talking to enough people. By
implementing a well rounded

prospecting plan it will enable you
totalk to enough people to guaran-
tee an increase in your sales pro-
duction.

(Karen D. Woodard,
President of Premium Performance
Training and international speaker
and author provides books, tapes
and seminars on successful sales,
service and managment training
Jor the health and fitness industry.
Karen's address is: Premium Per-
Jormance Training, 279 Pearl St.
Suite 15, Boulder, Colorado,
80302, She can be contacted by
phone at (303) 417-0653.)

products.

News is for you.

Go to
the HEAD of
the CLASS with
an AD here.

By advertising every month in
The CLUB INSIDER News...
you will gain an edge on the
competition. You will reach
over 5,000 club locations and
decision makers every month.
The people who need your

If you sell products and ser-
vices to club owners and man-
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International Sports Sciences Association
The World Leader in Fitness Certification
Since 1988

Personal Training
CERTIFICATION

JOIN THE MOST POWERFUL TEAM OF
FITNESS EXPERTS IN THE WORLD!

Dr. Sal Arria

I1SSA Co-Founder and
U.S. Olympic Team Doctor
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Bill Pearl

Worlds Leading Fitness
Consultant, 5x Mr. Universe
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Dr. Squat, ISSA Co-Founder,
1014 Ib Squat | Author of 50+
texts & Over 30 World Records!
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Bob Delmonteque, ND
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- Consultant
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Continuing Education Programs:
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Here's What You'll Get When You Enroll:

* Specialist in Performance Nutrition™

v FITNESS: The Complete Guide, (640 pages, 1997
4th Edition) and a complete Step by Step Study Guide

v 15SA Guide to Fiscal Fitness, (How To Start And Build
A Profitable & Rewarding Personal Training Business)

® Specialist in Weight Management”
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Sports Medicine for Personal Trainers y

v Unlimited Use Of 1SSA's 800 Technical Support Help
line (During And After Certification)

v Free One Year ISSA Membership And Subscription To
The 1SSA Newsletter, PRO-TRAINER

v ‘Iwo Study Options: Independent Study : Study At
Home At Your Own Pace or Attend A Seminar In Your
Area At NO EXTRA CHARGE!

Limited™
* Specialist in Martial Arts Conditioning™
* Aerobic Fitness Trainer”
* Youth Fitness Trainer™
® Water Fitness Trainer"
* Certified AED Technician™
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Certifien. Fitness Trainer
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1 DISCOVER, OR AMEX FOR ONLY $495 PLUS $10 S&H (U.S. FUNDS)

1

v/ YOU CAN EARN $50 - $150 Per Hour In Your Spare INAME___ PHONE_( )
Time Helping Others Enjoy a Lifestyle of Health & Fitness!  JADDRESS
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LOOKING FOR THE BEST PRICED
ELLIPTICAL ON THE MARKET?

YOU JUST
FOUND IT.

THE

CALL FOR MORE INFORMATION

HOGEAN HEALTH INDUSTRIES 800.678.7888
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NFTA: National Fitness Therapy Association
"Understanding The Opportunity"

By Patrick Pine

The National Fitness
Therapy Association (NFTA) is a
non-profit trade association serving
the owners, managers, suppliers and
developers in the health, fitness and
wellness industry. NFTA was
formed for the primary purpose of
establishing and monitoring
baseline operational standards for
health, fitness and wellness facili-
ties providing preventive health

FRIDAY RFPURTS

Weekly Marketing Insights
For The Club Industry

care services and post-rehabili-
tation fitness therapy programs.
Its founders are health club own-
ers, managers, fitness profession-
als, wellness consultants and
health care professionals from
the health, fitness and wellness
industry. They have formed
NFTA to establish a uniform set
of operational standards for the
delivery of these services to cor-
porations, insurance companies
and the general public.

In order to understand
the value and the need of NFTA
accreditation ot the health club

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

P Immediately-useable marketing
action ideas in each issuel.

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

P> Plus! Special In-depth reports

each year.

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

P> Subscribe now, call 800-778-4411

P> Fax to: 212-987-4337

A PUBLICATION OF CLUB MARKET VISION "™

177 EAST B7TH STREET, SUITE 301, NEW YORK, NY 10128
(212] 9874300  (800| 7784411  FAX [212)987-4227

industry, we must first take a look
at what is happening in other in-
dustries. If we (the health club in-
dustry) want to be recognized as a
player in a legitimate industry, we
must understand the system and
what is driving it. In other words
we need to “step out of the box™ to
see what’s going on in the real
world. Change is the word of the
future. Awise man once said, “The
only thing certain about change is
change itself.” Other key words
that will take us into the next cen-
tury are accountability, quality and
product differentiation, perfor-
mance evaluation and accredita-
tion.

The May 1997 issue of
Lakeland Boating contains an ad-
vertisement for Sea Ray, one of the
premier LS. boat manufacturers.
The ad proudly proclaims above a
picture of one of its plants in op-
eration: “This is one of only eight
boat plants in the world to earn 1ISO
Certification,” This company-with
a quality product that can easily be
marketed on the basis of style, fea-
tures, or lifestyle-chooses to mar-
ket on the basis of its certification,
its quality standard.

ISO 9000 is an interna-
tional series of quality assurance
standards set by the International
Organization for Standardization,
based in Geneva. Certification sig-
nifies a company’s products and
services are produced under a pre-
scribed set of quality standards,
and must be achieved if a U.S.
company seeks to export products
and services to Europe. In addi-
tion, Australia, New Zealand,
China, Japan and most of south-
ern Asia have also adopted 1SO
standards.

In general, such a certifi-
cate of compliance indicates that
a company has documented how
workers perform every function
that affects product and/or service
quality and has installed mecha-
nisms, systems, and procedures to
ensure compliance. Internal tcams
verify that procedures are being
followed in several different arcas,
including produet design, process
control, purchasing, service, in-
spection and testing. Periodic au-
dits demonstrate ongoing compli-

ance.

HEALTH
CLUB
REALITY
CHECK

Huw is this

related to the health club
industry? In an emerg-
ing, competitive envi-
ronment, the evolving
industry must look to
other industries to un-
derstand the change pro-
cess. We have all heard
the phrase “Making the
health care connec-
What does it
How do we

tion..”
mean?

make 'that connection?

Why do we want to connect with
the health care industry? To an-
swer these questions we need to
look at the health care industry
and understand the system and
what is driving it. As health carc
approached 14% of the Gross Na-
tional Product, the quest for cost
containment began to drive mar-
ket forces to demand differentia-
tion and a basis for justification
of value to dollar spent. Hospi-
tals closed as the extent of excess
capacity became apparent. HCA/
Columbia, Tenet and
HealthSouth became housechold
words. Not-for-profit hospitals
regionalized and became joint
ventures and alliance partners.
Catholic hospitals began to estab-
lish closer ties and system inte-
gration.

As the Health Care Fi-
nance Administration (HCFA-
the regulatory body for Medicare
reimbursement)  redefines
Medicare’s scope and limits its
historic growth, as business and
industry demand cost savings, as
managed care continucs to show
a harsher side of pricing and re-
imbursement, and as health clubs
try to distinguish themselves ina
very competitive market, ac-
countability becomes the main-
stay of survival. The tattered
defense that cost cutling would
imperil the quality of care finally
succumbed to the reality of the
marketplace. The truth became

apparent: A bloated industry with
excess capacity (beds) and an over-
abundance of specialists was about
1o experience the rigors of
downsizing. Thus, when health
carc realized it was not immune
from traditional market pressures,
senior executives began to search
out and utilize the economic tools
of other industrics: alliances, prod-
uct expansion, product develop-
ment, marketing, targeted advertis-
ing, and system integration. Ev-
ery health care dollar was being
squeezed, contested by a rigorous,
competitive cnvironment.

A COMPETITIVE
EDGE

Iniiially. the struggle
had been waged mainly on the ba-
sis of price. However, as consoli-
dation and cost cutling continucd,
a new phase emerged centered on
quality and product differentiation.
Looking at other industries helps
to define key quality indicators.
“Today, 1ISO 9000 certification is
rapidly becoming a competitive
factor,” says Edwin B. Dean,
NASA Webmaster, in the NASA
Web Site. “The impetus for 1SO
certification in the U.S. came from
the desire to sell products in Eu-
rope, which has been the forerun-
ner in requiring 1SO 9000 certifi-
cation as the basis for its quality
system and the quality system of

(Sce Patrick Pine page 13)
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its suppliers.”

Health care credentials and
accrediting bodies have begun to ad-
just to his market shift. The mis-
sion and goals of our most estab-
lished health care accreditors have
changed. The process has a new
audience: health plans. JCAHO
President, Dennis S. O’Leary, in the
1996 Joint Commission Perspec-
tives, explains: “These health plans
are telling individual provider orga-
nizations that performance evalua-
tion begins with accreditation. Ac-
creditation is a ticket to play.”

JCAHO

Thc Joint Commission
on Accreditation of Hospitals
(JCAH-the regulatory body for hos-
pitals) became the Joint Commis-
sion on the Accreditation of Health
Care Organizations (JCAHO) be-
cause the audience demanded a re-
view of health care providers, not
just hospitals. “Suddenly, we are

sensitized to the fact that there are
hundreds of thousands of practi-
tioner offices out there about
which we know virtually nothing.
Fewer than 20% of all provider or-
ganizations are accredited by any-
one. Further, the tools that we
have to measure performance in
this new environment are, at best,
incomplete, and many of the new
performance measures that do ex-
ist have undergone no testing
whatsoever,” O’ Leary says.
Furthermore, competi-
tion jostled the Joint Commission
into changing its standards of
measurements commensurate
with market demands. The chal-
lenge was accepted, O’ Leary says,
“The third pillar will be the capa-
bility to evaluate, in a substan-
tive fashion, all levels of the de-
livery system, from the individual
practitioner’s office to the com-
plex integrated delivery system
and thereby be able to provide re-
assurance to the public about the
quality of care being provided.”

CARF
Even more important

EClub Insider
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at the present time is voluntary
accreditation that looks at tar-
geted health care specializations
such as the Commission on Ac-
creditation of Rehabilitation Fa-
cilities (CARF- the accreditation
body for the rehabilitation indus-
try). Through its early develop-
ment CARF fought a long series
of battles with other national or-
ganizations to keep its indepen-
dence and to demand that rcha-
bilitation meet the highest of na-
tional standards. Chris
McDonnell, national director for
medical rehabilitation, who has
been active in the leadership of
CAREF and standards of account-
ability, says, “Accreditation is a
necessary tool as a business strat-
egy, as a management tool, and
as a quality strategy.

Accountability is a key
issue in health care. CARF is en-
deavoring to meet the challenges
begun by health care debates of
the 90's by developing scorable
standards, public disclosure and
more accountability.”

CARF has been very
successful in being identified as
the baseline standard for reim-

bursement by insurance compa-
nies, managed care organizations
(MCO's) and government agen-
cies. Myriad bodies require CARF
accreditation before authorizing
payment. The state of Texas has
established a two-tier system that
pays non-CARF accredited facili-
ties 20% less in pain programs, oc-
cupational rehabilitation programs,
and outpatient therapy services.
Many states and MCO’s will not
authorize payment for rehabilita-
tion unless a facility is CARF ac-
credited.

McDonnell belives that
national case management compa-
nies are accelerating the need for
CAREF. “If you have a national case
management company in Washing-
ton state negotiating with a pro-
vider in Kentucky, the fact that a
facility is CARF accredited an-
swers the first 25 questions. The
facility has a medical director that
is familiar with rehabilitation , has
outcome information, and has writ-
ten permission criteria.” Jayne
Matchinski, vice president of
Murer Consultants, echoes the
theme. “We have developed 12
Comprehensive Outpatient Reha-

bilitation Facilities (CORF) in the
Florida market, and in our discus-
sions with managed care organiza-
tions, the need for CARF is usually
a requirement for entry.”

ACCREDITATION
COOPERATION

I{ecenll:,r a cooperative

accreditation initiative between
JCAHO and CARF was an-
nounced. The JCAHO and CARF
survey (accreditation process) can
occur simultaneously, thus elimi-
nating the need for two separate
survey preparation efforts. The two
survey teams work together to con-
duct certain survey activities; how-
ever, separate accreditation deci-
sions continue to be rendered, based
on the standards and decision-mak-
ing processes of each body. NFTA
is currently talking to CARF about
working together as we expand the
accreditation process into preven-
tive health care services and post-
rehabilitation fitness therapy pro-
grams.
The baby boomers are
having a major impact on accredit-
(See Patrick Pine page 25)
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equipment.

e Save money using National Gym Supply’s quality
replacement paris.
e Stop losing pins by installing NGS Weight Selector Pin
Leashes.

e Use our Replacement Belts and Decks. Ours last longer
at a fraction of the cost.

e Call NGS for electronics repair for StairMaster 4000PT,
Lifecycle (most models), Gauntlet, Gravitron, LifeRower,
ClimbMax, LifeStep, Trotter, Trackmaster, Precor and

* Make your treadmills last longer and draw lower amps
using our amazing new NGS Deck Lubricant.

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

To receive your
FREE CATALOG...
Call 1-800-GYMPART or visit our
web site at gympart.com!
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EXAMINING TH

By Ben Midgley

Exarnining the circle
refers to the Golden Circle which
is a system used to develop strong
customer service skills, lasting re-
lationships with your members, the
highest quality referrals and cus-
tomer loyalty and satisfaction.
‘Seems like a lot for one very simple
system to provide and it is. It re-
quires salespeople to put in an
above average effort and to have a
heightened insight as to what sales
is really all about.

The premise on which the
circle is based is human nature. The
objective of the circle is to trans-
_form a health club’s everyday sales
system into a well orchestrated
sales experience for all prospective
customers, which continues long
after the sale has been made. In
essence it is re-thinking the entire
sales process. Disregarding the
outdated and ineffective and adapt-
ing the entire new sales experience
to the wants and needs of a more
evolved buying public is the key.
It is one that is solely from the
needs of someone who is buying at
a health club.

First let’s look at why sell-
ing is currently the way it is. Origi-
nally in the health and fitness busi-
ness there was no structured “way
to sell” and in light of that, sales
systems in the fitness industry were
adopted from other industries. For
reference, we will call those sys-
tems ‘traditional’ sales systems.
The traditional sales systems were
put to work in our industry along
with the wants and needs of our
members, without any consider-
ation of whether the two were com-
patible. This led to many years of
confusion and different methods of
how to sell because nothing has
ever really worked consistently in-
dustry wide that didn’t involve
‘specials’. This led to the problem
with sales systems to this day: they
categorize or stereotype people and
everyone knows that stereotyping
is inaccurate and misleading be-
cause people all have their own per-
sonalities.

Time and time again,
however, three things stand out as
far as what customers want from a
salesperson. They want a salesper-
son to be sincere in his efforts, they

want a salesperson to truly under-
stand their concerns and they want
to be able to trust the salesperson.
These three things above all are
important in selling. These three
things are why the Golden Circle
can provide you with lasting sales
success.

There are four parts to
the circle and the first part of the
circle is making the initial Sale,
The first step in making the sale
is realizing what is going through
a customer’s mind when they en-
ter a health club. Things like in-

timidation, self consciousnessand

a feeling of not knowing where to
begin are typical. Other thoughts
include wanting to feel comfort-
able with the environment, will |
get the help I need and smaller
concerns such as price, location,
appearance. After your team iden-
tifies the most important concerns
of the customer, consider how we
meet the needs of the customer
with our sales approach and as op-
posed to how do we meet our need
of making the sale. Then your
next step is to totally re-design
your sales experience based on the
priority needs of your customers.
If you sell based on their needs
you greatly increase your odds of
making the sale. After you have
designed your new sales experi-
ence, begin to sell, focusing all of
your efforts on the customer. This
system will allow you to sell more
effectively because it was made
for prospects who are educated
consumers who expect and de-
mand an emphasisis on service
after the sale. Creating and fully
implementing a whole new sales
system does take some time, but
it will result in more effective sell-
ing and it will be worth your ef-
fort.

The second stage of the
Golden Circle is Service. After
making the sale the salesperson
should not attempt to get a point
of sale referral, but rather try im-
mediately to service the new
member. Point of sale referrals are
a fast way to damage the new re-
lationship you have begun with
the member. Point of sale refer-
rals clearly say to the prospect “I
Just got your money, help me get
your friends.” If you are willing
to take the risk of damaging this
relationship in its infancy, you are
thinking short term or transac-

tional when the future of health
clubs is heading toward being re-
lationship oriented. When the
salesperson begins to service the
member right from the start, three
things happen: (1) You arc rcaf-
firming the new member’s new
found confidence in your service
by attending to his needs person-
ally. (2) You are letting him know
that you are concerned about his
experience with your facility and
you want to know if anything is
wrong or could be better. (3) You
are establishing yourself as his re-
source person if he should ever
need anything. This role will pro-
vide you with many rewarding op-
portunities over the term of cach
membership.

The third stage is the Re-
lationship. Remember from your
initial contacts with your new
members where you learned as
much as you can about them, such
as where they work, any informa-
tion about their family, their hob-
bies, their sports, their church, their
likes and dislikes. This informa-
tion should be gathered by you be-
ginning with your first contact and
throughout your effort to sell and
service. This personal information
about your members and prospec-
tive members is the TRUE KEY
to membership prospecting and
selling. As you are out and about
in the club establishing yourself as
the member’s resource person, use
your recollections about the
member’s personal life to add a
few personal touches to your com-
munications with each member
you run into. Personal touches like
“How are things at work?",
“How’s the family?”, *
dog?” “Did you buy that ncw car
yet?” Anything you can think of
to personalize your interaction with
members a little more will be to
everyone's benefit. It will benefit
the member because all members
love to be known individually by
the people that work at their club.
This gives the member more of a
social attachment to the club in
addition to being attached 1o the
club for health and fitness benefits,
The extra attachment to the club
will benefit the club as well, be-
cause the more loyalty your cus-
tomers have to your club the more
revenue your club will generate
from those members year after
year. Revenues from continued

How's the

dues payments, refer-
rals of new members,
pro shop purchases,
snack bar purchases,
investments in club
programs and the list
goes on and on. Fi-
nally, it will undoubt-
edly benefit the sales-
person to put forth this
extra effort because
the referrals from
your members will, at
a minimum, triple
once they realize how
committed to them
you really are. By do-
ing this on a regular
basis you will develop

strong relationships
with your members

Ben“Midg!.ey

and you will have es-
tablished a Win,Win,Win situa-
tion, good for the member, the
club and the salesperson.

The fourth step in the
circle is the Referral. The pa-
tiecnce you have shown by get-
ting to know and servicing your
new members and building re-
lationships with these members
will be well worth your effort.
Conducting your sales practices
in this manner shows your mem-
bers the type of consistency and
sincerity not scen in many of
today's businesses. It establishes
beyond a shadow of doubt your
credibility and commitment to
your job (two rare qualities). It
is at this juncture that the refer-
ral will come almost effortlessly.
By giving of yoursclf to your
members and being there for
them, they will want to be there
for you in return. Generosity
breeds generosity. You can feel
confident about asking for a re-
ferral now because the relation-
ship is solid and you are not risk-
ing giving the member the
Wwrong impression.

In all honesty, if a
salesperson has followed all
these steps, it would be a rare
occasion that he/she should ac-
tually have to ask for a referral
because members will begin to
provide them to you spontanc-
ously. Once you receive a refer-
ral of a new member, begin again
at Step One with the new cus-
tomer and work the Golden
Circle over and over again.

The Golden Circle can

also be used with existing mem-
bers.  For example, if you have
two thousand members and you
can make the time to get seven
hundred and fifty circles working
and you get just one referral per
member per year from your
circles, that is seven hundred and
fifty referrals! More than most
salespeople will get in two years.
If you sell one third of those re-
ferrals you will have two hundred
and fifty members from referrals.
Add in your day-to-day sales from
walk-ins, phone calls, etc. and you
will be selling six to eight hun-
dred memberships a year if you
apply yourself and stick carefully
to this Golden Circle system.

The last, and a very im-
portant point | would like to make,
is that the quality of a referral ob-
tained from the Golden Circle sys-
tem is far superior to a point of
sale referral.  You will have a
minimum of cighty percent higher
probability of signing the Golden
Circle referral as opposed to those
reached from a point of sale re-
ferral. Let's compare the two
methods:

The Point of Sale
referral.

PROS- You have a name
and a phone number. You have
an offer of a free week pass. You
can say their fricnd gave you their
name when you call.

CONS- Chances are the
referral doesn’t even know their

(Sce Ben Midgley page 18)
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Musde Dynamics

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

Musde Dynamics

20100 Hamilton Avenue » Torrance, California 90502 = (310) 323-9055 ¢ Fax (310) 323-7608
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Waivers and Releases...
Will Liability Waivers Work In Your State?

By Dayice J. Cotten

There are many miscon-
ceptions about liability waivers and
their effectiveness in protecting club
owners, employees and independent
contractors from liability for negli-
gence. The fact is, however, that in
at least 44 states, a well-written,
properly administered waiver
signed voluntarily by an adult will
protect the club owners, employees
and independent contractors from
liability for injuries caused by their
own negligence.

Classification of States

Based upon about 500
sport-related waiver cases from
throughowt the United States, the
author has placed each state into one
of four categories (Rhode Island,
New Mexico and North Dakota are
not categorized because no sport-
related waiver cases have been
found in those states.) The catego-
ries are Not Enforced, Rigorous,
Moderate and Lenient. The reader

can see how his or her state is cat-
egorized from the map shown on
this page.

States that are catego-
rized as Not Enforced do not al-
low waivers to protect parties
from liability for their own negli-
gence. For instance, the Supreme
Court of Virginia has stated very
clearly that such agreements are
against public policy and thus not
valid in that state. States catego-
rized as Rigorous have very strin-
gent standards that must be met if
the waiver is to be considered
valid. One such standard is a re-
quirement that the waiver specify
that the waiver applies to the
“negligence” of the provider.
Thirteen states either require or
very strongly urge the inclusion
of the actual word “negligence.”
Failure to do so will cause the
waiver to fail. Lenient states have
few requirements for an enforce-
able waiver and/or the courts in
these states take a favorable atti-
tude toward waivers when they
are challenged in court. Moder-
ate states fall between the Rigor-
ous and Lenient states in degree

of rigor required in the construc-
tion of the waiver.

The reader is cautioned
however, that a waiver can protect
in at least 44 states— even in those
with rigorous standards. Further,
the reader should realize that not
all waivers are upheld even in the
Lenient states. How the waiver is
written, how it is administered and
the circumstances involved in the
situation all help to determine
whether the waiver is effective in
protecting the club owners, em-
ployees, and independent contrac-
tors.

A good example of this
involves a waiver used by the U.S.
Cycling Federation. In two cases
(Okura v. U.S.Cycling Federation
and Buchan v. U.S.Cycling Federa-
tion) the waiver was upheld and
protected the defendant from liabil-
ity. The same waiver, however, was
not upheld in Bennett v.
U.S.Cycling Federation. The in-
jury occurred because a car was al-
lowed on the bike route and the
court felt that the signer of the
waiver had not contemplated such
a hazard when he signed the waiver.

Conclusion

Sincc waiv-

ers can protect against li-
ability for negligence in
at least 44 states, club
owners, employees and
independent contractors
can generally gain addi-
tional protection through §
their use. While they are |©
not “foolproof,” they can
be very effective. It is
important that club own-
ers, employees and inde-
pendent contractors
know the waiver law in
their state and gain the
knowledge to contruct an
effective waiver.

Doyice Cotten

(Dr. Cotten owns his
own business, Sport Risk Con-
sulting. His book, Waivers & Re-
leases for the Health and Fitness
Club Industry is available for
$18.95, including shipping. It
includes a summary of waiver
laws in each state, 2) useful
guidelines for writing waivers,

and 3) suggestions for administer-
ing waivers. He may be contacted
at 403 Brannen Drive, Stateshoro,
GA. 30458; PHONE: (912) 764-
4848; E-mail; doyicej@gsaix2.
cc.gasou.edu. He also has an even
more comprehensive book available,
Legal Aspects of Waivers in Sport,
Recreation and Fitness Activities,)

...Caro

continued from page 5

ers” as well as a strong Chief Op-
erating Officer. We think we have

put together a very strong team.
We think we have a “dream team™
where each party brings its own
expertise to the project. None of
us on our own would be success-
ful. Rick, with all of his terrific

conlacts, relationships and knowl-
edge without deal makers as part-
ners, wouldn’t be as successful.
And we, as deal-makers, wouldn’t
even be getting a start without
someone like Rick to figure oul

WE HAVE OVER 15,000 LOCATIONS, ALL

WITH ONE THING IN COMMON... FUN.

Add Jazzercise to your facility!
Meet your scheduling and community needs
with over 12 formats to choose from —
each taught by a certified instructor.

jazzercise

Call Jazzercise, Inc.(760) 434-2101
to Locate a District Manager inYour Area
Visit us on the World Wide Web at http://www.jazzercise.com

who the right
people are. We
are really ex-
cited!”

| Caro ex-
| pects to add two
| to three new re-
gions to the initial

410 7 that begin the venture. He
also envisions the regional
growth to be in the ncighbor-
hood of 4 1o 6 new or acquired
clubs per year per region- or 35-
40 clubs added nationally per
year.

Typically, a consolida-
tion firm of this type will reach
$200 million in sales within 3
years and $400 million within
5-6 years. It could become the
largest firm in the industry.

The key to the entire

plan will be the speed with which
all of this will take place. The as-
semblage will happen and boom —
the public stock offering will be
made shortly thereafter. With Wall
Strect involved and with the man-
agement team of Caro as CEO and
others with whom Caro has long
been associated through his devel-
opment of IHRSA, this company
will truly be doing something that
the industry has only to date talked
about -it will be truly consolidating
the club industry.

Norm's Notes

continued from page 4

* New York-based Town Sports International has added 12 new locations to their
group with 10 acquistions and 2 new clubs since they raised $100 million last fall. The clubs
were in Connecticut, Virginia, New York and Massachuselts,

* The WellBridge Company which is owned by the giant Monsanto Corpora-
tion is beginning to add clusters of 3 to 4 clubs in the 30,000 to 45,000 s.f. range in St. Louis

[ and in Texas. They are also investing $2.5 million in training programs for their staff.

| * Cooper Fitness Centers are now expanding after all these years with the addi-

tion of a new facility in Vero Beach, Florida. Itis reported that they are also looking at sites

| in San Antonio, Texas and in Switzerland.

* Fitness First, a club chain based in England which went public when its rev-
enues reached $9 million annually, is now adding one new club per month! The company

| went public on the AIM in England (The Alternative Investment Market).
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Sales Makers
12" Annual
Sales & Marketing Classic

A comprehensive 3 day seminar for owners,
managers, and membership staff.
Experienced and novice will improve their skills
during these 3 information packed days!
Every aspect of membership sales, marketing and
retention will be covered.

i 2, &3
Ft. Myers Beach, Florida

*Bring suntan lotion and shorts because you can learn and have fun too!

Reserve your space early
*Strictly limited to 20 clubs.*

For more information call:
800-428-3334

or
Fax: 941-945-3029

or
visit Sales Makers booth
at the IHRSA show in Phoenix
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..Ben Midgley
continued from page 14

friend has joined a health club by the
time you call. There is no positive
endorsement from the friend. The
referral may not want a call from the
salesperson. You risk hurting the
relationship with the new member
you just signed by asking for the re-
ferral before you know them and
have established a relationship with

them.

The Circle referral.

PROS- Name and
number. A strong relationship
with the member. No danger of
hurting the relationship with the
member. The member will most
likely have already mentioned the
club and you to their friend be-
cause when people find someting

good they naturally tell others.
The new member will gladly give
a strong recommendation to their
friend. The member will usually
personally introduce their friend
to you and the club or at least will
prepare them for your phone call.
You come across as much more
than a salesperson. You come
across as a valuable resource.

CONS- None.

That’s really the way it
works. You don’t need control or
closing scripts or limited time of -
fers to sell your memberships.
You need to make real friends of
your customers by treating them
the way you would like to be
treated. You need to work smarter
and establish real value to mem-
bership at your facility. 1 prom-
ise if you work with The Golden

Circle as a basis for your member-
ship selling it will bring greater
results than you’ve ever experi-
enced.

(Ben Midgley is the 1995
IHRSA Salesperson of the Year,
Sales and Marketing Manager for
Saco Sport & Fitness and an in-
ternational sales presenter and
consultant. Ben can be reached at
(207) 284-5953.)

MEDX ANNOUNCES THE MEDX STRETCH
FLEXIBILITY TRAINING EQUIPMENT

Ocala, Fl.- A good
stretch can be hard to find, but not if
you have the new MedX Stretch.
This breakthrough machine, devel-
oped with feedback from athletes,
trainers, engineers and doctors, en-
ables proper stretching technique
and provides an assisted stretch
without a partner as well as objec-
tive quantifiable results for testing,
goal setting and most of all, positive
reinforcement.

Medical and exercise re-
search shows that stretching has
many benefits including injury pre-
vention, increased range of motion,
improved mobility and agility, im-
proved posture, enhanced athletic
performance and decreased muscle
soreness after physical activity. Ad-
ditionally, lack of flexibility in the
low back and hamstring area is one
of the major contributing factors to
the millions of Americans who suf-
fer from chronic low back pain.
Many prominent physicians and re-
searchers feel that maintaining a
youthful range of motion is the true
fountain of youth.

Traditional floor stretches
are often done incorrectly and can
prove to be counterproductive or

even dangerous. The MedX
Stretch ensures proper stretching
technique which is critical for
safe and effective flexibility im-
provements and eliminates com-
mon errors made in stretching
technique.

The MedX Stretch ma-
chine is the only flexibility train-
ing device capable of stretching
the musculature of the upper and
lower back, hips, shoulders, and
hamstrings. “The Stretch is the
safest, most effective way for in-
dividuals to improve their over-
all flexibility,” said Jim Flanagan,
Director of Sales for MedX.
“Athletes and trainers can both
objectively quantify flexibility

improvements and see and feel |

the benefits that stretching has on
athletic performance and injury
prevention.”

Whereas strength train-
ing is readily measurable by the
amount of weight lifted, flexibil-
ity has been inherently difficult
to measure. Unlike easily ob-
served gains in muscle mass, im-
provements in flexibility are usu-
ally more subtle but equally dra-
matic. Using the direct measure-
ment capabilities of the MedX

MedX Stretch Machine

Stretch, individuals can sce their
own improvements. “Peoplc are
more motivated from one session
to the next because they can ob-
jectively see the improvement in
flexibility from their stretching ac-
tivities,” says Jim Flanagan.
Physical fitness is de-
seribed as a tripod with the three

legs being strength, endurance
and flexibility in equal portions.
While fitness equipment manu-
facturers have done an outstand-
ing job on developing products for
strength, endurance and cardio-
respiratory fitness, MedX has
ushered in the era of “Flexibility
Training” with the introduction of

the Stretch.

MedX is headquartered in
Ocala, Florida. MedX strength
training equipment is the premier
low-momentum, virtually mainte-
nance-free fitness equipment for
health clubs. Additional informa-
tion on MedX can be directly seen
at www.medxonline.com.

Contributing Writers

Contact: Norm Cates, Jr.
770/850-8506

...Benfield
Group

continued from cover

day management to Reynolds and
Sewing, both long-time consult-
ants at The Benfield Group.

“It’s very hard to let go
of something you have built that
represents you and your heart and
soul and so many years of your
life. And I couldn’t - I wouldn’t -
even consider it if | weren’t con-
fident that these two profession-
als could carry the firm forward,”
said Bensky. “It also helps to
know that we will continue to col-

laborate, partnering The Benfield
Group’s objective consulting ser-
vices with TBG Development’s
development, financing and man-
agement capabilitics.”

“Because we have spent
the past year leading The Benfield
Group, we anticipate the change
in ownership will be scamless to
ourclients as we continue our his-
tory of uncompromising service,”
said Sewing,.

“We believe our joint
leadership will work well for our
clients, with each of us sharing the
firm’s overall management, while
continuing to lead our respective
specialties and pursuing the many

emerging opportunities on the pre-
vention and wellness end of the
healthcare continuum,” said
Reynolds,

As thought leaders, The
Benfield Group has trademarked
the term Integrated Lifestyle Man-
agement™, an applied health man-
agement approach which integrates
clinical and prevention/wellness
concepts. The 22-person firm has
completed more than 450 consult-
ing projects involving Integrated
Lifestyle Management™ and other
health and wellness issues since its
founding in 1989.

Terms of the sale were not
disclosed.
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HELPING MEMBERS SUCCEED

By Tom Cotner

Why do clubs attract

only ten percent of local citizens
to their clubs? Why is it that only
ten percent of Americans exercise
at the level recommended for good
health? Why do fifty percent of
new members quit using the club
within six months? Why do we
need to continually sell and re-sell
memberships? Is there anything
we can do to prevent members
from dropping out? What can we
do to help our members succeed?
These are the questions I’ll be ad-
dressing in The CLUB INSIDER’s
new Helping Members Succeed
column.

My first job in the health

has)

club business was as a Fitness Di-
rector in Missoula, Montana. | was
a fresh college graduate, excited
about our business and enthusias-
tically trained members in the use
of our brand new Nautilus equip-
ment. | cared about each of them
and was very thorough in my train-
ing.

Two months after | began
my job, I decided to look through
our member’s workout records to
see how they were progressing.
Shock! Many worked out once or
twice after our initial session, some
a week or more. Few stayed with
it. Why?

As the Fitness Director of
the Montana club, I didn’t know or
understand the many obstacles
people face in becoming fit. I had
exercised since age 13 and thought
everyone would like exercise as

#

SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

Imported & Domestic Textile Products

Take the guess work out of your. . . .

Towel Purchasing
Satisfaction Guaranteed

QUALITY PRODUCTS
at

COMPETITIVE PRICES

usoseil

Commercial Products
Authorized Distributor

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

IRRSA

ASSOCIATE MEMBER

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

much as I did. [ was also young
and naive. I couldn’trelate to be-
ing overweight, a back injury, or
the effects of aging on our bod-
ies. Sixteen years have passed
since my first job in our business.
I've been through the “crucible of
hard experience™ and now know
professioinally and personally that
for most, starting and continuing
an exercise program is very diffi-
cult. Preparing people for their
exercise journcy requires much
more than an initial introduction
to an exercise program by a
young, enthusiastic trainer.

In this month’s column,
I'll address one of the greatest ob-
stacles to exercise: “the critical
moment.” The critical moment is
the crucial time when members
decide “to use” or “not to use” our
club. There are many factors that
impact the critical moment: a
member’s energy, emotions,
siress, exercise experience, work
deadlines, pressures at home, eic.
Many of these are outside our con-
trol. So what'sa club professional
to do? The answer? Prepare our
members beforchand for the criti-
cal moment. Give them the tools
to make a decision that’s in their
best interest. Follow these steps:

STEP 1: Determine
when the critical moment will
occur. Begin by determining the
member’s exercise schedule. We
often overlook this because it’s
“common sense.” I'm surprised
by the number of new members
who have given no thought to the
question “When will | exercise?’
Let’s help our members clearly
think out the days and times they
will exercise so they can specifi-
cally say “I will exercise Mondays
and Wednesdays at 5:00 pm and
Fridays at Noon.” Now we know
when the critical moment will ve-
Ccur.

STEP 2: Determine the
obstacles that inevitibly occur dur-
ing the critical moment which in-
crease the likelihood that mem-

bers will choose not to exercise.
List all of the obstacles you can
think of on a piece of paper and
have the member check off the

ones that apply. Ob-
stacles come in two cal-
egories: Schedule and
Personal.

Schedule ob-
stacles might include: 1)
it’s hard to get out of bed
in the morning, 2) I get
to bed too late the night
before, 3) interference
from others with morn-
ing preparation, 4) not
enough time at the noon
hour, 5) too difficult to
get work attire on (make
up, etc.) after a noon
workout, 6) too tired af-
ter the work day, 7) too
full after the evening
meal, 8) like to watch
TV at night, 9) lots of

evening meetings, and
10) exercising late at

Tom Cotner

night causes insomnia.

Personal obstacles in-
clude: 1) not enough time, 2) ex-
ercise is boring, 3) exercise aggra-
vales injuries | have or causes
pain, 4) I’'m embarassed to be seen
exercising, 5) lack of family sup-
port, 6) lack of peer support at
work, 7) lack of personal energy,
8) lack of motivation and disci-
pline, 9) I'don't see results when |
exercise, and 10) I'm exercising
for someone other than myself.

The obstacles are identi-
fied. Discuss each one with your
member. Will a different exercise
schedule create fewer obstacles?
How can the obstacle be reduced
or eliminated? What “plan of at-
tack” will be used for each of
them? For example, if the mem-
ber is “embarassed to be seen ex-
ercising,” assure him that his self-
consciousness will disappear af-
ter a few workouts and ensure a
trainer is with him during their ini-
tial sessions. Encourage your
group exercise instructors to wear
loose fitting clothes so their class
participants will feel less intimi-
dated by “body image.” Have the
new member “buddy up” with an-
other for added support. Be cre-
ative. Each member is different
and if you take the time for dis-
cussion, you will increase your
chance of winning “the critical
moment” battle.

STEP 3: Help your mem-
bers understand that the difficulty
they experience during “the criti-
cal moment” only lasts a moment.
Once they begin traveling to the
club, 99 percent will walk in the
door and complete their exercise
session. They're in motion.
They've jumped the first
hurdle...deciding to come. Most of
the obstacles disappear because the
decision to exercise has been made.
Once we jump this first hurdle
(from rest to activity) we’re on our
way.

This; I think, is a major
difference between exercisers and
non-exercisers. Exercisers have
learned.... somewhere.... some-
how... to use “the critical moment”
to their advantage. | believe this
ability is cyclical. The more often
we use the critical moment to our
advantage (by exercising) the more
likely we'll do this again next time.
Likewise, the more often we allow
obstacles to detour us, the less and
less active we become.

Let’s help our members
use “the critical moment™ to their
(and our) favor by using these
steps. Soon the “critical moments
will become less critical as our
members become habitual club
users. Our member’s satisfaction,
club retention, image and reputa-
tion will improve as well,

(Excerpts of this article
are taken from the book Helping
Members Succeed by Tom Cotner;
published by Employee Health
Management, Inc., a consulting
firm specializing in worksite health
and safety and club membership re-
tention, Contact Employee Health
Management at: (605) 692-2071.
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FITNESS FM . FITNESS
PLUS ) M

Specially designed FM radios are atfached to Members use their personal radios to
cardio equipment-members use headphones to tune into TV or music selections via an
listen to TV or music selections. FM transmitter.

If you're looking for an FM system, you can’t go wrong with Fitness FM.
You can offer your members Fitness FM PLUS complete with FM radios
that are compatible for use with any FM transmitter or Fitness FM
where your members bring their own radio. To find out more about
Fitness FM’s great choices, call 800-227-3461 or 404-848-0233.
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OMEN'S ONLY CLUBS:
THE REASON AND NEED

IHRSA by Dr. Christine
Brooks, of the University of
Michigan’s Fitness Research
Center, which indicated a vari-
ety of reasons large groups of
women did not use coed facili-
ties: especially for the huge seg-
ment of deconditioned women
who are in the most need of
regular exercise but have the
most anxiety about beginning.

We at Pro*Fit Enter-
prises could not agree more!
We know that intimidation is

By Rande LaDue

In arecent article in CBI
Magazine, John McCarthy, Execu-
tive Director of IHRSA addressed
the issue of Women's-Only Clubs.
IHRSA estimates that there are ap-
proximately 2,000 women's-only
fitness centers in the U.S. serving
approximately 2 million women.
McCarthy cited research done for

Best Number:
The

LLUB INSIDER
News
770/850-8506

C

perhaps the #1 reason why the
overweight/deconditioned
woman does not join a coed facil-
ity. That appears to be a major
reason that the majority of our
sales of The PACE Group Exer-
cise Program™ are sold to
Women's-Only or to coed clubs
using PACE as a separate program
for the deconditioned markets.
One such customer of
ours, Anita Miller, from It Fig-
ures! Fitness for Women, was so
impressed with the PACE Pro-
gram that she became an Indepen-
dent Sales Rep for Pro*Fit Enter-
prises to sell PACE in four Mid-
Western states along with her It
Figures! Licensing Program. “ |
have been in the fitness and
weight loss industry for many
years and know about the intimi-
dation factor. | have never scen a
program that appeals to the decon-

ditioned and offers the results that
PACE does. PACE drastically
decreases body fat while increas-
ing muscle strength, thereby in-
creasing one’s metabolism-some-
thing that is lacking in all diet-
only programs,” says Miller.
Another brand new
PACE Group Exercise Customer,
Jan Skierkowski, owner of The
Ladies Fitness Zone in LaPorte,
Indiana has only been opened
since February 16th; however,
she has been overwhelmed by the
number of women who want to
join a Women's-Only club. “In-
timidation of the coed clubs is the
number one reason they cite for
coming in-and they love my new
PACE Program! It's pot intimi-
dating, anyone can do it-and
some members are already get-
ting results! I have one family of
an 1B-year old daughter, her

mother and her grandmother that
all come in and work out in the
same PACE class! 90% of the
women that come in here say that
they are not happy with their bod-
ies, but they are still too afraid to
go into coed clubs,” says
Skierkowski.

We say, whatever it
takes to get an inactive person off
the couch, moving around, burn-
ing calories and feeling better;
whether it's a Women's-Only club
or a scparate PACE Rbom in a
coed facility, we are all for it!
Pro*Fit Enterprises is recognized
by the American Council on Ex-
ercise as a Continuing Education
Specialist. Call Pro*Fit at 888-
604-2244 for a free PACE video
or visil their website at hitp://
www.pacepro-fit.com.

MANAGEMENT HAPPENS WITH GERRY FAUST...DON'T MISS oUT!

your people, your business and yourself.

different challenges. In this video c

tapey

Faust MANAGEMENT CORPORATION
10085 CarroLL CanyoN Roap, Surte 210
San Dieco, CA 92131
(619) 536-7970 *= (619) 536-7976 (Fax)

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

"MAKING MANAGEMENT HAPPEN" by Gerry Faust. (Video cassette tape with workbook)

Organizations go through predictable patterns of growth and development. As they grow, the culture of the organization changes and the organization faces new and
ion, Dr. Faust discusses the four critical roles that management has to develop and keep in balance to ensure

steady life cycle progress, and how to take charge of your organization’s drive to PRIME.

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

PLEASE MAIL. PHONE OR FAX YOUR ORDER: YES! PLEASE RUSH ME THE FOLLOWING!

"MANAGING TO PRIME"
"MAKING MANAGEMENT HAPPEN!"

(Please indicate number of sets ordered. CA residents please add sales 1ax.)

ol

d

$89.95
$79.95

Daytime Phone

Name O Check. Amount.
Shipping & Handling
Company = .l 1t charges: :
= d [—‘_ [_@] = Add $5.00 per set ‘
Street Address.
City/State/Zip
Card Number Exp. date

Signature
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Overweight
No Coortlbnation: Nt

No Muscle Soreness,
High Calorle Bum

Fit or Unfit

Strength & Cardio Woriouts Combined, | g
Time Efficient, Fun, Cross Training, i
Group Exercise at it’s Best

Call Pro*Fit Enterprises 888-604-2244 for afree PACE video & quotation on a PACE
Program customized to meet your needs. Visit our website at www.pacepro-fit.com
Pro*Fit Enterprises has been recognized by the American Council on Exercise (ACE) as a

Continuing Education Specialist.



PAGE 24 EC]II]) _!__llsidel‘ MARCH ISSUE

The Simple & Powerful

Club Management System

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

Photo-imaging Check-in
Unlimited Report Capabilities
Automated EFT

) A S TS |

Full Service Customer Support
(Phone, Fax, Sel_nlnurS)

S0, make the first call right now. Dicil 1-800-554-CLUEB
and see how easy it is to get ClubRunner working for you.

CLUBRUNNER: THE STRESSLESS SYSTEM
1080 EAST INDIAN TOWN RD., STE. 202,

“nnerm JUPITER, FLORIDA 33477
1 (800) 554-2582 / (407) 746-3392
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Bally Total Fitness’ “New Attitude”

Translates to Greater Community Involvement

By Jason Conviser, Ph.D.

In previous issues The
CLUB INSIDER News has brought
some fresh insights into the “new”
Bally Total Fitness, profiling the
company’s President and CEO, Lee
Hillman, and providing brief back-
grounds on Bally Total Fitness®
newly founded Sports Medicine
Advisory Board. This month, we
are pleased to continue to open the
door to our industry’s largest player
a little further with some insights
into how the newly energized man-
agement group has focused the or-
ganization on supporting the com-
munity at large.

Lee Hillman has observed
that “We are, al our core, an orga-
nization that thrives by being deeply
rooted in the communities in which
we operate. We need the support
and respect of those communities
in order to be successful.” It’s not
surprising, then, to find Bally Total
Fitness actively pursing ways to, in
turn, support the communities in

which it operates. In fact, since
Lee Hillman became President
in late 1996, Bally Total Fitness
has embarked on a number of
new community-focused
iniatives.

One of the most signifi-
cant of these efforts has been the
initiative to donate fully func-
tional strength training equip-
ment being retired from the
Company’s fitness centers to
community organizations in
need, To date, Bally Total Fitness
has contributed over 1,000
pieces of equipment - with an es-
timated value in excess of §1
million-to inner city high
schools, park districts, commu-
nity social support organiza-
tions, police departments, and
fire stations around the country.
Over 100 of these pieces were
donated to the Chicago Park Dis-
trict which is in the process of
upgrading several of its inner
city field houses. Chicago’s
Mayor Richard M. Daley at-
tended a dedication ceremony in
the exercise facilities in the
Kenicott Park Field House on

the South Side, and noted that
“This kind of community involve-
ment from Chicago’s leading
businesses is one of the things that
bring credit to our city. Making a
positive contribution to the health
and well being of our citizens is
something of which Bally Total
Fitness can be proud.”

In addition to the
Company’s extensive exercise
equipment donation program,
Bally Total Fitness has also do-
nated millions of hours of work-
outs to several state Governor's
Councils on Health and Physical
Fitness to support their efforts to
get their citizens to exercisc more
often. In lllinois, Bally Total Fit-
ness teamed up with the YMCA
and several IHRSA clubs to help
the States’s First Lady, Brenda
Edgar, to launch her “Get Mov-
ing” campaign.

March is Breast Cancer
Awareness Month. During the
month of March over 120 Bally
Total Fitness Centers are conduct-
ing self-defense classes every Sat-
urday that are open to members
and non-members alike. Net pro-

ceeds from the $10 fees
collected will be donated
to the Susan G. Komen
Breast Cancer Foundation
in support of the
Foundation’s cancer re-
search efforts, "

Beyond com-
pany-wide initiatives,
there is also a lot of
grassrools energy at work
at Bally Total Fitness-
with centers
around the country sup-
porting local food drives,
American Cancer Society

fitness

fund-raisers, American
Heart Association

Acrobathons, and other *

local community organi- JﬂSOﬂ CO”"ISO!' Ph D.

zations, These programs ~—
are often further supported by
making contributions from head-
quarters in Chicago.

_ Finally, Bally Total Fit-
ness just announced a new national
internship program to help provide
fitness career opportunities for
minority students earning degrees
in exercise physiology. Thesc 12-
week interships are geared to giv-

ing students “hands-on™ experi-
cnces in their chosen field that
should help them more effectively
make the transition from school to
a lifelong career. The first of the
estimated 20 students to be partici-
pating in this program will be start-
ing next month.

————

...Patrick
Pine

continued from page 13

ing bodies with their demand for
disclosure. As savvy consumers,
they are having children, becoming
the parents of their parents and ask-
ing questions. They have propelled
health care quality issues to the
front covers of Newsweek and
Time. The same population that
empowered the dominance of JD
Powers & Associates over automo-
bile consumer satisfaction is em-
powering accreditation bodies over

health care.

NCQA

Iu 1991, market forces
led by employer needs brought
about the establishment of the
National Committee for Quality
Assurance (NCQA-the accredit-
ing body for MCO's).NCQA be-
gan accrediting MCO’s in re-
sponse to the need for standard-
ized objective information about
the quality of these organizations.
It examines plans according to 50
standards in six categories:

V quality improvement;

V physician credentials;

v members’ rights and

MA

responsibilities;

v preventive health ser-
vices;

v utilization manage-
ment; and

v medical records.

OnJune 1, 1994, NCQA
began regular and full disclosure
of health plans’ accreditation sta-
tus to the public. What was vol-
untary is now becoming neces-
sary. A good pole vaulter always
wants the bar raised - it narrows
the competition and focuses more
attention on the finalists. Accredi-
tation is raising the bar and indi-
cating quality. But accreditation
is but a step toward quality im-

11" FUN

provement.
business to promote and sell ac-
creditation as the way to join the
quality bandwagon.

Why Should Your
Facility Get Accredited?

It has become good

Snwh_\r should your fa-
cility get accredited? The answer
is simple: the health club industry
is basically an unregulated indus-
try trying to work with the health
care industry, the insurance indus-
try and the corporate industry
which are all heavily regulated and

support accreditation. It’s like try--

ing to put a square peg in a round
hole. It just won't work. Almost
anyone can open and run a health
club and be accountable to no one.
For the past fifty ycars the health
club industry has been able to do
whatever it wants and not have to
worry about anyone telling them
But, *
We need to un-

what to do. the times, they
are a changing.”
derstand the opportunity that is
available to us and take action. The
Bottom Line - It's not a matter of

“if” accreditation is coming to the

health club industry, but “when”
and by “whom!”

Accreditation will also
help your facility compete in the
marketplace in which it is located.
By adopting basic standards of op-
eration that are recognized by the
corporate, medical, insurance and
legal community, a NFTA accred-
ited facility will enhance your cred-
ibility and image as a true health
care provider of health, fitness and
Accreditation
sets your facility apart from all
other non-accredited facilities in
your markel. Your competitors are
probably engaged in efforts to get
better and improve their market
share. If you want to get better, if
you want o stay competitive, and

wellness services.

in some cases, if you want to stay
in business, accreditation by NFTA
will help you in that effort.

(Patrick Pine is the Ex-
ecutive Director of th eWestern As-
sociation of clubs and the Founder
of the NFTA. He may be reached
ai ; (303) 399-7687.)
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ATTENTION ADVERTISERS! * Contact

Norm Cates’
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ADVERTISIN G FOR 1998
CALL 770.850.8506

Classified Ads $50 Up To 50 Words

Delivered NATIONWIDE!
Send Ad Copy And $50 Check To:

The CLUB INSIDER News
P. O. Box 681241
Marietta, GA 30068-0021

1 CLUB PAYS FORITSELF ;

LADIES HEALTH CLUB
in 300,000 population Wichita, Kansas.

SUNNY ARIZONA
HEALTH CLUB

15,000 Square Foot “Turn Key” Club on 7 Acres.

Racquetball, basketball, pool, spa’s, fully equipped

cardio and work-out area’s, juice bar and 3 bedroom

attached living quarters. $650,000 - require 1/3
down....will carry balance.

Low overhead, free & clear, no debt. Good E.F.T base. Aerobic
room, diversified equipment, tiled 10' diameter whirlpool, dry and
wel sauna, six individual showers and dressing areas with lockers.

$129,000 - Mr. Slack
(972) 735-3866

Call (602) 922-6801.
Ask for Scott.
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At Life Fitness, we understand that
something as simple as a broken
pedal can present a huge obstacle to
a member’s pursuit of fitness. That's
why reliability is at the core of all

Life Fitness equipment. In fact, before

we launch any product, it must pass
through hours of testing and a
gauntlet of quality-crazed product
mspectars. Which is one of the
reasons our products have a
documented out-of-box reliability
rating of over 99%. That puts us out
front at the start of the race. And at
the end For more info, call
1-800-634-8637

Quitside the U.S., call 1-847-288-3300

Rely on it.
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LES MILLS INTERNATIONAL

is an expertly choreographed, quality- Now, gyms all over the world are using
controlled barbell program with adjustable weights. the fastest way in the universe to increase their
And it’s the fastest way in the universe to get in shape.  memberships - and their profits.
has two main advantages. Real results... But be warned... It will change the shape of your body-
real fast. and your bottom line.
classes attract new members (male and For more information call 800.SAY.STEP or
female) who keep coming back. 770.859.9292 « www. .com




