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These satisfied CheckFree
clients wrote this Ad.

“ZAP 1D
HAS BEEN GREATL...

We've been able to do

“IT'S VERY
USER-FRIENDLY...
With CheckFree,

everything is done

away with membership cards altogether.”
“POINT OF SALE GIVES US
GREATER CONTROL...

We can account for everything...
every product and each drink.”

automatically. It's flexible

=Y

and grows with the club.”

“IT IMPROVED OUR CASH FLOW...
On a regular, ongoing basis. Even
in lean months.”

“FOR EFT YOU HAVE TO GO WITH CHECKFREE... We now do our billing internally.”

It's the only sure way to have a solid cash base.”

“MADE US MUCH MORE PROFITABLE...
You can get a fast turnaround on your investment.

“CHECKFREE STAYS WITH YOU...
You have ongoing support long after
the contracts are signed.”

“THE MOST FIEXIBLE BILLING SYSTEM...

We've seen a real decrease in our monthly

miling costs

“ESSENTIAL TO RUNNING A CLUB...

“THE BEST THING THAT EVER HAPPENED TO US...
| would recommend CheckFree to all club owners."

It helped our sales staff generate leads and follow

up on those leads." CLUB CHECKFREE
Isn’t it about time you joined Club CheckFree? Over 75 percent of the nation’s é‘- »
leading clubs aire.ady have. But please, d.on t take our word for it. Call icckFrce ¥ — Health & F
to hear other satisfied club owners describe how CheckFree has put their health .
and fitness clubs in the best shape ever with ZAP ID, SALES PROSPECTING, POINT OF SALE, Join The Club: 1'80_0'242'9522

ACTIVITY MANAGEMENT, BILLING, A/R, and ELECTRONIC FUNDS TRANSFER. at ity

CheckFree Health f Fitness would like to give special thanks to the following clients for participating: Bobbette Ausere-Lower Valiey Athletic Club, Gale Landers-Gold Coast Multiphex,
Gloria Rexing-Grant Fitness Center, Jane MacFartane-Fitness for Women, Janke Skdall-Fitness Bam, Karen Owen-Evergreen Racquet Club, Ken Katz-Owings Milks Athletic Club,
Mark Mayes-Fitness Resouroes, Michael Cassady-Global Affiliates. Pete Peterson-Frogs, Stephen Grill-World Gym Fltness Center and Steve Swartz-Columbus Sports Connection
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LEE HILLMAN WEIGHS IN

AT BALLY TOTALF

INSIDER News offices right be-
By Norm Cates, Jr. fore press time.
BALLYTOTAL
PART I FITNESS REPORTS
1997 FIRST

Like a heavy weight UARTER
prize fighter stepping into the ring 'ERATING
for a world championship fight, Lee SULTS
Hillman, the new CEO and Presi- IMPROVEMENT
dent of Bally Total Fitness, has OF 46%

weighed in with clear goals and
great determination, and has begun
what may be the toughest fight of
his career.

Bally Total Fitness, the
largest health club chain in the
world, has 323 locations nationwide
and generated 1996 annual revenues
of $640 million with a net loss of
$41 million for the year. The fight
will not be easy for Bally Total Fit-
ness, formerly Health and Tennis
Corporation of America. Round #1
appears to be over now and Hillman
has won, as the first quarter results
for 1997 are improved over last year
and they have shown a profit. The
following press release dated May
7, 1997 was received at The CLUB

Bal[y Total Fitness
Holding Corporation (Nasdaq
National Market:BFIT) today re-
ported improved results for the
quarter ended March 31, 1997.
Operating income, before depre-
ciation and amortization,
(“EBITDA) grew 16% to $27.1
million compared to $23.3 million
in the first quarter of 1996. Oper-
ating income improved 46%, in-
creasing to $14.0 million in 1997
from $9.6 million the first quarter
of last year. Revenues for the first
quarter of 1997 grew 4% to
$177.3 milion versus $171.1 mil-
lion for 1996, as new membership
revenues increased $2.4 million

(2%) and dues revenues grew 8%
10 $49.6 million in 1997. Exclud-
ing the provision for doubtful re-
ceivables, operating costs and ex-
penses for the first quarter de-
creased $2.8 million (2%) from
1996 levels. Net income for the
1997 quarter was $2.5 million
($.19 per share) compared 1o net
loss of $2.5 million ($.20 per share
for 1996).

Lee S. Hillman, Presi-
dent and Chief Executive Officer
of Bally Total Fitness commented,
“The improved results for the
quarter are a sign the core busi-
ness of operating fitness center fa-
cilities is solid.” Mr. Hillman
noted the improvement in the re-
sults in the first quarter was
largely from the core business and
implementation of new policies
and business practices at the Com-
pany and not a result of new rey-
enue iniatives which the Company
is planning and undertaking. Mr.
Hillman also noted the increase in
new membership revenues for the
quarter was the first such increase
in ten quarters. Mr. Hillman con-

tinued, “ Re-
turning Bally
Total Fitness to
profitability
this quarter rep- ;
resents an im- | §
portant step for
the Company.”

sasssessnnsssnrny

d

writer was im-
pressed with
Lee Hillman's
plans and deter-
mination to
once and for all
turn the Bally
club chain
around. In par-
ticular, 1 was
impressed with
his philosophy
of ‘ouireach’
and learning
from others.
He reminds me
of myself and

many of my
(See Hillman page 6)

Lee Hillman

JIM GERBER HONORED BY FRIENDS

By Norm Cates, Jr.

The person that made
the infamous statement, “ Nice guys
finish last”, had never met Jim
Gerber, one of the truly class acls
in the health, racquet and sportsclub
industry. Jim Gerber is the Presi-
dent of San Francisco-based West-
ern Athletic Clubs, a co-founder of
the upscale club group and one of

the top leaders in the athletic club
business. Jim Gerber has accom-
plished a great deal in his 23-year
club career and in April was hon-
ored by IHRSA (International
Health, Racquet and Sportsclub
Association) which awarded him
the 1997 IHRSA Distinguished
Service Award. Jim was kind to
share his time and here is his story.

AWESTCOASTDUDE
J im Gerber was born

in 1946 in Seattle, Washing-

/ III-SIde ﬂ ton and grew up in the Se-

attle - Tacoma area. Asa
youth, his passion was sports
and he played on the football,
~ | basketball and baseball
* | teams in high school and col-
- | lege. He graduated from
| Claremont Men’s College in
- | Southern California. A

| graduate of the Class of
1968, Gerber had an oppor-

Fun!
HasDel:lhth/ tunity to have a try-out in the

major leagues with the Chicago
Cubs, but the timing of the Viet
Nam War diverted his focus from
baseball to serving his country.
Since being a foot soldier in the
steamy jungles of Viet Nam did
not appeal to him a great deal, he
applied to Navy Flight School and
to the Coast Guard Officer Can-
didate School. He was accepted
to the Coast Guard first, so he be-
came an officer in the U.S. Coast
Guard and served his country for
3 1/2 years. Amonth after he was
accepted by the Coast Guard OCS
program, the U.S. Navy Flight
School also notified him that he
had been accepted. But, he had
already begun the Coast Guard
training. After earning his
officer’s bars after six months at
the Coast Guard OCS School in
Yorktown, Virginia, he was sta-
tioned for the next 3 years on
Governor’s Island in New York
City. He served as the aide to the
Commander, Eastern Area, a Vice

Admiral in charge of all Coast
Guard activity east of the Missis-
sippi River to Europe and down
to Guantanamo, Cuba.

In 1969, he married his
college sweetheart, Linda. They
now have two teenagers, Jimmy,
17 and Lindsay, 14. (Jim never
misses Jimmy’s sporting events or
Lindsay’s horse competitions.)
When he left the Coast Guard,
they spent a year traveling
throughout Europe and across the
U.S. in a Volkswagon camper.
Gerber then went to work for
Proctor and Gamble where he
“learned how to sell.” His job was
to sell Proctor and Gamble clean-
ing products to end users. He
comments, “ My time with Proc-
tor and Gamble helped me learn
how to sell quality products at
above average prices to users who
were very price conscious.” And
he has been selling extremely
high quality athletic club services
ever since. One of his custom-

ers, the owner of a chain of 40 gas
station/car washes, had a son who
had also attended Claremont Men's
College. He took him under his
wing and hired Gerber away from
Proctor and Gamble. He spent two
years serving as the Assistant Op-
erations Director for the 40 loca-
tions, an experience which he views
as being "very helpful to me in my
multiple location, operations-inten-
sive club business."

PARTNERSHIP IS
FORMED WITH
JOHN MELIN

In 1974, Gerber and

John Melin got together through a
mutual friend and talked about how
they could take advantage of the
racquetball boom that was going on
in the U.S. Gerber had played rac-
quetball in New York while in the
Coast Guard and he enjoyed the
game. But, like many others, he
(See GERBER page 18)



PAGE 4

ECIub Tiisider

MAY ISSUE

THE INSIDER SPEAKS

s EDITORIALS ¢ "INSIDER MAIL" - COMMENTS -

A CALLTO FLORIDA CLUB OWNERS!

(Publisher’s Note: If you
operate or manage a health club in
Florida, youand your members are
being ripped off by your own State
Government. The announcement
shown below addresses an inequity
which has existed in Florida since
1991...... that inequity...... sales tax
on membership revenues. This
sales tax on health clubs was
passed by being ‘piggy-backed’
onto a sex education bill which had
wide support at the time. The sex
education program was discontin-
wed, but the tax on health club mem-
berships, which should never have
been passed, was left in place.
Now, a group of Florida health club

leaders has gotten the ball rolling
to repeal this Florida Sales Tax on
membership revenues. Help fight
this misuse of voter approval to tax
your business which was put into
place using methods which were
unfair and remains in place be-
cause nobody in the health club
business up until now has orga-
nized a team to stop it. Complete
the form below and send it along
with your check for $500 to help
these leaders repeal this tax. If you
are not a Florida club operator, but
support the objectives of SEHRSA,
send some bucks - whatever you
can spare, to help the cause. One
day your state may be a target of
unfair legislation. Read on!)

ACALLTO
FLORIDA CLUB
OWNERS !

SEHRSA, The South-
east Health and Racquet Sports
Association, was formed this time
last year to unite Florida club
owners in a fight to beat the State
sales tax imposed on the sale of
health club memberships. Unfor-
tunately, participation has been
disappointing. More Florida club
owners need to get involved if
SEHRSA is to succeed.

Approximately 500
clubs are registered to do business
in the state of Florida, yet only
10% of these clubs have commit-

IHRSA

263 Summer Street
Boston, MA 02210
(617) 951-0055
(B00) 228-4772

Fax (617) 951-0056

JMClack

Dear Norm:
Thank you for giving [HRSA such positive coverage in the latest issue of The
Club Insider.

it. When we aren’t

March 13, 1997

Mr. Norm Cates
Club Insider

P.O. Box 671443
Marietta, GA 30067

know ways shoot strai When we are doing great, you acknowledge
i ockd doingsogﬁ.‘t.youdmpahamronus.

Tntérrintional Thus, coming from you, the coverage we received in February was warmly
Health. Racquet & appieciated
Sportsclub Associat
Ny Regaygds,
Committed to Jol 1 t
the Profitability and Executive Director
Professionalism of
Our Member Clubs

ted to the cause by joining
SEHRSA.

This will be the first at-
tempt to repeal the Florida State
sales tax which presently equates
to 6% of total income received
from membership enrollment fees
and monthly dues. This tax was
passed-by the Florida legislature
approximately 6 years ago. Due
to the lack of a united group to ar-
gue against this tax, it was passed
without resistance by the State
Legislature back in 1991, by
piggy-backing onto a sex education
bill which had wide spread support
at the time.

SEHRSA is directed by 3
Florida club owners, Bob Karshner
of Shapes Total Fitness, Joe Cirulli

. of Gainesville Health and Fitness

and Geoffrey Dyer of Lifestyle
Family Fitness Centers. Together
these 3 club owners represent 35%
of all clubs that have joined
SEHRSA.

Originally, SEHRSA par-
ticipation required a fee of $100 per
location. Due to the lack of sup-
port and participation, the fee has
since been increased to $500 per
location, with a target of reaching
$25,000 in funds before July 31st.
“1f we are unable to meet our goal
with new clubs joining between
now and July 31st, we will have to
go back to the 55 clubs already par-
ticipating and ask them for more
money”, says SEHRSA President,
Bob Karshner.

IHRSA has commited to
provide matching funds to the con-
tributions paid by SEHRSA mem-
bers. This will provide a minimum
of $50,000 or more to finance the
efforts of a qualified lobbyist to
present SEHRSA's case to the
Florida State Legislature.

“We feel the time is right
for us. Given the recent report by
the Surgeon General promoting in-
creased fitness activities to the gen-
eral population, together with the
interest shown in fitness by insur-

ance companies, the medical com-
munity, managed care organizations
and hospitals, it doesn’t make sense
to tax the 15% of Floridians that are
buying memberships in our clubs
and trying to lead a healthier
lifestyle”, says SEHRSA Board
Member, Geoffrey Dyer.

SEHRSA'S efforts to get
Florida club owners on board have
included 3 separate letter mailings,
telephone calls from the current 55
members to potential members as
well as faxes and support through
IHRSA and The CLUB INSIDER
News industry publications.

“To have only 55 members
after 8 months of work is unaccept-
able” comments Bob Karshner.
“The typical Florida club owner is
paying the Department of Revenue
$25,000-$50,000 per club per year
in taxes, yet we can’t get that same
club owner to contribute $500 to this
cause which will benefit all of us”.

“SEHRSA can do much
more than fight a single sales tax is-
sue. SEHRSA can be our watchdog
for legal and bonding issues that af-
fect our industry in the future. It can
also be an opportunity for Florida
club owners to meet, perhaps annu-
ally, and share ideas and educate
employees without the expense typi-
cally associated with attending an
IHRSA or Club Industry Convention
and Trade Show in California or
Chicago.”

“When you look at the suc-
cess achieved by other independent
club associations, both in the west
and in the northeast, Florida and the
entire Southeastern U.S. is far be-
hind the rest of the country in this
regard” adds Geoff Dyer.

For more information, call
Bob Karshner of Shapes at: (813)
264-1711 or Geoffrey Dyer of
Lifestyle Fitness at: (813) 622-8755.
Or, complete the application shown
below and forward it with your
check for $500 to the address shown
on the form.

SEHRSA
Southeast Health and Racquet Sports Association
P.O. Box 274085, Tampa, Florida, 33688-4085

CLUB NAME:

Address:

City:

State: Zip:

County:

Owner:

Title:

Manager :

Title:

Telephone : ( )

Fax:( )

Fee of $500 paid to SEHRSA
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‘NORM'S NOTES®

RAY GORDON and
EDDIE TOCK, principals of the
veteran sales training and manage-
ment company Sales Makers, con-
ducted their 10th Annual Sales and
Marketing Classic seminar May 1,2
& 3rd in Fort Myers Beach, Florida.
As usual, the seminar was full of
great sales training and mixed in
with a lot of fun at the beach. The
seminar featured two terrific presen-
tations by SANDY COFFMAN, of
Programming for Profit. STEVE
BARRY, owner of King's Gym
Complex, near Rochester, New
York, won the * Promotion of the
Year Award, voted on by the confer-
ence attendees. Check out Steve's
article and ad on page #14 and Sales
Makers ad on page 21.

BILL DUSSOR, Director
of Marketing and Meetings for
IHRSA and JANICE DeGROOT,
the Education Manager, are two of
the very key people that make the
IHRSA Conventions such great
events and my sincere apologies go
to both of them for leaving their
names out of my comments in last
month’s edition. They have been
doing a great job for IHRSA and I'm
sorry for the omission. Also, if you
missed IHRSA San Francisco, but
would like to hear the training ses-
sions, they are available on audio
tape from the InfoMedia at (800)
367-9286.

TOM LYNEIS, ED WIL-
LIAMS AND BUD ROCKHILL,
principals of Denver-based Club
Sports International, just purchased
the $8 million per year Flagship
Athletic Club located in Eden Prai-
rie, Minnesota. This purchase comes
on the heels of their acquisition cuf
the 12 Northwest Racquet, Swim
and Health Clubs (now called North-
west Athletic Clubs) in the Minne-
apolis/St.Paul area. CSI plans to |
continue their growth in the Twin |
Cities and is looking for sites of ap- |
proximately 10 acres for new club |
construction. If you know of such |
sites, contact Ed Williams at (303) |

Last month I wrote an edi- |
torial in which I stated that I think I
that REEBOK should have stepped
in to help club owners that had I

bought the SKYWALKER ma- | Monthl

chines, since many people had de-

cided to buy the machine with faith | ——
and reliance upon the Reebok name. | =
I still feel that way, as does every- | —
body with whom I’ve discussed the | Anthorization Signature:

subject. But, I've not heard one peep |

Skywalker deal and has no in-
tentions of doing the right thing.
However, | have learned that
KEITH CARTER, formerly
with Sports Specific Interna-
tional, is setting up a company
called Motiva Fitness to pro-
vide parts and ultimately to pro-
vide service on the Skywalker
machines. Unfortunately for
Skywalker purchasers, Keith
will have to charge for both
parts and service and there will
be no warranty coverage for
U.S. Skywalker owners. |
guess that will be better than
having to dump the $6,000 ma-
chines altogether when they
break down! What a mess !
Keith Carter may be reached in
Dallas, Texas at: (972) 394-
2873.

PETER HAINES
and Trotter Associates are
shown on the cover of this
month’s CBl Magazine. The
proxy statement from Cybex
has been completed and it ap-
pears that the merger of the two
industry giants is proceeding -
full steam ahead. The original
closing date for the deal had
been pushed back due to delays
in the production of Cybex’s au-
dited statements. The final clos-
ing date for the closing is ex-
pected to be in May. CBI
Magazine published a very in-
teresting article about Trotter
and Cybex in the May edition.
Stay tuned for more.

KEITH CAMHI of
the Fitlinxx Interactive Fit-
ness Network, one of our in-
dustries’ brightest young entre-

preneurs, has really cranked up his
young company with relationships
with many of the strength and car-
diovascular equipment companies
lined up to interlink with Fitlinxx.

“MAKE IT FUN” has
been a message that I've communi-
cated in every edition of The CLUB
INSIDER News since we began
publishing in November, 1993. Our
June edition will focus on making
your club environments fun for your
members and staff and we welcome
your input on ideas and concepts
that you have used in your clubs.
We will focus on in-club entertain-
ment systems, travel ideas,
Jazzercise and other areas of fun in
our 1st Annual “MAKE IT FUN"
edition!

Leisure Sports is a
Pleasanton, California - based com-
pany best known for the develop-
ment and/or management of the
ClubSport family of athletic clubs.
Leisure Sports has just entered into
a significant agreement with Westin
Hotels and Resorts to build as many
as 40 hotel/athletic clubs nation-
wide. This new and unique product
is not a stand alone club or hotel,
but a new product unlike anything
that is currently being built. Itisan
integrated facility that combines a
175-room, five-star hotel with an
80,000 square-foot first-class ath-
letic club.

DR. GERRY FAUST of

San Diego-based FAUST MAN-
AGEMENT, will conduct a Man-
agement Seminar entitled: RE-
SPONSIBILITY: The Managment
Challenge of the 90’s on June 5,
(See Norm's Notes pagc 28)
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Discover
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Norm Cates, Jr.
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Weekly Marketing Insights
For The Club Industry

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

P Immediately-useable marketing
action ideas in each issue!

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

P> Plus! Special In-depth reports
each year.

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

P> Subscribe now, call 800-778-4411

P> Fax to: 212-987-4337

A PUBLICATION OF CLUB MARKET VISION ™

177 EAST B7TH STREET, SUITE 301, NEW YORK, NY 10128
[212) 987-4300 (800) 778-4411 FAX (212)987-4227
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Hillman...

continued from page 3

friends when we were searching for
new ideas and concepts in the early
days of IHRSA. His commitment
to termination of employment of
any Bally Total Fitness employee
that fails to adhere to the company
policies or that breaks the laws also
struck me as key. While Lee
Hillman has only six years with the
Bally Corporation and actually has
zero pre-Bally health club experi-
ence, he does have a keen eye for

what it will take to right this ship
" before it sinks. This interview was
in-depth, extensive and illuminat-
ing. After speaking with Hillman
and three of his key people at
length, I have a hunch that Lee
Hillman and his team may be able
to pull off this turn around.

A BRIEF HISTORY
ON BALLY TOTAL
FITNESS

A brief history of the

Bally Total Fitness chain will
help clarify why the organization
is struggling. =

Bally Total Fitness is a
chain assembled years ago by
Donahue Wildman and Roy
Zurkowski. They put the chain
together by buying out large
chains like Vic Tanny's,
Scandanavian and others. This
assemblage of clubs into a na-
tional chain was done without
any brand name creation or clear
marketing identity for all of the
clubs involved. The original
name used for the chain was Chi-
cago Health and Tennis Corpo-
ration and was later changed to
Health and Tennis Corporation
of America. The primary advan-
tage that the chain had was its
ability to purchase mass media
in metropolitan markets and its
purchasing power for equipment,
thus fostering rapid growth.
However, if there was a coordi-
nated effort to install and enforce
standards for the operation on an
across the board national level,
it failed dismally. Each chain,

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

CONTRACTS

v No Credit Checks
+/ No Turn-downs
¢ No Term Limits

AAC Quick Cask’

PLUS
Pro-Financial Collection

Ask for our FREE money-saving analysis worksheet

“IMPROVE YOUR PROFIT
EVERY DAY”

Call BUSINESS DEVELOPMENT Today!

1-800-233-8483
AFFILIATED ACCEPTANCE CORPORATION

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

FAX: (816) 753-1429 u;
WEBPAGE: http://www.fitnessworld.com/pro/trade/affiliated.html

E-MAIL: 74041,2525@compuserve.com

AAC...“We're Here To Work”

as they existed before, was more or
less operated on the same basis that
they had before the acquisitions had
taken place in that they used the
same names (Vic Tanny's, etc.) and
most of the same sales practices and
methods, contracts and collection
methods, all of which were grossly
user unfriendly. This apparent lack
of standards or enforcement of
standards or both, ultimately
caused a lot of problems for the
company in the courts of the land.

Along the way, Wildman
and Zurkowski sold the entire chain
to the Bally Corporation. This put
the club chain in the hands of a
large publically held corporation.
Even though the chain was owned
by a publically held company, the
clubs did not do well and became a
real problem for the parent com-
pany.

Prior to Hillman's ap-
pointment and during the time
when Mike Lucci was CEO and
President, Arthur Goldberg, Chair-
man of the parent company, de-
cided to spin off the Bally health
club chain. His stated reason was
his belief that the health club unit
was “depressing” the value of the
Bally parent company stock, now
called Bally Entertainment. After
the spin off, Bally Total Fitness
became a stand alone public com-
pany trading on the Nasdaq stock
exchanged as BFIT. Until recently,
Bally Total Fitness stock has not
performed well. To the contrary,
Bally Entertainment stock in-
creased significantly after the spin
off, perhaps further proof that
Goldberg is indeed the master at
corporate turnarounds, as his repu-
tation before he took over Bally
told. Months after the spin off,
Goldberg successfully crafted a
deal to sell Bally Entertainment to
Hilton Hotels Corporation, further
evidence of his skill in navigating
the dangerous waters of the corpo-
rate marketplace.

It was not until well into
Lucci’s 4-year term that all of the
chain brand names (Vic Tanny’s,
Scandanavian, etc.) were consoli-
dated into one brand name for the
chain: Bally Total Fitness. During
the late 80’s and early 90's the Bally
health club chain was pummeled
with numerous lawsuits, including
a huge one, which Bally unknow-
ingly inherited from the Baltimore-
based U.S. Health chain, once
owned and operated by Frank
Bond. That lawsuit was a class ac-
tion lawsuit brought for racial dis-
crimination and ended in a settle-
ment decree and fines by the Fed-
eral Government which cost the
club chain millions of dollars.
Since then, lawsuits have been
brought against the Bally chain in
Boston by the Attorney General,
Scott Harshbarger. The first law-
suit brought by the State of Massa-
chusetts was for over 1500 viola-
tions of consumer laws during the
pre-sale and early operating period
of the first five Bally clubs there,
another Frank Bond inheritance af-
ter Bally had acquired U.S. Health,

Inc. Although the claim was
settled by Bally representatives
signing consent decrees and pay-
ing a fine, the State went after
them again a few years later for
violation of the consent decree. It
was Attorney General Scott
Harshbarger’s objective to shut
Bally down in Massachusetts.
Since the Massachusetts actions,
there have been several other
Bally lawsuits that have been filed.
Most have been settled and only a
few are still in various levels of
litigation.

MIKE LUCCI WAS
ON RIGHT PATH

During CEO Mike
Lucci’s (former NFL linebacker
with the Detroit Lions) term of 4
years, Bally club management had
taken clear steps to correct the
problems that had been plaguing
them in court. They instituted a
new sales training program that
cost $700,000. They began to cer-
tify their fitness staff and aerobic
instructors through ACE (Ameri-
can Council on Exercise). They
have selectively been removing
old worn out facilities and replac-
ing them with new facilities and
equipment in the markets the old
ones served. And, during Lucci’s
term, Bally instituted a new con-
cept called “ The FRIENDLY
OASIS * which was intended to
instill a member service and sat-
isfaction culture into the organi-
zation.

IHRSAAND BALLY

The history of IHRSA
and Bally is also an interesting
one. In 1987 Bally had been at-
tempting to gain admission into
IHRSA (name changed to IHRSA
3 years ago.) At the IHRSA Con-
vention in 1988 in New Orleans,
approximately 600 IRSA club
owners and managers gathered in
a large meeting room to protest the
admission of Bally into the Asso-
ciation. Almost to a person, those
who spoke against Bally joining
IHRSA complained of ethics is-
sues relating to membership sales,
contracts and collection methods.
After a long line up of club own-
ers were heard.....the decision was
clear. Bally clubs would not be
admitted to IHRSA, even though
it would have been financially
helpful to the Association at that
time.

Perhaps IHRSA had a
crystal ball and were wise in its
denial of admission of Bally into
IHRSA, because just a few years
later, the lawsuits by consumer
groups began to hit Bally time and
again. if IHRSA had admitted
Bally in 1988, that negative na-
tional publicity would have clearly
reflected on the Association and
its motto: “ IRSA- The Associa-
tion of Quality Clubs”. On the
other hand, some might argue that
the admission of Bally at that time
could have prevented some of the

lawsuits that began to hit later be-
cause the Association might have
been able to help change the cul-
ture of the Bally operation. That,
in turn, may have helped the entire
industry avoid being impacted by
all of the negative publicity nation-
wide from the Bally lawsuits.
IHRSA MEMBERS
STRONG IN
OPPOSITION

J ohn Brinson, owner of
the Lehigh Valley Fitness Centers,
did not agree with the argument that
the industry would be better off if
IHRSA had admitted Bally in '88
and wrote the following to John
McCarthy on November 12, 1987,
in regard to Health and Tennis’ pro-
posed admission into IHRSA: “ All
the Members with whom I've spo-
ken are opposed to admitting Bally
to our Association, and for gener-
ally the same reasons. Here are a
few of our concerns: (the follow-
ing concerns were selected from a
list of 12 contained in Brinson’s let-
ter). i

(3) There is no advantage
to be gained by independent club
owners helping the major compe-
tition in any fashion. For us to help
the publically-owned chains, the
YMCAs or the non-profits, in any
manner, is ridiculous.

(8) The national chains
have invented a new product - the
impulsive purchase - in which the
prospect is buying nothing except
the deal - which is just too good to
pass up. This is the ideal customer
for the chains. He pays money, be-
cause he's locked into an install-
ment loan contract, but he never
uses the facilities because that was
of little interest anyway. The cus-
tomer, however, is forever soured
against the fitness industry.

John MecCarthy, IHRSA
Executive Director, responded to
John Brinson on November 30,
1987. Here are excerpts from
McCarthy’s letter:

“ The issue is, as | seeit,
one of values. You are concerned,
and I share your concern, that the
business and professional values
that have distinguished IRSA mem-
bers since our beginning will be
diluted, if not totally reduced to
zero, by the admission of groups
such as Health and Tennis Corpo-
ration of America. There are two
ways that you and [ can make sure
that this does not happen:

First, we can figure out a
way to keep Health and Tennis oul.
Both formally and informally, we
can turn them away. Our attorneys
have advised us that if we do this,
we risk what they characterize as
“unnecessary and costly litigation.”
This alternative is status quo. Noth-
ing changes. The industry proceeds
on the same course on which we
now travel. No one is challenged.
Neither IRSA, nor Health and Ten-
nis.

Second , we can figure out
a way to welcome in Health and

(See Hillman page 8)
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Top Sales Producers: What They Have In Common

The 20 Golden Rules for every company you ever diocrity; they desire excel-

By Stephen “ Doc” Doeren, Ph.D. to Super Successﬁzl worked at. Moreover, youarea lence. Top producers recog-
Sales highly sought after sales trainer.  nize that to build and sustain

“ I responded: * You've just an-  asuccessful sales career it is

PART IT 6. Constantly WorkOn  swered your own question. | imperative to continually ac-
Improving Your Sales Skills: have been able to accomplish  quire sales-related knowl-

In Part I of TOP SALES The More You Learn, The More  what | have in sales because [am  edge and skills via books,
PRODUCERS: WHAT THEY YouEarn open-minded and | make a de- audiocassettes, videocas-

HAVE IN COMMON, 5 of “ The 20
Golden Rules to Super Successful
Sales” were presented. They were:
(1) Prospect, Prospect, Prospect !;
(2) Be Persistent; (3) Look the Part;
Use What You Sell; (4) Be Resilient;
(5) Don't Work Alone: Recruit an
Army of Referral Agents by Provid-
ing Excellent After the Sales Service
to Your Members. Inpart2, 5 more
of the “ Golden Rules * which top
sales producers embrace will be
shared.

Recently, while strolling
through a local mall with a friend,
I stopped at one of the bookstores.
I picked up an interesting book on
telephone sales techniques. My
friend comments, “ You're not re-
ally going to buy yet another sales
book, are you ? Why do you con-
tinue to read all of that “stuff”
anyhow ? Everybody knows that
you were the #1 salesperson in the
company every single month dur-
ing your entire sales career and
that you hold every sales record

liberate effort to learn absolutely
everything | can about my pro-
fession. There is always room
for improvement.”
Regretably, far too
many salespeople are of the opin-
ion that what limited training/
education that they have been
provided by their companies, if
any, is more than sufficient.
What they fail to realize is that
training/education is an ongoing,
never-ending process. Top pro-
ducers are not content with me-

te

ne's doing it. You need a marketing and
sales tool that's different and unigue.....one that
works! Nothing beats travel as an incentive.

 Call us ac 800-860-5880 Exc. 131
3300 Corporate Avenue, Stite 112
Ft. Lauderdale, FL 33331

« Get-Aways
Get Business!
Travel has universal appeal.
‘It motivates members to join!

Spirit travel incentives perform!
9 Increase memberships
2 Lower acquisition cost
> Reduce churn

2 Increase member renewals
2 Generate more referrals

seltes, sales trainers, semi-
nars and fitness industry
conferences. Inaddition, top
producers understand the
importance of regularly
practicing those skills and
techniques until they de-
velop the instincts to use |
them routinely and naturally. |
Given the obvious
importance of the effective-
ness of a sales staff to a
club’s overall financial suc-
cess, it is amazing the small
number of

"Doc" Doeren

clubs that provide
any meaningful and
ongoing sales train-
ing for their em-
ployees. As noted
by Michael Scott
Scudder in a recent
article in The
CLUB INSIDER: *
...less than 20% of
our 13,0004+ com-
mercial clubs in the
U.S. provide any
form of training for
employees, “ Con-
sequently, it should
come as absolutely
no surprise that
most health club
sales staffs are
functioning 40-
50% below their
potential. This de-
ficiency in the
training area will
only be remedied
when club owners
and operators real-
ize that this means
that they are unnec-
essarily losing liter-
ally thousands of
dollars monthly in
profits.

7. The
Key To Selling is
Discovering the
Customer’s Real
“Hot Buttons”
AND Then Mak-

2 Break through media clutter (1§ ing the Customer

e y 11 Truly Believe that

Z Competition's heating up big time. Giving away “J; His or Her Fitness

*tee-shirts and gym bags is old, boring and 55 Dreams Can Be
Realized

Top pro-
ducers realize that
this is the quintes-
sential element to
achieving ultimate
success in sales.
What do | mean by
a customer’s real
hot buttons? Hot
buttons are the true,
underlying emo-

tional factors that motivate the cus-
tomer to come into the club. Their
needs and desires. Those goals that
they are most interested in accom-
plishing. How they want to look
and feel and, most importantly, why
it’s so important to them personally
to achieve these goals now.

Sounds simple enough,
doesn’t it? However, most sales-
people are surprisingly inept at es-
tablishing the necessary rapport,
building the required level of trust,
asking the right types of questions
and follow-up questions and really
listening to what is said by the cus-
tomer to get any more than a su-
perficial “read” of their customer’s
hot buttons. Top producers know
that if they can discover that their
fitness dreams can be accomplished
(that is, come true) virtually noth-
ing will stand in the way of the cus-
tomer taking action. Not money,
not permission, not time,not hav-
ing to shop around, not having to
sign a contract, not having to think
about it, not having to try it out first,
NOTHING.

Top producers also recog-
nize that once they have discovered
the customer’s hot buttons their job
is still far from done. Another very
important step must occur: one
without the other is not sufficient
to get the customer started on a
membership. The customer must
also be convinced that his fitness
dreams are not just dreams - - they
are not just a wild fantasy, not
something that is beyond reach or
attainment. By definition, a dream
is something very special that a
person really, really wants. How-
ever, there is a question of whether
or not the person will ever actually
be able to get it. There is a feeling -
of uncertainty. Top producers are
particularly adept in convincing
their customers that they can, with
their continuing assistance and that
of the club’s support staff, get
where they want to go, that is, to
look and feel the way they want to.
When the customer initially came
into the club he might have viewed

(See Doc Doeren page 30)
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continued from page 6

Tennis in a way that is consistent
with our value-system , recogniz-
ing that it is not going to be univer-
sally smooth sailing. Once part of
our Association, Health and Tennis
is to some important degree answer-
able to the professional standard es-
tablished by the Association. For
business reasons they will not want
to risk public industry-wide dis-
grace. There are so many things we
can do to make sure that integration
(of Health and Tennis) is a plus,
rather than a minus, and | for one
want to work on that with you.”
One thing is for sure. The
IHRSA members were vehement
then in their opposition to Bally's
admission to IHRSA. And some, if
not most, are vehement now. Club
owners at the 1997 IHRSA Conven-
tion expressed similar feelings 10
years later that were expressed then
by John Brinson. One highly suc-
cessful independent club chain
owner commented to me, “Norm,

I'm glad you wrote what you
wrote in last month’s edition about
Bally’s. The sooner they go out
of business, the better it will be
for all of us!"

That man and his partner
are friends of mine and they oper-
ate one of the most successful
chains of upscale clubs around,
but | disagree. As time has gone
by, I've begun to feel that John
McCarthy’s comments to John
Brinson in that November 30,
1987 letter, were wise and ahead
of our time. John McCarthy has
been a visionary at IHRSA since
day one.

I feel strongly that the
failure of Bally Total Fitness
would be very detrimental to com-
mercial health clubs throughout
North America for years to come.
The fallout from such a failure
would pollute the minds of poten-
tial commercial membership buy-
ers for years and years. Thereisa
high probability that those poten-
tial members might chose
YMCAs, JCCs, Rec Centers, etc.
as their fitness destinations, rather
than commercial health clubs.

jAzzereise.

Fits Your
Facility’s

Needs

Jazzercise

is an internationally
recognized program with
12 different class formats
to accommodate your
scheduling and '
community needs. All
classes have been
screened for safety and are
taught by a certified
instructor. Jazzercise is an
AFAA Corporate Affiliate.

“We've had Jazzercise here since before 1986. It's a terrific program
and everyone that does it just loves it! The classes are so much
fun...it has taken over our aerobics program! Everyone just loves our
instructor. She teaches in a way that everyone can do i.”

~ Linda Lunsford

~ Huntsville Athletic Club, Huntsville, Alabama
Call Jazzercise, Inc. (619) 434-2101
to Locate a District Manager in Your Area
Visit us on the World Wide Web at http://www.jazzercise.com

HILLMAN
RECOGNIZES THE
CHALLENGES

The first person to ac-
knowledge and understand the
challenges is Lee Hillman him-
self. The following interview with
Hillman was by phone and in-
depth. The interview will be cov-
ered in two parts: this month and
in our June, 1997 edition. Also in
June, we will hear from three of
Hillman’s key men who shared
their thoughts with The CLUB IN-
SIDER.

AN INTERVIEW
D
PRESIDENT LEE
HILLMAN

C LUB INSIDER -

“What is your background prior
to joining Bally’s?"

Hillman - * [ was a part-
ner in the international account-
ing firm of Ernst and Young.
That’s how | got to know Arthur
Goldberg. | was the first person
that Arthur hired after he took over
Bally as Chairman.“

CLUB INSIDER - “ Af-
ter joining Bally’s what roles have
you played?*

Hillman - * Most re-
cently, I served as CFO and Ex-
ecutive Vice President of Bally
Entertainment, Executive Vice
President Bally Total Fitness as
well as Vice President and Direc-
tor of many of Bally
Entertainment’s other businesses.
From 1991 to 1994, 1 was also
the CFO of Bally Total Fitness. 1
now still serve as a consultant to
the Hilton Hotel chain after they
acquired Bally Entertainment.”

CLUB INSIDER -
“How old are you?*

Hillman - “ 41 years
old.*

CLUB INSIDER - “Dur-
ing 1996 how many locations did
you add and how many did you
remove?”

Hillman - “ We added 6
or 7 and we removed 10 which in-
cluded the 4 Sports Connection
clubs bought by 24 Hour Fitness
that we had been managing for
Mike Talla of the Sports Club
Company.”

CLUB INSIDER - “
How do you feel about *97 ? Are
you going to be able to cut the
losses?

Hillman - “ We hope to
be able to increase revenues and
reduce the losses ($41 million in
'06) significantly. That is our in-
tention and we believe we can ac-
complish that."

CLUB INSIDER - Can
you summarize the top 3 chal-
lenges you faced when you were
named CEO of BTF?*

Hillman - “(1) Reversing
the pattern of declining revenues.
(2) Improving the club facilities.
(3) Improving the service orien-
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tation of the facilities. | think the
latter two will cause #1 to hap-
I'I."

CLUB INSIDER - *
With the Bally Total Fitness his-
tory with the January, 96 spin-off,
what things can you say to the fi-
nancial community or anybody
else for that matter that would
give them confidence that you or
anybody else could turn BTF
around?"

Hillman - * | think my
predecessor, Mike Lucci, had
done a great deal to begin the turn
around. My job is to take what
he has built as a foundation and
really build a house on top of the
foundation. I guess what makes
me believe that we can do that is
that we have over 4 million mem-
bers and we have a lot of untapped
opportunities. |take astrong les-
son from the rest of the industry
as to what people in this industry
do that works, what members and
customers want, and how we can
deliver that with the resources that
we have. And then to play to
some resources that we have that
may be better than others in terms
of location, distribution and all
that. As [ view it, it is not a mat-
ter of my taking members from
others or from market share. It’s
really a matter of growing the size
of the market and taking some of
that increased market for our own.
Several people have commented
to me over the last couple of
months that the last few years
have been great for them as inde-
pendent club operators because
Bally has spent $50 or $60 mil-
lion in advertising, but really has
not taken advantage of that invest-
ment. So, the rest of the industry
has really enjoyed nice growth at
Bally’s expense. Whether that's
true or not, I will never know.
However, | want the industry to
grow off of my investment. I'm
happy to work with everybody in
the industry due to our sheer size
and what we are, to lead efforts
to promote the entire industry.
What | want in return for that is a
little co-operation and to be able
to take a little of that expanded
market for myself. Justa little bit
of that growth. Because a little
bit of that growth goes a real long
way with the scope of our opera-
tions.”

“Terry Rogan, of Muscle
Dynamics, called me the other
day and said, * Lee, based on our
statistics, penetration of this in-
dustry is still only 5% of the popu-
lation within 5 miles of fitness
centers.’ If he’s right Norm, you
and | and everybody else in this
industry have an awful lot of
growth yet to come. There is
more than enough to share. That’s
the way I look at it. Why can we
do it ? Because I think we can
understand and observe what is
working in this business and find
a way to apply it to our operation
in an economical, efficient and
sensible way. I'm certainly not
going to the East Bank Club up

here in Chicago and say | want to
be like them. It doesn’t make any
sense. But, if there is one thing that
they do at the East Bank Club that |
can say well, if [ just do it a little
differently, it really does apply to
my business. | don't know that an-
swer, but [ know across the indus-
try when I see people like the guys
at 24 Hour Fitness, the Q Clubs,
Equinox, the fellows down in At-
lanta that we compete against.
There’s a lot of smart people out
there. My job is to learn the things
and to synthesize them and figure
out a way to apply them to a com-
pany that is the massive size that
we are.”

* That is part of what got
us askew here. Many years ago, this
company became something more
than just a small fitness center op-
eration. It became a mass retailer
and mass marketer. 1 don’t think
the transition was ever there. Go-
ing back to the roots in understand-
ing how fitness centers work and
then try to figure out how to apply
those principals - apply them to a
multi-store chain. That's not bad
for even the little guy in the busi-
ness (as you used the term), it’s ac-
tually good. Ifit’s done right, it can
be the way a McDonald’s leads an
industry. It doesn’t lead by killing
off it's competitors.”

“McDonald’s is looked up
to and actually helps out everybody
else in the business. McDonald’s
is emulated. They can do things
governmentally, regulator-wise,
marketing-wise to help everybody.
I just think when I look at what we
want to be for this industry, I'd like
people like you to say, * Hey, those
people at Bally’s are O.K. They are
really helping out everybody in the
business and let’s call them and see
if they can help us out with a prob-
lem they may have in Georgia or
Florida or whereever.

“Let’s all work together.
I've got a lot of really nice relation-
ships with people in the business
and there’s a lot of ways we can
work together.”

CLUB INSIDER
“Speaking of wanting to learn and
change. 1 still get feedback from
friends around the country that the
‘ same old Bally sales techniques
and practices continue’, even after
ya’ll spent $700,000 developing
and implementing two extensive
new sales training manuals for sales
people and sales managers. How
do you translate that from your level
down to the sales person in the field
? In other words, how are you go-
ing to make sure that the ethical is-
sues that have landed BTF in court
and that have alienated most inde-
pendent operators, go away?"

Hillman - “ There’s only
onec way to do that. That is by
middle managers, my area Vice
Presidents and those people to be-
lieve in the policy, to understand
how 1 am going to enforce it with
them and for them 1o, in turn, en-
force it to people below them. It's
the only way it will work. One of

(See Hillman page 10)
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Firness FM™

When your realize the need

If you've been looking into purchasing an
FM system, Fitness FM will make your deci-
sion a whole lot easier. Announcing Fitness
FM from CardioTheater. This entry level
system gives you superior performance,
strong value for your dollar and unmatched
protection of your investment with our exclu-
sive Upgrade Assurance Program.

Fitness FM allows your members to use
their walkman radios to tune into a variety of
audiovisual selections. Features such as Phase
Lock Loop (PLL) tuning for drift free reception
and easy to use front panel controls make
Fitness FM the most sophisticated, user-
friendly FM system on the market.

for the power and perfor-
mance of a CardioTheater,
Upgrade Assurance pro-
vides you with a 100%
credit of your Fitness FM
investment towards the purchase of a
CardioTheater, the leading Exercise Entertain-
ment system.

CardioTheater pioneered and developed
systems that provide Exercise Entertainment
to clubs around the world. These systems have
proven to be an invaluable tool in attracting
and retaining members and give your club the
edge to stay ahead of the competition.

‘Fitness FM by CARDIO 7, .

12 Piedmont Center, Suite 105, Atlanta, GA 30305 (800) 227-3461 (404) 848-0233
http://www.cardio-theater.com
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Keys To Hiring And Employee Retention - Part II

By James Evans

LISTEN TO
YOUR EMPLOYEES

Il is easy in management
to place yourself on a pedestal where
you think you know it all when, in
fact, you have only distanced your-
self from one of the greatest manage-
ment resources available to you -
your own employees. That is why |
have always agreed with the practice
of regular meetings where all em-
ployees have an equal voice in ex-
pressing themselves honestly with-
oul repercussion or criticism. They
may not always say what you want
to hear, but if the tone of the meeting
is open and sincere it can help to re-
duce tensions and misunderstandings
among employees and give them a
sounding board to let you know their
opinion about the “state of the busi-

N af

ness” from their perspective. The
opinions and perspectives of your
employees should not totally dic-
tate your business decisions, of
course, but they can play an impor-
tant role in helping you to arrive at
those decisions.

Getting to know your
employees so that they feel com-
fortable in expessing themselvesto
you on the job is important, too. In
most clubs that 1 have managed
over the years | have made ita point
to developa good working relation-
ship with the locker room atten-
dants and housekeeping staff, for
example, because these are the em-
ployees who usually have the best
sense of what is going on in the
club. They are privy to all of the
lockerroom scuttlebutt by members
(and other employees too, for that
matter) and can tell you what mem-
bers are saying about the club.
Good, bad, or otherwise. They
have usually developed a good rap-

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

Customer payments via Electronic Funds Transfer from banks,
S&L's, credit unions, checking and/or savings accounts.

—~

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

PLUS
Pro-Financial’ Collection

Ask for our FREE money-saving analysis worksheet

“IMPROVE YOUR PROFIT
EVERY DAY”

Call BUSINESS DEVELOPMENT Today!

1-800-233-8483
AFFILIATED ACCEPTANCE CORPORATION

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

FAX: (816) 753-1429
WEBPAGE: hittp://www.litnessworld.com/pro/trade/affiliated.html

AAC...“We're Here To Work”

E-MAIL: 74041,2525@compuserve.com

port with the members such that the
members will communicate things
to them that they might not other-
wise communicate to other employ-
ees or management, By touring the
locker rooms regularly and speak-
ing with these employees | always
had a greater awareness of the true
condition of my club, and | always
felt that they appreciated that I cared
enough to ask their opinions.

. Health and fitness execu-
tives and managers are not usually
short on egos, and our egos contrib-
ute a lot to our success in the busi-
ness, but we should be careful not
1o get too big for our britches and
forget to listen to the people around
us. [ know that there werc times over
the years when | felt threatened by
some of my older or more experi-
enced employees and peers and ne-
glected to listen to them when, per-
haps, 1 should have. Because they
were older than | was or had more
experience in the business, my ego
often refused to accept that they
might know something that | didn’t
know just from having lived a little
longer and experienced more.
Rather than ask their opinions and
learn from their mistakes, I preferred
to reinvent the wheel instead and
made mistakes which might have
been avoided if I hadn’t had such a
big head. Now, after more than 30
years in the business, I sometimes
feel that the shoe is on the other foot.
I guess everyone has to make his/
her own mistakes, but if I had to do
itall over again I would have sought
more advice from more people.
Every different opinion enlarges
your perspective and enhances your
decision-making ability.

EVERYSUCCESSFUL

SALESMAN IS NOT
NECESSARILYA GOOD
MANAGER

Thc fitness industry has
traditionally promoted its best sales
people into management as the natu-
ral progression of things. While it
is usually essential for management
to have a strong sales background
or at least a good understanding of
the sales process in order to relate to
the sales staff, it does not necessar-

ily follow that every good
sales person has the
wherewithal (or even the
desire) to be a manager.
Some do, indeed, turn out
to be good managers, but
those of us who have
been in the industry fora
while can recall countless
situations over the years
where the outstanding
sales people have been
promoted into manage-
ment with great expecta-
tions only to be disap-
pointed when the skills
which made them suc-
cessful in sales did not
necessarily translate into
successful management.

Sometimes the

indusiry creates a one-
way street where those

James Evans

who are promoted cannot revert
back to the position in which they
previously performed with com-
petence. Even worse, sometimes
they have to be willing to move
up the ladder or else. | remember
in 1972 when one of my top sales
consultants was given an ultima-
tum by the district manager at the
time that he would have to accept
a position as assistant manager at
one of our clubs in a neighboring
state or he would be terminated im-
mediately. This young man cer-
tainly had management potential
but had only been selling for a
short time and was still very young
and inexperienced. He might have
felt more comfortable accepting
such a promotion had it not been
compounded with the reguirement
to relocate out of state, but such
was the order of things at the lime.
He declined the promotion and re-
luctantly, 1 had to fire him. We lost
a lot of good people in those days
either by promoting them before
they were ready, promoting them
to positions for which they were
not suited, or forcing them to ac-
cept promotions under the threat
of termination. It was a sad chap-
ter in my experience, but some of
these practices still continue in
some clubs even today.

There is often, too, a feel-
ing in business (not just the health

club business either) that to “de-
mote” people back to their previous
position somehow upsets the up-
ward mobility model and creates
negativity among the employess. It
is true that some “demoted” employ-
ees might be bitter about moving
backwards - particularly if compa-
nies falsely led them to believe that
everyone has the potential for man-
agement and they are made to be-
lieve that they have failed by not suc-
ceeding -but many will look forward
to returning to a position in which
they performed competently before
and will appreciate the opportunity
to remain with the company. It is,
of course, more difficult to place
people back in their original posi-
tions when those positions have been
filled in the interim by someone else,
but it is seldom that companies have
“too many” good sales people.
Smart companies don’t terminate
“good" employees just because they
don’t always succeed within the sys-
tem of advancement that we may
have predetermined for them. Up-
ward advancement should be a
choice - not an ultimatum.

([Jim Evans is President of
Evans & Associates specializing in
consulting to the fitness industry and

_ marketing wellness to the senior

population. He can be reached at 1
(800) 708-0878.)

Hillman...

continued from page 8

the first things that I did when |
came in here was | sat all of my
area managers down and [ said, *
look, 1 can’t possibly hope to run
each one of your businesses in each
of your areas and manage 15,000
people across this country. It can’t
be done. | can't do it from this
building in Chicago. All I can do
is establish policy. Establish goals.
Tell you how you are going to live
by the book and then if you don’t
do it, you have to realize what the
consequences are, The only thing

I can do is replace you with
someone that will do it. Either
you are going to be responsible
for the money that you are mak-
ing or you won’t be here. These
guys make an awful lot of money.
But, they have to be held respon-
sible for the area in which they
are being paid.”

I don't know if you are
aware of it or not, but we’ve had
some considerable turnover com-
ing out of this office. I've let
quite a few people go that didn’t
adhere to policy. There are in-

stances where the sales practices or
sales policies are not adhered to.
And they are ugly incidents. With
15,000 people, with thousands of
sales people across the country in
323 locations, there's going to be a
few times that people do things that
they are not supposed to do. My
answer to that can only be is that
when they are identified, they are
not going to be here any longer.
And, if they do something that is
illegal, they are going to be pros-
ecuted to the fullest extent of the
law. Atour urging. Atour insis-
tence. We are holding to that,
Norm. | commit that to you.” End

(See Hillman page 20)
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““The FINANCIAL SUCCESS of YOUR CLUB rests on the effectiveness of
your sales staff. However, it is a simple truth that most health club
sales staffs are functioning 40-50% below their potential. This means w
that most clubs are literally losing thousands of dollars monthly in

personal and club profits. We can change that! ??

S.0.S. will turn your sales staff

into a SALES FORCE,

with an energy-packed, information-loaded program of unforgettable on-site sales
seminars. If you haven't heard “Doc” before, be prepared: he'll knock your socks off!
His seminars will simultaneously educate, motivate and entertain you.

DRAMATICALLY INCREASE YOUR
PRODUCTIVITY, SALES AND PROFITS!

THE #1 SALES TRAINER

IN THE FITNESS INDUSTRY TODAY

“...simply the besl...”
| Steve Donald, Manager, L.A. Fitness Sports Clubs

“..best in the industry...”
Jamie Charles, Director of Sales,
New Life Fitness World

“...in a league by himself...”
Louise Newman, Manager,
Exertech 24 Hour Swim and Fitness Centers

“...a real supersiar...”
Stevaé Weible, Director of Sales,
New Life Fitness World

“...a selling machine...”
Tim Rosia, Manager, L.A. Fitness Sports Clubs

“...nobody does it beller..."”
 Jeff Roberts, Manager, New Life Fitness World

“..an incredible teacher...”
Edgar Smith, Vice President and General Manager,
Fitness 2000

“...an extraordinary

learning opportunity...”
Andy Volz, Manager, New Life Fitness World

“...a game plan for

incmasing sales STEPHE" “nol:” DDEHEH, Ph.ll. Ph.D., Louisiana State University—

that really works!"” = 20 years of teaching experience as an award-
—L} E: Pr mdent! s-o-s- winning university professor and public speaker

Doris Robinson, Manager, Nautilus Fitness Centers
will teach your sales staff

K Lﬂ ol.ye everything they need to know
G[ to become top producers:
Call TOLL-FREE

1-888-50S-4-DOC

(1-888-767-4362) i
00D ---B00 BOSH---800 BSOS ---000 BSO---080 BBO--~-008

# 1 Salesperson in the Company, L.A. Fitness Sports
Clubs — over 35 clubs in California and Arizona

# 1 Salesperson in the Company, New Life Fitness
World - Florida, lowa, South Carolina

# Salesperson in the Company, Exertech 24 Hour
Swim and Fitness Centers — Kansas

# Salesperson in the Company, Family Fitness
Centers — Georgia, South Carolina

iDunng his sensational sales career, “Doc”

\ sold an average of nearly 2,000 member-
PP b~ . hips, worth almost §1 million in contract

IN JANUARY ! \\ \value, per year. At one stretch he went
th’é‘}":h&gn mégonn ; J over 60 months in a row as the top sales-
» Jperson in the company, setting numerous
/records in sales performance — many that
still stand today.

Booking Information

For information on booking “Doc” for an eventful
on-site sales seminar at your club which

=l
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WHY TENNIS HAS DECLINED

(More Reasons You May Not Want To Hear - Reasons 9 & 10)

By Spike Gonzales

Rwson #9: We admin-

istrators have been thinking * inside
of the box.” Tennis pros, tennis club
managers and owners, and United
States Tennis Association leaders
have been making decisions and
programming short of a ‘big pic-
ture” outlook. They have contin-
ued to use thought patterns and
paths of action that were ok in the
peak demand times of the 70’s.
Tennis has been handi-
capped with its needs for pro-active
management and high service-ori-
entation, along with its needs for
professional instruction to get be-
ginners past the initial levels of the

game. These issues in the man-
agement of the game were not so
apparent when the novelty and
perceived glamour of the game
created such a demand two de-
cades ago. When lacking these
elements in the 80’s and 90’s, ten-
nis has been lost in the competi-
tion with other “quick-fix" and
*“do-it-yourself” recreational and
fitness outlets such as acrobics,
weight-training, roller-blading
and running.

Club  management
didn’t have to be quite so pro-ac-
tive in the 70’s. Tennis didn’t
have to be marketed or pro-
grammed. The effect has been
that those who didn’t develop the
appropriate skills in the 70’s have
suffered in the last 10-15 years.

Similarly, the USTA's

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

MASTERCARD-VISA

Electronic Debits

aASe

Per Monthly Debit
($10 or $100...same price!)

PLUS
Pro-Financial Collection

Ask for our FREE money-saving analysis workshest

“IMPROVE YOUR PROFIT
EVERY DAY”

Call BUSINESS DEVELOPMENT Today!

1-800-233-8483
AFFILIATED ACCEPTANCE CORPORATION

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

FAX: (816) 753-1429

E-MAIL: 74041,2525

ompuserve.com

WEBPAGE: http://www fitnessworld.com/pro/trade/affiliated.htmi

AAC...“We're Here To Work”

efforts in the late 70’s in develop-
ing the National Tennis Rating
Program significantly helped us
organize tennis activities, but re-
ally didn’t help bring new players
into the game. From the early 80's
forward, one hardly ever got train-
ing or inspiration for teaching be-
ginners at tennis teachers and pro-
fessional conferences. By the late
80’s clubs and parks had legions
of players in the intermediate
ranks, but very few beginners and
advanced. When | stepped foot on
Long Island several years ago, |
was surprised to see there were
virtually no club players rated 3.0
or under!

In the midst of all of this,
I've heard club managers say, “ We
can’t set aside courts for beginners
programs. We'd lose guaranteed
income, and would upset our bet-
ter members ! “ Teaching profes-
sionals similarly developed skills
in sports science, mental training
and competitive development of
tournament and league players.
Most teaching pros with a modi-
cum of personality have filled their
weeks with a satisfactory 30-40
hours of lessons. They have had
no need to be concerned about
bringing new people into the
game, and their egos have been
more massaged by producing bet-
ter players anyway.

At the same time the
USTA Leagues were growing (o
over 200,000 players, vastly in-
creasing the numbers of adult
USTA members. In concert with
its U.S. Open successes, it secemed
the USTA focused on this as a
major accomplishment, while the
overall sport shrunk from around
25 million players to less than 15
million.

A perspective of compla-
cency has pervaded the offices of
tennis administrators for too long.
The effect has been the stoppage
of new players to the game. Think-
ing “ inside the box “ or “ we're
doing just fine “ with lessons, club
players or USTA memberships has

allowed for the signifi- |,
cant dwindling of the
game.

Fortunately, the
USTA has adjusted in
the past couple of years.
It is dramatically chang-
ing to an active mission
of “growing the game.”
Now club managers and
tennis professionals need
to catch up for the ben-
efit of the game in the the
long run.

Reason #

10: We keep blaming
others! Club owners and
managers blame tennis
professionals for the
problems of club tennis

administration. Tennis
pros blame the owners.

Spike Gonzales

Club personnel often blame the
USTA for its lack of adequately
managing the game. USTA vol-
unteers and staff feel they have
carried the tennis banner, and
that others have hurt the game
because they have tried to make
money off of it. Pro organiza-
tions compete with each other,
and the dozens of “ alphabet
soup * (ATP, WTA, USTA,
USPTA, USPTR, ITF and so on)
administrative bodies vie for the
piece of the pie.

Rather than keeping
their * eye on the ball” of pro-
moting and growing the game,
energies have been spent on in-
ternal politics, jockeying and
squabbling.

My thoughts are that
on the club level it is up to the
owners to break the cycle of
blame throwing. It is the own-
ers who often have hurt the game
with their absenteeism and their
perspectives that tennis be seen
as simply renting real estate or
who have put it on the level of
offering a parallel alternative to
bowling. It is also usually the
owners who have the resources
to initiate improvements. Rather

than perpetuating the

the game. Thinking

myth that tennis pro-

SPIKE GONZALES - A perspective of | fessionals are “pro-
complacency has pervaded the offices of | fessionals”, it is the
tennis administrators for too long. The ef- | owners who have the
fect has been the stoppage of new players to | wherewithal to pro-
“ inside the box” or |
“we're doing just fine * with lessons, club | {hese people who
players or USTA memberships has allowed | have had little or no
for the significant dwindling of the game.
(From 25 million to under 15 million!)

vide for education of

training in their func-
tions of teaching, pro-
moting or program-

ming.

It is up to the USTA to be-
come the peacemaker and catalyst of
progress in the macro-world of ten-
nis administration. Thanks to the
success of the U.S. Open, the USTA
is the body with the most significant
resources. While doing its best to
provide leadership in the bowl of al-
phabet soup, the USTA must as well
keep a vigilant eyeinward. It should
assume that how things have been
done in the past is not the automatic
formula for the present and the fu-
ture.,

While volunterism has
greatly built its organization, the
USTA should come to see the many
weaknesses of that element. Rather
than rewarding simply time and ef-
forts, the USTA should be bringing
in and training leaders, upgrading the
level of professionalism of its own
representatives in the tennis world.
Its credibility in the field and its abil-
ity to‘cure the weaknesses of the ten-
nis culture will depend on the qual-
ity of its own representatives.

(Spike Gonzales has been
building tennis markets since 1971.
He was a prime developer of Tennis
Corporation of America’s® “ Ten-
nis In No Time * ®, and an advisor
to-the USTA in starting Play Tennis
America. An influential member of
the USPTA, USTA and IHRSA, he
helped bring those organizations to-
gether to found the National Tennis
Rating Program. He presently
serves as an advisor to Tencaps, Inc.,
a USPTA - endorsed tennis rating
system, and consults with clubs wish-
ing to improve their marketing, man-
agement teams, and tennis profes-
sionals. Spike may be reached at:
(941) 774-2442.)



All the
professional
resources
you need to keep your
club as fit as
your members.

Staying fit takes on a whole new meaning when you're a clubowner. Fortunately, the
American Council on Exercise® offers a wide variety of resources to keep your fitness business
operating at peak performance. Our instructor training and certification programs ensure
that your staff are the most qualified in the business. And our Practical Training Program offers
your employees comprehensive training by the most qualified fitness professionals around.
When it’s time to hire employees, the ACE Professional Registry and Referral Service can help
you locate the perfect professionals to fill positions. ACE also is your best source for fitness-
related information. Professional answers to questions are a phone call away with the ACE
Consumer Fitness Hotline and Resource Center. Or, you can have fitness news delivered to you
and your staff with a subscription to ACE FitnessMatters® magazine. To learn more about how

ACE can help your club, call 800-825-3636. When it comes to keeping your
fitness business in shape, nobody offers more than ACE.

For information by fax, call 888-Fit-Faxx (888-348-3299), or visit our Web
site at http://www.acefitness.org.

AMERICAN
COUNCIL ON
EXERCISE®
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THE BEST MEMBERSHIP
PROMOTIONI'VE EVER SEEN!

By Steve Barry

Aftcr being in the fit-
ness business for over 15 years, I've
either seen or tried just about all
that’s out there to sell memberships
al my clubs. Most promotions are
in relation to price discounts, sea-
sonal trends, holidays, new gym
equipment, etc. While I've had
considerable success marketing
with these types of promotions, I've
never had as incredible and instant
success as my club’s most recent
promotion.

The idea came to me after
attending several recent trade show
seminars in which I kept hearing the
buzz words: * Make It Fun,” * Cus-
tomer Service,” “Programming,”
“Multiple Profit Centers,” * Be
-First,” and * Develop Relation-
ships.” It occurred to me that there
must be a way to incorporate sev-
eral of those concepts into one mar-
keting promotion. | spent several
days trying to develop a marketing’
promotion that included as many
“buzz” concepts as possible, but
came up with nothing new and ex-
citing.

Then the ideacame ! | had
received literally dozens of pieces
of mail across my desk in regards
to a new, medically backed weight

loss supplement (not Redux or
Fen/Fen). Suddenly, the ideas just
started coming as to how to ad-
dress a few “buzz” concepts.
Before long, | was actually ad-
dressing them all! Not only
would this marketing promotion
create fantastic in-club excite-
ment, | was sure it would sell new
memberships as well. The only
thing I wasn't contemplating was
the number of new memberships!
Never before inall my years own-
ing clubs have | seen such instan-
taneous results and sold so many
new memberships.

Another unexpected re-
sult was the tremendous support
received from the local media.
The coverage of our club’s pro-
motion was priceless and has truly
launched our club’s image to the
forefront of our area. Never be-
fore have | seen such results in
membership sales, inquiry calls,
and over all excitement!

Recently my member-
ship director and | attended the
10th Annual Sales Makers Sales
and Marketing Classic presented
by Sales Makers membership spe-
cialists. The three-day event was
held at Fort Myers Beach, Florida.
On the last day of the seminar,
they allowed each club owner or
manager the opportunity to
present their most successful pro-

motion and offered $100 to the
winner. Well, it wasn’t so much
the hundred bucks as it was the
honor to be “voted” the winner by
several experienced club owners
and managers. My promotion was
voted best and many of the club
owners have since been in contact
with me since then so they can re-
ceive the entire details on the four-

stage promotion. Sales Maker's
Ray Gordon made my day when
he told me that they hadn’t heard
of any idea as promising since
the LifeCycle was introduced.
I've decided to market
the conept with complete step-
by-step details and promotional
materials to other clubs as well.
The promotion is especially suc-

cessful during the summer months,
which is refreshing in our industry.
This is a truly unique concept that
has addressed the entire list of things
we all need to offer at our clubs. It's
fun, safe, develops relationships, in-
expensive, healthy and sells more
memberships than I'd dreamed of!

PR-SPTRCE
Sales And
:nlﬂ Makers

Membership 1pt¢l¢|lih

Fi. Myers nuch Florida
May1,2, &3

\fnrkermq(lassw

Stove Barry () and (& o R Solestiakers Mothe Gardon,

Sandi Gordon, Brian Harmon, Rc_zy Gordon and Ed Tock

1 thought you would read this! 1 really don't like"used car” type ads so I decided to go this route. After over 15 years in the
fitness business as a club owner/manager, I've come up with a promotion that is truly amazing (if I do say so myself'!) The promotion has
sold more memberships than anything we’ve ever done before and recently won Sales Makers’ “Promotion of the Year Award.” I'll send
you complete step-by-step details with all necessary promotional materials for only $395. If you don’t agree it's the best $395 you've spent

in years, I'll give you a 100% refund. To order send check payable to: Steve Barry, 312 Marina View Lane, Webster, N

(716) 872-6727.

.Y., 14580. Or call
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MAXICAM

Muscle Dynamtcs

For a complete brochure on our more than 95 selectorized and free weight machines, call:

(800) 544-2944

Musde Dynamics

20100 Hamilton Avenue » Torrance, California 90502 » (310) 323-9055 « Fax (310) 323-7608
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THRSA ASSOCIATE MEMBER WALL OF FAME

IN RECOGNITION OF THOSE THRSA ASSOCIATE MEMBERS WHOSE CONTRIBUTIONS TO THE FITNESS INDUSTRY
HAVE LED TO SIGNIFICANT IMPROVEMENT IN THE HEALTH, RACQUET AND SPORTSCLUR BUSINESS
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still Living in the Stone Age?

I#’s time fto take a look at
Club Vision for Windows 95

IT CAN HAPPEN RIGHT BEFORE YOUR EYES.
The software that was once cutting edge, now is...
well, prehistoric. You're not alone.

Every day we talk to people facing the challenges of
using an outdated software product. Most people are
surprised that upgrading their computer system is a
simple process.

We've spent the last 21 years converting customers
from older products to ATA software. Making the
change means you'll enjoy Club Vision’s countless
features in a Windows 95 environment.

And, as one of the nation’s largest EFT processors,
we've already taken member billing into the 21st
century.

Isn’t it time to get rid of the dinosaur in your club?
o -—==_N

Call for a free brochure and presentation diskette

800.282.0031
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Gerber...

continued from page 3

found that there were not many
places to pay. So, he and Melin
started looking for a place to build
a racquetball club. They were suc-
cessful in finding a site in Moun-
tain View, California, a building
which previously served as a door
factory. In 1974, they leased the
building and began to install the ten-
ant improvements. Donald DeMars,
a long-time club industry architect,
designed the interior. They opened
the club in 1975 and called it “ The
Court.”

The Court got off to a
rough start. Just four hours after
opening their doors the club was
flooded by a low temperature sprin-
kler head which had been incor-
rectly installed by the contractor
inside the sauna. DeMars had just
completed a beautiful, full wall mu-
ral which was totally ruined by the
water. But, The Court made a ter-
rific comeback! The facility had 9
courts, a half-court basketball court
and a small weight area with a Uni-
versal 8-station machine. During
their first February of operation,
they did not have a single vacant
court on any hour of any day of the
month!

SAN FRANCISCO
BAY CLUB....A TRUE
HOMERUN !

WElh the first club do-
ing really well, they began to look
for another location. In 1976, they
found a 42,000 square-foot cold
storage warechouse in the North
Beach area of San Francisco. The
building was located along the main
street leading from the San Fran-
cisco financial district to the upscale
Marin County (the wealthiest
county/per capita in America). They
leased the building, erected a “Com-
ing Soon” sign and began their
membership presale and construc-
tion. They had designed the facil-
ity so they could start with five
courts and add more later if demand
warranted. In four months, they had
sold all of the memberships they
planned to sell and had established
a waiting list of 1,000 names. The
facility was designed and built as a
multi-purpose club and, contrary to
the vast majority of club operators
at the time, they based their busi-
ness on Initiatioin Fees and Monthy
Dues instead of annual fees and
courttime. The San Francisco Bay
Club offered swimming, racquet-
ball, basketball, squash, tennis,
weights and a very high level of fin-
ishes in the locker rooms. The San
Francisco Bay Club will celebrate
its 20th Anniversary in October of
this year. Gerber comments, * We
patterned the club after West Coast
country clubs. We wanted to set it
apart from other clubs we had vis-
ited and established a new level of
quality. The San Francisco Tennis
Club, with indoor tennis courts, had
been charging court fees for indoor
tennis and it had not gone well. We

wanted to charge just one fee for
everything." ( This decision put
the San Francisco Bay Club way
ahead of others who had chosen
to go the court fee route. As many
of those who experienced it know,
the high court occupancy did not
last and revenues in “court fee-
only” clubs dropped dramatically
as more court clubs came into the
markets and as the ‘newness’ of
racquetball wore off.) When they
opened in October, 1977, 2,000
members were delighted with the
new concept: a multi-purpose,
coed, high-quality club that ca-
tered to the emerging boomer
market. The monthly dues began
to flow, a membership waiting list
was formed and they were off and
running. How sweet it is!

The San Francisco Bay
Club was financed by a combina-
tion of Jim Gerber selling his
home, John Melin putting in some
money earned from previous
projects and a loan guaranty from
John’s Dad. Gerber comments,
“We had everything on the line,
but we really believed in what we
were doing. It was the right time
in our lives to take those risks.”

Gerber and Western Ath-
letic Clubs have since developed
or acquired 14 clubs, 9 of those
clubs are in operation as part of
the $40 million Western Athletic
Clubs company.

PETE JONES
JO. WAC

P ete Jones, a school-
mate of Gerber's at Claremont,
had joined Gerber and Melin af-
ter they had leased the building
housing The Bay Club. Pete’s ex-
pertise was in real estate project
development and he filled that role
as the club group expanded
through the 80’s. Gerber credits
Pete’s contribution to WAC as the
“key to our success.” Recently
Pete has been developing real es-
tate in the Portland, Oregon area
and has also been helping WAC
in their efforts to develop another
mega-club like the spectacular
“Sports Resort™ Pacific Athletic
Club in Redwood City, California.
Jones and Gerber have been work-
ing on a new club development in
Oregon for three years now, but
the early site selection did not
work out, so they are still trying
to put it together. Given that the
Pacific Athletic Club had a price
tag in the mid $20 million range,
itis understandable that they have
3 years invested in Oregon with
no deal at this point.

0

WAC SOLD T
INTERPACIFIC

In 1989 Gerber and his
partners sold the Western Athletic
Club chain to InterPacific, a San
Francisco-based holding com-
pany, for an undisclosed sum.
InterPacific is active in retail op-
erations in Hawaii, resorts in the
Pacific Rim, hotels in the U.S. and
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Western Athletic Clubs as well as
clubs in London. While the
InterPacific revenue is not pub-
lished, the Western Athletic Club
revenue is. WAC generated $40
million in 1996, and Gerber ex-
pects $45 million in 1997, and $50
million for 1998. Gerber says, “
Over the past few years each one
of our clubs has been exceeding
its plan and each contributes to our
profitability. During the economic
slow-down in California in the
early 90’s, we were forced to be-
come more efficient to maintain
growth. Each club’s General
Manager works closely with WAC
to continue a focus on each club’s
contribution.

When WAC was sold to
InterPacific, Gerber retained his
title and role as President. He ex-
plains, “ The reason we sold the
business was because we wanted
to grow the company beyond our
individual financial capacities.
The three of us were on many
guarantees and it was very diffi-
cult to finance the big clubs. WAC
was very profitable and generat-
ing cash, and it became obvious
that it was time to sell. Our inten-
tion was not to leave the industry
s0 we were particularly interested
in finding a financial “partner”
who subscribed to our vision for
the company. InterPacific ap-
peared to be that buyer and they
have been very supportive of
WAC through the years."

STRONG VALUE
SYSTEM

Jim Gerber has built a
strong value system within the
WAC organization (400 full-time
and 800 part-time employees) that
is exemplified by the Western Ath-
letic Club Mission Statement. He
set a very high standard of ethics
for WAC and he has developed a
high sense of loyalty and family
amongst his key staff members.
Most of his key staff have been
with WAC for 12 or more years!
He combined those attributes with
his ability as a visionary to make
WAC such a success.

Roger Ralph, owner of
the Bel Air Athletic Club, Bel Air,
Maryland, and long time IHRSA
supporter, and Board Member
and a friend of Jim Gerber, made
the following comments about
Jim. * I know no other person in
our industry whose personal val-
ues are so in alignment with how
he conducts his professional life.
It is the key to why he is extraor-
dinarily successful in both his per-
sonal life and his professional
life.”

WAC MISSION
STATEMENT

WE ENCHANCE
PEOPLE’S LIVES

ii estern Athletic

Clubs” mission is to enhance
people’s lives by creating wel-

coming environments that are
comfortable, friendly, fun, safe,
professionally staffed and pro-
grammed.

Western Athletic Clubs
is a company of people commited
to:

Providing our members
with the finest facilities backed by
top quality service.

We deliver the best.

Demonstrating integrity
in everything we do.

We do what we say we
will do.

Supporting and encour-
aging innovative, independent ac-
tion, team spirit and personal
growth in each
. We believe in each other.

Actively participating in
improving the quality of life in our
community.

We reach out to others.

Being responsible for
the continued financial strength of

the company. -
Our individual perfor-
mance really matters.

When asked about

the WAC Operating Philosophy
beyond the Mission Statement,
Gerber explained, “ Some of us
are, at age 50, first-year represen-
tatives of the “Baby Boom” gen-
eration. That has enabled us to
better focus on the present and
future needs of this huge group.
Based on this “personal insight”
we have anticipated trends and
built and coaverted our clubs ac-
cordingly. The concept of high
quality has always been the core
principle that guides all of our
decisions. We believe that mem-
bers want a place to go to that, at
a minimum, reflects the quality
and ambiance they experience at
work and at home. The club must
be consistent with their sense of
quality. We charge our members
whatever it costs to provide them
with that level of quality and ser-
vice and they have always re-
sponded.”

HIGH RETENTION
OF HAPPY
MEMBERS

13
A person makes a

conscious decision to “upgrade”
their club environment at various
points along the way as they be-
come more successful. Eventu-
ally they arrive at the point when
a membership to one of our clubs
becomes an important part of their
lifestyle. They become members
for a relatively long time (per in-
dustry standards). Our attrition
last year was 21.9% for the year
for all of the clubs. We define at-
trition as any event that causes a
member to go off full dues for any
reason. We are really pleased with
that result. Part of our retention
success is due to the fact that new
members are making a significant
personal and financial commit-
ment. What we have tried to do

within this operating philosophy is
to keep focus on quality and not try
to react to price competition,” com-
ments Gerber on WAC’s member
retention.

PEOPLE THAT
HAVE HELPED

Gerber comments on
the people that have helped him in
the industry, “ We spent a lot of
time, particularly during the first 10
years before the kids were born,
just playing in the clubs. I have to
say that the members, most of them
from significant business back-
grounds, gave us lots of solid in-
put. They all loved the clubs and
they took a personal interest in
helping us to make them better.
Also, I think I was affected a lot by
that original core group of guys
including you, Rick Caro, Ted
Torcivia and all of that original core
group that founded IHRSA. Each
one of you brought a fresh new
perspective on how to approach the
club business. [ watched how you
were doing it down in Atlanta.
How Todd Pulis was doing it up in
New England. When I visited a
club I always come away learning
something new. And the Conven-
tions and the involvement with the
IRSA Board have always been such
rich experiences. I guess what I’'m
saying is that I have learned most
just hanging around my business
and IHRSA with my eyes and ears
open. Those have been the people
and situations in addition to my
partners that have influenced me
the most.”

Rick Caro, President of
New York-based Management Vi-
sion, comments on Gerber, * Jim
represents the right ingredients,
offers proven accomplishments and
symbolizes the consistent
volunteerism so deserving of the
IHRSA Distinguished Award win-
ner. Asthe 5th President of IHRSA
years ago, he was a visionary. He
has been fanatical about ensuring
IHRSA focus on “quality clubs™
rather than just any club. Gerber
helped create the IHRSA reciproc-
ity concept and began the Passport
program. He volunteered the use
of one of his staff, Mary Jo Frenda
and other support staff to produce
a Customer Service video for
IHRSA, then Gerber helped
IHRSA create the Sales training
video, “ Solution Selling”. WAC
has been the recipient of a variety
of local awards as well as national
attention as the “Best in San Fran-
cisco”. WAC is also involved in
the Adopt-A-School Program, win-
ning the Best Adopt-A-School pro-
gram in California three years ago.
Jim Gerber is a truly deserving re-
cipient of the IHRSA Distinguished
Service Award.”

A MENTOR

Jim Gerber has devel-
oped over the years a reputation of
being a mentor for his people. A

(See Gerber page 23)
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NEIL SOL'S HEAI THCARE CONNECTION

FRIEND OR FOE?

By Neil Sol, Ph. D.

Il is understandable for
club owners in a community to as-
sume that the building of a wellness/
fitness center by the local hospital
is competitive for all the obvious
reasons. However, it does not have
to be perceived that way. This
month’s column discusses just such
a situation where the hospital fit-
ness/wellness center made every
altempt to be complemcnlnry, sup-
portive and a “good neighbor” to
area health clubs, and is taking steps
to help area health clubs increase
their business at the same time the
hospital facility improves its own.

In Akron, Ohio, Akron
General Medical Center, with the
help of Jeff Bensky and the Benfield
Group, built the Akron General
Health and Fitness Center 12 miles
west of the hospital.

The new out patient facil-
ity includes: the LifeStyles Fitness/
Wellness Center, Out Patient Physi-
cal Therapy and Sports Medicine
and Cardio/Pulmonary Rehabilita-
tion services. The goals of this fa-
cility were 1) to integrate the above
service into a single “state of the art™
facility and 2) to achieve quality co-
ordinated care for patients and cli-
ents, and 3) to achieve expense sav-

ing economies of space, equip-
ment and staff, so that they could
offer a quality outpatient health
care and fitness service for a rea-
sonable price (which is very at-
tractive to managed care compa-
nies).

Doug Ribley, a recog-
nized and accomplished profes-
sional in the health club industry,
previously at Steuben Athletic
Club in Albany, NY, and The
Houstonian Club in Houston,
Texas, was hired to manage the
fitness/wellness component, of
Akron General Health and Fitness
Center.

Under Ribley’s direc-
tion, LifeStyles, after only being
open since November, 1996, has
achieved its mid-1998 member-
ship goals with an excess of 2700
memberships.

Ribley indicated that the
average age of the LifeStyles
member is 48 years of age and that
in excess of 40% of his member-
ship has never belonged to a
health club.

Al this point you might
be thinking that LifeStyles is put-
lmg all other Akron health clubs

“out of business”. The fact is that
a large percenlage of LifeStyles
members had never joined a club
and would never have considered
any of the clubs in Akron because

of their concerns for safety and se-
curity and their non-alignment
with a hospital.

The Akron General name
and hospital affiliation created an
attraction to this population for
LifeStyles that was not enjoyed by
any other area health clubs. The
fact is, the hospital targeted and
captured a new, incremental group
of community participants for
membership in the LifeStyles pro-

gram.

LifeStyles, like all health
clubs, does target area business
and health insurance, managed
care organizations to provide
membership and preventive ser-
vices to both employees and sub-
scribers. It however, became very
obvious to Ribley and Akron
General’s hospital administration
that it would be difficult to pro-
vide services to these large pur-
chasers because they were com-
mitted to not offer a benefit to one
employee/subscriber that was not
available to all.

LifeStyles, at Akron
General Health and Fitness Cen-
ter, suffers the problem, as does all
health clubs, of being situated in
one geographic location in the
community and as such, cannot
accomodate a large purchaser’s
needs of providing equal benefit
to all employees/subscribers.

Realizing this,
Ribley proceeded to cre-
ate liaisons with other
health clubs geographi-
cally situated to fulfill
large purchaser needs.
As this network contin-
ues to be established,
competition among area
health clubs diminishes,
as each participant in the
network gains member-
ship and provides ser-
vices in their geographic
area associated with the

sales effort of
LifeStyles.

Everybody
wins!

As indicated at
the opening of this col-

Neil Sol, Ph. D.

umn, it is very easy to
assume that Akron General

Health and Fitness Center is a sig--

nificant health club competitor.
However, as a club professional,
you can choose to see the oppor-
tunity of being associated with a
LifeStyles type program in your
community and share in the ben-
efits of being part of a network
that is capable of servicing large
purchasers that would never con-
sider doing business with a single
club whether owned by a hospi-
tal or not!

Given the choice....

choose a situation of association
and friendship with the hospital af-
filiated facility. Symbiotic benefits
of association do exist and... .you
will never know when the area hos-
pital may choose to buy your club
or become your pariner!

(Neil Sol is the President
of Health Vantage, Inc., a consult-
ing firm for the health club indus-
try which specializes in the relation-
ship between the health care com-
munity and health clubs. Neil may
be reached at: (303) 399-3224.)
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e Save money using National Gym Supply’s quality
replacement parts.

e Stop losing pins by installing NGS Weight Selector Pin

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

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

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

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

To receive your

FREE CATALOG...
i Call 1-800-GYMPART or visit our
web site at gympart.com!
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Sales Makers
Florida
Conference
Focuses On
Professionalism

By Norm Cates, Jr.

FORT MYERS
BEACH, FLORIDA - The 10th
Annual Sales Makers Sales and
Marketing Classic was a great suc-
cess and all of those that attended
learned a lot and had a good time.
The 10th Annual Conference has
become an industry tradition for the
most successful and prolific health,
racquet and sportsclub sales train-
ing and management group in the
world. Ray Gordon and Eddie
Tock, the Sales Makers - U.S. prin-
cipals, hosted the event at Fort
Myers Beach, Florida and provided
3 days of in-depth instruction on the
time-tested Sales Makers System
and a bonus of two fantastic presen-
tations by the World’s Dean of Pro-
gramming, the one and only Sandy
Coffman, of Milwaukee, Wiscon-
sin-based, Programming for Profit.
The Sales Makers have been doing
their thing for 17 years and they
have helped all kinds of clubs in all
kinds of markets to make signifi-
cant gains in their annual sales rev-
enues. Sandy Coffman has been
teaching and motivating club opera-
tors since the mid-1970’s, but she
certainly exhibits the energy of a
person that has just started! She is
electric!

The bottom line is this.
The Sales Makers system has been
PROVEN OVER TIME. The Sales
Makers System provides Proven
Profit Procedures, Retention Ideas,
Sales Training, Prospecting and
Telephone Training, How To In-
crease Personal Training Profits,
Front Desk Training, Marketing
Guidance and Techniques for Tours

and Presentations. If properly
learned, installed, implemented
and managed, the gains over an
annual basis are amazing. Recent
clients of Sales Makers have ex-
perienced annual increases of over
27% per year. Could your club
use @ 27% gain in annual mem-
bership sales? How about a
PROVEN system which will al-
low you to manage, for results,
anyone that is working in your
membership sales department?
Does that ring a bell?

To try to capsulize this
three-day event into a few words
is impossible. Suffice it to say that
the chart tracking the Sales Mak-
ers track record over the years and
shown on this page speaks vol-
umes. And, the two presentations
to the group by Sandy Coffman
hits squarely on the true essence
of our industry. Sandy is without
a doubt the very best at what she
does - which is to teach and moti-
vate people about programming,
how to * MAKE IT FUN * in your
club and how to do it profitably.
Her very insightful and truly mo-
tivation comments to the group
should be part of every club’s cul-
ture and training program, no
matter what kind of club you own
or operate. The first time | saw
her speak was in 1978 (for three
days). After witnessing her pre-
sentation in Fort Myers, | can
honestly say that she is better than
ever! To wrap up the Seminar,
the Sales Makers invited all of the
altendees to make presentations
on their Best Membership Promo-
tion. The winner was Steve Barry,
a 15-year club veteran and owner
of Kings Gym Complex in
Webster, New York. Check out
Steve's article in this edition.

Hillman...

continued from page 10

Part I.

Part 11 - Lee Hillman
shared with The CLUB INSIDER
News the fact that he has hired club
industry consultant Jason Conviser
to work with him and in particular,

he has asked Jason to assemble an
Advisory Board of individuals to
assist in the Bally Total Fitness re-
covery process. In Part 11 next
month, we report on the new Ad-
visory Board, Hillman’s plans to
install nutritional centers, physi-
cal therapy centers and pro shops
in the Bally clubs, we will have
more input from I[HRSA Members
about the idea of admitting Bally
into the Association and much
more ! Stay tuned!
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Sales Makers

SALES MAKERS CLASS OF 1997

Award Winning Results in the 90’s

Aspen Hill Club (MD)

Atlantic Club (NJ)

Bel Air Athletic Club (MD)

Club at Woodbridge (NJ)

Club Fit (NY)

Courthouse Athletic Club (CA)
Court Sports 1 & 11 (NY)
Evanston Athletic Club (IL)

Ft. Wayne Health & Fitness (IN)
Gold’s Gym (CA)

Gold’s Gym (GA)

Gold’s Gym (NY)

Greenville Racquet & Fitness (SC)
The Gym (England)

Lynne Brick’s Womens Only Club (MD)
PACE Fitness (Australia)

Padonia Fitness Center (MD)
Pinnacle Health Clubs (England)
Ronny Bames Fitness & Nautilus (NC)
Shula’s Athletic Club (FL)

Spa At The Fontainebleau (FL)
Sports Clubs (Sweden)

Sportset Club (NY)

Welshback Squash & Health Club (England)

WestBay Athletic Club (FL)
Westchester Health & Fitness (NY)
Westlake Sport House (CA)

What A Racquet Athletic Club (CA)
Women’s Club (IL)

Viva! (England)

20 % Increase
31 % Increase
20 % Increase
32 % Increase
69 % Increase
37 % Increase
30 % Increase
24 % Increase
104 % Increase
23 % Increase
17 % Increase
38 % Increase
40 % Increase

Pre-Sale Sold Out

Pre-Sale

Pre-Sale Sold 2,065

23 % Increase
Pre-Sale

29 % Increase
Pre-Sale

31 % Increase
44 % Increase
31 % Increase
40 % Increase
Pre-Sale

41 % Increase
30 % Increase
27 % Increase

Pre-Sale Sold 925
Pre-Sale Sold Out
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membership specialists

17 Years of Proven Excellence

Offering

3 Day “at your club” training seminars

/" 4% Proven Profit Procedures .

4 Retention
4 Sales Training
4 Prospecting & Telephone Training
4 Increase Personal Training Profits
4 Front Desk Training
4 Marketing Guidance

o 4 Tours & Presentations =

Last year our clients averaged a 27.6 % increase!

Sales Makers
800-428-3334

Our thanks to all who attended our 10th Annual Sales & Marketing Classic in May.

It was a great success because of you!
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“Capture Your Share OfA
30 Billion Dollar Market!

Ma.ny recent statistics reveal
that the health club industry has yet to
address the needs of the majority - the
millions of profoundly unfit individuals,
who would never even consider joining
a club.

One organization - The Inter-
national Sports Sciences Association,
believes that the portion of our popula-
tion considered to be “de-conditioned”
represents a 30 billion dollar market.
Historically, clubs have had only mar-
ginal success in addressing the needs of
the huge, but untapped market. How-
ever, the ISSA, in conjunction with Ideal
Fitness Systems, Inc., has developed a
unique program, entitled Specialist in
Weight Management (SWM), which
provides both clubs and independent
trainers a profitable way to tap into this

huge population which has been so sorely ne-
glected.

ISSA, well-known for it’s diverse
program offerings, felt that it needed a pro-
gram to address the rapidly growing de-con-
ditioned market. According to Charles Staley,
ISSA’s Vice President of Programs, “ A large
percentage of personal trainers are well
versed in resistance training and nutrition for

_healthy clients, but need additional education

regarding behavioral components, such as
adherence, motivational strategies, eating
disorders, and stress management.” Staley
added that many fitness trainers utilize a
“mechanical” approach with their poorly con-
ditioned clients: * They rationalize, ‘ If 1 give
them a proper exercise program and healthy
nutritional guidelines, they’ll make progress.’
The problem is, the trainer rarely stops to
consider that these clients may have years of
inactivity and poor habits to reverse.”

B

Bob Del Monteue, Dr. Sal Arria and Bill Pearl

Gerber...

continued from page 18

mentor who teaches and motivates them
really well. Asked about that, he shared,
* My Dad passed away while |1 was in
college. We lived in a neighborhood that
was populated by a lot of Weyerhauser
executives in Tacoma and two of them,
in particular, really took me under their
wing and | appreciated that. | wasaway
at college, but they would occasionally
check in with me and give me support
and guidance. This continued on through
the years. They taught me the importance
of mentoring. Without thinking about it
I suppose that | have embraced that prin-
ciple in my work. One of our operating
philosophies is to find good people, give
them the training, the budgets, the Mis-
sion and Values, the responsibility and
authority and then get out of their way.
Sandy Minor, for example, in her role
as Director of Fitness for WAC, has, on

:r own, created a Fitness Department

r us that is second to none. Sandy has

e an amazing job for us while certi-

fying over 2,000 ACSM fitness instructors,
teaching at Berkeley, chairing of the Ameri-
can College of Sports Medicine Certifica-
tion Committee, etc. Now Sandy has left
for two years to get her Ph.D. in Health Edu-
cation at the Texas Women's University in
Denton, Texas. What a talented person and
what greal accomplishment from such a
young person!”

GROWTH THROUGH
ACQUISITION

WAC has not opened a newly
built facility since 1991, when they opened
the Pacific Athletic Club Sports Resort.
Since then, they have grown through acqui-
sitions, acquiring the Golden Gateway Ten-
nis and Swim Club in San Francisco, the
Seattle Club in downtown Seattle, and two
weeks ago, WAC bought the Courtside Ten-
nis Club in Los Gatos, California. The
Courtside Tennis Club has 9 1/2 acres and
WAC plans to expand and remodel that fa-
cility to be more like the gigantic Pacific
Athletic Club Sports Resort concept.

(See Gerber page 24)
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What do you do
with them?

After 20 years of living
“high on the hog,” they want to
change their lifestyle and get in

shape, but statistics show
they’ll fail...

UNTIL NOW!

The incidence of obesity in this country is more prevalent than ever
before creating a $30 billion dollar weight loss industry. This trans-
lates into a limitless source of new clients that need specifically tai-
lored programs designed to help them change their lives. Without
the education and skills to effect long-lasting behavioral changes in
these clients, you will fail them.

The International Sports Sciences Associations Specialist in
Weight Management Certification program is the most com-
prehensive and effective lifestyle/behavior modification & weight man-
agement certification course available.

Call us today for free information. We can help you learn the skills
necessary to work with this rapidly expanding market.
&

INTERNATIONAL SPORTS SCIENCES ASSOCIATION

Tir Worwn Leaner Iy Frivess CErTiFicATION Sives 1988
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1-800-892-15SA
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CLUBSPORTSI INTERNATIONAL
PURCHASES FI. AGSHIPATHLETIC CLUB

Minneapolis.l'SLPaul-
Flagship Athletic Club, a 135,000
square-foot exclusive athletic club,
located in Eden Prarie, Minnesota,
was purchased in early May by
Club Sports International, a rapidly
expanding family of upscale ath-
letic clubs. Terms of the private
transaction were not disclosed

The purchase comes two
months after Club Sports Interna-
tional purchased Northwest Athletic
Clubs (formerly Northwest
Racquet, Swim and Health Club),
12 Twin Cities facilities.

The Flagship sale marks a

reunion for many. Club Sports In-
ternational helped Flagship Ath-
letic Club founder and prominent
Minneapolis businessman, Will-
iam Naegele, design and build the
club in 1986. Club Sporis man-
aged the club during its early
years. Bob Chaiken, Flagship
Athletic Club on-site manager,
will continue in his current posi-
tion. He was formerly a Regional
Manager for Club Sports Interna-
tional,

“Flagship Athletic Club
is truly an outstanding facility in
a rapidly growing part of the Twin
Cities and in many ways mirrors

other high-end facilities in our
portfolio of athletic clubs,” said
Art Curtis, Vice President of op-
erations for Club Sports Interna-
tional. “What's more, Flagship
really fits nicely into our plan to
aggressively develop this prime
market through a combination of
acquisitions and new construction.
We're also studying the potential
for adding new facilities in subur-
ban areas of the Twin Cities.”
Current and future Flag-
ship Athletic Club members will
be able to use Club Sports
International’s non-Minnesota
clubs at no extra cost, including

those located in popular destina-
tions such as Chicago, New York,
Hawaii, South Florida, Colorado,
Atlanta, Nashville, Philadelphia,
Houston and Southern Califor-
nia.

Flagship Athletic Club
will keep its current name and its
operations will remain com-
pletely separate from Northwest
Athletic Club. Reciprocal mem-
berships between the two Twin
Cities based clubs will not be of-
fered.

Flagship Athletic Club
is an exclusive full-service ath-
letic club with a complete com-

pliment of facilities, including
swimming pools, tennis courts, ex-
tensive fitness areas, basketball
courts, child care areas, a full-ser-
vice restaurant and a pro shop. A
$800,000 renovation of its restau-
rant and fitness areas was com-
pleted recently.

Following the Flagship
transaction, Denver-based Club
Sports International employs more
than 3,700 people and has more
than 320,000 members nationwide.
CSl is the largest full-service ath-
letic club organization in the
United States, with 49 clubs in 14
States.

Gerber...

continued from page 23

WAC CHALLENGES
Asked about WAC’s

greatest challenges, Gerber ex-
plains, “ Let me start by saying
what our greatest strengths are.
First, we are staffed with true pro-
fessionals. A good example of this
is what just occured at our newly

SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

Imported & Domestic Textile Products
Take the guess work out of your. . . .

Towel Purchasing
Satisfaction Guaranteed 1

QUALITY PRODUCTS

at
I COMPETITIVE PRICES

Rubbermaid e

Commercial Products
Authorized Distributor

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

InRSA

ASSOCIATE MEMBER

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

acquired Courtside Club. A team,
comprised of the best in each area
of expertise, went to the club to in-
stall our systems, train the staff, etc.
In very little time the club had been
“converted.” As aresult, the mem-
bers have greeted us like the GI's
coming into Paris after WWIIL. Our
staff just did a great job. So, we
can grow because we have great
people. Secondly, we’ve got a ter-
rific club concept that has been
tested and proven through experi-
ence. And finally, we’ve got finan-
cial strength....the third leg of the
stool that a lot of companies in our
industry don’t have. | think our
challenge is to find quality loca-
tions for quality growth; whether
it be land to develop or existing
clubs that can be acquired, im-
proved and/or expanded.

INTERNATIONAL
LEADER

J im Gerber was
IHRSA's 5th President in 1986/87.
We asked him to compare IHRSA
then and now. “ Back then, to use
Dr. Gerry Faust’s analogy, we all
felt that IHRSA was just moving
from infancy to adolescence. | re-
call that many of the issues we had
to deal with were related to mov-
ing IHRSA from a small mom and
pop, start-up to more of an estab-
lished organization. | think that
what IHRSA's strength was then is
the same as it it now. Twofold: It
has great volunteer support from
the top industry leaders. Second,
it has the continuity of John
McCarthy and his unique ability to
work with everyone. If you take a
look at other Associations, there are
very few guys who don't get em-
broiled in controversy. John has
done a great job as a facilitator and
mediator in our industry. “

John McCarthy, the es-
teemed IHRSA Executive Director
for 16 years, comments on Jim
Gerber, * Jim Gerber, and the
Western Athletic Club company
that he started, stand for many of
the qualities that make our indus-
try great, namely, a commitment to
customer service, a willingness to

take risks, a belief in creating
pleasurable environments and,
above all, the realization that staff
training and staff loyalty are the
core of every great club.”

NON-PROFIT
BATTLE

‘ ‘ hen asked about

the IHRSA battle against non-
profits and particularly the
YMCAs, Gerber said, “ | think
we've taken the right approach
with it. It’s such a big issue. |
know we've taken the approach
of going to Washington, D.C. and
fighting the fire fight at the local
level. But, it’s such a counter-
intuitive thing for the community
to understand. However, when |
explain it to people who are in
business, without fail they say, *
Yeah, that isn’t right.” In San
Francisco they don’t even allow
kids in the YMCAs. In any
event, [ think we're doing it right.
Local fire fights supported by
funding when it is available and
when it is needed. And, the big
battle which needs to be fought
in Washington, D.C. With a Re-
publican Congress, | think there
is a better chance to succeed.”
ON THE
‘INDUSTRY IMAGE’
C(:mmcnting on the
industry and high volume/heavy
media/low priced competition,
Gerber relates, * Of course the in-
dustry is represented to Ameri-
can consumers through the com-
panies that spend the most me-
dia dollars. They target a young
(and unfortunately diminishing)
market and have found it success-
ful to sell memberships using
sexy people and price discount-
ing. These organizations con-
tinue to give the wrong image to
our aging consumers and to our
fitness partners in the health care
industry. Presenting a profes-
sional image of our industry is an
important issue. If these compa-
nies would change their advertis-
ing message from one of glam-

our, to one of professionalism, it
would be hugely important for our
industry. 1 doubt that they or their
ad agencies would be willing to take
the risk. If we, as an industry, can
upgrade our image across the board,
we'll all have a brighter future.

WHAT TO DO OVER

Jim was asked if there
was one thing in his career that he
could do over again, what would it
be? and he commented, “ If we had
spent more time focusing on the
markets we were in, namely the
West Coast, back in the 80s, instead
of flying all over the United States,
we would be further along. This
business takes a lot of “local loca-
tion” knowledge because above ev-
erything else, a club must be prop-
erly located. A company trying to
grow their business quickly without
a lot of local knowledge can make
mistakes. One can’t afford to make
many mistakes when each club
costs $20+ million to develop. Also,
it takes a lot of local knowledge to
really understand what the local
market wants. We do a good job on
the West Coast. We understand the
West Coast and we understand these
markets. Pete Jones has been liv-
ing in Oregon for about a year now
and in that time he has changed his
mind on our original location selec-
tion.

It’s not clear to everyone
in our industry that it’s a lot more
important to grow profits than to
grow revenues. The focus on rev-
enue growth is only good if it is
profitable growth.”

“I love this industry and
am blessed to have discovered it 23
years ago,” said Jim Gerber. His
good humor and love shows and we
congratulate Jim and his Western
Athletic Club Team on his career
and recent honor by the Interna-
tional Health, Racquet and
Sportsclub Association.

{Author - Norm Cates, Jr.
is the Publisher and Editor of The
CLUB INSIDER News, a 23-year
club industry veteran, 1st [HRSA
President and co-founder of IHRSA)
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A Full

From Stairclimbers to
Crossrobics® products...
Spinnaker™ Exercise Bikes...
the Stepmill®... the
Gravitron®... and the new
Arcuate™ and SPF 2000
strength equipment lines...
StairMaster has it all.

The Best Products,
the Right Products
StairMaster offers a premium
line of products for your
facility. These exceprional
pieces of equipment deliver
outstanding performance and
results to your users—and the
programs are motivational
and easy to use. With the
Leasing options StairMaster
offers, you can package your
equipment needs today

for tomorrow.

StairMaster is Innovation
StairMaster products combine
the research, development
and commitment to
excellence that are the
hallmark of the StairMaster
name. Backed by ongoing
studies of fitness and the way
people exercise, our product
development is based on
sports medicine research. Our
team of professionals is
committed to delivering
innovative products of out-
standing quality and
reliability—and following
through with service
excellence.

For more information, call

1-800-635-2936

" ZtairMaster

SPORTS/MEDICAL PRODUCTS, L.P.

©1997 StaitMasins Sports/Medical Products. LF/StaiMaster, SR L  Spmikes e it reginoed tradamarks r tradsmarts of Staasts Sports/Medicsl
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‘MAKING IT FUN°‘ AT IHRSA SAN FRANCISCO
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Wayne Westwood, Bob McLennan and Mark Eisenzimmer

Cecil and Jean Spearman and Team ’ Sprite Boy and Pals
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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!

Photo-imaging Check-in
Unlimited Report Capabilities
Automated EFT

¥ YRR ey

Full Service Customer Support
(Phone, Fax, Seminars)

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

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

CLUBRUNNER: THE STRESSLESS SYSTEM

CIIl b — 1080 EAST INDIAN TOWN RD., STE. 202,

N "nner = 1 (800) 554-3?5%?2:#7??223334;;
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Norm's Notes

continued from page 5

1997 from 1:00 to 4:00 p.m. at the
huge MICHIGAN ATHLETIC
CLUB in East Lansing, Michigan.
Cost is $50 per participant. To reg-
ister contact Barbara Garringer at:
(619) 536-7974. Visa and
MasterCard are accepted. MIKE
COMBES, General Manager of the
Michigan Athletic Club comments,
* The BEST management seminar
I've ever attended! It's an absolute

HEALTH CLUB
FOR SALE

CORPUS CHRISTI, TEXAS
10,000 SQ.FT.
ESTABLISHED 20 YEARS
EXCELLENT LOCATION
UNDER $95,000!

CALL (512) 937-1927
OWNERS READY TO RETIRE

MUST for everyone to attend!"

Speaking of the world
class Michigan Athletic Club,
CARL PORTER, developer and
Director of the club, is expand-
ing the 170,000 square-foot facil-
ity by 100,000 square feet at the
cost of $8 million! Based on what
I know, this will make the Michi-
gan Athletic Club the second larg-
est athletic club in the world, with
the East Bank Club in Chicago re-
taining the title as the largest in
the world. The expansion is ex-

pected to be complete in time for
the seminar, so this would be a
great time to see the MAC.

RICHARD SEIBERT
has been named by the American
Council On Exercise as Special
Projects Manager. Seibert will
develop and implement new edu-
cational programs, products and
services for ACE and provide
strategic direction for existing
projects.

The THRSA INSTI-
TUTE FOR CLUB MARKET-
ING & MANAGEMENT is set
for June 7-12th at Michigan State
University. The faculty reads like
a Who's Who in the industry with
such teachers as RICK CARO,
TONY de LEEDE, MICHAEL
HOFFMAN, CHARLEY
SWAYNE, NESTOR
FERNANDEZ and many more
industry professionals contribut-
ing their time and expertise to this
great learning experience. Call
(800) 228-4772 1o register.

Club Industry East Con-
ference and Trade Show will be
held in New York City June 10-
13. The event will be held at the
New York Hilton and Towers, To

register call: (800) 541-7706.

JIM McPARTLAND,
new President of Star Trac Tread-
mills, has hired industry veteran,
JIM TEATUM, as Director of
Global Marketing. Jim’s arrival
comes about the same time as
DON GRONACHAN was hired
after his employment with Sports
Specific International, the com-
pany that brought the Skywalker
to market. | don’t know Jim, but
wish him well. 1do know Don and
want to congratulate him on the
very professional manner in which
he dealt with the Skywalker situa-
tion under very difficult conditions
- conditions in which he had no
control.

PAT PINE and the West-
ern Asscciation of Clubs will host
their Summer Conference called
Fitness '97 in Aurora, Colorado,
August 19, 20 and 21. To register
call Pat at: (303) 399-7687.

Contributing Writers are
the key to The CLUB INSIDER
News’ editorial effort each month.
If you have an expertise in a par-
ticular aspect of the industry and
an interest in sharing that knowl-
edge and passion, give me a call at

(800) 700-2120 so we can discuss
a possible article for an upcoming
edition.

BOB KARSHNER’S
Shapes Health & Fitness Center’s
were voted #1 health club chain in
the nation for their water fitness
programs by the United States
Water Fitness Association. Bob's
clubs have also been voted #1 for
multi location facilities for 3 out
of the last 4 years. Congratulations
Bob! Also, Bob is President of
SEHRSA, the new Florida club
Association that is mounting forces
to repeal a state tax on member-
ship revenues in Florida. See the
Insider Speaks page in this edition
for details.

I was informed just hours
before press time, that AUGIE
NIETO, CEO and President of
LifeFitness, has had to have a sec-
ond operation on his knee that he
injured while in Europe. That is
the bad news. The good news is
that he will now have only two
metal pins in his leg instead of the
six that were previously installed!
Best wishes, Augie as you go
through your rehabilitation.

T aasiine

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

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

Organizations go through predictable patterns of growth and development. As they grow, the culture of the organization changes and the organization faces new and
different challenges. In this video cassette tape presentation, Dr. Faust discusses the four critical roles that management has to develop and keep in balance to ensure
steady life cycle progress, and how to take charge of your organization's drive to PRIME.

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

| MANAGEMENT HAPPENS WITH GERRY FAUST...DON'T MISS OUT!

(.

YES! PLEASE RUSH ME THE FOLLOWING:

PLEASE MaIL, PHONE OR FAX YOUR ORDER:

Faust MANAGEMENT CORPORATION

10085 CaRROLL CANYON RoAD, Surte 210 - MANAGING TO PRIME" ; $89.95
SAN Dieco, CA 92131 ‘ MRKING MANAGEMENT HAPPEN! . $79.95
(619) 536-7970 == (619) 536-7976 (Fax) (Please indicate number of sets ordered. CA residents please add sales tax.)
Name ] Check. Amount.
Shipping & Handling
Com charges:
- 0= Q Add $5.00 pr et
Street Address
City/State/Zip
Card Number Exp. date
Daytime Phone
Signature
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Trackmaster’s TM-TV:
The one to watch.

AN AFFORDABLE WAY TO BRING
PERSONAL VIDEO
ENTERTAINMENT TO YOUR USERS.

Some clubs spend thousands of dollars on expensive
theater wall installations when what their users
really want is up-close viewing of their favorite
television programming and a chance to choose the
programs themselves.
Trackmaster’s TM-TV is a 13” high-resolution
~ cable-ready color television monitor that lets the user
watch television, change channels and even adjust
the volume in their plug-in headphones.

This highly personal approach to on-the-
run entertainment means the user watches
what they want rather than whatever happens
to be on a common theater wall display—and
that makes their workout easier.

TM-TV is anchored solidly to a frame-
welded display stand painted to match the
color of the treadmill.

It's a quality, user-targeted option that
makes a real difference, and it's now available
on every Trackmaster model.

TRACKMASTER

TREADMILLS

FOR INFORMATION, CALL TOLL FREE (800) 965-6455.
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continued from page 7

this as nothing more than a trip to
Dream Land or Fantasy Land. Be-
fore the customer departs, the top
producer will convince him that it’s
Reality Land; it’s not the Impos-
sible Dream - - it's the Possible
Dream; it’s not the Mission Impos-
sible - - it's Mission Possible. Then,
and most importantly, you must
deliver what you promise! Once
again, service moves to the center
stage.

8. Benefits, Not Features

Early on in their careers
top producers learn an important
lesson that they never, never forget;
customers do not buy features; what
they buy are the benefits that these
features can provide them. Re-
member, as was just stated, it’s all
about discovering hot buttons and
then convincing customers that
your product and/or services can
make their fitness dreams come
true.

Features, simply put, are

a list of your products’s attributes.
By contrast, a benefit is the use or
purpose your customer has for
your product or service that makes
him want to acquire your product
or service. In other words, how
does the customer benefit from
your product or service? Bottom
line: what’s in it for them? Top
producers understand that the key
to selling is their ability to explain
how the benefits of their product
or service will satisfy the
customer’s specific, individual
needs.

It’s very easy for a sales-
person to get. fixated on the fea-
tures in a health club if he’s not
careful. Just think about all of
those wonderful, colorful, attrac-
tive, high-tech pieces of equip-
ment alone — treadmills, upright
bikes, recumbent bikes, stair
climbers, free weights and circuit
training equipment. Then there
are the swimming pools, saunas,
steam rooms, hydrotherapy whirl-
pools, aerobics floors, and basket-
ball and racquetball courts. No
doubt about it, there is a real dan-
ger that a salesperson can become

S MANAGEMENT

“MAIL-IN" PAYMENTS

(FROM COUPON BOOKS)

Payments processed for
Two Bucks...or LESS!

($25 payment or $250 payment...same price!)

PLUS
Pro-Financial® Collection

Ask for our FREE money-saving analysis worksheet

“IMPROVE YOUR PROFIT
EVERY DAY”

Call BUSINESS DEVELOPMENT Today!

1-800-233-8483
AFFILIATED ACCEPTANCE CORPORATION

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

FAX: (B16) 753-1429

WEBPAGE: http://www.fitnessworld.com/pro/t

E-MAIL: 74041,252

ompuserve.com
e/affiliated.html

AAC...“We're Here To Work?”

fixated on and fall prey to a
club’s awesome features.

It's commonplace to
hear a salesperson who is either
on an info call or who is giving
a tour sounding just like a tour
guide at an amusement park. Re-
gardless who the customer is and
what their hot buttons may be,
the salesperson sounds just like
a robot rattling off a
preprogrammed list of club fea-
tures noting how many of this
machine and how many of that
machine they have. True, the
salesperson will deliver a nice
accounting and description of
club features. However, custom-
ers do not buy features. First and
foremost, customers care about
what benefits these features can
provide them.

Say, for example, that
you have a customer named Mar-
garet. She has revealed to you
that her specific goals are to lose
a total of 30-35 pounds overall,
reduce her waist 6 inches from
40 inches to 34 inches, drop
down from a size 10 to a size 7
dress size, improve her energy
level, get rid of her “love
handles,” and generally firm and
tone her overall body so that she
will look great and feel terrific
about herself in time for her up-
coming 25th high school reunion
in 6 months. What do you think
Margaret’s primary concern is:
the features or the benefits ? It's
certainly not the features.
Rather, it's how that stepper or
whatever you call that “thing-a-
ma-jig" over there and that cir-
cuit training line will get her
ready for her 25th high school
reunioin just as she described it
to you. Top producers are mas-
ters at discovering the
customer’s emotional hot but-
tons and then converting prod-
uct features into customer ben-
efits.

For a club to be suc-
cessful, it is absolutely necessary
to have the appropriate types, va-
riety, volume and quality of
equipment. And, it’s certainly
appropriate and necessary to talk
proudly about features after you
know what the customer wants.
BUT, the emphasis should be
placed clearly upon the benefits
the relevant features provide.

9. Know the Compe-
tition: Develop a Competitive
Market Analysis

Certainly, many of you
have played competitive sports.
What did your coaching staff do
prior to your playing your next
opponent? They didn’t wait un-
til game day to develop a game
plan, did they? They scouted
your opponent in advance. They
learned absolutely everything
they could about them — their
strengths, their weaknesses, their
methods, their strategies. They
had a “scout team” run the very
same plays they anticipated your
opponent would run. They went
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over game film of your opponent
over and over again until they knew
everything about them down to the
minutest detail. As a result, come
game day, your team was in the best
possible position to win, weren't
they.

Given the competitive na-
ture of the health club business, it is
surprising that so many salespeople
know so little about their competi-
tion. Rather than prepare in advance
for the “ I need to look at other clubs™
objection, the average salesperson
seems to be content to wait for the
customer to raise the objection and
only then determine how they are go-
ing to handle it. The average sales-
person relies on what little they know
about the competition to overcome
this objection. Unfortunately, the
information at their disposal is typi-
cally incomplete, inaccurate and out-
dated. Top producers, by compari-
son, never underestimate the com-
petition. They make it a point to
know the competition inside-out.
They don’t wait for customers to
raise the “other club” objection and
then plan a strategy to overcome it.
They anticipate it and prepare for it.
Consequently, top producers are in
the best possible position to elimi-
nate it, when it arises.

Top producers utilize a va-
riety of information sources to de-
velop a Competitive Market Analy-
sis. They make a point of visiting
and touring every competing club,
asking a multitude of questions about
club operations and programs in the
process. Combined with information
obtained through phone calls to other
clubs, local health club surveys and
a review of the print media includ-
ing advertising materials and news
releases, a thorough and up-to-date
information file can be developed on
the competition. A well prepared
Competitive Market Analysis will
provide the salesperson not only with
a better understanding of his own
club but with a tool to make instan-
taneous comparisons with the com-
petition on topics ranging from size
of facility to number of locations, to
days and hours of operation, to mem-
bership types and associated fees, to
types and numbers of cardiovascu-
lar and resistance training equip-
ment, to number of years open, to
membership in health club associa-
tions (such as IHRSA and IPFA), to
club offerings such as swimming
pools, saunas, steam rooms, whirl-
pools, basketball courts, racquetball
courts, ete. In short, information on
any topic that may be relevant to
your customer in making his buying
decision.

As Mark McCormack
states, in “WHAT THEY DON'T
TEACH YOU AT HARVARD
BUSINESS SCHOOL: “ The better
you know the competition... .the
more you will be able to dominate
them.” Top producers know the com-
petition!

10. Become Fluent in the
Language of Sales

Every profession, including
that of sales, has a language that is

uniquely its own. A person’s
command of that language is a
barometer of his degree of pro-
fessionalism. Top sales produc-
ers are fluent in the language of
sales. They are very aware of
those words that are common to
sales and selling situations. Most
importantly, they realize that
some words enhance the selling
process whereas other words
hinder the selling process. Con-
sequently, they select their words
carefully incorporating into their
speech habits those words that
make the customer feel comfort-
able and good about the buying
decision. Likewise, they totally
climinate from their speech hab-
its those words that alarm their
customers and contribute to their
uneasiness and apprehensiveness
in acquiring your product or ser-
vice.

On the surface develop-
ing a professional vocabulary
sounds simple enough, doesn’t it?
However, it’s one thing to men-
tally catalog all of the rejection
words and their proper substitutes
and it’s another thing altogether
to insert them into a sales con-
versation in a natural and appro-
priate manner just when needed.
To master this skill requires hours
upon hours of practice.

The discouraging thing
is that some salespeople simply
don’t know any better. Other
salespeople, although informed,
simply are stubborn and resistant
to modifying their sales vocabu-
lary. They insist that it makes
absolutely no difference whether
they use the word contract ver-
sus membership agreement, cost
or price versus investment, deal
versus membership opportunity,
sign versus authorize or approve,
cheap versus affordable, commis-
sion versus fee for service, or
pitch or spiel versus presentation.

In reality, what differ-
ence does it make? Oh, not
much. It just makes a difference
in the number of memberships
you'll write in a month and the
amount of personal income you’ll
make. It will just make a differ-
ence between just being an aver-
age salesperson or a very good
one or even a top sales producer.

Part 3 of TOP SALES
PRODUCERS: WHAT THEY
HAVE IN COMMON will ap-
pear in the June issue of The
CLUB INSIDER News. It will
focus on 5 more of “ The 20
Golden Rules to Super Success-
ful Sales.”

(Stephen“Doc’ Doerun,
Ph.D., is the President of SALES
ON SITE, 5.0.S., a health and
sports club consulting company
which specializes in providing
comprehensive on-site sales
seminars designed to bring fit-
ness centers more profits through
increased sales. “Doc* can be
reached at: 1-888-767-4362 Toll
Free.)
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“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 footcandies. — I'SOO-KIL"A-WAT

Steve Krum, President, Greenwood Athletic Club, Englewood, Colorado. Call fbr 5 ﬁ‘ee brochure ... 1-800-545-2928 * Fax: 81 0-589-0134
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“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 . . .
“The reason we chose BEST Lights™ ? Because it is the latest in BUILDING & 1 8 00 4 2 0 4
technology.” — Todd Pulis, President, The Thoreau Club of Concord, RETROFIT’ INC. = i 3 = 5 3

Concord, Massachusetts.
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EMMITT SMITH

All-Pro Running Back
Dallas Cowboys




