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The Gold's Gym Legend Grows In Georgia

A.Ilianoes and partnering
between businesses are common
today. Airlines code share with
other airlines, Microsoft partners
with other software companies and
clubs often ban together for mutual
advertising and joint projects. In At-
lanta, twelve Gold's Gyms have
formed a legal alliance: Georgia
Fitness Legends, Incorporated.
What is unique about GFL is that
individual entreprencurs, each
fiercely independent, have had
enough foresight to commit to com-
mon goals, establish legally bind-
ing relationships and operate a wide
variety of programs for the benefit
of their 30,000 members and for the
benefit of the businesses. GFL has
leveraged the Gold’s Gym brand
name in the Atlanta area and intends
to take their respective businesses
to new heights.

Interviews with the offic-
ers of GFL and observations at one
of their membership meetings have

provided interesting insights. The
trend toward businessmen operat-
ing health clubs is no where more
evident than in the GFL. Of the
seven owners who own the 12
Gold’s Gyms of GFL, four have
had significant careers outside the
club industry and two have had
major corporate experience with
the larger club chains.

Gordon Johnson is
President of GFL. He had been
the chief manufacturing executive
of an $800 million manufacturing
company, After three yearsin the
Marines, he pursued a parallel ca-
reer in the Marine Reserves, re-
tiring as a full Colonel. With a
Master's degree from Georgia
Tech and 15 years in the club in-
dustry, he brings a lot of creden-
tials to GFL. His multi-purpose
IHRSA clubs, Gold’s Gyms of
Douglasville and Marietta, have
garnered award after award, in-
cluding the international *Out-
standing Gold’s Gym'in 1997 and

local Chamber *Business of the
Year” in 1998.

Johnson elaborated on
GFL, “Our Georgia Fitness Leg-
ends, Inc., was forged from fail-
ure. The initial organization fell
apart but we picked up the
pieces, learned from other alli-
ances and ourown mistakes. We
now have a model alliance and
it’s growing stronger every day.”

“Our strength, like in all
effective organizations, is our
people; the owners and their
staffs. Mark Montgomery came
in with 3 gyms, he’s working on
4 and 5, and he has a wealth of
industry background as an ex-
ecutive from several large
chains. Mark championed our
city-wide corporate membership
program, which will be our big-
gest revenue producer and pro-
vide corporations the opportunity
to give health club benefits to
their employces at our 12, soon
to be 18, Metro Gold's Gyms.”

“Chris Palmer, co-
owner of Gold’s Gym of Roswell
is our advertising guru. Chris and
partner, Jamie Lee, are about to
announce their next gym. Chris
developed our version of the EAS
Body Transformation contest.
We have put up $25,000 in prize
money, and $10,000 in advertis-
ing and promotion money.
Gold’s Gym corporate is match-
ing $10,000. Our members love
this contest, It gives them the
opportunity to challenge them-
selves and reach their goals.”

Johnson continued,
“There are less than obvious ben-
efits for the GFL owners. It has
made it casy for alliances within
the alliances. With the high trust
level, it’s not unusual for 4 gyms
to commit to a local print ad with
a simple phone call. Now that
we have a full-time person man-
aging our corporate program, it
will be an casy transition to bring
on a full-time PR person. Trust

breeds trust.”

“And success breeds suc-
cess. GFL was largely responsible
for bringing two multi-purpose
clubs into the Gold's Gym chain,”
Johnson concluded.

In mid-1998 as GFL was
taking shape, multi-purpose club
owner, J. D. Holmes, was advised
by Johnson, his long-time friend
and Gold’s Gym owner, to convert
his upscale clubs to Gold’s Gym.
Holmes’ reaction was emphatically
“NO”! Aftera very successful ca-
reer as owner of a manufacturing
business and then a turnaround spe-
cialist for numerous banks, Holmes
founded Club Peachtree, an IHRSA
club, in Peachtree City, an upscale
suburban enclave South of Atlanta.
It was ironic that during his stint
as a turnaround specialist that he
had three troubled health clubs as
clicnts. He learned the club indus-
try from the business side, not the
fitness side.

(Sce Gold's Gym page 10)

Crunch Fitness And Personal
Trainer Sued For Member Death

Ncw York, N.Y.- Anne
Marie Capati, 37, a $220,000 per
year New York knitwear designer,
suffered a stroke while working out
at Crunch Fitness site on October 1,
1998. She lost consciousness and
was taken to St.Vincent's Hospital
where she died around 9:45 p.m. that
night.

A lawsuit for $320 million
in punitive and compensatory dam-
ages was filed recently in the State
Supreme Court in Manhattan assert-
ing that Ms. Capati's trainer at the
Crunch Fitness at 404 Lafayette
Street in Greenwich Village told her
to supplement her exercise and diet

program with five drugs and ac-
companied her to a Vitamin
Shoppe store to buy them. Au-
gust Casseus, the trainer, and the
Vitamin Shoppe were also named
in the lawsuit along with Crunch
and the manufacturers of the
supplements.

The lawsuit said that the
woman should not have been us-
ing the supplements, which in-
cluded an over-the-counter drug
containing ephedra, because she
was also on medication for hyper-
tension. Ephedra, an herbal sub-
stance, is not supposed to be used
by people with high blood pres-
sure. Ephedra is also used for

(" Inside The Insider )
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weight control, It contains a
natural stimulant, ephedrine that
has been linked to more than
three dozen deaths.

Philip J. McManus,
Councel for Crunch Fitness,
stated that he was limited in re-
spect to comments he could
make at press time because the
answer had not yet been prepared
to the complaint and because he
had yet to sce the results of the
autopsy. McManus indicated
that once the answer had been
completed and filed that he
would provide The CLUB IN-
SIDER News with more infor-
mation about his client's position

in regard to the case.

The trainer, August
Casseus, was recently dismissed
by Crunch for unrelated reasons
but has denied recommending
nutritional supplements to Ms.
Capati, according to Ms. Dayna
Crawford, a spokeswoman at
Crunch. Vitamin Shoppe Indus-
tries had no comment.

The complaint indicated
that Ms. Capati joined Crunch
Fitness in February, 1998 with the
objective of losing a few pounds
after the birth of her second child.
After a couple of months she
hired the trainer who had been
described to her as a "level-two

personal trainer/nutritionist.” Ac-
cording to the lawsuit he "was not
properly trained to do his assigned
Jjob and specifically was unknowl-
edgeable and untrained in the field
of nutrition and dietary supple-
ments." Ms. Crawford, speaking
for Crunch, indicated that Crunch
has no such classification known
as "trainer/nutritionist.”

Paul D. Rheingold, a law-
yer representing Ms, Capati's wid-
ower, Douglas Hanson, did not
fault Ms. Capati's program at
Crunch. But, the complaint did
indicate that even though Ms.
Capati had informed Casseus she

(See Crunch Fitness page 10)

Health Club Complaints
Decrease 92 %

Lfdlm‘ry Improves on
Better Business Bureau's Rating

Boston, MA.- Ac-
cording to the 1997 Annual In-

quiry and Complaint Summary
published by the Council of Bet-
ter Business Bureaus (CBBB),
the health club industry’s rank-
ing has dropped to number 193
in terms of the total number of
complaints registered per indus-

try. In 1991, the CBBB reported

that health clubs were ranked num-
ber 14.

“This means that in 1997,

192 other industries had more com-

plaints against them than did the

(See Club Complaints page 15)
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THE INSIDER SPEAKS

« EDITORIALS ¢ "INSIDER MAIL" « COMMENTS -

Why Operate In A Vacuum?

By Norm Cates, Jr.

I received an e-mail from
one of my readers expressing his
grave concern fora new YMCA Fit-
ness Center that is opening just
down the street from his club. He
wrote: “Back in 1994, about the
time you got your “Club Insider”
going, you published one of my ar-
ticles about the YMCA and its un-
fair practices in the fitness indus-
try. Well, I need your help! Just to
help refresh your memory, 1 have
been losing business to the YMCA
and battling them for eleven (11)
years. Now that they have milked
my community for all these years
and not put one penny back in, they
are putting in a “FITNESS CEN-
TER” (looking very much like ours)
approximately 300 yards down the
road at the main intersection.

This is going to hurt this
tax paying gym - big time! | am
just getting my ducks in a row, so
when this YMCA opens next month

I can protect myself (if that is pos-
sible). The help [ need from you
or anyone in the business, is di-
rection toward a good legal team
or group that can help me. | have
already spoken with the ACLU,
but they can not help, for it is not
a constitutional matter, even
though it may be an antitrust mat-
ter.

I have seen this before,
too many times, now [ am the one
about to GET RUN OVER BY
THE YMCA!

It has taken me over
twenty (20) years to build this
15,000 square-foot facility and the
new YMCA could put me out of
business in that number of days.

And all help is GREAT-
LY APPRECIATED.”

I responded to this
gentleman’s e-mail with the fol-
lowing message:

Hello,

I received your message
about the YMCA competition. A
lot of new things are happening
in regard to non-profit competi-

tion.

Are you members of
IHRSA? If not, you should con-
tact them at: (800) 228-4772 to
learn about their work against
non-profit competition. It may be
too late to stop them, but with
good work, you may be able to
force the YMCASs in your area to
pay taxes just like you all have
to do.

Let me know what is
going on with your follow-up.
Best regards, Norm

AN AMAZING RE-
SPONSE FROM THE CLUB
OWNER

I was amazed at the re-
sponse of this club owner that
was seeking help. Read on.

His response:

Thanks Norm,

To answer your ques-
tion about IHRSA, No, I am not
amember. The reason is because
I find it hard to be a member of a
NON-PROFIT organization
when I've been battling NON-
PROFIT organizations. You

know what | mean! But thanks
for getting back to me and [ will
keep you in the know as to what
is going on.

Please feel free to send
my e-mail and/or address to any-
one you think may be interested
or can shed some light on our fit-
ness industry problem!

HERE IS WHAT 1
THINK.

GET OUT OF THE
VACUUM FOLKS!

I think it is important to
understand that IHRSA is the
single organization in the United
States that is doing the most to
fight non-profit competition. The
fact is there is no organization
that is EVEN CLOSE to [HRSA
in this aspect of the industry.

And, to use the fact that
he can't join and support IHRSA
because it too is a non-profit or-
ganization shows a lack of under-
standing by this gentlemen of the
value of a good trade association
like IHRSA! Sure IHRSA is non-
profit. Virtually all trade associa-
tions are non-profit. If it were not,

the organization would have never
been able to last 18 years nor would
it have been able to muster the co-
operative efforts of the IHRSA
Fund, Vanguard Group and the
many other inner-IHRSA services
that are provided.

So, the guy asked for
help. | gave him the information he
needed to obtain the only help in
the world that is available for his
problem. And, what does he do?
He refuses to even LEARN what
might be done to even the playing
field that he is on with the YMCA
in his area!

But, I stand by my recom-
mendation to him! The gentleman
should RUN, NOT WALK, to the
nearest telephone and call IHRSA
at: (800) 228-4772 and ask for
membership information and for
information on all the things
IHRSA is doing to fight non-profit
compelition.

And, just in case any of
you want to give this gentleman
some advice about his dilemma, his
c-mail address is:<k-d@mind
spring.com>

Correcting A Wrong Impression

By Norm Cates, Jr.

Iaast month I published
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in this Insider Speaks section a
letter to the members of the
Washington, D.C. area Sport and
Health Clubs signed by Don
Konz, CEO for Sport and Health
and by Mitch Wald, COO of
Sport and Health. Next to the
letter was a reprint of the ad that
Konz and Wald had placed in the
Washington Post not long after
the Columbine High School
Massacre. The headline on the ad
read: “When Does Somcone’s
Right Become Wrong?” Sport
and Health had spent $64,000 to
run the ad one time. Directly op-
posite the ad in the Norm’s Notes
section, | had attempted to make
it clear that the letter and the ad
shown on the Insider Speaks
page was not my position on the
highly controversial gun control
issue. But, | apparently didn't
make that clear enough. | blew
it when | failed to place a state-

ment of my neutral position on
the issue dircctly above the letter
and ad reprint. And, it also has
become clear that | further blew
it when I reprinted the letter and
the ad under the heading “The In-
sider Speaks.” That has created
a WRONG IMPRESSION about
what | was attempting to do be-
cause it DOES look like one of
our editorials at first glance. But,
folks, | reprinted both the letter
to the members and the ad be-
cause | thought it was important
club business news for a club
owner to go public with a strong
gun control message, given the
highly strung emotions across the
country relative to the subjeet.

The only purpose I had
for reprinting the letter and the
ad was to provide you, our read-
ers, with news about ongoing
events in the club industry.

So, | have heard from

some folks about the letter and ad
reprint on the June Insider Speaks
page in no uncertain terms. The
pcople that have contacted me are
clearly anti-gun control zcalots
that did not take the time to read
my Norm's Notes comments rela-
tive to the Insider Speaks and
clearly got a Wrong Impression |
would like to attempt to correet
that impression,

As | said in my Norm’s
Notes comments, “ | am one of
thosc pecople that believe that
people do the killing, not guns..”
| further stated; however, that |
found it hard to arguc with the
amazing statistics in the ad.”

Gun control issues and
decisions should be left to the poli-
ticians. And, in the future I'll do
my best to avoid the mine-field of
political commentary and leave
that to the daily newspapers across
America.
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. ‘ ‘ €’ve reported two

exciting new statistics this month!
The report that the Better Business
Bureau’s complaint tracking for
health clubs is down 92% is huge! In
my view, that statistic is very strong
evidence that the health, racquet and
sportsclub industry has truly turned
the corner in the eyes of our society
and is positioned to aggressively pur-
sue that illusive 89% of the Ameri-
can population out there that is not
currently a member of a health club.
And, the revised report that the total
number of health club members is
now 29.5 million is even more evi-
dence of the progress our industry is
making. Let me be clear. Each of you
club owners, managers and operators
out there that work hard every day to
provide your members and guests
with a clean, friendly and efficient
club environment deserve the credit
for this progress. And, importantly,
credit should go to the Associations
that have helped advance the state of
the industry significantly over the
past 15-20 years. They should all be
recognized for the great job they do.
[HRSA, IDEA, ACSM, ISSA, ACE
and IPFA are groups that have helped
many of you advance your profes-
sionalism in the club business. And,
of course the manufactures and vend-
ers have really been an anchor for the
industry.

*Speaking of Associations
and how they can help you and your
club, this month I've written a brief
editorial on the opposite page en-
titled: “Why Operate In A
Vacuum?”, My commentary is about
an e-mail message | received from
one of my readers asking me to help
him fight a new-fancy YMCA Fitness
Center opening just down the street
from his 15 year-old club, Check it
out.

*And, while you are on
page #4, be sure to read the editorial
entitled: “Correcting A Wrong Im-
pression”. It seems that last month
some folks read the letter and Gun
Control ad that we published sim-
ply as news and interpreted that to
mean that | am promoting gun con-
trol. Not true. Even though some
folks got bent out of shape with that
idea, | was not promoting gun con-
trol. I just published the items as club
business news items. So, if you got
your panties in a wad over it, | apolo-
gize for not clearly labeling the letter
and ad as a news item!

*0.K. Last month | an-
nounced that beginning with this edi-
tion we were going to feature a new
monthly page entitled: “Best Health
Club Advertisements” featuring the
best ads we received from participat-
ing clubs. Welllll, we didn’t receive
asingle ad by our print date so please
get up and go to the file where you
keep your old ads and pick out the
best print ad you've ever created.

* NORM'S NOTES °

Make a nice clean black copy of it
and send it to us so we can get the
ball rolling on this terrific idea.
What are you waiting for? Do you
think your competition down the
street is going to use it? Got news
for you. They’ve already seen it!
Send your ad entries to: CLUB IN-
SIDER News, P.O. Box 681241,
Marietta, Ga. 30068-0021. Each
winning entry that is published will
receive a free one-year subscription
to The CLUB INSIDER News!
*The Northwest Ath-
letic Club group in Minneapolis/
St.Paul, now owned by Club
Sports International, has entered
into an agreement with the Minne-
sota Timberwolves pro basketball
team to build a new 12,000 square-
foot practice facility within the
Northwest Athletic Club-Arena in
the Target Center. The new
“Wolves Den” will consist of an
NBA-sized basketball court with
special flooring and lighting, train-
ing room, weight room, video
room, coaches offices, locker
rooms, meeting rooms and media
reception room. The facility will be
used exclusively by the
Timberwolves and the new
WNBA team, the Minnesota

Lynx.

*Congratulations to
CHERYL SISTO, the newly
elected President of the New En-
gland Health, Racquet and
Sportsclub Association. Four new
directors were elected in May and
they are: PATTI DALY, Boston
Athletic Club, JENNIE DAVIS,
River Valley Club, BILL
PATJANE, The Wellbridge
Company and MICHAEL
MAJEWSKI, Mid-Cape
Racquet and Health Club., Also,
make plans to attend the NEHRSA/

Torm Catas’
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NEACSM(New England American
College of Sports Medicine) Confer-
ence October 27-29 at the Rhode Is-
land Convention Center in Provi-
dence. For information, call JAN
WOODMAN, (617) 951-0055
ext.115.

*Bally Total Fitness con-
tinues to hover just below the 30
mark. Also, Bally has announced that
they have expanded their line of pro-
prietary nutritional supplements
from13 to 44 products,

*STEVEN SCHWARTZ,
President of Tennis Corporation of
America, has appointed BRETT
GARGANO as the new Controllerof
the 43 club group.

*LYNN HOGGAN, the
president of Hoggan Health Indus-
tries, has named DEAN OFFRET
as the new Marketing Director. Dean
will be responsible for all marketing
and promotional programs. Lynn’s
company is approaching the 25-year
mark.

*LOREN BRINK, the
CEO of Health Fitness Corpora-
tion, has announced the acquisition
of 50 corporate centers in the United
Kingdom.

*A recent article in the At-
lanta Journal/Constitution gave a
“brilliant and brainy” rating of the
new book: *Muscletown USA:Bob
Hoffman and the Manly Culture
of York Barbell."

*LOU HOLTZ, the new
Head Football Coach for the Uni-
versity of South Carvlina, will be
the keynote speaker for the 14th An-
nual IHRSA Club Business Con-
ference in Orlando, Florida, Decem-
ber 1-4, 1999. If you haven't scen
Lou speak, you are in for a real treat
as he is one of the most entertaining
speakers you will ever see. Also,
don’t forget to make your p[:lns 1o
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attend IHRSA 19th Annual Con-
vention and Trade Show in San
Francisco, CA., March 22-25th,
2000. The destination will be the
San Francisco Marriott,
Moscone Center and reservations
may be made by calling Marriott
at: (800) 228-9290 and tell them
you want the IHRSA Convention
rate. If you need IHRSA member-
ship information call: (800) 228-
4772 and ask for Meredith at ext.
129 or Jill at ext. 109.

*More IHRSA News: the
IHRSA Management Institute
was once again a scllout with 85
club professionals from 11 coun-
tries attending the week-long pro-
gram. It was held at the John
Hopkins University Homewood
Campus in Baltimore, June 11-16.
Also, IHRSA and Schwinn will
launch a “Building Membership”
Program for health clubs in Sep-
tember, 1999. The program is in-

tended to drive the 50 Million By 2010
membership initiative announced by
IHRSA’s JOHN McCARTHY in
March. And, last, Tennis Corporation
of America is sponsoring a new ten-
nis award called the IHRSA Commu-
nity Tennis Development Award rec-
ognizing the best job of working with
community partners to promote and
support the creation of new tennis
players.

*TONY deLEEDE, the
“Head Roo” for Australian Body
‘Works in Atlanta has opened his 22nd
location at Town Center. This new unit
is 22,000 squarc-feet and has “state-
of-the-art” everything!

*RANDE LaDUE, the
owner and president of Pro*Fit En-
terprises, National Distributor for the
Pace Group Exercise Program ™,
has a new Website address: www.pace
groupexercise.com

“TBG Development Presi-

(Scc Norms Notes page 6)
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Marketmg g For Results

By Brenda Abdilla

thn revamping the

way you market your club, it's hard
to know where to begin. Tradition-
ally, clubs operate from one of two
extremes - either they handle the
marketing completely in-house or
they hand the whole task over to
anadvertising agency or marketing
consultant.

Both of these extremes
come with their own set of prob-
lems. Handling all aspects of the
marketing in-house is not very time
or cost efficient. If you are having
your work designed in-house,
chances are it shows and doesn’t
look nearly as good as it would if a
professional graphic designer
worked on il. If you are labeling
and bundling the actual picces in-
house, it may be taking longer than

it would at a mail-house, which
delays your promotion.

On the other hand, you
lose control of your promotions
by letting an outside source
handle all aspects of your markel-
ing. This usually leads to excess
costs and may not always produce
results. However, there is a happy
medium in all of this. You can
hire out some help in areas that
will be cost effective and poten-
tially increase your response,
while keeping control in the ar-
eas relating to budget and overall
message to the marketplace.

Below are eight general
tips 1o help you get started in the
right direction:

1. Hire yourself as the
new marketing project manager.
Consider yourself to be the
“project manager” of your mar-
keting efforts, You decide what
will be done, and find somcone
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HEALTH AND ATH

The Supplies You Needed Yesterday!

ASSOCIATE MEMBER

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

Towel Purchasing
Satisfaction Guaranteed

QUALITY PRODUCTS |
at
COMPETITIVE PRICES
Rubbermaid
Commercial Products
I Authorized Distributor |

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

out of your. ...
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to handle all of the details that
need to be executed to make it
happen. This means managing
contract personnel, printers and
mail houses, for instance. There
are an amazing amount of details
to be coordinated to make a mar-
keting plan successfully come to
life. There is nobody better suited
to do the job than you. Consider
yourself hired.

2. Find a graphic artist.
I am always amazed at what a
graphic designer can do with my
mocked-up (handwritten or
drawn) work, Don't let them start
from scratch, as it can take for-
ever and gives them too much
control over the message. De-
signers make the print eye-catch-
ing and have the time and pa-
tience, which project managers
do not often possess, to fine tune
any written work.

3. Start being very se-
lective about your marketing cx-
penditures. As the marketing di-
rector of several clubs, 1 found
myself being bombarded by
salespeople telling me that their
newspaper - or television station
or coupon book - was the abso-
lute answer to my dreams of new
memberships. At first | met with
all of them and, not surprisingly,
got drawn in by each presentation
and completely lost control over
my budget and marketing plan.
Later, I lcarned to simply explain
to them that my budget was set
for the year and that | would keep
their information in a file to be
reviewed at budget time next
year.

4. Spend money to
make money. For every club out
there spending money in the
wrong places, there is a club that
just doesn’t spend enough money
to make an impact on the local
market. Most owners | know
would rather buy a new picce of
cquipment than spend money on
a direct-mail campaign. This is
completely understandable, since
the piece of equipment is an as-
set with tangible value. But a
properly executed marketing
campaign becomes an “asset” to
the business when it covers its
own cost and creates an addi-
tional three, seven, 25, 50, or 75

new members.

5. Get your prod-
uct in tip-top shape. It is
pointless to create traffic
for a product that is run-
down and out of shape.
There are clubs that have
great member-apprecia-
tion parties but never
spend the money to re-
place the missing tiles
around the whirlpool. If
you have plans to renovate
your club, make sure you
market to that effect,
While you're at it, make
sure you keep your mem-
bers informed of your
progress with signs and
banners inside and outside
of the club.

6. Take a walk-
through of your club.
What you're looking for
here is not so much what nceds
capitol improvements, but how
your club might look if viewed
through the cycs of a prospective
member. Are the signs throughout
your club handwritten or written in
a condescending manner? Is the
club clutiered with paperwork, de-
bris or too many signs? These are
things that don’t usually cost money
but can seriously affect the impres-
sion your club makes on prospects
touring your club.

7. Create marketing mo-
mentum. Make sure you are giv-
ing an idea, or a promotion, enough
time to work. For instance, | find
that it can take members several re-
ferral promotions to get the idea that
they actually get a gift when a re-
ferral of theirs joins the club.

Similarly, if you are gel-
ting results - either internally or
externally - it is important to keep
the efforts up so as not to lose the
momentum you have created. In-
creasing your market sharc is a
building process. Each marketing
cffort hopefully plants a seed deep
in the mind of the prospect. Efforts
made now have a residual effect for
months and even years to come.

8. If it’s complicated,
don’tdo it. If your marketing idea
has steps, tiers or special instruc-
tions, it will probably fail. It may
be a fantastic idea, but it is prob-
ably too difficult to communicate

Brenda A bd:lla

to the prospect. If you can’t com-
municate the idea verbally to some-
one else in one or two sentences,
or if the person has questions, the
promotion won't work.

Brenda’s Bottom Line:
You will see far improved results
when the marketing is being man-
aged by one main person within
your club. Clubs tend to disperse
the marketing responsibility among
several staff members to lower the
overall risk. This, unfortunately,
dilutes the success in the process.
Work out the details as to who will
manage the marketing effort, hire
outside assistance for items which
are best handled professionally, and
get the club physically cleaned up.

(Brenda Abdilla, a 17-
year veteran in the Health & Fit-
ness Industry, runs Oregon-based
Club Profit Systems. Her specialty
is helping fine clubs take their
sales and marketing departments
to the next level of success.
Brenda works with club manage-
ment to focus intensely on the two
most important elements of bot-
tom-line success: generating more
traffic and updating the systems
Jor selling memberships.)

(This article was ex-
cerpied from Marketing for Results,
A Common-Sense Approach for
Health Clubs by Brenda Abdilla.)

Norm's Notes

continued from page 5

dent, JEFF BENSKY, has an-
nounced the opening of
Healthpoint, a new 100,000
square-foot flagship athletic and
fitness center in Waltham, Ma.
Healthpoint is a partnership be-

*The USPTA has hired
FRED VIANCOS as its new Direc-
tor of Professional Development.

*Gold's Gym Enter-
prises, Inc. is still in hot and heavy
talks with an acquisition goup. How-
ever, Gold's Gyms, RICH
MINZER tells us that no deal is
done and no details arc available at
press time. STAY TUNED!

tween TBG Development, The Care
Group and the Boston Celtics.

*ROYLE C.BERRY, a
long-time club industry consultant
who specializes in Corpurate Mem-
bership marketing, was kind to write
an article for us a couple of months
back. I failed to list his phone num-
ber with his bio on that article. To
reach Royle call: (972-483-6016 or
c-mail: royle(@azmail.net
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WIRELESS
CARDIO THEATER

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

We're presenting our cast of wireless systems around the And last but not least is Wireless Fitness FM, our entry
world. And getting rave reviews. It’s the biggest variety show level performer. This player is second to none when it
ever introduced in the Exercise Entertainment™ business. comes to FM.

No one else can offer such a wide selection of wireless sys- Cardio Theater’s three wireless systems are:
tems, Priced on three levels, there’s something for everybody. * the most reliable
Presenting our three star performers: * easy to install

Wireless Cardio Theater, our veteran performer, sets the * easy to maintain
stage with an unbeatable 16-act show. * easy on your budget

Wireless LCS, our newest performer, brings audiences Contact us now for more information. Your members
to their feet with its show of up to 48 acts. will applaud your act.

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

Manufacturer of 3 wireless systems:
Wireless Cardio Theater

] : /Z ()/, Wireless Cardio Theater LCS

EXERCISE THE BODY. ENTERTAIN THE MIND, Wireless Fitness FM Plus

1-800-CARDIO-1, or 404-848-0233. www.cardio-theater,com
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Caveat Venditor: The Reality
Managers Refuse To Face

By Rick Barrera

Mﬂ.ny speakers and au-

thors today are talking and writing
about constant, discontinuous change
and chaos in the marketplace.
Frankly, that’s not what | see. Yes,
there is plenty of change but the
change hasbeen following a repeated
and predictable pattern for the first
macroeconomic cycle, the agricul-
tural age, through the macroeco-
nomiccycles of the industrial age and
the information age.

The pattern is similar to the
product life cycle curve with the ex-
ception of the last portion of the
cycle. The typical product life cycle
curve has four stages: introduction,

growth, maturity and decline.
(See diagram 1)

the products of that cycle are still
needed, but demand is fairly constant,
onlygrm:jnginlinc with population.

[ Existing Business
Macurity
Product Aging
Growih Dectine Life Cycle
Curve Growth Gestation
Intrsduction Castatien
Dhsen | Emerging Business
S
The macroeconomic Time and Dvestment — ppo e i
life cycle curve also has four Diagram 2 Life Cycle Curves
stages: gestation, growth, matu- In Business

rity and aging. (See diagram 2)
The key difference is the fourth
stage. The curve flattens in the
fourth stage because demand for

e
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Professional
Collection
Services, Inc.

>

<<

Large Enough To Serve You,
Small Enough To Want To!

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

we can be for you.”

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

P
CS

Professional Collection Services, Inc.

John C. Barlow, President
5555 Montgomery Bivd., Suite 8
Albuguerque, New Mexico 87109

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

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

cls. In the industrial age
we organized to distribute
large quantities of generic

What all this means is that
if we want to position our businesses
for the future we need only look
down the curve to see what's next and
begin to position our businesses to
profit in the coming portion of the
cycle. In the first quarter of each
cycle it has been the product of inno-
vators who have created wealth. In
the second quarter, improvements on,
adaptations of, and applications for
the new innovation have been the
wealth creators. In the third quarter
most of the technical improvements
have been made so it’s superior mar-
keting that creates wealth. (Right
now we're in the 3rd quarter of the
information age.) In the fourth quar-
ter, only low cost producers survive
and the rest of us are freed up to move
into the gestation phase of the next
cycle.

Al the turn of the century
80% of the population was farmers.
Today, less than 2% of the popula-
tion produces more than we could
possibly eat. In the 50's", 80% of us
worked in the industrial sector. To-
day, less than 25% do, but they pro-
duce more than we can buy.

What has changed radically
is the speed with which we have gone
through these cycles.

We were Hunters and Gath-
ers for 100,000 years. We were in
the agricultural age for 10,000 years,
We were in the industrial age for 100
years. It looks as if the information
age will last for only 60 years and |
predict the next cycle will take only
20 to 30 years.

There is, however, a far
more pervasive and fundamental
change sweeping the business land-
scape that is not widely recognized
and that, in my view, threalens to
wipe out whole businesses and whole
industries who do not fully under-
stand its implications.

From the beginning of eco-
nomic history until about the early
1980's, demand exceeded supply for
virtually every category of goods.
There was not as much available that
the market as a whole wanted to buy.
As a result, operations thinking per-
vaded all of our management mod-

goods to mass markels
with high demand.
When demand
exceeded supply for ev-
erything from automo-
biles to telephones you
could have it inany color

..'#'_ o
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Rick Barrera

you wanted as long as it
was black and you would only
have to wait six weeks to get it!
This kind of market-efficient, op-
erations-oriented thinking created
fat profits and operations oriented
managers rose quickly to the top.

In too many companics
and too many industrics those
managers are still at the top trying
to use operations thinking to cre-
ate profits in a very different mar-
ketplace. Today, we must reorga-
nize to deliver small quantitics of
specialty goods and services to
small niche markets who have
many choices of supply. The bat-
tom line is that for virtually every
product category today, supply
exceeds demand! If you don’t
believe me, answer this question:
If your company went out of busi-
ness lomorrow morning at
9:00am, how long would it take
your customers 1o replace you?

If your answer is any-
thing longer than a few minutes
or hours, I want to invest in your
company. Mostof my clients and
audiences tell me that their cus-
tomers keep their competitors on
speed dial!

Understand this: for the
first time in economic history, the
customer owns the marketplace.
Caveat emptor (buyer beware) is
dead, Caveat venditor (scller be-
warc) is alive and well. Few man-
agers today fully understand the
pervasive shifts required by this
fundamental change. There is no
department, discipline or person in
the company who will be un-
touched by this change.

If supply exceeds de-
mand, how important is superior
product design? If supply exceeds
demand, how good must your
marketing team and sales team be?
If supply exceeds demand, how

important is quality? If supply ex-
ceeds demand, how long will your
customers wait for your product or
service? If supply exceeds demand,
what kind of pricing or financial pack-
age will be required? If supply ex-
ceeds demand, what level of customer
service will your customers demand?

The answers are essential,
exceptional, critical, a nanosecond,
better than your competitors and
world class. Not many of us can claim
to be all of these things, and for the
time being, that’s what is allowing us
to stay in business. But as the smarter
companies reorganize for this funda-
mentally different era. Those who do
not will quickly disappear.

I am not sharing this with
you 1o scarc you but rather to alert
you to the actions true leaders must
take quickly. Too many companies
have relied on downsizing to sustain
profitability as their customer bases
shrink and orders per customer be-
come smaller and less frequent. You
will never shrink your way to greal-
ness! Downsizing is merely a strat-
cgy to dodge the bullet while you re-
organize for this new, ever more com-
petitive marketplace. In the end, if
you don’t truly change the fundamen-
tals of your thinking, your people and
your systems to be truly marketing
driven (the third quarter wealth cre-
ation strategy), you will have just
postponed your ultimate fate.

My company and this pub-
lication are dedicated to bringing you
the best idcas we can find to assist
you in making the necessary transi-
tions. We hope you find them useful.

(Rick Barrera is the Presi-
dent of Rick Barrera and Associates,
a Southern California based Manage-
ment Consulting firm. Barrera and
Associates may be reached at: (619)
759-2559.)
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Crunch Fitness

continued from page 3

was taking prescription medicine
for hypertension, he encouraged her
to buy the supplements and pro-
vided her with hand-written in-
structions on when to take them.
According to the complaint, the
products Casseus recommended
included Whey Fuel, EFA, a
supplement of essential fatty acids,
Thermadrene, containing ephedra,
Lean Body Shakes and Yohimbe
Bark Extract.

Ms. Capati suffered the
stroke and died after several
months of taking the supple-
ments.

TRAGIC IRONIES

Crunch Fitness has
branded itself as a very unique
health club organization with
good-will and humor as a signifi-
cant part of its product mix. How-
ever, the tragic irony of that thrust
lies in some of the intended to be
humorous materials distributed
by the internatonal organization.
For example, the personal train-

ing brochure has a line
stating,"Besides having minty-
fresh breath, the trainers have a li-
cense to kill." The brochure con-
tinues with, "Use a personal trainer
when it's time to meet your fitness
goals, or die trying."

New York Post
Investigation! "How
Safe Is Your Gym? [

In a New York Post in-
vestigative article, Richard Cot-
ton, Chief Exercise Physiologist
and spokesperson for the Ameri-
can Council on Excercise in San

Diego, was quoted as saying,
"There are unfortunately many
trainers out there without good
credentials and most certainly
aren't qualified to give nutri-
tional advice."

So, the New York Post
sent reporter Hallie Levine, a-
125 pound regular exerciser, un-
dercover to visit four New York
City gyms. She attended three
personal training sessions and
one nutritional consultation.

The results were eye-opening:
New York Sports Club
Rating : Excellent

Crunch Fitness Rating:
Fair

Equinox Rating: Poor

Art of Fitness Rating:
Poor/dangerous

This sad cvent and the
subscquent undercover reports
produced by New York Post re-
porter, Halliec Levine, make it clear
that there is vast disparity between
the qualifications and skills of per-
sonal traincrs. This event should
serve as a "red-flag" for all club
owners to scrutinize the creden-
tials, experience and practices of
their personal trainers. It could
end up saving you a bundle!

..Gold's Gym

continued from page 3

After 10 years of club
prosperity leading to two clubs,
Holmes was looking for a new mar-
keting high. Although his reaction
to the Gold’s Gym conversion was
negative, he respected his friend’s
advice and dramatic success with
the conversion of his multi-purpose
clubs to Gold's Gym. The pros and
cons of conversion lay heavily in
favor of the Gold’s Gym license,
but the lingering perception of
Gold’s as a muscle-head organiza-
tion remained in Holmes® mind and
he wasn’t persuaded.

As the decision was being
weighed, Johnson invited Holmes
to attend a meeting of GFL.
Holmes attended the meeting and
credited his impressions of the
Gold’s Gym owners and their ap-
proach to business as one of the key
and final decision factors that re-
sulted in his decision to license the
Gold’s Gym name for his clubs,

No "Muscle-Heads" Here

Hnlm&s related, “I was

expecting a bunch of muscle heads
and seat-of-the-pants operators.
What | found was a group of intel-
ligent and experienced entrepre-
neurial businessmen who had
forged an alliance between them-
selves and were taking their busi-
nesses to a new level with their co-
operative relations. | was surprised
and impressed. Two weeks later |
was in Venice, California complet-
ing my franchise agreement. Now,
as a Gold’s Gym, a participant in
Georgia Fitness Legends and an
IHRSA member, | am rock-solid
positioned.”

Today, Holmes is Secre-
tary respectively of GFL as well as
serving on the GFL board. He
brings an array of general business,
financial and legal knowledge to the
GFL. The Atlanta metro area has a
population of about 3,400,000.
There are 19 Gold’s Gyms in that
area, twelve of whom are in the
GFL. There are at least three gyms
on the drawing board for 2000.
Presently, the projection by the end
0f 2000 is for GFL to have 18 mem-
ber gyms with at least 40,000 mem-
bers.

The twelve metro At-
lanta Gold's Gyms have seven
different owners and serve over
30,000 members. GFLisa Geor-
gia Corporation. Each Gold’s
Gym owns and votes 10 shares of
GFL stock. The initial capitali-
zation was $1,500 per gym and
monthly dues are $250 per gym.
Dues are primarily spent on ad-
vertising and education of staff
and owners. The principal rea-
sons for organizing as a corpora-
tion, rather than just operate as a
casual group, were to be able to
enter into contracts, legally bind
the members to each other and to
establish a credit history. There
are five Directors elected by the
respective Gold’s Gyms, who
meet monthly to lay the ground-
work for the members at the regu-
lar business meetings.

One of the first accom-
plishments of the GFL was to cre-
ate a partial reciprocal use pro-
gram for its 30,000 members.
Now, members have the availabil-
ity of using not only the national
gyms but also the local GFL gyms
as much as 14 times per year each.

CarpamteMemberslup
Aclin g on the strength

of the Gold’s Gym name, the high
concentration of Gold's Gyms in
the Atlanta area and the national
Gold's Gym network, GFL
launched a Metro Atlanta Corpo-
rate Membership Program. No
one club could have done this
alone; 12 acting together did it.
Headed by a full-time Corporate
Membership Director, Arman
Ecklebarger, GFL is now provid-
ing citywide membership for cor-
porate clients. The business plan
is for each GFL gym to have a
revenue increase of 10-20%
within two years due to corporate
memberships.

Does the alliance work?
Do all these business owners get
along? Is it productive? When
Club Insider visited a GFL mid-
day membership meeting at an
Allanta restaurant, it could have
been any group of dedicated busi-
nessmen, sharing camaraderie
and business topics, except that
everyone sported Gold's Gym
logos on their shirts. That par-
ticular day the focus was on pub-
lic relations and the corporate

membership program. The unity
was obvious; there was no squab-
bling or rancor. Opinions were
voiced, sometimes with passion. It
was obvious that speaking one’s
mind was appropriate. There was
a brief review of progress to date
which highlighted local member
usage reciprocity, radio, print &
TV advertising, public relations,
the $25,000 local Serious Fitness
Contest, city wide Red Cross blood
drives, training seminars and the
corporate membership program.
Although GFL has been
formed less than a year, the pro-
gram has already produced tremen-
dous synergistic results. For ex-
ample, a reciprocity program for
local Gold’s Gyms (located within
50 miles of each other) has been
put into place. The Travel Plus
Program supplements the current
international travel program which
permits members to use Gold's
Gyms worldwide. With Travel
Plus, many Gold's Gym members
may work out at other local Gold’s
Gyms which are participating in
GFL.
Another opportunity for
GFL is the wider use of public re-
lations. The variety of facilities
involved in Georgia Fitness Leg-
ends lends itself to an increased
number of promotional events and
publicity-related opportunitics.
Plus, the synergy created from the
alliance has made advertising a
GFL affair as opposed to an indi-
vidual licensee activity. Advertis-
ing and marketing leverage is an
important aspect of the GFL. The
ability to access massive media ex-
posure has become an important
part of each gym's marketing plan.
Training and education
among the participating gyms is
another huge benefit. By pooling
their resources, GFL has alrcady
contracted with well-known moti-
vators and educators such as John
Paul and Tony Davis to continue
the inflow of business-related
knowledge to the group.
Large-scale charitable
activities have also become a staple
of the GFL. A recent Red Cross
blood drive, the second in 1999,
netted the area Gold’s Gyms an
award from the Red Cross for the
huge success of the citywide event.
Al this writing, the GFL is respond-
ing to an emergency shortage of
blood and planning a drive on two
weeks notice.

Mark Montgomery,
owner of three Gold's Gyms;
Kennesaw, North Marictta, and
Acworth, commented “two ma-
jor benefits we didn’t mention
are the sharing of knowledge and
experience and the ability of our
staffs to call on or visit any club
to learn or pick up idcas. Be-
tween the owners we've got fi-
nancial, marketing, planning,
operating and sales experience
from the club industry and at
least five other industrics. We
play golf. We get along. With
these guys, it’s not nearly as
lonely at the top.”

A Rough Start

n
Ini:inlly.thc group

wasn’t always as organized and
productive.” commented Dr.
Michael Prococcini, owner of
Gold's Gyms of Lilburn and
Duluth, Vice President of GFL,
and Chairman of the GFL Board.
Before shifting his business in-
terests to Gold's Gyms, Dr.
Mike, a graduate of Life College,
was a successful chiropractor,
opening 12 chiropractic centers
in 3 states. He developed his
chiropractic skills and also be-
came a devoted student of suec-
cess techniques.

A foundation belief of
Dr. Mike's is that whatever you
are doing, you do it to be the
best. Acting on that belief was
the genesis of the owners asso-
ciation. It could be the vehicle
to cnable paying larger salarics
to better, more-qualified people
to do more skillful work and to
produce better results. A mar-
keting professional, a corporate
sales person, a public relations
person and proper staff training
arc all vital in running a success-
ful operation but all of that over-
head is cost prohibitive for a
single gym owner. By pooling
their resources, they could afford
more high-priced resources.

However, the initial
formation, begun in 1997, never
took off. There was disharmony,
too much difference in pricing
and special offers for effective
group advertising and the meet-
ings were like a tower of Babel.
Several gyms would not honor
their financial commitments.
Advertisers wanted to deal with
one billing location and not bill

cach gym.

Dr. Mike claborated on
the formation of GFL, “After
much effort to keep the owners’
association together, it nearly col-
lapsed because of difference of
apinions and no accountability.
Several gyms wouldn’t pay their
share of the advertising. Adver-
tisers didn’t want to bill each gym
individually. The organization
was not credible. We were not
making progress. Finally, the
group did agree on one thing and
that was to incorporate the orga-
nization and get some leadership.
Also, we realized that by incorpo-
rating we would hold each other
accountable to each other and it
would climinate misunderstand-
ings. We incorporated less than a
year ago, made legal and binding
agreements through the GFL and
put up some serious money. The
gyms who couldn’t stand the heat
got out of the kitchen. We clected
leaders and it’s clicking.”

“The group has been so
successful because they have ap-
plied what is called the *Disney
Pattern’ to their decision making
process. The Disncy Pattern has 3
steps: first you brain storm and
dream of ideal situations; then you
critique and find faults and poten-
tial problems; then you realize
how to implement the dream.”

* 1 guess I'm designated
senior dreamer of the group,” con-
cluded Dr. Mike. “The idea is the
simple part. It is the implementa-
tion that is hard. We have been
good at assigning the right pcople
to accomplish any given task.”

When asked what the fu-
ture holds for the GFL, Johnson re-
plied, “ Whatever we are willing to
invest will be multiplied by the num-
berof Gold’s Gyms that participate.
Our owners plan to open new gyms.
We will be part of the IHRSA ob-
Jective of 50,000,000 US health club
members by 2010. Gold's Gym
corporate gives us greal support and
that will continue to get better. The
web will be an important marketing
tool. We will employ more special-
ists to support the member gyms. |
am confident that within 2 to 3 years
the number of GFL Gold’s Gyms
will reach twenty-five.”

(Our sincere thanks to all
of the GFL leaders that assisted in
the preparation of this article.)
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International Sports Sciences Association (/ONO
The World Leader in Fitness Certification o_f
Since 9K

Personal Training
CERTIFICATION

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

Fred Hatfield, Ph.D

Tom Platz, B.S.,MSS

‘The Golden Eagle’
Multi-Mr. Universe

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

Bill Pearl Bob Delmonteque, ND Dr. Sal Arria
Worlds Leading Fitness Worlds #1 Senior Fitness ISSA Co-Founder and
Sx Mr. Uni Consultant U.S. Olympic Team Doctior

3x California State
Powerlifting Champion

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

v/ FITNESS: The Complete Guide, (640 pages, 1997
4th Edition) and a complete Step by Step Study Guide

v 188A Guide 10 Fiscal Fitness, (How To Start And Build
A Profitable & Rewarding Personal Training Business)

v NEW! 5 Hour Video Series on Fitness Training and
Sports Medicine for Personal Trainers

v Unlimited Use Of ISSA's 800 Technical Support Help
line (During And After Certification)

v Free One Year ISSA Membership And Subscription To
The ISSA Newsletter, PRO-TRAINER

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

v YOU CAN EARN $50 - $150 Per Hour In Your Spare
Time Helping Others Enjoy a Lifestyle of Health & Fitness!

CALL 1-800-892-4772
TODAY FOR FREE INFORMATION!

INTRODUCING ISSA's NEWEST CERTIFICATION PROGRAM

e BASIC TRAINING -

IncReEASE MemBER SaTisracTiON & Your Crus ImAsE

Our newest program provides club » Fosters Consistency Within The Indusiry

owners with a tool to bring consistency
of knowledge to their employees. When
members come into your facility they
look to your employees to be experts.
By enrolling your instructors in ISSA's
Basic Training program you give them
the expertise (o become a truly
professional fitness instructor.

* Elevates The Professional Level Of Floor Instructors

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

» Improves Each Member’s Image Of The Facility

* Program Encompasses:
The Six Basic Components Of Total Fitness - Cardiovascular
Conditioning, Muscular Strength, Flexibility, Nutrition,
Relaxation, and Mental Fitness

CALL 1-800-892-1SSA TODAY!

[ o e e e e
I

FOR FREE INFO CALL 1-800-892-1SSA !

1

1 OR SIMPLY SEND IN THIS FORM WITH A CHECK MONEY ORDER, OR VISA, MC, ]
] " DISCOVER, OR AMEX FOR ONLY $495 PLUS $10 S&H (U.S. FUNDS) |'
INAME PHONE._( ) }
IADDRESS I
IciTy STATE ZIP_ |
ICREDIT CARD # EXP. DATE :
|SIGNATURE DATE 1
1ISSA = 1035 Santa Barbara Street, Suite 7 » Santa Barbara, CA 93101 |

1(805)884-8111or FAX(805)884-8119 / WEB SITE: WWW,ISSA-USA.COM |
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Successful Strategies For Making
Trial Memberships Work

By Casey Conrad

Mentinn trial member-

ships and many club operators roll
their eyes while others give praise
to such programs. What is the dif-
ference between these two people?
Return on investment!

No doubt every club op-
erator has at one time or another run
some sort of trial membership pro-
gram trying to drive potential pros-
pects through the door in the hope
that a significant percentage of those
people will eventually convert into
paying members. Unfortunately,
many club operators are soured to
trial memberships. This negativity
usually stems from two main
sources: One is a relatively low
conversion ratio. The other is a
sense that too many people coming
in on the trial memberships are “ha-
bitual users” of these free passes,
giving club operators the feeling of
repeatedly being taken advantage of
by certain people. Of course, this
second issue would not be as big a
concern if the club were enjoying a
strong conversion ratio overall.
This article is going to look closely
at trial memberships, discussing
everything from the psychology of
the programs to the skills and tech-

niques clubs need to use to make
them an effective marketing
strategy for you.

Why Trial
Memberships?

Bcforc we can dis-
cuss the specifics of how to make
a trial membership program
work, let us first look at why such
programs should be a part of ev-
ery club’s marketing efforts.
American Sports Data recently
reported that 93% of Americans
when polled said they believed
an exercise program would defi-
nitely improve the quality of their
life. 85% of those same people,
however, admitted that the rea-
son they had not embarked on an
exercise program was the belief
that they would not be able to
stick with it; therefore, why start.
Further, the most recent [HRSA
reports stated that only around
11% of all Americans are cur-
rently members of a health clubs,
leaving a whopping 89% as po-
tential prospects.

The significance these
statistics have for the justification
of running trial membership cam-
paigns is incredible. People want
to exercise but they don’t want
to fail. They want all the ben-
efits of an exercise program but

they don't believe they can actu-
ally attain them. Trial member-
ships give the 85% of individu-
als who are skeptical about suc-
cessfully sticking with an exer-
cise program a “low barrier” en-
try into the club doors. Without
a no-risk trial, the chances of
these skeptical prospects walking
into the club is slim to none.
Therefore, if clubs wish to suc-
cessfully attract new, decondi-
tioned individuals who have
never been a member of a club
before, trial memberships pro-
vide the perfect vehicle. In addi-
tion to offering a low barrier en-
try, clubs can promote trial mem-
berships without having to offer
discount prices, thereby main-
taining a higher level of value in
the consumer’s mind. Let's face
it, if you are constantly offering
price discounts, consumers will
become conditioned to buy only
when there is a deal.

Why Most Trial
Membersth Offers Fail

So. if trial member-
ships are such wonderful vehicles
for attracting new members, why
is it that many club operators re-
port minimal success with them?
Simple, trial members don’t con-
vert into long-term members be-

cause they don’t experience re-
sults. Of course, even if somcone
has a 30 day trial, there are limits
on physical results one can attain.
However, when we speak of a trial
member not seeing results, we are
really referring to their inability
to use the club on a regular basis.
Most people realize (and admit)
that it takes more than 30-days to
reap substantial fitness bencfits.
What they want to see during their
trial membership (and fitness
salespecople hear this so often from
skeptical guests)-is if they are
going to actually usc the club. In
fact, many guests have historics
of starting exercise programs
(whether it is at home or a club)
and quickly failing to stick with
them. Therefore, it only makes
sense that people want to try your
club before they make a long-term
financial commitment.

Now, don’t get me
wrong. All efforts should be made
to get prospects to fully compre-
hend that the first step to sticking
with anything is making a com-
mitment. However, such logic is
somewhat the chicken or the egg
syndrome; which comes first, the
mental commitment or the physi-
cal proof that one will stick with
it? Because of this situation and
the fact that high-pressure sales
tactics arcn’t an option, the rcal-

Casey Conrad

ity is that many who respond to
trial offers will use the trial before
making any financial commit-
ment.

Having people use the
trial memberships, however, isn’t
the problem. The problem is that
trial members usually do not get
the attention they need, resulting
in low or no usage. Having used
the club a minimal number of
times convinces the trial member
that they wouldn’t have stuck with
a program anyway and they end
up not enrolling, perhaps never to
step foot in a club again. This is

(Sce Casey Conrad page 19)

(LtoR) Susan Johnson Jerm Thunberg,

Casey Conrad, Laura Ferry and Mike Campetelle

‘ ‘ akefield, RI - June

17, 1999 - Casey Conrad’s Com-
munication Consultants has just
purchased an office building that
will be home to their new corpo-
rate offices. The official move
will take place as of July 1, 1999,
The new address will be 11
Kenyon Avenue, Wakefield, Rl
02879. The company’s new local
phone number is (401)792-7009.
The fax number is (401)783-9671.
The company’s 800 number will
remain the same at (800)725-
6147.

The decision to purchase
an office building came as the re-
sult of the recent expansion of
company services, products and
employees. In March the com-
pany launched a product catalog
division that featurcs all 18 of the
company’s sales, marketing and
management products specifically
geared for the health club indus-
try. In April the company
launched a personal development
division that specializes in cus-

Coumcatlon Consultants Opens New Corporate Office

tomer ﬁCrVICE ﬁcmlﬂﬂﬁ and "—ﬂi"'
ing and added three new employ-
ees to the team. “The move wasn’t
an option for us anymore,” notes
Conrad, “We simply nceded more
space.”

The building provides
enough space for the company’s
current needs while giving Com-
munication Consullants room to
grow in the future. According to
Conrad, “Half of the building is
currently rented out to other ten-
ants but owning the building gives
us the ability to take over more
space in the future if and when the
nced arises.”

Communication Consult-
ants provides the fitness industry
with a comprehensive system of
live training seminars, tapes, work-
books, textbooks, on-site club con-
sulting and trade show lecturing,
with more than 19 products in use
inover 1,600 clubs worldwide. In
addition to being President of the
company for the last 10 years,
Conrad is an attorney, licensed in
the State of Rhode Island.
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Hydrafifness
THE GROUP EXERCISE PROGRAM FOR EVERY BODY™
Anyone at ANY fitness level can do PACE!

Comraderie
Fun ¢ Safe
Not Intimidating

OVERWEIGHT

i User Friendly ¢ Easy To Do
No Coordination Needed
No Muscle Soreness
High Calorie Burn

FIT OR UNFIT|

Strength & Cardio
Workouts Combined
Time Efficient ¢ Fun

Cross Training
Group Exercise
At It's Best

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

Call Pro*Fit Enterprises at 888/604-2244 for a FREE PACE VIDEO & quotation on a PACE PROGRAM
customized to meet your needs.
Visit our website at http://www.pacepro-fit.com
Pro*Fit Enterprises has been recognized Sy the American Council on Exercise (ACE) as a Continving
cation Specmhsf
PACE is a trademark of Henley HealthCare and is used with permission. All Rights reserved.
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The Fundamental Changes That

Are Shifting

The Way We Do

Business in the Fitness Industry -
and How You Can Profit
from Those Changes!

By Michael Scott Scudder

We're Stuck In A Rut. ..

*Industry “Member Attrition™ is
STILL at 40% or higher!

*Average profit margins are STILL
under 10%!

*Owners STILL can’t hold on to
valuable employees!

*The health club business is STILL
price-driven!

But All Of That Is About To
Change. . .

*Competition is keener than it's
ever been!

*The new facility start-up rate is
at a faster pace than the net membership
increase rate.

*Non-profits are learning fast.

*Multi-club operations are grow-
ing exponentially.

What Are These Changes?

. .and what effects will they have
on YOU?
.. and how can YOU profit from
these changes?
- Membership Pricing Will
Change. ..

*"Contracts” will disappear in fa-
vor of higher-priced term-to-term agree-
ments.

*There will be less emphasis on
“membership” in progressive clubs.

*Initiation Fees will reflect qual-
ity of service and consistent proactive re-
tention efforts.

*Renewals will be member-activ-
ity incentivized.

#2 - Employee Training Will
Change. ..

*Owners will institute real em-
ployee training programs at all levels.

*High-profit clubs will be high
employee-retention clubs.

*Internal company structures will
be bottom-up or network-driven (instead of
the traditional “top-down™).

#3 - Investment Strategies Will

Change. ..

*Operators will invest in less, and
different types, of equipment (see “Market-
ing” changes).

*Clubs will put money into employ-
ees. . .wages will go up and be incentive/in-
come-sharing based.

*Substantial dollars will go into tech-
nology and software, which will be “smart.”

#4-Traditional Programming Will
Change....

*"Aerobics™ will disappear and
blend into group activities.

*Member physical training will be
group-based.

*Profit centers will be based on pro-
grams, not products.

*Customers, not features, will be-
come the driving force of leading clubs.

#5 - Marketing and Advertising
Will Change. .

*Gym design will be seen as a mar-
keting tool. . .not as physical space cost. (Soft
Gyms will become the norm.)

*Equipment lineup will move from
linear to exercise-user-functional.

*Traditional entertainment centers
(cardio theater, TV) will become internal ad-
vertising, programming and marketing ven-
ues.

#6 - Marketing and Advertising
Will Change (continued). . .

*Marketing will be “in-driven,” not
“out-driven,” and “customer-back.”

*Clubs will spend LESS on sales and
marketing.

*Operators will recognize the mar-
keting value of retention and put advertising
monies into members and staff.

Will YOU Change?

*Those who do not will be resigned
to the results-and-limitations- the past.

*Those who do will carve out the
promise - and benefits of the future.

{Michael Scott Scudder is President
of Fitness Focus, a club management con-
sulting firm. Michael may be reached at 505/
751-4236.)

...Club Complaints

continued from page 3

health club industry. This is an indicator
that the industry, serving 35% more mem-
bers in 1997 than it did in 1991, is heading
in the right direction in terms of industry
ethics and customer service,” says John
McCarthy, Executive Director of IHRSA.

According to the report, there were
only 263 complaints filed in 1997, down

from 3, 140 complaints in 1991. While com-
plaints have diminished, the number of
health club exercisers has grown. In 1997,
there were 28,305,000 U.S. health club mem-
bers, 35% more than the 20,995,000 in 1991.
So while U.S. health club membership has
grown 35%, the complaints have decreased
by 92%

The report showed there was a total
of 2,044,048 complaints made to the BBBs
during 1997. Health club complaints were a
01% of their total complaints.

CLUB INSIDER Classified Advertising
We Can Help You Sell Your Used Equipment,

Your Land, Your Club(s) Or Other Items.
$50 Per Ad For Up To 50 Words * Call 770.850.8506 For Info

"E-Zone dazzles members and prospects!’
North Dallas Athletic Clufr

“Our members love the variety.”
Premier Athletic Club

“Enhanced the club tenfold”
Signature Athletic Club

Keeps our clubs one step ahead”

Gold's Gym Long Island

“Helps attract our largest growing market.
The Houstonian Club

TAPE

| AUDID SOURCE

And the only system that gives your
members their own choice of person-
alized entertainment. Including video,
CDs and cassettes.

: Just imagine how it will be received
in your club. Call E-Zone at (877) 883-9663.

The E-Zone Network is already
up and running in six cities across
the US. And the reception has been
nothing short of ecstatic.

It's the first entertainment system
and network created exclusively for exercise.

Entertainment For Exercise.

wWWw, ezonenetwor L&S LCom




OEM Quality Replacement Parts
and Electronic Repairs

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

or email y request to: gympart@primenet.com
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Thanks to IHRSA for providing

Capitol Reports for reprint,
fore the appeal was filed in 1993.  this case.

Sewickley YMCA The Allegheny County
Lawsuit Enters Board of Property Assessment, VICTORY! TEXAS
Sixth Year Appealsand Review ruledinDe-  CURBS COMPETITION

cember in favor of Sewickley, FROM COLLEGES

A lawsuit questioning
the tax-exempt status of
Pennsylvania’s Sewickley YMCA
is being dragged into its sixth year,
according to the North Hills News
Record.

Arguments before the Al-
legheny County Court of Common
Pleas are expected to resume this
month.

The County has said for
years that they want the YMCA to
be an equal partner in helping with
the costs of services provided by
the borough because taxpayers in-
cur those costs on the YMCA's
behalf.

But YMCA officials con-
tend the organization should keep
its tax-exempt status because it
provides community services and
has contributed considerably to the
borough.

The two parties tried un-
successfully to settle the issue be-

climinating the tax-exempt status
of the YMCA. The YMCA, how-
ever, filed an appeal secking to
have the ruling overturned.

If the Assessment
Board’s ruling is upheld, the
YMCA could be forced to pay
Sewickley $71,000 in taxes dat-
ing back to 1993. Penalty and in-
terest charges could bring the to-
tal amount to $100,000.

But even the amount of
taxes the YMCA will have to pay
is a matter of dispute.

The borough has filed
an appeal challenging the County
Assessment Board’s use of 1980
assessment figures to calculate
the amount of back taxes the
YMCA owes. Borough officials
contend that several renovations
since 1980 have increased the
YMCA’s value.

IHRSA will keep you
posted on any developments in

Ramim Galindo,

Chairman of the Texas Health,
Racquet & Sporisclub Associa-
tion (THRSA), reports that while
efforts to pass a broad fair com-
petition bill in Texas fell short
this year, an important victory
was achieved.

“We were able to
single-handedly pass an amend-
ment to the biennial appropria-
tions bill to include a provision
that precludes community col-
leges (from receiving) state re-
imbursement for teaching physi-
cal education classes to persons
not engaged in a degree plan.”

According to Galindo,
this legislative action was
sparked when a club operator in
Galveston noticed that a local
junior college was advertising
aerobics and weight training
classes to the community at

large. At $39/month, the taxpay-
ing club couldn’t compete with
the $15/semester charged by the
college, and the taxpaying club
lost members. (The college even
lured away the taxpaying club’s
instructors by offering them
150% of their previous pay.)

The college then billed
the state approximately $400/se-
mester per person that signed up
and enlisted the instructors in its
state benefits plan!

The lobbying effort was
funded by THRSA, its member
clubs and by IHRSA. Congratu-
lations THRSA on a job well
done!

NASHVILLE Y
RULING MAKING
HEADLINES

Thc front page of the
June 24 Tennesseean included an
article called “YMCA Tax Ex-
emption at Risk.” The following
is excerpted from this article:

The YMCA of Middle
Tennessee is losing its spiritual

s Capitol Report

focus and ought to lose its tax ex-
emption, according to a state admin-
istrative report.

The report is preliminary,
but it sets in motion a legal show-
down over whether the Y should pay
property taxes on its popular fitness
centers.

That prospect overjoys a
group of for-profit fitness centers
that says the Y uses an unfair tax ad-
vantage to compete for customers.

“The Y is getting a free ride
at taxpayer expense,” said Jay
Ablondi of the International Health,
Racquet & Sportsclub Association.

The report concludes there
is probable cause to revoke the
Midstate Y's tax exemption for its
property used for “exercise, recre-
ation and physical activities” of Y
members.

The Midstate Y is a $38-
million operation, with 21 centers
and 107,000 members in seven coun-
ties. It's one of the fastest-growing
YMCAs in the nation.

But owners of for-profit fit-
ness centers say the Y's conspicuous

(See Capitol Reports page 21)

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

Buying Prof Fitness Equi

EXPENSE |

ha

We Make The Buying Process Simple, S0 You Can Spend

Mere Time Running Your Business

BUSINESS
m.mmwmuwywmm
without sscrificing dursbility of nume brand.  You lnow
mhuusmmmm

l’mi‘h-:hr.hn & way for you to improve
profits by reducng your openfing costs.  Without your
members having any ides that you didn't buy brand new
equpment and spend twice as much money as you did |

Worldwide Fitmers offers fitness center products that
have already depreciated in value, We provide you & consis-
tent supply of Bank Reporsessed, Refurbished, Brand
New, and Faciory Blemished gym fitness equipment.

We Believed Business Owners Wanted te Save Money On
Operating Costs To Free Up More Capltal To Grow,
If you buy your cardio equipment from Worldwids Fit-

ness and save $30,000.  And you add this new found capital

10 your advertising and marketing budget, you will see expo-

mnential growth in cash flow and profits  This $30,000 savings

can bring in 200 extra membens. 1 you get $330 for each
new member m the first year, that's $70,000 sdded to your
groas sales. That's extra income oves and sbove what you're
slready doung

Could your business use an extra $70,000 7

We Invest Over $250,000 Every Momik

$30,000 in building leases. Over £20,000 & month is spent on
replacement pants to refurbish the equipment. The cost o
‘buy this depreciated equipment is over $150,000. The point
¥ investimeants

o msure &

‘We've put ourselves in » position that forces us to perform
fior you or we don't make & profit. I'm not trying Lo impress.
you but | want you to see our commitment. We roust satisfy
you so you will buy from us on your next fitness room
project and refer more customens to us. We can't servios out
g overhead without repest business.

‘Guaraniced To Look Like New, Work Like New, And
Make Everybody Think You Paid Full Price.
‘When our client’s come sse our National hesdquarters m
Crwange, California, they're smazed. They enter our gigantic
warchouse with over 1,000 machines on racks 3 stories high
Tt locks like 50 health clubs went out of business and we
bought all thew inventory, When we tour them through cur
state-of-the-art remanufachuing faclity, they say they've
never seen anything ke it 'When they see our finashed
product they think it's brand new, and afier we convince
them that it s not, they say they will never buy brand new

fitness equipment again.

We warrandy this equipment, give you a National service

tion on owr award website. You see, the only
equipment we sell is the top brands: LifeFiteess, Cybex,
Stairmaster, Trotter, Precor, Star Track, Paramount, Tec-
trix, Quinton and others. These manufacturess have buli &
mationsl service network that we have scosss 1o when our
customers need service.  I's as easy for us to repar &
tresdmill in New York as it is in California. We take care of
your bussness.

We Have Over 1,300 Customers Thar You Can Speak
With To Give You Buying
In ioday's business climate you have to protect yourself
from miss-information.  You can’t take sdvertising state-
ments as fact  We understand this, and make sccessible to

YOu our past customers 50 you can make your ovn judge-
ments, we don't want you to make & mistake We want to
make e this ia the mght buy for your business

“Worldwide Fitnets Saved Me Over 5150,000 And My
Maintenance Staff Still Thinks The Equipment Weas Brand
now, [ Don't feel | Sacrificed Anything. I Will Do All My
Puture Purchases With Worldwide

(Mike Boocier is the CEO of 3 YMCA's )

“I Bought My Equipment From Worldwide For my sec-
ond Cliub. I Saved Over §25,000 And Used These Savings
To Increase My Advertising Budget. This Extra Advertis-
ing Money Allowed me To Hit My One Year Sales Goals In
My Firet 90 Daye.™  Stephen Priest, MS. Fitness Health
Club .

Yo\lmenvahm:ww:mmmuy It starts
lphnnlmun)'mw one of our customer assistants

mhm;{nﬁMmmhurmbbeﬂmsmdoﬁn
samples.

‘When you recsve your packet you'll get a follow up call
from your customer assistant fo answer any questions.

deal started by fwang us & copy of your 30%depont. Tech-
nology has provided a time saving payment sobution called
“Checks-By-Fax". Of counss you can mail your deposit if’
you wanl  This way your order tarts immediately.

You Can't Afferd To Pass Thix Up Withowut Ar Least
Getting A FREE Packet And Proposal.

The pressure lo grow in today’s business climate is high.
Grow or die is the nale of the future,  You have to look at all
your options and do what gives you s competitive advantags
Your customers think the best fitness equipment is what you
provide them. They ke the equipment your stall trams themn
on. A treadmill made 2 years ago w no different than the one
made yesterday. The only difference is how mmuch money it
cost YOU. How much of your operating capital had to be
used 1o acquire the new squipment? Anybody can spend too
much money. The most soccessfil and wealthy business
peaple are the most spend thaifty

Call 714-283-0355x23 Today. Send an email 1

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

'm andier o to eur sward winning
wbeite ' WWW.Worldwidefitness.com

Sincerely
Steve Paterson
Woddwide Fitness, Inc.

P.8. It's hard to grow a business and waste
money at the same fime.
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Your Public Relations Campaign Requires A
Large Commitment And A Small Budget

By Paul Bosley

Om-. form of marketing
that is very often overlooked is
your public relations campaign.
During a recent conversation with
a brutally honest client, even
though the PR plan was viewed as
a noble activity, it was also viewed
as a low return for the time &
money. My response is that de-
pends upon how much time and
how much money that you choose
to allocate to implement your PR
campaign. Many of the tasks can
be delegated to your fitness staff
and you should plan to allocate 5%
of your annual marketing budget
and you are there!

There are a variety of
charity programs that exist that are
designed for fund-raising within
health clubs and fitness and

wellness centers that require very
little work. Two programs that we
currently are recommending to
our clients are: “Joints In Motion”,
offered by the National Arthritis
Foundation in the Summer and
“Team Diabetes” offered by the
American Diabetes Association in
the Fall.

Your facility becomes
the destination training center for
your interested members and
other members of your commu-
nity that wish to commit them-
selves to walk or run a marathon
to raise funds for the designated
charity. Your trainers become in-
volved and the entire relationship
becomes a natural and easy way
to attract new friends and ulti-
mately, new members tojoin your
club. Everyone wins! The charity
raises funds to help find cures for
various diseases and conditioning
and proper nutrition are promoted
to improve the quality of life of

the millions of members afflicted
by these diseases. Plus, as a bo-
nus, your members might end up
training to run a marathon at some
exotic destination like Hawaii or
Southern California!

Other educational pro-
grams are also available to you
from these two charities such as
P.A.C.E. (People with Arthritis
Can Exercise) which encourages
members and non-members to
become active exercisers to im-
prove their quality of life. As a
result, you become an education
center where the ..."rubber meets
the road” and where wellness
squares off with illness. Many of
these programs are already de-
signed and easy to implement
with little of your time and most
of the tasks can be delegated to
your Health & Fitness Dept or
Head Trainer.

There are other pro-
grams offered by charities that are

equally easy to imple-
ment. For example, dur-
ing the Holidays there
are the Angel Tree and
Toys For Tots programs.
In the Winter, the Dance
For Heart, a fund-raiser
for the benefit of the
American Heart Asso-
ciation can be a terrific
evenl. By participating
in programs designed by
charities for our indus-
try, we minimize our
time required since we
do not have to reinvent
the wheel. We also posi-

tion ourselves within the
community as organiza-
tions that work closcly

with local charitics and
over a period of time,

your image within your commu-
nity and our image as an industry
will improve. For more informa-
tion, please feel free to contact us

at our toll free # at: 1-877-422-
CMMA or contact the local chap-
ters of the charities of your choice!

through Compu-Print

SALE basis

Opening campaigns

bosleyp@worldnet.att.net

Our Fool Proof Formula
to Increase Your
Health Club Sales...

“2250 Leads, 775 appointments,
250 tours for 100 new members”

Paul Bosley, owner CMMA - “If one of your goals is to
predict your new member sales each month, you must first
take control and manage the lead collection process. The
average club can generate at least 300 leads per month
internally by combining their 100 referral names, 100
missed guests and 100 alumni members.”

If you're in the Health and Fitness indusiry your job is
demanding. Marketing is vital, but advance planning is
hard to do when immediate, everyday tasks of managing a
health club are always distracting you. Off-the-cuff
marketing just won't do the job. Let us help you:

*Develop marketing budger & plan campaigns including lead
box routes, relemarketing & corparate sales svstems

*Design customized for vou by Focus on Fitness Graphics

*Mailing list acquisition, »rimting, bulk meil fulfillment

*Contact Management Software by Tools Svstem Management

*Measure vour results on a COST PER SHOW & COST PER
*We specialize in Pre-sales, Grand Opening & Re-Grand

Call us today at 1-800 407-0334 or e-mail

i . 4 |!" —
Ad design by Focus on Fitness Graphics - Customized & affordable mailers, brochures, guest passes, newsletters,
newspaper ads, lead box inserts or any type of promotion, call 802-897-2646 or e-mail: vikmart@saover.net
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The Compulswe Athlete

Nancy Clark, MS, RD

I know | exercise too
much, but I'm afraid I'll gain weight
if I don’t.”

“My wife thinks I'm crazy
for exercising as much as 1 do, but |
go crazy if | don't.”

“I haven't missed a day of
exercise in seventeen years-not even
stress fractures stop me!™

Most of us are acquainted
with someone who is an incredibly
dedicated athlete. You know, the
person who makes you feel like a
wimp because you take a rest day at
least once per week and skip a work-
out if you get caught in a work jam.
But he or she exercises every day,
at least once, if not twice, per day.
Chances are, these athletes get lots
of praise for their discipline. (“l only
wish | were as dedicated as you...”)
But the questions arise: Is this praise
misplaced? Is this dedicated athlete
really an exhausted compulsive ex-
erciser who is caught in the vicious
cycle of exercising to burn off calo-
ries and control weight?

As a sports nutritionist, |
spend most of my counseling hours
helping people bring balance to their
food and exercise programs. The
typical client confesses, “I just don’t
feel good unless | exercise for at
least an hour every morning. | don’t
even mind getting up at 4:00 am if |
have to ... otherwise, [ feel too guilty
to eat. | know I should exercise less
and cat better, but | just can’t seem
to do it. I'm afraid I'll get fat or out
of shape.”

If these words sound fa-
miliar, keep reading. Perhaps this
article will offer a new perspective
to help you be gentler on yourself.

Dedicated vs compulsive:
a fine line separates the two words.
I define the dedicated athlete as a
person who does quality exercise to
improve his or her sporis perfor-
mance. In comparison, the compul-
sive exerciser simply pushes his or
her body to do excessive amounts
of exercise; rest days are taboo. The

underlying purpose of the exer-
cise is to burn off calories and
control weight.

Compulsive exercise is
often associated with a desire to
control some aspect of life. That
is, when you can’t control your
spouse, children, parents, health,
job, or other aspect of life, you can
gain a sense of control and stabil-
ity by exercising. For some
people, the price for this control
is a rigid, structured life that lacks
flexibility and spontaneous living
(“Let’s celebrate your birthday™).
Instead, the compulsive athlete
chooses to exercise—again.

The desire to control one
part of an unruly life is one com-
ponent of compulsive exercise.
The desire to control weight is
another. Most compulsive exer-
cisers believe the more they exer-
cise, the leaner they'll be. Not
true. As one woman lamented, I
should be pencil-thin for the
amount of exercise | do.” She re-
ported having flab despite her
punishing exercise program. She
was very frustrated with her in-
ability to control her body. Like
many compulsive exercisers, she
would eat spartanly until she lost
control to her nagging hunger.
She’d then binge-cat.

Compulsive exercise
(and it’s buddy, compulsive eat-
ing) is often a symptom of bigger
life issues that can be defined
through the question “Why do
you have such a high need to feel
in control?” The answer com-
monly is found in childhood scars.
For example, many of my clients
grew up with family alcohol prob-
lems. For them, the parent’s drink-
ing made life feel out of control;
now they cling to situations they
can control.

For others, family mes-
sages about weight left them feel-
ing inadequate, “You know,
honey, that dress looks nice—but
it would look even nicer if only

you'd lose a few pounds.” And

failing Weight Watchers at age 8
didn’t help, either.

If you look back on your
childhood, you can perhaps find
similar hurtful situations. Resolv-
ing the hurt comes not in running
another ten miles, sweating an
extra thirty minutes on the
stairmaster or training for a
triathlon. If your life isn’t work-
ing, as symbolized by your being
ruled by exercise, and if you are
discontent with the situation, the
solution comes in resolving the
issues with counseling or self-
help reading.

You can also soften the
demands you put on yourself and
change your daily self-talk:

*Instead of exercising to
burn off calories, you can exer-
cise to improve your perfor-
mance. This means fueling your-
self properly for high quality(not
high quantity) workouts and plan-
ning one or two rest days per
week. Rest, after all, is an essen-
tial part of a quality training pro-
gram.

When and if you allow
yourself to take a rest day, don't
try to cut back on food. You will
be just as hungry because your
muscles will be busy replacing
depleted glycogen stores with the
carbohydrates you normally burn
off during exercise. For each 1
ounce of glycogen, you'll store 3
ounces of water. A rapid weight
gain indicates better fueled
muscles (not gain of fat).

*Trust that your body
will not “get fat on you” if you
exercise less. | even recommend
you separate exercise and weight
control, Enjoy exercise as the gift
you give to your health. Control
weight by regulating calories.
Also note, the more you exercise,
the hungrier you'll get and the
more you'll want to eat. Why
burn off an extra 500 calories
only to devour 700 calories of fro-
zen yogurt?

*Instead of trying to
change your body into a perfectly
lean machine, accept it for what
it is and love yourself from the
inside out. Who said you have to

Casey Conrad

continued from page 12
unfortunate.

Usage is the Key

i ‘ ith any trial member-

ship, the club’s goal should be one
primary _thing-usage (Of course,
friendliness and a fecling of accep-
tance is a pre-requisite.) After ex-
tensive research on retention, we

now know that if an individual
uses the club just 1.8-2.0 times a
week, they are highly likely to
stick with an exercise program,
If we take this same statistic and
apply it to trial members, the con-
version ratio to new, long-term
members should be similar. In
fact, a recent study oflwlu clubs
using the strategies and tech-
niques outlined in this article
showed that if a trial member
used the club an average of 2
times per week for a four-week

period, an amazing 68% of them
converted to a regular member-
ship. Therefore, like there is a
direct correlation between usage
and retention, the same scems to
hold true for conversion of trial
members. Hence, clubs using
any type of trial membership
strategy-whether it is one-week,
two-week or a month-need to
take a serious look at the systems
and strategics used to ensure club
usage.

(See Casey Conrad page 20)

be perfect? Wouldn't life 7
be easier if you could just i
be human—with bumps
and bulges?

(Nancy Clark,
MS, RD offers private
nutrition consultations at
her SportsMedicine
Brookline office in the
Boston-area. Her books
offer additional advice:
Nancy Clark's Sports
Nutrition Guidebook,
2nd Edition (1997;520)
and The NYC Marathon
Cookbook: A nutrition
guide for runners ($20).
Both are available by
sending a check to Sports
Nutrition Materials, 830
Boylston St., Brookline
MA 02467.)

Nancy Clark, MS, RD

WINNING BOOKS

“If you have a question about nutrition,
food, or weight, Nancy Clark’s Sports
Nutrition Guldebook will give you the
answer. It's as simple as that!"

T NEW YORK CITY
MARATHON
LOOKBOO

d “with 0 pagas’ar
1 nutrition advice
.. anda user-

friendly collaction of fast and yummy
- recipes, this book is perfact for me, a

= hungry athlete who slightly cooks."

ALSD ﬁ'.‘lll.l.lLE
* Audlotape: Digting Tips for Active People (40 minutes; $10.95)
* Teaching malerfals: Sports Nutrition Slide Show ($139)
Eating Disorders & Exercise Siides ($139) = Sports Nutrition Handouts ($149)

ORDER FORM EnclosedisS_______ (price includes postage)

— The NYC Mara
T Cookbook, Sztl
— Nutrition
uidebook, $20
___ Both books—only $34/

— Weight Loss
Auﬂagwsaﬂn. $10.95

— Brochure on teaching
materials

Name/Phone.
Address

Send check to Sports Nutrition Services,
830 Boylston St., Brookline MA 02467
781-894-1358 » www.nancyclarkrd.com

jZZereise
Add Jazzercise to your facility! Meet your
scheduling and community needs with over
12 formars to choose from ~
each taught by a certified instructor,
Bring In This Ad & Join Us For A

Complimentary Class
o Lty Oy hngerss | 170671

information go to
www jarzercise.com or call |(800) FITAS-IT.
Cail Jazzercise, Inc. (760) 434-2101
to Locate & District Manager inYour Area.
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Lights, Camera.

An old five-plex movie

theater was the last place Total Fit-
ness Athletics Center’s President
Marty Tuley thought to look when
he began his seach for a new larger
location. With 2,800 members the
10,000 square-foot fitness facility
was primed and anxious to expand
its operations. However, the club
conversion process can be costly ,
specifically three important ele-
ments; air handling, electrical and
plumbing . Despite prodding from
a friend to look at the old theater,
Tuley resisted. He thought the cost
of a theater conversion would be
too substantial, Tuley was soon to
learn though, that the theater build-
ing was hiding a diamond in the
rough.

“Our first thought was
how do we make this building not
look like a theater. That was our
mistake. Once we began thinking
in terms of incorporating the the-
ater design and motif, the project
took on new light” Fitness and
entertainment go hand and hand.
Despite a continuing and legitimate
push by health clubs to solidify
themselves as components of the
medical industry, more and more
health club owners are realizing
that the entertainment aspect can-
not be abandoned. Instead, inter-
twined is a product that accom-
plishes a two fold goal. Those goals
are: 1) results for the clients and 2)
an atmosphere that is motivating,
inviting and stimulating . In short,
members must have fun while ex-
ercising because physical results

alone cannot provide the day-to-
day incentives to continue an ex-
ercise program. Total Fitness Ath-
letic Center creatively met the en-
tertainment goal by utilizing the
theater's existing theme. Any-
where it was possible Total Fitness
Athletic Center left the theater in-
tact or reincorporated the use of
items in a different configuration.
For instance, cloth wall hangings
were left in the place so that in ad-
dition to saving on painting and
general construction, they allowed
for excellent noise control. All
doors and door frames were re-
moved and reused in the new floor
plan. * This was an old theater,
approximately 25 years. The
doors providing entrance to the
theater bays were solid wood. You
do not just throw something like
that away. One theater bay was
left virtually intact. Total Fitness
Athletic Center then hung and
strategically placed all televisions
within the circumference of the
movie screen. Violal... the real
thing in cardio theater.

All of this reuse and cre-
ative architecture added up to real
dollars and cents. Total Fitness
Athletic Center was able to re-
model a 19,000 square-foot the-
ater for as little as $12.00 a square
foot. These savings were more ap-
parent when it came to the big
three: air handling, plumbing, and
electrical. The building was de-
signed to hold 1,500 people. The
existing air handling system was
enormous. With 100 tons of air
conditioning Total Fitness Center

. . Fitness!

Total Fitness Athletic Center

The New Total Fi

=

tness Athletic Center

had one picce of the puzzle.
“Plumbing and clectrical were
the same situation. Because the
theater had large needs for both
of these items, again we found
them in plenty.” Another standard
dilemma with new construction
these days is a continuing tighter
and tighter grip on city perimeters
of outside sign display. Total Fit-
ness Athletic Center was able to
circumnavigate these restrictions
by again utilizing the existing
structure. “By not changing the
outside structure, only making

cosmetic changes and utilizing
theater signage, we were able to
do much more signage than would
ever have been possible with new
construction.”

When asked what the
single best feature of the theater
conversion was Tuley did not hesi-
tate. “With out a doubt it is our
front counter. The theater had an
enormous front “u” shaped
counter that is positioned promi-
nently as soon as you enter the
building. Everyone who has vis-
ited during construction has been

just stunned by its appearance.” A
counter alrcady heavily wired,
plumbed and outfitted. Yet another
perk of the theater conversion.

Total Fitness Athletic
Center has been so excited about
the success of the project that ad-
ditional theater conversions are a
distinct possibility. “3 and 5-plex
theaters are quickly becoming a
part of the past. With their high
ceilings, large spacious rooms and
ample parking there is a legitimate
place for theater conversions and
health clubs as tenants.”

Casey Conrad
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Touring Strategies

uccessfully converting
trial membership promotions be-
gins at the touring stage of the sales
process. Because the salesperson
is aware of the trial offer, he must
do two crucial things during the
tour to set the stage for a future
conversion. First, he must bring
the guest through a time manage-
ment exercise to establish which
days of the week the individual will
be committing to their workouts.
This scenario might unfold some-
thing like this:

John, what we know
about people starting an exercise
program is they need to establish a
schedule for themselves-just as
exercising was any other important
appointment-that is realistic and
achievable. If you were to say
there were two days a week that
you were going to absolutely be
“able to make it in to exercise, what
two days would that be?

Once the guest has given

those days, the salesperson needs
to get him to commit to a time of
day and the amount of time they
will be able to stay in the club.
Finally, the salesperson needs to
get commitments from the guest
that, *Yes, those times are realis-
tic,” and, “Yes, | understand and
appreciate the need to establish a
set schedule during the first 30
days in order to ensurc success.

Once a time schedule has
been set, the salesperson can move
onto the second crucial stage of
the trial membership tour, which
is eliciting the guest’s buying strat-
egy. Eliciting a buying strategy
means finding out what nceds to
happen in order for the guest to
eventually become a member of
the club. That conversation might
go something like this: John, I'm
curious, | know you came in be-
cause of the trial membership of-
fer and | think that’s great. Obvi-
ously you are serious about get-
ting the benefits of a regular exer-
cise program. Do you mind my
asking, what is it that you need to
see, learn about or expericence here
before you decide to become a
member of the club?

Of course, some follow-
up questions regarding the spevif-

ics to the individual’s response
may be necessary to completely
uncover what the guest’s buying
strategy is. However, the great
thing about this question is that
the guest tells you exactly what
needs to happen in order for them
to buy a membership from you.
Once you know that, you show
the guest how all of those things
will happen if they become a
member.  Further, even if they
end up taking the trial period,
you now know the exact buying
criteria for that individual,
greatly increasing the chances of
your being able to fulfill those
criteria during the trial period.

Closing Strategies

Thc close is the next
important arca that will cffect the
conversion ratio of trial member-
ships. Let’s assume that all good
closing skills have been utilized
and the guest still wishes to use the
trial period before they make any
commitments. Al this point it is
important that the salesperson not
let the guest leave without discuss-
ing and re-affirming the specific
things that need to happen in or-
der for the trial member 1o even-

tually enroll. That conversation
might go like this:

Okay John, | can appre-
ciate your wanting to use your trial
period before you make the com-
mitment to a membership. Earlicr
you mentioned that you felt the trial
period was going to allow you to
see if you are actually going to use
the club, correct? And, we cstab-
lished the two days a week that you
carved out of your schedule for ex-
ercising as well as the specific
times. So, if at the end of the trial
you have used the club an average
of two times a week, at that point
will you be ready to get started on
a membership?

Again, the beauty of this
question is the guest will give you
astraightforward answer; it’s either,
“¥es" or *No." If it is *“Yes,” then
your job is simply to do whatever
it takes to get the member in that
many times per week. If the an-
swer is “No,” you now have the
opportunity to uncover what the
guest really needs to be convinced
that a membership is right for them.

Proper Launch &
Club Integration

Ol'cuur,\'c. it should go

without saying that properly
launching and integrating a trial
member plays a huge part in the
ultimate conversion ratio. Unfor-
tunately, many clubs don’t give trial
members the time and atiention
they need up front simply because
the individual has not made the fi-
nancial commitment. This is a
short-sighted attitude that is cquiva-
lent to saying, “I'll invest in the
company when it shows a profit.”
The fact of the matter is, if a club
does not give trial members the at-
tention they need and deserve at the
beginning of their trial, they won't
get comfortable with the equip-
ment, and then they won't work out,
so why bother coming to the club.
The non-usage, of course, results in
a low conversion ratio. It’s a vi-
cious cycle that must be broken by
the club! Therefore, it is impera-
tive that clubs give trial members
enough introductory workouts to
ensure that a level of comfort and
confidence with the equipment is
attained. Even if it takes an addi-
tional $15 worth of expenses with
labor, if the club is converting 68%
of the trial members into regular,
long-term memberships, the extra
expense more than pays for itself,
(See Casey Conrad page 21)
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Health Club Memberships
Much Higher Than Reported

Thc good news just got
better. Not only did total health
club memberships in the US in-
crease by 4% from 1997 to 1998,
but IHRSA has learned that total
membership over the past decade
was significantly higher-by 26%-
than originally reported.

Employing a new re-
search methodology, the 1998
IHRSA/ASD Health Club Trend
Report stated that there were
29,483,000 US health club mem-
bers as of Dec 31, 1998. Using a
different methodology, the 1997
edition of the annual study reported
that there were 22,464,00 members.
Based on the new methodology, the
1997 figure has been revised up-
ward to 28,305,000.

“Intuitively, the numbers
seemed low in the past,” said Bill
Howland, Director of Research and
Public Relations for IHRSA.
“Based on the new numbers, the
industry will achieve the goal of
having 50 million US health club
members by the year 2010 a year
ahead of schedule if the growth rate
remains the same as it has for the
past decade.”

Howland noted that from
1987 to 1998, total health club
membership in the US has grown
by 70%, from 17,351,000 to
29,483,000.

In describing the new
methodology, Harvey Lauer presi-
dent of Americain Sports Data, Inc.
(ASD), said, “It’s probably best to
think of this as analogous to the
new 2000 census methodology,
which, if instituted, will find that

there are more people in the U.S.
than previously counted under
the old methodology. The new
sampling technique will simply
enumerate more people because
fewer will be missed.

“So it is with the new
ASD methodology. We have
projected a higher number of
health club members because
fewer remain uncounted.”
Lauer noted that the major rea-
son for the higher estimate is that
the health club section in the
new survey instrument is much
larger (quadrupled in size) and
far more prominently displayed.
As a result, fewer respondents
who actually are members will
“miss” the question, as they may
have in the past.

A second reason for the
higher estimate is that this year's
data were collected for only on
respondent per household, ver-
sus two on all prior studies since
1987; i.e., one individual would
answer all the questions for two
persons. “This less demanding
requirement minimizes respon-
dent fatique,” Lauer said.

The Power of Belief

The power of belief
is strong. A recent NDC televi-
sion program on this subject re-
ported on an experiment in
which half of a college psychol-
ogy class was given a pill that
was labeled as a stimulant; the
other half was given a pill la-
beled as sleeping medication.
Most of those receiving the

“stimulant™ reported feeling ener-
getic and rested despite getting very
little sleep after taking the pill.
Similarly those who recieved the
“sleeping pill” reported having the
longest, most restfull sleep they had
ever experienced.

In fact, both groups had
received a placebo. It was their will
to believe, rather than the substance
they took, that produced their ex-
periences.

Two new studies on exer-
cise underscore the power of belief.
The first shows that most Ameri-
cans strongly believe in the value
of exercise. The second shows that
club fitness staff can play a crucial
role in helping members to believe
in their own ability to perform well,
thereby helping them to stay with
their exercise program.

Consumer Attitudes To-
ward Health Clubs and Physical Fit-
ness was conducted for IHRSA by
American Sports Data, INC (ASD).
The study found 78 % of all people
who have never been health club
members think that living a good
clean life with proper nutrition is not
enough to live a healthy life.
Rather, they beleive that exercise is
also a necessity when it comes to
healthy living. Among other ben-
efits held by persons who never
joined a club are:

*72% believe that excreise
is good for them;

*69% beleive that people
who exercise regularly arc more
productive;

*73% bcelieve that those
who exercise are happier than those
who do not.

When these non-mem-
bers become members of health
clubs, statistics show that their
beliefs will be reinforced- even if
they later drop out. The beliefs
listed above are held by even
greater percentages of current
members and former members.
Perhaps this is because of the
diffrence a supportive fitness staff
can make in the minds of their
members.

By way of illustration, a
recent study reported in Health
Psychology shows that club staff
can have a powerful effect on how
people feel during and after
excericise. The study invioved 46
undergraduate women at the Uni-
versity of lllinois all categorized as
“low-active”(participating in exer-
cise no more than once a week).

Divided into two groups,
the women were given individual
exercise tests and then given false
feedback on their performance.
Repardless of how they performed,
the women in one group were told
their results were below average
while the other group was told their
results were excellent.

The women believed
what they were told. When asked
to exercise again a few days later,
the women were reminded of how
they had performed on the previ-
ous test. They were then asked a
series of questions — before dur-
ing and after exercise -designed to
assess their sense of well-being ,
psychological distress and fatique,
The women who were told that they
had performed well on the first test
responded far more positively than

the women who had been told their
performance was poor.

As these studies show,
people believe in the value of exer-
cise. They want to believe that they
can perform well. And they are ready
to believe someone they percieve to
bean expert-someone who could be
the fitness director at any of IHRSA’s
5,000 member clubs.

The Psycho g Afhms of
Health Club Members
Cunsunlcr Attitudes To-
wards Health Clubs and Physical Fit-
ness, a new study conducted for
IHRSA by American Sports Data,
Inc.(ASD), reveals that, when com-
parcd to people who have never
joined a club, current health club
members are more likely to be: com-
petitive, perfectionist, individualistic,
self-confident, adventurous, sponta-
neous and “joiners”. They are less
likely 1o be : homebodies, TV watch-

ers and people who derive more sat-
isfaction from work than leisure.

Health Clubs
Gain Favor

Twu years seems to have
made a big diffrence in how public
views health clubs. The new study
conducted for IHRSA by the AMD
found that in 1998, 76 % of all
Americans agreed that the health
club atmosphere provides a motiva-
tion to exercise that many people
would not have on their own. In
1996, only 67% agreed with that
stiatement.

Casey Conrad
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Effective Follow-up
Procedures

Final[y. although the
trial member has been launched
properly, there is still one more
critical step to successful conver-
sions; follow-up. Remember the
primary goal that the club is work-
ing towards with trial members is
usage. Therefore, printing weekly
usage reports to see if each trial
members usage meets the average
of 1.8 per week is important, Of
course, every trial member who did
not meet the minimum requirement
on usage should get a phone call
from the club inquiring as to their
absence. (And you can do this
since you got them to make the
commitment during the tour and
the close.) If a phone call is im-
possible because of labor con-
straints, have your computer run

labels on all low-usage trial
members and send them a nice
post card reminding them of
their workout commitment to
themselves. And, even if a trial
member is using the club at or
in excess of the minimum, the
more phone calls and postal
contacts that are made, the more
likely they are to feel good
about your club, increasing the
chances of their converting toa
regular membership.

Incentives to Join

The final step in

successfully converting trial
memberships is offering incen-
tives. Let's face it, human be-
ings like getting bargains and
free things-even when it really
is just the appearance of getting
something extra at no or low
cost. One way to set up an in-
centive program is to have a
sliding scale of initial costs
based on when during the trial
period a guest converts. Forin-

stance, if you have given away a 30-
day trial with a value of $50, you
may make it so if the trial member
enrolls during the first week, they
get $50 off their enrollment fee. If
they do it during the second week,
they will get $25 off and after that
they get no credit. Any type of in-
centive, coupled with regular usage
and proper follow-up will result in
greater conversions.

Trial memberships offer
clubs an incredible opportunity to
attract guests into the club who
would never have otherwise
stepped foot in the door. If the
proper amount of time is taken to
develop good sales skills, trial
members are properly launched and
integrated into the club and the ap-
propriate amount of follow-up hap-
pens, you will watch you conver-
sion ratio on trial memberships in-
crease substantially.

(Casey Conrad is the
Founder & President of Communi-
cations, 401{792-7009)

Capitol Reports
continued from page 17

focus is on running its workout cen-
ters. And it does so at cheaper rates
and two-thirds the cost of for-profit
operations becausc of tax breaks,
capital drives and other forms of
public support, Ablondi said.

“We have no quarrel with
the Y's tax exemption for its chari-
table work. If they're going to com-
pete with taxpaying clubs, they
should pay taxes.”

He said controversy hasn’t
followed the YWCA — Young
Women's Christian Association —
because YWCAs “scem more de-
voted to their mission of providing
SL‘TV?CCS lo women and not concen-
trating on building upscale pro-
grams.”

YMCA REVENUE
TOPS $3 BILLION;
UP 13.3% IN 1998’

For the YMCA, 1998 was

another year of rapid growth. Ys
raised $599 million in donations
— an increase of $103 million (or
20.8%) over 1997.

Across the country, 56
new YMCA's were built.

1998 figures were re-
leased in Chicago this week by
YMCA of the USA. Ys collec-
tively are the nation’s largest not-
for-profit “charitable™ organiza-
tion.

Total membership at Ys
grew by 884,078 (or 5.5%) last
year, totaling 16,891,093 at the
2,283 YMCAs. Total revenue for
the Y elimbed from nearly $2.8
billion in 1997 to $3.1 billion —
an increase of 13.3%.

By contrast, the average
growth in revenue for taxpaying
IHRSA clubs in 1998 was 9.6%,
according to Bill Howland,
IHRSA’s Publications and Re-
search Munager.

In 1998, donations to Ys
of $599 million included more

(Sce Capitol Reports page 26)
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Reach The Decision Makers
Every Month!

Call (770) 850-8506 For Information
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AL =
Sores N\oEers

membership specialists

“It is always too late, or too little, or both.
And that is the road to disaster.”

- David Lloyd George, English Statesman

You operate your club
365 days a year.

You spend thousands of
dollars in media.

How about investing 3 days to increase
your long term membership numbers?

3 Day “at your club” Training Seminars include

4 Proven Profit Procedures

4 Sales Training
4 Prospecting & Telephone Training
4 Marketing Guidance

4 Tours & Presentations

Last year our clients averaged a 27.6 % increase!

Sales Makers

Proven Profit Procedures

800-428-3334
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AS THE HEAD OF A BUSINESS, DO YOU EVER FIND THERE

IS NO ONE TO TALK T0?

You NEeD 10 BELONG TO A Faust MANAGEMENT CORPORATION
CrLus Execunive RounpraBLE!
APPI.V

NOW! and experience...

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

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

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

"3

Is It Lonely At The Top

Issues...bring critical issues to an experienced group of col-
leagues. Problem solving sessions on your issues will be expertly
facilitated to help you understand the issues and provide practical,
no nonsense advice. Your session will be taped and a copy sent to

vou For INFORMATION ON HOW TO BECOME A MEMBER

CALL » EMAIL

or
FAX a copy of your business card to

"1 look forward to each Roundtable session as a
chance to step back and clear my mind. The
combination of friendship, ideas and renewal of
my own energy have made the sessions invalu-
able.”

"I consider the Roundrable a

critical resource for my Barbara Garringer

FausT MANAGEMENT CORPORATION
10085 CarroLL Canyon Roap « Surre 210

competitive edge. The seminar
and new ideas, as well as a

chance to learn about myself,
have helped me 1o become a
better manager.”

San Dieco « CA » 92131
(619) 536-7974 ExT. 306 *= (619) 536-7976 (Fax)

faustmgmi@aol.com
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CLUB INSIDER News 1999
Contributing Author Team

The 1999 CLUB
INSIDER News 1999 Con-
tributing Author Team is

listed below. Our thanks to
all of our authors for shar-
ing their expertise and tak-
ing the time to write The

CLUB INSIDER News.

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

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

*MICHAEL HOFF-
MAN - President-Heart Com-
munications (949) 489-0301

*KLAUS HILGERS-
President-Epoch Consultants-
(727)447-1773

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

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

*JULIA WHEATLEY-

Owner- Women’s Fitness
Center- (540) 434-9692

«SIMON D’ARCY-
President-Business Success
Teams- (805) 566-8213

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

*DR. GERRY FAUST-
Founder and President-Faust
Management Corp.-(619)
536-7970

*RAY GORDON- Presi-
dent- Sales Makers- (800)
428-3334

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

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

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

*PATRICK PINE-
Founder- National Fitness Ther-
apy Association- (303) 399-4545

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

*TOM ZENNER- Life
Time Fitness - (612) 752-7000

*NANCY CLARK, MS,
RD- (617) 739-2003

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

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

*CASEY CONRAD - Com-
munications - (401) 792-7009
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The Simple & Powerful

Club Management System

TO be any easier to
uUse, it would have
to run itself...and it
practically does!

Photo-imaging Check-in
Unlimited Report Capabilities
Automated EFT

NIX X -Y

Full Service Customer Support
(Phone, Fax, Seminars)

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

Club

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

URNEr " o0 55527 o 746359
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4 New Programs Join BodyPump

Aﬂanta, GA - July 27,

1999 - bodytrainingsystems, a divi-
sion of The Step Company which in-
troduced BodyPUMP to the U.S. in
1997, debuted four additional pro-
grams this week at the IDEA Con-
vention -  BodyATTACK,
BodyFLOW, BodySTEP and rpm.

BodyPUMP has been an
ideal way for clubs to test and vali-
date the bodytrainingsystems con-
cepts of prechoreography, training,
quality control, and branding. The
four new programs represent the evo-
lution of bodytrainingsystems as a
multiple program source.

Extending a Dependable
Brand Name

‘BodyPUMP has
proven that the simple, fun and con-
sistent experience of prechoreo-
graphed classes with a recognizable
brand and turnkey marketing support
continue to draw new members and
generate new enthusiasm from exist-
ing members," says Rich Boggs,
president of The Step Company.

“We offer the same consis-
tently high level of training and
branding with BodyATTACK,
BodyFLOW, BodySTEP and rpm.
Our expanded system, solves clubs’

age-old problem of inconsistent
classes by providing a core group
of programs that address all facets
of fitness - strength, cardiovascu-
larand flexibility. This is the future
of group fitness,” Boggs conlinues.

Both Tony delLeede of
Australian Body Works and Gor-
don Johnson, who directs a consor-
tium of Gold’s Gyms in Atlanta,
will be among the first large-scale
operators to launch all five pro-
grams from bodytrainingsystems
this Fall.

Adding Safe
K:ckboxmg, Yoga, Step
and Cycling Programs.

Thc four new classes
along with BodyPUMP offer a
turnkey training and programming
group fitness solutions.

BodyATTACK - The
world’s first prechoreographed
kickboxing program that empha-
sizes and ensures a safe, quality
controlled group fitness experience
built around martial arts move-
ments.

BodyFLOW - Combin-
ing the best of yoga, Pilates and
mind/body training set to uplifting
music that is ideal for everybody.

BodySTEP - A retro

movement taking us back to the
days of packed classes with fun,
simple and athletic routines which
produce results all set to highly
molivating music.

rpm - A solution that
brings consistency and quality
control to the popular indoor cy-
cling movement. rpm is geared to
all fitness levels on all brands of
indoor cycles.

World Class Slogan

Thc Step Company
has also adopted a new tagline -
‘Experience World Class” - to ref-
erence the quality and comprehen-
siveness of bodytrainingsystems.
The line also refers to the interna-
tional origin of the programs,
which were  developed by Les
Mills International in New
Zealand in the 1980’s and have
been successfully marketed in
more than 3,000 ¢lubs in 40 coun-
tries.

Turnkey Training and
Marketing Support

Bccuusc consistency is

central to all bodytrainingsystems
programs, BodyATTACK, Body-
FLOW, BodySTEP and rpm in-

Capitol Reports

continued from page 21

than $248 million in capital cam-
paigns, $133 million from indi-
vidual and unrestricted corporate
and other contributions, $91.7 mil-
lion from the United Way and $36
million from grants and foundations.
HOSPITAL SEEKS EXEMPTION
FOR HEALTH CLUB

(Indiana) St. Margaret
Mercy Health Care Centers, which
purchased the Omni 41 Health and
Fitness Connection in Schererville
last year, is asking the Property Tax
Assessment Board of Appeals to ex-
empt 75% of the land and buildings
at Omni 41 from taxation.

Timothy Galvin, a lawyer
for the hospital, believes that the fa-
cility should be exempt because it
fulfills the hospital’s mission of pro-

moting wellness in the community. .

However, many people disagree.

St. John Township Assessor
Hank Adams said that a health club
is not eligible to be tax-exempt just
because it is owned by a hospital.

“Omni hasn’t changed
since it has been owned by St. Mar-
garet. It’s being used the same way
as it was before,” he said.

Edward Krygier, operator
of Gator’s Health Club in Highland,
agrees. He believes that all health
clubs in the arca should qualify for

the exemption if “promoting
wellness” is the only criteria that
must be met to be tax-exempt.

The Community Hospital
in Munster has also submitted a re-
quest for an exemption for Fitness
Pointe, a wellness facility it opened
in October.

“What the hospitals are
doing is running the private health
clubs out of business,"” Adams said.

Omni 41 has paid about
$200,000 per year in property
taxes, placing it among the top six
taxpayers in the Township.

In a similar case two
years ago, the State Board of Tax
Commissioners ruled that Home
Hospital in Lafayette would be ex-
empt from paying property tax on
the portion of the health club des-
ignated for medical purposes but
that taxes must be paid on the re-
mainder of the facility.

GOVERNMENT AT
YOUR FINGERTIPS

U.SA IHRSA members
should keep an eye out for a spe-
cial mailing containing a set of per-
sonalized rotary cards with the
names, addresses, and phone and
fax numbers of their elected offi-
cials.

IHRSA has matched each
club with its state and federal rep-
resentatives and senators (as well

as its governor) to make it easy for
members to identify and contact
their lawmakers.

“Most people know who
their U.S. senators are and who
their governor is, but beyond that
it can be tough to keep track,” said
Jay Ablondi, IHRSA’s director of
government relations.

One card contains cach
club’s username and password
needed to access the member-only
section of www.ihrsa.org.

“Each state’s health club
statute, IHRSA's legal bricfing pa-
pers, and lots of fair competition
material can be retrieved through
the member-only section,”
Ablondi said.

“There is a tremendous
amount of material available to
IHRSA members on-line and we
encourage club operators (o take
advantage of it,” he said.

IHRSA members can
also send a pre-written letter (or
compose their own) by e-mail to
their legislators from the Govern-
ment Relations section of
www.ihrsa.org. In the past month
alone, nearly 100 letters have been
sent to U.S. scnators urging them
to support the Physical Education
for Progress (PEP) Act.

Members who would
like an additional set of rotary
cards should contact IHRSA.

structors will be certified
by the same exacting stan-
dards as BodyPUMP in-
structors. The system in-
cludes initial training mod-
ules, required continued
education, quarterly work-
shops and video assess-
ment. Australian-born fit-
ness expert Cathy Spencer,
who is the National Train-
ing and Program Director
for body training systems
and one of only five Les
Mills International Master
Trainers in the world, will
oversee the programs.
The marketing
packages for the new
classes include the same
high quality P.O. P, post-
ers and banners, advertise-

Cathy Spencer

ments, and sales presenta-
tion scripts as the BodyPUMP pack-
age, body training systems, a divi-
sion of The Step Company, offers the
fitness industry’s most comprehen-

sivesystem of simple, fun and con-
sistent group fitness programs for
development of strength, flexibility
and cardiovascular conditioning.

Norm Caten’

EClub Insuler
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WORLD
CLASS

ESULTS
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bodytrainingsystems’ classes are producing ensure your instructors are up fo date with the latest
outstanding results in over 3,000 clubs worldwide. information. We also supply markefing materials and
Each bodytrainingsystems’ program combines manuals that increase class paricipation, generate leads
pre-choreography, training, safety and quality control o and improve member refention.
deliver world class results - and profits. To find out how bodytrainingsystems can deliver
Each program is prechoreographed to ensure world class results - and profits in your club, call The STEP
consistently great classes. Our cerfification system Company today!
involves rigorous training and continuing education to

bodytrainingsystems

800.SAY.STEP « 770.424.8161 * www.bodypump.com




Vice Presldent/Gold's Gym,
Palm %prings. CA

edge people he can r-aun*' on. ..hj""
relies on Life Fitness=no 1if

[IBI'SI:II‘Iﬂl Played semi-pro basketball over

Golfs. Loves team~building. Golfs
proflle Enjoys a good eigar, Golfs.
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As VP of one of the nation’s largest Gold’s Gym franchises, George relies on Life Fitness for
its nationwide service network. He knows that if any of his cardiovascular or strength

equipment ever needs service, someone will be right on it. The way we see it, customer W
service, like golf, is all about focus.

ely on it
Rely on Life Fitness for the perfect folfow-through. Call 1.800.634.8637.



