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Neil Armstrong understood how
important small steps can be."
Strength training goals are
achieved the same way—in
small, incremental steps.

That's why we engineer MedX
fitness machines with up to 480
distinct levels of resistance in
small, 2 Ib. increments. So your
members won't be trying 20 Ib.
jumps before they're ready.

Safer, incremental increases in
strength training mean fewer
injuries and better muscle
development. And that also
means higher member retention
for your club.

Your goal is to help members
realize their goals. And our goal
at MedX is to help make it hap-
pen. So take that first small step
to reach your goals: call us.

“MedX helped us become
one of the Top 10 fastest-
growing fitness clubs in the
nation.* Thank you, MedX!”
Joe Cirulli, Owner
Gainesville Health & Fitness
*Club Industry, July 1897

e, to b exact.

The MedX Chest Press
One of 20 strength training machines
offering these features:
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* Virtual maintenance-

free operation
, * Low-momentum,

low-friction
weight stack

* Member-friendly,
small 2-Ib.
increments

MEDICAL + SPORTS * FITNESS

800-876-6339

EMed XG2S

MedX Inc. * 1401 NE 77th Street, Ocala, FL 34479, USA « Phone (352) 622-2112 » Fax (352) 629-8670
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Geoffrey Dyer's Life Style Family
Fitness Centers Strong In Tampa!

America when they stopped at
Oklahoma City to visit friends.
His Dad returned to Australia
from that point. Dyer stayed, tak-
ing a job at Bill Ward’s Oklahoma
City clubs in 1972. In December,
1973, he moved to Tampa and
went to work for Jim Nyberg in
the President’s First Lady Clubs.
In June, 1975, he went to work
for 1.P. Davenport at his
Clearwater Health Club,

While Dyer was work-
ing at Davenport’s clubs he was
approached by Jack Hall who
wanted to build and operate a club
in Lakeland, Florida in partner-
ship with Dyer. They built a
5300-square foot facility and
called Lifestyle Family Fitness
Center. After time passed, it be-
came evident that Dyer and Hall
didn’t agree on the direction they
wanled to take for future devel-
opment. Dyer wanted to grow by

By Norm Cates

Tampa. Florida-$100a
week. That’s how much Geoffrey
Dyer, now owner of seven upscale
Lifestyle Family Fitness Centers
that serve 22,500 members in the
Tampa, Florida arca, earned when
he first entered the business 27 years
ago.

Dyer, a devoted family
man and father of two sons (Sean,
8 and Christian, 6) with his wife
Tina, has a career story that should
serve as a terrific motivator to up
and coming club professionals who
want to build and own their own
clubs. His organization’s success is
due largely to Geoff’s focus, dedi-
cation, management skills,
persistance and good timing.

Originally from Australia,
Dyer and his Dad were touring

building multiple locations. Hall
wanted to expand the Lakeland
location and remain a single club
operator. They settled the situa-
tion in 1985 with Dyer buying
out Jack Hall's interest by sign-
ing a $109,000 note. (That was
Hall’s original investment). Af-
ter the settlement, Dyer began his
search for new developments and
expanded his first club to 12,000
square feet. He also exercised
an option to purchase the build-
ing and land. Over the years,
Dyer’s ownership of buildings
and land for several of his clubs
became very important as he has
been able to leverage the growth
of his Lifestyle chain using the
land and buildings as security.
This has enabled him to grow the
organization significantly.

In 1987, Dyer built his
second location, a 5,500-square
foot facility in Winter Haven,

Florida. This was later ex-
panded to 12,000 sq.ft. In 1991,
Dyer acquired a 24,000-square
foot facility from Don and Jim
Booker, which had formerly
been an American Fitness Cen-
ter. In 1993, he added his fourth
location, an 8400-square foot fa-
cility in South Lakeland.

In 1995, Dyer became
aware of Bally’s desire to reduce
their presence in the Tampa area.
He negotiated with Bally to ac-
quire three locations, making an
offer of $800,000 for all three.
The Bally officials declined the
offer and chose to seek other
offers. No attempt was made
to counter Dyer’s offer. Less
than 90 days after Dyer's offer,
Bally posted notice on the doors
of those three clubs that they
were closing the locations in 30
days. To Bally’s credit, they
offered their members the op-

portunity to receive a refund or to
transfer their membership to other
Bally locations in the Tampa area.
Dyer reopened the most desirable of
the three locations within 24 hours
of being closed by Bally. The
38,000-square foot building and
property was purchased by Dyer and
expanded to 45,000 square feet. Si-
multaneous to the reopening of the
former Bally club, Dyer was Grand
Opening his sixth location, a
12,000-square foot facility in north
Lakeland. 1n March of 1998, Dyer
added the seventh location to his
group. This one a 25,000-square
foot (former Bally club) facility lo-
cated in the Seminole area of St. Pe-
tersburg, Florida. This newest lo-
cation added 400 new members dur-
ing the Grand Opening month end-
ing March 31st, bringing the total
memberships to 1,800 in the first six
months!

(See Dyer page 10)

Goal For 2010: 40 Million Club Members
IHRSA Begins Development of Plan To Grow Business

exercisers by doubling the num-
ber of people who work out using
health clubs. This will expand the
market for clubs and club suppli-
ers, produce more options and
opportunities for club managers,
and increase the importance of fit-
ness professionals.”

“In short, this goal will
focus everyone in the industry on
the one key to our long-term suc-
cess: getting more customers.”

Currently, there are 22.5
million health club members in the

anton, MA.- The
Board of Directors of the Interna-
tional Health, Racquet & Sporisclub
Association (IHRSA) has autho-
rized the development of a plan to
grow U.S. health ¢lub membership
to 40 million by the year 2010.

“Achieving this goal will
be a win for the public as well as
for all who are involved in the fit-
ness industry,” said John McCarthy,
executive director of IHRSA. “We
can increase the total number of

LS. (1997 figure)— up by 63%
over the 1987 figure of 13.8 mil-
lion. In the same period, the num-
ber of commercial health clubs
grew by 17% from 11,800 to
13,800 facilities.

“Including commercial
clubs, we estimate that there are
40,000 facilities serving health
club members today,” Mr.
McCarthy said. “By the year
2010, we project the addition of
another 9000 facilities, 3,000 of
which will be commercial clubs.”

He said that, given
these numbers, membership at
individual facilities will have to
grow only modestly in order to
reach the goal of 40 million
members by 2010. Noting that
61% of all health club members
belong to commercial clubs, Mr.
McCarthy said that much of this
growth would no doubt accrue
to the commercial sector.

“By focusing on our
long-term future now, we in the
commercial club sector can not

only increase the number of health
club members, but also our market
share of those members,” Mr.
McCarthy said. “A key component
of IHRSA's "40 Million by 2010
Plan" will call for increasing our
share from 61% to 75%. We can
achieve this if every for-profit health
club in the country grows its mem-
bership by an average of 5% a year,
and the nonprofit sector grows mem-
bership by 3% a year.”

)
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* Bally Admission To IHRSA -
Yea Or Nay?

*Impact Your Retention, Membership
Sales & Bottom Line In
15 Minutes Per Day

*Helping Members Succeed

\-TS! Acquires 4 New Jersey Clubs

e/

RED LERILLE INJURE
IN PLANE CRASH!

Lafayette, LA.- Vet-
eran club industry legend Red
Lerille, age 63 and owner of 35-
year old Red Lerille’s Health and
Racquet Club, was injured in late
April in a plane crash at the

Lafayette Airport. Red suffered
a severe compound fracture of
his leg and lacerations to his face
and body.

Red Lerille was Mr.
America in 1962 and a year later
established his health club in a

former boot shop in Lafayette. This
icon of American health clubs began
with just 4,000 square feet. Today,
the club is over 120,000 square feet
on 20 acres with five outdoor swim-

ming pools and 22 outdoor tennis
(Sce Lerille page 12)
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BALLY ADMISSION TO
IHRSA - YEA OR NAY?

By Norm Cates

Mmy IHRSA members

have known me since | was the First
President and a Co-Founder of
IHRSA. Over the years | have al-
ways been one of those who has been
willing to speak my mind on issues
-that | believe are very important (o
the Association. I now view the situ-
ation with Bally Total Fitness and
their future as very important to the
future of the Association and the in-
dustry in general. Since the Exercera
situation, I've had virtually nothing
to say about policy at IHRSA be-

cause | see an Association that has
been well directed by the Board and
managed by John McCarthy and his
excellent staff. | have decided to
share my thoughts about the admis-
sion of Bally Total Fitness to the As-
sociation because in my opinion
things have changed significantly in
the industry since 1986 when [ and
many other members vehemently
opposed any alliance with Bally.
First, let me provide some
backgroud. In 1986 there was a
move afoot 1o admit the Bally clubs
into IHRSA. That movement led
to a group meeting at the IHRSA
Annual Convention in New Orleans
where several hundred IHRSA (then

IRSA) members met to discuss the
proposed admission of Bally into the
Association. That meeting turned
into an endless stream of speakers that
expressed strong opposition in no un-
certain terms to the admission of
Bally into IHRSA.

| was one of those that
spoke strongly in opposition to
Bally’s admission. My view was that
Bally club operators and their corpo-
ratp culture of that era was nothing
short of a high pressure, unethical,
willing-to-do-anything (including ly-
ing) membership sales machine of-
fering no real afler-sale service ex-
cept for admission to the facilities.
That view was shared then by virtu-

arman

April 29, 1998

Mr. John McCarthy
IHRSA

263 Summer Street

Dear John:

The change in the club i
overwhelming — and very

Boston, Massachusetts 02210

positive. 1 suspect
consolidation of our clubs into large club

S
b;{)kewm}?s. Inc.

since 1984 when I started to work full time as a club owner is
big changes will occur in club management as
. As the scale of operation

starts to devel

increases and return on investment is more predictable, I believe the Wall Street investment bankers

will take a keen i in club 21 as an industry.

As our industry matures, [HRSA will have a bigger responsibility to the clubs. When change
oceurs quickly in an industry, there needs to be a source of reliable information about the importance
of the changes occurring. 1 believe [HRSA will provide this important stabilizing leadership as our
industry makes the transition to a dynamic growth industry.

In order 1o provide the best possible information to all member clubs, I believe it would be wise to re-
visit the idea of having Bally Total Fitness as a ber of our iati | ber well the
massive opposition to allowing Bally to join our i 1
However, | believe our industry has changed drastically in the last ten years, and [ believe Bally has
c even more than the industry. i i

of clubs that shouid be a part of IHRSA. 1 believe it is time to not only allow Bally to be a member
of THRSA but to aggressively pursue them as members. Bally will be an important part of our industry
in the years ahead, and all [HRSA members will benefit from having them as active members of our
association.

Isu:poctmpeophmjgmmmwuhjmmﬂninchﬁionofnallydu:wmei:pmstylcnr
operation. [ believe Lee Hillman, however, when he says those evil days are over and the Bally of
the future will be a fierce competitor but one who competes in an honest and fair way.

I would like to suggest the current [HRSA board consider pursuing Bally Total Fitness as a member
of our association.

Very truly yours,
C. E. Spearman, Jr.
Chairman

CES/ebn
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ally all IHRSA members that at-
tended that New Orleans meeting.

In short, that meeting
made it clear to the Board of Di-
rectorsand IHRSA staff that should
they go ahead and admit Bally
there would be a serious division
amongst the membership of
IHRSA.

That was then..... this is
now.

FAST FORWARD
TO THE 90’s

A lot of water has

passed under the bridge in the 12
years since that meeting. The in-
dustry has evolved into a new
era..... one of increased profession-
alism, government support and
public awareness of the benefits of
regular exercise and fitness. The
potential for our industry to grow
new markets appears to be huge.
After considerable scru-
tiny of Bally Total Fitness over the
past 15 years, lam convinced that

the organization is in the process

of a significant corporate culture
change and improvement and will
continue to change as Lee Hillman
and Jason Conviser and the rest of
Hillman's Executive Commiltee
implement the various iniatives
that they have begun.

Our industry is booming
and at this stage of that boom, the
last thing that we need to happen
would be for Bally Total Fitness to
fail. It would be the worst black eye
in the history of the business and
would set the commercial club in-
dustry back years and years in the
eyes of the North American consum-
ers. Such an event would cause mil-
lions of prospective commercial club
members to seek memberships in
YMCA's, JCC’s, Government oper-
ated fitness centers, efc. instead of
to the local commercial club opera-
lions.

Whether IHRSA club op-
erators like it or not, Bally Total Fit-
ness is the image of the commercial
health club industry thal the average
American holds. This is because of
the size of the organization and the
mass marketing on TV and other
media. Sure, that image is not the
image that some IHRSA family fo-
cused club operators might like to
see, but it is still the image held by
the masses.

BALLY AN IHRSA
MEMBER..... YES!
BUT NOT YET!

L;st month | told you |
would give my opinion as to whether
(Sec Bally page 6)
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°NORM'S NOTES:®

ongra!ulatmm to
two of RAY WILSON'S
protogees, RON THOMPSON
and LARRY GURNEY who
have been promoted by 24 Hour
Fitness’ MARK MASTROY.
Ron has been promoted to Chief
Operations Officer for the entire
175-club chain. That puts Ron
directly under Mark in the 24
Hour Fitness management struc-
ture and provides him with a seat
on the Board of Directors of Fit-
ness Holdings, Inc., the parent
company of 24 Hour Fitness.
Ron indicated to me that he an-
ticipates, at the current pace, that
24 Hour Fitness will have 225 lo-
cations by the end of the year.

They are growing aggressively
through acquisitions and new club
developments. Larry Gurney has
been promoted to President of the
Southern Division, effectively tak-
ing over the helm for the territory
formerly known as the Family Fit-
ness Centers, the 72-club chain built
by legend Ray Wilson. Now the
Southern Division has over 80 loca-
tions. Best of luck to two of the real
hosses of our industry!

*We recently reported that
Nautilus had been put up for sale
by its parent company, Delta
Woodside Industries, Inc. Re-
peated calls to Delta Woodside Ex-
ecutive Vice President, BETTIS
RAINSFORD, were not returned by

press time so | don’t have anymore
news on the Delta situation. [I'll
keep after the story until the news,
whatever it is, breaks.

*l spoke with MIKE
TALLA who continues to grow the
Sports Club Company. He tells me
that he now has 11 clubs in devel-
opment. They recenly acquired
the Vertical Club in New York City
which will be renamed to guess
what? Sports Club LA! Also, they
are building a 60,000-square foot
Spectrum Club in Thousand Oaks,
CA. They are under construction
with 100,000 s.f. mega clubs in San
Francisco and Washington, D.C.
and he hopes to do mega clubs in
Miami and Boston. And the beat

April 17, 1998

Norm Cates
PO Box 671443

Dear Norm;

anyone else?

Lot

The Club Insider News

Pro*Fit Enterprises
PO Box 802

Trabuco Canyon, CA 92678
Phone & Fax 888-604-2244

Marietta, GA 30006-0025

PACE: The Group Exercise Program for Every Bodym

I just wanted to drop you a note to let you know how pleased I am on the
effectiveness of my ads in The Club Insider. Not a day goes by that I don't get
several leads from my ads and articles! Yours has been without a doubt one of
the most cost effective advertising tools I have ever used.

Thanks also for all your help and advice; you certainly have gone beyond the
call of duty. Ilook forward to working with you in a long-term relationship.

Just one thing I want to know- how do you get all the “inside" info before

goes on!

*GREG DALE has been
appointed Operations Director for
Club Services, a four-year old
company that provides consumer
research for the health and fitness
industry. He replaces JEFF
STOKES who has reportedly left
to develop his own club.

+J.D.HOLMES, owner
of The Peachtree City Athletic
Club outside Atlanta, has just bro-
ken ground for a new 14,000-
square foot club which will occupy
anew 20,000 building with a 6,000
square foot tenant. Good luck J.D.
with the new club!

*Word is that DOUG
LEVINE of Crunch Fitness is
buying a club in South Florida.
Haven't been able to reach the
globe trotting Doug, but word is
the club being acquired is Club
Body Tech.

*Spoke with LEE
WEINSTEIN the Corporate
Communications Director for the
giant Nike Corporation, who con-
firmed Nike’s decision to pull out
of the Super Show. He cited a need
by the company to trim costs and
a desire to get closer to their cus-
tomers on a regional basis as the
reasons for their decision.

*LEE LANGTREE of
Columbus, Georgia-based Ameri-
can Club Systems, told me that
they are working hard on their pub-
lic stock offering, but because it is
not complete, he can’t comment.

Several calls to Lee at press lime
this month were not returned, so |
guess that means the deal isn’t done
yet. Stay tuned.

*STEVEN SCHWARTZ
headed up the committee for
IHRSA that developed IHRSA’s
new Uniform System of Accounts,
Congratulations to the guys for
their work as I've already received
rave reviews about the document
from an IHRSA member who is
implementing it fully in his chain
of clubs.

*Also, last month I forgot
to congratulate ANNBETH
ESCHBACH for being a new
Mom and the President-Elect for
IHRSA. Annbeth will have the
honor of being the first woman to
ever serve as President of IHRSA.,
Also, congratulations to MIKE
MCPHEE, Vice President/Secre-
tary-clect and DAVE COHAN
Vice President/Treasurer-elect.

» M T« H A Eil
CAMPELLE has been named Di-
rector of Sales for CASEY
CONRAD’S Communication
Consultants fitness specialty com-
pany. Campelle will be initially re-
sponsible for managing the
organization’s 17-product sales di-
vision and managing both ini-house
and at-club services to clients.

*NICK PIERATOS,
CEO of First Class Fitness Corp.
in Closter, N.J. has named
MATHEW CAPPELLINI to the
positions of Vice President and
General Manager.

Norm Cal.; _______ _]
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.Bally

continued from page 4

1 thought Bally Total Fitness should
be admitted into IHRSA membership.
My answeris yes.... but not yet. Bally
should be admitted only after some
important things have happened.

IHRSA SHOULD
AVOID ANOTHER
EXERCERA!

The fast time an issue of
this magnitude happened at IHRSA
was in 1993/94 when the misguided
effort to change the name of IHRSA
to Exercera took place. (Exercera is
Latin for "lo exercise.")

In short, the Board of Di-
rectors al that time voted 9-0 to
change the name of the Association
to Exercera. However, this was a
classic case of getting the horse be-
fore the cart. What happened was that
the vote to change the name was taken
by the Board first without involve-

ment by the membership in the
decision to change the name or
the selection and approval process
of the new proposed name
Exercera. After the vote they in-
formed the membership and be-
gan to try to sell the new name
Exercera through a series of di-
rect mail letters and an article by
the consultant hired by the
IHRSA Board to come up with
the new name.

Ironically and coinci-
dentally, The CLUB INSIDER
News had just begun publishing
two months after this vote had
been taken. Because of that  was
receiving copies of letters sent to
John McCarthy and the Board in
opposition to the new name.
Since the vote had been recorded
as 9-0, the Board acted as if they
had a mandate on the issue and
initially largely ignored the objec-
tions of the ‘loyal opposition’.
But, there were some [HRSA
members that refused to be ig-
nored. Amongst them was Cecil

FRIDAY REPORTS

Weekly Marketing Insights
For The Club Industry

P> The only “how-to” Faxletter for
club owners, general managers
& sales/marketing directors!
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action ideas in each issuel
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Spearman, the former IHRSA Presi-
dent from Southern California.

After communication with
Cecil Spearman and numerous other
members of the ‘loyal opposition,” |
began to publish a series of articles
in The CLUB INSIDER News air-
ing the feelings and views of the
opposition to Exercera. Due to that
effort and the continued efforts of
the ‘loyal opposition,” the Board
used great wisdom to grant the
membership an Open Forum at
which the name change decision and
vote was discussed. The Open Fo-
rum Meeting held at the IHRSA
Reno Conventiion in 1994 was very
interesting. There were 42 speak-
ers that rose to comment. Of that
number 41 people spoke out in vig-
orous opposition to the new name
Exercera. Only 1 person spoke in
favor of it. A few months later the
Board of Directors made the diffi-
cult decision to rescind the name
change vote. They then recom-
mended to the membership that the
name be changed only by adding the
word HEALTH to IRSA, making
the new Association name: Interna-
tional Health, Racquet and
Sportsclub Association. That
change was supported overwhelm-
ingly by the members and has served
the Association very well over the
last five years and will be fine for
many years to come.

GET THE CART
BEFORE THE HORSE!

II is my opinion now that
IHRSA and the industry at large will
be much better off in the long run if
we find a way to bring Bally Total
Fitness in as IHRSA members.
However, my opinion does not
count because [ am not currently a
club owner/IHRSA member.

What counts is: How will
the IHRSA members feel once they
are fully informed about the changes
that are happening at Bally?

I would like to suggest a
series of steps for the THRSA
leadership's consideration in regard
to the possible admission of Bally
Total Fitness into IHRSA:

(1) Between now and the
1999 IHRSA Annual Convention
next March, IHRSA should update
the membership on the various
iniatives undertaken by Lee Hillman
to right the Bally ship and bring the
organization into the 1990’s. They
include: (1) Financial restructuring
of debt. (2) An extensive facility
overhaul and upgrading effort. (3)
Medical Advisory Board to direct
BTF’s efforts to more professional
customer service. (4) Aservice and
sales practices overhaul which is
currently in progress and due for
completion this summer.

(2) The Bally Total Fitness
culture change in progress under

Hillman’s leadership should be
closely observed by IHRSA clubs
and illegal and/or unethical prac-
tices that are observed and docu-
mented should be reported to both
Lee Hillman and to the IHRSA
Board of Directors just as they
would be if Bally was a member of
IHRSA.

(3) Bally Total Fitness
Clubs should all be encouraged to
meet IHRSA's standards prior to
March, 1999.

(4)There should be an
Open Forum of all interested
IHRSA members at the IHRSA
Annual Convention in San Diego,
March 24-27th, 1999, so that the
Board of Directors may hear from
all IHRSA Members that have an
interest in the issue.

(5) After the Convention
Open Forum, the Board of Direc-
tors should be given the opportu-
nity to study and consider the issue
until the time of the next Board
meeting, June, 1999,

(6) At the June, 1999
Board Meeting there should be a
vote of the Board Members who are
the representatives of the member-
ship that are empowered to make
the final decision. The final deci-
sion should rest with the Board of
Directors.

In preparing this editorial
[ contacted Ben Emdin, the owner
of East Hills Athletic Club in Grand
Rapids, Michigan and current
IHRSA President. Ben indicated
that while the issue was not for-
merly planned for discussion at the
June, 1998 Board meeting next
month, there was certainly a greal
deal of interest in the issue based
upon his contact with members at
the Phoenix Convention. In fact,
Ben indicated that he had been im-
mediately approached by a couple
of irate IHRSA members immedi-
ately after Lee Hillman had spoken
at Phoenix and had heard their be-
lief that “Bally admission was a sel-
up - it was a done deal!” Emdin
comments, “Actually we've talked
about putting Bally on the agenda,
but | think we need to be clear.
There is nothing on our immediate
radar that would speak to admitting
Bally into IHRSA because we
know it is still a very controversial
issue. Lee Hillman spoke at the
Phoenix Convention and there were
people that enjoyed his comments
and were glad he was there and
there were people that were incred-
ibly upset that he was even there.
It becomes an issue that the Board
has to look at very carefully. Tomy
knowledge it has not been discussed
at Board level since I've been in-
volved on the Board for the last 3
or 4 years. | think that it is appro-
priate now that there at least be a
discussion about the issue because

of the power that Bally has in the
market place and all of the other is-
sues, There are no specific plans
right now, but it is clearly a very in-
teresting issue. There surely are
some common interests that IHRSA
and Bally clubs share. The not-for-
profit issue is out there. They are
very concerned about it and they
have shown a willingness to invest
their resources in that issue. Legis-
lation may provide common ground
for discussions. | think it is good to
stimulate the discussion. Here is my
only concern: | just don’t want
people to get the idea that there is
some kind of “deal’ already cooked
up and it's a ‘done-deal’ because that
is what one of the people said to me,
Oh, this is a *set-up’ - this is a “done-
deal!"NO WAY! It hasn't even been
onthetable for years. Ithink the first
line of discussion is to explore any
areas of common interest where we
can collaborate that would be a *win-
win’ and then go from there. See
where it goes.”

THE DEBATE TO
ADMIT BALLY INTO
IHRSA SHOULD
INVOLVEALL
INTERESTED
MEMBERS !

Thc significant decision
to admit Bally Total Fitness into
IHRSA should only be made by the
Board of Directors after there has
been time for the IHRSA members
to become more informed about the
emerging new Bally Total Fitness
and allowed to discuss the decision
in & group setling.

IHRSA has gotten to the
point of over 4,000 memberships
worldwide through the hard work of
the many Board members who have
donated their time and energy and
through the great work of John
McCarthy and his staff. Through the
support of dues-paying member
clubs and the Associate member sec-
tor, IHRSA is thriving.

The last thing the Associa-
tion needs is for the issue to become
divisive amongst the membership as
happened with Exercera. The best
way to keep that from happening is
to make the process from the begin-
ning, inclusive for all members who
have an interest in the issue.

Team IHRSA must con-
tinue the unity enjoyed during most
of the first 17 years. Careful com-
munication and inclusion of all in-
terested members in the decision
making effort should assure that.

(Norm Cates is the Publisher
of The CLUB INSIDER News, a 25-
year club industry veteran and the 1st
IHRSA President and a Co-founder of
the Association. You may reach Cates
by calling: (770) 850-8506 or by Fax:
(770) 933-9698.)
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You Don't Have To et Your Club On
Fire To Get In The Nightly News!

By Amy Redfearn

Your club is having a
tenth anniversary celebration. You
have decided to open your doors
to the public so they too can join
in your celebration. You have been
publicizing this special event
through advertisements in the
newspapers as well as on the radio
for the past two weeks. You have
hired entertainment, live music,
provided food and beverages and
hired elowns for the children. Your
event is colorful, lively and would
be a perfect story 1o be covered by
the local newspapers or television

. stations.
So you make a couple of

ﬂ

SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

calls to the local media.

Now it is 4p.m. and the
event is winding down. A fair
amount of people showed and the
members had a great time, but the
media did not make an appear-
ance. You are a little disappointed,
but perhaps the media had more
important things to cover than
your human-interest story. So, you
tune into the local nightly news,
expecting to see some horrible
story about a fire or some other
tragic story that took precedence
Over yours.

The news is coming to a
close, and not one fire, not even a
tragic story. In fact you counted
three human-interest stories. So
why didn’t your story get any at-
tention? It might have everything
to do with your presentation, tim-

imported & Domestic Textile Products

Take the guess work out of your. . « «

Towel Purchasing
Satisfaction Guaranteed

QUALITY PRODUCTS
COMPETITIVE PRICES

Rubbermaid

Commercial Products
Authorized Distributor

cALL 1-800-241-2081
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HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

I"RSA

ASSOCIATE MEMBER

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

at
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ing and follow-up.

Presentation is key to
getting a reporter’s attention. A
good presentation and knowing
who to send your presentation to
can make the difference between
having your media alert filed to
the top of a reporter’s pile or into
the trash can. Make sure your
media alert is concise, stating,
who, what, when, where, how and
why. Keep in mind that we are
not talking about a news release,
where you might write an article,
but rather a media alert, to attract
the media to your special event.

The top of your media
alert should contain a headline.
Make sure your headline is not an
advertisement. For example,
JOE'S GYM CELEBRATES 10
YEARS. Instead make the head-
line more appealing by taking out
the advertising element and high-
lighting the actual event that is
newsworthy, LOCALGYM CEL-
EBRATES 10 YEARS. Your
headline is important, because if
the reporter sees advertising in the
first line of your pitch, your story
will probably only see the inside
of a trash can.

Underneath your head-
line include your club’s contact
person’s name along with your
club’s phone number. This con-
tact person may be you, the man-
ager or fitness director, but pref-
erably someone who will be avail-
able when the media calls to field
questions if necessary. This
brings us to another important
point: be available.

Whoever is the contact
person should be available to take
the reporter's call even if he or she
is in a meeting or away from the
office. There should always be a
way to get in touch with the con-
tact person, whether it is by pager
or cellular phone. Reporters have
deadlines, and their deadlines are
ten times worse than yours are, If
the contact person is not available,
it is quite possible that your story
will be skipped.

Below the contact
person’s name, be sure to put the
date, then type in bold andunder-
line: FOR IMMEDIATE RE-
LEASE. Complete the media
alert with your WHO (the name
of your club), WHAT (the name
of the event) WHEN (the date and
time of the event), WHERE (di-
rections to your club),. HOW
(how can the general public par-
ticipate), and WHY (the purpose
for the event). Then follow-up
with a closure of either, ###, or -
30-, meaning the end of release.

Timing is the second key
factor to successfully gaining pub-
licity from your event. In the case
of sending media alerts for spe-

cial events, many people
will send them too early
ortoo late. The best time
to pitch a media alert is
one or two days before
the event.

Since reporters
do work on such short
deadlines and their
schedules change dra-
matically each day, giv-
ing too much advance
notice on your event may
just bury it in their “To
Do” pile. You want your
event to sound fresh, ex-
citing and most impor-
tantly, newsworthy.
Send your media alert by
fax a day or two before |
your event. News staffs
typically have meetings
each day in the morning
and again in the late af-

Amy Redfearn

ternoon. If your eventis
on a Saturday or Sunday, make
sure the media receives your me-
dia alert by Friday so the week-
end editor can prepare for assign-
ing stories to reporters. Contact-
ing the media the day of your event
usually does not give the reporter
enough notice. Make sure you are
familiar with their deadlines, they
usually have several in the course
of a day.

Be sure you call attention
to the reporter who you are target-
ing your story. This will take a
little research on your part, but can
be easily accomplished by watch-
ing the local news and reading the
bylines in your local newspaper.
Most newsrooms have one general
fax, so if you do not attach a name
to your media alert it might not
make it past the fax machine.

However, keep in mind
that sometimes a news-breaking
story can bump your's even if the
reporter has already come out to
cover your event. That is just the
nature of the media's business.
The important thing to remember
if this happens is not to get mad or
angry with them. Turning a re-
porter into an enemy has never
helped anyone’s business. Rather,
be understanding, and watch that
reporter come right back to your
club the next time you have an
event. In fact if you treat them
right, they might feel as if they
owe it to you. If you are easy to
work with and understanding
about their job, your club will al-
ways be the first club they consult
with on fitness issues.

Finally, follow-up. After
sending your media alert to the re-
porter, make sure he or she re-
ceived it by giving them a call. If
you get their voice mail, leave a
message stating who you are, your
phone number and let them know

that you sent them a media alert
and to call you for any further
questions. That’s it. There is no
nged to go into detail about your
event. First, they probably don’t
have the time and secondly, that is
why you sent them a fax. The call
is simply made to make sure they
received the fax you sent them.

If they do run your story,
it is okay to give the reporter a call
to tell him or her what a nice job
they did on the article or piece;
however, don’t over-thank. Re-
porters are not impressed with pre-
sents, which are seen as bribes. In
other words, don’t give them a
months pass to your club for the
publicity. As the reporter sees it,
he or she is just doing their job,
reporting the news. Sending them
passes to your club is going to
make them feel like they did an
advertising job for you, which de-
feats your whole original intent.

Lastly, if all else fails,
take your own pictures and write
your own article about your event.
Make sure you take really good
pictures, close-ups are the best.
Then send your article and pictures
to your local newspaper’s commu-
nity or neighborhood editor. Re-
member your.event does not have
to be a total success to make the
news, it just has to look good.

(Amy Redfearn is the
President of Innovative Concepts
& Consulting, a public relations
consulting business specializing in
health clubs. Innovative Concepts
& Consulting offers programs to
increase free media publicity,
member retention and referrals,
organize and develop special
events and design profit-producing
programs. Amy may be reached
by phone at: (352) 379-8301 or E-
mail: Redfearnam(@aol.com)
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MEDX INTRODUCES THE
ABDOMINAL MACHINE

Ol:il.lll, FL.- MedX in-
troduces the Abdominal machine, a
new strength training exercise
equipment unit for Abdominal
muscles that revolutionizes the
crunch. MedX engineers state-of-
the-art strength training, flexibility
and rehabilitation equipment.

The MedX Abdominal
machine features an effective means
of neutralizing hip flexor muscles
to achieve a high-degree of abdomi-
nal muscle isolation. MedX engi-
neers discovered that by abdueting
the femurs (spreading the knees).
hip flexors are incapable of assist-
ing an abdominal crunch.,

“We're getting great re-
ports from our initial customers,”
said Jim Flanagan, Director of
Sales. “This abdominal machine has
a feel no other abdominal machine
can match. That's because it truly

isolates the abs, and provides a
fluid stroke.”

As a MedX product,
the Abdominal machine is en-
dowed with the company's stan-
dard quality features: low fric-
tion operation, tested and proven
resistance profiles, biomechani-
cal precision, resistance settings
every two pounds, low inertia
weight stack movement, and vir-
tually maintenance-free opera-
tion,

MedX is headquartered
in Ocala, Florida, with sales rep-
resentatives stationed throughout
the United States and around the
world. MedX strength-training
equipment is virtually mainte-
nance free. The company also
manufactures computerized test-
ing-and-training medical ma-
chines for lumbar and cervical
spine rehabilitation, and for re-
habilitation of the knee. MedX

MEDX ABDOMINAL MACHINE
has rehabilitation equipment in  United States and the world, Ad-

use in over 800 clinics around the  ditional information is available at  online.com.

the MedX website: www.MedX
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 Save money using National Gym Supply’s quality
replacement parts.

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

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

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

=) Startrac.

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

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

equipment. To receive your
FREE CATALOG...
Call 1-800-GYMPART or visit our
web site at gympart.com!
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continued from page 3

months!

A SOLID BUSINESS
PHILOSOPHY

Ovcr the years, Dyer
has developed and implemented a
very sound business philosophy
and corporate culture. He summa-
rizes it this way, “ We are a team
of dedicated and committed people
who are working hard every day
to provide a better facility and ser-
vice for our members. Our core
values include honest and integrity,
s0 we encourage an open discus-
sion of our obstacles and opportu-
nities with all of our key people as
we continue (o move our organi-
zation forward. It's our goal to
double in size over the next five
years so we have a lot to achieve
in a short period of time.”

LIFESTYLE FAMILY

FITNESS CENTERS!

‘COMPANY MISSION
STATEMENT

(1 I
t Is Our Mission
To Work Together As A Team To
Provide An Environment That
Promotes A Happier and
Healthier Lifestyle For Our
Members.”

CREDIT FOR
SUCCESS TO IHRSA
AND FA

UST
ROUNDTABLE #2

Gmﬂ' Dyer gives a

great deal of eredit to two organi-

zations for his success to date.
The first is IHRSA. Dyer com-
ments, “1 joined IHRSA in 1986.
At that time joining IHRSA was
the single biggest step forward |
had made in my 27-year career in
the industry. But, IHRSA is only
good if you take advantage of
what IHRSA has to offer. That
means you must attend the con-
ventions and trade shows, you
must network with other club
owners/managers and with the
vendors, you must learn from the
people that you establish relation-
ships with and you need to take
advantage of IHRSA’s wealthy
bank of information, The orga-
nization is tremendous and it's
great to have an ally like IHRSA
there when you need them, It
was through IHRSA that | met
Tony de Leede and Joe Cirulli. It
was on Tony’s invitation that |
was introduced to the Faust Ex-
ecutive Round Table #2 members.
The Roundtable is an extension
of IHRSA, though not formally
affiliated with IHRSA. Joining
the Faust Roundtable #2 was the
next biggest step | have taken in
developing my career in the club
industry. It is such a tremendous
advantage to exchange thoughts
and ideas with a group of people
whom | respect as being more
knowledgeable and more experi-
enced than [ in this industry. To
be able to share information of a
very sensitive nature with people
that comprise our Roundtable is
an honor.”

ELECTRONIC FUND
COLLECTIONS

Dyer has moved his

WE HAVE OVER 15,000 LOCATIONS, ALL

WITH ONE THING IN COMMON... FUN.

Add Jazzercise to your facility!
Meet your scheduling and community needs
with over |2 formats to choose from —

each taught by a certified instructor.

jarzercise

Call Jazzercise, Inc.(760) 434-2101
to Locate a District Manager inYour Area
Visit us on the World Wide Web at http:fiwww.jozzercise.com
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organization away from prepaid
memberships and now has 90% of
his memberships set up on Elec-
tronic Funds Collection of
monthly dues. He no longer of-
fers discounts for prepaid member-
ships, instead pursuing monthly
membership agreements. He of-
fers a 12-month membership for
$49.50 per month and a 24-month
membership at the monthly rate of
$39.50. The EFT renewals are
structured to continue without a
dues increase once the agreed ini-
tial term is completed. A mem-
bership cancellation clause requir-
ing a new member’s initials stipu-
lates that the member must provide
notice of cancellation should he/
she wish to terminate the member-
ship after the agreed term.  The
stabilization of his club's income
stream through EFT has enabled
Dyer to virtually climinate lost in-
come from discounting member-
ships and has enabled him to
steadily grow Lifestyle’s annual
revenues without mortgaging the
future through discounts. In the
past five years the Lifestyle Fam-
ily Fitness Center revenues have
more than doubled. Here are the
figures:
1993-52.98 million
1994-53.23 *
1995-83.97 *“
1996-$5.13 *
1997-55.42 “
1998-86.9 *(Projected)

In the June, 1996 edition,
CLUB INDUSTRY Magazine
ranked Lifestyles among the Top
100 clubs in the U.S. (rankings are
based on gross annual revenues).
Also, in the May, 1996 edition of
the Tampa Bay Business Journal,
the Lifestyle group was listed as
the largest co-ed health and fitness
operation in the Tampa area,

The CLUB INSIDER
News had an opportunity to ask
Geoff about his views of the club
industry at this time. Here are

some of Geoff's commenis:

Q. “How do you feel
about the future of the industry?”

A. * You know, | really
think it is just beginning. 1 think
fitness centers are just beginning
to earn the respect of the commu-
nity, the consumer, the medical
community and the corporate sec-
tor. 1 think competition is going
to become much more prevalent,
but | don't think we necd to be as
concerned about the competition
as we seem to be. From what ['ve
seen, when YMCA's and hospitals
enter the marketplace, they truly
‘grow the pie’. They bring people
into fitness conditioning programs
who typically wouldn’t be in-
volved in fitness. Is the percent-
age of the North American popu-
lation that is involved in fitness

e

Tim Forrest

going to increase? Without a
doubt! It will increase provided
we learn to work with one an-
other and treat each other with
respect in terms of clubs in the
same marketplace, realizing that
we are each other’s ally even
though we may be competing for
the same dollars. We would be
better off going after the 91% that
is not exercising in clubs than try-
ing to compete on price for the
9% that are already health club
members. also think that the im-
pact of the Surgeon General’s Re-
port is in its infancy. The filtra-
tion of information from the Sur-
geon General's office to the
medical community, to the
corporatre sector and to the con-
sumer through newspapers,
magazines, television, radio, elc.
is going to be endless. Fitness is
ulwa,\'s gning lo come out on top
because it is the ‘cure-all’ . As
we realize more and more that the
billions of dollars spent every
year on the health care industry
is caused by diseases of which
70% are preventable through
proper nutrition and regular ex-
ercise, it is clear that more and
more focus is going to be put on
fitness as a remedy for these
problems. It isa great time to be
in this business. It is clear too
that we are going to need to make
our facilities bigger, we are go-
ing to need to take better care of
our customers, the competition is
going to get stiffer and the cost
of entry is going to continue to
increase. Years ago, you could
develop and run a club and get
by on prepaid memberships.
Now you need to not only spend
a considerable amount of money
1o capitalize a facility, you have
to be able to afford all of those
losses while you build the rev-
enue stream - the cost of entry

now is more than it ever has been.”

Q. *Not long ago you
hired a full<time Corporate Mem-
bership Director. Could you tell
us about your Corporate Member-
ship Director and program?”

A. “About 18 months
ago, | hired Tim Forrest as our
Corporate Membership Director.
In an 18-month period he has
worked his way into being a key
person within our organization
helping to coordinate the activities
of our fitness and Personal Train-
ing staff in addition to club opera-
tions, But more importantly, in just
18 months, he has grown the Cor-
porate Membership Program to
158 corporations and amazingly
during that period we have a 100%
retention rate with our Corporate
Membership! This is quite re-
markable when you consider these
corporations are buying six-month
and twelve-month programs. They
are not contractually obligated to
long-term memberships. The sat-
isfaction rate is very, very high. He
genuinely takes care of customers
the way a good membership con-
sultant should. Staying in touch,
providing reports, going oul to the
companies and providing fitness
assessments of the employees.
Tim's department is generaling
productivity of one location with-
out the overhead.”

Q. “You have developed
an excellent relationship with a lo-
cal hospital. Could you share that
with us?”

A. “The hospital relation-
ship was an extension of my visits
to IHRSA. In going to IHRSA
Conventions and reading publica-
tions, | learned the value of a

(Sce Dyer page 12)
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ClubONE is year 2000 compliant

The only one! The most advanced management software
package available for your club, featuring: front desk check-in,

member services, point of sale, sales prospecting, employee time clock

and, Electronic Funds Transfer (EFT).
The future is now!

EFleciologies
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Call: 1-888-GO-CLUBI1

or

Visit our web site. Http://www.club-one.com

PACE - APROFIT CENTER FOR SUMMER

By Rande LaDue

Typically the summer
months are the slowest time of the
year in the health club business.
Memberships decrease when vaca-
tions and travel plans take poten-
tial members out of the area. Many
people also feel they can keep fit
by doing outdoor activities such as
biking, tennis, etc. Some club own-
ers are caught by surprise with this
seasonal slowdown. Experienced
club owners expect it and plan for
it with measures such as decreas-
ing staff and programs. Some pro-
gressive club owners use it to their
advantage and actually increase
their profits during this period by
competing for a segment of the
population which typically does not
“take the summer off”- the over-
weight.

Studies show the Diet In-
dustry is a $34 billion a year busi-
ness while our fitness industry does
about $8.5 billion a year. While the
fit people are shedding their clothes
on vacation in the warm summer
months, business actually increases

for the Diet Industry! (The sea-
sonal slowdown for the Diet In-
dustry is usually between
Thanksgiving and Christmas,
when people think “what the
heck, I'll start again after the
New Year).

Want to capture your
share of the millions of dollars
that are spent every summer on
fad diets, but offer no exercise
program? What if your club of-
fered a group fitness program
designed exclusively for the
overweight where they could
work out together in a separate,
private area in a group? What if
they had a “Personal Trainer”
take them through a fun, easy to
do workout each time? What if
this program took only a half
hour, three times a week and pro-
duced excellent results quickly?
What if these people were ready
to upgrade into full service mem-
berships at the end of the sum-
mer? You would have a PACE
Weight Loss Program.

PACE will offer these
people the camraderie of a group
format (which several diet pro-
grams use and strongly encour-

age their members to attend).
Since the PACE equipment is safe
and user-friendly, there is no
embarassment getting in and out
of the equipment. And since
PACE is fun, it will keep them
coming back (maybe with their
friends). If they come back for
more, they will probably get re-
sults - permanent results, not just
a quick, temporgry fix.

Kathy Stepp, General
Manager of the Modesto Court-
room in Modesto, California, has
implemented just such a program
which will transcend the summer
months. She says, *“We have ini-
tiated a new program for the de-
conditioned market. It is a com-
plete program using the PACE
Group Exercise Program and then
transitioning them into our gen-
eral population. We decided to go
with PACE because it is very non-
threatening, easy to use and pro-
vides a high calorie burn to help
this special population. So far, we
have signed up over 500 women
in this program. We also find that
our regular members really enjoy
the PACE Program, too.”

We at Pro*Fit Enter-

prises have seen several such suc-
cess stories, whereby those people
who normally do not join health
clubs will be attracted by a PACE
Weight Loss Program either short-
term or as a “transition” into the
general membership. We have
seen PACE customers who have
actually increased their revenue in
the summer months by $5,000-
$6,000 per month. One such cus-

tomer told us a few years ago,
“PACE saved my summer!™ For
more information or a free video on
PACE, call Pro*Fit Enterprises at
888-604-2244 or visit our website
at www.pacepro-fit.com. Pro*Fit
Enterprises has been recognized by
the American Council On Exercise
(ACE) as a Continuing Education
Educatiion Specialist.
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Impact Your Retention, Membership Sales
& Bottom Line In 15 Minutes Per Day

By Karen Woodard

: Facilily audit —
hmmmm. Sounds kind of ominous
and complicated. It can be, but this
one is simple and will positively
impact: 1. membership retention, 2.
membership sales, 3. Repair &
Maintenance Budget and 4. over-
all bottom line in just 10-15 min-
utes a day.

The purpose: The purpose
of the facility audit is simple —to
ensure that the physical plant and
‘equipment is all clean and in work-
ing order, and the staff and mem-
bers are carrying out the mission
and enjoying the mission. It’s an
opportunity to see what is working
well and let those responsible for
the good performance know about
it. Additionally, it's an opportunity
to catch problems and be able to
act upon them before members see
them or experience them. A good
analogy would be that of a pilot
doing a *walk-around” or a “run-
up” which means that she/he liter-
ally walks around the aircraft be-
fore every flight to check out the
physical condition of the plane, as
well as checks out all the instru-
ments on the inside to insure that
they are in top condition for each

and every flight.

With that purpose in
mind how could you not succeed
by staying on top of these four
areas on a daily basis? If we all
did this, we’d be guaranteed a
higher level of success. So for
those of us who aren’t doing it
— how come? The 4 most com-
mon reasons | see and hear when
I ask that question to club man-
agers are:

1. “I come into the club and
get caught up in other issues.”

2. “Don’t have/make the
time."”

3. “It’s not my job (they think
it is the Maintenance Director’s
job).”

4, “Never thought of it.”

These reasons are un-
derstandable but certainly not ac-
ceptable. Let’s focus on how to
avoid these reasons becoming a
reality in your club.

Who does the audit?
The club manager does the au-
dit. Yes it’s a good idea to have
other managers and/or depart-
ment heads audit as well. (No-
tice the emphasis was on “as
well™.) The more eyes looking
and noticing, the more good and
not so good we'll find and be
able to take care of before we
have problems. If the club man-
ager is going to delegate some

of the audit duty to others, an audit
sheet must be used. The final buck
though comes down to the club
manager, She or he is is the one in
charge of the plane and needs to
know at all times what the condi-
tion, appearance and performance
of the craft is in to be fully in con-
trol so we don't end up crashing.

What to look for: Start
with the exterior of the club when
you come in for the day: is there
trash in the parking lot? How does
your building exterior look? How
does your sign look? (have the birds
built nests in it?) Come into your
foyer/lobby — how do the floors,
windows, walls, displays, club ma-
terials look? How does the club
smell? Is the music appropriate for
your members?

What about the staff—are
they all wearing name tags, uni-
forms, smiles? Go through each
area of the club and look for the
obvious and not so obvious. If you
would like a format that is very spe-
cific for cach department, I'll send
you a detailed audit form* to use in
this process.

What to do about what
you find: There will be some things
that you can simply and quickly
take care of yourself during the au-
dit/walkthrough, so do it and don’t
leave a note for someone else to do
it. These things include, but are

not limited to: picking up
magazines, towels, shutting
locker doors, cleaning hair
out of the drains, picking up
debris from the floor, etc.
This does mean that you get
involved in major repairs
(unless it is specifically
your job to do those
things)— those are the
things that you leave fol-
low-up notes for depart-
ment heads. Leave notes
for those staff people who
are doing an outstanding
job in taking care of their
areas. Conversely, leave
notes for those who are not
doing an outstanding job
with expected action to be
taken and a due date for

completion. Make sure you
follow up to ensure the task

Karen Woodard

gets done as agreed.

Results: When you start
doing your facility audits on a
daily basis, first thing in the
morning - you'll see a dramatic
difference in how quickly things
get done around the club. Why?
Because you are increasing your
follow-through efforts on a daily
basis. It's an excellent way to
create accountability with your
staff, to stay in touch with the
delivery of your product and en-
sure that you have a premium fa-

cility in your market.
* send for your free Facility
Audit Form today.

(Karen D. Woodard, Presi-
dent of Premium Performance Train-
ing, provides successful sales train-
ing, service training and management
training to the health and fitness in-
dustry. She can be reached at:
303.417.0653, KDW@aol.com or
279 Pearl Street, Suite 15, Boulder,
C0.80302.)

.Lerille

continued from page 3

courts. Red Lerille’s club serves
over 10,000 members and gener-
ates in excess of $6 million annu-
ally in a city of 100,000. He s rec-
ognized as one of the most success-
ful single-club operators in
America by his peers. Red’s hob-
bies, in addition to his 4 a.m. work-
outs, include collecting and remod-
cling vintage aircraft, riding his

Harley Davidson motorcycles
and driving around in his two
Lamborginis.

Red was flying a plane
that he built himself from a kit
package. He explained the acci-
dent to The CLUB INSIDER
News in a brief conversation
from his home, * | had climbed
up to 11,000 feet and had been
doing some mancuvers. At the
time, 1 had only 13 hours in the
new plane. Upon returning to
land, while on my final approach
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Gene Gravinese
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Dunwoody, GA 30338
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about 1/2 mile out, my engine quit.
(I can remember my first thought
was that | was going to die!) Un-
fortunately, | had not placed the fuel
control lever in the proper position
so the tank which had plenty of fuel
was nolt in use. | was at a low alti-
tude when the engine stopped and |
had to chose between crashing into
the runway lights or turning. |
turned the plane and hit a row of
trees and the plane flipped over in
aditch. My leg was broken and all
twisted with two bones sticking out
of the skin. 1 had to just lay there
for about 20 minutes until help ar-
rived and 1 was trying to think of
something positive that could come
out of this. Youknow, it'sbeen over
two weeks and | haven’t been able
to think of anything positive yet!"”

Well, this writer can think
of something positive from all of
this! That is that Red Lerille is still
with us! You see, thisis Red's sec-
ond plane crash. The other one hap-
pened a few years back when Red
was landing one of his collector
edition planes. Even though he had

overhauled the aircraft skin on the
fuselage and the wings and had re-
built the engine and cockpit, he
was notaware that the landing gear
strut was severely corroded. Upon
landing, the strut collapsed and the
aircraft flipped over on its back.
Red’s face and scalp were severly
lacerated and he required hundreds
of stitches and lots of plastic sur-
gery, but he emerged like new.
Red will be on crutches

* for three months. Contrary to his

first plane crash, when he was
stitched up and back in his club
working out the next day, he was
out of action for a week this time.
But now he is back at the club
working out and even riding an
exercise bike...... with one leg!
I'm sure Red would be happy to
receive some humorous get well
cards. (Mmmm- | wonder if they
make get well cards for multiple
plane crash survivors? Send your
cards and letters care of Red
Lerille’s Health and Racquet Club,
301 Doucet Ave,, Lafayette, La.
70503

..Dyer

continued from page 10

physical therapy relationship. I tried
to create my own in-club physical
therapy center. | made some mis-
takes wearing two hats. | realized
that this is a business that | would
be better off involving a third party
that was in the rehab business. That
would let me concentrate on running
my clubs. After that experience, |
am now a firm believer of staying
focused and trying to do one thing,
overseeing clubs and selling mem-
berships. Ithen aligned myself with
the biggest physical therapy com-
pany in the State of Florida, Rehab
Management Systems. We brought
them in as a subtenant and that was
a good thing in that it aligned us with
the medical community. Although it
was good, we did not see enough
cross over from the rehab patients
to club memberships to justify the
cffort we were making to make it
work. So, | pursued the hospital

(See Dyer page 14)
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‘D‘yer for the physical . The Wellness
Srhes Staff of the Bay Front Medical
continued from page 12 Center provides programs such

as: cholesterol screening, skin
cancer, blood chemistry profiles,
or if they have people at risk they
can refer them out to their net-
work of physicians. It is a rela-
tionship that they monitored for
15 months and it continues to be
a very good program for them.
Plus, because they were right off
the workout floor in a club that
was doing 1800 workouts a day,
they were extremely visible to
our members providing an excel-
lent opportunity for them to pro-
mote their programs. They have
recently signed a lease extension
to provide an additional 2500
square feet of wellness services
including weight management,
stress management and physical
therapy. We expect our relation-
ship with the hospital to continue
to grow!™

relationship and began visiting each
hospital in my immediate area,
knocking on doors, trying to get to
the person responsible for building
and development. | happened to
come across a young lady who did
express some interest. It was actu-
ally through a local Chamber of
Commerce function where 1 had
met one of her employees. So [ vis-
ited this lady and told her that | was
a genuine hands-on club operator
who truly believed in the integrity
of the the hospital to align their out-
reach programs with. | suggested
she visit Joe Cirulli’s club in
Gainesville as a testimony to what
physical therapy as an extension of
a hospital could achieve in a fitness
environment. Joe, in his typical
fashion, opened his arms and pro-
vided her with all the details she
needed to realize what he had was a
tremendous success and the oppor-
tunity to replicate that in my orga-
nization was there. With that, she
came back and made a decision to

Q. “As a long time
IHRSA Member and strong sup-
porter, how do you feel about the
admission of Bally Total Fitness
into [HRSA?

rent space for a small 800 square-
foot facility. Over the last 15
months, they have been providing
a fitness assessment for our mem-
bers. We pay them a moderate fee

A. “I realize that Bally
has 320 clubs. If they were to
join IHRSA, they would repre-
sent 10% of the U.S. owned

IHRSA clubs. More importantly,
Bally is viewed by the consumer
as the front runner of our indus-
try, good, bad or ugly; that is the
truth. We would all be set back a
number of years if Bally were to
fail. Soit’sinevery club owner’s
best interest to see Bally become
a better operation, to take better
care of their customers and to be
successful financially. There are
so many big operations, TSI in
New York, 24 Hour Fitness, etc.,
that are making their timing de-
cisions to go public in part, based
upon the stability of Bally’s cur-
rent stock price. The question is:
do they have strategies in place
to take care of their customers
better and to monitor their sales
process better than they have in
the past? When you listen to Bally
President and CEO, Lee Hillman
speak at IHRSA Phoenix, you
have every reason to believe that
they are on the right track to do
those things. But, itreally comes
down to what happens at the front
line. And, I can’t say that we have
seen or heard the Bally clubs in
our area reflect what he is saying.
I think we all need to encourage
Bally to get on the right track and
be successful. 1don’t know if this
is the right time for Bally to be
admitted into IHRSA. | think ad-
mission to IHRSA for Bally is

EClué“:!:ﬁsidel‘
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something that everyone
needs to seriously con-
sider and [ think we need
to do everything we can
to encourage their suc- |
cess. Obviously thatisa
difficult decision if Bally
is your competitor across
the street. 1 think we
could be best served if
we could get some kind 8
of handle on monitoring
what Bally is truly doing.
If we can embrace their
admittance into IHRSA
and get some kind of |
handle on monitoring
their sales practices, we |
would all be better off.
With that said, at this i
point | would be more
supportive than nega-
tive, about Bally’s ad-

Peny T ;zbia

mission into IHRSA.”

Q. “Geoff, it is public
knowledge now that Ray Wilson
is establishing a chain of clubs
here in the Tampa area with his
son, Perry. It is also known that
Ray has approached you about
purchasing your clubs so they can
be rolled into the deal with Perry.
Can you comment?”

A.”In regard to Ray Wil-
son, since | started in this indus-

———ELECTRONIC
“—Billing & Collecting

—— SERVICES
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* Scheduling
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* Return Free EFTtum

e 1-120 Day Delinquent Collections with no fee increase
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25¢ EF1

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

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

try in the 1970’s, and working with
the people that 1 worked for in
Oklahoma City, I've heard noth-
ing but great things about Ray
Wilson and the various club em-
pires he has created and the way
he had empowered people to be
entrepreneural in the way they ran
their businesses. He has a great
history behind him. | had an op-
portunity to meet him briefly back
in the early 1970’s. When | heard

(See Dyer page 19)
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HEILPING MEMBERS SUCCEED

By Tom Cotner

How can you ensure
members receive the attention they
need? :

In a word, CARE
Webster’s Dictionary defines caring
as “painstaking or watchful atten-
tion, to feel interest or concern, hav-
ing a likeness or fondness, to be
concerned about.” Club’s who in-
stitute a philosophy of caring are the
best run clubs in the nation. They
have the highest member satisfac-
tion and retention. How do club
professionals care? Remember the
acronym CARE.

C=Calling. View the club
industry as a calling. | am referring
to loving our business. If you don’t
love the business, you will fail. I've
been in this business many years.
I've seen many come and go. Most
left because of fatigue and burn-out.
It wasn’t worth it anymore.

The club business will
chew you up and spit you out, if you
letit. Club’s are service driven with
lots of customers, problems, never
ending details, and it rarely closes.
Profit margins can be slim, too, es-
pecially for the amount of work in-
volved. It’s easy to “fall out of love™
with your club. To “stay in love” ...

* Believe in the product (exer-
cise, fitness, recreation and health).

* Use the product (practicing
what you preach).

* Know the product (continual
upgrading of your knowledge and
expertise in the elub industry).

* Have compassion and empa-
thy for the customer (club members,
club vendors and club staff.

* Enjoy communicating and
interacting with others.

The truth is you have to
love this business. If you don’t
love your members and the club,
either:

1) you're in the wrong
profession and need to reconsider
your career, or 2) you're burnt out.

Burn-out is very com-
mon in our business. I've experi-
enced it many times. The sad re-
ality is I didn’t need to. Another
sad reality is it wasn’t good for
me, the club or the members.

Burn-out occurs when
cnergy demands (fitness appoint-
ments, membership tours, clean-
ing the club, administration) ex-
ceeds energy supply. Like it or
not, we have limits. We need to
set boundaries. Club profession-
als need to take care of themselves
with adequate sleep, nutrition, ex-
ercise and a balanced work sched-
ule. Afterall, health is what we're
selling. Let’s practice what we
preach. Take care of yourself or
your club will take care of you!

A=Accentuate The Cus-
tomer. People want to feel spe-
cial. No one wants to feel like
“just another body.” The club in-
dustry is in a unique position to
“accentuate” members. The
health club, more than any other
business, sees cuslomers consis-
tently and often. Other than co-
workers and immediate family,
the health club staff has the great-
est opportunity to interact with
members. Know and understand
them. Do members want to talk?
Do they want to be left alone?
How are they doing, really?

MAY ISSUE

Don’t interfere with their exercise
but nurture and encourage it.
Know and understand the diffi-
culty of scheduling the club into
their busy day. Congratulate them
whenever they do. They’ve truly
accomplished something impor-
tant.

Your club’s greatest cus-
tomer is your staff. Clearly com-
municate their job function and
goals. Give them the authority,
power and resources to accomplish
them. Only implement account-
ability when it's very clear that
they understood what to do (often,
we don’t make it clear) and they
had the power to be successful (of-
ten they don’t). Be your staff’s
guardian, encourager, mentor and
friend.

R=Rare: Be rare, differ-
ent and unique. How are you dif-
ferent than other clubs and/or ser-
vice businesses? What sets you
apart? The best way to be “rare”
is to accentuate your members and
staff as described above. Other
“rare” items include....

* We take care of ourselves so
we can take care of our members.

* We think of members as
family and treat them that way.

* We grow professionally to
continually become better at what
we do.

* We accept that cleaning,
fixing and picking up is
everybody’s job.

* We like what we do and if
we don’t, we find out why and
correct it.

* We keep our facility impec-
cably clean.

* We know our members'

Philadelphia Fitness Career Expo Set

The Delaware Valley Alliance to host first-annual Fitness & Business Career Fair

for job candidates entering the fitness industry and for experienced club pros.

PHILADELPHIA-
New college graduates, entry-level
job candidates and experienced fit-
ness facility professionals alike
will get a chance to meet face-to-
face with the owners and general
managers of about 15 of the Phila-
delphia area’s largest and best
known fitness centers in June.

The first-annual Fitness
& Business Career Fair will be held
Thursday, June 18, at Clarion
Suites, 10th and Race Streets, cen-
tercity Phildelphia. Admission is
free for attendees, and they're en-
couraged to bring multiple copies
of their resumes. The career fair
will be open 10 a.m. to 4 p.m.

Club employers will in-
terview for full-and part-time po-
sitions in sales and marketing, per-
sonal training, group fitness in-
struction, accounting, front desk/
customer service, aquatics, house-
keeping and more. Positions in

management also are available.

“Attendees will meet de-
cision makers from some of the
largest and most prominent fitness
centers in Philadelphia, including
the Sporting Club at the Bellevue,
Newtown
Athletic & Aquatic Club, North-
east Racquet and Fitness, Hatfield
Athletic Club, Club LaMaison on
the Main Line and many others,”
said Donna Loyle, Executive Di-
rector of the Delaware Valley Al-
liance of Health and Sportsclubs,
a not-for-profit business alliance
of premier fitness and wellness
centers in the Philadelphia area.
The Alliance will host the first
annual career fair.

The career fair will co-
incide with the Club Industry East
conference to be held during that
week at the Pennsylvania Conven-
tion Center, two blocks from
Clarion Suites. The three-day
Club Industry conference attracts

thousands of fitness professionals
from around the country. As an
exciting added bonus, all career
fair attendees will get a free pass
to the Club Industry Exhibit hall
at the Convention Center, where
they'll see the latest fitness equip-
ment, software, club supplies and
services on the market.

Job applicants to the Fit-
ness & Business Career Fair can
attend an informative free work-
shop, “Club Careers Today,” to
learn from club professionals
about the rapidly changing fitness
facility business environment; the
type of fitness jobs available now
and in the future as the industry
professionalizes; qualifications
club managers look for when hir-
ing, and much more! The free
workshops will be held at 10;30
a.m. and 2 p.m.

For more information,
contact the DelVal Alliance at:
(302) 736-3102.

names and use them.

* We have integrity | &
and follow through on | ¥
every commitment. ;

* We are consistent
in policy.

* We are loyal to
our club’s mission.

E=Eternal. Ac-
cept caring as an “eter-
nal” quality. Caring is
not a winter promotion.
Caring is not another
program. Caring is eter-
nal and never ending.
Ensure everything that

-

happens in your club
teaches, models and re-
inforces caring. Care for

Tom Cotner

your members today, often, al-
ways.

Your club is a reflection
of you. YOU are the club. You
are the one who sets the tone.
Caring begins with you.

(Tom Cotner is the Presi-
dent of Employee Health Manage-
ment and the author of the book
"Helping Members Succeed.” Tom
may be reached at: (605) 692-
2071)
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..Dyer

continued from page 14

he and Perry were coming to
Tampa, | immediately called
Ray and reintroduced myself.
To have an opportunity to meet
and get to know someone like
Ray Wilson has been a great
honor. We had an opportunity
to spend three days together. |
consider him a friend having
had a chance to get to know him
and 1am honored to know him."

Q.” If you could com-
pare Ray Wilson to anybody
else you've ever met in the
health club industry, how would
you describe him?”

A." He is fearless. |
don’t think anything concerns
him. He is intense. Idon’t think
he’ll ever leave the business
alone. He thrives off the excite-
ment of making things happen.
1 don’t think that a lot'of people
are like that. It is in his blood
and it is never going lo go away.
And, he loves what he does.
When you've got a passion-a
fire in your belly that is that pas-
sionate-success is predictable.”

Q.”As a person that
has risen through the ranks from
a $100 a week employce to a
seven-club owner, is there any
advice you would give to up and
coming club ownér/operators?”

A. “The most impor-
tant thing for a small club op-
erator that is trying to get big-
ger is to be prepared to take risk.
I don’t think the risk is ever
going to go away. A good op-
erator knows that he doesn’t
have to fail, he just has to work
harder. Ithink itis very healthy
to take on risk and to take on
debt. I think it makes you per-
form to a higher level. When 1
look back over the 17 years of
ownership that [ have had there
were three times where we
doubled in size. Those were
stressful times; however, | knew
1 could always get out there and
beat the street to increase pro-
ductivity to get through it.
Looking back, that’s been the
most fun time, taking the risk
and additional responsibility.
Secondly, it is absolutely im-
perative to network with others
every opportunity you can
whether it be at convention and
trade shows or with people that
you know in the industry. You
need to share information and
learn from your peers. Thirdly,
it is important to. know your
competition. | can say that in
my market area | know every

compelitor by their first name, |
think that we have one of the
healthiest competitive markets in
the country. To the best of my
knowledge we as competitors do not
put others down. We formed an
Association in Florida called
SEHRSA to fight sales tax. It con-
sists of my largest competitor, Bob
Karshner, from Shapes Total Fit-
ness, who along with myself and Joe
Cirulli are on the Board of Direc-
tors. As competitors we often talk
to one another and | think it is a very
healthy situation. Others [ talk to
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don't believe that but I think we get
along better in this area knowing
each other than not. The last bit of
advice | would give is that you've
got to have a strong corporate of-
fice in order to drive your organi-
zation. If you don’t have it together
at the back end, you’ll never suc-
ceed at the front end opening mul-
tiple clubs. Having learned that
I've made a big investment in try-
ing to set up a great corporate of-
fice and | think I've got the right
person, Penny Sabia, running that
department. | think in the success

we've achieved, Penny has
played a huge role in that success.
This is a numbers-intensive busi-
ness and if anyone thinks differ-
ently, they are wrong. Managing
by the numbers is the only way
to run this business. Rick Caro
believes that 1000% and so do |.
We don’t analyze enough. Ittells
everything about what is going

"

on.

Geoffrey Dyer is a true
club industry professional who
has utilized successfully many of

the resources available to club op-
erators. His dedication, tenacity
and down to earth charm has car-
ried him a long way and will con-
tinue to do so. Goeff’s success is
a blue print for the up and coming
and we wish Geoff and his organi-
zation well.

(Norm Cates is the Pub-
lisher of The CLUB INSIDER
News, a 25-year veteran of the club
industry and a Co-Founder and the
Ist IHRSA President in 1981/82).
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Sports Medicine for Personal Trainers ® Specialist in Martial Arts Conditioning" vepidiimer I
v Unlimited Use Of ISSAS 800 Technical Support Help |e Aerobic Fitness Trainer” & Certifinfituess rainer
% F e i L = Hwes.vwyr
line (During And After Certification) * Yomih Fitness Trainer A

* Water Fitness Trainer"

v Free One Year 1SSA Membership And Subscription To |, Certified AED Technician”

The ISSA Newsletter, PRO-TRAINER
v Two Study Options: Independent Study : Study Al

e
Home At Your Own Pace or Attend A Seminar In Your : an FHEE I"ru cnll 1"8““'892"55“ :
Area A NO EXTRA CHARGE Bl b T L G

v YOU CAN EARN $50 - $150 Per Hour In Your Spare 'NAMF. PHONE _( )_ :
Time Helping Others Enjoy  Lifestyle of Health & Fitness!  JADDRESS X 1

IcITY STATE ZIP |

C 1-800- 892" 4772 :CREDIT CARD #_ EXP. DATE g :

ALL |SIGNATURE_______ i DATE N T
IISSA = 1035 Santa Barbara Street, Suite 7 » Santa Barbara, CA 93101 |

TODAY FOR FREE INFORMATION! tsos_)sm-sm..r FAX(805)884-8119 / WEB SITE: WWW.ISSA-USA.COM _:
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LOOKING FOR THE BEST PRICED
ELLIPTICAL ON THE MARKET?

YOU JUST
FOUND IT.

CALL FOR MORE INFORMATION

ALSO AVAILABLE FROM 800,678.7888

HOGGAN HEALTH INDUSTRIES
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Sales Makers Class of 1 998

gcnuh' IilSlder

SALES MAKERS 12TH ANNUAL
SALES AND MARKETING
CLASSIC A GREAT SUCCESS!

By Norm Cates

Fort Myers Beach,
Florida- They have done it again!
The Sales Makers, America’s lead-
ing sales and marketing trainers,
conducted anather terrific Sales and
Marketing training program with
attendees from all over the U.S. and
two guests from Great Britain. The
event was held, as usual, in sunny
Fort Myers Beach, Florida at a ho-
tel on the beach so there was a lot
of fun mixed with the education.

The group was also treated to a
cruise in sail boats owned by Ray
Gordon and Peter Young.

Ray Gordon and Eddie
Tock, the principals of Sales Mak-
ers, also introduced and wel-
comed club industry veteran, Lyle
Schuler, to the organization and
Lyle provided two excellent pre-
sentations for the group. Lyle, a
20+ year veteran, has recently
sold his interest in five Gold’s
Gyms that he owned in partner-
ship with Bill Austin.

Also in attendance at the
conference was Tom Ficarelli, a

Lyle Schuler

28-year veteran officer of the New
York State Department of Correc-
tions. Tom has been attending
IHRSA Conventions and Trade
Shows and other club industry con-
ferences for 9 years now in prepa-
ration for his planned new carcer
in the club industry. He should be
extremely well prepared for the rig-
ors of the club industry as he has
spent the last 20 years dealing with
troubled teenagers, both boys and
girls, in the New York State Cor-
rections Department! Tom is a true
gentleman who makes friends with
everyone he comes into contact
with and he will
be a great asset
{ to our indux[r\

cluh business.
During
the conference,
Brian Homan,
| President  of
Tools System

Management

and Michael Scichilone demon-
strated and briefed the group on
their new Sales & Marketing
Software. Their Software sys-
tems are very well developed
and include many important as-
pects that you won't find else-
where because it has been devel-
oped by a true veteran of the club
industry, Brian Homan. (Check
out their ad this month on page
#17)

The Sales Makers Con-
ference focuses on delivering the
attendees an in-depth look at the
highly successful Sales Makers
System. The Sales Makers Sys-
tem is purely and simply the
most resulis-producing sales
system in the Midustry. It is not
complicated and it can be imple-
mented and managed in a fairly
brief period of time. Impor-
tantly, the Sales Makers Confer-
ence emphasized not just the
details of the System for the at-
tendees, it emphasized the im-
portance and need for strict ad-
herence to all components of the
system for success.

And, success is what nearly
500 clubs across the U.S. have re-
ceived from their involvement in the
Sales Makers program. The average
sales increase that the Sales Makers
achieve is 30% per year, but many
clubs experience significantly greater
results than that. Importantly, the
Sales Makers System can be taught
10 your staff by the Sales Makers and/
or the Sales Makers accept term as-
signments where one of the team will
actually work in your club with your
staff for a period of time. Time after
time club owners have raved about
the results they have obtained from
the work done by the Sales Makers.

Let me put it like this. Ifyou
are not happy with the results your
sales department is generating, call
the Sales Makers. | can guarantee you
that if you will attend the training,
learn the system, adhere strictly to
the system and ‘inspect-what-you-
expect’ in regard to managing the sys-
tem, you simply can’t go wrong. Itis
just that simple. (See the opposite
page #23 for more details and spe-
cific club owner testimony.)

MAKE IT FUN!
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ARE YOU MAXIMIZING
YOUR MEMBERSHIP

SALES POTENTIAL?
Owr Clieut's Results Speak For Themselues

“Not only did Sales Makers help increase “Sales Makers delivered on every promise
both our club sales by over 20% and our — Increasing our sales dramatically with-
monthly dues by over 50%, they also had out discounting our dues. We followed
a major impact on our overall retention their procedures and dedicated ourselves
efforts. 1 would personally recommend to the excellent techniques and systems
Sales Makers to any owner who wants to they implemented, with the result being a
increase sales and professionalism in complete “turnaround” in our sales.
their own clubs.” Again — thanks for everything!”
. Art Chappf;ll, Owner — Ellen Koelsch, Marketing Director
Courthouse Athletic Clubs, Clubfit, Briarcliff & Jefferson Valley, NY

Auburn & Grass Valley, California

EXPERIENCE = INTEGRITY = RESULTS

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

Sores MoEersW

membership specialists

Call: 1-800-428-3334

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

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

MAKE IT FUN!

event could include an entry fee

club cash to any lucky

Make It Fun On The 4th of July!

By Sandy Coffman

Thc Fourth of July is cer-
tainly the “fun” holiday of the sum-
mer. It's festive, emotionally uplift-
ing and for programmers it offers a
veritable paradise of ideas for fun.

AEROBICS

Aspccial Fourth of July
Aerobics Team Teaching class can
be offered. Encourage participants
to dress in red, white and blue. Be
sure the instructors do, too. You'll
want to use special music for the day.
For example, “ Yankee Doodle,” “It’s
a Grand Old Flag,” and other pa-
rade music including the whole
JL.P.Sousa collection. Don’t forget to
include a “parade” in the choreog-
raphy. Have the class ‘parade’
through the club and outside the
club. What a show! Do you think
people would talk about that for a
while?

Offering red, while and

after the class is fun, delicious and
a very inexpensive way to call at-
tention to the event as well as
making everyone feel special and
important. It’s also a way to say
‘thanks."

Don’t forget to take a
photo to put up on the bulletin
board after the event.

FITNESS CENTER
Thc Fourth of July

could be the start of an annual
summer fitness center competi-
tion. Using “four” cardiovascu-
lar pieces of equipment, (1) bike,
(2) stair climber, (3) treadmill, (4)
rower. Run “four” minute com-
petitions on each piece of equip-
ment in “four” divisions (men,
women, juniors, seniors, novice,
intermediate, advanced, etc,) Set
the level per division and go for
distance in the four-minute time
allotment. You could even set up
teams of “four” and pit one team
against the other. This Kind of an

and a sponsor to cover the cost of
Fourth of July T-Shirts for the par-
ticipants who will continue to pro-
mote the program even after it's
over.

Don’t forget to take pic-
tures!

What a “fun” way to get
members into the club in the
middle of the summer!

PROMOTION

Firs!‘ the Red, White
and Blue theme should be every-
where in the club by Monday,
June 29th. My favorite flags are
the little, inexpensive 3" X 5"
ones-hundreds of them.

They should be used to
decorate the perimeter of your
bulletin boards so they will get the
attention of the members for the
information and promotions you
are running.

Throughout the week,
you could place a little flag in ran-
dom lockers to award a prize—

member who gels the
locker. Don't forget to
take pictures of the win-
ners.

You could
send little flags in the
mail with special mes-
sages or offers on them.
For example, if they
bring in the flag and
work out during the
week of June 29th and
July Sth, they get a
prize.

P.A.
nouncements during
busier times will also
heighten the holiday ex-
citement and will draw
altention to your various
events during the week.
Promotional opportuni-
ties are fun!

an-

andy Coffman

(Sandy
Coffman is the dean of
all club programmers and the
President of Programming For

Profit. Sandy may be reached at:
(414)782-7725).

you will be able to:

Name

WANT RESULTS?
BE RESPONSII

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

L8 &8 &% &8 &% &8 § § § § & &8 & &8 &8 8 &8 § § §B § B _§ B _§N
PLEASE maiL, pHoNE OR FAX YOUR ORDER:
FausT MANAGEMENT CORPORATION

10085 CarroLL Canyon Roap, Surte 210
San Dieco, CA 92131

(619) 536-7970 = (619) 536-7976 (Fax)

LE!

"ResponsiBLE ManaGers GET ResuLts”

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

Company.

U Check

Street Address,

City/State/Zip

"ResponsiBLE MaNAGERS GET ResuLts!”
(Please indicate number of books ordered. CA residents please add sales tax.)

o= @8 0

b

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

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

YES! PLEASE SEND ME THE FOLLOWING:

$24 95eA

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

Amount.

Daytime Phone

Card Number

Exp. date

Signature
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MAYBE YOU
SHOULD CHANGE
YOUR NAME...

saicd one of owr customers at a recent trade show:
Why should we do that, we asked? Well, they said,
vou no longer make just stairclimbers — you have
these new bikes, and treadmills, innovative
strength equipment lines — and even this great
elliptical product — maybe vou should call

vourselves ProductMasters or something.

We ran this interesting suggestion up the flagpole
bacl: at headquarters. It generated a lot of spirited
discussion, but in the end, it just didn’t cut the

mustard

What5s in a name? At StairMaster, our name is
more than a product line — its a philosophy of
doing business. The highest quality fitness
products. Peak performance and product
innovation.

\ long standing commitment to sports medicine
and orthopedic safety. A dedicated national sales
and service organization. 100% customer
satisfaction.

StairMaster: A full line of exceptional products for

vour fitness facility. A name you can depend upon.

STAIRCLIMBERS
-
EXERCISE BIKES
CROSSROBICS
TREADMILLS
-
STRENGTH EQUIPMENT

ELLIPTICAL STRIDING SYSTEMS
StairMaster
Evpand Lhe Lavelupe

FOrR A FREE STAIRMASTER” CATALOG
Carr 1-800-635-2936

§  StairMaster. m and Crossrobics are registered trademarks

or trademarks of SuirMasier Spoas/Medical Products, Tne

0 100 StirMasier SpodsMedical Producis, Toc
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New York City's Largest Health Club Owner Asserts Itself In New Jersey

New York, N.Y.- Town
Sports International, the leading
owner and operator of health clubs
in New York City, acquired four fa-
cilities in central New Jersey in
April, bringing the number of its
New York Sports Clubs locations to
40 and significantly enhancing its
presence in the greater New York
area.

“These openings reflect

the rapid pace at which TSI is
moving to solidify and enhance
its position in the New York
area,” said Mark Smith, the
company's Chief Executive.
“Having recently secured sig-
nificant additional financing, we
are very well positioned as an
aggressive player in this market,
growing rapidly by both acqui-
sitions and new openings.”

The four new TSI op-

erations were formerly Ovox Fit-
ness and Sports Centers and join
acquistions in Stamford, CT. and
New York as the most recent
addditions to the New York
Sports Club chain. Also, TSI ac-
quired the Gold’s Gym at 52nd
and Broadway in Manhattan in
April.

“These new club open-
ings further demonstrate our
dedication to providing the high-

est level of service for our mem-
bers. We must constantly provide
the highest quality of service on
a daily basis due to our “commit-
ment-free” memberships. Con-
venience plays an extremely im-
portant role in this decision, as
commuters will now be able to
take full advantage of our facili-
ties near their homes and offices,"”
said Mr. Smith.

New York-based Town

Sports International is a leading owner
and operator of fitness clubs in the
Northeast and Mid-Atlantic region of
the U.S. and is the largest operator of
such clubs in Manhattan. The com-
pany operates fitness centers in New
York, New Jersey, Connecticut, Bos-
ton, Philadelphia and Washington,
D.C. areas consisting of over 50 health
clubs with more than 100,000 mem-
bers.

National Fitness Therapy Association Assisting Health Clubs

By Casey Purpus

The National Fitness

Therapy Association (NFTA)
was formed for the primary pur-
pose of establishing and moni-
toring baseline operational stan-
dards for health, fitness and
wellness facilities providing pre-

Be Free Of Your

Nicotine

abit In Only

7 Days...

KIGK 1T

Safely and Simply eliminates
nicotine eravings without
the withdrawals typically
associated with quitting.

Effective for all forms of tobacco use.
No drugs, all natural herbs.

Addresses withdrawals and weight gain.
100% Satisfaction Guaranteed!

Tremendous Income Opportunity
for Clubs or fitness Professionals

Please contact your LifeScience Consultant for
further information and pricing.

W. Preston Fields
1-888-894-2138

ventative healthcare and post-re-
habilitation fitness therapy ser-
vices and programs.

For years we have heard
of an impending health care cri-
sis as a result of many factors
including cost, managed health
care and the Baby Boomers com-
ing of age. The future is now.
We have become painfully aware
that the current system of health
care is chronically ill. Dr.
C.Everett Koop, the former U.S.
Surgeon General, stated that “we
have a sick system, not a health
care system.” He, as many of us
recognize the need for preventive
health care. NFTA sees this as
an opportunity for health clubs to
increase their business by ¢n-
hancing their service, but first
there is a challenge that must be
met. Many health club owners
are trying to figure out how to
work in conjunction with medi-
cal professionals and the insur-
ance industry. Currenity there are
a few health clubs that are expe-
riencing some success in this area
because they have achieved a
level of credibility with the pro-
fessionals in the health care in-
dustry. They also have stepped
outside the box, taken a long hard
look at things and altered their
approach. Change may occur

without tomorrow’s problems
with yesterday's answers.
Twenty years ago no one asked a
personal trainer if he was certi-
fied. Today no one would dream
of training with one who wasn’t.
Someday soon the question will
be: is your health club accredited?
Your answer could be the differ-
ence between sharing in the feast
or going hungry. NFTA can help
you increase your credibility and
improve your chances of being a
player when the time comes.
The bottom line is ac-
countability. The health club in-
dustry is barely fifty years old and
completely unregulated. How do
we expect to do business with
professionals in the health care
and insurance industries that have
been regulated for over three hun-
dred years? First, there must be
a single set of acceptable opera-
tional standards. This at a very
minimum is demanded by the
health care and insurance indus-
An accreditation from
NFTA will demonstrate evidence
of competency to other profes-

Iries.

sionals and consumers alike. It
speaks of professionalism, safety
and a desire to strive for higher
standards. A certified facility
clearly communicates a commit-
ment to excellence through edu-

cation. By aligning yourself with
NFTA you provide an assurance of
quality and a sense of security to the
consumer. You also will become part
of a network of professionals in the
health care and fitness industries who
will, through training programs, edu-
cational seminar workshops and clin-
ics on current issues, trends and pro-
grams, enhance the chances of your
facility not only to survive, but to ex-
cel. NFTA is dedicated to building
long term success for its members.
The key that turns the lives we dream
into the dreams we live isn’t desire,
but design.

(Casey Purpus is the Re-
gional Director of The National
Therapy Association for Washington,
D.C., Virginia and Maryland. Con-
tact him at (703) 838-3618, or (888)
880-4668 (toll free) or fax (703) 838-
3681. To receive more information
about NFTA, or its accrediting process
contact the home office, and speak
with the President, Patrick Pine. He
can be reached at: (303) 399-4545 or
its toll free number (888) 523-4545 or
fax number; (303) 321-8156, The E-
mail address is nfta@ecentral.com or
visit its web site: hup://www.nfta.org.
You can write the National Fitness
Theraphy Association at 1141 Jersey
Street, Su. 101, Denver, Colorado, 800/
220-4546.)

CLUB PAYS FOR ITSELF
LADIES HEALTH CLUB

In 300,000 population Wichita,KS.

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

$129,000- Mr. Slack
(972) 735-3866
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One source for everything.
Life Fitness.

The Best. The Lifecycle” Exercise Bike pioneered the success of computerized programiming angd
mativating feedback.

Rely on Life Fitness to deliver
exactly what you need — the
world’s most reliable CV and
strength equipment that keeps
members motivated and coming
back for more. And since we give

e - e e, yvou the best in all product

The Bf'i-gh test. The revolution continues. Our full line of CV equipment with Heart Rate Zone

X = g categories, there’s no more
Tratning programs makes exercise smarter. Safer. And more motivating. g

shopping around. You'll save wear

and tear on yourself, and money

in the long run. And talk about
all-in-one service . . . we tailor
it to your needs — training, marketing,
layout services, and financing.
Looking for the best of everything?
I takes just ong call.

9 1.800.634.8637.

The SI’I’C‘”L’]E‘Sf Fram CV to strength. the Life Fitness product line continues to grow with a
strong line-up of computerized, selectorized, and plate-loaded equipment.
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INTIRNATIONAL

LES MILLS

is an expertly choreographed, quality- Now, gyms all over the world are using EODY
controlled barbell program with adjustable weights. the fastest way in the universe to increase their
And it’s the fastest way in the universe to get in shape.  memberships - and their profits.

has two main advantages. Real results... But be warned... It will change the shape of your body-
real fast. and your bottom line.

classes attract new members (male and For more information call 800.SAY.STEP or
female) who keep coming back. 770.859.9292 - Lbodypump.com




