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Your new most popular equipment is here

E-Zone™ accomplishes what no other piece of gym equipment can: It captures the imagination of today’s demanding,
active lifestyle consumer. No wonder so many club owners consider E-Zone to be the fitness industry’s interactive
media miracle. Our comprehensive network of viewing and listening choices is designed to make the most of a
member’s workout-by making the most of a member’s time. E-Zone's new state-of-the-art touch-screen terminal*
offers on-demand audio and video entertainment, One on One™ training and educational content, personal fitness
tracking, and even internet access. So help your members stay in the zone. Get your club in the E-Zone.

For more information call: 877-883-9663 or visit our website at: www.ezonenetworks.com

©z2000 E-Zone Networks *Product specification and available features vary by E-Zone Terminal model
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THE SALES MAKERS

Masters Of Club Membership Sales

By Norm Cates, Jr.

The Sales Makers story
is one of the really good ones in the
health, racquet and sportsclub indus-
try. Over the past 20 years the Sales

Makers Team of Ray Gordon,
Eddie Tock and Lyle Schuler have
had award-winning success with
over 525 clubs, including 102
presales. That translates into hun-
dreds of thousands of new mem-
berships. During that time they
have trained and mentored thou-
sands of sales staff members and

hundreds of sales managers.
Sales Makers, regarded as 1 of the
top consulting companies in the
industry today, is credited with
bringing a higher level of pro-
fessional selling to the club busi-
ness . They are a team of dedi-
cated Sales & Management Con-
sultants committed to increasing

membership sales and club
owner profitability by delivering
the highest quality of staff train-
ing, proven systems and innova-
tive marketing programs. Sales
Makers’ services benefit prima-
rily 3 club scenarios: #1. Club
owners experiencing the pinch
of increased competition who

need to be more competitive; #2.
Club owners recognizing their
profits could and should be stron-
ger and want to take their sales to
the next level; and #3. Club own-
ers opening their first club and/or
existing club operators expanding
or opening an additional club.
(See Sales Makers page 10)

‘Stein Named CEO At E-Zone Networks, Inc.

Interactive Media Network Tabs Warner Bros./StairMaster Marketing Execum

Culgary, Canada -
Michael Stein, who spearheaded
StairMaster Inc.’s U.S. sales and
worldwide marketing strategy, has
joined E-Zone Networks Inc. as
Chief Executive Officer. He as-
sumed responsibility for all aspects
of E-Zone operations on May 1,
2000. Current E-Zone Chairman &
CEO, Robert W. McKenzie, became
Executive Chairman and Eric
Hobson remained President and
Chief Operating Officer.

“Mike’s experience in both
the entertainment and health and fit-
ness industries, coupled with his
sales, marketing and brand manage-
ment background convinced us that
he will make significant contribu-
tions to E-Zone Networks,” said
McKenzie.

VAST OPPORTUNITY

CGS

imply put, E-Zone
builds its business around the needs
of fitness facility operators and their
members, and that is why our net-
work is the fitness industry’s inter-
active media miracle with an infi-
nitely expandable future. We are
revolutionizing the entire fitness

industry paradigm by offering
compelling entertainment, train-
ing and education products mak-
ing exercise more productive and
enjoyable. At the same time, ad-
vertisers and content providers
are embracing the network be-
cause it targets the elusive active
lifestyle community. E-Zone's
convergent technology architec-
ture delivers the best of the wired
world to targeted communities of
individuals, who initially are mil-
lions of fitness facility members,”
said Stein.

EXPANDING
E. -ZONE ’S
T REACH

E-Znnc is the largest
private interactive media net-
work. E-Zone's new state-of-the-
art terminal (introduced at [HRSA
2000) provides on demand audio
and video enlertainment, training
and educational programs, per-
sonal fitness tracking, as well as
full-internet access to all users.
E-Zone's innovative network ar-
chitecture built with vendors
IBM, Dell, and Intel allows the
network to provide compelling
content and more network prod-

ucts than competitive Internet
appliance systems. In the short
time since its debut in Spring
of '99, E-Zone has installed sig-
nificantly more terminals than
its nearest competitor. E-Zone's
current projected growth rate is
astounding, with more than 250
fitness facilities with more than
9,000 terminals already installed
in all major US metropolitan ar-
eas. E-Zone’s installation rate
for the year 2000 will average
20 facilities per week allowing
for a potential 35,000 terminals
and a network viewer base in
excess of 4 million active
lifestyle consumers. Another
distinct advantage over the com-
petition is the network’s com-
patibility with the industry’s
leading product category - tread-
mills. With superior technology
and management expertise,
leading fitness facility endorse-
ments and strategic alliances, E-
Zone is certain to continue its
tremendous growth.

BRANDING
EXPERTISE

Siein brings exten-
sive branding and management

/" Inside The Insider

Battles Rec Center

&Jack Lal.anne Feats

«Joe "The Gladiator” Moore

*Meet Mr. Toshikazu Saito

*Downtown Milwaukee YMCA Told To Pay
*Bob "Mr. Inspiration" Wieland

*The CLUB INSIDER World View

skills to E-Zone. As Sr. Vice
President of Sales & Market-
ing at StairMaster, he helped to
reorganize the company and
develop a new vision, strategy
and culture, which has firmly
established it as the leading
global fitness brand. In the pro-
cess, Mike managed the
company's entry into new mar-
kets, such as the aggressive
plan to develop and market
products directly to consumers,
its recent entry into group cy-
cling with the LeMond
RevMaster, and the successful
launch of a commerce-enabled
and B2B web site.

Prior to StairMaster,
Mike was instrumental in
launching Warner Bros. Sports
Licensing division, which gen-
erated $70 million in retail
sales in its first three years. He
developed the division’s over-
all business plan, established
sales and marketing strategies,
built retail relationships and
secured celebrity endorse-
ments. Furthermore, he con-
structed many synergistic rela-
tionships within various Time
Warner Turner companies to
grow the division.

Michael S. Stein

ACTIVE LIFESTYLE
CONTACTS

Before joining Warner

Bros., Mike founded Pro Sport, a
sports management firm in South-
ern California. As President, his
responsibilities included negotiat-
ing professional athlete contracts as
well as their endorsements, licens-
(See E-Zone page 12)

E-Zone Surges Past
10,000th Installation

In its record-breaking
roll-out, E-Zone, the entertain-
ment and education fitness cen-
ter network, surged past the
10,000 terminal installation mark

in early May.

Currently outfitting 20
facilities per week with an aver-
age of 35 terminals per facility,
E-Zone anticipates 30,000 instal-
lations (viewer base -4-million-

plus) by the end of the year.

Clients include: TCA,
TSI, ClubCorp, Crunch, Gold's
Gym Investments, World Gyms,
Powerhouse Gyms, The Fitness
Company and Club.
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A Consulting Firm Specializing In Marketing And Membership Sales Since 1979

1-800-428-3334

51 Old West Point Road East info@sales-makers.com

Garrison, New York 10524 www.sales-makers.com
914.736.0307 Fax:914.736.0508
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* NORM'S NOTES -

'J OE MOORE is the
Founder and President of a chain
of clubs in Ohio called Moore's
Fitness Centers. [’ve got a new
nickname for Joe. That nickname
is “The GLADIATOR.” You
might wonder why ['ve put this
new moniker on Joe. Well, if you
haven’t seen the new movie Gladi-
alor, you need to see it. Itis quite
simply a terrific piece of filmwork.
The reason I've nicknamed Joe
Moore The “Gladiator” is that in
the health club world he is a lot like
Maximus in the movie Gladiator in
that he just keeps on taking on
battles and continues to win them.
In his community he has
sucessfully fought off a huge non-
profit hospital health club and has
led the fight in the State of Ohio to
climinate the sales tax on health
club memberships. Now, he is tak-
ing on a huge non-profit tax-funded
public recreation center that has
been proposed in his community.
Check out the article that begins on
page #7. Joe Moore has spent
countless hours working on this
one battle and has created a blue-
print that others across America
may use in their battle to stop pub-
lic recreation departments from
building huge community fitness
centers in markets already well
served by the private-tax-paying
commercial health clubs. Joe's ar-
ticle is really a very in-depth letter
1o a local politician and it is well
done. We are going to have a
Cover Story on Joe and his career
in the next couple of months. Good
luck to Joe “The Gladiator” Moore
as he fights for what is right in Ohio
and helps others across the coun-
try fight the fight.

*Speaking of non-profit
competition, don’t miss our edito-
rial and full page ads on pages 22
and 23 that argue for the idea of
taxing the YMCAs of the USA.
We are beginning to see some very
positive results in that battle in a
number of areas across the coun-
try including Milwaukee and
Pittsburg, See pages 12 & 22. Clip
and copy the full page ad and post
it in your club. Also, read the step-
by-step plan of action to get this
message out in your market. If you
own a commercial health club any-
where you could easily be forced

to play on the unleveled playing
field enjoyed by non-profit
YMCASs, JCCs, public recreation
departments, hospitals and uni-
versities across the land. And, if
you just sit there, you could eas-
ily be run over and run out of busi-
ness by these institutions! So, do
like Joe Moore and DO SOME-
THING! FIGHT BACK!

*There are 4 big club
deals out there that are have been
in the heavy negotiation stages for
months. They are the Spectrum
Clubs and other groups attempt-
ing to buy the mega-club chain,
Club Sports International
(CSI), TONY deLEEDE’s Aus-
tralian Body Works in Atlanta
is being sought by CHIN YI of
LA Fitness, Town Sports Inter-
national is pursing the Health De-
velopment Corporation in Bos-
ton and Healthrax had been in
discussions with Minnesota-
based Health Fitness Corpora-
tion to merge the two companies.
Here is the scorecard right now.
The CSI deal negotiations con-
tinue. My friend, RICK CARO,
will not make ANY comments on
the deal, citing a confidentiality
agreement, Tony and Chin Yi are
continuing their negotiations, but
Tony tells me it has not been
signed yet. MARK SMITH, the
CEO of TSI personally told me
that to talk about the Health De-
velopment deal at this time was
“premature.”  Finally, Health
Fitness Corporation and
Healthrax have announced a
merger that will combine those
two companies. The industry
consolidation march continues
on. So, STAY TUNED!

*Well, the DOT.COM
World has been pretty interesting
lately with the “I Love You™ vi-
rus. Ironically, | had begun work
on a Special Edition for this
month entitled, “The DOT.COM
World" when that worldwide vi-
rus hit. So, I've rescheduled the
Special DOT.COM World edition
for either June or July. The month
will be determined by the pace of
my research, so | would like to
encourage you to be in touch with
me if you are successfully using
e-commerce in your club. |
would like to interview you for
that issue’s Cover Story, so e-mail

me at: clubinsidernews{@mind
spring.com and give me a quick run-
down of what you are doing to mar-
ket your club and services through e-
commerce, along with your phone
number and [ will give you a call.
Also, if you are a vendor using e-
commerce, | need to hear from you
as well so we can include your
company’s story in this Special
DOT.COM World edition!

*1t is terrific to once again
see that PETER N. LARSON,
Chairman of the Brunswick Cor-
poration, has cited Life Fitness as
a big contributor to Brunswick's
11.5% increase in profits, AUGIE
NIETO and his Life Fitness Team
continue to lead the best equipment
company in the world with double-
digit sales and earnings growth.
Great people. Great company.

*Maybe there is more than
one way to “skin-the-cat!” What [
am referring to is this. While
IHRSA has led the way in the tough
nationwide fight against not-for-
profit fitness institutions like the
YMCA, Parks and Rec Centers,
Universities, Inc., there is a politi-
cian in Louisiana with a great idea.
BILLY MONTGOMERY, Louisi-
ana House Representative, has in-
troduced House Bill 155, that
would exempt health club services
from the sales tax “to the extent that
such services are the same or sub-
stantially similar to any such ser-
vices provided by the YMCA. So,
maybe IHRSA should begin to
mount a counter attack in this war
with non-profits. The counter attack
would be to fund a strong lobbying
effort in the U.S. Congress to ob-
tain the same tax exempt advan-
tages the Ys or other non-profits get
and to obtain a IRS Tax write-off
for health club memberships paid
to commercial health clubs. Think
about it.

*It is good to see that the
sales at Direct Focus, the new
owner of Nautilus, are up 64% for
the first quarter. Under the direc-
tion of BRYAN COOK, the stock
of the company that was trading a
year ago at 15 is now up to 34+!

*MARK SMITH and his
TSI Team have registered record
financial results for the 1st quarter
of 2000 with revenues up 36% to
$49.3 million and EBITDA up 41%
to $11.9 million. Net profit in-

CLUB INSIDER News Advertiser’s Exhibit #s For The
CLUB INDUSTRY EAST/NEHRSA Convention and Trade Show
Affiliated Acceptance Corporation Exhibit #752
Cardio Theater Exhibit #564
E-Zone Network Exhibit #762
Ground Zero Design-Free Motion Exhibit #219
Individual Nutritional Technology Exhibit #206
International Sports Science Assoc. Exhibit #756
Ivanko Barbell Company Exhibit #313
Life Fitness Exhibit #604
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creased 94% to $827,000. TSI
now operates 90 clubs in the
Northeast.

*Hopefully, by the time
this reaches you, the PEP Act, SB
1159 authorizing $400 million
over 5 years to implement a “best
practice” for physical education in
schools will be passed.

*GARY KLENCHE-
SKI's Boston-based Fitcorp is
opening its 20th corporate center
in May, bringing the Fitcorp total
to 32 sites, 12 public and 20 cor-
porate.

*Don’t miss the CLUB
INDUSTRY EAST/NEHRSA
Convention and Trade Show in
Boston, June-21-24. The keynote
speaker will be the “one and only™
JACK LALANNE. Jack will
also lead two early morning exer-
cise classes on June 23 and 24th.
Please be sure to stop by and do
some business with our terrific
advertiser’s that are exhibiting
there. For your convenience, their
exhibit numbers are shown on the
bottom of this page. For Conven-
tion and Trade Show information
and registration, call (800) 927-
5007. SAM POSA tells me the
Trade Show had sold out, but the
show has been expanded and
space is still available. If you are
vendor and would like to join the
over 140 exhibitors already signed
up for the Trade Show call Sam
at: (800) 525-9154. See you in
Boston!

*The Alaska Club Net-
work has purchased another club
in Anchorage. That makes the
chain, owned by TOM BEHAN
and ANDREW EKER, the larg-
est in Alaska with 8 clubs in An-
chorage and 2 in Fairbanks.

*KEN GERMANO, the
Executive Director of the Ameri-

can Council On Exercise(ACE),
has announced that ACE has rolled
out a new program called: The “ACE
Club Program. "The club operator
education package includes: the
ACE Health & Fitness Library, a
one-year club subscription to ACE
Fitness Matters and Stretching &
Flexibility, an informative CD-Rom
featuring stretching and flexibility
programs. For information,
call:(800)825-3636.

*Lifestart Wellness Net-
work, headed by DARREN
HODGDON, has been named the
“preferred fitness provider” by the
Equity Office Properties Trust, a
large, publicly held owner of office
buildings.

*24 Hour Fitness Presi-
dent and CEO MARK MASTROV,
has announced that 24 Hour Fitness
is joining forces with MAGIC
JOHNSON to develop a group of
full-service fitness centers, complete
with basketball courts in inner city
neighborhoods.

*The lovely DEE DEE
Kovacevich, formerly Marketing
Director for Jazzercise, has joined
KEN GERMANO as the Director
of Operation Fit Kids. Operation
Fit Kids is a terrific cause champi-
oned by Germano to help under-
privileged kids across the country
have access (o exercise equipment.
Operation Fit Kids utilizes donated
fitness equipment to set up fitness
centers in depressed areas.

*Bally Total Fitness con-
tinues to roll on with terrific finan-
cial results. The recent 1st Quarter
Financial results are in for BTF and
show doubled net income over the
same period last year! LEE
HILLMAN, the Bally CEO and his
great Executive Management Team
continue to work the plan that Lee

(See Norms Notes page 12)
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...my members use it,
they love it,

they tell their friends,

Gil Ruiz

Owner / Operator

N, Lifestyles 2000 Fitness, Utah
’  Better Bodies Fitness, Colorado
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trength torso = dumbbells
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800. 678 788 HOGGAN i}

® 2000 hoggan health Industries, inc. all rights reserved.  hoggan heatlh, sprint, camstar, lady camstar are all trademarks of hoggan health industries, inc. gil rulz, logos, and statements used with permission. d-0400-dio
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Joe "The Gladiator" Moore
Battles Public Fitness Center

A“How To Fight Non-Profit Rec Centers Document By Joe Moore”

The following letter has
been sent to Greene County Com-
missioners by Joe "The Gladiator"
Moore in Ohio to expose the wrongs
associated with a proposed multi-
million dollar Non-Profit Recreation
Center. Our readers are welcome and
encouraged to use this letter as a
blueprint to fight other such tax-
payer-funded Rec Centers in their
market.

May 11, 2000

To: Greene County Commissioners
35 Greene Street

Xenia, Ohio 45385

Dear Mr. Campbell:

It is with all due respect
that [ submit my views on the push
that is now underway to build a Gov-
ernment Rec Center and Health Club
in Greene County. | haveknowledge
and experience that may be unique
in this region of the country about
Rec Center issues. | own a Fitness
Center in Greene County; I have
been in the Fitness Industry for over
30 years; 1 have suffered from sub-
stantial Government Competition
for 10 years; | have seen Govern-
ment Competition run many other
operators out of business; | am a
member of the Industry Leadership
Council for the International Health
Racquet and SportsClub Association
which represents 5,000 Tax-Paying
Health Clubs worldwide; 1 have
studied several other Rec Center pro-
posals in the immediate area; and
maybe most important, | have a
background in Criminology which
helps with the investigation process
needed to uncover techniques used
to sell the Rec Center agenda.

Unlike others, [ freely ad-
mit my bias. I believe that selling
health club memberships to adults
is a commercial activity and that all
taxpayers should not be forced to pay
for the memberships of a few. Taxes
are belter spent on police and fire
protection, roadways, social services
and water systems. However, that
does not mean this report is unfair!
I also believe that you want a fair
and accurate report from the people
you are paying to make recommen-
dations to you. I don’t think that is
going to happen under current cir-
cumstances.

Joe Moore Sees The
Truth, Do You?

I want to see the veil of
secrecy torn from the face of Gov-
ernment competition in the Fitness
Industry. Although | am against

Government Fitness Centers, this
report is truthful. | have asked three
people that were at the April 20,
2000 Rec Center “Open Forum™ to
fact check my recollections for ac-
curacy. The accounts of the Rec
Center Sales Seminars often were
verified from tape recordings. My
knowledge of the machinations
used to build Rec Centers comes
from direct contact with the people
involved, material obtained through
the Freedom of Information Actand
legal discovery from lawsuits my
associates and | have filed.

Joe Moore Crashes The
Rec Center Party!

On April 20th I at-

tended the “Open Forum”. The
Forum'’s stated purpose was to ob-
tain feedback on either building or
not building a Greene County Rec
Center and Health Club. In the
Beavercreek News Current, County
Administrator Steve Stapleton was
quoted as saying, “The Commis-
sioners are interested in getting as
much public opinion as possible.”
I believe that is what you want, but
the presenters at the “open forum”
wanted only the opinions of a few
Rec Center activists; they certainly
did not want to hear from me or my
kind. I'was extremely disappointed
to find the meeting was nothing
more than a pep-rally for support-
ers and a sales presentation for all
others. Any input that did not sup-
port the Rec Center was unwanted.
This “Open Forum” was scripted
like an Amway sales party.

The meeting was started
by Tim Leiwig, Executive Director
of Parks and Recreation, followed
by Architect Allan Renzi, Project
Manager from Richard L. Bowen
& Associates, followed by a lengthy
slide show and sales presentation by
Lauren Livingston, President of the
Sports Management Group. These
are the people responsible for re-
porting on public opinion.

All three speakers assured
the audience that they were impar-
tial on the issue of whether or not
to build a Government Rec Center
and Health Club. Mr. Renzi and
Ms. Livingston were adamant that
the feasibility study they are con-
ducting is to be unbiased and com-
pletely fair. So | was amazed to
find, after | pressed them, that both
Mr. Renzi and Ms. Livingston have
a vested economic interest in mak-
ing sure the Center is built. Their
firms will only make additional
money from the project if the feasi-
bility study has a positive conclu-

sion and the County proceeds with
construction. Any recommenda-
tions by these people will be tainted
by their potential to profit.

During Ms. Livingston’s
sales presentation she made several
incorrect statements. Does she not
understand? Was she trying to mis-
represent the issues? This alone
should disqualify her from future
involvement.

Rec Centers Don’t
Compete - Hog Wash!

M';. Livingston stated

that Government owned exercise
facilities do not compete with com-
munity-owned businesses. She
specifically asserted they don’t
compete against health clubs. Her
statement is false! My biggest
competitor is the government! |
had brought several cancellation
forms to the meeting, showing tax-
paying health club members can-
celing their memberships to join
Government Health clubs, irrefut-
able proof she was wrong. |
showed the stack to her, but she was
undaunted and uninterested.

To back up her statement
that Government Rec Centers do
not compete with tax-paying fitness
centers, she asserted that people
who use Government Fitness Cen-
ters are older than those who use
tax paying fitness centers; there-
fore, tax-paying fitness centers do
not suffer from government com-
petition. This is also false! The
demographics and income levels
are almost indistinguishable, and
there are truly “independent and
unbiased” studies that prove it.

Mr. Renzi tried to support
Ms. Livingston by telling a story
aboul some out-of-state health club
that opened at the same time as a
Government Rec Center. The
health club amazingly still ex-
ceeded its sales projections. This
means nothing except that the club
owner had poor sales projections
before the club opened. | know of
at least one hundred clubs that have
been damaged by Government
competition. Many of them were
forced to close. So, | want Mr.
Renzi to give me the name, address
and phone number of this singular
health club owner. [ want the en-
tire story.

ized Fitn
We{fare or The chh’

M. Livingston stated

that Ohio is the envy of the Nation
because we are building so many

Government Rec
Centers and showed
slides of the Dublin
Rec Center, which
is actually a Gov-
ernment health club
where THE RICH,
who can well afford
to purchase fitness
memberships, re-
ceive a type of gov-
ernment welfare.
The citizens who
don’t use the club
are forced to pay
laxes to subsidize
those who do. So,
are we the eavy, or
do Government of-
ficials in other states
use their tax dollars
in wiser & more
prudent ways?
Why are local Gov-
ernments in Ohio
entering the Fitness
Business and what
other businesses
will they enter to-
morrow? Again,
selling fitness mem-
berships to adults is

N

Joe Moore - Founder &

acommercial activ- Pregident Moore's Fitness Centers

ity!

Holding up the Dublin
Rec Center as a paragon of virtue,
Ms. Livingston asserted that the
Dublin Rec Center is operating at a
profit! Since when is Government
in the business of “Making a
Profit"? But since she will undoubt-
edly use this “Profit” angle to sell
the idea of building a Greene
County Rec Center, | reminded her
of the fact that the Dublin Rec Cen-
ter truly does not operate at a profit
under the generally accepted defi-
nition of “profit.”

She would have been
more correct had she pointed out
that taxes and grants were used for
construction; so, there are no ex-
penses forrent or land or taxes. Plus,
Government can advertise and pro-
mote at taxpayer expense in addi-
tion to free advertising on Govemn-
ment access cable TV and substan-
tially reduced direct mail advertis-
ing rates. So, land cost, building
cost, advertising, and taxes are usu-
ally nonexistent expenses for Gov-

(See Moore page 8)
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PAGE 8

Moore...

continued from page 7

ernment health clubs. Therefore,
“profit” as defined by the average
citizen and “profit” as defined by Ms.
Livingston are quite different. She
did concede this point! Mr. Renzi
stated that Dublin did, however, ex-
pense equipment depreciation.

Ms. Livingston stated her
unbiased study was to “uncover
underserved needs in the commu-
nity", but having a pep-rally attended
mainly by people who want others
to subsidize their exercise member-
ships does little to uncover under
served needs. Western Greene
County has more health clubs per
capita than any other area | operate
in. By this measure, the citizens are
well served.

Government Health
Club Catch 22

Ms. Livingston used a

type of sales program commonly re-

ferred to as the “Little Questions

Closing Key,” as described in the
book “Secrets of Closing Sales” by
Charles B. Roth, copyright 1983,
Instead of asking if we want $8 to
$20 million dollars of our taxes
used to build a Government Rec
Center and Health Club, she re-
quired the audience to place little
stickers on the professionally
crafted displays representing com-
ponents that would make up a Gov-
ernment Rec Center and Health
Club: “If you want a basketball
court place a sticker here; if you
want an ice rink place another
sticker there; if you want a climb-
ing wall place a sticker here; if you
want a lower cost imitation of your
current fitness center place your
sticker there.” These are my words,
but you get the idea. Next came
the “Catch 22,” you can vote “yes”
but you can’t vote “no.” By plac-
ing any stickers on any display they
were saying “yes” to the Rec Cen-
ter concept and Ms. Livingston had
closed the sale. Hence, the Little
Questions Closing Key. I saw no
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display marked “Do not build a Rec

Center” and there was no security
to stop one person from placing sev-
eral stickers on one display. From
court-ordered discovery, | have
learned that climbing walls are of-
ten needed to create the “Wow Fac-
tor” to compete with me and other
tax-paying health clubs.

The session was poorly at-
tended (40 to 50 people including
Government employees) and did
not give a fair representation of the
community. It was mostly made up
of people who want government to
use laxes to gratify them in some
way. Several attendees had worked
to convince Beavercreek residents
to pass the ill-fated Beavercreek
Rec Center Issue.

Citizens’ Votes
Don’t Count

It was brought to Mr.
Leiwig’s attention that a “study”
had already been conducted with a
very large segment of the county’s
population, a segment large enough
to give a real scientific sampling.
The City of Beavercreek’s citizens
overwhelmingly voted “NO” to
spending tax money to study the
possibility of building a Govern-
ment Rec Center and Health Club.

To this Mr. Leiwig an-
swered, “That was all just Political.”
He feels that because it was Politi-
cal, the vote was not valid. He is
wrong! The voters have spoken in
Beavercreek, that is Political, and
their decision should stand! Instead
their will is being circumvented by
a few people who want to spend tax-
payer money for their own personal
benefit.

Is Your Mayor Havin
Rec Center Dreams!

thn I brought up to

Mr. Leiwig that Mr. Renzi and Ms.
Livingston were biased toward
building a Government Fitness
Center that would compete directly
with tax-paying fitness centers, he
replied, (I paraphrase) “You should
have seen the other candidates,
some looked like the Power Team
(those “Lifters for God")on TV.” 1
took this to mean he chose the best
from a poor group of candidates.
Greene County deserves better.

At this point a Greene
County resident, Mr. Fagan, asked
Mr. Leiwig if this process was un-
biased, why was Mr. Leiwig in-
volvedinit. He obviously has much
to gain as the Executive Director of
Parks and Recreation if a Govern-
ment Rec Center and Health Club
is constructed. It would be a “show-
case for Parks and Rec.” it would
increase his budget, it would in-
crease his responsibilities, it would
increase his status, it would increase
the number of employees he over-
sees and could potentially increase
his income. “The first law of Bu-
reaucracy is to ensure its own con-
tinuance”, Dr. Carl Sagan, 1994,

Who Benefits?
Government Employees!

Mr. Leiwig became

very angry. He took the question
as a personal affront; it was not. It
is a valid question about the proce-
dure. | don’t have any reason at all
to doubt Mr. Leiwig’s motives, but
if he may gain in any way from
building a Government Rec Cen-
ter might it influence his decisions?
It would influence most people!
But he stated from the beginning
he is unbiased. So, is it possible
that not just Mr. Renzi and Ms.
Livingston will gain by the con-
struction, but that all three princi-
pals involved in the “unbiased re-
port” have something to gain from
building the Center? It is a valid
question!

Ms. Livingston asserted
many times that the Government
Rec Center and Health Club would
not compete with any businesses
but would “partner with commu-
nity businesses for mutual benefit”.
She then showed slides of huge ka-
rate classes at a Government Rec
Center. There were enough stu-
dents to fill two or three karate
schools. If these karate students
were not enjoying the Government
largesse, they would be joining tax-
paying karate schools in the com-
munity. How many karate schools
have gone bankrupt because of
Government competition disguised
as “Community Partnerships™?

Government Antitrust
Violations?

Here are a few ex-

amples how the Government in
other areas has formed “Commu-
nity Partnerships” with me and oth-
ers in the Fitness Industry:

1. They have written and
implemented plans to steal my
members and use them as the “base
of support” for their Government
Health Club.

2. The Government
charges a sales tax on all member-
ships small businesses sell, but ex-
empt the Government-owned
Health Club members from paying
the same tax.

3. The Government sells
memberships below the actual cost
of service to take business away
from its “Community Partners”.
This is predatory pricing and re-
verse condemnation.

4. The Government has
blocked Government employees
from exercising anywhere but the
Government Fitness Center, more
reverse condemnation.

5. Government Fitness
Centers and predatory practices are
responsible for the closing of hun-
dreds of tax-paying health clubs.

6. The Government has
stolen much of the programming
tax-paying clubs developed.

7. The Government solic-
its our employees, after we have
spent thousands of dollars and
thousands of hours to train them.

You would think Government would
have the common decency to learn
the exercise business and develop an
exercise training program of their
own.

I can be more specific about
competitive atrocities committed by
Government Health Clubs, but you
should have the idea. So much for
“Community Partnerships”.

Government Studies
Supgor;r
When None Exists!

I have examined the
“Greene County Countywide Recre-
ation Center Survey.” It reads in part,
“We are working with a consultant
team to measure our need for new or
improved facilities and to develop a
logical plan for the future.” It asks
three demographic questions. It then
reads “To meet your individual lei-
sure-time needs, please rate your
level of interest in each activity.” It
lists nine activities for you to rate as,
“Very Interested, Interested, Moder-
ately Interested, or Least Interested.”
Where is “NOT INTERESTED™?
Your only possible answers are all
positive. Is it possible that someone
in all of Greene County is not inter-
ested? Why were all possible nega-
tive responses deleted? The answer
seems simple: If there is no possibil-
ity to answer “NO", the answer is
“YES"! Nothing else is possible. The
survey can then be used to show an
“unprecedented need throughout the
community.” It is odd that the web
site default setting for all nine ques-
tions is “Very Interested”; therefore,
if the respondent does not answer a
question, the answer will automati-
cally be recorded as “Very Inter-
ested”. In all of the Rec Center fea-
sibility studies | have now reviewed,
the one, most obvious question has
never been asked: “Do you want your
tax money used to build this Center?”
Is our unbiased consultant team play-
ing with a stacked deck?

Government Guarantee:
Exercise Happiness!

question the use of the
phrase “leisure-time needs.” Our
needs from Government are Police
and Fire Protection, a Courts System,
education, road repair, and a reliable
water system. They mean “leisure-
time wants”. 'We are only guaranteed
the pursuit of happiness. Govern-
ment cannot and should not guaran-
tee happiness for our “leisure-time
wants”.
So, the “Interest Survey™ is
a variation on Ms. Livingston’s Rec
Center component display, where we
were to place stickers on the Rec Cen-
ter components we “need”. Remem-
ber, there was not a display marked
“Do not build the Rec Center” upon
which to place the stickers.

Catch 22 Part B

The “Interest Survey”
works on the same principle as the
(See Moore page 14)
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-o-S aleS Make’s Empire State Games Team for New
continued from page 3 York City for 3 years. But he's most

The Sales Makers’ cre-
dentials are quite impressive:
They have spoken at two thirds of
the IHRSA Conventions, all of the
Club Industry Shows as well as al-
most every other regional show.
They are on the faculty of
IHRSA’s Institute for Professional
Club Management, they are on the
judging committee for IHRSA’s
Sales Team Of The Year award
and have recently sponsored and
authored the latest IHRSA video
on sales!

In 1981 Ray Gordon
founded a club consulting com-
pany called “Inner Secret.” In
1983 he changed the name of his
company to “ Sales Makers.”
Gordon’s vision for his company
was simple. He wanted to provide
aservice that would elevate health
club membership sales results to
a new level without discounting
dues, not using high pressure sales
or “bait and switch” mass market-
ing promos or any methods that
are not good for the new member
and for the club owner over the
long haul. And, guess what? They
teach fundamentally the same
sales system now that Ray began
nearly 20 years ago. Sure, they
have refined the system and added
some helpful components, but es-
sentially the Sales Makers System
has endured the test of time very
well. The simple reason is that The
Sales Makers deliver results. The
average membership sales in-
crease for clubs mentored by Sales
Makers over the years has been
27% annually!

The Sales Makers
System - Developed
or The Long Haul

Prior to Founding In-
ner Secret and The Sales Makers,
Ray Gordon had extensive expe-
rience in the club membership
sales business having been the
Sales Director for several clubs,
including the massive Courtrooms
in Fort Lauderdale, Florida where
he increased membership by
701%!

In 1979, Gordon hired
Doug Miller, an associate from his
days at the Courtrooms in Fort
Lauderdale. Miller became a part-
ner in Sales Makers for several
years before departing for En-
gland where he established Sales
Makers England. Sales Makers
U.S. and England became entirely
independent entities at that time.
In 1983 Gordon hired Eddie Tock
to work at Jim Farrell’s Sportset
Club in Syosset, New York. Tock,
formerly a teacher and coach for
five years, is very competitive. He
was very successful as a soccer
coach and whose team ranked #3
in New York State for 3 yearsina
row. Beginning at the age of 23
he coached the New York City All
Star Soccer Team,the Catholic

proud of the fact that he helped 27
of his athletes get college
scholarships,including sending a
player to The University of Con-
necticut. The amazing story is that
UCONN won the NCAA title 2
years in a row with Tock’s player
as team captain,but even more
amazing is that the UConn coach
never saw this player in a game
before  giving him a
scholarship,totally based upon
newspaper articles and Tock’s rec-
ommendations over 15 phone calls.
That’s when Tock “realized I be-
longed in sales helping other
people get what they want out of
life!” Tock obtained 3 Masters de-
grees in: Education, Exercise
Physiology and Outdoor Educa-
tion. But, even with that terrific
background, he admittedly got off
to a rough start in membership
sales. Tock recalls, “The first two
weeks I made only $200 per week.
I was really frustrated and was ac-
tually thinking about quitting. But,
one of the other sales people told
me | should go to the sales meet-
ing on Friday morning. After the
meeting | showed the person that
gave the training seminar my re-
sults, told him about my back-
ground and asked him if I should
get out of the business or not. He
responded ‘you're just an impatient
New Yorker." The person who
made that comment was Ray Gor-
don. Sportset had 3 clubs with 17
sales staff people and that day I was
ranked #15. The next month I was
ranked #1 in the whole company
and [ went from $200 per week to
making $1,000 a week straight
commission. For the next 3 years |
was #1 in sales,even though I had
stopped taking most walk-ins. Two
months later | was promoted to
sales manager. From the time [ was
promoted until one year later, with
Ray Gordon as my consultant, we
did over a $1 million increase in
sales with no advertising because
advertising was not in the budget!
| was very fortunate because | was
mentored at Jim Farrell’s clubs by
the best in the business as far as |
am concerned. Those two were Ray
Gordon on the sales end and Rick
Caro, the world’s leading expert on
club cost control, who was consult-
ing with Jim on club cost control
and club management challenges.”

Ray Gordon recalls, “I
hired Eddie to work at Jim Farrell’s
Sportset Club on Long Island in
1983. He became established in the
system and did all the right things.
All the follow-up calls, all the out-
reach. He did everything he was
supposed to do and pulled huge
numbers. He became the sales
manager there. He broke my record
and his team did $500,000 during
his first January. From there he
worked with Mike Arteaga at the
Allsport Clubs.” 1 asked Gordon,
“How did you go about deciding
to make Eddie Tock a partner in
your company?” He replied, “For
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December 23, 1998

Sincerely,

?744# e,

Mary Beth Provost
General Manager

made. .. over and over again. Their contribution to our
Without them, we would not be the largest and most successful club in South Carolina.

ENVy
et Ly
© «

RACQUET & FITNESS CLUB

Dear Club Owner/Manager,

We have been working with Sales Makers off and on since 1988. They hired me as a sales
person in that first year. I have since worked with them as Sales Manager/Marketing
Director and General Manager. Each time they have come in for a contracted time our
sales have increased dramatically. They have also come in on other occasions to train
and/or motivate our sales team on a two or three day basis. We have always felt that the
time and money spent has been well worth it

Qur most recent contract has been during our $1.2 million expansion which started in
October 1997 and finished two months after completion this month. Our membership
base has gone from 1900 to 2700 in that time, a growth of 42%!

Ray Gordon and Eddie Tock compliment each other very well and each brings their own
strengths to the club. As a sales person, they challenged me to exceed all my goals and
gave me organizational skills and sales techniques that I still use today. As Sales
Manager, they helped with leadership and motivational skills. As marketing Director, their
marketing ideas that they gave us in 1988 are still working today

Without a doubt, working with Sales Makers has been one of the best decisions we have

has been tr

dous.

one thing, he was really good at
what he did. The other thing was
he was worth a mint and | knew
that if | didn't start moving him
into a partnership, he would be
hired away by somebody eclse.
He was getting offers because
Eddie is a naturally great trainer.
We work heavily on performance
bonuses so he was already in an
income sharing position. So, |
moved him into a minority part-
nership role in January of 1987.
When Doug Miller went to En-
gland to develop Sales Makers in
England, I moved Eddie into a
equal partnership role.”

Lyle Schuler, the third
member of the team, joined Sales
Makers after 15 years of success-
ful multi-club ownership expe-
rience earning recognition in
Club Industry’s “TOP 100" for
four consecutive years. Prior to
launching his career in the health
club business, Schuler attended
Cortland State University where
he captained the football team
setting rushing and scoring
records and finishing fourth in
the nation in scoring. His play
was good enough to attract the
attention of scouts for the Dallas
Cowboys and the Cincinnati
Bengals. With a Bachelor of
Science in P.E. and Rec his

launch was similar to many who
enter the business - starting first
as a training floor instructor, then
progressing from fitness director
and club manager to ownership.
Lyle teamed up with Bill Austin
and Mary Murphy purchasing
and/or building 6 clubs in New
York and Connecticut during a
nine-year period between 1984
and 1993 culminating with a 3-
club sale to Town Sports Interna-
tional in January of '98 along with
the sale of his interests in one of
the remaining clubs. One of Lyle’s
primary responsibilities during his
partnership was the training, de-
velopment and management of the
membership sales teams. * [ feel
particularly proud and fortunate to
have been an influence on some
of the most talented sales and
management professionals in the
country. | believe we cultivated
an environment for top perform-
ers to grow as evidenced by the
achievement of Barbara Meredith
who earned top honors as
IHRSA's 1st Sales Person of the
Year."

In 1986 Lyle and his
partners hired The Sales Makers
to insure the successful opening
of their third club in Newburgh,
New York. Their involvement
proved to be one of the best deci-

sions the partners could have made
as the club accomplished a record
breaking performance of over
1500 memberships in five months
- all at non-discounted dues. Lyle
credited Sales Maker's profit pro-
cedures, training and membership
sales systems as one of the most
critical components in the club
expansion process. He noted, “To
successfully expand into a multi-
club organization there usually is
very little margin of error in the
sales process. Club owners must
have the right sales people in
place, executing on the right de-
tails and following the right sys-
tems. Additionally, owners and
managers need to have the tools
to effectively recognize “sales
speed bumps” and take the steps
necessary to keep sales on track.
Al a glance, it all sounds so simple,
but in reality to consistently man-
age the process it takes a great deal
of focus and energy.

Early Days
For A Busy Consultant

Gardon recalls, “One
of my first consulting jobs was for
Rich Boggs, Ray Irwin and you,
Norm Cates, at Courtsouth in At-
lanta in the early 1980s.

(See Sales Makers page 16)
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NEW GOLF
CONDITIONING
SYSTEM ATTRACTS
GOLFERS TO FITNESS

Golf Express is a revolutionary concept in
fitness that offers a great opportunity for clubs to
attract golfers to their facility. Now you can
train groups of golfers or train one-to-one with
the use of ‘Sport Specific Training’
equipment and programing.

Centered around a unique ‘Swing Conditioner’
that replicates the golf swing, golfers can now
train without fear of comprising their game due
to soreness or other problems associated with
typical training methods. The fluid resistance
mechanism used in the GOIf EXpress system
allows speed and resistance to be applied
simultaneously which is attractive to golfers.

To find out more about how Golf Express can
create a new market for your facility call us at
1-800-934-0321. Also Ask for our FREE ‘Six
Keys to convert Non-Exercisers into Members.’

MAY ISSUE

continued from page 3

ing and merchandising deals. Pro Sport
emerged as a full-service sports manage-
ment firm representing 35 professional ath-
letes, as well as over 150 actors and ac-
tresses, through its talent agency division.

Stein did his undergraduate work
at the University of Southern California
where he completed a dual major in Mar-
keting and International Finance. After
graduation, Mike started his career in sales,
first as a stockbroker, before moving into
corporate event sponsorship sales for

Howard Marlboro Group, a division of
Saatchi & Saatchi. Additionally, he was
the Marketing Director of ICAC, market-
ing the benefits of bringing health & fit-
ness training into the workplace to Fortune
500 executives.

E-Zone Networks Inc. is the lead-
ing private interactive media network, pro-
viding education and entertainment that
enlightens, enlivens and engages its cus-
tomers. E-Zone’s product and service port-
folio creates value for active lifestyle con-
sumers, organizations and advertisers at all
levels of the fitness industry.

Norms Notes...

continued from page 5

reviewed for us at the IHRSA Global In-
dustry Summit San Francisco! Also, BTF
has announced another alliance. This one
is with Century Industries and Aloe
Commodities International to launch a line
of 12 weight management and nutritional
drinks “infused with aloe vera and other
nuiritional supplements. BTF expects $20-
$25 million sales of the product in the first
year.

*StairMaster has changed its
name to StairMaster Health and Fitness
Products, Inc.

*Best Wishes to my old pal,
GARY TAYLOR and his wife PATTI as
they venture into the world of retirement.
Gary is a 20+ year club industry veteran
that has served IHRSA and our industry
well. Gary served on the IHRSA Board
of Directors about 10 years ago and has
continued to be an outspoken advocate of
ethical club operations over the years. Gary
was the General Manager of the huge
Wheaton Sports Center for about 15

years and for the last 6 or 7 years has been
with the Continental Athletic Clubs in the
Chicago area. Gary has a great plan. He and
Patti will spend their winters away from the
frozen-Windy City at their second home in
Carlsbad, California, an area that is about
30 miles north of San Diego and is surely
one of, if not the most beautiful regions of
the world.

*The Tennis Corporation of
America’s TNT Program (“Tennis In No
Time) is now over 30 years old. The pro-
gram, Co-founded by TCA's ALAN
SCHWARTZ, has taught over 100,000
people the great game of tennis!. Alan and
his son STEVEN, have just had a great vic-
tory in the Pittsburg area as the YMCA of
Sewiskley has been declared to be liable to
pay property taxes in a recent decision. TCA
had lobbied heavily to make that happen.
Way to go guys!

*TIM and SHEILA RICHARDS
have opened a brand new $2.5 million fit-
ness center addition to their 74,000 square-
foot Orchard Hills Club in Lancaster, Ma.
The center has $250,000 in new equipment
and a major CardioTheater Entertain-

(See Norms Notes page 25)

PAT'S CRANKY IF SHE MISSES A CLASS.
(HER FAMILY MAKES SURE SHE DOESN'T))

Make all the families in your community happy.
Add Jazzercise classes to your facility.

jazzercise

www.jazzercise.com

Call Jazzercise, Inc.(760) 434-2101
to Locate a District Manager inYour Area.
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display gimmick. This is the “Catch
22" part B. Each time you answer a
question with the only responses al-
lowed (Very Interested, Interested,
Moderately Interested, Least Inter-
ested) you are saying “YES” 1o build-
ing the Rec Center. You are only al-
lowed to give input as to the parts you
“need” the most. Again this is using
a type of marketing similar to the
“Little Questions Closing Key” from
books such as “How to Close Sales”
by Charles B. Roth, copyright 1983.
You may qualify fo fill out a survey if
you find one in the newspaper or by
using the Park Survey web site. Any-
one can access the web site or pur-
chase a newspaper. So, are only
Greene County taxpayers involved in
the process, or are people from out of
state helping to decide the components
the Rec Center and Health Club shall
include? Could employees from the
consultants Richard L. Bowen & As-
sociates and The Sports Management
Group be stuffing the ballot box? Are
some people voting twice? Are there
any safeguards? Does anyone care?
Perhaps a math professor
from Wright State University or Cen-
tral State University would be kind
enough to explain to Sports Manage-
ment Group how a scientific study is
conducted. Iasked Ms. Livingston at
the meeting if they would accept in-
put for fair questions on the “Interest
Survey”. She stated, “NO!"

Stop Government Health
lubs - Get Involved!

So, here is the Govern-
ment Rec Center and Health Club
marketing plan:

1. Have three meetings with
the ostensible purpose of obtaining
public input on whether or not to build
a Government Rec Center. Accept
only positive input.

2. Treat the few people who
show up to a pep-rally and sales pre-
sentation, complete with color slides
of the most elaborate Government Rec
Centers and Health Clubs in the Na-
tion. This should whip the audience
into the state of euphoria necessary to
complete the next step.

3 “Catch22”  The au-
dience is allowed to pick the compo-
nents they “want” for the Government
to buy for them. By placing stickers
on the elaborate displays they desire
the most. There is not a display titled
“1 do not want to build a Government
Rec Center”,

4. Attendees then mill about
discussing the great works they are
doing for the community and patting
themselves on the back.

5. If there is time left and if
anyone is still there, (this would be
about 9:00 PM) the unbiased people
doing the feasibility study will answer
questions.

6. “Catch 22" Part B
The audience members are invited to

vote again by filling out a survey
or visiting the web site. No nega-
tive answers allowed. (Other Park
and Rec Departments use telephone
studies and/or mail-in studies.

If this should be sug-
gested, | know how these schemes
work as well.)

These are the six steps I
have identified so far, (other things
may have occurred that I am un-
aware of) but I can accurately pre-
dict what will happen next. For the
last ten years Government has been
belligerently competing for my cus-
tomers; so, | have studied the
schemes that other “unbiased con-
sultants” have used in other places.
I have also been attending the An-
nual Athletic Business Conference.
This is one of many seminar pro-
grams where Directors of Park and
Recreation Departments are re-
cruited and trained on how to con-
vince their bosses to build Govern-
ment Rec Centers and Health
Clubs. (Other such seminars are
held in Colorado.) The presenta-
tions have been very enlightening
on the mercenary nature of Parks
and Recreation Departments.

Why Are These
Mo ities Built?

me the Athletic Busi-
ness Conference Seminar | have
learned the real reasons for build-
ing Government Fitness Centers.
Some of the most offensive ex-
amples from Parks and Recreation
Directors are as follows:

1. “Money, Money,
Money! We need to make lots of
Money!” (For the Parks and Rec
Department) “Make money that is
the phrase we’re using in the Parks
and Rec today.”

2. The Government Rec
Center is now “One Stop Shopping
for Fitness! The Hot Spot to hang
out! So, you need lots of “Cool
equipment!” [ suppose this means
“One Stop Shopping” like Kmart!

3. “If you don’t build a
(Government) Fitness Center
someone else (a small business per-
son) will build a Fitness Center
down the block™. This is predatory
trade practices and is a case of Re-
verse Condemnation if other Fit-
ness Centers already exist in the
area.

4. “We find that fitness
center (members) are our best al-
lies. They love us! They think
we're the best thing. We got them
in the committees. We got them in
programs. We got them to speak
on our behalf.” Of course, Fitness
Center Members love the Park and
Rec employees that use taxes to
help pay for their exercise member-
ship; Welfare for THE RICH.

5. “We are not good in the
Park and Recreation at pricing
things high enough. No Country
Club prices! However, | want the
Country Club people.to come
here.”

6. The fitness centers
have become “showcases for the
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Parks and Recreation Depart-
ment”, This may be the driving
force behind why the Parks and
Recreation Departments are so
frantically pushing to build these
Health Clubs: Parks and Recre-
ation Department employee grati-
- fication!

| have had the above
statements triple checked for ac-
curacy.

During the Conference a
videotape of Government Rec
Center member testimonials was
played. A typical member es-
poused “I used to go to Bally's, it
was real expensive.” Bally Total
Fitness is not “real expensive”.
They give good value at reason-
able prices. He thinks Bally is
expensive because he is receiving
government fitness welfare from
his new Government Rec Center.

We Are No Longer
Citizens. We Are The
Competition!

Aﬁcr the testimonial

tape was played, a question was
asked of the moderator who oper-
ates a Government Rec Center:
“How many health clubs are in
your area?” (meaning tax-paying
health clubs near the Rec Center).
Her reply was very enlightening.
She replied “We put them all out
of business! Ha Ha Ha!™ This is
the true attitude of many Parks and
Rec employees, and | have it on

tape!

Such a statement from a
Government employee is uncon-
scionable. She thinks it is funny
to run tax-paying clubs out of busi-
ness. She is so good at it, other
Rec Center employees pay (or
more likely taxes pay for them) to
learn how she does it. This leads
1o an interesting question: Has any
Government employees from
Greene County or any of its Po-
litical Subdivisions attended these
or similar seminars?

The Rec Center
Sales Program

Thc informal conver-
sations | have had with “Public
Servants” are even more reveal-
ing! From what I have learned, |
can make some very accurate pre-
dictions of the next steps that will
occur to convince you to build a
Government Rec Center and
Health Club.

Prediction #1: Since op-
position to the project has surfaced
the consultants may add an addi-
tional “Study” or step of some sort.
It too will be unscientific and writ-
ten to elicit positive responses.
However, when the “unbiased”
feasibility studies are completed,
they will show an extremely strong
demand! (This conclusion will be
totally wrong.) In fact, demand
will be said to be so strong that the
project will need to be started im-
mediately.

Prediction #2: Even

though Greene County already has
plenty of Fitness Centers, the fea-
sibility studies will show an ex-
treme need for a strong fitness cen-
ter component. (This conclusion
will be wrong as well.) This is ac-
tually to win the support of THE
RICH. Most Rec Center consult-
ants believe THE RICH love to
have other people footing the bill
for their health club memberships.

Prediction #3: The Rec
Center supporters who attended the
“open forum” sales presentations
and *correctly” filled out an inter-
est form, as well as any other sup-
porters who are identified, will be
asked to serve on committees with
the ostensible purpose of “Sharp-
ening the Focus” to better serve the
community.

d,oe Moore Idenaﬁes
The Commuttees
Really Are

I have learned at the Rec
Center Seminars that these people
are sometimes referred to as “Bird
Dogs" as described by Joe Girard
in the book “How to Sell Anything
to Anybody”, copyright 1979. Mr.
Girard believes that the average per-
son knows 250 people and so one
person will influence, positively or
negatively, as many as 250 people.
Therefore, the people given the
prestigious position of “serving” on
a Rec Center Committee will influ-
ence all of their friends and family
members to support this effort. In
his book, Mr. Girard was describ-
ing paying money to people who
referred customers to him to pur-
chase cars. He called the people he
paid “Bird Dogs”. Other sales train-
ers use other names.

The Rec Center “Bird
Dogs™ are not paid money, but they
receive the power to influence, or
are led to believe they have the
power to influence, where the Cen-
ter is to be built or what color the
pool area is painted or may even
have their names engraved on a
placard in the lobby!

Prediction #4: The site
recommended for the Government
Rec Center and Health Club will be
in the far Western area of the county
where it can feed off the existing
health clubs.

The Government Wants
Your Members !!!

So, the consultants will
want the Rec Center where it can
draw from the three Wright
Patterson Fitness Centers, the
Wright State University Fitness
Center, the Kettering Rec Center,
the Five Seasons Country Club, the
Beavercreek YMCA, Bally Total
Fitness, Moore’s Fitness, Pro Fit-
ness and so on. The biggest “base
of support” for Rec Center Health
clubs is existing health club mem-
bers. (I learned this through the
Freedom of Information Act and
from documents obtained through
court ordered Discovery.) Current

Health Club members will love other
people paying for their memberships.
At least that is what most consult-
ants think. I wonder if the public
would ever fall for this, if the truth
were available to them.

Prediction #5: Real needs
will not be addressed. When [ voiced
my support of a Center for disadvan-
taged youth, the consultants scemed
puzzled. |saw no display depicting
the needs of the poor at the “Open
Forum™ nor are the poor addressed
on the Web Site. There will not be a
free transportation system proposed
for the poor children as I suggested
at the “Open Forum”, but the con-
sultant may suggest valet parking.

In March I helped IHRSA
raise $50,000 for the Boys and Girls
Clubs of America. Within a year we
hope we will raise $1,000,000 more.
Why do we believe so much in the
Boys and Girls Clubs? They do as
their mission states. They are not
serving the wants of THE RICH.
Most Rec Centers, on the other hand,
are built to serve THE RICH at the
expense of everyone, including the
poor. This I can not support

Prediction #6: Mr. Renzi
stated that the average Government
Rec Center operates at a 40% defi-
cit. Meaning that in addition to the
cost of construction, the citizens are
foreed to use their taxes to make up
the 40% loss. He added that this is
the “old formula”.

I predict that the study will
estimate that the Rec Center will
operate near {o or at break even. The
study’s figures will be off by the
same 40% Mr. Renzi first predicted.

Prediction #7: This predic-
tion | will not reveal now. | have
given a copy to my lawyer to verify
the date for disclosure at the appro-
priate time.

1 don’t know all the tech-
niques used to convince public offi-
cials to enter the fitness business. |
have only tried to cast some light on
the process I have seen in other com-
munities and to detail the formula
that is being used on the people of
Greene County.

My reason for writing this
detailed account is because | saw that
only the Pro-Rec Center people were
reporting to you, and that you prob-
ably had no reason to suspect how
biased your consultants are. The
current process is too tainted to con-
tinue. Any conclusions will be in-
valid. It should be halted immedi-
ately before any more tax money is
spent. | have accumulated much
evidence relating to the Rec Center
agenda, including some very disturb-
ing videotapes. | think you would
find this material interesting. | now
offer my services and the resources
of the International Health Racquet
and Sports Club Association to bring
you valid information on the Rec
Cenlter issue.

Sincerely yours,
Joe Moore

President and Founder
Moore's Fitness Centers
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Sales Makers

continued from page 10

Courtsouth was just beginning the
process of conversion from rac-
quetball courts to multi-purpose
clubs and was making the switch
from court time to monthly dues
memberships. Even then we were
using our system of motivational
calls and follow-up calls. I think
that’s why almost all the clubs we
dealt with did well in the long-term
because they started off on the right
foot. Peter Daane, the fellow we
trained for your Downtown Ath-
letic Club, was a perfect example
of what Sales Makers is all about.
Peter was a natural and he had good
talent. But, what made him great
was he didn’t rely on that talent. He
followed our system exactly, he
took the notes and kept the records
and did all the little things, all of
the follow-up and motivational
calls, the notes, etc. that took his
talent and made him truly a great
one.”

(Author’s Note: When |
hired Peter Daane in 1982 to work
in membership sales at my new
47,000 square-foot Downtown
Athletic Club, 1 sent him to The
Sales Makers training seminar in
Florida before we opened. Peter
came back and worked in the DAC
for 7 years and turned out to be one
of the greatest membership sales
people | have ever seen or heard
of. For example, in one month, Pe-
ter and two others sold 580 mem-
berships! During his 7-year tenure
at the DAC, | would estimate that
he sold between 12 and 15,000
memberships himself. Peter was
extremely talented in relating to
member prospects and to members.
He was meticulous in his record
keeping, accumulating 5 or 6 file
boxes of 3" x 5" tracking cards with
every little detail about the mem-

ber prospect. So, when he would
call to follow-up on a prospective
member, he would know the little
details about the man or woman’s
life that helped bond them to him
and he would ultimately get them
into the club and sign them up. He
was relentless on follow-up. Be-
cause of the downtown Atlanta lo-
cation, we didn’t have the luxury
of massive numbers to draw from
because office workers would
‘head to the suburbs’ when they
left their offices. So, he was care-
ful to never lose a prospect that had
shown buying interest. Once, he
actually sold a membership to a
man that had no-showed 21 pre-
vious appointments! On his 22nd
appointment the prospect finally
showed up and joined. As | men-
tioned, he was diligent. Peter
Daane, using all aspects of The
Sales Makers System, was truly an
amazing performer in this busi-
ness. He now owns his own high-
way billboard system in the At-
lanta area.)

Tocks adds this about
many of the other top sales per-
formers , “Peter Daane is a great
example of what we’ve been
teaching for years. That is to be
successful, you have to be brilliant
on the basics. Sales and club rev-
enue growth is kind of like exer-
cise. There is no quick fix. Every-
body is looking for it. Everybody
wants that magic pill to help you
lose 20 pounds. Everybody wants
that magic pill to help you make
an extra 100 sales, The reality is,
though, if you go back to the ba-
sics and you do them consistently,
and you hold your staff account-
able and you pat them on the back
when they are doing well, that’s
focusing on the basics and that is
what we've taught. That’s Peter
Daane’s story right there. The ba-
sics are: ask questions, shut up and
listen, take notes and take care of
your customers.”
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What Does
The Sales Makers
System Include?

U ‘ e discussed with

Gordon the evolution of The Sales
Makers System over the years. |
asked Gordon, “Your system is
fundamentally the same as it was
18 years ago, isn’t it?” Gordon re-
plied, “It has changed a little be-
cause of the times and what has
happened in the world, but the ba-
sic system is still the same. When
someone walks into the club, the
conscious mind of the sales per-
son takes over. It is somewhat
standard across the industry to
give the tour, to be friendly and to
ask the right questions and present
the facility in a way that will in-
form the new member about the
facility. The key to our system is
that we train people to ask ques-
tions on the tour that are neces-
sary to build clients, not just make
a sale. When a non-exerciser
walks into a club, that is the best
buying signal that you are ever
going to get. So, the key is not to
ask questions just to make the sale,
but to ask the questions that will
make the person a successful ex-
erciser. You then write those
things down and use that informa-
tion for follow-up calls and moti-
vational calls. This is where the
management comes in. You must
manage the sales staff to be sure
that the follow-up calls that are
supposed to be made are made be-
cause you are dealing with the post
membership subconscious mind
that says to the sales staff person,
‘I’m going to go take another tour.
I don’t need to worry about that
new member or follow-up or mak-
ing motivational calls because
there is no money in that.’

Ed Tock adds, “I think
that the customers are much more

5
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They now understand that the
body needs to exercise and that_.
our bodies were not meant 1o sit
still. It is important that we help
create a comfortable atmosphere
for the customer to come in and
that we give them enough per-
sonal service so they will stay
with us. This helps the club cre-
ate more member loyalty. Back
in the '80s it was the “me” gen-
eration that was more impulsive
and into looking good. Now, the
customer is more into feeling
healthy and feeling good. That is
what we see as the biggest differ-
ence. Back in the 80s, a lot of
clubs were selling price, not
value. We've always insisted that
our clients sell value. Now, the
quality clubs in the industry are
heading in that direction. After
working with over 500 clubs we
are now finding that the new
members are more demanding.
They want a comfortable atmo-
sphere. They don’t want to wait
to get on equipment. They want
results. What clubs are selling
now is feeling good and having
more energy. We're not in the
weight loss business. And, in
most markets, we're not in the
body building business. | think a
lot of clubs are headed down the
mind-body-soul path. We're not
there yet, but we are heading that
way. We've been fortunate that
over the years we've worked with
many of the industry’s leaders.
Over half of IHRSA’s Board of
Director’s clubs and several of
IHRSA's Presidents have been or
are our clients. Also, one of the
most rewarding things we’ve ex-
perienced is that a lot of the staff
we've trained and worked with
have grown from staff members
and sales people to sales manag-
ers, general managers and in
some cases, even into ownership.
We’re in this industry for the long
term.”

70% of
New Memberships
From Referrals!

Ray Gordon contin-

ues, “I think the big change that
has come is that club owners and
managers are now realizing that
70% of their new members are
coming from existing members
through referrals. They have also
learned that a major percentage
of their day should be spent mo-
tivating existing members to
come in because they will bring
in that 70%. Why spend all of
your money and time going after
that 30%? To successfully pursue
that 70%, we've adjusted our
System to make the motivational
call to the non-exerciser/new
member within 7 days of the en-
rollment date and not later than
14 days. The reason you have to
make the call within 7 days is that
the new member is typically ex-
cited and very positive during that
time frame. They are coming in

for their first training appointment.
¥You've got to make sure that your
first call has no failures and sets
the stage. The second call at the
14th day responds to what Sandy
Coffman,the excellent service and
programming consultant, says and
that is that most people start
quiting the club between their 14th
and 30th day. So, the 14th day call
deals with that. Then the Sales
Makers Personal Training system
is activated where the trainer calls
them on the 21st day. And then we
call back on the 30th day, either to
create more referrals or to correct
the direction it is going. If they are
not using the club, you’ve got to
get them back in then or risk los-
ing them. After that, we use com-
puter usage tracking during the
first 90 days to determine how of-
ten they have used the club. We
then call everybody that is a non-
user to encourage them to come
back in. However, club operators
should beware of the loss of the
personal touch when using com-
puterized sales tracking systems.”
Tock continues. “The

Sales Makers on-site consulting
service provides the following re-
sults to our clients: (1) Increased
membership sales numbers. (2) In-
creased monthly dues rates (In
many cases). (3) Increased reten-
tion. All of these results are typi-
cally done with little or no addi-
tional advertising costs. Impor-
tantly, these results are obtained
without discounting dues. Our or-
ganization never has and never
will be involved in those member-
ship promotions that involve mass
mailings and deep discounts of 2
or 3 years paid in advance mem-
berships. Those kinds of promo-
tions involve nothing more than
preying on the psychology of the
non-user member. Amazingly,
there are still promotion compa-
nies in business in our industry
today that brag about and sell their
services with the promise that only
3% of the people that redeem and
pay for their discounted member-
ship will ever walk into your doors
again! They are totally against the
philosophy of what we are trying
to do. That is to help people get
and stay healthy. Fundamentally,
these kinds of promotional com-
panies are operated by “fast-buck”
artists who could care less about
what happens to the club after they
get their commissions.” Schuler
added, “It’s unfortunate in our in-
dustry that there are still those
kinds of promotion companies tak-
ing advantage of club owners.
Those promotions usually end up
with disastrous long term effects
for the club owner. In fact, two of
the clubs that my partners and |
purchased in the 1980s had previ-
ously used these kinds of promo-
tions and were subsequently un-
able to sell a regular monthly dues
membership! Nobody in town will
pay a club owner $45 per month
for a membership after he had been
(See Sales Makers page 18)
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Sales Makers

continued from page 16

selling 3 years for $99! Those
promo-consulting companies are
like a ‘quick-fix" of cash. But, what
happens after covering a couple of
payrolls this way is that they no
longer generate a legitimate mem-
bership at a fair price.Sales Mak-
ers won't do a quick-fix. We in-
stall a system that can keep on
working long after we've left.”

The Sales Makers
Menu of Services

Thc Sales Makers pro-
vide a number of options for club
owners to select from. They in-
clude:

(1) Three Day Seminar/
Workshop - This involves an onsite
training program that focuses on
the foundation of the system, as-
sistance with hiring and training of
sales staff, short-term marketing,
customer service training for the
front desk staff, sales training for
personal trainers, management
training and management systems,
in the case of new clubs market
analysis and positioning in the
proper niche. The main focus dur-
ing this 3-day plan is on member-
ship revenue. Prior to Sales Mak-
ers arrival for the seminar the
owner is asked to complete an 8-
page questionnaire on the club. It
is an intense 3-day program.

(2) Six Month Perfor-
mance Agreement- This program
involves on-site presence of a
Sales Makers principal for an av-
erage 3 to 6 days per month, de-
pending upon the size of the
project. During the six months The
Sales Makers are on the phone
with the club during the week.
Reports are e-mailed to Sales
Makers twice per week with
followup back to the club. Sales
Makers will serve as a Manage-
ment mentor/advisor on all aspects
of the club business as desired by
the owner. The main focus, how-
ever, is to coach and teach The
System to club staff for the goal
of increased membership sales and
member retention without the dis-
counting of price.

They also have a Personal

Training System that has produced
extraordinary results!

(3) One and Two Day
On-site Consulting - Involves
short follow-up visits with Clients
as necessary for continued suc-
cess.

(4) Monthly Mainte-
nance Program - In December,
1999, The Sales Makers installed
a new Monthly Maintenance Sys-
tem consisting of regular e-mail or
phone feed-back from Sales Mak-
ers to the club on data received at
least once weekly from the club.
The report that the club sends to
Sales Makers includes tracking all
the pertinent figures. From this re-
port, The Sales Makers are able to
provide ongoing and regular guid-
ance for the club on all aspects of
the system before too much time
passes and a bad sales month re-
sults due to the failure to properly
execute The Sales Makers System.
Tock summarizes, “There are usu-
ally just 3 types of club sales man-
agers: (1) Those that make it hap-
pen. (2) Those that watch it hap-
pen. (3) And, those that go from
being #2 to saying at the end of
the month, ‘What happened?’ We
don’t ever want our clients to be
caught in position #3 and the new
Monthly Maintenance Program
helps them make the adjustments
they need to make in an affordable
way of keeping us involved once
we've taken them to a higher pro-
duction level through our consult-
ing visits.”

To Summarize The
Sales Makers System

Gordun summarized
the Sales Makers System as fol-
lows, “The whole club must oper-
ate with the sales department serv-
ing as sort of a hub of the wheel
with the various spokes being the
departments within the club. It
isn't just the sales department
bringing the members in through
their motivational calls. It has got
to be tied into the trainers and
scheduling of classes. The mem-
bership sales person can fill your
massage department up, they can
do the referrals, they can open up
corporations. Everybody has got
to buy into the team concept in

PROFLE.

“Stretch like the PROS

See Tom Kite pg. 50 April 2000 Golf Digest
Call 1-800-388-0453

www.dominionfitness.com

order to frave a
winning team.
The sales team
really is the cen-
ter of the wheel.
But, if you're
selling a lot of
memberships
and don’t have a
good team of
personal train-
ers, instructors,
front desk staff,
massage thera-
pists etc. to
serve all of
those members,
it doesn’t matter
what you do,
you aren’t going
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to keep the members. Vice versa,
if you have a good operational
product, but do not have a good
membership sales department,
it’s not going to work either.

Gordon’s View
of the Future

b i e asked Ray Gor-

don to give us his view of the
industry today, compared to
when he began. He replied,
“When [HRSA was founded it
began to change the industry for-
ever and has continued to do so.
Now, largely through [HRSA
efforts, the Surgeon General and
the media have gotten behind
exercise and fitness and that is
beginning to make an impact on
the public acceptance of health
clubs across the world. Then you
also have the huge consolidation
of the industry that is going on.
What I think we provide at Sales
Makers is to provide indepen-
dent operators with a needed
marketing and sales edge so they
can compete or be superior to a
larger chain or a non-profit fa-
cility. What we give them is the
ability to create more loyal
members. An independent club
can't compete with these chains
on advertising. If you want to be
successful in competing with the
chains, the key is to build a loyal
customer base. Those large
chains will dominate markets,
but because of their size and how
they operate are going to find it
hard to build a loyal customer
base and loyal staff. Many club
owners have a strong belief in
their mission and those beliefs
flow throughout the club. But,
they may lack the marketing
abilities to communicate that be-
lief to the community. I think
that is a key thing that we do for
clubs. Each and every club is
looked at as a separate- ‘special
place’. Although we install the
same system in each club, we ad-
just our marketing according to
location, size, competition and
probably the most important as-
pect, the beliefs of the owner.
That’s the staffing end. | predict
that in the future more invest-
ment will be made by indepen-
dent clubs in staffing and train-
ing than will be made on adver-
tisement. | believe all sizes and
types of clubs can succeed, you
just need to better define your
market. The consumer now has
more clubs and more choices.
Independents need to build a
staff that has a supervised sys-
tem. Many clubs out there would
not even consider allowing their
fitness staff to be operated as
their sales staff is. The little
things that a club can do will
make the difference in the future.
So, a club is going to have to
charge a fair and high enough
dues to be able to do the little
things. What will allow the in-
dependent and privately owned

"Ray Bob" Gordon Teaching Class

L

clubs to succeed will not be the
media, but will be the success
level of their non-exercisers.
That's the key. Regular exercisers
are not as loyal to any specific
club. They will go to a multiple
number of places to exercise.
Also, I think that our industry will
be bringing in new employees
who are actually thinking about
our business as a career right from
the beginning. When we bring
these young-new and educated
minds in and have them looking
at the business for a career, that
will set us aside from others. That
means we are going to have to
start paying market price for that
kind of quality person, which
means our dues are going to have
to be kept up there. I've never
found the $19 to $29 per month
to ever be my biggest competition.
The club with the reputation and
the service is always the toughest
competition.”

IHRSA Supporters
From The Beginning

b‘ e asked Gordon

about his feelings about [HRSA
and he commented, “I’ve been an
IHRSA member since day one. |
spoke at the very first IHRSA
Convention. | really believe in all
the things IHRSA does and I will
be a member as long as I'm still
in this industry which probably
will be the day 1 die. I've been to
every IHRSA Convention and
Trade Show for 19 years.”

Tock added, “I can’t say
enough good things about
IHRSA. [ really appreciate what
they’ve done to help the industry
grow. | don’t think the industry
would exist anywhere near the

size it is right now if it weren’t for
IHRSA and John McCarthy. The
industry definitely needed an in-
fluence to reach the level of qual-
ity that it is at now and [HRSA and
John McCarthy contributed greatly
to that.”

Tock added,”We ask our
clients to do two things when they
work with us. One is join IHRSA
and the second is listen to us.
That’s it.”

During the years when
IHRSA was awarding a Sales Per-
son of the Year Award, two Sales
Makers protoges, Barbara
Meredith of the Gold’s Gym in
Newburgh, N.Y. won the first
award ever and Tom Butler, Gold’s
Gym Douglasville, Georgia, also
won the award in nineties.

Upcoming seminars/
speeches to be given by Sales
Makers include: Club Industry
East in Boston in June,Lifenergy
in Italy in July,Gold’s Gym Con-
vention in July,CAN-AT-FIT in
Toronto in August,Club Industry in
Chicago in October, The Italian
Fitness Federation in October,
California Clubs of Distinction and
NEHRSA in November, IHRSA,
Orlando in December and IHRSA
SF in March,2001.

The Sales Makers organi-
zation is one of a handful of great
sales consulting organizations in
the business and have provided
their clients with terrific services
year-in and year-out. Their time
tested Sales Makers System is
predicated upon honest-ethical
membership sales methods and can
be relied on for the long haul to
produce results for your club(s). To
reach the Sales Makers call: (800)
428-3334 or go online at:
www.sales-makers.com
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| wish
to INSpire my members. To give them
every opportunity to get exactly what
they want from exercise. | will do
everything in my power to prove that
exercise is NOt boring. Exercise at my
club will entertain. | will capture my
members' imaginations with sights
and sounds. | will provide members
with the best my industry has to give.

| will give them

WIRELESS

CARDIO %@

EXERCISE THE BODY, ENTERTAIN THE MIND.

e Wireless Exercise Entertainment
e Superh Stereo Digital Sound
* A Full Range of Systems © Easy Installation
* Low Maintenance ® 3-Year Warranty

1-800-CARDIO-1 . 678-686-4700 . www.cardio-theater.com
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Meet Mr. Toshikazu Saito -
Japan's 'Renaissance Man'

By Norm Cates, Jr.

Toshikazu Saito, 56, was
born in Honshu, Japan and studied
at the Swiss Federal Institute of Tech-
nology. During that time, his travels
in Europe caused him to fall in love
with the ltalian Renaissance era.

In 1969 Saito was hired to
work as a chemical engineer by the
DaiNippon Ink and Chemicals Inc.
(DIC). In charge of the new DIC ure-
thane resin product, he decided to
promote it by building an 8 court in-
door tennis facility with the urethane
e

resin for the court surface. This
made DIC the first intra-company
venture capital operation in Japan.

Saito, a very personable
fellow, decided to move from deal-
ing with chemicals to dealing with
people. He convinced the owners
to upgrade the facility to include a
weight room, swimming pool, 2
squash courts and 12 golf practice
tees in addition to adding 5 more
indoor tennis courts.

Saito’s vision, The
Sports Club Renaissance, was
born. DIC Renaissance is 83%
owned by Dainippon Ink &
Chemicals, Inc.

Since that time, Saito, the
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DIC Renaissance Chief Executive
Officer and President, has grown
the company to over 40 locations
plus 7 joint ventures with revenues
projected for 2000 of $150 million.
The organization serves over
140,000 members. Those numbers
rank DIC Renaissance as the 4th
largest club company in Japan.

Most of the DIC clubs
are in the 40,000 to 60,000 square-
foot range. About half of the fa-
cilities offer indoor tennis courts,
squash courts, golf practice ranges,
training gyms, group exercise stu-
dios and pools. Another 20 or so
facilities are in the 20 to 30,000
square-foot range and provide all
of the facilities that the larger clubs
do, without the indoor tennis.

DIC also operates
Crunch Fitness Club Omotesando
which opened in September, 1997
in Tokyo through a licensing ar-
rangement with Doug Levine’s
Crunch Fitness.

An Active
Association Leader

Saito has served as the
Vice Chairman of the Japanese
Fitness Industry Association, an
organization with the same mis-
sion as IHRSA in the U.S. He
dreams of helping the fitness in-
dustry in Japan to major growth
over the coming years.

Toshikazu Saito’s com-
ments about the industry sharing
its expertise through association of
competitors reminds me of the
thinking of the Founding Fathers
of THRSA nearly 20 years ago
when IHRSA was founded. Saito
said, “Education is something that
must take place on many levels.
Asian disciplines like tai chi, yoga
and meditation, that work on the
heart and mind, as well as the body,

are better known in Japan.
However, in order to in-
crease the dissemination of
information regarding dif-
ferent types of exercisers,
to hone operational skills
and to help ourselves grow
on a global scale, we must
interact - on all levels of the
business from owner/man-
ager to instructor and mem-
ber. What we can get out
of such interaction is in-
valuable, while what we
give to each other is so
simple."

The Strong Survive

In the late '80s

Japan was experiencing the
end of the “Bubble

M. Toshikazu Saito

Economy” and many clubs that were
charging very high prices for initia-
tion fees went out of business. Those
clubs that kept their pricing structure
reasonable for the masses in Japan
thrived. Several of the current top 10
club groups in Japan took advantage
of this shakeout by acquiring some
of the closed facilities. DIC Renais-
sance took over 8 such facilities.

Toshikazu Saito -
A Visionary In Japan

This nice man, Toshikazu
Saito, is a visionary in Japan in the
health, racquet and sportsclub indus-
try as evidenced by the following
quote published in the publication
ASIAFit in the November/Decem-
ber 1998 edition. Saito said, “As the
Japanese population ages, the
amount of money spent on medical
costs skyrockets as well. | believe
that fitness clubs will play an impor-
tant part in helping control the health
of our population, as well as, keep-
ing medical costs down to a manage-

able level.”

“We have to make a con-
scious effort to design specific train-
ing programs for our senior members
and in order to tailor our programs to
their needs, our staff must continue
to undergo an education process.”

“In addition, only 2 to 3
percent of the population belongs to
a fitness facility compared to much
higher rates in the U.S. and Europe.
I believe that in order to get up to the
standards set in other countries, we
will have to increase our marketing
skills in particular.”

The involvement of bright
people in our industry around the
world is advancing club business to
new heights and levels of profession-
alism. Toshikazu Saito is one of those
bright people our industry is blessed
to have.

(Norm Cates, Jr. is a 27-
year veteran of the health, racquet
and sportsclub industry. Cates was
a Co-founder and the Ist President
of IHRSA in 1981.)
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Why The YMCA Should Pay Taxes

By Norm Cates, Jr.

The article below about
the Milwaukee YMCA order to pay
property taxes shows that we are
making progress!.

‘The ad on the opposite page
from this article on page #23 sum-
marizes the facts about this unfair ad-
vantage that YMCAs enjoy over their
commercial counterparts, the taxpay-
ing clubs across the land. Did you
know that even though the YMCAs
of the USA want you to believe that
they still serve the underprivileged,
less than 10% of their membership
receives financial assistance? Did
you know that many YMCAs have
very strict no-kids allowed policies?
Did you know that a tax-exempt $5
million YMCA enjoys a $600,000 per
year financial advantage over a simi-
lar commercial club?

Now is the time for all
15,300+ - U.S. commercial health
clubs to rise up together and rebel
against this unfair no-tax advantage
that YMCAs have enjoyed for over

100 years!

Why? Because the
YMCAs of the USA no longer
have the same mission, the mission
of serving youth and the under-
privileged, the mission that quali-
fied them for tax-exempt status in
the first place. Their mission has
become the same as many com-
mercial health, racquet and
sportsclubs and that is selling mem-
bership and services to the more
wealthy members of our society. A
recent study showed that the aver-
age member of a tax-exempt fitness
center earns a salary that is just
slightly less than the average mem-
ber of a commercial health club in
the U.S. ($65,000 vs $71,400 an-
nually).

In a letter to me a couple
of months ago, Roger Ralph stated
that he has placed his focus on at-
tempting to get the YMCA back on
Mission. We would argue that the
likelihood of that happening is
slim. Why? Because of money.
The Executive Director of the
YMCAs of the USA eams a huge
salary. More than the President of
the United States! Many of the

new-upscale-mega YMCAs pay
General Managers almost double
what commercial clubs operators
pay. In some markets, YMCAs
even pay aerobic instructors far
more than the average. How can
they do this and still stay in busi-
ness? The answer: They don’t have
to pay taxes and in most cases have
no debt service because the
YMCAs are built on donated capi-
tal.

The only way to get the
YMCA to return to their original
Mission of serving the underprivi-
leged and youth is to convince the
various levels of governments (Fed-
cral, State and Local) that YMCAs
should pay taxes because they no
longer have the Mission that gave
them the no-tax status in the first
place. We should all ask the simple
question, “Since the YMCA no
longer pursues the Mission that ini-
tially qualified them for tax exemp-
tions, why should they continue to
receive a Government mandated
lax-exempt status?”

The Tennessee State
Board of Equalization determined
on May 28, 1999, that the de-facto

mission of thirteen facilities oper-
ated by the YMCA of Middle Ten-
nessee was to compete directly
with private, taxpaying clubs. Asa
result, the Board recommended
that all thirteen facilities should
lose their tax exemption and be
placed on the tax roles. That was a
landmark decision that should
clearly show the YMCAs that their
time is up.

The resolution of this is-
sue is not going to come easy. Nor
will it come overnight. This will be
a marathon, not a sprint. If you
want to join the fight, here is what
you should do:

(1) Make copies of the full-
page ad headed “Citizens of
America!” shown on the page #23
opposite to this article.

(2) Distribute copies of the
ad to the following:

(a) Local YMCA Board
Members

(b) Local City Council men
and women.

(c) State Legislators

(d) U.S. Congressmen and
women

(e) All of your members.

(3) Post the ad on high-traf-
fic bulletin boards throughout your
club.

(4) Begin to make personal
contacts with local YMCA Board
Members, City Councilmen and
women and U.S. Congressmen and
women. Practice delivering your
message clearly and briefly. The
message we must all deliver in uni-
son is summarized here:

“The YMCAs of the USA
no longer perform the charitable
Mission that originally qualified
them for tax exemptions. So, we
ask: “Why should YMCAs continue
to receive tax exempt status?” The
answer is they should not. They
should now be required to pay taxes
because they are now commercial
health clubs. We are asking you asa
YMCA Board Member, City Coun-
cilman or woman, State Legislator
or U.S. Congressman or woman
(pick-one) to do the right thing and
take away the YMCA's tax-exempt
status. Tax the YMCAs of the USA.”

Become relentless on this
issue and we will prevail in chang-
ing this unfair policy and getting the
right thing done!

Downtown Milwaukee YMCA Told
To Pay City $47,955 Property Tax Bill

By Cary Spivak & Dan Bice
Milwaukee Journal Sentinel

Y now? Y not?

After months of lobbying,
Mayor John O. Norquist and his ad-
ministration against taxing its glitzy
downtown health club, the YMCA
finally got its verdict - less than two
weeks after Hizzoner’s re-election.
The non-profit group owes the City
$47.955 for last year's property tax

bill and will likely have to pay a
similar amount this year.

So, in other words, the
first round in the battle of the well-
connected health club operators
goes to the Y's competitors.

But neither side will go
down easily.

“We need to consider all
of our options,” said Y spokes-
woman Jill Goldberg. “Whether
that means legal action or if we
have to legislate it in Madison - we
need to take it all the way.”

TAX THE
YMCA OF

THE USA!

So far, the dispute has
been fought behind closed doors,
both in Madison and Milwaukee.

Historically, municipali-
ties have exempted the non-profit
group from property taxes, a status
that all but the downtown Y will
continue to enjoy.

But private health club
owners have long argued that
YMCA fitness centers are their
competitors and should be taxed as
such. These complaints gathered
momentum in the past year since the
Y opened a $6.5 million health club,
complete with a juice bar, in the
Grand Avenue mall.

City officials decided not
to tax the other Milwaukee Ys be-
cause their fitness centers were only
one of numerous services offered at
cach facility.

In the six months since the
city hinted that it might tax this one
branch of the 142-year-old institu-
tion, here's what’s happened:

*  YMCA leaders have
lobbied Norquist and the State to
prevent the City from levying a tax

on any of their Milwaukee facili-
ties. Senate Minority Leader Mary
Panzer, a Y board member, was
among those urging the State to in-
tervene.

*  On March 30 - one
day before City Assessor Mary
Reavy’s deadline for gathering in-
formation on the case - the State
Revenue Department issued a
memo that appears to recommend
the Milwaukee Y should stay tax
exempt. The amendment, which
parrotted language suggested by
the Y's lawyers, was issued even
though the Department’s own at-
torneys argued against the change.

“The Y lobbied the De-
partment of Revenue, and obvi-
ously they got this change,” Reavy
said.

*  Both sides contrib-
uted to the Norquist campaign
while the issue was pending. In
mid-March, four area private club
owners and Chris Tackett, their
Madison lobbyist, chipped in
$3,000.

John Gebhard, owner of

Hartland’s Lake Country Racquet &
Athletic Club, said he donated
$1,000 to the Milwaukee Mayor be-
cause he considers the Y health
clubs “a significant threat” to his
livelihood.

“I just wanted to let them
know 1 was serious.”

Over the past year, Y
Board members - a group that in-
cludes some of the area’s most pow-
erful business and political leaders -
kicked in $6,050 of their own
money.

“I honest to God didn’t
know about the money,” said Reavy,
a Mayoral appointee who also do-
nated $250 to Norquist. Reavy said
politics played no role in her deci-
sion, although she sat in on at least
one of the meetings where the Y
leaders pleaded their case to
Norquist.

The assessor said she real-
izes the issue is far from resolved.

“I expect I'll be deposed,
at the least,” she said.

e



CITIZENS OF AMERICA!

DID YOU KNOW THAT THE YMCA’s OF AMERICA
ARE NOT PAYING THEIR FAIR SHARE?

(1) Did you know that the YMCA’s of America have $3.1 billion in annual revenue?

(2) Did you know that even though the YMCA’s of America want you to believe that
they are a charitable organization, they provide financial assistance to less than 10% of
their membership?

(3) Did you know that YMCA'’s do not pay ANY real estate taxes, personal property
taxes, State Income Taxes or Federal Income Taxes?

(4) Did you know that a Tax-Exempt $5-million YMCA enjoys a $600,000 annual cost
advantage over a taxpaying commercial health club that provides the same services?

(5) Don’t you think it is
about time that all YMCAs in the
U.S. start sharing YOUR TAX
BURDEN by paying their fair
share of all of the above taxes?

Harford County Coalition for Fair Competition

Tax Paying Businesses Working with Tax Exempt Organizations
To Build a Better Harford County

FAIR COMPETITION CHART
AN UNLEVEL PLAYING FIELD -
WHY YMCA’S COMPETE UNFAIRLY
WITH TAX PAYING HEALTH CLUBS*

REBEL TODAY!

Contact your local YMCA | : F CELACT A (O
BUSEERSIERDE S aRiniorm| - Luv commecosts 00 steem s
them Of thiS Travesty Of tax jus_ (51,000,000, 15 yr. loan .;ll 8% interest) i

. BUILDING MORTGAGE $229.356 $458.712 229,356
tice! Contact your County and | 3500 20 sst T iiins
City commissioners and council- : FURNISHINGS & EQUIPMENT 0 $99.640 $99.640
men/women and tell them the ll:_()STA(;E Sl » $6,600 $10,000 $3.400
TRUTH about this YMCA NO- ik s e schopls aad GOVE. ngencies
TAX SHAM! Contact your State o oL S 05 e SHD oS40 - g i

40% assessed value)

Legislators and demand that s o
s A R_I:.A.l,‘hi};[:‘:&'l_‘k .'ISA)&E‘,!: pe—— 0 $73.000 $73.000
YMCA’s be required by State | L 73 o100 0o 35,000,000

LaW to pay THEI R FAIR : ess"m*rE INC?ME TAXErS SR 0 $19,600 $19,600
S State tax rate of 7% on a profit of $280,000
SHARE of State Taxes. Aﬂd, fi- FEDERAL INCOME TAXES 0 $92.250 $92.250
Federal tax rate of 22.25% on first $100,000
nally, tell your Congressmen/ :gﬂul?‘ﬁrg?ﬂnml $100,000 - assumes $280,000
women that YMCASs across TOTAL ANNUAL COMPARATIVE $235,956 $869,880 $633,924

OPERATING COSTS

America should begin to pay
A * Assumptions based on a $5.000,000 health club project on five acres.
THEIR FAIR SHARE Of lncome Asa rl'surl’.lI of its tax exempl status a non-profil ur;an;l.*,almn like the YMCA can charge 25-50% less 1o its

members than a tax paying health club. In the example above, a tax paying health club with 2 membership of 2000 would

taXeS just like all other commer- :::'l;:::hnrgc $26.00 more per membership per month than the Y simply to cover tax and debt service costs that Y's do
cial businesses in America must

|
do' 658 Boulton Street, Bel Air, MD 21014 (410) 838-2670 / (410) 879-7115
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THE ATHLETE'S KITCHEN
PROTEIN SHAKES: Do They Add

By Nancy Clark, MS, RD

Which brand of protein

shake is best to gain weight?”

“How many protein shakes
should I drink in a day?”

“Is designer protein better

WINNING BOOKS

“If you have @ question about nutrition,
food, or wefght, Nency Clark's Sports
Nuirition Guideboak wil give you the
answer. It's as simple as that!®

than, let’s say, chicken...???”

Active people have lots
of questions about protein, protein
shakes and their role in an exercise
program. Do these engineered
foods provide superior sports nu-
trition? By looking around the
health food store, the abundance of
protein shakes suggests they are a
popular item. They are promoted
as a simple way to eat well
without cooking. Ads also
suggest these “designer
foods™ are better than, let’s
say, chicken and tuna.

If you are won-
dering about the role of
protein shakes in your
sports diet, keep reading.
The following information
can help you evaluate the
best ways to optimize your
protein intake—as well as

At Ll
= Teeching materiale: Sports Nulrition Side Show (3139)
&

spend your food budget
wisely.

(3139 * Spoms

DRDER FORM Enciosec s 5 {orc incuges pestigel Question: “] want
— ok 3B : to bulk up and gain weight.
- e I've started drinking three
- mh:::: N — gmtein shakes |I>er dayk&s
enbiite o etween meal snacks.
. Brochure ca lsaching Beocktng
e Tt socyia (This is what the manufac-

turer recommends.) Is this enough
or too much?

Answer: To determine
how many protein shakes you
need, you first should determine
how much protein your body ac-
tually can use. While adequate pro-
tein is important to enhance muscle
growth, more may not be better.
Excess protein will not convert Joe
Wimp into Mr. Muscle. To bulk up,
you need extra calories, adequate
protein, and hard training—plus
good genetics.

Most exercise scientists
agree 1 gram of protein/pound of
body weight is a very generous
protein allowance for athletes
building muscle mass. (More
likely, 0.5 to 0.75 gms protein/
pound will do the job just fine, but
let’s be generous.) This means a
novice 180 pound body builder
gets more than enough protein with
180-grams of protein/day. He can
easily consume that much in one
quart of skim milk, two cans of
tuna, and 8 ounces (two small
breasts) of chicken. Because you
can get more than enough protein
from your diet, you have no need
to consume shakes on top of this.

You simply need more
wholesome calories-eas-
ily consumed by drinking
extra juice and lowfat
milk.

Question: Is the
protein in designer shakes
more effective than the
egg whites, tuna, and
chicken | eat with my
meals?”

Answer: With
names like Lean Mass, N-
large, Pure Protein, Lean
Protein, and Protein Revo-
lution, the scientifically
engineered products can
leave you wondering if
mundane chicken, tuna,
and eggs are an equal
match. Plus, ads that rave
“extremely bioavailable
whey protein isolate™, “no

Nancy Clark, MS,

Power To Your Sports Diet?

cheap protein blends™ and “highest
quality protein” also leave the im-
pression that tuna doesn’t quite
make the grade. Doubtful.

The protein from natural
foods works perfectly fine, despite
having no labels that claim “pre-
mium protein,” “hydrolyzed pro-

"

tein,” or “ion-exchanged whey.”
Any animal protein is “high qual-
ity” and contains all the essential
amino acids you need to build
muscles. Eating balanced meals and
then drinking protein shakes for
“high quality protein” is an outra-

(See Nancy Clark page 25)

Bob "Mr. Inspiration” Wieland

B()h Wieland is a very
special man. He has gained nation-
wide notoriety because he served
his country in Viet Nam. While in
combat, a heavy duty mortar shell
took both of his legs away forever.
Just surviving was a miracle. But,
the real miracle is what this man has
done with his life since that terrible
turn of events in Southeast Asia.
Check out the list of physical feats
he has accomplished since return-
ing from Viet Nam. Nothing short
of absolutely incredible!

Bob Wieland made a spe-
cial personal appearance at the
Hoggan Health Industries’ exhibit
at IHRSA 2000. He demonstrated
equipment and talked with custom-
ers right there alongside another in-
credible man, Lee Haney, Mr.
Olympia for 8 years in a row!
Check out Bob's life history. It is
truly amazing.

And, the next time you are
having a *bad-day” just stop for a
moment and remember “Mr.

Inspirtation”, Bob Wieland, a
man that would not quit.

*June 14, 1969 Lost
Both Legs in Vietnam

*National Football
League Players Association in
conjunction with the Jim Thorpe
Foundation named Bob as the
most courageous man in America
and they presented him with the
National Award for Courage.
1995

*People Magazine hon-
ored Bob as one of the 6 most
amazing Americans in the past 20
years, 1994

*Former strength and
motivational coach Green Bay
Packers. 1991-1992 season

*Walked across
America on his arms in 3 years,
8 monthes and 6 days from 1982
thru 1986.

*Former 4-time world
record holder in the bench press
record of 507 pounds,

*Competed in the New
York, Los Angeles and Marine

Corp., Marathons.

*Only double ampulee
to complete the grueling Ironman
triathalon course in Kona, Ha-
waii without the use of a wheel-
chair.

*1992 Television Talk
show host, Beating the Odds, on
Sports Channel America.

*Faculty member, out-
standing graduate and alumni of
California State University, Los
Angela.

*Author of “One Step
Ata Time”

*Former Member of
President’s Council on Fitness
and Sports.

*Named one of
America’s Top Ten Fitness and
Member of the prestigious
Healthy American Fitness Lead-
ers Association.

*1996 - Completed
6,200 mile bike circuit, twice
across America in conjunction
with the Congressional Medal Of
Honor Society.

Bob Wieland - "Mr. Inspiration"

For more information
about Seminars or Products con-
tact: Bob “Mr. Inspiration”

Wieland, (626) 836-0667, P.O.
Box 662137, Arcadia, CA. 91066
or go to www.mrinspiration.com
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ment System. The center Ribbon Cut-
ting was May 9th. Tim was one of the
Founders of IHRSA nearly 20 years
ago and has taken up running the Bos-
ton Marathon over the last 3 years
at age 55+. Congratulations Tim and
Sheila!

*IHRSA has announced that
it will launch a major Latin Ameri-
can Club Business Event in partner-
ship with Fitness Brasil. The event
will be in San Paulo, Brazil, October
17-19. Check out our new monthly
feature we are going to call the CLUB
INSIDER News World View on page
#26 for more International News.

*Life Fitness Director of Verti-
cal Marketing, TIM McCARTHY, has
announced that “The Fitness Expe-
rience” has won the Commercial
Dealer of the Year Award. The
Elmhurst, Illinois-based company
operates 17 stores under the leader-
ship of company president, DOUG
PEARSON. Congratulations Doug
and Team!

*PAT PINE, the President of
the National Fitness Therapy Asso-
ciation in Denver has gone on-line
with their newsletter. Check it out at:
www.nfta.org and click on NFTA In-
formation then click on Spring News-
letter.

*|[HRSA Board Member,
GEOFFREY DYER has opened his
9th Tampa area Lifestyle Family Fit-
ness Center. Goodday and Good

there tell me how in the world the
Iron Grip Barbell Company got
a patent for its plates with holes
in them? MAN! Way back in his-
tory there is a long-line of weight
plates with holes in them. Just
check out Ivanko Barbell
Company’s Historical Poster
that was on display at the IHRSA
San Francisco Trade Show. We
ran a reduced version of Ivanko’s
10" X 16" poster on page #13 of
our April edition.

*Sport and Health has
expanded again in the Washing-
ton, D.C. area with the addition
of two new Fitness Equation fa-
cilities in Tysons Corner, Va. And
the White Oak area of Silver
Spring, Maryland. Good luck to
DON KONZ, Sport & Health
Founder and CEO, with these
new ventures!

*Speaking of Washing-
ton, D.C., check out the Wash-
ington, D.C. 9th Annual Inter-
national Fitness Conference
and Trade Show, July 13-16th.
For information call: 800.DCAC-
551 or go to: www.dcacinc.com

*The folks at WOW!
Work Out World raised over
$4,500 in donations for the St.
Jude Children’s Research Hos-
pital by holding a special “work-
out” event at each WOW New
Jersey location.
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Nancy Clark

continued from page 24

geous concept—and expensive.
Don’t bother! For the $26 you
spend on a box with 12 MetRx
packets, you can buy lots of dried
milk powder—the least expensive
protein power around. And you'll
get not only high quality protein,
but also a whole package of bal-
anced nutrition—perfectly de-
signed by Nature.

Question: | get confused
when [ read the ads in muscle
magazines. They are filled with
terms like “protein digestibility™
and “bioavailability.” Does this
make them better?

Answer: In an overall
well balanced diet, engineered pro-
tein offers no advantages over stan-
dard protein-rich foods. As long as
you are healthy and have a func-
tioning digestive tract (as opposed
to patients in the hospital with in-
testinal disease), you need not
waorry about your ability to digest
or utilize protein. Digestibility and
bioavailability are an issue in third-
world countries where protein and
calorie intakes are inadequate and
every amino acid counts—but not
in America where protein and calo-
rie excesses are more common than

deficiencies. (Adequate calories

are needed to spare protein from
being burned for fuel.)

Question: I'm lazy and
have started to drink a protein shake
for breakfast instead of eating ce-
real. Is that OK?

Answer: As an athlete,
your body needs a foundation of
carbohydrates at each meal to fuel
your muscles. Some protein is im-
portant to build, protect, and main-
tain muscles, but too much protein
displaces carbs. That is, by having
a protein shake instead of cereal,
you may consume only 20 to 30
grams of carbs as compared to 100+
grams with your cereal, milk and
banana. Athletes should target 3 to
5 grams of carbohydrate per pound
of body weight. That’s at least 450
grams for the 150 pound athlete.
Protein shakes fail to help you reach
your carb quota—and can leave you
feeling easily fatigued.

Cereals also offer more fi-
ber and other health-protective nu-
trients than do engineered foods.
Hence, | recommend you be re-
sponsible instead of lazy. You have
taken on the responsibility to train;
you can also take on the responsi-
bility to eat whole foods that fuel
well. No engineered food can match
the complex balance of nutrients
designed by Nature. Sure you can
save the protein shake for “emer-
gency food” on hectic days, but

keep the cereal as part of your stan-
dard daily diet.

Question: [ eat very little
protein at the college dining hall. |
think I should supplement my diet
with protein powder, but I don’t have
much money to spend on protein
shakes. How can | make my own?

Answer: Packaged protein
shakes are indeed expensive. You can
either spend $2.30 for a packet of
MetRx ($0.06/gram of protein) or you
easily make your own version for less
than $0.03/gm protein. Here’s my fa-
vorite: In a blender, mix 1 cup milk,
1/3 cup milk powder, 2 tablespoons
instant pudding mix (any flavor; this
thickens the shake to a pleasant con-
sistency) and 4 ice cubes. Blend for a
minute ot two, until the ice is gone.
Optional: add banana, berries, and/or
sweetener as desired. This shake of-
fers 16 grams of protein. Also eat
some canned tuna and cottage cheese,
and you've succeeded at boosting
your protein easily—without cooking
and within a reasonable budget.

(Nancy Clark, MS, RD is
nutrition counselor at Boston-area’s
SportsMedicine Brookline. She is au-
thor of the best selling Nancy Clark’s
Sports Nutrition Guidebook, Second
Edition. It is available by sending $20
to Sports Nutrition Services, 830
Boylston St., #205, Brookline MA
02467 or via www.nancyclarkrd.com)

" It Has Come To The Point Where Buying Brand
New Fitness Equipment Is A Waste Of Money !"

Buying Professional Fitness Equi
BUSINESS EXPENSE |

That's why YOU need solubons o help you out costs

A

We Make The Buying Process Simple, 5o You Can Spend

More Time Running Your Business

Your time is valuable so we make the process easy. [ starts

without sscnificing dumbdity or name brand. ~ You know
humhwnofmhmumwmm
bottom-line profits
Worldwide Fiinesz, Inc. has a way for you to unprove
profits by reducing your opembing costs.  Without your
muwwmmmuumm“
d twice s much a8 you did |
WM“MWWN
have already depreciated in value. We provide you a consis-

We Believed Buriness Cwners Wanted 1o Save Mongy On

Gperating Costr To Free Up More Capital To Grow.
I you buy your candio equipment from Worldwade Fit-
ness and save $30,000.  And you add this new found capital
1o your advertising and marketmyg budget, you will see expo-
nential growth in cash flow end profits.  This $30,000 savings
can bring m 200 extrs members. I you get $350 for each
new member in the firet year, that's 570,000 added to your
jgross sales. That's extra income over and above what you're
already domg.

Could your businers use an extra $70,000 7

We Invest Over $250,000 Every Month
Te Asssre You Save Money.

The whole operation is a huge undertaling.  With over 25
employess snd a monthly payroll sround $50,000. More than
£30,000 in building leases. Over $20,000 3 mosith is spent on
The cost to

We've put otrselves i a position that forces us to perform
for you or we don’t make a profit. I'm not tryng to impress
you but | want you to ses our commitment. We must satisfy
you so you will buy from us on your next fitness room
project and refer more customers to ns. We can™t service out

Guaranteed Ta Look Like New, Work Like New, And
Make Everybody Think Yeu Paid Full Price.
When our chient's come see our National hesdquarters. in
Omnge, California, they're unazed. They enter our gigantic
warehouse with over 1,000 machines on racks 3 stories high.
It looks ke 50 health clubs went out of business and we
bought all thess mventory. mmmmwm

mﬂtumﬂ:yaymﬂmmm“
fitness equipment again.

FrmmmwmuNMm

technician network, and give you 24 hour technical informs-
tion on our award winning website.  You see, the only
equipment we sell i the top brands: LifeFitners, Cybex,
Stairmaster, Trotter, Precor, Star Track, Paramount, Tec-
trix, Quinton and others. These manufacturers have bult «
national service network that we have sccess to when our
customers need sexvice.  [t's as easy for us to repar &
treadmill in New York as it is in California. We take care of
your business.

We Have Over 1,360 Customers That You Can Speak
With Te Give You Buying Confldence
In today's business chnate you have to protect yoursell
from miss-information.  You can’t take advertising state-
ments as fact.  We understand this, and make accessible to

you our past customers 5o you can make your own judge-
ments, we don't want you to make s mustake.  'We want to
ke sure this is the nght buy for your busmess

“Worldwide Fliness Saved Me Over $150,000 And My
Maintenance Staff Still Thinks The Equipment Was Brand
new, I Don's feel I Sacrificed Anyching. I Will Do All My
Future Purchases With Worldwide *

(Mike Boceieri is the CEO of § YMCA's )

“I Bought My Equipment From Worldwide For my sec-
ond Club. [ Saved Over 525,000 And Used Theze Savings
To Increase My Advertising Thir Extra Advertis-
ing Money Allowed me To Hit My One Year Sales Goals In
My First 90 Days.”  Stephen Priest, MS. Fitness Health
Club

with  phone call from you, to one of oar costomer assistants
You are asked some questions to provide us with needed
nformanon.  Mext, a complete packet of information is
expressed out to you. This packet containg. A video tour of
our facility, s custornzed video of the machines you nesd A
proposal with all your options, prices and freight charges,
roam layout if needed; samples of mbber ficonng and other
samples

When you recerve your packet yoa'll get & follow up call
from your customer assistant to answes any questions.
When all your questions are snswered and your proposal
looks better than any of your other options, you can get the
deal started by fioang us a copy of your S0%deponit. Tech-
nology has provided a ime saving payment solution called
‘Checks-By-Fax'. OF course you can mail your deposit il
you want  Thir way yowr order starts imumediotely.

You Can't Afford Te Pars This Up Without Ar Least
Getting A FREE Packet And Proposal

The pressure to grow in today"s business climate is high
Grow or die is the rule of the future.  You have to look st ull
your options and do what gives you a competitive advantags
Your customers think the best fitness squipment is what you
provide them, They like the equipment your stail trains them
on. A tresdmill made 2 years ago 1s no different than the one
made yesterday  The only difference i how much money i
cost YOU., How much of your operating capital had to be
used io sequare the new equipment? Anybody can spend too
much money, The most successful and wealthy business
people ars the most spend thnifty.

Call T14-283-0355%23 Teday. Send an emall to

Get A FREE Video Tour and Packet
So You Can See For Yourself.

wwisi@ni.net, andior go to our award winning
weanane  WWW.Worldwidefitness.com

Simcerely
Stave Faterson

Worldwide Fitness, Inc.

P.S.  It's hard to grow a business and waste
money at the same time.
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The CLUB INSIDER News World View
MONTHLY NEWS FROM AROUND THE GLOBE

.IHRSA recently an-
nounced plans to organize the first-ever
THRSA Latin American Conference
and Trade Show (Sao Paulo, Brazil,
October 17-19).

*The event will be organized
with IHRSA's partner, Fitness Brasil,
and will be the first major event in Latin
Americadesigned to bring together club
owners and managers from the entire
region. All of the major industry sup-
pliers will exhibit, and the top U.S. and
Latin American presenters will speak.
Mark Mastrov, CEO of Fitness Hold-

ings Worldwide will be a featured
guest speaker. Sessions will be trans-
lated into Spanish and Portuguese.

*Also later this year,
IHRSA will organize its first-ever
European Institute for Professional
Club Management (England, No-
vember 1-4). Based on the popular
North American management train-
ing school, the European Institute
will feature leading club business in-
structors from both the American and
European markets.

*500 United Kingdom
health clubs have banded together

with BUPA o offer discounted mem-
berships to BUPA (one of the U.K.’s
top private health insurors). More
later.

*Esporta reported 1999
year end gross revenue rose 36% to
$102.4 million with 23 Clubs open
and a goal of 46 clubs by the end of
2002.

*STEVEN PHILPOTT,
Managing Director of David Lloyd
Leisure, a subsidary of Whitbread
PLCin Great Britain, announced that
revenues are up 34% to $158.9 mil-
lion (USD) and operating profits in-

creased 38%. DLL now has 55 facili-
ties serving 190,000 members.

*GRAHAM REDDISH,
Chairman of Holmes Place PLC 16
new facility openings, 11 in the United
Kingdom and 5 in Continental Europe.
As of 1/1/2000 Holmes Place operated
53 clubs with 35 owned.

*Leisurenet, in South Africa
had a 50% stock surge, then slid, after
a report that a leading American club
company was going to acquire the com-
pany. 1999 revenues at Leisurenet ex-
ceeded $185 M.

*In Japan, the People Com-

pany now owns 114 clubs, franchises
21 and licenses 186, giving the com-
pany a strong world leadership role.
USD revenues grew 10.9% to
$500,321,344 in 1999 with net income
up 36.1% to $22,143,966 (USD)

*Cannons Group, HARM
TEGELAARS' 38 club U.K. chain re-
ported 1999 gross revenues of $111
million (USD). Tegelaars expects to
open 8 new clubs in 2000 with 13 clubs
in various stages of development.

(World View information
obtained courtesy of IHRSA.)

STRENGTH TRAINING FORADULTS

By Ted Lambrinides

Oncethought 1o be an ac-
tivity appropriate for athletes and body-
builders, strength training is emerging
as a valuable component of a compre-
hensive fitness program for individu-
als of all ages. The physiological rea-
sons for inclusion of a strength training
program for an adult are as follows:

1) Maintenance of muscle
mass. Aging brings the accumulation
of fat and the loss of muscle mass. The
average individual between the ages of
20 and 55 will gain 20 pounds of fat
and lose 10 pounds of muscle. Men in

their 80s can lose another 20 pounds of

muscle mass, while gaining 7 pounds
of fat after age 55. Muscle mass is ex-
tremely important for keeping one’s
metabolism running high (hence - burn-
ing more calories) which aids in cur-
tailing the gradual gain in body fat.
Strength training increases your muscle
mass, which increases your resting
metabolism helping prevent this creep-
ing obesity.

2) Increases functional ca-
pacity. Functional capacity relates to
the ability to perform daily functional
tasks effectively. One study found that
40 percent of healthy 80-year-old
‘women could not negotiate a 16-inch
step without help. The average healthy
80 year old women has to make a maxi-
mum contraction of the muscles over

the front of her thighs (quadriceps) to

rise from a low, armless chairor froma
toilet seat. Strength training has been
proven to improve performance in daily

functional activities such as climbing

several flights of stairs, gardening, mov-

ing furniture around the house, re-
ducing the probability of falls in the
elderly, to walking briskly through
the airport carrying a 25 pound suit-
case. Strength training helps main-
tain functional independence, which
translates into an improved quality
of life.

3) Recent studies in adult
populations have shown strength
training to reduce the risk of coro-
nary heart disease, non-insulin de-
pendent diabetes, and certain types
of cancer.

While it is important to
know why to strength train it is of
equal importance as to know how.
Several prominent organizations
have recently published strength
training guidelines appropriate for
elderly persons, patients with cardio-
vascular disease, and healthy seden-
tary and physically active adults.
Table 1 lists the various groups and
their recommended guideline:

Rehabilitation

*For healthy people under
age 50, weight should be sufficient
to induce volitional fatigue with the
number of repetitions listed. For
older people, lighter loads may be
used.

Minimumone exercise per
major muscle group (e.g. Chest press,
shoulder press, triceps extension, bi-
ceps curl, pull-down, lower back
extension, abdominal crunch/curl-
up, quadriceps extension, leg curls
(hamstrings), calf raise).

(1995 ACSM guidelines
also included low-risk diseased

populations.
(Table 1. Reprinted with
permission from The Physician and

Sportsmedicine. Vol. 25, No. 2,
1997.)

One of the most important
aspects of a strength-training pro-
gram is the proper execution of an

1to 2 seconds to raise the weightand 2
to 4 seconds to lower the weight. The
weight should be heavy enough to al-
low the prescribe number of repetitions
shown in table 1. If the weight is too
heavy to allow for the completion of
the repetition reduce the weight. If sev-
eral more repetitions could have been
completed because the weight was too
light, increase the weight by 2.5 to 5
pounds for the next workout,

It is important that proper
breathing be maintained when strength
training. Fartoo often individuals hold
their breath when strength training and
this can be potentially dangerous. Hold-
ing your breath or attempting to exhale
while your mouth is shut can raise blood
pressure to dangerous levels and can
trigger fainting in some individuals, Ex-
hale when raising the weight and in-
hale when lowering the weight during
the each set of exercises.

The rest time between exer-
cises should be anywhere from 30 sec-

Table 1. Strength Training Guidelines for Sedentary Adults, Elderly People, and Cardiac Patients

Guideline Sets | Repetitions* Number of Frequency
Exercises (Days per Week)
Healthy Sedentary Adults
1990 ACSM Position Stand 1 8-12 8-10 2
1995 ACSM Guidelines+ 1 8-12 8-10 2
| 1996 Surgeon General’s Report | 1-2 | 8-12 8-10 2
Elderly People
Pollock et al, 1994 1 10-15 8-10 2
Cardiac Patients
1995 AHA Exercise Standards 1 10-15 8-10 2-3
1995 AACVPR Guidelines 1 10-15 8-10 23

ACSM = American Col-
lege of Sports Medicine; AHA =
American Heart Association;
AACVPR = American Association
of Cardiovascular and Pulmonary

exercise also called a repetition. It is
important to raise and lower the
weight in a controlled speed of move-
ment and through a full pain-free
range of motion. It should take about

onds to 90 seconds depending upon
your level of fitness and perceived level
of exertion.

A strength training program
should be balanced in that it should in-

Ted Lambrinides

clude exercises that work the entire
body. Eight to 10 exercises should take
most individuals approximately 30
minutes to complete. Since strength
training is part of a comprehensive ex-
ercise program, the cardiovascular con-
ditioning phase can precede or follow
the strength training program. Personal
preference will generally dictate the se-
quence of the program.

Itis important that each train-
ing session be charted to help gauge
progress and ensure proper seating ad-
justments are made each workout.
While strength training has much to of-
fer, please check with a medical/health
professional for clearance and advice
prior to engaging in a program.

(Ted Lambrinides is the Di-
rector of Education for the MedX Cor-
poration. He also directs the Exercise
Science program at Thomas More Col-
lege. Ted serves as a consultant to sev-
eral NFL teams and several major col-
leges.)
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cilities add to the tax burden instead
of paying their fair share, club op-
erators should keep this day in mind
for the next time they encounter
someone who claims that tax-ex-
empt competition in the fitness in-
dustry doesn’t affect them.

National Tax Freedom
Day, which is announced each year
by the nonprofit Tax Foundation, is
used to illustrate the portion of the
American budget that goes to pay
for taxes,

The tax burden borne by
different states varies considerably.
Connecticut, Wyoming, and New
York have the latest Tax Freedom
Days this year, with all occurring in
mid-May. Six states shared the ear-
liest Tax Freedom Day on April
23rd: Mississippi, Alabama, Ken-
tucky, Alaska, Tennessee and Okla-
homa.

National Tax Freedom
Day has advanced almost two
weeks from April 20 in 1992 to May
3 in 2000!

[Hereisthis week’s Capi-
tol Report. To unsubscribe, just re-
ply and type “unsubscribe™ in the
body of the message. The on-line
version is at
http://www.ihrsa.org/cr/

requisites for challenging tax-exempt
status or for seeking relief pursuant to
[the Act] should also be uniform,”

‘The Superior Court reasoned
that since the Commonwealth Court
“has historically heard appeals regard-
ing tax-exempt status...[and] has devel-
oped expertise in this area of law,”
proper jurisdiction for the case lies with
the Commonwealth Court.

Further, the court stated that
the Sports Club’s case “appear{s] to call
for a fairly straightforward interpreta-
tion of the Act.”

Meanwhile, late last year in
western Pennsylvania, The Fitness Fac-
tory filed a separate complaint under the
Purely Public Charities Act against the
Butler YMCA. Oral arguments have
been scheduled and should result in a
court decision this summer.

IHRSA is providing financial
support to both challenges.

‘These cases, along with Al-
legheny County’s January decision to
tax the Pitisburgh Y, have clearly put
the heat on the Y in Pennsylvania to jus-
tify tax-exemption for fitness centers.
Stay tuned!

SAN FRANCISCO
OUTILAWS SIZE
DISCRIMINATION
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Capitol Report Reprinted Courtesy Of IHRSA
In the end, those fair com-  authorize $400 million to initiate, ex-
DETROIT Y PLANS TO petition principles won out. pand, and improve physical educa-
RAISE . y tion programs for kindergarten
$34 MILLION Missouri Rec Center  through 12th grade students, goes
T Defeated before the Senate today.
he YMCA of Metropoli- I,. Nineteen Senators have co-
tan Detroit plans to launch a $34 million Ferguson, Missouri  sponsored the bill, but more support
capital fund drive late this summer to  voters rejected a property tax increase isneeded. Please call (202) 224-3121
help propel the development of three  on April 4 that would have financed today and ask your U.S. Senators to
new Y's in Southeast Michigan. a 60,200-square-foot, $13.5 million  support Senate Bill 1159!
However, not everyone is community center. OIS SCHOOL
happy about the Y’s fundmising push. The proposed tax hike to ILLIN
On April 10, Crain’s Detroit Business  build a rec center was defeatedbya,  SETS PEP MODEL
reported that “private club owners and  54-46% margin, thanks in part to op- F
managers contend the YMCA is step-  position by anti-tax groups. or its unique approach
ping away from its charitable mission ) it 1o physical education, the Naperville,
by building in suburban areas.” Despite Vote, Illinois Rec  1llinois school district has been named
“People give them money to Center to Go Forward a model program by the Centers for
build. We have to take out a morigage,” Disease Control and Prevention.
said IHRSA member Jocil Rogus, Presi- On April 10, The Chicago In this morning’s edition,
dent of the Rochester Hills Tennis and  Tribune reported the following: USA Today reports:
Swim Club. Contrary to the wishesof a Students leave high school
“They are always trying to  majority of residents who voted last  in Naperville with a second kind of
(build) withanonprofitbenefitanddrive  month, the Downers Grove Park Dis- transcript besides the one that tracks
the little guy out,” said Bob Madole, frict is proceeding with a controver-  classes and grades.
President of University Racquet and  sial plan to build an outdoor aquatic It is a fitness profile dating
Health Club Inc. in Aubum Hills. “They  facility and a recreation center. to the sixth grade, and it provides a
originally were serving the poor and the “When all was said and  personal history on blood pressure,
needy butare (now) buildinginaffluent  done, it was a non-binding referen-  cholesterol levels, body fat percent-
areas.” dum,” said Park Board President Su-  age and the student’s cardiovascular
Madole said that giving the  san Dunlap, referring to the advisory-  performance.
'YMCA a tax advantage to build makes  only question placed on the March Naperville decided to mod-
competition that much moredifficultand 21 ballot by residents opposing the  emize its approach to PE about 15
unfair. project. “I think we all need these fa-  years ago after making the painful

V), g o

J ohn Brinson, owner of
Lehigh Valley Racquet and Fitness Cen-
ters, reports that Cedar Crest College in
Allentown, Pennsylvania has dropped
its plans to build a $5.7 million aquatics
center. The private college had hoped to
build the center, financed partly with a
$2.5 million state grant and operated by
a nonprofit swim club, to sell member-
ships to the general public.

Brinson, a staunch supporter
of fair competition principles, wasn't
about to let this misuse of tax dollars
happen on his watch. He organized the
Independent Fitness Clubs of Lehigh
Valley, and vowed to use the fair com-
petition provision in the state's Public
Charities Act (which Brinson helped
write) to stop the aquatic center from
competing unfairly with small busi-
nesses.

After reviewing several op-
tions, the college cited "rising construc-
tion costs" as its reason for dropping the
project. No doubt, college officials knew
they had a major fight on their hands if
they preceded as originally planned.

“They figured that they would
out last me, that after a while 1 would
have said the hell with it," said Brinson.
"I decided a while ago to take the prin-
cipled approach, to use the law if neces-
sary to fight this misuse of funds.”

cilities.”

The facilities, estimated to
cost about $15 million includes an
eight-lane, 25-yard lap pool, a
children’s pool, slides and a sand play
area. The 65,000-square-foot recre-
ation center is to include several
gyms, a gymnastics area, a fitness
center, a jogging track, aerobics
rooms and child-care areas.

With 6,939 voters telling
the Board to scrap the plan and 5,747
in favor, Commissioners said they
have been struggling for a response
to the issue that has polarized the com-
munity.

Last week, the Board gave
the green light to prepare the project
plans for review by the Village’s Zon-
ing Board of

Residents who object to the
project are promising to keep up a
vigorous fight.

“We will be there to pro-
tect our residential rights,” Belmont
Road resident Jennie Napolski told
the board last week. “You are voting
against the wishes of the people.”

The Village Council has fi-
nal say on whether the project can
proceed.

CRUCIAL WEEK FOR
PEPACT

T Physical Education
for Progress (PEP) Act, which would

realization that its gym classes were
failing to serve the community.

“We had a staff meeting,
and someone brought in an article on
the trend of obesity and kids,” says
Phil Lawler, the district’s PE coordi-
nator. “We said, ‘Is this a reflection
onus?" That day, we made a decision.
We went through our whole curricu-
lum and said let’s put all of our em-
phasis on cardiovascular fitness...”

Naperville makes exten-
sive use of heart-rate monitors, teach-
ing children to exercise in a “target-
rate zone™ that raises the pulse but
doesn’t exhaust the student.

“We grade kids on how
well they stay in their target-rate
zone,” Lawler says.

The results are happier,
more confident, and more academi-
cally successful students.

Over the last two years, 40
schools have sent representatives to
study Naperville’s program.

To see the entire story, visit
http://www.ihrsa.org,

MAY 3 WAS TAX
FREEDOM DAY(r)

This year, U.S. taxpay-
ers had to work from January 1 until
today — the 124th day of the year—
before eaming enough money to pay
for federal, state and local govern-
ment. Since tax-exempt fitness fa-

051000.html. Comments are wel-
come!]

CASES PROGRESS-
ING AGAINST 2
PENNSYLVANIA Y’s

OnApn'l 27, the Supe-
rior Court of Pennsylvania trans-
ferred the Sports Club’s complaint
against the Ridley YMCA to the
Commonwealth Court,
explaining that the prior lacked
proper “jurisdiction over an appeal
in an action involving a not-for-
profit corporation”.

The Sports Club’s com-
plaint against the Ridley Y was the
first ever filed under the state’s
Purely Public Charities law enacted
in 1998. That law states that “insti-
tutions of purely public charity
should not use their tax-exempt sta-
tus to compete unfairly with small
businesses.”

This action is sure to dis-
appoint Y officials asthey had asked
the court to dismiss the complaint
altogether. The Sports Club and the
Y will argue their cases before the
Commonwealth Court later this
year. ‘

In its decision, the Supe-
rior Court noted “the legislature’s
express intent to establish uniform
standards for determining eligibil-
ity for tax-exempt status in all pro-
ceedings throughout [the state]. The

Sm Francisco’s Board of
Supervisors has passed a bill banning
discrimination based on a person’s size.

Known as the “fat ordi-
nance,” the measure adds weight and
height to the same antidiscrimination
codes that provide protections based on
race, religion, color, ancestry, age, sex,
sexual orientation, gender identity, dis-
ability and place of birth.

San Francisco joins ashort list
of places — Michigan, Santa Cruz
(CA), and Washington, DC — with
similar statutes.

Advocates say the ordinance
is a necessary remedy for all those who
have ever been insulted, denied a seat
at a restaurant or rejected for a job be-
cause of their appearance.

“We're convinced that this is
a serious problem that represents a loss
of civil rights,” Larry Brinkin of the San
Francisco Human Rights Commission
told the San Francisco Chronicle.

“[The measure is] really not
requiring them to do anything that they
aren’t doing already,” to comply with
the Americans with Disabilities Act, said
Carole Cullum, an attomey for the city.

Get your club kid-ready be-
fore school lets out next month! Order
IHRSA's legal briefing paper entitled
“Kids in Your Club and the Laws that
Protect Them” by calling Member Ser-

vice.
n——_]
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10 Health Clubs
For Sale

“Yirginia”
Buy 1- Buy All
All Money Makers
Ladies Only-CO-ED

Debt Free-Terms To Qualified

Charlie Augustine

Toll Free-1-877-639-3488

Cell Phone-757-717-2096 (VM)

Fax-757-547-0872

NWorm Caten’
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INFORMATION REQUEST

If you would like to receive information from or be
contacted by advertisers in this issue just clip or photocopy
this form, mark the block(s) of the respective companies, com-
plete the information requested in the blanks and fax to the
number shown.

[JPlease mail information to me. [_|Please contact me at the
number written below.

Jack LaLanne Feats

uhhshcr s Note: In our
April, 2000 edition last month, Jack
Lalaane was our Cover Subject and :
we featured an in-depth interview with |&8F"
the living legend. Unfortunately, we ran |§
out of space in that issue and did not
publish Jack LaLanne’s incredible list
of physical feats that he has accom-
plished to celebrate his birthdays over
the years. That list appears below for
your enjoyment. Oh, yes. Just in case
you missed our incredible April edition
with Jack LaLanne, he told us he plans
to swim UNDERWATER 29 miles
from Catalina Island to Newport Beach,
California, on his 86th birthday on Sep-
tember 14th! He expects that feat to
take him 29 to 30 hours! All underwa-
ter! DON'T MISS the Club Industry
East/NEHRSA Convention and Trade
Show in Boston, June 21-24th where |8
Jack LaLanne will be the Keynote
Speaker and will lead two early morn-
ing exercise classes on June 23rd and
24th. For information on the Conven-
tion and Trade Show call: 800.927-
5007.

1954 Age 40: Swam the |
length of the San Francisco Golden [Sagl
Gate Bridge underwater with 140
pounds of equipment, including two air
tanks.... An undisputed record.

1955 Age 41: Swam, hand-
cuffed, from Alcatraz to Fisherman's
Wharf in San Francisco, CA.

1956 Age 42: Set a record of

1033 pushups in 23 minutes on “You
Asked For It TV show with Art Baker.

Jack LaLérme 1 954

1957 Age 43: Swam the treacherous Golden Gate Channel, towing a 2500-pound cabin cruiser. This
involved fighting the cold, swift ocean currents that made the 1 mile swim a 6 1/2-mile test of strength and

endurance.

1958 Age 44: Maneuvered a paddleboard 30 miles, 9 1/2 hours non-stop from the Farallon islands to the
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San Francisco shore.

1959 Age 45: Completed 1,000 pushups and 1,000 chin-ups in 1 hour and 22 minutes.

1973 Age 60: Swam from Alcatraz Island to Fisherman’s Wharf, handcuffed, shackled and towing a
1,000 pound boat.

1974 Age 61: Swam the length of the Golden Gate Bridge, underwater, handcuffed, shackled and towing
a 1,000 pound boat.

1975 Age 62: Commemorating the “Spirit of '76", swam 1 mile in Long Beach Harbor, handcuffed,
shackled and towing 13 boats (representing the 13 original colonies) containing 76 people.

r_ Norm Cates’ T

=Club Insider:

1979 Age
65: Towed 65 boats
filled with 6500
pounds of Louisiana
Pacific wood pulp
while handcuffed and
shackled in Lake
Ashinoko, near To-
kyo, Japan.

1980 Age
66: Towed 10 boats
in North Miami,
Florida filled with 77
people for over a

Subscription Form

Name (s):
Attach List For Additional Subscriptions

Club Name:

Address: — mile in less than one
hour.

1984 Age

Telephone: 70: Handcuffed,

shackled and fighting

$79 (U.S.) - 18 Issues (Includes Canada) strong storm winds

$59 (U.S.) - 12 Issues (Includes Canada) and currents, towed

70 boats with 70
people from the
Queen's Way Bridge
in the Long Beach
| Harbor to the Queen
Mary, 1 1/2 miles.

International - $149 (U. S.) Per Year
Check Enclosed or Charge My

American Express Exp. __
Discover Exp. _

=l

|

|

|

| |
| |
| |
| |
| |
| |
| |
| |
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: City, State, Zip: I
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The Simple & Powerful

Club Management System

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

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

> Full Service Customer Support
(Phone, Fax, Seminars)

S0, make the first call right now. Diicil 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 " | oo o oy
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BODYPUMP Testamonials

Actual Quotes Taken From BODYPUMP Participants

n I
have never found a

class that delivers results like
BODYPUMP. | am so addicted
that | can’t even miss one class. |
am 18 years old and | can feel
myself getting stronger each class.
I just want to thank whoever in-
vented it. This is truly the best
class. Thanks.” Email - May, 2000

“l have been doing
BODYPUMP for about 12 weeks
now and [ absolutely love the pro-
gram. The results have been in-
credible!” Email - May, 2000

“My daughter and I have
been attending BODYPUMP
classes in San Clemente (Fitness
Elite) with Linda (instructor) for
over a year and we are absolutely
hooked. We've only missed two
classes all year!! My daughter is
22 and is looking “perfect”! | am
55 and have never seen such a
change in my body.” Email - May,
2000

“Absolutely, without a
doubt, BODYPUMRP is the single
most effective and enjoyable ex-
ercise | have ever taken part in.
BODYPUMP is new at my all
woman’s gym and | have already
seen serious results. | have rear-
ranged my entire work/home
schedule to accommodate the
classes!!!! The instructors are mo-
tivating and careful to keep us in
proper form. The class is becom-
ing a team and we keep each other
going. We are all hooked!!! Your
program has opened doors in my
life I never knew were there!”
Email - May, 2000

“My name is Kerri and I

take the BODYPUMP class in
Mashpee, MA on Cape Cod. I have
never found a class that gives re-
sults like this one. 1 am so addicted
I can’t even miss a class. | am 18
years old and I am the youngest girl
in there. | have always had a good
body shape and very athletic, but
this class has given me more than
any other class. | can feel myself
getting stronger each class. I am
majoring in sports management
and | want to become a personal
trainer when I get out. | would love
to teach one of these classes. | just
want to thank whoever invented it.
This is the best class.” Email -
April, 2000

“I have been taking
BODYPUMP for the past year at
Global Fitness in Leominster, MA
and I can truly say that this class
has changed my life. In November
1998 | weighed in at 225 Ibs. I de-
cided it was finally time to do
something about it and | started by
walking on the treadmill. One day
last May another member talked
me into taking a BODYPUMP
class. | was instantly addicted.
From that day on | have taken at
least 3 classes a week, sometimes
more, depending on my schedule.
The instructors at Global Fitness
are by far the best. They are always
upbeat and keep the class moti-
vated (I have never seen one of the
instructors give less than 100%). |
am now down to 160 pounds and
for the first time in my life am
happy with my body. The most im-
portant fact about BODYPUMP is
that it makes exercising fun and
motivating and that is 99% of keep-

ing up a life-changing fitness rou-
tine. Thank you from a former
couch potato, now BODYPUMP
fanatic.” Email - April, 2000

“1 have never been able
to stick with any workout routine
but I am fascinated with
BODYPUMP. | actually look for-
ward to going to the gym and see-
ing the results.” Email - April,
2000

“l just recently started
the BODYPUMP at my gym. |
have always been one never to
stick with anything and I do mean
anything, but I am fascinated with
the attitude BODYPUMP has left
me. | actually look forward to go-
ing to the gym. I can’t wait to see
my end results.” Email - April,
2000

“I take BODYPUMP
when | am home for breaks from
school and I love it. I have never
taken a class so motivating, full
of energy, and that has given re-
sults so quickly. 1 love
BODYPUMP and can’t wait to
take it again in about 4 weeks....."”
Email - April, 2000

“BODYPUMP is the
BEST! | had gained a significant
amount of weight after a surgery
and quitting smoking. | worked
out (cardio plus strength training
for 1 -2 hours) six days a week
and saw very little change for over
a year. Once 1 started
BODYPUMP at gym in October,
the difference was soon very
noticable. It is a great supplement
to my weight training and really
does lift my spirits! Thanks for
bringing it to the States!” Email -

April, 2000

“I have been going to
BODYPUMP for about 7 months
now and the results have been
awesome. The music is so great
and upbeat that | usually come
home singing them (especially the
salsa one!) The instructors know
exactly what they are doing and
do it with a great motivating atti-
tude. This is axactly what [ have
been looking for. Thanks!™ Email
- April, 2000

“I have been a group fit-
ness instructor for over 16 years
and am THOROUGHLY sold on
BODYPUMP!! 1 was going
through a bit of a “burn out” with
my teaching career and | feel like
BODYPUMP has “pumped” new
life into my teaching!! I am proud
and happy to be affiliated with
BODYPUMP!!” Email, April
2000

“l started attending
BODYPUMP class last week and
I love it!! 1 wish someone had
thought of this sooner. Now I look
forward to going to the gym.”
Email - April, 2000

“l LOVE BODY-

this class. It has changed my whole
experience at the gym. Instead of
dreading exercise, it is now my
favorite part of the day!! Thank
you, thank you thank you! Thanks
again for BODYPUMP and
” Email -
March, 2000

“...1 have been doing
BODYPUMP for about 2 years
now. [ try to do it 2 to 3 times a

week and I love it! It has changed
my body and my life. With a good
diet and my regular exercise sched-
ule, I have lost 40 pounds an lots
of inches. | have toned my whole
body, even the areas | never thought
would be. | had rather large legs and
just thought I would always them.
But with BODYPUMP, they look
wonderful. For the first time in my
life, I'm loving my body. | couldn’t
live without BODYPUMP in my
life. Again, | have to say how much
I really love BODYPUMP!" Email
- March, 2000

“Half the time [ can’t re-
member the dates that my children
were born on but I can tell you the
date of the first BODYPUMP class
I attended and it happens to be the
first one they did at my club; Nov.
17th 1997. Since then, my overall
body tone has changed drastically.
I have muscles now that | never
knew | was capable of having. |
even have real biceps and my back
has muscle tone. | never miss a
class (on my schedule) and look
forward to the next time as | leave.
For the record, | have 4 children and
I'm hitting the big 40 this May.
Because of BODYPUMP no one
believes I've had 4 kids. It's the
best!!!!! Thanks for all the hard
work you put into this awesome
workout.” Email - March, 2000

“l have been doing
BODYPUMP for about 6 weeks
and it is fabulous!!! Thank you!!”
Email - March, 2000
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CLUB INSIDER News
Contributing Author Team

Thc 1999 CLUB IN-
SIDER News 1999 Contributing
Author Team is listed below. Our
thanks to all of our authors for shar-
ing their expertise and taking the
time to write for The CLUB IN-
SIDER News.

*MIKE CAMPETELLE -
Communications Consultants -
(401) 792-7009

*RANDE LaDUE- President,-
Pro*Fit Enterprises- (888) 604-2244

*MICHAEL HOFFMAN -
President-Heart Communications
(949) 489-0301

*KLAUS HILGERS- Presi-
dent-Epoch Consultants- (727) 447-
1773

*SALLY GOLDMAN-Own-
er-The Weymouth Club- (617) 696-
2627

*KAREN D. WOODARD -
President-Premium Performance
Training- 9303) 417-0653

*JULIAWHEATLEY- Own-
er- Women's Fitness Center- (540)
434-9692

*SIMON D’ARCY- Presi-
dent-Business Success Teams-
(805) 566-8213

*TOM MORRIS- Founder
and Chairman-Morris Institute of
Human Values-(888) 279-1537

*DR. GERRY FAUST-
Founder and President-Faust Man-
agement Corp.{858) 536-7970

*RAY GORDON- President-

Sales Makers- (800) 428-3334

*EDDIE TOCK- Vice Presi-
dent- Sales Makers - (800) 428-
3334

*ANDREW NERE-Vice
President-Innovative Lease Servic-
es- (800) 438-1470

*ART CHAPPELL- Owner-
Courthouse Athletic Clubs- (503)
885-1964

*PATRICK PINE- Founder-
National Fitness Therapy Associa-
tion- (303) 399-4545

*BRENDA ABDILLA- Pres-
ident- Club Profit Systems-
(800)448-0180

*TOM ZENNER- LifeTime
Fitness - (612) 752-7000

*NANCY CLARK, MS, RD-

(617) 739-2003

*RICK BARRERA- Founder
and President- Rick Barrera & As-
sociates (800) 835-4458

*MICHAEL SCOTT
SCUDDER- President- FITNESS
FOCUS- (505) 751-4236

*CASEY CONRAD - Com-
munications Consultants - (800)
725-6147

*RICK CARO - Chairman,
Spectrum Clubs International -
(212) 987-4300

*BONNIE PATRICK - Fit-
ness Company - (732) 548-0970,
Ext. 111

*JIM EVANS - President &
General Manager - Peninsula Ath-
letic Club - (619) 224-4644

*MIKE CHAET - Ph. D. Pres-
ident - Club Marketing & Manage-
ment Systems - (406) 449-5559

*MIKE CONNORS - Presi-
dent, Optifitness, - (413) 567-7300

*BRIAN McBAIN - President,
Club Market Vision, - (800) 664-
9601.

*SANDY COFFMAN - Presi-
dent - Programming For Profit - (941)
795-7887

*NANCY FRIEDMAN - Pres-
ident - Telephone Doctor - (314) 291-
1012

+*JOE MOORE - President -
Moore's Fitness Centers - (937) 435-

0072.
H
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Experience the ride of your life.

BODYSTEP
Simple and athletic. The world's

MAY ISSUE

BODYATTACK
Staying in shape is a constant battle.
Defend yourself!

BODYFLOW
Change the way you feel about
your body forever.

BODYPUMP
The fastest way in the universe
to get in shape.

bodytrainingsystems, a division of
The STEP Company, was created to enable
clubs to manage group fitness to be the
number one source of revenue, new members
and member referrals.

bodytrainingsystems and Les Mills
Intemnational have an annual operating budget
of over 4 million dollars and employ over 200
professionals, which include the world’s top
choreographers, trainers, exercise physiologists,
a medical advisory board plus marketing and
management specialists. S

bodytrainingsystems has enabled
thousands of clubs in over 40 countries to
EXPERIENCE WORLD CLASS program
research and development, instructor training,
quarterly programming, quality control,
performance research studies, marketing
and group fitness management training.

To find out how bodytrainingsystems
can deliver World Class results and profits to
your club, contact The STEP Company today!
Call 800.SAY.STEP or 770.424.8161. Visit us
on the web at www.bodypump.com.

bodytrainingsystems.
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TRENGTH

MoTioN TECHNOLOGY SELECTORIZED
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atogy, snd

Patrick Connor, 41

Emergency Physician
Northwestern Memorial Hosp.
Chicago, lllinois, USA
Ironman Triathlete

The Authentic Hammer Strength Training Experience Now Comes to Selectorized

Hammer Strength®, the world's leading brand of innovative plate-loaded strength equipment now
transfers its patented Motion Technology® to easy-to-use dual-stack selectorized machines. The
result is a Hammer Strength training experience that simply delivers the superior advantages of
Iso-Lateral® motion to every individual in your facility.

LLZEFiFPRsS

Advanced Technology...Engineered for Simplicity. For more information, call 1.800.634.8637. Rely on it
www.hammerstrength.com



