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Q CLUBS GOING PUBLIC

AI:roli, IOhlo -

Frank Leonesio, the President
and Chief Executive Officer of
Q Clubs, Inc. is taking the com-
pany public in a proposed stock

sale expected to raise
$34,500,000. It is expected that
the initial public offering will be
at $13 to $15 per share. The stock
will be tradéd on the Nasdag Na-
tional Market under the trading

symbol “QCLB.” The stock offering
will be underwritten by Morgan
Keegan and Company, Inc., Memphis,
Tennessee and Rauscher Pierce
Refsnes, Inc., of Dallas, Texas.

PROSPECTUS
SUMMARY

The Prospectus for the
offering should be released by or
about May 10, 1996. In summary,

the Prospectus includes detailed

information about the Q Sports
Club organization including:

Company opened first Q

Club in November, 1990 and cur-

(See Q Clubs page 8)

"Attitude Is Everything!"

By Norm Cates, Jr.

Nsples, Florida -
Spring is here and for club op-
erators now is a good time to
consider a key ingredient in' your
business: ATTITUDE."

When you think about
it, good or bad attitudes by the
owner, managers and employees
greatly influence the results of

Jyour club sales and retention day

in and day out. Good or bad atti-
tudes also influence whether your
programs for your members are
exciting, fun and successful.
Two of the industry’s
most prolific organizations con-
ducted a 2 1/2 day training semi-
nar here to refresh and renew the
performances of club sales teams
from around the country. This is
an overview of some of the semi-
nar conducted by Sales Makers
and Programming for Profit.

The principals of Sales Makers, Ray
Gordon and Eddie Tock, teamed up
with Programming for Profit President,
Sandy Coffman, to provide an excel-
lent training session on one of the most
important ingredients in the health,
racquet and sportsclub industry
............... ... ATTITUDE.

Consider this. It is estimated
that 70% of all new health club mem-
bership sales are generated by refer-
rals. This very important statistic is
impacted as much as anything by the

(See Artitude page 8)

(L to R) Eddie Tock, Sandy Coffman and
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Ray & Sandy Gordon

SUIgeon General's Report Delayed

Wuhlngtan, D.C, - The
highly anticipated Surgeon General'’s
Report on Physical Activity and
Health, which is expected to have a
significant impact on how Americans
view exercise, has been delayed ac-

cording to sources. The release
of the Report is now expected in
late June or early July. The rea-
son for the delay is not known;
however, the report is clearly ex-
pectedto be released prior to the
1996 Centennial Olympic Games

in Atlanta.

The central theme of the
report is expected to be: The Sur-
geon General has determined that
lack of physical activity is detri-
mental to your health.
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THE INSIDER SPEAKS

_+ EDITORIALS - "INSIDER MAIL" - COMMENTS -
IHRSA San Diego TOP SPEAKERS Named

Congramlalions to the
top 25 speakers selected by ballot
of the attendees at IHRSA’s 15th
Annual Convention and Trade
Show held in San Diego, Califor-
nia March 20-24th. The names are
listed in order of their ranking and
with the topic of the presentation.
Audio tapes are available for many
of the presentations by contacting
Info Medix at: (714) 530-3454.

#1 - ERIC DURAK - Small
Group Tutorial

#2 - KEN BLANCHARD -

#3 - JULIE MAIN - Small
Group Tutorial

#4 - TONY deLeede - Small
Group Tutorial

#5 - Dr. JAMES RIPPE -
Opening Address

#6 - ROBERT PRITIKIN -
The Fat Instinct

#7- CASEY CONRAD -
Ongoing Sales Training Pro-
gram

#8 - GRANT GAMBLE -

#9 - STEVEN BLAIR -
Opening Address

#10-SANDY COFFMAN -
Senior Programming

#11-NEIL SOL - The Health
Care Connection

#12-MIRABAI HOLLAND -
Creating Softer Workouts With
Environmental Mood Lighting

#13- VAL GOKENBACH -
Understanding the Mind/Body
Connection

Creating Raving Fans Membership Marketing Magic
— ., =1
rFeesn R

Mr. Norm Cates

Dear Norm:

THE CLUB INSIDER NEWS

"By now everyone in the Fitness Industry is aware of the pending “U § Surgeon General's
Report on Physical Activity and Health ™ Great energy has been exerted, by many associations in
our rndnmry. to bmld macupmon among their nnous constituencies. Newsletters, press

Is, even the el

the mmye tlu'nughoul our industry.

It seems quite evident that this phase of the communication campaign has been very successful

media, have been employed to communicate

May 6, 1996

99 Seaview Boulevard, Pon Washington, NY 11050-4632

in fact, perhaps too successful! The challenge now, as we all await the publication of the report,
is to avoid healthy anticipation turning into anxiety and, ultimately, frustration

It seems that some of our industry factors have recognized Ihl.s concem and h.nve begun to attack
frustration by offering more “industry-internal” inft leased news is being
recirculated and, in a few cases, “ideas” are being reported as comlrutrnents all in the spirit
of keeping excitement high

Instead of continuing to > and these stories within our industry, it would seem
the more effective apprmch would be to refocus on the griginal objectives of “The Report” and
our collective efforts

As Kathie and Peter Davis point out in the May issue of IDEA TODAY, the target audience of
The Surgeon General's Report is sedentary people  those people who “will pmbnbl; remain
inactive if we don't touch them ™ (Again, thanks 10 Kaxlue and Peter). From a “holistic” view,
these are the people who need us most. From a | standpoint, they rep our
collective growth potential

Ms Sandra Perlmutter, Director of The President’s Council on Physical Fitness, saw, from the
outset, the potential for this report Lo be of primary benefit to the targeted audience. It was also
Sandy’s foresight, along with the Davises, John McCarthy of IHRSA, Gregg Hartley of The
Fitness Products Council, Tom Cove of the Sporting Goods Manufacturers Association (and
others who deserve recognition and are omitted with apol gies) to create a coalition of
Government, Business, and Fitness Industry pmt‘:sslonuls to cﬁ'ectivtiy spread the word

Now, when we are so close, let’s not lose our focus, Let's not forget who the |argct audience is -
and, let's re-energize and recommit to getting the word to those who need it most”

/étc/ Zimer

Tun'y Harmon
President

POLAR ELECTRO INC POLAR ELECTRO INC.

(516)484-2400 (B00)227-1314 Fax (516)484-2783 (B18)563-2865 (Fax (818)563-2867

2501 West Burbank Boulevard, #301, Burbank, CA 81505
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#14 - TOM RHIND - Hos-
pital Based Fitness Programs

#15 - BUD GREENSPAN-
The Olympic Dream

#16-KATHY SCHILLING-
Service Breakthrough

#17-JULIE BOORSE -
Service Breakthrough

#18-ERNIE ZAIK - Ser-
vice Breakthrough

#19-JOHN DENNISON-
Service Breakthrough
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1996 Advertising Reservations
Are Now Available

25,000
Circulation In
1996!

Call (800)

orFax Inquiry To: (770) 933-9698

......‘...l..................I....I

#20-JOHN ATWOOD-Ser-
vice Breakthrough

#21-LAURY HAMMEL-Ser-
vice Breakthrough

#22-RICHARD GERSON-
The Executive Athlete

#23-DAVE PICKERING-
Health Promotion

#24-JOHN SPANNUTH -
Small Group Tutorial

#25-MICHAEL HOFFMAN-
Media Skills Every Club Needs

700-2120
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NWorm Catesn’
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International - $199 (U. S.) Per Year

Issues
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°NORM'S NOTES:

rolher CURT
BEUSMAN is now recovering
nicely from open heart surgery in
early May to replace a heart valve.
He is now up and exercising daily
by walking around his home’s swim-
ming pool five (or more knowing
Curt) laps per day. This man, in case
you have not had the opportunity to
meet him, is one of the greatest vi-
sionaries and motivators in the his-
tory of the industry. A PhD., Curt
entered the sports club industry over
25 years ago not long after he sold
his interest in an electronics manu-
facturing company called Curtis In-
struments. An avid and top-ranked
tennis player, he decided he would
start an indoor tennis center. Years
later, his Saw Mill Club in Mt.
Kisco, New York has just received a
$1 million renovation to expand and
remodel the many things he and his
lovely wife Jane have done to con-
vert the indoor tennis center to a
thriving multi-purpose sports club.
The Saw Mill Club has been a model
for club owners everywhere to look
to for ideas.  Curt and Jane have
been very active in IHRSA ever since
Curt was a founding member in 1981
and in the Faust Roundtable #1 for
over 10 years now. [ personally owe
Curt a lot since he was the person
who dreamed up the name CLUB
INSIDER News in a Roundtable #1
brainstorming session in Del Mar,
California over three years ago.
Take care Brother Beusman and re-
cover well!  To our readers......
please take a moment and send a card
or letter to: Brother Curt Beusman,
500 Haines Road, Mt. Kisco, N.Y.
10549.

A Dear Norm Column
will begin next month pursuant to the
suggestion of a good friend and loyal
reader whose name shall remain
anonymous, just in case the idea
bombs. But I think it is a good idea
for several reasons: (1) I think we
need to do more to MAKE IT FUN
here in the CLUB INSIDER News
and I think I can liven things up for
all of you with a little work. (2) I
have a little experience as an owner
and operator of clubs in the Atlanta
area and the Southeast for 20 years.
But, much more importantly, when
it comes to this new monthly column,
I have sources of reliable help and
information all across the country
and [ will regularly call on people
that I know that are more knowledge-
able than I might be on a specific
topic if your letter requires it. (3) I
want to increase the two way dia-
logue between you, our reader and
me, your publisher. This should help
do that. (4) You might just like to
VENT, so if that is so, please feel free

to let it rip. Remember this
though. All "Dear Norm" letters
must be written or typed clearly
50 that I can read them without
calling back. But, be sure to in-
clude your name, address, phone
number and whether you wish
your identity to be kept anony-
mous. If you don’t give me your
name and phone number and just
send your letter, then that will be
a good clue. Send all Dear Norm
letters to: CLUB INSIDER
News, P.O. Box 671443,
Marietta, Ga. 30067.

OLYMPICS UP-
DATE! Well ACOG (Atlanta
Committee for the Olympic
Games) has done it again! This
time they have released 240,000
more Olympic Tickets, many of
them for events in high demand
and even a significant number of
medal round events. For infor-
mation on the most recent wave
of tickets released (these had been
held back in lieu of television
camera plans being completed at
all venues), call: (404) 744-1996.

GORDON JOHNSON
has announced that the owners of
the Douglasville, Georgia Health
and Athletic Club are spending
$500,000 to upgrade and expand
the 16-year old facility. Johnson
and his partners plan to start con-
struction after the Olympics end
in August. They plan to have con-
struction completed by the end of
the year. Plans include a com-
plete remodeling of the facade of
the facility, expanding the exer-
cise floor by 4,000 square feet,
adding a steam room, remodel-
ing the locker rooms, improving
and expanding the pool area, dou-
bling the size of the nursery and
paving and striping the parking
lot. Johnson says the club has
3,000 members. Johnson and his
partners also operate a satellite
club in Mableton, Georgia. Gor-
don Johnson enjoys an excellent
reputation amongst his peers in
the health, racquet and sportsclub
industry. Good luck with your
big expansion Gordon and team!

MICHAEL MAHONEY,
the General Manager of the Mid-
Town Tennis Club® in Chicago,
recently announced that he has
appointed JULIAN “CHIP“
DELL as the new Membership
Director. Before joining Mid-
Town, Dell was a supervisor and
manager for four Health and Ten-
nis Club of America Corporations
clubs. Most recently he was
project manager for the James
Companies, a real estate com-

pany in Northbrook, Illinois.

Did you know that noth-
ing is all wrong? Even a clock
that has stopped running is right
twice a day.

Best wishes to LYNNE
BRICK as she has recovered
from an emergency operation to
remove a fibroid tumor (they are
non-cancerous). She was out of
work for six weeks and was
treated to a surprise 10 day trip to
her favorite place in the world,
Hawaii, by her husband VIC-
TOR BRICK. Vic tricked her by
packing for Hawaii while she
slept. She was thinking they were
on their way to the IHRSA Con-
vention in San Diego. She didn’t
know they were headed to Hawaii
for 10 days until they changed
planes in St. Louis. They had a
terrific vacation and Lynne is do-
ing well. Reading Vic’s recent
employee newsletter, he asks his
employees the following ques-
tion....... “How will we leave our
mark?” He asked this question
because he realized after Lynne’s
recent operation that you some-
times need to stop and take stock
of the important things in life. He
wrote: “I realized how special
Lynne and my time together is....
And, | also realized that we didn"t
always take time to stop and smell
the roses.” Victor Brick is a ter-
rific guy and very spiritual.
Everytime I read one of his em-
ployee newsletters, I get kind of
emotional and think about things
I have failed to think about re-
cently or even ever before.
Thanks Vic for sending your
newsletter. And best wishes,
Lynne, for a full recovery and a
continuation of a most extraordi-
nary life making your mark!

MORE GENERAL
HOSPITAL! The last two
months | have commented on the
recovery of our good friend,
DICK TRANT, owner of the
Weston Racquet Club in
Waltham, Massachusetts, from a
terrible car accident on an icy road
on Super Bowl Sunday. Well,
Dick was released from the hos-
pital for home recovery after
about two and a half months. Not
long after he got home, he had to
go back to the hospital for surgery
to remove his gall bladder. Dick
now “feels like a new person” af-
ter the gall bladder surgery. The
gall bladder had died and attached
itself to his liver, restricting his
arm movement and also creating
a persistent low grade tempera-
ture, which he had for many

Norm Cates, Jr.

months. The hospital doctors
couldn’t figure it out. Now Dick,
a former Notre Dame quarterback
in the 1950’s, feels like he can now
“throw a 50 yard pass!” Keep on
recovering, professor!

LEE HANEY, the leg-
endary eight-time winner of the Mr.
Olympia bodybuilding contest and
an Atlanta native, will open a
26,000 square-foot fitness center
this month in a converted grocery
store site. This will be Haney’s
second location. Haney says he
chose the southeast Dekalb County
location because he could serve as
a role model for the area’s large
black community. He commented,
“I'want to use my accomplishments
to make the community more
health-conscious.” The new cen-
ter will be called LEE HANEY'S
NEW UNIVERSAL FITNESS
CENTER and was developed un-
der a licensing agreement with
UNIVERSAL GYM EQUIP-
MENT, INC. which will supply
the center’s equipment. Universal
plans to develop similar centers
across the country with other famil-
iar athletes, Haney said.

DEAN KACHEL is mad
as hell and he’s not going to take it
anymore! Kachel is the Founder
and owner of the QUADRANGLE
ATHLETIC CLUB in Coral
Springs, Florida, a suburb of Fort
Lauderdale. Recently Kachel has
been made aware of several (3) 16
year old boys who have been
signed by BALLY TOTAL FIT-
NESS CENTER sales representa-
tives who have allegedly falsified
the boy’s ages on the membership
contracts, even in one case where
the sales rep clearly had the boy’s
drivers license and knew full well

that the boy was 16 years of age
and ineligible to sign a binding
legal contract. Excerpts from a
letter from the boy’s mother to
Bally Total Fitness Services reads
like this: “ Prior to going (to the
Bally club) for a trial visit, I ad-
vised my son to bring home any
information, contracts, etc. for me

to review and sign, knowing full

that he is a minor aj

legally sign a contract. Much to
my surprise he called me later on
requesting that I fax him a deposit
slip from his bank account. | was
shocked and angry when my son
came home with a signed contract,
having already made a down pay-
ment. This in spite of the fact that
your employee knew my son was
aminor and in spite of the fact that
your company policy does not
permit members younger than
eighteen (as I subsequently was
informed, but not by your Bally
rep.) My husband and I think it’s
great that he wants to work out.
What we are opposed to is the
fradulent manner in which your
employee operated. High pres-
sure sales tactics are one thing, but
this incident went way beyond
that. The blatant falsification of
my son’s age was a totally unethi-
cal act. Dean has written a letter
to MIKE LUCCI, CEO and
President of Bally Total Fitness,
requesting that they audit all new
memberships since the club
opened in January, 1996, and has
asked Lucci to cancel any illegal
memberships and refund the fees
paid. My guess is that Kachel’s
request will never see action by
Lucci. He is far too busy “retrain-
ing his sales people” to deal with
small time issues like this..... but,
you never know.
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MICROFIT'S HEALTHCARE CONNECTION
HANG IN THERE!

By Neil Sol, Ph. D.

Many club owners and
managers are bumping into the de-
cision-making bureaucracy of
healtheare institutions in the quest
to develop formal collaborative re-
lationships. You would think with
all the current information available
about preventive health and its con-
tribution to reducing the prevalence
and severity of chronic (and costly)
diseases, its potential impact on re-
ducing healthcare insurance and the
preliminary data of the Surgeon
General’s Report on Physical Activ-

ity and Health, that healthcare in-
stitutions would be “chomping at
the bit” to respond to a club’s
overture to create a collaborative
relationship.

However, that is not the
case. It appears that the key to
this hunt will be persistence and
patience. Clubs must ‘hang in
there’ to see future relationships
develope with clubs and
healthcare; the only problem is
that it may take time, sometimes
six (6) months or more. It is fair
to wonder why it takes hospitals
or healthcare institutions so long
to make a decision. However, we
must realize that hospital Board
of Directors are notorious for re-
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searching and evaluating deci-
sions that are often obvious op-
portunities. Remember, also,
that healthcare institutions are
political organizations where de-
cisions must first be given care-
ful consideration, then approved
by numerous entities, including
hospital administration, medical
staff, Board of Directors and the
community at large.

As more and more data
becomes available regarding pre-
ventative healthcare (as if there
isn’t enough already), and its vol-
ume reaches a critical mass to
convince health care institutions
of its value, the solicitation of
expert leadership in the area of
prevention (clubs) will occur
rapidly. It is just imperative that
we avoid impatience.

The future suggests that
once a club involves itself with
a healthcare institution, it will be
arelationship that is long lasting.
The inclusion of the health club
into a healthcare institution con-
tinuum of care is not a fad; itis
a shift in paradigm and as such,
should remain for a long time
and become very stable.

Club owners and man-
agers who are growing impatient
and frustrated should consider
developing smaller, less bureau-
cratic relationships with other
healthcare providers, such as
physical therapy practices.

Physical therapy prac-
tices have had success in health
clubs in the past and can be a
means to get the club’s “foot in
the healthcare door.” Club own-
ers and operators through out the
U.S. and large group physical
therapy practices, are showing

growing interest in a
relationship between
physical therapy and
clubs.

As  reim-
bursement for physical
therapy procedures is
managed, capitated
and reduced, physical
therapy practices be-
come interested in ex-
panding their scope of
services. They are be-
coming more inter-| |
ested in developing | |
healthy or injury-free
groups in an effort to
endear themselves to
third-party payers.
Physical therapy prac-

w»

tices understand their

Neil Sol, Ph

. D.

expertise and know

their limitations, but they are also
aware of the contribution a club can
make to their scope of services.

Imagine the physical
therapist that down loads the reha-
bilitation of an ACL (anterior cru-
cial ligament) to a health club per-
sonal trainer. The patient, the club,
the physical therapy practice and
especially the insurance company
should all be happy. Expense for
this rehabilitation will be reduced
and everyone wins.

Local physical therapy
practices can make decisions more
rapidly than a bureaucratic
healthcare institution. Opportuni-
ties such as joint ventures, lease-
space and revenue participation are
just some of the types of relation-
ships that can be established be-
tween a club and physical therapy
practice.

Involvement with a physi-
cal therapy practice is a quick way

To SUBSCRIBE
To
THE CLUB INSIDER NEWS

Send $49 to:
The Club Insider News
P.O. Box 671443

to connect to healthcare and a lu-
crative and credibility-establishing
“stepping stone” to a long-term re-
lationship with the larger healthcare
institutions and our future partners.
In the meantime, we must ‘hang-
in-there’ while we develop these
long-term relationships with the
healthcare world.

(Editor’s Note: In the
May, 1996 edition of CLUB IN-
DUSTRY Magazine there is a good
article by Don Monro entitled RE-
HAB Plus which reports on physi-
cal therapy operations in clubs.)

(Neil Sol, Ph.D. is the
General Manager of the Cherry
Creek Sporting Club in Denver,
Colorado and the President of *
Health Vantage, Inc., a club indus-
try consulting firm. Neil is one of
the industry’s leading experts in the
field of healthcare as it relates to
clubs. He may be contacted at:
(303) 399-3050 or Fax #: (303)
388-7923.)
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Avoiding the 12 Monster Mistakes
In Your Membership Sales

By Karen D. Woodard

Whal creates the gap

between those who are top member-
ship sales producers and those who
are top-producer-wannabees? An-
swer..... the top producers learned
early in their career what mistakes
to avoid and how to focus their en-
ergy on success. Let’s review 12
Monster Mistakes that membership
sales stars avoid making.

Mistake #1 - Failure To Develop
a Unique Selling Position (USP)

Pms take the time to de-

PRO-FINANCIAL

The Ultimate Collection Service

velop a USP that clearly differ-
entiates their club from the com-
petition. The USP is simply an
honest benefit statement that cre-
ates a strong and easily under-
stood reason why your club isthe
club for the prospect. The USP
can and should be used on the
phone when prospective mem-
bers call for information as well
as in person before or during the
tour. An example of a USP is: “
Ms. Prospect, what you'll find is
that there are three major reasons
people choose membership at our
club. They include the creativ-
ity in our programs and classes
so you don’t get bored and stop
coming, the attention and in-

Bad Debt Collection

TURN DELINQUENT ACCOUNTS INTO

Cash Today!

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

image for your facility.

Call DANE HOLLAND Today!

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

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

FAX: (816) 753-1429

E-MAIL: 74041 2525 @ COMPUSERVE.COM

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

Lowest fees in the industry!

volvement with our members
to keep you involved in mov-
ing forward and of course, the
attention to detail in our fa-
cilities and equipment so you
feel comfortable and trust
that you'li get the very best
service.

Take 15 minutes to-
day to develop your USP and
watch your closing ratio im-
prove.

Mistake #2-
Laundry Listing Features

The majority of

membership sales people are
trapped into thinking that fea-
tures (i.e. stair machines,
treadmills, pools, # of courts,

dress and speak the part —you
are a role model.

Mistake #6- Failure to
“Dance With Who Brung Ya”

Pms remember who
was largely responsible for
making them a pro in the first
place — the members, there-
| fore, they stay close to them. It’s
really easy to get caught up in
the business of running a busi-
ness and forget to deliver the
§ | same level of involvement that
we gave in getting a member
started. Get out there and “play”
with the members in the club on
a daily basis. This does won-
| | ders for your attitude, longev-
ity in the position and referral

# of classes, 5 lines of
selectorized equipment, etc.)

Karen D. Woodard

base.

are what prospective mem-
bers want to know about. Pros
know better. The pro realizes that
the prospective member only cares
about how this equipment will ben-
efit them. When we get into laun-
dry listing, we're taking a shotgun
approach to satisfying someone’s
needs as opposed to knowing ex-
actly what they desire. It's O.K. to
talk about a few features only af-
ter you know what the prospect
wants. At that point, you may men-
tion a feature of the club followed
by the benefit to the prospect of
using that feature. The USP is a
good example of this type of fea-
ture/benefit selling. When you
stop laundry listing and start fea-
ture-benefit selling, you start put-
ting more distance between you and
the competition.

Mistake #3 - Failure to Be
a Fitness Consultant

Thc majority of sales-
people have got it all wrong! What
I mean by this is that we think that
we have to have all the answers
when what we really need is all the
questions. The prospect will give
us the answers if we just ask the
right questions. Pros understand
the importance of becoming the fit-
ness consultant who asks the ques-
tions as opposed to the inexperi-
enced sales person who talks too
much and listens too little.

Mistake #4- Failure to Know
Your Competition

Ifyou are going to be an
expert in your field, you need fo not

only know your business inside
out, but you need to know the
competition as well. The impor-
tance of knowing what they do
well, don’t do well, what they
offer, what is unique, what they
charge for fees, etc. is impera-
tive to your success in being able
to make an accurate and profes-
sional comparison of your facili-
ties when that is a concern. In
no way am | suggesting that you
bad mouth any other facility. I
am suggesting that you know
what your and their competitive
edges are by visiting all competi-
tive facilities several times
throughout the year.

Mistake #5 -Failure to Live
the Product

The best producers
in our industry are the ones who
“live” the product. They are in-
volved on a daily basis as a user
of the club’s services and pro-
grams. The reason this works for
them is that it gives them cred-
ibility with prospective members
as well as current members who
refer new members. Think about
this. If you worked in a restau-
rant but never ate there, what
kind of a message would that
send to the customers? Con-
versely, when salespeople don’t
use the services of the club,
smoke cigarettes, party heavily
in public and lead unhealthy
lifestyles, it destroys their cred-
ibility. Remember, you are 80%
of what the prospect buys when
they join - you need to look, act,

Mistake #7 - Failure to
Understand the Principle of
Moving Forward

Have you ever been on
the freeway, missed your turn off,
know that there are no other exits
for 10 miles but you see those dirt
service roads that cut across the
median and could get you closerto
your turn off? Now here's the
kicker: we keep passing those ser-
vice roads, don’t turn off and keep
going further away from where we
want to be going. Hundreds of
sales people do the same thing in
their presentations every day in the
form of not asking questions that
will move us forward because they
don’t want to hear “no” or deal with
a possible objection. So, they get
further and further away from,
where they really want to be. Pros
know that they’re going to get an-
swers that may initially seem nega-
tive but at least they got it out in
the open to deal with it as opposed
to letting it just roll around in the
prospect's mind and let it become
too big to overcome. When we get
negativity out on the table, we are
moving forward. When we avoid
confronting possible negativity, we
end up 10 miles out of our way.

Mistake #8 -
Lack of Organization

The Pros have got their
organizational act together. They
work in organizations that have
solid goal setting systems and ways
to track the achievement of the
goals. True pros take a few steps

(See Karen Woodard page 22)
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TREADMILLS

® PERSONAL © AFFORDABLE
SPECIAL INTRODUCTORY PRICING!

Contact Chip Mayberry at (800) 965-6455.
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Q Clubs...

continued from cover

rently operates 16 Q Clubs. The Q
Clubs are typically large (44,000 to
47,000 square feet), high quality,
full-service health clubs at attrac-
tive prices. The Company expects
to open seven additional Q Clubs
during the remainder of 1996 and
approximately ten additional clubs
in 1997. In developing its Q Club
concept, the Company has sought
to capitalize on the increasing
health and exercise commitment of
older deconditioned Americans by
designing and marketing its Q
Clubs to appeal to a target segment
composed of individuals in the 35
and older age group, who generally
have higher disposable incomes.
The Company’s objective is to es-
tablish itself as the first nationwide
operator of commercial health clubs

SERVICE

DERR A

employing a large, standardized
facility and uniform operations
under a highly recognized brand
name.

The Company intends to
take advantage of a health club
industry which is highly frag-
mented. It is estimated that there
are less than ten companies that
own and operate more than 20 fa-
cilities. The Prospectus will note
that health club memberships
have grown 64% for the 35 to 64
year old age group and 70% for
the 55 and older age between the
years 1987 and 1994. (These
groups together represent the
Company’s target market seg-
ment.) This compares to a 26%
growth in memberships among
the 18 to 34 year old age group.
The majority of the Q Club mem-
bers fall within the targeted seg-
ment and the median age of 2 Q
Club member is approximately 37
years old.

PROGRAMS

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

Customer payments via Electronic Funds Transfer
from banks, s&l's and credit unions.

—~ 4

Per Payment Processed
($10 payment, $100 payment...same price!)

PLUS...
PRO-FINANCIAL

The Ultimate Collection Service

muwrmmmmm

“IMPROVE YOUR PHOFIT
EVERY DAY”

Call DANE HOLLAND Today!

1-800-233-8483

AFFILIATED ACCEPTANCE CORPORA

ON

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

FAX: {B16) 753-1429

E-MAIL: 74041,25

25 @ COMPUSERVE.COM

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

CLUBS
RATEGY

The Company's

strategy is to offer its members
health and fitness services in-
cluding a large assortment of ex-
ercise options and ancillary pro-
grams in a state-of-the-art facil-
ity supported by a large, cus-
tomer-oriented staff at economi-
cal membership prices. This op-
erating strategy is based on Com-
pany-conducted research and on
the substantial experience of the
management team. The key
components of this strategy are:

*Developing a Unique,
Branded Concept - Q The Sports
Club. Q Clubs are designed to
attract people who may not oth-
erwise be drawn to more typical
health club facilities by creating
a more enjoyable and comfort-
able environment for club mem-
bers and their families. The Q
Club concept is especially de-
signed to address and overcome
commonly perceived shortcom-
ings of traditional health and fit-
ness clubs, such as overcrowd-
ing, inconvenient location, high
membership costs and intimidat-
ing atmosphere.

*Building Uniform,
High-Capacity Clubs. The com-
pany has designed its prototype
Q Club to provide members with
the convenience of a large vari-
ety of exercise options and ser-
vices at a single location. The
Company believes that each Q
Club is approximately twice the
size of most traditional health
club facilities and is specifically
designed to achieve membership
levels at maturity (usually four or
five years after opening) ranging
from 9,000 to 14,000 members
per Q Club as compared to the
industry average of 1,500 to
2,500 members per club. Each
Q Club is designed to accommo-
date as many as 2,500 users per

day.

*Providing a Broad Ar-
ray of Services at Attractive
Prices. The Company seeks to
provide its members with excel-
lent value by offering them high
quality health and fitness services
at prices that it believes are sub-
stantially less than health clubs
that offer comparable amenities.

*Utilize an Advanced
Sales and Marketing Program.
One of the Company’s key mar-
keting strategies is to establish a
dominant presence and maintain
a high level of brand name rec-
ognition in its markets. To create
brand awareness and identify pro-
spective members, the Company
maintains extensive advertising
and marketing programs in each
of its markets. These programs
include local television ads and
direct response sales activities
which generate substantial new
member activity at the opening of
clubs and help grow the member-
ship base over time.

*Employing a Highly-
Trained, Service-Oriented Staff.
Each Q Club has a staff of ap-
proximately 85 full and part-time
employees, including personal
trainers, fitness instructors, mas-
sage therapists, sales associates
and maintenance personnel.
Through a variety of training pro-
grams, the Company seeks to in-
still in its employees the Q Club’s
emphasis on service.

The Company’s
Founder, Frank Leonesio, has 28
years of experience in the health
club industry. In 1972, Mr.
Leonesio founded, developed,
managed and subsequently sold
(in 1985 for approximately $35
million) a successful company
that operated 35 clubs. Heuseda
portion of the proceeds to found
the Q Club Company, for which
he organized a management team
of individuals with an average
tenure in the industry of over 16
years.

The Offering...

*Common Stock offered
by the Company... 2,000,000 shares

*Common Stock to be out-
standing after the Offering (1)....
7,535,142 shares

*Use of proceeds.... To re-
pay certain bank and shareholder in-
debtedness, to pay certain preferred
stock dividends, to finance the con-
struction of new Q Clubs and for
general working capital purposes.

*Proposed Nasdaq Na-
tional Market Symbol.... QCLB

RISK FACTORS

Thc Prospectus is ex-
pected to itemize the following list
of Risk Factors: Reliance on Suc-
cessful Expansion Plans, Capital
Requirements for Expansion, Quar-
terly and Seasonal Fluctuations and
Impact of Opening New Clubs, Per-
formance of Clubs Including Mem-
ber Attrition: Future Operating Re-
sults, Deferred Revenue, Depen-
dence on Executive Officers, Re-
gional Concentration of Operations,
Competition, Government Regula-
tion, Potential Liability, Control of
Certain Stockholders; Anti-Take-
over Provisions, Absence of Public
Trading Market; Possible Volality of
Stock Price, Shares Eligible for Fu-
ture Sale; Regulation Rights and
Potential Adverse Effect on Stock
Price, Dilution; Absence of Divi-
dends.

(The above information
has been quoted verbatim from the
FORM- §-1 which was filed with the
Securities and Exchange Commis-
sion dated April 4, 1996. The CLUB
INSIDER News would like to thank
Mr. R. Patrick Krucsek and his as-
sistant, Jenny, for providing us with
the U. 8. Securities and Exchange
Commission FORM - S - I registra-
tion statement. The CLUB IN-
SIDER News will provide addi-
tional information when the actual
prospectus is available.)

Attitude...

continued from cover

attitude of your staff. A positive
and upbeat attitude by sales rep-
resentatives combined with the
positive attitude and performance
of fitness instructors, aerobic in-
structors, personal trainers, front
desk staff and program directors
all add up to the end result.
During the Spring and
Summer, club operators must be
particularly careful to assure that
the attitude of the entire club team
is upbeat and sharp because this

is the time of year when members
and prospective members look to
the great outdoors for some or all
of their exercise. This annual mass
exit of members reduces the daily
opportunity for guest traffic as well
as new member referral potential,
so it is important that these losses
be offset with heightened perfor-
mance by all club staff members.
Here are some things to consider
as we roll into Summer.

GREET EVERY
GUEST!

Your attitude when

greeting guests is key. Use the fol-
lowing guide to train and focus
your staff on the keys that will lead
to new sales and member retention.

*Smile

*Welcome the guest and
make him comfortable.

*Enthusiasm. Show the
guest your excitement.

*Learn the guest’s name
and use it often.

*Listen carefully to what
the guest says.

(See Attitude page 24)
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Check-In Status
‘Member Name: Sarah Williams
Card Number: 100005

|| Membership Type: 2 - Family Monthly
|| -Monthly Usage

 Last Check-In Date
Date/Time: |1 2-Feb-1996 341 PM

~Check:In Freeze Date
Fiom: {00/00/0000 | T |00/00/0000

[[Front Desk: Please inform Sasah that we | ' .
eed her to submit her new checking
account number for EFT

Total of 1 messagels) found -

Software That’s Easy to Use

from a Company You Can Trust

Like the fact that a feature isn’t very valuable if you can't figure out how to use it.

In the past 20 years, we've learned a few things about developing club management software. I'
And, processing EFT payments shouldn’t be a difficult task.

Packed with useful features, Club Vision was carefully designed with the help of our most
valuable resource...our customers.
That's why Club Vision contains easy-to-use features
.and completely automated Electronic Funds Transfer capabilities.

For a free brochure, presentation diskette or telephone demonstration of
Club Vision for Windows, call an ATA National Account Executive.

1-800-282-0031

2\
BT I 3 .
ol Serving the Health

& Filness Industry
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COMMERCIAL

2. Stop losing welgh‘l selector pins by
installing NGS Welght Selector Pin
Leashes

3. Use NGS Replacement Belts
and Decks. Ours last longer
at a fraction of the cost.

4. Try our Replacement
Grips for StairMaster,
LifeStep, Trackmaster,
and ClimbMax. They're
long lasting, inexpensive
and easy to install.

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

8780 NATIONAL BLVD., SUITE 209
CULVER CITY. CA 90232

5. Call NGS for electronics repair for StairMaster
4000PT, Lifecycle (most models), Gauntlet,
Gravitron, LifeRower; ClimbMax, LifeStep, Trotter

and Trackmaster.

Trackmaster.

questions.

6. Use our quality replacement parts for
StairMaster, Lifecycle, Tectrix, ClimbMax,
BikeMax, Airdyne, DX 900 and

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

8. Contact us by fax at 310-278-

1747, or on the internet at
gympart@primenet.com with your
replacement part and maintenance

T0 RECEIVE YOUR
FREE CATALOG, CALL

1-800-GYMPART

HEALTH CLUBS

POST BIG MEMBERSHIP GAIN

Tax-exempt/Other Facilities Lose Members, Market Share

Bostnn, Massashusetts
- While the total number of health
club members decreased from 1994
to 1995, membership in commercial
health clubs grew by 10.3% from
11.7 million to 12.9 million, accord-
ing to the soon-to-be- released 1995
IHRSA/ASD Health Club Trend

it takes money

to make money?

It takes good credit....
Our club is FOR SALE. — $250,000

The study, which was
conducted by American Sports
Data, showed that there were 19.2
million health club members over-
all in the U.S. in 1995- - down by
4% from the record high of 20
million in 1994. These figures in-
clude corporate fitness centers and
tax-exempt facilities such as the

YMCA as well as commercial
health clubs. When the latter
group is extracted from the mix,
other facilities show a decrease of
24% from 8.3 million members in
1994 to 6.4 million in 1995.

In addition to YMCAs
and corporate fitness centers, oth-
ers not included in the commer-

OPPORTUNITY

Seeking District Manager, Sales Trainer,
Sales Person for Ladies Fitness Centers

in Oklahoma City.

Fax Resume To:(405)682-0580

Plus - We are interested in purchasing or

cial health club category are: mu-
nicipal facilities, military, univer-
sity, residential facilities and
aerobics studios.

“With the Surgeon
General’s Report on Physical Ac-
tivity and Health due imminently,
it is disconcerting to see an over-
all decrease in health club mem-

SALES DIRECTOR

Boulder’s Pulse Fitness Centers seeks
Membership Sales Director.
Proven record in Sales, Marketing and
Management a must.

Salary, incentive, bonuses, profit sharing
and benefits.

bership,” said John McCarthy, Ex-
ecutive Director of the Interna-
tional Health, Racquet &
Sportsclub Association (IHRSA).
“As the numbers clearly show,
however, the commercial sector
continues to be successful at at-
tracting more Americans to active
living.

Net worth is over 400,000, partnerships in troubled, Resume only to: K. D.Woodard,
Live your dream, we are willing to carry note. small fitness centers. Pulse Fitness Centers
Located in Massachusetts, Fax Information to above number. 2950 Baseline Road
Serious Inquiries - (508) 562-2143 Boulder, Colorado, 80303.
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Club FM -Wireless FM Entertainment Systems

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

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

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

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

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

Galaxy Health Spa,
Guttenberg, NJ. - © | have CLUB
FM and another one made by an
outfit in California. Both are in the
same room, hooked up to the same
model TV, space about 20ft. apart.
CLUB FM is smaller, less expen-
sive, less complicated to hook up
and the reception is twice as good!”
- MIKE FARKAS/Manager

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

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

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

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

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

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

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

“1 have researched this care-
fully and found that CLUB FM had
the best price and the best quality. It
is asimplified unit..... you don’t need
:|ny:hingclsc!".—PETE PETERSON,
FROG'S Athletic Club, Encinitas,
Ca.

Easy To Install
Inexpensive

and Headphones

“s FCC Approved

MOTIVATE YOUR MEMBERS

with

CLUB FM

Works With Any TV Or VCR Audio Qutput

Use With Any “Walkman” Type FM Receiver

Excellent Sound Quality

Broadcast Any TV Channel In FM Sound

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

« Better Utilize Your Existing TV System
« Promote Club Functions
¢ Increase Club Profits:

+ Walkman Rentals

¢ 1 Yr Warranty

e 30 Doy Money Back Guarantee

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

Call (800) 326-2269

Or Write:
A.P. Acoustics, Inc.

65 Main Street
High Bridge, NJ 08829
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Matchmg Your Message To Your Medium

By Michael Hoffman

There’s asaying among
professional PR people, especially
in the agencies that serve medium
to large size businesses, that “name
in the press PR” is a cop-out.

What they mean is simple
- anybody can get his name in the
news, but only smart PR people can
get the right story placed on the
right station or in the right section
of the paper. It’s even more chal-
lenging to make sure that the con-
tent of the story paints the right pic-
ture about your club.

Clubs are no different
than any other business in their
need for strong PR stories. In fact,
with all the new competition from
corporate fitness centers, YMCA’s
and hospital-based health clubs,
strategically-created PR stories are
more important than ever.

Rather than shotgun your
PR effort, here is a simple tech-
nique you can use to plan your
media stories to your best advan-
tage.

a. Join your club
and/or refer other potential
members.

b. Influence pub-
lic opinion about your club
in a positive way.

c. Influence pub-
lic opinion about your club
in a negative way.

d. Influence leg-
islation that favors or hurts
your business.

Some examples
of priority groups are your
local Chamber of Com-
merce officers who usu-
ally have heavy influence
on other community busi-
ness leaders or your local
elected officials such as
Aldermen, Congressmen

Michael Hoffman

and Representatives who
vote on health-related

1. Build a list of Prior-
ity Targets.

Make a list of your 10
most important priority target
groups. A priority target is de-
fined as any person or group of
people who have the potential to
do four things:

THE STORE!
GIVE AWAY

bills. Another example would be
your local bar association. Law-
yers are affluent, influential, out-
spoken and normally need the
stress-relieving benefits of exer-
cise.

2. Writing Reputation
Change Statement

Membership
Renewal
Referral

Think about your repu-
tation when building your prior-
ity targets list. In what ways does
your image need to be improved?
What do people need to hear in
order to change their minds from
indifferent or negative to positive?

Write out reputation
change statements like this;

“The Chamber of Com-
merce currently considers our
club a place for younger, fitter
people only. We need to create
an image of a club for mature
adults at the entry level of fitness.”

“We have never spoken
with or written to our Congress-
man about how our club helps in-
dividuals and local corporations
reduce healthcare insurance costs;
there is no relationship here, ei-
ther good or bad. We need to in-
form the Congressman about the
healthcare benefits of club mem-
bership.”

Write out a Reputation
Change statement for each of your
10 priority targests.

3. Match the Messages
to Right Media
Once you’ve selected

your priority targets and written
your Reputation Change state-
ments, you will be further ahead in
the PR stories game than 99.9% of
all clubs. This amount of strategic
PR thinking just isn’t something
operators are used to doing. But,
those that spend the time and ef-
fort usually reap big rewards in
terms of positive stories that trans-
late into lots of “free advertising.”
Now, here’s your last step in the
planning.

4. Match Your Messages
to the Right Media

For each priority target
you have created a Reputation
Change statement; now you need
to match that message to the right
medium. Consider your priority
targets when picking the medium -
whether radio, TV, newspaper or
newsletter - where you want your
story to appear.

To be most accurate, fig-
ure out which media your priority
targets read or watch most. For
example, lawyers read the newspa-
per, but you would be more on tar-
get to place a story in the local bar

(See Hoffman page 20)

< ORLANDO

* HAWAII

X MEXICO

X CARRIBEAN

Promotions That Work!

X< LAS VEGAS

NO HASSLE TRAVEL PROMOTIONS SINCE 1973
APEX TRAVEL PROMOTIONS
(800) 666-0025 (Ext. 22)

Fully lic

*<RENO




PAGE 13 EClllllh_l:lisidgl: MAY ISSUE

New Rock
Top 405
T 50ap5
weather Sitco Classical
NeEws
travel
Easy listening

book/magazine ; Rock & Roll
reading

Pick a channel...any channel.

The variety of entertainment choices is unlimited. CARDIO 5) =57
With CardioTheater, your members individualize / ®
their cardiovascular workouts by remote control.

. 12 Piedmont Center, Suite 105 » Atlanta, GA 30305
Offer your members CardioTheater. They'll love the = L : I

selections, they'll enjoy exercising and they'll love

s ot e Call (800) CARDIO-1 or (404) 848-0233

WE PUT FUN INTO FITNESS
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Mary Jane Johnson Wins IHRSA's
Fitness Director Of The Year Award

San Diego, Ca. - Mary
Jane Johnson, PhD, has been named
Fitness Director of the Year by the
IHRSA (The International Health,
Racquet and Sportsclub Associa-
tion). Johnson is Regional Wellness
Director of New Mexico Sports &
Wellness in Alburquerque.

“Most people expect this
award to go to one of the big clubs
in California, New York, Texas or
the East Coast,” says Scott Garrett,
General Partner in New Mexico
Sports & Wellness, “ We are really
pleased to see this level of recogni-
tion going to the Southwest.”

“In our industry this award
has put New Mexico on the map.
It’s an honor to be acknowledged as
one of the premier fitness providers
in the world,” says Johnson.

Johnson has been a fitness
industry professional for 18 years.

MANAGEMENT HAPPENS WiITH GERRY FAUST...DON'T MISS OUT!

"MANAGING TO PRIME" by Gerry Faust. (Audio tape series with workbook)
This six-tape audio casselte series provides an in-depth discussion of management roles, managerial styles, organizational life cycles, and the process of creating
organizational changes. Done with the same style, humor, and enthusiasm of Dr. Faust's speeches on these topics, this series provides the depth that many of the shorter
speeches cannol. Accompanied by a detailed workbook with concept notes, provoking questions, exercises and guides that will give you an even greater insight into
your people, your business and yourself.

"MAKING MANAGEMENT HAPPEN" by Gerry Faust. (Video cassette tape with workbook)
Organizations go through predictable patterns of growth and developmenl. As they grow, the culture of the organization changes and the organization faces new and
different challenges. In this video cassetie tape presentation, Dr. Faust discusses the four critical roles that management has to develop and keep in balance 1o ensure

She’s an advisor to the City of Al-
buquerque Office of Senior Af-
fairs and is an Adjunct Professor
at the University of New Mexico
(UNM) in Albuquerque. A na-
tive New Mexican, Johnson has
lived in Albuquerque since 1978,
She was born in Hobbs, N.M. and
raised in Las Cruces, NM.
Johnson received a B.S. in exer-
cise technology and PhD in exer-
cise physiology from the Univer-
sity of New Mexico.

Applicants for IHRSA’s
award were evaluated in several
areas: contribution to the clubs’
fitness department; membership
sales and retention; program de-
velopment; budget planning;
equipment maintenance; staff su-
pervising and training; communi-
cation through presentations and
published articles; and commu-
nity service.

“Dr. Johnson has dem-
onstrated her abilities, enthusiasm
and expertise and has contributed
greatly to the success of her
clubs,” says John McCarthy,
IHRSA’s Executive Director.
“We're proud to honor her with
this award.”

“We at New Mexico
Sports & Wellness can all take
pride in this achievement,” says
Johnson. “The accomplishments
that IHRSA has recognized could
not have been realized without the
support of our members and
staff.”

New Mexico Sports &
Wellness is a privately owned
New Mexico company which op-
erates the Del Norte, Downtown,
Highpoint, River Point and Mid-
town Sports & Wellness Clubs.

.
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There is no place on earth [ike Costa Rica!
Villa de Papagayo =/ ocota, Costa Rica

Villa de Papagayo is a brand new luxury .
four-bedroom, four-bath villa with full staff (cook, =2\ F
maid and butler) located on the Pacific Ocean in '
beautiful Costa Rica. The view from the villa is /'
revered as one of the most beautiful in the world. !

| The lushly-landscaped villa includes an s

oversided deck with swimming pool and waterfall.

There is also a spectacular great room with 32-foot

| ceilings, TV, VCR, stereo and air-conditioning in

‘ the bedrooms. Guests at the villa also have use of
the amenities at the nearby Ocotal Resort Hotel,

‘ which includes three swimming pools, tennis, scuba

| diving, snorkeling, beach and health club.

Also available are the world’s best sports
fishing for marlin and sails, rain forest, volcano and
giant sea turtle tours, birdwatching, horseback
riding, whitewater rafting and various other nature
tours. Sl = 1

An all-inclusive plan provides all your food  ~ - ‘ ' ' ;
and drink (an open bar) during your stay at Villa Papagayo. The staff is there to provide for your every need and you will enjoy daily wonder-

| ful meals of fresh seafood, fresh vegetables and fruits like you’ve never tasted before. The villa is ideal for parties of two to eight persons. g
| Beds can be arranged as kingsize or single for your personal needs. GUEST BOOK QUOTES:

"This has been a
wonderful vacation. The
staff is great."

Christina Wolfe,
Decatur, GA

"You couldn't ask
or a better view. We will
be back again. Many
thanks."
Brian Hankel, Omaha, NE

"A true vacation!
5 " StaffisAl. Food is yummy, |
- e N - 3 the view awesome. "
R e e = 5 ~  Gary and Mary Streeter,
= -~ é, : " e . \ Al‘ld)\'ef, MA

: Villa de Papagayo’s giant terrace overlooks the Pacific Ocean and includes a pool with swim-up 2 ilitv call =
bar, waterfall and ranchero. In the evening guests dine outside under the stars. For avallablhty (404) 255-3220
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sy Muscle Dynamics

Nancy Georges
Ms. National Fitnes:

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

20100 Hamilton Avenue e Torrance, California 90502 « (310) 323-9055 « FAX (310) 323-7608
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‘Tennis Pros: Are You Part Of The
Problem Or Part Of The Solution?

By Spike Gonzales

Sure, you’'re working
harder than most of those around
you in the club industry, and sure
your students think you’re great; but
are you a valued member of your
club operations? Many pros are
very much valued, but some are
seen as “necessary evils” by club
owners or managers because of their
narrow focus and the seeming
unreliability and inaccessibility.
(You can’t live with ‘em, but can’t
live without them.)

Here are three major
guidelines for pros wishing to be
their own best friends in their ca-
reers and in personal relations with
club management.

First, put some structure
into your business life. Give those
around you some comfort level that
they may communicate with you,
despite your hectic and lengthly

work schedule. Thirty to 40 hours
aweek you are simply inaccessible
because you’re on the court, and
then when you’re off the court your
playing “ catch-up.” If you don’t
make the extra effort to have set
weekly meetings with the five most
important people in your worklife,
you’ll become distant from them
and lose crucial rapport.

Be sure that your recep-
tion personnel know when you’ll
be in the club and available to re-
turn messages or phone calls.
When a member or fellow worker
needs something from you, it un-
dermines their confidence in you
to hear, “I don’t know when he will
be back.... or off the court.” Smart
tennis pros not only tell reception
personnel this important informa-
tion, but have their lesson and ad-
ministrative schedules posted so
desk personnel changeovers don’t
hurt communication efforts. Then
they are reliable to their posted
schedules!

Second, be aggressive in

your responsiveness to others!
You have to overcome the nag-
ging feeling in the minds of
members and associates that “he
won’t get back to me, so I’'ll have
to track him down!™ They know
you’re busy; they don’t know
when you’re going to get your
message and they don’t know
when you’ll try to respond. You
have to make others’ inquiry a
priority!

Finally, ask yourself, “
Am [ building the market, or just
using it?” The first and foremost
objective of a tennis pro is to pro-
mote the game. That means
bringing new people into the
game, not just developing and
perfecting the ones who are in it.

And don’t pat yourself
on your back for simply occa-
sionally giving some promo-
tional or introductory lessons,
then allowing the newcomers to
fend for themselves. Getting
people to try tennis can actually
do more harm than good if their

initial experience is not
positive and success-ori-
ented, or if there aren’t well
orchestrated follow-up pro-
grams to help them through
the advanced beginner
stages. You're not building
your market if you're giv-
ing people the opportunity
to quit playing tennis be-
fore they've gotten to the
higher levels of the game
where they can reap the fit-
ness and fun benefits. Each
person who tries the game
and quits becomes a nega-
tive influence on the word-
of-mouth in your locale!
Similarly, don’t
laud yourself for giving 20-

40 hours of private lessons
each week. If this is at the

Spike Gonzales

exclusion of handling three or
more players per court, or it's cre-
ating “pro dependency” for the stu-
dents enjoyment of the game, you
are falling short of being a “mar-
ket builder.”

These areas - businesslike
structure, pro-active communica-
tion and marketbuilding— are ma-
jor elements distinguishing the ex-
ceptional (and appreciated) tennis

(See Spike Gonzales page 20)
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TWO EASY WAYS TO MANAGE
YOUR FITNESS INSTRUCTORS

Personal Trainer Business Manager for Windows™ is the first and

only software specifically designed for managing personal trainers
in a gym or health club. It is an appointment book, client database,
trainer database, and accounting package all in one.

4 Maintain separate schedules
for each trainer

& Print trainer schedules for a
day, week, or month

€ Automatically update client
balances to reflect training
sessions

38 Wl e Do A 95

€ Record trainer income and
expenses

& Keep track of training sessions

& Quickly find a training session

|Eu—ur-——l—

@ Keen track of client names,

o
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addresses, and telephone
numbers
for training sessions
@ Record client payments
& Create mailing lists of clients
4 Maintain client training logs,

4 Generate invoices and receipts

Fitness Class Scheduler for Windows™ simplifies the task of

scheduling fitness classes and keeping track of fitness instructors.

With Fitness Class Scheduler for Windows™, you will be able to

create better class schedules with less time and effort.

& Schedule and reschedule
classes simply by arranging
classes on the screen

4 Maintain separate schedules
for each room and location

& Keep track of instructor
names, addresses, and
telephone numbers

& Record the days and times
each instructor is available

€ Automatically display lists of
available instructors

& Quickly find an available
substitute instructor

# Print complete class schedules
for students and individual
schedules for each instructor

# Easily customize a schedule’s

and print progress graphs

4 Record client medical history
and fitness assessment

@ Print monthly, quarterly, and
yearly reports of income and
expenses generated by each
trainer

appearance o suit your needs

4 Create reports of hours and
classes taught by each

instructor

Item# 3003 Personal Trainer Business Manager for Windows $249.95
(Be sure to specify the Club Edition when ordering)

Item# 4004 Fitness Class Scheduler for Windows $149.95

5|
Installs in jess than 5 minute

System Requirements: An IBM® -I
compatible machine with a 80386 or
higher processor, 4 megabytes of RAM, a |
hard disk with at least 2 mc,gahylu of

| available space,a 3 1/2" or 5 1/4" disk

[ drive, a VGA or SuperVGA display, and
M]Lmsuﬂ Wmdows version 3.1 or hlcr

and we will glady provide you with a complete refund.

FREE
SHIPPING

To order, send check or money order to

Maryland customers add 5% sales tax

FOR FASTEST DELIVERY

Shipping is free and all
orders are shipped by
First-Class Mail.

Willow Creek Publications, P.O. Box 86032-A31, Gaithersburg, MD 20886 et

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

R

Unconditional ‘\ ‘\
30-day

\ |  Money-back
\ '\\ Guarantee / /

CALL 1-800-823-3488 EXT 131 "=

We are available 24 hours a day, 7 days a week. So call anytime.
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Hemelgarn and Fatjo
Off The Hook... For Now

By Norm Cates, Jr.

Ron Hemelgarn and
Tom Fatjo, two of the principals in
the defunct LivingWell, Inc. (LWI)
chain of health clubs, which was to
have been the biggest and best in the
land, have escaped with nothing but
legal bills from a lawsuit which
could have potentially found them
personally liable for as much as $100
million.

The lawsuit had been
brought by the LWI Trustee against
the officers, directors and auditors
of LWI to obtain damages for fraud,
gross negligence, conspiracy and
other improper activities.

Tom Fatjo had entered the
club industry after having sold his
interest in his garbage removal com-
pany, Browning Ferris International
for nearly $1 billion. Fatjo had pre-
dicted- that he would build
LivingWell into the biggest and the
best health club chain in America.

What really happened was that
Fatjo went from hauling garbage
to selling it, as the LivingWell
chain gobbled up numerous chains
of small clubs around the country
which were mainly storefront,
high-pressure sales operations.
They thought they were going to
conquer the health club industry by
selling members with low cash up
front dues and long-term renew-
als as low as $50 per year.

The lawsuit was heard by
a jury in the U.S. District Court in
Houston, Texas and the case was
split in two parts by the judge be-
cause of the complexity of the
matter. After nearly two years, the
jury found in the first part of the
case that Hemelgarn and Fatjo had
operated LivingWell in insolvency
from October 27, 1989 when they
filed a Chapter 11 to October 5,
1990 when the case was converted
to a Chapter 7. During that time
frame, the assets of LWI were de-
pleted from $148,000,000 to
$5,000,000 leaving the creditors
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high and dry.

After a year passed the
second phase of the case was
heard and the judge in effect
threw out the case, siding with
the Defendants and against the
Plaintiffs, the Trustees of LWI.
The second portion of the case
had been intended to determine
the amount of actual liability that
Hemelgarn and Fatjo and the
other officers, directors and au-
ditors would collectively face.
With this ruling by the judge, the
Defendants are basically off the
hook...... for the time being. John
Brannan, is counsel for the Plain-
tiffs. When contacted in his
Houston office Brannan com-
mented:

“This case has far too many mer-
its for us to drop it. We have been
told by the judge to complete cer-
tain work that will take about a
year. After that, the case will be
appealable and we intend to pur-
sue the appeal fully through the

5th Circuit Court of Appeals.”

...Hoffman

continued from page 6

association newsletter. The
Chamber of Commerce mem-
bers might be easily influenced
by a story in your local
newspapers's Business Section.
A senior citizens group could be
impacted by your appearance on
a local cable TV or radio talk
show about senior fitness.

You have to research all
your local media options care-
fully to match your messages to
the right media, but the extra

work is worth the effort. For in-
stance, you would not place a dis-
play ad about your new all-com-
puter fitness room next to the
obituary section of the paper, so
be sure to place your priority tar-
get stories in the most logical me-
dia location.

(Michael Hoffman is the
President of California-based
Heart Communication and can be
contacted at: (714) 831-7971;
Fax: (714) 643-1891; e-mail:
heartcomm(@aol.com. This is #6 in
the PR 101 Education Series from
Heart Communications.)

..Gonzales

continued from page 18

pros from the commonplace ones
in the the club industry.

(Author’s and Editor’s
Note: This article is meant to be
at the disposal of club industry
owners and managers who'd like
to communicate any hint of frus-
tration they may have with iennis
pros. It may be helpful to distrib-
ute copies to your pros, or postin
their work area. The CLUB IN-
SIDER News has authorized re-
production and distribution of this

article for that purpose.)

(Spike Gonzales has been
building tennis markets since 1971.
An influential member of the
USPTA, USTA and IHRSA, he was
involved in bringing those organi-
zations together in founding the
National Tennis Rating Program.
He presently serves as an advisor
to Tencaps R, a USPTA-endorsed
tennis handicap and rating system.
As President of AD-In Club Man-
agement and the owner of The
Naples Racquet Club in Naples,
Florida, he specializes in the de-
velopment of pros and managers in
the tennis industry.)

Shoulder Press
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with safery an
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*180 degree pivoring sear allows rack to be in
front or behind body while using adjustable
back pad for proper alignment of various body
widths. -:\dmmLi: sear for perfect use of
various racking points. Optional plate holders.

*30 degree angle for maximum peck isolation
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back support and upper chest isolation
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Hack Squat

*Body contoured carriage for proper spinal alignment
*Adjustable foor position for varying isolation points
*Fully supported case hardend shafts with precision linear
bearing action *Gravity controlled lock out system

previents accidents.
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FITNESS SYSTEMS

9990 Empire Street, Ste.130
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Outside CA: 1-800 548-5438

ipace.

Decline Bench

*15 degree angle for low chest isolation with
minima! shoulder involvement *Adjustable
raised knee leg support aligns low back
allowing better p:nr

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

Flar Bench

*11 gauge steel design *Raised foor rest for
better back suppore and chest isolation *Angled
chrome racking mechanism for good looks and
safer racking for years 1o come *Shown with
optional plate holders for better use of floor-

170

isolation *Multi sized rwo




PAGE 21

EClub Insider

MAY ISSUE

The 1996 IHRSA Report On The
State Of The Health Club Industry

A SUMMARY - PART I

The International
Health, Racquet and Sportsclub As-
sociation (IHRSA) and Cross Con-
ditioning Systems produces and pre-
sents this report each year at the
IHRSA Annual Convention. The
Editor of the report is Ms. Cathy
McNeil of IHRSA. Special thanks
to Mark Feuer and Ken Germano
and the great people at Cross Con-
ditioning Systems for their sponsor-
ship of this annual contribution to
the health club industry.

Youth Fitness Campaign
Set to Launch

A National Youth Fit-
ness Campaign sponsored by
IHRSA and the Sporting Goods
Manufactures Association (SGMA)
will be launched in May under the
auspices of the President’s Council
on Physical Fitness and Sports.
Over $75 million of advertising pro-
moting youth fitness will be spent
over the next three years.

Managed Care Begins Shift
to Subsidizing Prevention

Managed care corpora-
tions are now investing in preven-
tive health care benefits. Seventy
percent of the costs relating to sick-
ness and disease have to do with
preventable illness - a realization
that has stimulated a new preven-
tive health care awareness among
public policy makers, health insur-
ers and the business community.

THE BUSINESS
OF FITNESS

*Industry Consolidation
- The start of something big?
Events over the last few years seem
to indicate that the $8.3 billion
health club industry is well on the
track toward major consolidation
and growth.

*Going Public - Large,
multinational corporations such as
Reebok, Nike, Pepsi and Whitbread
are showing interest in the health
club industry thorugh sponsorships

and acquisitions. In 1994, two
major companies completed pri-
vate placements repositioning
both for growth. In 1995, Fitness
Holdings, Inc. was formed and a
major acquistion of Family Fit-
ness Centers was completed
growing Fitness Holdings to more
than 100 clubs. In January, Bally
Entertainment officially spun off
its health club unit.

The Future for Inde-
pendent Clubs - Smaller clubs
capitalize on creativity and per-
sonal service. The appeal of fit-
ness to the average consumer is
growing,” says Steven Schwartz,
President and Chief Operating
Officer of Tennis Corporation of
America, a privately owned firm
that owns and operates 44 clubs
across the U.S. “ As the market
expands, there will be lots of op-
portunities at different price
points. It's like the hotel business,
where you can choose your level
of service and luxury. Motel 6,
Holiday Inn, Hyatt are very suc-
cessful. Four Seasons is success-
ful, though there’s a limit as to
how many FourSeasons you can
build. The health club business is
becoming more stratified, but [
don’t think it’s anywhere near a
major consolidation. Family Fit-
ness and 24 Hour Nautilus buy
each other - that is an incubation
phase.”

The New Wave of Un-
fair Competition - and Rising
Public Sensitivity - Clubs win
the fight doing what they do
best. Traditionally, nonprofit or-
ganizations have existed in the
public mind to provide necessary
services at low cost (o a deserv-
ing public. In exchange, an image
known as the “halo effect” was
conferred upon them, and they
were granted tax-exempt status
from the almightly Internal Rev-
enue Service the logic being, if a
nonprofit provided a needed ser-
vice, then the government
wouldn’t have to. The tax-pay-
ing public didn’t seem to mind
much that a nonprofit didn’t pay
tax on the few dollars it made, as
long as the proceeds supported a

“chartitable mission.”

Tax-exempt competi-
tion proliferating. At White
House Conferences in 1986 and
1995, the issue of unfair compe-
tition with nonprofits and gov-
ernment agencies was voted one
of the top problems facing small
business. Apparently, the sources
of competition are increasing.
Universities are opening fitness
centers, bookstores and computer
stores. Museums are starting lav-
ish shops selling designer ties.
Environmental groups are mar-
keting affinity credit cards. The
list is long. For IHRSA Clubs,
in particular, the unfair competi-
tion issue arises when YMCA's,
Jewish Community Centers, uni-
versity fitness centers, hospital
wellness centers and park and
recreation facilities compete with
those private clubs. “IHRSA
members have decided that un-
fair competition is not right, and
they’re not going to take it,” says
Helen Durkin, IHRSA's Director
of Government Relations.
IHRSA clubs are leading a grass-
roots effort to bring the issue to
the public eye by carefully docu-
menting the prob-
lem, testifying
before local gov-
ernment bodies,
alerting opinion
leaders in thier
respective com-
munities, and
talking with the
local medias

T h e
YMCA, for ex-
ample, with rev-
enues of $2 bil-
lion, has become
the nation’s lead-
ing health club
operator and also
the biggest pro-
vider of childcare
services, reports
Forbes Magazine.
As a result of its
tax exempt status,
the Y can com-
pete with for-
profit operators
with a 25% to

MANAGEMENT TRAINING

30% cost advantage.

Issue is high priority for
IHRSA - The unfair competition
issue has long been high on the
agenda at IHRSA's Government
Relations Department. The IRS
has issued new guidelines regard-
ing any income that a university
receives that is unrelated to its edu-
cational mission. This has been in
response to more than 14 years of
complaints from IHRSA regarding
university athletic and fitness fa-
cilities that open their doors to the
general public.

Pricing Strategies - Fol-
lowing the lead of the healthcare
insurance industry, 1996 found an
increasing number of clubs break-
ing into the corporate market were
developing pricing strategies based
on the capitation fee structure. In
the club industry, this model is
based on calculating the approxi-
mate percentage of a company’s
employee population that would
join(based on demographic infor-
mation). The pricing for the cor-
poration is then presented as a fee
of equal proportion for all employ-
ees, in conjunction with a corpo-
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rate subsidy. On the individual sales
front, a number of exciting strate-
gies bloomed during the year. For
example, Bob Stauble, Chief Oper-
ating Officer of Healthtrax has in-
troduced an $89 - 8 week member-
ship with the focus on “developing”
members. This strategey generated
over 2,000 new membersand a 10%
reduction in attrition.

PROGRAMMING
for the FUTURE

Program innovations,
personal training and swimming
programs have seen greater energy
and effort by clubs in the past year.
Greater effort is being made by
clubs to integrate new members into
results producing programs. A
greater focus on kids programs is
emerging. And, group activities
such as group bicyling are growing
rapidly in popularity.

MAJOR PLAYERS(25+ Clubs)

*#1 Nautilus Fitness Centers -

36 locations - Canada - Dave
Patchel-Evans, President

*American Club Systems - 65

locations - Charles Lindsey, Presi-

(See IHRSA page 25)
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...Karen
Woodard

continued from page 6

further by setting their personal
goals just a little bit higher than
what may be set for them. By
knowing exactly where they are
with their goals on a daily basis,
they know exactly what it will
take to accomplish the goal suc-
cessfully. They break the goals
down into manageable standards
for prospecting, calls, appoint-
ments, tours, # of sales, referrals
that need to be made daily or
weekly. If this is an issue for you,
determine what your closing ra-
tio is on membership sales and
work backwards in the following
way: if your goal is three mem-
berships/day and your closing ra-
tio is 50%, then you need 6 ap-
pointments per day, you need to
talk to 12 people to get those ap-
pointments and you may need to
make 24 calls to make those con-
tacts. Once you know this infor-
mation, you'll have a clear plan
on how to reach your destination.

Mistake #9- Failure to
Continually Work
On Sales Skills

If the people who teach
fitness classes at our clubs never
changed their music or introduced
fresh new choreography, they'd see
diminishing returns in their classes
and the club would see a lower re-
tention rate. It's the same thing with
our sales presentations — we need
to constantly stay fresh by working
on our sales skills. Take time to tour
with the other people on your staff.
When you are in a “buying” posi-
tion, really pay attention to the sell-
ers skills and style. You'll come
across great ideas to add and ideas
to avoid — you may even get an
affirmation on the good job you are
doing. Spend 30 minutes to an hour
a day reading selling publications,
sales books or listening to tapes.
The small investment you make in
yourself by doing these things con-
sistently will yield a high return in
confidence and perspective, not to
mention income.

Mistake # 10 - Lack of
. Participative Selling

When you purchase a
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car, you drive it. When you pur-
chase clothes, more than likely
you’ll try them on first, get excited
about how great you look and then
there’s no way you won’t buy
them. Same thing with selling fit-
ness — the pros get the prospec-
tive members involved with the
club before they become a mem-
ber. They do this by asking ques-
tions to get specific needs and then
actively demonstrating how those
needs will be met. A common
example would be knowing ex-
actly the muscle groups your pros-
pect wants to work on then get-
ting them involved with the equip-
ment that will best isolate those
muscles so they can feel the ben-
efit immediately. Another ex-
ample would be introducing them
to a member on the tour who had
a similar concern that was put to
rest. This type of selling creates a
heightened level of excitement
and a stronger bond to your club.

Mistake #11 - Not Telling
Everyone You Meet About
What You Do Professionally

How many times have
you gone to the grocery store, a
restaurant, a cocktail party, the

dentist's office, etc. without invit-
ing the person(s) you speak with
to come and visit the club? I see
this happen every day with numer-
ous salespeople, club managers
and club owners. We have pros-
pecting opportunities daily that we
passup—why ? It’s so simple to
thank someone for the good ser-
vice they've given you with a tip,
a personal thank you and the added
bonus of an invitation to come into
the club for a complimentary visit
as your guest. There are count-
less ways to prospect for new busi-
ness that we need to utilize regu-
larly and this is one of the abso-
lute easiest. Make it a goal to meet
three new people outside of the
club daily and tell them about what
you do for a living.

Mistake #12 - Lack of Atten-
tion to Own Needs

Our industry is based
on insuring that the needs of those
we serve are exceeded and that our
members leave our care with a
positive feeling. While serving
those needs energizes us, it can
also be draining if we don’t take
care of our own needs. Top pro-
ducers usually stay top producers

because they learned this lesson
and changed their work habits.
There are the obvious habits that
we all know we need to succeed
and there are the more subtle prac-
tices like taking time out for your-
self before you feel burned out, not
engaging in negative self talk or
negative talk with co-workers.
Making sure that we regularly ask
ourselves if we feel good about our
work and if not, why not, then tak-
ing steps to change it.

You may not be making
any of these mistakes or conversely
this may sound like your selling
style altogether. If so, the best way
to correct any mistakes you may be
making is one at a time. Determine
which one of these is costing you
the most and work on that area first.
Once that is mastered, move onto
the next area until all mistakes are
eliminated from your presentation.
Before you know it, you'll be the
top producer at your club.

(Karen Woodard is Presi-
dent of Premium Performance
Training and provides successful
sales, management and operations
training programs for the health
and fitness industry. Karen is
based in Boulder, Colorado and
can be reached at; 303/417-0653.)
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Full Time &
Seasonal Sales

Positions Available
Ask For Human Resources

SUITE 800

$100,000 PROFIT... IN 90 DAYS!

SAGGING SALES? « NEED CASH NOW? « NEED DUES INCREASED? + NEED MORE GUESTS?

ADVANCED SOLUTIONS TEAM, INC. has the answer!
NO COST OR OBLIGATION BY THE CLUB.

Our team sends a representative to your club to begin a sales program that
combines television commercials, direct mail brochure card, telemarketing|

and other creative interior and outside marketing programs.
YOUR NORMAL SALES NOT AFFECTED!
1,000 NEW INFORMATION CALLS... 500 NEW MEMBERS IN FIRST 8 WEEKS!
TOTAL AREA WITHIN 8 MILES IS REACHED!
Have you ever questioned how to reach
the 97% of the prospects that NEVER respond?

THIS IS IT!

ADVANCED SOLUTIONS SELECTS ONE CLUB PER MARKET AREA. PHONE 800-938-0234 FOR FREE PROJECTION ANALYSIS

DALLAS, TEXAS 75251
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WORK SMART - NOT HARD! LEARN AGGRESSIVE
HOSPITALITY!

Orgsnize your day into segments of
time using the following guideline for success:
(1) First 15 minutes of each day pre-
pare and get organized for the day. Remember

selling is 90% preparation and 10% presenta-

tion.

(2) Spend the next 30 minutes on the
phone calling your best 10 prospects for appoint-
ments.

(3) After 30 minutes of focused (one
type call only) phone work, take a break and
walk around the club, talk to MEMBERS - not
other staff.

- (4) Go back to the phone and spend
the next 30 minutes making motivational calls
to your members.

(5) Take another 10-minute “walk-
about” throughout the club.

(6) Continue this process throughout
the day and be sure to take the 10-minute about
breaks.

REMEMBER WE ARE
IN THREE BUSINESSES!

(1) We are in the business of making people
happy! We are in the business of operating clubs
which appeal to the interest, skill level, sched-
ule, personality, ages and gender of our mem-
bers.

(2) We are in Show Business!

(3) We are in the Retail business!

Remember: Adjusting your attitude is a
very important aspect of our business! When
selling club memberships or programs, you are
really selling yourself! If your attitude is not
right..... you miss membership and program
sales.

Create an environment of “self-evalu-
ation” amongst your staff by being sure that you
have the right leaders in the key roles of mem-
bership and programming sales. Remember -
you or a person you have in a leadership role
may not be the right choice, so don’t be afraid
to change!

Evaluation points should be:

(1) Appearance

(2) Body language

(3) Personality

(4) Greeting

(5) Knowledge.

YOU MUST LEARN
PROFFSSIONAL GREEI‘[NG'

1. Smile (Be sure to show lots of ‘teeth
and eyes!" This is NOT optional!)

2. “Aim” your smile.

3. Introduce yourself first.

4. Shake hands with your guest and
"mean it.”

5. Engage in conversation including the
following: *Compliment *Promotion *Sugges-
tion and

Remember the 10 Magical Words!

1) Personally invite you

2) To join us.

3) You will enjoy

4) and have fun

5) you will meet other people

6) I want you to be with us.

7) 1 need you to be with us.

8) Will you help me by enrolling in this
special program?

9) Great!

10) I guarantee you will have fun!

The Professional Greeting may be used

1. Sell from your heart!

2. Make them feel comfortable!

3. Provide personalized service. Take
the time to say Hi to your members. Show that
you care about them.

4. Give people a sense of your PRIDE
in your club!

CHECK YOUR
APPEARANCE
1. Be sure to display your club logo.
2. Wear your name tag at all times
when on duty.
3. Be sure your uniform is clean and
unwrinkled.

REMEMBER PROFESSIONAL
COMMUNICATION IS:
55%  Body Language
38%  Voice Inflection
7% Words you say

MEMBERS:
Need ............... Health/Fitness
Want ............... Sense of Belonging
Expect ... Equipment and Facilities
Demand .......... Service/Value
React .............. To Attention
Response ........ From Club Leadership

Many club operators have become
convinced that “trial memberships” are the best
way to acclimate prospective members to your
club and to get them to join. But, consider this.
When you hand over a one-week guest pass
which gives that individual unlimited and un-
scheduled access to your facility for a week.....
what message are your really giving the pros-
pect? Isthe message that once he/she joins that
there will be no program specificaly for them?
Will you ignore them as members as you may
be ignoring them with the simple hand over of
the guest pass?

Would it not be better to provide a
prospective member with passes to SPECIFIC
programs at set times in your club so they can
become part of a group within your club as
opposed to simply coming and going without
guidance or help.

PROGRAMMING: Tracking when
they come - what they do - when they don’t
come. Through club programming we know
much more about the things we need to know
to retain that member or to sell that new mem-
ber!

THE PERFECT

PROGRAM INCLUDES:
1. Personal invitation

2. The perfect leader

3. Specific schedule

4. Tracking system

5. Group participation

6. Sense of commitment

7. Exclusivity

8. Recognition by the leader in front of peers
9. Professional promotion.

10. Follow-up on the program.

Remember: “ Always use one pro-
gram to promote another.”; “Goal of program-
ming is retention.”; “80% of new memberships
should come from the quality of your program-
ming.”; “Programming Should Consider: * In-
terest profile * Skill level = Age * Personality *
Availability; “NEVER run a program without
giving it 100%!; “In sales and programming,
ZATTITUDE IS EVERYTHING!"
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Sales Makers

(800) 428-33
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My Seven Spiritual Laws

By Bob DelMonteque

1) Good habits are the key
1o success - poor habits unlock the
door to failure.

2) 1 shall greet the day with
love® in my heart, most of all, I shall
have love for myself. I shall have
pride, Ishall have self-esteem and |
shall have self-respect - because you
cannot give what you don’t have.

*This is the most important
ingredient.

3) I shall persist until I suc-

ceed. If I fail, 1 shall try and try

again - [ shall persist until [ succeed
because I am nature’s greatest
miracle and nature knows not defeat.

She eventually emerges victori-
ous.

4) 1 shall live this day
as if it is my last - yesterday is
gone and tomorrow may never
come. I shall act today with ac-
tion because most people put off
until tomorrow and tomorrow
may never come.

5) 1 shall be emotion-
ally stable, I shall be consistent
and [ shall be happy.

6) I shall laugh and
smile and be happy because
happy people like happy people
and [ also get my positive juices
flowing through my body to
make things happen.

7) I shall have a burn-

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

_ "IIAII.-II" PAYMENTS

(FROM COUPON BOOKS)

PRO-FINANCIAL’

The Ultimate Collection Service

“IMPROVE YOUR PROFIT
EVERY DAY”

Call DANE HOLLAND Today!
1-800-233-8483
AFFILIATED ACCEPTRNCE COHPOHATIUN

Main Post Olice Box 419331, K:
3-1429

FAX: (816}
WEBPAGE

AAC...“We're Here To Work”

ssour, USA B4141
@ COMPUSERVE GOM

HTTP/WWW FITNESSWORLD COM/PRO/TRADE/AFFILIATED HTML

ing desire which is nothing but a
mental image of what one day will
be - then I will have faith, belief,
enthusiasm and hope, because [ be-
lieve with faith, belief, enthusiasm
and hope you can accomplish what
ever you want to accomplish.

I believe you can do any-
thing you want to do. Be whatever
you want to be. And, go wherever
you want to go. Provided you want
it enough. There is nothing you
cannot accomplish in life if you
want it bad enough.

(Bob DelMonteque is the
author of "LIFELONG FIT-
NESS." To order his book, send
$19.95 to: Bob DelMonteque,
23916 Deville Way, Malibu, CA
90265.)

Bob Del Monteque and Justin Cates

...JHRSA

continued from page 21

dent

*American Leisure Corpo-
ration - 61 locations - Steve
Kass, CEO, Chairman of the
Board

*Archer Leisure
Limited, UK — 42 locations-
H.B.Tegelaars

*Bally Total Fitness - 325 lo-
cations - Mike Lucci, President

*Central Sports Co.Ltd, - Ja-
pan - 159 locations,Tadaharu
Goto

*Clark Hatch Fitness Center
- 60 locations-Clark Hatch,
Founder

*Club Corporation of
America - 250 locations - Rob-
ert Dedman, Chairman

*Club Sports International -
38 locations - Tom Lyneis, Presi-
dent

*Compagniec Gymnase
Club, S.A. - France - 94 loca-
tions, Patrick Dalia, President

*DIC Renaissance, Inc., Ja-
pan - 44 locations, Toshikazu
Saito, President and CEO

*The Fitness Company - 55

locations, Stephen Smith, President

*Fitness Holdings, Inc. - 112 lo-
cations, Mark Mastrov, President

*G & P Gockel, Paul & Parnter,
Germany - 98 locations, Henrik
Gockel, President

*Gold’s Gym Enterprises, Inc.
- 512 locations, Pete Grymkowski,
President

*Health & Racquet Club Lim-
ited - South Africa - 35 locations,
Rodney Mitchell, President

*Health Fitness Physical
Therapy, Inc. - 120, Loren Brink,
CEO, Chairman

*Livingwell Health and Leisure
Limited - UK,33 locations, Frank
Reed CEO

*Organization Britania, Mexico
- 40 locations, Marcos Alcocer, Ex-
ecutive President

*TCA - 41 locations - Alan
Schwartz, Chairman

*Town Sports International - 30
locations, Mark Smith, CEO

*World Gym Licensing, Ltd. -
255 locations, Michael Uretz, Presi-
dent and CEO

*WTS International - 29 loca-
tions, Gary Henkin, CEO

Companies To Watch (10+ clubs
and/or $30 million+ revenues)
*Australian Body Works -15 lo-

cations, Tony deLeede, President
and Founder

*Fitcorp -17 locations - Gary
Klencheski, President

*Health Development Corpo-
ration - 10 locations, Paul Coutu-
rier, President

*Healthtrax - 20 locations -
Ken Navarro, CEO

*HSG Health Sytems Group
Limited - Canada - 21 locations -
Doug Cowan, President

*David Lloyd Leisure, PLC -
UK - 20 locations - David Lloyd,
President

*Northwest Racquet, Swim
and Health Clubs -12 locations,
Harvey Ratner and Marvin
Wolfensen

*Spare Time, Inc. - 10 loca-
tions - Dave Anderson, President

*Sport & Health, Inc. - 15 lo-
cations - John Ariarl, President

*Sports & Fitness, Inc.D/B/A
- Q The Sports Clubs - 16 loca-
tions-Frank Leonesio, President

*The Sports Club Company -
15 locations - Mike Talla, Presi-
dent

*Tipness Limited - Japan - 13
locations - Suntory Limited, Prin-
cipal

*Western Athletic Clubs - 7
locations - Jim Gerber, President
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The Simple & Powerful

Club Management System

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

Unlimited Report Capabilities
Automated EFT

Y Y YV VY

Full Service Customer Support
(Phone, Fax, Seminars)

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

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

Club

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

un ner ™ JUPITER, FLORIDA 33458-8901
1 (800) 554-2582 / (407) 746-3392
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REFURBISHED TIMES

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

By Steve Paterson

As a club operator you
want to make your new fitness
equipment budget go as far as you
can. And you want to buy your new
equipment from the manufacturer of
your choice.

If you want a new circuit
of selectorized machines, there is
a way to stretch your new equip-
ment budget to make that purchase.

I've talked with many
sales reps from top manufactures in
this business who tell me they
couldn’t close a sale because of
price. And, I've spoken with many
club operators who didn’t buy the
fitness machines they felt would be
best for their market because their
budget wouldn’t allow forit! That
doesn’t have to happen to anyone.
Let me explain.

You know how much
money you do have to spend on
your new fitness equipment acqui-
sitions. Many club operators feel
that if they can’t afford to buy all

their equipment from the
same company they will just
find a cheaper product from a
different company. For in-
stance, they want to buy all
the same treadmills from one
company and all their circuit
equipment from one com-
pany. The club owner who
wants to buy 10 new tread-
mills from a particular com-
pany because of the durabil-
ity and quality of the product,
but only has enough cash on
hand to buy 7 of those new
treadmills has a problem that
must be solved. If he wants

10 treadmills at a cost of

Steve Paterson

$5200 each the purchase will
cost him $52,000. If he only has
$45,000 what can he do? Instead
of buying 7 of the treadmills that
he wants to fit his budget, experi-
ence has shown that the owner will
buy 10 cheaper treadmills and in
the long run the owner and his
members lose,

The Solution: Buy 7 of
the new treadmills from your com-
pany of choice and buy 3 refur-
bished treadmills manufactured by
the same company at 50% of the
new price. At a new price of
$5,200 this means the price of the

3 refurbished treadmills will be
$2,600 apiece or a lotal of $7,800.
This puts you $800 under budget
and still allows you to fill your
club with the quality treadmills
from the company you have se-
lected. The key is to get your
treadmills refurbished from a de-
pendable fitness equipment refur-
bishment company. Remember
quality commercial fitness equip-
ment is built to be refurbished and
used hard again. When your fit-
ness equipment is refurbished
completely by a professional com-

Friday Reports Newsletter
Hits The Fax Wire

New York, N.Y. - Club
Market Vision (sm), the new club
consulting and publishing firm
formed by Rick Caro, Mike
Hoffman and Brian McBain, has
started marketing of its new trend
analysis-oriented FAX newsletter,
Friday Reports (c).

Friday Reports has so far
been sent electronically to over 400
U.S. clubs and garnered over 100
subscribers. The editorial focus of
Friday Reports is to offer operators
useful news about demographic,
sociological and financial trends
garnered from over 50 business
sources worldwide.

Plans include expanding
distribution to 1,500 clubs in the
U.S. and Canada, plus European,
Asian, South American, Eastern
Bloc markets later this year.

Each issue contains mini-

articles on market trends. The first
section of each story describes the
trend, and the second, bold-faced
and italicized section offers opera-
tors tips on actions they can take
to capitalize on the trend.

Recent stories have fo-
cused on techniques for marketing
to beleagured law enforcement of-
ficers, cross-promoting with
church groups and a very reveal-
ing research study by the national
PR firm, Porter Novelli, on the ex-
ercise habits of America’s seven-
largest demographic groups.

The newsletter is sent by
FAX to subscribers every Friday,
52 weeks per year. In addition to
the weekly FAXes, subscribers re-
ceive three in-depth trend reports
each year.

Caro, Hoffman and
McBain formed Club Market Vi-
sion, Inc., an Arizona corporation,

two years ago, to provide club op-
erators an efficient way to capture
important business news they do
not have time to research and as-
similate themselves.

Caro, an IHRSA founder,
was selected as that organization’s
Person-of-the-Year and was the re-
cipient of [HRSA’s Distinguished
Service Award in 1995. Hoffman
is a popular reputation management
author and lecturer and an award-
winning member of the Public Re-
lations Society of America.
McBain has been a leading busi-
ness trend researcher for the last 25
years and specializes in creating
unique positioning plans for busi-
nesses in highly-competitive mar-
kets.

(Editor's Note: To order
Friday Report call (800) 778-4411
or FAX request to (212) 987-4227).

pany your members in most cases
won't know the difference from
the new pieces.
Supplementing your
new equipment purchase with a
few refurbished pieces is much
better in the long run compared
to the alternative most clubs take
in this situation, which is not
buying from the top manufactur-
ers who have proven their de-
pendability. The pre-owned fit-
ness equipment industry is ‘ma-
turing’ and you will be surprised
with the quality machines you
can purchase to supplement your
new equipment orders. You can
even buy extended service agree-
ments for this pre-owned equip-
ment. Putting nice new equip-
ment into your club is smart, but

when your equipment budget is
stretched you can still afford to buy
from the quality manufactures and
keep all equipment standard in
your facility. And, your members
will be happy!

(Steve Paterson is the V.P.
of Marketing and Sales for pre-
owned fitness equipment at Fitness
Systems, Inc. (formerly Commer-
cial Health Systems) a division of
HealthLine, Inc. Call (888) 348-
7978 for your current pre-owned
inveniory price list.)

(Editor’s Note: In a pre-
vious edition Steve told us of his
treadmill saver. To order this in-
novative new tool, call steve at the
number above.)

The New and Easy, Computer

Software for “Do-Ii-Yourself”

A—

Receivables/Facility Management

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

100% SUPPORTED

._\\ll

» UNLIMITED NUMBER OF MEMBERS
» FRONT DESK CHECK-IN
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* % % Optional Power Modules * % %
* POINT OF SALE » SCHEDULING
* FITNESS EVALUATION « TOURNAMENTS
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INTERNATIONAL TOLL FREE

1-800-233-8483
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Using Your Time More Effectively

By Dr. Tony Alessandra

Timc is nature’s great-
est “force.” Nothing can stop i,
nothing can alter it. Unlike the sun,
it cannot be seen. Yet, of all nature’s
forces, time has the most profound
effect on us.

Time remains constant, but
our perception of it changes. When
we focus on it, it slows down. When
we turn our backs on it, it speeds
up. Our illusion makes us think it
is something tangible. We arrange
it, divide it up, give some to our
friends. Sometimes we feel il is pre-
cious, at other times we waste it. We
give it the power to heal when we
say, “Time heals all wounds.” It can
also kill, as when we live stressful
lives because we “never have
enough time.” On a day-to-day ba-
sis, nothing is defined and redefined
in our minds as much as time.

Herein lies our power.
Because things are as we perceive
them, we can choose to see time as
a manageable commodity and live
our lives according to that assump-
tion. This is one of the secrets of
successful people- they work at
shaping those things which others
think are uncontrollable.

EFFICIENT vs
EFFECTIVE

In discussing time man-
agement, some people argue that
“What we need to be is more effi-
cient with our time! “ Other people
claim, “Let’s not worry so much
about efficiency, let's be more ef-
fective!”

Efficiency means doing
things right. Effectiveness means
doing the right things. Working ef-
ficiently is doing things with the
least amount of wasted effort. Effi-
ciency gets you from point A to
point B via a straight line. Ineffi-
ciency goesin circles. Effectiveness

means doing the things that yield
results.

Which should you work
on first, efficiency or effective-
ness? Improve your effectiveness
first. It’s much better to aim your
sights at the result than to worry
about the process. Too often we
get bogged down in the means
and lose sight of the end.

ELIMINATING
TIME WASTERS

Time wasters come
from the people around you as
well as from within yourself.
Some time wasters are unavoid-
able, but reducible nonetheless.
Identify the most frequent sources
of time wasters in your day. Here
are some common examples:

*Scheduling less impor-
tant work before more important
work

+Starting a job before
thinking it through.

*Leaving jobs before
they are completed.

*Doing things that can
be delegated to another or to mod-
ern equipment.

*Doing things that actu-
ally aren’t a part of your job.

+Keeping too many, too
complicated, or overlapping
records.

*Failing to build barriers
against interruptions.

*Conducting unneces-
sary meetings, visits, and/or
phone calls.

*Socializing at great
length between tasks.

SETTING
PRIORITIES

When setting your

priorities, there are two famous
laws to remember, The first is
Parkinson’s Law - work tends to
expand to fill the time alloted for
its completion. Parkinson’s Law
makes setting priorities twice as

MAKE

['T

FUN!

important. If you don’t know
what your priorities are, your
other work will expand to fill
in the extra time. It will take
longer for you to accomplish
less.

The second law of
note is Pareto’s Principle - 80
percent of your results come
from 20 percent of your efforts
and 80 percent of your business
comes from 20 percent of your
clients.

USING A
“TO DO“ LIST

A list of “things to

do” for each day and week isa
valuable aid to managing your
time. A “to do” list organizes
your thinking and planning
onto one form in the least
amount of time with the maxi-
mum amount of efficiency.
Such a list is especially helpful
if it coincides with the record
keeping you already do for your
company. After a short time
you will find yourself handling
a greater volume of work with-
out increasing your stress.
You'll simply become more ef-
ficient.

Your “to do™ list
should define a specific amount
of time (if possible) for each ac-
tivity. This will keep work
from “expanding.”

Your activities should
be listed in order of priority.
Work on high priorities first.
As the day goes by, check off
completed activities and make
any notes that seem relevant. In
the evening, make a new “to
do” list for the next day and
include any activities you
couldn’t complete the day be-
fore. Save your “to do™ lists for
future reference and evaluation.

HANDLING
PAPERWORK

Tr_\r to answer any

correspondence immediately.
After you've read the letter, dic-
tate or write your reply on the
back and have it typed. The
other mail you receive should
be dealt with in the same way.
Act immediately on whatever
you can. [f you receive a maga-
zine, peruse it and clip out ar-
ticles you intend to read. Clip-
ping the article makes it more
accessible.

Naturally, there will

be more than mail accumulating on
your desk. Adopt a policy of pick-
ing up paperwork only once. This
means you should not look at some-
thing and put it back down where you
found it. Decide what to do with it
and move it along to the next step
toward completion.

YOUR USE OF
DOWN TIME

Your down time includes
unstructured minutes and hours dur-
ing the day when you can’t get any-
thing significant accomplished, such
as during traffic jams or time spent
in waiting rooms. You can use this
time instead of “wasting it.”

You can look at your “to
do” list and change it if necessary.
You can think about your goals or the
obstacles that you face and determine
how you're going to overcome them.
Remember those articles you clipped
and saved? They can be read while
you're waiting. It’s amazing how
many little tasks can be done in ten
minute time slots.

TELEPHONE CALLS

Th: telephone is one of
life’s greatest time savers. It can also
be a great time waster. To avoid
spending more time than necessary
in calling people back:

*Determine the best time of
day for your to return calls.

*Be organized. List the
questions or topics you wish to dis-
cuss and have them in front of you.
You can pull files and gather docu-
ments which you'll need to answer
questions.

*Curtail the length of your
calls, when and where appropriate.

RELAXATION
AND STRESS
REDUCTION

14
T he person who

doesn’t take time for relaxation will
be obliged sooner or later to make
time for illness.” John Wanamaker
In our goal-oriented, hyper-
motivated, money-making workday,
we often deny ourselves the much
needed periods of relaxation. Our
bodies and minds are designed to
work well if they are not overtaxed.
Frequent periods of relaxation and
stress reduction are important (o the
longevity of our bodies and minds.
The relaxation you seek during a
break should achieve three things:
1. It shoud provide distrac-
tion and get your mind off the job.

Dr. Tony Alessandra

2. It should alleviate ten-
sion.

3. It should be short
enough not to severely interfere
with your workday but long
enough to provide you with some
benefits.

CHANGE YOUR
BAD HABITS

£
Habit, my friend, is
practice long pursued, that at the

last becomes the man himself.”
(Evenus, 5th c. B.C.)

Managing your time effi-
ciently and effectively will require
some changes in your behavior and
thinking. Those changes require
practice.

Giant strides, when
looked at closely, are made up of
many small steps. In “overhaul-
ing” your management of time, you
need to take small steps. Start to-
day doing those things that will
make you a better manager of your
time. After you've improved in
one area, choose another and so on.

How about taking a mo-
ment, right now, to list the ideas
you'd like to implement? Review
this article and circle or highlight
the items of most immediate value
to you. Then put them on
tomorrow’s “to do” list for action.
Remember this: If it is not affect-
ing your actions, it is doubtful you
believe it.

Time is an irreversible
and scarce resource. Each of usre-
ceives 24 hours a day to be spent
however we choose or according
to the demands made upon us. We
must, therefore, use it to the maxi-
mum every day. It can’t be saved
for later. Later never comes.

]
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SUCCESSFUL CLIENTS

By Ed Gaut

Cliams stop working
out with their personal trainers for
a variety of reasons. They move
away. Their schedules change and
they do not have any more time
available. Their spouse starts com-
plaining about the expense. Their
friends, who last month thought it
was “the in thing” to have a personal
trainer, are now into personal mas-
sage therapists or spiritual gurus.
But the most frequent reason people
stop working out with a personal
trainer - the one which probably
accounts for over ninety percent of
lost clients - is boredom and frus-
tration. The client is simply tired
of working out with his or her
trainer.

When a client stops train-
ing, most trainers assume that it is
the client’s fault. The client was
lazy. The client was not commit-
ted. The client was a wimp. The
trainer may not even be surprised.
He or she may have known all along

takes. After all, the trainer put in
a lot of hard work developing his
or her body. It is satisfying to
know that not everyone can do it,
that he or she is part of an elite
club.

That is a bunch of B.S.
Nine times out of ten, when a cli-
ent leaves a trainer because of
boredom or frustration, it is the
trainer’s fault as much as the
client’s. Fitness is hard work. But
it also can and should be fun. Fit-
ness can literally change a client’s
life. That is exciting stuff. Ifa
client quits, it is usually because
the trainer failed to communicate
that excitement, to properly mo-
tivate the client, and to give the
client a reason for staying. Often
trainers become so obsessed with
the mechanics of fitness - sets,
reps, weight, exercise form, tar-
get heart rate - that they forget
about the client or his or her
needs. They forget to make fit-
ness fun.

Here is a brief quiz from
which all personal trainers can
benefit. If you are a personal
trainer, take it yourself. If you

gram, give it to your trainers.
You and they may be surprised
with your answers. The ques-
tions are intended to make you
think about the various ways
you can and should motivate
your clients. All of us have
failed at least one question on
this quiz at some time or an-
other which means that all of
us can do a better job of moti-
vating our clients.

Question # 1- What
are your client’s long - term fit-
ness goals? Some of you may
know the answer to this ques-
tion; many of you probably do
not. | am not talking about
vague statements such as “to
get into shape.” I am talking
about specific, attainable goals
such as “ to lose two inches
around my waist” or “ to in-
crease my bench press by 100
pounds.” If you do not know
what your client’s goals are,
chances are that they do not ei-
ther. Setting realistic but am-
bitious long term goals is one
of the primary ways of motivat-

something to shoot for and something
to measure their progress against. If
you do not know what your client’s
goals are, sit down with each of them
sometime soon and find out.

Question #2- What are
your client’s short-term fitness goals?
Once you and your clients have es-
tablished long - term goals you also
need to establish short-term goals.
Short-term goals are the monthly
milestones which lead to your client’s
long-term goals. They are essential
because they provide your clients
something to shoot for on a day-by-
day basis. Again, if you do not know
what your client’s short-term goals
are, sit down with each client some-
time soon and establish short term
goals. You and your clients should
get into the habit of setting new short-
term goals whenever they reach the
ones which you established previ-
ously.

Question #3- What
progress have your clients made to-
ward their goals? It is not enough
for you and your clients to set goals.
To stay motivated, your clients have

Ed Gaut

goals. It is your job- among other
things - to make sure your clients
are aware of their progress. Even
if you can see your client’s progress
from workout to workout, they
may not. Dig out some of your
client’s old workout logs and put
together some actual numbers for

them. Then get into the habit
of regularly reporting to your cli-
ents on their progress at least ev-

that the client did not have what it manage a personal training pro- ing clients. It gives the clients to see their progress toward those (See Ed Gaut page 30)
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Workbook

Collaborative Selling Video and

Customer-Driven Service Video

and Workbook

The Power of Listening
Video and Workbook

oday's customers are better educated, more

informed and more demanding of sales
people. The old razzle-dazzle sales pitch and 25
power closing techniques won't get the job
done. Join Tony in this one-hour session on the
collaborative sales process as he covers the
importance collaborative vs. traditional selling.
Topics include: Knowing Your Competitive
Advantages; Using Personal Marketing to
Generate Leads; The Direct Mail System;
Exploring Customer Needs; Asking Questions;
Addressing Customer Concerns; Servicing the
Customer; Enhancing the Customer Relation-
ship; and Expanding Business Opportunities.
($89.00; 60 minute video; 66 page workbook;
Reminder Card)

To OrRpER

How to Get -- and Keep -- Customers
Companlcs seeking a competitive advantage in
today's marketplace are discovering that
superior service is the key to getting and keeping

customers. In this program, Tony shows how to
consistently create "moments of magic” by
identifying and exceeding customer expectations
and building strong, long-term customer relation-
ships. Topics covered include: Operations-Driven
vs. Customer-Driven; A Commitment to Being
Customer-Driven; Creating Demanding Custom-
ers; Moments of Magic vs. Moments of Misery;
Effective Communications; Keeping in Touch
with Your Customers; and Appropriate Handling
of Customer Problems.

($89.00; 60 minute video, 64 page workbook; Re-
minder Card)

Name

How to Communicate Effectively with
Anyone

Listening is the most used and least developed
communication skill. In this dynamic program,
join Tony in an “ears on" experience in active
listening. He'll cover the six steps of effective
listening using the CARESS model: Concen-
trate; Acknowledge; Research; Emotional
Control;"Sensing; and Structure; plus an Action
Plan for putting the Power of Listening into
action.

($89.00; 60 minute video; 64 page workbook,
Reminder Card)

PLEASE MAIL, PHONE, FAX OR E-MAIL:

Faust MANAGEMENT CORPORATION

Company

10085 CarroLL Canvon Roap, Suite 210
San Dieco, CA 92131
(619) 536-7970 == (619) 536-7976 (Fax)

faustmgmt @aol.com

Street Address

City/State/Zip

Daytime Phone
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Health Line, Inc. Signs on Denton
Smith and Steve Datte As Partners

I and executive sales and market- General Man-
rvine, Ca, - Denton  ing manager. In addition, he is ager of the
Smith and Steve Datte bring ex- also an author and speaker. Sporting Club
tensive experience and back- Denton is well-known throughout at  Aventine
ground in the health and fitness the industry and many of his as- and general
industry to Health Line’s already  sociates are successful sales man- manager of
professional team of sales repre-  agersand executives. Hisnetwork  various Family
sentatives. Health Line is located  in the industry is among the ma-  Fitness Centers
in Irvine, California and a leading jor assets he brings to Health Line. in San Diego.
distributor of quality fitness equip- Steve Datte is a 13-year Due to his ex-
ment across the U.S. veteran of the health and fitness perience Steve
Denton Smith is one of industry. He will become the has been a
the pioneers in the industry. He company’s partner in the Mid-At- speaker on
has over 30 years of experience in  Jantic Region of the U.S. Steve many club-re-
both the sports side and the club  was formally the national sales lated topics
industry side of the industry. He manager for Hoist Fitness Sys- ranging from |
has been an athlete, a coach and  tems. Prior to joining Hoist, Steve  conversational k .
athletic director als well as agym  was the National Sales Manager selling and fit- | &0 ©0
owner, a national sales manager for Sporting Clubs of America,the ness in the f]
porting S Steve Datte Denton Smith
integrating a day spa into the club. new and refreshing style to the  Steve brings a unique ability to re-
He is scheduled to speak at the Na-  fitness purchasing experience. late to the club owner’s needs as well
tional Fitness Trade Show in August  He feels there are many equip- as his ability to help club operators

as well as at [HRSA's upcoming ment sales people in the indus- in virtually any way his client may
SPRINGFIELD CORPORATION conventions. try who don’t understand the require.
WHOLESALE: DISTRIBUTOR OF INSTITUTIONAL LINEN Steve should truly bring a  day-to-day operations of a club.
ic Textile Product:
Imported & Domestic Textile Products d G a u t and to keep the workouts fresh.  client’s likes and dislikes is essential
ouE If you have run out of ideas, to customizing your workouts to their

Take the guess work out of your. « « «f 2> = v e 20

consult other trainers or con- needs. Do not wait for your clients
sider attending some continuing  to bring up the subject. Just because

T owe l P urc h as in g education course offered by the  they do not complain does not mean

ery couple of months. Nothing will  various professional fitness or-  that they are satisfied. Get into the

Satisfacti(]n Gual'anteed motivate your clients more thancon-  ganizations; they are a greatway  habit of regularly surveying your cli-
crete evidence of their progress to- to get new workout ideas. You ents - perhaps at the end of the year.
ward their goals. owe it to your clients. You will be surprised by what they

QUALITY PRODUCTS ] tell you if you ask. And what you

at Question #4- When was Question #5- Whatdo  find out will enable you to make their

the last time you varied yourclient’s  your clients like most about workouts more satisfying and effec-
COMPETITIVE PRICES workouts? By this I do not mean working out with you and what  tive.

just substituting upright rows for do they like least? Even if you Those of us who are train-

bent-over rows. I mean making sig- have answered all the previous  ers work so hard to get and stay in

nificant changes. You may be train-  questions successfully, thisone  shape ourselves that there is a ten-

ing to be the next Mr. Universe with may stump you. Yet, it is ex- dency to turn working out and fitness

Rubbermaid = a strict workout regimen that does tremely important. When it  into some kind of trial by fire, a test

not vary from week to week; your comes to personal training, one required for admittance to the temple

: clients are not. It is your jobto pro-  size does not fit all. Every cli-  of fitness. Then when a client leaves,
COI'ntl’CIa| PI’OdUCtS vide your clients with new exercises ent is different. Knowing your there is a tendency to think that it is

Authorized Distributor : the client’s fault, that the client just
R e © did not make the cut. This is entirely
EClub s‘der the wrong attitude for trainers to
MRS e g g, 1A Y have. Some .cllents can motivate
themselves without any encourage-

CALL 1 -800-24 1 o 2081 ment from us. Most, however, need

ASK FOR OUR CURRENT PRODUCT LIST &eks and deserve our help. We must re-

member that our job is not just show-

ing clients how to exercise. It is not
HEALTH AND ATHLETIC CLUBS CO . just about sets, reps and weight. Our
The Supplies You Needed Yesterday! n‘ | il )um]g job is to help clients succeed.
W .te (Ed Gaut is a nationally -
:I]:[B-S A n rs known personal trainer and fitness
author. He is also Vice President of
Willow Creek Publications, makerof
ASSOCIATE MEMBER © J
Conta("'t‘ Noml Cata) L Personal Trainer Business Manager
P.Q. Box 81345 * Atlanta, Georgia 30366

= and Fitness Class Scheduler for Win-
404/451:3951 800-2412081 FAX 404/457.9557 FAX 800-772:6760 1-(800) 700-2120 dows ax shows ou- e sl S5 D
19 of this edition.)
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Lower Energy Cost

No One Even Comes Close!

» Brilliant

' Energy
Saving
Technology

400 & 1000 Watt Indirect Fixtures
Easily Installed

Pendent

Pl

> Gyms [> Manufacturing
[> Indoor Tennis [ Warchouse
[= Air Structures - Retail

Financing & Leasing available.

LIGHTS, INC.

Brilliant Energy Saving Technology ™

“We knew this would be a world class facility. The lighting levels have surpassed all our expectations and calculations.
We now exceed USTA tournament standards, with only 14 — 1,000 Watt BEST Lights™ per court, averaging 160 footcandles. - I—SOO-KILA-WT
Steve Krum, President, Greenwood Athletic Club, Englewood, Colorado.

2t 2 v Call for a free brochure . .. 1-800-545-2928 + Fax: 810-589-0134

Air Structure

A |

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

For Insulated Ceilings . . . Call Our Other Company

COMMERCIAL Call for a free brochure . . .

BUILDING & 1-800-423-0453

RETROFIT, inc.

“The reason we chose BEST Lights™ ? Because it is the latest in
technology.” — Todd Pulis, President, The Thoreau Club of Concord,
Concord, Massachusetts.
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THE10%  THE100%
SOLUTION  SOLUTION

INTRODUCING ALL BODY CYCLING..
FINALLY, GROUP BIKING FOR
THE LION'S SHARE OF YOUR MEMBERS.

If you're ready to jump on the group biking band-
wagon, don't settle for something designed only for
ultra-fit members and nobody else,

Consider ABC, the next generation of group biking.
It lets the majority of your members participate,
including active older adults and deconditioned
members. It combines both cardiovascular exercise and
strength training into a single time-efficent workout.

And it's equipment you can always use, even when
vour ABC classes aren't in session: recumbent and
upright Lifecycle® heart rate aerobic trainers.

Make the smart choice. It's as ‘_'-IF‘-"-f'\'E‘ as ABC.

(Call 800-634-8637 D pt Al

ger_ a compreneri

It let

demark of Life Fitness

5 (700-064)



