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These satisfied CheckFree
clients wrote this Ad.

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

everything is done

automatically. It's Rexible

“POINT OF SALE GIVES US
GREATER CONTROL...

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

and grows with the club.”

“IT IMPROVED OUR CASH FLOW...
On a regular, ongoing basis. Even

in lean months.” “THEY TRAINED OUR COMPUTER-ILLITERATE STAFF

We now do our billing intemally.

“FOR EFT YOU HAVE TO GO WITH CHECKFREE...

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

"CHECKFREE STAYS WITH YOU...

"MADE US MUCH MORE PROFITABLE... You have ongoing support long after

You can get a fast turnaround on your investment.” the contracts are signed.”

“THE MOST FLEXIBLE BILLING SYSTEM TION RATE INCREASED 20

We've seen a real décrease in our monthly

hilling costs.”

"ESSENTIAL TO RUNNING A CLUB...
| would recommend CheckFree to all club owners.”

“THE BEST THING THAT EVER HAPPENED TO US...
It helped our sales staff generate leads and follow

up on those leads.” CLUB CHECKFREE
Isn’t it about time you joined Club CheckFree? Over 75 percent of the nation’s é— "’
leading clubs air?ady have. But please, dFln t take our word for it. Call icckFree Health & F
to hear other satisfied club owners describe how CheckFree has put their health Join The ©
and fitness clubs in the best shape ever with ZAP ID, SALES PROSPECTING, POINT OF SALE, oin The Club: 1-800-242-9522
Checifree Co
ACTIVITY MANAGEMENT, BILLING, A/R, and ELECTRONIC FUNDS TRANSFER. ¢ hetpfwwn

CheckFree Health B Finess would like 1o ghve speclal thanks 1o the Tollowdng clients for participating: Bobbette Ausere-Lower Valley Athletie Club, Gale Landers-Gold Coast Multiplex,
Gloria Rexing-Girant Fithess Center, Jane MacFarane-Fitness for Women, Janie Sidall-Fitness Bamn, Karen Owen-Evergreen Racquet Chub, Ken Kate-Owings Mills Athletic Club,
Muark Mayes-Fitness Resources, Michael Cassady-Global Affilistes, Pete Peterson-Frags, Stephen Grll-World Gym Fitness Center and Steve Swartz-Columbus Sports Connection,
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NACA NO MORE!

Bend, Oregon - The an-
cestors of the Northwest Athletic
Club Association (NACA) club
owners were some of America’s
toughest, most independent pio-
neers...... fighting their way across
hot plains and huge mountains to
settle in the rugged Northwest re-
gion of America. Those ancestors
had their own ideas then and these
club owners have their own ideas
now.

Making a move which
easily could lead to significant
changes in other club regional
groups and even eventually in
IHRSA, NACA will be no more
as of July 31, 1997, as it will be
dissolved in favor of a new Lim-
ited Liability Company called the
Northwest Athletic Club Com-
pany, LLC (“Company”).

The Northwest Athletic
Club Association (NACA) - the
not-for-profit club association

which consisted of approximately
100 for profit clubs in Oregon,
Washington, Northern California,
Idaho and Montana, held its last
Summer Conference in Bend, Or-
egon on July 13-16th. NACA had
become one of, if not the stron-
gest, regional club association in
America. But, the members of
NACA, a strong-willed indepen-
dent bunch, have not been happy
for some time. They were not
happy with their inability to se-

lectively control the clubs who
Jjoined their Association because
it was a 'not-for-profit’ organiza-
tion. The group was becoming
more disenchanted with the op-
erational philosophies of the new
competitors that were coming into
their markets..... Gold’s Gyms,
World Gyms, 24 Hour Fitness,
etc. They even adopted standards
for membership in NACA that
were much stricter than IHRSA’s
membership eligibility standards.

So, they have done some-
thing about it. It is called NACC.

That ‘something’ was ini-
tially called PROJECT X. Project
X became a Limited Liability Com-
pany which will consist of clubs
that invest $1500 per Interest for the
original offering price.

The NACC initial offering
circular states that Subscription
Applications will be accepted by
the Company until August 31,

(See NACA page 6)

SPIKE GONZALES 'AMERICA'S RACQUET MAN'

By Norm Cates, Jr.

Themnrea lot of people
in the tennis club industry calling
themselves * Pros’ but there is no-
body quite like Gregory * Spike
‘Gonzales. He is not only a well
respected tennis professional, he is
one of the tennis industry's bright-
est minds. Gonzales has been a
leader in the tennis industry for over
20 years and has done a tremendous

amount for the game during that
time. His leadership and willing-
ness to speak out on issues that
have been and are important to
tennis puts him in very select com-
pany.

Born in Rochester, New
York, Spike Gonzales was intro-
duced to the game of tennis at age
8. However, that introduction was
flawed and he did not become
deeply involved in the game until
five years had passed. Spike com-
ments about his memories of his
first experience with tennis: “Just

recently I've been thinking about
how | got started.... and where
some of my passions are. | took
my first tennis lesson when | was
8 yearsold. It was given by a per-
son who really knew the game.
He was a really good player. But,
he gave the most technical, bor-
ing lesson imaginable! And, |
quit. | never picked up a racquet
again until | was 13. However, |
wanted to play tennis. My father
played tennis. My hero by last
name was Pancho Gonzales. So,
I had an interest in it. Bul, that

first lesson - done by a technically
very proficient person - turned me
off as a kid. For a kid like me it
was much more exciting to go and
play baseball. I began to play ten-
nis seriously when | didn’t make
first string on the varsity baseball
team in high school. Tennis was
a joyful experience to me because
of so much more activity and you
controlled your own destiny,
rather than some coach deciding
whether you get to play or not. |
think right now that a lot of my
mission in life almost relates back

to the fact that | might have been a
much better player had 1 started
when | was younger. 13 was too
late to develop as a good junior ten-
nis player. That experience relates
a lot to what | am concerned about
today as we are putting huge re-
sources into bringing new begin-
ners into the game. But, if tennis
pros don’t know how to teach the
beginners and don’t know how to
make it fun or adjust their mental-
ity with people going through the
difficult stages of starting out, we

(See Racquet Man page 7)

HEALTH CLUB TREND REPORT

By Norm Cates, Jr.

Websler‘s Dictionary

defines TREND as: 1. A general in-
clination or tendency: drift. 2. A di-

rection of movement: course.
When considering the
latest trends in the health club in-
dustry and how they may impact
your club, one should consider:
(1) What are key indicators of the
trend ? (2) What should you do to
position your club to take advan-
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tage of the current health club
trends ?

It is important to realize
that what may be a trend today,
may not be a trend tomorrow.
And, what may be a trend tomor-
row, may not be a trend today.
Two good examples might be rac-
quetball and group cycling.

In the late 1970's, rac-
quetball was one of the hottest
things going. In the 80's racquet-
ball dropped off the map in popu-
larity almost as fast as it boomed.
Club operators everywhere found
themselves converting racquetball
courts to fitness workout areas and
aerobic studios. Now, racquetball
is making a comeback in some
areas. With the group cycling
phenomenom, we saw ‘Spinning’
become very popular in the last

two years after being around for
nearly 10 years. However, many
clubs that have installed the
‘Spinning’ Program by Schwinn
instead of the ABC Group Cy-
cling by LifeCycle are running
the risk of having 20 or 30 of the
Spinning bikes around that no-
body wants once the *Spinning’
craze goes away...... but, with the
Life Fitness ABC Group Cycling
Program you get not only a fun
and demanding cardiovascular
workout, you get upper body
work as well, a combination that
is making Life Fitness’ ABC
Group Cycling Program popular.
And, when and if the “Spinning’/
"Group Cycling’ graze goes
away, club owners that have in-
vesled in the ABC Life Fitness
program will still have the ever

popular LifeCycle for their fitness
center utilization, while the ‘Spin-
ning’ bikes will become obsolete
very quickly.

NEW IHRSA/
AMERICAN SPORTS
DATA HEALTH CLUB
TRENDS SUMMARY

Thc new IHRSA/
American Sports Data Health Club

Trend Report, (due to be released

soon) was summarized in the
IHRSA's new equipment catalog,
Fitness Industry Technology. One

comment from the summary imme-
diately stands out: “ Every major
category of fitness equipment use -
except one, showed a decline in par-

ticipation in 1996. The drops ranged
(See Trends page 8)
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PLAYING THE RACE CARD
The Myth of Equality in the Fitness Industry

By James M. Evans

In the midst of the cel-
ebration over the 50th anniversary
of Jackie Robinson’s historic break-
ing of the color barrier in major
league baseball comes John
Hoberman’s controversial new

book, Darwin's Athletes: How

dt
Race. Hoberman contends that

June 13, 1997
To: CLUB INSIDER News

Ward Hamilton

From:

General Manager

sports has become an entrapment
for black men in America and that
they have become nothing but
commercial commodities in a “co-
lonial power structure” controlled
by whites. In a passage from his
book he says, * The presence of
large numbers of black athletes in
the major sports appears to have
persuaded almost everyone that the
process of integration has been a
success, This sense of closure is
an illusion that is rooted not in the
fact of racial equality but in a com-
bination of black apathy and white

Robious Sports & Fitness
Richmond, Virginia

public relations efforts.”

While I do not necessar-
ily agree with all of Hoberman’s
positions, some of his conclusions
about blacks in sports are strik-
ingly parallel to the circumstances
regarding blacks in the fitness in-
dustry. The two industries are not
dissimilar in many respects any-
way, and they share a common
practice of veiled discrimination
at the upper level management
and ownership level. Even gays
and women have not suffered the
same discrimination as African-

Spike Gonzales is exactly correct in placing the blame on tennis

administrators.

I include promotors, tournament directors,

etc.

Instead of watching the game recede, they should have been looking
for new ways to bring in players such as making their tournaments
broad based events. And they should be protecting the game against
the influence of the "Bad Boys."

Tennis is more popular world wide than ever.

Why 7 Because it is a
great sport which can be played and enjoyed for a lifetime !

Tennis

needs to become a game which reaches out to the masses and our self-
centered pros and managers need to wake-up and create festive
atmospheres for the education and promotion of tennis !

Sincerely,

Ward Hamilton

P.S. Thanks for your great newspaper ! Sign me up !

Americans in the health
club business and its fringe
enterprises.

Year after year, at
all of the industry conven-
tions, the speaker represen-
tation shows a similar color
pattern reflecting a deep
discrimination throughout
the industry.

Just as we think
that the increasing number
of black athletes in profes-
sional sports is cause to
celebrate its successful in-
tegration, we perceive that
the fitness industry, too, is
successfully integrated just
because we know of a few
black employees in the
business. However, the

percentage of black ath-
letes in professional sports

Jim Evans

is far more than the percentage of
black employees iff the fitness in-
dustry - 80% in the NBA and 67%
in the NFL (but still a dismal 17%
in major league baseball, accord-
ing to Hoberman, which is a sur-
prisingly poor testimonial to
Robinson’s legacy).

Few African-Americans
in the fitness industry are employed
in the management positions orin-
volved in ownership. There are
certainly exceptions to this, but
they are exactly that - exceptions.
They are usually relegated to to-
ken positions where the turnover
is very great and from which very
few ever advance. They often ex-
cel in the “athletic” positions of
personal fitness trainers or aerobics
instructors where the burnout rate
is high or an injury can affect their
ability to continue - very similar to
professional athletes who experi-
ence relatively short careers and
seldom move on to positions in
management or administration and
....50 far, at least ...never into own-
ership.

Itis probably because the
fitness industry is so fragmented
that it has been able to get away
with racial discrimination in the
first place. In other words, while
the practice of discrimination has
always been widespread, there
have been few companies which
have been large enough by them-

selves to merit any serious scrutiny.
However, with more and more large
companies acquiring smaller, inde-
pendent clubs and merging with
other large companies to form still
larger interstate corporations, dis-
crimination can easily become a
more high-profile issue with poten-
tial legal consequences.

It is incumbent upon the
industry to overcome its practice of
discrimination before it escalates to
a level of transparency which might
altract outside attention or interven-
tion. We have seen how golf and
country clubs have had to change
their prejudicial policies against
blacks as the result of negative me-
dia publicity, and the mercurial rise
of Tiger Woods has accelerated the
process even more. The fitness in-
dustry largely reflects some of that
same “country club mentality” with
regard to its hiring practices and
membership enrollment policies.

The subtle, but insidious
form of white elitism which has so
long been a part of our industry must
eventually give way to a more di-
versified attitude, and the problem
needs to be addressed now while we
can still assert some influence on
how that change will take place.
Most health clubs will probably con-
tinue to resist any change and will
prefer, instead, to maintain the sta-
tus quo with regard to equal oppor-

(See Evans page 9)
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‘NORM'S NOTES®

RA‘:' WILSON of 24
Hour Fitness will receive the Lite-
time Achievement Award and will
be a keynote speaker at Wally
Boyko's 16th Annual National
Fitness Trade Show and
LifeStyle Symposium, August 12,
13 and 14. Mr. Wilson will be hon-
ored and will speak on Wednesday,
August 13th at 11:30 a.m. In addi-
tion to the Trade Show, the Sym-
posium will offer a full agenda of
industry related presentations. To
register call: (909) 371-0606.

The Longfellow Club,
Natick, Massachusetts, has an-
nounced a unique partnership with
the Keiser Corporation, to estab-
lish Keiser Training Centers at its
Natick and Wayland facilities to
serve Club members as well as pro-
vide staff training for other fitness
clubs throughout New England.

Olympic Gold Medalist,
JOHN NABER, will share his
principles for success, goal setting
and personal development during
the upcoming 70th USPTA World
Conference on Tennis, September
14-22 in Cancun, Mexico. His
topic will be: “Seeing Your Dreams
Come True.” Naber will join head-
line speakers GEORGE BACSO,
PETER BURWASH, JACK
GROPPEL, Ph.D.,, JIM
LOEHR, Ed.D., GENE SCOTT,
VIRGINIA WADE and 40 other
top tennis industry experts on the
conference agenda. For informa-
tion, all USPTA at: (713) 978-7782,

STEVE AND SALLY
GOLDMAN, owners of The
Weymouth Club in South
Weymouth, Ma. have named
JAMES BUNNELL, a 15-year
veteran of the club industry, as
General Manager of the 3,000-
member facility. The Weymouth
Club was named the “ New En-
gland Tennis Organization of the
Year” in 1995 by the United States
Tennis Association.

24 Hour Fitness has
added three brand new facilities to
their chain, bringing the total num-
ber of locations to 150 in seven
states. The new facilities are lo-
cated in Palmdale, San Marcos and
Visalia, California. 24 Hour Fit-
ness is the largest privately owned
fitness chain in America and it is
rumored that they will go public by

MAKE IT FUN!

the end of the year. Stay tuned.

Congratulations to
BOB DELMONTEQUE as he
was honored as the Humanatrian
* Man of the Year” for his work
with Intercity Kids and Adults in
the Los Angeles area.

BIZ and KAREN
STARK (S.T.A.R. Management
Systems, Inc.) assumed owner-
ship of Market West Athletic
Club in Center City, Philadel-
phia. Both 20-year veterans in
the health club industry, Biz and
Karen managed this same prop-
erty for The State Teachers Re-
tirement System of Ohio from
1991-1996. The 19,300 square-
foot facility offers corporate fit-
ness programming for over 150
Philadelphia corporations and
businesses. The Market West
A.C. was hired to organize, su-
pervise and instruct the entire
University of Pennsylvania aero-
bics program. Best of luck to
Biz and Karen as they continue
outstanding careers in new roles
as owners!

JEFF RANDALL has
sold The Squash Club in
Allston, MA to TSI

ITHRSA has published a
terrific guide for clubs called:
“Wellness: The Health Club/
Medical Connection. This 44-
page guide is full of interesting
and important information. To
join IHRSA or order the guide
call: (800) 228-4772.

ALAN SCHWARTZ,

the Chairman of Tennis Corpora-
tion of America, which owns and
manages 43 locations nationwide,
tells me that TCA has just pur-
chased controlling interest in the
Sporting Club at Windy Hill here
in my hometown of Marietta,
Georiga from the Japanese
Murabeni Trading Company. It is
aterrific club and we wish Alan and
Steven Schwartz the best of luck
with it.

24 Hour Fitness has
leased the Sporting Club At
Lakeshore Towers in Irvine, Cali-
fornia. It is a beautiful facility lo-
cated about a two wood shot away
from MIKE TALLA'S Sports
Club-Irvine. | am really interested
in plans the 24 Hour Fitness has for
the Sporting Club because it cer-
tainly doesn’t fit the concept of
their 150 other clubs. Too late for
more at press time, but stay tuned
for more later!

LEE HILLMAN, CEO
of Bally Total Fitness, tells me that
he is nearly finished with the re-
quired paper work for the SEC for
a new $40 Million stock offering.
We will have more next month.

JOHN CARLSON of
The Benfield Group tells me they
are not ready to release the story,
but word has it that JEFF
BENSKY and the Benfield Group
has inked a deal with the new de-
velopment near Disney World
called Celebration. Celebration
is a huge planned community near
Orlando, Florida and will be done
in conjunction with Florida Hospi-
tal.

Norm Cates’
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FRIDAY RFPOR

Weekly Marketing Insights
For The Club Industry

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

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

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

business periodicals for you!

each year.

P Fax to: 212-987-4337

P> Plus! Special In-depth reports
P> Only $159.00 per year (Less
than $3.10 per week).

P> Subscribe now, call 800-778-4411

A PUBLICATION OF CLUB MARKET VISION"

177 EAST B7TH STREET, SUITE 301, NEW YORK, NY 10128
[212) 9874300 (800) 778-4411 FAX (212)987-4227
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Tennis Pros and Market Buildi

By Spike Gonzales

One of the ironies of
the tennis industry these days, is
that although overall participation
is down significantly from the early
80’s, it seems that tennis pros are
doing just fine. Everywhere I go,
owners and managers lament
empty courts or having to charge
tennis fees below facility subsis-
tence levels, while their pros have
full schedules.

All too often clubs wish-
ing to build their markets with new
player programs are faced with the
dilemma of not having pros to teach
or administer them. And just as
often, even when enough pros are
recruited to teach the Tennis Indus-
try Association’s free lessons or the
USTA’s Play Tennis America®,
these pros are weakly equipped to
teach beginners or market group
lessons.

There are some interest-
ing dynamics related 1o pros and
tennis market building. The first
is that tennis pros are generally
quite effective at keeping students
coming back. Tennis is especially
fun when a pro directs or supervises
instruction or play. Interestingly,
those who pay what it costs to get
private or group direction from a
pro usually feel it's worth it ! Here,
there is little price sensitivity !
With a pro’s help, a player at any
level can have fun, feel challenged,

experience success and get ex-
ercise. The whole tennis experi-
ence becomes more than worth-
while!

There is a problem for
club operators, however, related
to this first dynamic. When pros
are only teaching private lessons
and are teaching principally ex-
isting competitive players, their
efforts really don’t significantly
help the club’s bottom line. Pros
are simply using courts that may
have been used anyway, teach-
ing players who would have been
playing on their own regardless.
Further, even if the pros are
teaching players who may not
have otherwise been playing and
private lessons are the vehicle,
then the positive impact to the
bottom line is still minimal.
Teaching single players at a time
does very little to promote play
and playing relationships at a
club.

The second dynamic is
that many pros have uncon-
sciously (or consciously) devel-
oped the propensity to produce
pro-dependent tennis players.
And why not ? It's been in their
best interests to do so !

Pros have actually cre-
ated players who don’t know
how to reap fun or exercise from
tennis with other non-pro play-
ers. This became strikingly clear
10 me when | once was asked to
fill in to coach a USTA team
practice at a Long Island club.
Helping out on a last-minute re-

quest for a pro who couldn’t make
the session, I asked the group of
four 3.5-level ladies to start warm-
ing up while I left to get a racquet.
The ladies all went to one side of
the court and formed a line, appar-
ently expecting me to hit them one
or two balls at their individual turns.
It seemed they didn’t know how to
warm up with each other and were
actually resistive when | suggested
they split up and hit with each
other!

Pros who teach with lines,
neglect to use ball machines, em-
phasize power and offensive skills,
and rely on carts of lesson balls
rather than teaching rallying skills
are effectively creating pro-depen-
dent players. These players will
pay what it costs to have a pro on
their court, but may avoid day-to-
day with other “real people”!

The third dynamic is that
pros often have no reason to be con-
cerned with building the tennis
market. Indeed, with a culture
incentivizing players to become
“the best they can be,” to being on
the winning league team or reach-
ing the status of the next rating
level, pros get all the lessons they
need from existing aspiring play-
ers.

Al best, pros get involved
with junior programs bringing chil-
dren into the game, but frequently,
even these programs are geared to
creating winners, rather than play-
ers. Those with average-or-less tal-
ent fall by the wayside as the pros
get the bulk of their hours from the

highly talented or highly
motivated.

A final dynamic
is that  owners’
marketbuilding wishes
are thwarted when
they've sanctioned a sys-
tem of having pros paid
as independent contrac-
tors. As pros have no em-
ployment tie-in with their
facilities, they are only
minimally obligated to
meel the needs of those
facilities. Pros are actu-
ally legally sanctioned to
neglect developing mar-
ket building teaching and
organizational skills and
to restrict their schedules
from periodic group les-

sons and prime-time pro-
motions.

Spike Gonzales

Certainly teaching pros
feel little obligation or loyalty to
business operators who don’t of-
fer them such common workplace
benefits as sick pay, paid vaca-
tions, health insurance and retire-
ment plans. In some areas I've
seen pros adopt an attitude justi-
fied by professional athletes who
feel they have to maximize every
dollar they can immediately get
before their physical abilities di-
minish with age. Far from being
concerned with their clubs’ finan-
cial interests, teaching pros with-
out good working conditions or
career or advancement paths are
naturally induced to be * out for
themselves.”

(Spike Gonzales has been
building tennis markets since 1971.
He was a prime developer of Ten-
nis Corporation of America’s “Ten-
nis In No Time “®, and an advisor
to the USTA in starting Play Ten-
nis America. An influential mem-
ber of the USPTA, USTA and
IHRSA, he helped bring those or-
ganizations together to found the
National Tennis Rating Program.
He presently serves as an advisor
1o Tencaps, Inc., a USPTA endorsed
tennis rating system and consults
with clubs wishing to improve their
marketing, management teams and
tennis professionals. Spike may be
reached at: (941) 774-2442.)

NACA

continued from page 3

1997,

The NACC Board of Di-
rectors are: Mark Eisenzimmer -
Cascade Athletic Club, Jennifer
Harding - East Side Athletic Club,
Randy Huber - Timberhill Athletic
Club, James Kusnerik - Superior
Athletic Club, Dale Pulin -
Thorbecke’s Parkside Fitness,
Chuck Richards - Sunset Athletic
Club, David Tawney - Harbor
Square Athletic Club, Dean
Wallace - Courthouse Athletic Club
and Wayne Westwood - Griffith
Park Athletic Club.

The bottom line is these
pioneers are doing this for protec-
tion of their club’s interests from
competition from big chains and
franchises coming into their mar-

kets as well as non-profit hospi-
tals, public parks and recreation
center, YMCAs, etc... The pro-
tection will come in the form of
a tight reciprocal membership
program allowing only members
that ‘meet the standards of
NACC, sharing of costs for le-
gal battles, audits, centralized
club data, group buying and
shared club markeling.

NACC
MEMBERSHIP
STANDARDS

Each Member of the
Company must be the owner
and/or manager of one or more
athletic or fitness club each of
which satisfy the requirements
specified below. If an athletic or
fitness club is owned and man-
aged by different persons, only
one of these persons may become

a Member with respect to the club.
The Board of Directors will have
the sole discretion to determine
whether a subscriber or a Member
meets, or continues to meet, the
membership standards set out be-
low. The standards may change
over time as determined by the
Board of Directors. The Board's
decision will be final.

General Requirements
For Member Clubs

* Club charges for its ser-
vices primarily on a monthly ba-
sis. At least 75% of all dues must
be paid monthly.

* Club complies with all
local and state laws, including
laws regarding employment prac-
tices and membership agreements.

* Club resolves expedi-
tiously any consumer complaint
with a State Attorney General or

the Better Business Bureau.

Membership/
Ownership
Requirements

* Club is owned and
managed by a taxable entity or by
an individual.

* Club is not franchised
or licensed other than by an entity
which is a Member.

* Club is not identified as
part of a chain (i.e. commonly
named clubs having more than 8
separate facilities).

* Club is not owned or
managed by an entity or individual
who is a controlling owner of a
chain.

Quality and
Service Standards

* Club has adequate staff-

ing to provide readily accessible
service to its members.

* Club has clearly defined
programs for integrating a new
member into the club and for pro-
viding orientation of club facilities
and programs to each new mem-
ber.

* Club is neat, orderly and
attractive.

* Club is safe.

* Club has no pricing
practices (e.g. guaranteed dues
rates) which result in a high ratio
of inactive members with little mo-
tivation for the club to reactivate
such members.

Foradditional information,
the Northwest Athletic Club Com-
pany, LLC (“Company”) address is:
4840 SW Western Avenue, Suite
1000, Beaverton, Oregon, 97005.
Phone #(503) 644-0224 and Fax #:
(503) 644-8286.
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Racquet Man

continued from page 3

will be making people decide they
don’t want to play tennis, like 1 did.
Instead, they need to network stu-
- dents who will then like to play ten-
nis. Right now, it seems like it has
come full circle. In fact, it is sort of
my mission these days to see that
all of these resources we are putting
into growing the game are effec-
tively used.”

TERRIFIC RACQUET
SPORTS
BACKGROUND

Gonzales went to

Brown University where he gradu-
ated with a Bachelors of Arts in Po-
litical Science and a minor in Span-
ish. Graduating in 1969 he worked
two years for the Rochester-based
Xerox Corporation where he was a
training specialist. During high
school, college and until 1971 he
also worked as a free lance tennis
pro, teaching in a variety of public
recreation, country club and private
settings. He was ranked #2 in the
Eastern Tennis Association Men’s
Open Doubles and #7 nationally in
the USPTA Junior Veterans. In
1992, Gonzales and his partner,
David Strebel, were semi-finalists in
the United States National Senior
Grasscourt Championships. He was
also a self-taught player/coach of the
Brown University club squash team,
when the University didn’t have a
varsity team status. Despite the lack
of formal coaching, he attained a #8
national collegiate ranking. He went
on with his squash in later years to
be ranked in the Top 30 of the World
Professional Squash Tour.

KEYPERSONAT
TENNIS
CORPORATION OF
AMERICA

Iﬂ 1971, Gonzales joined
Kevie Schwartz and his son, Alan,
at the Mid-Town Tennis Club in
Chicago, as a tennis pro. He taught
40 hours per week and under the
mentorship of the Schwartz father-
son duo, he developed numerous
tennis marketing and player partici-
pation programs for the fledgling
Tennis Corporation of America, in-
cluding the marvelously successful
* Tennis In No Time'® program.
Gonzales initiated the market study
and site selection process for TCA's
second location, the Mid-Town Ten-
nis Club in Rochester, New York
which opened in 1973. There, he
was responsible for hiring, training
and supervising a staff of 20 tennis
and squash professionals providing

instruction and programming for
over 700 participants a week. He
was also responsible for the hir-
ing, training and supervision of
the Head Pros of other TCA clubs
as TCA grew. Rising within the
growing TCA organization,
Gonzales served on the TCA Ex-
ecutive Committee from 1976 to
1992. While he was the General
Manager of the Mid-Town Ten-
nis Club in Rochester, the club
was named one of the “ Top 50
Indoor Tennis Clubs” by Tennis
Magazine. His roles with TCA
included acting as a “corporate
trouble shooter” in developing
new clubs, and managing the cor-
porate management training pro-
gram which he initiated in the
carly B0’s. From 1986 to 1992,
Gonzales rose to the title of Chief
Operating Officer and Senior
Vice President and was respon-
sible for management over 30
TCA clubs throughout the U.S.

Alan Schwartz, Chair-
man of Tennis Corporation of
America (43 locations nation-
wide) and a Vice President of the
United States Tennis Association,
comments on Gonzales, “ | con-
sider Spike not only a friend, but
one of the real assets of our in-
dustry. I find him tremendously
creative, very demanding both of
himself and those he works with.
He has a true passion for the
game. He many times takes dif-
ferent positions than you would
expect, but they are backed up
with carefully thought-out rea-
sons and sets everyone who reads
the material to thinking and re-
thinking their positions. From
TCA's point of view, Spike has
identified and nurtured some of
the people who are now at the top
of our organization. In many
ways, Spike is one of the deepest
thinkers of this industry and I am
very hopeful that the US.T.A.,
which has hired Spike as a con-
sultant, will continue to take ad-
vantage of his insights and I hope
to see them use him more and
more."

TENNIS AND
SQUASH NATIONAL
LEADER

Gonza]es has been

involved in the United States Pro-
fessional Tennis Association for
years, serving as Chairman of the
National Nominating Committee,
three-time President of the East-
ern Division, and Founder and
President of the Western New
York Section of the USPTA. In
1983 he was named USPTA
“Tennis Professional of the Year
“ for the Eastern Division. He
was also involved in the World

Professional Squash Association
and served as its Secretary for
two years, amember of the Board
of Directors for four years and
as Chairman of the National
Nominating Committee. He was
also a contributing founder of the
World Squash Professional
Teaching Certification program.

In the late 1970’s,
Gonzales was instrumental in de-
veloping the National Tennis
Rating Program in conjunction
with the National Tennis Asso-
ciation, the U.S. Professional
Tennis Association and the
United States Tennis Associa-
tion. Most recently, he has in-
volved himself in launching the
Tencap Tennis Handicapping
System which has as its mission
improving the enjoyment of ten-
nis for all players.

TENNIS FOR
ALL PLAYERS

In his final year with
TCA Gonzales took a year’s sab-
batical, and then another year of
additional effort, to develop the
“15-Love” program in Roches-
ter, New York. This program
drew national recognition in its
philosophy of using tennis to
build self-esteem in disadvan-
taged youth. The program has
continued it its several years
since Spike’s absence to provide
free tennis instruction and equip-
ment, and academic motivation
and tutoring, for hundreds of
Rochester's inner-city young-
sters.

CONCERNED AND
OUTSPOKEN

With the credentials

that Spike Gonzales has in ten-
nis, you would think that he
would be totally happy with the
status of the game. But, think
again. In contrast to most tennis
professionals in the U.S. he is
concerned with the game’s cur-
rent situation and where he sees
it going. His primary concern is
that tennis pros and administra-
tors may not ‘seize the moment”
by properly teaching and moti-
vating the millions of new play-
ers coming into the game from
the various new tennis iniatives.
He is calling for all tennis people
to work together to bring tennis
participation back through
change in the pure culture of ten-
nis administration and teaching.
It is his wish that this focus will
help tennis clubs everywhere
cash in on thé current opportuni-
ties provided by initiatives such
as the * Free Lesson Blitz" and *
Play Tennis America’.

GREATEST TENNIS
CHALLENGE

Gonzales sees the

greatest challenge that tennis has is
* Making It Fun’ for the participants.
He commented in an article pub-
lished in The CLUB INSIDER
News, “ In tennis we're stratified!
Every playing level has become a
“clique”, separating itself from the
levels below it. (There is actually
an incentive to avoid sitting with the
lower-level players. They might ask
you to play !) Except at the most
well-managed clubs (managing of
the “tennis culture” that is). The
playing strata reflect the segmenta-
tion of the social life. What hap-
pens as a result 7 First, sooner or
later players give up the game. Sec-
ond, who knows how anyone ever
gets started with the game! The be-
ginner is the lowest of the caste sys-
tem, virtually untouchable, and re-
garded as a burden to the rest of the

club membership.”

So, Gonzales has been
tirelessly active in the development
of the Tencap Tennis Rating and
Handicapping system to positively
affect the game. He sees the prin-
ciples of Tencap as crucial to break-
ing down the stratification of the
game and allowing players the
means to have fun games with
those compatibly stronger or
weaker than them. While he
thought handicapping wasn’t pos-
sible when the NTRP was started,
he now feels a more accurate and
computerized rating system will
allow tennis players to enjoy the
game much as golfers do with their
handicap system. He particularly
feels “ we need to bring an end to
the situation of humans rating other
humans. The resultant administra-
tive load and ill-feelings have
greatly hindered our growth!”

Gonzales has also been
strongly outspoken in addressing

(See Gonzales page 9)

jazzereise.

Fits Your

Facilit
Needs

Jazzercise

is an internationally

recognized program with

12 different class formats
to accommodate your
scheduling and
community needs. All
classes have been

screened for safety and are

taught by a certified
instructor. Jazzercise is an
AFAA Corporate Affiliate.

YS

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

~ Linda Lunsford

— Huntsville Athletic Club, Huntsville, Alabama
Call Jazzercise, Inc. (619) 434-2101
to Locate a District Manager in Your Area
Visit us on the World Wide Web at http://www.jazzercise.com
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from the barely perceptible
(stairclimbing fell .5% and station-
ary cycling was down .8% to the
improbably high with cross-coun-
try skiing equipment utilization
plummeting downward 38.1%.)
Strength training on resis-
tance machines was the one growth
category with 5.9% growth in 1996
after growth in 1995 of 11.8%.
According to the report
summary: * Some of the explana-
tions by industry insiders: the rep-
etitiousness and duration of cardio-
vascular workouts make it difficult
for cardio equipment to maintain
member interest and excitement.
On the other hand, the relative va-
riety and short duration of strength-
training exercise, the increased evi-
dence of value of such training for

general and niche (e.g., women,
seniors) populations and techno-
logical improvements to resistance
equipment all have led to a steady
rise in popularity.

IHRSA/AMERICAN SPORTS
DATA HEALTH CLUB TREND
REPORT STATISTICS

Participation In U.S.
*Treadmills - Down 14.4%
*Stairclimbers - Down 0.5%
*Rowers - Down 15.7%
*Stationary Bikes-Down 0.8%
*Free Weights-Down 5.6%
*Nordic Ski Machines-Down 38.1%

Strength Training On

Resistance Machines
SINGLE UPWARD TREND IN
PARTICIPANTS ACROSS U.S.

- Up 5.9%

**# Importantly, not in-
cluded in the data shown above was
the significant impact of group cy-

ay SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

Imported & Domestic Textile Products

Take the guess work out of your. . . «

Towel Purchasing
Satisfaction Guaranteed

QUALITY PRODUCTS
at

COMPETITIVE PRICES

Rubbermaid o

Commercial Products
Authorized Distributor

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

[RRSA

ASSOCIATE MEMBER

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

cling and elliptical motion train-
ers on club users (Such as Life
Fitness’ new Cross Trainer or
Hoggan Health’s new Cardiovas-
cular Cross Trainer). The report
also mentioned a number of
popular high-tech strength train-
ing systems that have become
available in the past year, such as:
The Cybex 15-unit VR line, ex-
tensive Life Fitness Strength Sys-
tems, the Nautilus 2 ST-15-unit
circuit, Trotter’s 25-unit Galileo
line and yes, the new Ab ma-
chines.

The report summary
conclued with the following
statement: “ When, in another
year, the 1998 IHRSA/American
Sports Data Health Club Trend
Report is released, about all that
can be said with certainty is that
with respect to exercise partici-
pants, things will have changed
again.”

So, if cardio equipment
utilization is down slightly and
resistance equipment utilization
is up slightly, is this any reason
for alarm on the behalf of club
owners? We don’t think so.
However, two thoughts do come
to mind: (1) Virtually every club
in America has made a signifi-
cant investment in cardio equip-
ment for its fitness center com-
ponent. If those ‘insiders’ say,
that: * The reptitiousness and du-
ration of cardiovascular workouts
make it difficult for cardio equip-
ment to maintain member inter-
est and excitement...." then just
think about it a minute. What will
be the best action to take ? (A)
Give up on cardiovascular exer-
cise programmming - we don’t
think so. OR (B) Find ways to
make cardiovascular exercise
more fun and less boring. Yes, if
you have not installed
CardioTheater or some form of
TV/Music Entertainment System
in your club, now might be a re-
ally good time to look into it ! (2)
Our second thought on this sub-
ject is that this new IHRSA/
AMERICAN SPORTS DATA
HEALTH CLUB TREND RE-
PORT is very general in nature
and may not accurately reflect
what is going on in your market
and with your competition. For
that reason, if you don’t already
track your daily member utiliza-
tion in terms of specific activities
that the members participate in,
now is a greal time to investigate
systems such as CheckFree Cor-
porations tracking system which
may be interlinked with Life
Fitness’s Life Center or Affiliated
Acceptance Corporation’s video
imaging and logging of atten-
dance systems or Fitlinxx’s Inter-
active Fitness Network or

JULY ISSUE

TechnoGym's own self-contained
system, all systems which will
help you stay in close touch with
YOUR club’s trends. As a part
of that process, you should: (1)
Regularly *shop’ your local com-
petition both by telephone and in
person to see what “Trends” may
be going on there. (2) Stay in
touch with other club operators
across the country to learn about
what is going on there.

The CLUB INSIDER
News conducted an informal sur-
vey with some club owners/opera-
tors across the country to hear
their opinions on the Top Trends
in the industry for 1997. Here are
the Top 10 Health Club Trends
that we heard about, the key indi-
cators for each and what you can
do to position your club for them.

CLUB INSIDER
NEWS TOP 10
TRENDS FOR 1997

TREND #1 -
GROUP CYCLING

KEY INDICATORS-
Everywhere you look, on TV, in
the newspapers and especially in
the top clubs in America you will
find these programs packing them
in.

What to do ? - Get with
the program. Don’t just sit there
and miss out on programming that
could be very beneficial to your
member’s results. Schwinn, Life
Fitness, Keiser Corporation and
Reebok are leading the way.

TREND #2 -
PERSONAL TRAINING

KEY INDICATORS-
Not only is personal training by
individuals booming, the high-
tech world has gotten heavily into
this business. Life Fitness’s Life
Center Kiosk, Fitlinxx Interactive
Fitness Network and many other
systems are coming on strong.

What to do ? Start, if you
haven’t, with a small-carefully se-
lected staff of personal trainers
that work for your company and
report to you. Consider combined
compensation plans which pro-
vide the trainer with both guaran-
teed income and commissions
shared with your club. Attend
every club industry trade show
you can find. Visit every company
that is delivering high-tech sys-
tems for training. Talk with them.
Learn about their systems. Find
out how you can combine your
human personal trainer programs
with their high-tech systems to
maximize member results.

TREND #3 - ELLIPTICAL
MOTION EQUIPMENT

KEY INDICATORS -
Members are looking to the ‘next
wave’ of cardio exercise equipment
to provide an alternative to their
regular stairclimbing and stationary
bike programs. It appears that el-
liptical machines are that next
‘great wave' with many of the ma-
jors getting into production early:
Life Fitness, Precor, Cybex and
Reebok Cross Conditioning Sys-
tems.

TREND #4- MEDICAL/
WELLNESS
AFFILIATIONS

KEY INDICATORS -
Follow the news. Virtually every-
day there are articles and TV re-
ports about the high cost of medi-
cal care and how the medical pro-
viders are shifting to cost control
efforts which include PREVEN-
TION.

What to do? Begin to con-
nect with the medical community
around you by providing doctors
and hospitals with opportunities to
network with your members. Gel
to know about the vast work that
IHRSA has already done in the
world of the Health Care Connec-
tion. Get in touch with the top
Health Care Connection companies
and explore what they may be able
to do to help you with the start up
of your connection. For example,
just about two years ago a South
Florida club operator connected
with a Health Care Connection
Company and now enjoys over
$4,000 per month in additional rev-
enues from the relationship with no
significant additional cost.

TREND #5-JUNIOR/
KIDS PROGRAMMING

KEY INDICATORS -
The media is full of TV reports and
newspaper articles about the poor
condition of our children in
America. This problem has been
created by the shift in our society
due to kids being cooped up in front
of Nintendo machines, TV, comput-
ers, etc. and due to the fear that we
have in many communities for the
safety of our children. The unfor-
tunate result is that there is a clear
market for children’s exercise pro-
gramming and activities.

What to do? Reach out
and discover the vast world of kid’s
fitness and programming systems
that are available. KidzFit provides
aterrific system called Kids' PACE
and there are numerous other com-
panies in the market including
Keiser Corporation, Pentes Play,

(Sce Trends page 9)
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the lack of imagination and leader-
ship by tennis administrators and
tennis pros, in particular, in promot-
ing the game of tennis. He believes
that tennis pros generally are con-
tent with the game's status because
they have plenty of individual pri-
vate lessons to fill their day. But,
al the same time, he and other ten-
nis leaders have seen the overall
participation of tennis decline dra-
matically. Gonzales believes that
this ‘status quo’ attitude has pre-
vented tennis clubs from bringing
in significant new player numbers
to offset the players leaving the
game. It's his desire to motivate
tennis pros and administrators ev-
erywhere to balance their tennis
growth programs and their indi-
vidual private lessons by including
group tennis promotions and les-
sons into their daily, monthly and
annual plans,

Spike Gonzales has in-
vested countless hours to write ar-
ticles on a variety of tennis issues
for numerous industry publications.
He has been a contributing writer for
The CLUB INSIDER News for two
years and during that time has de-
livered many insightful articles in-
tended to stimulate thought and cre-
ative developments for the game.
One series of articles entitled: * The
Top Ten (Odd & lronic) Reasons
Tennis Has Declined' covers the
problems that tennis has and is en-
during. His* Top Ten Reasons’, pre-
sented in six in-depth articles over
six months include: (1) Tennis is too
expensive. (2) Programs, Programs,
Programs. (3) Our Equipment Has
Gotten Too Good. (4) Pros Have
Been Concerned With Producing
Better Players. (5) It’s Just Too Com-
petitive ! (6) Our Games Have Got-
ten * Old and Tired'. (7) There Is No

Betting. (8) Tennis Players Are
Extremely Ego Oriented. (9) We
Administrators Have Been
Thinking Inside The Box.(10)
We Keep Blaming Others !
These articles are very illumi-
nating and poignant and focus
clearly on the ills of tennis from
the point of view of a knowl-
edgeable tennis pro, administra-
tor and manager.

In a recent CBI
(IHRSA's Magazine) article en-
titled: *"TENNIS LESSONS -
Turning Industry Iniatives Into
New Members," Gonzales made
note of two very successful and
recent tennis building programs.
They are the Free Lesson Blitz
program and the Play Tennis
America ® program, creations
of the Tennis Industry Associa-
tion (TIA) and the United States
Tennis Association (USTA), re-
spectively. In this article
Gonzales pointed out that more
than 100,000 people took free
tennis lessons during the first

two years of Play Tennis
America® and tennis racquet
sales increased by 21! He cited
the success of Mervyn Webster of
the Wichita Racquet Club in Kan-
sas that introduced 365 fitness
members to tennis, signed up 225
new members and generated
$40,000 in extra revenues from
lessons, court time and pro-ship
sales! His CBI article went on to
give detailed commentary about
Leadership By Example, Mobiliz-
ing the Pros, “Programming” the
Players, and The “Perceived Value
Challenge.”

In last month’s CLUB
INSIDER News, Gonzales’ article
entitled: * Tennis Is Not Just ‘Ten-
nis', he addressed the challenges
club operators and tennis pros face
in selling new players coming into
the game. He warned that ‘we all
should be sensitive to the nuances
of this function. Specifically, his
article covered three important
principles related to selling tennis
to newcomers: (1) Being cogni-

zant of the fact that the newcomer
has very little awareness of what the
product of tennis is all about. (2)
Being sure that staff is knowledge-
able of the unique aspects of the
game. (3) Providing the means for
our newcomers to be able to articu-
late in their own minds and to oth-
ers the benefits and value of the
game.

In addition to being a
sought after consultant and indus-
try speaker, Spike owns and oper-
ates The Naples Racquet Club in
Naples, Florida. His contribution
to the tennis industry is immeasur-
able and he should be recognized
by everyone in the industry for the
insight, teaching and leadership he
has provided to the great game of
tennis.

(Norm Cates, Jr. is the
Publisher of The CLUB INSIDER
News, a 20+ year club industry vet-
eran, the 1st President of IHRSA
and a Co-Founder of the Associa-
tion.)
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Soft Play, Inc., Factory Direct Fit-
ness and Brewer’s Ledge.

TREND #6 - MIND/
BODY CONNECTION

KEY INDICATORS -
Pilates, Yoga, TaiChi and other
niche providers are springing up in
clubs and in ‘Boutique’ settings in
shopping centers, offices, etc. More
and more people are seeking a spiri-

significant demand. Many private

clubs are doing the same.

What to do? If you have a
pool, look at adding aqua acrobics,
swimming lessons, life saving instruc-
tion and water polo. Also, a terrific
new system called MaxaWave is now
available which can convert any pool
into a * Wave-Pool’ which will add
many dimensions to your aquatic pro-

gramming.

TREND #8 - IN-CLUB
ENTERTAINMENT SYS-
TEMS

KEY INDICATORS
- Probably the best indicator
available is that this is a $35
billion per year industry that
the health club business has
hardly tapped.

What to do ? Check
out the Nutrex Program by The
Step Company, the Lifestyle
Modification and Weight Man-
agement Course by ISSA, the
American Council On Exer-
cise Program and Karch
International’s Biometics Pro-
gram.

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

tual connection with their bodies. KEY INDICATORS - Ev- TREND #10- SE-
What todo ? Connect with  €rywhere you go including YMCA's, NIORS PROGRAM-
local providers of such services to  health clubs, fitness centers and multi- MING

purpose facilities, you will see enter-
tainment systems installed that are
there to help the member keep his
mind off of the time and pain involved
with his cardiovascular workout.

see how their space requirements
might meet space available in your
club. Consider developing relation-
ships with these service providers

KEY INDICATORS
- The ‘Baby-Boomers' are
coming! Statistics over the
past few years have shown that

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

to expand your club’s programming
menu.

TREND #7 - WATER
FEATURES AND
PROGRAMMING

KEY INDICATORS -
The proliferation of water parks and
recreational facilities provided by
the public sector prove that there is

What to do ? Check out
CardioTheater and Fitness Technolo-
gies for information on their systems.

TREND #9-
NUTRITIONAL/
WEIGHT LOSS
PROGRAMS/
DECONDITIONED

the over-40 age group is the
fastest growing sector for
health club membership
growth,

What to do? Contact
Keiser Corporation, John Rude
and Associates, ACE (The
Amerian Council On Exercise)
and IHRSA for ideas on pro-
gramming for Seniors.

.BEvans

continued from page 4

tunity in the workplace and equal-
ity in their membership rolls.
They will essentially sweep the
issue of racism under the rug and
defer any responsibility so that it
becomes someone else’s problem
in the future. Unfortunately, there
does not appear to be a Tiger
Woods among us to hasten the

transition.

(Jim Evans is General
Manager of Life Time Fitness in St.
Paul, Minnesota and President of
Evans and Associates, consultants
to the fitness industry. He can be
reached at 800-708-0878)

(Publisher's Note: All of
the opinions expressed in this edi-
torial do not reflect those of the
Publisher. In particular, we be-

lieve that the lack of represen-
tation of blacks as speakers at
the various conventions is more
a function of the current quali-
fications of industry profes-
sionals than it is a choice by
convention planners based
upon discrimination. We wel-
come and will be happy to pub-
lish opposing opinions on this
matter of great importance to
our indusiry.)

—~
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Georgia Gold's Gyms Win
Two International Awards

MIAMI.FL -Gold's

Gyms of Douglasville and
Marietta, Georgia were winners of
two awards of excellence at the
14th Annual Gold's Gym Interna-
tional Convention held recently.
-The awards are particularly sig-
nificant to club owner Gordon
Johnson because the two clubs are
in their first year under the Gold’s
Gym name.

The honors were Con-
version Gym of the Year and Lic-
ensee of the Year. The
Douglasville Gold's Gym won the
Conversion Gym of the Year
Award and the Licensee of the
Year Award went to the Marietta
location. Licensee of the Year
Award is given to the facility that
has made the largest impact in the
fitness industry after changing to
the Gold’s name. The two clubs
were named out of 30 original
nominees and 5 finalists from each
division. Other finalists included
Gold's Gyms in Virginia, New
York, Japan, Russia and Hondu-
ras.

“It’s an exciting time for
-us,” commented club owner Gor-
don Johnson. “Being in the At-
lanta area for fourteen years,
we've seen clubs come and go, so

awards like these are really trib-
utes to the persistence and dedi-
cation of our staff over all these
years. Also, with the news from
the Surgeon General on the im-
portance of exercise and the in-
credible public interest in fit-
ness, | still feel like our best years
are ahead of us.”

The Douglasville Gold’s
Gym has become known through-
out the United States, in part be-
cause of the regionally and na-
tionally acclaimed staff members
it has attracted and also because
of the variety and vastness of the
facility. Douglasville club man-
ager Tom Butler, a former IHRSA
(International Health, Racquet
and Sportsclub Association) Na-
tional Salesperson of the Year
comments, “ There is a unique, al-
most spiritual feeling in this fa-
cility among the membership. |
think to a large degree it’s because
we have so many members who
have been with the club for years
and have seen it grow into some-
thing spectacular. They truly feel
they belong to a special place.”

Skip Johnson, a past
winner of the USPTA (United
States Professional Tennis Asso-
ciation) Georgia Pro of the Year
Award, and now managing part-

ner at the Marietta facility added,
“ One of the aspects of the gyms
which people find appealing is
that the clubs are committed to
constant improvement. Although
we've been listed among the At-
lanta Business Chronicle’s Top 10
list for years, we are always look-
ing for ways that we can do bet-
ter. For example, one of the things
that excited our Marietta staff was
the comment of the Gold’s Gym
national inspector who upon re-
viewing our club said it was the
cleanest Gold’s Gym he'd been in.
There are over 500 Gold’s
Gyms...... things like that just
plain make it great fun!”

Gold's Gym of
Douglasville is in the midst of a
$1 million renovation program
which has resulted in even more
enthusiasm among its members,
Included in the renovation is an
area which undoubtedly is unique
among Gold’s Gyms: a state-of-
the-art workout area (aptly called
* The Retreat * ) which plays
strictly classical music. Accord-
ing to Butler, * It’s been an incred-
ible success. From stressed out
executives to frazzled Moms,
‘The Retreat * has been an exer-
cise oasis.”
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MANAGEMENT HAPPENS WiTH GERRY FAUST...DON'T MISS ouT!

" MANAGING TO PRIME" by Gerry Faust. (Audio tape series with workbook)
This six-tape audio cassette series provides an in-depth discussion of management roles, managerial styles, organizational life cycles, and the process of creating

organizational changes. Done with the same style, humor, and enthusiasm of Dr. Faust's speeches on these topics, this series provides the depth that many of the shorter
speeches cannot. Accompanied by a detailed workbook with concept noles, provoking questions, exercises and guides that will give you an even greater insight into
your people, your business and yourself. -

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

l Organizations go through prediciable patterns of growth and developmert. As they grow, the culture of the organization changes and the organization faces new and
different challenges. In this video cassetie tape presentation, Dr. Faust discusses the four critical roles that management has to develop and keep in balance to ensure
steady life cycle progress, and how 1o take charge of your organization's drive to PRIME.

F "EXEcUTIVE INSIGHT® NEWSLETTER" YES! 1 want to receive a FREE one-year subscription to this new quarterly publication. D

PLEASE MaIL, PHONE OR FAX YOUR ORDER:
FAusT MANAGEMENT CORPORATION
~ 10085 CarroLL CANYON Roap, Suite 210
San Dieco, CA 92131
(619) 536-7970 =* (619) 536-7976 (Fax)

|
=

Company,

Street Address,

YES! PLEASE RUSH ME THE FOLLOWING:

"MANAGING TO PRIME" $89.95
"MAKING MANAGEMENT HAPPEN!" $79.95
(Please indicate number of sets ordered. CA residents please add sales tax.)

[ Check. Amount.

0= & o

Shipping & Handling
charges:

Add $5.00 per set

City/State/Zip

Daytime Phone
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Trackmaster’s TM-TV:
The one tq watch.

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

______

This highly personal approach to on-the-

run entertainment means the user watches
ome clubs spend thousands of dollars on expensive what they want rather than whatever happens
theater wall installations when what their users to be on a common theater wall display—and

really want is up-close viewing of their favorite that makes their workout easier.

television programming and a chance to choose the TM-TV is anchored solidly to a frame-

programs themselves. welded display stand painted to match the
Trackmaster's TM-TV is a 13” high-resolution color of the treadmill.

cable-ready color television monitor that lets the user It's a quality, user-targeted option that

watch television, change channels and even adjust makes a real difference, and it's now available

the volume in their plug-in headphones. on every Trackmaster model.

TRACKMASTER

TREADMILLS
FOR INFORMATION, CALL TOLL FREE (800) 965-6455.
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There is no place on earth ike Costa Rica! (.,
Villa de Papagayo rocotal, Costa Rica \

Villa de Papagayo is a brand new luxury
four-bedroom, four-bath villa with full staff (cook,
maid and butler) located on the Pacific Ocean in
beautiful Costa Rica. The view from the villa is
revered as one of the most beautiful in the world.

The lushly-landscaped villa includes an
oversided deck with swimming pool and waterfall.
There is also a spectacular great room with 32-foot
ceilings, TV, VCR, stereo and air-conditioning in
the bedrooms. Guests at the villa also have use of
the amenities at the nearby Ocotal Resort Hotel,
which includes three swimming pools, tennis, scuba
diving, snorkeling, beach and health club.

| Also available are the world’s best sports S\ . E—tﬁ =41 mEm ' e
fishing for marlin and sails, rain forest, volcano and S ! w F ! & N
giant sea turtle tours, birdwatching, horseback r . A
riding, whitewater rafting and various other nature i 2
tours. : ’ &

An all-inclusive plan provides all your food : '
and drink (an open bar) during your stay at Villa Papagayo. The staff is there to provide for your every need and you will enjoy daily wonder-
ful meals of fresh seafood, fresh vegetables and fruits like you’ve never tasted before. The villa is ideal for parties of two to eight persons.
Beds can be arranged as kingsize or single for your personal needs. GUEST BOOK QUOTES:

?ﬁf h ‘\- A_ b .T ‘ ?-.' ' - : .' o 4 > : "This has been a

' wonderful vacation. The

staff is great."

Christina Wolfe,
Decatur, GW

g b el
oL N =

"You couldn't ask|
or a better view. We will |
be back again. Many

Brian Hankel, Omaha, NE|

~cac - '. ~ 5 2y 1 : R - StaffisAl. Food is yummy,
v Pt ; g the view awesome,”
3 R \' g - Gary and Mary Streeter,
b5 S ST P A o Ancover, MA
Villa de Papagayo’s giant terrace overlooks the Pacific Ocean and includes a pool with swim-up Rop availability call

bar, waterfall and ranchero. In the evening guests dine outside under the stars.

(404) 255-3220

ER
vt
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Lower Energy Cost

No One Even Comes Close!
g W - Brilliant
(o) - | Energy

-- Saving
AWARD " _ Adecnno Ogy

WINNERS 400 & 1000 Watt Indirect Fixtures

INDOOR Ry Easily Installed
(OURT > Gyms > Manufacturing
’ Indoor Tennis > Warehouse
[> Air Structures [ Retail

Financing & Leasing available.

BEST

LIGHTS, INC.

Brilliant Energy Saving Technology ™

“We knew this would be a world class facility. The lighting levels hve surpassed all our expectations and calculatins. :
We now exceed USTA tournament standards, with only 14 — 1,000 Watt BEST Lights™ per court, averaging 160 footcandles. — I-BOO‘KILA‘MT
Steve Krum, President, Greanwood Athletic Club, Englewood, Colorado.
2 Call for a free brochure . .. 1-800-545-2928 * Fax: 810-589-0134
, . 2 =} I
Air Structure Unistrut ' k ol i
R |

A

“We doubled our light levels with 4,000 Watts less per court.” —
Will Cleveland, Gen. Manager, Wildwood Racquet Club, Ft. Wayne, Indiana.

For Insulated Ceilings . . . Call Our Other Company

COMMERCIAL Call for a free brochure . . .

BUILDING & 1- 800_423-0453

RETROFIT, inc.

“The reason we chose BEST Lights™ ? Because it is the latest in
technology.” — Todd Pulis, President, The Thoreau Club of Concord,
Concord, Massachusetts.
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BALLY TOPMANAGEMENT SPEAKS

an Franclscn, Ca. -
As a follow-up to the interview
with Bally Total Fitness CEO and
President, Lee Hillman, we had the
opportunity to hear from three of
Hillman's top management team.
Their comments were interesting
and excerpts from that interview
follow. We spoke with Dave
Tolmie, Senior Vice President of
Development, John Wilson, Direc-
tor of Operations, Larry Dakof,
Director of Purchasing and Jason
Conviser, Consultant of JMC and
Associates.

Q. Club Insider - “ From
amanagement style - point of view
- compare Lee Hillman to his pre-
decessor, your former boss, Mike
Lucci."

A. Dave Tolmie - * Lee
thinks about the business very
broadly in terms of various sources
of revenue. Mike had a deeper op-
erational orientation. Lee's ap-

proach is to put more of that op-
erational responsibility further
down into the regional levels to our

Area Directors. But, at the same
time, he wants to have a very
firm grasp of control over what
is going on across the country.
Another big difference is that
Lee brings much more financial
orientation to the equation. He
was the Chief Financial Officer
of Bally Entertainment which is
a big job. Lee is a very bright
guy and was responsible for
some huge financial transactions,
up to and including the sale of
Bally Entertainment to the Hilton
Corporation. Bringing that ori-
entation to Bally Total Fitness is
a big plus."

Q. Club Insider - |
came away from my conversa-
tions with Lee with a strong im-
pression about his dedication to
learning from others in the club
industry. What have your
thoughts and discussions about
the possible admission into
IHRSA been, if any?*

A. Tolmie - "I think
there is an interest on our part to
reach out to IHRSA. I’'m not

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

CASH FOR
CONTRACTS

¢/ No Credit Checks
& No Turn-downs
¢/ No Term Limits

AAC Quick Cash’

CASH ADVANCE OPTION

PLUS
Pro-Financial Collection

Ask for our FREE money-saving analysis worksheet

“IMPROVE YOUR PROFIT

EVERY

DA ”

Call BUSINESS DEVELOPMENT Today!

1-800-233-8483
AFFILIATED ACCEPTANCE CORPORATION

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

FAX: (816) 753-1429

WEBPAGE: http://

E-MAIL: 74041,2525@compuserve.com
www.fitnessworld.com/pro/trade/affiliated.html

AAC...“We're Here To Work”

saying that it is our absolute goal
to be a member of IHRSA or that
it’s IHRSA’s goal to have Bally as
a member. We probably need to
take it one step at a time. There
have been steps taken over the
years....for example, my speaking
al the IHRSA Convention last year
at the State of the Industry luncheon
with Steven Schwartz and Mike
Talla.”

A. Jason Conviser - “ Af-
ter being with the Bally organiza-
tion for just a few weeks, my un-
derstanding after conversations
with Lee is that the end goal is not
necessarily to be admitted to
IHRSA, but the goal here is to have
a portfolio of clubs that are quality
clubs. And, if that results in IHRSA
and Bally coming together, that’s
fine, but the first goal is to make
sure that each Bally club stands by
itself and as a group stand on their
own and raises the standard. That
makes everybody better off in the
industry."

A. Tolmie - “ Yesterday at
the Global Industry Summit, John
McCarthy was saying the goal for
the industry should be how do we
double the number of people work-
ing out in health clubs. Augie
Nieto, of Life Fitness, was saying
the same thing. We have the same
goal. It is not necessarily our goal
to increase our market share by tak-
ing members from IHRSA clubs.
Instead, we want to reach out and
generate new members by tapping
into new markets. Secondly, we
want to generate new dollars from
existing members doing many of
the things IHRSA clubs are already
doing. If you look at the IHRSA
Industry Data Survey, 40 % of rev-
enues or more are coming from
ancillary services: pro shop, pro-
grams, court fees, leagues, lessons,
etc. Lee’s strategic focus is push-
ing us more in this direction than
we were in the past. Bally's strat-
egy is not a market share game. It
is a grow the market game. This
should benefit the entire industry.”

A. Larry Dakof- * | think
the latest studies show that 6% of
the population are working out in
clubs. Imagine if we can grow the

market to add 3 or 4% to that...the
numbers are significant!”
Q. Club Insider - * The

change of the sales culture at Bally
Total Fitness is of great interest to
many people. About two years ago
you all developed, at great expense,
a totally new sales training pro-
gram. What is the status with that
program?"

A. John Wilson - * We call
it the NTL. National Training Ini-
tiative . A lot of our people were
really receptive to the new training
program because it was one of the
things that we have lacked in our
company. In each individual club
it almost seemed that you were at
the mercy of your manager whether
he was a good manager at training
who could transfer his skills or
whether he wasn't. By having the
NTI training you couldn’t miss with
it. Everybody from the supervisors
to the managers can read the books
and it was a very efficient way to

train. After a six-month period we
just literally start the training over
and continue to repeat the process
until we’ve sharpened and honed
our skills from a sales point of
view. [t really made a big differ-
ence. [t was a long time coming
and when it came a lot of people
received it with open arms...even
for the people that had been in the
business for awhile. 1 thought |
was pretty sharp, but when you go
back through the training, you re-
ally become sharper and more ef-
ficient. We raised the bar for our
standards and the program is still
ongoing now. We went without it
for too long and when it came, it
seemed like a blessing.”

A. Tolmie - “ There is
nothing more important to Bally
and to IHRSA clubs than to have
quality personnel. Due to high
turnover in this industry, training
has to work extra hard to develop
quality people.  Another thing
that we have done over the last two
years is to triple the number of
club shops. Every club in the
country is being shopped annually
to assess quality of the facility, the
quality of the treatment of the
prospect, any potential for misrep-
resentation and an understanding
as to how that prospect felt when
he walked out the door. Every
Area Director receives the results
of these shops and there is disci-
plinary action taken when there is
aviolation of company policy. We
are serious aboul this issue.

Q. Club Insider - “ My
next question ties into the disci-
plinary issues. Lee was explain-
ing to me the reporting system and
process that you have developed.
Let me give you an example. In
southeast Florida in one of your
new locations about a year ago, it
was discovered that one of your
sales people was changing mem-
bership contracts to show 16 year-
olds as age 18 so the contracts
would be valid. Lee Hillman in-
dicated that the violation was dealt
with in a swift and decisive man-
ner and the people involved were
terminated. Tell us about the situ-
ation."

A. Tolmie - “ We jumped
on this complaint as soon as we
received it. We did an audit of
over 1,000 members at this par-
ticular location who were under
the age of 27. We verified their
age and we found there were prob-
ably three or four minors out of
1,000. Memberships were can-
celled and money was returned in
all instances after speaking to the
minor and his or her parents.”

Q. Club Insider - “ What
| am trying to get to is this. We
have many IHRSA clubs that are
looking at your changes and hear-
ing your message, but are asking:
* what are they doing when they
see violations?"

A. Tolmie - * Anytime
we have a complaint filed there is
an in-house customer service de-
partment, which Lee recently ex-
panded, to follow up on those
complaints. The local Area Di-
rector investigates the complaint

and then our Customer Service De-
partment follows up to * close the
loop.” As far as the club shops are
concerned, we have a highly sys-
tematized process to make sure any
violation is investigated, docu-
mented, remedial action taken and
that discipline took place. This sys-
tem still isn’t perfect, but we’re re-
ally working hard on it.”

Q. Club Insider - “ One of
the problems with the retraining pro-
cess is how do you get the ‘old-
guard’ to change?"

A. Tolmie * We still have
some of those people, but | would
guess that we now have far fewer
15+ year employees than we did five
years ago. Some of the behavior
that allowed the ‘old-timers’ to
make a good living isn't being tol-
erated anymore. Lee and the man-
agement team are dedicated to see-
ing that the company policies are
adhered to!"

Q. Club Insider - * Where
does Bally Total Fitness stand in
terms of units ? Are you going up
or down in numbers ? Are you re-
building replacement clubs?"

A. Tolmie- * We have sev-
eral new clubs underway right now.
Columbia Center in Detroit, new
clubs in San Antonio and Dallas,
Texas, in lower Manhattan, the
Philadelphia market where we just
replaced our Cherry Hill Club. So,
there is a constant process of up-
grading and building market share
in existing markets. We also have
franchising where we have just
completed our first franchise. Syra-
cuse, New York was a single club
market for us and so by selling the
franchise to a local operator, who
already has two clubs, Bally will be
in the market with three clubs with-
out being the operator.”

Q. Club Insider - “ In mar-
kets where you don’t have the size
you want, would Bally sell out ?”

A. Tolmie - * We are not
interested in reducing the Bally
presence in the smaller markets. We
would, however, sell a franchise
enabling a local owner/operator to
run the club using our name, adver-
tising, systems, etc.’

Q. Club Insider - “ Do you
have a plan in process to move Bally
Total Fitness in the direction of the
IHRSA Standards?"

A. Tolmie - “ I would re-
spond that our goal isn’t to define
quality asspecifically AS those par-
ticular guidelines which IHRSA has
established. We strive to provide a
quality operation and service, 1o op-
erate professionally, to provide a
good experience for our members,
to be a positive career opportunity
for our employees, to be a growth
company and to operate with honor
and integrity. Those are our goals
and our standards. | would expect
that over time, Bally’s standards
and IHRSA’s Standards, eveniif they
don’t line up point for point, will be
compatible philosophically. Find-
ing ways to work together will ben-
cfitall of us."

Club Insider - “ Thanks
guys for taking the time to share
your plans and thoughts with us.”



PAGE 15

EClub Tisider

JULY ISSUE

Major Cardio Equipment Companies
Becoming 'CardioTheater' Ready

ATIANTA, GA. - To maintain
the leading role in providing Exercise En-
tertainment™ to the fitness industry,
CardioTheater developed Wireless
CardioTheater.

Now major equipment manufactur-
ers including Cybex, Precor, Reebok/Cross
Conditioning, StairMaster, Star Trac and
Tectrix recognize the benefits Wireless
CardioTheater can provide club owners and
members and have commited to making their

equipment * CardioTheater ready’ during
1997,

“It’s great to get the support of so
many major cardiovascular manufacturers
who realize not only that they enhance our
product, but that we enhance theirs, too,”
said Tony de Leede of CardioTheater.
“Clubs are finding that they are selling and
retaining more members because of in-
creased cardio equipment usage due to the
entertainment provided by CardioTheater.”

Fully compatible with the exist-

ing CardioTheater systems, Wire-
less CardioTheater will give the
club owner increased flexibility and
convenience while keeping their in-
stallation costs to a minimum.
Club owners should ask
their equipment representatives
about modifying their equipment
for Wireless CardioTheater.
“Member response to
CardioTheater has been far greater
than we ever expected. They tell

need your products.

for you.

Go to

the HEAD of

the CLASS with
an AD here.

and decision makers every
month. The people who

. If you sell products and
services to club owners
and managers... The

CLUB INSIDER News is

By advertising every

month in The CLUB IN-

SIDER News... you will
gain an edge on the com-

petition. You will reach
over 5000 club locations

Next Issue: August
Ad Deadline: August 18th

Norm Cates’

Club

AN
NEWS

(800) 700-2120

sider
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me they can’t exercise without it now,” said David
Patchell-Evans of The Good Life Clubs. “ The intro-
duction of Wireless CardioTheater will now make
installation and maintenance even easier.”

Exercise Entertainment™ provided by
Wireless CardioTheater allows members to enjoy
their favorite TV programs and music selections with
crystal clear digital quality sound without the need
for wires.

MAKE
T FUN!

Wc contacted Dayna Deutsch, the Direc-
tor of Public Relations for The Marsh in Minnetonka,
Minnesota to hear what she had to say about how they
MAKE IT FUN ! at the Marsh. The Marsh may be the
world’s most renowned Wellness/Athletic Club. It is
60,000 square feet and supports a membership of 2500.

Dayna explained how they go about Making
The Marsh Fun as follows: * Fun is an interesting word
at the Marsh. Our entire culture and our mission is
more about building relationships and members hay-
ing fun and employees having fun..... the line between
that is invisible. 1think what may be different about us
is the longevity of our employees, how they are given
the permission and the freedom to really get to know
every member - to understand what they are, so that
when members come in to the club and have their ex-
periences here, they know our staff just as well. It is
that level of relationship and that sense of comfort...the
feedback we often get from our members is their de-
scription of The Marsh as their ‘second home.' That
really spells fun to us.... that makes it pleasurable... it
makes it enjoyable. It makes people feel very closely
connected as if we are a second family to them. We
don’t do gimicky promotions or campaigns. We stay
very close to our mission. We do special things to ex-
press our value to our membership, hopefully every-
day. A few key times during the year we have special
events to express our appreciation. One is a Holiday
Member Appreciation Party done The Marsh way. Very
personal. Low key. In our lobby. Complimentary to
our member. It is just a little time for R & R and social
time with them. Another key event that is both mem-
ber and community based. It is an annual run and walk
called “ The Turkey Trot. “ Itis held the first Saturday
in November. In this climate - people love that. They
set a goal for this event, but more often it is for the
recreational walker or runner. It is cold outside and it
is really fun as we embrace the outdoors. We've also
had a lot of fun with snowshoeing around our grounds.
It is a lovely post-card setting. In the Summer, we will
have spontaneous - after work walks in the area. We
keep it all on a very person to person level that mem-
bers want to protect ! Our members have a strong feel-
ing of ownership of their club! Our approach is that if
it is right for us, we implement it in our own way. We
have a good time!"
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Four Club Tnends For The Future

By Curt Beusman, Ph.D.

(Reprinted from
NEHRSA News July/August '97)

TREND #1 - Con-
sumer interest in fitness will
continue to grow - rapidly and
into all age groups.

Indicators:

* New clubs are being
built

* Chains are growing and
acquiring sites (CSI, 24 Hour Fit-
ness, TCA, Gold’s, Sport Clubs,
WellBridge)

* Consolidation and fa-
cility sales lead to capital influx

* Hospital and Corporate
centers being developed

* TV Infomercials gener-
ate interest and large grosses

* Surgeon General’s Re-
port just starting to have effect

* IHRSA club growth
was 22% vs '95

So what’s to do?
* New marketing strate-
gies must reflect the opportunity
* Develop response lo
non-profits rather than “no fair”
* Raise sales goals and

pricing if demand truly develops
* Aggressively niche
market ‘to each demographic
group
* Maintain physical plant
in top shape to meet competitors

Trend #2 - Member
services in clubs will become
personalized

Indicators:

* Tremendous growth in
personal training revenues

* New individualized/
personalized equipment available
(LifeFitness, FITLINXX,
Technogym)

* Database management
software now available

So what’s to do?

* New training required
to bring staff up to speed

* New hardware/soft-
ware must be integrated into cur-
rent systems. File cards and
workout sheets will be obsolete.

« Will require capital in-
flux and management commit-
ment

* Retention should im-
prove - labor cost per member will
rise. Net profiting effect - up or
down?

rend #3- Specialty re-
tail sales of fitness equipment to
boom

Indicators:

* Specialty fitness retail
store chains growing quickly
(Omni, Gym Source, Fitness Depot
(Canada), NordicTrac, Sports Au-
thority, Busybody)

* Market is large and ac-
tive ($3 billion last year)

* Infomercials accelerate
the buying frenzy

* Major chains involved -
Sears, Service Merchandise

* Manufacturers develop-
ing home units

So what’s to do?

* Sell equipment at club
through buying group

* Tie-in with local retailer
through fusion marketing

* Encourage members to
buy-maintain activity level

* Bargain for club member
discounts with local seller

* Maintain “cutting edge”
image and technical know-how

* Sell to members through
Internet marketing (Fitness Zone,
Nordic Track, LifeFitness)

Trend #4- Owners de-
mand more staff professionalism

Indicators:

* Larger capi-
tal investments will
demand larger returns

* Sales of
family-owned clubs
will shift management
culture and style. More
impersonal, results-
based

* Hiring and
training will become
more professional

* There are
now trained managers
available in industry

* Colleges
are providing training
at all levels

So what’s to do ?

* Employees
must have basic com-
puter literacy- spread
sheets, word process-

urt Beusman, Ph. D.

ing, database know-how

* Owners and managers
must teach financial basics

* Marketing and selling
skills at all levels required

* Interpersonal skills -
clarifying, confirming, support-
ing will become dominant

* More career path
movement than in past.

(Curt Beusman, Ph.D. is
the owner of Saw Mill Club and two
Sportsplex Clubs in New York and
Connecticut, u Founding Member
of IHRSA and 30-year club veteran.
These trends, indicators and
recommedations were presented at
the NEHRSA Annual Spring Con-
ference.)
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equipment.

e Save money using National Gym Supply’s quality 1
replacement paris.
* Stop losing pins by installing NGS Weight Selector Pin
Leashes.

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

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

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

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

To receive your '

FREE CATALOG... |

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

=1
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Your Fif

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

The Best Products,

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

for tomorrow.

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

excellence. #

For more information, call

1-800-635-2936
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psAnd

Shares " Golf Workout"

PGA Golfer Reduces Body Fat 25%, Adds 25 - 30 Yards To Drives!

Chlcago, Il. - Bally
Total Fitness, the largest operator
of fitness centers in the U.S., has
developed a workout just for golf-
ers that is designed to help
strengthen muscles, improve golf
swing, increase head speed - add-
ing driving distance, reduce
chance of injury and aid in post-
game recovery.

The workout was de-
signed by Bally Total Fitness Ari-
zona Area Director Paul Kennedy
in conjunction with PGA golfer
Corey LaRusso. “ Performing the

Bally golf workout for a total of
just 30 minutes three times per
week, | reduced my body fat by
25 percent and added as much as
25 - 30 yards of driving distance
to my golf game in only ten
weeks!" said LaRusso.

“While golf is often con-
sidered to be a relaxing sport, re-
petitive movements can cause in-
juries - particularly in the lower
back and hip areas — especially
in golfers who do not participate
in any other physical activity,”
said Paul Kennedy, Ed.D. of Bally
Total Fitness. “ Our golf training

PRO-FINANCIAL

The Ultimate Collection Service

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

Bad Debt Collection

TURN DELINQUENT ACCOUNTS INTO

Cash Today!

The Pro-Financial collection system is designed spe-
cifically for the Health Club and Martial Arts indus-
tries. Using a combination of gentle, but firm cus-
tomized letters, sophisticated telephone collection
techniques and national credit reporting agency as-
sistance, we are able to collect significant delinquent
revenue percentages without creating a negative
image for your facility.

Call BUSINESS DEVELOPMENT Today!

1-800-233-8483
AFFILIATED ACCEPTANCE CORPORATION

Main Post Office Box 419331, Kansas City, Missouri, USA 64141
E-MAIL: 74041,252 ompuserve.com

FAX: (816) 753-1429
WEBPAGE: hitp://www.litnessworld.com/pro/trade/affiliated.htmi
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workout can help improve flexibil-
ity and strengthen the golf swing
while increasing lean muscle mass

and protecting golfers from injury.”

Bally Total Fitness recom-
mends consulting with your doctor

before starting your workout or be-

ginning any exercise program.

THE BALLY TOTAL
FITNESS® GOLF
WORKOUT

WARM-UP:

* 5 minutes of moderate
aerobic activity — treadmill, bicyle,
etc.

STRENGTH TRAINING:

* Two chest exercises: one
rotary (single bent arm fly) 8-12 rep-
etitions, 1-3 sets; one multiple joint
movement (bench press) 8-12 rep-
etitions, 1-3 sets.

* Two upper back exer-
cises: pull-overs and seated rows, 1-
3 sets of 8-12 repetitions for each
exercise. NOTE: Pullovers may ac-

tually enhance shoulder flex-
ibility, which is critical to a better
swing.

* Two shoulder exer-
cises: lateral raise and seated
press, 8-12 repetitions, 1-3 sets.

* Leg extensions, 10-15
repetitions, 1-3 sets.

* Leg curl, 10-15 repeti-
tions, 1-3 sets.

* Leg press, 10-15 rep-
etitions, 1-3 sets.

* Abdominal crunches
until close to fatigue. For best re-
sults, the crunch movement
should be up quickly, but under
control and down slowly.

* Rotary torso exercise:
12 repetitions on each side, 3 sets.
For best results, lie on your back
with legs bent in a crunch posi-
tion. Move your legs side to side
touching the floor. This exercise
will stretch and strengthen the
lower back muscles and obliques.

* Back extension or low
back extension for lower back
strengthening, 8-12 repetitions, 1-
3 sets.

CARDIO-VASCULAR
TRAINING:

Choose any activity you
enjoy that elevates the heart rate
to target heart rate zone and per-
form it three times per week for
20 to 30 minutes. Running, bik-
ing and brisk walking are good
examples.

OTHER TIPS:

* Always strength train
after you play — working out be-
fore your game leaves your body
pre-fatigued.

* If you are combining
cardio-vascular workout and
strength training in the same day,
do cardio first, strength training
second.

* Allow 24-48 hours of
recovery time between workout
sessions.

* Incorporate some basic
stretches, particularly for the lower
back. Do not bounce and stretch
after muscles are warm.

SALES MAKERS TIP OF THE MONTH
Keys To Success Through Your Attitude

1. It is your attitude at the beginning of a task which will affect the out-

come more than anything else.

2. We are interdependent: it is impossible to succeed without others. [tis
your attitude toward others that determines their attitude toward you.

3. Before a person can achieve the kind of life he wants, he must become
that Kind of individual; he must think, act, walk and conduct himself in his daily

life as would the person he wishes to become.

4. The higher you go in any organization of value, the attitude you find

will be better.

5. Your mind can hold only one thought at a time and since there is noth-

ing at all to gain by being negative, be positive.

6. The deepest cravings of human beings are to be needed, to feel impor-
tant and to be appreciated; give it to them and they'll return it.
7. Look for the best in new ideas. As someone once said, “ | have never

met a person | couldn’t learn something from.”

8. Don’t waste valuable time broadcasting personal problems. It prob-

ably won't help you and it certainly won’t help others.
9. Don’t talk about your health unless it is good.

10. Radiate an aura of well being, of confidence, of a person who knows
where he is going; this will inspire those around you, and you will find good things

will begin to happen lo you.

11, For the next 30 days, treat everyone with whom you come in contact
as though they are the most important people on earth. If you do this for 30 days,

you will do it for the rest of your life.

Some pursue happiness.... others create it. -
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membership specialists

Congratulations Gordon Johnson and Crew !
of
Gold's Gym /Atlanta and Marietta GA

Conversion of the Year Award
Licensee Appreciation Award
Promotion of the Year Award

Finalist, Publicity of the Year Award
presented by Gold's Gym

at the Annual Convention

It is truly a pleasure to work with winners!

r N
4 Proven Profit Procedures

4 3 Day At Your Location Training Seminars
4 Sales Training

% Prospecting & Telephone Training

4 Increase Personal Training Profits

4 Front Desk Training

4 Marketing Guidance

4 Tours & Presentations

J

Last year our clients averaged a 27.6 % increase!

Sales Makers

Proven Profit Procedures

800-428-3334
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Fitness FM™

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

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

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

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

Fitness FM by caroio 2

12 Piedmont Center, Suite 105, Atlanta, GA 30305 (800) 227-3461 (404) 848-0233
http://www.cardio-theater.com
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The Simple & Powerful

Club Management System

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

Photo-imaging Check-in
Uniimited Report Capabilities
Automated EFT

Full Service Customer Support
(Phone, Fax, Seminars)

L h G SR |

S0, make the first call right now. Dicil 1-800-554-CLUB
and see how easy it is to get ClubRunner working for you.

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

JUPITER, FLORIDA 33477
1 (800) 554-2582 / (407) 746-3392
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Clubs And Common Area Maintenance Charges

By Benson V. Lloyd

A]lhough I have been
an active participant in the field of
commercial real estate for over 30
years both as a landlord and in rep-
resenting the neceds of tenants, it
wasn’t until 1994 that | was called
upon to negotiate my first fitness
club lease. My initial task was to
review the leases of seven clubs
owned by a major club operator to
determine what areas might be det-
rimental to the various club’s bot-
tom line performance. Given my
own fitness background and my
continuing interest in the field, 1 am
surprised it took this long to finally
become involved. My experience
working with these clubs created

the foundation that resulted in
my solely representing fitness
clubs with their leasing require-
ments. In this capacity, | have
advised clubs ranging in size
from 2,000 square feet through
40,000 square feet. | discovered
that while most owners and man-
agers have a basic understanding
of the deal points in their lease,
they are generally unaware of the
financial impact that certain sec-
tions can have on their annual
cash flow.

Without exception, the
least understood section is com-
mon area mainienance (CAM)
and the tenant’s costs associated
with it. Simply stated, CAM in-
cludes all operating expenses,
including property taxes, that are
incurred by the landlord in the
daily operation of the complex

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

“MAIL-IN" PAYMENTS

(FROM COUPON BOOKS)

Payments processed for
Two Bucks...or LESS!

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

PLUS N
Pro-Financial Collection
et . =]

Ask for our FREE money-saving analysis worksheet

“IMPROVE YOUR PROFIT
EVERY DAY”

Call BUSINESS DEVELOPMENT Today!

1-800-233-8483
AFFILIATED ACCEPTANCE CORPORATION

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

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

AAC...“We're Here To Work”

E-MAIL: 74041,2525@compuserve.com

in which the tenant resides. These
expenses are billed back to the ten-
ants by the landlord based on the
square footage each tenant occupies
in the complex. This figure is
shown as a percentage number in
the lease and represents each
tenant’s pro rata share of the ex-
penses that will be billed to them.
Usually within the first three
months of every calendar year, the
landlord will furnish each tenant
with an estimated CAM charge for
the current year. Regardless of
when the tenant receives this esti-
mated bill, it is retroactive back to
January Ist of this year. In mosl
cases, the landlord will also include
with this estimated CAM expense
budget the previous year's actual
CAM expense reconciliation
spreadsheet. At this point, the club
owner usually either skips to the
last paragraph of the landlord’s
cover letter which indicates how
much his new monthly CAM
charge has increased and pays it or
he asks his accountant to review the
numbers for accuracy and then pays
the requested amount. Occasion-
ally, the estimated CAM increase
may be so greal as to cause the club
owner to seek professional help in
verifying the figures.
Unfortunately, many club
owners look at CAM expenses as
the * cost of doing business,” not
realizing what recourse they have.
The real estate lease is not a sacred
document. There are many tenant’s
rights and privileges contained
within its pages. In the proper
hands, the lease can be used like a
scapel by the tenant, especially at
renewal time, to carve out changes
to his benefit. This also holds true
when it is time for the tenant to ap-
prove both last year’s CAM recon-
ciliation and the new year’s esti-
mated CAM budget. As an ex-
ample, it is possible to negotiate a
limit or “cap” on the operaling ex-
pense portion of the CAM, thereby

limiting future annual in-
creases to the tenant.
One of the first
items to check is the real
estate property tax bill to
see if the landlord has
paid it. A simple phone
call to the Assessor’s of-
fice with the legal de-
scription of the landlord’s
property (contained in
the lease) will verify pay-
ment. You would be sur-
prised how many times
the landlord delayed pay-
ing the tax even though
the tenant’s have previ-
ously reimbursed him for
this expense. The next
and most important item
is the computer-gener-
ated CAM reconcilliation
spreadsheet for the previ-

Benson Lloyd

ous years’ expenses. In review-
ing the line items, if there are en-
tries such as “other expenses,” “
miscellaneous repairs and sup-
plies” or other vague or general
categories, they should be noted.
These are “red flags” that need to
be explained in detail by the land-
lord at the CAM audit. Armed
with this information, the tenant
can make an appointment with his
accountant or bookkeeper to meet
with the landlord for the purpose
of sitting down and reviewing the
original paid invoices that support
each line item on the reconcilia-
tion spreadsheet. Under the terms
and conditions of a real estate
lease, the landlord must provide
this information in a timely man-
ner when requested by the tenant.
Certain landlords may be reluctant
to review their actual expense
records with the tenant, claiming
that the computer-generated rec-
onciliation is all that is required.
This reluctance, however, can
cause the landlord to be in default
under the terms and conditions of
the lease, leaving him exposed to

rate with experience.

GENERAL MANAGER

Outstanding opportunity for experienced,
professional club manager to operate a 60,000 square
foot tennis, racquetball, fitness facility with outdoor e
pool complex. Growth-oriented owners seeking an
individual with vision, leadership skills and high stan-
dards. Must have a proven track record of success
with expansion projects and running a $2 million +
club. Central Illinois location. Salary commensu-

Send resume’ with references and salary
requirements in confidence to:
General Manager, RR 5 Box 5198,
East Stroudsburg, Pa. 18301
FAX (717) 476-0590

sessesee

possible legal action by the tenant.
Most landlords do understand their
responsibility to the tenant to pro-
vide this information and will as-
sist him in conducting the CAM
audit. In the event any unsubstan-
tiated expenses are identified the
landlord will most always credit the
tenant’s account.

Finally, should there be
any reluctance on the part of the
club owner to initiate a CAM ex-
pense review with the landlord,
there are real estate leasing consult-
ants to be found who can furnish
him with the necessary guidelines
on exactly how to perform a CAM
audit.

(Benson V. Lloyd has been
negotiating commercial real estate
leases for over 30 years, represent-
ing both landlords and tenants. He
has been able 10 negotiate savings
for tenants ranging from $1500 for
a miscalculated CAM charge to
over $750,000 for a completely re-
negotiated 10-year lease, Mr.
Lloyd may be reached at: 4738 Key
Large, Oak Park, CA 91301 or by
telephone at: (818) 865-1986.)
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MAXICAM

Musde Dynamics

For a complete brochure on our more than 95 selectorized and free weight machines, call:
(800) 544-2944

20100 Hamilton Avenue * Torrance, California 90502 » (310) 323-9055 » Fax (310) 323-7608
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HAMMER
STRENGTH

STEVE YOUNG

All Pro San Francisco 49'ers - NFL

HAMMER STRENGTH

To receive more information on Hammer Strength® heavy duty strength training equipment contact:
HAMMER STRENGTH® » P.0.BOX 19040 « CINCINNATI, OHIO 45219 = (513)221-2600 or 1-800-543-1123




