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Mitch Wald Receives IHRSA's

Distinguished Servi

By Norm Cates, Jr.

Sun Diego, Ca. - Mitch
Wald began his business careeras a
lawyer working for the U.S. Secu-
rities and Exchange Commission.
He graduated from Miami of Ohio
and went on for his law degree at
Georgetown. Seeking higher
ground, Mitch changed careers 23
years ago, becoming, of all things,
a tennis pro. He grew up in the in-
dustry moving from a beginner ten-
nis player to a non-paid intern to an
Assistant Tennis Pro, a Full Tennis
Pro, a Tennis Director, a Club Man-
ager of 1 club, then a General Man-
ager of 2 and now is in charge of 4
clubs in the Washington, D.C. area.
He is a Senior Vice President for the

the Washington, D.C.-based
Charles E. Smith Company, the
largest real estate company in one
city in the U.S. and one of the top
10 real estate companies in the
U.S. Miteh is in charge of all op-
erations of the four multi-sport
clubs which range in size from
27,000 to 116,000 square feet and
generate annual revenues in ex-
cess of $14 million.

The  International
Health, Racquet and Sportsclub
Association annually bestows this
award to a person who has: cre-
ated significant value to the indus-
try over an extended period of
time, performed on a local, re-
gional and national/international
level, contributed regularly well
beyond the norm, given of him-
self above and beyond for the in-
dustry as measured by his peers

and who has had a major impact
on [HRSA as an organization. Pre-
vious winners include: Rick Caro,
Curtis Beusman and Alan
Schwartz, to name a few of this
“Who'’s Who" list of club industry
leaders.

Mitch has been described
by current and former employees
as: “very friendly, a great coach and
educator, having a great sense of
humor (but of course!), a good
partyer, a great leader, a consumate
professional, a doer, an excellent
listener, an empowerer, someone
who defines service quality, a
nurturer of raw talent, a visionary,
someone truly commited to the
club industry and full of integrity.”
They continued to heap praise on
Mitch as: “someone who insisted
on having fun, who inspired me to

(See Wald page 4)

Mitch Wald - IHRSA'S 1996
Distinguished Service Award Winner

Q-Clubs Go Public

Akron, Ohio - Frank
Leonesio, the Founder and President
of Sports and Fitness, Inc. D/B/A -
The Q Sports Clubs, has filed the
preliminary documents necessary to
take the company public. The six-
year-old Q Club group currently
operates 11 facilities (@ $7.5 mil-
lion each) in Memphis, Jackson-
ville, Austin, Houston, Phoenix and
Las Vegas. The company has an-
nual revenues of approximately $40
million: Plans call for 34 new clubs
by 1998. The public offmng is be-

ing handled by the Morgan-Ke,

in Memphis and Rauscher-Pierce
in Dallas, Texas. The number of
publicly traded health club groups
will total three when the Q Clubs
join Bally Total Fitness and The
Sports Club Company which have
led the way in public offerings. It
is also anticipated that Fitness
Holdings, Inc., owner of 112 - 24
Hour Nautilus and Family Fitness
Centers, will go public in the near
future.

Wash]ngton, D.C.-
May, 1996 should be an exciting
month for the health, racquet and
sportsclub industry as it is ex-
pected that the U.S. Surgeon
General’s Office will release its
long anticipated Report on Physi-
cal Activity and Health. The cen-
tral theme of the report is:

The U.S. Surgeon Gen-
eral has determined that lack of
physical activity is detrimental
to your health.

If history is any indica-
tor, this new Surgeon General’s
report should stimulate a true
Golden Age for exercise and
health as it should encourage,
through education, millions of
Americans to get up and exercise
on a regular basis, Considering
the millions of sedentary Ameri-
cans, this new stimulus should
provide a significant boost for the
health club and fitness industry

SURGEON GENERAL'S
Report Expected In May

over the coming years.

IHRSA and The Fitness
Products Council have been in-
strumental in facilitating the de-
velopment of this report by the
Surgeon General’s Office.
IHRSA sought sponsorship for
the development and distribution
of a complete marketing package
designed to support the upcoming
Surgeon General’s Report on
Physical Activity and Health.
After having presented the oppor-
tunity to a number of potential
sponsors, Chuck Leve of [HRSA
presented it to Augie Nieto of Life
Fitness who immediately stepped
forward and in cooperation with
IHRSA developed an excellent
CLUB ACTION MANUAL and
marketing package entitled:

CISE IS LIKE SMOKING A

PACK OF CIGARETTES A
DAY.” The special marketing
package was mailed to [HRSA

Members in Mid-March in
preparation for the much antici-
pated Surgeon General’s Report.
Importantly, this package was
mailed early to faciliate club’s
preparation for the upcoming re-
portrelease. Inthe media world
timeliness is crucial and IHRSA
felt that the sooner its member
clubs receive the package the
better because it would facilitate
the preparation process for clubs
in their respective communities.
All clubs everywhere should pre-
pare to take advantage of this
"once in a life-time" mass-mar-
keting opportunity. The Fitness
Products Council is also prepar-
ing a special marketing package
which will be made available to
non-IHRSA Members at a very
nominal cost. The CLUB IN-
SIDER News will provide more
information on the Fitness Prod-
ucts Council marketing package
when it is available.
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Offers Opportunity Of A Lifetime

By Norm Cates, Jr.

In 1964, the United
States Surgeon General’s office is-
sued a report that smoking was bad
for your health and that you were
risking premature death if you
smoked cigarettes. This report and
the subsequant change in the atti-
tudes of people in the U.S. and the
world relative to smoking and the
risks thereof have had a significant
impact. They have been incredible.
Since 1964, the percentage of
Americans who smoke, which at
that time was 50%, has been cut in
half. Given the U.S. population
growth since then, this means that
almost 50 million Americans have
either quit — or never started —
smoking. Worldwide, the figure is
close to 100 million.

Maybe the most compel-
ling fact to be reported in The
Sugeon General’s Report on Health
and Physical Activity is that
250,000 persons suffer premature
death annually due to lack of physi-
cal activity - approximately the
same number who will die prema-
turely from smoking a pack of ciga-
rettes a day.

Encouraged and sup-
ported by a strong coalition of or-
ganizations including IHRSA, the
Fitness Products Council and nu-
merous others, the U.S. Surgeon
General’s office is preparing to re-
lease a significant report which will
put the United States Government
squarely behind the idea of regular
exercise and fitness as a way of life.
This upcoming Surgeon General’s
report is expected to condemn sed-
entary lifestyles as life threatening
and is expected to recommend
regular exercise as the alternative
cure for the inactive. It is expected
that the report will have one pri-
mary message for Americans ev-

erywhere: The U.S. Surgeon
General has determined that
lack of physical activity Is detri-
mental to your health.

To those who have spent
their lives in the field of health,
racquet and sports clubs, thisisold
news. But, to the many millions
of Americans who lead a sedentary
lifestyle without regular exercise,
this upcoming Surgeon General’s
report may be the news that is nec-
essary to get them up and off the
couch and moving.

AND IHRSA:
THE TRUE ILLUMINATORS
OF THE BENEFITS OF
REGULAR EXERCISE

I wish to go on record
as giving credit where credit is due
when it comes to the background
on The Surgeon General’s Report
and how it has been developed. |
think that John McCarthy, the Ex-
ecutive Director of IHRSA and
The International Health, Racquet
and Sports Club Association, de-
serves to be recognized as the
single most significant driving
force in the thrust to educate
Americans and others around the
globe of the benefits of regular ex-
ercise. From his beginning as the
Executive Director of IHRSA 15
years ago, John has quietly and re-
lentlessly worked this very impor-
tant agenda, putting together re-
search projects and meaningful re-
ports on the BENEFITS OF
REGULAR EXERCISE and ECO-
NOMIC BENEFITS OF REGU-
LAR EXERCISE. These two very
meaningful publications published
by IHRSA years ago were the be-
ginning of an ongoing series of
studies and reports commissioned
and prepared by IHRSA and its
Vanguard Group to change the way
people think about regular exer-
cise. Through his vision and the

collaborative efforts with the Fit-
ness Products Council and the other
organizations, John McCarthy and
[HRSA's Board of Directors, Ad-
visory Council and Membership for
15 years, has led the charge that is
in the process of and will truly
change the world. The CLUB IN-
SIDER News supports [HRSA and
John McCarthy, the Fitness Prod-
ucts Council and other organiza-
tions responsible for the accom-
plishments of the past and the fu-
ture in the health, racquet and
sportsclub association. And, we
encourage you to do the same.

SIGNIFICANT
CONTRIBUTORS

M any people have

contributed significantly to [HRSA
since it began15 years ago. The
result has been a comparatively
rapid professionalization of the club
industry compared to the years be-
fore IHRSA. All of this happened
because of the ideas of a brilliant
guy named Rick Caro, the brain-
trust and true founder of the IHRSA
organization. Rick Caro was also
really the 1st “full-time” President
of IHRSA. Rick deserves great
appreciation and credit for concep-
tualizing IHRSA and bringing the
people together to start itall. Curt
Beusman, Dale Dibble, Alan
Schwartz, Dick Trant, Nick
Cotsidas, Todd Pulis, Tim Richards
and a number of other club indus-
try pioneers also deserve recogni-
tion for their roles in founding,
funding and starting IHRSA. All
of the wonderful women and men
who have served over the years on
IHRSA’s Board of Directors and the
Advisory Board should be thanked
and acknowledged. Definitely the
key to the success of IHRSA, are
the many IHRSA Member clubs
who have paid their membership
dues and have bought the products
of IHRSA’s manufacturers and ser-

vice providers. In many cases
these members over the years have
provided much more to the Asso-
ciation than their dues, consider-
ing the time and energy they have
invested serving IHRSA on com-
mittees, convention speaking en-
gagements and other contributions
of their talent. Last, and very im-
portantly, don’t forget [HRSA’s
great Associate Members who
have footed the bill for a signifi-
cant percentage of [HRSA’s annual
costs of operations. Special thanks
should go to Augie Nieto of Life
Fitness, Dick Mitchell of
CheckFree, Mike Chaet of CMS,
Terry Rogan of Muscle Dynamics,
Bert Monson of Affiliated Accep-
tance Corporation, Bruce Painter
of Club Runner, Ray Gordon and
Eddie Tock of SalesMakers and
many other manufactures and ven-
dors who have supported IHRSA
since the early days. Club own-
ers should also welcome to
America the new player.....
TechnoGym..... they have and will
contribute to the effort to profes-
sionalize the club industry in many
positive ways.

All of these terrific
people in our industry who manu-
facture equipment or provide ser-
vice to clubs have advanced the
industry tremendously through
their research and development
efforts. They have given health,
racquet and sportsclubs operators
all over the planet an ever increas-
ing supply of new and exciting
ways to provide exercise, sports
and fitness to their members and
to manage efficiently the business
associated with providing those
services.

IHRSA celebrated its
15th Annual Convention and Trade
Show in mid-March in San Diego
with a world-class production. The
Association has become a true
WORLD TEAM capable of do-
ing incredible things. However,

teams sometimes experience pe-
riods of communication difficulty
or even dissent within the ranks.
This does not mean that the team
should become weaker..... it
means that the team should be-
come stronger through the co-
operative spirit and “team-work”
necessary to bring those that are
unhappy back into the fold. For
it has been this spirit of “team-
work” which has brought I[HRSA
to this point of prominence.

PREPARE FOR
IMMEDIATE ACTION

Club operators ev-
erywhere should be able to uti-
lize the Surgeon General’s report
to stimulate more and more
people into action. The poten-
tial new membership business
that could be generated by clubs
who take well planned and pro-
active action when the Surgeon
General’s Report is issued could
be enormous. It will not happen
overnight. But, when you con-
sider what has happened with
smoking since 1964, you should
be able to project your club’s op-
portunity over the next 10-20
years as literally millions of for-
merly sedentary Americans get
upand goatit. Many new mem-
bership numbers for clubs world-
wide should logically be the re-
sult, In turn, those expanded
membership numbers should in-
crease the demand for quality
equipment and services. [HRSA
and the Fitness Products Council
have or are developing excellent
materials for clubs owners to use
in their communities to obtain the
greatest benefit possible from the
upcoming Surgeon General’s
Report. By preparing to act now,
club operators will be able to take
immediate and meaningful action
when the report is released.

Copyright © 1996 CLUB INSIDER, INC. All rights reserved. Material may not be copied in whole or in part in any form whatsoever.
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KAREN WOODARD,

is the co-owner of the PULSE FIT-
NESS CENTERS and The BOUL-
DER ROCK CLUBS in Boulder,
Colorado. She was one of the co-
founders of The Western Associa-
tion of Clubs and has been instru-
mental in the development of the
Regional Association. Karen has
recently established PREMIUM
PERFORMANCE TRAINING, a
firm which specializes in sales, op-
erations and management training in
the health and fitness industry. She
now draws on her experience of 11
years of owning and operating clubs
to assist other club operators. Karen
is providing complimentary phone
consultations and Success Surveys
through June 15, 1996. You can con-
tact her at: (303) 417-0653.

DAVE LECOMPE pub-
lishes a one page fax newsletter
called FITNESS MARKET ADVI-
SOR which provides up to date in-
formation on primarily the supplier
side of the industry. I think, with all
due respect to Dave, he missed the
mark with his comments about Life
Fitness’ new ABC (All Body Cy-
cling) Program. After reading his
comments, | felt it appropriate to call
Schwinn and Reebok to learn about
their group cycling program. And, |
contacted Life Fitness to get infor-
mation from them. | made two sepa-
rate calls to Schwinn. Both times the
voice mail answered and [ tried to
page a person for information, but
no one ever picked up after I had
been on hold for over five minutes.
So, then I called Reebok and asked
about their “Studio Cycle” program.
The operator replied, “the ‘what’
cycle?” In any case, | wanted to ask
if they have a dedicated development
team like the LifeFitness Team of 4
Masters Degreed Exercise Physiolo-
gists and 3 Cerfified Trainers, I

EClub
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wanted to see if Schwinn or
Reebok cycles have a heart rate
monitoring and training system
like the LifeCycle Lifepulse sys-
tem. It seems to me this aspect
of the program would be impor-
tant. I wanted to know if they
provided a training protocol like
the ABC Protocol which provides
4 different ABC classes. Or if
they provided On-Site Certified
Training like the Life Fitness
ABC program. But, I didn’t get
any answers to those questions
because I couldn’t get anyone on
the phone. 1 think that anybody
who is considering getting into
the group cycling business should
consider the new All Body Cy-
cling Program provided by Life
Fitness because it will appeal to
your MAINSTREAM members
and will provide them with re-
sults. These other group cycling
programs appear to be geared to
reach the “fitness nuts” who are
already using your club 2 or 3
times a day. In the long haul,
your mainstream members are
going to pay the freight and your
fitness nuts will simply roll onto
the newest way to keep their body
fat at 5% or less.

JOHN McCONNOCHIE,
owner of the JUNEAU
RACQUET CLUB in Juneau,
Alaska has opened his second fa-
cility, the “ JRC DOWNTOWN
.” After 18 years of operations
in his first location, he opened the
new 9,000 square-foot downtown
facility to accomodate people
who don't want to travel to the
original location in the surburban
valley area. McConnochie has
named INGE DOUGLAS as the
General Manager of the new JRC
Downtown location. Prior to her
new role as General Manager of
the new location. Inge has pre-
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viously served as the Director of
Positive Health Options, the
wellness division of Juneau
Racquet Club. She will retain that
title and role while serving as the
GM in the new facility. Best of
luck John and Inge with your ex-
pansion to your second location!

DICK TRANT, the
owner of the Weston Racquet
Club, the fellow that had the ter-
rible car crash on Super Bowl
Sunday, is now out of the hospi-
tal and attempting to recover at
home. He is irate, however, at the
policies and treatment of his
HMO which cut his physical
therapy from two hours per day
while he was in the hospital to -
0- hours per day now that he is

APRIL ISSUE

home. He still faces months of
rehabilitation and without the

Norm Cates, Jr.

therapy his chances of a complete
recovery will be significantly re-

duced. Of course, he will be able
to fund the therapy himself and

plans to take action against the
(See Norm's Notes page 8)

=

Mr. Mike Lucci
Bally Total Fitness
Chicago, Il.

Dear Mike,

The CLUB INSIDER Néws. On
for publication by Mr.

Bob Schwartz has,

by less than professional

Good luck on your efforts

Robert Schwartz,
Pinancial Officer of Fitcorp. Fitcorp is an organization of 17 upscale
corporate clubs in the Boston area.

Norm Cates”’

Club Imnsider

I wanted to provide you with a copy of the February, 1996 edition of

page #5 you will see a letter sent to me
Senior Vice President and Chief

by way of his letter, invited your organization
to "jump on the consumer protection band wagon."

I totally agree with Bob's suggestion and request.

Your ongoing efforts to retrain your employees and to change the culture
of your organization to be more consumer friendly ("friendly oasis")

are timely efforts indeed.
consumer protection bandwagon" as suggested by Bob Schwartz,
of consumer protection legislation would speak volumes to your employees,
to the health club industry and to U.S.

"jump on the
your support

1f you also were to decide to

and Canadian consumers.

Many clubs now support consumer protection laws because those laws are
made to protect the public from being treated unfairly and unethically

club operators.

Since you are in the process of implementing significant changes in your
sales and service areas, wouldn't a move now by Bally Total Fitness to
support consumer friendly laws be timely and appropriate ?

I would be very happy to publish your response to this request by Bob
Schwartz for Bally Total Fitness to support consumer friendly legislation.

with Bally Total Fitness.

Very truly yours,

Tl Codes 94

Publisher and Bd).tor
The CLUB SIDER News
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MICROFIT'S HEALTHCARE CONNECTION
LET THEM TESTIFY

By Neil Sol, Ph.D.

I was sitting in the audi-
ence at the 1996 IHRSA Conven-
tion in San Diego watching intently
as the Awards of Excellence were
distributed. The award that really
caught my attention this year was
the Keiser Award for Senior Pro-
gramming. [ was certainly im-
pressed with all of the finalists, in-
cluding the winners. However, I
was also very impressed by the vid-
eos each club finalist submitted por-
traying senior members expressing
how their involvement with the spe-
cific club has changed their life and
how each club, with their quality
facility, programming and profes-
sionally trained staff had been in-
strumental in enhancing their
lifestyle.... in essence, making
them more vital and healthy,

As | sat there and thought
about the impact of the testimoni-
als of these senior club members, |

-recalled a time when I was a con-
sultant for a Network Marketing
Company (a company like
AMWAY). I remembered how
important testimonials were to the
sales of the products of these com-
panies, in fact, testimonials appear
to be the underlying premise of all
network marketing sales. Whether
at a national meeting or in a neigh-
bors living room, the testimonial is
what the network marketing com-

pany depends upon to motivate
the listener to purchase product.
And believe me, it works. Tele-
vision informercials work exactly
the same way. We have all seen
the Richard Simmons infomercial
for his diet product. Remember
the gut wrenching stories of the
individuals who have lost weight
on his diet? Can you not see how
it might make an individual with
a weight problem call in for this
diet? Hundreds of millions of
dollars of product are sold through
testimonial advertising on
infomercials. Listeners believe
real people stories and buy.
Testimonial advertising
is based in reality and the similar-
ity and commonality that the lis-
teners feel for the person giving
the testimony. Testimonial adver-
tising sells results and is a power-
ful technique to motivate. It would
be a wonderful tool for the club
industry to use in attempting to
generate interest among potential
health care partners, (and most
importantly to simply sell mem-
berships to the community at

large).

Managed Care Organi-
zations (MCOs) especially those
that offer capitated plans, are in-
terested in keeping their subscrib-
ers healthy and out of the hospi-
tal. Just imagine the CEO/deci-
sion maker at an MCO viewing
the testimonials of the senior
members of the Keiser Award

Club finalists.....don’t you think
they would be motivated by a
senior citizen who emotionally
testifies on tape that he/she feels
better, is more vital, and has not
visited the MD, let alone a hos-
pital, since they began participat-
ing in a health and fitness pro-
gram at the club? Absolutely!

Just imagine the inter-
est the MCO executive would/
should have for developing a re-
lationship with the club that is
responsible for keeping its mem-
bers healthy. How canan MCO
executive argue with the passion-
ate words of an individual that
typifies their subscribers?

Every quality club has
members who on video or in
print would honestly testify that
since becoming a member at the
club:

*their hypertension has
normalized

*they quit smoking 3
packs/day

sthey lost 30 pounds

stheir cholesterol level
dropped from 260mg% to under
200

sthey typically visited
the physician monthly out of
need and since using the club
visits are down Lo once per year.

] sthey were scheduled

for back surgery, but since begin-
ning a flexibility and strength
program at the club their physi-
cian cancelled the surgery.

In today’s
health care environ-
ment these testimoni-
als would be
pursuasive, because
they offer the MCO a
method to really re-
duce health care utili-
zation, Testimonials
are a form of real life
proof of the successes
that can be realized
from a relationship
with a club.

With testimo-
nials a club can be spe-
cific in stating that its
service is beneficial in
helping people stay
healthy. They can at-
tach a face to the mes-

Neil Sol, Ph. D.

sage and show true re-

sults. Testimonials of real people
will grab the attention of the MCO
executive and make it difficult for
him/her to not consider involve-
ment with a club.

So, instead of just a club
brochure in your proposal
packet..... what about a few video
taped testimonials?..... and a
cover letter that explains that these
testimonials are just a few samples
of the positive changes that can
happen to their subscribers as a re-
sult of a formal relationship with
your club.

I think the club industry
has always understood the impact
of testimonial advertising, but for

some reason has chosen not to em-
ploy this marketing technique. [am
not sure why. But, did you ever
stop and think that a member re-
ferral is a testimonial?

(Neil Sol is the General
Manager of the Cherry Creek
Sporting Club in Denver, Colorado
and the President of Health Van-
tage, Inc., a club consulting firm.
Neil is one of the industry’s lead-
ing experts in the field of healthcare
as it relates to clubs. He may be
contacted at: (303) 399-3050 or
Fax #: (303) 388-7923).

.. Wald

continued from cover

greater heights, trusted me on good
days and bad, develops an organi-
zational system, challenges himself
daily to be better and his team to do
better, the #2 influencer in my life
after my Dad, taught me customer
service, how to manage people and
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budgeting, made me a “cleanli-
ness snob”, taught me to look at
details, taught me values and
someone who made me feel like I
was part of something great!”

Mitch has tirelessly
served IHRSA since its beginning
15 years ago. He was President
during its 10th year. He served
on 8 committees (including chair-
man of most) including: Budget,
Nominating, Government Rela-
tions, Membership Review, Cor-
porate Fitness Network, etc. He
has been a faculty member at the
THRSA Institute of Professional
Management and a presenter at
IHRSA Conventions. He is a
member of the Advisory Council,
Vanguard and the Fund. He was
also an IHRSA Marketing Award
winner.

He has also involved
himself in other industry activities

including: a co-founder and past
President of MACMA, the Re-
gional Association of the Middle
Atlantic States, Chairman of
Virginia’s Legislative Commit-
tee and he has been a presenter
at MACMA, NERSA and other
regional conferences. He was
also named Regional Tennis Pro
of the Year.

Mitch is held in high es-
teem by his peers as exemplified
by some of their comments: “ he
is a selfless industry leader, a
constant contributor to IHRSA,
a ground breaker, a giver from
the beginning, a people-person,
focused-but not overbearing,
dedicated to the industry’s best
standards, a constant sharer, an
industry career man, a staff
builder and developer, passion-
ate, honest, shares his successes
and failures, a “Coach” to all, a

role model, a real family man, and
someone who loves life.

Mitch Wald has always
been one to seek “a better way” to
do the ordinary. Take for example
during the past 3 1/2 years he has
developed a member coaching pro-
gram for fitness training which is
called the “MONARCH PLAN.”
Through his tireless efforts with
this plan, he is attaining significant
results for his members in their
quest for fitness. In turn, these re-
sults are causing improved overall
membership retention and new
membership sales throughout the
four club Smith Club Management
organization.

Mitch has been a member
of the Faust Executive Roundtable
#1 for over 10 years. Through this
relationship he has been able to
continue his sharing and learning
as part of his overall thrust in his

club career.

Maybe Mitch’s greatest
accomplishments have been that of
being a terrific husband for his wife
Penny, father to his children
Chelsea and Jake, and son to his
Mom, Edith Wald. For no matter
what club business matter, IHRSA
event or roundtable meeting, he has
alway placed his family first. He
has placed his priority to be with
them when special events in their
lives might conflict with his career
activities. This is a mark of a man
with true balance. A man with his
priorities in the right place. Aman
to be truly admired by all who
know him.

CONGRATULATIONS
to MITCH WALD, IHRSA’s Dis-
tinguished Service Award Winner
for 1996 and excellent role model
for the health, racquet and
sportsclub industry!
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Upgrade to Interactive

Fitness Assessments.
----It’s This Simple---

SR Simplified interactive operation.
B State-of-the-art performance and
s ccurac). Real-time graphic dislays
ﬂexlblhty of modified tests and reporting functlon
Powerful client database and conact RN
features. Customized | JEiE e
o | cxcrcise plans. Unique (MHEICIESS
| wellness appraisals.
S The perfec tool for testing and retention.

For Version § call 800 822-0405 m

™
Sit our website: hitp://www.microfit com © 1996 MicroFit, Inc.

1077-8 Independence Ave. Mountain View, CA 84043 « 415 969-7296 » Vi
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The 1996 IHRSA Report On The
State Of The Health Club Industry

A Summary - Part I

The International
Health, Racquet and Sportsclub
Association (IHRSA) and Cross
Conditioning Systems produces
and presents this report each year
at the IHRSA Annual Convention.
The Editor is Ms. Cathy McNeil
of IHRSA. Special thanks to Mark
Feuer and Ken Germano and the
great people at Cross Condition-
ing Systems for their sponsorship
of this annual contribution to the
health club industry.

INTRODUCTION

1996 is expected to be

the pivotal year in the history of the
health club industry because in
May, the U.S. Surgeon General’s
Report is expected to give rise to
the longest, most effective cam-
paign to get Americans - and citi-
zens of every country — moving.
It will become incumbent upon all
physicians to recommend regular
exercise to their patients just as 32
years ago, physicians began to
counsel their patients to stop smok-
ing as a result of the last Surgeon
General’s Report in 1964. That re-
port was a catalyst for helping more
than 100 million people worldwide
to stop smoking, despite the fierce
opposition from the huge and po-
litically powerful tobacca industry.

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

[NRSA

ASSOCIATE MEMBER

P.O. Box 81345 ® Atlanta, Georgia 30366
FAX 404/457-9557

404 /451-3951  800-241-2081

COMPETITIVE PRICES

Rubbermaid A

_ Commercial Products
I Authorized Distributor

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

The exercise movement enjoys the
luxury of no opposition, in stark
contrast to opposition of the to-
bacco industry to the stop-smoking
movement. The exercise move-
ment enjoys the unity of three in-
dustries that have come together to
support the quest for more physi-
cally active Americans: the
healthcare industry, the fitness in-
dustry and the sporting goods in-
dustry.

The Surgeon General’s
Report will expand the healthclub
industry. It will change the way the
world sees the healthclub industry
- from provider of recreation ser-
vices to provider of preventive
healtheare services.

Current Indu
Research i

INDUSTRY
AT A GLANCE

Thcre are approxi-
mately 48,000 fitness facilities in
the U.S. The following are esti-
mates for the number of each type

of facility:
*Health and Sports Clubs- 12,000
*Racquet Clubs- 3,000
sMember-Owned Clubs- 5,000
«Charitable/Religious- 3,000
=Public Facilities- 3,000
*Hospital Facilities- 250
*Hotel/Resort/Spa- 10,000
*Apartment/Condo- 4,000
*College/University- 4,000
*Corporate Facilities- 3,000

Military/Penal Facilities- 1,000

want a health care insurance sys-
tem ‘that offers subsidies for
health and fitness expenditures -
according to a 1995 study en-
titled: “American Attitudes To-
ward Healthy Lifestyle Incen-
tives” conducted by American
Sports Data on behalf of IHRSA.
And — they are willing to match
the subsidy with individual co-
payments., 73% of Americans
would probably or definitely
switch to an HMO/insurance
plan which helped to pay for
health club membership. Three
groups were studied: inactives,
home/outdoor exercisers and
health club patrons. Of 13 spe-
cific products/services - ranging
from health club membership to
a full medical checkup, all three
groups indicated they would al-
locate the greatest number of
dollars to health club member-
ship and home exercise equip-
ment.

No Mortal Combat
Between Health Club
Indust,
Home Fitness

““?
hy and Where

People Exercise” is a 1995 re-
port from a study done by Ameri-
can Sports Data on behalf of
IHRSA. It was found that two -
thirds (67%) of health club pa-
trons aged 18 and older owned
and used home fitness equip-
ment during the previous year.
Twenty-two percent of all health

FAX 800-772-6760

HEALTH AND SPORTS CLUB

INDUSTRY

Total annual dollar volume® -
Total number of memberships*-
Total payroll® -

$8.25 billion

$3.05 billion

club exercisers
were found to be
“dual” club/home
exercisers’ (i.e.
they exercise at
least 50 days per

20 million year at home, and

at least 50 days in

the club). On av-

FITNESS EQUIPMENT | ‘hcu®)- Onav
INDUSTRY e

“dual” exercisers

found to ex-

Institutional sales dollar volume+ - $356 million :;.:Zcmili“ :::s

(1993) -

Home fitness sales dollar volume++-$2.6 Billion x:c):?;! 32";’;‘;5

(1996 proj.) for health club

t d 75

Sources: * I[HRSA 5:;: “:o:nnon-

+ FIN_DISVP : AN health club mem-

++ National Sporting Goods Association bers. According

Consumers Issue Man-
date to Health Insurers

82 % of Americans

to the study, dual exercisers not
only exercise more but also feel
healthier, happier and more in
control than their counterparts
who exercise only at the club or

at home.

Why People Feel
Intimidated by
Health Clubs

(13
Why People Feel

Intimidated by Health and Sports
Clubs” is a new study conducted
by Dr. Christine Brooks of the Uni-
versity of Michigan for THRSA.
These people derive this assess-
ment from their body shape - spe-
cifically their degree of overweight:
the more overweight, the poorer the
perception of their physcial condi-
tion.

These individuals also
have a low opinion of their athletic
ability. Their assessments of over-
weight and poor athletic ability are
the basis for their decision on what
type of activities they are capable
of doing. They view health clubs
as providing only activities for
people who are young and in shape.
Consequently, they don’t feel they
will be comfortable or capable par-
ticipating in the activities offered
at health clubs.

The result is that instead
of seeking out a health club, they
seek activity which they can physi-
cally do without embarassing them-
selves (e.g, walking). Women and
those who have not exercised for
more than a year are at particular
risk of feeling intimidated.

Solution: In marketing to
those individuals who may avoid
health clubs due to the intimidation
factor, health clubs should keep in
mind that they will not be stimu-
lated into action by ads or promo-
tions which promote good looking
bodies and shapes. From a promo-
tional standpoint, ads and other
marketing materials should illus-
trate that those who have not
worked out for a period of time will
fit in at the club. For example,
show people who are overweight
participating in aerobics, using
treadmills, etc. This will help
people feel that they can physically
handle the exercise and “fit in” re-
gardless of how overweight they
are.

THE EXERCISE
MOVEMENT

In 1964, the Surgeon
General’s Report on Smoking was
not the end of something; rather it
was the beginning of something.

(See State Of The Industry page 22)
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Club FM -Wireless FM Entertainment Systems

CLUB FM is an afford-
able and efficient way to entertain
your members and give them a
choice.

CLUB FM takes the
sound portion from a TV, CD Player,
Cassette Deck or Motivational
Video and transmits the sound to
your member’s personal Walkmans.
These FCC Approved systems are
designed to make your members'
workouts more enjoyable and at the
same time, keep within a-facilities
budget. Ascompared to other simi-
lar systems, there are no necessary
hardwiring/installation and mainte-
nance costs - which can add up to a
lot of dollars and maintenance head-
aches. This innovative system is
installed in hundreds of health clubs
across the USA (and abroad).

Here are some of the reac-
tions of club owners presently uti-
lizing CLUB FM:

Health Star, Ramsey, N.J.
- “Our members really took to the
system. They enjoy their cardio
workouts more now than ever. The
system was easy to set up and very
cost effective. It is a great
investment. “ - MIKE SILVA/
Owner

Hollywood Health Spa,
Lawrence, N.Y. - * We really like
the CLUB FM System. We pres-
ently have a hard wired system and
are thinking about scrapping it and
replacing it with CLUB FM. It is
also very simple to install.” - ROZ
WOLFF/Owner

Galaxy Health Spa,
Guttenberg, N.I. - “ [ have CLUB
FM and another one made by an

the systems before they ship out.
I want the CLUB FM Systems to
be as hassle free to the customer
as possible. 1 feel this is an afford-
able alternative to hardwired sys-
tems. A lot of club owners hear
that interference is an issue - if that
was the case, we would have been
out of business a long time ago.
Our sales staff, | feel, is one of our
strongesl aspects. Everyone in-
volved takes that extra step to keep
the customer happy so that they
choose our system over other simi-
lar systems. They work great and

we are eager to supply these
CLUB FM Systems to even more
locations.” - Alice H. Lance, Part-
ner - A.P. Acoustics, Inc.

“The salespeople pro-
vided good, informative customer
service. The CLUB FM System
is easy to install and worked well
with no problems. [chose CLUB
FM over a hardwired system be-
cause it gave me more flexibility
in setting up the cardio room and
allows my members lo listen to the
audio without having to be on the

cardio equipment. The price
was competitive and fair.” -
MARTY FINK, Executive Di-
rector, Greater Hartford, Ct.
YMCA.

“The bottom line is
that we chose this system over
a hardwired system because we
had heard from reliable sources
that moving equipment around
is not as casy with other sys-
tems as it is with CLUB FM.
CLUB FM is easy to install, no
runnning wires and mainte-

nance free. The CLUB FM System
has been great and they last a long
time! The price was the lowest and
we did not need the bells and whistles
that other systems offer!” - DENNIS
KAUFMAN, Twin Arbors Athletic
Club, Lodi, Ca.

“I have researched this care-
fully and found that CLUB FM had
the best price and the best quality. It
isasimplified unit..... you don’t need
anything else!” - PETE PETERSON,
FROG’S Athletic Club, Encinitas,
Ca.

Easy To Install

MOTIVATE YOUR MEMBERS

with

CLUB FM

Works With Any TV Or VCR Audio Output

Broadcast Any TV Channel In FM Sound

By simply tuning an ordinary ““FM Walkman’’ to the designated radio channels
you broadcast, members can exercise to MTV, VH-1, News, Soap Operas, or
any VCR. Workouts become more enjoyable.

» Befter Utilize Your Existing TV System
* Promote Club Functions

Increase Club Profits:

» Walkman Rentals

1 Yr Warranty

30 Day Money Back Guarantee

Inexpensive B
Use With Any "Walkman” Type FM Receiver
and Headphones

Excellent Sound Quality «
FCC Approved

Join the increasing number of Health Clubs presently using
our FM Broadcast System. . .and give your members a choice.

Call (800) 326-2269

Or Write:
A.P. Acoustics, Inc.

65 Main Street
High Bridge, NJ 08829

outfit in California. Both are in the
same room, hooked up to the same
model TV, space about 20ft. apart.
CLUB FM is smaller, less expen-
sive, less complicated to hook up
and the reception is twice as good!”
- MIKE FARKAS/Manager

“One of my philosophies
for our CLUB FM Systems is once
1 sell a system, | want to ship it to
the customer and never see it again,
That is why we take the time fo test
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..Norm's
Notes

continued from page 3

HMO for the deficiencies. They
have chosen the wrong guy to mess
with in this situation because he will
be extremely tenacious in his efforts
to obtain proper treatment. Dick
extends his appreciation to all who
have called and written and wel-
comes any and all correspondence.
Send cards and letters to: Dick
Trant, P.O. Box 332, Weston, Ma.
02193. Good luck old friend as you
recover!

RAY GORDON of Sales
Makers, the Florida based sales
training firm says that the 8th An-
nual Seminar scheduled for May 3,
4 and 5 in beautiful Naples, Florida
is filling up fast. In addition to the
excellent sales training, featured
guest speaker will be SANDY
COFFMAN, President of Pro-
gramming for Profit, that dynamo
from Wisconsin. Also, all alumni
of the Sales Makers Training Semi-
nar are invited to attend this session
for free as it is being billed as a RE-
UNION! And, at this session, the
new S.M.A.R.T. System created by

Sales Makers will be introduced.
Be sure to check out their ads on
page #'s 12 and 19 for the details.

RAY WILSON, the dy-
namo of a man who recently sold
controlling interest of his FAM-
ILY FITNESS CENTERS in
California to FITNESS HOLD-
INGS, INC. is at it again. Ray
tells me he has signed a deal to
build his first Family Fitness Cen-
ter in Hong Kong. He said he
plans to develope hundreds of new
centers over there in conjunction
with his U.S. partner, ERIC
LEVINE. The first facility will
be about 20,000 square feet and
according to Ray, the rent will be
in the $100,000 PER MONTH
range ! Next month we will give
you an in-depth look at the Next
Generation - the day-to-day op-
erators of Fitness Holdings, Inc.,
MARK MASTROY, CRAIG
PEPIN-DONAT and IVAL
McMAINS.

JOCILROGUS,isal2
year veteran General Manager of
the ROCHESTER HILLS TEN-
NIS AND SWIM CLUB in
Rochester Hills, Michigan. Nice
to see her picture on the cover of
CBI Magazine as well as the

APRIL ISSUE

great article about her. Jocil is in-
volved on behalf of IHRSA with
the “Grow the Game 2000” task
force which is working with the
USTA to promote and grow the
game of tennis in America’s com-
munities. Be sure to check out the
article on page #27 of this issue.

STEVEN SCHWARTZ,
the President and CEO of The
TENNIS CORPORATION OF
AMERICA, informs us that TCA
is now managing the 170,000
square foot Le Sporting Club du
Sanctuaire in Montreal, Canada
and The City Club in Pittsburgh.
TCA now owns and/or manages
more than 40 clubs in North
America and manages fitness cen-
ters for McDonald’s Corpora-
tion, Travelers, Equity Group
Investments, General Motors
and Henry Ford Health Systems,

DR. STEVEN BLAIR,
of the Cooper Clinic in Dallas,
Texas, was awarded [HRSA’s Per-
son of the Year Award for his work
on the upcoming Surgeon
General’s Report. Congratula-
tions to Dr. Blair and to the many
other IHRSAs Award Winners at
the 1996 IHRSA Convention in
San Diego.

Congratulations to the
WEYMOUTH CLUB in South
Weymouth, Ma. for being named
the” New England Tennis Orga-
nization of the Year” by the
United States Tennis Association.

OLYMPICS UPDATE
- The Atlanta Committee for the

Olympic Games has recently re-
leased some Olympic tickets which
had been held back. For informa-
tion call (404) 744-1996. This isa
different number than we listed last
month as it is for individual tickets
as opposed to the corporate num-
ber for groups listed last month -
(404) 548-1596.

Shoulder Press

(not shown)

Incline Bench

holder. (nor shown)

*180 degree pivoting sear allows rack to be in
frone or behind body while using adjustable
back pad for proper alignment of various body
widths. *Adjustable seat for perfect use of
various racking points. Oprional plate holders,

*30 degree angle for maximum peck isolation
without deltoid involvement *Adjustable seat
for wide range of heights *Foorrest for better
back support and upper chest isolation

*Unique racking system combines good looks
with safety .l.nffunctinn. Optional plate

INTRODUCING

THE NEW FREEWEIGHT
LINE FROM HOIST

Hack Squar

*Body contoured carriage for proper spinal alignment
*Adjustable foor position for varying isolation points
sFully supported case hardend shafts with precision linear
bearing action *Gravity controlled lock ourt system
prevents accidents.

HOIST
F IEE 85 ‘!ﬁ TE 5
9990 Empire Street, Ste.130
San Diego, CA 92126

Tel: 619-578-7676

Fax: 619-578-9558

Inside CA: 1-800-541-5438
Outside CA: 1-800 548-5438

space.

Decline Bench

*15 degree angle for low chest isolation with
minimal shoulder involvement *Adjustable
raised knee leg support aligns low back
allowing berter pr.‘l.'i\

pieced pad for better body support. Oprional
plate holders.(not shown)

Flar Bench

*11 gauge steel design *Raised foot rest for
better back support and chest isolation *Angled
chrome racking mechanism for good looks and
safer racking for years to come *Shown with
optional plate holders for better use of floor-

170

isolation *Mulri sized two




PAGE 9 EClub _I_l_asidel: APRIL ISSUE

New Rock
Top 405

50ap5

weather sitcom

- 1

CARBI® G2 .

Classical

travel
#—

Easy listening

book/magazine Rock & Roll
reading

Pick a channel...any channel.

The variety of entertainment choices is unlimited. CARDIO j =
With CardioTheater, your members individualize / ®
their cardiovascular workouts by remote control.

2 Pie suite 105 » a, G 305
Offer your members CardioTheater. They'll love the 12 Rieamont/Gerjter;! dite 1051 Atlanta, GA“ 30305
selections, they'll enjoy exercising and they'll love
e ey Call (800) CARDIO-1 or (404) 848-0233

WE PUT FUN INTO FITNESS
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TWO EASY WAYS TO MANAGE
YOUR FITNESS INSTRUCTORS

Personal Trainer Business Manager for Windows™ is the first and Fitness Class Scheduler for Windows™ simplifies the task of
only software specifically designed for managing personal trainers scheduling fitness classes and keeping track of fitness instructors.
in a gym or health club. It is an appointment book, client database, With Fitness Class Scheduler for Windows™, you will be able to
trainer database, and accounting package all in one. create better class schedules with less time and effort.
: 4 Keep track of training sessions € Schedule and reschedule ;
classes simply by arranging
4 Maintain separate schedules classes on the screen

for each trainer

& Maintain separate schedules
& Print trainer schedules for a for each room and location
day, week, or month

& Keep track of instructor
@ Quickly find a training session names, addresses, and
telephone numbers

€ Record the days and times
each instructor is available

€ Automatically update client
balances to reflect training
sessions

& Automatically display lists of
available instructors

€ Record trainer income and
expenses "

# Quickly find an available
substitute instructor

@ Keep track of client names,
addresses, and telephone T8 !
numbers # Generate invoices and receipts

for training sessions

for students and individual
schedules for each instructor

€ Record client payments

@ Create mailing lists of clients Easily customize a schedule’s

appearance to suit your needs

€ Maintain client training logs,

and print progress graphs # Print monthly, quarterly, and
. : yearly reports of income and # Create reports of hours and
@ Record client medical history expenses generated by each classes taught by each
and fitness assessment trainer

instructor

Item## 3003 Personal Trainer Business Manager for Windows $249.95 Item# 4004 Fitness Class Scheduler for Windows $149.95

(Be sure to specify the Club Edition when ordering)

Installs in 1ess

, \ System Requirements: An [BM?

than 5 minutes: compatible machine with a 80386 or
higher processor, 4 megabytes of RAM, a
hard disk with at least 2 megabytes of
available space, a 3 1/2" or 5 1/4" disk
drive, a VGA or SuperVGA display, and

[ Microsoft® Windows™ version 3.1 or later. |

We DO NOT ship free demo copies. We DO offer an unconditional, 30-day, money-back,
guarantee, So feel free to order a complete, working copy of the software and try it out for
30 days. We are sure that you will like it. If not, however, simply return the product to us,
and we will glady provide you with a complete refund.

To order, send check or money order to Unconditional

SHIPPING Willow Creek Publications, P.O. Box 86032-A31, Gaithersburg, MD 20886 antf?m
Shipping is free and all Maryland customers add 5% sales tax Gk e

i FOR FASTEST DELIVERY

CALL 1-800-823-3488 EXT 131

We are available 24 hours a day, 7 days a week. So call anytime.
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The Fiflinxx
Interactive Fitness Network
Was Designed With
One Overriding Goal In Mind:

To Help Achieve Results
Quickly And Safely.

The FitLinxx Training Partner adds computer feedback to existing weight stack
equipment to provide instantaneous feedback on both users’
form and their achievement of goals

By automatically collecting workout data from FitLinxx
Training Partners and other fitness equipment, the FitLinxx
system eliminates the need for a workout card and gives members

PAGE 11

ST and staff access to a weailth of infermation. Instructors can easily identify
ﬂ[':u::l'l;:‘; members who need help, and members can see their progress in graphs
Partner

reports, competitions, and in comparison to norms at the FitLinxx Workout
Information Center

The outcome is that members do the right workout, do the workout
the right way, and stay motivated to keep working out.

It all adds up to getting results

IF you wish te know more about how the FitLinxx system can help deliver results in your setting
call or write for our information package.

N FitLincx
Workout
Information
Center

The hll’.ln.u fmr-nuhw* Fitness Network gives a club the tools it Hnwi.\ to fulfill the goal of being a real partner in the members” achievement of their fitness goals.

FITLINXYXY

BY INTEGRATED FITNESS CORP.

333 Ludlow Street, S[amford S 06902 203 3](}51 bi 800410~|' I IO

Pateriy percling ©1996. Integrated Fitriess Com. All nahis resenes
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A Monthly Membership Campaign
from A to Z

ales i
anagement
A dvertising
Professional consultants best ideas etention

at very affordable monthly prices.

Sales Makers - Ray Gordon & Ed Tock : "
ral
Programming for Profit - Sandy Coffman s
Courier Communications - Gregg Hinthorn
Chartered Course - Sandi Gordon

800-428-3334

MANAGEMENT HAPPENS WiTH GERRY FAUST...DON'T MiISS ouT!

"MANAGING TO PRIME" by Gerry Faust. (Audio tape series with workbook)

This six-tape audio casselte 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
your people, your business and yourself.

"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
different challenges. In this video cassette tape presentation, 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. D

S N NN N S S G G S S N SN N S S S s S M S SN E M M M R e S e S R SN S S S S S S S S S S S S

PLEASE MALL. PHONE 08 FAX YOUR ORDER: YES! PLEASE RUSH ME THE FOLLOWING:
. b -

FausT MANAGEMENT CORPORATION A " :
10085 CarroLL CANYON Roa, Surte: 210 MANAGING TO PRIME $89.95
San Dieco, CA 92131 "MAKING MANAGEMENT HapPEN!" $79.95
(619) 536-7970 += (619) 536-7976 (Fax) (Please indicate number of sets ordered. CA residents please add sales tax.)
Name O Check. Amount.

Shipping & Handling

Company. a @ d Add ;I;T.;g}csér set

Street Address, =

City/State/Zip

Daytime Phone
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REFURBISHED TIMES

You have a big investment
in your facility’s fitness equipment,
managing that investment is very
important to your bottom line.

By Steve Paterson

Operating a profes-
sional workout facility is expensive!
As a club operator you need to fo-
cus on saving money as much as
making money. Something I have
realized after years of selling pre-
owned fitness equipment is that
most owners sell their strength train-
ing equipment prematurely. They
sell it pot because it’s function and
style are outdated or because the

equipment needs expensive re-
pairs. They sell it and replace it
with new equipment because of
cosmetic appearance. Their ma-
chines get scratched and nicked
with daily use until they look old
and dirty. Your equipment can
look worn-out in 2 years and most
clubs will get rid of their circuit
and freeweight equipment by 4
years or so.

By protecting your
equipment’s finish you lengthen
the life of your equipment. The
key to protecting your weight
machine’s paint coat from
scratches and nicks is to wax them
just as you would a car. That's
right, regular car wax is all you
need. You want to apply multiple

layers of wax for best protection
but you don’t need to apply it all
at once. Do 2 or 3 coats at first
and add another coat every few
weeks until you have approxi-
mately 15 coats of wax protect-
ing each machine. Now every
time you wipe them down they
will shine like a new car. Your
machines will always look new
and when your members “bang”
up against your equipment the
wax will protect the paint coat
from scratching. The wax also
protects the metal from moisture
and sweat which prevents rusting!

Another benefit is that
members take better care of equip-
ment that looks good and are more
abusive to equipment that looks

worn.

The part I like best is the
shine and sparkle your equipment
will always give off. It looks great
when your showing your club to a
prospective new member. I have
gone into fitness centers that wax
their equipment and when they tell
me their equipment is 4 years old,
I am amazed. The extra care is
worth it and makes a noticeable
difference. Please give it a try!

(Steve Paterson is the V.P.
of marketing and sales for Pre-
Owned fitness equipment at Fitness
Systems, Inc. formerly Commercial
Fitness Systems, a division of
Healthline, Inc. Call (888) 348-
7978 for current, pre-owned, inven-
tory price list.)

Stalrmaster And Pacific Fitness Unite

an Diego, Ca. -
StairMaster Sports Medical Prod-
ucts LP and Pacific Fitness an-
nounced at the 15th Annual IHRSA
Convention that they had reached a
“strategic alliance” agreement
which substantilly increases
StairMaster’s strength equipment
line with twenty-two new products
under the Arcuate and SPF 2000
lines.

Donald J. Wanat, President
and CEO of StairMaster com-
mented, * this is a natural step for-
ward as in the past three years
StairMaster has expanded our prod-
uct offerings and with the addition

of the Arcuate and SPF2000 prod-
uct lines we now offer our custom-
ers one source full service shop-
ping. The alliance between the
two companies represents a multi-
year committment to innovative
product development coupled
with a global marketing and sales
effort.”

“With the Arcuate and
SPF2000 lines the health and fit-
ness marketplace has two new im-
portant design and conditioning
systems to choose from,” said Ted
Habing, President and CEO of
Pacific Fitness. He added, “ The
Arcuate equipment with its pat-
ented controlled guided path

movement provides exceptional
‘feel’ and conditioning benefits.
The SPF2000 line introduces an
innovative and user friendly line
of conventional strength equip-
ment.”

The new “strategic alli-
ance” between StairMaster and
Pacific Fitness is the product of six
months of negotiations. The alli-
ance comes after StairMaster has
accomplished the introduction of
the new Stepmill 7000 PT, the new
cordless FreeClimber 4400PT and
taken on representation of Quinton
Treadmills to round out the
StairMaster cardiovascular prod-
uct line.

Dold Wanat, Present an CE Stairmaster (. left) and

Ted Habing, President and CEO of Pacific Fitness

Best in the busmess...and we can prove it!

“MAIL-IN" PAYMENTS

(FROM COUPON BOOKS)

Payments processed for Two Bucks...or LESS!
($25 payment, $250 payment...same price!)
PLUS...
PRO-FINANCIAL’

The Ultimate Collection Service

Ask for our FREE money-saving analysis worksheet

“IMPROVE YOUR PROFIT

EVERY

DAY”

Call DANE HOLLAND Today!

1-800-233-8483
AFFILIATED ACCEPTANCE CORPORATION

Main Post Office Box 419331, Kansas City, Missouri, USA 64141

FAX: (816) 753-1429
WEBPAGE: HTTP:/WWW FITNESSWORLD.COM/PRO/TRADE/AFFILIATED. HTML

AAC...“We're Here To Work”

E-MAIL: 74041,2525 @ COMPUSERVE.COM
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p I C "ONE CALL GETS IT ALL"

0 ENTERTAINMENT SYSTEMS

JEM BROADCAST
TRANSMITTERS

» TOP QUALITY SOUND

* EASY TO SET UP

» NO HARD WIRING NIGHTMARES

* DIGITAL TUNING

* FCC APPROVED

* LIFETIME WARRANTY

* 30 DAY MONEY BACK GUARANTEE

FREE

WE WILL B€ INCLUDING 1 FREE SONY WALKMAN  ppyS|CAL MEASUREMENTS
(OR EQUIVALENT) FOR EACH FM100 PURCHASED " " P
UNTIL JUNE 30, 1996 4.5" x 3.25" x 1.25

AND WEIGHS ONLY A FEW OUNCES

PRODUCT LINE

® TELEVISION MOUNTING SYSTEMS ® CABLE TV ACCESSORIES
PEERLESS INDUSTRIES INC. NOVAPLEX CONVERTERS, REMOTES
LUCASEY MOUNTING SYSTEMS AND CABLE ACCESSORIES
WATCH AS WE CONTINUE TO EXPAND ® VIDEO BULLETIN SYSTEMS
AND ADD MANY MORE PRODUCTS. WE WANT ggﬁfﬂ:‘ﬁ_’mm CHARACTER
TO B€E YOUR SINGLE SOURCE FOR RUDIO AND
VISUAL DEVICES AND SETUP.

E TECHNOLOGIES >

15 CRANES CRT. WOBURN, MA 01801

LEASING AVALABLE 111 FREE 1-888-938-9919



PAGE 15 APRIL ISSUE

ECIul Taisider

A SOFTWARE SOLUTION

By Ed Gaut

(Editor’s Note: Ed Gaut
has been serving as a Contributing
Writer forThe CLUB INSIDER
News for several months. His field
of expertise and his articles have
focused on Personal Training. The
Jfollowing article describes Personal
Trainer Business Manager for Win-
dows, a product that Willow Creek
Publications, one of our advertisers
markets. Ed is a Vice President of
Willow Creek Publication. Ed did
not ask to write this article. I asked
him to write it, because [ think it will
help club operators who are faced
with the task of managing Personal
Trainers.)

During the past several
months, | have been providing
CLUB INSIDER readers with my
ideas on how to improve the per-
sonal training in your fitness facil-
ity. While 1 am hopeful that you
have seen the wisdom of most of my
suggestions, I am sure there has
been some grumbling as well. Many
of you have probably been thinking,
who is he to tell me to do such-and-

such, and I barely have time to do
the things [ am already doing. To-
day, instead of giving you even
more work, [ am going to propose
a solution which could very well
save you significant time and ef-
fort. It is a software package
called Personal Trainer Business
Manager for Windows and it is
intended specifically to simplify
the task of managing personal
trainers in a gym or health club.

Now, perhaps you think
that since I am a regular colum-
nist with The CLUB INSIDER
this will be an objective, dispas-
sionate review of personal train-
ing management software. If so,
let me set you straight right from
the start. When it comes to Per-
sonal Trainer Business Manager
for Windows, 1 am very
unobjective and very passionate.
In fact, I think it is nearly the best
thing since sliced bread! How-
ever, | have a confession to make.
In addition to being a personal
trainer and fitness author, I am
also Vice-President of Sales and
Marketing at Willow Creek Pub-
lications, the outfit that produces
the software and an advertiser in
this publication.

If there is one idea [ have

of each month.
Your Name:

Now you can find a new Fitness Director,
Get Financing, Wish Someone Happy Birthday
or Happy Anniversary, Sell Your Old fitness
equipment, Hire a Sales Manager, Get rid of
Unsold Inventory, Send an Interesting Message,
Sell a Product or Sell Your Health Club!

For only $19 per month!

( Based on a 2 month classified ad placement for $38

Dear Club Operator: The CLUB INSIDER classified
page will be read by 25,000 club operators and their staff

every month. For only $19 per month (min of two months)
you deliver your message to the pros of the fitness world.
Up to 20 words for only $19 per month.

Complete and send the form below with your check for a
minimum of $38 for two months. Deadline is the 5th day

Club/Facility Name:

Address:

City, State, Zip:

Ad Copy (20 words or less-please print clearly):

Mail this completed form and check payable to The CLUB
INSIDER News, P.O. Box 671443, Marietta, Ga. 30067.
Next issue deadline: May 5, 1996.

returned to time and again in these
columns it is that to be success-
ful, you should run your personal
training program as a business.
And the key to managing a per-
sonal training business - or any
business for that matter - is infor-
mation. If you do not have reli-
able, timely information, it does
not matter how good a manager
you are. You will not be able to
make good decisions.

In the personal training
business, the most important type
of information is scheduling in-
formation. That is why I always
suggest that if you computerize
nothing else, at least computerize
the scheduling. The advantages
of scheduling by computer rather
than scheduling by paper include
the ability to automatically move
appointments from week to week
and from month to month, to print
out individualized schedules for
trainers and clients, to easily de-
termine the number of training
sessions a client or trainer has had
in any given period of time and
to quickly find a training session
for a particular client without
searching through pages of ap-
pointments.

After scheduling infor-
mation, the next most important
type of information for a personal
training businss is accounting in-
formation. This includes payment
information, who has paid and for
how many sessions, who owes for
another group of sessions, who
has been trained for sessions for
which he or she has not yet paid.
Accounting information also in-
cludes income information, how
much income is each trainer gen-
erating from training sessions, etc.
It also includes expense and pay-
ment information such as how
much you owe each of your train-
ers and what are the other ex-
penses of running the training
business costing you.

In addition to scheduling
and accounting information, you
also need to keep track of client
information. The basic client in-
formation, of course, is name, ad-
dress and telephone number. If
there are different billing optionz
and fee schedules, you need to
keep track of those. If you do an
initial medical evaluation, it
would be a good idea to keep that
available somewhere. And if you
do periodic fitness evaluations
such as strength and agility tests,
measurements or bodyfat percent-
age testing, you will want to keep
track of that information as well.

Finally, you need to keep
track of trainer information.

presents several problems
for the fitness manager
who wants to use it for
managing a personal
training business. The
first problem is complex-
ity. Because these pro-
grams are not specifically
designed for the personal
training business, they
have a lot of extra features
which you do not need but
which add to the time and
effort needed to master it.
Another problem is cost.
Individually, these pro-
grams are not very expen-
sive. But once you buy
three of four of them, the
cost starts to add up. But,
perhaps the biggest disad-

Ed Gaut

vantage of using generic
scheduling, accounting,

Again, this includes,name, address
and telephone number. [f your
trainers are paid differently, you
will need to keep track of how each
trainer is paid. If you use part-time
trainers, you may also need to keep
track of each trainer’s availability.
You will also want to keep track
of any evaluations or notes about
the trainer.

In computerizing your
scheduling interests, there are a
number of generic scheduling pro-
grams available for personal com-
puters. Most programs range in
price from fifty to ninety dollars.
One of the most popular is Sched-
ule It! 1f automating your account-
ing is what interests you, what you
need is an accounting package.
Here, there are even more software
choices. Most programs range
from fifty to one hundred and fifty
dollars. Some of the most popu-
lar small business accounting
packages are Simply Accounting,
DAC EasyAccounting, PeachTree
Accounting and QuickBooks.

Client information and
trainer information lend them-
selves most readily to database or
contact management software.
Most database software ranges
from seventy-five to one hundred
and fifty dollars. Some of the most
popular database programs are
Microsoft Access, Paradox,
FoxPro and DBase. The most
popular contact management pro-
gram - which is a database specifi-
cally designed for keeping track of
names, addresses and telephone
numbers - is from Symantec and
is called ACT! Most of these
scheduling, accounting and data-
base programs are available at
your local computer store.

While all of the above
mentioned software is excellent, it

and database programs for manag-
ing your personal training business
is that these programs are not inte-
grated. They do not work together
to share information.

Asan alternative, Willow
Creek Publications developed Per-
sonal Trainer Business Manager
for Windows. This is a scheduling
program, accounting program and
client and trainer database all-in-
one. It is specifically designed for
managing personal trainers in a
gym or health club. That means it
is easy to use with exactly the fea-
tures you need. And the software
is integrated. Accounting and cli-
ent information, for example, is
automatically updated from the
training schedule. This means the
software is extremely powerful.

Bill Kyser, owner of Pro-
fessional Fitness Trainers in Boca
Raton, Florida, has been giving
workshops on the business of per-
sonal training for years. He has
used Personal Trainer Business
Manager for Windows and recom-
mends it to his students. “It’s per-
fect for clubs and independents
alike,” he says. He especially likes
the ability to graph client training
and fitness evaluation information
to give clients a visual measure of
their progress. *“This helps to mo-
tivate the clients,” says Kyser, “and
that leads to client retention.”

For more information,
see Norm Cates’ review of Per-
sonal Trainer Business Manager
for Windows in the December,
1995 issue of The CLUB IN-
SIDER News.

(Ed Gaut is a nationally
known personal trainer and fitness
author. Be sure to see the Willow

Creek ad on page # 10.)
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~~READY-
TO EXERCISE
BETTER CLUB
MANAGEMENT?
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CONSIDER THIS YOUR PERSONAL TRAINER

NEW RCM2001 WITH WINDOWS® PUTS
MORE MUSCLE IN YOUR EFT AND CLUB
MANAGEMENT SERVICES.

Checkfree's RCM2001-The Next Generation™
introduces a new Windows®-based system of
hardware/software/EFT services for easy manage-
ment of your entire financial, operating and
membership management functions.

RCM2001 helps increase member retention,
steadies your cash flow, lowers billings costs,
reduces delinquency rates, and gets your bottom
line in shape—pronto!

With advanced features like membership account-

ing, front desk control with usage tracking, and
EFT, RCM2001 frees you from accounts receivable
hassles associated with the financial management
of your club. RCM2001 is also flexible, running on
virtually any platform: DOS, Novell, Windows NT,
SCO Unix, and SCO Open Server System V.

Checkfree Corporation is an IHRSA Vanguard
member and proud sponsor of the

IHRSA Institute.

Visit our Home Page on the World Wide Web at
http://www.checkfree.com.

Plus, RCM2001 is brought to you by Checkfree
Health & Fitness Services—a pioneer in secure
electronic payments since 1981, and the leading
provider of electronic funds transfer (EFT)
services to the health and fitness industry.

L)
For more information on RCM2001 with //

Windows, or for a remote demonstration,
call us at 1-800-242-9522 or e-mail
rem-info@checkfree.com.

FOWERED &Y

PROGRESS.
Windows is a regi d trademark of Microsoft Corp
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Lower Energy Cost
No One Even Comes Close!
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Steve Krum, President, Greenwood Athletic Club, Englewood, Colorado.

“We knew this would be a world class facility. The lighting levels have surpassed all our expectations and calculations.
We now exceed USTA tournament standards, with only 14 — 1,000 Watt BEST Lights™ per court, averaging 160 footcandles. —

Brilliant
Energy
Saving

. Technology

— o * | 400 & 1000 Watt Indirect Fixtures

4
-

Easily Installed

> Gyms [> Manufacturing

[> Indoor Tennis > Warechouse
Air Structures > Retail

Financing & Leasing available.

BEST

LIGHTS, INC.

Brilliant Energy Saving Technology ™

1-800-KIL-A-WAT

Air Structure

“The reason we chose BEST Lights™ ? Because it is the latest in
technology.” — Todd Pulis, President, The Thoreau Club of Concord,
Concord, Massachusetts.

Unistrut

Call for a free brochure . .. 1-800-545-2928 ¢ Fax: 810-589-0134

E
%,

“We doubled our light levels with 4,000 Watts less per court.” -
Will Cleveland, Gen. Manager, Wildwood Racquet Club, Ft. Wayne, Indiana.

For Insulated Ceilings . . . Call Our Other Company

COMMERCIAL
BUILDING &
RETROFIT, Inc.

Call for a free brochure . . .

1-800-423-0453
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11 Habits Of Peak Performance

By Richard Gerson, Ph.D., CMC,CPC

Wherever I go for the

past 20 years, whether it’s consult-
ing/training for corporations or
speaking before groups and profes-
sional organizations, I’'m always
asked the same question: “What
makes you successful?” It’sa simple
question, really. And the answer is
actually very simple, too.

However, when you con-
sider the number of people who keep
asking this question, and not only of
me but of many people, you begin
to realize that most people are look-
ing for the true keys to success. So,
I decided to continue my research
into what makes people successful.
Here are the 11 keys to peak perfor-
mance and ultimate success for you
and everyone you know. But first,
before I tell you those keys and show
you how to use them to open the

doors to success, let me tell you a
true story that validates each and
every one of them.

A TRUE STORY

Sevem[ years ago, a cli-
ent (we'll call her Barbara) came
to me for help. She was in her late
20’s, in what she called a “dead-
end job” is going nowhere in her
personal or professional life, and
just basically depressed. Tradi-
tional psychotherapy had not
helped her and neither had medi-
cation. She came to me and told
me | was her last hope. (By the
way, I don’t and never have be-
lieved I'm anybody’s last hope for
success. In fact, you are your own
first, middle and last hope for ev-
erything you want to accomplish.)

In talking with Barbara,
I noticed that she lacked 3 impor-
tant ingredients for a successful
life: She had a poor self-image

The New and Easy, Computer
Software for “Do-It-Yourself”
Receivables/Facility Management

Simple to Operate!!!
Simple to Understand!!!
100% GUARANTEED —

100% SUPPORTED

NV

+ UNLIMITED NUMBER OF MEMBERS
» FRONT DESK CHECK-IN

Busu: Puckuge I/ « VIDEO PHOTO IMAGING

+ * MEMBER/GUEST TRACKING

~$ 5_ + ALL METHODS OF BILLING
99 + LATE NOTICES
P 2010 \ ' - CUSTOM LETTER WRITER
/ + AGING & DELINQUENCY TRACKING
+ BACK OFFICE ACCOUNTING

+* % % Optional Power Modules % % *
« POINT OF SALE * SCHEDULING

* FITNESS EVALUATION * TOURNAMENTS
* UNLIMITED REPORTS

AAC In-House Software
FREE “Try It Before You Buy IT” DEMO DISK
Call SCOTT HARRIS

INTERNATIONAL TOLL FREE

1-800-233-8483
AFFILIATED ACCEPTANCE CORPORATION

Main Post Office Box 419331, Kansas City, Missouri, USA 64141

FAX: (816) 753-1429

E-MAIL: 74041,2525 @ COMPUSERVE.COM

WEBPAGE: HTTP:/WWW FITNESSWORLD.COM/PRO/TRADE/AFFILIATED.HTML

coupled with low self-
esteem. Her attitude to-
ward everything was
negative. And she had no
purpose and no goals, to
which she could commit
her energies.

We worked to-
gether for 3 months that
included personal coun-
seling and skills training.
In that time, Barbara
identified and wrote
down her goals, im;
proved her self image,
gained a positive atti-
tude, became intrinsi-
cally motivated, started
to eat better and exercise,

self. Her life turned

and learned to love her- Rlchard Ge rson P h D

around dramatically.

One month after we
completed our work together, she
got a new job at twice her previ-
ous salary, she began dating
someone whom she later mar-
ried, she continued her diet and
exercise program, she looked and
felt years younger, and her life
was in a constant upswing. She
considered herself a peak per-
former in everything she did.
Every time we spoke, she
thanked me for making her suc-
cessful.

The truth is, [ had noth-
ing to do with it, or at least very
little. 1 may have given her the
keys to a successful life, but she
had to open the doors and walk
through. If you're ready to walk
through, here are the 11 KEYS
TO ULTIMATE SUCCESS:

KEY NUMBER 1I:
Positive Attitude

Ynu need a positive
attitude toward everything you
do and everyone you meet. First,
though, you must start with your-
self. You have to have a good
attitude towards yourself. You
need to say positive things to
yourself every day
(affirmations). You need to talk
to yourself in a positive manner
(positive self-talk). You need to
know that you're responsible for
all the outcomes of your behav-
iors (attributions). And, you need
to believe in the general good of
all people.

This approach and atti-
tude will lead to many positive
things happening for you. It sets
in motion “cosmic forces™ that
will bring good things into your
life. Now, you don’t have to be-
lieve me, but just think back to
the times when “coincidence” or
“good luck” came into your life.
Were you thinking about certain
things and wanting them to hap-
pen? And then they happened!

Remember, luck is noth-
ing more than preparation meet-
ing opportunity. So, your posi-
tive attitude can help you go out
and make your own luck. Think
positive, and you'll be on your
way to multiple peak perfor-
mances plus you’ll open many
doors to success. Just remember
to temper your positive attitude
with a dose of reality.

KEY NUMBER 2:
High Self-Esteem/
Positive Self-Image

‘ » hat you think of

yourself speaks volumes about
who you are and how people re-
spond to you. Ahigh self-esteem
establishes a positive achieve-
ment cycle in your life. Your
positive self -image attracts other
people to you. These people want
to be around you and either con-
sciously or unconsciously, they
want to help you succeed.

You build a high level of
self-esteem through your positive
attitude and also by having con-
fidence in yourself as a person.
Measure yourself worth accord-
ing to your own standards. Al-
ways remember this about self-
esteem and self-image. No one
provides you with them. You
choose to give yourself these at-
tractive qualities.

Most other people don’t
want to work hard at building a
positive self-image. They’d
rather build themselves up by
tearing you down. So, if you let
them, and I do mean you have to
be the one to let them because
they can’t do it without your per-
mission, they will readily try to
elevate themselves by knocking
your self-esteem. If you allow
this, you keep closing this door
to ultimate success. And it won't
matter how many of the other
keys you use. You'll be the one
shutting the door in your own face
because you let other people tear

you down.

To be a successful peak
performer, develop a positive self-
image.

Keep yourself-image
and self-esteem high. Do things
that feel good and right for you.
If you want other people to com-
pliment you, compliment them
first. If you want other people to
make you feel good, which will
build self-esteem, do something to
make other people feel good first.
You will always be more success-
ful at building your own self-es-
teem if you help others build theirs
first.

KEY NUMBER 3:
Communication Skills

Successful people are
great communicators. They are
able to convince, influence, per-
suade and communicate their
ideas, dreams and goals to other
people and enlist their aid to
achieve those goals. Also, suc-
cessful people are excellent listen-
ers, In fact, if you ever want to be
remembered as a great conversa-
tionalist, just listen as others talk.

Effective communica-
tion is only effective based on the
response you get. If you don’t get
the other person to understand or
respond the way you meant them
to, then you have not been effec-
tive as a communicator.

Communication is also
the key to success in all interper-
sonal relationships. This is regard-
less of whether it’s a business or
personal relationship. In fact, [
can safely say that over 95% of
the arguments between couples
occurs because of poor commu-
nication (or lack of it). And, 95%
of the problems between col-
leagues or employers and employ-
ees is due to poor communication.

How do you get to be an
effective communicator? You
learn about the other person.
Learn their speaking style, the
words they use and the outcomes
they’re looking for when they
communicate. Then, you feed
these back to them by flexing your
style and you'll see a magnificant
change occur as the two of you
develop complete rapport. It gets
to the point that you think you
know what the other person is say-
ing before they say it.

When you reach this
state, you're a peak performing
communicator whose success is
virtually guaranteed.

KEY NUMBER 4:
Lifelong Learning

Pcak performers and
successful people are constantly
(See Gerson page 24)
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SALES MAKERS

Tip Of The Month
Techniques For Making People Like You

It's been said many times, but is
worth repeating, that people are not born with
the natural ability to have people like them.
It is a common technique which simply re-
quires the understanding of behavior and
practice.

All the knowledge necessary to be-
come the kind of person whom everyone
likes is contained in the brief book by Dale
Carnegie, “ How To Win Friends and Influ-
ence People.”

A few of the key techniques in-
clude:
1) Establish rapport
A) Listen to the other person.

B) Be sincerely interested in them.
1. Ask questions regarding:
*The person
*Their game or
exercise habits
*Their work

C) Make them feel important
1. Use their name frequently
and naturally
2. Give genuine compliments

D) Smile
1. A smile means “I like you.”
2. Always smile before
answering the telephone.

APRIL ISSUE

Sales Management S r
Reunion
Pnesented Ey
Sqles Makers
at

1. Attentively
2. With eye contact (in person).
3. With voice (on phone)

PRO-FINANCIAL

The Ultimate Collection Service

Bad Debt Collection

TURN DELINQUENT ACCOUNTS INTO

Cash Today!

The Pro-Financial collection system is designed spe-
cifically for the Health Club and Martial Arts indus-
tries. Using a combination of gentle, but firm cus-
tomized letters, sophisticated telephone collection
techniques and national credit reporting agency as-
sistance, we are able to collect significant delinquent
revenue percentages without creating a negative
image for your facility.

Call DANE HOLLAND Today!

1-800-233-8483
PROFESSIONAL FINANCIAL SERVICES, INC.

Main Post Office Box 419331, Kansas City, Missouri, USA 64141
E-MAIL: 74041,2525 @ COMPUSERVE.COM

FAX: (816) 753-1429
WEBPAGE: HTTP:/WWW FITHESSWORLD.COM/PRO/TRADE/AFFILIATED.HTML

Lowest fees in the industry!

The kindness you spread today will be
gathered up and returned to you tomorrow.

LA Playa Beach Resort
Naples, Florida

May 7, 4 & 7

Fhe Sales Makers System with proven profit procedures plus...
O 3 Great summer promotions
O 14 Proven low cost advertising ideas
0O 6 Required rules to increase retention
O Advanced sales techniques
O Effective management methods
Featuring Special Guest Speaker

Sandy Coffman, President
Programming for Profit

* Bonus *

Introducing the S.M.A.R.T. System...

Sales
Management
Advertising
Retention
Training

ISt R ersOn o s oty $ 395
2nd Person (same club)..... 199
Previous Attendee.............. FREE

(800)-428-3334 or Fax (941) 481-9661




PAGE 20

EClub Insider

APRIL ISSUE

Tennis Pros: The Advanced Course

WHAT CAN WE DO TO DE-
VELOP POSITIVE LONG-
TERM RELATIONSHIPS
WITH OUR PROS?

First, we can give them
the respect we should for what
great people they are for our busi-

ness! A
fter all, they not

only provide us with players, but
they are truly experts in under-
standing our product — tennis.
They also seem to inherently
know how to service some of our
most difficult clientele, our ten-
nis members. They certainly
work some difficult and long
hours to meet the free time needs
of our clientele. ( Have you ever
asked your bookkeeper to come
in at 7:00 a.m. or work to 11:00
p.m., or on weekends?) Beyond
the aforementioned challenges
that a tennis pro must deal with,
they seem to consistently show
high energy when they’re on the

By Spike Gonzales

Sure, some tennis pros
tend to be late to meetings, unpre-
pared, slow in returning phone calls,
and sloppy in some court cleanup
and maintenance, but you’ve prob-
ably already pre-empted some of
these weaknesses. You've sched-
uled pre-set weekly meeting times
convenient to their schedules. You
also give them your undivided at-
tention when they have issues or
problems. You provide desk and
phone accessibility, moral support
for their extended hours and recep-
tion desk and secretrial help. (See
last month’s article.)

SO WHY DO WE
STILLSEEM TO HAVE AN UN-
HEALTHY TURNOVER OF
TENNIS TEACHING PROS?

Now you can find a new Fitness Director,
Get Financing, Wish Someone Happy Birthday
or Happy Anniversary, Sell Your Old fitness
equipment, Hire a Sales Manager, Get rid of
Unsold Inventory, Send an Interesting Message,
Sell a Product or Sell Your Health Club!

For only $19 per month!

( Based on a 2 month classified ad placement for $38

Dear Club Operator: The CLUB INSIDER classified
page will be read by 25,000 club operators and their staff

every month. For only $19 per month (min of two months)
you deliver your message to the pros of the fitness world.
Up to 20 words for only $19 per month.

Complete and send the form below with your check for a
minimum of $38 for two months. Deadline is the 5th day
of each month.

Your Name:
Club/Facility Name:
Address:
City, State, Zip:
Ad Copy (20 words or less-please print clearly):

Mail this completed form and check payable to The CLUB |

INSIDER News, P.O. Box 671443, Marietta, Ga. 30067.

Next issue deadline: May 5, 1996.

court, giving the physical and
mental effort we’d like to see from
all of our employees. Tennis pros
are, in fact, great people who are
key to our business! Let them
know it!

Second, let your mem-

bers know how great your pros
are!
Even if your pros are
not “name” players, your mem-
bers and associates should hear
you bragging about them. Extol
their educational and competitive
backgrounds, their dedication to
their students, and their individual
special strengths (do you know
them?) as teachers.

Invest in quality photo-
graphs of your pros for wall dis-
plays at your club and for periodic
press releases to local media. Ten-
nis pros come from a background
of individual “glory’ and recog-
nition. When those elements are
supplied in their working environ-
ment, they tend to reciprocate with
loyalty.

Provide and encourage
personal and professional devel-
opment among your pros. Be sure
they're learning more about the
business. Get them to seminars
and conferences and help them
financially. True burnout in ten-
nis pros comes less from hard
physical work, but from doing the
same thing over and over without
getting new insights and teaching
approaches. More than in other

fields, tennis pros tend to
find something that works
and get stuck in the groove
of repeating it over and
over. Get them out into the
world and keep their hori-
zons broad! If you're a re-
source for this, they will
recognize it.

Show them the
big picture. Share with
them the profit/loss issues
of their department, and
perhaps, the whole club.
Show them that each court
has significant overhead
from utilities, taxes, upkeep
and capital replacement.
Let them know the chal-
lenges of keeping net rev-
enues on lessons, court

time and programs high
enough to exceed these

Spike Gonzales

items; and it's not “pure profit”
after their pay comes out of lesson
income. Givingthem your figures
gives them a sense of belonging
and helps them share in your chal-
lenges.

Offer a career path. Why
should tennis pros be our only
workers expected to be at their
same station without long-term se-
curity for the rest of their lives? If
you're company is large enough,
make it apparent that a staff teach-
ing pro could advance to being a
program coordinator, a teaching di-
rector, a head pro and possibly a
tennis director.

A rrrwy  Appraisals, Sales and Acquisitions.
. Confidential, Efficient and Effective
o Service Spegl“laliz.ing In The Atlanta
e etro Area.

5 CLIJBS To Buy or Sell a Health Club

o FOR Contact: Jack Rigdon

. The Quin Group, Inc,

: SAIE 5855 Jimmy Carter Blvd., Suite 210
. Norcross, Georgia 30071
:..'...............g.)l....‘.......

SALES AND MARKETING DIRECTOR

Kentucky multi-purpose fitness center seeks motivated,
professional and creative individual for Sales and Mar-
keting Director. Will be responsible for directing all mem-

bership sales programs and staff. Sales management ex-
perience required. Excellent career opportunity with
growth potential into club Management. Send resume to:
Jeff Wilson, 400 Nevis Drive, Elizabethtown, Kentucky,
42701.

LA R A R R NS NN R NN NN N

* OPPORTUNITY -

SEEKING DISTRICT MANAGER, SALES * ° :
= TRAINER, SALES PERSON FOR LADIES FITNESS » ' Naples, Florida (941-774-

2 CENTERS IN OKLAHOMA CITY. FAX RESUME *

.To (405) 682-0580.

PLUS .
WE ARE INTERESTED IN PURCHASING ,

= OR PARTNERSHIPS IN TROUBLED, SMALL FIT- -
= NESS CENTERS (CHEAP).

FAX INFORMATION TO ABOVE NUMBER =

Make an alternative route
available for the pros who might
be interested in management.
They should see they could ad-
vance in other areas of the club if
they “invest” in learning desk,
sales, fitness or other operations;
and that you would welcome that
type of inter-departmental integra-
tion. Tennis Corporation of
America clubs have developed
some of their top managers by en-
couraging business growth among
tennis pros.

If your club’s not large
enough to internally offer a career
path, an alternative is to be sure

your tennis director mentors staff
pros; developing and grooming
them for several years for pos-
sible positions outside of your or-
ganization down the road. Many
successful clubs have followed
this formula, sharing the eco-
nomic benefit with their tennis
director. A “stable” of future head
pros for the industry is created.
It becomes a “win” for all parties
when the tennis director has trust
in the management that his posi-
tion is not threatened by hiring
and developing good people.
Let’s avoid labelling and
grouping tennis as a “necessary
nuisance!” As a manager or
owner, look first at what measures
you've taken to nurture, inspire
and challenge your pros. If
you've judged your own efforts
as adequate, then evaluate your
pros on their individual merit.

(Spike Gonzales is the
owner of the Naples Racquet Club

2442). He started as a staff ten-
nis professional in Tennis Corpo-
ration of America and became the
company’s Chief Operating Of-
ficer. As a consultant to the club
industry he offers teambuilding
m workshops for club owners, man-
agers and pros.)
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POWERHOUSE GYM CLOSES

nrl Wayne, Indiana -
The Internal Revenue Service
closed down the Powerhouse Gym
owned by Ron Nicodemus because
of unpaid employee withholding
taxes amounting to over $27,000.
The gym owner had been deduct-
ing the employee withholding taxes
from the employee paychecks for
two years but had kept the money
and failed to pay the taxes to the [RS
except for the first month of opera-
tion.

On top of that, sources say
Nicodemus had sold pre-paid mem-
berships for up to two years until
the IRS closed the facility down.
Apparently, this was done even
though Nicodemus knew that the
IRS was going to close the facility
for tax non-payment.

Local health club opera-
tors are upset with what the Power-
house Gym owner has done and by
the negative image the television
and other media publicity has given
the health club industry in general.
Kevin Byrket, owner of the Fort
Wayne Health and Fitness Center
comments, “This is just another ex-

ample of a weight-lifter type in-
dividual who decides to open a
gym with a ‘build it and they will
come mentality’. This type of
thing is not unusual and these in-
dividuals have very little under-
standing of what is required to be
successful in the health and fitness
industry today. These organiza-
tions that sell the franchises and
licenses for these gyms should
require a proven operational
record of health club industry ex-
perience as well as proper capi-
talization before they sell the fran-
chise or license to anyone. That
would help prevent these things
from happening.”

Rick Romeo, Power-
house Gym Director of Licensing
in Farmington Hills, Michigan
expressed grave concern about the
closing and the manner in which
it happened. Powerhouse has over
330 franchise operations in the
U.S., Canada, South America,
Europe and Asia. Romeo ex-
plained that Nicodemus’ Power-
house franchise agreement had
been immediately terminated
upon closing of the facility. Pow-

erhouse officials have made their
best efforts to contact Nicodemus
at the telephone numbers shown
on their records but those num-
bers are no longer valid. They
have also sent messages to
Nicodemus personally delivered
to him, but he has not responded.
Romeo explained that the Pow-
erhouse organization has not had
a facility to close under their
name in over 3 1/2 years and con-
cern about the negative publicity
for their organization that this
closing has and will cause. But,
it is important to realize that this
closing by the IRS could not be
prevented or controlled by the
Powerhouse organization which
enjoys an excellent reputation in
the health club industry. It sim-
ply was improper action taken by
one individual and was entirely
out of the control of the Power-
house people. Even though this
really is a problem for
Nicodemus and his future, the
Powerhouse people are working
with a local operator to take over
the facility and re-open it, hope-
fully providing consideration and

compensation for the former mem-
bers who had prepaid for their
memberships for up to two years.
Romeo commented, “ It is a diffi-
cult situation for us and the indus-

try as a whole - that’s why we have

been trying to work hard with a lo-
cal operator to re-open the facility
and honor the prepaid memberships
to the facility. “

™

RACQUETBALL
COMBACK

The American Ama-
teur Racquetball Association
(AARA), the Racquetball Indus-
try Association (RIA) and the
Sporting Goods Manufactures As-
sociation (SGMA) has published
anew RACQUETBALL WORK-
BOOK 101 written and assembled
by long-time racquetball veteran
and leader, Connie Martin. This
book is a terrific “how-to” book on
racquetball programming.

Luke St. Onge, the Ex-
ecutive Director of the American
Amateur Racquetball Association
describes the new workbook as, "a
cookbook for success in racquet-

ball.” Luke St. Onge and Jim Hiser
have devoted their whole lives to
racquetball and have done a termific
job with the American Amateur
Racquetball Association.

The game of racquetball is
a great club sport and this book is
intended to assist owners and opera-
tors with the task of developing the
game through programming. Pro-
duced with the workbook is a very
informative tape on racquetball
from the club owners perspective.
It clearly outlines the business rea-
sons why racquetball is a good in-
vestment for the club operator.

Y<ORLANDO

*HAWAM

*<MEXICO

*CARRIBEAN

XLAS VEGAS

NO HASSLE TRAVEL PROMOTIONS SINCE 1973
APEX TRAVEL PROMOTIONS

(800) 666-0025 (Ext. 22)

*<RENO

Fully licensed and bonded
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U. S. Total Fitness Files For Bankruptcy

Cleveland. Ohio -
U.S. Total Fitness, with principal
Mike Polombo as the operator of
numerous Ohio fitness centers,
filed for Chapter 11 Bankruptcy
protection on March 22, 1996. The
Chapter 11 action was filed in the
United States Bankruptcy Court
for the Northern District in Cleve-
land, Ohio. This action will stave
off creditors for the beleagured
health club organization while they
attempt to reorganize. The Chap-
ter 11 Bankruptcy filing came on
the heels of the closing of the com-
panies Middletown, Ohio facility
on February 21, 1996. The club

closed on a Tuesday night with
no notice to employees or the
members. The Middletown fa-
cility sold memberships up until
the day the facility closed, Mem-
bers will be given the option of
using the U.S.Total Fitness facil-
ity in West Chester or get a pro-
rated refund. Members whose
membership contracts were sold
to the Dent A Med Finance Com-
pany in Arkansas will be obli-
gated to pay on their contracts
regardless of whether they trans-
fer to another location or not, ac-
cording to Carol Jacoway, Dent
A Med Vice President.

Douglas B. Gregg, At-
torney at the Dayton, Ohio law

firm of Cohen, Gregg & Laurito,
had filed on December 29, 1995,
a $10 million class action lawsuit
against U.S. Total Fitness on be-
half of consumers in Ohio. The
lawsuit was brought against U.S.
Total Fitness on behalf of many
Ohio consumers who: (1) Had
signed contracts with U.S. Total
Fitness which did not contain
reguired notice of the consumer’s
right to cancel and obtain a full re-
fund within three days of signing
and (2) Had signed contracts
which included a non-refundable
“One Time Membership Fee.”
The class action included two
classes (groups.) The second class
included consumers who had pur-

chased memberships at U.S. To-
tal Fitness’ planned club in Forest
Park Plaza which never opened
and refused to refund fees paid. In
this action it was alleged by the
Plaintiffs that U.S. Total Fitness
knew that the Forest Park location
would never open when it sold the
memberships.

Attorney Gregg,, for the
Plaintiff’s commented: “The first
notice we received about their
Chapter 11 Bankruptcy filing was
when we were engaged in a pre-
trial conference with the judge on
the case. The judge had not been
notified of their bankruptey either.
In my opinion, the Chapter 11 is
nothing more than another stall

tactic. I would expect that the
Chapter 11 will ultimately end up
being converted into a Chapter 7 .
I'm, afraid U.S. Total Fitness will
just evaporate.”

Anyone interested in ob-
taining a copy of the U.S. Total Fit-
ness Chapter 11 Bankruptcy action
from the U.S. Bankruptcy Court for
the Northern District in Cleveland,
Ohio, can do so by going to the
court clerk's office and asking the
clerk to provide copies of Case #
96-11482 (MC). (There will be a
charge for the copies, but they are
public record and any citizen has a
right to obtain copies of the action.)

|

I

‘Techno Gym Sponsors Institute On Exercise

Snn Diego, Ca. -
TechnoGym, the Italian manufac-
turer of fitness equipment, made a
significant splash at the 15th An-
nual IHRSA Convention hosting
a kick-off dinner for the new
IHRSA Institute on Exercise and
Health.

The Medical/Scientific

Advisory Council assembled for
the institute is impressive and in-
cludes:

Steven Blair, P.E.D.,
Director of Epidemiology and
Director of Research at the Coo-
per Institute for Aerobis Re-
search., Dr. Walter Bortz of the
Department of Internal Medicine
at Palo Alto, Bess Marcus, Ph.D.

of the Division of Behavior and
Preventive Medicine at the
Miraim Hospital in Providence,
R.L, E.Lee Rice, D.O. of San Di-
ego Sports Medicine and Family
Health Center, Dr. Walter Ethinger
of Bowman-Gray School of Medi-
cine in North Carolina, Christine
Brooks, M.D., Director of Sport
and Fitness Market Research Lab

at the University of Michigan,
Massimo Massarini, Ph.D., Scien-
tific Research Manager at
TechnoGym, Russ Pate, Ph.D.
Department of Exercise Science,
University of South Carolina and
William Haskell, Ph.D., Depart-
ment of Medicine, Stanford Uni-
versity.

Equally impressive is

the 30-page initial report entitled:
“ Research on Exercise Report “ re-
searched and written by Ms.
Suzanne Hildreth on behalf of
IHRSA and TechnoGym. For in-
formation on the Institute or the ini-
tial report, call IHRSA at: (800)
228-4772.
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.State of
the Industry

continued from page 6

Similarly, The Surgeon General’s
Report on Physical Activity and
Health constitutes a turning point:
itis the beginning of the Golden Age

MAKE
['T

FUN'!

for the Exercise Movement.

Perhaps the most com-
pelling fact reported in The Sur-
geon General’s Report on Health
and Physical Activity is that
250,000 persons suffer premature
death annually due to lack of
physical activity - approximately
the same number who will die
prematurely every year from
smoking a pack of cigarettes a
day.

The Big Debate: How
Much Exercise is
Enough?

With the growing

mound of evidence concerning
the benefits of exercise, few now
question whether they should
exercise, The question is: how
much is enough?

In 1995, this issue was
illuminated by two news stories
which were published within a
two-week period. These reports
were derived from two separate
exercise studies reported in the
Journal of the American Medical

Association (JAMA). The first,
(Blair et al.) concluded that regu-
lar moderate exercise was suffi-
cient to achieve life-lengthening
health benefits. The second
(Paffenbarger, et al.) reached a dif-
ferent conclusion: to achieve life-
lengthening health benefits, one
must engage in regular vigorous
exercise.
3 Dr. Jame Rippe, who is
Medical Advisor to IHRSA and
head of the Center for Clinical and
Lifestyle Research in Shrewsbury,
Ma., (and his associates) have
identified four distinct heart-rate
training zones - each one appro-
priate for achieving a different fit-
ness objective:

Zone 1: General Health.
A range of 50-60%. A great deal
of research has demonstrated that
being active at this level, consis-
tently, and for a total of 30 min-
utes on most days, reduces the risk
of developing many chronic dis-
eases.

Zone 2: Weight Manage-

ment. A range of 60-70%. If
you're slightly overweight and
relatively inactive, you'll find this
level a comfortable one that will
permit you to exercise at a steady
pace for long periods. At the same
time, it will increase your metabo-
lism enough to burn off a substan-
tial number of calories.

Zone 3: Aerobic Condi-
tioning. Arange of 70-80%. This
zone is right for you if you've been
sedentary and want to improve
your cardiovascular condition, or
if you're fairly fit and want to
maintain your current level of car-
diovascular fitness.

Zone 4: Athletic Perfor-
mance. A range of 80% and
above. If your goal is to enhance
your anaerobic, as well as your
aerobic, condition - to improve
your time in a 10 K race or your
speed on the tennis court, for in-
stance - then it’s important to in-
clude some sessions of perfor-
mance - zone interval training with
longer sessions of slower exercise.

Dr. Rippe does not recommend
performing at this level on a daily
basis because it puts a lot of stress
on you, both physically and emo-
tionally.

The most important thing
for successful, long-term weight
management is consistent calorie
burning, according to Dr. Rippe.
“My recommendation is to exercise
as long as you can, as frequently
as you can, at a level you find com-
fortable,” he says.

END OF PART I OF
THE SUMMARY OF IHRSA’S
- 1996 Report on The State of The
Health Club Industry, Thanks to
Cathy McNeil, Editor and Cross
Condition Systems for their spon-
sorship. Next month: Industry
Consolidation, The Future of Inde-
pendent Clubs, How Fares Bally
Total Fitness?, The New Wave of
Unfair Competition and Rising
Public Sensitivity, Pricing
Stretegies, Programming for the
Future and Major Club Players.
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The Simple & Powerful

Club Management System

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

- Photo-imaging Check-in
Unlimited Report Capabilities
Automated EFT

Full Service Customer Support
(Phone, Fax, Seminars)

Wi NE LY 2Y

S0, make the first call right now. Diaal 1-800-554-CLUB

and see how easy it is to get ClubRunner working for you.

CLUBRUNNER: THE STRESSLESS SYSTEM
880 JUPITER PARK DRIVE, SUITE 3

“ nner ™ JUPITER, FLORIDA 33458-8901
1 (800) 554-2582 / (407) 746-3392
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COUNTDOWN TO CAMP '96

By Leon Crimmins

A well-run camp pro-
gram can have a positive impact
from both a revenue and member-
ship standpoint in addition to in-
creasing your club’s menu of mem-
ber services. However, no area of
club activity requires greater prepa-
ration, organization and planning
than a successful summer camp pro-
gram.

Superior staffing is the
most important element of an out-
standing camp. Painstaking care
should be taken to hire the best
people available. Invest the time and
resources necessary to hire the best.
Original hires are very important
because staff turnover is particularly
disruptive to children.

The camp director, along
with all lead counselors, should be
certified child-care professionals
with a degree in education or a re-
lated field and documented experi-
ence working with children. Spe-
cific training such as CPR, Water
Safety and First Aid should be a re-
quirement. The support staff should
be made up of people secking careers
working with children. Look for
counselors with a wide range of spe-
cific skills and background that will
contribute to the diversity of the
camper’s experience. Camp coun-
selors should be educators by degree,
but entertainers by nature.

In the unfortunate case of
a bad hire, eliminate weak employ-
ees quickly. During a limited sum-
mer camp situation, there is little
time to improve on mediocrity.

Never understaff. Set
counselor/camper ratios and employ

“floating staffers” to maintain
those ratios at all times. These
extra employees fill in for absent
staffers, emergency situations,
and counselors on break.

Invest and reinvest in
the quality of your staff. Provide
recognition, training and sup-
port. Organize your staff early.
Have a workshop for your en-
tire team prior to the start' of
camp. Have lunch. Get to know
one another. Stimulate daily
camp activities and events and
agree on reactive procedures.
Develop a team approach to
camp management and empha-
size that cooperation and consid-
eration begins with the counse-
lors and extends to the campers.

Every club should
evaluate the impact a children’s
camp will have on the club en-
vironment. Consider noise and
traffic flow in areas of shared
facility usage such as locker
rooms, swimming pools, and
food service areas. Another con-
sideration should be safe park-
ing, drop-off and pick-up areas
for the children.

It is imperative to
structure and administrate a
camp so that the activities do not
alienate existing adult members
and prospective members during
their normal club use.

Often overlooked is a
review of the “red tape” require-
ments to operate a safe, legal
camp eliminating exposure to li-
ability, code violations or certi-
fication deficiencies. Take the
time to evaluate insurance cov-
erages, State day care laws, en-
vironmental safety codes and
local construction and fire

Leon Crimmins

codes. This could well prevent a
potential lawsuit should a child be
injured while in your care.

Utilize your facilities
properly by brainstorming to deter-
mine the maximum range of activi-
ties and services your club can pro-
vide. Diversity in activities is a key
element in camp success and activ-
ity brainstorming should be an on-
going function of the entire camp
staff.

Don’t think of your camp
as limited to the boundaries of your
club property. Contact and utilize
nearby services and facilities such
as State parks, museums, zoos,
theme parks, sporting events, skat-
ing centers, bowling lanes, etc. to
keep your camp exciting and di-
verse.

Invite outside guests to
provide entertaining and educa-
tional programs at your facility.
Consider police and fire depart-
ments, environmentalist groups,
the Humpagg Society, magicians,

clowns, face painters, story tellers
and demonstration programs such
as roller blading and kite flying.
Many of these programs have
minimal costs or are free and can
have a major positive impact on
your activity schedule. These ex-
tracurricular activities provide in-
terest and excitement to the camp
experience.

GENERAL
CONSIDERATIONS
FOR
CAMP SUCCESS

1. Have clearly defined
emergency procedures that are
practiced until they become famil-
iar to staff and campers.

2. Detailed medical
emergency information should be
provided by parents for all camp-
ers. Anearby physician should be
on call to deal with illness and in-
juries on a prearraned basis.

3. Disciplinary proce-
dures should be well understood
by staff and campers and should
be consistently applied. Rules
should be simply stated so that the
youngest of campers understands
what is expected of him. Control
is important, but remember that
campers are there to have fun, so
counselors must be patient and
fair.

4. Document all unusual
occurrances with detailed incident
reports. Illness, injuries, disciplin-
ary actions, etc. should be detailed
and filed for future reference.

5. Have regular staff
meetings throughout the camp to
share concerns and eveluate camp
progress.

6. Parents evaluate

camps by what they see at drop-
off and pick-up times. Organiza-
tion, safety and high staff visibil-
ity are critical at these times. The
first and last thirty minutes of each
day are extremely important.
Shine during these times.

7. Create an atmosphere
of openness and accessibility to
facilities, programs and staff.

8. Camp should be struc-
tured to maintain the interest of the
long-term camper and not activity
repetition week-to-week.

9. Camp prices will vary
from area to area significantly, but
make sure that your camp reflects
the higher percentile in your area
and that your services and quality
substantiate that price.

10. Camp participation
tends to decline in August. To
avoid attrition, focus on a major
event as a finale to the camp which
will maintain the interest of the
children. Examples are: camp car-
nivals, pet shows or parades.

In closing, remember
this: the great majority of camp-
ers are asked one simple question
at the end of the day by their par-
ents. “Did you have fun at camp
today?” Everything you do should
prepare that child to say only one
thing, “Yes, it was great!” If your
camp passes that test, it is a win-
ner.

(Leon Crimmins is the
Director of Recreation at
Sawgrass Country Club, Ponte
Vedra Beach, Florida. He has
spoken at many national industry
conferences and has consulted in
a variety of areas related to
children’s programs, services and
facilities. He can be reached at:
(904) 285-6161.)

..Gerson
continued from page 18
learning. They read, go to seminars,
watch specific programs on televi-
sion, listen to tapes and do every-
thing possible to learn whatever they
can about their area of endeavor. Not
only that, they enjoy being mentors
and coaches to other people who are
motivated to learn for life. So, re-
gardless of where you stopped your
formal education, now is the time to
start learning again.

Learn about a new job skill,
a new industry, a new way to do
things. Learn more about yourself
and your family. Learn whatever
you can whenever you can. Once
you use this key and open the door,
you never have to let it close again.

One way to increase your
love of learning is to learn about ac-
celerated learning techniques. These
techniques help you learn more in
less time. They'll make you more
effective in everything you do. Peak

performers who succeed repeat-
edly are fast learners.

KEYNUMBER5: Love

Vo]umes have been
written on this subject. All I
want to say is that you have to
love yourself first before you
can love others. The more love
you give, the more you'll get
back in return. If you're feeling
unloved for any reason right
now, stop looking for it. Go out
and give love to someone or
something (a plant or a pet).
You’be be pleasantly surprised
at the returns on your invest-
ment. And remember, you can
never give more love to some-
one else than you are capable of
giving yourself or receiving
from someone else.

KEY NUMBER 6:
Health and Well Being

A ake care of your- mate success.
self. Eat right and exercise,
When you look and feel good, KEY Ni UﬂiB_ER 75
the world seems to be a better Motivation

place. Peak performers know
that how they feel and treat their

Thc door to success

bodies strongly affects their
minds, which in turn affects their
bodies and their performances.

Now, Iknow you'll tell
me you know people who were
very successful and who were
not healthy. And, I'll agree with
you. But, I'm talking about UL-
TIMATE SUCCESS.

What's your definition
of ultimate success? In my
speeches, consulting and work-
shops, you'd be surprised at the
answers | get to this question.
Remember that success is not al-
ways defined as money or power.
Sometimes it’s defined simply as
peace of mind. How do you de-
fine it ? Once you define it,
you'll understand why health
and well being is a key to ulti-

opens wide for you when you are in-
trinsically motivated. That means
your desires come from within, not
from some external reward source.
And, peak performance can only oc-
cur when you're intrinsically moti-
vated.

You also need to determine
your level of achievement motiva-
tion. What is it you truly want to
achieve and how much are you will-
ing to risk to get it? Are you willing
to put more effort into achieving plea-
sure or will avoiding some sort of
pain or the fear of failure or loss mo-
tivate you to action? These are real
factors in determining how well you
use this key to success, so you must
know what causes you to act.

Here's one more thing that
makes this key work effectively. You

must develop your own reward
systems. When you determine the
rewards for your performance, you
stay intrinsically motivated. If you
establish many external rewards,
you’ll find your motivation less-
ening over time. So, make sure
you know exactly what you want
when you succeed and how you’ll
reinforce and reward yourself.

KEY NUMBER 8:
Goal Setting

This is closely aligned
with motivation. Most people
never set goals. Of those that do,
only 3-5% actually write their
goals down. It is this small per-
centage of people who have a pur-
pose in life to which they can be
committed. Itis this small percent-
age of people who achieve peak
performances more often than oth-
ers. And, these people are usually
happier with their lives than those

(See More Gerson page 25)
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who have never established goals.

‘You must write down your
goals and be very specific about the
outcomes you’re trying to achieve.
What will goal attainment, or suc-
cess, look, sound and feel like? How
will you know you've gotten the
exact outcome you wanted?

Make all of your goal state-
ments personal, measurable, set
within a reasonable time frame, and
make sure they are outcome-ori-
ented. Action-oriented behaviors
are no longer enough to guarantee
goal attainment and success. You've
got to have outcome oriented behav-
iors, Then, you'll be committed to
doing whatever it takes to stay fo-
cused on your purpose and achieve
your goal.

Here’s a scary thought.
Most people will spend more time
planning a vacation than they will
planning their lives. People who set
and write down goals achieve more
things more often than those who
don’t set goals or don’t write their
goals down. -

KEY NUMBER 9:
Relaxation

Rzlmtion is a key that
permeates all the others, Relaxation

helps you visualize your way to
success (key number 10), ease
tension, anxiety and manage
stress, engage in positive self-
talk, build and rebuild your self-
image, and train your mind and
body for peak performances. You
must engage in some form of re-
laxation every day.

You can relax by breath-
ing deeply, alternately tensing and
releasing the muscles of your
body, picturing yourself in a re-
laxing and stress-free environ-
ment, engaging in a hobby or by
exercising. Whatever you do, re-
alize that tension/stress and relax-
ation cannot co-exist at the same
time.

The other benefit of re-
laxation is that all, and I mean all,
peak performances and major
successes, come when your mind
and body are relaxed. The harder
you try to do something, the
worse you usually do. So, relax
and open this door to ultimate
success,

KEY NUMBER 10:
Visualization

Visualization is the
process of imagining yourself
being successful. Since the mind
doesn’t know the difference be-
tween a real oran imagined event,
when you picture yourself being
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successful, your mind will believe
itas fact. Then, it does everything
in its power to make the image a
reality. That’s why peak perform-
ing athletes use visualization to
help them elevate their perfor-
mances. Professional speakers do
the same thing. Are you using
your imaginzation today?

Visualization is a skill
that can be developed and nur-
tured. It can be used to erase bad
memories or performances from
the past and to develop future be-
haviors. When you combine vi-
sualization with relaxation and
goal setting, you establish a pat-
tern that leads to continued suc-
cess. When it comes to visualiz-
ing your success, all | can say is
“Try it, you'll like it.”

KEY NUMBER 11:
Personal Value System

Ican‘l tell you how im-
portant this key is to your ultimate
success, Without a value system,
you won’t be able to make deci-
sions, define your true purpose in
life and carry out the behaviors
necessary to achieve your goals.

Values are the founda-
tion forall you do. Yourdecisions
and behavior choices are based on
your value system. Who you as-
sociate with and relate to are based
on your values. When your be-

haviors are incongruent with your
values, you feel tremendous dis-
comfort. You no longer function
optimally, either psychologically or
physically.

Write down what you
think are your 5 most important
values. What do you hold most
dear? Most sacred? Now, put them
in priority order. Can you see how
most or all of your decisions are
based on these values and how
many of your choices come from
the order of the values?

When people experience
difficulties in life, or with other
people, these difficulties are quite
often the result of value mis-align-
ment. Get your values in line and
your life will follow.

There are your 11 keys to
ultimate success and peak perfor-
mance. Grab a key and open the
door. Walk through it and see, hear
and feel the wonderful changes that
occur in your life. Work on im-
proving your effectiveness with
one key at a time. If you want to
combine keys, go right ahead.
Only you know what’s best for you.

How successful will you
be? The answer depends entirely
on you. You will be as succsssful
as you want to be. If you want
more help or information, call me
at: (813) 726-7619. I'll be glad to
guide you and coach you on the
paths to success and peak perfor-

mance.
(Richard F. Gerson,
Ph.D., is an internationally re-
nowned consultant, corportate
trainer, sport psychologist, profes-
sional speaker and educator. He
has worked with companies rang-
ing from individual entrepreneurs
through Fortune 500 firms, as well
as coaching and counseling ath-
letes and executives to achieve
peak performance in their chosen
professions. Dr. Gerson is Presi-
dent of Gerson Goodson, Inc., a
marketing and management con-
sulting firm, and the Executive Di-
rector of the Peak Performance
Learning Center, where people
learn the skills and techniques they
need to become peak performers
in business, sports, school and life.
He is also a Certified Management
Consultant and a Certified Profes-
sional Consultant, certifications
that are achieved by only a few pro-
fessional consultants.)
Dr. Gerson has published
12 books and over 300 articles on
various topics in business, specifi-
cally marketing, sales, customer
service and leadership, plus fitness
and athletics. He is a much sought
after speaker and workshop leader.
He can be reached by calling the
above number or by writing to him
at: 2451 McMullen Booth Road,
Suite 205, Clearwater, F1.34619.

© 199 Suidnster Sports/Modical Froducts, L F / Staethester, SRalMSSSRr. Freellimber and 4000 7T s registernd podentiarks and 3500 (1 15

3-Vear Warran

Shaping the Future
of Fitess

THE BEST JUST GOT BETTER
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asking for—the new Cordless FreeClimber 4400 CL™ from StairMaster®.
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the maximum flexibility of a cordless, self-powered unit, the Cordless 4400
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over. Delivered fully charged-—its performance is exceptional.
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the fact that they burn more calories, with less perceived effort!

MORE WORKOUT OPTIONS A new console on the FreeClimber 4400 CL
increases the top climbing speed by 25% and offers seven new programs—each
with 20 levels of intensity. Delivering the same unique stair climbing feel of our

4000 PT* model, these options make the StairMaster Cordless FreeClimber even
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SELLING WITHOUT "TRIC

By Ben Midgley

I love the health club in-
dustry and truly believe that there
is no better business on earth. How-
ever, there are issues that arise time
and time again that concern me
greatly. i

This article is not about
blaming someone. Instead, it is
about exposing the problem and
suggesting a solution.

There are many health
clubs, and in some cases, organiza-
tions or individuals that have been
accused of unethical sales practices.
Given the significant amount of
turnover in the sales organizations
of many club groups, | am surprised
that these accusations do not hap-
pen more often.

What is the result of un-
ethical or “hard core” sales prac-
tices? Very simply....... these prac-
tices give the club business a bad
name. The consumer’s respect and
perception of all health clubs is
damaged whenever a public airing
of unethical sales practices happens.

I don’t believe that the
blame lies with the individual sales
person. Instead, the almighty dol-
lar is the driving force behind many
~ of these problems. Obviously,
health clubs which operate in a “for
profit” status are in business to make
money. However, the organizations
that are also in business to help the
people in their community to live
healthier, happier and more produc-
tive lives are the ones that will stand
the test of time.

Many health club sales-
people make the mistake of look-
ing at prospects as money...... not
people. There are a lot of examples
of sales attitudes and techniques
which demonstrate this mentality:
The emphasis on closing the sale on
the first visit, asking for the names
of referrals before you have even
completed the sales transaction and
cutting the price to get people to join
all represent efforts to make a sale
which are based upon the almighty
dollar. These practices put a dollar
sign in place of a member’s name
in the sales transaction.

All of the sales “ap-
proaches”, “techniques” and “clos-
ing tricks” rub me the wrong way
and really are the root of the prob-

lem. Ihave had other sales
people look me in the face
and say they care about their
members after explaining to
me their “10-step system to |8
get the close.”™ How canthat |
be?

In many markets, |
the primary problem a health
club may face is competi-
tion. Insuch cases, a “genu-
ine” salesperson on your
team will do wonders.
“Genuine” salespeople have
been taught to care about the
people to whom they sell
memberships. The underly-
ing problem is that most of
the salespeople in this indus-

riod of regular floor work
helping members, you will
begin to see happy members
and in turn, a regular stream
of referrals.

(4) Independence is
a result of the success gener-
ated by being real, working
hard and believing in what
you do.

(5) Your business
should be built on respect for
the customer. By teaching
your salespeople to be genu-
ine and respectful of the cus-
tomer, you will be giving ev-
ery prospect exactly what they
deserve,

Many owners and

try have been taught to sell,
not to care. By only know-

Ben Midgley

operators fear loss of sales
when they consider a new ap-

ing how to sell, as opposed

to caring, the most essential ingre-
dients in a salesperson’s success
have been left to chance.

Highly successful mem-
bership salespeople have learned
how to become “independent.”
They do not have to rely on “walk-
ins" or telephone inquiries for their
business. They have accomplished
their independence by generating
significant and regular referrals.
The most effective way to gener-
ate referrals is from people who
know you really care about them
and in return care about you. Icall
these people “friends.”

The best way to build
trust in our business and build the
respect our industry deserves is to
instill pride in our membership
salespeople. This challenge places
a great deal of importance on cre-
ating a positive “first impression”
whenever we have a chance. Club
owners, G.M.s and sales manag-
ers should never forget that: “you
never get a second chance at a first
impression.”

Here are a few things for
all owners, sales managers and
salespeople to remember:

(1) Club membership
should be sold on trust, not tricks.

(2) Referrals are given to
salespeople because they have de-
veloped strong relationships with
their members and those members
want to see you succeed.

(3) A sales manager
should require his salespeople to
get up off of their chair and go to
the fitness floor and show our
members everyday that they care

about them. This should be a re-
quirement of the job. After a pe-

proach to selling.
However, the fact is, by
taking this approach, you are in-

"

suring that business will keep com-
ing in and will stay.

All salespeople should
rise fo the challenge of making
themselves better by learning to
treat each and every customer with
respect. By making a genuine ef-
fort to help them feel at home
while getting results, you will also
make a friend out of them. The
growth in your business will then
begin to take care of itself.

(Ben Midgley is the Cor-
porate Membership Coordinator
and Fitness Director of the Saco
Sport and Fitness Center in Saco,
Maine. Ben was recently honored
as the IHRSA Sales Person of the
Year for personally having made
over 900 membership sales in one
year. Ben may be contacted at:
(207) 284-5953.)

Life Fitness Breaks
Ground On New Facility

Franklln Park, I -
March 28, 1996 - Life Fitness
broke ground on a new, state-of-
the-art facility across the street
from its world headquarters in
Franklin Park, Illinois.

In addition to housing the

company’s finished good, raw
materials and service parts, the
206,400-square-foot facility on
nine acres will also function as
its new global distribution cen-
ter. The company plans an occu-
pancy date of August 1, 1996.
“We've been very for-

tunate to have experienced tremen-
dous growth during the past de-
cade,” said Augie Nieto, President
and CEO of Life Fitness. “ This
new complex will allow us to
streamline our distribution activi-
ties while centralizing our service
and repair functions.”

.,.
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Fitness Professionals Attend 50+ Seminar

Galmsvllle, Florida -
More and more fitness and wellness
professionals are learning how to
develop new income streams for
their business by focusing on the
mid-life to older adult consumer.
John Rude and Associates con-
ducted a 3- day intensive seminar
entitled: “Tapping the Potential of
the 50+ Market” at Joe Cirulli’s new
Gainesville Health and Fitness Cen-
ter in Gainesville, Florida - March
8-10th. The focus and thrust of the
seminar for fitness and wellness
professionals was to teach them how

to generate new income streams
for their business by focusing on
this segment of the market.

This second in a series of
national symposiums was at-
tended by 50 fitness and wellness
professionals congregated from
16 states! Owners, managers,
fitnesss directors, aquatic direc-
tors, physical therapists, personal
trainers and industry vendors had
an opportunity to study the matu-
rity market in depth.

The faculty included
Micheal Pollock (current research
on activity and aging, exercise

prescription), Sandy Coffman
(programming), Mary Essert
(aquatics), Molly Foley (strategic
alliances and rehabilitation),
Karen Bentrup (exercising the
mind and the sprit), Debbie Lee
(living laboratories) and John
Rude (aging principles and mar-
keting.)

Highlights of the event
included a “living laboratory”
where participants observed a va-
riety of exercise modalities; a pro-
gressive aerobics experience with
Sandy Coffman; an experiential
workshop on how to exercise the

mind and spirit; a review of print
and video advertisements; and an
opportunity to network ideas with
one another. In addition, all par-
ticipants received a comprehen-
sive take-home manual.

A special treat for the at-
tendees was the new 51,000
square-foot Gainesville Health
and Fitness Center where the liv-
ing laboratory was conducted. Joe
Cirulli, the Founder and President
of the GH&FC and his staff
played a key role in several dem-
onstrations.

Sponsors for the event

included Med X, NuStep, The Aerex
Body Pump and Microfit. Unlike
most trades shows, the sponsors
made educational presentations as
well as demonstrated their products.
All sponsors were chosen on the
basis of having products appropri-
ate for mid-life to older adult con-
sumers.

Dates for future sympo-
siums have not been established at
this time. If you would like to be
included on the mailing list for ad-
ditional information and future sym-
posium dates please call John Rude
& Associates at (800) 929- 2719.

New USTA Partnership Formed To
Promote Community Tennis

International Health,
Racquet and Sportsclub Association
Agrees to Alliance

White Plains, N.Y, -
The United States Tennis Associa-
tion (USTA) and the International
Health, Racquet and Sportsclub
Association (IHRSA) have formed
a partnership, with the goal of mak-
ing tennis more accessible in hun-
dreds of communities nationwide.

The partnership, formed at
IHRSA’s 15th Annual Convention
and Trade Show, March 21-24 in
San Diego, Ca., commits the USTA
to providing IHRSA member clubs
with the materials and programs
necessary to establish community
tennis associations. IHRSA clubs,
meanwhile, agree to take the lead
in coordinating community tennis in
their neighborhoods.

“IHRSA clubs can be our
community tennis team franchises,”

said USTA Executive Director
Rick Ferman. “They are already
in the best position to take a lead-
ership role in promoting and de-
veloping the growth of tennis.
They are in every community of
any size.”

Worldwide, there are
more than 600 ITHRSA member
clubs offering tennis.

IHRSA, founded in
1981, is a nonprofit trade associa-
tion committed to the profitabil-
ity and professionalism of its
member clubs. IHRSA clubs play
a leading role in the promotion of
exercise and physical activity in
their communities.

For the partnership with
the USTA, THRSA organized a
“Grow the Game 2000” Task
Force to help educate all of its
clubs offering tennis and to coor-
dinate them in their efforts to pro-
vide leadership in their local ten-

Club Industry East
Set For May 8-11th

Phlladelphil. Pa. - The 7th Annual Club Industry East Con-
vention and Trade Show will be held May 8-11th at the Pennsylvania
Convention Center in Philadelphia. Close to 100 seminars, all-day work-
shops, panel discussions and executive roundtables are planned for the

cvent.

Be sure to visit our CLUB INSIDER ADVERTISERS during
the three day trade show! To register, contact Robin Leven, Club Indus-
try East, 1300 Virginia Dr. Su.400, Fort Washington, PA. 19034 or call
(800) 541-7706 Ext.3 with your credit card.

CLUB INSIDER ADVERTISERS BOOTH NUMBERS ARE

SHOWN BELOW:

COMPANY NAME BOOTH #
*Affiliated Acceptance Corp.-#8000
*A.P. Acoustics/Club FM- #8008
*Apex Travel Promotions- #8034
*ATA Information Systems- #5019

*Cardio Theater- #2050
*Checkfree Corp.- #4019
*ClubRunner- #2048

COMPANY NAME BOOTH #
*FitLinxx By Integrated Fit.- #5048

*Hammer Strength Corp.- #1026
sLifeFitness- #5002
*Microfit - #4017
*StairMaster Sports/Med.Pr- #7002
*Star Trac By Unisen,Inc.- #5026
*Trackmaster/Patex- #2008

nis communities. Task force co-
chair Jocil Rogus, General Man-
ager of the Rochester Hills Tennis
and Swim Club in suburban De-
troit, Mich., stressed that a plan to
keep people in the game was an
essential supplement to the initia-
tive to grow the game.

Said Rogus, “ Experi-
enced tennis facility managers and
programmers need to be the front
line leadership in this effort with
USTA.”

The USTA and IHRSA
were already linked as members
of a coalition formed in January
to promote the findings of the im-
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pending Surgeon General’s report
on physical activity.

“I'know this partnership
will work,” said Ferman, who was
Managing Partner for two athletic
clubs in Michigan before he be-
came USTA Executive Director.
“Clubs can be profitable and, at
the same time, have a successful
community outreach or develop-
ment program,” he adds. Ferman
continues, “Community tennis is
good for the game. And if it’s
good for the game, it’s certainly
good for the USTA. Ibelieve it’s
also good for IHRSA and its
member clubs.”

LLY MANAGE YOUR CLUB

O JULY 1417
O NOVEMBER 10-13
O August 11-14
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SOPHISTICATED SKILLS NECESSARY TO SUCCESSFU

* The copyrighted CMS ClubTrac System

CURRICULUM HIGHLIGHTS:

Founded in 1881, the
United States Tennis Association is
a not-for-profit volunteer organiza-
tion with 500,000 individual mem-
bers and more than 6,000 organiza-
tional members. As the official gov-
emning body for tennis in America,
the USTA uses its $112 million an-
nual budget to train and encourage
tennis players of all ages and skill
levels. The USTA presents the U.S.
Open and sponsors teams for Davis
Cup, Fed Cup and the Olympics.

(For more information
contact: Andre Christopher, USTA
Senior Writer (914) 696-7241 or
christoper@usta.com)

or for more information:
MS—Club College
385 N. Last Chance Gulch

Helena, Montana 59601

¥ 406-449-5559

or fax 406-449-0110.

x

FOR YOUR REGISTRATION PACKAGE

known as the Industry’s top
Charley Swayne,
Dick Mitchel and others.

management trainer
* Plus other guest faculty such as

+ Mike Chaet, Ph. D. - Lead facilitator - ,
Mark Davis »

* Leadership Skills and much more...

FACULTY:
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MARKETING MATTERS

With Mike Chaet, Ph.D.

Dear Mike,

I am planning to do a di-
rect mail piece within my market-
place. How should I select the lists
and who should I send to?

Tasso Kiriakes

BodEZ Fitness Center

Ormond Beach, Florida

Dear Tasso,

This is a great question be-
cause the answer is quite straight
forward and turns out to be a fun
puzzle to work on. I would like to

you that we like direct mail
very much. However, care must
be used to develope professional
materials and they should be used
as part of an entire campaign.
Stand-alone direct mail, used at
the wrong time, can be a real
waste of money, while used prop-
erly can be a great membership
booster. We'll leave those details
for another article.

The first part of the di-
rect mail puzzle is to define the
actual geographic shape (Isoch-
rone) and size of your market-
place. We start with the first
"given" which is the location of
your club. This we call "home
base." Using home base as your
starting point we are going to de-

ACHIEVE

|

OLympIC LEVEL Feaiuring:
Gerry Faust
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Rick Barrera
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Jim Cathcart
& Shep Hyken
Warren Greshes I
Bill Bachrach
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Bill Brooks
ADVANCEMENTS Donaon |
Jim Clack
This book represents the thoughts of George Walther
twenty of the nation's leading cham- Francis X. Maguire
pions in the search for success. Take Jeff Davidson
advantage of their insights and guid- Janes E. Melion I
ance to create your own Olympic ex- Dentis Fx
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"The ‘
Winning |

Bonnie §t. John Deane
Dennis E. Mannering
Dennis & Niki McCuistion |

scribe your primary marketplace
critical time trade area, as:

"Those people who live,
work or for some reason, happen
to travel regularly, within a six-
minute travel time from your
club.”

This is true for fitness
type people and not true for ten-
nis, which can expand out to 30
minutes or even more.

Think of it this way:
80% or more of your fitness mem-
bers will come from within a 6-
minute travel time. This is your
primary market. They can either
drive or walk, but the key here is
the travel time to your club from
their start point. This is why it is
called the Critical Time Trade Area
or CTTA.

To define your own
unique CTTA, using your club as
home base, follow the travel routes
for six minutes away from your
club. Mark the end of each travel
route on a city map. You will prob-
ably have several travel routes, so
do them all and then connect the
dots. The shape made by connect-
ing the dots is your Isochrone. It
is a graphic picture of your mar-
ketplace. By and large, this mar-
ketplace is fixed and you cannot
expand it beyond the 6 minutes.

Make special note of
geographic barriers such as,
bridges, creeks, rivers, railroad
tracks, etc... Make note that in
many instances these geographic
barriers will not be crossed by your
members even if within a six-
minute travel time,

I have a client whose

club backs right up to a creek. The
creek is uncrossable for a mile in
cither direction. Although their
are many houses within the ac-
cepted travel times, this club gets
almost no membership from this
specific neighborhood.

Now that you have de-
fined your CTTA and your Isoch-
rone, it is time to do a zip code
study of your existing members.
Have your computer run a list of
existing members by zip code.
What you want to know is how
many members come from which
zip codes. Rank them in descend-
ing order by percentage of mem-
bership, that is from most to least.
Make a list of the zip codes that
equal a total 80% of your mem-
bers; based on our experience this
will be around four zip codes.

Now take these zip
codes and overlay them on your
Isochrome map. It will give you
quite a picture of where your
members are coming from. Your
zip codes will almost always de-
fine your CTTA.

Now let's ask a few ques-
tions:

1. Are there any zip
codes or pockets that appear to be
in your CTTA that have not pro-
duced any memberships for you?

2. Why not?

3. Check for geographic
barriers that you may have
missed, or look to the desirability
of these areas.

4. Are they blighted? Or
have we missed an area that has
its own internal advertising sys-
tem such as COOP City in New

Mike Chaet, Ph. D

. e 1 Published in association with
S l r l t the United States Olympic
Committee I
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York or Century City in California.
Both pre-planned cities with their
own internal newspapers.

When you are doing di-
rect mail you should mail into
YOUR zip codes with YOUR Iso-
chrone. Usually you can buy la-
bels based on this criteria.

Finally, you will want to
buy labels that have a similar de-
mographic base as your existing
membership base. For example if
you are a "blue collar' type club,
buy your labels that match a blue
collar demographic. If you are
upscale, buy the upscale demo-
graphic labels within your Isoch-
rone.

One final note if you are
a small isolated town 2,500 or less,
where you can drive from one end
to the other in less than ten min-
utes, skip all of this and try to get
them all!

Mike Chaet

This month's question
was submitted by Tasso Kiriakes of
BodEZ Fitness Center in Ormond
Beach, Florida. For submitting
this month’s question, Tasso will re-
ceive a copy of Mike Chaet’s latest
video entitled: HOW TO IN-
CREASE MEMBERSHIP SALES
(it contains more information on
pre-opening strategies). If you
have a marketing question for Mike
Chaet, please submit it to him by
fax at: (406) 449-0110, E Mail to
CLUBIDOC @AOL.COM or mail
to: Marketing Matters clo CMS,
Box 1156, Helena, Montana.
59624. For additional information,
you may reach Mike at: (406) 449-
5559.
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COLLABORATIVE SELLING

By Dr. Tony Alessandra

Thc world of business
has changed in the last 50 years and
continues to change dramatically
and rapidly. Your competitors have
increased in number and become
more aggressive. Your products or
services are more difficult to sell
than in the past. It has become a
challenge just to differentiate your
company from your competitors.
Price issues are a constant problem.
There are several reasons for the
dramatic changes that have taken
place in the marketplace and in the
nature of the sales process:

Technology. For most
products and services, technology
no longer provides a means of dif-
ferentiation. The same technology
is available to virtually everyone; if
not today, then tomorrow. In the
past, it was possible to develop a
technology that would give a com-
pany a competitive advantage for
years. Now, however, technologi-
cal advantages are so short-lived
that their ability to differentiate the
company is fleeting, at best. Only
a few dominant companies can
claim that their product is radically
different for very long.

Supply Exceeds De-
mand. For most products and ser-
vices, in most parts of the world,
supply exceeds demand, Custom-
ers today are experiencing over-
choice, a phenomenon that was con-

ceived by Alvin Toffler in his book
Future Shock. Over-choice is a
stressful state caused by too many
choices. Buyers are overwhelmed
with more choices of products and
suppliers than ever.

Sophisticated Buyers.
The positive side of over-choice
is that it has created a world full
of sophisticated, well-informed
consumers. People are more will-
ing to: 1) research their options;
2) slow down the decision-mak-
ing process; and 3) insist on do-
ing business with companies and
salespeople whom they like.

The upshot of these mar-
ket influences is that the differen-
tiated products of yesterday are
the commodities of today. Differ-
entiation is, however, the only
way to be successful in today’s
market. Differentiation must
come from quality, price or ser-
vice; and few companies can sur-
vive competing on price. This is
a monumental challenge that ev-
ery company faces. It is a chal-
lenge met by collaborative selling,
a system in which salespeople can
create differentiation and its ac-
companying competitive advan-
tage every time they attempt to get
and keep business.

COLLABORATIVE
SELLING

Coliaborative selling
begins with a commitment to the
long-term. Today’s customers are

looking for long-term relation-
ships with suppliers who will be
reliable resources over the long
haul and who can produce mea-
surable quality in the products and
services they sell. In fact, many
companies are awarding lifetime
contracts to their supplier-partners.
Collaborating companies are net-
working their computer systems to
expedite order-entry, just-in-time
inventory control and electronic
payment.

The transition to collabo-
rative selling and the emphasis on
long-term relationships is evident
in the words and phrases that are
used to describe modern buyer-
seller relationships; strategic alli-
ances, partnering, collaboration,
sustaining resources, single
sources, integrity, values and eth-
ics. Call it what you want, it is
taking place throughout the world
on a macro level (industry to in-
dustry) and on a micro leve (sales-
person to customer).

Today's customers buy
differently, so today’s salespeople
must sell differently. Customers
know there is no urgency to buy
because good deals, good sales-
people, and good companies come
along every day. Price is less of
an issue because buyers are not
just interested in great deals, they
want great value and great rela-
tionships.

Collaborative selling
means handling every aspect of the
sales process with a high degree

solos..

Keyless Battery Powered Electronic Lock

for Wood and Laminate Lockers

Distributed by:

Treeforms 4242 Regency Dr. Greensboro, NC 27410 (800) 447-8733

of professionalism. There are six
basic steps that describe how the
collaborative sales process un-
folds:

Target. The first step is
a marketing necessity: understand
exactly what the product/service
is and identify the specific mar-
kets that can best use it. This is
done on a company level in their
marketing plan and should be
done by individual salespeople as
well. It takes some time, but care-
ful planning focuses effort and
provides a greater return on time
and money invested. Collabora-
tive salespeople know they must
concentrate on prospects who
have a high probability of buying.

Contact. The next step
is to contact target markets in a
cost-effective and professional
way through some combination of

Dr. Tony Alessandra

letter, phone or personal contact.
Collaborative salespeople convey
(See Alessandra page 30)
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Bally Total Fitness Rating Downgraded

New York - Moody's In-
vestors Service said it lowered the
rating of the $200 million issue of
senior subordinated notes of Bally
Total Fitness Holding Corp.
(BFIT), formerly Bally’s Health
and Tennis Corp., to Caa from B3
following the spinoff of the com-
pany from Bally Entertainment
Corp. The outlook is stable.

Moody’s said: “The new
rating reflects the company, as a
stand-alone entity, may be unable

to pay off its substantial debt, given
its past poor operating results. In
addition, the company continues to
have weak coverage measure-
ments, substantial debt leverage
and very limited financial flexibil-
ity. Since issuing the subordinated
notes in 1993, the company has
posted sizable losses and has been
unable to finance its interest cov-
erage. It is able to service its debt
only by underinvesting its cash
flows from depreciation because
capital expenditures represent only

one-third of depreciation. Interest
coverage is weak, at less than to 2
times - or just above 1 time after
capital expenditures. Moody’s be-
lieves that Bally Total Fitness's
coverage is unlikely to improve
significantly in the coming year be-
cause of the company’s limited
flexibility to finance necessary, but
costly marketing and promotion
programs to attract new members.
The company’s liquidity is limited
to a $15 million revolving credit
line and its cash flows.”

Nautilus Signs Agreement With FitLinxx

Stamford, Ct. - Nauti-
lus Marketing, Inc. became the
ninth major fitness equipment
manufacturer to enter a cross-en-
dorsement agreement to promote
the compatibility of their equip-
ment with the FitLinxx Interac-
tive Fitness Network.

FitLinxx is a unique, in-
teractive computer system that
retrofits existing weight equip-
ment, transforming passive ma-
chines into “smart” workout part-

ners. Acting as a “personal

coach,” FitLinxx enables exercisers
to establish their workout goals and
guidelines with a professional in-
structor or personal trainer, who
pre-programs their individualized
workout into the club’s circuit.
FitLinxx also collects cardiovascu-
lar exercise results to give members
fully automated workout tracking.

Nautilus joins eight other
compatibility endorsers including:
Badger, Body Masters @,
CamStar®, Cybex®, Hoggan®,
Icarian®, Trotter® and Universal®.

Alessandra

continued from page 29

their desire to explore needs and
opportunities. They build credibil-
ity and trust. They express their
sincere desire to be of service, and
they make their competitive advan-
tages known without jumping into
a presentation.

Explore. During the ex-
plore stage, collaborative sales-
people convey the message: Let's
explore your business situation to
see if there are problems to solve
or opportunities to seize.” They
conduct research, meet with their
prospects frequently and do what-

ever it takes to become an expert
on their prospect’s business. That
sets the stage for in-depth explo-
ration of options that may culmi-
nate in a sale. Collaborative sales-
people make it clear that they want
to help, not just make a sale.
Collaborate. Collabora-
tive salespeople never dictate so-
lutions to their prospects. Instead,
they form “partnerships” in which
prospects play an active role in the
search for the best solution. The
collaborative phase is conducted in
the spirit of “let’s work together on
the solutions and together build a
commitment to its successful
implementation.” This team ap-
proach to problem-solving ensures

that prospects will be committed
to solutions, Customers are equal
partners in problem-solving.
Confirm. Collaborative
salespeople move on to this phase
only after they have received as-
surances that their customers are
in agreement with them on every-
thing that has been discussed.
This agree-as-you-go process
eliminates the need to “close” the
sale. With collaborative selling,
the sale is a matter of when and
not if. Confirming the sale is the
logical conclusion to an on-going
communication and problem-
solving process. There is no need
to “close” them. People commit
when all their buying criteria are

met.

Assure. Collaborative
salespeople keep in touch after the
sale. They communicate regularly
about delivery dates, installation,
training, and other relevant mat-
ters. They make sure their cus-
tomers are satisfied with their pur-
chases. They help customers track
their results and analyze the effec-
tiveness of the solution.

Collaborative selling
represents an obsession with qual-
ity and customer satisfaction. It
reflects a high degree of profes-
sionalism and a primary focus on
relationships rather than transac-
tions. It is a mutual-win situation
that provides increased security to

both parties.

Collaborative selling is
clearly the sales process of the fu-
ture that helps professional sales-
people build large, loyal customer
bases that generate future sales, re-
ferrals, and act as lifetime annuites.

(Dr. Tony Alessandra
CSF, CPAE has been recognized by
Meetings and Conventions Maga-
zine as “one of America's most
electrifying speakers.” This article
was adapted from Dr. Alessandra’s
idea-packed audio album, How to
Gain the Competitive Advantage in
Selling. See the ad on the bottom
of page #30 for information on how
to order the audio album.)
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oday's customers are better educated, more

informed and more demanding of sales
people. The old razzle-dazzle sales pitch and 25
power closing techniques won't get the job
done. Join Tony in this one-hour session on the

impaortance collaborative vs. traditional selling.
Topics include: Knowing Your Competitive
Advantages; Using Personal Marketing to
Generate Leads; The Direct Mail System;
Exploring Customer Needs: Asking Questions;
Addressing Customer Concerns; Servicing the
Customer; Enhancing the Customer Relation-
ship; and Expanding Business Opportunities.
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How to Get -- and Keep -- Customers
Cnmpanics seeking a competitive advantage in
today's marketplace are discovering that
superior service is the key to getting and keeping

customers. In this program, Tony shows how to
consistently create "moments of magic" by
identifying and exceeding customer expectations
and building strong, long-term customer relation-
ships, Topics covered include: Operations-Driven
vs. Customer-Driven; A Commitment to Being
Customer-Driven; Creating Demanding Custom-
ers; Moments of Magic vs. Moments of Misery;
Effective Communications; Keeping in Touch
with Your Customers; and Appropriate Handling
of Customer Problems.
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communication skill. In this dynamic program,
join Tony in an "ears on" experience in active
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TRACKMASTER
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Contact Chip Mayberry at (800) 965-6455.
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EXERTAINMENT,
IT'S LIKE GIVING EVERY MEMBER
ONE OF THESE.

Give your members a way to choose whatever
TV shows they want. And watch them nice
and close, not thirty feet away. All while riding
an entirely new concept derived from our
famous Lifecycle® aerobic trainer.

That's our new Exertainment interactive
fitness system. There's nothing remotely like it.

Call 800-634-8637 Dept. A674
to find out more about how
you can own the Exertainment
E);stem and a complete
ertainment in-club marketing
kit that gives %ou all the tools
you need to help attract, retain
and reactivate members.

10601 West Belmont Ave. Franklin Park,IL 6013

©1996 Life Fitness All rights reserved. Life Fitness, Lifecycle and Exertainment
are registered trademarks of Life Fitness. (100-091)




