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E-Zone is not just TV. It's the first network created entertainment, audio cassettes and CDs. Connected
exclusively for health clubs. And now that we're broad- to personal headphones with unbelievable 3D sound.
casting in cities across the U.S,, ecstatic club members are To find out when E-Zone is coming to your city,
starting to understand the difference. e ZOnNeE visit us at www.ezonenetworks.com. To make sure

E-Zone gives your members a choice of video Ml we come to your club first, call us at (877) 883-9663.
Entertainment For Exercise.
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The Pulse of the Health, Racquet & Sports Club Business

"Tennessee Ruling Strikes B

Caur!sauth Total Con-
ditioning Centers and Coalition of
Area Club Operators Join With
IHRSA To Support Complaint

anhvllle, TN.- On
May 28th, the Tennessce State
Board of Equalization ruled against
the YMCA of Nashville and Middle
Tennessee on a Complaint filed in
October, 1996 alleging that YMCAs
are in fact health club businesses
and should be subject to taxes just
as commercial health clubs are. The
State Board of Equalization decided
that the de-facto mission of 13 fa-
cilities operated by the YMCA of
Middle Tennessee was to compete
directly with private, taxpaying
clubs and therefore “anything relat-
ing to health, fitness and recreation
purposes of the YMCA should be
considered non-charitable.” The
Board of Equalization was blunt in
its assessment of the YMCA of

Middle Tennessee, waving off tra-
ditional YMCA rhetoric about its
history and purpose. The Board’s
conclusion, written by attorncy
Forest M. Norville stated:
“Notwithstanding what
the YMCA may have been in the
past, notwithstanding what the
YMCA's charter may or may not
proclaim it to be and notwith-
standing any Internal Revenue
Service determination about the
YMCA tax status, as a matter of
fact the present day YMCA of
Middle Tennessee is a secular
membership organization. Its pri-
mary purpose is to furnish facili-
ties and equipment to its members
for exercise, recreation and other
physical fitness activities.”
Norville continues, “As
a further conclusion, it appears
that a financial benefit inures to
the members of the YMCA in the
form of excellent facilities made
possible in part because of its
preferential tax status. Therefore,

[the Board of Equalization] de-
termines that probable cause ex-
ists to revoke the exempt status
of the real and personal property
to the extent that it is used in
whole or in part for exercise, rec-
reation and physical fitness ac-
tivities of its members.”

Norville wrote that
those portions of the [ Y} that are
used by inner city teens and
youth groups should not be
taxed. However, discovery of
information for the case uncov-
ered the fact that no one under
age 18 is even allowed in the
Nashville Uptown YMCA and
that charitable services were only
performed in a limited area of
the Downtown YMCA.

The Board of
Equalization’s decision culmi-
nates a process that started in
October of 1996. At that time
Club Systems of Tennessee, Inc.
and an organization called Qual-
ity Health Clubs for Fair Tax
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Treatment filed their original
complaint, asserting that the
YMCA did not qualify for prop-
erty tax exemption. The YMCA
will have one more chance to
overturn the decision upon ap-
peal, but IHRSA and taxpaying
clubs in Tennessce say they are
confident the Board’s May 28th
decision will stand.

John McCarthy, Execu-
tive Director of the International
Health, Racquet and Sportsclub
Association (IHRSA), has led the
U.S. commercial health ¢lub in-
dustry in the war against unfair
non-profit competition. That
campaign has principally been
financed by the IHRSA Fund, a
coalition of concerned member
club owners that have vowed to
fight to the end for a level play-
ing field for all health club op-
erators. The thrust of the Fund is
not limited to YMCAs. JCCs,
Parks and Recreation Depart-
ments, University filness com-
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plexes and non-profit hospitals all
have enjoyed an unfair advantage
over the taxpaying commercial
club operators and are also largets
for the IHRSA Fund efforts.
McCarthy comments
about the ruling, “Every YMCA in
the country should realize that the
cost of being a rogue Y is severe.
Jus! because the IRS doesn’t en-
force the tax laws doesn’t excuse
their abuse. The mission of a tax-
exempt organization is the sum to-
tal of its deeds, not the lofty words
it types on an application and mails
to the IRS.” McCarthy specifically
cited the unvarnished language of
the Board’s decision as a victory
in itself and an indicator that the
Board is strongly disposed to stick
to its guns during the appeal pro-
cess. “What is especially
gratifying is that the Board didn't
hide behind loopholes, definitions,
exceptions and nomenclature. Ev-
erybody knows the difference be-
(See Tennessee Ruling page 18)

Bahram Akradi... Living the American Dream

By Tom Zenner

Arriving in the United

States at the age of 17, Bahram
Akradi carried with him little more
than the clothes on his back, a pas-
sion for fitness and exercise, a sense
of freedom and excitement and the
desire to prove to his father and him-
self that anything could be accom-
plished in this wonderland called
America that he spent years reading
and dreaming about in his native
Tehran, Iran. That was the summer
of 1978. Over the next 21 years he
has gone on to truly define what the
great American success story is all
about, and become one of the most
active leadcts and true :nnmrators in

the sports, health and fitness in-
dustry. As Founder and current
President and CEO of LIFE TIME
FITNESS, based in Minneapolis,
Minnesota, Bahram has built the
company from one small club lo-
cated in an undesirable section of
town into a burgeoning company
that is experiencing its most ex-
citing year of growth yet. In 1999
LIFE TIME FITNESS will open
6 brand new state of the art,
100,000 plus square-foot-facili-
ties in the Detroit, Indianapolis,
Columbus, and Centreville, Vir-
ginia markets, as well as acquire
2 more facilities in the Minneapo-
lis/St. Paul market bringing their
total in that city to 11.

To find out how the com-

pany has been able to not only

grow at its dramatic pace, but at
the same time never once miss
hitting the pro forma projected in
the business plan, you must go
back to 1978, when Bahram
moved to America. “My impres-
sions of the United States before
I arrived were of Hollywood and
Manhattan.” Needless to say, he
suffered a little culture shock and
disappointment when he didn’t
see any movie stars or skyscrap-
ers in Colorado Springs, the city
he landed in. “I'had a cousin and
a brother in the Springs, so that’s
why I moved there. [ was ex-
pecting a fancy environment.
Tehran at the time was a modern
city like Paris, so going to Colo-
rado Springs was almost like be-
ing in a time warp,” he contin-
ued. “Ispoke English fairly well,
so | didn’t have a real bad lan-
guage barrier, but it was hard
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being away from my father.”
Bahram didn’t have time for
homesickness or feeling sorry for
himself, because he was too busy
working. “I recognized early on
how easy it is in this country to
get ahead,” Akradi proclaimed.
“To me the formula is simple:
you put your mind to it and work
hard. [ realized this in my first

job in a restaurant. | was work-
ing as a dishwasher, but wanted
to be a cook. Within two months
I learned what the backup cook
did, and when the position
opened | asked for it and got it.
Than | set my sights on line cook
and then chef. | found out that in
this country, if you want to do
well, all you have to do is put
your mind to it and try.”

For his first three years
in this country Bahram worked in
restaurants to support himself and
eventually put himself through
college. One of his first goals
was to be self-supportive and not
have to rely on asking his father
to send money. Another was to
get his degree, and that too was
accomplished when he graduated
with an Electrical Engineering
degree in December of 1982, So
how did someone with an engi-
neering and restaurant back-
ground go on to manage, design
and run health club companies?
“During my fourth year in this
country I took on a new part-time
job working in a health club. I
started with the graveyard shift,
working from 11:00 at night un-
til 7 in the morning. I cleaned
the clubs, the pools, and the fil-

ters. | taught all kinds of classes,
even aerobics. | love exercise and
have done it since | was 14 years
old. Working in the health clubs
was just a natural for me because
of my passion for fitness. Eventu-
ally, | managed the clubs and tried
my hand at sales.”

Needless to say, his col-
leagues at the Nautilus Fitness
Center in Colorado Springs had
never seen anything like Bahram
before. Working as a part-time
sales rep as he finished his final
year of school, he still outsold ev-
eryone else at the club just from
working two days a week. The se-
cret according to Bahram, is a lot
easier and clearer than what you
would discover reading through
every motivational and self-help
book at your local library. “Sell-
ing is an incredible profession if
you're doing it with passion. If you
believe in your product and you
know that your customer needs it,
then it's simply a matter of convic-
tion. Are you convinced that they
need it, and can you convince them
that they need it? I did. I believed
that everyone needed to exercise,
and | pushed people to work out. |
didn’t care if they trained with me

(See LifeTime Fitness page 21)
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THE INSIDER SPEAKS

 EDITORIALS ¢ "INSIDER MAIL"

COMMENTS -

NOTE: This letter went to 50,000 Sport & Health members and the ad to the
right appeared in the Washington Post.

Dear Member:

The events of April 20th in Littleton, Colorado are tragically seared into the
hearts and minds of us all. We are both outraged and concerned. Outraged that handguns
and assault weapons have worked their way into our schools and our everyday lives.
Concerned that a massacre like Littleton’s could happen again-by anyone, anywhere and
at any time.

Handgun and assault weapon control is an issue we want to personally strengthen.
We're writing to you today to ask for your help in this effort. In addition, we asked Sport
& Health’s network of vendors, suppliers and friends-whose names you see below-to
support this call to action. We have a vision of a less violent society. If you share this
view, voice your opinion for stricter handgun control to your legislator by completing the
postcard below. We will deliver your response to the member of Congress in your district.
This is one quick and easy step to help make the world safer. And there's even more you
can do:

*Call (202) 898-0792 for your Citizen’s Action Kit from Handgun Control, Inc.
or visit www.handguncontrol.org to learn current laws and pending gun legislation.

*Contact Ceasefire, Inc., at (202) 429-1741 or www.ceasefire.org. They work to
educate parents about the dangers of handgun ownership.

*Talk to your kids about guns and the difference between violence on TV and in
real life. Teach them tolerance.

*Take part in the upcoming Student Pledge Against Gun Violence this October
21. Call (507) 645-5378 for additional information.

«In Maryland, contact Ginni Wolf, Marylanders Against Handgun Abuse, at
(410) 889-1477. In Virginia, contact Virginians Against Handgun Violence at (757) 623-
7918. In Washington, DC, call the Center to Prevent Handgun Violence at (202) 289-
7319. :

*When voting, find out where the candidates stand on gun control and support
them accordingly.

Undoubtedly, you’ve heard cries and pleas against violence caused by guns many
times before from concerned citizens and organized groups. However, we think it's time
to hear this same message from the private corporations of the country. If private busi-
ness, with all its capital resources, gets behind this movement, maybe a change can occur.
We believe it is about time for more corporations to take a stand and get involved in
raising the level of consciousness of this fundamental issue. Together, all of us can make
a difference.

On the other hand, we also respect our members’ right to their own opinions, and
as importantly, the right to enjoy their use of our club facilities free from intrusions of
others. We recognize that a club is often used by its members as a sanctuary from the
harsh stimuli of the everyday world. Therefore, our message against violence caused by
guns/assault weapons will not be broadcast to you while you use the facilities. Your club
is about getting fit and remaining healthy, not a forum to espouse causes.

Don Konz and Mitch Wald
Sport and Health

The following organizations and friends support handgun control and have helped spon-
sor this message: Carl Marks & Company * George F. Kettle Enterprises « The Heiserman Group ¢
Orbitel * idev * Edmar, Inc Brotman Winter Fried Communications * August, Lang & Husak *

Norm Cates’

Club Insider

Hollman, Inc. * HVAC Precision Services, Inc. ValPak of Virginia & Washington D.C.
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When does someone’s
right

become
Wrong?

Our forefathers wrote the right to bear arms into the American Constitution.
We've interpreted that right to include weapons like handguns and assault weapons.

Today, this right has become tragically wrong.

These weapons have saturated our culture, and bring everyday violence to inno-
cent citizens. This outcome could not be what our founding fathers intended.

In 1996, handguns killed 30 people in Britain, 106 in Canada, 211 in Germany, and
9,390 in America. That’s handguns alone. Today, 81.3% of all firearm deaths in this country
are caused by handguns.

The effect on our kids is no less chilling. In one year alone, 6,093 students were
expelled for bringing these weapons to school.

On a personal level, we’ve had enough debate.

If you feel as we do, then let’s take a stand. Join us and our network of vendors,
suppliers and friends. We want corporate America (o put its resources behind the cause to get
rid of handguns and assault weapons. Our citizens will support responsible corporations
who take the right stand.

We all think it’s too easy to simply feel sorry about Littleton. It’s tougher to do
something. But not that tough. Here are some things you can do, right now, to help bring
sanity and safety to America’s gun control policy.

Some things you can do to help control handguns and assault weapons:

1) Call (202) 898-0792 for your Citizen’s Action Kit from Handgun Control, Inc.
You'll get a wealth of ideas, including everything you need to petition your Congressional
representatives. Visit their website at www.handguncontrol.org to learn current laws and
pending gun legislation.

2) Contact Ceasefire, Inc., 1290 Avenue of the Americas, New York, NY 10104,
(212) 484-1616 or www.ceasefire.org. Their stated goal is to promote “handgun-free homes
and families” by claiming that gun ownership is a public health threat.

3) Talk to your kids about guns the way you’d talk about drugs or sex. Make sure
they know the difference between violence on TV and in real life. Teach them tolerance of
others, and the importance of not fueling hate relationships.

4) In Maryland, contact Ginni Wolf at Marylanders Against Handgun Abuse, 3000
Chestnut Avenue, Ste. 203, Baltimore, MD 21211, (410) 889-1477.

5) In Virginia, contact Alice Montjoy at Virginians Against Handgun Violence,
P.O. Box 271, Norfolk, VA 23501, (757) 623-7918.

6) In Washington, DC, contact the Center to Prevent Handgun Violence, 1225 Eye
Street, NW, Suite 1100, Washington, DC 20005, (202) 289-7319.

7) When voting, find out where the candidates stand on gun control and support
them accordingly.

8) Make a little noise in your neighborhood. Don’t be afraid 1o ask your neighbors
if they own guns, and if so, how they’re stored. If they don’t have the right answers, tell
your kids they can’t play there.

9) Take part in the upcoming Student Pledge Against Gun Violence this October
21. It’s a national observance with lots of specific activities for all concerned participants.

ICall (507) 645-5378 for more information.

I

10) Any new ideas? Make sure they're heard. Write letters to editors of magazines
|and newspapers.

Don Konz, CEO, Sport & Health Clubs
Mitch Wald, President & COO,Sport & Health Clubs




*I met with my Board of
advisers a couple of weeks ago in
Chicago and we have come up
with some new ideas for The
CLUB INSIDER News. Begin-
ning with next month’s issue we
will begin to publish more photos
and brief stories provided by you,
our readers. Whenever you have
something special going on at your
club, be sure to take some photos
of the events. Just send your pho-
tos and brief reports and we’ll run
them on a space-available basis.
Also we will begin to publish a
page of the Best Health Clubs Ads
we can find. Again, this will in-
volve your contributions. Also,
beginning this month we are go-
ing to publish a monthly Nutrition
column written by Ms. Nancy
Clark. Send your photos, brief sto-
ries and best club ads to: CLUB
INSIDER News, PO. Box 681241,
Marietta, Ga. 30068-0021.

+*Last month | wrote and
published an editorial entitled:
‘How Can We Help Save Our
Country?’ which was a plea to all
of you to join me in making efforts
to stop the causes of the sick trend
of school shootings that has hap-
pened across the country over the
past two years. | argued in my writ-
ing that there are a number of con-
tributing factors that have caused
these kids to go nuts and shoot their
classmates and teachers. The fac-
tors that I listed included: the vio-
lence shown on TV, in movies, in
video and computer games, rap
music and professional wrestling.
In this edition, | have published a
letter and an ad produced by DON
KONZ and MITCH WALD of
Sport & Health in Washington,
D.C. promoting gun-control as the
solution to the problem. Sport &
Health is the first club organiza-
tion that | am aware of that has
taken the gun control argument di-
rectly to their members and pub-
lic. While I am one of those that
believes that people, not guns, kill,
1find it hard to argue with the Sport
& Health position on the matter
after reading the statistics and com-
ments in the ad and letter. Check
out the letter and ad on page #4.

*Speaking of the Wash-
ington, D.C.-based Sport &
Health club group, they have just
acquired the Loudon Racquet,
Swim & Fitness Club in
Leesburg, Virginia and they plana
$1 million renovation to the 55,000
square-foot facility. This brings
Sport & Health’s total club count
to 26. Sport & Health employs
more than 1,700 and the
company’s annual revenues are
projected to exceed $60 million in
1999! Good luck with the new lo-
cation Don and Mitch!

*GOLD’S GYM EN-
TERPRISES is being sought for

acquisition by several different groups
according to my sources. Speaking
with Gold’s RICH MINZER, 1
learned that YES, the rumors are true,
but NO, there is no deal concluded at
this time. We’ll have the news when
it breaks. Also, next month, check out
our feature story on Gold’s Gyms.

*The Physical Education
for Progress (PEP) Act was intro-
duced in the U.S. Senate. The bill
would provide incentive grants for
local school districts to develop mini-
mum weekly requirements for physi-
cal education. I hope that passes.
Also, why not begin now a nation-
wide effort led by commercial health
clubs to lobby the IRS to provide a
full tax write-off for health club mem-
bership fees and dues? That would
provide a huge boost to health and
wellness in America and would fit
nicely with the 1996 Surgeon
General’s Report citing inactivity and
a major contributor to disease and
death. Why should this not be done?

*It was nice to see that the
folks at 24 Hour Fitness donated
$5,000 after the Columbine High
School massacre to the Mile High
United Way’s Community Healing
Fund that will support the needs of
the shooting vichims and their fami-
lies. Bally Total Fitness has also of-
fered their 335 locations as collection
points for donations to the same
United Way Fund. Bally will match a
portion of the funds collected at its
centers as another part of their contri-
bution effort.

*Another real HOT story in
the works is a relationship that is
brewing between Life Fitness, E-
Zone and Fitlinxx. E-zone, as [ pre-
dicted, is taking off like a rocket ship
and is being installed nationwide.
Members love it. For example, word
has it that E-Zone is being installed at
23 Tennis Corporation of America’s
locations.

*DENNY DIPAULA, the
former General Manager of
RallySport in Boulder, Colorado, has
bought the 40,000 sq.ft. club from his
partner, DAVE HIGHT. Denny has
been in the business for a long time
and for 14 years was the General
Manager at RallySport and was a mi-
nority stockholder. Good luck Denny!

*The new Assoclation for
manufacturers and vendors has been
formed because the companies feel
that they don’t have any control over
the trade shows they support, and that
trade show producers must be forced
to change to suit the wishes and de-
sires of the vendors. A couple of prime
issues are trade show schedules and
locations and exorbitant drayage costs
such as those recently charged in New
York where $1.23 per pound drayage
was charged at Club Industry East.
Club business trade show producers
should really try to work with them
to address their issues, Regardless of
the real underlying reason that this As-
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sociation has been formed, it should
result in reduced trade show costs.
Hopefully, those reduced costs will
be reflected in long-term pricing re-
ductions passed on to club owners.

*Speaking of trade shows,
the Miller Freeman Company, pub-
lishers of the Health and Fitness
Magazine, is hosting their first con-
ference and trade show in Denver
August 12-15th. The event is called
the Health and Fitness Business
Expo and Conference and will be
held at the Colorado Convention
Center. The exhibit hall is about the
size of several football fields and is
sold out. For information on regis-
tration for the show call ADAM
O’BRIEN at: (800) 950-1314.

*STEVEN SCHWARTZ,
President of Tennis Corporation of
America, has announced that TCA
has been selected to manage Kraft
Food’s on-site fitness centers in
Northfield and Glenview, Ill. And
Tarrytown, N.Y. Veteran MELISSA
McDOUGAL will manage the
Northfield facility, BETH
JACOBSEN will manage the
Glenview facility and JEREMY
TADILLO will manage Kraft’s fa-
cility in Tarrytown, N.Y.

*I received an e-mail memo
from PAT PINE, Founder of the
NFTA referencing an alleged bill
going through Congress that will im-
pose a $.05 charge for every e-mail.
Turns out the whole deal is a big
hoax. Bill 602P and the alleged Con-
gressman Schnell do not exist ac-
cording to the Atlanta Journal/Con-
stitution on June 11th and it is all a
big hoax. Nevera dull moment in this
country!

*GEOFF DYER, ownerof
Lifestyle Family Fitness Centersin
the Tampa Bay area, has announced
that he has signed a deal for his 7th
location in the Tampa area, in Largo,
FL. This new club strengthens
Geoff’s already strong position in
Tampa. And, Geoff has teamed up
with PERRY and RAY WILSON
to include their Tampa facility in the
Family Fitness marketing group.
Also, Geoff’s Central Office has been
keeping the books and collecting
dues for both Perry’s Tampa club and

Ray’s other son, PACKY
WILSON’s 3 new facilities in Co-
lumbus, Ohio.

*Speaking of Florida, re-
cently SEHRSA, the club owner
group assembled in Florida to try to
eliminate the sales tax on member-
ships in Florida lost in their first real
try at the Florida State Legislature.
However, they aren’t going to give
up and I'll predict success one day
for this group led by JOE
CIRULLI, GEOFF DYER and
BOB KARSHNER. They spent
$44,000 on lobbyists the first time
around and are planning to continue
the fight. Good luck guys!

*The lovely JANET
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LOSSICK, formerly with Club
Sports International and a 20-year
club industry veteran, has struck out
on her own to create a company
called *Vision In Action’. Janet and
KAREN WOODARD are the two
women that dreamed up Club In-
dustry Magazine’s awards for club
business women that are presented
annually at the Club Industry Con-
vention in Chicago. I'll have more
on Janet’s new project next month.
Good luck Janet!

*MICHAEL SCOTT
SCUDDER, a busy club business
consultant, is conducting what he
calls: The 1999 “STUFF THAT
WORKS?” National Health Club
Seminar Tour. Michael will have
stops in June in Phoenix, July in
Albuguerque,N.M., August, in Salt
Lake City, September in White
Plains, N.Y., October in
Nashville,TN. and Indianapolis, IN.
and November in Cincinnatti,OH.
And Arlington, TX. Forinformation
on Michael’s seminars call him at:
(505)751-4236.

*Word is that the Linda
Evans Fitness Centers, while not
performing well since inception, is
connecting with 24 Hour Fitness
to create a membership network be-
tween the two groups. | would not
be surprised to see a ‘Lady 24
Hour Fitness’ sign before long.

*BRENDA ABDILLA,
the President of Club Profit Sys-
tems and a 14-year club industry
veteran, has written a very impres-
sive book entitled: “Marketing For
Results’ ..a Common-Sense Ap-
proach for Health Clubs. The
book was published by CBM
Books, a Division of Cardinal
Business Media, based in Fort
Washington, PA. Brenda has prom-
ised to write an article for us on

Let Us Hear About Your NEWS!

E Mail - clubinsidernews@mindspring.com

‘Marketing For Results’ next month.
Stay tuned.

*VICTOR and LYNNE
BRICK, owners of the Brick Bodies
Fitness Centers in the Baltimore area,
have added a kids Summer Camp they
call the X-cape Camp to their club of-
ferings. The camp will serve kids age
1010 16 and will provide windsurfing,
sea kayak, sailing, and catamaran les-
sons along with an array of land ac-
tivities including beach volleyball, in-
line skating, daily eco-hikes and swim-
ming. Sounds like a lot of Summer fun
is ontap for Kids in the Baltimore area.

*KEN GERMANO has left
Reebok/Cross Conditioning Sys-
tems to join E-Zone as the Vice Presi-
dent of Business Development. Ken
is also the fellow that has done terrific
work with the development of ‘Op-
eration Fit-Kids’, an organization
devoted to the acquisition of used ex-
ercise equipment for installation in
Boys and Girls Clubs, community cen-
ters and other places where underprivi-
leged youths might have the opportu-
nity to get into fitness. Good luck Ken
on both the E-Zone and Operation Fit-
Kids fronts!

*PRICE COSTO CORPO-
RATION has sold their Portland, Or.
SportNation to LeisureSport of
Pleasanton, CA. SportNation is about
140,000 square feet and was recently
selected by Shape Magazine as one
of the Top 5 clubs in America.

*Nordic Track has been
bought by the Icon Fitness Corpora-
tion.

*Fitlinxx has raised $15 mil-
lion in funding from four different pri-
vate equity firms and continues to
grow and prosper.

*Weight Watchers is being
sold and their clubs in New York and
Canada may come on the market as a

(See Norms Notes page 20)
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Media's Messages: Killing Us Softly

By Nancy Clark, MS,RD

13
Many ads suggest |

can eat as much of fat-free foods as
I want-guilt free. I've done that and
I've gained weight. Shouldn’t the
ads also say fat-free can be fatten-
ing?"

“When [ was 14, 1 studied
the models in fashion magazines and
decided that’s how [ wanted to look.
One year later, | was in the bospital
with anorexia...

We are surrounded by
media’s warped messages about
food and weight. Every day, when
we read newspapers and magazines
and watch TV, we get bombarded
by damaging messages about food
and weight that are softly killing us-
and our sons, daughters and athletes.
Thankfully, more and more consum-
ers are complaining about these mis-

shapen messages. And the good
news is, the food and fashion in-
dustries are starting to listen.
Given that food prob-
lems, disordered eating, distorted
body images, and outright eating
disorders are prevalent among
exercisers and athletes of all ages
and genders, the following infor-
mation may offer a perspective
that helps you/your friends be
more al peace with food. This ar-
ticle summarizes the highlights of
a program offered by the Harvard
Eating Disorders Center
(www.hedc.org) during Eating
Disorders Awareness Week, Feb-
ruary 22- 29, 1999. Media & the
Food Industry: The food industry
loves people who overeat!
Clearly, overeaters spend lots of
money on many types of foods-
including chips, soft drinks, fast
foods, and candies- items that oc-
cupy the majority of food com-
mercials. Have you noticed that
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many food ads actually encour-
age you to overeat? (“I'll bet you
can't eat just one...”) The ads also
strive to normalize overeating;
they depict food as an effective
way to reward yourself, cope with
emotions and escape from life’s
problems, (*You deserve a break
today...”) The inappropriate use
of food as a drug simply diverts
your attention temporarily-but
creates other problems, namely
weight gain and its associated
shame, to say nothing of health
problems.

Speaking at the Harvard
program, Jean Kilbourne EdD,
known for her study of images of
women in advertising as well as
her film "Killing Us Softly: Ad-
vertising and Images of Women,"
reminded us we need to improve
our relationships and connections
with people-not food. No amount
of food will solve any problem.

Many diet-food ads ask (See Media Message page 8)

women to live up to ide-
alistic/often unrealistic
body images. Case in
point: Special K’s white
bathing suit campaign
and their “change fat into
muscle” messages. Be-
cause consumers have
complained they find
these messages offen-
sive, not inspirational,
Kellogg’s has changed
its advertising campaign.
Their new “Reshape
Your Attitude” ads advo-
cate for positive self-es-
teem and the right to feel
good about yourself,

with no body images at- |l

tached to the message.
According to Karen
Kafer, Director of Com-
munications for Kellogg
USA, the company has
gotten seven times more
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International Sports Sciences Association

The World Leader in Fitness Certification
Stitce 1988

Personal Trainin
CERTIFICATION

JOIN THE MOST POWERFUL TEAM OF
FITNESS EXPERTS IN THE WORLD!

Fred Hatfield, Ph.D
Dr. Squat, ISSA Co-Founder,
1014 Ib Squat / Author of 50+
texts & Over 30 World Records!

Tom Platz, B.S.,MSS

‘The Golden Eagle’
Muiti-Mr. Universe

Dr. Sal Arria
ISSA Co-Founder and
U.S. Olympic Team Doctor
3x California State
Powerlifting Champion

Bill Pearl

Worlds Leading Fitness
Consultant, 5x Mr. Universe

Bob Delmonteque, ND

Worlds #1 Senior Fitness
Consultant

NO OTHER CERTIFICATION CAN COMPARE!
Here's What You'll Get When You Enroll:

V' FITNESS: The Complete Guide, (640 pages, 1997
4th Edition) and & complete Step by Step Study Guide

v ISSA Guide to Fiscal Fitness, (How To Start And Build
A Profitable & Rewarding Personal Training Business)

v NEW! 5 Hour Video Series 0n Finess Training and
Sports Medicine for Personal Trainers

v Unlimited Use Of ISSAS 800 Technical Support Help
line (During And After Certification)

v Free One Year 1SSA Membership And Subscription To
The IS8A Newsletter, PRO-TRAINER

v Two Study Options: Independent Study : Study At
Home Al Your Own Pace or Attend A Seminar In Your
Area At NO EXTRA CHARGE!

v YOU CAN EARN $50 - $150 Per Hour In Your Spare

Time Helping Others Enjoy a Lifestyle of Health & Fitness!

CALL 1-800-892-4772
TODAY FOR FREE INFORMATION!
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owners with a tool to bring consistency
of knowledge to their employees. When
members come into your facility they
look to your employees to be experts.
By enrolling your instructors in 158A’s
Basic Training program you give them
the expertise to become a truly

* Elevates The Professional Level Of Foor Instructors

* Provides Employees With The Best Presentation Skills
To Encourage Member Adberence And Motivation

* Improves Each Member's Image Of The Facility

= Program Encompasses:
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Relaxation, and Mental Fitness

professional fitness instructor.
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Cirulli and Matkozich Call
E-ZONE A Genuine EXClter'

By Micheal Hoffman

“The reaction fo the
E-Zone Network has been great!
Word of mouth is driving the sales
of the headphones. The promotion
we're doing just adds to the excite-
ment. The reason I put the E-Zone
system in is because | believe, in
order to get the customer of the fu-
ture, we have to become more of
an experiénce than simply a place
to work out, E-Zone is a large part
of that experience.” - Joe Cirulli,
Owner- Gainesville Health & Fit-
ness Center

When Joe Cirulli, owner
of the Gainesville Health and Fit-
ness Center and his General Man-
ager Jan Matkozich committed to
60 new pieces of cardio equipment
for an April, 1999 club upgrade,
they knew what would happen.
After a while, the excitement value
of the new machines would wear
off and members would be look-
ing for the next new “exciter”.

According to Matkozich,
who spends most of his time on the
floor getting member feedback, just
making a club bigger with more
equipment no longer has much ef-
fect on attracting new members,
retaining existing ones or gaining
a lasting competitive edge over
your competition. He says you have
to offer something that makes a
long-term impression on the minds

of members and guests.

Double Whammy -
Competitive Edge
Retention

By installing E-Zone
along with the new cardio equip-
ment, the club instantly has a
unique selling proposition to mar-
ket against the competition. Re-
tention, though, is an equal mo-
tive for offering the new enter-
tainment system. It proves the
club’s commitment to staying on
the cutting edge by offering mem-
bers more that just new machines.
By providing a new technology
that allows them to make a per-
sonal choice about what they can
watch or listen to during their
workouts, it exceeds their expec-
tation about what a club can of-
fer.

Long-Term Excitement

Malkozich. who has

worked with Cirulli since 1979,
has seen hundreds of new prod-
uct introductions and admits that
new “exciter” product eventually
loses its flash. However, he be-
lieves E-Zone ean be an excep-
tion.

“No product has ever
come out of the box with the in-
stant versatility and long-term
upgradability of E-Zone. It’s as
unlimited as anything the per-

WE HAVE OVER 19,000 LOCATIONS, ALL

WITH ONE THING IN COMMON...

FUN

jazzercise
Add Jazzercise to your facility! Meet your
scheduling and community needs with over
12 formats to choose from —
each taught by a certified instructor.

“Bring In This Ad & Join Us ForA

Complimentary m Class

New Suudents Oy, Bxpires | 1770/79

1 5
Call m::.(ﬂﬂguz-tlﬂl
Manager inYour Area.

WWW.

to Locate a District

sonal entertainment industry has
to offer - music, TV, movies, edu-
cational programs, radio. That's
what I call a genuine exciter for
any club’s members,” he says.

Marketing the
Entertainment Factor

Gaincsvillc Health

and Fitness has made E-Zone a
living feature of its marketing,
not an add-on, Every guest gets
an E-Zone demonstration during
their tour, and all new members
get three complimentary E-Zone
sessions during their initial train-
ing: “The depth of people’s ex-
citement about E-Zone is genu-
ne,” says Cirulli, “We've ex-
ceeded our projections for sales
of the headphones to veteran
members and most of the new
members buy them before their
three complimentary E-Zone
workouts are over,” he claims. It

works for old and new
alike. Gainesville Health o
& Fitness hardcore mem-

bers tell Matkozich they -

appreciate the E-Zoneup- | =
grade, but Matkozich says |
the gratification expressed
by members whose com-
mitment to fitness is just
beginning to develop and
who are high-risk candi-
dates for dropping out, is
equally impressive.
“Our job isn’t
done once we have helped
a person make the deci-
sion to join. We have to
continue to make their ex-
perience as enjoyable as
possible, no matter how
intimidated they might be.
E-Zone has provided our

zssews&

more timid new people a
fun experience they never

Michael Hoffman

expected to find in a club. It's like
supercharging their commitment,

just when they need it most,”
Matkozich.

says

Iron Grip Barbell Company Files
Suit Against Icarian For Patent
And Trade Dress Infringement

New York, N.Y.-

Iron Grip Barbell Company has
filed suit against [carian for
patent and trade dress infringe-
ment. lron Grip alleges that
lcarian’s recently introduced Jade
weight plates with openings
forming grips infringes its intel-

lectual property, including its pat-
ents and trade dress rights. A health
club chain is was also named in the
suit. Iron Grip alleges that this
health club chain, by using Jade
plates, infringes its patents.

Iron Grip is also engaged
in a lawsuit against Ivanko Barbell
Company for patent and trade dress

infringement. Iron Grip has 5 is-
sued patents, as well as numerous
additonal patents pending. Iron
Grip also has additional intellectual
property under development.

For more information, call
(800) 664-4766 OR (714) 850-6900.

Info@irongrip.com
www.irongrip.com

..Media
Message

continued from page 6

(positive) consumer responses
praising the change than they
would have normally expected.
Media & the Fashion Industry:
The fashion industry traditionally
uses super-thin models to sell
their clothes. With the help of
anorexia and air-brushes that de-
lete any physical flaws, each
model appears perfectly beauti-
ful (according to industry stan-
dards, that is.) But take note:
“Kate Moss Gets Tossed” is the
latest headline from Anne Klein's
advertising department. Kate has
finally been deemed too skinny.

Anne Klein has
switched its advertising focus
from anorextic-looking super
models to “real women™ who are
role models of success. Their cur-
rent advertising campaign high-

lights thirty high profile women
dressed in Anne Klein clothing. The
criteria for inclusion in this Signifi-
cant Self campaign are simply the
woman’s credentials, not her body
size, age, nor traditional standards
of beauty. Who knows, maybe this
breakthrough reality-based cam-
paign may start to revolutionize the
fashion industry’s ads. So what can
you do? As an innocent bystander,
you are a victim of media’s mes-
sages-messages such as thin is best,
exercise builds perfect bodies, fat-
free is guilt-free/calorie-free. These
messages can warp your attitudes
and influence the way you view
food and your body. Don’t hesitate
to complain to the companies that
generate offensive ads! Write, call
or e-mail their customer relations
departments. Hopefully, they will
listen.

On the home front, you
can stop judging yourself from the
outside in by throwing away your
scale. Scales do not weigh athletic
success nor beauty. Do honor your
goal to be healthy and fit-but ac-

knowledge you can be healthy, fit
and fat(ter), all at the same time.
You can also choose to live your
life by the following tenets recom-
mended by the Eating Disorders
Awareness & Prevention Organiza-
tion (www.edap.org): | will accept
my body in its natural size and
shape? | will celebrate all that my
body can do for me each day? [ will
treat my body with respect, give it
enough rest, fuel it with a variety
of foods, exercise it appropriately,
and listen to what it needs? I will
not avoid participating in activities
that [ enjoy (e.g., swimming, danc-
ing, enjoying a meal) simply be-
cause | am self-conscious about the
way my body looks. 1 will recog-
nize that | have the right to enjoy
any activities regardiess of my
body shape or size? | will believe
that my self esteem & identity
come from within.

(For additional informa-
tion, please contact Nancy Clark,
MS,RD at:617-739-2003.)
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SALES MAKERS

“Revs Some Engines” At 13th Annual Sales and Marketing Class1c’

Fort Myers Beach,
Florida - The 13th Annual Sales
Makers Sales and Marketing Clas-
sic has once again received rave
reviews from Club Owners, Sales
Managers and Membership Staff
from all over the U.S,, including
two attendees from Puerto Rico.
Ray Gordon and Ed Tock, the two
principals of Sales Makers, hosted
the 2 1/2 day seminar May 14, 15
and 16th. The seminar has become
an industry tradition since 1986.
Coinciding with this years seminar
was the World Off-Shore Power
Boat Championship races, which
seemed (o serve as an appropriate
“back-drop” with the race course’s
only turn taking place directly
across from the Conference hotel.
With beach-side training as part of
Sales Makers protocol, the semi-
nar focused on delivering attend-
ees an in-depth look at the highly
successful Sales Makers system,
The Sales Makers sysiem is sim-
ply the most results-producing
sales system in the industry and
these time-tested proven methods
increase membership sales without
discounting monthly dues.

You NEED TO BELONG TO A FAusT MANAGEMENT CORPORATION

Lyle Schuler, a 20-year
club industry veteran, who until
selling his interest last year
owned and operated five success-
ful clubs in N.Y. and CT,, also
provided valuable insight on in-
creasing membership sales and
retention. For the past year, Lyle
has been working with the Sales
Makers organization and was
himself a former client who ex-
perienced a 30% increase! Not
bad results, considering his clubs
made Club Industry’s “Top 50"
list for four consecutive years.

During the conference a
sales management software dem-
onstration was provided by Brian
Homan, President of Tools Sys-
tem Management. Their software
systems are very well developed
and include many unique aspects
that won’t be found elsewhere.
As the industry continues to ma-
ture, the benefits of an effective
lead management sales software
program are becoming less of an
option and more of a necessity
than ever before. Brian’s club
background has been a tremen-
dous plus in designing a program
that appears to be truly “dialed

L -
SalesMakers Class of 1999

in” on what club owners and sales
departments need to operate in
today’s club.

Attendees Speak Out....!

*Going to Fort Myers

was probably the single best in-
vestment | ever could have made
for mysclf as well as my staff’. -

, THE HEAD or A BUSI\ESS, DO YOU E\’ER FIND THERL
S NO ONE TO TALK TO?

CrLus Execunive RounpTABLE!

APPLY

Mary B., Michigan
“The information pre-
sented was exactly what | needed

(See SalesMakers page 22)

Education...world classseminars by world class presenters with
opportunities for extensive dialogue, practical applications, work-
shop/exercise elements.

Sharing...select specific topics where all share what has worked,
not worked and new and innovative ideas.

Projects.. work together to develop cooperative programs, re-
search projects, new tools, instruments or methods.

leagues. Problem solving sessions on your issues will be expertly
facilitated to help you understand the issues and provide practical,

' Issues...bring critical issues to an experienced group of col-
no nonsense advice. Your session will be taped and a copy sent to

For INFORMATION ON HOW TO BECOME A MEMBER

faustmgmi@aol.com

you,
1 CALL + EMAIL ' J
"I look forwan} to each Roundtable session as a | or |
cham:_e fo step ba:::k and‘de‘ar my mind. The T considér the Roundiable a | FAX a copy of your blu.rmes.c card 1o |
combination of friendship, ideas and renewal of critical resource formy | Barbara Garringer |
my own energy have made the sessions invalu- business, it gives me - | at |
able. competitive edge. The seminar | Faust MANAGEMENT CORPORATION I
and new ideas, as well as a [ 10085 CarroLL CanyoN Roap * Surte 210 |
chance to learn about myself, | San Dieco = CA + 92131 |
I have helped me 1o become a | (619) 536-7974 Ext. 306 == (619) 536-7976 (Fax) |
better manager.” | |
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By Rick Barrera

E’ver}' company | talk to
says they want to deliver excep-
tional customer service. That is un-
til it becomes uncomfortable, com-
plex or too expensive. It’s easy to
deliver great service when the cus-
tomer is happy and everything goes
right. True customer-driven com-
panies deliver exceptional cus-
tomer service all of the time, even
when it may not feel good. If you
want to truly be a customer-driven
company, you must adopt my three
laws of exceptional service deliv-
ery and practice them 100% of the
time.

Rule #1: The customer is
not always right, but they are al-

ways the customer! You should
never teach your people that the
customer is always right. Have
you ever been faced with a cus-
tomer who was wrong? Yes, but
is it more important to prove
that they’re wrong or keep them
as a customer?

David Nordstrom has
a video that he shows every em-
ployee before they even see a
customer. That video says,
“Hello, my name is David
Nordstrom. | am the President
of Nordstrom. [ have a clear and
simple message for you. When-
ever you come face to face with
a customer, | do not want you
to argue with them. | want you
to understand that [ want you to
give my money away. Please. |
would consider it a personal fa-

Global Fitness Inc.

TOP QUALITY RECONDITIONED
COMMERCIAL GRADE
EXERCISE EQUIPMENT

Largest Inventory
All Top Brands & Models
Canrdiovascular & Strength
L - Lowest Pricing
, Longest Warranty
Best Quality Refurblshing

econdltloned K Demoi.e Used *New

MOST MODELS OF:
= ___Life Fitness
Star Trac

vor if you would give my money
away, because | never, ever, want
you to argue with a customer. That
will not only hurt that customer and
your relationship with that cus-
tomer, it will hurt our reputation in
the marketplace.”

Nordstrom had a woman
a few years ago return a set of tires.
The clerk looked at her and asked
how much she paid. She told him
$64 apiece. He took the money out
of the register and paid her. What
makes this a little unusual is that
Nordstrom does not sell tires. Now,
in most companies, what would
happen to this employee? He'd be
fired. Nordstrom made him the
Employee Of The Year! What kind
of message do you think that sends
to the rest of the employees?
Wow! They’re not kidding about
this ‘don’t argue’ stuff. The guy's
an idiot and they make him Em-
ployee Of The Year.”

I went to the luggage store
the other day and bought my 10th
or 11th piece of luggage from them.
I took it on one trip and the zipper
broke. I took it back and asked for
a replacement. The sales clerk
asked if | had a receipt. | asked her
why I needed a receipt, and she re-
plied “I'need to know if you bought
it here.” “1 just told you | bought it
here,” | said. Was she callng me a
liar? I said, “Let me ask you a ques-
tion. Is this paperwork really that
critical to your operation?” She
said, “Oh, absolutely. Can’t func-
tion without it.” I said, “Great. Then
where is your half of the paper-
work?” She couldn’t produce it.
Why should I keep my half when
they didn’t bother to keep their
half? Her response to that question
was, “Sir, we sell thousands of
pieces of luggage here. We can’t
be responsible for everyone’s re-
ceipt.” In that instant, it was more
important for her to follow the rules
and prove me wrong than it was to
keep me as a customer.

Rule #2: Never say “No”
to a customer. You have two options
you can say “Yes” and you can say,
“ Yes AND the price for that will
be...” The key to making this rule
work is to put a price tag on the re-
quest that will make the extra ef-
fort worth your while. In fact, you
should be thrilled when they take
you up on your offer.

I went to a printer one
right at 4 a.m. The sign said “Print-
g while you wait.” [ had prom-
ised a hand-out for a speech the
next morning. I had just finished
that handout and asked the clerk if

he could copy them for
me. He said, “Not now.
In three days.” I took
him outside and
pointed to the sign that
said “Printing while
you wait.” He said,
“You're going to wait
three days.” I had an-
ticipated this problem
because | had been
there before. My client
spent a lot of money
with me and was very
demanding. If | showed
up without the hand-
outs, | would be in big
trouble. I made the de-
cision that I was will-
ing to spend up to
$1,000 over and above

Rick Barrera

the cost of printing to
get the guy to take the job right
now. | went to the guy, and he
said he couldn’t help me because
he had jobs ahead of mine. I
asked him to name his price. At
this point | was getting desper-
ate. He said there was nothing
he could do to help me. Do you
think the owner’s of the business
would have felt the same way?
I wonder if they even know
about the lost revenue from that
night.

Rule #3: Whenever
you come face to face with a cus-
tomer, it's your turn. You own
that customer until they’re
happy. | taught this concept to a
new employee in my company.
Two weeks after she had been on
the job, a customer called from
Australia and said he wanted to
buy one of my books. She told
him that the cost of the book was
$14.95. He asked her if she
would Fed-Ex the book to him.
She said, “Oh, absolutely.” That
decision cost me $175 in Fed Ex
charges for a book we sell for
only $§14.95.” 1 wanted to choke
her. But I told her whenver she
comes face to face with a cus-
tomer it’s her turn and she is to
handle things her way, and she
did.

I walked out to her, put
my arm around her and said,
“That’s what | want, Respon-
siveness to the customer. That’s
the most important thing.” The
next day the guy called back and
ordered 3,000 books. Now how
do I feel? Short-term loss, long-
term gain is part of turning cus-
tomer service into a profit cen-
ter.

Doesn’t all this high-

level customer service cost a lot?
Can you really afford it? To deter-
mine this, I want you to calculate
the lifetime value of a customer in
your business. To do that, take the
average length of time that an aver-
age customer starts buying from you
until they either die or move away.
Next, multiply that number by their
average purchases for the year. This
is the lifetime value. The second
number you need to look at is what
it costs to bring in a new customer.
What does it cost you to recruit a
new member? In other words, what
is your total sales and marketing ex-
penses fora year? Divide that num-
ber by the total number of new cus-
tomers you acquire in a year. Once
you know the average lifetime value
of a customer, and what it costs to
bring in a new one, then you can
decide how much you can afford to
spend to keep a current customer.

(Rick Barerra is the Presi-
dent of Rick Barerra and Associates.
He is the co-author of the book Col-
laborative Selling and the multime-
dia training system How To Gain
the Competitive Advantage in Sell-
ing and is a recognized expert in the
areas of customer service, peak per-
formance, relationship skills and
collaborative selling. He has been
selected by a wide range of promi-
nent companies including AT & T,
Xerox, IBM, Intel, Johnson Con-
trols, Blue Cross(Blue Shield,
Tupperware International, Gannett
Media and Glamour Magazine to
teach their top achievers how to stay
a step ahead of their competition.
Rick may be reached at his La Jolla,
CA. Headquarters at: (800) 835-
4458.)
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ACE

Hydrafitness

THE GROUP EXERCISE PROGRAM FOR EVERY BODY™
Anyone at ANY fitness level can do PACE!

Comraderie
Fun ¢ Safe
Not Intimidating

No Coordination Needed
No Muscle Soreness
High Calorie Burn

FIT OR UNFIT

Strength & Cardio
Workouts Combined
Time Efficient * Fun
Cross Training
Group Exercise
At It's Best

Attract New Members ¢ Increase Member Retention * Increase Member Referrals ¢ Increase Profits

Call Pro*Fit Enterprises at 888/604-2244 for a FREE PACE VIDEO & quotation on a PACE PROGRAM
customized to meet your needs.
Visit our website at http://www.pacepro-fit.com
Pro*Fit Enterprises has been recognized by the American Council on Exercise (ACE) as a Continuing
Education Specialist.
PACE is a trademark of Henley HealthCare and is used with permission. All Rights reserved.
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OEM Quality Replacement Parts
and Electronic Repairs

To OrRDER YOUR FREE CATALOG CALL
1 800 GYM-PART (496-7278)

or email your request to: gympart@primenet.com
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MAKING THE SUMMER COUNT

By Norm Cates, Jr.

By the time you receive
this edition it will officially be Sum-
mer.

For owner/operators with
multi-purpose clubs Summers
mean a lot of activity around the
swimming pools, tennis courts and
other outdoor facilities. For fitness-
only facilities with indoor-only fa-
cilities the Summer can mean a
quiet time with sagging revenues.

I think the key operative
words here are: CAN MEAN a
quiet time. It doesn’t mean that it
MUST MEAN a quiet time with
sagging revenues.

It is all in your mind. If
you LEAD your club into the Sum-
mer with a plan FOR ACTION, you
can MAKE THE SUMMER
COUNT!

Here are some ideas for
you to consider to MAKE THE
SUMMER COUNT:

(1)- MEMBER APPRE-
CIATION PARTY - If you don't
already do it, begin to plan and
deliver a monthly MEMBER AP-
PRECIATION PARTY. Pick the
slowest night of the weck and host
a get-together for your members.

Go out into the community and
secure trades from local restau-
rants for food in exchange for
memberships or other club ser-
vices. Obtain gift certificates
from local movies, amusement
parks and other businesses to
give away as door prizes. Res-
taurants, theaters and other busi-
nesses will gladly work with you
for exposure on your invitations
and other promotional materials.
Be sure to encourage your mem-
bers to invite their non-member
friends to attend the party and
prepare a nice gift certificate for
them for a two-week free trial
membership. A properly
planned and executed monthly
member appreciation party can
be delivered very inexpensively
every month of the year and will
produce terrific results in terms
of member and staff morale and
will also produce new member
prospects every time. Just keep
it simple, but upbeat and do it
EVERY MONTH of the year,
not just the Summer months.
And, use your imagination and
the imagination of your staff to
MAKE IT FUN every month!
(2)- COST CONTROL
AUDITAND BUDGET PLAN-
NING - Use the Summer

Months to carefully study and
evaluate your Expenses for the busi-
ness. You will be amazed to see the
savings you can make on opera-
tional costs just by knowing exactly
where you are spending your money
and why.

Checkout "Mr. Cost Con-
trol," Rick Caro's article Entitled:
35 Cost Saving Techniques to In-
crease Bottom Line in our Septem-
ber '98 edition.

(3)- GET TO KNOW
YOUR ORGANIZATION- When
was the last time you took the time
to really sit down and discuss your
business with your staff? Do you
know how to go about engaging in
a meaningful staff discussion about
the business, where it has been,
where it is going and how you are
going to reach your goals? An ex-
cellent business diagnosis tool and
the best one that [ am aware of in
the business, is the Executive In-
sight Program produced by Dr.
Gerry Faust of Faust Management,
Inc., San Diego, CA. The Execu-
tive Insight Program is a self-con-
tained and complete system with
audio instructions that will open
your eyes more than anything you
have ever done. And, if you are
not the group facilitator type, Faust
Management, Inc. can provide a

trained facilitator to assist you
with the business diagnosis. For
information on this terrific busi-
ness diagnostic system, contact
Faust Management, Inc. at: (619)
536-7974.

(4)- SHOP YOUR
COMPETITION- Here is another
‘WHEN WAS THE LAST TIME’
question for you. When WAS the
last time you did a thorough
CLUB SHOP of all of the clubs
in your market? Yeah, | know.
For some of you, showing your
face as a club shopper would prob-
ably result in the folks in that club
immediately going on the defen-
sive. But, do as Bob Provost in
Greenville, S.C. and just give your
market competitors a friendly call
and tell them you would like to
drop by their facility one day to
see their operation and get to
know them. Most likely you will
receive a polite response and an
offer for a personal tour from the
owner or manager. The worst
thing that can happen is the owner/
manager can turn your request
down, so what do you have to
lose? Regardless, you are much
better off if you know your com-
petitors and are on speaking terms
with them. There are many alli-
ances across America that have

grown from such an initial contact.
(5)- MODIFY YOUR
WORK SCHEDULE- The club
business pretty much puts owners
and front line managers on call all
the time. And, in case you haven’t
been at it long enough, a sustained
schedule, unmodified for a long
time can get old if you don’t take a
break once in a while. Play with
your work hours so that you are in
the club during different times. You
will learn a lot. You will learn about
your staff during those hours and
you will learn about the members
that frequent the club during those
times. Regardless, variety is the
spice of life and you can’t go wrong
by varying your schedule once ina
while, especially in the Summer
months.
(6)- A GREAT TIME
FOR MAINTENANCE AND RE-
PAIRS- One club group | know
shuts down their large (135,000 s.f.)
club for an entire week during the
Summer for maintenance and re-
pairs. They use this time to do all
of the things you can’t do regularly
with members coming and going.
And, they have successfully done
this now for over 20 years. The key
here is you can use the slower Sum-
mer months to do some of the
(See Make Summer Count page 22)
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Work Out Smarter®

Premium Performance Training
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Presented By:

Karen 0. Hoodard,
PPT President
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membership specialists

EXxcited Participants Comment:

“Sales Makers really know what they are doing. What a class act. Your expertise and
professionalism was extraordinary.” - Mary B., Michigan

“I can'’t see anyone not doing a better job after this seminar. Even experienced staff can relearn
how to do it in a more fun and effective way.” - Harry G., New York

“I was very impressed with the amount and quality of information presented. Great teachers,
great atmosphere, lot’s of fun!” - Shannon H., Washington

“I learned a ton of practical information. If I just use 30% of what I learned I can double my
sales.” - Dax D., Georgia

“Fxceeded my expectations and gave me valuable information and plenty of new ideas that I can
implement right away.” - Connie O., California

“I have attended many conferences. This was one of the best. The enthusiasm and experience

of Sales Makers is insightful and the unique team approach made it interesting.” - Sandy R.,
Michigan

~ Bring Sales Makers to your club for a
personalized 3 day workshop.

Call 800-428-3334
or fax 941-945-3029 for scheduling information.
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CARDIO THEATER |

Presenting three wireless systems at different price levels.
They're easy to install, easy to maintain and easy on your budget.

We're presenting our cast of wireless systems around the
world. And getting rave reviews. It’s the biggcst variety show
ever introduced in the Exercise Entertainment™ business.

No one else can offer such a wide selection of wireless sys-
tems. Priced on three levels, there's something for everybody.

Presenting our three star performers:

Wireless Cardio Theater, our veteran performer, sets the

stage with an unbeatable 16-act show.
Wireless LCS, our newest performer, brings audiences
to their feet with its show of up to 48 acts.

And last but not least is Wireless Fitness FM, our entry
level performer. This player is second to none when it
comes to FM.

Cardio Theater’s three wireless systems are:

* the most reliable

* easy to install

* easy to maintain

* easy on your budget

Contact us now for more information. Your members
will applaud your act.

Get a case of headphones free!
Purchase any Cardio Theater Wireless System and
we' Il give you 80 headphones, free!

Manufacturer of 3 wireless systems:
Wireless Cardio Theater

Wireless Cardio Theater LCS
Wireless Fitness FM Plus

1-800-CARDIO-1, or 404-848-0233. www.cardio-theater.com
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"I'm Too Fat To Join A Health Club"

By Rande LaDue

Thase words were spo-
ken by my own Mother recently
during a “far too long in between”
visit. We were chatting about her life
and how she keeps busy with Dad
gone for two years now. Most of all,
she gave me all the gossip of her
nosy neighbors,

Of course, me being the
health fanatic that I am, I manipu-
lated the conversation into reasons
for her to join the local health club
(after all, I was once a partner with
the owner, | could probably get her
a discount). She gave me many ex-
cuses, which any rookie sales per-
son could overcome. Finally the true
objection came out, “I'm too fat to
join a health club even if it were
free! | would be too embarrassed to
have all those people watching me’.
I said to her, “What if the club had
a separate room and a program de-
signed especially for fat, mean old
ladies like you? And what if the
equipment were safe and there was
no coordination -necessary, so even
a klutz like her could do it? And
what if it did not cause muscle sore-
ness so you wouldn’t have anything
to bitch about? And what if there
were an Instructor to watch your
form, motivate you and make ev-
ery workout fun’?

She said, “Is he cute”? My
Mom is something else, but she did
promise that if | could talk my
former partner into adding a PACE
Group Exercise Program™ in a
separate room in his facility, that she
would try it. My Mom is not alone;
the majority of the US population

is overweight, especially both
ends of the spectrum. Over 25%
of America’s children today are
considered obese; we are raising
asedentary generation with com-
puters, pagers, cell phones, video
toys, etc. Al the other end, the
senior population is the fastest
growing segment of the US
population; most of them are de-
conditioned, having never gone
into the doors of a health club.

Mom did say that she
would be more likely to go into
a diet center or women's club
with user-friendly equipment and
a weight loss program than go
into a larger, multi-purpose club.
As a matter of fact, one of her
few friends had actually called to
get information about a
Women’s-only club co. only to
find out that the equipment cost
about $20,000, but then saw it
was a franchise and she would
have to pay $395. per month for
the next ten years (aboul
$48,000) plus an advertising al-
lowance.

Mom showed her friend
some of my brochures and told
her that she should buy the equip-
ment from me since the other
company copied mine in the first
place and that my company was
NOT a FRANCHISE. Mom has
her good points, but she will
probably want a finder's fee. |
turned out a lot like Mom.

A short statement about
a very important topic: Although
I was unable to attend the meet-
ing of the Fitness Products Coun-
cil at the IHRSA Show in San Di-
ego, | applaud the efforts and
hard work of Dave Levy, Co-
Publisher of Fitness Management

Town Sports International
Executives Named Finalists
For Ernst & Young

Entrepreneur of the Year
TSI Is Only Health Club Network To

Join

New York, N.Y.- On
June 8, 1999, Mark Smith , Chief
Executive Officer and Bob
Giardina, President of Town Sports
International, parent company of
New York Sports Clubs, as well as
Washington, Boston and Philadel-
phia Sports Clubs, have been se-
lected as finalists in the Ernst &
Young Entrepreneur of the Year
Awards Program. Past recipients of
this prestigious award include
Howard Schultz of Starbucks Cof-
fee and Michael Dell of Dell Com-
puter Corporation.

Thirty-eight finalists rep-
resenting 30 New York City com-
panies were selected from more
than 100 nominations. Award recipi-
ent will be announced on Thursday,

e List of Nominees

June 24, at the New York Marriott
Marquis in Times Square.

Smith is a resident of
Manhattan; Giardina resides in
Edison, N.J.

New York-based Town
Sports International is a leading
owner and operator of fitness
clubs in the Northeast and mid-
Altlantic region of the U.S. and is
the largest operator of such clubs
in Manhattan. Currently TSI has
79 locations in operation with 11
under development and construc-
tion. TSI serves approximately
180,000 members in fitness cen-
ters in New York, New Jersey,
Connecticut, Massachusetts,
Pennsylvania, Washington, D.C.,
Maryland and Virginia.

and all others involved in trying
to unite the fitness manufactur-
ers into a more cohesive group,
especially when dealing with
trade show organizations.
Enough is enough with trade
shows!

“This was the first year
in many that | did not attend the
Club Industry East Show. Be-
sides the problems with drayage
and dealing with unions, the ho-
tel costs to bring in Reps is ri-
diculous; not to mention the fact
that this particular trade show or-
ganization wanted payment in
full six months ago. We decided
not to attend this year.

Last year, in attempting
to reestablish brand awareness to
PACE after a 3-4 year hiatus, we
purposely went way over budget
on our marketing spending, go-
ing to virtually every trade show
and advertising in every fitness
magazine out there. It paid off in
sales; now, we feel we can be
more selective in where and how
we spend our marketing dollars.
Our show plans for the remain-
der of this year include; the Na-
tional Fitness Trade Show in Au-

gust (Wally knows we
all complain about the -
attendance every year,
but darn if this show |
doesn’t pay for itself
several times over each
year), the Club Industry
Chicago show in Octo-
ber and the AB/IHRSA
Show in Orlando in De-
cember. We also have a
few “Specialty’ Shows
we may be attending as
well as some regional
shows.

As far as fit-
ness magazines we plan
on working with, The
Club Insider News will
remain in our long
range plans, still being
our # | source of leads. |

We plan on |
continuing to use the
best of the rest, but on a

Rande LaDue

tighter budget basis. Note: We
should also mention that we re-
ceive about 45,000 *hits” a month
on our website and that we have
just changed the address to make
it easier to find us at www.pace
groupexercise.com. Call us at

888-604- 2244 for a free video or
more information.

Pro*Fit Enterprises has
been recognized by the American
Council on Exercise (ACE) as a
Continuing Education Specialist.

Tennessee Rulmg

continued from page 3

tween a business and a charity.
It's obvious and you don't need to
be a tax lawyer to figure it out. If
you're running a business, you
should pay taxes like every other
business. It's just common sense
and logic and | see that echoed
simply and forcefully in
Tennessee's decision." Taxpaying
fitness clubs have long argued
that tax-exempt organizations
should not o perate commercial
fitness clubs unless they are will-
ing to pay their fair share of taxes.
They say that the financial advan-
tages tax-exempt clubs enjoy are
a critical handicap for taxpaying
clubs and that this competitive
imbalance dissuades new tax pay-
ing clubs from entering the field.

In 1998, a group of the
largest IHRSA multi-club opera-
tors joined together to contribute
over $1 million to fight the fair
competition fight. The future now
looks even better for the fight for
fair competition after the ruling

One of the club opera-
tors who led this effort, Brett
Roper, General Manager of the
Court South Total Conditioning
Club located in Knoxville, says
that the best part of the Board of
Equalization’s decision is that it
also applies to any other not-for-
profit health clubs or fitness cen-
ters in the state. It sets an impor-
tant precedent.”

PERTINENT FACTS
DISCOVERED DURING
CASE INVESTIGATION

9 I 1
. here is no factual

dispute that the YMCA is in com-
petition with the taxpaying health
and fitness centers of Nashville and
Middie Tennessee. On April 16,
1999, the Nashville Business Jour-
nal published a table comparing the
20 largest fitness centers in the
Nashville area. 9 were YMCA fa-
cilities”.

*"The greatest subsidy is
80% for one person with an income
of $7,000. The smallest is 10% for
one person with an income of
$27,000; 10% for a two-person
household with an income of
$31,000; and 10% for a three-per-
son household with an income of
$33,000.”

*"The total value of an-
nual subsidies (not including cor-
porate discounts) is 1.2% of the to-
tal value of memberships at the
Uptown Y..[and] 5.2% of the total
value of membership at the Down-
town Y.”

*"The amount of subsi-
dized membership income was
8.6% of the total value of [YMCA]
income from membership and pro-
gram fees.”

*"The YMCA seems to
take the position that all of its prop-
erty is exempt simply because it
meets the definition of ‘charitable
institution’ as defined [by TN law].
The [Board of Equalization] is of
the opinion that if it was ever the
law in Tennessee, it was changed
by the decision in the Middle Ten-
nessee Medical Center case which
makes it clear that simply because
propery may be owned by a chari-
table institution, the property must
be used for charitable purposes in
order to qualify for an exemption.”

*"The Board’s determina-
tion [shall] apply to all YMCA lo-
cations throughout the state and any
other not-for-profit health clubs or
fitness centers.

THE CASE THAT MADE
THE DIFFERENCE

In 1994, The State
Board of Equalization ruled that
the Middle Tennessee Medical
Center, a not-for-profit hospital
corporation, must pay taxes on
85% of its fitness center.

The Board found that the
15% exemption accurately corre-
sponded to the proportion of vis-
its to the fitness center by hospital
patients sent there by their doctors,
as opposed to the 85% of visits by
hospital employees and members
of the general public. It noted:
...the great majority of those who
use the Center are not under a
doctor’s care. They have chosen
the Center over competing health
spas for reasons of their own, and
it is not the role of this court to
encourage that choice by accord-
ing the Center a more favorable
tax-exempt treatment than that
permitted to its competitors.”

“We feel it would be mis-
use of the tax exemption granted
to charitable hospitals if every rev-
enue-generating venture the em-
barked upon automatically ben-
efited from the exemption, so long
as that venture could be character-
ized as in some way promoting
health.”

Stay tuned to The CLUB
INSIDER News for updates on this

important story.
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Financing Fitness Equipment
Shouldn’t Be This Much Exercise!

Application Only to $75,000 z{ .
No Fee to Apply "
Versatile Lending Criteria

Start-up Facility Programs

No Equipment Restrictions

Complete Franchise Programs

B Vendor Programs Available

Call Today! (800) 438-1470
or (760) 438-1470

“Committed to Supporting the Growth of the
Commercial Health Club Industry and Fitness/Wellness Community
with Unparalleled Professionalism and Service”

INNOVATIVE LEASE SERVICES, INC.
6120 Paseo Del Norte, Suite 0-2, Carlsbad, CA 92009
/ www.ilslease.com
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“physical inactivity can be

hazardous to your health.”

bring this ad in for a FREE week. offer expires july 31, hopefully that's way before you do

_Ziwhume deson anly. epocentment nd ace L regute -
‘apper wast: S0t & 3'way 5751500 « TEM & bway 458 7384 « Tl & cowmbus ooena mia B3+ G20 & ey 205 0005 upper aaet: 1101 & bz T
TEn & Lut ELSTOO0 midtowe 500 & pors 3081010 » S3ng b 0wy 207 B30 + G191 & n 3179400 » 8901 & way §77 5SSO + 407 & massen 341
* 3TN S0 54,3030 + St & mastmon S80.1124 + 34t & 8t S68.0630 3t & Id 7115099 + Tist & 2133008 » 2

00 F4A5121 + norwsl 2008472044 reckiang: naruet 314 004 2050 aew

“dl.lh.”

- New York Sports Clubs

there's a milllon reasons 1o join,

- the Surgeon General

BEST

HEALTH CLUB
ADVERTISING!

Join in the fun and learning by sending in
copies of your club’s best print ads. Beginning with

next month we will devote space to display the best
health club advertisements we’ve received. If your ad

is selected and published, you will receive one free-

one year subscription to The CLUB INSIDER News.

Mail clean, black and white copies of your ads to:

CLUB INSIDER News, P.O.Box 681241, Marietta,
Ga. 30068-0021. Be sure to include your name, ad-

dress and phone numbers so we can put your club on
our winners list!

_www.nysc.com
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WlsoonsinAth!eﬁc
Club Expanding

Rapidly

EST ALLIS, WI.- The Wisconsin Ath-

Buying Professional Fitness Equi A

If You Are Going To Buy Fitness Equipment And
Spend $40,000, Give Us Only $25,000 To Complete
The Same Order. Even If You Only Need One More
Treadmill And Expect To Pay $4,500, Give Us Only

$2,500 For The Same Kind Of Treadmill !

BUSINESS EXPENSE |
That's why we give YOU money saving solutions to

g,
We wurmmnty this equipment, jpive you o Nutional
senvice techmician network, and give you 24 hour tech-
mcal infi on our sward wihmng website - You

Melp your busimess cut costs wathout durabal-
ity or pame brand. In fact, most of our customers buy
hagher quabity fitness squipment, and more of 4, than
they origmally budpeted

Waorldwide Fitness Will Help Your Business Cut
Overfread Expenses.

Based on the premuse that buying fitness equipment &
& bsiness expense. Based on the fact that reducing the
COST of doing business directly tmproves. bottom lme
profits. We look at you & a business opemior, not as s
place to showcase our fitness products.

Worldwide Fitness offers fitness center products that
bave already depreciated in value We provide vou &
consisten!  supply  of ‘Bank  Repossessed’,
“Refurbished’, "Brand New”, *Factory Blemished',
Discantinued Clossoat’, and “Surpluy’ gym fines
equipnent

We Knew Business swiners Wamted To Save money
Cin COperating expensexs To Free Up Mare
Capital For Advertiaing,

IT You can save 530,000 when buying fitness equip-
et wrid sk thes new found capitad to your advertsing
=nd marketing budget, you will see exponential growth
m cash flow and profin. A Heabih club con tam s
S30,000 savings o 200 new members  1f you make
3350 per new member in the first year, that's $70,000
sdded 1o grows profiti.  This i new found money over
and ghove what you are cummently domg.  Could your
Dasimesy use an exra 70,0007

We Invest Over $250,000 Every Month To Aszure
You Save Maoney.

The whole operation is & e undertalang. ‘With over
20 employess and a monthly payroll of $50,000 Morne
than 530,000 in bisilding lesses. Over $20,0080 & month Is
spent on replacemnent parts to refirbish the equipment.
The cost to buy this depreciated equipment is over
$150,000 The point bs we have made the necessary
investments to insure 8 consislent and reliable product
for you

We've pul ounelves in o position that lovees us to
perform for you or we don't make & profit I'm not
Irying 10 ompress you but | want you 0 see our cotmmit-
ment W must satisfy yon so you will buy from os on
your next fimess room projeet and refer mote cus-
tomens to us. We can't serwiee this huge overhead
without repest buseness

Guaranteed To Look Like New, Wark Like New, Loax

Like New, And Make Everyboudy Think Yeu Paid

Full Price

When our chant's cotne see our Nanonal Bieadquarens
i Ornge, Cabforma, they 're amiazed  They anes our
gpigannc warehouse with over |,000 machines on racks
3 stones high 1t Iooks kke 30 bealth clubs went out of
busenss and we bought all thew inventory. When we
tour them through our state-of-the-an remanulscturing
facility, they say they've never seen anything Lie it
When they see our finished product they think if's
brand new, and after we convince them that if s not,
they say they will never buy brand new fitness

see, the only equipment we sell is the top brands
LifeFiiness, Cybex, Stalrmaxter, Trofter, Precor, Star
Track, Paramouns, Tectrix. Quinton snd others
These manufacturers have built & national service net-
wiork that we have access to when our costomers need
senace. II's as easy for us o repair a treadmill in New
York as it is in California.  We take care of your
burness.

We Have Over 1,006 Happy Customers That You
Cian Speak With To Give You Buying Confidence
In today”s business climate you huve to protect your-

selfl from mis-infe n. You can’t take ad g
staternents as fact.  We understand this, and make
sccensible 10 you our past cuslomens 40/ you can maks
your own judpements, we don’l want you 1o make «

mmstake.  We want o make sure this & the nght buy for
your busmess

*Worldwide Fitnexn Saved Me Chver $156,000 And
My Maintenance Staff Soill Thinks The equipment
Wax Brand mew, | Don't feel | Sacrificed Anything.
1 Wil Do Al My Future Purchases With Worldwide.
Call Me If You Have Questions”
{Mike Boeglen s the CEO of 3 YMCA™s in Alabama)

“I Bought Al My Equipment From Worldwide For
any Second Club, | Saved Crver 525,000 And Used
Thive Sovings To Incregre My Advertising Budget.
This Extra Adversising Money Allowed me To Hit My
e Year Sales Goals In My First 90 Days.  Call Me,
Stephen Priest At MS. Flines Health Club in
Hunmtingron Beach California ™

We Make The Buying Process Simple, S0 You Can
Spend Mare Time Runring Your Businese.

(et Your FREE Video Tour and
Packet From Worldwide Fitness
So You Can See For Yourself.

Call T14-283-0355 Toduy. Send an email 1o
wwisi@ni.net, andior go to our award winning
webnite

www.Worldwidefitness.com

Smcerely Steve Faterson
Wotldwide Fitness. Inc

PS5 By focusing on saving money for pur cliemis.
We've grown fo be the 66th faxtest grawing start up
company In the USA, in enly 2 pears.

{Based on ‘Fast Company' magazine statistics)

Professional
Collection
Services, Inc.

£C

>

S
<<
Large Enough To Serve You,

Small Enough To Want To!

“We have developed the skills necessary to
service health and fitness clubs and would
like to share our success in this area. We
currently service clients in New Mexico, Texas
& Florida. Let us show you how successful

we can be for you.”

We are a full service agency licensed and
bonded with collection affiliates in all 50 states.
Independently owned and operated to provide
highly individualized confidential service.

P
CS

John C. Barlow, President
5555 Montgomery Blvd., Suite 8
Albuquerque, New Mexico 87109

Professional Collection Services, Inc.

Phone (505) 883-0092 + Fax (505) 883-5500

Toll Free: 1-800-748-5554
Ask for Mr. Barlow - for New Service

letic Club has completed a rapid 10 month expansion
plan that has more than doubled club locations and

membership totals.

Formerly known as the
West Allis and Waukesha Athletic
Clubs (original founding members
of the International Health &
Racquet Sportsclub Association),
WAC has opened three new clubs
in Downtown Milwaukee,
Wauwatosa, WL and Greenfield,
WI. to become the dominant pri-
vate club group in Wisconsin with
over 14,000 members.

In 1998 IHRSA named
WAC runner-up for the National
Racquetball Programming Award,
based on WAC’s outstanding 23-
year history of maintaining nearly
100 weekly racquetball leagues in-
volving over 1,000 players.

Wisconsin Athletic Club’s
officer/owners are former IHRSA
President and Board Member, Ted
Torcivia, Keith Nygren and Ray
O’Connor. O’Connor recently was
given IHRSA’s President’s Award
for his efforts in the fight against
unfair competition.

Norm's Notes

continued from page 5

result.

*Our thanks to MARK
SMITH of Town Sports Interna-
tional in New York for sharing his
most recent series of print ads with
us. A sample of a couple of one of
their ads appears on page #20 of this
edition. Beginning next month we
are going to start a monthly GREAT
CLUB ADVERTISEMENT page
featuring reprints of some of the best
print ads done by clubs. Check out
page 20 for details.

*Looks like FRANK
LEONESIO and the Q. Clubs are
recovering from the blow dealt by
the SEC a couple of years ago when
the Commission required the Q.

(See Norm's Notes page 22)
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continued from page 3

or at our club, I just pushed them
to exercise, period. And that helped
me sell tremendously.” Selling, and
convincing people on the benefits
of exercise came as naturally to
Bahram as tattooing and piercing
came to Dennis Rodman. He real-
ized that being involved in the fit-
ness industry was where he wanted
to be.

It was at this point that he
made a key decision that has shaped
his future from that point on. The
small fitness chain he was working
for in Colorado had set its sights
on expansion, and a little club in
the Minneapolis area was one they
wanted to acquire. Upon being of-
fered the opportunity to go manage
that club, Bahram put his engineer-
ing degree to good use and did the
math. Pursuing a career in the
health club industry, where his heart
and soul was would easily pay him
2-3 times as much as a full-time
electrical engineer would make.
And that’s just what he projected
his earnings would be working part-
time in clubs. Realizing that the sky
was the limit for him personally and
professionally, he purchased some
thermal underwear, packed his car,
and set off on the move that would
eventually change the landscape of
the Minnesota sports, health and fit-
ness industry in a big way. “1 de-
cided to give it a try, and if | didn't
like it, | could always come back
and pursue engineering.”

The Land
Of 10,000 Lakes

Minnesota is known as
the land of 10,000 Lakes, and as
Bahram discovered, it was also the
land of about 100,000 people who
it wouldn’t hurt to get in the gym
and work out. Not only did he work
on selling memberships for the

company that was now called Nau-
tilus Swim and Fitness, but also he

became intricately involved in the

pricing, physical design and over-
all strategy. As the company he was
running achieved more and more
success, he found more and more
job opportunities rolling in. Being
the shrewd and intelligent business-
man that he is, Bahram approached
the partners of the club and in-
formed them that it was in their best
interest to keep him around. “I met
with the owners and they worked
out a plan for me to become a part-
ner. Within a month of entering
Minnesota | was an equal 1/8th
partner in the company,” he said.
With the new title came
new responsibilities, namely he was
in charge of site selection, devel-
opment, management of clubs as
well as sales and operations. His

duties encompassed everything
with the exception of financing
and legal. His goal was simple:
Build clubs. Mammoth, big-box
facilities that would blow away
the competition in the Minneapo-
lis marketplace. Under the direc-
tion of a still very young Bahram
Akradi, Nautilus Swim and Fit-
ness started building, growing
from 1 to 3 clubs by 1984. With
the success came all the rewards,
and very few people enjoyed life
to the degree of Bahram. No car
or motorcycle was fast enough,
no toy or material possession out
of his budget as he was really
starting to discover how exciting
and invigorating it can be when
you are a success in America.

At all times Bahram
never lost focus of where he en-
visioned the company going. And
as he discovered at a corporate
meeting in Florida in 1984, it was
going in a direction that was dif-
ferent than the path he felt it
should follow. A disagreementin
marketing strategy among other
things forced him to propose to
his fellow partners that some se-
rious changes needed to be made.
One of the main causes he trum-
peted was another name change
to reflect a more broad appeal as
the company continued its expan-
sion nationwide. Bahram sug-
gested the name U.S. Swim and
Fitness for the clubs, and in 1985
that is what they became. By then
he had opened two more clubs in
Minnesota, and had an underling
working on deals in Boston and
San Francisco. Corporate giant
Bally’s realized the potential of
the company, made an offer, and
despite Bahram’s pleas to hold
out and not sell, the other share-
holders could not be swayed. [t
was the end of the road for U.S.
Swim and Fitness, but just an-
other crossroads for Bahram
Akradi.

At this point he was
making the type of money usu-
ally reserved for lottery winners
or Major League Baseball out-
fielders, but Bahram still seri-
ously contemplated leaving the
company. “l was really torn, but
decided to stay with Bally's in
hopes that | would learn some-
thing, and I didn’t want to make
a hasty decision. I had a 5-year
contract but | was only able to
stay 2 years and 8 months because
I simply didn’t like the way they
were doing business. On May
31st, 1989, Bahram gave himself
abirthday present. He left Bally’s
to attempt to start his own com-

pany.
A New Start

It was time to roll up
his sleeves, and use his competi-
tive juices to design and create his
own vision of sports, health and

fitness centers. Because of a non-
compete contract with Bally’s, he
would have to do it way outside the
Minnesota borders. “I did some
homework on different parts of the
country and | knew what regions
were right for the type of club |
wanted to build.” The type of club
he wanted to build was a 60,000-
70,000 square foot shrine that at
the current time did not exist in San
Francisco. At least not at the level
of professionalism, service and
class that he envisioned for his
clubs.

Armed with his life sav-
ings and the energy, confidence
and swagger of someone who
made it to the top of his profession
by the age of 30, Bahram went dig-
ging for gold in California, hoping
to hit it big with a line of clubs he
intended on calling Fitness Corp of
America. For three years, before
a shovel could be put into the
ground, he pounded the pavement
in California, Minnesota and all
points in between trying to line up
investors for his vision. No mat-
ter how hard he worked or how
hard he tried, he simply could not
find the financial backing that
would be needed for his mammoth
project.

Back To Minnesota

He didn’t leave his

heart in San Francisco, but he did
leave a tremendous amount of
money. By 1992 his personal for-
tune was basically gone, after sink-
ing between 30 to 40 thousand dol-
lars a month into trying to find the
funding for his dream. By the end
of 1991 his non-compete clause
with Bally’s had expired, so he
shifted his focus from building
state-of-the-art architectural won-
ders to simply just getting one club,
no matter the size, off the ground.
Three years of frustration and dis-
appointment had certainly been
costly, but on the other hand, he
learned a lesson that no money
could buy. “l asked myself what
did [ do wrong? | knew my vision
was right, | knew the product was
right, but | obviously was doing
something wrong because |
couldn’t get anything going. When
I look back now | realize that stra-
tegically I erred by wanting to do
something too big from the start.
My advice to someone starting a
new business is if you can start
something manageable, just start.
Meet your objectives, improve and
know what you can do next. It's
difficult to start small and grow
when you have a big vision.”

The eye opening experi-
ence was just what he needed. A
small, 27,000-foot club with a long
history of failure in Brooklyn Park,
Minnesota became available and
Bahram decided to make his move.
No, it wasn't the type of facility
he dreamed about, and had blue-

prints and architectural render-
ings on, gathering dust in his
closet, but it was a starl. The
next step was to liquidate every-
thing he owned to gather the
capital he needed. Gone were
the cars, the motorcycles, the
jewelry, the boats, and the toys.
Everything he owned that wasn't
necessary for survival went on
the auction block. “Isold every-
thing I had to open that little club
in Brooklyn Park. It wasa "C"
market at best, and three other
clubs had failed at that site, so
by no means was it a sure thing.”

The pro forma Bahram
had written called for the club to
sell 2,700 memberships by the
one-year anniversary. After 12
months a total of 2,702 had been
sold. The club now is one of the
most potent revenue producers
in the LIFE TIME FITNESS
family, generating in excess of
half a million dollars in revenue
each year.

Once that club was off
and running, it was time to con-
tinue to go after investors and
build the type of facility that he
had hoped to build in California.
And that is when Bahram’s true
selling skills were put to the test.
“When Bahram first came to me
I had no idea who he was, and
frankly | thought what he was
trying to sell me on was an im-
possible dream,” said LIFE
TIME FITNESS shareholder
Wheelock Whitney. “He wanted
to build a bunch of clubs in the
Minneapolis market, and having
a knowledge of the competition
| thought he was crazy. | said
“You have got to be kidding'. He
then explained to me his vision,
and how the clubs would be dif-
ferent, and | began to buy into
it. One thing I can say about
Bahram is he always delivers the
goods,” Whitney continued.

The Dream Grows

Keep in mind, it

wasn’t simply the beautiful, big
box design that Bahram was sell-
ing, and now building. But the
services and amenities he was
offering were basically unheard
of in the industry. That's what
blew everyone away when his
second club in Minnesota
opened in 1994. The facility in
Eagan was what he had dreamt
of building for almost a decade,
and to see it standing exactly as
he described and promised sold
his investors, and the Minnesota
consumer as well. Not only was
the club a thing of beauty, but it
was open 24 hours a day, mem-
bers did not sign contracts but in-
stead were on a month-to-month
basis. The club offered free tow-
els, free child care and a money
back guarantee. “A'lot of people
in the industry thought we can’t

have a high-volume quality facil-
ity. People said members would
drop out and we had no type of
security with month-to-month
memberships. My belief was that
if you can't keep your customer
happy, you don’t deserve to keep
them anyway. Our philosophy is
to build the facility nice enough,
build the service nice enough and
continue to improve it so the mem-
bers want to stay, and you don’t
have to hold them to a contract."

1999 A Historic Year

1999 has been a his-
toric year in more ways than one.
Besides the national expansion
that has been received with unbe-
lievable enthusiasm in the respec-
tive markets, the company is
evolving into a provider of sports,
health and fitness facilities that en-
compasses more than the enor-
mous 100 thousand square-foot
prototype. The company an-
nounced recently that they have
entered an agreement to take over
the athletic facilities at the historic
Minneapolis Athletic Club, and
refurbish the 84-year-old structure
into the most premiere downtown
athletic club in the entire country.
Besides providing a club consis-
tent with any five-star resorts in
the country, LIFE TIME FIT-
NESS is also upgrading the club’s
restaurant to put it on par with any
fine dining experience in the Mid-
weslt.,

It’s all part of a future
that looks extremely bright for
Bahram Akradi and LIFE TIME
FITNESS. The company has a run
rate of nearly $60 million in rev-
enue in 1999, and has continued
to meet or exceed every single pro
forma from day one of its incep-
tion. The company plans on con-
tinuing its expansion in earnest in
the year 2000, with plans on en-
tering 4 brand new markets in year
one of the new millennium.

For a young man who as
a child dreamed of coming to the
United States, achieving success
and making his father proud,
Bahram Akradi can go to bed at
night and sleep pretty well know-
ing he's accomplished much more
than he ever believed possible.
But for Bahram there isn’t much
time for sleep. He's too busy run-
ning a company, planning it’s ex-
pansion, flying his airplane, work-
ing out, educating people on the
benefits of exercise and how their
body’s metabolism works, and just
basically being a living example
of the American dream.

(Tom Zenner is a Con-
tributing Editor for Details Maga-
zine and a Feature Writer for
Maxim and Men's Journal Maga-
zine.)
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ATLANTA, GA.- Ef-
fective immediately, all current and
future BodyPUMP licensees will re-
ceive the company’s branded pro-
gram launch package and quarterly
marketing update kits as part of their
license fee.

The marketing kits, pre-
pared by Communication Consult-

ants, include camera-ready adver-
tisements, news releases, in-club
signage and detailed sales scripts
that maximize membership sales by
emphasizing BodyPUMP’s prom-
ise of a consistently-fun, results-ori-
ented experience. The launch kit has
proven successful at dozens of clubs
and is valued at $900. Quarterly kits
are valued at $295.

BodyPUMP will also
now offer Cathy Spencer’s 60-
minute group fitness seminar- “Five
Steps to Take Control of Your
Group Fitness Program™- on vid-
eotape for club operator conve-
nience, The tape cites a 46.9% drop
in fitness attendance since 1987 and
explains how creating an ideal ex-
ercise environment and providing

arepeatable, fun experience from
class to class can reverse this
trend. Spencer is a recognized
Australian fitness authority and is
National Training and Program
Director for Body Training Sys-
tems, a division of The STEP
Company.

BodyPUMP was con-
ceived by Les Mills group in New

Zealand in 1990 and the STEP Com-
pany acquired U.S. and Canadian
rights to market the program in 1997.
BodyPUMP, similar to Starbuck’s
Coffee in its consistent quality, is re-
viving group fitness by capitalizing
on the experience of pure fun, results-
oriented, prechoreography and com-
prehensive, branded marketing.

SalesMakers

continued from page 10

and | can’t wait to implement what
I've learned.” - Shannon H., Wash-
ington State

“Thanks Sales Makers, it
was terrific and I"m confident it
will make a huge impact on my
personal sales.” - Eileen W., South
Carolina

The added bonus for all
conference attendees was thal the
weather which had been rainy and

overcast for the week prior to the
seminar, was picture perfect for
three consecutive days. Sunny
and mid 80’s temperatures had
participants “gobbing” on the
sunscreen even on the 20-minute
breaks. Kelly from Hyde Park,
NY received top honors for “best
tan in the least amount of time”,
while top volleyball play honors
went to Dax from Atlanta, Geor-
gia.

The true success for
many of the conference attendees
will of course be measured with
what they can successfully bring

back and implement in their re-
spective clubs. It should be noted
that Sales Makers has worked in
over 450 clubs and throughout the
90’s has averaged over a 20% in-
crease in sales for their clients.
The majority of Sales Makers
business is on-site training of
sales and management staff which
also involves trouble-shooting
club challenges and implement-
ing customized systems. Time af-
ter time | have been told by club
owners how pleased about the re-
sults they have obtained from the
work done by Sales Makers.

.Making
Summer Count

continued from page 15

chores that need doing in prepara-
tion for the higher traffic times.

(7)- PREPARE AN AN-
NUAL MARKETING PLAN- Do
you have an Annual Marketing Plan
with each month of the year mapped
out in detail? You'd be amazed at
how much an Annual Marketing
Plan will help you. It will give you
aleg up on your competition in re-
spect to marketing and it will allow
you to plan on budgets well in ad-
vance, instead of using the typical
‘knee-jerk- planning’ that many
club operators find themselves en-
gaged in. Check out our article in
the July edition on Marketing by
Brenda Abdilla for ideas on market-
ing and how to plan for it.

(8)- TRAVEL AND SEE
THE WORLD- A great way o re-
fresh your energy is to travel to
other cities and visit clubs around
the world to see what others are
doing. And, it is easy, with proper
planning, to fit such club visits

nicely into some extra ‘vacation
time'!

(9)ENROLL IN PR 101-
Intelligently planned and carefully
executed public relations pro-
grams can and will produce a sig-
nificant amount of new club traf-
fic and new membership sales
year-round if club operators un-
derstand PR and how to go about
making it happen. Plus, great PR
is a natural morale booster for
both members and staff and often
will produce referrals. Select a
local Community College or other
university and enroll in their PR
101 class. Attend regularly and
learn all you can about the sub-
ject because you'll be amazed at
the results your club can obtain
from a successful Public Relations
program.

(10) CREATE AN AN-
NUAL PUBLIC RELATIONS
PLAN- Once you understand the
fundamentals of Public Relations,
sit down with your key staff mem-
bers and map out a month-to-
month annual Public Relations
Plan. Be sure to include media
contacts, month-by-month club
activities aligned with national
events such as National Fitness

Month. Organize events at your
club to raise money for local com-
munity charities or special causes.
(Example: The Battle of the At-
lanta Cheerleaders was an event
that | produced matching the At-
lanta Falcon Cheerleaders with
The Atlanta Hawks Cheerleaders
in a number of in-club contests
including running, swimming,
volleyball, racquetball and aero-
bics). Adopt-A-Mile on a local
highway and make a big event
with members and staff when you
£0 out to care for that section of
road. (You know, do the work,
then throw a party for the work-
ers and be sure to: (1)Invite the
local press, radio and TV produc-
ers to both the work detail and the
post-work party. (2) Take photos
and conduct mini-interviews with
members that have participated.
Create a bulletin board in the club
to ‘showcase’ the work done and
the party for other members to see.

The bottom-line with
Public Relations is that literally
every day of the week, there is an
opportunity there if you are edu-
cated on PR and know where and
how to look!

Norm's Notes

continued from page 20

Clubs to rework their financial re-
porting methods. That action caused
Q. Clubs a lot of problems, includ-
ing the abandonment of two new club
projects in South Florida that already
had the plumbing and steel frame-
work in place. Word is now that
Leonesio may be bringing in a new
investor- GEORGE SOROS! Good
luck Frank!

*Late breaking news! How

about that new tax break in the form
of IRS write-offs for money spent
by smokers on smoking cessation
programs and therapy! Now, | re-
ally believe that the IRS should pro-
vide write-offs for health club fees
and membership dues. It is the per-
fect time now to launch a major ini-
tiative to make this happen!

*The folks in the North-
west at Fit Life have just installed
a reciprocal membership program
for the 63-club group. Also, Fit Life
has launched a $200,000 joint mar-
keting program in the Portland, Or-
egon area. The folks in Fit Life are

some of the most innovative and in-
dependent thinkers in the industry
and do a great job with their clubs.

*Word is *Club Industry
Nice Guy' PETE JONES, one of
the founders of the Western Ath-
letic Clubs, is back full time with
WAC. Hi Pete and good luck with
the new projects!

*Things continue to go
nuts over in the U.K. I think I'm
just going to have to get on a jet
and go over there and see what’s
up. Certainly, I'll check in with my
friends, ‘The Spice Girls’ while |
am there!

I’ve personally wit-
nessed the Sales Makers team
increase sales in several clubs
that were facing formidable new
club openings literally right
down the street. Simply
put......if you’re not happy with
the results your sales department

is generating, you should call Sales
Makers today. I can guarantee you
that if you will attend the training,
learn the system, adhere strictly to
the system and “inspect what you
expect” in regard to managing the
system, you can’t go wrong.
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SALES :

FITNESS PROFESSIONALS...The STEP
s Company has full-time inside/outside sales

sition =

g available. Seeking focused, goal-oriented, player to .
« market the hottest new international fitness program. g

s Requires 2 years sales exp
= cation skills, degree or equivalent business ex
aSalary + commission and benefits.

erience, strong communi- =
rience, ¥
Fax (770) 424- 3

u 1590 or mail resume to: 1395 S. Marietta Pkwy, Bldg., «
8200 Suite 222, Marietta, Ga.30067, Attn: Sales Man- =
*ager. NO PHONE CALLS PLEASE. .
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If you would like to receive information from or be

contacted by advertisers in th

is issue just clip or photocopy

this form, mark the block(s) of the respective companies, com-
plete the information requested in the blanks and fax to the

number shown.
[]Please mail information to

Name:

me. [ Please contact me at the
number written below.

Club or Company Name:
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City:
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Phone #: ( W

E-Mail:
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Fax#:(770) 963-4078
Fax#:(310) 390-2627
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FREE SEMINAR

ON MAXIMIZING GROUP FITNESS

'I'AKE THE GROUP FITNESS TEST

If you answer yes to any of these questions, you may benefit from one of our FREE
“MAXIMIZING GROUP FITNESS” SEMINARS*

Have you needed to buy more cardiovascular equipment in the last five years fo service your
members?

Have you experienced a decline in your group fitness area?

Do you get limited guest referrals from your group fitness programs?

Would you be reluctant to let a prospect take any class on your group fitness schedule to
determine whether or not to join?

Do you think you are overpaying instructors yet they think they are being underpaid?

Would your group fitness program suffer if your top instructor was hired away by the competition?

To find out when a FREE “MAXIMIZING GROUP FITNESS” SEMINAR is coming to a city near
you, call The STEP Company today at 800.SAY.STEP or 770.424.8161 X427

Bunv A PRODUCT OF |TRAINING| A DIVISION OF

SH*

“AS SEEN AT THE IHRSA ATHLETIC BUSINESS CONFERENCE
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