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 IHRSA 2021 is on the horizon, 
and we are beyond excited to soon be 
reunited with our friends and colleagues 
from around the industry in Dallas, Texas, 
October 13 - 15. If you haven’t booked your 
air, hotel and registration, do so today by 
going to ihrsa.org/convention! This is the 
event you do not want to miss.
 To that end, kicking o   our IHRSA 
2021 coverage, and doing our part in 
serving the loyal advertisers who have 
helped Club Insider survive the pandemic 
thus far, we want to provide a must-meet 
list while you are attending IHRSA 2021.

The Club Insider Advertising 

Team is comprised of companies across 
almost every operational component of a 
successful health and  tness club business. 
You cannot go wrong with any company on 
this list, so we invite you to read on to learn 
more about these great folks.

Club Insider’s Premium Position Advertisers:

Crunch Franchise

Crunch has been around for more than 
three decades, originally making its 
debut in New York as a boutique studio. 
Crunch Franchise entered an extremely 
competitive and crowded space in 2010. 
It has quickly become the fastest growing 

franchise gym in the industry and the #1 
high-volume, low-price  tness option in the 
country, o  ering the most for the least. It’s 
the ultimate franchise business model that 
not only has grown the Crunch brand but 
helps entrepreneurs take on a successful 
investment with more reward for less risk 
and fully engaged training and guidance.
 Crunch Franchise provides more 
than 1.7 million members across 360 gyms 
worldwide more o  erings for their money 
than any other gym. A $19.95 per month 
membership rate includes access to the 
gym, one-of-a-kind, proprietary group 
 tness classes, the HIITZone, small group 
and personal training and so much more. 
Crunch Franchise believes in making 

serious exercise fun by fusing  tness and 
entertainment and pioneering a philosophy 
of “No Judgments” for a diverse global 

(See Advertising Team Page 10)

Excitement Builds for IHRSA 2021: Full Program Now Available
BOSTON, MA - IHRSA’s 40th Anniversary 
International Convention & Trade Show 
(IHRSA 2021) website is now live and 
includes a registration portal, the complete 
three-day schedule and more. From 
October 13 - 15, 2021, the health and  tness 
industry will converge at IHRSA 2021 in 
Dallas, Texas, at the Kay Bailey Hutchison 
Convention Center Dallas. The occasion 
marks the association’s 40th anniversary, 
and the  rst time the industry will physically 
gather after a two-year hiatus.
 “More than ever, it is important for 
all of us to come together and celebrate the 
resiliency of the  tness industry and the 
impact we collectively create by promoting 
healthier lives,” said Bill Davis, CEO of 
ABC Fitness Solutions, LLC. “IHRSA 2021 

will be the time to ignite creativity and 
rede  ne innovation for the future.”
 This year, attendees will have 
more than 80 education sessions to choose 
from and can expect to hear insights from 
three world-class keynote speakers:

Diana Kander, best-selling author, 
entrepreneur and innovation consultant,
presents Competing on Value Instead 
of Price on Wednesday, October 13. 
(Sponsored by ABC Fitness Solutions);

Kenneth H. Cooper, M.D., MPH, Founder 
and Chairman of Cooper Aerobics, presents 
Preventive Medicine: It’s More Bene  cial & 
Cost E  ective to Prevent Disease Than it 
is to Find a Cure on Thursday, October 14. 

(Sponsored by MXMetrics);

Scott Stratten, best-selling author and 
President of UnMarketing, presents The Age 
of Disruption: Everything Has Changed and 
Nothing is Di  erent on Friday, October 15.
(Sponsored by Matrix Fitness).

 IHRSA has discounted rooms 
available in four local hotels. Be sure to 
book your stay at one of the o   cial IHRSA 
2021 hotels before they  ll up:

SOLD OUT - Omni Dallas Hotel,
555 S. Lamar Street, Dallas, TX;

Aloft Dallas Downtown,
1033 Young Street, Dallas, TX;

Fair  eld Inn & Suites Dallas Downtown, 
555 Evergreen Street, Dallas, TX;

TownePlace Suites Dallas Downtown,
555 Evergreen Street, Dallas, TX.

 Rickard Blomberg, President 
of Eleiko Sport Inc., urges health and 
 tness industry professionals to attend 
IHRSA 2021 to improve public health. He 
said, “Health and  tness have never been 
more important, and Eleiko is committed to 
supporting the industry to recover. The time 
to get together in person, to share ideas, 
and to work towards getting more people 
stronger, healthier, and  tter is now.”
 Visit the ihrsa.org/convention for 
more information and to register today.

Crunch Franchise Announces Newest Location in St. Petersburg, Florida

OLC Announces Completion of the Lake Nona Performance Center

And, of Course, Norm’s Notes
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Hello Everybody! This is your Club 
Insider Founder and Tribal Leader Since 
1993 checking in with our 332nd monthly 
edition! I hope this  nds you, your family 
and ALL of your club’s sta   and members 
doing great and avoiding the Coronavirus!

Is America a GREAT COUNTRY or 
what!? While I sit here today having 
continued to avoid COVID-19, one thing 
comes to the top of my mind: I wonder how 
you and your family and clubs are doing?
WELL... I HOPE! I’d love to hear from you 
at norm@clubinsideronline.com.

Folks, our industry has experienced the 
loss of, MIKE CHAET, a man who devoted 
his life and career to helping others. The 
following message was sent to me by our 
great friend, DARON ALLEN of VFPnext:

“It is with heavy hearts that we share with 
you that the Chaets’ have lost a husband, 
father and grandfather and that CMS 
and the health club industry have lost a 
legend, mentor and friend. MIKE, aka ‘The 
Clubdoc,’ CHAET left us this morning. We 
know that he lives on in the love, books, 
systems and wisdom he shared. The family 

would like you to know that the messages 
you sent in the last few days were ‘priceless’ 
to them. In the upcoming days, the family 
will be closing the ‘loops’ that come at a 
time like this. If we could continue to  lter 
messages and support through Nona, she 
will make sure that they get to the family 
in an e  ort to help manage what is an 
overwhelming time for them. Peace and 
love to you all!”

May MIKE CHAET Rest In Peace.

Folks, this month kicks o   our IHRSA 2021 
Coverage, and we begin with a cover story 
featuring the Club Insider Advertising 
Team, many of which will be exhibiting at 
IHRSA 2021! We hope you will take some 
time to learn about these great companies 
and what they can do for you. Keep in 
mind, they keep the Club Insider presses 
rolling, and for that, we thank them! And, 
of course, we thank you for reading! Check 
out this month’s cover story beginning
on Page #3.

Welcome Back to Ohlson Lavoie 
Corporation (OLC) and Roundtables 
for Executives (REX) as they rejoin the 

Club Insider Advertising Team. OLC is
an architecture design  rm focusing on 
recreation, aquatics, healthcare, wellness, 
hospitality, spa, resort and lifestyle spaces. 
They are celebrating 60 years in business! 
Check out the OLC Ad on Page #21. REX is 
a global organization that runs mastermind 
groups for club business owners and chief 
executives, including over 275 of the top 
clubs and organization (2,700+ clubs) 
in our industry. REX currently runs 19 
mastermind groups of owners, executives 
and senior sta  . REX’ new Ad will appear 
in our September Edition. Additionally, 
welcome to my friend, Vanessa Hundley, 
and Atlanta Casino Events, as they join 
our Advertising Team this month. If you’re 
looking for a unique event at your club, 
de  nitely take a look at a fun Casino Night! 
See the Ad on Page #8.

Last month, I Tipped My Black Hat to 
BRENT DARDEN for the remarkably 
excellent job he did for all of us as IHRSA’s 
Interim CEO and President for the past 
year, in which our world fought through this 
dratted pandemic. Today, I’m compelled to 
Tip My Black Hat once again to Brent... just 
one more time... to express the depth of 
my sincere Appreciation to him for a job 
well done over the past year! THANKS 
AGAIN, BRENT! CONGRATULATIONS 
also to the IHRSA Board of Directors for 
their months-long search for IHRSA’s new 
CEO and President and their wise choice 
of: Ms. ELIZABETH CLARK! Stay Tuned 
folks, as Ms. Clark will be the Club Insider 
Cover Story Subject for our September 
2021 Edition.

Hats o   also to IHRSA’s JAY ABLONDI,
KRISTEN WALSH, MELISSA ROD-
RIGUEZ and to all of those who contributed 
to the content of the 2021 IHRSA Global 

Report: The State of the Health Club 
Industry. Folks, this is World Class 
Work! Therein, you will  nd an amazingly 
in-depth and informative report on the 
status of our industry worldwide.  So, I 
want to say Thanks and express my 
sincere appreciation to Jay, Kristen and 
the entire IHRSA Team involved in this 
remarkable 2021 IHRSA Global Report 
production for the fabulous job they did 
on this 86-page, in-depth creation.

Our good friend, RICK CARO, a 48-
year veteran of the industry and President 
of Management Vision, Inc., a leading 
consulting  rm specializing in the club 
industry, weighed in on the club world that 
we all live in with these astute comments 
to IHRSA’s Board Chairwoman, CARRIE 
KEPPLE: “Compliance with mandates 
caused many clubs, especially single-
activity studios, to close because their

(See Norm’s Notes Page 7)

Norm’s Notes

Norm Cates

About Club Insider

C  28 Y   TRUST
Club Insider is a product of Cates Media, LLC. Those wishing to reproduce 
any portion of this publication may do so, provided it is not for resale. Reprints 
for commercial use are available for a fee by request.

PUBLISHER   (p): (863) 999 - 2677
Justin Cates   (e): Justin@clubinsideronline.com

FOUNDER & TRIBAL  (p): (770) 635 - 7578 
LEADER SINCE 1993  (e): Norm@clubinsideronline.com
Norm Cates, Jr.

CONTRIBUTING AUTHORS - Bill McBride, Bonnie Patrick Mattalian, Bruce 
Carter, Casey Conrad, Cathy Spencer Browning, Daron Allen, Derek Barton, 
Donna Krech, Eric Durak, Gary Polic, Je  rey Pinkerton, Jim Thomas, Joe 
Moore, John McCarthy, Jon Butts, Karen Woodard-Chavez, Kristen Deazeley, 
Mark Williamson, Melissa Knowles, Michael Gelfgot, Michele Wong, Mike 
Alpert, Nancy Trent, Paul R. Bedard Esquire, Paul Bosley, Rick Caro, Sumit 
Seth and Thomas Plummer

PRINTING and MAILING SERVICES - Walton Press

Club Insider
P.O. Box 137314

Clermont, FL 34713-7314
www.clubinsideronline.com

Proudly Published in The United States of America

Thanks and Appreciation
At Club Insider, we are excited to be in our 28th Year of this home-based health and 

 tness club trade publication! The thought that this publication was founded to serve an industry I 
truly love, and so that I could become a Mister Mom for my son, Justin, is still intriguing and amazing
to us. So, I wish to extend my most sincere Thanks and Appreciation to everyone who has made 
this amazing 28-year run possible.
 A very sincere Thanks and Appreciation go to Rick Caro, the late Dr. Gerry Faust and the 
Faust Executive Roundtable #1 for helping me decide in 1993 what my home-based business would 
be. Thanks and Appreciation to my long-time friends, Ron Hudspeth and Cathy Miller, formerly of 
Atlanta’s Hudspeth Report for the tremendous assistance they provided. Thanks and Appreciation
to all of the folks at Walton Press in Monroe, Georgia. They’ve done an absolutely excellent job for 
us all these years and have printed every one of our monthly editions! And, of course, Thanks and 
Appreciation to the United States Postal Service for sending those editions to our readers! Thanks 
and Appreciation to all of our READERS. Sincere Thanks and Appreciation to our Club Insider
Advertisers, past and present, for their kind and dedicated support of this publication. Thanks 
and Appreciation to all of our Club Insider Contributing Authors, past and present. Thanks and 
Appreciation to IHRSA for all it does for all of us. And, sincere Thanks and Appreciation to my son, Justin, 
who has become our Publisher and is a truly great partner. You name it and Justin does it each and
every month!
 Last, but surely not least, this writer who refused to fear failure when many told him he 
didn’t have a chance of surviving the publishing business for even a year did survive. And, he would like 
to give his sincere Thanks and Appreciation to the power that made that survival happen: God.

Very sincerely, with love in my heart for you all,

Norm Cates, Jr.
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Exercise IS Medicine
By: Mike Alpert

 I don’t mean to sound like a 
broken record, but as I have said before, 
the healthcare system in the United States 
is broken. Take a look at what we spend 
on health care, and you will be shocked. 
In the past 50 years, the cost of health 
care has risen 820% while our GDP has 
gone up only 168% and wages have risen 
a paltry 16%. I think that it is safe to say 
that it is out of control and unsustainable in
the long-term.
 In our country, 97% of health 
care dollars are spent on treatment, which 
is really sick care, and only 3% is spent 
on prevention (preventing disease). The 
current focus is on costly drugs controlled 
by big Pharma and expensive procedures. 
This can change.
 There is overwhelming evidence 
in scienti  c and medical literature that 
physical inactivity is a major public health 
problem with a wide array of harmful 
e  ects. Seven cancers have been linked to 
a physically inactive lifestyle.  Depression 
a  ects 7 million Americans and has been 
directly linked to insu   cient physical 
activity. More than 30 million adults are 
estimated to have diabetes, 95% of whom 
have Type 2 Diabetes, and a new case is 

diagnosed every 21 seconds. Diabetes is 
the most expensive disease in America 
with a price tag of $327 billion annually. 
That is B as in billion. However, this too can 
be mitigated through physical activity.
 In 2012, the Lancet, one of the 
most highly respected medical journals 
in the world reported that, “in view of the 
prevalence, global reach and health e  ect 
of physical inactivity, the issue should be 
appropriately described as pandemic.”
 And, a 2015 article from JAMA 
Internal Medicine states, “there is no 
medication treatment that can in  uence as 
many organ systems in a positive manner 
as can physical activity.”
 Exercise can help prevent and 
reverse obesity, but more importantly, it 
mitigates the risks and harmful e  ects 
of obesity. Exercise lowers the risk of 
many cancers, but especially colon and 
breast cancer. It has a powerful e  ect 
on the brain and helps with anxiety and 
depression. It helps to strengthen bones 
and helps to lessen the progression of 
osteopenia and osteoporosis. And, it is 
helpful in the treatment of both heart and
metabolic disease.
 We are just coming out of a 
“pandemic” that shut the country (and the 
world for that matter) down for 15 months.  

Obesity, diabetes and heart disease were 
known, leading risk factors of mortality 
from COVID. However, little messaging 
about increasing physical activity and 
nutrition to combat this increase in risk 
was communicated.  Further, in order to 
incentivize people to get vaccinated against 
the COVID virus, we o  er them free beer, 
free Shake Shack hamburgers, McDonald 
French fries and Crispy Cream doughnuts. 
Can you imagine? It makes no sense. Why 
doesn’t it register with our elected o   cials 
that movement, activity, exercise and good 
nutrition is what we need? We need to 
incentivize people to make lifestyle change.
 To manage the spiraling health 
care costs associated with lifestyle-related 
chronic diseases, health care is moving 
toward value-based and population health 
models of care. Lifestyle interventions 
that provide guidance and support to help 
doctors convince their patients with chronic 
conditions to successfully adopt and 
maintain a habit of regular physical activity 
will be instrumental.
 As an industry that promotes the 
bene  ts of regular exercise and proper 
nutrition, we have a societal obligation to 
build and maintain healthy communities. 
The evidence on the cost and health burdens 
of physical inactivity is overwhelming, 
and the bene  ts of regular exercise in 
the prevention and treatment of chronic 
disease is irrefutable.  There is no better 
place for physicians to send their patients 

Mike Alpert

than an IHRSA Health and Wellness Club, 
clubs that have highly quali  ed and certi  ed 
Health Coaches; Personal Trainers and 
access to Registered Dieticians which can 
be available through digital sharing. And, 
one very important ingredient that our clubs 
have is the social aspect of belonging. Start 
thinking about Hearts and Lungs and not 
just Abs and Buns.
 A merger of health care and  tness 
programs in communities is no longer an 
option. Exercise IS Medicine and everyone 
needs to take it.

(Mike Alpert is the COO of Smart Health 
Clubs. He can be contacted at mike@
smarthealthclubs.com or 951 - 205 - 1136.)

Crunch Franchise Announces Newest 
Location in St. Petersburg, Florida

ST. PETERSBURG, FL - Crunch Franchise 
has announced the upcoming December 
2021 opening of Crunch St. Petersburg, 
a 40,280-square-foot  tness facility, with 
$1 million dollars’ worth of state-of-the-art 
 tness equipment. Crunch St. Petersburg 
is owned by Vince Julien, Geo   Dyer, 
Tony Scrimale and Je   Dotson, creating 
an ownership team with more than 100+ 
years of experience in the  tness industry.
 Fusing  tness with entertainment 
to make serious exercise fun, Crunch St. 
Petersburg will o  er top-quality cardio and 
strength training equipment, a group  tness 
studio, a hot yoga studio, a cycling studio, 
saunas, a wellness spa with hydrotherapy, 
infrared booths, tanning capsules, body 
imaging equipment and more.
 “We are extremely excited to 

share the unique experience of the Crunch 
brand with St. Petersburg,” says Co-Owner 
Vince Julien. “We can’t wait to show the 
community how we combine our “no 
judgments” mentality with amazing classes, 
top notch equipment, and personal training, 
all at an unbeatable value.”
 Crunch is known for its innovative 
group  tness programming and will o  er a 
wide range of classes every week, including 
BodyWeb with TRX, Zumba, Cardio Tai Box, 
Yoga Body Sculpt and Fat Burning Pilates. 
Members looking for additional guidance 
or motivation can utilize the HIITZone, a 
proprietary high-intensity interval group 
training program.

See the Crunch Ad on Page #2.
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...Norm’s Notes
continued from page 4

economic model was no longer feasible.
Their subsequent lack of liquidity created 
the immediate need to discontinue their 
operations. This has caused clubs to close, 
costing jobs and leaving members with no 
alternative of needed physical activity and 
social interaction.”
 Rick continued: “The health 
club industry has su  ered unimaginable 
damage to its core, unlike any other crisis 
ever experienced. As most clubs resume 
operations, even at a partial level, the 
challenge is to realistically project the path 
to reach a new plateau, the new normal.’”
 Carrie Kepple added: “Caro 
believes this path is dependent on the 
following external factors: 1. When the full 
population will receive the vaccine (i.e., 
both doses). 2. When adults will return to 
their o   ces for work. 3. When children will 
return to in-person school days. 4. When 
those who lost their jobs will  nd work. 5.
When clubs will have all restrictions lifted 
(even partial ones in distancing, mask 
wearing, time-period reservations and 
capacity limits). 6. Which clubs will  nally 
close permanently.”

Congratulations to my good friend, 
CECIL SPEARMAN, Founder and Owner 
of The Spearman Clubs in Laguna Niguel, 
California, former IHRSA President and 
Board Member and one of the former Faust 
Roundtable #1 members who helped me 
create Club Insider over 28 years ago, 
recently received a nice honor. Cecil owns 
and operates some of the  nest sports 
clubs in Southern California. In early July, 
Cecil was honored by Limelight Magazine
in his community as one of the Top Six
Business People in Southern California!
Here’s what they had to say about
our friend:

“Cecil Spearman is a Duke graduate where 
he played varsity tennis and was a member 
of the Sigma Chi Fraternity.  He served in 
the Marines after graduating from Duke 
and was an FMF Artillery O   cer. He later 
worked at a resort hotel on the Mississippi 
gulf coast as a Head Tennis Pro and 
Assistant Manager. In 1956, Cecil became 
friends with Elvis on his rise to becoming 
the King! Cecil met his wife Jean in 1960, 
and they have been married 60 years. He 
has three outstanding sons, nine amazing 
grandkids, two step-grandchildren and 
one great granddaughter. He started his 
business career in sales and rose to Vice 
President in ten years. He and his boss 
started his  rst racquet club in 1971. After 
becoming President of a struggling public 
company in California, he successfully 
turned the business around, and pro  ts 
from stock options allowed Cecil to acquire 
The Laguna Niguel Racquet Club in 1983. 
Cecil bought and sold many clubs since 
then and now owns and operates three very 
successful clubs in Orange County:  The 
Laguna Niguel Racquet Club, the Tennis 
Club at Monarch Beach and the Racquet 
Club of Irvine. As you might expect, Cecil 
has never regretted leaving his career in 
corporate America!”

Check out www.spearmanclubs.com.

Don’t miss Club Industry’s Executive 
Summit, to be held at The Gaylord 
Opryland Resort & Convention Center 
in Nashville, Tennessee, November 8 - 
10th. The in-person Executive Summit is 
comprised of two tracks:

1. The Not-for-Pro  t Track is tailored to 
the executive teams of YMCAs, Jewish 
Community Centers, parks and recreation 
facilities, university recreation centers and 
medical wellness facilities.

2. The Commercial Clubs and Studios 
Track is tailored to the executive teams of 
commercial clubs and studios.

 The Executive Summit will 
bring together executive leaders to 
network, discuss trends, share insights 
and address the unique issues of each 
of these segments of the industry. This is 
the must-attend event for the leaders and 
innovators in the  tness industry. Look for 
more information coming soon! The Club 
Industry CEO Summit, an invitation-only 
event, will be co-located with the Executive 
Summit. Invitees of the CEO Summit 
are the leaders of the highest revenue-
generating (revenues of $5 million annually 
or more, or multi-club companies with 
annual revenues of $10 million annually or 
more) commercial clubs, medical wellness 
companies, club management companies, 
and specialty segments in North America.

IHRSA’S One-Click Campaign: As the 
Senate Small Business Committee works 
on a reconciliation bill for more relief to 
the country battling COVID-19, IHRSA 
is providing a one-click campaign for the 
industry to use to urge the committee to 
include the GYMS Act in the bill. The 
U.S.  tness industry was not speci  cally 
included in the previous Federal relief 
bills related to COVID-19, but that could 
change with the reconciliation bill that is 
being worked on now and that the Senate 
will take up after its August recess. IHRSA 
is urging operators of health clubs and 
studios to write or call their U.S. senators 
to ask them to support the Gym Mitigation 
and Survival Act (GYMS Act) and ensure 
the Senate Small Business Committee 
includes it in the reconciliation bill.
 The GYMS Act would provide 
assistance for  tness facilities that 
were forced to temporarily close during 
the COVID-19 pandemic, and as a 
consequence, have struggled to stay in 
business. If passed, the GYMS Act would 
create a $30 billion recovery fund in the 
form of Small Business Administration 
(SBA) grants that would be available to 
 tness business owners similar to other 
previous relief programs. The act would 
allow  tness facility operators to recoup 
as much as 45% of 2019 revenue or $20 
million, whichever is less. The funds could 
be used for payroll, rent, mortgage, utilities, 
insurance and other expenses  tness 
facilities normally incur. The money could 
not be used “to purchase real estate; for 
payments of interest or principal on loans 
originated after February 15, 2020; to 
invest or re-lend funds, for contributions or 

expenditures to, or on behalf of, any political 
party, party committee, or candidate for 
elective o   ce,” according to a summary of 
the bill by IHRSA.
 Go to ihrsa.org to learn how you 
can help get this bill passed. 

ELAINE LALANNE and GREG JUSTICE 
are working on a book about the one and 
only JACK LALANNE’s life entitled Pride
and Discipline. I had the honor to contribute 
the following and wanted to share it
with you:

“The late Jack LaLanne was an American 
icon of exercise and  tness, a nutritional 

expert and a famous motivational speaker 
who was known as and called ‘The 
Godfather of Fitness.’ No other name 
in the history of exercise even remotely 
compares to Jack LaLanne’s name and 
history. He was, and in my opinion still is, 
the most famous name in the history of 
the exercise world, and yes... in the health 
club industry. No one else even compares 
to Jack LaLanne when it comes to the 
amazing contributions he’s made to our 
industry. I consider Jack LaLanne to have 
been a good industry friend, and I cherish 
the personal time I was able to spend with
him and his wife, Elaine, at several IHRSA

(See Norm’s Notes Page 8)
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and Club Industry Conventions and Trade 
Shows during the past 40 years. The 
legendary Jack LaLanne set the stage for 
all of us starting in 1951 with the debut 
of The Jack LaLanne Show, where Jack 
became the  rst host of a televised exercise 
program. When his black and white TV 
Shows went into syndications in the late 
1950s, LaLanne became the face of  tness 
for viewers across the United States. The 
program ran for decades with its popularity 
aided by the feats of showmanship that 
LaLanne used to advertise the bene  ts of 

peak physical condition. These included 
two handcu  ed swims from Fisherman’s 
Wharf in San Francisco to Alcatraz Island, 
the second time at age 60 and towing a 
boat behind him, and a record-setting bout 
of more than 1,000 push-ups in 23 minutes. 
The man was one of the most famous 
people in America, and even today, any of 
us who had personally known Jack know 
WHY he was so famous. Jack LaLanne was 
so famous because he was such a great 
man. He cared about people, and his love 
for his viewers came through during all of 
his performances in front of live audiences 
in which he would perform amazing feats 
of physical strength and agility and through 

the black and white TV sets across America 
where he instructed his audience of mostly 
women who were stay at home Moms. The 
WORLD is a much better place because of 
Jack LaLanne.”

Go to bit.ly/pridediscipline to order Pride 
and Discipline today.

Here in my hometown, we have a great 
newspaper called the Marietta Daily Journal 
(MDJ), and they do a really  ne job. These 
folks have been in business since 1866, 
which was a year after the Civil War. WOW! 
What a run! Anyway, the MDJ has a very 
gifted and talented long-time writer named 
DICK YARBROUGH, who has a classic 
sense of humor, and he combines that 
with his skill on the keyboard to make his 
columns published on the prime editorial 
pages 2 - 3 times per week really worth 
looking forward to and reading without 
fail. In the MDJ’s July 14th edition, the MDJ 
sta   took it upon themselves to write and 
print a piece entitled: Dick Yarbrough’s 
Book, “And They Call Them Games,” is 
Being Re-released for the 25th Anniversary 
of the 1996 Olympic Games. That headline 
drew me in big time, and therein, I learned 
about the book written by Dick which 
chronicled the 1996 Olympic Games 
hosted by our city of Atlanta. Here is what I 
found when I Googled Dick’s book title:
 “The book is a no-punches-pulled 
insider’s perspective of the Centennial 
Olympic Games, and the only book 
written about the Atlanta Games. Based 
on Mr. Yarbrough’s experiences as 
Managing Director of Communications 
and Government Relations for the Olympic 
Games, ACOG, the book focuses on the 
host of issues that ACOG faced in planning 
and overseeing the Centennial Olympics. 
These issues, which ranged from the 
complex to the comical, included the 
Centennial Olympic Park bombing, the gay 
rights battles in Cobb County, the uproar 
over the state  ag and the competing 
needs of local, State, Federal and
international relations.”
 Folks, thinking back now 25 
years ago to the night of the bombing in 
Centennial Olympic Park, I recall it vividly 
because my family and I were already 
safely in my car on the way home when 
that bombing happened. Thank GOD my 
wife, Ilena, my son, Justin, and I had just 
left the scene a few minutes before the 
explosion! Here’s a good description of the 
happening that I also found on Google: “The 
Centennial Olympic Park bombing was a 

domestic terrorist pipe bombing attack on 
July 27, 1996 at the Centennial Olympic 
Park in Atlanta, Georgia. The blast directly 
killed one person and injured 111 others.”

My purpose for this Norm’s 
Note is to introduce the LEGENDARY
and HUGELY TALENTED GENTLEMAN 
NAMED MR. DICK YARBROUGH to our 
industry and to encourage you all to buy 
his re-printed book entitled: “And They 
Call Them Games.” So, if you  nd yourself 
interested in this compelling story about the 
1996 Atlanta Olympic Games, the ONLY 
book written about those games and these 
amazing times during Atlanta’s Olympic 
Games in 1996, I’d encourage you to order 
the book from Mr. Yarbrough now by going 
to bit.ly/clubinsider133.

JUSTIN and I want to say Thanks for 
reading Club Insider!

Are you a Paid Subscriber? Club Insider
is a Paid Subscription-based Publication. 
If the words “PROMOTIONAL COPY”
appear above your name and address on 
the cover of this month’s edition, you are not 
a Paid Subscriber, so you are not enjoying 
the full bene  ts of a Paid Subscription to 
Club Insider, which includes new print 
and online editions and online access to 
ALL PREVIOUS editions. So, don’t delay, 
subscribe today for just $89 for one year, 
$149 for two years or $10 a month by going to
www.clubinsideronline.com/subscribe.

God bless our troops, airmen and
sailors worldwide and keep them
safe. Thank you, Congratulations and
Welcome Home to all of our troops who 
have served around the world. God 
bless America’s Policemen and women 
and Firemen and women; keep them 
safe. Finally, God bless you, your family, 
your club(s) and your members. God 
Bless America! Laus Deo!

(Norm Cates, Jr. is a 47-year veteran of 
the health, racquet and sportsclub industry. 
He is the Founder and Tribal Leader Since 
1993 of Club Insider, now in its 28th year 
of monthly publication. In 1981, he was 
IHRSA’s First President, and a Co-Founder 
of the Association with Rick Caro and  ve 
others. In 2001, he was honored by IHRSA 
with its DALE DIBBLE Distinguished Service 
Award, one of its highest honors. And, in 
2017, he was honored with Club Industry’s 
Lifetime Achievement Award. He can be 
reached by phone at 770-635-7578 or 
email at Norm@clubinsideronline.com.)

Dick Yarbrough
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membership base in 30 U.S. states, Puerto 
Rico, Canada, Spain and Australia. Crunch 
is rapidly expanding around the globe and 
will soon open in Portugal and Costa Rica.

See Ad on Page #2.

Contact: John Merrion
Email: john@crunchfranchise.com
Website: crunch.com/franchise

VFPnext

So much more than just a CRM, VFPnext
delivers complete marketing automation 
that provides a 360 degree view 
of prospects and members. Speed 
to Lead is the winning formula in 
2021, and VFPnext connects sta   
to leads in less than 60 seconds with its 
innovative Hot Lead Noti  cation. Increase 
speed-to-member conversion with a 
complete member tour. Enroll members 
faster with its seamless, branded digital 
enrollment and provide a compelling 
member orientation to increase personal 
training sales, all on a single platform. 
The VFPnext platform collects more data 
on your prospects and members and is 
built “API  rst” for seamless data integration 
and leverage across your software. Join 
in the excitement of the fastest growing 
marketing automation system (CRM) in the 
 tness industry and switch to an enterprise 
solution used by the best clubs.

See Ad on Page #5.

Phone: (877) 837 - 1212
Email: info@vfp.us
Website: vfp.us

UpSwell

UpSwell is a direct response marketing 
agency that specializes in print and digital 
marketing strategies for gyms, health clubs, 
yoga studios and more. UpSwell has more 
than 13 years of experience marketing for 
the  tness industry, having helped over 
2,500 clubs and studios  nd over 2 million 
new members. While you’re busy taking 
care of current members, managing sta   

and running your business, you don’t have 
the time to focus on your club’s marketing. 
That’s where UpSwell comes in. Through 
the combination of print and digital 
marketing tactics and  tness industry 
expertise, UpSwell will get your gym the 
members it needs to keep growing.

See Center Spread Ad.

Phone: (888) 597 - 5611
Website:  tness.upswellmarketing.com

MOSSA

Successful operators know that group 
 tness is an important part of their business. 
It improves engagement, encourages 
connection, in  uences retention, and when 
done well, can drive reputation. In order 
to have maximum impact, facilities need 
to manage every detail of the member 
experience: scheduling, programs o  ered, 
instructor recruitment and training, music 
licensing, room design, equipment 
selection, marketing message and member 
onboarding. Many owners and operators 
don’t have a solid strategy for managing 
that critical component of their business. 
MOSSA provides that strategy.
 With eleven di  erent group 
 tness programs and the industry’s most 
comprehensive program development 
and testing process, MOSSA’s expertise 
is in designing workouts to reach the 
widest audience possible. With powerful 
marketing campaigns and purposeful 
member onboarding tools, it help facilities 
leverage the power of group  tness to drive 
member engagement, build connection 
and community, impact retention and
drive membership.
 Learn more about MOSSA’s 
group  tness system and its proprietary 
M4 Programming (Movement, Music, 
Motivation and Metrics) by visiting
www.mossa.net.

See Ad on Page #23.

Phone: (800) 729 - 7837
Website: mossa.net

Workout Anytime

Opening your own gym franchise has never 
been easier when you choose to invest in 
Workout Anytime. If you’re looking into 
investing in the health and wellness industry, 

Workout Anytime has a great opportunity 
for you. Opening a  tness franchise with 
Workout Anytime is an excellent way to get 
involved in the booming  tness industry 
while also helping your community to get 
healthier and build a business for yourself. 
At Workout Anytime, its simple business 
model combined with convenience for its 
customers has helped it become a  tness 
 xture in the Southern United States. Now, 
it is actively expanding across the country 
and looking to open gym franchises from 
coast to coast!
 Starting in the early 1970s, 
Workout Anytime Founders, John 
Quattrocchi (John Q) and Steve 
Strickland, worked with some of the 
biggest names in the industry, including 
Bally and American Fitness. Together, they 
developed the Workout Anytime Franchise 
concept, starting from humble beginnings 
in Douglasville, Georgia, in suburban 
Atlanta. True to their pioneering spirit, they 
soon found themselves leading the wave 
of the fastest-growing  tness segment by 
applying their winning formula of quality, 
value and convenience.

See Ad on Page #24.

Contact: Terri Harof
Email: terri.harof@workoutanytime.com
Website: workoutanytimefranchise.com

Club Insider’s Regular Position Advertisers:

Business Finance Depot

HealthClubExperts.com dba Business 
Finance Depot (BFD) was founded by 
Paul Bosley, who has been a club 
owner, consultant and  nancing expert 
in the  tness industry for 47 years. 
Paul’s company specializes in providing 
equipment leasing, SBA loans and a 
variety of alternate  nancing methods. BFD 
currently has nearly $80MM in approvals 
for a wide variety of clients, including key 
franchisors in the  tness industry.
 BFD serves as the primary funding 
source for many franchisors, including 
HOTWORX, F45, Workout Anytime, 
Fitness 1440, CKO Kickboxing, Parisi 
Speed School and Athletic Republic. SBA 
loans can  nance up to $5M and 80% of 
the total costs to launch a new location, to 
expand an existing company, to purchase 
real estate and/or to re  nance existing 
business debt.
 Paul has also served as the 
Leasing Manager for Keiser for many years 
and is a key leasing source for Promaxima 
Manufacturing and Woodway. Equipment 
leasing is an excellent  nancing method 
for a new startup business or an existing 
business trying to expand.

See Ad on Page #17.

Contact: Paul Bosley
Phone: (800) 788 - 3884
Email: paul@business  nancedepot.com
Website: business  nancedepot.com

ClubIntel

Uncommon Insights for an Extraordinary 
Industry. At ClubIntel, it deploys traditional 
marketing research methods to uncover not 
only what your clients and members want 
but also to understand why they want it. In 
unlocking your clients’ motivations, it can 
provide the uncommon insights that drive 
di  erentiated marketing communications, 
sales processes and operational pro-
gramming. The most successful, most 
pro  table clubs understand their customer 
and turn that knowledge into a personal 
connection. Its data makes that happen.

See Ad on Page #6.

Contact: Mark Williamson
Email: markw@club-intel.com
Website: club-intel.com

Fabiano Designs

Fabiano Designs is a full-service architec-
ture and interior design  rm specializing 
in the creation of the user experience. Its 
years of experience in planning, managing 
and supervising projects from the simplest 
to the most complex allows the  rm to 
partner with its clients to create memorable 
and successful facilities.
 Designing an environment that 
inspires its members is its underlying 
creative philosophy. It focuses on the 
principles of good design and using creativity, 
innovation,  exibility, collaboration and 
business savvy to help its clients succeed. 
It brings this passion to each and every 
project, every day, earning a reputation 
as a  rst-class leader in the design of 
socially-based community centers, health, 
wellness, spa,  tness facilities, restaurants, 
o   ces and other people-centric facilities.
 Take a moment to browse through 
some of its completed projects, as well 
as those under development. It works 
hard to meet its well-earned reputation 
for smart, creative designs that satisfy its
clients’ goals.

See Ad on Page #17.
(See Advertising Team Page 14)
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Contact: Rudy Fabiano
Phone: (973) 746 - 5100
Email: rudy@fabianodesigns.com
Website: fabianodesigns.com

iGo Figure

Thousands of  tness facilities worldwide 
trust iGo Figure Software and Billing to run 
their business. Its latest all-in-one cloud-
based platform includes everything you 
need, including membership management, 
electronic agreements, billing, scheduling, 
reminders, automated retention tools, door 
access control and more:

All-In-One Software - Whether your 
club has 25 or 15,000 members, one low 
monthly fee includes unlimited members, 
unlimited support, training and upgrades. 

Integrated Payment Processing - 
Automatically process all of your member 
payments. Automatically send collection 
emails for any failed payments.

Manage Multiple Facilities and Fran-
chises - Managing multiple facilities and 
franchises is made easy with its franchisor/
multi-club owner dashboard that gives you 
easy access to all club data and insightful 
comparative reporting.

World Class - Cutting edge technology 
and security are included. iGo Figure is a 
Microsoft GOLD Certi  ed Partner.

It Speaks Your Language - iGo Figure’s 
Founder has run more than ten  tness 
centers and started an international 
wellness franchise brand. When you’re 
ready to expand internationally, it has your 
back as iGo is translated to 20 languages, 
including Spanish, French, German
and more.

Make running your facility easy again. Call 
today for a free trial.

See Ad in upcoming September Edition.

Phone: (866) 532 - 9588
Email: sales@igo  gure.com
Website: igo  gure.com

IHRSA

Celebrate the Industry’s Revival at IHRSA 
2021 in October! It’s time to plan to get back 
together in person! IHRSA 2021 --its 40th 
anniversary show-- will take place October 
13 - 15, 2021 in Dallas, Texas.

Education - IHRSA’s 40th anniversary 
brings more noteworthy keynote speakers 
and education sessions! Hear from leading 
operators in the health and  tness industry 
and take away new ideas that will elevate 
your club.

Trade Show - Save the date! Experience 
the Trade Show and celebrate the best the 
industry has to o  er. From state-of-the-
art cardio and strength machines to new 
software, you’ll see it all with exhibitors at 
IHRSA 2021.

Networking Opportunities - Meet the 
industry’s brightest stars! Participate in 
some of the networking opportunities 
and interactive education events and 
socialize with the industry’s most
passionate professionals.

Exhibit & Sponsor Opportunities - 
Connect with buyers at IHRSA 2021! All 
IHRSA Supplier Members will receive the 
Trade Show Exhibitor Prospectus, providing 
more information on securing exhibit space 
and planning your participation. IHRSA 
2021 Sponsorship opportunities are 
available for all companies who con  rm 
exhibit space.

See Ad on the Opposite Page.

Contact: Luke Ablondi
Email: lba@ihrsa.org
Website: ihrsa.org/convention

Iron Grip Barbell Company

The Revolution Began In 1993. That’s 
when Iron Grip transformed the  tness 
industry with an unwavering commitment to 
groundbreaking design and state-of-the-art 

production processes, a commitment that 
raised the standard for commercial free 
weights forever.
 Now the choice of premium  tness 
centers worldwide, Iron Grip is still the only 
manufacturer to o  er a complete line of 
equipment that is 100% American-made 
and one of the few that operates its own 
state-of-the art manufacturing facility. That’s 
why its name is now synonymous with 
outstanding quality and durability. In fact, 
its commitment to quality is matched only 
by its commitment to product innovation 
and customer service, which is why it is the 
largest producer of commercial free weight 
equipment worldwide.

American to the core, Iron Grip 
dumbbells, barbells and weight plates are 
manufactured right here in the USA, from 
start to  nish. Its fully in-house production 
capabilities surpass the most rigorous 
product standards in the industry and 
deliver the promise of continual innovation. 
That’s why quality will never be a foreign 
concept to them. So, when you see, “Made 
In America,” you see a guarantee that its 
products will consistently deliver the quality 
and performance that have made Iron Grip 
the preeminent manufacturer of free weight 
equipment in the world.

NOT JUST MADE IN THE U.S.
MADE BY US.

See Ad on Page #11.

Phone: (800) 664 - 4766
Website: irongrip.com

JLR Associates

JLR Associates has been the leader and 
the premier executive search  rm in the 
 tness and wellness industry for 21 years. 
It provides executive searches speci  c to 
the health,  tness and wellness industry for 
senior-level management and executive-
level positions. With a network of over 
14,000 candidates, it has, in-house, the 
largest and most current database of 
executive talent in the  tness industry. 
Recruiting experienced candidates, with a 
proven history of success, JLR Associates 
has placed over 400 senior-level candidates, 
from CEOs to General or Studio Managers, 
it will  nd top-performing talent that  ts 

your culture. It can help your company 
throughout the entire hiring process, 
discussing compensation parameters 
based on its knowledge of the industry, 
factoring in competition, job responsibilities 
and geographic location. Its executive 
search experience results in lasting part-
nerships with its clients and candidates.

See Ad on Page #7.

Contact: Je   Randall | Dennie Noecker
Phone: (781) 251 - 0094 | (609) 430 - 8455
Email: jr@jlrassoc.com | dennie@jlrassoc.com
Website: jlrassoc.com

Ohlson Lavoie Corporation

OLC Architecture, Interiors and Aquatics is 
an international architectural  rm, founded 
in 1961 with o   ces in Orlando, Denver, 
Tokyo and Cairo. It is celebrating 60 years 
this year! OLC is committed, enthusiastic 
and driven to deliver stellar architecture, 
interior design and aquatic design. For the 
past 37 years, it has focused on athletic, 
 tness and wellness facilities, including 
athletic/sports clubs, commercial  tness 
centers, medically-based wellness centers, 
recreation centers, racquet centers, spas 
and a broad range of aquatic projects. OLC 
has designed projects in 48 states and
11 countries.
 OLC’s design process is enriched 
by collaborative spirit, creative commitment 
and a client-centered attitude. It partners 
clients’ business insights with its aesthetic 
vision, deep experience and problem-solving 
skills to create a successful design project.

See Ad on Page #21.

Phone: (303) 294 - 9244
Website: olcdesigns.com

Polic Consultants Group

“YOUR CLUB’S SUCCESS SOLUTION” 
Polic Consultants Group, LLC (PCG) is 
committed to increasing Sales, Ancillary 
Income and Pro  ts for Health and Fitness 
Clubs worldwide! It is EXPERIENCED and 
will work in the trenches right along-side 
your employees, leading by example to 

(See Advertising Team Page 16)
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develop their skill level! It will also recognize 
and improve overall club e   ciencies 
to accelerate your club’s results and
pro  ts exponentially!
 It o  ers AFFORDABLE  xed low 
monthly rates. PCG says... “We put in the 
extra time and e  ort... You pay less!”
 A company is only as strong as 
its executive leadership. That is why it is 
proud to provide all its clients with some of 
“The Best of the Best” group of consultants 
to address all your club needs in a 
one-stop-shop. Its proven and Award-
Winning SUPPORTIVE leaders have 
outstanding real career experience working 
with some of Club Industry’s Top 10 Club 
Companies. In addition, it has experience 
working for and with individual club owners. 
it knows what works for large and small 
independent club chains worldwide!
 Look no further, PCG is 
Experienced, A  ordable, Supportive and 
“Your Club’s Success Solution!”

Question: Have you taken the 
(no cost) PCG Sales Challenge? Contact 
PCG today to learn more about this
exciting challenge!

See Ad on Page #20.

Contact: Gary Polic
Phone: (630) 410 - 1120
Email: gary@policconsultantsgroup.com
Website: policconsultantsgroup.com

Roundtables for Executives

Roundtables for Executives (REX) is a 
global organization that runs mastermind 
groups for club business owners and chief 
executives, including over 275 of the top 
club organizations in the industry with 
2,700+ clubs. REX currently runs 19 master-
mind groups of owners, executives and
senior sta  .

REX is designed speci  cally for business 
owners who are passionate about getting 
better and achieving dramatically better 
results in four areas:

The performance of their business;
Balance and quality of their personal lives;
Their leadership and management skills;
Personal and corporate relationship to

the community.

 With no competitors in the room, 
REX creates a climate of exceptional 
honesty and openness. Members report that 
the direct, straightforward communication 
they routinely get from REX is not available 
to them anywhere else in their work or 
personal lives.

See Ad in upcoming September Edition.

Contact: Eddie Tock
Email: eddie@rexroundtables.com
Website: rexroundtables.com

TotalLife

The fastest and simplest way to start 
making more money in your  tness 
business. Every one of your members 
is giving $200 a month, on average, to 
someone else, every month, for nutrition 
and wellness. That’s $200 X every member 
you have, every month. You do the math! 
Your members are taking their nutrition and 
wellness money elsewhere. Its products 
and programs show you how to keep that 
money in your club.

ITS GUARANTEE: Within TWO 
WEEKS of applying its systems, you WILL 
make money! If you don’t make money, 
it will do all the work for you, to see that
you do!

Pro  t in  rst 30 days, for you. 
Wellness and weight loss results in two 

days, for your members!

 Tired of your gym owning you, 
rather than you owning it? Want to be more 
than just a standard  tness facility? STOP 
sending buyers out of the building! Its 
proven system will show you how to capture 
the $200K - $1M being taken elsewhere, 
and instead, keep it in your club.

Visit WellnessSuccessBlueprint.com for 
your FREE: Six Step Success Blueprint.

See Ad on Page #9.

Website: wellnesssuccessblueprint.com

USA Racquetball

USA Racquetball’s desire is to work together 
and to partner with club/facility owners, 
managers and employees, to create 
win-wins: increased pro  tability for your 
businesses and preservation of resources 
you o  er that are vital to the survival of 
court sports, both indoors and outdoors. 
It really comes down to this: Handball and 
Racquetball (and others) need you, and it 
wants to do its part to support you. What can 
it be doing to increase court play, in multiple 
variations, to justify court retention?
 To state the obvious, during 
this unprecedented time of lockdowns 
and limitations, the threat to the  tness 
industry, including court sports, has never 
been greater. Court closures, sometimes 
presented as “repurposing,” are occurring 
at many locations. But, while some 
estimates are predicting as much as a 
50% cancellation in  tness memberships, 
court sports players, long known to be loyal 
members, will return in droves when they 
can be safely welcomed back.
 After all, and especially when 
the weather keeps players inside for too 
many months of the year, courts are vital to 
keeping players doing what they love to do: 
compete, stay  t and socialize.

See Ad in upcoming September Edition.

Contact: Mike Wedel
Email: mwedel@usaracquetball.com
Website: teamusa.org/usa-racquetball

Atlanta Casino Events

Atlanta Casino Events has been supplying 
quality mobile Casino and Derby 
entertainment to the Southeast for nearly 
two decades, thrilling party goers with their 
lineup of experienced dealers who will 
have your guests playing like pros before 
the night ends! Now under new ownership 
and management, it’s still very much a 
family a  air as Jim Chase, Jr., and partner, 
Vanessa Hundley, carry on the legacy of 
Founder, Jim Chase, Sr., With his deep 

love for his community and his fondness for 
a good time, Jim Chase, Sr. built a team 
of talent that is dedicated to upholding 
the standards and care he showed from 
the very beginning for every event, client
and dealer. 
 Atlanta Casino Events provides 
Craps, Roulette, Blackjack, Texas Hold 
‘Em, Three Card Poker and Money Wheel 
for events of all types, small or large, on 
an array of custom built tables designed 
to impress. A great social activity for 
celebrations and holidays, casinos make 
for an excellent fundraising activity as well. 
And, be sure to check out their customizable 
Derby experiences and treat your guests to 
a day at the track!

See Ad on Page #8.

Contact: Vanessa Hundley
Phone: (678) 851 - 3497
Email: atlantacasinoeventsllc@gmail.com
Website: atlantacasinoevents.com

Club Insider’s Online Advertisers:

FlexIt

FlexIt’s mission is to make  tness more 
accessible. Through FlexIt’s In-Gym Access, 
Virtual Personal Training, Connected 
Training and FlexItPRO o  erings, FlexIt 
connects users to personalized  tness 
solutions while providing opportunities 
for partner brands to connect with
new audiences.
 Through its In-Gym Access pro-
duct, FlexIt provides users with seamless 
access to thousands of local and national 
gym brands across the U.S. Users can scan 
a barcode at the gym entrance, work out 
and scan out, paying only for the time they 
use. Users can shop around for a  tness 
experience that suits them while generating 
leads for partnered gym brands.
 FlexIt makes  tness easy Wher-
ever, Whenever, with Virtual Personal 
Training (VPT). Users can get connected to 
trainers for live, one-on-one attention from 
trainers at leading brands like Blink, Anytime 
Fitness, Gold’s Gym, 24 Hour Fitness, 
New York Sports Club and many more!
 Extending the reach of your brick-
and-mortar, FlexIt creates customizable, 
no-lift revenue generating opportunities 
for the leading gym chains in the country. 
Perfect for your hybrid  tness o  ering, 
FlexIt o  ers clubs placement on its Virtual 
Personal Training marketplace, as well 
as custom white-label solutions to drive 
revenue from new customers and inactive 
members. Increase utilization, employee 
engagement and brand awareness through 
FlexIt Virtual Personal Training.

See Online Ad.
(See Advertising Team Page 18)
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The Surprising Link Between Environment, Mood and Club Success
By: Bruce Carter

 On a recent powerful IHRSA 
Webinar (“United We Rise”), the main 
takeaway from the speakers was that 
things have to be done for people to get 
a positive experience from a club visit, 
something that improves a person’s mood 
while they are in the club. One of the main 
reasons that the majority of people, about 
80%, do not belong to clubs or participate 
in regular exercise is that they do not get 
a bene  t right away. The promise of some 
long-term weight loss, health improvement 
or disease prevention does not sell most 
memberships or get people to start and 
stick with exercise.  People need to feel 
something right away and with each visit. 
There are many things that can be done to 
help enhance someone’s mood, and it is 
equally important to be aware of what can 
upset a person’s mood. We will address 
what can be done in the environment to 
improve someone’s mood.
 There are the obvious things, 
which surprisingly, are often inconsistently 
provided. The  rst is the personal 
interactions with members and sta  . A 
smiling sta   is critical. Seeing sta   (even 
cleaning personnel) walk around a club 
without a smile is unexpectedly uncommon. 
Studies have shown that smiling releases 
neuropeptides, endorphins and other 
natural painkillers. Together, these brain 
chemicals make people feel good from 
head to toe. Not only does a smile elevate 
someone’s mood immediately, but it also 
relaxes the body and reduces physical 
pain. And, it is a contagious loop, one 
person smiling helps someone else smile. 
So, one of the most important parts of a 

club’s environment is smiling people.
 Another key is facilitating personal 
interaction between members. Members 
supporting one another with their  tness 
goals is powerful. Members smiling with one 
another improves their mood. Therefore, 
any club design, no matter the size, 
should provide engaging areas for people 
to socialize. Seating in lobbies is a must 
and another great place is outside group 
exercise rooms. Give members as many 
options as possible for social interaction. 
Obviously, this social interaction has been 
one of the main bene  ts of successful group 
exercise/training classes over the years.
 The size and the spaciousness of 
a room also in  uences an occupant’s mood. 
Studies have shown that ceiling height can 
in  uence an individual’s notion of freedom 
or con  nement and  nds that the height of 
the ceiling impacts a person’s subconscious 
perception of space and environment. 
They further showed that people are more 
creative and focused in rooms with higher 
ceilings and that their mood is signi  cantly 
improved. So, whenever possible, go for 
the higher ceilings, even in locker rooms.
 Temperature, quality and 
movement of air are obvious, and any odors 
are a clear mood changer. Fans creating a 
soft breeze are mood enhancers.
 In a post-pandemic world, less is 
more with club design. Cramming a club with 
equipment or with many di  erent spaces 
a  ects mood because spaciousness 
equals safety and healthiness. The need 
for open areas for stretching and functional 
movements are a must, and often, this may 
mean less “standard” equipment. Mirrors 
can make an area feel more spacious. Yet, 
too many mirrors can make out of shape 

people feel more self-conscious, so the 
days of having mirrors everywhere will not 
help improve most people’s mood.
 Taking down walls can create a 
feeling of more openness. Consider railing 
(glass or cable) over half walls of sheet rock. 
However, some areas work best with some 
privacy, such as stretching areas. Many 
clubs have found putting a turf stretching 
area right in the middle of the main workout 
space (a mood buster) gets less use, so 
such areas are better o   to the side.
 Lighting that depicts natural 
daylight a  ects mood, so too bright or too dim 
in main workout areas can have a negative 
e  ect. Stick with color temperatures of 
4,000 - 5,000 K (Kelvin) when purchasing 
lighting or bulbs.  Obviously, windows 
providing natural daylight are always good 
for a person’s state of mind.
 What about sound? Too much 
noise can add to stress and discomfort. 
Sound bouncing o   of sheet rock walls, 
mirrors and metal ceilings should be 
mitigated by the use of sound absorbent 
panels and  ooring. This is also another 
advantage of higher ceilings.
 It is good to think of ways to 
“soften” the experience of exercise. Flooring 
comfort is important. Group training and 
exercise space with softer sport  ooring or 
rubber is welcoming. The days of hardwood 
 oors in group exercise settings are less 
and less common. One of the reasons 
there has been growth in turf areas in clubs 
is that it provides a “soft” experience.
 Over the years, a lot of research 
has been done on colors a  ecting 
someone’s mood. There are a lot of 
opinions of color, but in general, clubs 
want to have energizing environments. 

Bruce Carter

Most people need all the help they can 
get when exercising, so color choices will 
have more of an e  ect than most people 
realize. Here is a quick summary of some
key colors:

White represents purity and cleanliness 
and can make spaces look larger, but using 
too much white can make a space look too 
sterile. Black is a color that often represents 
power. Unlike white, you would not want 
to use black as a background color, but 
it makes for a great statement color and 
exciting contrast.

Red is a powerful color, and in having the 
ability to stimulate people, it can be good 
for movement and energy.  But, once again, 
accents are better than background.

Green, blues and shades of brown/tan
(See Bruce Carter Page 19)
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Contact: Austin Cohen
Email: austin@  exit.  t
Website:  exit.  t

TG The Gym

The Gym has been home to Vista’s best 
 tness training for more than 33 years, 
o  ering men and women all across the 
community the chance to challenge their 
bodies and build strength every day. We 
are proud to work with everyone from 

accomplished bodybuilders to weekend 
warriors and complete beginners. No 
matter what your goals might be, we’re 
here to help members make it happen.

See Online Ad.

Contact: George Jackson
Email: musclesportproduction@gmail.com
Website: thegymvista.com

Paramount Acceptance

Paramount Acceptance is a full-service gym 
management platform. From web-based 
software to billing and a customer service 
call center, Paramount is designed to help 
you manage your entire gym business. 
Whether you are a multi-location gym 
chain not feeling supported or a smaller 
operation outgrowing your current provider, 
Paramount Acceptance is the solution for 

you. Paramount has several features that 
will create an incredible workout experience 
for your members. Gym time scheduling 
allows members to easily book workout 
times while restricting capacity needs in 
your club. Paramount’s mobile app lets 
members check in at the front desk as well 
as view and edit their account information 
from their phone. Lastly, Paramount’s 
PULSE software system is completely 
web-based. Some of its features include 
dashboard reporting, a  exible POS tool 
and a robust scheduling system that can 
be customized for your business model. 
This single software solution will help you 
manage and grow your business to new 
heights. Discover the software for the ages; 
discover Paramount Acceptance today!

See Online Ad.

Email: info@paramountacceptance.com
Website: paramountacceptance.com

      

 We want to thank these great 
companies, our friends and colleagues, 
for their advertising investment with Club 
Insider. Contact them today and be sure to 
meet them at IHRSA 2021! Finally, thank 
you for reading!

(Justin Cates is the Publisher of Club 
Insider. Having been born into a club 
business family in 1985, Justin grew up 
in the health and  tness club industry. He 
has lived and breathed this industry for 
36 years, since his own day one, and he 
loves it dearly. Graduating from the Terry 
College of Business at The University of 
Georgia in 2007, Justin has run day-to-day 
operations of Club Insider for 13 years. 
Justin was elevated to Publisher of Club 
Insider on April 5, 2020. Justin’s Dad, Norm 
Cates, continues to serve as Founder and 
Tribal Leader Since 1993. You can reach 
Justin by phone at 863-999-2677 or email 
at Justin@clubinsideronline.com.)
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can be soothing and refreshing and closely 
tied to nature. This is good for clubs, but it 
is best to use these as accents because the 
overall goal in an exercise space is not to 
calm people. Wood is a great color option.

Gray can be soothing with a lighter shade 
being livelier, yet all gray in a space can 
potentially have some negative e  ects on 
a person’s mood.

Yellow and orange are energy colors, 
creating a cheerful atmosphere. However, 
too much of these colors can overwhelm 
the senses and a  ect mood. Both are great 
accent colors where “less is more.”

 When someone feels something 
“deep down,” it is termed a visceral e  ect. 
Saunas, steams and Hydromassage 
provide such an e  ect and have a positive 
e  ect on mood right away.
 Always be aware of design 
miscues that can make people uncom-
fortable. Improper equipment layout can 
often make someone using a particular 
piece feel vulnerable. People feeling like 

they are on “display” is something to be 
cautious about. Cramped locker rooms can 
make people feel uneasy. Having two or 
three separate dressing rooms for women 
is highly recommended.
 Continued focus is needed about 
the decisions that are made with all areas 
of our club, sta   ng and space, and how 
it all can improve or hinder a person’s 
mood. Imagine having a well-thought-out 
interior with a smiling enthusiastic sta   
and members, and this is what someone 
experiences every time they come into a 
club... A club where a member truly feels 
welcomed and supported and the sta   
is consciously aware they are directly 
contributing to every person’s mood when 
they are in the club. A club where so many 
di  erent points of the environment have 
been chosen to “secretly’ enhance the 
personal experience. A club can provide 
an experience of upliftment that can be 
found nowhere else. This gets members 
in the door and keeps them coming back
for more.

(Bruce Carter is the owner of Optimal 
Design Systems, International. Bruce can 
be reached at bruce@optimaldsi.com.)

Proactive Prospect Relationship Building and Follow-Up Plans
By: Karen Woodard-Chavez

 Over the years, in my sales 
training and consulting practice, I have 
had the good fortune of experiencing many 
things with clients: good and sometimes not 
so good that need repair. That is the nature 
of consulting. One con  ict that continues 
to come up with clients as it relates to 
the membership sales department (for 
which this article will provide a solution) is: 
Should a salesperson get credit for a sale 
when there has been minimal relationship 
building and following up with a prospect 
even though that prospect is in their 
database? Or, just because a salesperson 
has a lead in their database, is it their lead 
forever, whether they work it or not?
 The answer is... if you put 
consistent e  ort into relationship building 
and follow-up with the prospect, then 
unquestionably, the credit for that sale 
should go to you. Conversely, if you do not 
put consistent e  ort in with leads/prospects, 
then why should you get the credit for
the sale?
 The perfect example is the 
following: You receive a lead. You contact 
the lead once or twice over a six-month 
period. The person then comes in to join. 
However, they do not ask for you by name 
because they do not remember you. You did 
not do anything that inspired them to come 
in at that time. You did not put in consistent 
e  ort to build a relationship with them. Why 
should you get credit for that sale versus 
the person who simply was there at the 
time to enroll them? The correct and fair 
answer is that you should not get credit 
for that sale. This scenario plays itself out 
over and over in many sales departments 
and creates tension, poor morale and 
sta   turnover. Your goal as a manager is 
to minimize and eliminate these negative 
outcomes and increase the activity that 
leads to sales production.
 Let’s focus on how you CAN get 
credit for that sale by proactively building 
the relationship and having consistent 
follow-up. Regardless of the lead source, 
the goal is to develop and deepen a 
relationship with your leads and inspire 
them to come in and join with you. You do 
this with the following simple tools:

Frequent Communication;
Relevant Communication;
Actual Contacts, not just leaving voice 

mails or carpet bombing with mass 
distribution emails.

 Let’s break this down and de  ne 
with speci  cs:

1. Frequent Communication: A minimum
of 4 - 12 times per month via email followed 
by voice and/or text. All of the messaging 
should mirror each other. For example, on 
Mondays you may send out an email to your 
leads, followed up by two voice outreaches 
as well as text outreach during the week. 
That is four attempts. You would repeat 
the process each week. Be clear, you 
would NOT repeat the same email and the 
same voice communications. It has to vary 
and be relevant to the lead. Additionally, 
consider the nature of your prospects/
leads regarding hot, warm and cool (See 
the November 2019 Article I wrote for Club 
Insider entitled E  ective Lead Follow Up, 
which details how to prioritize leads and 
number of actions taken).

2. Relevant Communication: The 
communication should blend urgency 
based on the lead’s own personal urgency, 
needs and motivation with invitations 
to relevant activities in the club. These 
invitations/activities should be designed 
to help the lead reach their goals and 
outcomes for joining the club. This can only 
be done if you have done a complete pre-
tour and have taken good notes to help you 
remember these elements for each lead. 
Remember, being complete with gathering 
pre-tour information allows you to shorten 
the sales cycle by being more precise 
with your selling message on the tour and 
also allows you to be more precise and 
personal with your follow-up by making the 
conversation about the prospect’s needs 
rather than simply about the club. When 
you do this, your follow-up feels more like 
relationship building rather than follow 
up (Tips 27 - 45 in my new book Sterling
Sales Skills).

3. Actual Contacts, not just leaving 
voice mails or carpet bombing with mass 
distribution emails: Any and all emails must 
be followed up with voice and/or text. It 
is inaccurate to expect that, just because 
you hit send, you will get a plethora of 
responses. You need to have a repetitive, 
creative and proactive plan in action.

 These actions all need to be well 
documented to prove that you are earning 
the sale. Regarding documentation, some 
of you reading this article have terri  c 
software or AI programs that create the 
framework for success for you. If you have 
not already done so, take a look at KeepMe
to help with this process. Conversely, some 
of you reading this article do not have these 
programs. That is okay; you can still create a 
system utilizing the format described in this 

article. Whichever course you are taking, 
what is critical is that the sales manager is 
managing the system and following through 
to make sure the sales team is doing what 
is established as your requirements (That 
point is very important; you must establish 
requirements and create accountability for 
those requirements being met or exceeded 
by each individual on the sales team). If the 
sales manager is not managing the sta   in 
this way, you will  nd yourself continuously 
struggling with the scenarios described in 
the third paragraph of this article.
 There is no doubt that sales 
success takes consistent e  ort in all Five 
Core Competencies, which include: Lead 
Generation, Appointment Setting Skills, 
Face-to-Face Persuasive Conversation, 
Follow-Up Skills and Business Reporting/
Management Skills. Every salesperson, if 
they want to master sales, needs to work 
diligently at each of these qualities without 
fail. If you and your team improved all of 
these qualities, sales would increase. 
However, if you placed priority on proactive 
relationship building and follow up with 
all of the leads you currently have in your 
database, that would be a very simple way 
to increase sales in a short period of time. 
Utilize the tools in this article to do just that.

(Karen is President of Premium Perfor-

Karen Woodard-Chavez

mance Training in Boulder and Vail, 
Colorado and Ixtapa, Mexico. Karen has 
owned 11 di  erent businesses, successfully 
sold nine of them and continues to operate 
two businesses. Karen consults with and 
trains sta   throughout the world on sales, 
complete communication, management 
and leadership. These services are o  ered 
on-site, online and through her books, 
manuals and DVDs. Karen’s newest 
book Sterling Sales Skills: 125 Tools to 
Polish Your Sales Success is available by 
emailing karen@karenwoodard.com or 
calling 303-417-0653.)
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Life Lesson from an Outdoor Cyclist: Just Keep Moving
By: Je  rey Pinkerton

 In 2005, I decided to pick up 
a new hobby, outdoor cycling. To be 
accurate, I actually decided to get back 
into cycling. I had ridden a road bike 
as a teenager (although back then we 
called it a 12-speed), but it was a mode of 
transportation more than a  tness-related 
hobby. I hadn’t ridden in years, but our 
church was planning a Men’s Retreat to 
Calloway Gardens, and one of the possible 
activities for the weekend was a 20-mile 
bike ride. With only a few weeks to get 
organized, I nervously set out to restart 
this new hobby. The goal? Not look like the 
new guy. The result? Hey everybody, take 
a look at the new guy. You may see where 
I’m going with this.
 As you help your members start 
or restart their  tness journey, I have 
some advice. Engage with every member. 
Help new people get started. Look out 
for them along the way. And, encourage 
them to just keep moving. Not moving can 
be detrimental. Here’s how my situation
went down...
 First, I needed a bike. Not knowing 
exactly how this rekindled hobby would go, 
I found a used bike for sale on eBay. The 
seller had been an avid cyclist, but due to a 
few knee surgeries, he was giving it up. As 
a result, he o  ered to throw in a few cycling 
jerseys, a pump and the pedals and clips. 
Perfect. Next stop, the cycling store.
 I walked into a local cycling store 
and was overwhelmed by all of the choices. 

I knew I needed a helmet, but that was 
really it. Maybe some clips for my indoor 
cycling shoes? Did I need a frame pump? 
Am I supposed to carry a repair kit? Wait... 
a rain jacket? Why would you ride if it’s 
raining? All of these questions rolled around 
in my head as I walked around scanning 
for somewhere to start or even someone 
to talk to. Strangely, no one ever asked if I 
needed any help. In fact, no one even said, 
“Hello.” It was so strange, in fact, that I left 
the store emptyhanded. Total Time: 30 
minutes. Total Money Spent: $0.
 A few days later, with the 
countdown to Calloway ticking, I walked 
into REI. I was greeted as I walked in and 
was directed back to the cycling section. 
Once there, a green-vested REI employee 
approached me. “Hey. How’s it going? 
Looking for anything special today?” Having 
been frustrated by my last experience, I 
responded somewhat de  ated, “Yes. A lot 
of things, I think. Maybe just a helmet.” With 
a simple hello and question, he had started 
the dialogue. He asked me a few more 
questions, added in a few tips about some 
of his favorite places to ride, and in no time, 
had helped me pick out a helmet, a pair of 
shorts, two water bottles, a small odometer 
and a  at-tire repair kit. He con  rmed 
that the shoes I was wearing to the gym 
for indoor cycling could be converted to 
my new (used) pedals and described the 
simple tools needed to get the job done. 
Total Time: 30 minutes. Total Money 
Spent: $250.
 With the trip only a couple of 

weeks away, I got the computer mounted, 
swapped out the clips on my shoes and 
rode around the neighborhood a couple 
of times. Gear? Check. Livestrong yellow 
bracelet? Check. Shaved legs? Why
not? Check.
 The morning of the ride, I got 
geared up, headed to the parking lot 
and started looking for familiar faces. 
“PINKERTON! Look at you man!” As an 
unforeseen bonus of buying on eBay, the 
used bike, my slightly worn shoes and the 
hand-me-down cycling jersey all gave the 
illusion that I had logged more than a few 
miles on my Fuji Roubaix.
 With about 40 cyclists gathered 
in the parking lot, we headed out towards 
the main roads. As my heart rate climbed 
with nervous adrenaline, I did my best to 
act cool and calm as we all chatted about 
the amazing weather and great day ahead. 
We headed away from Calloway Gardens 
and towards one of the only stop lights in 
the small town of Pine Mountain, Georgia. 
As the light turned red, the group slowed 
steadily. I slowed. We came to a stop. 
I stopped. I unclipped my right shoe. 
Success. And (unfortunately), I leaned
left. Crash.
 Laying on the road half-attached 
to my bike, with only my pride injured, it was 
clear to all that I was in fact the new guy. 
It turns out, I was one of a handful of new 
cyclists, others admittedly also concerned 
about clipping and unclipping their shoes 
from the pedals. Thankfully, it was also a 
signal to a few kind-hearted experienced 

Je  rey Pinkerton

cyclists who looked out for me over the 
next 20 miles. One quickly recommending, 
“Maybe for today, just unclip both feet at a 
tra   c light, then you can lean either way.” A 
simple solution that kept me upright for the 
rest of the day. And, the whole experience 
taught me some valuable life lessons:

1. Look closely to  nd new people. They 
can be hard to  nd and are often in disguise 
as con  dent regulars. Additionally, they 
may not want to admit they are new. What 
if in the parking lot someone had asked, 
“Raise your hand if this is the  rst time you 
have ever been cycling?” Would I have 
raised my hand? Heck no. Technically, 
I had been cycling before. If your group 

(See Je  rey Pinkerton Page 22)

 OLC Announces Completion of the 
Lake Nona Performance Center

ORLANDO, FL - OLC (Ohlson Lavoie 
Collaborative) is pleased to announce 
that construction of the Lake Nona 
Performance Center in Orlando, Florida 
has been completed, and the club will open 
for business on August 1. 
 The Lake Nona Performance 
Club is the inspirational heart of the new 
3,000-acre mixed use town center of Lake 
Nona, located southwest of the Orlando 
and developed by a joint venture between 
Tavistock Development Company and 
Signet, LLC.  
 The Performance Club is a 
130,000 square-foot, three-story center 
for  tness, sports, sports, wellness and 
clinical integration that will set a new 
standard for population health. This 
uniquely styled, architectural statement 
will serve as the lifestyle headquarters for 

a ground-up, master-planned community 
of housing, retail, corporate headquarters, 
entertainment, dining, education, hospitality 
and healthcare destined to be known as the 
healthiest community in America.

Bras  eld & Gorrie was the Gene-
ral Contractor, and Integrated Wellness 
Partners, based in Akron, Ohio, will operate 
this amazing facility.
 “Integrated Wellness Partners is 
excited to be working with OLC, the top 
wellness architects in the nation, as we 
bring a new era of health and wellbeing to 
the Lake Nona community,” said Jim Ellis, 
Executive Vice President & Managing 
Director of Integrated Wellness Partners.

See the OLC Ad on the Opposite Page.

Photo Credit: bentannerphotography.com
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 tness instructors ask a similar question 
before each workout, I’d ask them to stop.

2. When you  nd new people, help them.
Most adults don’t like trying new things or 
even asking for help. Have you ever walked 
into a store, and when asked if you need 
any help, you quickly reply, “No, thanks, 
I’m  ne,” even though you actually do need 
help? It probably happens in your club all 
the time.

3. If you are new, bring a friend. Even 
though one of my good friends practically 
fell o   of his bike laughing at my misfortune, 
we still talk about it all these years later. My 
fall was proof that he wasn’t the only new 
guy in the group. This is why free passes 
to bring a friend work so well. Want a free 
pass to go try something new by yourself? 
Um, no, not really. How about a few free 
passes for you and a couple of friends? 
Much more likely.

4. Help people feel successful today.

In our Instructor Trainings, we call this, 
“helping people feel as successful as 
possible as soon as possible.” What would 
have happened if the experienced cyclist 
would have told me everything that he 
knew about cycling that day? “When you 
slow down, do this. When you accelerate, 
do this. When you change gears, do this. 
When you’re descending, put your weight 
here and your knee here, pull your elbow 
this way.” It would have been overwhelming, 
and honestly, it would have made him pretty 
unlikeable. Instead, he gave me one really 
helpful piece of advice that I used for the 
rest of the day. Do your instructors teach 
this way? Do they overload participants 
with so much coaching that the information 
overshadows the experience? What if they 
just gave a participant the one piece of 
advice that would help them have a better 
experience on that day and saved the rest 
for next time?

 What about your Sales Team? 
Do they do something similar with well-
meaning “helpful” advice? It might come 
in the form of a weekly prescription like, 
“You should do strength training a couple 

times a week, cardio a couple times a 
week. Also, try to work in some balance 
and  exibility and mobility each week. 
Also, don’t forget about the importance of 
diet, personal training, rest and recovery.” 
Good? Ready to buy? Sounds like a lot, 
right? For a brand-new member, what if 
they could commit to working out two times 
per week? Get started. Feel good. Gain 
some con  dence. Then, decide if they want 
to layer on something else. What if, instead 
of overwhelming people, your team gave 
them some simple advice?

      

 Try something new, bring a friend, 
commit it to twice a week and see how you 
feel. The important thing is to just keep 
moving. It is, after all, much easier to stay 
upright (in life and on a bike) when you 
keep moving forward. To learn more about 
MOSSA, visit www.mossa.net.

(Je  rey Pinkerton is the Business Develop-
ment Manager for MOSSA. Je  rey can 
be reached by phone at 770-989-4737 or 
email at je  reypinkerton@mossa.net.)

Make
It Fun!






