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MEGA BUCK DEAL!

By Norm Cates, Jr.

In a transaction across
the Atlantic valued at $300 + mil-
lion, the giant WHITBREAD
PLC has entered into a definitive
agreement to purchase the DAVID
LLOYD LEISURE PLC. David
Lloyd Leisure is the leading ten-
nis, health and fitness club opera-
ht inthe Umled ngd)m and the

nificantly enhanced with the back-
ing of Whitbread.

Coming on the heels of
the merger in the U.S. of the 2nd
and 3rd biggest club chains, Fam-
ily Fitness Centers and 24 Hours
Nautilus, based in Southern and
Northern California, this transac-
tion demonstrates that the health,
racquet and sportsclub industry is

over $3.4 billion and sales in ex-

booming globally.

Whitbread will pay $632
in cash for each David Lloyd Lei-
sure share. The transaction will be
conducted by Barings of London.

WHITBREAD PLC

‘ ‘ hitbread is a major

UK company listed on the London
Stock Exchange with market capi-
talization of approximately $4.75
billion, consolidated net assets of

1995, were over $434 million.
Whitbread owns and operates some
of the best known brands in the UK
food, drinks and leisure secfors.
These are managed in four divi-
sions. Whitbread Restaurants and
Leisure Division manages the
Whitbread Group's leisure retailing
business in restaurants, hotels and
shops in the UK and abroad. This

includes: 270 Beefeater Restau-
rants and Pubs, 17 T.G.I. Fridays,
239 Pizza Hut Restaurants, 83 Keg
Restaurants in North America,
1,602 Thresher Off-Licenses in-
cluding Wine Rack and Bottoms
Up, 61 Churrasco and Maredo
Steakhouses in Germany, 79
Travel Inns, 30 Country Club
Hotels which include 12 Country
Club Resorts with integral leisure
clubs and golf courses. Addition-
ally, on August 7, 1995, Whitbread
announced the acqu:s:t:on of 16
: U.K. ding under

Whuhrcdd isw c-II known
as the UK’s leading pub retailer.
Whitbread Inns manages some
1,600 pubs throughout the coun-
try, each dedicated to the specific
needs of its local markel.
Whitbread Pub Partnership leases
2,200 franchise pubs, mainly on
twenty-year leases and leases an
additional 750 pubs free of the

was fmuld d by its. Ch,

partnership to multiple pub opera-
tors. The Whitbread Beer Com-
pany brews and distributes a
strong portfolio of ales, stouts and
lagers including Boddingtons,
Murphy’s Irish Stout, Heineken
and Stella Artois as well as dis-
tributing a wide range of other
drinks.

DAVID LLOYD
LEISURE (DLL)

David ond Leisure

club was devcluped as an u‘ldonr
tennis and leisure facility and
opened in 1982. The emerging
concept of combined tennis and
leisure services at an inclusive
price experienced greal success
and since 1982 has grown to 16
facilities, including two golf clubs
and one holiday club in Portugal.
In March, 1983, DDL went pub-

lic. In 1994, DDL reported pre-
tax profits of $12 million on a gross
annual income of $38.7 million.
Consolidated net assets of DLL in
1994 were $632 million. DLL has
experienced annual growth of 27%.
To meet the growth demand, DLL
has been rapidly expanding and has
already opened three new clubs in
1995 and intends to open two more
clubs in the next six months. DLL
has also been active in securing
planning permission and potential
sites for further expanﬁmn The

abling lhe acccleralion of the ex-
pansion plans.

David Lloyd will con-
tinue as Chairman of DLL follow-
ing the acquisition, The Board of
Whitbread intends that the existing
employment rights, including ex-
isting pension rights, of all manage-
ment and employees of the DLL

(See Whitbread page 4)

Fitness Holdings Takes Oft'§

By Norm Cates, Jr.

In our July edition we
reported on the merger of the sec-
ond and third largest fitness chains
in the country, Southern Califor-
nia based Family Fitness Centers
and Northern California based 24
Hours Nautilus. Since then, the
leadership of Fitness Holdings,
Inc. has conducted its first meet-
ing of the new Board of Directors.

The CLUB INSIDER

News contacted the new manage-
ment leaders of Fitness Holdings,
Inc. to hear how things are going
and to learn some things that are of
interest to our readers.

Ray Wilson, the founder
of Family Fitness Centers, who will
continue his involvement with the
business as the Managing Director
of Family Fitness and as a member
of the Board of Directors of Fitness
Holdings, Inc. said, “ I couldn’t be
happier with how things are going.
Things are happening exactly as
represented. “

Mark Mastrov, co-founder

of 24 Hour Nautilus and the new
Chief Executive Officer of Fitness
Holdings, Inc. commented, “ We
are gathering momentum..... all
across the board people are ex-
cited. We've started construction
and pre-sales on our 35th - 24
Hour Nautilus location and we
plan to start one new location per
month for the rest of the year!”
When informed that the
CLUB INSIDER News was re-
ceiving calls from club chain own-
ers wondering about who to speak
with relative to club chain acqui-
sitions, Mastrov said, “You can
tell them to call me.....we are ex-
cited to talk to people who are
wanting tosell.” Mark authorized
The CLUB INSIDER News to
publish his direct line: (510) 416-

3197.
The CLUB INSIDER
also spoke with Ival McMains, the
(See Fitness page 20)

Ival McMains (left), Craig Pepin-Donat
(right) and Mark Mastrov (Standing)
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How The CLUB INSIDER Is Produced

By Norm Cates, Jr.

Now that we have ex-
panded our circulation to over
12,500 clubs each month, I feel that
it is a good time to fill you in on
how this publication is produced
each month. My reasons for pro-
viding this information are: (1) We
want you to understand why we
need YOUR HELP through the sup-
port of our advertisers and the se-
curing of new advertisers. (2) We
want you to understand why we
may not be as efficient in respond-
ing to your requests for additional
copies, fax copies of articles, etc.
as we would like to be. (3) We want

you to understand that this is a
publication for the entire health,
racquet and sporisclub commu-
nity nationwide and as such, why
we need to hear from you with
news tips, contributing articles
and other input for publication.

This is the 21st monthly
edition of The CLUB INSIDER
News. Now that I have returned
from my first vacation in two
years to find myself scrambing to
meet this print deadline, I have
come to realize that | must make
some changes and I want to ask
for your help.

You already know that I
am the Publisher and Editor of
The CLUB INSIDER News.
What you don’t know is that I
have NO EMPLOYEES. Each

month, Ido the following: * writ-
ing of articles *all data input of
every word we print * answering
the phone *recording of new and
renewed subscriptions in the com-
puter * all mailing and faxing
functions including mailing of ad-
ditional copies, all paid subscrip-
tions each month, advertising in-
voices, advertiser copies, renewal
invoice preparation and mailing,
etc, * all advertising sales ¢ all
advertising account management
* contributing writer recruiter and
cordinator * accounting including
all bank deposits, subscription
data input * layout of newspaper
on paper prior to final computer
layout * double proof reading of
each issue each month * monthly
trip to Walton Press for final pa-
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in the cluby

ads and photos
prior to printing
* second trip to
Walton Press for
pick up of copies
for mailing to
paid subscribers
and advertisers
at Atlanta post
office * all col-
lection func-
tions.

While I
do all of the jobs
above without
any salaried em-
ployees, there
are two key
people who are
critical to our
monthly produc-
tion.

The
first key person
is the lovely Ms.
Cathy Brown of
Atlanta’s

u t e-
port. Each
month Cathy
takes my hand
written page lay-
out and the com-
puter disks con-

We are an equal opportunity employer

taining each
month’s copy

and lays the newspaper out. She
then prints out each page for final
web plating. As you can see from
the fine quality of the monthly lay-
outs, she is very talented and she
does a fantastic job. Ron Hudspeth
is the Publisher of the Hudspeth
Report, the Pulse of Atlanta’s res-
taurant and entertainment scene
and through his generosity, we are
able to prepare for publication each
month with the use of his computer
systems. He is a friend of 20+
years and without Ron's and
Cathy’s support, we would have a
tough time continuing.

The second key person
wishes to remain anonymous. Suf-
fice it to say..... he is the REAL
editor of The CLUB INSIDER
News as each month I fax every
page of The CLUB INSIDER
News to him for final proof read-
ing. Since I flunked English Com-
position 101 in college, it is need-
less to say that his work is crucial
to the quality we have delivered to
date. Also, he refuses offers of
compensation as | believe he views
The CLUB INSIDER News as im-
portant to the industry and he has
been giving his vast knowledge and
expertise to our industry for years
now.

Finally, [ want to tell you
about our fabulous printers..... The
Walton Press, located in Monroe,
Georgia. Walton Press was
founded in 1900 and has been in
business for 95 years! [ think I
know why. They do a tremendous
job for us. QUALITY and SAT-
ISFACTION for their customers
like me have been the key to their
long term success. Everybody at
Walton Press, including my ac-
count representative, Ms. Jaque
Atha, the boys in camera and plate,
the fine press-men, the General
Manager, Mr. Douglas Geiger, and
the fourth-generation owner, Mr.
Randal Camp have, over these past
21 months been tremendously
helpful and patient with me...... a
totally inexperienced and untrained
publisher. Without their help and
great work, we would not have
made it this far. If you ever need

to find a fantastic printer for your
newsletters or slick color brochures,
[ can assure you that Walton Press
will provide you with a very com-
petitive bid and first class work.

So, now you know how
The CLUB INSIDER News is pro-
duced each month.

While [ am as busy as a
one-armed paper hanger, 1 LOVE
publishing The CLUB INSIDER
News for you. However, I must
WORK SMARTER and this is
where YOU can become involved
if you want to. Here is how:

(1) ADVERTISING
SALES REPRESENTATIVES - |
hope to develop a nationwide sys-
tem of advertising sales represen-
tatives who are willing to work
part-time on a commission basis to
sell advertising for The CLUB IN-

(2) SUBSCRIPTION
SALES REPRESENTATIVES - It
is my opinion that we have just be-
gun to scratch the surface with our
subscription sales. EVERYBODY
who is earning a living in the health,
racquet and sportsclub industry
should be on our subscriber list.
This means YOU could help us
reach many folks who are not cur-
rently subscribing. The market po-
tential is significant. People who
are considering a career change to
the club industry should be sub-
scribing. All club owners, manag-
ers, assistant managers, sales direc-
tors, programming directors, mar-
keting directors, aerobic and fitness
directors should be subscribing. So,
who knows how many people in
your organization should be sub-
scribing? If you are interested in
involvement in part-time commis-
sioned subscription sales, call me
at (800) 700-2120.

In closing, let me just say
that I am excited about the idea of
involving YOU in The CLUB IN-
SIDER News SALES TEAM and [
look forward to hearing from you
real soon! Thanks for reading The

CLUB INSIDER News!

Copyright © 1995 CLUB INSIDER, INC. All rights reserved. Material may not be copied in whole or in part in any form whatsoever.
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NORM'S NOTESe

BEST LIGHTS advertised in The
CLUB INSIDER News. Next month
we will outline for you the energy sav-
ings and improved lighting results that
they have obtained from BEST

RON HUDSPETH's
Villa de Papagayo is nothing short
of awork of art. Settled serenely
on the side of the mountain in El
Ocotal, Costa Rica, overlooking
the Pacific Ocean, Villa de
Papagayo is a fantastic setting for
you and your staff to enjoy a
working retreat or a group vaca-
tion. 1 just returned along with a
group of about 60 Atlantans who
went down to help our friend cel-
ebrate the “house-warming” of
the new villa. Ron was a terrific
host and a better time has never
been had! I’ve had the pleasure
of traveling a lot, and the Villa is
located in one of the most beauti-
ful settings I have ever seen.
Check out the photos of Villa de
Papagayo in the July issue.

CLUB INDUSTRY in
October and IHRSA in Decem-
ber. Don’t forget to mark your
calendar for these two important
industry events. The four-day
CLUB INDUSTRY conference
and trade show will be October

541-7706. The 10th Annual
THRSA Sales and Marketing
Conference and Trade Show will
be held December 6-9th in At-
lanta. For registration and infor-
mation, call (800) 228-4772.

LEE GUTHRIE, Presi-
dent and CEO of Canada-based
Sports Specific International, tells
me that they have selected a new
resistance system to replace the
original hydraulic systems that
were specified for the
SKYWALKER. He says he is to-
tally confident that this choice
will be the right one. Lee also
says that the shipping schedule
mentioned in last month's article
has been pushed back because of
the new resistance system, but he
expects to have everything ready
in time for the CLUB INDUS-
TRY Show.

BRAD SCHUUP has
founded a new company called
SPORTSMITH to provide health
and fitness facilities with quality
equipment parts and electronics
repairs. Schupp had founded
SportsTech Services in 1989 and
served as its president until
March, 1995, when he sold his
interest to form SPORTSMITH.

For information and color cata-
log, contact SPORTSMITH at
(800) 713-2880.

STEVEN SCHWARTZ,
President of Tennis Corporation
of America tells me that TCA has
landed a contract to manage a
new $10-million Corporate Fit-
ness - Rehabilitation Center
which is being developed by the
Henry Ford Health System and
General Motors. He says the new
facility will be 60 - 70,000 square
feet and will be the rehabilitation
destination for the Detroit Tigers,
Red Wings and Lions and will
have sport facilities, such as an
indoor pitching mound for the
athletes. TCA has also recently
taken over the management of the
huge Sporting Club at Windy Hill
(NW Atlanta) and Steve
Gallagher has been appointed as
the General Manager.

BINAY CAHN of the
Chicago PR Firm of Edelman and
Associates tells me that at press
time lodny, Ld'eFm Imnot re-

recent acqmsuhono the ngh
Tech Professional Strength Sys-
tems of Paso Robles, Ca. Itis
been made by LifeFitness as a
preparatory move o compete
with the huge Italian company,
TechnoGym. We will report
more to you next month.

CONTRIBUTING
WRITERS for The CLUB IN-
SIDER News have been respond-
ing to my littles ads. Thanks to
each of you who have called to
volunteer. I am looking for
people to provide articles on top-
ics that can help club operators
everywhere to improve their bot-
tom line, or as Brother CURT
BEUSMAN writes in this edi-
tion: “to survive.” You can reach
me to discuss a possible role as a
contributing writer at (800) 700-
2120. Also, don’t miss reading
this month’s INSIDER SPEAKS
where I outline the plan for an
Advertising and Subscription
Sales Organization.

WILL CLEVELAND
is the General Manager of the
Wildwood Tennis Club in Fort
Wayne, Indiana. Will has expe-
rienced great success with the
new indoor lighting system called

LIGHTS.

TONY DeLEEDE, owner of
the Australian Body Works chain in
Atlanta tells me that it looks like his
club group will have expanded by 50%
in 1995! In March, he opened his 11th
facility, his first Cardio Theater Ex-
press, he is under construction with his
12th location, a women’s-only club in
a suburb called Kennesaw, he has
signed a lease and will soon begin con-
struction of #14 in the new Health and
Fitnesss Mall being developed in
Northeast Atlanta and he just took over
aclub which had recently closed down,
called Reflections. And, he is on the
verge of inking another deal which if
consumated would put himat 15. Plus,
his sales of the Cardio Theater, of

AUGUST ISSUE

which he owns 50%, are skyrocket-

ing. Combining all of this with his

Norm Cates, Jr.

role as the Envoy to the Australian
Olympic Team in the 1996 Olympics,

it looks Iske his

busy one t'or some
time to come.

Congratula-
tions to the people at
ACE - The Ameri-
can Council on Ex-
ercise as they cel-
ebrate their 10th An-
niversary! Also,
congratulations to
JAY KELL of The
Sports Clubs of
Canada and to DR.
DAVID UPTON,
President of the
David Upton Com-
pany in Dallas,
Texas, for their se-
lection to the Board
of Directors of ACE.

WAYNE
GRETSKY, with-
out a doubt, one of
the greatest hockey
players in the history
of the game, has an-
nounced that he will
build a huge indoor
ice skating and ice
hockey arena, com-
plete with a fitness
center........ guess
where? Coral
Springs, Florida!

Just what DEAN KATCHEL,
owner of the 15 year old Quad-

rangle Athletic Club, does not
want to hear!

Norm Cates
Ciub insider
P.O. Box 671
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Norrn,

Just a note to let you know how much we've enjoyed your publication! The orficles
are well written and straight forward. The issues are well researched and informa-
tive to anyone in this industry. The features are great - if's always nice to leam more

about who's doing what, and whera!

In todays hustle and bustie world, It isn't often people take fime to say Thanks for a
job well done®. We'd fike to change that and say “Thank You® and the Club Insider
As you know, Sales Makers has been in business for many years

At different times we have advertised in various frade publications, newsletters,
and via direct mail, but have NEVER had the results that we've hod since placing
our ad in Club Insider. Not only are we getting many interested inquiries. but they

are better qualified and more informed thon ever

You can count on our business - and confinued support of your efforts with the

Club Insider!

Keep up the good work!!

Respectfully,

Ray Gordon

Sales Makers

Florida Office » (813) 4810846  »

1-800-426-3334  »

’iores Moﬁeﬁ I

)

>

New Jersey Office « (605) 428-3334
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MICROFIT'S HEALTH CARE CONNECTION
DON'T FORGET ABOUT THE M.D.

By Neil Sol, Ph, D.

Ever since the Health
Care Connection Column has ap-
peared in The CLUB INSIDER
News, club managers and owners
have been contacting me concerning
issues pertaining to positioning their
individual clubs to benefit from a re-
lationship with a health care provider.
Slowly, club owners/managers are
realizing the profit potential for the
health club within the changing
health care paradigm.

However, in almost every
conversation, the club owner con-
tinues to wonder if it is important to
develop a relationship with a local
physician. If a health care connec-
tion is your objective, a relationship
with a physician is of paramount im-
portance.

A supportive physician will
not only be an excellent referral

need of preven-
tive (wellness) services; a physician
will give you immediate access to the
larger health care institutions such as

hospitals or MCO'’s as well as
other opportunitites within the
health care community. The phy-
sician is sure to be acquainted with
the decision makers in those in-
stitutions and can be an excellent
resource in arranging a meeting to
discuss possibilities available to
you both.

Sometimes affiliations
with physicians are based on fi-
nancial relationships; however
more often than not, physician’s
affiliation with clubs are based
upon a mutually beneficial sym-
biotic relationship of the physician
and the club. The fact is that as
health care continues to shift to a
prevention focus, physicians and
large health care institutions will
require our support. For the club
that has not initiated a health care
relationship, a physician affilia-
tion could be the easiest and most
efficient method to get involved
with health care quickly.

I recently had the oppor-

ity 65 BB WHE phydicians

how they viewed the role health
clubs play within health care and
how they feel about preventive
health services for their patients.

I was not surprised to
learn that physicians
are open and have a fa-
vorable view of the
health club as the com-
munity provider of pre-
ventive services.

The primary
care physician focus
continues to be in the
delivery of traditional
medical care to his/her
patient and he/she real-
ize they have little, if
any, time to offer
health promoting di-
rection to their patients.

In a time of
expanding managed
care and capitation,
they realize that pre-
ventive medicine prac-
tices, which include
wellness and exercise

The physician
who historically may
have felt threatened by
clubs and their profes-
sionals usurping control
of their patients, now
understands and desires
the support that the club
can offer their medical
practice.

So, how doesa
club develop an affilia-
tion with a physician?
The following are meth-
‘| ods for your consider-
ation:

(1) There is
probably a physician in
your club membership
who, if approached with
the idea of entering into
a symbiotic role with the

Neil Sol, Ph. D.

club, would be very re-
ceptive. Aletter or lunch

services may be the means to
reducing the demand for health
care.

It was apparent that the
physicians are aware of the re-
search promoting the benefits of
early disease detection, lifestyle
modification and physical activ-

Whitbread...

continued from cover

Group will be fully safeguarded.
Peter Jarvis, chief executive
of Whitbread said, “ Identifying new
trends is the key to success in large
consumer markets and Whitbread has
a strong track record. We are recog-
nized for the big part we have played
in developing the markets for take-
home beer, pubs for families, pub
food and budget hotels. All of these
growth markets were created by
changes in people’s lifestyles, and
family memberships of health and fit-
ness clubs is yet another. DLL PLC
is the leader in this sector and its ac-
quisition will provide Whitbread with
both a strong business and an impor-
tant development opportunity.”
Steve Philpot, Strategic
Marketing Director of Whitbread
commented, “Through our Country
Club Resort Hotels, Whitbread is al-
ready a significant player in the lei-
sure market. David Lloyd is the
strongest brand in the sports and fit-

ness sector and at a point in its de-
velopment where our large scale
retailing and hospitality skills can
play a big part in accelerating its
future growth.”

In the United Kingdom,
$191 billion is spent per year in
the leisure field. Sports and fit-
ness is one of the fastest growing
segments of the leisure business
with projected growth of 31% by
the end of the decade. DLL is the
brand leader with $47 million in
annual sales, A typical DLL club
provides indoor and outdoor
swimming pools, a gym, dance
studio, a bar and restaurant,
twelve indoor and six outdoor ten-
nis courts. Average club member-
ship in DLL clubs is 3,700.

There are an estimated
2,200 private clubs in the UK with
a fragmented supply and no ma-
jor multiple players. Club mem-
berships are at approximately one
third of the U.S. levels which
would mean nearly 7 million
members nationwide. The UK
market is a major “lifestyle” mar-

ket and the people are willing to
pay a premium for high quality
facilities and environments.
DLL clubs have been IHRSA
(International Health, Racquet
and Sportsclub Association)
members for years. David Lloyd
is the current captain of the Brit-
ish Davis Cup Tennis Team.

For the past several
years, Doug Miller, the Euro-
pean arm of Sales Makers Inter-
national, has been working with
the Whitbread PLC in the area
of membership sales and promo-
tions. During this time, Doug
has aided the Whitbread PLC in
the addition of 6,000 new mem-
bers generating an increase in
annual revenues of $4.5 million.
It is likely that those result have
had a positive effect on the think-
ing of the Whitbread Board in
their decision to make this acqui-
sition.

(Norm Cates, Jr. is the
Publisher and Editor of The

CLUB INSIDER News)

ity and are interested in provid-
ing these services to their patients.
But, they are also aware that to be
effective, regular and periodic
leadership is necessary. The phy-
sicians know they do not have the
time to follow up with their pa-
tients in areas of exercise, nutri-
tion counseling, smoking cessa-
tion, etc. They also know that if
their patients could obtain these
services, their health would im-
prove.

As more and more phy-
sicians become employees of
capitated health insurance plans,
they are becoming corporately
motivated, actually directed by
their employer to enhance the
health of their patients/subscrib-
ers. Limited by time constraints,
but driven by the directive to im-
prove the health of the subscriber,
aneed for certified health and fit-
ness professionals is growing to
offer wellness services to support
these physicians. Physicians ex-
press a sincere concern about their
patients in need of wellness ser-
vices and obtaining these services
from pseudo-professionals that
provide services not based on sci-
entific premise or quality control.
It was obvious that the physician
has a level of comfort with the
quality health club as the preven-
tion provider to their patients.

invitation could be the beginning
of a great relationship.
(2) Hold an open house in

yourclub for the physicians of your

community. Develop print mate-
rial that expresses your philosophy
of preventive health and how you
see the club working in concert
with physicians. Meet and greet the
physicians. You are sure to find one
or more who are interested in a re-
lationship.

(3) Communicate with the
physicians of your community by
mail. Express your philosophy and
your interest in working together.
A follow-up call and an invitation
to lunch, should yield positive re-
sults.

A relationship with one or
more physicians will be mutually
beneficial to the physician and the
club and should be intiated and
nurtured as soon as possible.

If a health care connection
is your club’s objective, you can
begin and expand from a founda-
tional relationship with an MD.

(Neil Sol is the President
of Health Vantage, Inc., a Houston,
Texas - based club consulting firm.
Neil is one of the industry’s lead-
ing experts in the field of health
care as it relates to clubs. Neil can
be reached at (713) 494-5550.)
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The World’s Leading
Fitness Evaluation

Over one million people from thirty countries have
experienced the value of MicroFit evaluations. We have
established one of the largest fitness databases in the world
and continue to build on our success by providing the
latest in fitness technology.

The MicroFit system is easy to use and features on-line
evaluation, motivational graphics and informative reports.
Its the perfect tool for club marketing, membership
retention and corporate wellness programs.

m oo r oo CEEE

HEALTH & FITNEST SS SYSTEMS

MicroFit systems include Fitness Evaluations, Health Risk Appraisa z
Group Wellness Reports, Nutritional Assessments and I

Call Today 1-800-822-0405

©1994 MICROFIT, INC.
1077-B Independence Avenue / Mountain View, CA 94043
Telephone 415-969-7296 / Facsimile 415-969-2067
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A LOOK IN THE MIRROR

By Gerry Faust

One of the most chal-
lenging problems for any com-
pany is complacency. Compla-
cency that our systems are okay,
that our customers are happy,
that our employees are moti-
vated, etc., etc. Conversely, one
of the most productive things a
company can do is to stop and
take stock of how they are do-
ing. The annual diagnosis has
become a prime mover in many
forward thinking organizations.
A diagnosis is like an annual

physical. It can be used to
learn how you’re doing and
can provide an opportunity to
plan and commit to improve-
ment.

“SUNRISE,SUNSET,
SWIFTLY FLOW THE
DAYS. ONE SEASON FOL-
LOWING ANOTHER...”

As the song suggests,
it’s easy to let time roll by with
each day being a replication of
its predecessor. The challenge
is there is so much going on
and so much is changing that
it is easy for an organization to
get out of touch with the mar-
ket. Profits can slowly erode

LY In-House

TM'“U'ME&I, c

for

Basic Package
Now Only

13
w1 O

Do-It-Yourselt tu-llmo mnhwmmty Management

Simple to Understand!!!

. Sungle to Operate!!!

100% SUPPORTED

56952

Additional Modules Available

FITNESS ASSESSMENT
SOFTWARE

AAC In-House Software Package

Call GARY PIPER or JERRY LEE
1-800-233-8483

Affilited Acceptance Corporation * Main Post Office Box 419331

* Kansas City, Missouri USA 64141-6331

until the organization is in
trouble. In a recent meet-
ing a manager was heard to
say, “How did we get in
trouble so fast ?” “You
didn’t,” a colleague was
heard to reply. “We got in
trouble a little more each
day for a long time.”
Subtle changes are hard to
recognize, especially if we
are close to them.

A researcher once
put a frog in a pan of wa-
ter. The pan had low sides
and the frog could easily
have jumped out. But, as
the researcher slowly
turned up the temperature,
the frog never moved. He
sat there (probably thinking [_

around the beach ball when-
ever possible.

2. Focus on identify-
ing areas where “what you
have is not what you want.”
There are “clues” to under-
standing your organization
and its opportunities for im-
provement.

3. Look broadly at the
organization and consider:

* External Environment » Cul-
ture * Planning and Direction
* Structure * Information and
Control Systems * Reward and
Recognition Systems = Cus-
tomer Interface system (in-
cludes sales and marketing)

¢ Operations, Facilities and
Equipment * Human Re-

it was only getting a bit

Dr. Gerry Faust

sources * Financial Resources
and Money Management *

hotter and probably would
get cooler soon) until he
cooked to death. Many busi-
nesses, like the frog, have con-
tinued to do what they have
always done, until it is too late.
The annual check-up,
when done properly, can cause
an organization’s leaders to
step back from the day-to-day,
see some new data in a new
light and have some fresh in-
sights into their business.

SOME KEY FACTS

1. If you could take
the sum total of the knowledge
of all people in an organization,
you would probably know all
you need to know to under-
stand the organization, its cus-
tomers, processes and products
enough to run the organization

To
SUBSCRIBE
Send $49
To:

The

CLUB INSIDER
News
P. 0. Box 671443
Marietta, GA
30067

well,

2. No one person
knows it all.

3. Different people
see the same challenges differ-
ently.

An organization is like
a giant beach ball and each per-
son stands somewhere on that
beach ball. But, wherever they
stand, no one can see all of the
beach ball.

Figure 1. Beach Ball Effect.

However, if each per-
son reported what they saw,
you could get an idea of what
the entire beach ball is like. To
do an effective diagnosis, you
must collect data from many
people and create a common
understanding of that data. The
common understanding will al-
low the organization to balance
points of view, set agreed pri-
orities and provide a base for
committed action.

AN EFFECTIVE
DIAGNOSIS WILL:

1. Collect data from

Important Outcomes (cus-
tomer satisfaction, morale,
sales, profits, image in commu-
nity)

4. Develop agreement
on a few prioritized areas of
needed change.

5. Create specificaction
plans for improvement that fo-
cus on those limited number of
important areas.

If done well, a diagno-
sis will create energy. It will be
a time of openness and honesty,
but will also clear the decks for
forward action. The energy
comes from the focus, direction
and agreement that it generates.

There are tools and
methods that can help you con-
duct a successful diagnosis ei-
ther on your own (the Business
Analysis Kit) or with an expert
facilitator (Executive Insight ®
and ODQ). Whatever the ap-
proach you take, make a diag-
nosis a regular event in your or-
ganization. It’s a great way to
take charge of your organization
and drive it to success! ( Call
Faust Management Corporation
at (619) 536-7970 about its suite
of diagnostic products TODA!)

(Editor’s Note: Dr.
Gerry Faust is a professor and
highly regarded speaker. His
organization provides numerous
opportunities specifically de-
signed for club owners and
managers to improve their busi-
nesses.)
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TWO EASY WAYS TO MANAGE
YOUR FITNESS INSTRUCTORS

Personal Trainer Business Manager for Windows™ is the first and Fitness Class Scheduler for Windows™ simplifies the task of
only software specifically designed for managing personal trainers scheduling fitness classes and keeping track of fitness instructors.
in a gym or health club. It is an appointment book, client database, With Fitness Class Scheduler for Windows™, you will be able to
trainer database, and accounting package all in one. create better class schedules with less time and effort.
& Keep track of training sessions & Schedule and reschedule
classes simply by arranging
4 Maintain separate schedules classes on the screen

for each trainer
& Maintain separate schedules
4 Print trainer schedules for a for each room and location
day, week, or month
& Keep track of instructor
& Quickly find a training session names, addresses, and

sessions

4 Record trainer income and

expenses

@ Keep track of client names,
addresses, and telephone

numbers

@ Record client payments

4 Maintain client training logs,

telephone numbers

R 3 # Record the days and times
each instructor is available
s — Sl s iy S ———
bioogorull | | el T T T E— s : ; .
|| gl = — < Automatically display lists of
.:....-—‘*'*;.a..mu ] available instructors
| - =T — 'H-
= _ P # Quickly find an available
[ — —— substitute instructor
= =l

Print complete class schedules
for students and individual
schedules for each instructor

& Generate invoices and receipts
for training sessions

@ Create mailing lists of clients & Easily customize a schedule’s

appearance to suil your needs

and print progress graphs 4 Print monthly, qfu‘arrerl Y, ang : | ca e i
yearly reports of income an e oAt | & Crea f hours and
> ; z : = A e el eate reports of hours an
L 4 Reé.ct;_rd client mcd:cal history t:;pegfes generated by each e t&'-‘i;‘-_"_f"ﬁi-'fﬁl-‘ classes Laught by each
and fitness assessment 1n i sl o ostrncion

Item# 3003 Personal Trainer Business Manager for Windows $249.95
(Be sure to specify the Club Edition when ordering)

FREE
SHIPPING

Shipping is free and all
orders are shipped by
First-Class Mail.

Item# 4004 Fitness Class Scheduler for Windows $149.95

System Requirements: An IBM? '
compatible machine with a 80386 or
higher processor, 4 megabytes of RAM, a |
hard disk with at least 2 megabytes of
available space, a3 1/2" or 5 1/4" disk
drive, a VGA or SuperVGA display, and
Microsoft® Windows™ version 3.1 or later.

We DO NOT ship free demo copies. We DO offer an unconditional, 30-day, money-back,
guarantee. So feel free to order a complete, working copy of the software and try it out for
30 days. We are sure that you will like it. If not, however, simply return the product to us,
and we will glady provide you with a complete refund.

To order, send check or money order to Unconditional

Willow Creek Publications, P.O. Box 86032-A31, Gaithersburg, MD 20886 PRt
oney-back
Maryland customers add 5% sales tax Ouiarite

FOR FASTEST DELIVERY

CALL 1-800-823-3488 EXT 131

We are available 24 hours a day, 7 days a week. So call anytime.
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ATTACKING HIDDEN EXPENSES - Part I

By Rick Caro

(Editor’s Note: This is
Part I of a four part series on AT-
TACKING HIDDEN EXPENSES
which is reprinted from the June,
1994 edition of The CLUB IN-
SIDER News. Parts I, III, IV will
be reprinted in the next three edi-
tions. Rick Caro is the club
industry’s most recognized author-
ity and expert on cost control. The
information provided in these four
important articles could help you
reduce your total annual operating
expenses by 5-15% if carefully stud-
ied and applied to your club situa-
tion, We urge you to retain and use

these articles over the years.)

What is the ideal

place to save on club expenses?
Any category where the total sav-
ings all flow to the bottom line and
where the member never sees any
change in the club’s operation.
Furthermore, if the above situa-
tion occurred with a state-man-
dated expense, that is a world-
class win for the club.

WORKERS’
COMPENSATION
INSURANCE

Workcrs' compensa-

tion insurance is just such a cat-

SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

Imported & Domestic Textile Products

Take the guess work out of your. ...

Satisfaction Guaranteed

QUALITY PRODUCTS
at

COMPETITIVE PRICES

Rubbermaid I8

404 /451-3951  800-241-2081

Commercial Products
Authorized Distributor

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

[RRSA

ASSOCIATE MEMBER

P.O. Box 81345 ® Atlanta, Georgia 30366
FAX 404/457-9557 FAX 800-772-6760

egory. It is a required
insurance based on total
payroll. It must be paid
on a timely basis. If the
insurance lapses or is
not paid on a timely ba-
sis, the club owners and
senior management can
be held personally li-
able.

Most  club
owners and general
managers just accept
this type of insurance as
a necessary evil without
a great deal of scrutiny.
In some states, the gov-
ernment has had to cre-
ate a pool because all of
the private insurance
companies stopped
writing there. Appar-

racquetball club until three
years ago. Instead, such
racquet-sport and multi-
sport clubs were placed in
the Amusement Park/Rec-
reation category. Imagine
the frequency of employee
injuries with those mechan-
ics and handymen working
on parts for ferris wheels
and roller coasters. The
rate amounted to 10.9% of
total payroll. The immedi-
ate lesson was to learn how
to get permission to clas-
sify as many club employ-
ces as possible in other cat-
egories which would cost
less. The long-run situation
was to go to the State
Workers' Compensation
Rating Board and create a

ently, in those cases, the
state legislatures had not

Rick Caro

new category. That hap-
pened to take 5 1/2 years,

approved appropriate
rate increases over time and the
claims created a bottom line loss
for all of the insurance companies.
They simply decided to leave the

discounts offered up front as part
of the premium calculation. Ina
few locales, there is a workers’
compensation safety group in ex-
istence where a dividend is paid
to all in the group if the premi-
ums exceed the claims. On an-
other note, the club industry has
seen an increase in claims over the
last five years. Generally, there
is one catastrophic accident injur-
ing an employee every 5-6 years
in these safety groups.

SCENARIO # 1: A
club has an annual workers’ com-
pensation audit scheduled. The
club’s bookkeeper is told by the
General Manager to turn over all
payroll records to the club’s out-
side accountant. The audit takes
place at the accountant’s office
and about 6 weeks later, the club
receives an audit bill for $14,000.
So, the club owes another $8,000
beyond what it had already depos-
ited. The insurance company re-
fused any payment terms; so the
club had to pay the extra $8,000
within 30 days after the bill was
received. Since switching com-
panies would not solve this sur-
prising dilemma, the club paid it
reluctantly.

‘In other cases, there are

But, much worse, the in-
surance company then imposed
a much higher deposit based on
the new audit. So, within 90 days
of the c audit, _lhc club pmd both
the $8,000 overage for the audit
and an extra $6,000 in advanced
deposits for the current year. All
staff and owners were incredu-
lous at this $14,000 negative
swing.

SCENARIO #2: One
year later, the same club had a
total workers’ compensation pre-
mium - with the same insurance
company and with $75,000 more
in total annual payroll - of only
$6,500. The only difference was
the club’s ownership hired a con-
sultant intimately familiar with
both the club industry and that
state’s workers’ compensation
regulations. The $7,500 savings
went straight to the bottom line
along with much reduced ad-
vanced deposits on future years.

Each state governs its
own workers’ compensation poli-
cies and procedures. In some
states, there are a variety of cat-
cgories for clubs - Tennis Clubs,
Racquetball Clubs, Tennis Clubs
N.O.C. (Not otherwise covered),
YMCA’s, Country Clubs, Exer-
cise/Fitness Institutes, etc. Clubs
need to know the categories and
the definitions of each.

In New York State, there
was no category for a tennis or

but it got created.

VARIETY OF
CLASSIFICATIONS

The oal was to prop-

erly place as many categories of
club employees in other classifica-
tions and pay for them at lower
rates. Some of the categories used
were: * Clerical « Executive * Sales
* Child Care * Restaurant/Bar

* Retail.

The prevailing rigorous
jobs in a club- fitness and aerobic
instructors, tennis/racquetball/
squash pros, maintenance (house-
keeping and repairs) all fell under
the main category (Amusement
Parks). However, the club was able
to shift the others successfully.
Bookkeeping, computer operators,
member processing, front desk,
member service, programming/ac-
tivities, etc... all fell under Cleri-
cals. All department heads and
above were placed in Executive.
Pro shop was under Retail. Sales
staff went under Sales one year and
then moved to Clericals the next.

The advantage was over-
whelming. A staff member classi-
fied under the Amusement Park
category cost the elub 10,9%, while
a Clerical cost .6%. The savings
on $100,000 of payroll in a simple
re-classification was $10,300. The
savings on $300,000 in actual shift-
ing for this club was $30,900.

(See Caro page 17)
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How To Keep A Captive Audience

Call (800) CARDIO-1 or (404) 848-0233 for details.

! CARDIO /é Lpes

Distributed By Cardio Theater Holdings, Inc.
(an Affiliate of Australian Body Works)
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The Simple & Powerful
Club Management System

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

L

Photo-imaging Check-in
Unlimited Report Capabilities
Automated EFT

YN

Full Service Customer Support
(Phone, Fax, Seminars)

$0, make the first call right now. Dicil 1-800-554-CLUB

and see how easy it is to get ClubRunner working for you.

Club

CLUBRUNNER: THE STRESSLESS SYSTEM
880 JUPITER PARK DRIVE, SUITE 3

unner ™ JUPITER, FLORIDA 33458-8901
1 (800) 554-2582 / (407) 746-3392
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SENSE ACCOUNTING

By Curtis Beusman, Ph.D.

Heallh and Fitness
clubs are businesses just like other
ventures. We may think we’re dif-
ferent, but our clubs really aren’t.
Often, our staff thinks our business
is out-of-the-ordinary, not like
other commercial ventures. It’sup
to owners and managers to teach
them some simple rules of business.

At a recent NEHRSA
meeting, |asked aroom full of club
managers and owners: “What'’s the
single most important goal of our
clubs?” Answers were predictable
- great member service, a clean fa-
cility, good equipment, friendly,
supportive staff. The answers fo-
cused on operations, not finances.
Ultimately, someone said, “Make
a profit.” But, I maintain that it’s
even more basic than that: Our
single, most important goal is SUR-
VIVAL. Staying in business, folks
- meeting payroll, paying the bills,
paying the bank and hopefully, pay-
ing ourselves something for our
own efforts. Simple survival is the
first and foremost goal.

vive? With a positive cash flow.
That’s the message that has to get
out to our employees: clubs sur-
vive by generating positive cash
flow.... Owners who have to meet
loan and mortgage payments know
this. Accountants and controllers
know this. But our staff workers -
the people who have the greatest
influence on our cash flow - gener-
ally do not understand the idea of
cash flow.

At our three clubs, I have
given seminars to key staff people
explaining the importance of cash
flow, and what cash flow really is.
We start with basic accounting
terms and ideas. [ like to reduce
the ideas to simple English. For
example, “Assets” become “Things
we own”, “Liabilities” become
“Things we owe” and “Deprecia-
tion” becomes “Paying for old
stuff.” You’d be surprised how dif-
ficult it is to turn accounting lan-
guage into simple English.

We talk about the differ-
ence in a Balance Sheef, with As-
sets, (Owned), Liabilities (Owed)
and Owner Equity (Left-Over
profit) - and an Income Statement,
with Income (Money we collect),

Expenses (Money we’ve spent) and

Profit. We talk about the difference.

between an operating expense and
a capital expense and where they
each appear on the financial reports.
Mostly, we try to understand what
consitututes a positive cash flow.

In basic terms, a positive
cash flow means cash left over af-
ter all the bills are paid, including
interest on loans from the bank or
investors, plus paying all lease
costs and bank repayments of prin-
cipal, known in accounting lingo
as amortization. If you have a posi-
tive cash flow, you survive. If you
don’t, you are slowly dying - and
you will soon need more cash from
somewhere in order to continue in
business. It’s simple, but it’s not
s0 easy sometimes.

At our three clubs, we dis-
tribute monthly income statements
by the 10th of the month. They are
broken down into team or depart-
ment form, with each team getting
their income credits, their expense
bills and a team contribution (team
profit) as the difference. We don’t
charge health benefits, federal
taxes or social security on the team
payroll. Each team captain gets the
information under his or her direct
control. Some teams have both
income and expense, like front
desk (guest fees, court fees,
sunbed tokens) while others are
pure expenses teams like mainte-
nance and housekeeping. Every
general ledger account has a place

The business office assumes the
indirect charges. And each team
is compared to the budget or profit
plan that was created at the begin-
ning of the year by the team cap-
tains compared to what they had
planned for that month. Any dif-
ference or variance has to be ex-
plained and a plan or strategy to
correct the difference has to be put
into play.

There are dangers in hav-
ing your team captains prepare the
profit plan. They might understate
their income and overstate their
expenses in order to make sure
they’re on target during the year.
They may not generate enough
contribution to cover the interest
and mortgage payments. That’s
where the General Manager and
the owners have to step in to find
creative ways to insure a positive
cash flow. However, when your
team captains understand the im-
portance of positive cash flow, you
don’t have nearly the difficulty in
making adjustments and improve-
ments to meet the survival goal.

In the monthly income
statement, we calculate a Net Op-
erating Profit including all the ex-
penses that are under the control
of the team captains. We do not
include things like interest on
loans, depreciation, owner’s sal-
ary or owner benefits. We also ex-
clude real estate taxes. Accoun-
tants may find this distressing, but

I want our people to focus on
things they can influence and not
have an excuse for missing a
profit goal.

These ideas are not new.
If you want a good education, get
Jack Stack’s best-seller: “The
Great Game of Business”. Stack
took a loser business in Spring-
field, Missouri and converted it
to a winner by training his people
in financial matters. He calls it
“Open Book Management”. By
sharing the financial information
with your people, you will ener-
gize them and make them true
stakeholders in your club. Get
the book and read it.

‘There are a few other
simple rules that we use at Saw
Mill River Club and our two
Sportsplex clubs.

1. For monthly reports,
fast is better than accurate. This
one comes from Gerry Faust.
Your office manager/accountant
person will always want to get
every last bill into the last month
report. But if you lose the abil-
ity to make a change during the
month due to slow report produc-
tion, you've lost your response
time.

This goes counter to what we aIl
learned in school. Forget it -
leave adding up the pennies to
your accountant at the end of the
year. Get each team captain to
look at $3,876.27 as “Thirty-
Eight Hundred”. My rule is: if
you take care of the hundreds, the
pennies will take care of them-
selves.

3. SHARE THE
GAINS. In “CLUB INSIDER”
September, 1994 edition, Isug-
gested that all employees should
benefit when the club exceeds it’s
planned profit, not just the own-
ers. Gainsharing is an old con-
cept and it has worked for us at
Saw Mill. We are going to intro-
duce it at the other two clubs next
year. (For more on this, get
“Gainsharing” by Graham-
Moore and Ross in the library or
from your bookstore.) With
gainsharing, everyone wins as
business improves. Gainsharing
also rewards expense control and
income enhancement by employ-
ees.

To sum up: It’stime we
taught our employees about fi-
nancial matters. They shouldn’t
be secret...... hidden from view.
The more they know about what
it takes to make your club be suc-
cessful and to survive, the more
they can help make it survive and
create a positive cash flow that
everyone can share. Never for-

get the First Rule
of Business: “Get
and Keep a Posi-
tive Cash Flow.”

(Curt
Beusman, Ph.D.
is a veteran and
globally  re-
spected club op-
erator. Curt was
one of the
founders of
IHRSA and
serves on
IHRSA’s Advi-
sory Council, He
owns and oper-
ates the Saw Mill
River Club in Mt.
Kisco, N.Y., and
SPORTSPLEX
clubs in Stam-
ford, Ct. and

Hudson Valley,
N.Y)

'SERVICE PROGRAMS
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BAD DEBT
COLLECTION

Turn delinquent accounts into

CASH TODAY!

The AAC Collection System is designed
specifically for the Health Club and
Martial Arts industry. Using a combina-
tion of gentle but firm customer letters,
sophisticated telephone collection tech-
niqgues and national credit reporting
agency assistance, we are able to col-
lect significant bad debt percentages
without creating a negative image for
your facility.

LOWEST FEES IN THE INDUSTRY.

Affiliated Acceptance Corporation
BOX 419331 = KCMO 64141
Best in the business, and we can prove it!

Call Gary Piper or Jerry Lee

1-800-233-8483
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Nancy Georges
Ms. National Fitnes:

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

Muscle Dyhamlcs

20100 Hamilton Avenue ¢ Torrance, California 90502 « (310) 323-9055 « FAX (310) 323-7608



No One Even Comes Close!

- For a Clear Shot at

A Brilliant
| Energy
—~ Saving

Technology

> Gyms
> Indoor Tennis
> Air Structures

.‘: Adaptable to all systems!

BEST

LIGHTS, INC.

. ~Brilliant Energy Saving Technology ™
1-800-KIL-A-WAT

1-800-545-2928 * Fax: 810-589-0134

For Insulated Ceilings . . . Call Our Other Company
COMMERCIAL

Retmont e 1-800-423-0453
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Neil Sol, Ph. D. ...A Healthcare Visionary

By Norm Cates, Jr.

Neil Sol is the fellow
who has authored Microfit’s Health
Care Connection column each
month since its inception in our Feb-
ruary, 1995 issue. This is about Neil
and his vision for the future of the
health club industry.

A graduate of high school
at age 16, (he skipped 2nd and 8th
grades) Neil entered Brooklyn Col-
lege. Graduating from college be-
fore he turned 20, he entered gradu-
ate school at the University of Mas-
sachusetts where he earned a
Master's Degree in Exercise Sci-
ence. He went to work in 1974 for
the Huntington YMCA on Long Is-
land. This was one of the first
YMCA’s in America that offered
stress testing as a component of their
physical fitness program. Neil
worked there for three years in that
role. Atage 24, he enrolled at Kent
State University to obtain his Ph.D.

in Exercise Physiology. Upon
graduation at age 28, Neil went
to work at George Williams Col-
lege in Chicago. He was retained
to assemble the Master's Degree
Program in Preventive and Reha-
bilitative Exercise Science. Af-
ter spending some time “in a
small office and at low pay” he
left George Williams to go back
to “the real world.” He accepted
an opportunity to work in Mem-
phis, Tennessee in a hospital car-
diac rehabilitation position which
payed him twice what he was
earning at George Williams.
Neil had a vision when
he arrived in Memphis and in
1982 he created a total health pro-
motion program for the hospital.
His job grew to place him into the
role as the systemwide person
responsible for all health promo-
tions for the hospital system.
While employed at the hospital,
many hospital consulting oppor-
tunities came his way. To date
Neil has counsulted with over 75
hospitals in the area of health

motion. Neil recalls, “this
was the timeframe in
which hospitals were at-
tempting to turn to health
clubs for preventitive
health services, but the
health club operators were
not ready for nor inter-
ested in hospital relation-
ships." This experience
has stood out in his mind
since then as he now is
one of the primary lead-
ers of the effort to unite
hospitals and health clubs
in America.

In 1989, Neil
wrote and published a
book entitled: “Hospital
Health Promotion”. He
began to travel and speak.

Sports Medical Industries to
a Texas oil man. An oppor-
tunity arose for Neil and he
moved to Dallas, Texas to
take the position of Presi-
dent of Nautilus Medical
Products Division. How-
ever, this job turned out be
a short-lived situation as 1
1/2 years later, Nautilus was
again sold.
In 1988, the Hous-
§ tonian Club which had
opened in 1978, was con-
tinuing to fail as a club....
[| never having made a proft.
About that time, Jill Stevens
Kinney, now a principal of
Club Source in San Fran-
j| cisco, had a consulting con-
tract for the Houstonian. In

For a time, he also con-
tributed his efforts to a

her role to help the Housto-

Neil Sol, Ph. D.

magazine called “Optimal
Health..... Strategies In Integrated
Health Care Systems. “ The maga-
zine was published by Gretchen
Kelsey (Brown} who is alsc the

Membership
Renewal
Referral

nian Jill helped recruit Neil
as the General Manager of the
Houstonian and the effort to turn the
Houstonian around was quite suc-
cessful. The first year of Neil’s ten-
ure as the G.M., the Houstonian fi-

Magazine. This experience and
these efforts began the resurgence
of the effort to bring hospitals and
health clubs together.

Not long thereafter,
Arthur Jones sold the Nautilus

< ORLANDO

X HAWAII

X MEXICO

< CARRIBEAN

Promotions That Work!

XLAS VEGAS

NO HASSLE TRAVEL PROMOTIONS SINCE 1973
APEX TRAVEL PROMOTIONS
(800) 666-0025 (Ext. 22)

Fully Ii

<RENO
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. with him and today operatesitas  who have contributed significantly

Neil SOL.. Health Vantage, Inc. o health and fitness in the United
continued from page 14 Along the way, Neilhas  States.

been involved with the American Neil views the future

College of Sports Medicine for20  with great optimism and believes

nancial performance was reversed years. In 1991, he servedonthe that health clubs will continue to

from a significant 6 figure loss to  committee that edited and pub- be an integral part of the shift to-

approximately a $1 million profit. lished the “ACSM Health/Fitness ward preventive health care. He

For the next several years the Hous-  Facility Standards and Guide- also believe that if clubs do not

tonian averaged $1.0 to $1.5 mil- lines.” In 1986 he was President take advantage of the opportuni-

lion per year in profits. of the Association of Fitnessand ties coming their way in healthcare

Neil says, “excellent staff- Business which is now known as that hospital systems and insur-

ing and club programming was the the Association of Worksite ance companies with large quan-

key to this success. With great Health Promotion, a Northbrook, tities of cash will begin to build

people like Laurie Cingle, IRSA Illinois trade association. and/or buy clubs in a big way in

Fitness Director of the Year in 1992
leading the way, the Houstonian’s
revenues rose from $7 million to
$10 million per year.”

While at the Houstonian,
Neil had developed what was called
the Houstonian Institute which was
a management consulting and
health care connection consulting
firm. Upon departure from the
Houstonian, Neil took this business

We Can Collect

More Money

’
Eudl

Call Us At

And We'll Tell
You How We
Do lt.

///BC

1-800-622-6290

FINANCIAL
SERVICES, INC,

P.0. Box 6800 * North Littie Rock, AR 72124 « Fax 501-835-0376

In 1994, Neil received a
high honor as he was inducted
into the Healthy American Fit-
ness Leaders group. Among its
120 members are former Presi-
dent Ronald Reagan, Astronaut
Jim Lovell, Dr. Kenneth Cooper
and ITHRSA Executive Director,
John McCarthy. The award is
presented by the U.S. Junior
Chamber of Commerce to those

We'll collect your
members monthly dues,
and we'll do it better than
any one. But there's much
more to ABC Financial
Services than collections.

We can provide you
with a state-of-the-art
front desk check in system,
complete with video
imaging. We can provide
you with an incredible
package to monitor your
point-of-sales inventory.
Add this to the best service
you've ever experienced
and you'll begin to realize
the difference between
ABC Financial Services and
the competition.

But there's much more
we'd like to tell vou, and if
you'll call us toll-free we
will. So ?‘? ahead, make the
call, it's free.

* Front-desk check-in

» Video Imaging

= Point-of-sale inventory
control system

» Membership cards

* EFT

» Monthly payment books

their search for health program-
ming for people. Neil says, “My
future vision or wish is that the
club industry will assume its right-
ful place within the healthcare con-
tinuum. We (the club industry) be-
lieve in our own importance within
this continuum and attempt to con-
tribute to improving the the health
of Americans.”
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POSITION YOUR CLUB TO
PROFIT WITHIN THE CHANGING
HEALTH CARE ENVIRONMENT

EClub Insider
LU ULSUTITET gy gryery LIS
is proud to present a seminar by
NEIL SOL, PH. D. AND
JASON CONVISER, PH. D., MBA
A one-day seminar for Club Owners,
General Managers and Fitness Directors

Let two experts, recognized throughout the industry, pro-
vide you with strategies that can be immediately implemented at
your club to begin a relationship within the health care environ-
ment that is appropriate for your organization.

This seminar is about the REAL
MONEY opportunity for health clubs in the
changing health care paradigm. 1l

SEMINAR DATES AND LOCATIONS:
Chicago - October 20th, Boston - November 3rd,
Dallas - November 10th
FOR MORE INFORMATION OR TO REGISTER
CALL: (713) 344-9909

‘

3 YEAR OLD HAS QUESTIONS........

My Dad has been taking me around to some clubs lately and I noticed all

the clubs have the same stuff,

No one is trying to tell there own story.

My Dad calls it " the me too syndrome. "

1 thought the idea was to get people to join the club.

If it
its own story

=1
with

is still the goal,

isn't it better to have each machine

of Perfect and Unique Isolation like The GLUTE MASTER

or The KNEELING LEG CURL or maybe a ROTARY TORSO that actually works

where its suppose to,

It just makes more sense,

doesn't it ?

Q-2 - I heard a lot of clubs talking about the de-conditioned market as

a target

that sounded good, but why if the market to go for is the

de-conditioned 40+ Market are people loocking to design more complex

machines 7

Shouldn't they be trying to make them simpler like HOIST ?

Thank You,

SEXN

ean
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SALES MAKERS
Tip Of The Month

ALWAYS REMEMBER........

* A member is the MOST IMPORTANT PERSON in our business.

* A member is not dependent on US. We are dependant on them.

* Amember is not an interruption of our work. They are the REASON FOR IT.

* A member does us a favor when they come in. We aren’t doing them a favor
by SERVING THEIR NEEDS.

* A member is part of our business - not an outsider.

* A member is not just money in the cash register. They are human beings with
FEELINGS like our own.

* A member is a person who comes to us with their needs and wants. It is our
job to FILL THEM IN.

* A member deserves the most courteous attention we can give them. They are
the life-blood of our business. They pay our salary. Without them, WE WOULD HAVE
TO CLOSE OUR DOORS.

KEEP THIS IN MIND!
ATTITUDE

“The ability to deal with people is as purchaseable a commodity as sugar or
coffee. I will pay more for that ability than any other under the sun.” - John D. Rockefeller

Advanced
Management

[ g
e 39

% '

Training
Workshop

The Only Club Management Training Program of its
kind for Club Owners, Managers & Department Heads

Smce 1981 hundreds of club managers and owners have graduated from this
program. 1t is designed to give you a management system that all other resources
and systems fit into — o management template, if you will. This workshop should
prove to be exciting. The workshop will be held at the CMS World headquarters in
scenic, historic Helena, Montana. Besides the intense learning experience, you will
also get a chance to discover what many peaple call “the last best place on carth®, If
you have never been to Montana then you're in for a treat!

THE WORKSHOP FORMAT + This 4 day intensive workshop is designed to
develop advanced and sophisticated management skills through a series of special-
ized training techniques and experiences. The workshop is a NO-NONSENSE,
straight out learning and devel courss in Pr ional Club M

(CURRICULUM HIGHLIGHTS * feateri

TRAC and TEL TRAC SESSIONS

15. Ressurce development

1. The CORE System of Club Management & Expenss managesent
1 Cluh salesmuzship training 8. Internal club controls 16, Implementing changes
3. Time sonagement for clsh managery 10, Succesall club programming 17, Parallel industry bearsing experiences

11. Decisica majsing 18 Future vision ssision
12 Staff development tochmiques 19 Sacress with food & beverage operstions
13. Streamliming operations 2. Compare your fisancial satemests o
. Indimidual club counseding projocted standurdy

CMS Advanced Management YOUR FACILITATOR
Training Workshop Level I  Mike Chae;;ll;éﬂ
@ $495%/person: * An industry
of Club Marketing and
ment Services, Mike is one of the
0 November 12-15, 1995 leading dub marketers in the U S, Heis a contribut-
mmmnmm.mm, and is the
SEATING IS LIMITED.,,  guest lecturer organizations as [HRSA,
Club Industry and BodyLife. Mike has been in the
MAKE YOUR PLANSIIl i oo e oah e s e i te

406-449-5559 ﬁ involved in every level of the club operations,

uding a prestigious stay at the Los Angeles

Gal FAX ?08-449-0110 Athletic (illmuls. AL;nuLu;e way he has owned and
all or Fax for Your Registration ~cperated bis own dubs. As a consultant, Mike as
it beeninvolved in the f

Package & Application Now  over 1500 diffcent m&m&

- : 3 simply the supreme educator who will transform

your approach to club marketing and management.

* You will also have the oppartunity to learn from
other industry leaders and guest faculty.

“Knowing and not doing
are the same as not
knowing at all”.

* %k kK

How much does it

cost your club to

not perform at it's
full potential?

% % % % &k

MEMBERSHIP SPECIALISTS
Last year our clients
averaged an

Increase of 27%
DID YOU?

Sales Makers
(800) 428-3334
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Caro...

continued from page 8

The preparation was sub-
stantial for the audit to be success-
ful. All of the main categories of
jobs were summarized into a 4-line
job description. Then, each job
was put in the relevant workers’
compensation category (e.g. Cleri-
cal, Child Care, Executive,
Amusement Park, etc.) and was
given a code letter (“A” or “B” or
“C”elc.) A separate list was pre-
pared of each individual employed
over the course of the year with
his name, code letter (for his clas-
sification) and for his gross earn-
ings. At no time did the auditor
need to go through the detailed
records of each payroll period or

each employee’s wage history.

The first year of this au-
dit, the insurance auditor wanted
to interview a sample of employ-
ees to verify the accuracy of the
classifications of the positions.
Since most were involved in the
creation of their 4-line job de-
scription, they were comfortable
in meeting with the auditor and
confirming the accuracy of those
descriptions.

The other area of sav-
ings in the worker compensation
area is the insistence that all in-
dependent contractors buy their
own insurance. Technically,
clubs pay tennis pros, personal
trainers, aerobic instructors, mas-
sage therapists and a host of oth-
ers as independent contractors. In
most cases, many of those who
are being paid as independent

contractors do not quality for this
status and should instead be paid
as employees. If they did qualify,
they must buy their own work-
ers’ compensation insurance and
provide a certification of cover-
age to the club. If the auditor sees
such a certificate, he will not
hold the club accountable. With-
out it, he will bill the club.
Workers’ compensation
is really one of those hidden costs
which the club can impact and
achieve some real savings.

(Rick Caro is President
of Management Vision, Inc., a
consulting company to clubs and
an acknowledged expert in club
finances, operations, valuations
and sales. Management Vision,
Inc., can be contacted at (800)
778-4411.)

* IDEAL FOR HEALTHCARE PROFESSIONALS

* HEALTHCARE FACILITIES = FITNESS CLUBS &/
» EVERYONE INTERESTED IN GOOD HEALTH

QUICK
EASY
ACCURATE

Bodyfat Analyzers

In just TEN SECONDS (using a gentle, harmless, near infrared light
beam), these unique Bodyfat Analyzers can measure, display and print out
a person’s bodyfat percentage. Additionally, they provide a detailed, color
print-out fitness analysis and a program for health i improvement. All this
with: no disrobing; no fasting; no electrical currents running through the
body; and no ‘iU!JITILrgII\g into a tank of water. And, the resrr.’f-. are guaran-
teed to be as accurate as any known method.

The multi-lingual Futrex Bodyfat Analyzers are affordable and available for
immediate delivery in the U.S.A. or abroad. Call 1-800-255-4206 for literature,
research articles, a personal demonstration or ordering information.

&K FUTREX INC.

Monitoring health gently with light

Six Manigomery Village Avenue, Suite 620, Gaithersburg, MD 2089 [ SO mim
FAX (301) 670-1103 * Outside U.S.A. Call (301) 670-1106

DISTRIBUTORS NEEDED
PRIME TERRITORY
AVAILABLE

[Lease Option Available)

'VIONTHLY

Norm Cates’

=Club Insider

Subscnptlon Form

Name (s):

City, State, Zip:
Telephone:
$49 Per Year (U. S. & Canada)

$199 Per Year International

Provides 12 CLUB INSIDER Issues
Delivered Monthly Via 1st Class Mail
Check Enclosed

Authorization Signature:

| |
| l
! | ol
| |
| |
1 |
| |
| l
| |
| Club Name: |
Il Address: I
t |
| |
! |
! |
1 |
| |
1 |
| |
| I
|

|

|
P. O. Box 671443, Marietta, GA 30067-0025 or Fz t: 404-933-9698 |
1_ OR Call Toll Free Hotline 1-800-700 2120 _J

SERVICE PRDBRAMQ

BILLING

(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”
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INTRODUCING THE NEW FREECLIMBER®* 4400 PT" FROM STAIRMASTER® We've just made the

world'’s best climber even berter. The new FreeClimber has the same unigue feel as our 4000 PT /?
madel, but it is even more comfortable 1o use REVOLUTIONARY RAIL-LESS DESIGN

-,

than any other climber. Bottom line? Exercisers love the facr that they bum more calories with

The sleek, mil-less design of the 4400 PT encourages you to use more of your lower body muscles !
L

less perceived effort. No wonder the FreeClimber is our fastest selling piece of \

fitness equipment.  Besides all the rave reviews, you'll love these special fearures:

NEW 3-YEAR WARRANTY A 3-Year Warranty is our assurance of the quality
built into each FreeClimber. ALL NEW CONSOLE The

new console increases the top climbing speed by more than 25% to 174 steps

per minute and offers 7 new programs—each with 20 levels of intensity.

SPACE-EFFICIENT It's also the most space-efficient climber designed, ok il
requiring only 6.3 sq. fi. of floor space. FREE INFORMATION = For more information on the

revalutionary FreeClimber, as well as StairMaster's ¢« mplere line of extraordinary fitness equipment,

call today for 100% financing with 72-hour approval. Take the most important step and call now.

Shaping the Future
of Fitness

MANAGEMENT HAPPENS WiITH GERRY FAUST...DON'T MISS ouT!

"MANAGING TO PRIME" by Gerry Faust. (Audio tape series with workbook)
This six-tape audio casselte series provides an in-depth discussion of management roles, managerial styles, organizational life cycles, and the process of creating
organizational changes. Done with the same style, humor, and enthusiasm of Dr. Faust's speeches on these topics, this series provides the depth that many of the shorter
speeches cannol. Accompanied by a detailed workbook with concept notes, provoking questions, exercises and guides that will give you an even greater insight into
your people, your business and yourself,

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

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

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

T ————— —— — —————————————————— ———— N ——— e — —

PLEASE MAIL, PHONE OR FAX YOUR ORDER: YES! PLEASE RUSH ME THE FOLLOWING:
FausT MANAGEMENT CORPORATION % o o
10085 CarroLL CaNYON RoaD, Surre 210 ——MANAGING TO PRIME T 58).)§
San Ditco. CA 92131 "MAKING MANAGEMENT HAPPEN!" $79.95
(619) 536-7970 += (619) 536-7976 (Fax) (Please indicate numbcer of sets ordered. CA residents please add sales tax,)
Name (] Check. Amount.

Shipping & Handling

Com I?'} [ ‘ charges:
pany, Q E— @9 a Add 55.00 per set

Street Address,

City/State/Zip

Daytime Phone




What if you were
able to open 100
locations overnight ...

...locations that meet
or exceed the quality
of your own club?

Do you suppose your increased clout would
make it easier to attract new members?

Do you suppose your existing membership would
enjoy the added convenience of multiple locations?

Sound like wishful thinking?
We have the solution!
Call today:
1/800-698-8887

Dominate your marketplace
with exclusive rights in your area.

-

The Sears Tower Club ~- PVefe"‘V‘ECl CIM[DS
a Preferred Club in Chic':ig_j

g

A world of convenience.

— A

e TP - e —— i
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10 EASY MEMBER RETENTION IDEAS

By Fern Pessin

1. Have aerobic instruc-
tors wear big t-shirts or baggy shorts
over their leotards. While we in the
fitness industry think it's important
to show our members what they will
look like if they stick to their pro-
gram, some of our members are say-
ing, “I'll go there when I look
good!” If we emphasize comfort in
club dress they will be more com-
fortable and relaxed from the begin-
ning and will become involved
more easily. If everyone in your
aerobic classes look like they could
be an aerobic instructor, then you
are missing a huge potential mar-
ket.

2. Have front desk staff
greet people by name. Teach your
reception staff to memorize names
and faces with the use of member-
ship cards and your check-in com-
puter if available. Adding a quick
comment about something personal
will bring a smile to a member’s
face and will generate a lot of good
will. And, last..... don’t forget to say
goodbye to each member as they
depart. In short, teach your people

to treat members just like they
would a good friend coming to
their home for a visit.

3 e Teach your fitness
staff to approach every member
with a greeting during the warm-
up phase of the workout. Always
attempt to approach the member
during his/her warm-up or cool
down phase when they aren’t as
focused on their heart rate and spe-
cific exercise. Ice-breaking com-
ments can include a personal
greeting if the fitness staff mem-
ber knows the member or an offer
to help with any aspect of the
member’s program if not. The key
is to MAKE THE CONTACT!

4 e Promote buddy
workouts whenever possible. For
new members it is especially im-
portant that they be introduced to
the members who are usually in
the club when they plan to work-
out. Creating a network of support
partners for your members will
increase their workout adherence.
Tennis and racquetball playing
members stay at clubs longer be-
cause they have partners who hold
them responsible for showing up.
Using the “buddy system” to in-

crease your member’s attendance
and regularity of workouts will
invaribly improve your club’s
member retention.

5 e Improve your
swimming pool utilization by in-
viting your members to wear bike
shorts/leggings and t-shirts in the
pool for water aerobic classes.
Encouraging your instructors to
do the same will make your mem-
bers more comfortable in doing
s0. You can call it the “No Bath-
ing Suit/No Wet Hair Pool Work-
out." The reasons why some
people won't utilize your pool are
different than you might think.
While they may use other excuses
for not using the pool or pool
classes, often, they are thinking
about how they look in a bathing
suit or whether they have shaved
their legs or not. The more com-
fortable they are made to feel, the
higher your pool utilization will
be.

6. Hire friendly, out-
8ing, upbeal peopie for front line
positions. The right combination
of personality and specific job
training will go a long way to pro-
viding your members with excel-

What Are You Doing
For The Next 3 Months?

Your club may need the creative advantage of our new
Quarterly Ad Subscription Program. Every 3 months
you receive 6 camera-ready ad slicks with 6 matching direct mail slicks. All
seasonally appropriate, timely, and easily altered to your specific promotion.
Ready for your logo. All materials deliver the hard hitting headlines, unique
photography/illustration and professional body copy.
Better response and a competitive advertising i
edge is yours with the CreativeClub. -
For just $249. per quarter you'll receive:

©  (SAU-sized) print ad slicks.

* 6 (5°X7") two-sided direct mail slicks.

* Concept & Production instruction guides.
Order by MasterCard, Visa or Check. Call Dianne Miller at (508) 655-9757.
CreativeClub> 233 W. Central Street, Natick, MA 01760  Aduision of ResvesDrake. Inc.

CreativeClub

club-advertising programs

lent results. Emphasize friendli-
ness throughout your club. All
club staff positions should be
filled with people who are natu-
rally friendly and display a happy
personality. Remember that your
members will come back much
more regularly if they look for-
ward to dealing with your friendly
and happy staff than if they must
deal with a sour puss in your club!

7- Hire people that re-
flect the ages of your members.
When your members are all in
their 50’s they will not relate to
high school or young college staff
as well as they will someone more
their age. If your membership has
a wide range of ages, attempt to
hire staff of ages similar to your
membership.

8. On holidays or
other special times, provide free
coffee or treats for your member-
ship. Create graphically pleasing
motivational signs and display
them in high traffic areas. Re-
member (0 change the motiva-
tional messages on a regular ba-
sis.

9 a Promote a
“monthly name tag day” and pro-
vide name tags for all members

on that day. This is an excellent
time for members to meet members
and for staff and members to be-
come better acquainted. Remem-
ber, the more names that are known
in your club, the greater feeling of
belonging and fun will be.

10- Whenever you

conduct a seminar or instructional
class for your members at your club,
always have each member in atten-
dance at the class to introduce him/
herself. This technique is popular
at business functions because it
helps people to relax and it pro-
motes networking which is as valu-
able to future business as the topic
or lecture. The more friends the
person has in your club, the more
likely they will enjoy coming to
your club and the more difficult it
will be for them to leave.

All of these ideas will cost
you next to nothing, but can in-
crease your profi tablllty‘}y« lgaps
and bounds. Adapt these ideas at
your club and see how it works for
you! Good Luck!

(Fern Pessin is President of
Programming For Retention and the

publisher of Program Forum, a s
terly program guide M
ties. Fern can be. d at (301)

929-3306. This article was reprinted
courtesy of NEHRSA News.,)

Fitness...

continued from cover

new President of the Family Fit-
ness Division of Fitness Holdings,
Inc. Ival said, “This merger is a
great challenge..... it will allow us
to reach our goals. Mr. Wilson
will be able to do what he wants
to do and, we now will have a
strong financial partner to back
our growth. We are very happy
to have made this deal. It will al-
low us to finance new growth
without having to rely on “The
Bank of Wilson” for financing.
This is a great industry to be in!”
The CLUB INSIDER
spoke to Craig Pepin-Donat, for-
merly with The New York Health
and Racquet Clubs. Pepin-Donat
will serve as the President of the
24 Hour Nautilus Division of Fit-
ness Holdings, Inc. Craig ex-
plained, *“ We are going to have a
lot of people needs. We are now
interviewing internally for promo-
tions within, but we will also be
hiring new people. The growth

success will be all about getting the
right team of people." Pepin-Donat
also outlined the new training pro-
grams that he is developing and
implementing. He explained that
he is working with Ival McMains
to share some of the training sys-
tems already in place at Family Fit-
ness Centers. He explained that for
people who are looking for a new
opportunity, they will offer growth,
fun and high income potential}
Pepin-Donat re-emphasized the
commitment to training that Fitness
Holdings, Inc. has made and said
he would be involved in making
sure that a serious training system
is in place.

The merger of these two
California giants has left many club
operators wondering when and
where they will expand to next.
There also is now a lot of specula-
tion about the possibility of Fitness
Holdings, Inc. going public in the
near future. Comments relative to
these two issues were not made, but
The CLUB INSIDER News will be
waltching the situation carefully and
will keep you informed on further
developments.
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AD CAMPAIGN —
HIGH PRICED -

BUT LOW RENT

By Norm Cates, Jr.

Onc of the world’s most
provocative advertisers is rolling out
its first campaign for Benetton
Sportsystem. The company owns
Prince racquets (also Ektelon),
Nordica and Kastle ski equipment
and 50% of Rollerblade.

The $27 million ad cam-
paign theme is: “Do you play?”
Print and outdoor ads promoting

—~Asolo chmbmg boots deplci Jesus

you play a]one" scrolled across the
> “~.face of the ad. The text of the ad
themrreads: “When there is nothing
between you and the mountain,
don’t feel abandoned: You have
something strong to believe in.”
Another sleeze-ball ad
shows the image of sperm racing

toward an unfertilized egg. The
script reads: “It’s the first race in
life.”

In a world where children
are constantly exposed to television,
print and billboard messages which
depict sex and violence, it seems
that the last thing we need is a sport
equipment company coming up
with an ad campaign full of trash.
At least one prominent club owner,
Lehigh Valley (PA.) Racquet and
Fitness Centers owner John Brinson
strongly opposes these ads, and
these same Benetton ads have been
banned moomly ina Gtrman court.

quetba]l ciub owners would boyco:t
Benetton products, company Presi-
dent, Allessandro Benetton, might
“see the light.” However, John
Brinson disagrees...... his hope is not
for Benetton to “see the light” but
instead, to go out of business.
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EFT

Electronic Funds Transfer
(CHECKING—SAVINGS)

¢

(Per Payment Processed)

PLUS
Payment Book and Credit
Card Processing

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

Atfiliated Acceptance Corporation
PROFESSIONAL RECEIVABLES MANAGEMENT

AAC...“We're Here To Work”
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UH-OH. YOUR COMPANY NEEDS NEW TREADMILLS
AND NOW EVERYBODY’S LOOKING TO YOU TO MAKE
THE TOUGH CHOICE. GET THIS ONE WRONG AND
YOU’LL HEAR ABOUT IT FROM EVERY USER WHO’S
EVER PUT ONE FOOT IN FRONT OF THE OTHER.
“GET GOOD ONES THIS TIME,” THEY TOLD YOU,
SO YOU’VE READ EVERY TREADMILL AD IN THIS
MAGAZINE, BUT NOW THEY'RE ALL JUST A BLUR OF
BUZZIWORDS THAT LOOK GREAT IN ADS BUT DON'T

MEAN MUCH TO THE PEOPLE WHO ARE
WONDERING WHY YOU DON'T

JUST CALL 'I'RACKMAS'I'ER

GETA BROCHURE: TOLL-FREE (800) 965-6455
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A FREE
ONE-DAY SEMINAR

Fithess - Wellness - Exercise

Understanding the
Challenge of
orthopaedic Spinal
Rehabilitation

Hosted by the University of
Florida through the
College of Medicine

You are invited to attend a free one-day
seminar sponsored by the MedX Corpora-
tion. These seminars are held in Gaines-
ville, Florida. The university has been
involved in extensive research in the quest
to understand the rehabilitation process.
With the advent of the MedX Low-back and
Neck machines many complex questions
have been answered. You will be intro-
duced to MedX concepts and training
protocols as well as research and clinical
case studies in Rehabilitation and Exercise.

Plan now to attend
CME credit approved

| For more information call 800/582-9771
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SHAQUILLE O'NEAL

ORLANDO MAGIC
1993 NBA ROOKIE OF THE YEAR

ISO-LATERAL FRONT LAT PULLDOWN

To receive information on this machine or other Hammer Strength® training equipment contact:
HAMMER STRENGTH® « P.O. BOX 19040 » CINCINNATI, OH 45219 » (513) 221-2600 OR 1-800-543-1123
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J.M. Manion
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