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Boycott Baseball!

By Norm Cates, Jr.

GREED.

GREED.
GREED. GREED. GREED.
GREED. GREED. GREED.

GREED.

GREED is defined by
Webster’s Dictionary as: An over-
whelming desire to acquire or have,
as wealth or power, in excess of
what one requires or deserves.

Can you imagine what
would happen to your club business
if you decided to shut it down be-

cause you were not making
enough money or because things
in the business world did not suit
you?

Yes...... we can all imag-
ine how fast your members would
find another outlet for their
money, their energies and their
exercise/fitness/fun needs.

But, here we are at the
end of a summer of America’s
Pasttime and the United States is
being subjected to a MONU-
MENTALDISPLAY OF GREED
that ought to make all Americans
angry whether they are baseball
fans or not. This display of greed

is coming from two groups which
represent some of the wealthiest
people in the land........ the own-
crs and players of professional
baseball!

Don’t get me wrong.......
I am living just fine without base-
ball...... and so is my 9-year-old
son, Justin. And, 1am sure all of
you are surviving this baseball
strike equally as well. But, 1want
you to think about the thousands
of people who make their living
on baseball........ the vendors, the
ticket sellers, the ficld crews, the
parking attendants and all of the
others. What are they supposed

todo? And, think about the people
who had planned their summer
vacations around the great game
of bascball.

And, it is a great game.
As I sit here, the Acting Bascball
Commissioner, who also just hap-
pens to be an owner of the Mil-
waukee team, is telling the world
that it is all over as of Wednesday
if the players don't buckle. This
is his second deadline in a week.
The players want more guarantees
to inhance their already fat aver-
age carnings of $1.2 million per
year! And, the owners say they
want their way or they will can-

cel this year and maybe even next
year.
Well, I'say let's help them
ALL 1o get out of the game of base-
ball by BOYCOTTING BASE-
BALL whenever these jerks decide
to go back to work if they ever do.
I say that health club owners across
America should all join together
NOW to start a major campaign to
BOYCOTT BASEBALL until
both the owners and the players are
busted! BOYCOTT BASEBALL
and in cach city, find leaders who
will acquire minor league players
and start a NEW MAJOR
(See Boycott page 10)

By The Marsh Staff

Her ideas of mind-body
interaction were germinated during
her childhood and college years and
grew during her early career respon-
sibilities with the YWCA. She per-
sonally discovered that physical ac-
tivity, social interaction, humor and
protecting the joy in her life was an
effective formula for leaming to live

with a chronic discase. She has

shared the joy of movement with
stroke patients and their families,
taught chemically dependent chil-
dren the natural “high” of exer-
cise, worked closely with local
high school mentor programs and
introduced seniors to mindful ex-
ercise. Choosing not to see her-
self as a victim, but rather shar-
ing her story with a large popula-
tion she has committed herself to
a life of health, wellness and

mind-body principles.

Ruth Stricker’s indefati-
gable encrgy and willingness to
achieve her objectives of helping
others illustrates the depth and sin-
cerity of her desire to promote
optimum physical, mental and
spiritual balance in the lives of all
people. She built The Marsh ad-
vocating fitness/wellness, bal-
ance of body/mind and integration
of physical excercise into a total
lifestyle. The facility is a platform

 BALLY WATCH -

By Norm Cates, Jr.

Wilh the winds of

change blowing at the Bally Health
Clubs, the CBI MAGAZINE, pub-
lished by IHRSA, The International
Health, Racquet and Sportsclub As-
sociation published in their Septem-
ber issue,, a feature article on MIKE

LUCCI, the CEO of Bally Health
Clubs, entitled: BALLY’s NEW
STORY.

| had been asked by Sue
Hildreth of CBI Magazine to write
an article about my view of what
is going on at Bally which was to
be printed in the same issue in
conjunction with the Lucci article.
For some reason, CBI elected not
to print my work. Therefore, I will

print my article and my response to
the Lucci report in next month’s
CLUB INSIDER News. Stay tuned!
(Norm Cates, Jr. is the Publisher and
Editor of The CLUB INSIDER, a
co-founder of IRSA and its Ist
President. Cates is a long time
BALLY WATCHER who has in the
past taken an aggressive approach
opposing the idea of admission of
Bally to IRSA.)

by Roger Ralph

by Rick Caro
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to present her ideas and philoso-
phy. In addition to providing a
beautiful center for local people,
she has made The Marsh a learn-
ing laboratory/model for students
and professionals to come and

story of three major publications

American Kitnese | eader

learn to apply these principles in
their lives.

It is no wonder that Ruth
Stricker has been the featured cover

(Sce Stricker page 11)

Ruth Stricker
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THE INSIDER SPEAKS

* EDITORIALS ¢ "INSIDER MAIL"

COMMENTS -

June 13, 1994

AND FIRST-CLASS MAIL
Mr. Kri

eger
Wellbridge Center
135 Wells Avenue

Dear Larry:

of our Association.

Sincerely,
e
C. E. SPEARMAN, JR.
CES:tc
bee:

SENT VIA FAX (617] 244-T739

Newton, Massachusetts 02159

ions, 1

Mr. Norm Cates/FAX #(404) 933-9698
Mr. John McCarthy/FAX #(617) 951-0056

I want to congratulate you and the IRSA Board for resolving the name change issue in such an
outstanding manner. You have embraced the fitness aspect of our Association without
downplaying the clubs that were the genesis of the Association. Most important of all to me,
we will still be known as "UR-SA" with a different set of the alphabet being the basis for the

term "UR~-SA." My only quesuon is why did it take so long for someone to come up with this
greal solution to our problem?

You have demonstrated great leadership throughout this name change issue. You have opened
up communication, listened to the membership, worked hard to build consensus and the end
result is a great solution to a complicated problem.
from the vast majority of the Association’s membership. Certainly, I support the change and
will be happy to help you make the transition to our new name.

. ey ] P

I am confident you will receive support

pelieve the Association will be

sm:mger in lhe future because of the crpcn commumcauon between the membership and the
Board that you developed while resolving an issue that was very important to many members

Congratulations again to you and your entire board for fine leadership in selecting a new name
that recognizes the health clubs, but still allows us to be known as "UR“SA."

23500 CLUBROUSE DRIVE » LAGUNA NIGUEL, CALIFORNIA 92677 » (714) 495-2070 « FAX (71 4) 240-9203

||said that 1 felv 1

Mr. Don L. Jones, Ph.D.
Sentara Hampton Health & Fitness

Dear Don,

Thank you for your letter. 1
read it with great interest.

It seems to me that your argu-
ment mixes two different matters and |
think that clarification might be appro-
priate.

You are referring to paying
consulting fees to dues-paying IRSA
members for “sharing their knowledge
and experience” with you. You are also
mentioning in the same letter, the hy-
pocrisy of these actions.

Relative 1o the IRSA mem-
bers who consult with hospitals, we
should keep in mind that these are indi-
viduals who have not made a pledge to

their membership about what they will
do and whom they will do it for. On
the other hand, IRSA, The Associa-
tion of Quality Clubs, is not an indi-
vidual. [t is an association of FOR
PROFIT CLUBS who have joined to-
gether for mutual benefit. These clubs
have signed up for IRSA membership
with a standard that says: * only clubs
which pay property taxes and do not
accept tax-deductible contributions for
capital or operaling costs can be mem-
bers of the association.” To give you
an idea of how many of the IRSA
member clubs feel about this situation,
please read the letter from Kim Fuller
published in the CLUB INSIDER re-

cently.

The letter from John
McCarthy reprinted in that CLUB IN-
SIDER edition speaks volumes and it

will now be up to those IRSA mem-
ber clubs who object to the admis-
sion of hospitals, non-profils and
otherwise, tospeak oul. Please don't
confuse my commentary on this and
other subjects as being an “ultima-
tum.” The CLUB INSIDER will
watch this situation and will report
to our readers what is going on, the
rhetoric not-withstanding. This de-
bate should be resolved before IRSA
will be able to figure out what it is
going to be and whom it is going to
serve in the future.

Yours Truly,
Norm Cates, Jr.

Publisher and Editor
The CLUB INSIDER

SENTARA Hampton Health & Fitness Center
300 Butler Farm Road

Hampton, Virginia 23666

(804) 766-2658

The CLUB INSIDER News
P.O. Box 671443
Marietta, Ga. 30067-0025

Dear Norm:

I read with great interest your article on page 2 of the May CLUB
INSIDER dealing with the issue of IRSA and Non-Profits. | have worked for
YMCAS', two different municipal Recreation Departments, two not-for profit
hospital owned fitness centers and now a for-profit fitness center owned by a
hospital.

In your second paragraph you state that, “Should IRSA’s member-
ship policy be changed to admit any and all applicants, the result would be
that clubs who compete with non-profits for their livelihood would be asked to
share their knowledge and experience with the very people with whom they
are competing.”

1 find this interesting because 1 know of many instances where man-
agers and owners of for-profit clubs are actively working with non-profits. It
therefore appears to me that: (1) many in the private sector are willing to “share
their knowledge and experience™ provided there is material gain to be real-
ized; and (2) by default, these private seclor owners and managers are under-
mining IRSA’s mission as you state it (to help FOR PROFIT CLUBS.....) by
sharing that knowledge and experience.

| have paid a few thousand dollars to for-profit IRSA clubs 1o “share
their knowledge and experience” with me (translate- consulting fees) when |
was Manager of a non-profit hospital owned facility. No one ever said to me,
“ Don, we simply cannot consult a non-profit club no matter what you are
willing to pay”. My money was welcome.

On the other hand, | related a concern I had 1o an IRSA Board
Member about my application for a position on IRSA’s Board of Dircctors, 1

position as manager of a non-profit hospital owned club. | said that when
attending IRSA conventions, | often felt | should be on the back of the bus.
The Board Member said: “Don, most would probably wish you were not even
ON the bus” And, he was being kind.

Hypocrisy? Many of IRSA’s for-profit club owners and managers
are more than willing to accept my MONEY for consulting fees but they do
not want me (o be part of their organization?

And now, Healtheare reform. All of a sudden, for-profit clubs are
secking alliances with hospitals. For-profit or not-for-profit hospitals - it makes
no difference. IRSA clubs have been urged to align themselves with local
hospitals.

If; as you say, the Mood gates of conflict and dissension within
IRSA will open (if IRSA includes non-profits), why hasn’l this already hap-
pened? We have been a dues paying member for EIGHT years (seven years as
a non-profit) and member of the Vanguard for a least four years. It has always
struck me a little odd that a contributing member to “The Fund™ is willing to
accepl consulting fees from a non-profit. Is it okay to “sharc knowledge and
experience” for a fee even with “the competition™?

It appears to me that when there exists the potential for material gain
(consulting fees, dues, alliances, eic.), many IRSA club managers, owners
and others blatantly seek out and accept the money and other potential benefi-
cial alliances offered by the non-profits.

I would urge caution in your highly emotional appeal for justice and
advise you not to throw out the baby with the bath water. | agree that many
non-profits abuse and take advantage of their status. However, IRSA clubs,
owners, managers and consultants arc not the purists you would have your
readers believe them to be. - Otherwise, we (and other non-profit hospital
groups) would have been asked to leave IRSA a long time ago.

I have always felt that the issucs regarding non-profits (hospitals,
YMCA's, Rec. Centers, etc.) have been too emotionally charged. 1 do not
disagree with the fight against them. | just disagree with the way it is often
conducted. | do not feel it is an “us against them” war. There are ways for
many alliances (for profits and non-profits) to be mutually beneficial.

However, asking us to get off the bus has simply got to stop. The
rhetoric is damaging to the entire industry. While The Association of Quality
Clubs (hospital-owned included) fight among themselves, Bally’s, et.al. con-
linue 1o grow. Lel’s discuss the issuc before any more ullimatums are issucd.

Sincerely,

Don L. Jones, Ph.D.

Director

Copyright © 1994 CLUB INSIDER, INC. All rights reserved. Material may not be copied in whole or in part in any form whatsoever.



PAGE 3

EClub Insuler

AUGUST/SEPTEMBER ISSUE

* NORM'S NOTES °

ROYLE BERRY is the
former General Manager of the
Woodcreek Athletic Club in Tyler,
Texas. He has been hired by
GERRY ALLES and LOU OFF,
the owners of Atlanta’s SPORTLIFE
CLUBS, to head up their new
Sportslife Club Management Sys-
tems (SCMS) and Sportslife Univer-
sity. SCMS is a new contract club
management company which plans
to assume management responsibil-
ity for existing and planned facilities
nationwide. Sportslife University is
the club consulting division serving
clubs who need assistance. Berry has
developed a very successful corpo-
rate membership sales program,
which he has sold to 350 clubs. Best
of luck, Royle, in your new role and
ventures with Sportslife!

FITNESS MANAGE-
MENT MAGAZINE has recently
distributed a promotional flyer which
really tracks both CBl and CLUB IN-
DUSTRY MAGAZINES in terms of
the content provided to readers. In
this flyer, Fitness Management de-
scribes a survey conducted by a firm

merous raling categorics. Here is a
summary of the flyer:
Most Credible: Fitness
nt - 48% / Club Industry -
12% / CBl -4 %
News Coverage: Filness
Management - 37%/ Club Industry -
27%/ CBI - 5%

New Product Cover-
age: Fitness Management-44%/
Club Industry - 22%/ CBI - 3%

Management Topic
Cov: Fitness Management-59%/
Club Industry -9% / CBI- 4%

Ad Selection: Fitness
Management - 38% /Club In-
dustry - 21%/ CBI - 3%

Most UsefulOverall:

Fitness Management-55%/Club
Industry- 11%/ CBI - 4%

Importantly, this sur-
vey was conducted by asking
1,000  from FITNESS
MANAGEMENT’s CIRCULA-
TION LIST what they thought.
| wonder what a survey con-
ducted independently from the
industry at large, instead of from
their own list, would have said?
Maybe someday the CLUB IN-
SIDER can be included in this
FUN!

IHRSA’s 9th Annual
Sales & Marketing Conference
is set for Nov.30-Dec.3, 1994 in
Orlando, Florida. This concen-
trated focus on sales and market-

mg wlll l'ughlighl pfescnialmn.s

conducted by professionals from
both inside and outside the club
industry. To top off a great
agenda, this conference will be
held in Orlando, Florida so you
can plan some fun for you fam-
ily as part of the event. To reg-

G:r.srd and will inc I.Il]l. seminars

ister call (800) 228-4772.

TERRY & DARYL
STAFFORD are the owners of
BODY ATTACK, a personal
training business serving clients
from all over Atlanta. About a
year ago, they set up their busi-
ness in a 3,000-square foot space
in TONY de LEEDE’s new
AUSTRALIAN BODY WORKS
location in North Atlanta. Daryl
is a former Mr. U.S.A. and Terry
has claimed titles as Ms. All South
and Ms. Atlanta honors. Accord-
ing to Tony, they are doing really
well and are a welcome addition
to his new location. If you are in
Atlanta and want to pump some
iron with them, call (404) 262-
7272

CONGRATULATIONS
to CLUB INDUSTRY MAGA-
ZINE as they recently celebrated
their 10th Anniversary with a re-
ally neat issue in which they re-
counted excerpts from the last 10
years of our industry! Oh yes,
don’t forget to attend the CLUB
INDUSTRY SHOW in Chicago

Dy AT

\!cr for the Seminars and Trade
Show, call:(800) 541-7706.

MICHAEL HOFFMAN
has informed me that LIFE
FITNESS's patent lawyer,
MICHAEL McMURRY has is-
sued an exciting statement about

Dorian Yates Wins 3rd
Mr. Olympia Title

By Norm Cates, Jr.

Allanta. Ga. - Dorian

Yates the 5'10" - 260 mound of
muscles with 6% bodyfat won his
third Mr. Olympia title on Septem-
ber 10 in a contest that wasn’t even
close. Yates, from England, hauled
away the $100,000 first prize money
and appears to be on a roll just like
his superstar predecessors, Amold
Schwarzenegger (seven titles) and
Lee Haney (eight titles). The audi-
ence of 4,000 + and most of the other
competitors gave Yates standing ova-
tions. To the surprise of many, Yates’
toughest competitor, the 6°1" - 270
Canadian, Paul Dillet finished a lack-

luster 4th place, pocketing,
$25.000 in prize money. The
$25,000 was the same amount
that Chris Dickerson won in
1982 when he won the Mr.
Olympia title. Finishing second
and banking a nice $50,000 was
Shawn Ray.

Also in Saturday’s
competition, Lenda Murray of
Detroit won her 5th straight Ms.
Olympia title and Robbie
Robinson, age 43, won the first
ever Master Olympia
competion, beating Lou
Ferrigno who has returned from
his Incredible Hulk days and 17
years away from competition.
Also competing in the Master
Olympia was 48-year-old leg-
end, Boyer Coe.

At the end of the first

round of judging, the judges asked
the final six to leave the stage
while final total were calculated.
A spontancuous “posc-off” hap-
pened when Dorian Yates went
back out on the stage to pop a few
more poses. Wanting no part of
Yates® solo act, Ray and Dillett
hit the stage and a mini-contest
between the three lasted three or
four minutes and the crowd went
nuts.

The Mr. Olympia contest
is hosted by Wayne DeMilia,
president of the International Fed-
eration of Body Builders pro divi-
sion and has 23 competitors from
10 countries, all of whom have
earned a spot to compete by win-
ning or finishing as a finalist in
other championship events around
the globe.

n October 12-15, 1994. To reg-

their treadmill product: * Life
Fitness has received notice from
the U.S. Patent and Trademark
Office that its FLEXDECK patent
application filed in 1989 has been
allowed. Life Fitness believes that
this patent will broadly cover its
FLEXDECK feel and feature ben-
efits that have been so instrumen-
tal in the success of the Lifestride
treadmill.” The key design fea-
ture of Life Fitness FLEXDECK
system is a series of patent pend-
ing clastomeric Lifespring sup-
ports which absorb bodyweight
impact at the point the user’s foot
strikes the deck surface.

DIANE HESS, the tal-
ented Program Director who had
built the Lakeshore Athletic Clubs
in Chicago to an incredible mix
of fitness/athletics and FUN, has
left the clubs to start her own Pro-
gram consulting firm. Dianc was
featured in the July, 1993 issue of
CLUB BUSINESS INTERNA-
TIONAL with an article entitled:
“FIRING UP FOR FALL". It
might be a great time to pull the
article out and review it. Thanks

Diane for writing the agticle | :g,;mrg

month's Club Insider. To reach

Diane regarding her services, call
Diane Hess or John Marshall at
(908) 873-5752

DANIEL CARTER is
an Arca Director for several of the
Australian Body Works clubs in

magazi

Atlanta. Dan is planning to set up
aseries of management roundtable
meetings for club managers and if
you are interested in attending, call
Dan at (404) 255-8889.

NICK ORLANDO’s
Stairmaster Company is making a
great offer to clubs who can afford
to make a purchase of 10 or more
Stairmaster products under onc in-
voice - purchasers at this level will
receive FREE their choice of either
the StairMaster Crossrobics 1650
Cardio Squat conditioning system
or the Crossrobics Kayak condi-
tioning system - a $3,395 value. To
speak to your Regional Sales Rep-
resentative, call 800-635-2936.

REBA's COUNTRY FIT-
NESS is the front page headlincon
the September/October issue of the
new VIE Magazine published by
the principals of the Atlanta
Sportslife clubs. The featurc article
is on country music star Reba
McEntire’s fitness program. This
magazine looks like a great oppor-
tunity for clubs to promote them-
selves with a high profile color
ine. For information on the
new VIE Mapazine club program.
call; (404) 984-0031.

NERSA (the New En-
gland Association of Quality
Clubs) will hold its Annual Fall
Conference on Thursday, Scptem-

(Sce Norm's Notes p1bc 8)
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Subscription Form

Name (s):

Club N

lame:

Address:

City, State, Zip:

Telephone:

$ Check Enclosed

Authorization Signature:

P.0. Box 671443, Marietta, G/
ORC

%99 for 1 Year for Ist Person
%49 for 1 Year for Additional Subscriptior

I
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I
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I
I
i
I
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I
I
¢

A 30067-0025 or Fax:404-935-9

Call Toll Free IIuIIm(' 1-800-700-2120
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Attacking Hidden Expenses
PART 111

By Rick Caro

Irl previous articles, it
was pointed out that the ideal
place to save on club expenses is
those categories where all of the
benefits flow to the bottom line
and where the member never sees
any change in the club’s operation
or level of service.

Part | dealt with the
state-mandated Workers’ Com-
pensation issues and Part Il with
Unemployment Insurance.

This section will high-
light a variety of other items
which together could create a
much more significant bottom line
than the club had achieved previ-
ously.

Succenn T

SERVICE PROGRAMS

o

Electronic Funds Transfer
(CHECKING—SAVINGS)

(Per Payment Processed)

PLUS
Payment Book and Credit
Card Processing

CALL NOW!
1-800-233-8483
Gary Piper or Jerry Mercer

Affiliated Acceptance Corporation
PROFESSIONAL RECEIVABLES MANAGEMENT

AAC...“We're Here To Work”

CREDIT CARD FEES

Aclubs continue to of-

fer club memberships processed
through  Electronic  Funds
Transfers(EFT) technology, each
membership dollar paid to the club
is discounted. Therefore, a club may
only receive 96-98% of each dollar
paid to the club by the member.
Private credit cards(e.g.
American Express, Discover,
Diner’s Club) are all realizing the
pressure of competition and the
ultimate threat of clubs’ refusing to
honor their cards. Recently, Ameri-
can Express lowered some clubs as
much as 1.4%. This can amount to
a substantial savings if their volume
is sizable. These fees depend on
how the cards are processed (data
capture terminal, modem, mail) and

timing for “good funds.”

Bank credit cards (Mas-
ter Card, VISA) are generally
thought to be about the same by
club owners. In fact, the rates vary
widely among local banks in your
area. When questioned as to why
owners did not shop around for
the best rate, many did not want
to hurt their current relationship
with their local bank. In fact, no
harm is necessary.

A club can shop around
for lower EFT rates for their bank
credit cards and then once a
month wire transfer the total dol-
lars received from this other bank
to the club’s regular checking ac-
count bank.

The savings for some
clubs after negotiating lower rates
has amounted to over $20,000
from the previous year.

BANK CHARGES

Must clubs do not ne-

gotiate their various bank charges
for servicing their account. In
fact, most owners do not realize
that there is even a negotiation
available. Banks keep a comput-
erized analysis of the club’s aver-
age balance in each of its ac-
counts. Often, a club will have a
regular checking, aseparate pay-
roll checking account and even a
money market account to put ex-
cess cash in whenever dollars are
available for as few as 3-4 days at
atime. The bank has the technol-
ogy to sweep these accounts and
determine the collective balance.

Clubs can use this bal-
ance as a negotiating stance 1o
lower fees, negotiate lower inter-
est rates on mortgages and work-
ing capital line of credit loans and
to eliminate certain charges(letter
of credit fees, members’ returned
check fees,etc.)

A club’s banking posi-
tion is further enhanced if the
owner has his own personal
checking account or has other in-
vestments with the same bank.
Some clubs have saved between
$5,000-10,000 especially on is-
sues relating to financings
(e.g.points, interest rates, etc.) as
well as the standard bank charges.

DISABILITY
INSURANCE

Snmc states have man-

datory requirements that all busi-
nesses must provide disability in-

surance for all employees. This
is an inexpensive insurance cost
to aclub, but it is also one that is
extremely competitive. The club
should use a local broker who is
knowledgeable in this field. It is
more likely to be the broker with
knowledge of employee health
insurance than the one who
handles the club’s property & ca-
sualty coverages.

There are two basic
ways insurance companies com-
pute the club’s costs for such in-
surance and either may be favor-
able, depending on the actual cal-
culations. The first is a simple
calculation of certain costs for
each male and a separate rate for
each female employed by the club
that month. Generally, the rates
are dramatically higher for fe-
males with the explanation of
pregnancy causing the disability
and requiring some time off. The
calculation is based on each male
and female (in total numbers)
employed each month, even if it

were for a 1-hour acrobics class

‘a5 a substitute. This insurance’is  However, theresaresgev= =

generally billed quarterly.

The second method is a
straight percentage approach
which is applied to the club’s to-
tal payroll each month. The bro-
ker should get at least 3 bids and
compare the specific calculations
for cach insurance company and
request both approaches.

State-mandated disabil-
ity insurance is an area where
there is much room for negotia-
tion. Depending on the size of
payroll, the savings can be
$2,000-8$5,000.

COST OF
EMPLOYEE
RECRUITING

Mnst clubs never

stop to consider the real costs to
acquire a new staff person, cven
an hourly front line employee.
Furthermore, the time involved is
never calculated, as the process of
screening, interviewing, decision-
making and reference checking is
never fully contemplated. Of
course, the cost of training that
new hire is also not fully costed
out.

Most clubs can describe
in detail the case history of a “bad
hire” but can not fully calculate
the expense incurred. Finally,
clubs have not learned what are

the most efficient and effective

Caro

methods for them at their clubs.

Typically, clubs place ads
in their local newspapers - some-
times, in the local town publication
and often, in the metropolitan or
city newspaper. Typically, the ads
are run for more than one day and
— for some clubs — are placed
under more than one heading.
Some place it under “health clubs™
and others find the functional head-
ing, (sales, clerical, bookkeeper,
maintcnance, etc.) are better. At
best, these ads will attract a volume
of responscs but then must be
sercencd extensively.

Obviously, using exccu-
tive scarch firms for managerial
positions has validity and the fees
charged for this industry are very

reasonable,

eral ways of limiting the costs of
identifying front line and junior
managerial personnel. Encourag-
ing current club employees to iden-
tify prospects and paying them a
small referral fee is common and
often proves successful. Recruit-
ing at colleges orat local job fairs
yields excellent results and the right
“type” of candidates. Furthermore,
developing regular internship rela-
tions with local colleges and uni-
versities — both at the undergradu-
ate and graduate level — has
proven to be very fruitful for clubs.
This works best in fitness, com-

- puter, athletic programming and

back office departments. Finally,
some clubs have worked with their
State Unemployment Office to
idenfity maintenance and house-
keeping personnel, food preparers,
landscaping and grounds staff.

Cost savings in this area
along with the other three can add
up to significant savings when
computed overa year's time — and
the member never knows of any of
these expense reductions.

(Rick Caro is President of
Inc., a con-
sulting company to clubs and an
acknowledged expert in club [i-
nances, operations, valuations, fea-

Management Vision,

sibility studies and club sales.
Management Vision, Inc. can be
contacted at (800) 778-4411.)
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Impeccably

heckfree Corporation gives you a sophisticated, first-class club
management solution. We take the time Lo investigate the needs of
your club up front, paying attention Lo the finest details. Then, we
create the solution that best suits your tastes. Our well-rounded
systems, consisting of RCM2000-The Club Manager software, hardware, EFT
services-or any combination-enable us Lo deliver the perfect solution.

Targeted EFT Solutions  We recommend practical. reliable and
cost-efficient EFT processing for tangible results: increased member retention,
improved cash flow, lower billing costs and lower delinquency rates. The resulls
are just as langible as the solution.

Unmatched Club Management Systems Forgel about the
headaches of manually tracking club activity or struggling to get what you really
want out of your system. Instead, rely on the comprehensiveness of RCM2000-The
Club Manager for membership database maintenance, marketing management,
membership accounting and usage tracking. Not only will you get the

control you want, but your members will get a better-run work-out facility.

0

CORPORATION

tailored solutions.

Dependable Support  Just as important as our solutions is our solid
support and meticulous service. We have the leading experts in system
development and technical support ready Lo wait on you.

Checkfree is the leader in club management, helping
over 1,500 facilities to more efTiciently and profitably
manage their operations. These clubs gel a custom-
designed system at a reasonable price.

Why spend
another minute
operating your
club with a
piece-meal
approach? Treal
yoursell Lo
Checkiree's
made-toorder

solutions.

1-800-242-9522

RCM Division

Checkfree Corporation is an IRSA Vanguard member and proud sponsor of the IRSA Institute

AUGUST/SEPTEMBER ISSUE
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INTERNATIONAL, INC.
Healthy Products For Health y People’

FREE “Fitness Rewards’”
For Your New and
Existing Members!

Receive FREE Products Like: General Mills Nature Valley* Low Fat Chewy Granola Bars ¢ L' Oreal® No-Rinse
Conditioner & Bodifier * Quaker* 100% Natural Low Fat Cereal * Haagen-Dazs" Low Fat Frozen Yogurt Kellogg's*
Low Fat Granola Bars * Keebler” Elfin Delights Reduced Fat Cookies * Nabisco® Snackwell’s Reduced Fat Cookies

B A R, ¥ i | R Wl’i il‘ld

" It's so Easy... It's a Lot of Fun... Members Love it...
“The members here were very pleased to “On behalf of the lllinois Valley YMCA “Thank you so much for a wonderful
be able to sample these products. | think | would like to thank you for your Fitness Rewards Program. The members
this is a great program and | appreciate outstanding promotion program. loved it! The staff loved it! So of course,
all the support from your staff. All the Again, it was a big hit and a lot of fun all this makes me happy! We had a great
necessary tools to implement the sam- with our 6,000 members. We appreciate time offering these product samples to
pling were provided in a timely manner the program.” our members. They are so excited that
and help was just a phone call away if David P. Potthoff they can eat low fat snacks and really
any questions arose. | commend you and llinois Valley YMCA enjoy them. Thank you again for allow-
your staff for your efficient work!” Peru, IL ing us to be a part of this wonderful

Rene Duncan opportunity. | am looking forward to

Lockheed Sports & Fitness Center future programs of this sort.”

Fort Worth, TX Denise Fink

Westinghouse Electric Corp.
Pittsburgh, PA

ENROLL NOW FOR 1995 FREE SAMPLES!

Promote It International, Inc. will send your fitness facility
thousands of free product samples for your members to enjoy.

Your only investment of $50 per year, for each club location covers program components,
shipping, and handling from January 1st to December 31st.

CALL TODAY!

1-800-895-2582 (CLUB)

Promote It International, Inc. * 2255 South Wadsworth Blvd., Suite 205 » Lakewood, CO 80227-3023 » FAX (303) 987-1077

Ann Marie Mills
National Promotions Director

-"—"—-?‘""'
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Add Value To
Health Club
Memberships

By Norm Cates, Jr.

When a new member has just
joined your club, what tangible evidence
does he/she walk away with which will re-
inforce that buying decision ? Many clubs
provide new member information kits and
perhaps, an initial fitness evaluation and
program write-up. But, by and large, that
is usually it and it is up to the member to
begin showing up at the club in order to
receive any value from his buying decision.

Many clubs are gaining an imme-
diate relationship edge with their new mem-
bers by adding value to the membership
through health club product sampling pro-
grams. Additionally, the product sampling
programs can provide your existing mem-
be_rsmp with an unexpedod bonus. T‘hm

hul are not Iimi:cd to the following:

(1) IMMEDIATE VALUE - The
new members will receive goods, which if
purchased in a local store, might cost as
much as $50. Thus, the new member will
perceive immediate value from the mem-
bership purchase, even before leaving the
club that day.

(2) “BUYERS' REMORSE” can
be reduced as the new member will have
received something which he/she can use
immediately and which was not expected
from his/her decision to join.

(3) “WORD OF MOUTH" adver-
tising for your club will be enhanced due
to the exposure of the new or existing mem-
ber to the complimentary products. It is
natural for your member to tell his/her
friends about the products because every-
body likes something for free.

You might ask: “Why do compa-
nies want to give away their products to
health club members?” It’s just like the con-
cept of “test driving” a new car before you
buy it. In this case, your members get to
“test drive” numerous new products before
they decide to purchase. Major companies
want this exposure of consumers to their
products and the health club product sam-
pling business is a big business.

Take for example two major play-
ers in the health club product sampling in-
dustry: PROMOTE IT INTERNATIONAL
and AMERICAN HEALTH CLUB MAR-
KETING.

PROMOTE IT INTERNATIONAL

Estabiished in 1990 by health

club and marketing professionals, Promote

+ It International,(PII) provides “good for

you” product samples to as many as 3,500
fitness facilities nationwide. Their member
retention program which continues through-
out the year requires clubs to sign an enroll-
ment form outlining the sampling promotion
instructions, time line and invest $50 annu-
ally. In addition to thousands of dollars
worth of free product samples, health clubs
are presented with quality sampling kits that
include specialties the clubs have requested
to make the sampling as “turn-key" as pos-
sible. The sample kits include everything
from table covers to disposable cameras.
PROMOTE IT INTERNA-
TIONAL provides two Toll-Free hot lines
for fitness facilities too call if they have any
questions. PII also offers on-going incen-
tives that reward exciting prizes to club man-
agers and their members, including paid va-
cations to Breckenridge, Colorado, and top

oflhc hneAVlAmtrammgslmcs AVIA

igious national

cponsors Pamcnpaunb 'f'llm:'\\ Rewards™
facilities receive recognition and credit for
the valuable free samples they offer to their
members. Promote It International believes
in maintaining a low-profile in the promo-
tions, thus giving the club the “credit” for
providing the free gifts to their members.
Participating fitness facilities range from
upscale athletic clubs like New York’s Pen-
insula Spa to neighborhood YMCAs nation-
wide.

In addition to distributing millions
of samples and valuable coupons, Pll is in
the process of producing the first FREE
newsletter that will be distributed to mem-
ber clubs nationwide three times per year.
Promote It International’s non-exclusive
agreement with thousands of clubs around
the country allows health clubs to maximize

' their opportunities to add value to their mem-

berships whenever possible.

AMERICAN HEALTH CLUB
MARKETING

AMERICAN HEALTH CLUB
MARKETING (a division of Reader’s Di-
gest Association) is launching the NEW
MEMBER KIT sampling program in April
of 1995, The New Member Kit is an attrac-
tive and colorful gift box filled with nutri-
tious food products and valuable health and
beauty aids that meet the needs and desires
of new health club members. Both male and
female kits are available and the estimated
value of each is $12.00. That’s over $7,000
of FREE marketing value for qualifying
clubs that have an average of just S50 new

(See Value page 10)

AMERICAN HEALTH CLUB
MARKETING, owned by Reader’s
Digest, launches the New
Member Kit (NMK)...
a FREE gift for all new members
when they join your club.

» NMK is offered at NO COST to qualified clubs

Distribution begins April 1995

NMK is an atractive and colorful box

Contents include nutritious food products and

valuable health and beauty aids
Male/Female versions
Shipped bi-monthly for easy storage

ONLY 1,000 TOP QUALITY CLUBS
WILL BE ENROLLED!

Visit AMERICAN HEALTH CLUB MARKETING at the

Club Industry Trade Show Booth # 763,765

= 2

|-..a.-|

APPLICATION DEADLINE: NOVEMBER 1,1994

Club Name: 5
Address: : 5 s —
l:itv,v'.*:'.f Sta;te:" - 3 !ip... -
Contact: ______ . . 1 Title:
Phone: ( ) __. ________ 3
(circle one)

Are you presently enrolled in CLUB PACK? YES NO
Are you presently enrolled in PROMOTE IT? YES NO

Club Square Footage: Total Membership: Daily Traffic:

TEEIEEN serucsmoN FoRM

e | o

Send completed application to: KMERICEN HEALTH CLUB MARKETING,

28 West 23td Street, New York, NY 10010, Attention: Jean Hanham 1-800-234-6918
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Gainsharing: A Win-Win Incentive

By Curt Beusman, Phd.

Gel to know the word

“Gainsharing”. It'sanew incentive
concept for the club industry, with
real advantages over conventional
bonuses and profit share schemes.

For the past three years at
Saw Mill River Club, we used a
10% of base salary bonus for team
captains who bring their depart-
ments at or above their profit goals.
Team goals - created jointly be-
tween the captains and General
Manager - were based on quarterly
team contributions (the net of team
income vs team expense).

John James, our General
Manager, pointed out five major

problems with our 10% bonus
plan:

1. Captains focused on
their own team success rather than
club successes and only captains
benefited, not their whole staff.

2. Complex, multi-
team projects caused bickering
about allocation of costs and prof-
its.

3. Lack of incentive to
better the profit plan this year plus
a disincentive to plan aggres-
sively the next year.

4. The perception that
only club owners benefit from
exceeding the plan.

5. Too long a lag be-
tween performance and payout.

John gave me a book

®

SERVICE PROGRAMS

ILLING

(BY COUPON BOOK)

TWO BUCKS

Payment Coupon Payments
Processed for Two Bucks
...or LESS!

CALL NOW!
1-800-233-8483
Gary Piper or Jerry Mercer

Affiliated Acceptance Corporation
PROFESSIONAL RECEIVABLES MANAGEMENT

AAC...“We're Here To Work”

outlining the gainsharing idea.
“Gainsharing is simply sharing
any gain in contribution arising
from bettering the profit plan each
month. Contribution is the differ-
ence between income and control-
lable expenses. Gainsharing has
been used successfully in manu-
facturing for years but has only
been recently applied to services
businesses.”

Here's how it works at
Saw Mill: If the monthly contri-
bution from all operations exceeds
the monthly goals, all employees
receive a picce of th “extra” pie
that month. The monthly cover-
age is split 50/50 between the club
and the employees. Each em-
ployee receives a monthly
gainsharing check in proportion to
their wages to the total labor pool
for that month. Part of the bonus
is held in reserve against a “nega-
tive” month. Only non-control-
lable costs are excluded - for ex-
ample - bank interest, rent, recal
estate taxes, depreciation,
owner’s salaries and profit.

These costs are beyond
the control of the staff.
Every employee is in the
ool excepl ownens and the Gea.
eral Manager. Senior team cap-
tains with higher salaries obvi-
ously receive more gainsharing
bonus than a front desk person.
But, everyone receives a check
each month if there is something
in the monthly gainsharing pool.

For the club, exceeding
the budget is clearly a benefit since
the planned profits were consid-
ered acceptable at the start of the
year. As an owner, it was diffi-
cult for me to accept the idea that
extra profits weren’t all “mine”.
But, the more | thought about it,
the 50/50 split seemed fair and it

also came to about the same as
the 10% bonus money of the pre-
vious plan.

Experience shows that
gainsharing doesn’t always work.
It needs a champion within the
company and acceptance by all
the key players. It can create
interteam conflict when one de-
partment screws up the monthly
pool or fails to meet goals. If you
miss a few months, people can
get discouraged and stop beliey-
ing in the concept.

Another pitfall is the
possibliity of sacrificing quality
of service for a quick cost sav-
ings. We were especially con-
cerned about this and established
a team to study quality measure-
ments. Also, there is an added
bookkeeping burden since
gainsharing checks must be fig-
ured each month along with cal-
culating the bonus pool and re-
serve. Wealso publish the results
in “ Team Talk”, our bimonthly
employee newsletter.

The benefits are an in-
creased sense of team work and
a greater awareness of the need
to get and keep members. When
Jidl, a part-timer at the iund desk
shows off her new ring which she
“bought with her gainsharing
check”, everyone fecls good
about a job well done that month.

Onc of the first things to
come out of gainsharing was the
creation of three task teams:
Family Membership Team,
Housekeeping-Maintenance
Team and a Quality Team. These
leams were created during a
brainstorming meeting where we
evaluated various ways to en-
hance gainsharing. Teams had
between 6 and 8 people, with an
administrator, a facilitator and de-

cider assigned. We used Gerry
Faust’s Team Building Manual as a
guide to effective teamwork.

The Family Team came up
with improved family marketing
ideas. For example, they decided
to offer our after-school Action
Club as a free benefit of family
membership.  That cut income
somewhat, but helped sell more
family memberships. The H-M
Team decided to climinate night
cleaning and went with during-the-
day cleaning. This saved signifi-
cantly, allowed for better supervi-
sion and hopefully, will result in a
cleaner club.

We were lucky from the
beginning, because we had five
months in a row where gainsharing
bonus checks were distributed. A
total of $35,000 has been paid out
to date and the reserve pool stands
at $14,000. We had a big
gainsharing contribution in May.
Our summer kids and tennis camp
cnrollment far exceeded our goals
and the added revenue built up the
pool. Conversely, we missed the
goal in July because the increased
camp cnrollment required more
counsclors and a higher than ex-
pecied lubus |.u.sl'.

= e e
Ts g'tll‘!‘?fl‘ll'mb right for

yourclub? I'don’t know — you will
have to do your own homework and
decide. First, read the book. (We
got it from the local library). Have
your key people read the book.
Sccond, take a look at your current
incentive plan. If you have had it
in place for a few years, chances
arc it’s a little stale and your staff
thinks of the bonus almost as part
of their pay. In that
gainsharing might change their at-
titudes and refocus them on bottom-
line results. 1 am a firm believer

(Sce Gainsharing page 10)

case,

Norm's Notes

continued from page 3

ber 22, 1994 at the Ramada Hotel
Rolling Green in Andover, Ma.
CASEY CONRAD will share her
wisdom as the Keynote Speaker
at the conference entitled: *
MAKING ADIFFERENCE." To
register, call JAN WOODMAN at
(617) 951-0055 ext. 115 or (800)
228-4772 ext, 115,

LYNNE & VICTOR
BRICK, the owners of Brick
Bodies in the Baltimore area, are
putting together a really terrific
looking cruise next April on Royal
Carribbean Cruise Lines. It will

be a fitness packed cruise featur-
ing all sorts of on-ship activitics
and will stop in St. Thomas, San
Juan, and Coco Cay. For infor-
mation, call (800) 526-2769.

CASEY CONRAD, the
author of the book SELLING FIT-
NESS _ The Complete Guide To
Selling Health Club Member-
ships, now has a new program
called MASTERING FITNESS,
which is a monthly audio tape on
membership sales and marketing
that she provides to her elients. To
order her book or any of her au-
dio tapes, call Casey at (401) 725-
6147.

JACOB’S LADDER isa

new treadwall climbing machine
which is hitting the market. The
new machine has a lot of positive
qualitics and a special introductory
price of $3,995. Next month’s
CLUB INSIDER will include a
product  announcement on
JACOB’S LADDER with more de-
tails. For immediate information
call: 1-800-626-1573.

The ATLANTA FAL-
CONS have come out with a new
monthly publication which pro-
motes the team and its new Head
Coach, JUNE JONES. The name
of the new publication: “THE AT-
LANTA FALCONS INSIDER."

BN -

-
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Fair Competition and Future of our Industry

by Roger Ralph

HEALTH CLUB
INDUSTRY
COMING OF AGE

The August, 1994 issue
of CLUB BUSINESS INTERNA-
TIONAL(CBI), the magazine pub-
lished for members of IRSA,
(IHRSA as of Oct.1) is as important
symbolically as it is substantially.
This issue contains and provides a
symbolic and substantive overview
capsule picture of our industry. Fea-
tures include an informative mes-
sage from IRSA President, Rob
Goldman and Strategic Planning
Committee Chairman, Spencer
Garretl, that articulates IRSA's cur-
rent mission statement and talks
about THE DEVELOPMENT OF A
STRATEGIC PLAN FOR THE
YEAR 2001. John McCarthy, the
Executive Director of IRSA says in
his monthly memo: “The success of
existing hospital clubs has consti-

that a South Dakota's Supreme
Court in March, 1994, reversed the
Second Court of Appeals” decision
that had granted a 501(c)3 tax ex-
empt status to the Wellness Center,
469,000-square foot facility owned
by the Sioux Valley Hospital.
Other content clips promise learn-
ing opportunities about “Going Glo-
bal," 25 discrete off-membership
revenue opportunities and the IRSA
Medical Advisor, Dr. Jim Rippe’s
advice that clubs “need to stress
gentle, consistent physical activity
in order to attract 40- plus (age)
prospects.”

My point regarding the
above is not to swell the heads of
the CBI staff. Anyone reading Club
Industry, Fitness Management, Ath-
letic Business and Norm Cates’
CLUB INSIDER is well aware of
our industry’s scope, its steady in-
crease in quality and sophistication,
and its potential to make an impact.
We are a very, very young industry
with great, but challenging oppor-
tunities ahead of us. In my judg-
ment, all of us involved with the
health and fitness industry will make
an extraordinary short-sighted mis-
take if “we” undervalue our ability
1o construct and implement vision
for our clubs and our communities
that can make a difference in the
daily lives of millions and millions
of people worldwide. We are fre-
quently far less cognizant of and far

tuted one of the brightest chapters

less optimistic than we should be
about using the industry’s youth-
ful enthusiasm and varied
entreprencural skills. In 1993,
there were an estimated 12,000
tax-paying health/athletic clubs,
8,000 municipal facilities, 4,000
corporate fitness facilities and
3,000 Ys and JCCs engaged in
health and fitness activities. Years
of institutionalized traditions and
attitudes of government, insur-
ance companies and the medical
profession regarding health care,
life style, preventive medicine
and medical cost assumptions
have suddenly been shaken.
Never before has there been more
positive focus or understanding
about what our industry tries to
do, day in and day out— promote
healthy living via exercise and
sensible eating. Not all that com-
plicated a concept is it? Would
you rather be charged with the
task of getting more Americans (o
lead healthier lifestyles or with the
task of obtaining unity on such
issucs as gun control, abortion
rights or the “right” to die? Yes,
itis pomble to change bchavmrs

Icadlng thc way.

INDUSTRY
DEFINITION SHOULD
BE BROAD TO
INCREASE
COOPERATION ON
“COMMON ISSUES”

Il is important to define
what is meant by “our industry.”
Is it only tax-paying health clubs
and their employees? ls it corpo-
rate fitness centers and tax pay-
ing health clubs? Is it our indus-
try IRSA-members only or docs,
“it” include all of the above and
the Ys,JCCs, Parks and Recre-
ation, hospital-sponsored clubs,
and spas? Defining “our indus-
try” is an obvious starting point
which IRSA is now addressing in
its strategic planning. My own
answer is in looking at the big pic-
ture. Greater long-term impact
will come from a broad-based col-
laborative approach that is in-
clusive rather than exclusive. We
all have in common one goal: to
help people lead healthier
lifestyles. Regardiess of age, eco-
nomic level, quality of facility or
the formal education level of staff
-each of us shares this same goal.
An idealistic view? Definitely.
Naive? Perhaps. Hopeful? Yes.

One absolute concrete

result of the Clinton

Administration’s health care re-
form initiatives for our industry
has been the emergence of a
broad-based Fitness Coalition.
The primary legislative purpose of
the Coalition was to get a healthy
lifestyle incentive provision incor-
porated in whatever health care re-
form bill is adopted now or in fu-
ture years. The Coalition was
comprised of fourteen national
organizations, including The
American College of Sports Medi-
cine, The Association for Worksite
Health Promotion, IRSA, The
Sporting Goods Manufactures As-
sociation and the U.S. Water Fit-
ness Association. It will take qual-
ity players in promoting lifestyle
change. There is no doubt in my
mind, forexample, that if the tax-
paying health club scctor had been
effectively working more closcly

with The American Heart Associa- |

tion, the American Heart Associa-
tion would serve the public better.
More funding, for example, might
have been directed to the crucial
issues of behavioral change strat-
egies, tactics and programs and
less to academic research. It
should be unthinkable that The

rcccnll), as this ycar convences a
strategic summit on health and fit-
ness issucs and does not seek rep-
resentation from IRSA members
or the 10,000 other tax-paying
health clubs. Likewise, a Fitness
Coalition forming around a na-
tional issue of common ground
should include The American
Heart Association, the Ys and
JCCs and the National Parks and
Recreation Association. Regard-
less of differences regarding fair
competition issues, we should
unite when there exists “high
ground” opportunitics.

TAX PAYING CLUB
OWNERS NEED TO BE
MORE PRO-ACTIVE

N.’Jli\mul and regional
media campaigns should be ac-
complished which convey the ben-
efits of exercise and the availabil-
ity of high quality tax-paying
health clubs. For example, Tony
de Lecde, President of Atlanta’s
Australian Body Works and co-
owner of Cardio Theater, advo-
cates a national T.V. campaign
about IRSA clubs as a nccessary
counter to perceptions fostered by
Bally's health club marketing. He
feels this effort also is appropriate
to educate the American consumer
about IRSA’s high quality clubsto

(See Ralph page 13)

m Heart Association as

Roger Ralph

SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

~ Imported & Domestic Textile Products

Take the guess work out of your oo

 Towel Purchasmg
Satisfaction Guaranteed

QUALITY PRODUCTS
at

COMPETITIVE PRICES

Rubbermaid *

Commercial Products
Authorized Distributor

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

/RE -

ASSOCIATE MEMBER

P.O. Box h‘[Hi ® -\1!1nn Gcongil 30366

404 /451-3951  800-241-2081 FAX 800-772-6760
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Anchor Your Club To Success

By Casey Conrad

I'm not telling you any-
thing new when | say that “In order
to attract and retain members, it's
necessary to give them positive ex-
periences when they are at your
club.” What you may not know,
though, is that the process of get-
ting an individual to associate cer-
tain feclings and emotions to an-
other person or product has been
extensively studied.  Neuro-Lin-
guistic Programming refers to this
association process as ANCHOR-
ING.

Perhaps the best known
study related to the process of an-
choring is Pavlov’s stimulus-re-
sponse experiment. Pavlov took a
group of dogs and-didn’t feed them
fora while. When they became rav-
enous he fed them. While they were
being fed, he rang a bell. He did
this process over and over with the

dogs until he had created within
the dogs an association that “ring-
ing bell= eating time.,” What
Pavlov found was that once this
stimulus-response was created,
just ringing the bell would make
the dogs salivate. Hence, the dogs
ANCHORED certain feelings and
behaviors to the bell.

Whether you are aware
of it or not, this same concept
applies to people and your club.
Every time a prospect or member
walks through your doors, a
stimulus-response process begins.
If one has positive experiences al
the club, their brain will create
an  ANCHOR that “the
club=pleasure.” Of course, it also
works the other way around. If
one has negative experiences at
the club, their brain will create
an ANCHOR that “the
club=pain.” Now, even when that
person just thinks about the club,
they will experience those feel-
ings and emotions which they
have anchored to the club. That

is powerful!

Unfortunately, as ser-
vice businesses, health clubs are
faced with a challenge. In order
to create and maintain a positive
anchor, positive experiences must
be numerous and continous. Con-
versely, it only takes a couple of
negative experiences to create a
negative anchor or to change a
positive anchor to a negative one.

Just suppose that the av-
erage member comes into the club
2.5 times a week or ten times a
month. What if, successively, two
of those ten times the member ran
into long lines for cardiovascular
equipment? Even if the member
had been into the club 30 times
prior to that without having to wait
for equipment, those two inci-
dents could be enough to alter his
anchor to the club. If his anchor
was a very positive one, maybe
those two incidents would not be
enough to make it a completely
negative one, but what if his an-
chor was less than positive to be-

gin with?"

What all this means is
that you need to be doing every-
thing possible to ensure that mem-
bers and guests get positively
ANCHORED into your club.

To keep people posi-
tively ANCHORED to your club,
you must create an environment
where your entire staff (not just
your front desk) goes out of their
way to interact with as many
members as they can as often as
they can (not just prior to their
cnrolling). If every time a mem-
ber came into the club at least one
staff person took the time to say
“Hello, how are you doing?, Arc
you enjoying the club?, Is there
anything I can do for you?,” you
would be amazed at the effect it
would have on the overall happi-
ness of members.

Remember, if you want
members and prospects to feel
good about coming into your club
on a regular basis, make sure you
are casting positive ANCHORS

Conad '

for them to hold on to!

(Casey Conrad is the au-

thor of the book Selling Fitness-The
ness may be the best work YET on
how to sell health club member-
ships. Casey is a rising star whose
future in the Club Industry is great.
To order the book, (which by the
way is also available on four au-
dio tapes), call her at Communi-
cations Consultants (401) 725-
6147.)

...Boycott

continued from cover

LEAGUE FOR BASEBALL which
is comprised ONLY of current mi-
nor league players. In a year, no-
body will know the difference and
the great game of baseball will
SURVIVE the egos of these play-
ers and their club owners!

START TODAY! Each
club owner can start today by plac-
ing in each of your clubs, a pledge
drive of those members who agree
to pledge to do the following:

(1) BOYCOTT ATTEN-
DANCE AT ANY MAIOR
LEAGUE BASEBALL GAME
THAT 1S PLAYED AFTER THIS
STRIKE IS OVER.

(2) BOYCOTT PUR-
CHASING ANY PRODUCT
FROM ANY ADVERTISER WHO
SUPPORTS MAJOR LEAGUE
BASEBALL AFTER THE
STRIKE.

(3) TURN OFF YOUR

TVs and RADIOs and IGNORE
THEM WHEN THEY COME
BACK!

than the owners and current ma-
jor league players. Itis about time
that the people (THE FANS) who
have made these fat cats what they
are, finally wake up and realize
that if we want to see this strike
situation go on in future years,
just start to support baseball again
when they restart play. We can
either take a stand now or we will
have to put up with this ridiculous
situation in future seasons, so
why not break their banks now?

(Editor’s Note: VYes, |
know that this baseball sirike is
not about the club business. But,
I also know that the health/ath-
letic/sporis clubs of America have
POWER callectively, and if clubs
all across the land launch and
support this BOYCOTT.......
maybe this will be the spark that
is needed.)

baseball is much, muéh BIGG ER

...Value

continued from page 6

members per month. New Mem-
ber Kits are shipped bi-monthly
1o participating clubs in quantities
determined by individual club's
new membership sales. This al-
lows for easy storage and program
monitoring. The program is
SIMPLE and offers club employ-
ees the opportunity to make an
immediate positive impact on
ALL new members by giving
them a FREE gift at the time they
join.

AMERICAN HEALTH
CLUB MARKETING'S New
Member Kit (NMK) concept was
tested in 250 clubs from Septem-
ber, 1993 through January, 1994
and feedback from elub operators
was impressive. “NMK had a very
positive impact on our new mem-
bers. The perception was the ap-
preciation for their business™, said
owner Adrian Dofaolo of the
Randolph Athletic Club. Vincent

...Gainsharing

continued from page 8

that incentives have to change ev-
ery few years lo stay fresh.

One thing is for sure,
gainsharing has helped Saw Mill
River Club. The morale is better!
We've got over 100 people work-

ing toward a common goal, ex-
cited about success in cach other’s
departments. For now, we are
happy with the concept and will
continue it next year. We're even
going to implement it at our other
two clubs for 1995.

(Curt Beusman and his
wife Jane founded the Saw Mill
River Club 22 years ago. Curt has

a Phd. and was a scientist prior to
entering the club business. Curt
competes in tennis on a national
level along with his partner, John
James. Curt was a co-founder of
IRSA and serves on the IRSA Ad-
visory Council. In 1992, Curt
was honored by IRSA, which pre-
sented him with its Distinguished
Service Award.)

Samsone, president of GOLDS
GYM said:” Our members loved
the New Member Kit; please en-
roll us for the 1995 New Member
Kil Promation.” '

Only 1,000 clubs will be
accepted into the 1995 New Mem-
ber kit sampling program. Inter-
ested clubs should contact Ameri-
can Health Club Marketing at 1-
800-234-6918.

CLUB INDUSTRY
TRADE SHOW
EXHIBITS
COMING SOON!

Both PROMOTE IT IN-
TERNATIONAL and AMERI-
CAN HEALTH CLUB MAR-
KETING will be exhibiting their
programs at the upcoming CLUB
INDUSTRY SHOW in Chicago
October 13-15th. The booth loca-
tions are;

PROMOTE IT INTER-
NATIONAL - CLUB INDUS-
TRY BOOTH # 1060..... AMERI-
CAN HEALTH CLUB MAR-
KETING - CLUB INDUSTRY
BOOTHS #763&765.

For immediate informa-
tion regarding product sampling
for health clubs call: PROMOTE
IT INTERNATIONAL - Ann
Marie Mills -B00-895-2582,
AMERICAN HEALTH CLUB
MARKETING - Jean Hanham -
800-234-6918

"NOTICE

Due to our
first print date in
late 1993, we have
found our dating of
each month’s publi-
cation running late
in respect to each
issue’s date, al-
though we publish
monthly.

Therefore,
this month’s issue is
dated August/Sep-
tember. The Octo-
ber issue will be sent
in early October
and future issues
will go out during
the month in which
The CLUB IN-
SIDER is dated. All
subscribers will re-
ceive 12 issues each
year as promised.
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<Stricker

continued from cover

and been the subject of numerous
magazine and newspaper articles.
She has also been recognized by
"Who's Who of American Women™
and Skyway's Business and Profes-

sional Woman’s “ Woman of the
Year,” among other noted awards.

The magical part of this
story comes when you ask Ruth
about her achievements. She will
shrug her shoulders and say “ I'm
just little Ruth Ann, daughterofa
Presbyterian minister, from
Windom, Minnesota.” Well, the
President’s Council on Physical

Fitness thinks Ruth is more than
just a small town girl. On Scp-
tember 16-18 in Palm Springs,
California, Ruth Stricker will be
one of ten recipients receiving the
highly prestigious “Healthy
American Fitness Leader” award.
She joins such notable former
winners as President Ronald
Reagan, former Apollo astronaut

CONFIDENTIAL CLUB
GENERAL MANAGER'S SURVEY

In the upcoming CLUB INSIDER, I am going to write a feature article on
General Manager’s Compensation and key elements of satisfaction in the club indus-
try. Your answers to the following questions will be helpful in developing this article.
Please take a few moments to answer these questions. If possible, please complete
and return the survey to me via FAX by October 1, 1994. Your name or club name
WILL NOT BE REVEALED. Thanks very much!

Norm Cates, Jr.

Publisher and Editor, The CLUB INSIDER News

Your Current Club: (Check ONE per box)
1. Type: Indoor Only: Outdoor Only Indoor & Outdoor

2. Description
; a) How old is club?

b) How big is it? Indoor Sq.Ft.

years old

¢) What is its total gross revenues?

3. Your Background:

a) How long have you worked there(in all positions)?
b) How long have you been the club’s General Manager?

# Acres

-

years

M

¢) If you were a General Manager prior to this club, how many years did you

~ serve in total as other clubs GM ? years

1) Base Pay $
2) Bonuses/Commissions S
3) Profit Sharing $
4) Pension Plan $
5) Health Benefits $
6) Free Club Membership  $
7) Car (Bought/Leased)  $
8) Other $
9) Other $

Total $

e) Are you the owner of the club? Yes No (if “No”, skip to *“h™)

1) If you are, what
2) Any dividends received? Yes

%

No

3) How much in dividends in 19937 3

f) If you owned the club and would hire a General Manager today, what would
you pay him/her as a base salary?

g) What would be his/her total incentives besides the base pay you would

offer?

h) What is the one thing the club could do specifically to motivate you more?

i) If your compensation is not the only thing contributing to your satisfaction
at the club, what are the other things you like about your current

experience?

Thanks for your cooperation!

FAX TODAY TO (404 ) 933-9698 or MAIL BY OCTOBER 1, 1994.
CLUB INSIDER, P.0.BOX 671443, MARIETTA,GA.30067-0025

James Lovell, Jr., and "Father of
Aerobics” Dr. Kenneth H. Cooper
in being recognized for this na-
tional award. Conducted in coop-
cration with the United States Jun-
ior Chamber of Commerce, hon-
orees are sclected for their unigue
strides toward personal and pro-
fessional advancement in the
health and fitness industry.
Executive Director of the
International Health, Racquet and
Sportsclub Association (IHRSA),
John McCarthy, nominated Ruth
Stricker for this reputable award.
“Among fitness leaders world-
wide, there is no more persuasive
or eloquent spokesperson for the
role of exercise in healing and in-
tegrating mind, body and spirit
than Ruth Stricker,” wrote
McCarthy. * In addition to the
leadership role she has played in
mind/body research, and to her
ongoing experimentation in mak-
ing The Marsh a unique health re-

source for its many members, she
routinely makes available to her
membership and to the Twin Cit-
ies community at large the world's
most influential writers and think-
crs in the area of mind/body/spirit
integration.”

A team of Marsh staff,
family and friends will join Ruth
in celebrating this remarkable
achievement.

(Editor’s Note: | could
not find better words to describe
the achievements and justification
of this award for Ruth, so I have
published the above article writ-
ten by Ruth’s staff at The Marsh -
the world class facility that is prob-
ably decades ahead of the most of
the club industry in its focus, un-
derstanding and delivery of satis-
faction to its members and commu-
nity. Congratulations to Ruth
Stricker and to her dedicated staff
at The Marsh!)

Succens Thack

it o
CONTRACTS

v No Credit Checks
v No Turn-downs

v No Term Limits
AAC Quick Cash’

CASH ADVANCE OPTION
CALL NOW!

1-800-233-8483
Gary Piper or Jerry Mercer

Affiliated Acceptance Gorporation

PROFESSIONAL RECEIVABLES MANAGEMENT
AAC...“We're Here To Work”
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3 Common Myths of Leisure Programming

By Diane Hess

Many clubs across the

country are realizing the importance
of lifestyle programming (non-
skilled based). The benefits derived
from successful programs can be
enormous for a club: an increase in
new member prospects, added ini-
tiation fees and dues’ dollars, a low-
ered attrition rate and an overall sat-
isfied membership.

Once a club begins to of-
fer programs to their members, es-
pecially after the first year, pro-
grammers are prone to fall into cer-
tain “pitfalls” that are in reality
"myths." The most common one:
the philosophy that programs are
only good for member retention;

hiring the wrong people for pro-
gramming positions and and
lastly; trying to service a mem-
ber whose needs and lifestyles is
not known. These pitfalls can be
avoided by proper planning.

MYTH #1: PROGRAMS
ARE ONLY GOOD FOR
MEMBER RETENTION

In the early 80's, when
lifestyle programming first be-
came popular in the private club
industry, the general wisdom was
that they were good only for re-
taining members. Member reten-
tion IS important to capture dues
dollars. However, from a logical
standpoint, this is difficult to
track on a consistent basis. Mem-
bers generally leave a club for a
variety of reasons.

Suceens Tuach

(Per Monthly Debit)

Payments electronically debited & Cash
transferred directly to Youraccount!

PLUS
Payment book and EFT processing

CALL NOW!
1-800-233-8483
Gary Piper or Jerry Mercer

Affiliated Acceptance Corporation

PROFESSIONAL RECEIVABLES MANAGEMENT
AAC...“We're Here To Work”

SERVICE PROGRAMS

e e L -—-—g.

MASTERCARD

Electronic Funds Transfer

What is traceable, how-
ever, is the number of new mem-
bers who join because of the lei-
sure programs. This is the primary
reason a club should offer lifestyle
programs, with the secondary
benefit of retaining members and
lowering attrition rates.

Lifestyle programming
is a sophisticated approach to
marketing that creates a person-
ality for the private club facility,
which in turn, creates a “clubby”
feel to prospective members. The
club’s programs become a strong
marketing tool for the member-
ship sales team, especially in at-
tracting the family and mature
adult markets (ages 60 and older).
The unique and creative program-
ming a club offers is often the trig-
ger for the prospect to join, par-
ticularly, if the competition down
the street can only sell fitness.

Generally, when clubs
take the retention philosophy ap-
proach for programs and ignore
the many other benefits, they are
seiting themselves up for ultimate
failure. Why? Programs are
treated as though they are another
piece of equipment with minimal
maintenance requirements. Clubs
budget programs for a loss or
break-even poinl, and especially
in the first year, it will invariably
cost the club more money to fa-
cilitate programs than originally
forecasted. The revenue loss, in
general, is due to poor planning
and not making allowance for
some program failures which will
be corrected in the program de-
sign learning curve. Lifestyle pro-
grams are the first to be cut when
the club’s overall budget design
is exceeded. When the club picks
up again financially, more pro-
grams are added, but by then,
member confidence and enthusi-
asm is lost. PROGRAMS DO
NOT HAVE TO LOSE MONEY.
The fact is; a balanced combina-
tion of family programs, camps,
corporate sponsorships, leagucs
and travel programs, that are well
planned add tremendous value to
the club's bottom line through in-
creased profits and increased new
member enrollments.

MYTH #2: ANYONE
CAN ORGANIZE AND
RUN PROGRAMS

All too often, some

managers do not invest cnough
time into the hiring and training
This myth is based on
the misconeeption thal everyone
knows how to have fun.
adults, fun and play is a learned

process.

In most

Diane Hess and John Marshall

behavior. The results follow a
pattern: If fun, creative and en-
thusiastic people are not hired...
your programs are not going to be
fun, creative and enthusiastic.

Some small private clubs
feel they cannot justify bringing
on a full-time employee to run
programs. Managers will add pro-
grams to another employee’s job
description. Where an employee
with little programming experi-
ence, other than running an adult
basketball league, is given the
responsibility of running all the
club’s programs,
into trouble trying to organize a
ladies' tea party. Then the club
often wonders why their programs
do not work out.

Programmers are the
club’s front line people and will
be interacting with members on a
daily basis. They can make a
member’s experience with the
club an enjoyable one, or one that
will add to their decision to resign.
To ensure hiring the right person
for the right job, prospective can-
didates for programming posi-
tions need to be subjected to sev-

they will run

eral different screening and inter-
viewing processes. The follow-
ing are the four basic steps to hir-
ing the best person for program-
ming”

STEP ONE: Have a specified
job model and responsibilities
prepared ahead of time so the can-
didate will know exactly what the

club’s expectations are. Also, il is
imperative to have an established
salary range based on job experi-
ence prepared before the interview
process begins,

STEPTWO: To save a manager's
valuable time; a phone interview
is strongly recommended— this
also serves as the initial screening.
The objective of the phone inter-
view is to identify the candidate’s
phone skills. Identify their enthu-
siasm, professionalism and their
ability to speak clearly. Ask the
candidate about their educational
background. Degrees in sports or
entertainment marketing, public
relations, recreation administration
or related fields are preferable. Ask
if they possess any job related ex-
periences at the conclusion of the
phone interview. If they are a good
candidate, set up an interview at
the club. Have them bring a re-
with three references, and
any other information that is of
importance to the position,

STEP THREE: For the interview
at the club, which should last no
more than a half an hour, prepare
a set of questions in advance to ask
the candidate. A co-interviewer
who remains mostly silent during
the interview process should be
present. At this time, the candidate
should be allowed to review the job
model and responsibilities. The
interviewers should look for the
candidate's enthusiasm for the job,

(Sce Programming page 15)

sume,
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hospital mentality, atmosphere, gram. ics and was responsible for initia-
"'Ralph and lack of experience and (Roger Ralph is the tion of the industry national “Com-
: ; entrepreneurshiip in the health IRSA NEEDS SUPPORT  President of The Bel Air Athletic  mit To Get Fit” campaign. In 1985,
continued from page 9 1p ks % paig
club industry will make hospital IN EFFORTS TO Club in Harford County, Mary-  he won IRSA’s National Award for
success limited. This view may DETERMINE & EN- land which he and his wife marketing excellence and in 1991 its
be unrealistic. Necessity is te FORCE MEMBERSHIP  founded in 1980. In1991, the Bel  Distinguised Service Award. He was

offset the recent state of negative
national publicity caused by
Bally’s various legal battles with
entities such as the Federal Trade
Commission and various state at-
torney generals.

[llinois club owner,
Steve Wild, in the August, 1994
issue of CLUB INSIDER sug-
gested that the government’s
health care reform efforts could
end up hurting rather than helping
tax-paying health clubs. He feels
the industry’s focus on the issue
could simply be a waste of time.
The business community can es-
pecially appreciate Wild's frustra-
tion with “too much government.”
Nonetheless, there is a critical
synergy between what happens at
the local level and what happens
nationally.

SYNERGY BETWEEN
LOCAL & NATIONAL
EVENTS REFLECTED
IN FAIR
COMPETITION ARENA

I he subject of fair

competition as it affects the health
club industry is one that generally
attracts interest only after one is
directly impacted or faces the
threat of being impacted. My fear
for the growth of the tax-paying
health club industry is that it will
never come close to fulfilling its
potential to contribute to the finan-
cial and physical health of our
communities and our country if the
direction of municipalities, hos-
pitals, insurance companies and
non-profit organizations is to ig-
nore the principals and implica-
tions of what happens in the mar-
ket place when there is unfair com-
petition.

The complexity of the
fair competition issue is such that
a close look must be taken at each
institution and each specific
sitation.

HOSPITALS SHOULD

BE ENCOURAGED TO

BUILD “FOR-PROFIT”
HEALTH CLUBS

Hospi!als and other
medical providers will increas-
ingly enter the health and fitness
business. Some in the health club
industry express little concern
about this because they think the

mother of invention. Virtually
every hospital in the U.S. is un-
der financial pressure to operale
more efficiently, serve their com-
munities better and generate new
revenue centers. Some hospitals
believe that their facilities differ
from health clubs because their
clients are different, they are more
medically based and have better
trained staff. This may be true
now, but the future will bring
clubs closer to medically-based
facilities and medically-based fa-
cilities closer to clubs in such ar-
eas as fun and the social compo-
nent.

Hospital administrators,
in general, are bright, competent
people who will quickly discover
the potential for success in own-
ing and operating health clubs.
Or, they will find the best entre-
preneurs in our industry and work
out a variety of financial and man-
agement arrangements with them.
In some instances, one will not
necessarily know that the club is
really owned by a medical entity.

Thus, the direction of
the hospital industry regarding
their tax-paying status is ex-
tremely important, not only to
them, but to tax paying clubs. In
Baltimore, Sinai Hospital has
been in the health club business
as an owner of a health cluband a
manager of health club services
for the government and others.
On July 1, 1994, it opted to reor-
ganize its health club operations
as a tax paying for-profit entity.
It plans to construct a $5,000,000
state-of-the-art health club in Bal-
timore. Even as a tax-paying en-
tity, the scope of this facility and
its quality will challenge necarby
health club operators. But, can
you imagine competing with Sinai
if they used tax free donations to
build angl equip their facility? On
a $5,000,000 project, their non-
profit status could translate into an
annual $900,000 operating cost.
(See chart on page 19.)

In general, the commu-
nity and the hospital will be bet-
ter served if they organize their
health club operations and athletic
clubs as for-profit entities. Within
this framework, however, they
should establish structures that
provide sliding scale membership
fees to insure access to those who
desire and would benefit from
membership, but cannot afford
the market price. It is conceiv-
able that non-profit funding
sources could finance this pro-

CRITERIA

Histurically, club

membership in IRSA has, in gen-
eral, been for tax-paying health
clubs. While there are multiple
variations, almost always, IRSA
clubs pay income taxes, real es-
tate taxes, applicable sales taxes,
full postage rates and MOST IM-
PORTANT OF ALL, PROVIDE
THEIR PRODUCT AT MAR-
KET PRICEAND DO NOT USE
TAX EXEMPT FUNDS TO
BUILD, EQUIP OR OPERATE
THEIR FACILITIES.

At the 1994 IRSA Con-
vention, the Director of the Lake
Forest Health and Fitness Institute
in Lake Forest, lllinois, Tom
Rhind, found himself in the midst
of an on-site controversy during
a seminar he presented on hospi-
tal-sponsored health clubs. Kim
Fuller, a California club owner
and strong advocate for fair com-
petition in the health club indus-
try, questioned Rhind about the
appropriateness of his
organization’s membership in

JIRSA. It was not clear in the heat

of the verbal arguments that, in
the Lake Forest Health &
Fitness Institute pays sales and

fact,

property laxcs, but also market
rates for a loan through the Lake
Forest Hospital Foundation.
Should Lake Forest be an IRSA
member? Should IRSA clubs that
obtain revenues via management
of municipal recreation facilities
be IRSA members? What about
IRSA members that develop in-
novative relations jointly with
non-profits? Regardless of where
IRSA ends up re these issues, they
must be examined fully in light of
our past and likely future.

The result of this process
needs to be agreed upon principles
that are followed consistently.
Where exceptions are made, there
should be a rationale for each of
these that is known and docu-
mented. We cannot be afraid to
delve beyond the peripherey of
these complex issues and the
IRSA Board should be com-
mended for taking a fresh look at
complex IRSA issues of member-
ship.

COMING NEXT MONTH
A PERSPECTIVE - PART II
By Roger Ralph

Building The Foundation for
Fair Competition Success
& Fighting City Hall

a co-founder of the Mid-Atlantic
Club Management Association, In
1994, Elaine and Roger Ralph won
the SBA's Entrepreneural Success
Award for the Mid-Adantic.)

Air Athletic Club was recognized
by IRSA as one of the top five
clubs in North America. Heis a
past member of IRSA’s Board of
Directors, chaired the committee

which drafted IRSA's code of eth-

FOR
THE
PARENTS...

Each second we live is a new
and unique moment of the universe, a
moment that will never be again...
And what do we teach our children?
We teach them that two and two
maKe four, and that Paris is the capi-
tal of France. When will we also
teach them what they are? We should
say to each of them: Do you Know
what you are? You are a marvel. You
are unique. In all the years that have
passed, there fias never been another
child like you. And looK at your body -
what a wonder it is! Your legs, your
arms, your clever fingers, the way you
move. You may become a shaKespeare,
a Michelangelo, a Beethioven. You
have the capacity for anything. 9es,
you are a marvel. And when you grow
up, can you then fiarm another who is,
like you, a marvel? You must cherish
one another. You must work - we
must all work - to maKe the world
worthy of its children.

Pablo Casals
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IRSATO CHANGE NAME,  Bowes. oo s

The Awm.ﬁmn of Quahn Clubs will hccnmc the Intcma
tional Health, Racquet and Sportsclub Association (IHRSA).
The new name, which has been ratified by 90% of the
|  Association’s voting membership, was chosen to be more
descriptive of the composition and purpose of the associa-
[ tion and to be more inclusive for the more than an estimated
| 25,000 potential member clubs worldwide.
Founded in 1981, the Association has grown to com-
i prise 2400 health, racquet and sports clubs in 35 countrics
worldwide. IHRSA provides programs and services designed
to help its member clubs improve their profitability and pro-
| fessionalism. All member clubs agree to abide by the
| Association’s Code of Conduct, and to adhere to its health,
i safety and ethical standards.
The Association offers five basic scrvices, includ-
‘ ing information, promotions, group purchasing, government
relations and public relations. The nonprofit trade associa-

Internationa_l Health, Racq'uet & Sportsclub ASSO,ciationJ, lion is headquartered in Boston, Massachusetts.  To join

IHRSA, call (800) 228-4772.

'The MARSH Chosen
| "BestOfTheBest"

The MARSH was chosen as one
the eleven best health clubs by Fitness
Magazine. In their September/Octo-
ber 1994 issue, writer Judith Zimmer
highlights The Marsh’s meditation
tower, mental gym and Makoto as el-
ements that make The Marsh the
“best mind-body connection” club in
the country.

: % ; |
“We Offer a Proven Formula: Integrity, !

Experience, and a Personal Commitment...
To Be There For You...Every Step of the Way!

Subscription Form

Name (s):

|

r

|

Architecture and f_i_&mr DesignServicas ' J
+ Management and Operational Consulting B o :
|

|

|

|

|

Address:

City, State, Zip:

Telephone:

%99 for 1 Year for 1st Person

$49 for 1 Year for Additional Subscription

Check Enclosed f

. ; |
DONALD DEMARS Authorization Signature: I
INTERNATIONAL : o w1 e aee T

roadway, Glendale, California 91205 P.O. Box 671443, Marictta, GA 30067-0025 or Fax:404 933-99
247-5100 = FAX 818-247-5600 OR Call Toll Free Hotline 1-800-700-2120 ’
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Health Promotion - Health Products

By Daryl Lynn Yurkiewitz, RPh

The health club indus-
try is currently undergoing tremen-
dous change as health clubs try to
secure a role for themselves as
health care providers. Accomplish-
ing this goal will lead to unprec-
edented opportunities for the
growth of the health club industry.

Government agencies and
national health organizations are
recognizing that regular exercise
dnd nutritional programs are essen-
tial elements of preventive care. In

fact, strategies and tactics for pre-
ventive health care (health pro-
motion) may be the “magic bul-
let” to solve our health care prob-
lems.

As your health club in-
creases its health promotion ac-
tivities, your members will in-
creasingly see their health club in
a new light; one of health neces-
sity versus luxury. The expecta-
tions and responsiveness of your
members will also change - health
promotion will lead to a height-
ened interest in health products
available at your health club.

To help you take advan-
tage of this heightened interest,
IRSA has selected a health care

consulting and marketing organi-
zation called HealthPro (a divi-
sion of BIMARK, Inc.), to iden-
tify appropriate high quality,
highly profitable health products
that your members will want to
purchase. HealthPro will develop
and implement educational, mar-
keting and merchandising pro-
grams to help you sell these health
products through [IRSA's
HealthPro Center Program.

The first line of health
products available through the
HealthPro Center is a high qual-
ity line of vitamin supplements
— Synergy Plus Vitamins — now
the official vitamin linc of IRSA.

If health club members

haven't started taking vitamins
regularly yet, it is probably time
to think seriously about it. “There
is, after all, mounting evidence
that taking vitamins may be ben-
eficial and even protect us from
serious disease,” according to a
recent article in the Club BUSINESS
International Magazine by James
M. Rippe, MD, Medical Adviser
and Director of the Exercise
Physiology and Nutrition Re-
search Laboratory in Shrewsberry,
Massachuscits. “IRSA went to
great lengths to find a reputable
company that understates its
claims and has high manufactur-
ing standards.”
Within the

last six

months, two major studies pub-
lished in the New England Journal
of Medicine, demonstrated that
people who took substantial
amounts of Vitamin E had signifi-
cant reductions - 40% to 50% - in
their risk of developing heart dis-
case.” Additional studies with
other antioxidants such as Vitamin
A and C have also found very en-
couraging results in protecting

(Editor’s Note: Author
Daryl Lynn Yurkiewitz, RPh may be
reached for additional information
on IRSA’s HealthPro Center Pro-
gram by calling (201) 894-5312.)

Programming

continued from page 12
sense of responsibility, experience,

tribute to the position, outgoing
rsonality and a high maturity
evel. After the meeting concludes,
the interviews should meet and dis-
cuss their observations. If both are
in agreement, then the candidate
will be brought back for a situation
interview. Also, at the conclusion
of the interview, ask the candidate
for three more references. The first
three names given are likely to be
friends and the second three are
more likely to be job related.
STEP FOUR: The situation in-
terview is the best way to find out if
the candidate can * walk the talk.”
Inform them ahead of time what
type of situation you are going to
put them into. This step lasts for no
more than 45 minutes. First, the
candidate should receive a tour
around the club and be introduced
to other programmers and key man-
agement people. Observe how they
interact with others. Do they con-
verse comfortably and personably
with people of all ages?

For a child related posi-
tion, putting the candidate in the
playroom or in a birthday party to
help organize and run an activity is
advantageous. It will give you an
opportunity to assess their level of
comfort in the environment. Look
for skills that are essential to
children’s programming. How is
the candidate prepared and orga-
nized? Do they have good control

over the group? Do they get down
to the child’s level to communi-
cate? Are they creative in their
activity selection and implemen-
tation? Afterwards, converse
with the children to get input as
well as input from other adult ob-

sition, dealing with many adults,
place the candidate in a social out-
ing with a group of members. If
it is a bus trip to a ball game, have
them coordinate a ftrivia contest
with the group organizer. Are they
casy to work with(team player)?
Do they generate ‘enthusiasm
within the group? How do they
conduct themselves? Have the
candidate submit a list of possible
adult programs with descriptions
of how they would execute them.
Do they understand how to add
special value and exceed
member’s expectations? Another
situation is to introduce the can-
didate to a member and have the
candidate explain an upcoming
event. What was the member’s
reaction? Of course, in this situ-
ation, the member should be pre-
pared in advance of his or her par-
ticipation in this process.

A good programmer is
hard to find. The position requires
a “jack of all trades.” At times
they will need to put on the hats
of many professions such as mar-
keter, advertiser, sales person,
travel agent, coach, graphic de-
signer, teacher, event planner and
coordinator, cheerleader, public
relations person, writer, editor,
baby-sitter, entrepreneur, ac-
countant and at the same time, not
lose sight of their original selves.

Managers need to spend

more time and effort in the hiring
process of the club’s programmer.
Once a person is hired, and is
given proper training, solid
coaching, creative freedom and
periodic reviews will then ensure
that the programming position has
been successfully filled. The right
#ll impact the club

in many constructive ways.

MYTH #3: THE
ASSUMPTION THAT
WE KNOW WHO OUR
MEMBERS ARE

Snmc clubs offer an
annual member survey for infor-
mation on how well their club is
doing, and to receive suggestions
on how to service members bet-
ter — via additional equipment,
more  hairdryers in the
lockerroom.etc. Then the club
adds a piece of equipment here,
an extra hairdryer there, and over-
all, tries to meet the members’
needs as much as possible. The
club then waits another year until
the next survey, in the meantime,
thinking their members are satis-
fied. Is this enough? Our indus-
try average attrition rate suggests
that this is not the case, otherwise
the member losses would be lower
than they are, possibly in the
single digit percentage rates and
a lot closer to the relocation/mo-
bility rate of their membership
population.

To be successful in the
lifestyle programming arena, a
constant line of communication
must remain open between the
programmers and the members.
How can you possibly service a
member withou knowing what

interests them? People and their
interests change constantly.

It is recommended that
periodic member focus groups be
held, divided into three basic mar-
ket segments: families, adults
{without children) and mature
adults (generally 60 ycars and

older). These meetings should be

upbeat and positive, lasting no
more than an hour. Keeping the
groups small, 15 to 20 persons,
allows everyone a chance to be
fully involved. Itis important that
a non-staff person lead the group.
If program staff is present, it will
intimidate the group’s true feed-
back. The purposes of focus
groups are 1o find out what activi-
ties your members want the club
to offer, and more importantly,
what members will participate in.
The group leader should be pre-
pared to keep the discussion fo-
cused on the objective of the meet-
ing and off personality issucs.

Program evaluations and
new member questionnaires are
also good ways to intestigate
lifestyles. Offer amenity incen-
tives or guest passes o member’s
for their time, Always show ap-
preciation for their involvement.
When members know their opin-
ions and suggestions are impor-
tant, they are more likely to par-
ticipate in the programs. This will
also motivate the member to
spread the news to others about
the club’s happenings.

There are other pitfalls’
programmers fall into in addition
to the three already discussed.
Some of which are: job burnout;
lack of program space; event at-
tendees consisting of more em-
ployees than members; a break-

down of in-house communications;
the constant struggles of avoiding
stagnate program offerings.

To aid your club in step-
ping over some of the major pit-
falls, sctachievable short and long
term programming goals, put
the"special” into cach special

“event, have vour ecmployees take

ownership over their jl!h,:i. ensure
tight in-house communications,
keep employce enthusiasm high
through creative and innovative
management techniques, and al-
ways strive not only to meet your
members cxpectations — but to
ACHIEVE them.

INTRODUCING
PROGRAM
DEVELOPMENT
SERVICES

Dianc Hess and John
Marshall are the founders of Pro-
gram Development Services (PDS)
which offers a wide range of rec-
rcational, non-athictic consulting
services nationwide. PDS is a ser-
vice available to the private recre-
ation industry. The main focus of
PDS is to integrate leisure and
lifestyle programs successfully into
the private club environment as
well as country clubs, recreational
facilitics and resorts. PDS pro-
grams arc designed specifically to
increse not only club revenues, but
also member satisfaction. PDS is
available to lead innovative work-
shops and seminars. For more in-
formation call or write: PRO-
GRAM DEVELOPMENT SER-
VICES, 14 Bayberry Drive,
Somerset, New Jerscy 08873-(908)
873-5752.
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Why should a club

owner affiliate his/her club with a
Regional Club Association? The
answer is is simple: to help the club
compete in the marketplace in which
it is located. How do club associa-
tions help clubs compete? By pro-
viding opportunities which will im-
prove their knowledge, expertise and
professionalism in all aspects of op-
eraling clubs. These learning oppor-
tunities come in the form of conven-
tions and trade shows, magazines,
newsletters, group purchasing,
health alliances and maybe, as im-
portantly, lifelong industry friend-
ships. The bottom line is that your
competitors are probably engaged in
efforts to get better and if you want
to stay competitive with them, mem-
bership in a regional club association
will help you in that effort.

This new monthly “RE-
GIONAL FOCUS” page will be de-
voted to keeping you informed about
what is happening with regional club
associations in the U.S.

tor - Irma Campbell - Cook, 8495
S.W. Mapleridge Dr., Portland, Or-

Oregon - 40 clubs
Washington - 36 "
Idaho - 9"
Montana - 2"

N. California-5"
TOTAL - 92 clubs

PRIMARY ISSUES:

(a) Fair competition -
NACA has hired lobbyist for the
state of Oregon and the state of
Washington to work for fair com-
petition - introducing bills in the
legislative sessions.

(b) In the state of Wash-
ington, NACA is working on re-
pealing the sales tax on physical
fitness services which was re-
cently enacted by the State Leg-
islature.

(c) Health alliances with
insurance companies and hospi-
tals is on the agenda. NACA is
receiving calls from these entities
and are meeting and in the pro-

tivc health programs.

egon 97225, Telephone - (503)

297-4947. BENEFITS TO CLUBS:

Slales and Club #'s ‘EducaiionaI!Netwurk-
Norm Cates’

EClub

Insider

SUbbcnphnn Form

Name (s):

Club Name:

City, State, Zip:

Telephone:

$99 for 1 Year for 1st Person
__$49 for 1 Year for Additional Subscriptio

_ Check Enclosed

Authorization Signature:
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| P.O. Box 671443, Marietta, GA 30067-0025 or Fax:404-933- -9
OR Call Toll Free Hotline 1-800-700-2120

ing Events: A four-day Summer
Conference and Trade Show for
NACA personnel at a minimal
registration fee tops the list,
NACA also provides quarterly
retreats for owners and managers
for networking and education.
Free monthly Staff Seminars,
semi-annual Fitness Forums and
owner/manager meetings are
scheduled in each of the five ar-
cas.

*Corporate Programs:
Programs for regional corporatios
provide 50% discount off joining
fees for Corporation’s employees
and immediate family members at
the NACA clubs.

*Legislative Programs:
See above,

*Public Relations/Com-
munity Outreach: Activities in-
¢lude production of a NACA im-
age video which clubs can use to
position themselves as quality

clubs. Designed and provide

; _tr.ueln& and materials for an

dopt-A- School program - an
excellent cnmmunlly outreach
program.

*Group Purchasing:
Clubs benefit from group purchas-
ing agreements.

*Racquetball Promo-
tion: NACA has Oregon and
Washington Racquetball Associa-
tions which promote racquetball
and organize quality Tournament
Tours.

*Club Member Benefits
arc also a part of the association
programs. A “Fitness-To-Go”
Program provides for free recip-
rocal use of NACA clubs outside
athirty mile radius of a member’s
home club. Also, NACA club
members who transfer to another
NACA club are guaranteed a dis-
count off joining fees.

TO ENROLL YOUR
CLUB — DUES AND
FEES:

*Annual Club Dues -
$500 for the first club, $200 for
each additional club, Dues are
billed semi-annually.

FOCUS -

*Annual Associate Dues
- $550

CRITERIA FOR
MEMBERSHIP

STATEMENT OF
STANDARDS: As a member of
the Northwest Athletic Club As-
sociation, we pledge:

(1) Our primary objcc-
tive is dedication to club excel-
lence in service and facilities.

(2) We conduct business
honestly and professionally. Our
pricing policy is designed to pro-
vide high quality service while
insuring the long-term viability of
the club. Our advertising repre-
sents the true merits of the club.

(3) We assure that our
staff has the qualifications and
expertise necessary to insure the
safety and education of those they
Serve.

(4) We contribute posi-
tively to the community by in-
crcasing public awarencss of the
value of healthy lifestyles and by
participating in and providing sup-
port for charitable events,

(5) We act in such a man-
ner as to command the respect of
the public for our industry and the
goals toward which we strive.

CRITERIA
FOR QUALITY

1. A member club shall
meet the following service crite-
ria:

- Have a clearly defined
plan for providing a proper oricn-
tation of facilitics, programsand
services 1o all new members.

- Have a clearly defined
program for integrating the new
member into the club.

- Provide adequate staff-
ing to provide accessible service
to its members.

2. A member club shall
meet the following facility crite-
ria:

-Maintain a neat and or-
derly facility with regard to safety,
accessibility and personal health.

-Maintain an attractive
club environment.

3. A member club shall
meet the following pricing criteria;

-Shall have no pricing
practices (such as guaranteed dues
rates) which would result in a high
ratio of inactive members, and little
motivation on the part of the club
to reactivate them.

-Shall provide 10 sq.ft.
per membership to insure accessi-
bility to service.

NACA clubs sit high on
the regional club association list in
terms of quality- standards - and
benefits. The following currently
serve on the NACA Board of Di-
rectors:

President - Debbie
Eisenzimmer -Cascade mhlgtlc
Club, Gresham, Oregon. a

Chuck Richards - Sunset
Alhletic Club, Beaverton, Oregon,

p—

Jénnifer Harding - East
Side Athletic Club, Milwaukie,
Oregon.

Bob Brandts - Bellingham
Athletic Club, Bellingham, Wash-
ington.

Carole Schmidt - Hood
River Sports Club, Hood River,
Oregon.

Neal Simps - Roundup
Athletic Club, Pendleton, Oregon,

Mike Alpert - Athletic
Club of Bend, Bend, Oregon.

Jim Kusnerik - Athletic
Club, Medford, Oregon.

Jack Tawney - Harbor
Square, Edmonds, Washington.

EX-officio: Non-voting
members of the Board.

John Voget, Past Presi-
dent, Athletic Club of Bend, Bend,
Oregon.

Irma Campbell - Cook,
NACA Executive Director.
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REGIONAL CLUB ASSOCIATIONS

Clubs of Distinction)

' NAME OF ASSOCIATION STATES & Exec.Dir. # OF CLUBS PHONE #
Great Lakes Club Management (GLCMA) Michigan— Shellie Saunders 30 (8101625-2447
IRSA - Ontario Canada — Don Longwell 52 (905)873-8777
Mid Atlantic Club Management Association-

Delaware, Maryland, Penn.,(MACMA) Virginia, West Va., Wash.,D.C. 135 (703)264-5049
W. Brent Arnold
NERSA (New England Association of Connecticut, Maine, Vermont (617)951-0055
Quality Clubs) Massachusetts & N.Hampshire 227 (800)228-4772
Jan Woodman
WAC (Western Association of Clubs) Colorado, Kansas, Nebraska,
New Mexico, Oklahoma &
Wyoming 38
Patrick Pine (303)399-7687
NACA (Northwest Athletic Clubs Assoc.) Oregon and Washington 89
IRMA Campbell -Cook (503)297-4947
TCMA (The Association of California California 60 (916)782-1145

Mary Beth Quallick

REGIONAL
PAGE

sum-

repealed the 6% sales and use tax
on health and athletic club services.
The repeal becomes effective on
January 1, 1995. NERSA & IRSA
members Fred Timme, Craig Na-
tion, Fred Fallon and Steve
Capezzone spent three years of hard
work and lots of patience to reverse
this taxation decision. All club
owners in Connecticut will benefit
from their work!

NACA has great turnout
for its Annual Summer Conference
- Over 300 club operators from the
Northwest attended the annual sum-
mer conference held by NACA.
The event included keynote speak-
ers Brian Tracey, Dr. Gerry Faust
and John McCarthy, IRSA Execu-
tive Director. The event was held
at the beautiful Inn of the Seventh
Mountain in Bend, Oregon.

NERSA installs new
Board Members. New NERSA
Board Members John Atwood of the
Longfellow Sports Club, Cindy
Curley of Orchard Hills Athletic
Club and Bob Schwartz of Fitcorp
were installed to replace retiring
members Gary Klencheski, Jerry
Martin and Craig Nation. Also,
Keith Callahan of Boston's Health
Development Corporation has been
elected to serve as President of
NERSA.

WAC under the leadership

T _ Pine, has created an allcnl

of Executive Director Patrick

DORPORS - - 3
GRAM for its member clubs
which includes the following ben-
efits:

(1) Pre-exercise screen-
ing questionnaire. (2) The Best
Membership Rates for company
employees. (3) Quality fitness
programs designed just for corpo-
rations. (4) Passport Travel Pro-
gram tied in with IRSA clubs (5)
One week free trial membership
for all company employees. (6)
Each participating CFP club of-
fers a 30 day money back guaran-
tee on any initiation or enrollment
fees to any participating member
who is not satisfied.

IRSA ONTARIO pro-
vides its members with four ma-
jor professional development days
each year which focus on Pro-
gramming, Sales, Management
and Member Service. The Asso-
ciation also is actively involved in
Unfair Competition issues.

NERSA will hold its
1994 Annual Fall Conference and
Trade Show whose theme is
“Making A Difference” on Sep-
tember 22nd at the Ramada Hotel
Rolling Green in Andover, Mas-
sachusetts. On October 7th
NERSA will host a Sales Manag-
ers Network seminar called:
“Mastering Your Leadership Po-
tential”. To Register contact Jan
Woodman (617) 951-0055 Ext.
115.

CLUB INDUSTRY
TRADE SHOW
- EXHIBITOR'S

MecCormick Place North - Chicago, IL

October 13-15, 1994

EXHIBITOR CONTACT SPACE NUMBER
*AFFILIATED ACCEPTANCE BERT MONSON # 580
CORPORATION
*CARDIO THEATER TONY de LEEDE # 373 & 421
*CHECKFREE/RCM DICK MITCHELL # 870
*PROMOTE IT INTERNATIONAL ANN MARIE MILLS # 1060
*AMERICAN HEALTH CLUB JEAN HANHAM # 763 & 765
MARKETING

*DONALD DeMARS

INTERNATIONAL DONALD DeMARS #249

The CLUB INSIDER advertisers listed above will display their products at
the upcoming CLUB INDUSTRY SHOW in Chicago in October.

We urge you to drop by and get to know these suppliers and their products
and services!

We hope to see you there!
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Member Retention... The "Permanent" Club Challenge

By Norm Cates, Jr.

CHURN - My Grand-
mother used to milk the cow and
then pour the milk into a vessel
called a churn. She would then
make butter with this churn.

CHURN - In the club in-
dustry, the word “churn” means to
turn over members, by reselling
more and more memberships to re-
place those who quil.

Club operators who study
such things have come to realize
that it costs more to effectively at-
tract and sign a new member than it
does 1o keep that member. From
this realization has emerged an in-
dustry term - “retention” - which is
to keep members with your club
over an extended period of time.

During the last fifteen
years, there have been two domi-
nant philosophies about how to re-
tain members and reduce the depen-
dence of the “churn.”

PHILOSOPHY # 1 - Re-
tention through frequent and regu-
lar member utilization of the club.
‘Typically, thisclub will have an ini-

with monthly dues and the member
will have the right to cancel the
membership by providing the club
with a stipulated advance written
notice.

PHILOSOPHY # 2 - Re-
tention through a legally binding
contract. This operator will some-
times collect the payments on this
contract in house. Sometimes, the
operator will “sell the paper” on the
contract for cash advances, thus
separating the process of collection
from the club which sold the mem-
bership.

PHILOSOPHY # 1 - This
club will provide a maximum effort
from the first day the member joins
to involve the member in the club.
Typically, a new member will be
given a great deal of early stage at-
tention which often involves a fit-
ness assessment, a program write-
upand goal setting and initial train-
ing which enables the new member
to get started on his/her chosen ac-
tivities in a safe manner. Along the
way, this club operator will make
every effort to know the name of
the member, to track the member’s
club visits (usually by computer)
and to treat the member in a helpful
and caring way. If the member fails
to show up for an extended period

of time, this operator will know
about it due to the daily tracking
and will make a contact by phone
or mail inquiring about why he/
she has missed coming to the club.
This “high touch™ approach helps
in keeping the member involved
in the club and thus paying mem-
bership dues.

PHILOSOPHY # 2 -
Some club operators believe that
the best way to keep a member
paying is through a legally bind-
ing contract which requires the
member to pay his/her dues each
month, whether the member uses
the club or not. In many states
these contract term lengths are
limited to a maximum of three
years. The club operator may or
may not make efforts to involve
and energize the new member, as
does the operator in #1 above.
The new member who joins un-
der this type of plan does not have
the option to cancel his/her mem-
bership before the term expires,
but in some cases, the member-
ship may be sold or transferred 1o
another who assumes the obliga-
tion.

Sivie

PHILOSOPHY

‘ ‘ ith time and expe-

ricnce, some of those who had in
the past believed that #1 above
was the way to go have changed
their way of thinking. These op-
erators have concluded that to
keep a member paying, they are
going to combine both philoso-
phies. They provide great facili-
ties with a heavy focus on service
and they require a member to sign
a legally binding contract for a
specified term of membership.
Some of the leading clubs/chains
now set a minimum of one year
commitment for their club mem-
berships. This might be the most
long term economically viable
method of operation because the
forces from both philosophics
work to help the club.

The SPORTSLIFE
CLUBS in Atlanta are a good ex-
ample of the “merged” #1 and #2
philosophies. The motto of the
Sportslife Clubs is “The Science
of Good Health.” They require
their members to enroll for a mini-
mum of one year and they also
offer financial incentives to
people who join for two and three
year terms. They provide their
members with a medically-based

program which entails a fitness
assessment and program write-up
and they provide, in their six
clubs, some of the best facilitics,
equipment lines and programs in
the market. Sportslife has rev-
enues of $14.5 million annually
from their 53,000 members. Jerry
Alles and Lou Off, the owners of
Sportslife, have set a high standard
in Atlanta using the “merged” phi-
losophy.

EXAMPLE -
PHILOSOPHY # 1

A good example of

clubs which employ Philosophy
#1 exclusively and have been
highly successful with it, are the
Cascade Athletic Clubs in
Gresham, Oregaon.

The Cascade Athletic
Clubs, founded by club industry
veteran, Frank Eisenzimmer,
have created an excellent new
member participation program
which has become a key tool for
member retention. The 135,000
square foot “mothership” Cascade
Athletic Club and two satelite
clubs, are jointly owned .\.\'_ilh_
Frank and operated by Mark and
Debbie Eisenzimmer. They call
their new member participation
program “ FITNESS FOR LIFE.
* This program begins the day the
member joins, He/she reccives a
written check list which the mem-
ber is asked to complete within the
first 30 days of membership. The
check list has a variety of club ac-
tivities involving all aspects of the
club facilitics and programs. If the
new member participates in a
minimum of 12 of the 15 possible
activitics within the first 30 days,
he/she is rewarded with a $25 gift
certificate which can be used for
purchases of various scrvices or
products sold by the club. This
carly initial involvement gocs a
long way to getting the new mem-
ber into “the habit” of coming to
the club and participating in more
than onc activity plus it introduces
the new member to many of the
staff and members of the club.

EXAMPLE -
PHILOSOPHY #2

Thc best example of a
club(s) which operates under Phi-
losophy #2 is the Bally Health
Clubs. They are noted for the sale
of two and three year member-

ships bound by legally enforced
contracts. Their sales organiza-
tion in each club is highly traincd
on high pressure closing tech-
niques and very financially moti-
vated by commissions. They are
also noted, not for their delivery
of service, but instead for their
“promises” of service after the
sale. The present Bally operation
is a classic example of a pure Phi-
losophy #2 operation. However,
based upon the newly hired ex-
ecutives at Bally, it appears that
they have begun to “see the light™
and will at some point begin to
actually deliver the services they
have promised at the point of sale.
If they are successful in shifting
the heretofore heavily sales ori-
cnted mentality to one which is
focused on sales and actual deliv-
ery of promised services, then
they will be moving Bally into a
“merged philosophy™ as de-
scribed above.

“BREAKING
THE HABIT”

Il is strongly believed

by many club operators that the

first 90 days of a person’s mem-
bership is a pivotal time period,
Many agree that the * key “ is
helping the new member “break
the habit” of not showing up at
the club or, stated another way”
making showing up at the club a
habit.” Dean Wallace and John
Miller of the Courthouse Athletic
Clubs in Salem, Oregon, have de-
veloped a program they call: “The
Member Assistance Program™ -
MAP. Their Member Assistance
Program involves a team of
“coaches”, each of whom is re-
sponsible for carly on develop-
ment of what they call “exercise
independence” by the new mem-
bers. They now use a tracking
system developed by Olympic
Coach, Dick Brown, called
“LEAP” (Lifctime Excreise Ad-
herence Program) which helps
track and manage the 300-400
average number of members as-
signed to each coach. LEAP uses
what is called an “Effort Point
System”™ which treats each person
as a unique individual, consider-
ing their interests, experience and
goals. The rights to the LEAP
system arc now owned by The
STEP Company and the LEAP
program will be made available
to club operators everywhere.
The “Effort Point System™ is in
cffect, a system which assigns a

numerical value to all physical ac-
tivity in which the member engages
during a given period of time, re-
gardless of where the activity took
place. The LEAP tracking allows
the MAP “Coach” to efficiently
monitor and adjust the member’s
progress by examining the LEAP
reports and modifying the program
accordingly.

Interestingly, 3,000 miles
away, another MAP Program has
been developed. In this case, the
MAP stands for “Member Adher-
ence Program™ which has been cre-
ated by James Annesi, PhD., the
Director of Enhanced Performance
Technologies of Woodbridge, New
Jersey. Jim provided The CLUB
INSIDER with an article about his
MAP Program entitled: “Program-
ming Individual Profiles” which we
published in our June edition.

Look at your club opera-
tion. Do you have a special step
by step process like the “Fit For
Life” Program at the Cascade Ath-
letic Club? Do you track your
members attendance and activities
in an automated manner which-pro-

duces data from which you can™.

manage and improve your
member’s attendance and results,
such as the LEAP Program at the ?
Salem &UW/
acly-too-m N churning new
members™ rather than “keeping
members?” Do you depend solely™
on your contract to keep them pay-
ing, with little emphasis on your
new member’s carly and ongoing
participation?

Consider this. If you con-
sistently spend significant dollars
to generate new members which
come and go through the “churn”
in your club, would it not be worth
it to allocate significant dollars to
create a “step by step” program
which will help you reduce the
number of new members you must
sell each ycar? If you can cstab-
lish and rigorously work such a
plan as this, it could mean
$100,000 - $200,000 or more per
year lo your club! Could you use
these increased profits?

The greatest single factor
affecting your membership reten-
tion is the regular use of the club
by your members. Your members
will stay longer and pay longer if
they get involved carly and regu-
larly participate in club activitics.
The clubs who have figured this out
and have created action plans to
involve and monitor the member’s
utilization from day one are the
clubs which are thriving. Is your
club one of them?
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+Chart THE NON-PROFIT Or GOVERNMENT SECTOR CAN ENJOY AS MUCH
continued from page 13 AS A $900,000 ANNUAL OPERATING COST ADVANTAGE OVER
THE PRIVATE SECTOR ON A $5 MILLION HEALTH CLUB (1)
Annual Cost To Public Or Annual Cost To
Non-Profit Sector Private Sector
1 Annual Land Carrying Cost (assuming a land value 0 $60,856
of $125,000 per acre and a 15 year loan on $500,000 at 9% interest)
% Annual Building Mortgage (assuming a $4,000,000. 15 - year loan at 9% interest.) 0 $486,842
3. Furnishings and Equipment ($500,000 borrowed for 5 years at 11%) 0 $130,455
4, Postage (tax exempt or public sector entitled to a 33% discount.) $20,000 $30,000
5. Real Estate Taxes (assuming a property value of $4,000,000 at 50%
assessment and a tax rate of $4.00 per $100.00 ) 0 $80,000
6. Personal Property Taxes (will vary per locality and depreciation schedules. Here a 90%
assement valuation is used on $500,000 at a tax rate of $4.00 per $100 ) 0 $18,000 (1st year)
e State Income Taxes (stale tax rate of 7% on profit of $300,000) 0 $21,000
8. Federal Income Taxes (federal rate of 22.25% on first $100,000 and 39% on next $200,000) 0 $100,250
TOTAL ANNUAL COSTS $13,320 $927,403
COST DISADVANTAGE TO THE TAX PAYING SECTOR $914,083

(1) In this example, the private sector would have to pass on more than $900,000 in annual costs to the consumer simply to cover real estale taxes, property taxes, income taxes and
debt service. For a health club with 2,000 members, each member would have to be charged $450 annually or $37.50 extra each month simply to cover costs which government or non-
profit organizations can avoid.
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- ADVERTISING SPACE
NOW AVAILABLE!

‘ - The CLUB INSIDER News is providing advertising space effective immediately.

Now, you can deliver your message to the decision makers of the club industry, the
owners, general managers and department heads of clubs, gyms and fitness centers
nationwide. Advertising rates will be priced very aggressively with the price struc-
ture set to be competitive with all industry publications in existence today.

Special Introductory monthly advertising plans are available to early purchasers.
Call (800) 700-2120 for information and to reserve space

for future editions of The CLUB INSIDER News!
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Cardis Theeater

PUMPUP
THE VOLUME

CREATE the ultimate motivation for your members.

HELP members overcome common excuses for not exercising.

INTRODUCE "Entertaining Fitness" to your club.

Cardio Theater® enables members |
ent TVs, radios, tape decks or CI
using their headphones

Pump Up The Volume of Sales and Retention with
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Distributed By Cardio Theater Holdings, Inc. (an Affiliate of Australian Body Works)

WE PUT FUN INTO FITNESS




