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Feel the dil’ference_ 31 years of mq:enenle makes!

Cool since 1969. Hot in 2000

lvanko introduces it's new rubber E-Z Lift Plates. These new rubber plates feature our exclusive E-Z lift deSign 6f which our
patent has recently been allowed. Our specially formulated rubber offers the facility a new pleasant scent when compared
to the offensive smell of sulfur-cured virgin rubber. Because Olll"ﬂates are rubber, they will not damage floors or upholstery,
nor dent or scratch equipment. Ivanko’s rubber E-Z Lift plates can easily be used with any style of plate racks-either sliding,
post, shelf type, or” spider” racks-without damage to the plates or the rack.

As with all lvanko E-Z Lift Plates, our
openings have smooth radius and rounded
edges for maximum comfort while grabbing
the plates. Compare the “Feel”, “look”, and
“function” of lvanko E-Z Lift Plates with any
competitor. We know you'll choose Ivanko!
The real innovator since 1969.

1\;}
A Fi BEL.L COM PANY
Est. 1969

PD. Box 1470 - Sax Pedre, CA 80733 - U.S.A. « Phose (310] 514-1155 « FAX [310] 514-1363 - www.ivanke.com = e-mail: ivanko@packbell net
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The DOT.COM World and The Health,
Racquet and Sportsclub Industry

Where Are We Now? How Did We Get Here? Where Will We Be In 5 Years?

Norm Cates, Jr.

To say that the

DOT.COM World is rapidly chang-

L.A. Fi

ing the shape of commerce on this
planet is a huge understatement.
Questions that remain unan-
swered are: (1) Who will survive
this *Chinese Fire Drill?* (2)What
will they think of next?

All across America ev-
erybody and his brother is in-
volved in The DOT.COM World.

DOT.COM this and
DOT.COM that! That’s just about
all you hear on the radio or see

on TV. Can anybody remember
what earth was like before the
DOT.COM World?

Compared to the rest of the
globe, the health, racquet and
sportsclub industry is relatively

LATE BREAKING NEWS

itness

cquires Australian

low-tech. But we are catching up!
The exciting thing about that fact
is that those that are already en-
gaged in successful e-commerce
are experiencing greater profits at

(See DOT.COM page 6)

Body Works In Atlanta

By Norm Cates, Jr.

Allanll,Ga.- And the
health, racquet and sportsclub con-
solidation beat goes on.

On June 15, 2000, Paul
Norris, spokesman for Newport
Beach, California-based, L.A.
Fitness, announced the
company’s acquisition of 22 Aus-
tralian Body Works (ABW) clubs
from veteran club owner, Tony

deLeede in Atlanta, L.A. Fitness
assumed operational control of
ABW on the morning of June
16th.

Tony delLeede, a man
from “down-under”, came to
America from Australia in 1981,

While touring the U.S., deLeede
fell in love with Atlanta. He de-
cided to stay and stay he did!
Opening his first Australian
Body Works, women’s-only fa-
cility in March, 1982, deLeede
has grown to become one of

America’s top health, racquet and
sportsclub entrepreneurs, convert-
ing virtually all of his clubs to co-
ed operations. ABW President and
CEO commented, "Starting with
one small studio in 1982, we had a
(See ABW page 6)

Gold’s Gyms International Inks
Body Training Systems Deal

By Norm Cates, Jr.

When Kirk and John

Galiani shocked the health club
industy last summer with the acqui-

sition of Gold’s Gym Enterprises,
Inc., Kirk Galiani vowed to do the
things necessary to take Gold's
Gyms everywhere to a new lev-
els of excellence.

The announcement on
June 9th that Gold’s Gyms Inter-

national had signed an agrecment
with The STEP Company to in-
stall BodyPUMP and four other
Body Training Systems Programs
is a huge step in that direction and
the Galianis are living up to their
promises to the industry.

The STEP Company is
known in the business as the
company that brought STEP
Training to over 18,000 health
clubs in the U.S. And, for those
that were not in the business in
1990, the STEP provided a huge

boost to health and fitness clubs
everywhere at a time when the in-
dustry sorely needed it. Since
1997, The STEP Company,
lhmugh their Body Training Sys-
tems’ Division, has been installing
(See Gold's & Body PUMP page 30)

Wells Fargo Buys 1.9 Million Shares of Direct Focus, Inc. Parent of Nautilus

Now is clearly the most
exciting time in the history of the
health, racquet and sportsclub indus-

try for many reasons. One reason
is that club membership across the
U.S. is at an all time high of nearly
30 million. Now, there are more

commercial health clubs in the

. U.S. than ever, over 15,350.

Membership growth has been
boosted by the Surgeon General's

announcements in 1996 and an
ever increasing interest and dedi-
cation to exercise by consumers
around the globe. The Interna-

tional Health, Racquet and
Sportsclub Association (IHRSA)
has played a huge role in this in-

(See Wells Fargo page 16)
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FitnessMX.com Names
Mitch Wald President, COO

Top Industry Veteran To Lead The FitnessMX.com B2B Initiative of Creating
Efficiencies, Reducing Procurement Costs In Health And Fitness Industry

BE‘I‘HESDA, Md.—
June 15, 2000— FitnessMX.com,

a real-time B2B exchange cre-
ated specifically for the health
and fitness industry, announced

today that industry leader Mitch
Wald has signed on as President
(See Mitch Wald page 6)
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Dot.Coms Do!

Give Away Free Memberships, Create A Gigantic
Customer Base and Make Millions of Dollars In Profits!

By Steve Paterson

The DOT.COMS have
changed the rules and are changing
the way business is done worldwide.

Why is Yahoo a hugely
successful e-commerce giant with a
corporate net worth ten times greater
than Robert Murdoch’s FOX NET-
WORKS? ;

Because Yahoo gives its
service away FREE., And what a
valuable service if is. It’s FREE, no
charge or obligation to buy anything.
Ever.

How DOES Yahoo
Make Their Money?

By getting permission
from their happy customers to ad-

vertise other businesses products
and services to them. By establish-
ing goodwill with their clients by
providing their services for free, Ya-
hoo earned the right to make money
on advertising revenue and com-

. missions for sales to other busi-
nesses. If you haven’t heard of af-
filiate programs, you will.

This business model has
“EXPLODED” growth for all in-
dustries who use its power! It is not
just another successful marketing
campaign. It has changed market-
ing and sales forever. The face of
business will never be the same.

Hold Onto Your Hat!

Vcry soon, the fitness
industry will be flipped upside
down, so be sure your seat belt is
tight! (*Get the book “Permission

Marketing” by Seth Godin
seth@permission.com )

This is a frightening
thought for gym owners when they
first hear about it. “This won’t
work in the Gym industry!” they
say. This may be the first that many
of you have seen or heard of this
concept. It needs time tosink in and
be digested, but study it please.
Because the time will come where
you must partner with it or be a
*horse and buggy’ on a super high-
way!

This is how
a business model looks
using (c)FREE Gym
Membership Affili
Strategy

P UBLISHER’S
NOTE: The following is FIC-

TION. However,
those that are way
ahead of the curve
on e-commerce
are already envi-
sioning a different
health club world
because of e-com-
merce. Take for
example MARK
MASTROV, CEO
of 24 Hour Fitness,
the largest health
" club chain in the
world with nearly
400 locations.
While speaking to
the attendees at
the Global Indus-
try Summit held at

Steve Paterson

IHRSA in San
Francisco in March, Mastrov many in the audience. He said, “In
made a comment that shocked (See Paterson page 10)

Mr. Norman Cates
Cfo The Club Insider News
Box 681241

E

Club

June 20, 2000

Worm Cates’

Dear Loag Time YMCA Anonymous Employee,

Insider

©

Marietta, GA 30068-0021

&/9/00

Mr. Cates, | don’t know how you got a hold of my name and work address but | was d 1o receive your publ at
my YMCA. | was impressed by your article on page 220f the May 2000 issue. | am an exempt employee of an independent
single branch YMCA. | make a decent salary but my CEQ makes a great one and | think he deserves it

Why should hard working non-profit profi Is be p from g adeguate comp ? In your armicle you
reference how the president of the YMCA of the USA receives a higher salary than the Presiden: of the United States.
Perhaps you should have used a beticr benchmark. A lot of people can be placed in that category.

The information you choose to exclude is that the President of the YMCA of the USA oversees services and support to more
than 2,227 YMCAs across the country. How much does the CEO of Bally's or Gold's Gym make? | am sure it's not
comparable. Plus the President of the YMCA of the USA is not g any add; I P in the form of profit

1 am choosing to remain anonymous but | am writing 1o you today to thank you. Thank you for all the hard work you are
doing for the YMCA. Your diligent and passionate effort to remove YMCA tax-exempt status s 2 grest help to the ranonal
movement. I you don't already know, the National Office of the YMCA of the USA has specific guidelines and
recommendations for all YMCA's 1o follow. These are in place nof 1o insure a win in tax-exempt challenge hitigation. but 10
insure that each YMCA is fulfilling its mission. That's why what you are doing is so great for the YMCA.

Ilmuhntllnemm\’MCﬁ'slbqlmmlMmbas!hwmmdnmmﬂwm'nuhmu\mmtum-

exempt status challenged. Your efforts are helping them shape up. S0 it's almost like you and the other supporers of the
YMCA tax chall are the great of the YMCA. You are helping YMCA's all over the country remforce thew
commitment to Mission which is 10 help all. Not just the poor and underprivileged.

The majority of these people are children whose parents don’t have enough time for because their busy working to make ends
meet, of seniors that no body wants to bother with because they need special attention, or the physically challenged the
majarity of whom have less income to begin with and can’t afford a membership at 2 for-profit health club.

Thase of us who are doing real YMCA work thank you, thank you, thank you.

Respectfully yours,

A Jong nme YMCA employere.

In response to your letter to me shown oa the left side of this page, | have several comments:

(1) Your name and YMCA appears on our “Master” prometion Lis. Each month, in addition to mailing
The News 1o our paying subscribers, we mail ssmple copies 10 schected commereial
‘health chubs on our list Yo generally will receive a complimentary copy every 4 or § months. If you
would like o receive The CLLIB INSIDER News every month, just compietc the Subscription Form
on page #5 and mail it in with payment. We feel it is important 10 expose The CLUB INSIDER News
1o all commercial health clubs in the U.S. since we are all in the same business.

(2) Secand. it is wonderful to hear from my readers across the world that are loval 1o their employers You
are a shining cxample of loyalty. In fact, you seem to be SO loyal that you have allowed the truth to
escape your obviously high intelicct

(3) The truth that | am referring 10 is that the YMCA's of Amenica are nothing more and nothing, less than
FOR PROFTT commercial health clubs disguised as charity organizations. Who is fooling whom
here? You know, | know and the YMCA of America knows that what ya'll are now operating is a
shuam that is taking sdvantage of the ancient history of the YMCA. That sham causes Federal Taxes,
State Taxes and Local Taxes scross America to be higher for all Americans because the YMCA's of
America are not paying their fair share to support the infrastrocture of this great country! Charity nry
foot!

(4) You mentioned "Mega-YMCA's" nol fulfilling their missions. Thanks for your honesty. Heck. In the
Atlants srea, we have nothing but “Mega-YMCA'Y", except for the wonderful Butler Stroct YMCA
thast has stuck strongly 10 its mission for | guess over a hundred years. Why, we recently had onc new
YMCA 1o open that cost around $8 million tha sits smack dab in the middle of a neighborhood of
homes that start st $750.000 and go ap to $15 million esch! Chanty my foot

(5} You are welcome | am happy (0 be doing “God's Work™ by helping commerncial health clubs like the
YMCA's of America 1o improve their businesses. Don't get me wrong, | think YMCA's that stick w0
Their mission like the Botler Strect YMCA in Atlanta ase great for our country, And, yes. | too pray

peny for my family. And, yes | pray someday that God will provide our industry with an honest to God
level plaving field for all and that the YMCA's of America will begin to pay their fair share!

TAX THE YMCAvof the USA!

Very sincercly yours,

]
{ Ler'e - \_A.L._'__.
Norm Cates
Publisher and Editor

The CLUB INSIDER News
fst [HRSA President and Co-founder

PS5 Ohyeah | almost forgot. |'m sorry to sy | had to leave oul our YMCA Editonal and Ad this month
Because this DOT COM World Special Edition was packed. But, we'll be back with it next month!

everyday. | pray for the health of our country, 1 pray for my fricods in the commercial clob business. [

E-Mail: clubinsidernews@mindspring.com

P. O. BOX 681241 » Marietta, GA 30068-0021 * (770 850-8506 » FAX (770) 933-9698
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$ NORM'S NOTES °

ur sincere condo-
lences to the farmly and friends of
STEVE REEVES who passed
away at age 74 last month. May
he rest in peace.

*This SPECIAL EDI-
TION entitled The DOT.COM
World was published to provide
you with information that you may
or may not be able to use to move
your business forward in the fast
moving world of e-commerce. My
thanks to all of the contributing
authors and to the companies that
participated. Working on this Spe-
cial Edition for the last two months
made it clear to me how little [
know and how much I want to
learn. We plan to include a special
DOT.COM World segment in each
edition hereafter; so if you pro-
vided viable material that was not
published, we will try to publish it
at a later date and we thank you.

*Our page #3 this month
is full of block buster news. The
Wells Fargo deal bodes extremely
well for our industry as those fi-
nancial types don’t jump into deals
with poor futures. And, my con-
gratulations to club industry vet-
eran and Five Star club
entrerpreneur, TONY deLEEDE
as he has sold his 22 club Austra-
lian Body Works chain to L.A.
Fitness.

*Congratulations to
CHELSEA WALD, the winner of
a FULBRIGHT SCHOLAR-
SHIP! Chelsea is the daughter of
MITCH and PENNY WALD.
Check out the story on Mitch’s new
role with Fitness MX on page #3.

*Happy Birthday to BOB
“The Bod” DELMONTEQUE
who has now turned 80 years of
age. Bob is shown with a friend in
the photo on page # 24.

*Also, CONGRATULA-
TIONS to TODD and BRENDA
PULIS and their entire family as
their world class THOREAU
COMPLEX in Concord, MA. Cel-
ebrates their 50th Anniversary!

*Thanks to BONNIE
PATRICK of the Fitness Com-
pany for sending a copy of the
huge Special Section on health and
fitness recently published by the
Wall Street Journal. I'll have a
review of that publication next
month. STAY TUNED.

*LARRY KRIEGER,
former IHRSA President and long-
time Saw Mill River Club Gen-
eral Manager, has departed Club
Sports International for the role
of President of the Northern Cali-
fornia of JILL STEVENS
KINNEY and JOHN’s-CLUB
ONE.

*HealthSouth is going
to sue the Health Fitness Corpo-
ration over a dispute related to
the sale of the physical therapy
units which went South when the
deal with Healthrax was signed
last month.

*Congratulations to TSI
as their new club in Harlem is a
great success and has been well
accepled by the community.
Word is 80% of the staff was hired
from the area surrounding the
club.

*IHRSA recently con-
ducted focus group research in
Chicago and Boston on the fair
competition issue and the results,
written by IHRSA Executive Di-
rector, JOHN McCARTHY
were quite illuminating, and here
they are: (1) The public isn’t in-
terested in the fairness issue! To
the public, the fairness issue is an
intramural affair that doesn’t ef-
fect them. (2) The public IS in-
terested in the tax issue. Because
it effects them. Two messagees
that the public finds hard to dis-
pute are: (1) Taxpayers subsidize
every health club membership
that a charity sells. (2) If an orga-
nization acts like a business, it
should pay taxes like a business.
Further, a message that no one
disputed was: Selling fitness ser-
vices to adults is a commercial
activity,” John closed his sum-
mary as follows: “Therefore,
when we frame the argument
around the tax issue, we are stand-
ing on firm ground. On the other
hand, when we frame the argu-
ment around fairness issues, the
public couldn’t care less.” .

*TOM RHIND has
been named President of the
Power Hospital Corporation
and has announced that he will
deal only with for profit hospitals
in the future.

*LOU QUINT’S
Northwest Club Management,
Inc. now operates six clubs in the
Portland, Oregon area. That is
rapid growth since at the begin-
ning of the year, Lou’s company
operated one location. Quint is a
great guy and a straight shooter
and one of the people that gave
me great encouragement when |
had just started The CLUB IN-
SIDER News in 1994. Thanks
Lou and good luck with your ven-
tures!

*NICK LEMBO has
been named General Manager of
the new Northwest Athletic
Club in Maple Grove, Minnesota.
The new $12 million club is
owned and operated by the
Wellbridge Company, formerly

called CSL.

*DR. JAMES RIPKA has
departed from the The ALDEN
GROUP in New York City and has
started his own advertising and PR
agency called” “Big Bang Market-
ing.” Jim previously provided ser-
vices for the MedX Corporation.
Jim may be reached at: (516) 504-
7515 or email at:
BigBangMarket@aol.com

*RANDE LADUE, the
owner of Pro*Fit Enterprises, the
company that distributes the PACE
Group Exercise Program, has ap-
pointed Sisters PACE Fitness as
the new, exclusive Distributor of
Pace for Canada. Sisters Group
Fitness is owned by four sisters,
JANET DELLAIRE, KAREN
SMITH, ELLEN ROBERTS and
LOUISE WILSON. Good luck
ladies!

*American Health and
Racquet President, BOB WHET-
STONE, has announced the devel-
opment of its third facility to be in
Myrtle Beach, S.C. The new 13,000
square-foot facility will open in Oc-
tober, 2000 and will be located in
the downtown area of Myrtle
Beach.

*In a real coup for Gold’s
Gyms International, ROYCE
PULLIAM has changed his 7
World Gyms to Gold’s Gyms and
has received the exclusive Gold’s
Gym rights in the States of Ken-
tucky, Tennessee and the entire Cin-
cinnati, Ohio markeplace. Pulliam
projects 16 Gold’s Gyms in the
Kentucky-Tennessee-Cincinnati
markets within the next 4 years.
Pulliam commented, “Gold’s is
going in the right direction. [ like
their new long-term strategy and
growth plan.... They have what the
industry is looking for - leaders.”

*Senators BOB KERRY
(D-NE) and KENT CONRAD (D-
ND) have signed on as the 20th and
21st sponsors of the PEP Bill,
which if passed, would provide
$400 million over 5 years to physi-
cal education programs in schools
across America. Kerry is DAVE
PUTENSEN’s partner in the
Prarie Life Group of Clubs in
Nebraska. I'm glad to see both on
board, but | wonder what took
Senator Kerry, a club owner, so
long to get behind this important
legislation. I hope he is working on
his buddies in Congress so this PEP
Bill gets passed next year!

*Bally Total Fitness has
acquired JACK GARRISON’s 13
Portland-area facilities. Garrison, a
highly-decorated veteran of the
LAPD (Los Angeles Police Depart-
ment), began his club group in the
early 80’s as Nautilus-Plus, then

converted to Gold’s Gyms for sev-
eral years before selling to Bally,
Jack was one of the first Ameri-
can clubowners to develop ESOP
(Employee Stock Ownership
Plan), transfering significant eq-
uity positions to his key staff. That
brings the LEE HILLMAN led
Bally chain to 385 locations. And,
the Bally stock continues to trade
ataround 25. Also, recently, a fea-
ture writer for Crain’s Chicago
Business publication, noted that
Hillman had grown Bally’s rev-
enues by 16% to $861 million and
made special note of Bally's
website. Check it out at: http://
www.ballyfitness .com Bally’s
site is expected to generate $25
million this year, so there isa greal
example of excellent e-commerce
at work! Last, on June 9th, Janus
Capital announced it had pur-
chased an additional 499,275
shares of Bally Total Fitness, in-
creasing its stake from 8.5% to
10.7%! Janus Capital is one of
America's largest equity fund
management companies.

*ACE, The American
Council On Exercise, recently
made the following announcement:
“From Dr. Adkins to Volumetrics,
from Barry Sears to Eat Right For

Your Type, people are spending
more money on weight-loss diet

Let Us Hear About Your NEWS!

E Mail - clubinsidernews@mindspring.com

I need it to go along with my
BodyPUMP workouts I've started!
*Forbes Magazine has
picked in its annual “Best of the Web”
issue, five web sites which are the best
in the fitness industry. They are:
asimba.com, chshealthwatch.com,
ediets.com, fitnessonline.com and
gym america.com check them out!
*MIKE TALLA’s Sports
Club Company has amended its
stockholder rights plan to allow Talla
and others to buy back more of the
stock. If this keeps up, SCC could be
a private company again. That might
be good for Mike and the industry.
*Congratulations to KIRK
GALIANI and his team as Gold’s
Gyms has won, for the third yearina
row, the Advertising Club of Los An-
geles’ Belding Award. Congrats also
to the talented, DEREK BARTON,
Marketing Director for Gold’s.
*BAHRAM AKRADI, the
founder and President of an emerging
giant, has secured $40 to $50 million
in additional financing for Life Time
Fitness’ massive expansion activity.
Akradi, an Iranian immigrant and
dishwasher at age 17, is a great story
of living the American dream!
*Don’t forget to write in your
calendar for November November 29
thru December 2nd for the IHRSA/
Athletic Business Convention in
Orlando and the biggest one of them

subterfuge and less time staying fit.  all, the 20th Anniversary of IHRSA
In an effort to help consumers cut  Convention and Trade Show in San
through the clutter of the weight- Francisco, California, March 21st -
loss fads and gimmicks saturating ~ 25th. Call (800) 228-2772 for IHRSA
the market, ACE has endorsed “The  membership and convention info. See
9 Truths About Weight Loss" you there!
(Henry Holt & Company) by Daniel *STAY TUNED!
S. Kirschenbaum, Ph.D. Thanks Mercnk
ACE folks for sending a copy to me. Ll

Norm Cates’

SClub

Name (s):

lnsule

bubsulptlon Form

Club Name:

Attach List For Additional Subscriptions

Address:

City, State, Zip:

Telephone:

Discover

$79 (U.S.) - 18 Issues (Includes Canada)
$59 (U.S.) - 12 Issues (Includes Canada)
International - $149 (U. S.) Per Year
Check Enclosed or Charge My
American Express

Exp. __

Exp.




PAGE 6

EClub insider

Mitch Wald...

continued from page 3

and Chief Operating Officer to
oversee the implementation and
growth of FitnessMX.com.

Mitch most recently
served as President and Chief Op-
erating Officer of Sport & Health
Company, which owns and oper-
ates 27 premier health clubs in the
Mid-Atlantic region. He was re-
sponsible for the operational and
financial success of all clubs.

In 1990, Mitch served as
President of the International
Health and Racquet Sports Asso-
ciation (IHRSA), the leading as-
sociation serving the health and fit-
ness industry. Additionally, he re-
ceived IHRSA’s Marketing Excel-
lence Award (1986), served on
IHRSA’s Board of Directors
from1987-1991, and was honored

with [HRSA’s Distinguished Ser-
vice Award in 1996.

Mitch’s extensive back-
ground and experience in the health
and fitness industry includes over
20 years experience with Smith
Club Management, an affiliate of
The Charles E. Smith Company,
where he was responsible for over-
secing operations and management
of their health and athletic clubs —
including Worldgate and The Sky-
line Clubs. Prior to joining
FitnessMX.com, Mitch served as an
independent consultant, assisting
the company in its early stages of
development.

“When 1 first heard of
FitnessMX.com, I thought it
sounded like a cutting edge oppor-
tunity - but to see it coming to frui-
tion is truly exciting,” Mr. Wald
said. “Until recently, the health and
fitness industry had always been a
hi-touch, low-tech field. However,

FitnessMX.com allows this in-
dustry to streamline its procure-
ment, by leveraging the power of
technology and the Internet.
FitnessMX.com allows the
people running the clubs to con-
centrate on running the clubs. The
beauty and added value,” he con-
tinued, “is that FitnessM X.com is
completely focused on the needs
of the health and fitness industry.
With this integration, | now know
FitnessMX.com will have a sig-
nificant and positive impact on
the industry.”

“We are proud and ex-
cited to have someone of Mitch’s
caliber leading the day-to-day op-
crations of the company,” said
Co-Founder Richard G. Warren.
“Although this is a multi-billion
dollar industry, it’s an extremely
tight community. Mitch has been
there from the start and has
helped nurture and grow the

JUNE ISSUE

health and fitness industry to its
current stature.

“With nearly 700 health
clubs already signed up, and the
group of participants growing
daily, Mitch’s continued commit-
ment to work in the best interest
of the health and fitness industry
enables FitnessMX.com to ensure
that the value offered to both buy-
ers and suppliers in our hub will
not only be achieved, but maxi-
mized,” said Co-Founder Avi
Adler. “We know Mitch had many
choices, and we feel extremely for-
tunate that he has chosen to join
the FitnessMX.com team as Presi-
dent and COO.”

About FitnessMX.com

medcd in November
1999, FitnessMX.com is the pre-
mier, fully integrated market ex-
change for the health and fitness

industry. FitnessMX.com offers a
true vertical portal for industry
buyers and suppliers featuring one-
stop shopping — from towels to
treadmills —and industry services.
By combining commerce and con-
tent, FitnessMX.com provides key
features including:

* Buyer “request a bid”
from single or multiple suppliers

* Buyer e-procurement
and cataloging capability

* Supplier-to-buyer auc-
tions and Value-added interactive
e-tools for all participants real-
time, seamless customer relations
management (CRM) service.

Contact:
FitnessMX.com
Richard G. Warren, 301/652-2248
rich@fitnessmx.com
or
Avi Adler, 301/652-2248
avi@ﬁtmsmx.com

 Tony de Leede teaching Body PUMP at
Grand Opening of last ABW Club

ABW...

continued from page 3
great run in Atlanta. We are
pleased to be selling my clubs to
very good people with a very good
product. | have no doubt that they
will substantially strengthen the
foundation that we have laid.”

In addition to operating
his 22 club chain, deLeede also
acquired controlling interest in
CardioTheater, the company that
pioneered the concept of “Exer-
cise Entertainment.” In the recent
past, deLeede has engaged Cardio
Theater in a marketing alliance
with high-powered E-Zone Net-
works, Inc. and now serves as Ex-
ecutive Vice-President for Global
Development for E-Zone. Ulti-
mately, an acquisition of Cardio
Theater, Inc. by E-Zone Net-
works, Inc. seems to be in the
cards,

L.A. Fitness was
founded in 1984 and is operated

by Principals, Chin Yi and Paul
Norris. The third L.A. Fitness
partner remained unnamed. Since
1984, L.A. Fitness has been grow-
ing at a rate of 30% per year. L.A.
Fitness is making a strong move
into major U.S, markets and now
operates 41 locations in Califor-
nia, Arizona, Florida, New Jersey
and Pennsylvania. The acquistion
of ABW'’s 22 locations in Atlanta,
brings the number of facilities
owned by L.A.. Fitness to 63 with
11 in various phases of construc-
tion.

L.A. Fitness is now roll-
ing out major-full-service 40,000-
50,000 square-foot upscale facili-
ties, complete with full court bas-
ketball, lap pools, steam, sauna
and spa facilities, complete work-
out floors and cardiovascular ar-
eas. They also provide boxing,
indoor cycling, step, aqua aerobics
and yoga as well as numerous
other group exercise classes. Ad-
ditional amenities include per-

sonal training, diet and nutritional
counseling, sports rehabilitation
and Kids Klub babysitting. L.A.
Fitness plans to offer similar fa-
cilities in the-Atlanta area soon.

The Mission Statement
for L.A. Fitness reads: “The Mis-
sion of L.A. Fitness is to create a
national network of full service
sports clubs while offering our
members the widest range of
amenities at the lowest possible
price.”

The principals of L.A.
Fitness wish to maintain a low-
profile as they grow their com-
pany. Our thanks to L.A. Fitness
Vice President, Paul Norris, for
providing The CLUB INSIDER
News with this important story just
24 hours before our deadline. Paul
Norris, commented, “Although
we are a privately held company
that does not disclose sales figures
or growth plans, we felt an acqui-
sition of this magnitude required
comment.”

«Dot.Com

continued from page 3

lower costs across the board.

In the health club busi-
ness a number of big companies
are betting heavily on the prospect
that e-commerce, through the uti-
lization of captive “eye-balls” in
health clubs, will pay big divi-
dends. Many of the top club
groups in North America are al-
ready on the bandwagon in a big
way. Take Bally Total Fitness, for
example, whose e-commerce de-
partment is projecting $25 million
in revenue for this year, The Bally
website is currently experiencing
17-million hits per month! Bally’s
web site enables members to
schedule appointments with train-
ers, book reservations for exercise
classes, make credit card pay-
ments and buy vitamins and work-
out gear. Prospective members
can go on-line to get 2-week
passes. Currently, over 50% of the
on-line guest pass users are be-

coming members. On the supplier
side, The E-Zone Network recently
hired veteran Michael Stein, for-
merly with Warner Brothers and
Stairmaster and announced that it
had exceeded 10,000 tower instal-
lations in over 300 clubs. The E-
Zone folks say they have signed
agreements for 30,000 installa-
tions. Netpulse, Founded by Tom
Proulx, blew a lot of club industry
minds when it announced early this
year that it planned to give away
its systems to qualifying clubs.
That move could easily be argued
as the first major clue that Exercise
Entertainment, formerly a concept
intended to attract and keep mem-
bers exercising, was going to be-
come a nationwide “eye-balls”
hunt. Now, everybody in the indus-
try is beginning to figure out what
Proulx and his new alliance
partner's Life Fitness and Bally
Total Fitness, already knew. That
is major corporations now pay ma-
jor bucks for access to your
member’s “eyeballs.” For example,
E-Zone now has Cleveland Golf,

Linens ‘N Things, Stairmaster,
Reebok and Logic Nutrition
signed to advertising contracts.
Netpulse has such as giants as
Toyota, General Motors,
WebMD, iVillage, Proctor and
Gamble and HealthCentral
signed to ad contracts.

A “Backdoor” Approach

Both E-Zone and
Netpulse started their campaigns
a few years back by selling their
systems and hardware to clubs.
Netpulse defined and intensified
the “eyeball™ hunt with their an-
nouncement right after the new
year that they were beginning to
give away their systems to quali-
fied clubs.

This beginning left
many club owners asking, “Hell,
I just paid big bucks for the sys-
tem! (you fill in the blank) Now
it is free! What kind of deal is
that?” But, giving credit to both
E-Zone and Netpulse, they made
adjustments with those clubs as

they have moved rapidly into the
“eyeball hunt.”

The DOT.COM World
— A Special Edition -
An Overview

For this Special DOT
COM. World edition, we've
reached out and obtained help
from several experienced e-com-
merce folks. We've provided 2
brief “book reports” for you on
two books: ‘NET FUTURE' the
7 cybertrends that will drive
your business, create new wealth
and define your future and, a
book recommended by Jon
Webster, the President of Na-
tional Gym Supply, "Futurize
Your Enterprise." We’ve also
published a DOT.COM World
glossary of terms and definitions
that you need to know as we
move into this warp speed world.
We have a special report from
Michael Scoft Scudder, the
President of FitFocus entitled,
“A Primer On The Internet and

Web Site Marketing For Clubs."
We also have included a report
from the Brick Bodies’ Director
of Marketing, Kim Donovan, on
"E-Commerce For Your Club."
Plus, we've included in this Spe-
cial Edition an interview with
National Gym Supply President,
Jon Webster and an article sub-
mitted by Steve Paterson, en-
titled: “Do  What The
DOT.COMS Do!," a fictional
piece in which Steve visualizes
the year 2005 and a world in
which health clubs are being
built where they give away their
memberships for free! Very in-
teresting, thought provoking
reading! Also included in this is-
sue are several overview reports
about DOT.COM companies that
are now engaged in the health,
racquet and sportsclub industry,
as well as our normal latest in-
dustry news. Hope you enjoy
this Special Edition- "The
DOT.COM World!" Stay tuned.

faizl
 —
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APRIMERONTHE INTERNETAND
WEB SITEMARKETING FORCLUBS

By Michael Scott Scudder

Trying to run a modemn
health club without a web site is like
attempting to charge $100 a month
membership dues in a tired old club
with 15-year old equipment! You
can try it, but it’s likely that “that dog
won’t hunt!™

The advances in current
technology are enticing owners and
operators the world over to consider
the Internet as THE new vehicle for
marketing their clubs and interac-
tively stepping up efforts to increase

retention. Consider a few current
statistics:

* It is estimated that over
100,000,000 people use the
Internet everyday - just in the
United States alone!

* A new web site is reg-
istered every 5 seconds.

* Predictably, 40% of
any club’s marketplace (custom-
ers and potential customers within
a 15-minute drive time) have email
addresses.

* Over 50% of most
clubs’ members have email.

Now add to the mix
some commonly-known facts:

SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

—I;poned & Domestic Textile Products

Take the guess work out of your. . . .

Towel Purchasing
Satisfaction Guaranteed

QUALITY PRODUCTS
at

COMPETITIVE PRICES

@0

Commercial Products
Authorized Distributor

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

[RRSA

ASSOCIATE MEMBER

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

* Most people pay little
attention to health club newspaper
advertising - ads all look the same.

* Newspaperand Yellow
Page advertising generally only
strike the “already-interested”
markets - not the more well-heeled
“Yet To Get Fit” markets.

* We still have an indus-
try attrition factor approaching
40% annually.

* The sought-after “de-
conditioned™ markets are leery of
clubs and anticipate high-pressure
selling tactics when they come into
a club to ask about membership -
and consequently, often stay away
from clubs.

Web sites provide a host
of services to members and poten-
tial members that other forms of
marketing simply cannot touch:

* The “soft tour” for
prospects. Potential new custom-
ers can tour your club in the com-
fort of their own home or office,
using “virtual graphics™ to find out
about facilities, services, pro-
grams, even costs.

* Information updates
can be processed at the fastest pos-
sible speeds and lowest operational
costs by posting on a web site.

* Club newsletters can
be produced less expensively and
more effectively over the web,
reaching people that regular mail
doesn’t - at far less cost.

* Club programming,
class registrations, special events
and interactive health/fitness edu-
cational services are a natural for
a web site.

* Club “member activity
points,” which can be posted on a
web site, are an effective way to
keep people exercising.

Club operators should
consider that less than 40% of a
target audience reads perceived
“junk mail,” while over 60% of
any audience will read email.
Email is faster, cheaper and more
effective. To the customer, it
speaks well of your club to have a
web site and email communica-
tions because you are viewed as
“modern™ in his/her eyes. Most
email messages take less than a
minute to read, where the percep-
tion of the member or prospect is
that it will take far longer than that
to get information from a club
from other “standard” methods.

What are the essentials of

a good web site? According to ex-
perts in the field, the following are
musts when developing a site:

* Most importantly, the site
should be customer-oriented, not
club information heavy. Talk about
what will appeal to customers on
each page, NOT what you think dif-
ferentiates you from other clubs.

* Aweb site should be text-
heavy and graphics-light. (Graph-
ics slow down pages, and most read-
ers won't stick around for “long
loads.” Where you must use graph-
ics, keep it simple and tell the viewer
how long it is going to take to load,
or that he can “Save” the file for off-
line viewing. Also, text should be in
easy-to-read sentences; bullet points
are more effective than long para-
graphs.)

* Easy to maneuver
around. Simple instructions on how
to get to pages.

* Colorful. Colors are ap-
pealing to the average reader.

* Artfully developed “teas-
ers.” Start an article, and then have
abutton that can be clicked on to get
“More.”

*Giveaways, downloads
and easy-to-get information articles
that can be handily printed out by the
reader are a must.

* Club hours, class sched-
ules, enrollment opportunities and a
club e-store should be on every site.

* “Special” pages for tar-
get markets (seniors, inactives, teens)
should be included.

There are a host of ways to
get a web site started. Remember,
the strategic keys are: get your site
published, register your domain
name, set up an account with an ISP,
get recognized by search engines,
and let the industry know what
you're doing. If that sounds too hard,
consider the following:

* Barter with a member in
the technical field. (Be careful, he
may be likely to do HIS web site
rather than YOURS, if left to his own
designs!)

* Hire a development firm.
This can range from a low of $1000-
$1500 to well over $25,000.

* Download any of several
“free web development kits™ from
sources such as Netscape, Microsoft,
Yahoo, America On Line, etc. Most
of them are relatively easy to use and
are editable.

In summary, smart opera-
tors must now consider that the mar-

Michael Scott Scudder

kets for fitness have changed, and that
there are more market segments than
ever before. These segments are of-
ten “lifestyle” oriented (GenXers,
boomers, late boomers, seniors), and
will be reached most readily by more
sophisticated individual approaches
(the Internet) than by traditional,
mass-markel approaches (newspa-
per, radio). People using the Internet
will double from the current numbers
in less than five years. E-commerce
will increase onehundredfold in less
than three years. Techno-savvy clubs
will be there to reap the rewards.

(Sources used for statistics:
Guerrilla Marketing Newsletter,
Trend Letter, AltaVista search,
IHRSA's State of the Industry Report
1999, Gilder Technology Report,
Michael Scott Scudder independent
research.)

(Three must-read books for
modern marketing technigues: Sell-
ing The Invisible - Harry Beckwith,
Warner Books; The Pig and the Py-
thon - David Cork, Prima Books; The
Roaring 2000s - Harry S. Dent, Jr,
Simon & Schuster.)

(Michael Scott Scudder,
noted fitness industry consultant and -
motivational speaker, was one of the
first club operators to use compui-
ers and has actively been involved in
technology for nearly 20 years. He
has advised club management soft-
ware companies on design, develop-
ment and marketing (Aphelion, Leg-
end and CSl), has consulted to inter-
active exercise software makers
(FitLinxx, Schwinn's Fitness Advisor
and SciFit), and heads Fitness Man-
agement magazine's Nova 7 Awards
committee for “Web Sites and New
Technology.” Scudder’s web site,
www.michaelscottscudder.com, regu-
larly receives over 14,000 hits per
month. He can be reached through
his web site, by email at
fitfocus@aol.com, or by telephone at
505-751-4236.)
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§ years I would not be surprised—

to see clubs providing member-
ships to the public for free!” Other
leading edge thinkers like the
people at E-Zone Networks and
Netpulse are already ahead in the
movement to “capture eyeballs.”

Steve Paterson is the
Vice President of Sales for World-
wide ~ Fitness
(WorldwideFitness.Com), a
Southern California-based com-
pany whose business is buying
used and selling refurbished fit-
ness equipment. Worldwide Fit-
ness is one of the leading market-
ers of refurbished fitness equip-
ment in the world and Steve
Paterson has used e-commerce
very aggressively for several years

While the article that fol-
lows may upset some readers, his
writing certainly gives new ‘food-
for-thought'. In fact, contained

~within the article are comments

about the GymBusiness.com
Group that are not fictionat-and
are actually taking place.

The Publisher of The
CLUB INSIDER News in no way
endorses the notion of the estab-
lishment of health clubs that pro-
vide memberships free to the pub-
lic. In a time where the approxi-
mately 60-year old health, racquet
and sportsclub industry is attain-
ing credibility with the public that
permits memberships to be sold at
a fair price for fair services pro-
vided, it is the opinion of the Pub-
lisher that the “eyeballs” sought
by advertisers should be member-
ship dues paying eyeballs. How-
ever, Steve Paterson provides sev-
eral viable concepts in his writing
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P> The only “how-to” Faxletter for
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that could easily help health
clubs generate additional gross
revenues from their operations.
In our opinion, therein lies the
true value of this FICTIONAL
work and is the sole reason for
the publication of this article.

This is how
a business model looks
using (c)Free Gym
M rship Affiliate
Strategy

Fru:Gyms.cum is in-
corporated on November 20th in
the year 2000. FreeGyms.com
opens with 5 facilities in leased
space within an 80-mile radius in
beautiful Southern California.
Upon lease signing, the business
development process begins.

Business Equipment
Sponsorships

The first phase puts to-
gether 22 different businesses that
agree to buy all the fitness ma-
chines needed for each location
and give them to FreeGyms.com.
The agreement with these busi-
nesses is they pay for the exercise
machines and FreeGyms.com
mounts a nice gold plated plaque
that is 3" x 3" on each exercise
machine. This plaque promotes
the sponsoring business and gives
their phone number and website
address. The agreement states that
these plaques will stay on each
machine for at least 3 years.

The benefits fo each
sponsoring business is 3 years of
exposure to the local members
who will use each machine over
100 hours every month. These
participating businesses write off
the fitness equipment cost as a
marketing expense in year one.
And get 3 years of exposure at no
additional cost.

Free Membership
Campaign

Thc next phase is

member recruitment. Of course
FreeGyms.com does not have a
sales staff. So they use 2 very ef-
fective and costfree methods to
harvest members by the thou-
sands.

The first strategy is Pub-
lic Relations or Free Press using
Paul Hartunian’s steps to free press
(call 973-509-5244 to get your free
report on PR). Very quickly local
magazines, newspapers, radio

shows, and local TV cable channels
want to do a story about the
FreeGym.com, the company giving
away thousands of free member-
ships to anyone over 21, The local
TV news and the CNN local edi-
tion reporters race frantically to be
the first to cover the story. 3 TV
news helicopters circle over the 5
locations on opening day.

The other method to har-
vest members is also very effective.
Over a 30-day period
FreeGyms.com contacted 500 lo-
cal businesses and gave each busi-
ness gift certificates for a FREE
year gym membership at any of the
5 locations. These businesses were
instructed to give these certificates
away to all of “their” own custom-
ers. These 500 businesses give
away an average of 50 free one year
memberships every week and bring
in about 25,000 FreeGyms.com
application requests every week
leading up to the grand opening.

However, there are re-
strictions to this free membership.
Members have to be over 21. And
everyone must fill out the member-
ship application correctly and com-
pletely before their membership
card is issued. To be approved, the
member must agree to be targeted
by FreeGyms.com business asso-
ciates. And this application has 33
questions about lifestyle, buying
habits and income level. If any part
of the form is not completed or if
the marketing waiver is not signed,
the application for the
FreeGyms.com membership is de-
clined.

At opening  day
FreeGyms.com has 25,000 appli-
cations authorized and approved
and after 2 weeks 100,000 mem-
bership cards were issued between
the 5 locations.

Needless to  say
FreeGyms.com was the talk of
Southern California. Which was the
plan because this publicity leads
FreeGyms.com into their next
(most important) strategy.

How FreeGyms.com
Makes Money

The next and most im-
portant step is how FreeGyms.com
makes money. They do so by build-
ing partnerships with businesses
who sell products and services to
customers like FreeGyms.com
members. Since 5% of the new
FreeGyms.com members are local
business owners, it made this task
much easier.

FreeGyms.com members
that are local business owners are met
with individually by FreeGym.com's
executives. The co-op marketing
philosophy behind giving away a free
gym membership is carefully ex-
plained. They relate the new
member’s agreement that they must
accept the advertising efforts by
FreeGyms.com business associates
while in the clubs. They explain how
these participating businesses have
sponsored their free membership.
And, they explain that to guarantee
that this free gym strategy continues,
the members are asked to buy the
products they need, from these affili-
ate businesses. They explain to the
potential business associates how this
free gift strategy links to basic hu-
man emotions. After the affiliates un-
derstand the potential marketing and
sales benefits to their business, they
rapidly signed up to be partners.

The most creative and in-
teresting part of this Free Gym Mem-
bership marketing strategy is the part-
nerships and the variety of methods
for producing income for
FreeGyms.com and generating sales
for the business associates involved
in the program.

PROFIT CENTERS
FOR FreeGyms.com

Fnlluw'mg is @ brief de-
scription of 5 key profit centers used
by FreeGyms.com and the associate
partners.

1) PROMO PAK - Every
month a Promo Pak was mailed to
each member at home. This Pak in-
cludes over 100 coupons, free
samples, brochures, 2 for 1 specials
and an assortment of offers, all pro-
moting FreeGym.com Associate’s
products to FreeGyms.com mem-
bers.

The charge for each busi-
ness was $325 per location each
month.

The members were excited
to receive the PROMO PAK every
month because of all the coupons and
special offers. This Pak generates
approximately $130,000 in PROF-
ITS every month between the 5 lo-
cations.

2) INDOOR BILL-
BOARDS - Another profit genera-
tor is indoor billboard advertisement.
FreeGyms.com utilized an interior
design expert to create large colorful
frames that hang on just about ev-
ery available wall space in each

(See Paterson page 29)
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Internet More Popular Than TV

Among Active Lifestyle Consumers

Netpulse Communications Announces the Launch of its Metrics Initiative:
Regularly released data about Active-Lifestyle, Affluent Web users in the U.S.

SAN FRANCISCO-
Netpulse Communications, one of the
world’s largest Intemet media network
largeting upscale, active-lifestyle con-
sumers, announced that fitness center
users in North America chose to use the
Internet 52 percent more often than tele-
vision while exercising on Netpulse-
equipped cardiovascular equipment
during the first quarter of 2000.
Netpulse enables active lifestyle users
to surf the Web, shop online, email,
watch television, listen to music, and
track their workouts on cardiovascular
exercise equipment. Netpulse is
partnered with nine of the top 10 fit-
ness center chains in North America.
This announcement illustrates the first

Netpulse-equipped fitness centers is
the first-ever glimpse of the behav-
ior of a large, affluent audience
whose media use, before now, had
not been measured in a fitness cen-
ter setting, These people are difficult
toreach through traditional media be-
cause of their active lifestyles, and
Netpulse is the only source for this
information,” said Tom Proulx, CEO
of Netpulse Communications. “The
fact that this attractive demographic
chooses the Internet over television
when given the choice is an impor-
tant message to advertisers.”
Email and Search are the

top two Netpulse channels.

Netpulse Channel Percentage of
all Clicks:

in a series of regularly released data 1 Email 19.47%
about active-lifestyle users of the 2 Search Engines  1659%
Internet and other media from Netpulse 3 Money 9.12%
Communications, the first and only 4 Sports 847%
company with knowledge of Internet 5 Entertainment 828%
usage behavior in fitness centers. 6 News 8.08%
“The usage data that we de- 7 Travel 4.78%
rive from our extensive network of 8 Shopme 3.70%

3.53%
3.44%

9 Fitness
10 Careers

Source: Netpulse Com-
munications, March 2000. “Active-
lifestyle people who can’t get it all
done at work can continue being
productive while using Netpulse,”
Proulx said. “Netpulse provides an
ideal distraction from working out for
active-lifestyle users.”

g

thpulse is one of the
stickiest advertising mediums avail-
able. Alarge, captive audience look-
ing for a distraction from their work-
out regularly spends an average of
20 minutes at a time on Netpulse
machines and uses the machine an
average of two times a week.
Netpulse users are:
— a median of 31 years of age,
— 53 percent female and 47 per-
cent male;

Fitness Center members:

— 70 percent more likely to eam over
$100,000 than the average Web user.

— 59 percent more likely to be col-
lege educated than the average Web
user.

— 46 percent more likely to be top
management than the average Web
user.

— 16 percent less likely to be reached
by conventional media than the aver-
age Web user

Source: MRI—individuals
who work out at a fitness center two or
more times a week.

The Netpulse Network isone
of the most powerful broadband con-
tent delivery platforms available on the
Web today. Its highly-convergent PC/
TV environment and high-speed,
highly-compelling rich media platform
offers a powerful altemative to the ad
banner, providing advertising and mar-
keting partners with a state-of-the-art
channel through which to reach highly-

captive, highly-affluent active adults
while they work out.

About N
About Nepuise

Neipu!se is the world’s
largest Intemet media network target-
ing upscale, active-lifestyle consumers.
Utilizing a proprietary Internet appli-
ance that attaches to exercise equip-
ment, Netpulse is building an all-broad-
band network that is one of the “sticki-
est” platforms on the Net. The
company's initial focus is the 100 mil-
lion consumers who exercise in fitness
facilities worldwide.

These consumers have a
combined purchasing powerof $3.3 tril-
lion annually and spend 120 billion
minutes per year on exercise equipment
that can be outfitted with Netpulse.

Services provided by the
Netpulse Network(TM) include Web
surfing, e-commerce, email, music, per-
sonal TV, workout tracking, custom

(See Netpulse page 24)

Michael Levy Receives “Lifetime
Achievement” Award From IHRSA Canada

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

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

Niagnm-un-ﬂm-]_zke,
Ontario- On June 1st, at the annual
meeting of IHRSA Canada at the
White Oaks Conference Center, John
Wildman, President of Toronto's Fit-
ness Institute, speaking on behalf of
the Canadian health club industry,

presented Michael Levy with [HRSA
Canada’s highest "Lifetime Achieve-
ment"” Award.

Micheal Levy hasbeeninthe
business for over 27 years and along
with his long-time partner, Jay Kell,
now operate all of the Bally Total Fit-
ness Clubs in Canada , several in Up-
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state New York as well as the Sports
Clubs of Canada, which they sold to
Bally last year.

IHRSA Canada President,
Clive Caldwell, owner of the Adelaide
and Cambridge Clubs in Toronto and
the Montreal Athletic Association in
Montreal, commented, “Michael Levy,
in concert with his partner, Jay Kell,
has made innumerable contributions to
promoting, developing and uniting the
Canadian health club industry. The in-
dustry continues to benefit from his
thoughtful guidance and visionary lead-
ership.”

While it is entirely appropri-
ate that Michael Levy singularly receive
thisaward and we congratulate Michael
warmly, it should be said that IHRSA
Canada could not have gone wrong had
they decided to give out two awards in
this instance, The second could have
well gone to Michael’s excellent long-
time partner and friend, Jay Kell. Con-
gratulations Michael (and Jay) on this
award as your excellence seems to have
come through your outstanding team
work over the years!
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"...my members use it,
they love it,

-they tell their friends,

Gil Ruiz ¥

Owner / Operator

ve) Lifestyles 2000 Fitness, Utah
/ Better Bodies Fitness, Colorado

they kee coming back!
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Gold sGymIntemauonal’IbﬂmszthFummImk

FAL[S CHURCH, Va.-
Gold’s Gym International announced
recently that it will outsource the host-
ing and maintenance of several busi-
ness-critical applications, including
Microsoft Office, Microsoft Exchange
and Legend, a health club management
application to FutureLink. FutureLink
is one of the first Application Service
Providers. The agreement is for 3 years.

Gold’s selected FutureLink
because they offered a tumkey solution
to deliver complete, standardized infor-
mation technology (IT) services to their
corporate workers and franchisees.
Flexibility and cost-efficiency were key
considerations for Gold's when mak-
ing this choice. The transition will hap-
pen without extensive user training and
the need for remote [T resources. The

turnkey solution included in-house
technical support and a per club/per
user pricing model that will help
Gold's with exact cost estimates of
getting a new gym up and running.

Ease of access by the fran-
chisees was also a prime consider-
ation.

Jeff Skeen, Gold’s Gym
Chief Information Officer com-
mented, “As an organization, Gold'’s
Gym believes strongly in expertise
outsourcing.” Skeen added,
“FutureLink’s level of Citrix exper-
tise and experience in hosting appli-
cations for other organizations were
important factors in our decision to
outsource hosting and management
of our critical business applications
to FutureLink.”

Theinitial implementation

will support end users at Gold’s cor-
porate offices and fitness facilities lo-
cated in the Washington, DC, and
Venice, Calif. markets.

About Gold’s Gym

Gnld’s.Gym is one of
the most recognized names in the fit-
ness industry. Founded in 1965 in
Venice, Calif., it was known as the
place for the “serious” workout.
Bodybuilders outside Muscle Beach
found an inside haven at Gold's
Gym, which quickly became know
as “The Mecca of Bodybuilding.” In
1975, Gold’s Gym received interna-
tional attention when it was featured
in the movie “Pumping Iron™ with
Amold Schwarzenegger and Lou
Ferrigno. In 1980, the Gold's Gym

Licensee program began. Recently, in
The Guinness Book of World Records,
Gold’s Gym was recognized as the larg-
est international gym chain, which cur-
rently has over 550 facilities serving
over 2,000,000 members in 47 states
and 26 countries. Gold’s Gym is antici-
pating within the next three to five years
to grow that number to over 1,000 fa-
cilities worldwide. Between the gyms,
licensed products and the never-ending
publicity in feature films, television and
print, the Gold's Gym name has become
one of the most visible logos in the
world.

About FutureLink

Fu!umUnk, The Applica-
tion Utility Company(TM), is one of
the founders of the Application Service

Provider (ASP) industry and a found-
ing member of the ASP Industry Con-
sortium.

FutureLink’s ASP Division
provides businesses with off-site,
Internet-based computing. The
company’s Server-Based Computing
Division builds application server farms
and provides Microsoft and Citrix ap-
plication server software integration
services. With server-based computing
solutions, FutureLink s customers man-
age their own server farms while utiliz-
ing FutureLink’s consulting expertise.
For more information, contact
FutureLink toll-free at (877) 216-6001;
e-mail: sales@futurelink.net; or visit the
FutureLink Web site at http://
www.futurelink.net.

Fl
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The Most Advanced Weight
Management System for
Today’s Health Clubs

Adding Maximum Profits the Right Way!

The GymBUSINESS.Com Group...
“Making Gyms Make $Money$” |

We will teach you how to add
$450,000 of revenue to your club

IMMEDIATELY'! |

The GymBUSINESS.Com

Group specializes in man
turn-key operations that will
transform ANY size club. |

The GymBUSINESS.Com Group’s
Profit Centers can Equal =

$269,700 for 300 members
$449,500 for 500 members
$1,069,800 for 1000 members

Call Toll Free 1-877-848-0717 Today for a Free
Report on “Maximized Revenues” in the Fitness
Industry or e-mail us at greg@gymbusiness.com

Solid Meat
and Potatoes
at MedXonline

cd}(unlmc dot-
com provides prospective buyers
of MedX equipment instant ac-
cess to detailed product informa-
tion and puts numerous business-
building resources at the finger-
tips of existing customers. This
includes a full rundown of the
MedX selectorized machines,
plus the new Avenger Training
System of plateloaders, MedX
Medical equipment, the MedX
Stretch, and the golf-athlete
training program.

The official company
site of MedX is designed to be
“novice-user friendly,” accord-
ing to Terry Duschinski, MedX
product manager.

“We tried to make it solid
meat and potatoes type stuff, heavy
on content without gratuitous
flash,” Duschinski explained. “A
lot of web sites are exhibitions of
the graphic artist’s skills, which
many times leaves the novice web
user confused about plug-ins,
downloads, special software, and
scripts. You don’t need to have
mastered today’s cutting edge tech-
nology to comfortably navigate our
site.”

MedXonline-dot-com
also supplies relevant exercise in-
formation, including a guide to
strength training by Ted
Lambrinides, Ph.D., and Ken
Mannie, strength coach at Michi-
gan State University, Dr.

Norm Caten’

ECluh Insuler

S eeks
Contributing Authors

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

Lambrinides also writes an Exer-
cise Science Update.

Arthur Jones’ classic Bul-
letin No. 1 and Bulletin No. 2 can
also be accessed through the site.
These 30-year-old manuals
chronicle the training philosophy of
the MedX founder.

Pictorial instructions for
the use of most selectorized ma-
chines launch in a “child window"
on the data sheet for each model.
These also can be downloaded by
MedX customers for use on their
own web sites.

The customer support area
(www.MedXonline.com/Support)
provides downloads of stock MedX
photos, logos, a template press re-
lease, and chart-making software
that works in Windows95. Dimen-
sions and other specs on all MedX
equipment are also posted.

Various forms are pro-
vided throughout the site enabling
those seeking product information
to receive quick attention from
MedX product specialists.

The site also contains
state-by-state listings of therapy/
rehab clinics that feature MedX
medical equipment, helping con-
sumers locate the treatment they
desire.
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National Gym Supply Using E-Commerce Successfully Everyday
An Interview With Jon Webster; President of National Gym Supply

Jon Webster founded Na-
tional Gym Supply in Californiain 1994.
He provides a service that every club
owner/operator/manager in America
needs. National Gym Supply provides
rapid (overnight) and efficient access to
key replacement parts for exercise ma-
chine repairs and expert trouble shoot-
ing advice to those making the repairs.

Webster’s company has been
engaged in e<commerce since 1998 and
he has constructed outstanding Web sites
that perform two very important func-
tions: (1) It informs the visitor about all
the details of his company operation and
how the customer can obtain the services
he wants. (2) Gives the customer the abil-
ity toimmediately solve his/her exercise
equipment troubleshooting and parts or-
dering.

We encourage you to go to the
National Gym Supply Website and check
out how he has structured his site:

Www.gympart.com

The following interview
contains several important messages
from Jon to the industry at large.
What he has to say is important to
both club operators and vendors of
products and services.

Q. Jon, how did you go
about developing your National
Gym Supply Website?

A. | actually found a
Website that I really liked. I took it to
my Website developer and showed
itto him. Oursite actually allows our
customers to go to the equipment list-
ing, select the part and the Website
then shows him an image so that he
can actually see the part before or-
dering it. This enables him to con-
firm that it is the right part by look-
ing at it. We have about 1,400 im-
ages that have been scanned into the
Website. Then, we also have sche-

matics of the machine so the customer
may click on the schematic, and it will
show the customer exactly where the
part goes. This provides the customer
with further confirmation that he has
the correct part. Then, on the right side
of the page is a spot where running
total number of parts is recorded. What
Ilike about this site is you never have
to switch screens. One screen shows
you the index, your parts and your
ticket.

Q. Jon, this Special Edition
will be read by club owners and ven-
dorsalike. What advice could you give
anyone that is not now in e-com-
merce?

A. [ think it is important to
differentiate between a Website and
an e-commerce site. A Website is like
a billboard or a brochure on the
Intemet. But, it is important for club
operators to realize that a simple

Website is not necessarily an e-<com-
merce site. That's not what ours is.
The Internet tums us into @ mobile
company. Whereas, previously we
were selling in just the U.S.; now we
are selling all across the world. That
is what the Website did for us. Did it
increase our domestic business? No,
our catalogue mailings and advertis-
ing did that for us. The Website al-
lowed people from anywhere in the
world to reach us and find the parts
they need. Itis the best marketing tool
possible for that.

Q. Jon, at this point after 2
years of e-<commerce, what percent-
age of your gross revenues is from e-
commerce?

A. Let me be specific here.
There are certain customers that we
never would have gotten if it weren’t
fore e-commerce, Right now, I would
say that 15% of our revenues are e-

commerce derived.

Q. Jon, are there any others
words of wisdom that you might share
with our readers about the DOT.COM
World?

A. Yes Norm, there is some-
thing | want to say about Websites.
There has been an evolution with the
Internet. People didn’t know what to
do with it. What people started doing
first was just having a banner saying,
“0.K. We're here, we're out here! This
iswho weare, Contact us. Then, people
said, “That’s not enough. We ought to
show people what we really do. So,
the only model people had was their
brochure. You had what was called
‘brochureware’ which is kind of a sec-
ond incarnation, but equally bizintine
in terms of capabilities using the
Internet. A lot of companies are still
doing what | call “brochureware which

(See NGS page 26)

LIFESTYLE FAMILY FITNESS SECURES
$5 MILLION IN INVESTMENT CAPITAL

Tsmpa - Locally owned
and operated Lifestyle Family Fitness
has secured $5 million in investment
capital to drive its growth in the
Tampa Bay area. The investment
capital has been provided by Quan-
tum Capilal Partners. Lifestyle Fam-
ily Fitness plans to add 12 locations
over the next 18 months with facili-
ties planned throughout the Tampa
Bay Area and Orlando.

“The additional financing
and the experience of Quantum’s
management team will enable us to
grow more rapidly and efficiently,”
said Lifestyle President and CEO
Geoffrey A. Dyer.

Quantum also announced
that Tampa Bay Buccaneer Pro Bowl
fullback Mike Alstott will be a mem-
ber of their investment group. “l am
very excited about being an investor
in Lifestyle,” said Alstott. “As an

athlete 1 have a strong interest in
the health and fitness industry and
as a longtime member of Lifestyle
I have first hand knowledge of the
high quality and service of the fit-
ness centers.”

Also, Todd M. Bright,
CPA, has recently been named Se-
nior Vice President and Chief Fi-
nancial Officer of Lifestyle Fam-
ily Fitness, Inc. Bright was with
the accounting firm KPMG Peat
Marwick from 1987 until 1993. He
then joined the Eckerd Corporation
where he was the Vice President
of Planning and Analysis respon-
sible for forecasting and budgeting
for the 2,800 stores ($12 billion in
annual sales) as well as analysis of
acquisitions, new markets and new
stores.

The typical Lifestyle
Family Fitness prototype facility
will consist of approximately

25,000 square feet with more than
$600,000 in exercise equipment
and the typical investment per fa-
cility will approximate $1.5 million.
These state-of-the-art fitness facili-
ties will feature the latest exercise
equipment such as treadmills,
bikes, stair climbers and elliptical
exercisers. In addition, the cardio-
vascular equipment will feature
internet access where members can
log on to the internet, check email
and receive health and fitness in-
formation all while exercising on
the stepper, bicycle or treadmill.
Lifestyle Family Fitness
promotes fitness by only offering
members a month-to-month, no
contract membership where mem-
bers can join, pay as they go, stop
when they want, thus enforcing the
“Commit to a Lifestyle not a Con-
tract” philosophy. Lifestyle Fam-
ily Fitness also offers another

unique concept, the Xpress Work-
out, which consists of a ten-exer-
cise station workout and requires
only 24 minutes or less, based on
2 visits per week, for completion.

Lifestyle Family Fitness
will be targeting the corporate busi-
ness sector for 30% of new mem-
ber enrollments. Corporate em-
ployees will have the opportunity
to join online, print a copy of their
membership agreement and then
visit the club when they are ready
to begin according to their own
schedule. Canceling online will be
just as simple.

Large employers are
showing an increased interest in fit-
ness as an employee benefit, as
more and more employers realize
the benefits of a healthy, fit
workforce. These benefits include
reduced absenteeism, greater en-
ergy, increased production and re-

duced healthcare costs. In a com-
petitive job market offering a health
and fitness benefit boasts a competi-
tive edge to businesses. Lifestyle
Family Fitness currently provides
member services to employees of
more than 300 locally operated
businesses.

The next Lifestyle Fitness
Center will be a 30,000 square foot
facility at the site of the former Re-
gal Cinema Complex at Northdale
Shopping Center in Tampa. The
club is scheduled to open in No-
vember.

The future growth beyond
18 months is anticipated to approxi-
mate ten new clubs being added per
year. Ultimately Lifestyle Family
Fitness intends to grow outside the
Tampa Bay region into the East
Coast of Florida.

— e —

... Wells Fargo

continued from page 3

dustry boom. A couple of years
back, a major public corporation,
the Brunswick Corporation, gave
our industry a major vote of confi-
dence when it acquired the Augie
Nieto-driven rocketship known as
Life Fitness. The list of important
and exciting happenings just goes
on and on! And, there is no end in
sight. This boom is not just in the

U.S. Itis worldwide. In Europe,
the health club industry is grow-
ing much faster than in the U.S.
There are 14 publically held
health club companies in the Eu-
rope and they are all doing well.
Major companies in Europe, for
example the Whitbread Corpora-
tion, are divesting themselves
from their lodging and pub opera-
tions so they can focus fully on
their health, racquet and
sportsclub division, known as
David Lloyd Leisure. The com-
panies in Europe are selling for

huge multiples that rival the mul-
tiples seen in the DOT.COM
World.

Even Richard Branson,
arguably one of the world’s great-
est entrepreneurs and the man be-
hind the Virgin Companies, has
jumped strongly into the health
club industry with 3 facilities and
many more planned..

Now, one of the oldest
and strongest diversified financial
companies in the world, Wells
Fargo, a $222-billion company,
has purchased 18.6% (1.9 million

shares) of Direct Focus, the par-
ent company of Nautilus,
Bowflex and Nautilus Sleep Sys-
tems.

Bryan Cook, the CEO
and Founder of Direct Focus ac-
quired Nautilus about a year ago.
At that time, the Direct Focus
stock was trading at about 6.
Now, Direct Focus is trading at
over 35. Recently, Direct Focus
was named by Business Week as
the Number #1 “Hot Growth”
company in America. Direct Fo-
cus had net profits of $9 million

on sales of $43 million in the 1st
quarter.

So, if you are in the
health, racquet and sportsclub in-
dustry now, be thankful and con-
tinue full speed ahead. If you are
thinking about joining our indus-
try in some capacity, do two things:
(1) Subscribe to The CLUB IN-
SIDER News by completing and
sending in the subscription form
found on page #5 and (2) Join
IHRSA today by calling (800) 228-
2772. You will be glad you did
both.
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The CLUB INSIDER News World View
MONTHLY NEWS FROM AROUND THE GLOBE

Lok tor RICHARD
BRANSON, of the U.K. to become a
huge player in the health, racquet and
sporisclub industry. Branson, one of
the most prolific entrepreneurs in the
world, now has 3 health clubs open in
the U.K. and many more are expected.
Branson has made a fortune in several
different industries including Virgin
Records, Virgin Airways etc.

*Also in the U.K. first-quar-

membership at HARM
TEGEI.AARS’ UK. chain is up
10.4% from 134,500 to 148,000
Harm opened two new clubs during
the first quarter and expects to open
six more before the end of the year
and another 15 are in the pipeline.
Tegelaars’ Cannons Group had net
income of $15 million U.S. on rev-
enues of $104 million last year.
*24 HOUR FITNESS,
a.k.a Fitness Holdings Worldwide

has begun expansion into Germany
with the acquisition of 3 clubs in
Cologne. 24 Hour Fitness now op-
erates approximately 300 facilities in
the U.S,; 100 in Europe and Asia.
GRAHAM REDDISH
disclosed at the 2000 Annual Meet-
ing of Holmes Place, PLC in May,
that their new club in Lisbon opened
with more than 5,000 members and
their new club in Barcelona opened
with over 7,000 members! Holmes

Place now operates 59 facilities serv-
ing 152,253 members. U.K. member-
ship has grown 11.9% 10 110,267 while
on the Continent they have seen 33.1%
growth to 41,986, Their 5 Swiss clubs
have seen a 2% increase in member-
ship since the end of 1999.

*CLIVE CALDWELL,
veteran Canadian club owner has
signed a deal with JOHN
WILDMAN, for Caldwell to purchase
from the H.J.Heinz Company, the Fit-

ness Institute’s 3 Ontario facilities. The
Fitness Institute, founded in 1973 by leg-
endary Canadian Olympic track and field
coach, LLOYD PERCIVAL, holdsthe
disctinction of being North America’s
first medically-based fitness center. The
Institute’s Toronto Dominion Center fa-
cility, located in the heart of Toronto’s
financial district, is widely regarded as
one of the North America’s most influ-
ential facilities.

(Courtesy of IHRSA.)

¢ elcome to Net Fu-
ture, a world where information is
power and the power of consumers
is absolute. A world where business
opportunities for the well-prepared
will be no less than absolute - and
failure equally certain for those who
are not. What's in store for you, your
business, and your future customers?
Find out now... with Net Future: The
7 Cybertrends That Will Drive Your
Business, Create New Wealth, and
Define Your Future.

The Seven Cybertrends

Over the course of this
five wave evolutionary process,
seven major trends have emerged.
These seven cybertrends -all drive
by technology—will come into in-
creasingly sharp focus as
businessesses move to the fifth
wave. Each is significant by itself.
Together, they define the ultimate in

RE - ABook Review

end-to-end electronic business, or
E-business. Together, they com-
prise the Net Future

The Cybereconmnty
Goes Main Stree

Ncw ways of buying
and selling will create a new breed
of online consumer who will ex-
pect faster delivery, easier trans-
actions and more factual informa-
tion. Traditional businesses will
operate in the online arena, and
online businesses will adopt tra-
ditional methods.

The Wired Workforce
Takes Over

Thc Intranet will put
more information in employee’s
hands and create virtual work
communities, irrevocably altering
the dynamics of the workplace for
both individuals and companies.

The O
Corpo

Boundaries between
the corporation and the outside
world, including suppliers and cus-
tomers, will be erased. Power shifts
away from the providers of prod-
ucts, information and services into
the hands of the recipients of those
products, information and services.

Products Become
Commodities

New technologies for
analyzing and predicting customer
behavior in real time will require
companies o organize differently
in order to move to a new Net-ver-
sion of customer-centric.

en-Book
n Emerges

Experience
Communities Arise

Pcnp]c will harness in-
stant global communications, ag-

gregating knowledge in real time.
Collective experience will play a
larger role in information gathering
and decision-making.

Learning Moves To Real
Time
All-The-Time

The new means of net-
working will create a new genera-
tion of empowered and independent
learners-and require both self-moti-
vation and information sharing to
succeed.

A company’s grasp of
these seven cybertrends and its con-
sequent willingness to transform its
business will determine how well it
survives in the Net Future.

The author, Chuck Martin,
was the founding publisher and
Chief Operating Officer of Interac-
tive Age, the magazine that helped
define the interactive marketplace.
It was also the first publication to be
launched electronically on the

Internet s:mullaneously with the print
edition. His experience makes him
uniquely qualified to contrast tradi-
tional marketing methods (such as
direct mail and print advertising) with
marketing on the Internet.

Prior to founding Interac-
tive Age, Martin was Associate Pub-
lisher of Information Week and Edi-
tor-In-Chief of Personal Computing.
He also served as Corporate Technol-
ogy Editor for Time, Inc., and has
worked as a journalist at five daily
newspapers.

As host of the daily televi-
sion show on Financial News Net-
work, Martin has interviewed numer-
ous CEOs of leading high tech com-
panies.

Martin currently is Vice
President, Publishing and Advertis-
ing, at IBM in its telecommunications
and media industry solution unit.

We invite you to order a
copy of Net Future at Amazon.com
or visit your local bookstore.

Futurize Your Enterprise: Business
Strategy in the Age of the E-customer

A BOOKREVIEW

By David Siegel

th) years afteritsrelease,
the second edition of David Siegel’s
"Creating Killer Web Sites" remains a
bestselling guide to building sites that
are driven by design aesthetics rather
than technological prowess. Now, in
"Futurize Your Enterprise," Siegel takes
off his Web designer hat and turns his
attention to developing a corporate
online presence aimed at meeting con-

sumer needs. He cautions readers to
throw off their old bricks-and-mor-
tar mindsets and focus not on “how
to build a Web site but how to build
a Web business.” Siegel divides the
book into four parts—"Principles,”
dictions™—that moves from “tools
and methodologies you'll need to
transform your management-led or-
ganization into what | call a cus-
tomer-led company,” to fictional case
studies that show how these tech-
niques may be applied today, to
speculative future scenarios “in

which the Intemet is no longer a tool
but a platform for work, community-
building and individual empower-
ment.”

His suggestions include estab-
lishing an autonomous Web division
that takes the medium more seriously
than itself, encouraging (if not insist-
ing that) all employees interact di-
rectly with online customers, and fac-
toring in participatory or community
aspects that actively attract those who
share demographics or specific in-
terests. Some may find that Siegel’s
recommendations suffer because of

his repeated use of fictional case stud-
ies to make his point. However, those
looking for new ideas will surely find
some here.

“Futurize Your Enterprise” is
for Web masters, business people, and
the many that Sicgel won over through
his earlier books.” —Howard Rothman
John Porter, Chairman, Telos Group

“David Siegel uses a people-
cenlered, common sense approach to
take the Web from the realm of hype
into practical reality.” Eric Schmidt,
CEO, Novell

“David has taken the New

Economy to an exciting new level.
Futurize Your Enterprise is packed with
management insights and a philosophy
that celebrates life online.” Susan
Rockrise, Worldwide Creative Direc-
tor, Intel

David Siegel’s vision of the fu-
ture is a gift. When I look forward to
the changes ahead, this is what | want
to see. A future where companies co-
exist with customers in an expandable,
renewable relationship. Managers: you
will love this book!”

(Available through

Amazon.com for $20.96)
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'. There’s noﬂ:inglwrong with your old equipment, as long as it looks cool.

Discover how Free Motion by Ground Zero is
: I turning the industry on its ear. Isn't it about
e time for some fun? Call us.

—_ GROUND

FREE monon‘!

We love “THE way You Movs wa

1.877.8683.8449 o www.gzdesign.com



Greater flexibility means fewer injuries, plus more productive strength and cardiovascular training —
along with energizing sensations throughout your body. The MedX Stretch® is the first and only
flexibility device that enables trainees to set goals and chart progress.

By providing several non-assisted biomechanically-correct stretches, and with its assortment of

measurement indices that make results quantifiable, the MedX Stretch formalizes flexibility
training dramatically.

~MedX

liedical Exercise Technology
¥ ik ey e 1401 NE 77th Street

The MedX Stretch allows: Ocala, Florida 34479, USA

* Proper joint function 352 622-2112
» Accurate measurements Fax 352 629-8670
= Partner-free stretching > .
» User-friendly operation Call 1-800-876-6339 to find out the many www.medxonline.com
= Formalized flexibility training for both elite ways the MedX Stretch can improve
athletes and beginning trainees. everyone’s performance. 800 876-6339
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DOT.COM World Glossary

.Alla\’ista- An excellent World Wide Web search engine, at
www.altavista.com

*America Online (AOL): A value-added online service that provides many ser-
vices in addition to Internet access, including access to popular chat groups.

*Archive- A single file containing a group of files that have been compressed
and glommed together for efficient storage. You have to use a program such as PKUNZIP,
Stiffit, tar, or WinZip to get the original files out.

*ARPANET- The original ancestor of the Internet, funded by the U.S. Depart-
ment of Defense.

*ASCII- American Standard Code for information interchange, the way most
computers store text files.

*Attachment: A computer file electronically stapled to an e-mail message and
sent along with it.

*AUP- Acceptable-use policy. Guidelines a company or school issues that specify

inappropriate uses of their Internet connection. (If you have to ask, it’s probably a no- *pf[ ;

JUNE ISSUE

no.)
*Baud- The number of electrical symbols per second that a modem sends down fa” 4

a phone line. Often used as a synonym for bps (bits per second). This usage is incorrect, cflona /

but only 43 people on the entire planet know why or care. Named after J.M. Baudot, the & Olf C

inventor of teletype. ondiyy,,. .
*Bit- The smallest unit of measure for computer data. Bits can be on or off ’”’lg

(symbolized by 1 or 0) and are used in various combinations to represent different kinds
of information.

*Bounce- To return undeliverable. If you mail a message to a bad address, it Nm Gow
bounces back to your mailbox.

*Bps- Bits per second, a measure of how fast data is transmitted. Often used to

describe modem speed.
*Broadband- A technology for sending multiple channels of information over a

coaxial or fiber-optic cable. Used with cable modems.
*Browser- A superduper, all-sending multiple channels of information over a

coaxial or fiber-optic cable. Used with cable modems.
*Byte- A group of eight bits. Computer memory is usually measured in bytes.

*CC- Carbon copy, or courtesy copy. Cc addresses get a copy of your e-mail

and other recipients are informed of it if they bother to read the message header.
*Channel- In IRC, a group of people chatting together. America Online and
CompuServe call channels rooms. Value-added providers sue channel to refer to a major
interest area you can get to easily, like a TV channel.

*Chat- To talk live to other network users from any and all parts of the world. To
chat on the Internet, you use Internet Relay Chat (IRC). America Online, ComuServe

and Delphi have similar services. H H
*Cookie- A small test file, stored on your hard disk by a Web site you have GOIf mress s l'eVDllltlDllal‘j{ concept in
visited, that contains information to remind the site about you the next time you visit it. fitness that offers a great opportunity for clubs to
*CyberPatrol- A program that tries to keep kiddies from accessing Web sites the attract golfers to their facility. Now you can

* company deems inappropriate, . s :
*Dial_up Networking- The Internet communications program that comes with train groups of EOIferS or train one-to-one with

Windows 95 and Windows 98. the use of ‘Sport Specific Training’

*Domain- Part of the official name of a computer on the Net-for example, . .

iecc.com. To find out how to register a domain name. eqmpment and programing.
*Download- To copy a file from a remote computer “down” to your computer.
*DSL- Digital Subscriber Line

*Dummies- People who don’t know everything but are smart enough to seek

Centered around a unique ‘Swing Conditioner’

help. Used ironically. that replicates the golf swing, golfers can now

*c-mail- Messages sent electronically, usually over the Internet. £ 2 2 2 :

*FAQ- Frequently Asked Questions, a collection of answers to questions that train without fear of comprising thelf' game .due
come up in online discussions or that the person who compiles them thinks ought to to soreness or other problems associated with
come up. Many newsgroups have FAQs that are posted regularly. To read the FAQs for i ini : H
all newspapers, FTP (see File Transfer Protocal) to rtfm.mit.edu or search on topic FAQ typlcal tFalBlﬂg m-ethods. The fluid resistance
at deja.com mechanism used in the Golf EXpress system

*Firewall- A computer that connects a local network to the Internet and for allows speed and resistance to be applied
security reasons, lets only certain kinds of information in and out. . . . .

*Flame- To post angry, inflammatory or insulting messages. When two or more snmultaneously which is attractive to golfers.

individuals exchange a number of flames, we call it a flame war.
*FTP- File Transfer Protocal, thod of transferring files fi t
Rl over::c hr;::s er Protocal, a me of transferring files from one computer To find out more about how GOlfm can
°Gigabe'\:e- One billion bytes or characters or dalat: 4 create a new market for your facility call us at
*Gov- When these letters appear as the last part of an address (for example, in = = i ‘
cu.nih.gov), they indicate that the host computer is run by some government body, prob- 1-800-934-0321. Also ASR‘ for O.III‘ FREE ‘Six
ably the U.S. federal government. Keys to convert Non-Exercisers into Members.’
*Handle- A user’s nif:knamc or screen name. - Or go to: www.ﬁtexpress,com
*Header- The beginning of an e-mail message containing To and From addresses,
the subject, the date and other gobbledygook that's important to the programs that handle
your mail.
*Home page- A Web page about a person or organization.
*Host name- The name of a computer on the Internet for example, iecc.com.
*HTTP- HyperText Transfer Protocol, the way in which World Wide Web pages
are transferred over the Net. X q,
*Internet- All the computers in the world talking to each other. ‘%555
(SOCGhm!JI'FEgc 28} Grous Frarcise Anzone Canm Dol
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Club Sales, Service and Management
Courses Offered by MentorU

By Dr. Gerry Faust

Fal.lsl Management Corpo-
ration and MentorU are developing club
industry training and mentoring pro-
grams designed to increase your team
performance and make a measurable
difference in your results. These year-
long programs will bring the world’s

topexperts in sales, service and man-
agement liveto yourclubs. These dy-
namic instructional programs use a
variety of media. They are integrated
with a broad menu of on-site activi-
ties that you and your managers can
use to reinforce key concepts and
skills during staff meetings and day-
to-day activities.

Every month your entire
team will receive new programs that

they can access at home or at your
club. They can participate live or us-
ing recorded programs with interac-
tive computer-driven exercises and
tests that assess their learning. Every
month you will get a report on les-
sons and scores on nationally normed
tests.

All three programs in-
clude:

1. A core curriculum pre-
recorded and designed to get your
newest employees up to speed
quickly in key skill areas.

2. Monthly live sessions
with world-class experts that moti-
vate, entertain, enlighten and teach.
Each live session is recorded and
added to the basic curriculum.

3. Course summarics and
course managers help your people
navigate through the course and keep
track of where they are.

4. Monthly reporis for

managers that detail program activity
and scores from tests of the Sales
1Q(tm), Service IQ(tm), and Manage-
ment IQ(tm) of individuals, depart-
ments and your club or organization as
a whole.

5. Comparisons of scores
with national norms and the “best of
class” performers.

6. Meetings in a Can(tm),
these 10-minute reinforcement-training
sessions come in the form of easily
downloaded lesson plans and partici-
pant materials. MIC’s are designed so
you can be ready to teach them in 15-
minutes or less. Each one focuses on
applications of previous content, goal
sefting and producing results for the
coach.

7. Management Coaching.
Email advice for managers just in time
so they can reinforce what others are
learning, provide encouragement or
coaching in areas that individuals need.

8. A library of additional re-
sources for personal development, mo-
tivation and answers to questions.

9. Participation in national
competition/contests and awards, Want
to motivate your best sales people? Have
them compete for $1,000-$10,000 bo-
nuses from MentorU!

10. Weekly email newsletters
filled with helpful hints, proven ideas,
quickie contests and motivational com-
ponents.

‘The entire annual package in
all three programs for the average club
is less than the fees most of the MentorU
faculty would charge for a 1-hour key-
note presentation. Significant quantity
and early sign up discounts are avail-
able NOW!

Call 1-800-835-0533 for in-
formation and a free ticket to one of
MentorU’s live web conferences OR
visit the MentorU site at MentorU.com/
faust/club.

D“C‘vam

Tor 10 BENEFITS
of the Club Excelfence Program

Makes Money!

Saves Money!

the training.

o

home.

at home or club.

Customized for the Club Industry.
. Great Training, a chance to Meer the Experts.

Provides Consistent Training for everyone.
Reduces the Time Managers spend on training.
. Realize in Real Time what people have leamed,
how well they are doing and how to reinforce
Always Avallable In all locations—even at

9. Receive Great Training content from the experts-

10.Provides a solid base of skills In 3 Critical Areas:
Customer Service, Sales and Management.

Fausr Management Corporation and MentorU.com are developing
CLUB INDUSTRY TRAINING and MENTORING PROGRAMS
designed to increase your team’s performance and make a measurable
difference in your results. These year long programs will bring the world’
?) experts in sales, service and management L/VE to your clubs! These
lynamic instructional programs use a variety of media. They are
Y. integrated with a broad menu of on-
| managers can use to reinforce key concepts and skills

\'e CLuB EXCELLENCE PROGRAM

Y Birp

meetings and day-to-day activities.

Every month your ENTIRE TEAM will receive new programs that they
can access at home or at your club. They can participate live or using
recorded programs, with interactive computer driven exercises and tests
that assess their learning. Every month you will get a report on lessons

and scores on nationally normed tests.

Visit our website at; www.mentoru.com/faust/club TODAY or call...

1 800 835-0533

FAUST

Management Corporation

site activities thatJou and your

Men!or U‘.cg‘m

uring staff

-
y—




Your Partner in Success.

EFT Mastercard/llisa y ‘Mail-ln" Payments

Electronic Draft Electronic Debits from Coupons

23" | 45° | ¥29%0

PER PAYMENT PER PAYMENT PER PAYMENT

INTERACTIVE SOFTWARE

The management system with ALL the options!

/ Real-time Management Softwar ) amam =
True Flat-Rate Billing e

" Full Collection Services
Flexible Renewal Programs

Call BUSINESS DEVELOPMENT Today!

1-800-233-8483




(Left) Bob DelMonteque (age 80)
and Kelly Nelson (age 73)

...Netpulse

continued from page 12

workout programming, and incentive programs.
Netpulse’s Internet appliance and network were
named a Business Week “Best Product of 1999.”

The Netpulse Network reaches millions
of consumers through partnerships with 9 of the
top 10 operators of commercial fitness facilities
and many major hotel, university and corporate
fitness centers, including Bally Total Fitness,
CRUNCH, YMCAs, Gold's Gyms, New York
Health & Racquet Clubs, The Sports Club Com-
pany, Sport & Health, Powerhouse Gyms, The
MGM Grand Hotel & Spa, Hyatt San Francisco,
and The St. Regis.

Netpulse’s broadband network offers
sponsors & powerful marketing vehicle that has
the impact of television and the interactivity of

the Intemet. The Netpulse Network provides a

platform for a wide array of e-marketing, in-
cluding e-commerce, direct email, online spon-
sorships and advertising, incentive programs,
and coordinated online and offline promo-
tions—all of which can be narmowly targeted
using criteria such as geography, gender, age,
and even weight. Sponsors include Sony,
Toyota, Proctor & Gamble, Johnson & Johnson,
American Express, Merck, General Motors,
iVillage.com and HealthCentral.com. Netpulse
has key strategic relationships with leading tele-
communications, Internet and fitness organiza-
tionsincluding Gilat Satellite Networks, AT&T
Internet Services, 24/7 Media, Inc., Bally Total
Fitness, and Life Fitness, a Brunswick Com-
pany. Netpulse Communications, Inc. is a pri-
vately held company headquartered in San Fran-
cisco with offices in New York, Atlanta, Chi-
cago, Dallas, San Diego and Los Angeles. For
meore information, please visit the Netpulse Web
site at www.netpulse.com.

|

.
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’
into a whole

Now E-Zone introduces
two new advances in video and
n audio.

One on One Training
Videos are a revolutionary new
idea in cardio training. Your
members can choose
their cardio equipment
and then choose a
training video. Then,
one on one, this video

takes them through
a complete work-out.

€ ZOoNne

NETWORKS INC

FFM

ol . e Lim=s

ew way to do cardio.

Plus our new Plug ‘n Play
feature makes it easy to get
your whole club into E-Zone.
Because now any member can
use their own personal stereo
headphones to get acquainted
with the great enter-
tainment and education
available on E-Zone.

One on One. Plug
‘n Play. Further proof
that there’s never been
a network like E-Zone.

(877) 883-9663
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The Simple & Powerful

Club Management System

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

Photo-imaging Check-in
Unlimited Report Capabilities
Automated EFT

Wi NG NN

Full Service Customer Support
(Phone, Fax, Seminars)

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

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

Club

CIUBRUHHER: THE STRESSLESS SYSTEM
1080 EAST INDIAN TOWN RD., STE. 202,

AURNCY " 00550560 o e s
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BRICK BODIES On E-Commerce

By Kim Donovan

A web site can be a

more effective means of promoting
your business than a newsletter or
a major ad campaign. However, it
can only be an effective marketing
tool if people visit it. In order for
you to get people to visit your site
you must do a good job of promot-
ing it.

Five effective low cost
ways of promoting your web site
include:

L. Including your web
address on every single thing you
print. Handouts, brochures, News-
letters, etc. Be sure to include it in
all radio ads, TV ads, billboards,
brochures, etc. It is an excellent way
for people to get more information
about your health club after they see
your ad, or hear your commercial.

2. Internal marketing
campaigns, Create internal market-
ing campaigns where you give
members an incentive to visit your
site. One of the incentives you can
use is a quiz that requires the mem-

bers to “surf” through your site to
find the answers. This will get your
members familiar with your site. If
they get the answers correct, they
receive a shirt, which they pick up
at the club. Advertise the quiz all
through out the club and have a spe-
cial web site tec shirt that you can
give as the prize. You may even want
to dedicate a whole month to this
campaign.

3. E-mail your members.
Obtain your new members ¢-mail
addresses on their contracts and
leave cards around the club so your
current members can give you
theirs. Compile these addresses on
a server list and e-mail your mem-
bers once or twice a month or even
weekly! Update them on schedule
changes, specialty classes, etc... and
encourage them to visit your site for
more information.

4. Go Group Exercise
schedule paperless! Take all of
your group exercise schedules out
of the normal place they have been
in and replace it with a sign, “We
invite you to visit our website at
www. (URL).com to view an up-
dated group exercise schedule” Ask

your instructors to announce the

“new” way of getting the sched-
ule and have your staff encourage
your members to do it! Of course,
leave schedules behind the desk for
those that don’t have computers or
insist on having one in front of
them.

5. Enrich your site and
add profit to your club s by in-
cluding e-commerce on your
web site. Sell whatever you do in
yourclub on your web site. Includ-
ing memberships! Advertise trial
memberships such as “Four weeks
for $29", This will allow you to
generate solid Ieads from yoursite.
An excellent time to heavily pro-
mote these Intemet specials is dur-
ing the gift-buying season such as
Christmas, Mother's Day &
Father’s Day. It is also possible to
expand your web site into selling
videos, vitamins, books or any fit-
ness products that you may not sell
in your club. There are many com-
panies out there such as
amazon.com & mothernature.com
that will link to your website and
give you a commission of every
sale that comes from your site. This

JUNE ISSUE

is an excellent way to forgo
the fulfillment issue while
at the same time giving the
added benefit to the user/
member. A great way to
drive people to your on-
line shop is to hold sales for
Internet users only.:Dis-
count your sports wear that
you sell in your club to
your web site users and let
your members know it!
The amount of
hits you should expect to
receive per month depends
heavily on the promotion
of your site; that is why
promotion of the site is the
only way for success. You
can experience highs such
as 200,000 hits a month
and lows such as 33,000,
Be sure to go over your

Kim Donovan

web site report monthly to see what
pages are being hit the most and
spent the most time on. Likewise,
be sure to examine the least popu-
lar. It is important to improve upon
what works and eliminate what does
not work.

(Kim Donovan is the Di-
rector of Marketing and Adverrising
for Brick Bodies Health Clubs in
Baltimore, MD. Ifyou are interested
in health club website consultation,
Kim can be reached at 410-252-
8058 or e-mailed at kim-
brickbodies@erols.com.)

CLUB INSIDER News
Contributing Author Team

Tlle 2000 CLUB IN-
SIDER News 2000 Contributing
Author Team is listed below. Our
thanks to all of our authors for shar-
ing their expertise and taking the
time to write for The CLUB IN-
SIDER News.

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

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

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

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

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

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

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

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

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

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

*RAY GORDON- President-

Sales Makers- (800) 428-3334

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

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

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

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

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

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

*NANCY CLARK, MS, RD-

(617) 739-2003

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

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

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

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

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

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

*MIKE CHAET - Ph. D. Presi-
dent - Club Marketing & Management
Systems - (406) 449-5559

*MIKE CONNORS - President,
Optifitness, - (413) 567-7300

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

*SANDY COFFMAN - Presi-
dent - Programming For Profit - (941)
T95-7887

*NANCY FRIEDMAN - Presi-
dent - Telephone Doctor - (314) 291-
1012

*JOE MOORE - President -
Moore's Fitness Centers - (937) 435-
0072.

*KIM DONOVAN - Brick Bod-
ies Director of Marketing and Adver-
tising - (410) 252-8058.
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continued from page 16

just showing the product offering,
There is the incredible book called
*Futurize Your Enterprise. This book
provides guidance about how you can
goabout getting your customers to tell
you what they want. Whereas before,
you might have an Internet sight which
shows cleaning, polishing and solvent
products for sale. Your customer might

click on cleaning products, but all you
are doing is essentially showing your
customer what your product line is.
What you're not doing is asking the
customer what he wants! The two
companies that have really built their
companies by asking their customers
what they want. They are Dell Com-
puters and Microsoft. If you go onto
the Dell Website the first thing they
ask you is who are you? Are you an
individual, are you a student, are you a
business? Then they ask you a series

of other questions. The point is, be-
fore they even try to sell you some-
thing, they've qualified you to know
enough about what you need. Youcan
do that on the Intemnet, but very few
companies are actually doing that.
‘These are what are called ‘customer-
driven’companies. They interviewed
the President of Microsoft and he said,
‘If we ever lose our focus and we start
wondering what we should be doing,
all we have to do is ask our custom-
ers! What Microsoft has always done

instead of creating products and try-
ing to shove them down tHe world’s
throat, they have always gone to
their customers and asked them,
‘what do you want us to do now?’
And, in many cases, the customers
tell them how to do it as also. In the
future, customers are not only go-
ing to tell you what they want, they
are going to tell you where to get
the parts for it, how to build it and
they are going to literally run your
company for you. It is all through

the power of the Internet because
you have such instant communica-
tion with people.

My point is, so many
Websites are so bizintine and so
bland. People do it because every-
body else is doing it, but they are
not beginning to tap into the power
of the Internet. In my opinion, most
of the fitness industry has yet begun
to use the Internet as fully as it could
be used.”
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- Life Fitness Celebrates Grand Opening
Of Expanded Consumer Division Facility

Minnesota Job Skills Partnership Presents $263,000 Training Grant

tors. Conducted over the next three  merous Life Fitness authorized spe-  all Life Fitness consumer cardiovascu-  for home and health club use. Its car-
RAMSE\’, Minn. -June years, the training will focus on all cialty fitness dealers. “This grand  lar equipment, including treadmills, ~ diovascular and strength training prod-
6,2000- Life Fitness, the leadingmanu-  aspects of the business, particularly  openingisatestament tothétremen-  Lifecycle exercise bikes, Cross-Train-  ucts, including the renowned Lifecycle
facturer of a full line of cardiovascular  information technology and manu-  doussuccessofthe Life Fitnesscon-  ers and stairclimbers. exercise bike, are used in health, fitness
and strength training equipment for facturing. sumer division,” said Nieto. “Asthe and wellness facilities, as well as in
homes and health clubs, today cel- “The rapid growth Life home fitness equipment market About che Fitness homes, worldwide. The company is
ebrated the grand opening of its re-  Fitness has experienced and the ad-  thrives, we look forward to an even L headquartered near Chicago and distrib-
cently-expanded consumer headquar-  ditional jobs it hascreated have ben-  stronger future with continued fe Fitness, a Brunswick  utes its equipment in more than 120
ters in Ramsey, Minn., approximately  efited ourcommunity tremendously,  growth of this division.” company, is the global leader indesign-  countries.
26 miles northwestof Minneapolis. The  so we are delighted to present this The Ramsey facility ingand manufacturinga full line of re-
facility expanded nearly 175 percent,  grant to the Life Fitness consumer  serves as headquarters for Life Fit-  liable, high-quality fitness equipment
from 103,000 square feet to approxi-  division,” said Mike Auger, business  ness’ consumer division, which is re-
mately 283,000 square feet. community development represen-  sponsible for Life Fitness’ products
As partofthe grandopening, tative, Minnesota Job Skills Partner-  made for home use. It houses con-
the Minnesota Job Skills Partnership,  ship. sumer engineering, sales, marketing,
in cooperation with the Anoka- Attendingthe gmndopen-  customer support servicesand manu-
Hennepin Technical College, presented  ing were Tom Gamec, Ramsey  facturing ofthe company’s ParaBody
a $263,000 training grant to Life Fit- Mayor; Peter Larson, Brunswick  brand of strength training equipment
ness. The grantisawardedto helpbusi- ~ Corporation Chairman and CEO;  for home use and Life Fitness’
pay for trainingand enables Life  Augie Nieto, Life Fitness President;  Strength 8000 Series for light traffic
Fitnessto establish formal training pro-  Jerry Dettinger, Presidentof the Life  health club use. The facility is begin-
grams taught by the college’s instruc-  Fitness consumer division; and nu-  ning to take over manufacturing of

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

Buying Professional Fitness Equi Is A

f=—"1p

i

MAKE IT

N!

BUSINESS EXPENSE !

That's why YOU need schutions to help you cut costs
without sacnficing dursbility or name brand  You know
lowenng the cost of doing business directly improves
botiom-fine profits.

Worldwide Fltness, Inc. has s way for you to improve
profits by reducing your opensting costs. . Without your
thernbers having wry ides that you didn't buy brand new
equipment and spend twice s much money as you did |

Warldwide Fitness offers fitess center products that
have already deprecisted in valns. ‘We provide you & conas-
tent supply of Bamk Repossessed, Refurbished, Hrand
New, and Factory Blemlshed gym fitness equipmnent

We Believed Businexs (wners Wanted to Save Moy O

Operating Costs To Free Up More Capital To Grow.

I you buy your cardio equignment from Worldwide Fit-
ness and save $30,000. And you add this new found capital
1o your advertis d pnarketing budget, you will see expo-
nential growth m cash flow and profits.  This $30,000 savings
can bring in 200 extra members,  1f you get $350 for dich
new member m the fist yeas, that's $70,000 sdded 1o your
ipross sales. That's extra income over and above what you're
siresdy doing

Could your business use an extra $70,000 7

We Invest Over $250,000 Every Month
To Assure You Save Moncy,

The whole operation i & higs undertaking. With over 25
employess and & monfhly payroll around $50,000. More than
$30,000 in building leases, Over $20,000 a month is spent on
replacement pusts to efurbish the equipment. The cost o

We've put ourselves in o position that forees s 1o perfom
fog you or we don't maks & profit. I'm not frying o impress
you but | want you to see our commitment. Wi st satisfy
you o you will buy fom us on your next fitness room
project and refer more customers 1o us. We can'l service out
huge overhead without repeat business

Guaranteed To Look Like New, Work Like New, And
Make Everybody Think You Paid Full Price.
When our chent’s come see our National headquarters in
Orunge, California, they're snazed. They enter our gigantio
nﬁmmwl.mmdmmmlmm
It looks tike 50 healih clubs went out of butiness and we
‘bought all thesr inventory. When we tour them through our
state-of-the-an remanufsctuning facility, they say they've
never soen anything ke it When they see o finished
product they think it's brand new, snd afler we convines
tham that it is not, they say they will never bury brand new

fitriess equipment again.

w-wm pv:ymaNul_mmlﬂm

. equipment,
technician network, and give you 24 hour technical mfonma-
tion on ouwr sward winnng webmite  You sce, the only

customers need service.  IU's a8 easy for us to repair o
treadmill in New York us it is i California. We take care of
your business

We Have Over 1,300 Customers That You Can Speak
With Te Give You Buying Confidence
mw-;mmm:umomw
from miss-nformation.  You can’t take advertising state-
ments as fact,  We understand this, and make accessible to

FOU OUF past CUSIOMErs S0 you can maks your own judge-
ments, we don't wanl you (o make s mistake  We want o
ke sene this is the nght buy for your bosmess

"Worldwide Fitners Saved Me Over 3156,000 And My ~

Madntenance Staf] Seill Thinks The Equipment War Brand
mew, | Don's feel I Sacrificed Anyehing. | Will Do All My
Futire Purchases With Worldwide =

{(Mike Boceiert is the CED of § YMCA's )

“I Boughs My Equipment From Werldwide For my sec-
ond Club. | Saved Over 325,000 And Used These Savings
Te Increase My Advertiring Budget  This Extra Advertiz-
ing Meney Allswed me To Hit My One Year Sales Goals In
My Fires 90 Days.”  Stephen Priest, MS. Fitness Health
Cluh,

We Make The Buying Process Simple, So You Can Spend
More Time Running Your Businers

Your tune is valuable so we tmake the process casy. [t starts
with a phone call from you, to one of our customers assistants
You are naked some questions 1o provide us with needed
wformaton.  Next, a complete packet of information is
expressed out o you. This packet contains: A video toar of
our fclity, & customized video of the machines you need. A
proposal with all your options, prices and feight charges,
room lwyout of necded; samples of rubber flooring and other
samiples

When you recerve your packet you'll get & follow up call
from your customer assistant to answer any questions
When all your questions are answered and your proposal
locks better than sty of your other options, you can get the
deal started by fwang us & copy of your S0%deposit. Tech-
nobogry has provided » time saving payment sobation called
‘Checks-By-Fax". O course you can mail your deposit if
you want. This way yowr order starty immediately,

You Can't Afford To Pazs This Up Withowt At Least
Getting A FREE Packet And Proposal
The pressure to grow m today's business climate is high
Grow or die is the rle of the future.  You have to look st all
your options and do what gives you » competitive advantage
Your custommers think the best fitness equipment is what you
provide them. They like the equpment your staff trains them
on. A treadmill made 2 years ago is no diffesent than the onie
onde yesterdsy, The only difference is how much money §
cost YOU. How much of your opersting capital hnid to be
used to acquire the new equipment? Asrybody can spend too
misch money. The most successind and wealthy business
people are the most spend thnfty
Call 714-283-0355x23 Today. Send an emall ta

Get A FREE Video Tour and Packet
8o You Can See For Yourself.

wwisi@ni.net, sodor go te sur award winning
websie  WWW.Worldwidefitness.com

Sincerely
Steve Paterson
Waorkiwide Fitness, Inc

P.§. It's hard to grow a business and waste
money at the same time.
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enue increased from $577,460 in
1995 to $1.8 million in 1998, ac-
cording to tax returns.
Meanwhile, Howard said
membership at Total Fitness has
dropped from 2,400 in 1995 to
about 1,200 today. The club eamed
$430,161 in 1995 — three years
later, earnings dropped to $266,615.
Kourts’ mem-
bership has dropped from 1,400 in
1995 to about 1,100 today. The club
lost about $100,000 during 1997
and 1998, Lewis said.

said Lewis, whose club offers day care
and youth activities.

“What we have found, in
most cases, (is that) children’s activities
at the YMCA are for-fee,” Lewis con-
tinued.

The crusade by [HRSA mem-
bers in Redding to get officials to ex-
plore the YMCA's practices is just part
of a campaign being played out across
North America.

As a result of other efforts,
YMCA's in Pennsylvania, Tennessee,
Wisconsin and elsewhere are being

PAGE 28 ﬂ&_ lnsider
Capitol Report Reprinted Courtesy Of IHRSA
to send board representatives to  county assessor’s office and the state
CALIFORNIA YMCA Redding on June 15, Scott said. Board of Equalization approve the ex-
FACING STATE “This is what we have emption each year.

REVIEW asked all along, for this to be evalu- The Shasta Family

ated,” Lewis said. “The YMCA YMCA's membership has grown

T should prove ona daily basisthatthey ~ from 800 in 1995 to 8,500 today. Its

he California Board of aredeserving ofatax exemption. We  officials estimate that the club will
Equalization plans to review the tax-ex-  feel they are not.” have 13,000 members by 2005.

empt status of Redding’s Shasta Family Susan Hinz, president of The Shasta YMCA has em-

YMCA, the Record Searchlight reported  the Shasta YMCA's board of direc-  barked ona$1.85 million capital cam-

on May 20. tors, said she welcomes the review. paign to accommodate those new

Board tax counsel Susan Scott  “It doesn’t worry me. It gives mea  members. An indoor pool, multipur-

said the state is interested in 12 aspects  greatopportunity to provide sufficient ~ pose gym, family picnic area and new

of the nonprofit YMCA's operation, in-  information that we are not in com-  locker rooms will be among the addi-

cluding membership dues and fees for  petition with (private clubs),” she tions.

activities such as swimming lessons and
camps.

Complaintsby IHRSA mem-
bers Mark Lewis of Kangaroo Kourts
and Jim Howard of Total Fitness, both
located in Redding, led to the decision

said.

If the YMCA were to lose
its tax-exempt status, it would be re-
quired to pay property taxes, which
competitors believéwould putitona
more equal footing with them. The

“They're making all this
money and going out into the com-
munity to ask for money to build this
Taj Majal. Where is the charity in
that?" Howard asked.

The YMCA's annual rev-

Lewis believes that cater-
ing to children should not automati-
cally eamn the YMCA tax-exempt
status. “When it comes to children’s
activities, any business can run
children’s activities. That doesn’t
mean you're entitled to a tax break,”

scrutizined by local and state taxing
authorities.

IHRSA will keep you posted
on this and all other fair competition
developments.

For IHRSA Membership in-
formation call: (800) 228-4772.

..Glossary

continued from page 21

*Internet Explorer- A popu-
lar Web browser from Microsoft that
comes in Windows and Mac flavors.

*Internet Society- An orga-
nization dedicated to supporting the
growth and evolution of the Internet.
You can contact it at www.isoc.org.

*IP- Internet Protocol. The
rules computers use to send data
over the Internet.

*ISP- Internet Service Pro-
vider. The company that connects
you to the Internet.

+JPEG- A type of still-im-
age file found all over the Net. Files
in this format end in .jpg and are
called (pronounced JAY-peg) files.
Stands for Joint Photographic Ex-
perts Group.

*Kill file- A file that tells
your newsreader which newsgroup
articles you always want to skip.

*Link-A hypertext connec-
tion that can take you to another
document or another part of the
same document. On the World Wide
Web, links appear as text or pictures
that are highlighted. To follow a
link, you click the highlighted ma-
terial.

*LISTSERV- A family of
programs that automatically man-
ages mailing lists, by distributing
messages posted to the list and add-
ing and deleting members, for ex-
ample, which spares the list owner
the tedium of having to do these
tasks manually. The names of mail-
ing lists maintained by LISTSERVE
often end with -L.

*Mail server- A computer
on the Internet that provides mail
services.

*Mailbot- A program that
automatically sends or answers e-
mail.

*Mailing list- A special
kind of e-mail address that remails

all incoming mail to a list of sub-
scribers to the mailing list. Each
mailing list has a specific topic,
s0 you subscribe to the ones that
interest you.

*Majordomo- A pro-
gram that handles mailing lists.

*Megabyte- One million
bytes or characters of data.

*Microsoft Network
(MSN)- A commercial online ser-
vice that provides many Internet
services, including e-mail,
Usenet newsgroups, and access
to the World Wide Web.

*MIDI- A way to trans-
mit music as actual notes rather
than as digitized sound. Many
electronic instruments have a
MIDI output.

*MIME- Multipurpose
Internet Mail Extension. Used to
send pictures, word processing
files and other nontext informa-
tion through e-mail.

*Modem- A gizmo that
lets your computer talk on the
phone or cable TV Short for
modulator-demodulator.

*Net- A network, or
(when capitalized) the Internet.
When these letters appear as the
last part of a host name (in
www.abuse.net, for example),
they indicate that the host com-
puter is run by a networking or-
ganization, often as ISP.

*Net Nanny- A program
that tries to keep kiddies from ac-
cessing Web sites the company
deems inappropriate.

*Netscape- The maker
of the popular Web browser
Navigator that comes in Win-
dows, Mac and UNIX flavors.
Now owned by AOL.

*Network- Computers
that are connected together.
Those in the same or nearby
buildings are called Local-Area
Networks; those farther away are
called Wide_Area Networks;

when you interconnect networks
all over the world, you get the
Internet!

*Network computer-
(NC)- A computer that lacks a
hard disk and gets all its data in-
stead over a computer network,
such as'the Internet.

*Newbie- A newcomer
to the Internet (variant: clueless
newbie). If you have read this
book, of course, you're not a
clueless newbie anymore!

*Nickname- The name
by which you identify yourself
when you’re chatting. Also called
screen name or handle.

*Org- As the last part of
a host name (in www.uua.org. for
example). Indicates that the host
computer is run by a nonprofit or-
ganization, usually in the U.S.

*Page- A document, or
hunk of information, available by
way of the World Wide Web, Each
page can contain text, graphics
files, sound files, video clips- you
name it.

*Password- A secret
code used to keep things private.
Be sure to pick one that's not
crackable, preferably two ran-
domly chosen separated by a
number or special character.
Never use a single word that is in
a dictionary or any proper name.

*Plug-in- A computer
program you add to your browser
to help it handle a special type of
file.

*POP- Point-to-Point
Protocol, a scheme for connect-
ing your computer to the Internet
over a phone line. Like SLIP, only
better. Most dial-up Internet ac-
counts use PPP.

*Protocol- The agreed-
on rules that computers rely on to
talk among themselves. A set of
signals that mean “go ahead”,
“got it,” didn’t get it, please
resend,” “all done.” And so on.

*RealAudio- A popu-
lar streaming-audio file format
that lets you listen to programs
over the Net. You can get a
player plug-in at www.real.com

*RTFM- Read The
Manual, a suggestion made by
people who feel that you have
wasted their time by asking a
question you could have found
the answer to by looking it up
in an obvious place. A well-
known and much-used FTP site
named rtfm.mit.edu contains

FAQs for all Usenet
Newsgroups.
*Search engine- A pro-

gram used to search for things
on the World Wide Web. An ex-
ample of a publicly available
search engine is AltaVista.

*Serial port- The place
in back of your computer where
you plug in your modem. Also
called a communications port or
comm port.

*Server- A computer
that provides a service- such as
e-mail, Web data, Usenet, or
FTP-to another computer or
computers (known as clients)
on a network.

*Shareware- Com-
puter programs that are easily
available for you to try with the
understanding that, if you de-
cide to keep the program, you
will send the requested payment
to the shareware provider speci-
fied in the program. It's an
honor system. A great deal of
good stuff is available and
people’s voluntary compliance
makes it viable.

*Smiley- A combina-
tion of special characters that
portray emotions, such as :-) or

=

*SMTP- Simple Mail
Transfer Protocol, the mis-
named method by which
Internet mail is delivered from

one computer to another.

*Surf- To wander around
the World Wide Web, Iooiung for
interesting stuff.

*Text file- A file that con-
tains only textual characters, with no
special formatting, graphical infor-
mation, sound clips, video or what-
have-you. Most computers, other
than some IBM mainframes, store
their text by using a system of codes
named ASCII, so these files are also
known as ASCII text files.

*Upload- To put your stuff
on somebody else’s computer.

*URL- Uniform Resource
Locator, a standardized way of nam-
ing network resources, used for link-
ing pages together on the World Wide
Web.

*Viewer- A program used
by Internet client programs to show
you files that contain stuff other than
text.

*Virus- Program that adds
itself to (“infects”) another program
or document and then creates copies
of itself to infect others. Some viruses
travel over the Internet, carried by
programs or documents attached to
e-mail.

*Web Page- A document
available on the World Wide Web.

*WinZip- A file-compres-
sion program that runs under Win-
dows. It reads and creates a Zip file
that contains compressed versions of
one or more files.

*World Wide Web (WWW)
- A hypermedia system that lets you
browse through lots of interesting
information. The Web is the central
repository of humanity’s information
in the 21st century.

*Yahoo! - A set of Web
pages that provide a subject-oriented
guide to the World Wide Web. Go to
the URL, www.yaho.com/

*ZIP File- An archive that
has been compressed by using
PKZIP, WinZip, ZipMagic or acom-
patible system.
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..Paterson

continued from page 10

gym.
Inside each frame is a col-

orful (poster size) billboard ad pro-
moting each participating business.
The Billboards are done with cre-
ative design and congruent colors
and are very appealing to the eye.

Each billboard ad gener-
ates $600 per month and there are
340 billboard ads between the 5 lo-
cations generating $204,000 in
profits every month for
FreeGyms.com.

3) RETAIL LOBBY
SALES - The next affiliate strat-
egy is a mini trade-show in the lob-
bies of all 5 locations at
FreeGyms.com. FreeGyms.com
rents table space to 4 different busi-
nesses at a time (in each location).
The tables are placed just off to the
side of the front desk/lobby area.
The members could easily walk
past these promotions or simply
take advantage of the special offers
for the week.

The lobby tables generate
$500 each per week per table. 4
tables in each location contribute
$8,000 every week in revenues or
$40,000 every month for all 5 lo-
cations.

The lobby vendors have
one representative seated to answer
questions and hand out brochures
and coupons to interested mem-
bers. This low key presentation is
successful due to the traffic flow
passing the front desk.

4) GymBusiness,com
Group - Another very profitable af-

900900000000 ROOIROORNRRRRRROORRRRRRRROORRRRORRTODS

MANAGER

EXCITING OPPORTUNITY for Enthusiastic, out-
going, energetic, self-motivated, professional looking
to join our team & work in a healthy environment!

Must enjoy a challe
of the industry
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filiate strategy is accomplished
with a profit generating company
called the GymBusiness.com
Group. (deborah@gymbusiness
.com )

GymBusiness.com
Group brings in profit generating
products and trains
FreeGyms.com staff to sell these
products and health related semi-
nar courses. They come in with
the motive to “make FreeGyms
.com make more money from the
members they already have”.
ILE R E R EE S RS NENEEN

(Publisher’s Note: This
segment of this article is NOT
FICTION. According to
Deborah Golden, President of
GYM. BUSINESS.Com Group,
“A gym is like any other busi-
ness. It has to make money to
stay open. We've designed mul-
tiple packages, including weight
management and women's
workouts, that any club owner
can use to service members and
make money doing it. Our num-
ber one ‘Business Within A Busi-
ness’ offering is the Individual-
ized Nutrition Technology (INT)
Weight Management System.
(See ad on page #14) This pre-
mium computerized system was
developed from years of scien-
tific and medical research to al-
low true and accurate weight
management based on the exten-
sive history of individual oxida-
tive typing. INT is an easy “turn-
key’ system that can be installed
for a minimal initial investment.
INT maximizes revenues for
club owners.” Golden adds,
“The projected annual INT rev-

nge & workin% with peo
’s leading clubs, The Greenville
Racquet & Fitness Club, S.C. has immediate open-
ing. Call Mary Beth Provost 864.288.7220
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enues for just 300 members is
$250,000 and taps into the $60
billion weight management in-
dustry.” Jim Ciarlo, owner of the
World Gym, Cherry Hill, New
Jersey, has added INT to his gym
and ¢ ts,”I am broadening
my business horizons with mar-
keting methods and systems from
the GBC Group. I no longer have
to rely only on new members for
revenue.” Ciarlo also plans to in-
stall the GBC Group’s prepack-

aged women's workout center in -

a 1500 square foot space in his
gym.)

The GymBusiness.com
Group profit generates gross prof-
its on average of $25,000 every
month per location. This provides
$125,000 in gross profits every 4
weeks between the 5 locations.

5) The Gift Shop Affili-
ate Strategy - This service is a
big hit and huge time saver for the
participating FreeGyms.com
members. When the gyms were
designed, a 1,000 square-foot Gift
Shop was included adjacent to
each lobby area.

All the products and ser-
vices available at the gift shop are
online at the FreeGyms.com
Website. The members can order
online gifts for all occasions. The
gifts are gift-wrapped for free and
packed and shipped for the mem-
bers who receive a 15% discount
off retail for the items they or-
dered.

There is also a catalogue
that allows members to buy prod-
ucts from affiliate partners on the
FreeGyms.com Website. Or they
may order items when they come

ple. One
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into the gym. The gift shop serves
as a pro shop too and sales and
special offers are emailed to all
the members providing sales to
70% of the members who rarely
(or never) come into the gym.

The FreeGyms.com gift
shop became a big hit and sales
are $100,000 every month at each
location. This produces gross
profits of nearly $200,000 every
month on sales of half a million.

FreeGyms.com has
200,000 members 90 days after
opening. They have a very atten-
tive audience because they have
provided thousands of local resi-
dents and businesses with a free
gym membership. These mem-
bers feel more obligated to make
purchases from the sponsor. This
magic formula weaves all these
strategies together and brings in
profits faster than you can hire ac-
countants to count it.

| have shown you 5 af-
filiate program strategies that
generate profits. There are over
100 methods known today.
FreeGyms.com will generate $12
million dollars in gross PROFITS
at the end of the first year with-
out ever selling a gym member-
ship!

I think you can agree
that this business model shows
potential to say the least. Now
the next question is what fitness
chain is going to make the first
move? Will it be called
FreeGyms.com, FreeFitness
Centers.com, or maybe Free
HealthClubs.com? Or will the
winner be the club chain who
doesn’t change their name but

Ladies Onlg Health Club
\ altimore, M.D.
Excellent Location and Clientele
Full Line of Women’s Training Equipment
4,000 Square-Feet, Aerobics Floor, Showers, Lockers
2 Years Old
for an Experienced Owner
hatia: (415
email kbhatia@worldnet.att.net

In Greater

ortunit
Kamal

changes their whole business
model and implements the Free
Gym Membership Affiliate Strat-
egy?

Nobody knows at this
stage of the game. But, | predict
that you will hear about gyms us-
ing this marketing strategy before
The Club Insider News publishes
the January 2002 issue.

(PUBLISHER’s NOTE:
We repeat. This article was based
entirely on FICTION with the ex-
ception of the introduction writ-
ten by Steve Paterson and the seg-
ment marked by ***** describing
the GymBusiness.com Group. We
also want to repeat that in no way
does The CLUB INSIDER News
endorse or support the concept of
giving away free health club mem-
berships in an industry that has
labored for 60 years to earn the
right to market memberships to
the public it a fair price for fair
services rendered. We have pub-
lished this article simply to illus-
trate the extreme range of ideas
represented by the DOT.COM
World. Where the health, racquet
and sportsclub industry goes from
here in the DOT.COM World is
truly impossible to predict and this
article is simply the vision of one
individual that makes his living in
the industry using extensive e-
commerce marketing and sales
efforts. To contact Steve Paterson
go to stevep@worldwidefitness
.com Also, be sure to check out
the Worldwide Fitness ad on page
#27 and the website: www.World
widefitness.com as it is one of the
best you will see.)

) 683-4277

CLUB INSIDER
Classified Advertising

We Can Help You Sell Your Used Equipment,
Your Land, Your Club(s) Or Other Items.

$50 Per Ad For Up To 50 Words * Call 770.850.8506 For Info
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Gold's &
Body PUMP..

continued from page 3

BodyPUMP in health, racquet and
sportsclubs across North American.
BodyPUMP, a group programming
innovation from the Les Mills
World Fitness Organiation in New
Zealand, is exclusively marketed
by The STEP Company in North
America. BodyPUMP is now en-
joyed by over 300,000 people per
week in clubs around the world.
And, the organization now has over
7,000 certified instructors.
BodyPUMP is blazing the trail for
four other Body Training Systems
programs, BodyFLOW, BodyAT-
TACK, RPM and BodySTEP.

The new agreement with
Gold’s Gyms International calls for
the installation of all 5 Body Train-
ing Systems in the company-owned
Gold’s Gyms and the endorsement
of the programs for all new and
existing Gold’s Gyms Franchises.

We contacted Kirk
Galiani for his comments about
Gold’s Gyms' move to install
BodyPUMP and the Body Train-
ing Systems Programs and he
said, “First, let me comment
about Rich Boggs, (the President
of the STEP Company.) I can't
say enough good things about
Rich. He’s not just into this busi-
ness for the money. Group exer-
cise delivered the way Body
Training Systems has put this to-
gether makes very good group
exercise classes obtainable for
everybody. The direction that
Gold’s Gyms wants to go is to
provide excellent group exercise
classes all the time. Rich has done
a very good job of incorporating
a variety of classes and made it
very easy for clubs to have excel-
lence in their"group exercise
classes. | believe that the passion
that he brings to this product is
tremendous. Really, the thing that
keeps coming through about Rich
is that he’s a good guy who really
cares about the people he is work-
ing with. He is not just caring

Norm Caten’

EClub
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about the almighty dollar! He re-
ally cares about the success of
every group that he works with.
It just shines through. You've
heard the old saying, ‘Do what
you love and you will be good at
it." He is doing something he re-
ally loves and it just radiates out
of him! What Rich is doing with
Body Training Systems is very
good for the industry. [ think in-
volving our gyms with the Body
Training Systems Programs will
result in excellent group exercise
classes for all of our gyms.”

We spoke with Rich to
get his comments on the Gold’s
deal and he said, “The Galianis
are sharp owners who understand
the benefits of group fitness con-
sistency to a chain or group of
clubs. As you know, Kirk and
John were highly successful
Gold’s Gyms owners in Virginia
before they bought Gold's Gyms
Enterprises, Inc. Kent Lehnoff,
Director of Franchising for
Gold’s Gyms, has used the Geor-
gia Gold’s Gym group, led by
Gordon Johnson, as a model for
other Gold’s Gyms operators in
other major metropolitan areas.
One of the initial areas of con-
centration was group fitness. We
met with Kirk at the Super Show
in February, pursuant to the urg-
ing of Kent Lehnoff, for our first
official presentation to Gold’s.
Then Kent and Gene LaMott
brought a committee of Gold’s
Gym owners to visit us in Atlanta.
Their mission was to evaluate
Body Training Systems and its
potential for Gold’s Gym Inter-
national. They have been very
forward thinking in evaluating
the importance of group fitness
for their operations in the future.
The whole concept of program
consistency throughout Gold’s is
why it went forward. Kirk and
John realized the importance of
group fitness consistency because
they ran very good group fitness
programs in their Gold’s Gyms
in DC/Northern Virginia area.
Based on this experience, they
looked very carefully at the chal-
lenge of creating consistent group
fitness throughout Gold’s fran-
chises and whether they should
create it or outsource it. Gold’s
Gyms International is recom-
mending the entire system, which
includes the 5 programs plus the
Group Fitness Management
Workshops, which must then be
approved by each individual club.
Body Training Systems will be
holding monthly workshops at
the Gold’s Gym University in
Venice and Northern Virginia
where they train existing and new
Gold’s Gym operators on best
practices. We are helping Gold's
franchises to better understand
how to maximize group fitness.
We are also looking at the possi-
bility of co-branding merchan-
dise with the Gold’s name and
our programs. That would hap-
pen after the programs are up and

running. It is a win-win situation
for both parties.”

Currently, there are 50
Gold's Gyms enrolled in
BodyPUMP and the other Body
Training Systems Programs and
Boggs said he expects that num-
ber to triple in the next 8 to 12
months.

Lori Lowell
Reluctant 15-Year
Club Industry Veteran
Sees The'Light

We contacted 15-

year club industry veteran, Lori
Lowell. Lori just opened a new
40,000 square foot (7,000 out-
doors) Gold’s Gym in
Woodbridge, Virginia. We asked
Lori to tell us how she became in-
volved with Body Training Sys-
tems and why she decided to en-
roll her new club in all 5 pro-
grams. Lori, formerly a group ex-
ercise program director before she
became a club owner, had initially
seen BodyPUMP about two years
ago at the Gold’s Gym Conven-
tion, but had been reluctant to sign
up until a few months ago. She
recalls thinking at that time: “I
couldn’t justify paying a monthly
fee for someone to show me how
to do a bicep curl! What I didn’t
understand was the amount of ef-
fort and energy that this company
has put into really studying not
only the movement, but what the
members really want and the im-
portance of movement with the
music. I realized how much easier
it is ultimately for the teacher,
because they just turn on the igni-
tion when they walk in. New
teachers aren’t coming out of the
woodwork. We're all 40 and 50
years old now. | think there is a
fear by new teachers coming into
the arena. But, having programs
like Body Training Systems that
are completely spelled out for
them gives teachers or people in-
terested in teaching an opportunity
to teach in the aerobics arena with-
out having to worry about creat-
ing their own choreography. I
have a dance background so its
easy for me to think about chore-
ography. But, other people who
could be great teachers are hesi-
tant about their ability to create
great choreography. This gives
instructors the opportunity to fol-
low something structured. We
need teachers! The entire indus-
try needs teachers! So, I said,
0.K., I'm going for it. You just
have to zone in and do it the way
that Body Training Systems rec-
ommends. Then your results are
positive. | fought them for a long
time. I kept saying, I don’t think
s0, I don’t think so. I kept arguing
against it as a cost issue. But, over
time, they showed me how to
weigh the pros and cons. The
Galiani’s have moved toward
standardization of the experience
in the Gold’s whenever possible.
They want to have a similarity

between gyms. So, | was asked to
be on the Gold’s Gym owner’s com-
mittee to research BodyPUMP and
Body Training Systems. We did it
and I truly believe in it now. The
members like consistency and they
want results. Rich’s company has a
phenomenal team. Peggy Cleland,
who did our certification for us, was
wonderful. But, it all started with
Kent Lehnhoff (Gold’s Director of
Franching) and Gordon Johnson
(owner of 3 Gold’s Gyms in the At-
lanta area). Kent got me rolling with
it and Gordon basically gave me a
lecture on why I should join in.
(Gordon has had phenomenal suc-
cess with BodyPUMP and the other
programs in Atlanta) It just went
from there.”

Lori, an extremely innova-
tive club operator, with a visionary
approach to the business, also had
very positive things to say about
Boggs and Body Training Systems:
“Rich is real. He gets it. He totally
gets it. So, | decided to go in full
force and take the BodyPUMP sys-
tem seriously, follow their entire
programming system and do it the
way they recommend. I can hope-
fully take it to the next level and
bring other Gold’s Gyms into that
kind of philosophy of organized fit-
ness.”

Lori and her staff have just
completed certification with Body
Training Systems and plan to have
their Launch Class on July 1st. They
are now in the process of conduct-
ing video taping of all 11 of their
instructors to become certified to
teach Body Pump. Lori’s Gym will
initially offer two BodyPUMP
classes per day on Monday,
Wednesday and Friday and one
class on Tuesday and Thursday with
one class on each weekend day.

Boggs concluded, “The
Galiani’s are dedicated to the con-
cept of upgrading the entire organi-
zation with more standardization
and Group Exercise is one of their
key areas of focus. They are mov-
ing very aggressively to ensure that
group fitness is a major part of their
organization and that it appeals toa
broad range of consumers. | believe
Gold’s will be a major factor in
many markets worldwide. I think
they will continue to be a more ag-
gressive competitor. After getting to
know Kirk and his team, | am re-
ally impressed with their people and
their process. Kirk and John Galiani
are winners who are bringing on
some really good people to grow the
organization. Ed Connors, Kent
Lehnoff, Bruce Ebel, Gene Lamont
and others in the organization are
going to really move the Gold’s or-
ganization to new levels.”

(Norm Cates, Jr. is the
Publisher and Editor of The CLUB
INSIDER News. Cates is a 27 year
veteran of the health, racquet and
sportsclub industry and was a co-
founder and the st President of
THRSA in 1982.)
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Experience the ride of your life.

BODYSTEP
Simple and athletic. The world's
ultimate step class.

JUNE ISSUE

BODYATTACK
Staying in shape is a constant battle.
Defend yourselfl

BODYFLOW
Change the way you feel about
your body forever.

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

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

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

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

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

bodytrainingsystems.
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Vice President/Gold's Gym,
Palm Springs, CA

Always focused, Always aligns himself with
people he c¢an count on. Which 1s why he
relies on Life Fitness-no 1ifs,ands,or buts,
semi~pro basketball oversesas.
Loves team-building, Golfs.
a good cigar. Golfs.

competitive
edge

personal
profile
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www.lifefitness.com

As VP of one of the nation’s largest Gold’s Gym franchises, George relies on Life Fitness

for its nationwide service network. He knows that if any of his cardiovascular or strength

equipment ever needs service, someone will be right on it. The way we s‘_ee_i‘t, customer mm
service, like golf, is all about focus. Jzy ely on it”
Rely on Life Fitness for the perfect follow-through. Call 1.800.634. 8637



