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great things
happen

“MedX helped us become
one of the Top 10 fastest-
growing fitness clubs in the
' s s nation.* Thank you, MedX!”
s Joe Ci'mlli, Owner

m hb Club Industry, J-.ig,ijf&? st
21Ibs. at a tlme, to be exact.

The MedX Chest Press
One of 20 strength training machines
'.'ﬁ offering these features:

Neil Armstrong understood how Safer, incremental increases in
important small steps can be. strength training mean fewer

Strength training goals are injuries and better muscle .
achieved the same way—in development. And that also . DAY
small, incremental steps. means higher member retention )

That's why we engineer MedX for your club. | free operation
fitness machines with up to 480 Your goal is to help members ' * Low-momentum,
distinct levels of resistance in realize their goals. And our goal low-friction
small, 2 Ib. increments. So your at MedX is to help make it hap- > ;:gﬁ;fﬁ;i dl
members won't be trying 20 Ib. pen. So take that first small step SEEEEPE amall 2.1b. Y

jumps before they're ready. to reach your goals: call us. || V4 Increments

MEDICAL » SPORTS * FITNESS
M Med )G

MedX Inc. * 1401 NE 77th Street, Ocala, FL 34479, USA « Phone (352) 622-2112 » Fax (352) 629-8670
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RONAND SANDY FRANCO

10 Great Years of Mom-and-Pop Club Success!

By Norm Cates

The story of Ron and
Sandy Franco is exciting and inspi-
rational ! It is the story of a young
couple who have spent most of their
adult lives together as husband and
wife and business partners in a com-
munity they love and one that loves
them. They love their staff, their
members and their community.
And, they give a lot of personal time
and energy lo community events
and activities.
. In 1986 Ron and Sandy
were working in Foxy's Athletic
Club in Baton Rouge, Louisiana.
Sandy had taken her first job ever
at Foxy’s when she was just 15 years
old. Years later Sandy was a Man-
ager at Foxy's when she met her
husband to be, Ron Franco. They

began dating and found a special
connection which has resulted in
a successful 12-year marriage,
four children and one of
America’s most successful multi-
purpose athletic clubs. The strong
focus on children and family ori-
ented activities in Franco’s Ath-
letic Club is easy to understand
given the line up of their children
- Danielle (10), Mackenzie (8),
Nickolas (6) and Shea (4).

The Francos married in
1986 and moved to Mandeville,
Louisiana, hoping to purchase a
then defunct club, formerly
known as The Bon Temps Club,
(Good Times Club). They were
successful and purchased the club
from the Resolution Trust Corpo-
ration (RTC) on April 4, 1988.
The club was on two acres and
had ten racquetball courts, a 1,000
s.f. weight room, an outdoor pool,
four tennis courts and parking.

Now, Franco’s Athletic Club in-
cludes 12 acres and is a 59,000
square-foot, multi-purpose facil-
ity with five swimming pools, a
water slide, a children’s theme
pool, 12 tennis courts, a sand
volleyball court and lots of park-
ing.

After acquiring the
club, the Francos spent two
weeks of backbreaking around
the clock work to remodel it,
transforming the then 23,000 s.f.
club into a viable new business.
Franco’s Athletic Club opened
onApril 17, 1988, Since the club
had been closed for two years
they were not sure what to ex-
pect during the early going. They
had operated a temporary facil-
ity for over a year while they
completed the negotiations for
the defunct club. They were very
happy and somewhat surprised to
learn that the pent up demand in

Mandeville, at the time a
13,000-population suburb 24
miles from New Orleans, was
very strong. So strong that they
met their first membership goal/
projection of 500 memberships
- in their first month of opera-
tion! Franco’s Athletic Club
now has 14,000 members in the
growing Mandeville market
which now has a population of
32,000 !

Sandy Franco com-
ments, “Our club has soul to it.
Being an owner and being a
Mom and Pop operation possi-
bly has some negative effects,
but for us it’s real positive. Our
employees see us everyday. The
members see us everyday and
we are totally committed to
them. When people see a com-
mitment from you, they want to
be committed also. Our mem-
bers are from six weeks old to

92 years old and we have programs
forevery one of them. For example,
one of our most popular is the Pace
Circuit Training Program. Kevin
Cavaretta, a former drum major,
teaches the Pace Circuit Classes and
does a terrific job! Kevin has been
appointed by Rande LaDue, Presi-
dent of Pro*Fit Enterprises, to be
the International Pace Circuit Mas-
ter Trainer. When the Pace class is
in session there is a big party going
on in there! When our members
pass by that Pace Circuit Training
Room they want to know what it is,
what’s going on and can they get in
there too! In conceiving our pro-
grams we start with the children. We
think that it is very important that
they are happy because if they are
not happy they won’t want to come
to the club and then the parents
won't come. Our first venture was
to build a children’s theme pool.

(See Franco page 4)

State Of The Health Club Industry:
Strong! 22.5 Million Members

PHOEN!X, AZ.- The
International Health, Racquet and
Sportsclub Association conducted
its 17th Annual Convention and
Trade Show, March 18-21st in
Phoenix, Arizona. During his State
of the Industry address, John
McCarthy, IHRSA Exccutive Direc-
tor, announced that the number of
health club members grew to 22.5
million in the U.S. in 1997 - up 8%
over the 1996 figure of 20.1 million.

McCarthy said, “This is one of
three key indicators that the indus-
try is healthy and growing.” The
second indicator is that the last six
months of 1997 saw a sizable leap
in the number of health clubs in
the U.S, InJanuary, 1998, Ameri-
can Business Information reported
that there were 13,799 health
clubs-up by 5% over the July 1997
figure of 13,097.

The third indicator is
new money coming into the busi-

The Insider
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ness. A{;cording to the just pub-
lished IHRSA Report on the State
of the Health Club Industry, sev-
eral club companies enjoyed an
infusion of new capital last year,
resulting in expansion of their
operations,

The 1998 IHRSA Re-
port On The State of The Health
Club Industry was released at the
Phoenix Convention. The 1998
IHRSA Report on the State of the
Health Club Industry tells the
story of where the industry has
been and where it is today, based
on industry facts and figures, It
is a dynamic, ever-changing in-
dustry, constantly responding to
new market demands. For many
reasons, outlined in this report, it
is a good time to be in the health
club business. All indications are
that this will continue to be the
case for many years to come.
Special thanks to Cathy

Masterson McNeil, the Editor of
this report and to Hans Muench,
IHRSA’s Director of Interna-
tional Development, for his con-
tribution to the global perspec-
tive of the report. The report was
produced by IHRSA under the
sponsorship of Reebok/Cross

Conditioning Systems®. Cop- .

ies of the publication are avail-
able to IHRSA members for $50.
The non-member price is $275.
To join IHRSA and/or order a
copy of the report, call (800)
228-4772. A summary of the
report follows.

THE U.S. HEALTH
CLUB BUSINESS
THEN.....

Fiflecn years ago,
health clubs had begun to em-
brace a new way of doing busi-
ness that would provide them

with a more consistent cash flow-a
necessary prerequisite to convincing
financial institutions to loan them
the money necessary to expand their
facilities and grow the business. Ex-
pansion to most of these mom-and-
pop operations meant adding a
swimming pool or converting a ten-
nis court to a fitness center or bub-
bling outdoor courts so the club
could take care of more members on
a year-round basis. To a handful of
industry leaders, expansion meant
something else: building more clubs
and becoming multi-club compa-
nies.

At that time (1983), there
were 6,309 commercial health clubs
in the U.S. with an estimated 6.5
million members-most of them age
18 to 34. Club owners-many of
whom had left other careers for the
love of working in the racquet sport
and fitness industry-had few re-

(See Industry page 14)
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The Future Of Health

“are... Not Sick Care

By Dr. Sal Arria

How many times a day

do we hear something about the
health care system in this country?
Well lets face it. It’s not really health
care: It’s SICK care. Even C.Everett
Koop, M.D., the former Surgeon
General, has called the system cur-
rently in place in this country a “sick
care system.” Unfortunately, it has
very little to do with HEALTH care
because after all, we only use it when
we're sick, dying or to have some-
thing removed or repaired!

Health care on the other
hand is a term that should be re-
stricted to the services a HEALTH
club provides! While the term “sick
care’ may not sit well with many in
the medical professions, the time has
come for health clubs to step up to
the plate and assume their rightful
place as providers of HEALTH care.
The health clubs must address the all-
too-real issues involved in getting
this country out of their easy chairs
and into a fitness lifestyle. Itiscrys-
tal clear to all that this sort of lifestyle
is the key to a healthy life. And it
must start with an understanding and

application of behaviors which pro-
mole prevention.

No one is better positioned
or more qualified than health clubs
to help get our country healthy
again. You're in a position to teach
the importance of prevention at the
grass roots, community level and to
draw families into a lifestyle of fit-
ness and health. Let's face it, it is
fitness facilities and their employ-
ees that can actually make a change
in the HEALTH of this country. No
one else can do il.......only YOU!

This change won't come
casy, but a qualified staff can make
the difference. Here's how it works.
Trainers who are certified to work
with post-rehab patients are the key
component of what it takes to inter-
act on a professional level with the
medical community. Doctors in
your community must have confi-
dence in your staff before they refer
their patients on a consistent basis.
We now have the scientific proof
that exercise is the treatment of
choice after the prescribed therapy
is over. Even though we’ve under-
stood this for years—before science
provided us with hard evidence—
the medical community needs to see
that evidence and be educated about
what you can do for their patients.

Constant interaction with
Chiropractors, General Practitioners,
Orthopedists, Obstetricians, Osteo-
paths, Neurosurgeons and Cardiolo-
gists (just to name a few) can pro-
vide an endless source of new mem-
bers for your club. But you've got to
build, develop and maintain a profes-
sional relationship with these
practioners. And that’s only going to
be possible if your staff is trained to
do so.

There are very few Fitness
Therapy Certification organizations
that are closely tied to the health club
industry. One is ISSA (International
Sport Sciences Association). ISSA
developed its Fitness Therapy Certi-
fication program to train your staff
to deal wih the myriad clinical issues
involved in the post rehabitation fit-
ness needs of your clients. But just
asimportant, your staff members will
also be trained to interact with these
medical professionals on their level,
to solicit patient referrals and bill in-
surance companies for the services
they can render at your facility. More
and more insurance companies are
providing reimbursement for post-
rehab care and even covering preven-
tion through payment or co-payment
of membership dues. It’s just good
business for them to prevent recur-

§

{

Bob Del Monteque (), Dr. Sal Arria and Bill Pearl

rences.

When the prescribed
therapy and treatment is over, a
vast majority of patients continue
to need personal care, interaction,
motivation and inspiration to get
healthy again. Only a highly
trained and qualified health club
staff can provide this service. Not
doctors, not nurses, not hospitals,
but certified fitness therapy profes-
sionals whose base of operation is
from HEALTH clubs.

Herein lies the key to im-
proving the health and fitness of
this country. And, another idea,
that if fully pursued, will greatly
enhance your bottom line.

(Dr. Sal Arria is the Execu-
tive Director of the International
Sports Sciences Association. Since
1988 the ISSA has provided quality
certification and continuing educa-
tion programs to over 25,000 health
and fitness professionals. Dr. Arria
was a team doctor for the
U.S.Olympic Track and Field Team,
US Powerlifiing Team and was ap-
pointed as a Special Advisor to the
Governor s Council for Physical Fit-
ness. He was also three time Cali-
fornia State Powerlifting champion
and ranked in the Top 3 at the 220
and 242 divisions.)
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continued from page 3

(The pool is beautiful with a Big
Green Frog right in the middle). It
altracts the toddlers. We also in-
stalled a water slide and rock ad-
venture for the older kids. For the
grown-ups we provide many pro-
grams. The Pace Circuit,
CardioTheater, the terrific new
BODY PUMP Classes, spinning
classes and tennis programs are
examples. One of the hardest
groups to program for is the age 55
to 75 group. One thing we've re-
alized is that they love to dance!
We will be marketing more adult
dance programs this year. Our
overall goal is to make the commu-
nity fit whether they are members
or not. These four walls are just
part of what we are. We are very

involved in our community. If
there is something going on in
this town...... Franco’s is there!

One of the obvious keys
to Franco’s success is the great
staff. Ron Franco relates, “We’re
in the entertainment business.....
fitness is a by-product. What we
try to do is hire people with the
right attitude. We can teach them
about fitness, but you can’t teach
them attitude.” Karla Partridge
of the Sales Team comments,”
Selling Franco’s is an easy job
because it sells itself. 1’'m just
here as a hostess." France’s be-
gan in 1988 with 30 employces
and now employes 164, of which
70 are full time! The General
Manager, who works closely
with Ron and Sandy, is Rory
Picou. :

A good example of
Franco's wise approach to the

business is the creation of the
Community Fitness Director po-
sition. The position is held by Joe
Dimert whose full time job is to
be out in the community giving
luncheon speeches about subjects
such as the Surgeon General’s re-
port and the value of regular exer-
cise, conducting clinics and free
exercise classes, speaking to
AARP groups, attending fund rais-
ers and road races and in general
representing the club to the com-
munity it serves.

A very touching part of
this story was when the Franco’s
first child, daughter Danielle, was
just two years old and was diag-
nosed with Leukemia. She was in
the hospital for two straight
months. Sandy recalls: “The busi-
ness was very new. Our staff and
the members of the commuity just

(See Franco page 16)
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Annual Convention and Trade
Show March 18-21st in down-
town Phoenix. The weather was
beautiful and the downtown area
is architecturally inviting. How-
ever, there was one major issue
which many feel needs to be cor-
rected before downtown Phoenix
will be able to handle a conven-
tion the size of IHRSA’s. That
problem is the lack of enough
hotel rooms. Word is that many
convention attendees were
“bumped” by the main hotel and
ending up staying many miles in
suburban areas of Phoenix. The
Convention agenda, as usual, was
excellent with many important
and contemporary topics covered.
My special thanks to all of you
that praised our work on The
CLUB INSIDER News! It does
my heart good to hear your com-
ments.

*Last month we re-

ported that Nautilus had been put.

up for sale by its parent company,
Delta Woodside Corporation,
based in Greenville, S.C. Dur-
ing the convention word was that
Life Fitness was looking at a pos-
sible acquisition of Nautilus but
the price was reportedly too high
for the now Brunswick-owned
Life Fitness. My view is that
Nautilus is a terrific name brand
which should somehow live for-
ever and Life Fitness would be a
perfect company to take on the
challenge of bringing Nautilus
back to a profitable business.
Word is that Life Fitness is still
interested even if they acquired
Nautilus just to increase their ca-
pacity for manufacturing. Stay
tuned for more on the Nautilus
situation.

*l spoke to my good
friend RICK CARO a couple of
days before our press date. 1 was
trying to get an update on who the
potential players are for the as-
semblage of the group of clubs
Rick is working on. (Reported in
our April edition). Rick wouldn’t
tell me anything citing the fact
that he had just signed confiden-
tiality agreements with some po-
tential players and he could dis-
close nothing at this time. I'm
sure Rick will keep me informed
when he is in a position to do so.
Oh, just in case you missed the
story in our April issue on Club
Vision Partners, that is the name

of the organization that Rick is head-
ing up. Their plan is to acquire 5 to
7 major regional club groups and
merge them into one new company.
Immediately after the merger they
plan to take the company to the pub-
lic market place. Good luck to Rick
and his two partners Troy Taylor of
Atlanta-based Legaey Securities
and to MATT SEWARD of Tulsa,
Oklahoma based Innovative Part-
ners.

*My apologies to PAT
PINE, Executive Director of Den-
ver based Western Association of
Clubs for incorrectly publishing the
phone number of his new organiza-
tion National Physical Therapy
Association. The correct phone
number is: (303) 399-4545.

*Ironman, RAY WILSON
just turned 70 years old in February.
A belated Happy Birthday Ray!
During the IHRSA Convention Ray
held a meeting so that he could brief
interested parties on the Asian mar-
ket where Ray is moving amazingly
fast. Ray is seeking new partners to
take over certain countries that he
wants todevelop. Ray and partner’s
two Hong Kong deals are doing ex-
tremely well and he forsees as many
as 12 clubs there. Also, their new-
est location in Singapore is taking
off like a rocket ship! They sold over
5,000 memberships as of mid-
March, "98 and the club didn’t even
open until late January, "98! Ray is
also well underway with the plans

Subscnpnon Form
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to get involved heavily in the
Tampa, Florida area in partnership
with his son PERRY WILSON.

*Life Fitness has an-
nounced the selection of JAMES
SKINNER as the new Chairman
of Life Fitness Academy and
Medical Advisory Board. Also,
Life Fitness announced that four
new board members had been
added to the prestigious 31 mem-
ber panel. They are: WOJTEK
J. CHODZKO-ZAJKO,
STEVEN FLECK, Ph.D.,
WALTER FRONTERA,
M.D.,Ph.D. and PAULTHOMP-
SON.

*RICH BOGGS and
RAY IRWIN, the principals of
The Step Company are doing just
as | had predicted they would do!
They are rolling out this exciting
and terrific results-producing new
Body Pump™ program, in a re-
ally big way. From the IHRSA

Convention and the two weeks im- -

mediately after, they have now
doubled the number of clubs that
have committed to
BodyPUMP™! Almost 400
clubs will be up and running with
the program over the next several
months. As | mentioned last
month the list is beginning to look
like a “Who's Who" of the club
industry and includes RED
LERILLE'S Health and
Racquet Club, JOE CIRULLYI's
Gainesville Health & Fitness,
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Equinox in New York, ROGER
RALPH’s Bel Air Athletic Club,
and the Atlantic Coast Athletic
Club! They have signed up the first
major chain, 24 Hour Fitness and
have a number of other major chains
testing the concept in multiple loca-
tions. They rolled out a line of
BodyPUMP™ apparel at the con-
vention and it was well received.
The new web site at
www.bodypump.com is generating
a great deal of interest from the site
being published in Cosmopolitan,
Shape and Self Magazines. By the
end of April they will be able to of-
fer direct link to those clubs having
their own web page in addition to
enabling potential members to print
out a “guest pass” through the
BodyPUMP™ web site! Shape
Magazine is doing a story on
BodyPUMP™ this summer. There
was a four-minute segment of
BodyPUMP ™ on “Good Morning

FRIDAY RFPURTS

Weekly Marketing Insights
For The Club Industry

America!” The early morning 6:30
am classes at the Convention were
also a real hit with great attendance
cven at that hour.

*Club Sports
Internatioinal has purchased the
50,000 square-foot Kingsport Ath-
letic Club in Kingsport, Texas. CSI
continues to add to their units with
53 now under ownership and or
management by the company.

*LEE HILLMAN, the
CEO and President of Bally Total
Fitness, addressed a luncheon
group at the IHRSA Convention
Global Industry Summit. He
shared his thoughts on the chal-
lenges he has and is facing in his
effort to turn the 320 club nation-
wide chain into a profit maker.
Hillman has done some really good
things since he stepped into the

(See Norm's Notes page 23)
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MAKING PRICE a DETAIL
and NOT the POINT

By Karen D. Woodard

Visualizc this: you've
just done a fabulous job with a pro-
spective Member. You built a rap-
port to a point where both felt com-
fortable, the trust was high, you
qualified them and they're a hot
prospect. You masterfully did the
needs analysis and you know we
can meet their needs. On the tour
you escalated their desire even
higher. You tested the waters with
trial closes and this one is sure 1o
join today! You sit down to do the
price presentation with them—the
energy changes, they decide they
need to think about it for a while
and leave without joining today.

What happened here?
Well, aside from not handling the
objection at all (not the focus of this
article), it could have something to
do with how you are presenting
your club’s prices. The content of
this article will focus on how you
can present prices in a more mas-
terful way and positively impact
your first time closing rate.

Having a smooth and con-
fident price presentation can make
or break the close you've just done
such a good job on getting. Pre-

senting the prices is not the close
—the close should take place
much earlier than before you go
over the details of price. If you
wait until the price presentation
- you make price the focus of the
close and put yourself at a dis-
advantage. Instead, because
you've qualified them finan-
cially in the first three to five
minutes (see below) you know
(and they should know) that the
memberships offered fit in their
price range—this should not be
an issue—don’t make it one.
When presenting price follow
this six-step format and it will be
a winner for you every time.

6 Step Price
Presentauon Guide

1.) Make sure you are
financially qualifying the pro-
spective Member within the first
3-5 minutes you are with them.
You should be asking your quali-
fying questions early (pre-tour)
to uncover concerns before they
become objections. A good
choice to uncover any financial
concerns would be “Susan, what
price range are you considering
for membership?” Susan will re-
spond in one of two ways: she
will tell you what she has in mind

or she will respond with “I'm not
sure, how much does it cost?:. If
she responds with a number that
works with your club’s pricing
structure then your response should
be along the lines of “Excellent!”
We have several programs that will
work for you.” Then proceed with
your conversational questioning.
There is also the chance that she
will respond with a number that
does not work with your club’s pric-
ing structure to which you should
respond with “Susan, our member-
ships at ABC Club start at $45 per
month and go to $75 per month.
Are you firm at $35 or can you
stretch a bit? If she can’t stretch, |
advise you take the following ap-
proach. “Susan, | can understand
that the membership price may not
work for you so we have two op-
tions at this point—IF YOU don’t
feel as though you want to take the
time to see the club, I understand,
however, 1 know that | would love
to show you the club.” By doing
this, you are gracefully giving them
an option to leave without feeling
embarrassed and you are still let-
ting them know that you want them
to see the club. [fthey leave, that's
0.K.—they were not financially
qualified. If they stay, they are still
interested and are probably more fi-
nancially qualified than they are

WE HAVE OVER 15,000 LOCATIONS, ALL

WITH ONE THING IN COMMON...

Add Jazzercise to your facility!
Meet your scheduling and community needs
with over |2 formats to choose from —
each taught by a certified instructor.

jazzercise

Call Jazzercise, Inc.(760) 434-2101

FUN.

to Locate a District Manager inYour Area
Visit us on the World Wide Web at  http:/lwww.jazzercise.com

-qualifying and needs analy-

representing. If she can
stretch, you'll know she has
just qualified herself finan-
cially and price will not be
an issue in her joining the
club today. The other re-
sponse from Susan, that
being unsure of what she
can spend or unsure of what
it costs to join a club should
be handled in the same way
starting with “Susan, our
memberships at the ABC
Club start at $45 per month
and go to $75 per month—
does that fit with what you
have in mind?” If it does— ||
great—she's qualified and
continue with your other

sis questions. If yourclub’s

pricing does not fit with
what she had in mind, still

Karen Woodard

ask if she can stretch and if she
cannot, then you may want to re-
spond with the same tact as in the
example above.

If at any point before
you go on tour the prospective
Member starts to ask you detailed
questions about different mem-
berships in the range you just
gave, simply respond with “Since
it looks like our range fits with
your range, let’s wait to go over
those details until after you've
seen the club—it’ll make a lot
more sense then.” You don’t
want to make price the focal point
of your time together. You do,
however, want to give them “psy-
chological air” or the assurance
that they can afford your club so
that they relax and any tension is
minimized.

2.) Relax! They've al-
ready said yes—especially be-
cause you've qualified them
early, built desire on the tour, met
their needs and done some good
trial closes. If you choke on the
money—they'll get a mixed mes-
sage. So continue to support their
decision with positive language
and genuine enthusiasm and
paint them into the picture of
membership at your club. The
more comfortable you are with
the numbers and membership
options, the easier this becomes
for you to see as a detail. Being
able to relax in the price presen-
tation simply takes practice so
make sure that you are role play-
ing price presentation frequently

with this format.

3.) Have a professionally
printed price sheet with options. |
advise no more than 4 options
whether there are several types of
memberships or several ways to make
payment on a price sheet so it doesn’t
get confusing for the Member. If we
have too many options, it’s too much
to think about and make a decision
on now. Simplify your pricing struc-
ture and printed presentation to en-
courage an easier decision making
process. Conversely, clubs that have
only one membership with one way
to do it end up shooting themselves
in the foot. You always want to offer
achoice so a choice can be made; oth-
erwise, the only choice is this does or
does not work.

4.) Always start with high-
est price membership and address it
as your “most popular” membership.
The reasons to do this are that if that
membership doesn’t work, you can
always go down to your next option.
However, if you start low or mid, you
have limited your options. Addition-
ally, if you start at low or mid price, it
appears that you may be nickeling and
diming for additional services and
when you start high and come from
the perspective that this is the best
membership you will sell more of
them and if you need to go down, it
will be received more positively.

5.) Break the information
down into little pieces and test the
waters as you go along to make sure

(See Woodard page 25)
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If you have read The
CLUB INSIDER News you’ve
probably seen our little ads stating
MAKE IT FUN!

Those ads are our little re-
minders to all of you that you can
make your club more successful if
you MAKE IT FUN! for your mem-
bers who come there and for your
employees who work there. It is just
that simple. A Happy Club is usu-
ally a healthy club.

Sandy Coffman, the Presi-
dent of Programming for Profit,
probably knows more about how to
MAKE IT FUN! in clubs than any-
body in the industry. Starting this
month, Sandy is going to provide us
with a MAKE IT FUN! idea each
month. So, here is Sandy's first idea:

MAKE IT FUN!

It is so easy 1o create a
“fun environment™ around any holi-
day. 1 look forward to every holi-

day as a celebration, an excuse for
a party, a time to reflect on the
positive. Isn’t that what we call
a “holiday spirit?”

One of the most joyous
of holidays is EASTER. Among
amyriad of reasons why this holi-
day is joyous is the Easter Bunny.
The delightful little rabbit that
hides colored eggs, brings candy
and makes you remember the
good times as a child as well as
allowing you to pretend he is real.
Have you capitalized on making
your club fun during this wonder-
ful holiday?

EXAMPLE: A ONE
DAY EASTER
EVENT

Firs!. I

definitley give it a “fun” name -
The (Your Club) Easter Parade,
or The (Your Club) Bunny Bash.
The event can be a tournament or
round robin organized with any

would

ECluh Insuler

MAKE IT FUN!

racquet Sport or gymnasium sport-
racquetball, tennis, squash, vol-
leyball, badminton - or a combi-
nation. You can also run fitness
and/or aeorbic competitions with
or without the sport activities.

The promotion is easy.
The week prior to the event, the
staff should wear bunny ears and
tails. They can make their own as
I did in the photo shown here. |
made my ears out of coat hang-
ers, covered them with material,
and secured them with a
headband. If you create this kind
of “fun environment” you’ll be
surprised at how many of your
participants will come to the event
with Easter bunny ears on!

Have someone on staff
dress like a bunny and walk
around the club or parking lot
passing out Easter treats. Hide
some plastic Easter eggs with
prizes in them in the lockers. For
prizes obtain Easter baskets filled
with goodies, promotional items,

APRIL ISSUE

Sandy Coffman As Eastr unny

and club cash. Be sure to an-
nounce the winners over a micro-
phone in the true holiday spirit.
If done right the first
time, this can become an annual

event and become a retention tool.
It’s easy. Just “MAKE IT FUN!”
(Sandy Coffman may be reached
al Programming for Profit (414)
782-5490.)

-
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LATIGRAL GYH SUPPLY
YOUR FITRHESS TOOL KIT

 Save money using National Gym Supply’s quality
replacement patis.

* Stop losing pins by installing NGS Weight Selector Pin
Leashes.

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

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

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

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

equipment. To receive your
FREE CATALOG...
Call 1-800-GYMPART or visit our
web site at gympart.com!
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STAIRMASTER"
STRENGTH
SYSTEMS

Ask the person who has climbed the tallest
mountain what it takes to stand there.

fogic™Shoulder Press More than strength and endurance, their
achievement is based upon a passionate
Saret -' IR . commitment to success — not looking behind,

Setged Tricep | £ .
"\ - -\ but always looking ahead.

.

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

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

call 1-800-635-2936.

Set Your Sights High = Expand the Envelope

STAIRCLIMBERS

-

EXERCISE BIKES

->

CROSSROBICS®

->

TREADMILLS

STRENGTH EQUIPMENT

Expand the Eavelope

12421 Willows Road N.E., Suite log, T
1-800-635-2936 \
StairMaster, StairMaster Lu;;ic.-.l ifgar, and A 'ildtt.
are citht:r rcgi:in'n:d trademarks tmdun.:rlm Ui J
StairMaster Sports/Medical I"
© 1998 StairMaster “ipnrl\fl.\il:(ﬁu“
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PACE: The "No-Time" ObJecuon Solution

By Rande LaDue

It has been written in
many articles that intimidation is
the #1 reason why the decondi-
tioned person does not join a health
club. We firmly believe this is true;
however, perhaps the most com-
mon reason a club owner or sales-
person will hear from a potential
new member is “l don’t have the
time”. After all, who wants to ad-
mit that they are too intimidated
1o work out among people who are
already in good shape? This ex-
cuse is valid even for those people
who may not be out of shape, but

_honestly don’t think they can find
the time to join a club, especially
with today’s busy executives and
their hectic lifestyles. Some of

them buy home fitness equipment
which unfortunately usually ends
up as expensive clothes hangers.

What if you could say
that your club offered a program
which combined a strength and
cardiovascular workout in a half
hour? And what if this program
was in a separate area of the club
away from the hardbodies? And
what if this program was fun, casy
to do, did not cause muscle sore-
ness, but produced results very
quickly? Your answer to the “No
Time” objection would be The
PACE Group Exercise Program
™, PACE can be an excellent sales
tool when giving club tours when
you can tell your prospective
member that they will get great
results with only three 1/2-hour
PACE workouts a week.

This is one of the reasons
why many corporate fitness cen-

Py

SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

lmpnrted & Domestic Textile Products

Take the guess work out of your. . . .

Towel Purchasing
Satisfaction Guaranteed

QUALITY PRODUCTS
at

COMPETITIVE PRICES

Rubbermaid %

Commercial Products
Authorized Distributor

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

ters are adding PACE to their fit-
ness sites and health clubs are add-
ing PACE to attract the corporate
markets. We all know the benefits
to companies with employees that
work out on a regular basis; re-
duced absenteeism, a positive at-
titude, reduced health risks, etc.
But one of the biggest problems
companies with corporate fitness
centers have is getting their em-
ployees (especially executives) to
find the time to actually use them.
With PACE, they can literally get
a complete strength and cardio-
vascular workout, shower, change
and get back to wok during their
lunch hour.

Ray Gordon and Ed
Tock, partners of Sales Makers
Membership Specialists in Cape
Coral, Florida, (800) 428-3334,
are advocates of using PACE asa
sales, retention and referral tool
for clubs. Tock says, “We have
advised several of our health club
customers to go with The PACE
Group Exercise Program because

it’s a great closing tool
for the non-exerciser.
They find themselves
in a comfortable set
ting: they can work out
at their own “pace.’
PACE is easy to do
and it services many
members at the same
time. We have cus-
tomers that have 20-22
station PACE circuits
and conduct at [east 5- 8
6 classes a day which
are 80-100% full!”

Want to over
come the “No time”
objection before it
happens? Want to ser-
vice more people in
less time and less
space? Want to ease
the burden on your

Pace Class at IHRSA

cardio and strength
equipment? Consider PACE. For
information or a free PACE video,
call Pro*Fit Enterprises at 888-
604-2244. Visit our website at

www.pacepro-fit.com. Pro*Fit has
been recognized by the American
Council On Exercise as a Continu-
ing Education Specialist.

Town Sports International
Announces Third Quarter Earnings

Contmues Record Growth In Revenues and EBITDA

Ncw York, N.Y,,

March 31, 1998 - Town Sports In-
ternational today released third
quarter and nine months earnings
for the period ended February 28,
1998, reporting a net profit for
the quarter of $451,000 compared
with a net loss of $2.6 million for
the same period last year. Rev-
enues for the quarter increased by
$7million to $21.6 million, a 48%
increase from last year’s $14.6
million. Earnings before interest,
taxes, depreciation and amortiza-
tion and other non-cash charges
(EBITDA) climbed by 76% dur-
ing the period to $5.5 million from
$3.1 million for the same period
in 1997. EBITDA as a percent-
age of revenues increased by 4%
from the previous year to 25%.
For the nine months
ended February 28, 1998, the
company reported net income of

$550,000, compared with a net
loss of $1.3 million for the same
period in 1997. Net income be-
fore extraodinary items stands at
$1.3 million for the year to date
ended February 28, 1998. Rev-
enues reached $57.9 million, a
$£17.4 million or 43% increase
from the $40.5 million reported
for the nine months ended Febru-
ary 28, 1997. EBITDA was up
60% to $14.6 million from $9.1
million for the previous year, with
margins increasing by 3% to 25%

The leading owner and
operator of health clubs in New
York City, the company credited
the increased revenues to mem-
bership growth resulting from the
maturation of the nine clubs
opened or acquired in fiscal years
1996 and 1997, and the 10 new

clubs in the first nine months of

fiscal 1998, as well as solid
growth from its more mature op-

InRSA

ASSOCIATE MEMBER

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

FUN!

erations. The company has also
continued its expansion program,
adding five clubs during the third
quarter.

“The results confirm the
promise of our growth plan, re-
flecting the improved mix of ma-
ture and newer clubs operated by
the company and the proportion-
ate increase in profitability as the
clubs continue to thrive individu-
ally and collectively,” said com-
pany Chief Exectutive Officer
Mark Smith.

During the nine-month
period, Town Sports also com-
pleted an $85 million senior note
financing to repay an existing term
loan, line of credit and subordi-
nated note. Related fees and ex-
penses were written off net of tax
effect for $700,000 as an extraor-
dinary item.

New York-based Town
Sports International is a leading
owner and operator of fitness clubs
in the Northeast and mid-Atlantic
region of the U.S, and is the larg-
est operator of such clubs in Man-
hattan. The company operates fit-
ness centers in the New York, Bos-
ton and Washington, D.C. areas,
consisting of 43 clubs with more
than 110,000 members, and has
committed to opening seven clubs
within the next 12 months.
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Semors

Camaraderie, Fun, Safe
No Intimidation
L]

Overweight

User Friendly, Easy to do,
No Coordination Needed,
No Muscle Soreness,

Time Efficient, Fun, Cross Training,
Group Exercise at it’s Best

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

Continuing Education Specialist.
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WIRELESS

* Stereo digital Exercise _Euiertalm,d{em system in
a wired format - members use headphones to
listen to a multitude of audiovisual choices.

. < 4
A A Eirnens FM™

o :  Members use their personal radips.
© "=+ /' totuneinto TV or music selections
HEe R T Mo, via an FM transmitter.

-
» E

Just as no two health clubs are alike, neither are their
needs for an Exercise Entertainment™ system.
CardioTheater is pleased to roll-out our
newly designed product line choices.
Everything from a basic model that's the

highest quality in its class to our premium

l 998 MODELS.

EVERYTHINE' FROM LUXURY SEDAN TO
EBEINCIMY HATGHBAEI(.]

CARDID THEATER

Wireless stereo digital
Exércise Entertainment - easy installation
and minimal maintenance.

system loaded with options. And, of course, everything in

O THEATER’S

bl

‘\WIRELESE X
GAnmn THEA‘!’ER I..I:.':S

N

Wireless CardioTheater with the flexibility of

providing a smaller or larger number of
choices to be easy on your budget.

FITNESS FM PLUS

Specially designed FM radios are attached to
cardio equipment - members use headphones to
listen to TV or music selections.

between. Wouldn’t you expect the most choices
from the company that created Exercise Enter-
tainment? To find out more, call 800-CARDIO-1
or 404-848-0233 or visit our website at

www.cardio-theater.com.

CA;RDIOQ%I”N,

EXERCISE THE BODY. ENTERTAIN THE MIND,™
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PROFESSIONAL RECEIVABLES MANAGEMENT

= WTM

Mastereari/Visa [ “Mail-in” B

Electronic Draft Electronic Debits I:?,!‘g:&‘::? |

20" | 49* | $200

PER PAYMENT PER PAYMENT i PER PAYMENT REVOLVING CREDIT LINE

Call BUSINESS DEVELOPMENT Today!
INTERNATIONAL TOLL FREE

1-800-233-8483
AFFILIATED AGGEPTANGE GORPORATION

International Operations Facility

Main Post Office Box 419331Kansas City, Missouri USA 64141-6331
FAX: (816) 753-1429 E-MAIL: 74041,2525@compuserve.com WEBPAGE: http://www.affiliated.org
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BALLY TOTAL FITNESS FILES REGISTRATION
STATEMENT FOR 2.5 MILLION NEW SHARES

Chlcagu, IL. - Bally

Total Fitness Corporation (Nasdaq
National Market:BFIT) announced
on March 19,1998 that it had filed a
registration statement with the Se-
curities and Exchange Commission

to offer 2.5 million new shares of
common stock. The proceess of
this offering will be used to fund
the development of growth oppor-
tunities consisting primarily of the
development of new clubs, the se-
lective acquisition of club-related

real estate and the acquisition of
strategically located fitness cen-
ters.

All of the shares to be
offered pursuant to this filing are
primary shares. No Bally Total
Fitness executives or board mem-

bers will be selling shares of stock
in this offering.

In addition, Bally Total
Fitness has applied for listing of its
common stock on the New York
Stock Exchange under the symbol
(lBFI‘.I)

Bally Total Fitness is the
largest and only nationwide, com-
mercial operator of fitness centers
in the United States, with approxi-
mately four million members and
320 facilities in 27 states and
Canada.

.[Industry

continued from page 3

sources for learning about this new
and rabidly changing business.
There were half-a-dozen fitness
equipment suppliers and a few
newsletters, one of which was pro-
duced by the International Racquet
Sports Association, the predecessor
to IHRSA. Articles in these publi-
cations focused largely on the day-
to-day operations of running one
club.

For a small but growing

group of multi-club operators a new
kind of knowledge was becoming
necessary. In order to achieve ma-
jor growth-perhaps even to go pub-
lic some day-they had to develop
management teams that were struc-
tured for such growth. A few such
operators continued to run two,

three and more clubs as though
they were sole proprietorships.
Those operations have long since
closed or been sold to other com-
panies-the companies that suc-
cessfully planned for and have
since achieved major growth.
Many of them are profiled in this
publication.

And Now

Fast forward to 1998.
The number of health clubs has
more than doubled (to 13,799) and
the number of members has more
than tripled (to 22.5 million). The
industry is now served by several
respected trade magazines along
with volumes of literature and
dozens of experienced consultants
on all aspects of managing the
health club business. There are
more than two dozen fitness

equipment suppliers.

Mom-and-pop opera-
tions represent less than half of
the health club business in the
U.S. Many of yesterday's own-
ers now own two, three or more
clubs. Others have sold their fa-
cilities or turned the management
of their clubs over to one of a
growing number of professional
club management companies.
Some have acquired dozens of
clubs in an effort to dominate a
market or a region.

And a few have gone
public, following in the footsteps
of the nation’s only national pub-
lic player: Bally Total Fitness
(BTF). Under the leadership of
Lee S. Hillman, BTF enjoyed a
banner year in 1997. In the first
quarter, the company was profit-
able for the first time in ten quar-
ters. The year ended even better

than it began with estimated total
revenues (according to Jeffries &
Company Equity Research) of
$662 million-up by 3% over the
1996 figure of $640 million. Early
in the year, Jeffries & Company
and Oppenheimer Co. Inc., issued
a “Buy” recommendation on stock
in BTF. The company raised $200
million in bonds, and $100 million
in new equity. And BTF’s stock
rose from 5 to 22. (In 1998 the BTF
stock has reached over 33!)

While BTF is the biggest,
it is not the only star in the health
club industry. There are several
players in regional and metro mar-
kets that continue to acquire and
build new clubs. For example, in
the past year:

* Town Sports Interna-
tional (TSI) completed a recapital-
ization of the company, witha $15

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

BILLING & PROCESSING

e Electronic Funds Transfer

e Credit Card Processing

e Volume Discounts Available

¢ Renewal Billing

¢ Payment Coupon Booklets

COMPUTERIZATION

¢ Front Desk Check-In
¢ Picture-On-Screen

» Point-of-Sale

* Scheduling

¢ Club Management Reports
* Customization Available
* Windows 95 and Windows 98

FULL SERVICE COLLECTIONS

* Return Free EFTtm

¢ 1-120 Day Delinquent Collections with no fee increase

¢ No Collection Activity On Your Part

» Phone Calls, Late Notices & Collection Letters

No Fee Increase For Delinquent Collections

25¢ EF1

Custom Software - Year 2000 Comptabile
Already Tested And Approved For Windows 98

(800) 766'1 91 8 web: www.achbilling.com

million credit obtained for addi-
tional acquisitiions and new facil-
ity development. The company
raised another $100 million in
bonds. TSI, which also operates in
Switzerland, acquired four Ameri-
can clubs.

*Six other companies -in-
cluding The Fitness Company,
Sport and Health, 24 Hour Fitness,
Healthrax, Health Fitness Corpo-
ration and Lifetime Fitness -re-
ceived new infusions of venture
capital.

*The Sports Club
Company's (SCC) stock rose from
3to 9. SCC acquired four mega-
clubs in Southern California and
one such club in Nevada, and pur-
chased a controlling interest in the
Reebok Sports Club in New York

(See Industry page 20)
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Muscle Dynam:cs

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

20100 Hamilton Avenue * Torrance, California 90502 » (310) 323-9055 » Fax (310) 323-7608
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Enhancements, L.L.C. announces the
newest element in FITNESS MARKETING

One of the country's
top Banking Enhancement compa-
nies, Encore Services, Inc. and En-
hancements, L.L.C. have joined
forces to offer credit card holders
incentives to join fitness clubs.

Imagine having YOUR
CLUB marketed to thousands of

qualified credit card holders in
your area. All a club owner has
to do is offer card holders a sav-
ings to join.

Because of the strong
competition in the credit card in-
dustry, banks are looking for
unique ways to activate dormant
accounts and create customer

loyalty. This is what Enhance-
ments L..L.C. does.

With the national focus
on fitnsss and consumer awareness
at an all time high, the timing is
right to offer credit card holders
special savings on memberships to
fitness and sports clubs throughout
the country. Consumers are bom-

barded each month with offers in
their credit card statements.
NOW, for the first time, club own-
ers will be able to market directly
to qualified credit card holders.
This program is a win-
win for everyone. The bank gets
an ongoing monthly charge, the
club owner gets new members,

and the consumer gets a great value.
This credit card enhancement cre-
ates a loyal customer and a great
incentive for them to use the card,
because fitness is a lifestyle.

For More Information
Contact: Bob Beals - (540) 774-
4440.

<Jranco

continued from page 4

pulled together to help and kind of
ran the place for us. She is doing
great now and has been in remis-
sion for seven years! But, it was
Jjust amazing to see how the com-
munity came out and supported us.
Ever since then, we have definitely
been committed to this great com-

munity. Now, every year we are
involved and serve as Chairper-
sons for a huge fund raising
event for the Louisiana Bone
Marrow Registry which is one
of the largest fund raising events
in this area every year. The
event is held at the Covington
Country Club and 900 people
attend on average each year. We
raise about $50,000 each year

Club Owners: Join The Team

The Enhancements Network is now ex-

pandin
team.

and invites you to join the
a member of The

nhance-

ments Network (T.E.N.) your facility(s)
will benefit from marketing directly to
credit card holders. The Enhancements
Network along with Encore Services
Inc. (one of the countries top credit card
service companies) now brings the fit-
ness industry this first-time marketing

opportunity.

*Imagine
millions oFl qu

our name in front of
ified credit card hold-

ers. (potential buyers)

*All marketingEand mailing costs

are ﬁaid for by The
work.

nhancement Net-

*One of your greatest marketing
opportunities in years.

*All at no cost to you.

* ACT NOW -
Call: Mr. Beals 540/774-4440

for the Registry. In addition to
fund raising the Francos are very
involved with the area schools and
civic associations providing a con-
stant outreach focus on fitness and
fun.

Ron and Sandy Franco
and their staff represent everything
that is good about the great club
operators of North America. And,
they are quick to give credit where
credit is due for their success to
date. Ron Franco says that in ad-
dition to their terrific staff, they
owe the most thanks for their suc-
cess to IHRSA, Foxy and Linda
Denham (their former boss and his
wife down the road in Baton
Rouge) and Red Lerille (further
down the road in LaFayette). Ron
Franco comments, “We've learned
a lot by attending the IHRSA, Club
Industry and IDEA Conferences.
People like Peter and Kathie Davis
of IDEA and John McCarthy of
IHRSA personally have encour-
aged and inspired us with their
commitment and leadership to our
industry. Also, when Ron men-
tioned IHRSA, it is important that
we explain IHRSA means much
more than the staff. THRSA mem-
bers like Ben Emdin, Frank
Napolitano, Roger Ralph and
Dave Bradshaw and many others
have given their time to us and
shared their experiences with us.
We've also used several excellent
industry consultants, including
Rick Caro, Fern Pessin and
Michael Hoffman.”

In addition to reaching
out for help in their learning pro-
cess the Francos have found suc-
cess by finding innovative ideas
and immediately seizing the mo-
ment lo take advantage of such op-
portunities. Ron Franco explains,”
Sandy and | are the only owners
and we act as a committee of two,
although we always try to involve

our staff when we make major de-
cisions. Still, we can move
quickly if necessary when good
opportunities come along.

The fact that the Francos
are active-ever present workers al
their club has been another key to
their success. Sandy directs the
group exercise programs (offering
140 classes per week) and is re-
sponsible for the marketing and
advertising of the club. She also
works closely with the managers
of the sales department, pro shop,
child care centers, children’s pro-
grams (her favorite), special
events and programs. Ron nego-
tiates deals for the club, oversees
the maintenance and housekeep-
ing departments, the tennis pro-
gram and oversces the business
office.

Ron says, “We comple-
ment each other in our work. “
Sandy adds,” Our Mission State-
ment is:

“Education-Motivation-
Innovation’. Innovation is where
we are always trying to be one
step ahead. We always are trying
to look like an entertainment cen-
ter. We evaluate as many oppor-
tunities as possible. We don’t just
go to the IHRSA and Club Indus-
try Shows; we go to things like
Entertainment Shows and Fun
Expos to get ideas from other
people outside our industry. We
try to integrate those new ideas
into our club. We have a goal of
being leaders in the business by
bringing entertainment here so
that people can come and bring
their kids and have a good time.
We want to be more of an enter-
tainment center. Yes, the mem-
bers will be having fun, but they
will still be exercising. They just
won’t know it.”

Franco’s Athletic Club
has been honored and recognized

Seeks
§| Contributing
3 Writers

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

=

locally on three occasions by the
Chamber of Commerce. In 1990,
when the club was just two years
old, Franco’s was named Business
of the Year by the Mandeville
Chamber of Commerce. That
honor was awarded to Franco’s
again last year. Also, Franco’s re-
ceived the Chamber of Commerce
Community Leadership Award, a
high community honor, in 1997,
And, in 1997 IHRSA honored
Franco’s Sales Team as the IHRSA
Sales Team of the Year!

Over the years, as other
highly successful club owners
across North America have done,
Franco’s has been constantly ex-
panding and/or refurburshing and
renovating the club and outdoor fa-
cilities, including the children’s fa-
cility. They are now preparing a
new lockerrom facility for the club.
And, they are going to build an
entirely separate children’s club
with their own membership, club
entrance, a sports training center,
birthday party rooms, etc. They are
also in the planning stages for a
second 35,000 square-foot club in
Covington, about 7 1/2 miles away.
The Franco’s expect to expand the
second facility by 10-15,000 s.f.
within three to four years after
opening if all goes according to
plan.

Across North America the
blue-print for success that one sees
time and again could easily be sum-
marized with Franco’s Mission
Statement: ‘Education, Motiva-
tion-Innovation’. These three very
important ingredients have been
used very well by Ron and Sandy
over the past 10 years. Sandy
Franco summarized the whole situ-
ation very well when she said,”Our
club is about relationships. it’s not
just about being fit....that is just one
component of it. It's how we make
people feel when they walk in our
doors. Never forget to ask them
why they came in! God gave us
this business and he’s going to take
care of us!”

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



PAGE 17

APRIL ISSUE

International Sports Sciences Association

The World Leader in Fitness Certification
Since 1988

Personal Training
CERTIFICATION

JOIN THE MOST POWERFUL TEAM OF

FITNESS EHPEHTS IN THE Wﬂﬂlll'

Fred Hatfield, Ph.D  Tom Platz, B.S.MSS
Dr. Squat, ISSA Co-Founder, ‘The Golden Eagle’
1014 Ib Squat / Author of 50+ Multi-Mr. Universe Consult

Bill Pearl

Worlds Leading Fitness
t, 5x Mr. Universe

texts & Over 30 World Records!

Bob Delmonteque, ND

Worlds #1 Senior Fitness
Consultant

Dr. Sal Arria
ISSA Co-Founder and
U.S. Olympic Team Doctor
3x California State
Powerlifting Champion

NO OTHER CERTIFICATION CAN COMPARE!
Here's What You'll Get When You Enroll:

FITNESS: The Complete Guide, (640 pages, 1997

4th Edition) and a complete Step by Step Study Guide

ISSA Guide to Fiscal Fitness, (How To Start And Build

A Profitable & Rewarding Personal Training Business)

NEW! 5 Hour Video Series on Fitness Training and

Sports Medicine for Personal Trainers

Unlimited Use Of ISSA's 800 Technical Support Help

line (During And After Ceﬂgﬁc&h’mﬂ

Free One Year ISSA Membership And Subscription To

The I55A Newsletter, PRO-TRAINER

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

v YOU CAN EARN $50 - $150 Per Hour In Your Spare

Time Helping Others Enjoy a Lifestyle of Health & Fitness!

CALL 1-800-892-4772

TODAY FOR FREE INFORMATION!

Other ISSA Specialized Certification And
Continuing Education Programs:

* Specialist in Performance Nutrition™

= Specialist in Weight Management™

* Fitness Therapist” (Post Rehabilitation
Exercises)

 Specialist in Sports Conditioning"

® Senior Fitness Trainer”

= Specialist in Fitness for the Physically
Limited "

= Specialist in Martial Arts Conditioning"

® Aerobic Fitness Trainer”

* Youth Fitness Trainer”

* Water Fitness Trainer”

* Certified AED Technician

* WHCPE THEOAY MEETS PRACTICR @
s Vol Mt

Ao semgrlidet B e i e o
s toraimg it buasioe kst

e
1ol pgpeteire o pvtesm etorved
i et B

?(M%fr{ﬁ
wof eomprlibioes off the ¥oorar nf
Certilyed_Fitness Trainer

———-——-—-——-—u——-———————————————————

' FOR FREE INFO GALL 1-800-892-1SSA

| OR SIMPLY SEND IN THIS FORM WITH A CHECK,MONEY ORDER, OR VISA, MC,
] DISCOVER, OR AMEX FOR ONLY $495 PLUS $10 S&H (U.S. FUNDS)

L L S N PHONE._( )

IADDRESS

IciTy STATE ZIP
leWepDiTCARD . EXP.DATE_
|SIGNATURE i DATE

IISSA + 1035 Santa Barbara Street, Suite 7 * Santa Barbara, CA 93101
:.{.805}884-81 1lor FAX(805)884-8119 / WEB SITE: WWW.ISSA-USA.COM I
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The Simple & Powerful

Club Management System

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

Photo-imaging Check-in
Unlimited Report Capabilities
Automated EFT

h A R R

Full Service Customer Support
(Phone, Fax, Seminars)

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

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

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

unner: ... e
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ARE YOU MAXIMIZING
YOUR MEMBERSHIP

SALES POTENTIAL?

Owr Client’s Results Speak For Themaelues

“Not only did Sales Makers help increase
both our club sales by over 20% and our
monthly dues by over 50%, they also had
a major impact on our overall retention
efforts. I would personally recommend
Sales Makers to any owner who wants to
increase sales and professionalism in
their own clubs.”

— Art Chappell, Owner

Courthouse Athletic Clubs,
Auburn & Grass Valley, California

EXPERIENCE = INTEGRITY = RESULTS

“Sales Makers delivered on every promise
— increasing our sales dramatically with-
out discounting our dues. We followed
their procedures and dedicated ourselves
Lo the excellent techniques and systems
they implemented, with the result being a
complete “turnaround” in our sales.
Again — thanks for everything!”

— Ellen Koelsch, Marketing Director
Clubfit, Briarcliff & Jefferson Valley, NY

Some of the best clubs in the country have worked with
Sales Makers to maximize their revenues. Since 1979, Sales Makers has been
committed to increasing club owner returns without discounting dues
or running slick ad campaigns. We’ve built our reputation by creating satisfied
clients through the development or improvement of a club membership sales staff
and the implementation of proven management systems and marketing programs.

Sores MoEers

membership specialists

Call: 1-800-428-3334

FLORIDA OFFICE: 1509 SW 53rd Terrace ¢ Cape Coral, FL. 33914 * 941-945-3208 » Fax 941-945-3029
NEW YORK OFFICE: 195 Old West Point Rd. * Garrison, NY 10524 « 914-736-0307 * Fax 914-736-0508

BUT DON'T JUST TAKE OUR WORD FOR IT. . .WE'LL PUT YOU IN TOUCH WITH OUR CLIENTS!

"APRIL ISSUE
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continued from page 14
City.

*Sport and Health in
McLean, Virginia, acquired four
large Smith Club Management fa-
cilities in Northern Virginia.

*Gold's Gym Licensing
opened 78 new gyms.

*World Gym Licensing
grew its total number of operating
entities by 13% - from 255 to 288
facilities..

This is just a sample of
industry activity. The company pro-
files at the end of this publication

offer a more comprehensive look
at the industry’s increasing con-
solidation over the past five
years.

A Global View of the
Business

(14
All major trends

are international,” says John
McCarthy, Executive Director
of IHRSA. The gap between a
new product introduction in the
U.S. and its spinoff around the
globe has closed from up to 10
years to as little as a few months.

Some products are ac-
tually launched first outside the
U.S. at major foreign trade
shows, such as the FIBO in Ger-
many or LIW in England. Pro®
grams can initiate elsewhere as

well. The BODY PUMP, for ex-
ample, originated in New
Zealand and is now gaining ac-
ceptance in several countries, in-
cluding the U.S.

In addition to the U.S.,

major world markets for the
health club industry include the
United Kingdom, Germany, Ja-
pan, Brazil and Canada. Multi-
club operators are present and
active from South Africa to Swe-
den. Some of the largest inter-
national chains and public com-
panies are cited later in this sum-
mary.

The Booming
British Market

Thc British fitness
and leisure market experienced

APRIL ISSUE

its best year ever in 1997. Witha
growing number of public-traded
companies (David Lloyd Leisure,
Dragon'’s, First Fitness, First Lei-
sure, Holmes Place, Stakis,
Vardon), investor and public con-
fidence in the fitness/leisure sec-
tor is very high and further
growth is expected.

As in the U.S. and Ja-
pan (where 20 companies run ap-
proximately half of the country’s
health clubs) the club market in
the U.K. is experiencing consoli-
dation. Some of the multi-club
operators worthy of mention but
not detailed in the international
profiles at end of this report sum-
mary include:

* Civic (18 facilities)
* Circa (15)
* DC Leisure (24)

STpP S

MOKING IN 7 DAYS

96 % Success Rate!

All Natural... No Drugs

100% Money Back Guarantee!

| The ‘Kick It'™ System Includes:

POWERFUL HERBALANTI-ADDICTION BLEND THAT WORKS FAST
Helps overcome anxieties and cravings. Urge to smoke, chew or dip minimized within 48 hours.

HERBAL CLEANSER REMOVES NICOTINE FROM BLOODSTREAM
Clinical studies confirm detoxification begins immediately.
Unlike the Patch or Gum 'Kick It' removes Nicotine from Body in 7 Days.

ORAL SPRAY MIST INSTANTLY ELIMINATES CRAVING
Helps take away the desire for tobacco & nicotine. Concerned about weight gain?

The Oral Spray also curbs hunger.

ZAZEN

A combination of ancient herbal formulas to promote relaxation & mental clarity -

St. John's Wort, Kava Kava and Passion Flower.

'KICK IT' AUDIO CASSETTE
Motivates & guides you every step of the way

TO ORDER 'KICK IT' CALL 1-800-522-8000

(LST Distributor # when ordering, 017)

CLUB OWNERS; MANAGERS AND FITNESS PROFESSIONALS
Roy Speer was the founding chairman and CEO of the Home Shopping Network - the billion-dollar television
network that revolutionized In-Home Shopping. Roy Speer is introducing the next vision for the future,
LifeScience Technologies - a company that will capitalize on the 80 million US baby boomers' interest
in maintaining and improving their personal health. Today, I am building a team of people to take advantage
of this extraordinary business opportunity. Marketing history will be made again,

Call PTH Marketing, LLC., 1 888 294-2138

LifeScience Independent Distributor #017

LifeScience Technologies - The SelfCare Revolution

-

* Fitness Express (10)

* Fitness for Industry (47)

* Greenhals/Village Leisure

(24)

= Jarvis (28)

* Relaxion (29)

* Serco Leisure (15)

* Swallow Hotel Group and Queen’s
Moat (22).

There are four major reasons
for the recent success of the U.K. mar-
ket:

1) High profit margins. On
average, U.K. clubs are charging
higher rates than in North America
while being able to control costs.

2) Clubs compete on service
rather than on price.

3) Management from the
broader leisure market- the hotel, res-
taurant and entertainment industries-
has established industry benchmarks.
This “applied learning” allowed the
U.K. market to mature before the ma-
Jor growth phase kicked in.

4) Cooperation with public
sector facilities and government.
There is a ten-year history of public
facilities being managed by the private
sector.

The industry in the U.K. has
also come together through their na-
tional trade organization, the Fitness
Industry Association (FIA). For more
information on these companies and
the U.K. market, contact the FIA at:
(44) 1276-676-275; Fax: (44) 1276-
29766. Contact IHRSA for further
information on other markets.

POSITIONED FOR
GROWTH

As the following statistics
show, the club industry is growing.
The public’s interest in exercise and
fitness has never been stronger. One
year after the publishing of the U.S.
Surgeon General’s Report on Physi-
cal Activity and Health, a survey found
that almost one-third of Americans
said they had heard of the Report - a
higher figure than was expected by
most in the fitness industry. Commis-
sioned by the National Coalition for
Promoting Physical Activity and
Health (NCPPA) and the Centers for
Djsease Control (CDC), the study
found that more than 30 million adults
are thinking about starting an exercise
program.

This interest is fueled by the
graying of America. The older we get,
the greater importance we attach to
regular exercise as a means of improv-
ing or maintaining health. This is good
news for the industry. According to
Age Wave, Inc., currently there are 69
million Americans age 50 and over. By
the year 2000, there will be 76 mil-
lion persons in that age group; and by
the year 2020, the figure will be 115
million. The 50+ market acccounts for

(See Industry page 22)
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SEE SALES SOAR!

Tools Sales & Marketing Software maximizes sales results.

Salez and Hmh_ﬂllmj

Viewing Darlene Kerrick :
. Hame Fﬁ[ﬂaﬂene Kamick [ﬁﬁa‘.’ 796-9007 I 1]

Sahiniin [M: feg ~ Profile Summary: Source = Yelow Pages
U e [ [penc i HEALTH OBIECTION.

Y ellow Pages Convenerce
Lait Home i!.l.el-‘.‘<.

© . Pha eliuﬁireu ;
han . FACILITY GOALS.  EMPERIENCE

Home {(354) 796-9007 \erobic Gan Muscle | Walking
Lowe Weght

wiork Phone/Eat

; M{ﬁw; i List A Summar,
1106 Leads in Lisi.

g
Fifsl Subcatagory

Erm & Al Erm =l Eier | List Operatians |

Call Typa & -
Appoiniman ™ None P Type B *| ' Refresh

TOUR | CONTRACT PROMOS nnd PRICING

Building your company’s sales is easy with the right TooLs.

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

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

1s easy with Tools Sales & Marketing Software. TooLs gets results,

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

T

— CALL NOW FOR A FREE 30-DAY TRIAL

800-811-8669

ToolLs Systems Management &
p
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continued from page 20

41% of all discretionary income in
the U.S. ($169 billion), and 58% of
all health care spending.

Interest in exercise and fit-
ness is not limited to the older popu-
lation, however. More people of
all ages are exercising and joining
health clubs today than they were
a decade ago. Regardless of age,
weight control is a concern of all
Americans - whether for a desire
to improve physical appearance or
concerns about health. More and
more people are coming to under-
stand that exercise-not dieting- is
the key to reaching and maintain-
ing proper weight.

Health clubs play a key
role in keeping the nation fit. By
offering the expertise of a profes-
sional fitness staff and an array of
ever-changing programs and fitness
equipment to keep members inter-
ested and motivated, health clubs
are helping more and more people
to commit to-and stay with-an ex-
ercise program.

With the aging of the
population, the growing awareness
of the myriad benefits of regular
exercise and the ongoing innova-

tion in fitness programming and
equipment, health clubs are posi-
tioned to achieve major member-
ship growth in the coming decade.

DEMOGRAPHICS
U.S. Health Club Growth

With the recessionary
years of the early '90s behind us,
the number of health clubs once
again shows fairly consistent
growth on an annual basis.

Number of U.S.Health,
Racquet and Sportsclubs
1982- 6,211
1983- 6,309
1984- 6,742
1985- 9,222
1986-10,307
1987- 11,804
1988- 12,358
1989- 13,047
1990- 13,854
1991- 12,146
1992- 12,635
1993- 11,655
1994- 12,408
1995- 12,608
1996- 13,354
1997- 13,097
1998- 13,799

U.S.Health Club Membership
The increasing number

APRIL ISSUE

of health clubs has been in re-
sponse to growing interest in health
club membership. From 1995 to
1996, the number of health club
members in the U.S. grew by 9%-
from 19.1 million to 20.8 million.
That’s a 26% increase over the
1992 figure of 16.5 million and a
51% increase over the 1987 figure
of 13.8 million.

1985- 13.8 million
1987-16.5 *“
1989-18.1 *
1991- 20.0 *
,1993-19.1 =
1995-208 «
1997-22.5 *«

U.S. Health Club
Membership By Age

While the 18-34 age
group claims the greatest share of
the health club membership pie for
the tenth consecutive year, the 55-
64 age group is catching up fast.
In a few years, these two age

groups will achieve parity.

1987 199
Age 18-34 53% 42%
Age 35-54 30% 38%
Age <18 9% 1%
Age 55+ 8% 9%

U.S.Health Club Membership
By Gender

A decade ago, in 1987,
there was virtually a 50/50 split
between the number of men and
women holding health club
memberships. Between 1987
and 1996, the number of female
health club members increased
by 64%; the number of men in-
creased by 37% in the same pe-
riod.

1987 1996
Women 52% 57%
Men 48% 43%
U.S.Health Club Member-
ship By Gender and Age

The gender split is
most pronounced in the younger
age groups. There is little or no
difference in the percentage of
men and women over age 35
who hold health club member-
ships.

Women Men

Age - 18-24 92% 49%
-25-34 16.4% 11.2%
-35-44 121% 121%
-45-54 74%  6.9%

- 55+ 6.9% 4.7%

WHY PEOPLE
EXERCISE

Rcasons for exercis-

ing vary by genderand by age

within gender. Younger people are
driven by a desire to improve physi-
cal appearance. As people age,
health concerns come more to the
forefront as a motivator to exercise.

Women and Men and Health
Club Membership
Women represent 57% of
all health club members, numbering
11,825,000 in January,'97
Men represent 43% of all
health club members, numbering
9,010,000 in January, '97.

CLUB USAGE

T he average member
used the health club 85 days during
1996 - up by 18% over the 1987 fig-
ure of 72 days.

Health Club Attendance (average #

of days per year)
1987- 72 days
1988 - 71.1
1989 - 74.2
1990 - 78.2
1991 - 81.4
1992 - 85.1
1993 - 85.6
1994 - 81.2
1995 - 89.7
1996 - 85.0

Average club usage is con-
siderably higher for those age 55 and
(See Industry page 23)

WANT RESULTS?

| you will be able to:

BE RESPONSIE

Responsible Managers Get Results shows you how to master the two crucial skills of a responsible manager-problem solving
and getting people to work together. With those skills and the detailed, step-by-step guidelines and procedures the book provides,

LE!

"ResponsiBLE MANAGERS GET ResuLts”

How the Best Find Solutions - Not Excuses
by Gerald W. Faust, Richard |. Lyles and Will Phillips

* Create an organization that inspires responsibility in its workforce, and more.

- N S S S S S S S S S S S S S S S S .
PLEASE maiL, pHONE ok FAX YOUR ORDER:
FaustT MANAGEMENT CORPORATION

J Check.

10085 CarroLL Canvon Roap, Surre 210
San Dieco, CA 92131
(619) 5336-7970#= (619) 536-7976 (Fax)
Name
Company
Street Address,
City/State/Zip

* Focus your organization (and yourself) on producing the skills, attitudes, and abilities that form the foundation of responsibility
* Focus people on taking responsibility for RESULTS not just activities
* Develop responsibility to the customer and the organization

* Break down barriers 1o taking responsibility that exist in society as a whole, as well as in individual and corporate mind-sets
* Initiate and sustain meaningful change
* Enhance collaboration and team efforts throughout your organization
* Elevate problem solving to a strategic, ongoing process and develop optimal solutions to problems using a proven seven-step method
* Overcome organizational cultures that block teamwork

>

=

YES! PLEASE SEND ME THE FOLLOWING:

"REspoNSIBLE MANAGERS GET ResuLTs!"
(Please indicate number of books ordered. CA residents please add sales tax.)

Amount.

0= (@ o

$24.95ea

Shipping & Handling:
Add $3.00 per book
International rates slightly
higher. Please call/fax
Jfor exact amount.

Daytime Phone

Card Number

Exp. date

Signature
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Jndust’y CLUB FACILITIES Smoking Cessation - 15% that was fueled by club members’  *Group strength
a8 AND PROGRAMS desire and need for new kinds of  *Stationary indoor cycling
continued from page 22 (% of clubs offering) And a growing number of programming to keep them moti-  *Treadmill
Sy The core of the average  hospitals are getting into the vated. *Rowing
Average Number of health club facility consists of car- - health club business. *Outdoor walking and
Days for Health Club Attendance  910vascular and weight equip- In 1989, there were ].33 GROUP EXERCISE cross training
By Age ment and an area for aerobicsand  hospital fitness centers serving That was then: *Martial arts
Age 18-34 - 86.2 days group exercise. 150,000 members, according to Group Exercise in 1987 *Tai chi
35-54 - 86.7 Cardiovascular - 94% tire Medical Fitness Association. * Low - impact acrobics *Yoga
55+ -99.5 Fitness Center - 93% By 1998, there were 375 such fa- * High - impact aerobics *Classes based on
Group Exercise - 92% cilities serving 582,000 mem- * Jazz dancing Joseph Pilates’ work
Men Use The Club Free Weights -91% bers. 72% of hospiltal fitness cen- This Is Now: *Boxing-based aerobics
More Than Women Variable Resistance-84% ters are tax-exempt: Group Exercise in 1998 *Pre and postnatal
While women comprise a 72% - Tax exempt * Low-impact aerobics *Kids’ fitness
greater percentage of health club Clubs are more apt to offer 28% - Tax paying * High-impact aerobics *Senior-specific
members, men use the elub more *Jazz dancin, *Sports specific
frequently — averaging 88.4 days e ek An 5 : & : PO e P
a year vs. 82.3 for women. In only outdoor pool: Interest in Weight-Resistance -Combo-lm;?act aerobics ‘S1ablllly_ ball
one age group —35-44 — do Indoor Pool - 42% Training has skyrocketed * Step aerobics *Slide
women visit the club more often  Qutdoor Pool - 19% over the past decade. *Back pain prevention *Stretching/flexibility
than men. In all other age groups, . Free Weights *Abdominals only *Water fitness
men significantly outdistance  Basketball rivals racquetball 1987 - 17.1 million males *Lower body only *Funk
women in club usage. as the number one sport 1996 - 26 million males + 52% *Upper body only *Hip Hop
facility offered by 1987 - 7.4 million females *Interval and circuit training
Average Number of Days for health clubs. 1996 - 16.8 females + 127% *Strength and cardiovascular Source: IDEA, The
' Hﬂ::vec\]’c?il:h‘?n“(?dn:n“ by Racquetball  -35% SISTANG circuits Health and Fitness Source
et Basketball - 32% RE E
St it e sk~ MACHINES BANDIT TRAINER SERIES
Outdoor Tennis - 19% 1987 - 8.8 million males e —

107.5 days for women 4 30 Tennis - 15% 1996 - 1.1 million males +26% (Built To Full Commercial Specs)
Age:35-64' J0:3days I 1987- 6.5 million females ' Ll

706 days forwomen. oroing number of clubs:  1996.- 11.5 million females +75%

Age 45-54 113.7 days for men wieoiligweliess
80.8 days for women

programming: Aerobics gives way to a new
Aged544 76.8 days for men Weight control - 62% category of exercise.
852 days for women Nutritional Counseling - 61% A decade ago, aerobics was con-
8e25-34 55,4 days for men Health Education - 38% sidered a category of exercise. 2
Absisoa 38(;:; T-“; . ’;_m AR Physical Therapy -31% Today, it is just one form of ac- e 2
Uil gy ionmen Stress Reduction - 27% tivity included in the new “Grou s :
743 days for women ospital Affiliation - 24% Exc:cise" Sk changs *Avallable nght Now!!

YrAlmost Any Colors!!

I’

chances of playing pro football. His

N orm 'S N Otes *Oh, | forgot to men- family sucsp lh{s cgll.ll,b and its insur-
continued from page 5 tion the MOCK TRIAL pre- ance company for $4 million and the
sented at the IHRSA Convention  trial occurs 3 years later. The play-

and sponsored by the Club Pak ers in the IHRSA All Star cast in-

CEQ role about 1 1/2 years ago. Insurance Company. The whole cluded one RICK CARO who
And, the stock market has em- idea was to videotape, for train-  played the role of ‘da-Judge. Since
braced Hillman's efforts as the ingpurposes, a mock trial which the production ran overtime and a

" " i

stock has increased from 5 to as  puts a 17-year old star high total of 4 hours I did not see it all. _ .

high as 33 in early April. 1have school quarterback in a lawsuit  But, in my judgement, the “Star” of |*Pec-DecC.......cvuucurecse. $1049  *Shoulder Press ... $1049
been asked by many people if 1 against a health club. While on  the show was the videographer that | -€g Eﬁﬂmm" . gﬁg :mn{om Thigh ... :}%
think Bally Total Fitness shouldbe  a treadmill he fell while reach-  while squatted down taking a shot m Curl ‘......:31049 "Gll ute:‘ Ei'mnh"'w: $1149

admitted to IHRSA and nextmonth ing for a towel and injured his of MITCH WALD, Plaintiff’s At- *Bench Press......... ....$1049  *Tricep Machine .... $1149
Il have an editorial explainingmy  throwing shoulder and elbow. torney, lost his balance and fell over *Lat Machine...............$1149  *Select Leg Press . $1399

answer to the question and my rea-  The accident caused him to lose  backwards on his back, camera and *All Pieces Are Selectorized Made In US.A.
sons for that answer. Stay tuned!  his football scholarship and all all. 1 can tell you that the laugh that
GWRA AW T EED that scene gave all of us was truly NO MONEY DOWN!!!!

%, ., Youcanecarn12%,28%andup | priceless and it brought the house Buy any 6-Piece Circuit $200-$230/Month
_-—} __': L_Lr._[' =) tod42%onalyr,2yr.or3 yr. down! Speaking of lawsuits and in- (Price of 5 to 7 New or Existing Members)

L sl program. This 5535‘_‘3‘ surance, IHRSA has published a Buy any 10-Piece Circuit $300-$350 Month
opportunity to invest in one of | gocument called Liability Cases Af- (Price of 7 to 10 New or Existing Members)

the fastest growing markets. fecting Health Clubs which summa-

rizes 73 legal cases dating from 1952 n
FIDELITY RESOURCES | 10 1997. The document also states ALSO AVAILABLE"

Gene Gravinese that the best defense injury liability *s‘cmilcm.lle glachinesoi. """"" T g}::g
5215 Hathburn Court | isagood waiver. HELEN DURKIN *45 Gym Leg Press 4 $1399
Dunwoody, GA 30338 | noted that the document was the re- Call For Full C ICatalogm!
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IHRSA Awards Ceremonies

During ITHRSA’s
17th Annual Convention

in Phoenix a number of

honors were given:
Robert Dedman,
received the Distin-
guished Service Award.
Oprah Winfrey was
named IHRSA’s Person
of the Year, Bruce
Hendin of Racquetball
Clubs of San Antonio
and Julie Main of the
Santa Barbara Athletic
Club received the

President’s Award for
Community Service.
CardioTheater, Inc.
was inducted into The
IHRSA  Associate
Member Wall of Fame,
the New Mexico Sports
& Wellness Center re-
ceived the IHRSA/
Keiser 50+ Award,
Fred Kronk was named
Fitness Director of the
Year and Cascade Ath-
letic Club received the
first annual ITHRSA
Racquetball Award.

Cascade ;iri:!etic Club's Briﬁn Archeta (?_}_énd Connie Perers;n-;\-fartin
receive first ever IHRSA Racquetball Award from Chuck Leve

: SA's Cybex Fitness Director
Of The Year Award From Cybex's Richard O'Reagan
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continued from page 6

they are with you. Sometimes
numbers can weird us out and
we get foggy - make sure you
can cut through the fog if it’s
there by breaking it down and
not getting too far ahead. Abig
mistake | see so many-member-
ship reps make is to present all
the options all at once, speak-
ing far too quickly (because we
are uncomfortable) and leaving
the prospective Member wide
eyed, whirling and confused to
the point that they don’t get what
you just said to them. Thus,
making the decision a harder
one than need be. Make sure
you present the options oneat a
dime and let them respond be-
fore you move to the next one.

6.) Close each option
before you move to the next.
How many times have you pre-
sented a price to a Member and
“they respond with “what is this
other price down here?” Then
you proceed to bounce down to
that price and tell them all about
it and they respond with “O.K.,
now what is this other price?”
And you repeat the same process
with them. The problem with
this is that you haven’t gotten
any feedback from them on
what you presented originally—
you don’t know whether it will
or will not work for them—you
need to find out. The best way
to discover this when they re-
spond about “other” price op-
tions is to say: “I’d be happy to
tell you more about that mem-
bership—before 1 do, tell me
what your thoughts are on this
one (the one you just pre-
sented)”. By doing this, you'll
know whether this option is in-
deed still an option to continue
with or to move on.

That’s it—the six steps
to making your price presenta-
tion a detail and not the point.
Let’s take a look at the whole
format put together:

“Susan, I'm excited
you’ve decided to join the club
today - I know you’ll get what
you want and more from your
membership so let's see which
one works best for you. We
have a few options and the one
I’m going to recommend first is
our full service membership.
It’s our most popular member-
ship because it’s really our best
value and here’s why: it includes
everything you've seen in the

club today plus towel service and
you get privilege pricing on tanning,
massage and pro-shop items. Can
you see why this is our best value?

“Now there are two ways
you can take care of your member-
ship—you can choose the annual
program or the monthly dues pro-
gram - which would you like to hear
about first?’

“Alrighty, the way the
monthly dues program works is all
we need to start your membership
today is your Enroliment Fee of

APRIL ISSUE

$125 and the monthly dues of $55.
How does that work for you?
Great then let’s go ahead and fin-
ish up the details.”

That’s all the price pre-
sentation needs to be. If Susan
wanted to know more about the
Paid-In-Full or the annual plan,
you would have found out exactly
what her thoughts were on the
monthly dues, handled anything
that needed to be handled then pro-
ceeded to close her on the annual
plan. This process would be re-

peated with any other member-
ship you would show her.
Simplify your price pre-
sentation by qualifying the pro-
spective Member before you go
on tour, relax through practicing
and role playing the price presen-
tation, offer professionally printed
price options, start with your high-
est membership as your most
popular and best value, break the
information into little pieces and
close on each area before you
move on. By creating this flow,

you will make price a detail and not
the point and notice a significant
increase in your first-time &losing
skills.

(Karen D. Woodard,
President of Premium Performance
Training and an international
speaker and author, provides tapes,
books and seminars on successful
sales, service and management
training to the health and fitness
industry. She can be contacted by
phone at 303.417.0653,)

products.

News is for you.

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

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

If you sell products and ser-
vices to club owners and man-

agers... The CLUB INSIDER

Next Issue: MAY
Ad Deadline: May 11th

Norm Caten’

£Club Insider

(770) 850-8506
FAX (770) 933-9698
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Life Fitness Launches Education Programs

Franklin Park;, IL.- Fit-
ness professionals now have addi-
tional resources to stay current on the
advancements of research and edu-
cation in exercise science and fitness.
In addition, they will be able to help
fitness facility members improve
their exercise effectiveness through
a more in-depth knowledge of the
features and benefits of Life Fitness’
full line of exercise equipment.

Life Fitness, a division of
Brunswick Corp., has announced a
comprehensive program of fitness
education and equipment training.
Developed by the Life Fitness Acad-
emy, the training and education pro-
grams are designed to meet fitness
professionals, health practitioneers,
and fitness facility members’ grow-
ing demand for current, practical in-
formation on fitness and exercise
science.

“At Life Fitness we not
only have a full line of high-quality,
reliable fitness equipment, we also
have a strong commitment to assist-
ing fitness professionals with their

continuing education needs and
to helping them provide their
members with successful, safe
and enjoyable exercise experi-
ences. These comprehensive
training and educational pro-
grams, as well as other Life Fit-
ness Academy activities, dem-
onstrate that commitment,” said
Augie Nieto, Life Fitness Presi-
dent.

The Life Fitness
Academy's training and educa-
tion programs include Life Fit-
ness Product Training Work-
shops and Continuing Educa-
tion Workshops. They are con-
ducted by a network of Life Fit-
ness Academy certified trainers,
all of whom have degrees in Ex-
ercise Science or a related field,
are certified by a nationally rec-
ognized professional fitness cer-
tification group and currently
work at a fitness facility or with
clients a minimum of 20 hours
per week. The instructors also
must pass in-depth written and
practical exams administered by

Life Fitness before becoming authorized
to educate customers on Life Fitness
equipment features and benefits.

The Product Training and Con-
tinuing Education Workships are avail-
able to fitness facilities for $995 each and
can be customized for member training,

PRODUCT
TRAINING
WORKSHOPS

The Life Fitness Academy
Product Training Workships were devel-
oped to give fitness professionals and
health and wellness practitioners current,
practical information on Life Fitness
products’ benefits and features that en-
hance end-user results. The one-day, on-
site workshops include topics such as
Heart Rate Zone Training, Alternative
Strength Training and how to address the
needs of special populations.

CONTINUING
EDUCATION
WORKSHOPS

Thc one-day, one-site Con-

tinuing Education Workshops
provide fitness professionals
with continuing education
credits toward maintaining
nationally recognized fitness
professional certifications.
The courses are designed to
benefit both the fitness pro-
fessional and the fitness facil-
ity by providing a cost-effec-
tive and convenient way to
address continuing education
needs. Fitness professionals
currently can choose from the
following courses:

* Safe and Effective
Strength Training Basics for
Mature Adults;

* Safe and Effective
Zone Training Skills for Ma-
ture Adults;

* Exercise as
Therapy: Exercise and Os-
teoporosis.

Additional courses
on lopics such as hyperten-
sion, diabetes and heart dis-
ease will be added later in

SUNNY CENTRAL FLORIDA

FITNESS CENTER

EXTRA LARGE SUSPENDED WOOD AEROBICS
ROOM, NAUTILUS & FREE WEIGHTS, TANNING,
PRO-SHOP, CHILD CARE FACILITY, CARDIO
MACHINES, YEARLY CONTRACTS, ONE OWNER,

ESTABLISHED 1986. 4,500 SQ.FT.

$139,000-require $39K down, will carry balance.
(941) 385-1919-Lisa
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GENERAL MANAGER

Mature, reliable, responsible, hands-on person

wanted to manage successful health club, in business
20 years, located in Westchester County, New York.
Health club management experience necessary. Total
responsibility for all aspects of club - essentially as if
you owned it. Salary, benefits, profit sharing, unlim-
ited potential for the right person. Fax resume, which
must include salary history & references to:
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914/238-5916

S9SN RNPRNRNRRRRIDORNRDODOROERORORDORDORORRRE

(I E A R N N N A R R R R R N R R NN

1998.

Scientific and Medical
Advisory Board

To ensure the highest
quality programming and educa-
tion, the Life Fitness Scientific and
Medical Advisory Board (SMAB)
guides the Life Fitness Academy’s
education endeavors. It is a 31-
member panel of the country’s
most renowned physicians and
Ph.D. professionals in exercise sci-
ence and medicine who have
authoried over 200 textbooks and
many thousands of journals and
popular press articles on exercise.
Board members lend their time and
expertise in the preparation of
seminars and workshops that keep
fitness professionals abreast of the
latest advancements in exercise
science.

For more information on
the Life Fitness Academy Product
Training, Continuing Education
Workshops or the SMAB, call
(800) 634-8637, ext. 3841,

FITNESS DIRECTOR

Saw Mill Club in Westchester County, NY, one of America’s premier
multi-sport facilities has a position available for a fitness leader. Can-
didates must have a degree in Exercise Science or Exercise Physiology,
with ACE, ACSM or NSCA certification and 5 years experience in a
similar position. The job requires a highly motivated people person
who combines business savvy with a passion for customer service. Some
of the responsibilities include hiring and developing a team, creating
and implementing health and motivational programs, facilitating group
exercise programs for all populations, personalizing and overseeing fit-
ness testing and exercise protocol, administering a budget, promoting
and selling personal training, interfacing with other aspects of club life.

Fax resume to Tom Johnston, 914-241-0683.

CLUB PAYS FOR ITSELF

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

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

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

STEVE YOUNG
NFL All Pro
San Francisco 49’ers

Official Strength Training Equipment of

AMMER STRENGTH

To receive more information on Hammer Strength® heavy duty strength training equipment contact:
HAMMER STRENGTH® » 10601 W. BELMONT AVENUE = FRANKLIN PARK, IL 60131
(847) 288-3300 » 1-800-543-1123 » FAX (847) 288-3703
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LES MILLS IMTERNATIONAL

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




