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.. “MedX helped us become
- mofﬂbe'rop 10 fastest-
- growing fitness clubs in the e e

" s nation.* Thank you, MedX! .

=& Joe Cirulli, Owner
Gainesville Health & Fitness

*Club Industry July 1897

2 lbs. ata ume, to be exact.

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

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

The MedX Chest Press
" One of 20 strength training machines
#A offering these features:

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

for your club. free operation
Your goal is to help members g s a';ow-m'oqwnrum.
realize their goals. And our goal :::{‘T‘c;’:’“k
at MedX is to help make it hap- ki

! * Member-friendly,
pen. So take that first small step small 2-Ib.
to reach your goals: call us. increments

MEDICAL * SPORTS * FITNESS

800-876-6339

www.medxonline.com

MedX Inc. * 1401 NE 77th Street, Ocala, FL 34479, USA « Phone (352) 622-2112 * Fax (352) 629-8670
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Michigan Athletic Club
One Of A Kind!

fers four swimming pools (lwo in-  golf simulators, video-taped in-  40), who has had two terrificca-  founded the Tucson Athletic Club.
By Norm Cates, Jr. door and two seasonally enclosed  struction and a $20,000, state-of- reers. Before getting into the Carl’s lifetime sport is
indoor/outdoor pools that feature the-art putting green, several car-  club business, he was a journal-  handball. He has competed in na-
EAST a giant 200-foot water slide, pic- diovascular equipment areas ist for 21 years and sports edi- tional tournaments and age group
LANSING,ML- nicarea, sand play areaand apool  with CardioTheater and over 100 tor of the Tucson Citizen in Ari- competition for years, led the res-

The Michigan Athletic Club (MAC)  pavilion building with its own pieces of cardio equipment, a zona. He left newspapering to  cue and reorganization of the United
in East Lansing, Michigan, is, with-  snack bar and locker rooms), 16  5,000-square-foot strength train- earn a law degree at the Univer-  States Handball Association in 1982
out question, one of the top clubsin  tennis courts (10 indoor and six ingarea featuring 57 selectorized ity of Arizona, and at the same  and served as its President for 11

America. outdoor that also are covered with  machines and 2,500 feet of free  time make a pioneering venture  years (he is still on its Board of Di-
And Carl Porter, designer an air structure in the winter weights and plating-loading into the club industry. rectors), and was named to the
and operator of the two Michigan months), outdoor sand volleyball equipment, a 3,000-square-foot Carl and his lovely USHA Hall of Fame in 1995. He

Athletic Clubs (in East Lansingand  and handball courts, 11 indoor child care center, a hair styling  wife, Paula, a gifted artist spe- hasa great passion for the game and
nearby Grand Rapids), is, in the racquetball and three squash salon, massage therapy rooms, a cializing in children's art, mu- is now preparing for the Nationals
opinion of this writerand many oth-  courts (all with Twin-View “white  full-service restaurant and anad- rals and scenery, live in a beau-  later this summer. It was through
ers, the most successful hospital-  glass” walls), two basketball/vol-  joining, affiliated banquet facil-  tiful home in East Lansing about  his love for handball that he became
based health club operator in the leyball gymnasiums with three ity that can handle events of 450  two miles from the MAC. Carl involved in the developing of the -

country. courts, three state-of-the-artacro-  persons. The MAC is a part of and Paula enjoy a life of fitness  Tucson Athletic Club.

The East Lansing MACis  bic studios, a three-lane indoor  the Sparrow Health Science Pa-  with their two Doberman's, Tuc-
a 270,000 square-foot, multi-pur- running track that is only five laps  vilion, which also includes son and Indi. Betrayed by the YMCA!
pose facility packed with everything 1o a mile, four huge locker rooms 60,000 square feet of medical L
aclubcanoffer. Itisthe productof (two each both men and women), office space and services. The Getting Started Portcr and several of his
the vision and vast experience of  special unisex dressing rooms (for  entire complex is 340,000 square In fucson handball partners and friends had
Porter, President of MedSport En-  parents with children, older indi- feet on 20 acres of land with P gotten involved in raising funds for
terprises, a club consultingand op-  viduals who need assistance, some 800 parking spaces. orter began hisclub  the new Tucson YMCA branch. The
erating company that specializes in  physical therapy patients, efc.), an The Lansing club is a  career in Tucson through an in-  handball buddies gave their time and
the hospital-affiliated segment of indoor golf teaching and recre- dream come true for Porter, age teresting twist of fate when in  effort to the ca ital fund raisin
our industry. The Lansing clubof- ation facility with computerized 63 (but looks and acts like he is 1973 he and six partners ee Porter page 1

Bally Total Fitness Enters Bay Area Market
With Acquisition Of Two Health Club Chains

C quisition of the Pinnacle Fitness alarge fitness center in Chicago’s outlined by Mr. Hillman: has grown by more than 1200 fitness
OMPANY ALSO and Gorilla Sports club chains. trendy River North area, bringing * The successful launch  professionals in about eight months.
ACQUIRES LARGE CLUB IN The acquisitions, dis- the total number of clubs added  of Bally’s private label branded Highlighting the
TRENDY RIVER NORTH closed by President and CEO Lee in the past three weeks to nine. nutritional supplements known Company’s achievement in building
AREA OF CHICAGO Hillman at the Company’s annual “We are decidedly in a  as Bfit Nutritionals ™, which margins in its core fitness center op-
meeting in New York City, are growth mode.” Mr. Hillman told  have sales approaching $1 mil- erations to date, Mr. Hillman noted
EXPANSION UN-  consistent with Bally Total Fit- shareholders. “Our continuing lion per month in less than 18 that the key EBITDA (earnings be-
DERSCORES ACCELERATED  ness’ previously announced plans  expansion will allow us to  months. fore interest, taxes, depreciation and
GROWTH PLANS IN WAKE OF  to accelerate its-expansion in the achieve greater operating and * The opening of 70 amortization) margin had improved
BALLY’S 2ND OFFERING wake of a successful $83-million  marketing efficienciesand bolster ~ Bfit™ Essentials retail stores. from a level of 8% in 1996 to 13%
C stock offering last month. Mr. the brand value of the Bally name.  that sell clothes, nutritional prod-  in the first quarter of 1998.
HICAGO, IL.- June Hillman reiterated that Bally plans ~ As well, several product and ser-  ucts, and fitness accessories “The management of Bally
11, 1998 - Bally Total Fitness additional acquisitions, including vice initiatives under way are  within new and existing clubs; Total Fitness has a goal — and a
(NYSE:BFT) today announced it markets where the Company al- helping to grow revenues from and commitment to achieving it - of
has entered the San Francisco/Oak- ready has a presence. As an ex-  both new and existing clubs.” * The introduction of a  reaching a 20% EBITDA margin by
land Bay Area market with the ac- ample, the Company just acquired Among the initiatives  personal training program that  (See Bally Total Fitness page 16)

( Inside The Insider ) Cybex International Acquires
*Education For Yourself & Your Team TeCtriX Fitness qu]_ipment

'Sales Skills I‘Dr Personal Trainers national, Inc. (AMEX:CYB)an-  brings to Cybex an innovative line
*Families Prevent Second & Medwsy, MA.-Ina nounced in late May that it had of stationary bicycles and climbers.

Third Generation Failure move that will cement its position  acquired Tectrix Fitness Equip- It also enhances and balances
'Helping Members Succeed in the fitness indusiry as a leader ment, a manufacturer of high Cybex’s worldwide sales and service

in innovation, products and cus-  qualily cardiovascular fitness distribution network and provides
tomer gratification, Cybex Inter- equipment. The acquisition (See Cybex page 18)
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THE INSIDER SPEAKS

« EDITORIALS ° "INSIDER MAIL"

COMMENTS -

EDUCATION FOR YOUR-
SELF AND YOUR TEAM

By Norm Cates

I wonder how many club
owners and managers out there did
not have any formal education in the

club business when they entered the
industry?

Over the years I've wil-
nessed some terrific success stories
about club owners and managers
who entered the club industry with-
out formal club management train-

ing but through dedication,
perserverance and sustained effort,
have educated themselves about all
aspects of the club industry.

If you're sitting there won-
dering: “What education is required
to run a gym?” Then this article

ITHRSA PHOENIX TOP 30 SPEAKER RATINGS

CONGRATULATIONS TO THE FOLLOWING TOP 30 SPEAKERS AS RATED BY THE
ATTENDEES AT THRSA'S 17TH ANNUAL CONVENTION AND TRADE SHOW IN PHOENIX

MARCH 18-21st, 1998.

To obtain audio tapes of these presentations and many, many more, contact: InfoMedix, (714) 530-

3454

This list represents the Top 30 Speakers of which received 15 or more evaluations of the following
Phoenix sessions or forums: Concurrent Sessions, Workshops, Hospital Club Forums, and Tennis Forums

ONLY.
NAME

#1 Paul Chek
#2 Bob Smith

#3 Dennis Keiser
#4 Richard Gerson

#5 Kurt Kamperman
#6 Annette Lang

#7 Bob Gray
#8 Sandy Minor

#9 Massimo Massarini
#10 Glenn Gaesser

#11 Richard Gerson
#12 Jim Smith

#13 Jim Baugh

#14 Kathy Oppenheim
#15 Richard Gerson
#16 Sandy Coffman
#17 Fran Acunzo

#18 Ed Tock

#19 Phil Kaplan

#20 Mary Beth Bradley
#21 John Philbin

#22 Kathy Kerchner
#23 Ken Alan

#24 Sherry Catlin

#25 Michael Holtzman
#26 Jack Tiller

#27 Nick Prukop

#28 Richard Andrae
#29 Jason Conviser
#30 Keith Camhi

S TITLE

Effective Exercises For Spinal Stabilization

And Posture Corrections

From Wellness Member To Athlete Developing

Sport Specific Programs

Understanding The Emerging Older Adult Market
Mentally RICH: The Ultimate Peak Performance

Training Program
The Tennis-Fitness Connection

Our Emerging Role As Health & Fitness Promoters

In The New Millennium

Increase Your Memory For Better Customer

Service and Retention

Using current Research Findings On Physiology

To Create Accurate Programs

Using Current Research Findings On Physiology

To Create Accurate Programs

A New Exercise Paradigm: Fitness & Health At

Any Size

Member Relationship Management Process (Part I)
High-Powered Membership Referral Campaigns

The Tennis-Fitness Connection

Implementing A Case Management System For

Your Staff

Member Relationship Managment Process (Part II)

30 Retention Ideas In 60 Minutes

How To Incorporate Day Spa Facilities Into The

Health Club Setting

Sales Managment Techniques That Guarantee Success
Fitness And Nutritional Programming
Enneagram Personality Technology: The Key To

Staff Management Success

Safe Effective Strength Training For All Populations
Master The Media:Play Their Game To Your Advantage
Programming To Grow Your Older Adult Membership
Recruiting, Hiring & Developing An Ultimate Team

Of Fitness Professionals

51 Ideas In 90 Minutes To Improve Your Food

Service Facility

Effective Personal Management For Increased

Productivity

Client-Centered Marketing For The Fitness Pro
STAR Recognition: Motivating Your Employees To

Better Service Your Members

Developing Profitable Relationships Within The

Health Care Industry

How To Cut Your Member Attritio n Rate In Half

AVERAGE/5.0
4.767
4.744

4,708
4.688

4.685
4.658

4.655
4611
4.536
4.528
4.527
4.521
4.521
4.476
4.474
4.440
4.426
4.417
4.392
4387
4320
4319
4289
4274
4.267
4.245

4.217
4.215

4,200

4.181

should be of great interest to you.

The answer is: “If you
want to operate a long-term suc-
cessful gym or club operation there
is an awful lot to learn. Certifica-
tion in exercise science and fitness
training, team building, problem
solving, marketing, sales, staff
management and leadership, ser-
vice-oriented culture building, club
design and specification, and the
list goes on and on.

So.... you might be say-
ing to yourself, *“Yeah, it's great to
know all the areas | should advance
my education in, but I've got a
businesstorun. How can I run my
business and at the same time learn
all I need to learn to perfect my club
operations for the long run?”

The answer is: “ WORK
ATIT EVERYDAY. Always have
a book reading in progress relative
to challenges in the business. The
new book Responsible Managers
Get Results is a good example. Be
sure to subscribe to and read regu-
larly publications like The CLUB
INSIDER News, Fitness Manage-
ment, CBI Magazine, Club Suc-
cess and Club Industty. Join and
support IHRSA, The International
Health, Racquet and Sportsclub
Association and take advantage of
17 years of learning that is avail-
able through the Association’s vast

library of publications and other edu-
cational products, Network with oth-
ers in the industry by attending con-
ferences such as the IHRSA Annual
Convention and Trade Show, the Club
Industry Conferences, IHRSA’s Sales,
Marketing and Programming Confer-
ence and Trade Show, the IDEA Con-
vention, etc. Attend as many sessions
at these conferences as you can and
assign staff specific sessions to attend
and report to your team on. Buy the
tapes from the conferences so that you
can hear the important sessions that
you missed. While at the conventions
spend every minute possible with the
vendors and suppliers of our industry
because they are also a source of great
industry knowledge and expertise.
Utilize the services of professional
consultants for help in areas where
you wish to focus. The great ones like
Rick Caro, Gerry Faust, Sandy
Coffman, Ray Gordon and Eddie
Tock, Karen Woodard, Spike
Gonzales, Michael Scott Scudder,
Brenda Abdilla, Casey Conrad, Rich-

" ard Gerson and others can help you

more in three days than you might
ever imagine.

In short, become a sponge
for club industry knowledge. Apply
what you learn thoughtfully, carefully
and with focused determination and
you will see improvements in your
business.

Norm Cates’

=Club In Insider

Estab!rsked 1993

PUBLISHER: Norm Cates, Jr.

EDITOR: Norman L. Cates, Jr.
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MAIL ROOM MANAGER: Justin Cates
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COMPUTER LAYOUT DIRECTOR: Ms. Cathy Brown

Box 681241, Marietta, GA 30068-0021
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y sincere apolo-
gies to my old friend, PRESTON
FIELDS, for botching the phone
number on his ‘KICK IT" ad last
month. The correct phone num-
ber is: 1-888-294-2138 You can
see Preston’s ad on page #8 in this
issue,

*Thanks and best of luck
to the departing IHRSA Board
Members: STEVE THARRETT
of Club Corporation of America,
GARY KLENCHESKI of
Fitcorp and BOB CHAIKEN of
Club Sports International.
And, congratulations and good
luck to new IHRSA Board Mem-
bers, HERB LIPSMAN of the
HOUSTONIAN, RICH
MANDLEY of The Fitness
Company and JOE CIRULLI
of the Gainesville Health and

‘NORM'S NOTES*

Fitness Center. And last, but defi-
nitely not least, good luck to
IHRSA's first female President -
ANNBETH ESCHBACH as she
imbarks on June 25th on her one-
year term of leadership of the Asso-
ciation! Speaking of IHRSA, the
terrific annual IHRSA Institute was
held in early June in Toronto,
Canada. There were 80 attendees
with about 25 international attend-
ees, Special thanks to those on the
IHRSA Faculty for the work that
they put into this special event.

*BODY PUMP UPDATE
- Itlooks like my prediction months
ago that Body Pump will become as
wildly successful in the United
States as it has in New Zealand and
Europe is coming true. My old
friend and former partner, RICH
BOGGS, tells me that they are now
reaching in some regions a status

JUNE ISSUE

where training sessions are becom-
ing booked up. As | predicted, due
to the required training process you
need to plan for some lead time for
training in order to be prepared for
the upcoming Fall/Winter Season.
Boggs tells me that Tennis Corpo-
ration of America, Town Sports
International and 24 Hour Fit-
ness are now rolling the program
out in various clubs. Also, The Step
Company folks are having great
success with helping new prospec-
tive members reach clubs offering
BODY PUMP by introducing them
to the clubs through the BODY
PUMP web site: www BODY
PUMP.com. Boggs is also prepar-
ing to put BODY PUMP on the new
Microsoft Sidewalk which is a new
internet Yellow Pages program.
Stay tuned.

*STEVEN SCHWARTZ,

IRRSA

liter fiatisnal
Healih. Racgner &

Sportselubs As<oeiariog

Lemmitted 1o

the Profitabitity and
Hrufessinnaliin of
Our Momber Cluhs

June 2, 1998

Mr. Norm Cates
Club Insider

P.0. Box 671443
Marietta, GA 30067

Dear Norm:

Regards,

John McCarthy
Executive Director

VIA FAX: 770-933-9698

I thoughr that your article in the May issue of The Club Insider on Bally Total
E‘em provided superb background information for a constructive discussion of

Many thanks. As always, you did an excellent job.

President of Tennis Corporation
of America, former IHRSA Board
Member and Chairman of the com-
mittee that developed IHRSA’s
new Uniform System of Ac-
counts for the Health, Racquet
and Sportsclub Industry was
very kind to provide me with a
copy of this great work. Thanks
Steven! Afterabrief review of this
very comprehensive, 164-page
document, | am greatly impressed
and offer congratulations and
thanks to Steve and the other com-
mittee members for their work.
The others who contributed their
very valuable time to this bench-
mark publication for the industry
are: GILBERT FREEMAN,
CPA - Fitness Holdings,Inc.(24
Hour Fitness), JOHN GIB-
BONS, CPA- The Sports Club
Company, SCOTT
LEVITT,CPA-BDO Seidman,
LLP, SCOTT LONDON, CPA-
KPMG Peat Marwick, FRANK
NUSKO, CPA-Tennis Corpora-
tion of America, STEVEN
SPEARMAN, CPA- Spearman
Industries, Inc., SCOTT THO-
MAS, CPA- Sport & Health, Inc.
and ANITAHORNE LAWLOR-
IHRSA. Look for a comprehen-
sive report on the document in the
near future here in The CLUB IN-
SIDER News.

*DAVID PATCHEL-
EVANS is one of North America’s
biggest club operators with about
40 Canadian GoodLife locations.
Dave is also involved with the Ca-
nadian Association of Fitness
Professionals which will host
Canada’s largest club business and
management conference in
Toronto on August 21 - 23rd. The
1998 Can-Fit-Pro Club Business
and Management Conference is

designed for every member of your
fitness facility from club owner to
floor staff. To learn more, call
SHARON PORTER at:1-800-
667-5622.

*JEFF RANDALL,
former owner of The Squash Club
and Wellesley Athletic Club in the
Boston area, has sold his clubs and
opened JLR Associates, a search,
recruitment and placement firm for
the health and fitness industry.
With the industry poised to explode
with growth and the continued need
for constant human resources,
Jeff's new business should be
poised for a great start. Good luck
Jeff!

*American Council on
Exercise ® (ACE) has released a
new publication, Exercise for
Older Adults: ACE's Guide for
Fitness Professionals. The book
has been published in response to
the rapidly growing population of
senior exercisers. It addresses the
physiology of aging, specific ways
to communicate with and motivate
older adults and common health
challenges this group faces. This
market has grown by 145% from
1988 to 1995. The manual is avail-
able for $24.95 by calling ACE at:
(800) 825-3636. Be sure to tell
them that you read about the new
manual in The CLUB INSIDER
news!

*Congratulations 1o
CASEY and LISA KAMMEL,
owners of Executive Fitness.... A
Private Training Studio in Long
Beach, California as they celebrate
their first anniversary. Casey and
Lisa’sstory isamazing. In August,
1994, Casey dove into a swimming

(See Norm's Notes page 27)

In Memory Of

Allen Gene Cates

January 20, 1949 - June 9, 1998

May He Rest In Peace
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Tools Sales & Marketing Software maximizes SﬂlBS_IBSIIIIS.

Sales and Marketing

|00]Dadena Karrick |(9541 7969007 | O

Profile Summarny: Source = Yelow Pages
ORIGIN HEALTH OBJECTION

. FntiMi Iilalrn'_- L DEMO
i o ] . Yeliow Pages Converisnce
= 2 i [ oy
oLk Mlasne ]'- mimck, 4
- : . Mempes Humbar

Phone Numbers
Homa [1954) 756-9007

FACILITY. GOALS EXPFNENEE :
17—_[1-»- Pages Asrobics Gain Muscle
Fros Weights | Lote Weght
Tonelp

Catagory I.'J-:"{..\- I
— s
Ay LR ,——— ThuF Active Conbract  Active
B Coprate Fe P Conlact
Ot 1—_—_ Subs £ - i -

11{'BLMER|LI‘S

List Operatians |

Building your company’s sales is easy with the right TooLs.
Start nailing down those lost leads! Stop missing sales opportunities. Use Tools Saks &

Marketing Software to automate your sales efforts. Stay on top of appointments, track incoming

and outgoing phone calls and maintain control with comprehensive reporting, Tools austomer
profile feature gives you access to power ful information on every lead.

Its casy with TooLs Sakes & Marketing Software. TooLs gets results.

all TooLs today and watch your sales go through the roof!

CALL NOW FOR A FREE 30-DAY TRIAL

800-811-8669

T

Tools Systems Management 3300 North University Drive, Suit
phone: 954-796-9007 fax: 954-796-9010

510, Coral Springs, Florida 33065




EClub Insider

MAYBE YOU
SHOULD CHANGE
YOUR NAME...

said one of our customers at a recent trade show
Why should we do that, we ashked? Well, they said,
you no longer make just stairclimbers = vou have
these new bikes, and treadmills, innovative
strength equipment lines — and even this great
elliptical product = maybe you should call
vourselves ProductMasters or something...

We ran this interesting suggestion up the flagpole
back at headquarters. It generated a lot of spivited
discussion, but in the end, it just didnt cut the
mustaril.

Whats in a name? Al StairMaster; our name is
more than a product line — ity a philosophy of
doing business. The highest quality fitness
products. Peak performance and product
innovation.

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

StairMaster: A full line of exceptional products for

vour fitness facility. A name you can depend upon.

STAIRCLIMBERS
ENI-ZRL'I:I-; BikEs
Cﬁnssﬁnmcs
Tr EA;MI].I.S
STRENGTI i%Q(lll’blEN'l‘

-
ELLIPTICAL STRIDING SYSTEMS

StairMaster

$

Lupand bhe Cavelape

FOR A FREE STAIRMASTER® CATALOG
CarL 1-800-635-2936

StinirMaster w" and Crossrobics are registered trdemarks

o tradermarks of StairMaster Sports™edical Products. Inc

PRSI Stain Masicr SporsNedical Produces, Ing

JUNE ISSUE
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Sales Skills For Personal Trainers

by Karen D. Woodard, President
Premium Performance Training

(This article is the fourth
in a series of six for The CLUB IN-
SIDER News.)

H istorically, and

through my travels to clubs all over
the country as well as outside the
country, what I've seen is that most
Personal Trainers are very good
trainers but need coaching in sales
skills. Perhaps you would agree
with me that almost all profession-
als fall victim to this: as a profes-
sional, you're trained (o be a doc-
tor, a lawyer, a pilot, a trainer, a
massage therapist — not a sales-
person. Most professional courses
of study for any of the above men-

_Be Fre
Nicotine

Of Your
abit In Only
7 Days...

KIGK 1T

Safely and Simply eliminates
nicotine cravings without

the withdrawals typically

associated with quitting.

Effective for all forms of tobacco use.
No drugs, all natural herbs.
Addresses withdrawals and weight gain.
100% Satisfaction Guaranteed!

Tremendous Income Opportunity
for Clubs or fitness Professionals

Please contact your LifeScience Consultant for
further information and pricing.

W. Preston Fields
1-888-294-2138

tioned positions have little to no
emphasis on how to sell or mar-
ket yourself onee you are certi-
fied to do what you do. (Think
about it. Did your certification
program provide you with any
sales training?) Therein lies the
problem. You need to be two
animals in one. If you don’t buy
into that perspective, then it
doesn’t make any sense to invest
your time, money and energy in
starting a career if you can't fol-
low through and sell what you
do.

Some of you reading
this article probably have an
aversion to the idea of selling.
What this article will offer you
is a plan to clarify how simple
and profitable the selling process
can be if you just do it properly.
We'll cover some fundamentals,

then 10 tips that will help you sell
more and more professionally.
(The information to follow is pre-
sented with the perspective that
your club already has a system in
place to support the growth of per-
sonal training as the profit center it
should be. Thus, we will not be
focusing on the support system,
only the selling system for you.)

Fundamentals...

For those of you who may
have an aversion to selling, let’s
clear up any misperception of what
selling is and is not. Selling is a
combination of leadership skills,
communication (more listening
than speaking), prepared planned
presentation, benefit focused, rela-
tionship oriented versus transaction
oriented and very rewarding both
personally and financially when
done well. Selling is not “telling,
being deceptive, coercive, “wing-
ingit” or pushing. Hopefully, that
will make you feel a bit warmer
about the direction you'll be head-
ing. 1f you've got a negative ste-
reotype in your mind of a salesper-
son, it's probably because you've
had a negative experience with a
salesperson. That doesn't mean that
you have to be like them or that all
salespeople are like that. Ditch the
thought.

* Why do people buy from
us? It’s simple—they know us, like
us and trust us, Why do they not
buy from us? The opposite—they
don’t know us, trust us or like us
and because we don't ask them to
buy from us. Does the “not asking
them” part sound familiar to you?

Please keep the aforemen-
tioned fundamentals in mind as you
read throughout the following tips.

Tips to Take You to the
Top...

Tip #1 Have a strong,
simple, direct introduction.

This may surprise you, but
the majority of the Members don’t
know who you are or what you can
do for them, so you need to tell
them. You will create a strong
awareness for yourself if everyday
you introduce yourself to at least
10 Members you don't know.
Here’s what it should sound like:
“Hi! My name is and
I'm on the Personal Training Staff
here at the club and you are?....”
“Good to meet you -
What can | show you today that
would help you with your work-
outs?” Can you see how that would
creale a positive impact and aware-
ness of who you are and what you
do? The key elements are: 1) relax,
2) smile and extend your hand to

shake theirs, 3) give your
full name and position, 4)
ask them a question to open
conversation and 5) make a
mental note of your conver-
sation (then ASAP make a
written note, we'll cover
this more in tip #(9). Re-
member, know us, like us,
trust us.

Tip #2 Lead
Generation

To be able to sell
you have to have people to
sell to. Fortunately, the club
environment provides us
with a large resource of
ready made leads. Unfor-
tunately, most of them will
not just walk up to you with

their VISA card and say “I

want to train with you... please
charge 12 sessions to my VISA
and let’s get started now!" That's
OK — you simply need to ask
them. This tip is about how you
can put yourself in a position to
ask them and not feel like a geek.
Everyday, you need to
be visible, talking to the Mem-
bers about who you are and what
you do. As stated in tip#1, do a
minimum of 10 floor intros each
day. Get the new Member list
from the membership sales staff
each month and call all the new
Members to remind them to
schedule a personal training ses-
sion with you, Go into classes at
your club and introduce yourself
with certificates for complimen-
tary training sessions. It might
sound something like this: “Hi
gang! My name is
and I’'m a Personal Trainer here
at the club. | wanted to let you
know that I'm accepting 3 new
clients and [ have six cerficiates
here for a complimentary consul-
tation for those of you who are
looking for more results from
your work-outs. They’re good
for the next 10 days. Who would
like one?” The key elements to
this are: 1) arrange it with the in-
structor first and have them in-
troduce you, 2) re-introduce
yourself with full name and po-
sition, 3) you are accepting a
“limited” number of new clients
— put a number on it to create
demand and 4) the certificates
have an expiration and you have
a limited number of certificates
to create urgency and demand.
Another excellent way to gener-
ate leads is to host a clinic for the
Members. | recommend that you
always charge for the clinic to
create value as well as generate

Karen Woodard

revenue for you and the club. The
clinic will allow you to get in front of
a captive audience for an hour, pro-
vide them with some value and wow
them. 1also advise that you have dis-
count certificates for the attendees to
use toward their first personal train-
ing session with you. Before you give
them out as a “thank you” for attend-
ing, you”ll want to give a professional
and prepared 30-second presentation
on what you can do for them with
personal training. Make sure you put
an expiration date on the certificates
to creale urgency.

These are just a few of the
many ways to generate leads for your-
self (we could devote an entire col-
umn to this aspect of selling). The
key is to always be generating leads,
always be talking to Members about
who you are and what you do. The
#1 reason anybody fails in selling is
that they are not talking to enough
people. Even the best sales people
will not make it if they don’t have
enough people to sell to.

Are you starting to see the
theme of know us, like us, trust us
create a strong presence?

Tip #3 Have a prepared,
professional presentation.

Now that you have gener-
ated a lot of interest in who you are
and what you do, you need to be able
to do something with it. Here's where
your preparation is critical. The
preparation we're talking about is
how you take this interested Member
from interested to becoming a client.
You'll want to have a list of very di-
rected questions to ask them when
you sit down to do your consultation
and perhaps take them through a short
sample work-out. Your questions
might include:

(See Woodard page 24)
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LOOKING FOR THE BEST PRICED
ELLIPTICAL ON THE MARKET?

YOU JUST
FOUND IT.

CALL FOR MORE INFORMATION

HOGEAN HEALTH INDUSTRIES 800.678.7888
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INDEPENDENT

CONTRACTORS

UPDATE

The I.R.S. has in-

structed its agents to be more le-
nient in dealing with employers
who misclassify workers as in-
dependent contractors. This is
welcome news to club operators
who are unsure how to classify
workers such as instructors and
tennis professionals.

Firms that always file
Form 1099 will be asked for one
year’s back payroll taxes. If a

company can demonstrate that
it has consistently treated simi-
lar workers as independent
contractors, the LR.S. will only
ask for 25% of a year’s taxes
as long as the company is will-
ing to classify such workers as
employees thereafter. This re-
lief is a result of a once tempo-
rary L.R.S. settlement program
which has been made perma-
nent. (Courtesy of IHRSA's
FairGame Newsletter).

SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN
imporied & Domestic Textile Products

Take the guess work out of your. . . .

Towel Purchasing
Satisfaction Guaranteed

QUALITY PRODUCTS
at
COMPETITIVE PRICES

Rubbermaid

Commercial Products
Authorized Distributor

caLL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

IFRSA

ASSOCIATE MEMBER

P. O. Box 620189 + Atlanta, GA 30362
770/729-0700 = 800/241-2081 * FAX 770/729-0995
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WE HAVE OVER 15,000 LOCATIONS, ALL

WITH ONE THING IN COMMON... FUN,

Add Jazzercise to your facility! -

Meet your scheduling and community needs
with over |2 formats to choose from —

each taught by a certified instructor.

jazzercise

Call Jazzercise,Inc.(760) 434-2101
to Locate a District Manager inYour Area

Visit us on the World Wide Web ot http://www.jozzercise.com

Take A Computer Break With
Cyberstretch By Jazzercize!

Car]shnd. CA.- Com-
ing soon to a computer screen near
you is CyberStretch by Jazzercise,
the first ergonomic and stretching
computer program created by a fit-
ness organization. An innovative,
easy-to-use, inferactive screensaver,
this software program gives the
computer user energizing streteh
breaks designed to reduce tension
and repetitive stress injuries, such
as carpal tunnel syndrome.

Designed by an exercise
physiologist, it consists of 26 body-
specific, timed stretches and 26 ac-
tion tips -
breaks, posture checks, fitness tips
- for a safe, effective head-to-toe
tune-up.

vision and relaxation

CyberStretch runs as a
screensaver, and its unique inter-
active feature allows the users to
call up any of the stretches or tips
individually, or to click on eight
different categories to do stretches
working specific areas of the
body.

“We designed CyberStretch
to make a difference in the work-
place,” says Judi Sheppard
Missett, Jazzercise founder and
CEO. “For busy people working
on a computer all day, it’s the per-
fect aide to remind them to do
some stretching and guide them
safely through a refreshing break.
It's a real stress-buster!” Missett
adds, “Our goal is to enhance
workplace productivity by giving
the computer user the tools 1o
work in comfort for a long period
of time, without getting that
‘crick’ in the neck or tense shoul-
ders, or more importantly, repeti-
tive stress injuries such as carpal
tunnel syndrome.”

Here is what others are
saying:

“Quite simply, if you
have a computer Or your company
uses computers and employs
people to operate them, you
should be using CyberStretch.”
Peter M. Stuckey, B.app.Sc.,

M.A.P.AM, Ergonomics & Occu-
pational Health & Safety Study
Group, N.S.W. Branch A.P.A.
Australia

“The CyberStretch exer-
cise techniques are the most inno-
vative, practical, effective and pre-
ventative applications that have
come along thus far in the field of
ergonomics.” Sandra Allen, Safety
Director/Specializing in Ergonom-
ics SouthCoast Newspapers, Inc.

“CyberStretch will help
prevent muscle soreness, tightness
and will even help to prevent many
repetitive stress injuries.” Dr. Lee
Rice, D.0.,FA.AFP,FA.CSM.
San Diego Sports Medicine and
Family Health Center

“Apple Computer Aus-
tralia Pty.Ltd, is pleased to recog-
nize CyberStretch for excellence
in business software develop-
ment.” Diana Ryall, Acting Gen-
eral Manager, 1997 Apple Austra-
lian Developer Awards

CyberStretch runs on
Windows 3.1, 3.11, 95 and NT, and
Macintosh 7.5 or 8, Visit our web
site at www.cyberstretch.com to
find out more about CyberStretch
by Jazzercise, and to download a
FREE demo and photographs. For
additional information call 1-888-
797-8738.
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Families Prevent Second and Third Generation
Business Failure through Sensitive, Provacative Dialogue

By Richard Yocum

Part . Thisis Partlofa
mwo part series. Next month Part
II: “Generating Interpersonal Eq-
uity Among Partners”

Irnagine the following
profile: Their vision was clear; it
all made sense. Barry and Sandy
Gilman would naturally turn over
the clubs to their three children
while Barry and Sandy cased to-
wards their retirement, split be-
tween the villa in Costa Rica and
the lake home in Michigan. Natu-
rally, the kids could call anytime to
seek advice (hopefully not too of-
ten); but the Gilmans just knew that
things would work out. After all,
this business was a wonderful en-
vironment in which to raise a fam-
ily. Maybe their grandchildren
would eventually come on board.
The future looked promising.

Wiliam, age 43, the oldest
child, had a keen sense for the op-
crations and focused a conservative
eye on the numbers. While his
“people skills™ were not as polished
as his Dad’s (Barry was known in
the industry for his negotiation
smoothness and his way with
~ people). William was respected for
the business integrity he always dis-
played. A proper family man, he
was stable and dependable. Eric,
40, and the second born, was gre-
garious, playful, and well-liked by
the pros and the staff. His early
trouble with alcohol and mild drugs
was in check, and his marriage ap-
peared secure. A natural athlete, he
brought a competitive spirit to the
business and the fitness community.
You could count on him for creative
evenls and promotional ideas - a
real marketing asset. Jennifer was
turning 35 and was in a serious re-
lationship now, a few years follow-
ing her divorce. She split her re-
sponsibilities between being a part-
time tennis pro and running mem-
bership sales. A bright, intense
woman, Jennifer was a risk-taker
and pressed her parents to open the
fourth property, already a success-

ful venture.

Barry was confident
the right instruments were in
place to protect Sandy, should he
predecease her. Naturally, she
would sell the business if he died
tomorrow. Their unanswered
questions, however, were nu-
merous:

* Sell the business? Re-
ally?

* Turn over the clubs to
the next generation?

* Retire? When?

*Chairman of the
Board?

* Leadership? Who?
How? When?

» Fifth and sixth prop-
erties?

* Spouses and third
generation involvement?

* Equity sharing with
key staff?

= Sabbaticals for one or
more of the siblings?

* Roles and power?

= Equal, greater, or less
compensation, vacation?

* Funding for post-
graduate education?

In every family busi-
ness, so many things can hap-
pen-there are so many “what-ifs"
and so many possibilities. Why
do we avoid open, blunt commu-
nications about these *“What-if?"
scenarios? Fear. We often are
afraid to concretely express our
own intentions (with dates) for
fear of letting go of the identity
we enjoyed, the success we
founded, the “place to go to ful-
fill our dreams and our obliga-
tions”, the pain and the privilege
of owning and growing a suc-
cessful family business. Perhaps
the next generation can run it
better. Perhaps not. What clse
prevents us from having heart-
to-heart “what-if” discussions?
Sometimes there are things we
would rather not hear. Denial is
a powerful tool.

The Gilman business is
a case full of opportunities or
land mines, depending on how
they handle this transition, Al-
ready, we have guessed what

Seeks
Contributing
Writers

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

might come out of these scenario
discussions:

* William, the stable
one, and Jennifer, the visionary,
each want to be President.

* Eric has a dream of
leading treks through the
Himalayas and starting an “out-
ward bound” business capitalized
by the clubs.

* William’s wife, Amy,
talks about working part-time,
now that all four of their chidren
are in school.

» That new freeway the
city keeps talking about could
affect two of the properties in
about three to four years. Will-
iam considers politics.

* Jennifer wants to de-
velop a new sports beverage.

* To date, six third-gen-
eration children require educa-
tion funding. Jennifer wants a
baby.

* That sexuval harass-
ment complaint filed against a
staffer is still a nuisance. Eric
thinks about law school.

It is no wonder second
generation family businesses ex-
perience such a high mortality
rate. Life happens. We would
like to believe rational minds pre-
vail but we know better. So of-
ten when the founder(s) of the
business “check-out”, they take
with them the roles of wise deci-
sion-maker, referee, visionary,
leader, mentor, and parent. Pre-
dictably, siblings will operate in
business similar to the way we
watched them (and sometimes
did not observe, or chose not to
see them) grow up in the family.
Facing the sensitive issues prior
to, during, and following succes-
sion is critical for healthy transi-
tions. How do families effec-
tively deal with such sensitive
topics? Some have a long tradi-
tion of operating family councils,
a setting which is natural for en-
gendering such open dialogue.
Council meetings are planned
well in advance and the attendace
rule is inviolate. The agenda is
organized and often incorporates
“play”. It is not uncommon for
spouses to participate; in some
cases, a significant other may be
included, as appropriate. Coun-
cil meetings are not business
meetings - these are family busi-
ness meetings. 1t is not unusual
for these sessions to be facilitated
by a non-family third-party. This
individual is responsible for help-
ing to set the agenda, facilitating
the session and summarizing and

distributing notes and
agreements produced in
thcsc sessions.

Without establish-
ing a family council for-
mally, family principals
need some process in which [
they can address sensitive
and hard questions. They [=
need some method for pri-
oritizing issues and gener-
ating agreements, provid- |-
ing the foundation for ac- |
tion plans and genuine ac-
countability. Some families
are able to manage the pro- |
cess without third party as- &=
sistance but this can be
challenging when issues of
power prevail as they usu-
:1")’ do.

Let’s examine
characteristics of -

thhard Yocum

effective sessions:

Facili[ulion: so0 that

each member can be expressive
with parents, siblings and others,
everyone is required to listen and
acknowledge each others’ view.
The facilitator makes progress
happen.

Operating Agreements:
developed with the help of the fa-
cilitator, these guidelines estab-
lish how participants in the ses-
sions will run their meeting
(preparation, participation, ses-
sion conduct, parameters of
time). These set the “culture” of
the sessions.

Documentation: when
agreements are reached, all par-
ties literally sign-off on them.
Session notes are summarized
and distributed, keeping the on-
going process on track and pro-
ductive.

“What-if?" scenarios: a
vital part of the process required
early on and renewable over time,
these scenarios discussions evoke
feelings and considerations;
when shared, they contribute to
healthy decision-making and, so
often, prevent family crisis from
developing over the business.
Scenarios discussions are best
spread out over several meetings.

Expectations: the more
clear family members become
about what each wants to bring
to the business and what they ex-
pect from each other, the less
likely the business is to run into
problems because of unexpressed
assumptions, hidden agendas,
and family secrets.

Location: due to the
level of intimacy achieved in

these sessions, it is advisable to meet
off-site in comfortable, neutral sur-
roundings.

Frequency and Duration: at
first, biweekly four to eight hour ses-
sions are indicated. As progress de-
velops, monthly and then quarterly
meetings provide spacing and continu-
ity.

Conflict: itis likely disagree-
ments will surface. Count on your
facilitator to help mediate disputes and
determine the level of priority for
conflictual issues. Some conflicts will
not be resolved in one session. The
subject of and process for conflict reso-
lution should be an agenda item of its
own.

The Gilman family enterprise
appears to be intact and vital, The fam-
ily itself seems loving and healthy. Yet,
without a prospective, preventative
process in place, the business is at risk
of becoming a statistic in the research
on failed second generation businesses.
Over a period of four to twelve months,
Barry and Sandy and their children can
engage in the most valuable strategic
initiative related to their business: the
family business dialogue.

Our attorneys and accoun-
tants masterfully craft instruments to
protect us and our loved ones from
untimely death or disability.
Necessary...but not sufficient. It takes
honest, open, provocative dialogue
about sensitive issues to help keep the
business in the family, and the family
in business.

(Richard Yocum is a senior
mediator and business consultant as-
sociated with Business Mediation As-
sociates, Suite 603, 1301 20th Street
N.W. Washington, D.C., 20036. Rich-
ard may be contacted by phone at:
(202) 363-1108.)
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TWELVE STEPS TO GREAT
PROBLEM SOLVING MEETINGS

flip chart to: AFTER THE MEETING: * Decisions
F DURING THE MEETING: * Record progress. * Assignments.
ROM FAUST MANAGE- * Focus team’s effort. 11. Publish minutes:
MENT CORPORATION 6. Abide by a few rules: * 1 page. 12 Steps to Great Prob-
* Start and end on time. 9. Use a common decision * Within 48 hours. lem Solving Meetings © Faust
* Break together. making process. Management Corporation. All
YOUR RESPONSIBILI- * Minimize interruptions. * Build involvement. 12. Follow-up-on: rights reserved.
TIES TO IMPROVE THIS = Stay on the subject. * Summarize
MEETING: *Problemsolve,don’tblame.  and check for readi- r e ————=
* Be open and honest. ness to move on fre- ,-r S h . '.I
Use this list to diagnose prob- * Get full participation. quently. 0 Supscrine
lems in this meeting. Surface and * Listen. | TO
discuss them. Then take corrective = Keep correct pace. 10. At end:
action in the meeting. * Summarize [ The CLUB INSIDER News!
7. Assign meeting jobs: decision, assignments '
BEFORE THE MEETING: * Decider: clarifies task,  and future agenda. -
educates, pushes for results, has * Schedule Se“d $49
1. Clarify the task - post it. authority to decide. next meeting: Date, -
2. Design the agenda - post it. * Facilitator: sets Start and end time, '10: The CLIJB INSIDER NC“-’S
3. Make sure the right people agenda, helps team follow the Place, Who will at- | 2 ; 4 i .
attend: Deciders, Doers and Experts.  rules, leads the process. tend, P- O- BOR 681241 % I\’Iﬂl lettﬂ, G-/\
4. Provide a good meeting room * Administrator: covers * Evaluate ' 30068_0021
and appropriate charts, pads, pens,  all detail; preparation, follow-up  the meeting. i
etc. ' minutes, calls breaks, etc. » How can 770/850-8506
5. Maximize prior preparation you make the next
by everyone. 8. Take public minutes ona  meeting better?
==w
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NATIGRAL GYRI SOPPLY
= VOUR FITRESS TOOL KIT

* Save money using National Gym Supply’s quality
cYAmMACTER LERYELE /) EEETED replacement parts.
e Stop losing pins by installing NGS Weight Selector Pin
PenTSENE Leashes.
SUMENAX * Use our Replacement Belts and Decks. Ours last longer
at a fraction of the cost.
YRArCNMACTED * Call NGS for electronics repair for StairMaster 4000PT,

S Lifecycle (most models), Gauntlet, Gravitron, LifeRower,

ClimbMax, LifeStep, Trotter Trackmaster, Precor and

CLLCEL LTS B Startrac.

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

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

LympeANTS equipment. To receive your
T VA —  ———————————— Trom. FREE CATALOG...

msT an Call 1-800-GYMPART or visit our
web site at gympart.com!

SCHWINN PARTS

NEW RINFE
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...Porter
continued from page 3
drive because the Y officials had
promised them three new regula-
tion handtall/racquetball courts in
the branch. Carl and his team of
handball players surpassed their
fund-raising goals and the drive
exceeded its $1 million mark.
However, once the fund raising
was finished, the Y officials be-
trayed their faith and confidence.
Instead of including three air-con-
ditioned, championship courts, the
YMCA decided to build three out-
door, wooden-walled courts in-
stead . (Imagine the Arizona heat!)
Porter and the other hand-
ball players were rightfully upset
with the YMCA and set out to do
something about it. He and six
friends formed a partnership to
design and build a club of their
own, which would include 8 hand-
ball/racquetball courts and locker
rooms. As the club design process
proceeded, it became evident that
each partner had his own personal
interests beyond just handball.
Carl believed in fitness and urged
his new partners to include a fit-
ness area complete with the latest
rage-Nautilus equipment. Another
partner wanted to have a swim-
ming pool for his family. One part-
ner- wanted tennis courts and still
another wanted to include a bar/
lounge for post-game relaxation,
TV and camaraderie. The partners
began horse trading with each other
and the project grew like wild fire.
Neither Porter nor any of
his partners realized it at the time,
but in 1973 they had dreamed up
the fundamental model for the
multi-purpose clubs that are being
built all across America today. The
original 28,000-square-foot Tuc-
son Athletic Club contained a mix
of facilities and services that satis-
fied the needs and desires of a great
cross section of the Tucson popu-
lation. The seven partners, with
-their diverse interests, turned out
to represent a microcosm of the
. community and the club was
wildly successful. It was held up
as a prototype for the development
of early multi-purpose clubs.
Three years later, in a 10,000-foot
addition, the Tucson club added a
gymnasium, aerobics area and
more courts to give it even more
market appeal. The same year,
1977, the partners combined with
a Phoenix-area developer to open
the Arizona Athletic Club in
Tempe, a 45,000-square-foot com-
plex that carried the multi-purpose
theme yet a step further and re-
sulted in even greater acclaim.

Off to Australia

The successes in Tuc-
son and Tempe generated the op-
portunity for Porter’s group to go
to Australia in 1985 to open the
King Village Club in Wantirna, a
suburb of Melbourne. That
55,000-square-foot club was the

first serious introduction of rac-
quetball Down Under, and, con-
versely, introduced the Americans
to squash and got them much
more involved with tennis. Like
the Arizona clubs, it was a smash
hit.

First :
Hospital-Based Club

In 1986, Carl came to
Grand Rapids, Michigan, to
launch and operate what was to
become his first hospital-based
club and one of the first in
America. The Michigan Athletic
Club in Grand Rapids was origi-
nally 95,000 square feet (since
expanded to 110,000 feet) and, as
in the previous Porter creations,
includes an excellent mix of
multi-purpose facilities and ser-
vices. Inthe club’s first year, Carl
struck up an affiliation with Saint
Mary's Health Services, a subsid-
iary of the giant Mercy Health
System in Michigan, Ohio and
lowa. In the second year, Saint
Mary’s bought a minority inter-
est in the business and subse-
quently has bought out most of
the partners to become the major-
ity stockholder. The success of
the Grand Rapids club caught the
attention of Joe Damore, then
CEO of the Mercy System, and
Art Knueppel, President of a Sis-
ter Mercy facility, St. Lawrence
Hospital, and the present East
Lansing Mega-MAC was born.

Originally 170,000
square feet, the MAC in East Lan-
sing has just completed a
100,000-square-foot, $8.5 million
expansion that will position the
club to continue to dominate the
market there for years to come.
In short, the expanded MAC is
overwhelming. Every detail has
been carefully planned and built
and Porter has assembled and di-
rects a team of terrific managers,
headed up by General Manager
Michael Combes.

Lansing MAC-
APrato peForNow
e Future

Poner has a greal pas-
sion for balance in his clubs-
medicine, health and fitness on
the one hand vs. sports, fun and
recreation on the other. That con-
cept is clearly defined in the
world class East Lansing MAC.
It offers an environment in which
families can come and literally
spend the day. Designed with
Carl's input by Hervey Lavoie of
Ohlsen Lavoie Corporation, one
of the top club industry architec-
tural firms in the country, the floor
plan of the gigantic club provides
a visual inter-relationship be-
tween areas and activities so that
while members are in one area
working out or playing, they are
visually exposed to many other
areas of the club. The ambiance,
looks and energy of the club is ter-
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rific. Porter has an unusually keen
vision and understanding of the
club business and its customers,
and the MAC is clearly an expres-
sion of that vision.

What does Porter think is
more important, fitness or fun?
“It’s ironic to me,” says Carl, “but
25 years ago when everyone was
rushing to build court clubs for
tennis and racquetball and make a
profit by charging court time, [ was
preaching the need for expanding
into exercise and fitness and the
greater profit potential of monthly
dues with no court time charges.
Today, most operators are over-
reacting to fitness and health care
and taking out courts 1o make way
for stair climbers and treadmills."

“They also are taking the
fun out of membership,” he con-
tinues. “With the exception of a
small hard core of exercise fanat-
ics, people can't live by sweat
alone. They'll burn out on climb-
ing stairs and pushing iron after
three to six months and slowly dis-
appear. That's the fatal mistake
made by many hospital-based fa-
cilities that enter the industry from
purely a clinical approach. It’sall
work and no play. Those clubs are
impressive looking and can cite
clinical successes, but they often
are marginal business successes
and fail to attract, retain and im-
pact significantly large popula-
tions in their communities. We
believe in giving our members
both rich (fun) and rewarding (re-
sults) exercise experiences. As a
result, our Lansing MAC is serv-
ing 4,700 households and 7,700
members, and our annual attrition
rate is currently only 14 percent.
The irony, for me, is that a quarter
of a century after | was preaching
fitness, I'm advocating getting
back to some sports and recreation
basics. The pendulum has swung
to the other extreme. | believe the
most successful clubs of the future
will find a balance in the middle."

The MAC-
A Highly successful
Business Venture

If it is anything, the
Lansing MAC is a business suc-
cess. In 1996-97, its last fiscal
year before taking on the cost of
the new expansion, the MAC in
Lansing generated some $6.5 mil-
lion in revenue with a bottom line
profit before taxes of $1.2 million!
Porter projects that this expanded
for-profit hospital club will do
over $8 million in gross revenue
in 1998, and ultimately will do $9
million to $10 million. Those fig-
ures put the MAC in the top ech-
elon of clubs in the world and are
truly amazing when you consider
the club’s prime market in a 5-mile
radius is a population of about
150,000.

The attached Medical
Science Building includes Michi-
gan State University Sports Medi-
cine practice, a large branch of St.

Lawrence’s Physical Medicine
and Rehabilitation Department, a
pharmacy, laboratory, nationally
prominent rheumatology prac-
tice, optometrist and various
other practices. When it opened
in 1991, St. Lawrence was doing
about $1 million of physical
therapy at its main campus annu-
ally. Within two years, it was
doing an additional $5 million
next to the popular MAC.

The investment for the
original 230,000-foot Health Sci-
ence Pavilion (170,000 club and
60,000 medical) on 20 acres was
about $20 million in 1991. Re-
cently, the Sparrow Health Sys-
tem (of which Joe Damore is now
president and CEO) purchased
the now 340,000-foot pavilion
from the Mercy System for $34
million. And it all started with
Porter’s vision-and, as he is quick
to point out, the equal visions and
courage of Damore and Knueppel
to ramrod that joint vision
through the health care hierarchy
to become a reality.

Managing The
‘Magic of the MAC’

Portcr has defined and
refined his management ap-

proach to two easy principles: 1)

The planning and creation of fa-
cilities that are designed to be
user-friendly and virtually with-
out “Moments of Misery”; and,
2) creating a culture within his
organization in which every staff
member from top to bottom has
been inculcated with the philoso-
phy of delivering as many “Mo-
ments of Magic” to the members
as possible. Borrowed from
Scandinavian Airlines Chairman
Jan Carlzon's book, Moments of
Truth, the formula is predicated
on the theory that every time a
customer (member) has an oppor-
tunity to form an impression of
the club is a moment of truth.
During that moment, you can fall
short of expectations (moments
of misery), meet expectations
(neutral moments) or exceed ex-
pectations (moments of magic!).
Every time a member visits the
club, he or she may experience
five or six moments of truth be-
tween being greeted at the recep-
tion desk, the condition of the
locker rooms, availability of tow-
els, contact with staff and instruc-
tors, condition of equipment, etc.
Porter points out that since the
expansion, the MAC averages
2,100 member visits a day in the
winter months and has had as
many as 2,500 in a day. That adds
up to trying to manage 15,000
moments of truth in a single day!

“We like the service
magic approach because it is
simple and easy to instill in staff,”
explains Porter. “We don't have
to send anyone to grad school to
understand it. We can take teen-
age high school or college stu-
dents who have never worked, or

mature persons who have no back-
ground in customer service and in-
doctrinate them in a two-hour ori-
entation. Our battle cry is ‘The
Magic of the MAC’. Our MAC
team knows that it is what we are
all about.”

A Programming
Viston, Too

Porler has not only cre-
ated facilities that are designed to
be very complete, user friendly and
that are priced so that they repre-
sent a great membership value, he
also has a programming vision for
the future. That vision is to pro-
vide programs and services to the
Grand Rapids and Lansing metro
areas through outreach educational
health and fitness programs of all
kinds.

“Our clubs in Grand Rap-
ids and Lansing together are hav-
ing a positive lifestyle impact on al-
most 11,000 members,” he says.
“But there isn’t enough room in our
two clubs, or even all the clubs in
both communities, to really make a
major health care impact on our to-
tal markets. We believe the next
frontier in the club industry is to
began reaching out to managed care
populations, primary care physi-
cians practices and corporations, to
provide education programs such as
introductions to exercise and nutri-
tion, weight management, etc.,
which can be presented in our clubs
or taken right out to the work place
or health care facility. These kinds
of classes can be short-term, inex-
pensive and exciting for the fitness
and health layperson. Right now
we are impacting thousands of
lives. Over time, we can help our
hospitals meet their mission goals
by influencing tens of thousands of

people.”

Carl Porter-America’s
Top Hospital Club
Operator

C arl Porter has de-
signed and operated great clubs and
built'a terrific career for himself.
He also has found time to help oth-
ers through his service in the 1970's
as a member of the founding Board
of Directors of the National Court
Club Association (a predecessor to
the International Health, Racquet
and Sportsclub Association), as a
member of the IHRSA Board for the
last three years, and his decades of
service to the United States Hand-
ball Association.

Carl is a guy who is tal-
ented, quiet and unpretentious. He
is very creative and, as we said be-
fore, a true visionary for our indus-
try in general and the hospital-based
segment of the club business in par-
ticular. He isone of America’s true
club pioneers who has blazed a trail
with his vision and leadership. Carl
is America’s leading hospital health
club operator with a great track
record and equally great expecta-
tions for the future,



_ PROFESSIONAL RECEIVABLES MANAGEMENT

EFT I MasercriNig || “Mait-in”

Electronic Draft Electronic Debits I:-?m 2:.?.;‘:}?

=0* | 45* |92%

PER PAYMENT PER PAYMENT PER PAYMENT REVOLVING CREDIT LINE

Call BUSINESS DEVELOPMENT Today!
INTERNATIONAL TOLL FREE

1-800-233-8483 .
AFFILIATED AGGEPTANGE GORPORATION

International Operations Facility

Main Post Office Box 419331Kansas City, Missouri USA 64141-6331
FAX: (816) 753-1429 E-MAIL: 74041,2525@compuserve.com WEBPAGE: htip://www.affiliated.org




PAGE 16

Making Headlin

2Club

Norm Cates’

STRTILLETE T LT TUTTALTTLLITIL

.y

ider

JUNE ISSUE

ithout Tagging

Along With A Non-Profit Fun Run

By Amy Redfearn

Ii‘s that time of year
again. “Fun Run Galore,” as | like
to call it. It starts in March and
literally runs through August. Ev-
ery non-profit organization seems
to have some kind of fun run dur-
ing the summer and your club is
always one of the first businesses
they call for sponsorship. Afterall,
you are in the business of keeping
people fit and what a wonderful
opportunity for you to receive
some “free publicity,” right?

This year, take a stand,
save your money and don’t spon-
sor another relay, run, walk, jog,
bike or whatever the case may be.

Now, if you are truly in-
terested in the fun run “cause,” you
should definitely sponsor it, but if
your motives are strictly to get
some publicity, try something dif-
ferent this summer.

Make your own news.

There may have been a
time when sponsoring a run along
with a non-profit organization gave
your club quite a bit of publicity.
But now there are just so many
sponsors and so many runs, that
there is no guarantee the media will
even cover it. And if they do, there
are so many sponsors, that typi-
cally the most publicity your club
will receive is a part of the walk-
a-thon banner that has your club’s
logo on it along with twenty-nine
other logos.

So, this summer journey
“outside of the box” with me if you
will, and create your own news. |
know you will be quite pleased
with the results. Here’s how to
make your own, exclusive feature
story come alive in your local
newspaper.

You health club is just
bursting with wonderful headlines

of dedication, ambition, motiva-
tion and sacrifice. You see it ev-
eryday, so you probably don't
think too much about it, but these
are the types of stories the media
loves to use as feature stories. For
example, perhaps one of your
members is a diabetic. He comes
to work out at your club because
he is required to. It’s part of his
medication and what helps him
feel good,

Perfect feature story.

Take this member aside.
Ask him if it is okay if you inter-
view him and pitch his story to the
media. You will find that most
people will be quite flattered and
very willing to help out. Afterin-
terviewing him you find the story
is even better than it appeared on
the surface. Not only is your
member coming to workout for
medical reasons, he is also work-
ing-out so he can stay alive long
enough to watch his children grow
up to be adults. And he also wants
to be a positive role model of
health so they may never have the
same problems he has.

Now find out who his
nurse or doctor is and get an inter-
view from them over the phone.
The story gets even better when
you learn that your member is a
model patient in your community
because he keeps his exercise regi-
men regular by coming to your
club.

Great. Next arrange an
interview from your central per-
son in your article and from a cred-
ible authority on diabetes. Now
write the article.

After you complete the
article take some pictures of your
member exercising on the equip-
ment in your club and write a brief
cut-line for each picture. The cut-
line explains who the person in the
picture is and what they are do-
ing. Cut-lines are wrilten in the
present tense, for example, “James

rides the recumbent bike for
forty-five minutes before begin-
ning his resistance training.”

You are now ready to
present your feature story. Place
your article, along with the pic-
tures in a nice folder. Be sure to
include your business card and
contact information on the news
release. Then deliver your me-
dia kit to the appropriate reporter
at the newspaper and the televi-
sion station. This reporter may
have a title such as the Health
Beat Reporter. After delivering
the media kit, make sure you con-
duct a follow-up call just to in-
sure that the reporter received
your package.

Since feature stories are
not pressing news with a time el-
ement like your special event
might have been, don’t anticipate
immediate coverage. Reporters
have more flexibility with feature
stories since they don’t have a
time element and therefore they
can run them anytime. This is
where your patience will pay off.

It is not uncommon for
a reporter to hold your story for
even three months before running
it; therefore it is okay to follow-
up from time to time in order to
remind him or her of the story.
Just be careful not to cross the
line of pestering the reporter.

It is also not uncommon
for the reporter to want to rewrite
your article and interview the
same people that you inter-
viewed. If the reporter requests
to do this, don’t get offended;
take it as a compliment. You
shoud feel that way because the
reporter was so impressed by
your story he or she wants to take
the time to rewrite it. This is
great and the most ideal situation
for you because when the re-
porter writes the article, then you
know it will get prime space in
the newspaper. He or she may

also want to bring the
newspaper’s photog-
rapher to re-shoot
your pictures. Again
this is great news for
you because the space
allocation in the
newspaper should be
more significant.

If this re-
quest comes to you,
your next priority is to
accomodate the re-
porter and make it as
casy as possible for
him or her to come
into your club, take
the pictures and con-
duct the interview. If
you make it easy for
the reporter, your ef-

forts will not be for-

Amy Redfearn

gotten and he or she
will look forward to working with
you in the future.

Another point to men-
tion here is that you are bringing
the reporter into your health club
and into your environment when
they come to write the story. You
can’t do that at a fun run.

This gives the reporter
a chance to meet you on a pro-
fessional level and opens the door
for future stories he or she may
wish to write relating to fitness.
Since the reporter is now famil-
iar with your club and knows who
owns it and where it is, he or she
will come to you first when writ-
ing fitness related news stories in
the future.

The result? You have
received free publicity with anew
and unique story without spend-
ing a dime on a fun run. But you
have also accomplished some-
thing else in your efforts to re-
ceive publicity.

The member that you
arranged to have featured in the
newspaper or on the nightly news
is now a celebrity in your com-

munity. The member feels an even
greater sense of pride when walk-
ing through your club doors and
feels a little more ownership with
his or her membership. You rec-
ognized your member’s dedication
to your club, and that is something
he or she will never forget.

So, don’t run out of your
club to find publicity. You are al-
ready at the finish line, and won-
derful headlines are just waiting to
be uncovered.

Writer's Note: The ex-
ample used in this article was ac-
tually a true example of a feature
story I wrote for a Gold’s Gym in
Florida. For a free copy of the
news release, send a self-addressed
envelope to Innovative Concepts
& Consulting, P.O. Box 142335,
Gainesville, Florida, 32614-2335.

(Amy Redfearn is the
President of Gainesville, Florida-
based Innovative Concepis & Con-
sulting. She may be reached at:
(352) 379-8301 or E-mail:
Redfearnam(@aol.com)
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...Bally Total
Fitness

continued from page 3
the end of 1999, Mr. Hillman
said.

In describing the new ac-
quisitions, Mr. Hillman noted that
Pinnacle Fitness is an operator of
upscale fitness centers, focusing
on a wide range of personal fit-
ness needs, complementing the
Company’s new Bally Sports
Club brand. Gorilla Fitness is an

innovative fitness provider offer-
ing group fitness classes in spin-
ning, boxing, kickboxing,
Tackwando, Pilates and yoga to
people who are interested in tough,
serious, motivating fitness pro-
grams in a no-frills environment.

In concluding his re-
marks, Mr. Hillman characterized
Bally Total Fitness as a “market-
ing and distribution catalyst for a
multitude of business entities.
Natural synergies exist with many
industries from healthcare to fi-
nancial services, hospitality and

entertainment to name just a few.
We are beginning to seed relation-
ships for what could become pow-
erful strategic and financial alli-
ances. With the basic strategies we
now have in place, we are focus-
ing on the best way to grow the
Company in the future.”

Bally Total Fitness is the
largest, and only nationwide, com-
mercial operator of fitness centers,
with approximately 4 million
members and 325 facilities located
in 27 states and Canada.
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For a complete brochure on our more than 95 selectorized and free weight machines, call:
(800) 544-2944
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" MAKE IT FUN!

AUGUSTBIRTHDAY CELEBRATIONS

By Sandy Coffman

Thc end of August and
the beginning of September offers
programmers opportunities for grand
finales, special celebrations and new
beginnings with the onset of a new
season. | think this is an especially
fun time for a special event for your
senior membership or mature popu-
lation. Here’s how to “MAKE IT
FUN!"

The special event is a giant
‘BIRTHDAY PARTY!" The birthday
party, of course, is the promotional
tool to bring this market into your

EClub Insider
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club.

First, send a special in-
vitation to your senior member-
ship inviting them to “their” party.
You can use this day to honor
every birthday within the year or
only those who had birthdays
over the summer. The special day
should include special activities
such as a chair exercise class, cir-
cuit training class, aqua aerobics,
ora walk. The activity should not
be a regular class that you do all
the time. Offer something new,
bring in a guest instructor, or plan
a variety of aclivities to choose
from.

The club should be

decorated with balloons and birth-
day fare, the staff should certainly
get together for an enthusiastic
“Happy Birthday” song..... prob-
ably 3 or 4 times during the day’s
events. Be sureto have many sing
the answer to “How o-o-Id are
you?” I would suggest recording
their singing and videos of the
faces. And don’t forget to take
snapshots of everyone to display
on the bulletin board. There are
plenty of fun opportunities for
birthday gifts too. None of the
gifts have to be expensive- T-
shirts, water bottles, birthday rib-
bons, little flowers - all go a long
way. Gifts can be given to the old-

est, the youngest, the one
whose birthday is closest to
the day of the event, etc.

As they enjoy the
cake with candles, punch and
lunch, this special fun day will
probably be a springboard for
many to get active in other
programs at the club, and yes,
of course, they can all bring a
guest to their party!

Make this fun event
an annual tradition and you
will see it become a great re-
tention program as well. Just
remember to “MAKE IT
FUN!"

Sndy Coffman

e

Kid's Fitness (How Old?) The Parents Will Follow

By Rande LaDue

13
Kid's today have sed-

entary lifestyles with TV and video
games; you almost have to trick them
into fitness.” This is a quote from a
club owner who bought a PACE Cir-
cuit a few years ago primarily as a
kid's program; however, it has now
turned into one of his most popular
group exercise programs for adults
as well as adolescents.
Controversy continues as
to what age to start children on a fit-
ness program. Ouranswer at Pro*Fit
Enterprises has always been: “Since
there is no fixed load with PACE and

it is extremely safe, start them as
soon as they can fit on the PACE
machines,” This usually means
about 12 years old, or §' tall. It
has been very common to see par-
ents/grandparents work out in
PACE classes alongside their
teenage sons or daughters. But
what about the prepubescent child
who does not fit on the standard
PACE machines? Do they play
with the 3-4 year olds in the
babysitting room?

Now with advanced
technology available, Henley
Healthcare, the manufacturers of
PACE Group Exercise™ equip-
ment are making a line of fitness
equipment called Kids® Pace™
for Kidzfit International in

Temple, Texas. In conversations
with Nobuo Togami, Vice Presi-
dent & COO of Kidzfit, we ex-
pressed those concerns. Togami
cites a research study sponsored
by the American Orthopaedic So-
ciety for Sports Medicine in In-
dianapolis, Indiana, which con-
cludes that children in this age
group who participate in a fitness
program can increase muscle
strength, improve motor skills,
protect against injury and increase
muscle endurance. [t is important
to note that the study stressed
proper supervision and empha-
sized dynamic concentric (posi-
tive) muscle contractions as op-
posed to eccentric (negative) over-
load exercises.

Safety must be the pri-
mary feature of a kid’s fitness pro-
gram. Fun and proper supervision
are also key factors or they will
get bored easily and drop out.
PACE meets these requirements
and more. With it’s unique
double-concentric accommodat-
ing hydraulic resistance, the resis-
tance can never be more than the
user’s effort: thus no peer pres-
sure- nobody can see how much
weight you can’t lift. PACE is like
a “musical chairs™ fitness pro-
gram- they think they are having
fun, but they are also getting the
exercise that is lacking in too
many young people today. Since
PACE does not cause muscle
soreness, it’s a program even the

most intimidated child can do- and
gel results.

Pro*Fit Enterprises and
Kidzfit International are pleased to
announce a limited joint sales ef-
fort in selected territories across the
country in which both Kids” Pace™
or The PACE Group Exercise Pro-
gram™ can be purchased through
either organization. Both programs
include complete marketing pack-
ages as well as on site training
(ACE Certified in the case of adult
PACE). For a free video or more
information call Pro*Fit Enter-
prises at: (888) 604-2244 or visit
our website at www.pacepro-

fit.com.
.

...Cybex

continued from page 3

customers with superior solutions to
improve human performance.
“There are a number of tan-
gible benefits that the acquisition of
Tectrix brings to Cybex’s customers
and stock holders,” said Peter
Haines, Cybex President and Chief
Executive Officer. “With the addi-
tion of reliable, easy-to-use and su-
perior performing climbers and sta-
tionary cycles to our product line, we
are able to meet a wider variety of
customer needs. The union brings a
sizable dealer, distributor and direct
network. This will give us a greater
reach to assist our customers with
their sales and service needs.”
Tectrix Fitness Equipment,

with 1997 revenues in excess of
$30 million, is a leading manu-
facturer of stairclimbers under the
name of “ClimbMax,” and sta-
tionary bicycles recognized under
the name of “BikeMax.”
Founded in 1988, Tectrix sells to
both the consumer and commer-
cial markets through a global net-
work of 156 dealers. The com-
pany has a broad distribution
channel, with 26% of ils revenues
generated from international
sales. With its head office and
manufacturing facility in Irvine,
California, Tectrix employs 105
people worldwide and has
subsidaries in the U.K. and Ger-
many.

“Cybex and our custom-
ers benefit from the managerial
and development expertise which

has pushed Tectrix to be a leader
in innovative, elecironic-based
products,” said Haines. “Our abil-
ity to bring innovative products to
the market quicker is increased.
By having a manufacturing facil-
ity on the West Coast we have not
only expanded our manufacturing
capability, we have also ensured
the shortest lead times and best de-
livery flexibility in the fitness in-
dustry.”

“The acquisition of
Tectrix allows Cybex to provide
a very complete selection of car-
diovascular, strength training and
human movement equipment.
“Bringing Tectrix into Cybex will
allow us to realize synergies as
they relate to consolidiation of
general, administrative, and sales
and marketing functions,” said

Haines. “By eliminating redun-
dant costs and focusing our ex-
penditures in areas that result in
meaningful advantages to the con-
sumer, we will enhance our com-
petitive position within the indus-
try.”

With the acquisition,
Cybex now has three manufactur-
ing facilities. The Medway, Mas-
sachusetts facility manufactures
cardiovascular and human move-
ment products. The Owatonna,
Minnesota facility manufactures
strength training products. The
Irvine, California facility manu-
factures cardiovascular equip-
ment and is Cybex’s West Coast
development, warehousing and
distribution center. Initially,
Cybex’s customers can place or-
ders through their normal chan-

nels. Cybex will continue to sell
its products through a network of
specialty fitness dealers, interna-
tional distributors and direct sales.
“Acquiring Tectrix con-
tinues us on a path that we began
in May of 1997 when Trotter and
Cybex merged,” said Haines. “It
bolsters our company values of
product leadership, innovation and
customer gratification. We have
enhanced our ability to become the
recognized leader in helping our
customers meet their objectives.
This strategic consolidation keeps
us on mission, which is to manu-
facture, engineer, market and ser-
vice the finest human performance
products in the world. And we have
sharpened our vision which is to
provide superior solutions to im-
prove human performance.”
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- PACE

The X for Ev ™
Anyone at any ﬁtness level can do PACE

Tl

Seniors

Camaraderie, Fun, Safe
No Intimidation
)

Overweght

User Friendly, Easy to do,
No Coordination Needed,
No Muscle Soreness,

High Calorie Bum
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Strength & Cardio Workouts Combined, | s
Time Efficient, Fun, Cross Training, e |
Group Exercise at it's Best

Call Pro*Fit Enterprises 888-604-2244 for a free PACE video & quotation on a PACE
Program customized to meet your needs. Visit our website at www.pacepro-fit.com
Pro*Fit Enterprises has been recognized by the American Council on Exercise (ACE) as a

Continuing Education Specialist.
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Responsible Managers Get Results

By Gerry Faust

Ycars of work on creat-

ing greal strategies, reengineered
organizations and improved pro-

few of the important insights
about responsibility that can be
found in the powerful new book,
* Responsible Managers Get Re-
sults” which is now available at
your local bookstore.

1.  Responsibility
Mmeans no excuses.

that business leaders must work
hard to focus their attention at
work to being responsible TO cus-
tomers and the organization.

5. Building responsibility
among workers and managers lo
the customer and the organization
is critical for success in today's

Founder and CEO of
San Diego-based Faust
Management, Inc., a
management consulting
firm. Faust Manage-
ment has developed four
Executive Roundtable

cesses and systems have led us to Groups consisting of
realizing the importance of the fol-
lowing question: “When the strate-
gies, structures, processes and sys-
tems are redesigned and improved,
what are you left with?” The an-
swer: people. And, how responsi-
bly people implement and follow
through on all the redesign will truly
determine its value and an

2. Responsibility is a leading club industry
choice. People can choose
whether to be responsible and
who to be responsible to and
what they will take responsibil-
ity for. Therefore, business lead-
ers must ask the questions,
“What kind of organization will

competitive business environment.

6. Most managers man-
age as though they want people to
take responsibility for activities.
When what they really want is for

veterans. Dr. Faustisan
international speaker,

renowned author and

consultant with a vast
clientele base, which in-
cludes the club industry |
and numerous other in- |

people to take responsibility for
results.

7. Responsible people are
dustries as well. Dr.

organization’s success over time.

In fact, we believe that re-

people choose to be responsible
to? And how do we create that
kind of an organization?

results-oriented problem solvers.
Responsible workers focus their
problem solving on producing re-

Faust, Richard Lyle and
Will  Phillips co-

sults that are desired by both the  authored the book Re-
sponsible Managers Get

Results.)

sponsible workers, managers and
leaders are the ultimate competitive
advantage in today’s business
world. We also believe that all too
few people truly understand respon-
sibility, how to recognize and de-
velop it and how to manage each
day so that responsibility flourishes.

The following are just a

3. Effective responsi-
bility in organizations starts with
a clear understanding of what
people should be responsible to
and for.

4. People have so many
responsibilities (e.g., family,
friends, community groups,
church, mosque or synagogue)

Dr. Gerry Faust

customer and the organization.

We will be exploring
these and other aspects of respon-
sibility in more detail in future ar-
ticles.

(Dr. Gerry Faust, is the

——FELECTRONIC
——Billing & Collecting
——— SERVICES

BILLING & PROCESSING

* Electronic Funds Transfer

e Credit Card Processing

* Volume Discounts Available
* Renewal Billing

* Payment Coupon Booklets

COMPUTERIZATION
* Front Desk Check-In

e Picture-On-Screen

* Point-of-Sale

e Scheduling

* Club Management Reports
* Customization Available

FULL SERVICE COLLECTIONS

¢ Return Free EFTty

¢ 1-120 Day Delinquent Collections with no fee increase
¢ No Collection Activity On Your Part

* Phone Calls, Late Notices & Collection Letters

No Fee Increase For Delinquent Collections

¢ Windows 95 and Windows 98

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

(800) 766-1918 .co: vumachbitiing.com




PAGE 22

EClub Insider

JUNE ISSUE

HELPING MEMBERS SUCCEED

By Tom Cotner

Thc process of chang-
ing from a sedentary person to an
active one involves three steps that
are common to all behaviorial
modification programs:

Antecedents are priorities
or precedents that must occur be-
fore a next step can be taken. To
antecede means to precede. Ante-
cedents for exercise include appre-
ciating the benefits of exercise, see-
ing how it can fit into our daily
schedule, making the decision to
begin, and finding the right facil-
ity.

Adoption is to accept for-
mally and put into effect. The
adoption phase is the carly stage of
a new behavior and is when most
people quit exercising.

Maintenance is the ongo-
ing inclusion of a new behavior into
our life. The “new™ behavior be-
comes an “old™ behavior. Most fre-
quent club users are in the mainte-
nance phase. Exercise is part of

you will be able to:

their daily routine.

Of the three, adoption
is the most important. Why?
The antecedent phase occurs
prior to the member joining.
And the members in “mainte-
nance” don’t require much of our
time. If our facilities are clean,
up to date and available, they'll
likely “maintain™ their exercise
regimen at our clubs for years to
come. Most of our work in
membership retention, therefore,
occurs in Phase Two-adoption.

The adoption phase is
one to four months long. The
attention members receive dur-
ing this period is critical. A lot
is at stake: the member's suc-
cess, your reputation as a club,
the longevity of the member/
club relationship. So what’s a
club professional to do? Sim-
ply put - spend adequate time
with new members. | haven’t
seen any research to support this
(other than my own observation)
but | believe there is a direct re-
lationship between time spent
with new members and their ex-

ercise compliance. The more time
and attention we provide, the
greater the new member’s knowl-
edge, appreciation and skill in car-
rying out exercise. The primary
responsibility for spending time
with new members belongs to the
fitness staff. They design the ex-
ercise program, supervise the ex-
ercise process and follow up
member progress. If members
aren’t receiving enough help from
the fitness staff, either they or
club management...

* Do not understand the
importance of fitness instructor/
member interaction and the nec-
essary supervision (teaching,
modeling, reinforcing) to move a
new member from adoption to
maintenance,

* Do understand but
don’t care. The staff or manage-
ment lack the vision, commit-
ment, and/or enthusiasm to make
membership retention happen.
The club may be “a numbers
treadmill” focusing on high sales
with little thought given to turn-
over. We've learned from our

industry’s short history
that this model is short-
sighted and back fires in
the long run.

* Do know and
do care but are fatigued,
over committed, and
overwhelmed to the point
where they don’t have the
resources (time, energy,
money) to make member
retention happen.

The solution to
these problems is one in
the same; begin spending
more time with your cus-
tomers. Simplify your
schedule to free up more
time to spend with mem-
bers. When simplifying,

ask these questions: does

Tom Comr

this activity increase the
bond between our members and
the club? If we were to delete this
activity, what impact would it have
on our business? Personally, |
have spent many hours fretting
over this and that, writing goals and
business plans, and over-preparing
for staff meetings where little was

accomplished. Reflecting back, 1
honestly feel my time would have
been better spent simply getting to
know my customers.
Still not convinced? O.K.
Try this. Think of all the adminis-
trative duties you've performed
(See Cotner page 27)

WANT RESULTS?
BE RESPONSIBLE!

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

L & N N R N _§ 8 B N &8 B N R B B _§ B B B B _§B R __§B__§_
PLEASE MaIL, PHONE OrR FAX YOUR ORDER:
FausT MANAGEMENT CORPORATION

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

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

"ResponsiBLe ManaGers GET ResuLTs"

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

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

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

» Create an organization that inspires responsibility in its workforce, and more.
R N N N N B N N N _§ N N _§ N B _§ B _§E _§E & L _§E R B ]

YES! PLEASE SEND ME THE FOLLOWING:

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

$24.95eA

Shipping & Handling:
Add $3.00 per book
International rates slightly
higher. Please call/fax
for exact amount.

Exp. date

Name
O Check.  Amount.
Company. =
= (&
= =l(S:C)
Street Address
City/State/Zip
Card Number
Daytime Phone Signature
e - =
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ARE YOU MAXIMIZING
YOUR MEMBERSHIP

SALES POTENTIAL?

Owt Client’s Resubts Speak For Themselues

“Not only did Sales Makers help increase
both our club sales by over 20% and our
monthly dues by over 50%, they also had
a major impact on our overall retention
efforts. I would personally recommend
Sales Makers to any owner who wants (o
increase sales and professionalism in
their own clubs.”
— Art Chappell, Owner
Courthouse Athletic Clubs,
Auburn & Grass Valley, California

EXPERIENCE = INTEGRITY = RESULTS

“Sales Makers delivered on every promise
— Increasing our sales dramatically with-
out discounting our dues. We followed
their procedures and dedicated ourselves
lo the excellent techniques and systems
they implemented, with the resull being a
complete “turnaround” in our sales.
Again — thanks for everything!”

— Ellen Koelsch, Marketing Director
Clubfit, Briarcliff & Jefferson Valley, NY

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

Sores N\oﬁers

membership specialists

Call: 1-800-428-3334

FLORIDA OFFICE: 1509 SW 53rd Terrace ¢ Cape Coral, FL. 33914  941-945-3208 * Fax 941-945-3029
NEW YORK OFFICE: 195 Old West Point Rd. * Garrison, NY 10524 * 914-736-0307 * Fax 9 14-736-0508

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

JUNE ISSUE
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continued from page 8

PT Consultation
Questions

What would you like to ac-

complish over the next 45-90 days
with your fitness program?
__ Whatis working for you now?
__ Most people get involved
with Personal Training for one of
four reasons;

medical, performance (as in
wanting to improve endurance or a
particular sport), appearance, or fit-
ness (just wanting to look and feel
better).

Which one of these would
you say is your main motivation?
___Tell me more about that.
__ When was the last time you
felt really good about your fitness
level?

___ What’s changed?

___ Would you like to go back to
that same level or somewhere in
between?

__ What would make you feel
that Personal Training would work
for you?

____Will there be anyone else who
will need information on this deci-

sion? (Insurance, doctor, physi-
cal therapist, spouse, etc.)

___ When would you like to get
started with Personal Training?
____ Picture yourself being
trained - 6 months down the road
- ideally, what would be different
with your fitness?

___ What have you budgeted for
training?

____ Where are you in your deci-
sion making process?

____ Tell me about your current
program?

___ What do you like most about
it?

_ What did you like least?
__ What recreational activities
are you planning on incorporat-
ing into your fitness program?
____ How many days would you
like to train? What time of day
waorks best in your schedule?
____Isthere anything that would
hold you back from getting started
loday?

Notice how the ques-
tions are “open ended” questions
that elicit more conversation from
them. Here's where you're going
to really need to practice good lis-
tening skills and be able to put this
information to work to move them
from interested to client.

Club

Tip #4 Build desire
into your presentation.

As mentioned in tip#3,
as part of your consultation you
should give a short sample of
what a session would be like.
Do not give an entire session.
Take the information they gave
you, focus on one muscle group
and show them a bit of “what it
would be like to work together”.
This is definitely a combination
of your technical knowledge but
mostly of your interpersonal and
motivational skills. Make it ex-
citing, fast paced, high energy,
customize it based on their
needs and use “trial closes”.
Trial closes are questions that
test the waters, tell you how you
need to re-direct and will affirm
enthusiasm for the prospective
client during your time together.
A few trial closes:

“Is this what you ex-
pected?” “How is this working
for you?" “Can you see how this
would rocket you toward your
results?”, “Is this the kind of
energy you want from your
work-outs?".

Can you see how trial
closes test the waters, tell you

JUNE ISSUE

how to re-direct and build enthusi-
asm?

Tip #5 Ask for the sale -
everytime.

Earlier in this article we
mentioned that one of the reasons
people don't buy from us is because
we don’t ask them to. Here's where
we change that. If you've done all
the previous tips, they've come this
far with you and have given you ev-
ery indication that they’re inter-
ested, why wouldn’t you ask them
tobuy? There is no need to get ner-
vous here. The following are clos-
ing questions that allow you to be
relaxed, confident, direct, simple
and increase your business:

“Bob, I'm confident that
we can accomplish your goals to-
gether—let’s get you started today.”

“Bob, let’s do it. Let's get
you started with 10 sessions...or do
you want to go ahead with 207"

By the simple act of ask-
ing for the sale everytime, you are
guaranteed to increase your busi-
ness. Congratulations!

Tip #6 If they don’t say
yes, don’t get discouraged. Deal
with it,

The best way to deal with
it is to have a simple formula such
as the following:

1. Listen to them — hear
them out.

2. Paraphrase their con-
cern back to them —do this so
you're clear on what they’ve said
and they are as well. It would
sound like this: “Bob, it sounds as
though you're concerned about the
money".

3. Isolate the concern —
you want to clearly understand that
this is the only thing holding them
back from starting today. It would
sound like this: “Other than the
money, is there any other concern
you have?”

4. Question the concern
— “If we could find a way for you
to feel comfortable with the dol-
lars, would you want to start train-
ing?”

5. Provide the solution —
here's where you come up with a
way for it to work for Bob. This
may be a simple task or it may take
a little creativity on your part,

6. Confirm the solution
— Once you have offered the so-
lution you would ask “Bob, does
that work for you?”

7. Ask to buy again —

(See Woodard page 26)

ClubONE is year 2000 compliant

The only one! The most advanced management software
package available for your club, featuring: front desk check-in,
member services, point of sale, sales prospecting, employee time clock
and, Electronic Funds Transfer (EFT).

The future is now!

EFlechrologies

Call: 1-888-GO-CLUBI
or

Visit our web site. Http://www.club-one.com
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FITNESS FM FITNESS
PLUS _ FM

|
Specially designed FM radios are atfached to Members use their personal radios to
cardio equipment-members use headphones to tune inte TV or music selections via an
listen to TV or music selections. FM transmitter.

If you're looking for an FM system, you can’t go wrong with Fitness FM.
You can offer your members Fitness FM PLUS complete with FM radios
that are compatible for use with any FM transmitter or Fitness FM
where your members bring their own radio. To find out more about
Fitness FM’s great choices, call 800-227-3461 or 404-848-0233.
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Cardio Or Wel htlifting First?
How To Weigh The Differences

By Bill Evans

How many times have
you heard these training tips from
experts or friends in the gym: always
ride the “Stairclimber” before you
lift weights.... always work out with
something in your stomach.... it
doesn’t matter what type of cardio
exercise you do, as long as you are
in your proper target heart rate zone.
These are just a few of the topics
we will look at in this special report.

To establish my point, 1
wanted to conduct an exercise ex-
periment on someone who had both
a strong educational and athletic
background. My volunteer, Roy
Cammarano, holds a B.S. in physi-
cal education and has qualified to
compete in the U.S. Olympic Judo
Trials.

The subject was pro-
grammed to modify his work-outs
and follow two main points:

(1) Lift weights first, then
do cardio.

(2) Minimize the intake of
carbohydrates at dinner.

I'll get back with the re-
sults of the experiment in a few min-
utes. 1’'m not sure who started the
fitness rule that we should always
do our cardio training first, If I may,

1 would like to supply some of my
own “fitness rules” and appeal to
your common sense. Speaking
from a physiological standpoint,
we all know that our bodies have
four main energy “pools” to re-
trieve its energy needs:

(#1) stored muscle sugar
called glycogen

(#2) recently ingested
foods: carbohydrates, fats and
proteins

(#3) amino acids from
skeletal muscle

(#4) stored body fat.

Here's my number one
fitness rule to build a lean, hard
body: If you reduce the amount
of ingested foods at dinner time
(mainly carbs), then when you
exercise the following day, you'll
have less available for your body
to burn. If you ate an adequate
amount of high quality protein at
your last meal, you'll probably
have enough amino acids to pro-
tect your skeletal muscles. If you
exercise with weighis for about
thirty minutes you can burn a
couple hundred calories from
stored muscle sugars. If you fol-
low the first three steps and as-
suming that we can do so at an
optimal level, then your body had
one last choice (which is its last
choice anyway,) of trying to re-

trieve stored fat to meet its caloric
expenditure needs.

Imagine that your muscles
are sponges and are full of water.
You don’t put a sponge back on the
shelf while it’s still full, do you?
Well, when you begin to do your
cardio training, you don’t want
your muscles (sponges) full of
muscle sugars as you begin to ex-
ercise; otherwise your thirty min-
utes of cardio will burn that muscle
sugar and then your body won't
have much time to burn any body
fat. The experts say that it takes
the average person about thirty
minutes to get into the fat burning
zone. Based on what |'ve seen
while watching thousands of exer-
cisers at my health club, I would
say forty minutes might be more ac-
curate. Here's why: Most of my
members work out one hour per
day, three to four times per week
and watch what they eat. But they
look slightly worse each year.
When I asked several of them the
order in which they did their weight
training, almost every one of them
said last, and only for a few min-
utes.

It appears to me that if you
do thirty minutes of cardio at the
beginning of your workouts and
work out three to four times per
week, you might be fortunate
enough just to maintain your cur-

rent body shape, and show little
if any improvement. | thought I
would comment on one other
aspect of proper training to
achieve a lean, hard body. This
one covers your heart rate dur-
ing cardio training. Some ex-
perts claim that as long as your
heart rate is within “your" target
zone, your body will burn fat,
regardless of the type of activ-
ity. That never made sense to
me. Does that mean that if my
heart is beating 140 beats per
minute, and I'm nervously sit-
ting in the dentist’s chair for
thirty minutes, | have the same
chance of burning fat as com-
pared to my riding a stationary
bike under water with scuba gear
for thirty minutes? It seems
logical to me that if your cardio
exercise involves squeezing and
contracting your leg muscles,
like riding a recumbent
bike,you'll be burning more
calories than if your were play-
ing ping pong.

Well, the results of the
experiment are in, and Roy said
that he could definitely see and
feel a difference in his workouts.
He noticed that he looked leaner
and felt like he was getting more
out of his fat-burning workouts.
The next experiment is up to
you. If you would like a copy of

Roy’s exercise program, just send us
a self-addressed - stamped envelope
and we’ll send one out to you.

(Bill Evans is a “Guiness
Book™ World Record holder having
played racquetball for 76 hours with
a partner and handball for 54 hours.
He also holds over 20 world records
including 32 hours riding a station-
ary bike while curling dumbbells at
a rate of 1,000 per hour, riding an
underwater stationary bike for 60
miles (5 hours with 11 scuba tanks),
10 million pounds lifted on a 45 de-
gree leg press in 8 hours, 1 million
pounds lifted in 30 minutes, 5 million
pounds lifted in 24 hours involving
three different exercises. In October,
1996 he did 100,000 situps in 24
hours and in January, 1998 he lifted
over 750,000 pounds of weights with
bench presses in 12 hours, bench
pressing 2,000 pounds every minute
for the first four hours. Evans now
owns Vita Design, a health food com-
pany which produces the Revitalize
Shake and the “Whey Cool Cookie"
which has the Revitalize Protein
Shake in it. The “Whey Cool Cookie™
is used as a meal replacement and a
Power snack. To receive a copy of
Roy’s workout program mail a self
addressed, stamped envelope to Bill
Evans c/o The CLUB INSIDER News,
P. 0. Box 681241, Marietta, GA
30068-0021.)

..\Woodard

continued from page 24

here’s where you ask Bob to buy
again. Make sure you don'task with
the very same question you used the
first time or you'll end up sounding
like a parrot.

Take the time to practice
this formula and use it every time
you don’t get a “yes” when you ask.
It will definitely pay-off for you.

Remember, it’s OK if not everyone.

buys the first time we ask them to.
What is not OK is to not know why.
This formula will tell you why and
if you know why, you more than
likely will be able to work through
it and get to yes.

Tip #7 Wow them with
after-the-sale service and follow-

up.

Now is your opportunity to
do the work you really love to do.
You get to be the “Results Master”.
In addition to providing them with
the best, safest, most motivating

program the following will help
you to keep the client longer and
get referral business: 1) Always
send a notecard within 24 hours
whether they bought from you or
not either thanking them for their
business or thanking them for the
opportunity to discuss business
with them. 2) During and after ev-
ery session always ask if the ses-
sion is going the way they want it
to and if it is meeting their expec-
tations. If you don’t ask —how
will you know? Most clients
won’'t tell you unless you ask. 3)
Mail them articles/relevant infor-
mation. When you mail it, it cre-
ates more impact versus handing
it to them after a session. 4) Ask
for their continued business on the
second to last session. If you wait
until the last session, you've lost
your opportunity to WOW them
again. By asking on the second
to last session, if there is any trepi-
dation on their part, you have time
to work through it before the ses-
sions come to an end. You keep
the momentum going.

Tip #8 Create a follow-
up system and data base.

For those prospective cli-
ents who didn't say yes to you when
you asked them to buy — don’t
write them off; write them down.
You should be creating a data base
of every person you've spoken to
about personal training whether
you had a consultation with them
or simply introduced yourself to
them. The reason being is that you
are going to want to follow-up with
a card or a call to re-introduce the
idea of training with you. Every
day, go through your data base and
see who you should contact to stir
up the interest. You should have
some kind of directed conversation
every few weeks with the leads in
your data base.

Tip #9 Start exposing
yourself to more selling skills op-
portunities.

There is a plethora of ex-

cellent sales tools available to as-
sist you with your success. Part-
ner with some of the member-
ship reps at your club and have
them help you, start listening to
sales tapes, read sales books and
practice your new skills. The
more you practice, the more you
sell, The more you sell, the more
you get to train clients and the
more clients you train, the more
money you make. Everybody
wins — you and the client.

Tip #10 Use all the
tips in combination.

Each tip will help you
improve your selling skills and
to get the most impact you pos-
sibly can, you need to put them
all together. If you do just the
introduction and lead generation
and not the other tips you will
end up with a lot of leads but no
success in turning them into cli-
ents. If you work on your clos-
ing skills and ask everyone you
work with to buy, it will help you

but will be more effective if you have
more people to ask. The tips are de-
signed to be a “system” for your suc-
cess.

By implementing the tipsin
this article everybody wins. The cli-
ent wins because they get to train
with you and get the results they've
longed for. The club wins because
revenues increase as well as reten-
tion, You win because you start in-
creasing your income and you get to
do more of what you love to do —
personal training. All this success
comes from mastering something
you didn’t think you could do or
wouldn't like to do. If you invest the
time to develop your selling skills
(which you probably possess more
than you think) the return will reward
you many times over.

(Karen D, Woodard, Presi-
dent of Premium Performance Train-
ing, works with clubs on successful
sales programs, service training and
management programs. Call her to-
day at 303.417-0633 for information
on seminars, books and audio tapes.)
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continued from page 22

over the years. Think of everything
you’ve done in your club. What
made the greatest impact? What did
your members appreciate the most?
If the members are in the “mainte-
nance” phase, it’s likely facility

maintenance and improvements,
or the lack thereof. But if they’re
in the “adoption” phase the an-
swer is quite different. They need
time, our time in helping them
move from inactivity to activity.
The only thing that will move
members from “adoption” to
“maintenance” is people- living,
breathing, flesh and blood human

beings who develop relationships
with members.

Your club is a reflection
of the people who own, manage
and staff it. You are the club, not
the building. The only retention
program that will not fail is a
loyal, passionate devotion to the
benefits of others, forgetting not
that to accomplish this goal means

doing the same for ourselves.

Follow this one rule and
the behavioral modification
phases will take care of them-
selves.

(Tom Cotner is the
President of Employee Health
Management, Inc., a consulting
firm specializing in worksite

health and wellness. Excerpts of
this article are taken from his
book  Helping Members Suc-
ceed. [t may be ordered through
Employee Health Management,
Inc. andfor you may speak to Tom
Cotner by phone at: (605) 692-

2071.)
I

...Norm's Notes

continued from page 5

pool while on vacation in Hawaii.
He broke his neck and was told by
doctors he would never walk due to
spinal cord damage. Casey rejected
the diagnosis and after extensive
surgery and two months in hospi-
tals in Hawaii and Long Beach he
was back in the gym working out in

a wheel chair and training his cli-
ents. Aftera great deal of therapy
and exercise Casey learned to
walk again and opened his facil-
ity with Lisa in April, 1997. What
a great story of determination and
dedication!

*Apologies to MIKE
CAMPELLE for misspelling his
name in our May issue.

*Word I get out of West
Palm Beach, Florida is that the

Universal Gym Equipment Chap-
ter 11 bankruptcy was changed to
a Chapter 7 April 2, 1998. That is
bad news for Universal because
it will most likely all end in a lig-
uidation sale if it has not already.
Stay tuned for updates.

*StairMaster Sports/
Medical Products, Inc. has ac-
quired Quinton Treadmills ac-
cording to our sources. We have
not been able to confirm the re-
port through StairMaster officials

but will provide updates on this
continuation of the merger move-
ment on the supplier side of the
industry as soon as more infor-
mation is available.

*The California
Governor’s Council on Physi-
cal Fitness and Sports, chaired
by ARNOLD SCHWARZE-
NEGGER, recently hosted the
Great California Workout at
the State Capitol in Sacramento.
More than 2,000 people joined

Arnold, Jazzercise founder and
CEO, JUDI SHEPPARD
MISSET, JACK LALANNE, city
and state dignitaries, Olympians
and other fitness and sports per-
formers for the event.

*RAY BALADAD, the
General Manager of TCA’s
Bannockburn Club, has ap-
pointed ROGER MITTEN to
head the club’s tennis department.

=

DATE: 6/3/98

Dear Norm,

Health &

TO: Mr. Norm Cates (Club Insider News)
FROM: Bob Beals

RE: The Enhancements Network (T.E.N.)

I am responding to your question: “What
The Enhancements Network provide the club owner?” Basically TEN.
provides free marketing to thousands of potential members with credit cards.

As you know T EN. is developing a “Fitness/Wellness package”. It will
include a free week at a local fitness center and a small discount on initiation
fees or dues as well as discounts on nutrition products, home exercise
equipment and videos, weight management programs, spa resorts, and other
 fitness related products. Our marketing partner (Encore International, Inc.)
has committed to mail a minimum of 1,000,000 solicitation pieces per month
to credit card holders of participating banks beginning in September. The
clubs in T.E.N. will be the representative for their area, There is absolutely

no cost for the clubs to be involved.

We have approximately 700 clubs in T.E.N. Some of the companies
included are: 24 Hour Fitness, Tennis Corporation of America, New York
Australian Body Works, Sport and Health, Lifestyles
Family Fitness, Racquetball & Fitness of San Antonio, Lifestyles 2000,
Women’s Workout World, Spa Health Clubs and numerous independent
clubs including Gold’s Gyms and World Gyms.

If clubs are interested in being a part of T.E.N. and their area is still

does involvement with

BANDIT TRAINER SERIES

(Built To Full Commercial Specs)

BANDIT'S NEW GYM LEG PRESS
Regularly $1399
ON SALE FOR JUNE ONLY $1049
*Call For Full Line Catalog (Over 50 Pieces)

DIRECT!

*Shoulder Press ... $749
*Inn/Outer Thigh ... $1249
*Ab/Back .............. $749
*Glute Kick Back... $849
*Tricep Machine .... $849
Press.....c.c...t $1049

available, they can call me at (540) 774-4440, or fax 774-4446.
Yours in fitness,
Bob Beals

P.S. T want to thank Club Insider News for the press release and ad in April.
It really helped T.E.N. get started.

East Coast Office - 7348 Fort Mason Drive, Roanoke, VA 24018 Office: 540-774-4440 Fax: $40-7744446

BANDIT'S COMPLETE GYM PACK

* All The Equipment Needed To Open A 1500
t0 2000 Sq. Ft. Gym. Includes all Machines, Benches,
Racks & Accessories!!!

ONLY $14,307

Call For Information And Catalog
770-252-1468
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LIFE FITNESS NAMES HERMAN RUTGERS
EXECUTIVE VICE PRESIDENT OF
GLOBAL MARKETING, SALES AND SERVICE

Frankiin. Park, I1.-
Life Fitness has announced that it
has named Herman P. Rutgers ex-
ecutive vice president of global mar-
keting, sales and service. In this
newly created position, Rutgers will
oversee all of Life Fitness™ world-
wide customer-related functions.

Rutgers, formerly served
as executive vice president, interna-
tional, for Life Fitness. As execu-
tive vice president of global market-
ing, sales and service, he will be
based in the company s world head-
quarters near Chicago and will re-
port directly to Augic Nieto, Life
Fitness president. Reporting to
Rutgers in his new position , which
took effect June 1st, will be Jeff
Loebbaka, vice president of global
marketing, Jay Magna, vice presi-
dent of North American commercial
sales, Jerry Dettinger, vice president
of U.S. consumer sales, Dennis
Pickrel, vice president of global cus-
tomer service and support, and the
general managers of the company’s
international subsidiaries.

“Herman's extensive busi-
ness experience and proven track
record in Life Fitness' international
operations make him ideal to head
all of our customer relations func-
tions worldwide," said Nieto. “By
consolidating marketing, sales and
customer service, we’ll be able to
better coordinate our global cus-
tomer efforts and address the needs
of all our customers as we continue
to expand our business around the
world.”

Rutgers also serves on Life
Fitness' Operating Committee,
which is chaired by Nieto and is
comprised of the four company ex-
ecutives who report to him. Others
serving on the Committee include
Allen Fuller, executive vice presi-
dent of manufacturing and engineer-
ing, Andy Maduza, executive vice
president and chief financial officer,
and Homer Stewart, vice president
of human resources.

An International Track
Record of Success

Armcd with 20 years of
international operations and man-
agement experience, Rutgers joined
Life Fitness in May of 1994 as vice
president of European operations.
The next year he was put in charge
of the Asia/Pacific region and in
January of this year he was pro-
moted to executive vice president,

international, with added respon-
sibility for the Latin America re-
gion.

Life Fitness” interna-
tional business tripled under
Rutgers’ leadership. Other ac-
complishments include the devel-
opment of a Life Fitness regional
headquarters in Hong Kong, a
subsidiary in China and a Euro-
pean headquarters and distribution

center in The Netherlands, as well
as the acquisition of the
company’s Benelux distributor.
Previously, during a
seven-year tenure as vice presi-
dent of European operations for
Prince/Benetion Sport Systems in
The Netherlands, Rutgers devel-
oped a distribution and logistics
center for racquet-sport products
in Europe, Africa, the Middle East

and Rotterdam, and organized the
company’s European subsidiaries.
Before that, Rutgers spent nine
years at Sheaffer Pen Textron, The
Netherlands, where his last posi-
tion was general manager of
northern Europe.

“This is a global indus-
try, and with more and more cus-
tomers expanding across the bor-
ders, it is even more important to

have a customer interface that is co-
ordinated worldwide,” state
Rutgers. “We have an excellent
marketing, sales and service team
already in place, and | am proud
that Life Fitness has given me such
a phenomenal opportunity and
challenge to head up this new glo-
bal, customer-focused organiza-
tion.”
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Life Fitness Seeks Oldest Lifecycle Exercise
Bikes As Part of 30th Anniversary Celebration

Frankl.tne Park, IL.- In
honor of the 30th Anniversary of the
Lifecycle exercise bike, Life Fitness
announced it is searching to find the
oldest Lifecycle exercise bikes in
the contiguous United States. “The
Search for the Oldest Lifecycle Ex-
ercise Bike” categories include Old-
est Lifecycle Exercise Bike in Ex-
istence, Oldest Lifecycle Exercise
Bike Still in Operation ina U.S. Fit-
ness Facility, and Oldest Lifecycle
Exercise Bike in a Unique Setting.

A grand-prize winner and
runner-up will be selected for each
category. The three grand-prize
winners will each receive a
Lifecycle 9500 HR exercise bicycle

FRIDAY

and a trip to the 1998 Club Indus-
try Conference in Chicago this
October. They will also be invited
to attend the Lifecycle Exercice
Bike 30th Anniversary Party to be
held October 16, 1998, at Club In-
dustry. The three runners-up will
each receive a Lifecycle 9100HR
exercise bicycle and will be in-
vited to attend the Lifecycle Ex-
ercise Bike 30th Anniversary
Party.

Life Fitness is hosting
The Search for the Oldest
Lifecycle Exercise Bike to com-
memorate the creation of the ex-
ercise bike that set the standard for
computerized fitness equipment
and motivating programs 30 years

(-]

Weekly Marketing Insights
For The Club Industry

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

P> Immediately-useable marketing
action ideas in each issuve!

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

ago. The company is seeking en-
tries from: owners who believe
their Lifecycle exercise bikes, re-
gardless of working condition,
may be among the oldest
Lifecycle bikes in existence: own-
ers who believe they have one of
the oldest Lifecycle bikes still in
use at a fitness facility today; and
owners whose Lifecycle exercise
bikes are used in unique seftings,
such as on cruise ships, subma-
rines or aircraft carriers.

The Lifecycle exercise
bike is currently the No.1- pre-
ferred bike in commercial facili-
ties across the country. [t also
ranks first in its category among
consumers worldwide. Nearly
400,000 Lifecycles have been pro-
duced since its introduction 30
years ago.

“We really pioneered the
computerized fitness equipment
industry with the Lifecycle exer-
cise bike, and we want to celebrate
with those who have enjoyed its
features and benefits for years,”
said Augie Nicto, president of Life

Fitness. “In the past three decades
customers have seen us improve
the Lifecycle exercise bike's nu-
merous innovative features.
Building on that success we will
continued to expand its function-
ality and help users improve their
exercise effectiveness and meet
their exercise goals.”

Developed by Dr. Keene
Dimmick in the late 60’s, the
Lifecycle exercise bike was one of
the first exercise bikes available
for use in U.S. fitness centers.
Realizing the potential of aerobic
and strength training equipment
for the emerging fitness market,
health club pioneer, Ray Wilson,
bought the rights to the Lifecycle
bike, and with partner Augie
Nieto, established Lifecycle, Inc.
in 1977.

Over the years, the
Lifecycle exercise bike led the
emerging trends in fitness equip-
ment. In addition to Heart Rate
Zone Training programs, belt
drive and electronic message cen-
ter enhancements, Lifecycle re-

cumbent exercise bikes were intro-
duced, and Life Pulse Digital Heart
Rate Monitor features were incor-
porated to provide a more efficient,
simple exercise experience.

More About
The Search

Life Fitness will award
grand prizes to three qualified win-
ners and runner-up prizes to three
qualified winners. Only one entry
per appropriate category will be
accepted per fitness facility. Facili-
ties that have more than one loca-
tion may enter once per category
per location.

The Grand Prize trip to
Club Industry in Chicago, October
15 through 17, 1998, includes reg-
istration fee (not to exceed $300),
round-trip coach class airfare (not
to exceed $500) and hotel accom-
modations including room and tax
from October 14 through 16th,
1998, (not to exceed $600). The
trip may be used by the winner or
another designated person. If a fa-
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: HEAL'TH CLUB FOR SALE

STRONG EFT DUES -
EST. 1980-20,000 sq.ft.
SOUTHEAST LOCATION. 3 AEROBIC
ROOMS, 3 WEIGHT ROOMS,
WOMEN-ONLY AREA, HENLEY PACE,
KEISER BIKES, NURSERY, PRO SHOP,
MASSAGE, FULL CARDIO AREA.

owns a winning
Lifecycle exercise
bike, the owner of
the facility will de-
termine who re-
ceives the trip.
Tchlie
Search for the
o Oldest Lifecycle
: Exercise Bike
o complete rules
< and entry forms
e are available by
o calling: (800) 735-
e 3867, ext.35120r
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P> Plus! Special In-depth reports

each year.

OWNER FINANCING AVAILABLE ® by visiting the
CALL -1-888-884-4514 e company’s Web
I‘.....Il.......l.l...................-....Silc at hnp:nr
www.lifefit-
ness.com. Entries
must be post-
marked no later
than August 14,
1998. Winners
will be notified by
September 1,
1998. Employees
of Brunswick,
Life Fitness, Ham-
mer Strength or
ParaBody and
their immediate
families are not
eligible.
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P> Only $159.00 per year (Less
than $3.10 per week).

CLUB PAYS FOR ITSELF

LADIES HEALTH CLUB
in 300,000 population Wichita, Kansas.

P> Subscribe now, call 800-778-4411

P> Fax to: 212-987-4337

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

STEVE YOUNG
NFL All Pro
San Francisco 49’ers

AMMER STRENGTH

To receive more information on Hammer Strength® heavy duty strength training equipment contact:
HAMMER STRENGTH® » 10601 W. BELMONT AVENUE ¢ FRANKLIN PARK, IL 60131
(847) 288-3300 » 1-800-543-1123 « FAX (847) 288-3703
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is an expertly choreographed, quality- Now, gyms all over the world are using
controlled barbell program with adjustable weights. the fastest way in the universe to increase their
And it’s the fastest way in the universe to get in shape.  memberships - and their profits.
has two main advantages. Real results... But be warned... It will change the shape of your body-
real fast. and your bottom line.
classes attract new members (male and For more information call 800.SAY.STEP or
female) who keep coming back. 770.859.9292 » www. . .com




