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These satistied CheckFree
clients wrote this Ad.

“IT'S VERY
USER-FRIENDLY..,

With CheckFree,

“POINT OF SALE GIVES US

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

“IT IMPROVED OUR CASH FLOW...
On a regular, ongoing basis. Even
in lean months.”

we now d ur piling intemaity

FOR EFT YOU HAVE TO GO WITH CHECKFREE...
It’s the only sure way to have a solid cash base.” “CHECKFREE STAYS WITH YOU...
You have ongoing support long after

the contracts are signed.”

"MADE US MUCH MORE PROFITABLE...
You can get a fast turnaround on your investment.”
\SED 20

“THE MOST FLEXIBLE BILLING SYSTEM,

Wie've see rease in our monthly
billing costs.’

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

“THE BEST THING THAT EVER HAPPENED TO US...
It helped our sales staff generate leads and follow
up on those leads.” CLUE CHECKFREE

Isn't it about time you joined Club CheckFree? Over 75 percent of the nation's M‘
leading clubs alre.ady have. But please, dfm't take our word for it. Call FheckFree Health & Fi
to hear other satisfied club owners describe how CheckFree has put their health :

Join The Club: 1-800-242-9522

and fitness clubs in the best shape ever with ZAP ID, SALES PROSPECTING, POINT OF SALE,
CheckFree Corporatson is am (HRSA Vanguard member. Visit our web e
ACTIVITY MANAGEMENT, BILLING, AR, and ELECTRONIC FUNDS TRANSFER. 3t httpfwwaccheckiee com or e-mail us at fonr-infogichectiree.com

CheckFree Health Bt Fitness would Tike to give special thanks to the following clients for participating: Bobbette Ausere-Lower Valley Athletic Club, Gale Landers-Gold Coast Multiplex,
(Gloria Rexing-Grant Fitness Center, Jane MacFarlane-Fitness for Women, Janic Sidall-Fitness Bam, Karen Owen-Evergreen Racquet Club, Ken Katz-Dwings Mills Athletic Club,
Mark Mayes-Fitness Resources, Michael Cassady-Global Affiliates, Pete Peterson-Frogs, Stephen Grill-World Gym Fitness Center and Steve Swartz-Columbus Sports Connection.
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Wilson
onored

LAS VEGAS - A man
that is a legend in his own time was
honored in Las Vegas, Nevada when
Ray Wilson received the Lifetime
Achievement Award presented at
the National Fitness Trade Show by
Wally Boyko, promoter of the event,

Ray Wilson has been in the
health club industry for 50 years and
during that time he has provided
health club services to literally mil-
lions of Americans in his American
Health Studios, European Health

Spas, President’s First Lady Fit-
ness Centers and Family Fitness
Centers.

Selling his chain of
Southern California based - Fam-
ily Fitness Centers to Fitness
Holdings, Inc., now d/b/a 24 Hour
Fitness in a transaction involving
$95 million two years ago, Wil-
son now serves on the 24 Hour
Board of Directors and remains a
stockholder in the company. In
October, 1996, Wilson opened, in

(See Wilson Honored page 11)

Ray Wilson On
Monthly Dues

In Touch With
Club Industry Legend
Ray Wilson On
Monthly dues

An Interview With Ray Wilson .
by Norm Cates, Jr.

Ray Wilson, the

Founder of American Health Stu-

dios, Silhouette Figure Salons,
Trim & Swim Spas, Presidents-
First Lady Spas, Executive Health
Club, European Health Spa, Fam-
ily Fitness Centers plus several
other companies and designer of
the Lifecycle Exercise Bicycle, is
a 50-year veteran of the health
club industry, Early in his career
he invented ‘Lifetime Member-
ships.” Evolving and changing
with the times and the feelings of
his members, in 1985 he con-

verted his club business to monthly
dues with amazing success and in-
creased his profits dramatically.
His ability to evolve and change is
the benchmark of his legacy and his
path to success over the years. His
personal dedication to fitness and
his passion for sharing that dedica-
tion with the masses has influenced
the health club industry more than
any other individual in the history
of the business. He has shared that

(See Wilson page 7)

BALLY TOTALFITNESS

RAISES $9%0

hicago, Il - Bally To-
tal Fitness Holding Corporation an-
nounced on August 11, 1997, that it
completed an equity offering of 8
million shares of common stock,
through underwriters led by Merrill
Lynch & Co. Including the under-
writers' over-allotment of 1 million
shares. The Company received pro-

ceeds of approximately $90 mil-
lion from the $96 million offer-
ing.

This event speaks vol-
umes of the importance of Bally
Total Fitness Chairman Arthur
Goldberg’s selection of the 41-
year old Lee Hillman as CEO of
Bally Total Fitness. Hillman, a
CPA, has worked on numerous

MILLION!

large financial transactions during
his years at Bally Entertainment,
including the recent transaction in
which Bally Entertainment was
sold to the Hilton Hotels Corpo-
ration. Hillman has a clear plan
with respect to the turnaround of
Bally Total Fitness and appears to
be making excellent progress in
the implementation of that plan.

Bally Total Fitness
Adopts New Revenue
Recognition Method

Chicago- Bally Total
Fitness announced it was adopt-
ing a change in accounting con-
forming its revenue recognition to
that of services industries in gen-

eral. Simultaneously with the fil-
ing of an emendment to its registra-
tion statement for its offering of
Company common stock, amend-
ments were filed to the Company’s

(See Bally Accounting page 11)

Universal Gym

By Norm Cates, Jr.

Universai Gym Equip-
ment, Inc. is a 40 year veteran of
the health club equipment business

that in 1994 had been named to

IHRSA’s (International Health,

Racquet and Sportsclub Associa-
tion) Wall of Fame as the Associ-
ate Member of the Year, Univer-
sal Gym Equipment, Inc. has been
an IHRSA Associate Member,
strong supporter and sponsor of
IHRSA for 16 years, since IHRSA
was founded.

On July 24, 199?. Uni-

* Membership

Inside The Insi
Commentary Welcomed!
* Reader thsfnchon Survey
Stmctm'e
*» Waivers and Releases: Basic Information
* National Fitness Trade Journal
& Distinguished Service Awards )

ipment Files Chapter 11

versal Gym Equipment, Inc. filed
for Chapter 11 in the U.S. Bank-
ruptcy Court of Florida.
Universal's lawyers are currently
in the 120-day window of time al-
lowed by the Court for Universal

to create and have approved a

Chapter 11 Reorganization Plan.
The Chapter 11 Plan will allow
Universal to move forward with
Court supervision and with Court
mandated control over the recov-
ery process.

Last July, Universal
Gym Equipment, Inc. was ac-
quired by Gulf Stream Capital
Partners, which has offices in New
York and Florida. Universal had
been based in Cedar Rapids, lowa
for nearly 40 years prior to their
move two years ago of the manu-
facturing facility to Lexington,

North Carolina and the company
headquarters to West Palm
Beach, Florida.

Frank Canonica, Vice
President of Worlwide Sales and
Marketing, commented,”Since
our acquisition in July of 1996,
we have been severely under-
capitalized. As a result, our debt
load caught up to us and made it
impossible to perform as a first-
class company. The only way we
could really move the company
forward was to file for protection
under Chapter 11, restructure the
repayment of our obligations and
work with the Federal Court to
take us out of Chapter 11. We
want the company to continue.
We owe it o our customers, to
the industry and to ourselves.
The action we have taken gives

us the opportunity to refocus and
succeed.”

Universal equipment was
founded by Harold Zinken, the de-
veloper of the first multi-station
selectorized weight machine
(known by all as the ‘Universal
Gym’). He is retired in California.
Harold was one of a long line of
owners including, George Nissen,
inventor of the trampoline. Nissen
equipment has been used for years
to equip high school gymnasiums.
After Nissen, Universal was owned
by Hanson PTL, a British Company,
until early 1995 when Hanson spun
off 37 companies, including Univer-
sal Gym Equipment, Inc.

Since the Bankruptcy there
was a minimal layoff of people be-
cause the company had been

(See Universal page 9)
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THE INSIDER SPEAKS

* EDITORIALS * "INSIDER MAIL" « COMMENTS -

'INSIDER SPEAKS' EDITORIAL
COMMENTARY WELCOMED!

By Norm Cates, Jr.

This *Insider Speaks’
editorial page is set aside each
month for club industry folks that
have something important to say
about issues in the industry.

There are issues thal are
facing club owners that need to be
addressed.

There are issues that are
facing manufacturers and other
club industry suppliers that need
to be addressed.

Unfortunately; however,
some of our associates in the in-
dustry have come to believe that

this space has been allocated only
for us to write editorials on their
issues! That puts us in a tough
spot because we may not fully
agree with their point of view or
we may believe that their issues
can be better addressed in other
ways. Our pledge to “Tell It Like
It Is” means that we will do so
when we believe fully in an issue

IHRSA

2008 Summimer Strect
Bemton, MA 02210
16171 951-0055
(BO0) 2284772

Fuxz (6171 9510056

b ffwwwibrsaing

June 30, 1997

Mr. Norm Cates
Club Insider

P.0. Box 671443
Marietta, GA 30067

Dear Norm:

The latest issue of The C ;.I
energy, high-impact articles, ast
accompanied by Fr?cisivc and bold opinions.

[FRSA

Tnntermational
Health, Raeuet &
Spartseluls \ssoviation

Comanitted to

the Prafirability ad
Professionalism of
(e Member Clichs

JMClack

ider is your best yet! It is packed with high
all based on major industry events and all

and believe that we should com-
ment on it. It does not mean that
we will take up the sword for some-
one that is unhappy, just because
they are unhappy.

When [ am approached to
write editorials about subjects that
others are unhappy about, my re-
sponse is: “ You write the editorial,
sign your name to it and we will
publish it for you!” Many times |
have said those words to folks that
have approached me to write about
their issues and they have rejected
the offer, citing, “ 1 can’t sign my
name to anything because it will
hurt my business!”

The ‘Insider Speaks’ space
was intended to be used by those
that feel strongly enough about their
issue to put their name in the writ-

ing. | want to encourage all of our
readers to use this space to say
something that is important to the
industry. Don’t be hesitant to “Tell
It Like It Is,” sign your name to it
and send it to us. We will publish
your editorial or letter if we deem
the issue real and appropriate for
this venue.

In the mean time, | always
want to hear from folks with issues.
Sometimes | may be able to work
behind the scenes to help solve
problems, even if you do not wish
to have your name in print! That is
what leadership is all about. It is
not about arguing a case for some-
one that we do not fully belleve in,
especially when there are other
ways to skin the cat!

CLUB INSIDER News

READER SATISFACTION SURVEY

Please take a moment to copy and complete this Reader Satisfac-
tion Survey and return the survey via fax to: (770)933-9698 or mail
to: CLUB INSIDER News, P.O. Box 671443, Marietta, Georgia
30006-0025. Thanks!

1) Please circle one below to summarize your
overall rating of the CLUB INSIDER News.
Excellent6 5 4 3 2 1 Awful

2) What do you like most?

3) What do you like least?

4) What would you like to see on our Editorial
Calendar for 1998?

5) Do you have other suggestions or comments?

6) What is your job title or role at your club?
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‘NORM'S NOTES°

1998 i ke

beginning of our 5th year of publi-
cation of The CLUB INSIDER
News! It is hard to believe that
time has flown by so quickly!
Everytime | go to industry events |
receive great feedback from folks
that read The CLUB INSIDER! |
sincerely appreciate the positive
feedback! However, my goal is to
improve The CLUB INSIDER for
your benefit and to assure that one
day we will have a 10th Anniver-
sary! So, I need your help. We are
working on our1998 editorial cal-
endar and | would appreciate your
recommendations of topics you
would like to see us address. |
would also appreciate your com-
ments about the publication and
what we can do to improve. So,
I've printed a READER SATIS-
FACTION SURVEY on the op-
posite page(4) and would appreci-
ate if if you would copy it, com-
plete it and fax or mail it to us. Fax
# is: (770) 933-9698 and the mail-
ing address is: CLUB INSIDER
News, Box 671443, Marietta,
Ga.30006.

RICH BOGGS AND
RAY IRWIN, the fellows that
brought The STEP to over 18,000
health clubs in the U.S. have a new
product that is HOT! HOT! HOT!
The product is BODY PUMP, the
first fitness phenomenon ever to
combine the body changing results
of high rep weight training with bar
bells and high energy aerobics into
one exercise program. | had the op-
portunity to see one of the first
classes in the U.S. at Sportslife
Club Cobb, in Marietta, Georgia.
My reaction? The industry really
needs something like this to revi-
talize sagging aerobic attendance.
Just like they did before...The
STEP Boys have the right thing at
the right time. The BODY PUMP
Class is challenging, fun, and re-
sults producing! My recommen-
dation? Avoid the coming stam-
pede and enroll your club(s) NOW
to be the first in your market to of-
fer BODY PUMP! Check out the
BODY PUMP ad in this edition on
our outside back cover.

WALLY BOYKO AND
MESCHELLE BOYKO did ater-
rific job with their 16th Annual Na-
tional Fitness Trade Show and
Symposium. This husband and
wife team put together one of the
most enjoyable events I've ever
attended in the industry when they
roasted Mr. Ray Wilson the night
before he was honored with the
presentation of the Lifetime

Achievement Award by Wally’s

publication, The National Fit-
ness Trade Journal, Also hon-

ored were 11 industry veterans
who received Distinguished Ser-
vice Awards sponsored by The
National Fitness Trade Journal
and Fitness Management
Magazine . (See article on page
#28}. Wally Boyko and his wife
are great American entrepreneurs
and meeting them was one of the
highlights of my brief visit to Las
Vegas. Next year’s show dates
are August 11, 12 & 13. Also,
congratulations to Valentina
Oouch of Albany, New York
who won 1st Place in the Bally
Total Fitness 1997 Ms. National
Fitness Contest and to Heather
Melzer, Cynthia Bridges,
Veronica Martell and Kary
Larkin who finished 2nd thru
Sth.

STAR TRAC Tread-
mills has published a brochure
entitled: “Questions and Answers
About Leasing” that provides in-
formation on equipment leasing.
For a copy call:(800) 228-6635
and be sure to tell MARK DUN-
HAM at STAR TRAC that we
published his phone#.

MIKE URETZ, CEO
of World Gym Licensing, pro-
vided the introductions of speak-

ers MICHAEL SCOTT
SCUDDER, SCOTT
WATSON and KEITH

CAMHI at the recently held
World Gym Regional Seminar
Series in Cromwell, Connecticut.
The seminar was the second leg
of the “World Gym Education
Program” for 1997 and was at-
tended by 85 owners and man-
agers representing 38 World
Gyms in the northeast. Scudder
was the #2 rated speaker at the
1996 IHRSA Sales, Marketing
and Programming Conference.

TONY de LEEDE’s
Australian Body Works in At-

Norm Caten’

£Club_Insider
Seeks

Contributing Writers

Contact: Norm Cates, Jr.
1-(800) 700-2120

lanta was the first fitness facility in
the United States to offer the revolu-
tionary aerobic/strength program
BODY PUMP. The first class was
taught by CATHY SPENCER,
BODY PUMP Master Trainer, from
Sydney, Australia. De Leede’s Aus-
tralian Body Works and JERRY
ALLES’ and LOU OFF’s , "
Sportslife chain in Atlanta are the first -||

U.S. club groups to have their instruc-
tors certified by the BODY PUMP
trainers from LES MILLS AERO-
BICS of New Zealand. | predict
BODY PUMP will become as big
with men as it will be with women.

MIKE TALLA’s SPORTS
CLUB COMPANY has acquired the
130,000 square foot Green Valley
Athletic Club in Las Vegas from the
original developer.

Life Fitness has promoted NOﬂn CafeS, Jl".
TIM McCARTHY to Director of

Vertical Sales and DOUG WERNER

General Contractors Alexander-  clothing as well as vitamins, min-

to Manager of Medical and Wellness  Nicholson. erals and herbs.”
Sales. McCarthy will oversee sales
to military, hospitals, colleges and Australian  Body My beautiful hometown

universities, hotels and real estate de-
velopments and will report to JAY
MAGNA, Vice President of Sales for
North America. Werner will report to
McCarthy. Life Fitness’ Commercial
Direct Sales organization has been re-
organized into an East and West re-
gion, expanding the responsibilities of
directors JON THORSELL and
PHYLLIS DANNIN, who both re-
port to Magna.

Works has opened location #16
in the Vinings Jubilee Shopping
Center in northwest Atlanta.
TONY DE LEEDE, owner of
ABW comments, “ We're in-
cluding a lot of additional prod-
ucts and services that will make
workouts more appealing and
take us one step closer to becom-
ing more of a total wellness fa-
cility, where we offer nutrition
and relaxation as well as the ex-
ercise component. The club will
feature a Dermess Therapeutic
Skin Care Center, a “smoothie”
juice and nutritional snack bar
and a Pro Shop retailing logo

of Atlanta has been named “ City
of the Year” for 1998 by The In-
ternational Tennis Hall of Fame
in Newport, Rhode Island. One of
the biggest reasons for that selec-
tion must be ALTA , the Atlanta
Lawn Tennis Association, which
has around 100,000 regular league
tennis players. Atlanta is also the
home of a lot of pro players. Pre-
vious cities honored have been:
San Diego, 1996, Philadelphia,
1995, Greater Miami, 1994, Los
Angeles, 1993, St.Louis, 1992,
Washington,1991,Kalamazoo,Mi.,
1990, and Cincinnati,1989,

MICROFIT, Inc. has
signed a contract with the U.S, Air
Force to provide modified MicroFit
Fitness Assessment software pro-
grams and system technical support,
beginning October 1, 1997.

PHILWENDElqnwnerofl Norm Cates’
the Atlantic Coast Athletic Club has I E ‘ :l b I
announced the development of a new | u S l e
$5 million, 57,000 square-foot facii—|
ity at Albemarle Square in| e P E WS
Charlottesville, Virginia. The facility | Subscription Form
was designed by Ohlson LaVoie|
Corporation and will be built by the |
|

Name (s):
Attach List For Additional Subscriptions

Club Name:
Address:

City, State, Zip:
$49 Per Year

Provides 12 CLUB INSIDER Issues Delivered
Monthly to U. S. and Canada

__International - $199 (U. S.) Per Year

__ Check Enclosed or Charge My

__ American Express Exp.
__ Discover Exp.

thorization Signature:

Au
P. O. Box 671443, Marietta, GA 30006-0025 or Fax: 770-933-9698
L OR Call Toll Free Hotline 1-800-700-2120 _J
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No Deposit

No Payments for 90 I

This is it. The Summer leasing offer
from StairMaster® you've been
waiting for. Now, you can lease any
StairMaster product for 90 days
this summer with no payments
until Fall.*

An Excep
Product line
This Summer, you can choose from /
a full line of StairMaster products .gf
.’?Im

e

for your fitness facility. From our
legendary stairclimbers...to two new
affordable Spinnaker™ bike
models...to over 25 different i Joe Cirulli, Florida . Kathy Cox, New York
StairMaster strength machines...
StairMaster products not only
deliver outstanding results — they
are easy to use, affordable and
space efficient.

more e

Just ask Club Owners

100% Customer Satisfaction —
with no excuses. Our fully-staffed
national sales and service
organization stands behind every
StairMaster product with a
commitment to outstanding
customer service.

Act Now

The StairMaster Super Summer

Leasing Offer expires August 29th.

So call now for more derails : :
IR “it's the ach —particularly SR “These new strength ma

1-800-635-2936 SN (o women—that I've everseen!” [ initelyilive up to

StairM sputation!”

z y = \ate Hutson, iseties e Mark Noble, Alabama
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... Wilson

continued from page 3

passion with his associates in the industry, millions of
members over the years and the citizens of the State
of California whose State Legislators recently hon-
ored him.

Mr. Ray Wilson was kind to share his wis-
dom and experience with The CLUB INSIDER News
on the very important topic of monthly dues and how
to make the conversion to monthy dues. This candid
and illuminating interview with one of the true icons
of our industry will help anyone that wants to make
this very important and very profitable business move.

CLUB INSIDER - Q. “ Mr. Wilson would
you recall for us the early days of the industry and
also the membership pricing at that time?”

Ray Wilson - A. “When | first started back in
the early 1950’s they were charging $15 per month,
which is the equivalent of $60 or $70 in today’s dol-
lars. The clubs then were attracting very few people.
Kind of unique people out of the mainstream, so the
clubs felt they had to get a large monthly price even
though the clubs were practically empty. The few
people they attracted were people like myself that had
become involved in weight lifting or body building.
There was no cardiovascular exercise. It was strictly
weight lifting or body building and neither were very
popular, as weight training was thought to make you
*muscle bound.” Then, along came pulleys and equip-
ment began to evolve. Nautilus later on provided a
giant step forward when it came out and cardiovascu-
lar exercise began to play a huge role when Lifecycle
arrived. The equipment evolved from there in two di-
rections. Nautilus caused the evolution and was the
catalyst in resistance equipment and Lifecycle caused
the same in cardiovascular equipment.”

“In the 50’s club owners believed, because
members were so rare, that they had to charge a lot of
money. They puta high monetary value on each mem-
bership sold. At the club in Salt Lake City where |
worked out, they charged $15 per month and no ex-
ceptions. The next price step for general gym mem-
berships was when they began to sell three month
memberships for $40 or you could still buy one month
for $15. At this gym in Salt Lake City you could also
pay extra for wrestling and boxing lessons. Eventu-
ally, | went into professional wrestling along with
Roger Mackey and Bill Melby who had previously
entered professional wrestling from this gym where
we all worked out. | was injured in a grudge match
and had to rehabilitate my shoulder from the injury. |
figured it would take me about three months. In the
three winter months, Jack Lozan, the owner of the club
where | worked out in Salt Lake City, was just break-
ing even. | made a deal with him to take over his club
and pay him his overhead for three months so he could
go to his father’s ranch for the winter. 1 did some
progressive thinking and got Lozan to agree that | could
sell one year memberships. For all practical purposes,
it did not really matter as his club was only about 20%
full anyway. He agreed and | sold a one-year mem-
bership for $60. In my past, | had sales experience
with at least a dozen products. | figured it would be a
lot easier to sell one year for $60 than to sell three
months for $40. I was right and I tripled the enroll-
ment. Eventually most health club operators switched
from one month and three months to six months and
then eventually to one year memberships. That be-
came pretty much the standard for several years.”

“In the early 60’s, | moved to Mexico for two
years and opened six health clubs there (four in Mexico

AUGUST ISSUE

City, one in Monterey and one in Guadalajara), My purpose in
moving to Mexico was to develop my new * Spa Concept * far
away from everyone in the U.S., so people could not copy my
ideas as fast. | wanted to at least be ready to roll and get the first
shot when I blasted health Spas in the U.S. market. Since most
potential members at the time did not want to do pure exercise, |
gave them enjoyable ‘frosting’ (hot turbulent spas, cold plunges,
saunas, steam rooms, inhalation rooms, pools, etc.) along with
some exercise equipment. If you can’t change them, join them,
was my thinking. When I opened Presidents-First Lady Spas,
Trim and Swim Health Spas and European Health Spas in the
U.S., shortly thereafter, my Spa theme became the main thrust of
the industry for the next fifteen or so years. This ‘Spa concept’
appealed to the masses and we were able to raise the amount we
charged for memberships. For some reason, | have been able to
predict which way the industry should be heading and make prof-
itable changes.”

“Sa, the industry evolved, but until cardiovascular exer-
cise became the big push in the industry, it wasn’t really the fit-
ness business. After I had sold out of my main company, Euro-
pean Health Spas, Captain James Lovell, the Astronaut of Apollo

13 fame and a friend of mine, was then the Chairman of
the President’s Council On Physical Fitness. Lovell told
me in 1973 that I had sold out at the wrong time. He
explained that they (the President’s Council On Physical

" Fitness) didn’t have enough money to educate the general

public about fitness and the benefits of exercise, but they
were educating everybody in the schools about fitness and
the importance of exercise. Lovell said that the students
they were educating on the value of exercise were getting
older every year and as they aged, the health club industry
was gong to do better and better. This is exactly what has
happened and the fitness industry owes a lot of our suc-
cess to this program which originated with President
Kennedy and was carried through by Captain James Lovell
and the President’s Council. Lovell also said to me, ‘Do
the country a favor and if you ever do go back into the
business, have cardiovascular exercise as an important
component of your health clubs as only cardiovascular
exercise creates true fitness.” In his opinion, progressive
resistance was O.K., but it was not true fitness. This is

(See Wilson page 8)
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... Wilson

continued from page 7

true. There is a certain amount of
cardiovascular benefit to progres-
sive resistance exercise, but noth-
ing like pure cardiovascular exer-
cise. After this enlightening con-
versation with Captain Lovell, I
became enthralled in cardiovascu-
lar exercise and eventually got in-
volved with the Lifecycle. Another
reason for my interest in cardiovas-
cular exercise was because my fa-
ther died at 48 of a heart attack. |
don’t think that fitness centers
would have become nearly as popu-
lar if we didn’t have cardiovascu-
lar exercises. | think a combina-
tion of satisfying vanity and becom-
ing fit caused the great overall ap-
peal. If Nautilus had not come
along for the vanity appeal the in-
dustry today would be about 10
years behind where it is now. So,
we all owe a debt to Arthur Jones,

|

A D

PROFESSIONAL RECEIVABLES MANAGEMENT_

the inventor of Nautilus. Arthur
Jones also worked with athletes and
once and for all proved that weight
training improved athletic perfor-
mance and that there was no such
thing as ‘muscle bound.” Also, if
the Lifecycle had not come along,
with Augie Nieto and all he’s done
for the advancement of the indus-
try and all the progress that has
been made there, the industry might
be another 10 or so years behind
where it is now.”

CLUB INSIDER- Q. “ |
have heard that as the industry de-
veloped there was very fierce com-
petition; was there any co-opera-
tion among health clubs back
then?”

Ray Wilson - A." Not
much, but there were two things
that happened in the industry that
were bi-partisan efforts that helped
the industry a great deal. One was
the mass production of the
Lifecycle to bring the cost of it

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

CASH FOR
CONTRACTS

¢’ No Credit Checks
No Turn-downs
o/ No Term Limits

AAC Quick Cash’

PLUOS
Pro-Financial Collection

Ask for our FREE money-saving analysis worksheet

“IMPROVE YOUR PROFIT
EVERY DAY”

Call BUSINESS DEVELOPMENT Today!

1-800-233-8483
AFFILIATED ACCEPTANCE CORPORATION

Main Post Office Box 419331, Kansas City, Mi
E-MAIL: 74041,252

FAX: (816) 753-1429

uri, USA 64141
OMpUSEIVe.com

WEBPAGE: http://www.fitnessworld.com/pro/trade/affiliated.htm|

AAC...“We're Here To Work”

down. We used to have to charge
$4,000 to $5,000 for each
Lifecycle because they were vir-
tually made by hand. We needed
a huge order to go into mass pro-
duction. Augie Nieto was work-
ing with key fitness industry lead-
ers to get them to go in together
for a huge order which would al-
low us to go into mass produc-
tion. We had gotten orders for
about 200, but that was not
enough until we received an or-
der from Don Wildman for an-
other 200 Lifecycles. Don
Wildman believed as strongly as
Augie and | did that the industry
needed cardiovascular exercise.
So, even though | was a competi-
tor and | was involved in
Lifecycle, Don Wildman and
other industry leaders placed
these large Lifecycle orders.
These large orders enabled us to
go into mass production and cut
the Lifecycle price in half, Ev-
erybody joined together because
they realized that Lifecycle was
a great machine and that cardio-
vascular was necessary forourin-
dustry. That really helped the in-
dustry take a giant step forward.
Another similar bi-partisan act
was when we sold Lifecycle to
Bally. The reason we sold
Lifecycle to Bally was that we
wanted to sell to a huge company
that had unlimited resources to
put millions of dollars into re-
search and development for ad-
vanced fitness equipment, like
Life Circuit. | think Augie said
over $3 million eventually went
into Research and Development
on LifeCircuit before they ever
sold a machine! | was negotiat-
ing with Bally and the deal wasn’t
going to go through because
Bally was not going to give Augie
Nieto or myself five year employ-
ment contracts. So, 1 told them
‘no-deal.” Finally, they gave in
and were going lo give me a con-
tract, but still weren’t going to
give Augie one. | again said ‘no-
deal.” So, then I called Don
Wildman, who was already in-
volved with Bally and said, *
Don, this is a great deal for the
industry to get Bally to buy
Lifecycle and expand it into other
advanced equipment and they
need Augie. Why would they not
give Augie a contract ? | won't
do the deal without Augie gelting
a contract. Isn’t there somebody
you can talk to ?* He said, ‘I'll
do what | can.” The next day
Bally’s attorney called me and
said, ‘1 don't know why. they are
doing it, but they said to go ahead
and also give Augie a contract.’ |
would not have sold Lifecycle
without Augie getting a contract
for two reasons: (1) because of
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my loyalty to Augie; (2) because
they needed Augie to develop all
the new advanced equipment the
industry needed. In spite of Don
Wildman and | being competitors,
Don went to bat for the industry
and the industry took another gi-
ant step forward.”

CLUB INSIDER - Q.
“Why do you feel the industry
should shift to monthly dues mem-
berships and how can club opera-
tors make it happen? Do you re-
ally think it can happen?”

Ray Wilson - A."If the
whole industry could get together
and do another bi-partisan effort,
it could happen. If the LEADERS
OF THE INDUSTRY and your
CLUB INSIDER News, CBl
Magazine, CLUB INDUSTRY.
EITNESS MANAGEMENT
Magazine and the NATIONAL
FITNESS TRADE JOURNAL,
IHRSA, ALL OF THE TRADE,
SHOWS and the EQUIPMENT
MANUFACTURES get behind
the idea of moving to monthly
dues and really give full support
and effort, IT WILL DEFI-
NITELY HAPPEN. The reason it
can happen and the real motiva-
tion for it happening is that the
club owners will make more
money. The motivation is there
for all clubs to do it, it is just dif-
ferent... it’s change... people fear
change. My people feared change.
I had to threaten to quit to get them
to go to monthly dues. When |
started Family Fitness Centers in
1977, 1 started it out with the idea
of straight dues, but | couldn’t get
the people to do it. We were sell-
ing about 15% dues. That’s the
most | could get my people to do
because they wanted the big com-
mission on the long term member-
ship sales that they were comfort-
able with. Finally, in 1985, | sat
my people down and told them if
we don’t go to 100% dues, I'm
quitting. They didn’t want me to
quit, so we went to 100% dues.
That was in September. We had
another meeting in early October
and everybody was moaning and
groaning and trying to revoll. |
told them [ was serious and that |
was quitting if we didn’t continue
with 100% dues. At the end of
October, we had another meeting
and they were ready for me to quit,
at least damned near, because they
thought | had lost my mind as the
100% dues had really interrupted
the profits and their commissions.
It is very tough going ‘cold-tur-
key’ changing to 100% dues sales,
which nobody should do , and 1
didn’t intend to do it either. | was
just getting them really used to the
dues idea. We then made a deal

for November in which I agreed to
50% dues and 50% long-term
memberships providing no club
goes below that 50% dues sales.
That way they policed each other
and nobody went below the 50%
because they didn’t want to go back
to 100% and they knew [ would if
they violated the 50%. Gradually,
six months later, we moved to 55%,
then to 60%, etc. Withing a three
to six month period after we went
to 50% in November, everybody
was making as much commission
and we were making as much profit
as we were originally as we were
selling many more memberships.”

“Dues memberships are
much easier to sell and the buddy
system works much better. The
profits rose from there because we
could sell monthly dues member-
ships much easier and sell many
more of them than we could long-
term memberships. The reason is
you are selling a small inititation
fee and dues which are much easier
to sell than a $300 or $400 pack-
age. Also, the buddy system works
so much better when you are sell-
ing dues than when you are selling
a fairly high priced, long-term
membership because the first time
a person approaches one of their
friends and says, ‘Hey, you ought
to come down to the club with me1"
The first thing out of the friend’s
mouth will be ‘how much does it
cost?” so if they say $300 or $400
the curtain comes down and that’s
the end of the conversation.
Whereas, if they say $15 a month,
$19 a month, $29 a month, what-
ever; they say..."Tell me about it.’
It just makes the buddy system
work many times better. Also, the
club's image is much better which
also makes the buddy system work
much better. Monthly dues is a win-
win situation. Plus, members are
smart and they figure out * if this
place is crowded and you've sold
nothing but prepaid memberships,’
they can figure out that the club is
in danger. They think,” how the hell
are they going to keep this club
open when they are already full and
they have already collected from all
these people.’ But, if your club is
full and you’ve sold monthly dues,
they may not like the crowds, but
they at least say, ‘this club is doing
great and at least it is going to stay
open; it’s really popular , | guess
I"ll adjust my schedule and try to
come in when it is not so crowded.
I'll come in a little earlier.’

NO MORE ‘DEAL
OF THE MONTH’
GIMMICKS

13
Ducs just changes

the whole psychology. Dues also
(See Wilson page 9)
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...Universal
continued from page 3
downsizing for several years prior

to the time of the Chapter 11 fil-
ing.

—————Canonica commented on

the turnaround plan, “ Our goal is
to be more responsive to our cus-
tomers. That is our top priority.

The past few months have been try-
ing times for our valued customers
as well as for us and we need to
make them whole again. In order
to do so we must execute the ba-
sics: on time, complete deliveries,
unparalleled product quality and
rapid response to their needs. A
Chapter 11 filing can be interpreted
many ways, but ours is all about
becoming a more customer-sensi-

tive, professional organization.
This will be the basis of building
a strong foundation for our future
as a business. After our restruc-
turing plan is approved by the
Court, we will operate as a new
business with a rich history and a
large, loyal customer base.”
CLUB INSIDER News
obtained a copy of the Chapter 11
pleading which was filed in the

U.S. Bankruptcy Court for the
Southern District of Florida, The
pleading showed Universal Gym
Equipment, Inc. as a corporation,
not publicly held, with 20 to 99
employees. The pleading indi-
cated: “Debtor estimates that
funds will be available for distri-
bution to unsecured creditors.”
The total assets of Universal Gym
Equipment, Inc. were shown as

$12, 588,940 with total liabilities
of $13,120,637. The contingent
secured debt of $8,526,774 was
shown with 3 holders. The contin-
gent unsecured debt held by 360
holders was shown as $4,593,863.
H.Sean Mathis and Mark L. Fried-
man were shown as persons who
directly own, control or hold, with
power to vote 20% or more of the
voting securities.

... Wilson

continued from page 8

changes the psychology of-the
management, of the sales people
and the instructors - everybody.
For each member you keep, it is
just like selling a new membership.
So, you worry about your service.
You worry about your equipment.
You worry about your facilities. So,
you keep them up and concentrate
on that rather than concentrating on
‘what gimmick am | going to use
this month to pay the bills?" Half
price or what am | going to do ?
You no longer have to do stupid/
panic things every month. 1 oper-
ated for years and years potentially
bankrupt every month! First of
each month - no income coming in
whatsoever - so, if we didn’t do

enough sales, we were out of busi-
ness! It is not a good feeling and
also it tends to make the owner and
employees a little *flaky.” 1 know,
as | was there for years and years.
You do not feel secure, stable and
you're not as proud of your busi-
ness. With dues you feel secure,
stable and are very proud of your
business. Everyone who works for
you feels the same way. Before we
sold Family Fitness Centers each
and every month we had over $6
million in dues coming in from our
72 clubs. Itisa great feeling! You
just have a better feeling and an
entirely different attitude with that
greal continuing income than you
can have when you have nothing
coming in.”

“Remember, | am the one
who invented the Lifetime mem-
berships. If long-term member-
ships were more profitable, | would
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be selling them. [ have 50 years
of experience in this industry and
I have always changed for the bet-
ter with the times. Fitness is now
the ‘in thing’ and clubs get mass
use, and you had better have con-
tinuing income or your club is in
danger as this business is going
to get more competitive. When
more competition comes, and it
will, if you have part of your over-
head covered by dues each
month, you have at least twice the
odds of staying in business and
prospering than you do if you are
only selling long-term member-
ships. Many clubs have switched
to dues and are making more
profit.”

“Dues memberships are
the greatest profit and image
builder in the industry. If we get
the whole industry to go to
monthly dues we would have the

greatest image in the world. Our
product is fantastic, but it gets a
bad image with so many com-
plaints when people want to drop
their long-term membership. If
they want to drop a monthly dues
membership, they just quit paying
it. 90% of your complaints come
from people with prepaid mem-
berships and long-term contract
memberships. It would make a
night and day difference if every-
body switched to monthly dues.
Prepaid memberships and long-
term contract memberships are the
biggest black eye the industry has.
The complaints and the closing of
clubs are the two constant black
eyes for our industry. Again, most
clubs’ closings are caused prima-
rily by people selling long-term,
prepaid memberships. They can’t
pay their bills because they do not
have continuing income. Don’t

forget, as I said, I'm the very per-
son that invented the Lifetime
Membership. At that time it was
O.K. It didn’t matter because no-
body used their membership or at
least very few. But now, anybody
that doesn’t have continuing in-
come is headed for disaster. With
the mass use there is in clubs now,
you better have continuing income
because your place is going to get
crowded because people now be-
lieve in fitness and they use their
memberships. If you are getting
dues every month....that's wonder-
ful. If you are not, you are heading
for trouble.”

“I repeat, long-term mem-
berships cause two things: (1) They
cause a huge amount of complaints.
90% of complaints come from
people who want out of their long-
term membership. An individual is

(See Wilson page 12)
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equipment.

NATIGMAL GYI SUPPLY
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e Save money using National Gym Supply’s quélily
replacement parts.

e Stop losing pins by installing NGS Weight Selector Pin

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

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

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

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

' To receive your
FREE CATALOG...
' Call 1-800-GYMPART or visit our |

| Wweb site at gympart.com!
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The Simple & Powerful

Club Management System

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

Photo-imaging Check-in
Unlimited Report Capabilities
Automated EFT

Full Service Customer Support
(Phone, Fax, Seminars)

MY Y

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

Club

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

UNMNEY " | oo ssim2/ (107 746 3392
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...Bally

continued from page 3

Form 10-K annual report for the
year ended December 31, 1996 and
Form 10-K quarterly report for the
quarter ended March 31, 1997 re-
flecting the change in accounting on
arestated basis, The restatement has
no impact on cash flows, liquidity
or the strategic direction of the busi-
ness.

Under guidelines for the
fitness industry now required by the
SEC staff, the Company is follow-
inga “deferral method” with respect
to the timing of recognition of ini-
tial membership fees. Revenues
from membership initiation fees are

spread ratably, under this method,
over the expected membership
life. Since 1985, when Bally To-
tal Fitness first issued public se-
curities, the Company generally
recognized revenues from mem-
bership initiation fees at the time
the memberships were sold, in
accordance with the stated terms
of its membership contracts.
Asaresult of the restate-
ment of the Company’s consoli-
dated financial statements, the
previously reported results for the
year ended December 31, 1996
improved $16.3 million to a loss
of $19.2 million ($1.58 per share)
and deferred revenues on the bal-
ance sheet at December 31, 1996
increased a net $192.4 million

with an offsetting decrease of
stockholders’ equity to $24.2
million. For the quarter ended
March 31, 1997, previously re-
ported net income increased $8.2
million resulting in a loss of $5.7
million ($.46 per share), an im-
provement of $6.3 million, com-
pared 1o a restated loss of $12.0
million ($.98) per share for the
first quarter of 1996. The com-
parative improvement was
slightly greater than previously
reported between the first quar-
ter of 1997 and the same quarter
a year ago. Restated operating
income before depreciation and
amortization, excluding net
changes in deferred revenue was
$24.7 million for the first quar-

ter of 1997 compared to $15.00
million for the 1996 quarter, a 65%
increase.

Lee Hillman, President &
CEO of Bally Total Fitness, com-
mented that, “ In light of its large
size and long operational history,
the Company believes the new ac-
counting method will yield more
stable and predictable results over
longer time periods. The new ac-
counting method will minimize sea-
sonality of the Company's new
membership revenues, deferring
recognition during the Company's
peak first quarter to later periods.
This change will have no impact on
the underlying performance of the
business, its cash flow or liquidity.”
Hillman continued, *“The

Company’s informational disclo-
sures will enable investors to fully
understand the Company’s busi-
ness and trends given this more
conservative approach.”

The Company’s quarterly
report for March 31, 1997 filed on
Form 10-Q was also amended to
remove the effects of SFAS#125,
“Accounting for Transfers and Ser-
vicing of Financial Assets and Ex-
tinguishments of Liabilitics”, as it
has now been determined that the
Company's December 1996
securitization transaction is not
covered by this recent standard.
The Company’s net results for the
quarter were not affected by this
change.

... Wilson
Honored

continued from page 3

partnership with Eric Levine and
First Pacific Davies Corporation, his
first facility in Hong Kong- Ray
Wilson's California Fitness Center.
That facility is the first of a chain of
clubs Wilson and Levine and their
partner FPD have planned for the
Pacific Rim area.

The presentation award
ceremony for the Lifetime Achieve-
ment Award was preceded the night
before with a Roast of Ray Wilson
in which dozens of Ray’s oldest
friends came to share their experi-
ences and interesting times. A long
line of folks including Bob
DelMonteque, formerly Ray's part-
ner, Rudy Smith, formerly a com-
petitor and later a friend of Ray,
Jerry Kahn a business associate of
Ray’'s, Augie Nieto, CEO and Presi-
dent of Life Fitness, Mark Mastrov,
CEO and President of 24 Hour Fit-
ness, Ray's sons Perry and Packy
and many more shared their memo-
ries and experiences with Ray.

The essence of this man is
remarkable. He started in life as one
of 9 children of a migrant worker
family. When his father passed
away prematurely at age 48, Wilson
came home to help raise and sup-
port the family. In his early 20’,
Wilson entered the health club busi-
ness and has been at it ever since.
Since that time Wilson has made, ac-
cording to the comments of his
friends, *several hundred million-
aires’ of those with whom he had
done business.

Bob DelMonteque served
as the Master of Ceremonies of the
Roast and cracked people up with
his comments and recollections of
Ray Wilson stories. Bob and Ray
were partners years ago and have re-
mained friends ever since. There
were a number of speakers that

‘est club here in

made comments. Here are some
of them. (Note: Our apologies to
some of the speakers as the audio
tape did not pick up the comments
with enough clarity to transcribe
them.)

Rudy Smith (Former
competitor and now longtime
friend)” The man has got courage
like very few. He has the cour-
age and the conviction o do what
he believes. He has loyal friends
that have been through the years
with him. Just look around this
room right now. His friends arc
so loyal to him - they love him.
If that doesn’t do it for you, meet
his wonderful family. They are
fabulous, Ray, thank you for a
wonderful friendship.”

Ray
Wilson com-
mented: “Years
ago we opened
right across the
street from each

other. Now
“Rudy has a
huge sign in

front of his new-

Las Vegas which
says, * Con-
gratulations to
Ray Wilson on
his Lifetime
Achievement
Award. Thanks
Rudy!™

Jerry
Kahn (Former
business partner
and longtime
friend) *“I've
known Ray for
44 years. When
we first started §
to work together
Ray kept say-
ing,”  Jerry,
we've got to get
the gross!™ |
didn't  know
what  ‘gross’

was! [ was a Georgia boy. The
only time | had heard the word
gross was when | was dating this
girl in California that kept say-
ing, “Jerry, you're gross!” (The
crowd cracked up laughing). Ray
has been a mentor and inspira-
tion to me. He has helped a lot
of people become well off. He
surely had a big impact on my
life. 1 respect the guy very, very
much. Watching Ray’s career -
he’s had some ups and downs,
but he has always had the tenac-
ity to stay with it. 1also want to
acknowledge Ray's lovely wife,
Sonya. Sonya has been very in-
strumental in Ray’s career. As
I've always said, ‘Behind every

successful man is a

woman....with credit cards! | would
like to add another adjective to de-
scribe Ray and that is *pioneer.” The
Pioneer of Fitness- If any guy
should have that word bestowed on
him, it is Ray Wilson, because as
far as | am concerned, he brought
fitness centers from ancient history
to the next generation. Ray, | wish
you continued success, much hap-
piness and my sincere congratula-
tions. And, when you get back to
California - Get the gross!”

Ron Thompson (Former
employee of Ray's for 17 years,
now President of the Southern Di-
vision of 24 Hour Fitness) “ It has
been an honor and a privilege to
work with Ray for the past 19 years.
Ray has taught me about humility.

He has taught me how to *get the
gross.” He has taught me how to
always do the uncomfortable and
among other things, he taught me
how to be a betting man. He said,
‘Ron, if you put money on this
game, you will be more enticed to
watch it. It makes it more excit-
ing. I'm still trying to win back
some of that money! Yearsago Ray
said,'If you want to have a produc-
tive relationship in business, you
need three things: 1) You need to
have common interests. 2) You
need to be able to predict the reac-
tions of others. 3) You need to have
mutual benefit. And, that’s the part
that amazes me the most about this
gentleman. He has so much more

(See Wilson Honored page 13)

PLANNING AN AIR SUPPORTED STRUCTURE?

BIRDAIR HAS ANSWERS.

Birdair's association with dependable, long lasting
air-supported buildings began when we pioneered
the technology in the early 60's. We remain dedicated
to designing and manufacturing the finest custom or
pre-engineered air-supported structures at competitive
prices. Our engineering staff, with sophisticated com-
puter technology is available to help you develop
projects of any application size or configuration.

Birdair offers you:

J Complete turnkey installations

< Fast turnaround times

d Easily erected and dismantled seasonal systems
1 Selection of membranes to match requirements
- 15 to 20 year life cycle depending on fabric

For additional information including comprehen-
sive technical assistance call or write:

=BRDARE

65 Lawrence Bell Drive, Amherst, New York 14221
716 633-9500 - 800 622-2246 - FAX: 716 633-9850
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continued from page 9

not as likely to want out of a dues
membership as they are a long term
membership because they are not
being forced to keep it. (2) The other
thing is that long-term memberships
cause clubs to close. That's the
other black eye we have. It causes
clubs to close and then members
lose their money on their prepaid,
long-term memberships. Our in-
dustry should be the most respected
industry in the world. | mean, look
at me; | will be 70 years old in 6
months and I'm in the same physi-
cal shape as a person who is in their
40’s (but who does not use our prod-
uct).... now, if that product isn't fan-
tastic, what is? But, our industry,
in spite of our product being so fan-
tastic, still has these two black eyes:
(1) People complaining because
they want out of long-term mem-
berships and (2) the closing of
clubs. And, they are both caused
by the sale of long-term member-
ships and/or prepaid memberships.”

CLUB INSIDER- Q. *
You really like to repeat things sev-
cral times to get a  point across,
don’t you ? What advice can you
give a club operator that would like
to switch to monthly dues ?™

Ray Wilson - A. “ | don’t
advocate that people switch ‘cold-
turkey" because they will hurt their
cash flow and jeopardize their club.
They can, over a three-year period,
make a safe conversion to monthly
dues. If properly done, within three
to six months, they will be making
as much money as they have ever
made. Within six months to a year,
they will be making more money
than they were making before. A
lot of people ‘pretend’ they are on
dues, but make people sign a one
or two or three-year contract. Well,
they're not on dues. They think
they are being clever by forcing the
member to pay and still pretending
they are on dues. But, the person at
the end of that contract time has to
make a decision about continuing.
If the long-term contract has an au-
tomatic rencwal clause, that causes
even more misunderstandings and
very serious complaints. If they are
just paying their dues on a volun-
tary month-to-month basis, then
they have to make a decision if they
wanl to stop. People don’t make
decisions. People procrastinate and
don't make decisions. You are bet-
ter off having a ‘no-decision’ on
your side, so if the person has to
make a decision to stop, they are not
likely to make it. [f they have to
make a decision to re-enroll - they

aren’t likely to make that. Clubs
that use long term contracts
think they are helping them-
selves, but they are really hurt-
ing themselves. If people are not
forced to continue their member-
ship, they are more likely to con-
tinue because they respect the
club more. It is a more solid way
of doing business.... people are
not stupid and they respect a
stable business that has continu-
ing income. Members continue
paying their dues even if they
don't use it every month...they
will continue paying because
they know they're going to want
to do it in the future. They may
let themselves get out of shape
a little bit, but then they will
come back and in the mean time,
they pay the dues because they
have an initiation fee to protect
and they know that fitness is im-
portant and nobody is holding a
gun to their head forcing them
to do it. It makes a complete
psychological difference.”

A PLAN FOR
CONVERSION TO
MONTHLY DUES

11
C lubs should set

a three-year schedule where the
first year they sell at least 25%
monthly dues, then the next year
another 25%. Then the third
year 25% more. 1don’t recom-
mend necessarily that they go to
100% monthly dues. If you go
to 80% or 90% dues and sell
10% or 20% long-term member-
ships, then, if you are having a
bad week, have your best sales
people go in and sell a few long-
term memberships. People
don’t resent that as much be-
cause the people that buy them
are the people that will probably
stay with it. Even if they do de-
cide to drop out, they don’t
blame you as much because they
know nearly everybody is pay-
ing monthly dues and that it was
their choice. So, they won't be
nearly as angry as they would be
if everybody had been forced to
buy a long-term membership.
So, | recommend that at this time
in our industry 80% or 90% dues
and 10-20% long-term member-
ship is the way to go. | think
that in another 4 or 5 years as
fitness gets even more and more
‘in,” the Surgeon General's Re-
port, insurance statistics, corpo-
rate fitness statistics, etc. im-
pacts this fitness industry, our
businesses will be doing so well
that everybody will evolve to
100% monthly ducs anyway and
especially if we improve ourim-
age. Having a three-year goal
of 80% monthly dues is not hard
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at all to achieve and within 3 to 6
months, you will be over the
*hump.’ If you do it properly, you
will be making as much money as
you have ever made and from there
on it will increase and you will be
making more profit than you have
ever made. It is so much easier to
sell monthly dues memberships, the
buddy system works so much bet-
ter, everybody respects the club, the
financial people you are dealing
with will also respect it more, It's
no longer a promotion, it's a busi-
ness. It switches it from a promo-
tion to a business. You are no longer
a desperate promoter coming up
with a gimmick every month. In-
stead, you are a businessperson run-
ning a legitimate business and
spending a huge amount of your ef-
forts and thought on how you can
improve your club to keep your
members, because every member
you keep is just like enrolling an-
other member. Plus, you don’t have
to pay a commission or advertise to
keep an existing member.”

“I have successfully
helped two important multi-club
companies convert to monthly dues
(24 Hour Fitness and Hart's Athletic
Clubs), both of these companies dra-
matically increased their profits by
going the ‘dues’ route. You can
t00.”

CLUB INSIDER - Q. *
What are the ‘mine ficlds’ to avoid
during the switch?”

Ray Wilson -A. “ There
really aren’t any. It is just a matter
of doing it on a gradual basis. Don’t
try to do it 100% all at once. 1did it
on a 100% basis as a lesson to my
people so they would handle 50%
easily. However, | could have done
it because I had sold European
Health Spas and | had a huge
amount of cash and could have done
it ‘cold-turkey” if | had wanted to.
There is no downside. The only
downside is in the staff’s minds.
They are scared of change. They
have been doing long-term member-
ships for so long, it scares them not
to. If 1, the inventor of the Lifetime
Membership switched over, it was
damned sure for a good business
reason! 1 would not be doing it if it
wasn’t more profitable. Anybody
that knows the industry knows | in-
vented the Lifetime Membership. 1
repeat, if I’m the one that invented
Lifetime Memberships and |
switched to monthly dues, it has to
be because it was more profitable.
I don’t do anything to make less
profit. My people’s fear of switch-
ing to monthly dues was only a fig-
ment of their imagination. That is
really all it is in the heads of any-
one who is afraid to make the
‘switch.” My people were extremely

glad they did it. Within 3 to 6
months they were happier than hell
that we did it and they were con-
gratulating me. | have done very
well in this industry, because | am
not afraid of change. That’s why |
came up with Lifetime Member-
ships; the spa concept; coed clubs;
Lifecycle; mass cardiovascular ex-
ercise; family memberships; the
use of mass fitness equipment and
now ‘monthly dues.” *

“In this industry, 1 have
always been able to make ‘far out’
decisions that prove to be very
profitable decisions. | was the first
one to ever spend a half million
dollars on fitness equipment in one
club. In Hong Kong we just in-
stalled one million dollars worth
of fitness equipment in one club.
We started this Hong Kong club
off with 100% dues and in less
than one year it is already a huge
success. | haved come up with a
lot of profitable ideas in the fitness
industry, but, by far the most prof-
itable move | have ever made was
switching to dues memberships. |
am not afraid of change. You have
to evolve - when you can’t change.
you perish. When a body can’t
change and adjust to disease, it's
over. If you get hit by a truck and
you can adjust to it, you live. If
you can’t, you perish. You must
also adjust in business. When you
can no longer adjust, you perish.
If you can adjust, you prosper.
So,"adjust” is the word. Dues are
the necessary and the right thing
for profit now and for future profit
through our industry’s improved
image. As Augie Nieto says: * The
whole boat will rise and we will
all benefit.” | say: * Everyone
should push this dues movement
and that should include equipment
manufactueres, they also should
get behind this dues movement all
the way and give a 1% extra ‘sym-
bolic’ incentive discount to ‘dues’
clubs on their equipment pur-
chases. With the fantastic image
this industry can have, we can at-
tract twice as many members; all
clubs will make more money and
the equipment manufactures will
sell twice as much equipment.
Also, the State and Federal legis-
latures will start showing our fit-
ness industry respect instead of
trying to put us out of business.
Legislatures will act fairly and
positively if they believe in what
they are supporting; proof of this
is the California Assembly unani-
mously honoring me for my 50
years of service to the fitness in-
dustry.” (See CLUB INSIDER
News, June, '97 edition.)

CLUB INSIDER - Q.
Mr. Wilson, you've achieved an
incredible amount in your career.

Now that 24 Hour Fitness is boom-
ing across the land and Hong Kong
is doing really well, what are your
plans for the future ? *

Ray Wilson - A. “ I've
achieved about every goal I've
wanted. I’m now going to semi-
retire, as | will be 70 in six months.
I'm just going to be somewhat in-
volved in international expansion
and be an advisor to Mark Mastrov,
Eric Levine and Neil Schober. |
still own stock in 24 Hour Fltness
and I'm on the Board of Directors.
l intend to remain on the Board of
24 Hour Fitness as long as they
want me. Mark Mastrov and | have
developed a very close relation-
ship. Other than that, there is only
one last goal that | would like to
help accomplish and that’s to get
the industry to move in this “dues’
(good image) direction. For tre-
mendous image and more profits
the industry must move to monthly
dues, When you think about it,
image is profit a few months later.
| have always told my people ‘im-
age is gross’, only a few months
later." Whatever your image is, that
is going to eventually evolve into
gross revenue. Ifitis a bad image,
it is going to hurt the gross. Ifitis
a good image, it is going to help
the gross. Just a little bit in the
future, but not that far, this dues
project can be another giant step
forward for our industry. I believe
it can be the largest forward step
ever for the whole fitness indus-

try!

CLUB INSIDER - Q. “I
can see one of the reasons you have
been so successful. You just don’t
let up, do you ? When you believe
in something, you really come on
strong and really repeat the same
theme over and over don’t you?”

Ray Wilson -A. “Yes, |
do. I have found to really get any-
thing moving and to make a dif-
ference, you must come on very,
very strong and repeat it over &
over & over. |think that it is very
vital to our industry that | do all |
can lo get the great value of dues
membership accepted and get ev-
eryone pushing it. [ intend to do
my best to get dues memberships
accepted and get everyone push-
ing it. | intend to do my best to get
dues memberships accepted
throughout our industry, so we can
have the great image and the in-
creased profits that are ours for the
taking. And yes, | am going to
keep on repeating the same theme
over & over & over! If | didnt
feel so strongly about this |
wouldn’t be talking about it at all.”

[
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continued from page 11

to offer and so much more to give. | remem-
ber the philosophy that brought me into the
business. It was Ray Wilson's philosophy of
sharing the opportunity - sharing the wealth.
That was what attracted me to the business.
But, it was Mr. Wilson’s sharng of himself
that kept me in the business all of these years.
| want to say ‘Thank you® and I'm deeply
grateful forall you've done. You've changed
my life - you brought me into this industry
and | look forward to another 19 years!

Packy Wilson (Ray's youngest son)
told how as a child he would listen to his dad's
business phone conversations and sit in on
business meetings. Today Packy says when
he gets into unfamiliar situations he thinks
"what would dad do?" Ray said that Packy
has developed into one of the best overall
businessmen that he has ever met.

Perry Wilson (one of Ray's other
sons) * I was thinking about what [ was go-
ing to say here and basically | want to talk
about all of the people you've helped and in-
spired and motivated. Look around this room.
I can also remember some of the experiments
you tried on me while we were living in
Mexico. One was when you laid me upside
down on a big staircase to see if I could work
my way out! My Dad taught me to work my
way out of anything! That worked out well
because when | was in high school, I could
walk a flight of stairs while standing on my
hands! Another one was what you called,
“Doing Big Boys” when | was a little infant.
You would hold your thumbs out, 1 would
grab your thumbs with my hands and you
would hold me over a cliff above the ocean.
Al the time It seemed likea cliff, but | am
sure it wasn't. That was to teach me how to
hang on, never let go, never give up! That
helped because in high school there was only
one other kid that could climb a rope as fast
as me! The other one is one of his favorite
ones and Mom really protested about this one!
He always observed how fast a person ate be-
cause he believed it would tell how aggres-
sive they were. He'd take people out to lunch
oninterviews to see if they beat him with fin-
ishing lunch. He thought | ought to eat fast
too. So, we had this big boxer dog and he
would put me down next to the dog with my
food and next to the dog while he was eating,.
He figured if I didn’t eat fast enough, the

r———-—————————-——————————————-——--1

boxer would get my food. That one had
some side effects! (The crowd cracked up 1

in laughter!) Overall, the things you taught
all of us were beneficial beyond belief and a o yo u o
ith th ?
Wi em:

certainly, in more rational ways, you taught
us to never give up, to keep going and to
fight our way out of any problem. And, I §
do still eat fast! Ilove you and I'm so proud |
- so unbelievably proud.” 1

Ray Wilson Comments “ My wife |
Sonja stopped me after the first time [ tried |
that deal with the dog! And, remember, all |
of the agressiveness | showed towards Vic |
Tanny’s and other competitors, it WASN'T |
ME! I've got small bones. | used to eat a 4- |
pound roast beef every night. It was the ste- |
roids from the cows! At 32 I took an insur- |
ance exam and my cholesterol was 600 and |
my uric acid was 12! I gave a biochemistry
graduate $500 to write up a paper for me on
cholesterol and uric acid. | changed my
eating habits to fruits, vegetables and fish
and my exercise to high repetitions and it
changed me into the nice sweet, non-aggres-
sive person | am today!”

Susie Ray Wilson “My first
memories are when | was a little 5 year old
girl with red hair. He would dress me up to |
take me out and he taught me to say, ‘My |
name is Susie Ray Wilson and | belong to |
my Daddy.” All these stories Perry told you |
today are true. He had us exercising before |
we could walk . So that ingrained in us the |
importance of health and fitness. So, today |
- years later and 5 children later, I really |
appreciate the benefit of living a healthy -
fit life. There are many successful business-
men in this world. But, few really take the
time to really train their key people. I've
seen my Dad spend millions of hours on :
phone calls and days and weeks and months {
molding his people to be successful. 1think I
he really gets much more benefit and suc-
cess and satisfaction in his life seeing people |
become independently wealthy. He gets a
real benefit and joy out of that. He is defi-
nitely one that lives what he teaches. Every |
day of my life that ['ve known him he has |
exercised and eaten healthy foods. Heisa |
true believer in what he teaches. He is a true |
pioneer in this industry. I think we all are |
very appreciative for the vision he has. He |
is definitely a visionary and he can foresee |
things and has the foresight to predict trends |
in terms of what is going to happen. | thank
him very much for all he’s taught me and |
love him and honor him today.”

After 20 years of living
“high on the hog,” they want to
change their lifestyle and get in
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- MEMBERSHIP
Pricing Structure

By Norm Cates, Jr.

Thc health club indus-
try is, in fact, an infant industry.......
a mere ‘baby’ when compared to
the hotel or restaurant industry, So,
no wonder we are still figuring out
the best ways to price our products.

For years the health club
indusiry structured membership
pricing based upon the concept that
memberships should be sold on a
retail installment contract basis,
Lengthly, legally binding retail in-
stallment contracts were the norm
for years and years in the industry.
Industry pioneers like Ray Wilson,

Vic Tanny and Don Wildman sold
millions and millions of member-
ships which required people to sign
contracts for a fixed dollar amount
and interest added on and then paid
over periods of two, three, four, five
years or even Lifetime member-
ships. These retail installment con-
tracts are still used today in the in-
dustry, but they are rapidly being
replaced by a sea of change in the
health, racquet and sportsclub in-
dustry. The move isto monthly dues
memberships which allow mem-
bers to pay month to month with
no long-term commitment required.
In this edition, an in-depth inter-
view with Ray Wilson covers the
history of membership pricing and
a very strong endorsement by Wil-
son of monthly dues.

THE BOOM
BEGAN!

Ahuul 20 years ago, the

health club industry began to expe-
rience rapid growth across North
America. This mass growth, which
is still picking up steam, was trig-
gered by several events: (1) The

- development of cardiovascular ex-

ercise as a mainstay in the business.
Dr. Ken Cooper, Founder of the
Cooper Clinic in Dallas, Texas, was
the first physician to determine the
tremendous health benefits of regu-
lar cardiovascular exercise. He not
only defined the value, he began to
teach those benefits to millions
world-wide. One of those that be-
came a strong advocate of cardio-
vascular exercise was Astronaut
Jim Lovell, who convinced Ray
Wilson that he should include lots
of cardiovascular exercise equip-
ment in his future clubs. (2) Thou-
sands of racquetball and indoor ten-
nis club operators began to realize
that they had too many courts and
not enough players. This caused
hundreds of racquetball and indoor

tennis clubs to go out of business.
The survivors changed their clubs
from racquetball and tennis to fa-
cilities including weight rooms,
cardiovascular exercises areas, in-
door tracks, swimming pools and
aerobic studios, creating a new
type of club on the American scene
called the ‘multi-purpose’ club. In
the early 1980's, Ray Wilson spoke
on the topic of conversion of rac-
quetball clubs to multi-purpose
health clubs at an IHRSA Conven-
tion in Las Vegas and his lecture
helped many racquetball and club
operators in their quest to survive.
(3) Another major contribution that
Ray Wilson made was when he
and Augie Nieto brought the
Lifecycle to the world, giving car-
diovascular training a huge boost
in momentum. Arthur Jones” in-
vention of Nautilus brought the
world selectorized weight training
equipment and made weight train-
ing popular with millions of men
and women that would have never
considered weight training before.
(4) Arnold Schwartzenegger came
onto the scene, giving the power
of his physique and personality to
an industry that heretofore had a
weak image at best, (5) IHRSA,
(The International Health, Racquet
and Sportsclub Association) was
founded in 1981. During the time
since IHRSA was born, thousands
of new clubs have been developed.
IHRSA has helped perpetuate the
growth of new clubs in many

ways, including the sponsorship of

research projects and publications
on avariety of subjects, including
the benefits of exercise and eco-
nomic benefits of exercise, provid-
ing two educational conventions
and trade shows each year, con-
ducting a summer college for club
professionals and producing a se-
ries of health and fitness reports
through the IHRSA Institute spon-
sored by TechnoGym, to name a
few.

A DIVIDING LINE

thn the racquetball

and the indoor tennis operators
began to get into the health club
business, an interesting thing hap-
pened. Most operators of indoor
racquet sports clubs charged low
annual membership fees and court
time fees by the hour. When they
converted their facilities to multi-
purpose clubs they also began to
switch their clubs to monthly dues.
As a part of that change, in the mid
1980’s, EFT, Electronic Funds
Transfers became the primary
method of collection of monthly

dues for many of these former
rafjuet sports clubs. The move
to EFT was a very important de-
velopment for the industry and
was facilitated in the early years
by leading club owners like Curt
Beusman and Dick Mitchell of
the RCM  Corporation.
Mitchell's company was later
merged with the CheckFree Cor-
poration. Now the industry has
several excellent companies like
CheckFree, Affiliated Accep-
tance Corporation, Club Runner,
ATA Information Systems and
American Service Finance that
provide EFT transaction services
for clubs.

A clear ‘Dividing Line’
appeared in the industry. The
line distinguished the *new-age’
multi-purpose clubs from the
health clubs of that era. Many
of the ‘old-guard’ health club
operators stuck to their retail in-
stallment contracts and pre-paid
long term memberships. Even
today, some of those operators
still use the retail installment
contracts. Of those that do, many
independent operators do so in
order to generate ‘paper’ which
they can sell to financial institu-
tions and get cash up front for
operations. The sale of long term
contracts and prepaid member-
ships caused problems for many
clubs. The problems were: (1)
People were angered when they
wanted to stop their member-
ships because they could not can-
cel the retail contract member-
ships without hurting their credit
bureau report. (2) The prepaid
funds generally were used to op-
erate and/or make improvements
the month they were sold, leav-
ing the club operators without a
monthly income stream to ser-
vice the membership, often ulti-
mately ending in the club clos-

ing.

DIVIDING LINE IS
DISAPPEARING
THROUGH CON-

SUMER AWARENESS
AND A MOVEMENT TO
MOVEMENT TO
MONTHLY DUES

In this edition, Ray

Wilson lays it all out. He shares
his.experiences and why he has
made the decisions on pricing he
has made during his career, .in-
cluding his thinking when he in-
vented the “Lifetime Member-
ship.” He shares with us the dif-
ficulty he experienced with his
(See Pricing page 26)
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iger, Tennis an and Lofteries

By Spike Gonzales

I justdon’t get it! There
are a number of things that every-
one seems to understand that [ just
cannot. Here are several:

Why do more and more
people flock to buy tickets when the
state lottery reaches 20-30 million
dollars versus when it's at its start-
ing point of perhaps five million ?

Why are so many people
taking up golf because of Tiger
Woods?

Why do tennis adminis-
trators and club operators spend
time and money on efforts so far

removed from their most effec-
tive targets?

1 guess it’s just a world
of numbers out there. At times
logic doesn’t count. It's not logi-
cal to buy more lottery tickets
just because the pot has more-
than-quadrupled. The
infinitessimal chances of win-
ning just get reduced to the sub-
limely infinitessimal as the num-
ber of contestants rise many-fold.
Further, the impact of the reward
really doesn’t change at all.
Making the questionable as-
sumption there’s a relationship
between money and happiness,
how could a lottery winner be
any more happy with $20 mil-
lion versus $ 5 million?

It's not logical to take
up golf because Tiger Woods has

—=—
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come on the scene. Here is a per-
son who was recognized as a
phenom when he was two years old.
How do people connect their tak-
ing up golf with his domination of
the sport today? [t was far more
inspiring to me when Calvin Peete,
a physically handicapped former
migrant worker who took up golf
late in his life, rose to the top of the
pro ranks. Peete’s story sent the
message that “anyone can make it.”
Tiger’s story says “you can make it
if you take the game up before age
two, you’re physically talented, and
you receive total parental and
coaching dedication!”

The Tiger Woods phe-
nomenon has spurred another ques-
tion in my mind. How can this mi-
nority background actually help
raise the welfare of minorities, es-
pecially the underprivileged? Other
than helping remove some vestiges
of prejudice based on perceived in-
feriorities of non-Caucasians, |
don’t see how.

| hear of hundreds of cam-
paigns to bring golf to inner-city
and rural youngsters, and these are
threatened with a very questionable
outcome. Legions of youth will
become enamored of the world's
most addictive sport without the
wherewithal to participate! It will
be only the most fortunate of these
who’ll find the transportation,
equipment and finances to get to the
courses they can play on for less
than $20.00. These will feel all-the-
more disadvantaged when they can-
not get the “real-thing” on the rea-
sonable quality courses, and even
more deprived when they find those
with money monopolizing the tee-
times.

This brings us to tennis.
Being the healthful, compact, af-
fordable, portable, accessible and
attainable game it is, it far exceeds
golf as the preferred medium to
build character and self-esteem in
undeprivileged youth. It is no less
the ideal medium to upgrade the

lifestyles of baby-
boomers and retirees.
The real market for club
operators are these
people-not just the survi-
vors of the competitive
programs of the post ten-
nis boom. Too often our
veteran tennis players
have established unreal-
istic outlooks of their
prvileged status in the
game. They’ve come to
expect favoritism be-
cause of their longevity
and competitive compe-
tency. They’ve been con-
ditioned to look for pric-
ing that’s sub-par for the
survival of their facilities.

The real market

out there is comprised of
those who don’t yet play

Spike Gonzales

tennis, but feel it might be a good
game to try. It’s almost a univer-
sal market - perhaps as big as the
fitness market. To reach it, sev-
eral changes in our approach as
promoters of the game must come
about. First, we must invite them!
Non-tennis players do not feel
welcome in the tennis environ-
ment. For almost two decades
clubs have not advertised their
product to newcomers. There has
not been a nuance of solicitation,
or even hospitality, toward the
potential beginning players.

Second, we need to pro-
vide for fun-oriented competition,
rather than ego-oriented competi-
tion for our children. The back-
lash against ego-oriented compe-
tition is exhibited in the 95% of
the kids who stop playing tennis
when they go to college. (I've
come to believe,”teach a child to
play tennis and she or he will play
for around eight years. Teach an
adult, and she or he will play for
the rest of their life.”) Once ten-
nis has handicapping so people
may play for sociability, a wider
range of partners, and day-to-day
competitive fun - rather than sta-
tus, trophies, merchandise or
rankings-young people will have
tennis as an outlet through their
college years.

Finally, we have to make
our own versions of Tiger Woods!
That’s not to say we need to rely
only on charismatic champions
within the competive game. Golf
has been growing dramatically be-
fore Tiger Woods, and through the
brief period of no-name, post
Nicklaus/Palmer champions. The
Woods factor is mostly a novelty
that’s simply putting the spotlight
on the game.

Isn't it just a world of
numbers out there? Don’t we need
to reach the right numbers? Let’s
gear our advertising and public re-
lations for tennis toward showing
some of the role models and heroes
playing the game! It’s been some-
what ineffective to advertise the
game using such players as Chris
Evert and Pete Sampras, who are
principally role models to the small
numbers of existing players.

We need the exposure for
their love of tennis of such charac-
ters as Bill Cosby, Charlton Heston,
Jack Nicklaus, Donald Trump, Joe
Dumars. Larry Bird, George Bush,
David Dinkins, Scooby-Doo,
Brooke Shields and Jerry Seinfield!
These can illustrate that tennis can
be played for the pure benefits and
joy of the game, rather than as a
medium to gain status or money.
The market they appeal to is many
times that of the market it seems
we've been targeting.

(Spike Gonzales has been
building tennis markets since 1971.
He was a prime developer of Ten-
nis Corporation of America’s®
“Tennis In No Time®, and an ad-
visor to the USTA in starting Play
Tennis America. An influential
member of the USPTA, USTA and
IHRSA, he helped bring those or-
ganizations together to found the
National Tennis Rating Program.
He presently serves as an advisor
to Tencaps, Inc., a USPTA - en-
dorsed tennis rating system, and
consults with clubs wishing to im-
prove their marketing, management
teams, and tennis professionals.
Spike may be reached at: (941)
774-2442.)
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Steve Krum, President, Greenwood Athletic Club, Englewood, Colorado. Call ﬁ’ P ﬁ're brochure . .. 1-800-545-2928 * Fax: 810-589-0134

Air Structure

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

For Insulated Ceilings . . . Call Our Other Company

COMMERCIAL Call for a free brochure . . .

BUILDING & 1-800-423-0453

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

RETROFIT, Nc.
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There is no plhceW fike Costa Rica! (]

\

Villa de Papagayo £ ocotal, Costa Rica

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

I The lushly-landscaped villa includes an

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

Also available are the world’s best sports
fishing for marlin and sails, rain forest, volcano and
giant sea turtle tours, birdwatching, horseback
riding, whitewater rafting and various other nature
tours.

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

i ) oo ol s W ' »
S | “‘\ A al da- — “This has been a
> e — .

o el = T : staff is great." |
: : Christina Wolfe,
Decatur, GA!

.

"You couldn't ask
for a better view. We will
be back again. Many
thanks."”

Brian Hankel, Omaha, NE

"A true vacation!
‘ " StaffisAl. Food is yummy,
5 " | the view awesome."

L Gary and Mary Streeter,

Andover, MA|

Villa de Papagayo’s giant terrace overlooks the Pacific Ocean and includes a pool with swim-up : i e |
bar, waterfall and ranchero. In the evening guests dine outside under the stars. For availability call (404) 255-3220
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Fitness FM™

When your realize the need
for the power and perfor-
mance of a CardioTheater,
Upgrade Assurance pro-

If you've been looking into purchasing an
FM system, Fitness FM will make your deci-
sion a whole lot easier. Announcing Fitness
FM from CardioTheater. This entry level
system gives you superior performance, vides you with a 100%
strong value for your dollar and unmatched credit of your Fitness FM
protection of your investment with our exclu- investment towards the purchase of a
sive Upgrade Assurance Program. CardioTheater, the leading Exercise Entertain-
ment system.

Fitness FM allows your members to use

their walkman radios to tune into a variety of CardioTheater pioneered and developed
audiovisual selections. Features such as Phase systems that provide Exercise Entertainment
Lock Loop (PLL) tuning for drift free reception to clubs around the world. These systems have
and easy to use front panel controls make proven to be an invaluable tool in attracting
Fitness FM the most sophisticated, user- and retaining members and give your club the
friendly FM system on the market. edge to stay ahead of the competition.

Fitness FM by caRDIO . .

12 Piedmont Center, Suite 105, Atlanta, GA 30305 (800) 227-3461 (404) 848-0233
http://www.cardio-theater.com
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Bally Total Fitness Announces
Second Quarter 1997 Results

Chicngo, Il.- Bally
Total Fitness Holding Corporation
(Nasdaq National Market:BFIT)
announced results for the quarter
ended June 30, 1997, Revenues for
the quarter improved 2% over the
1996 quarter growing to $162.0
million. Operating income before
depreciation and amortization

(“EBITDA") increased 1% to
$18.4 million for the second
quarter of 1997. EBITDA, ex-
cluding changes in deferred rev-
enues and related costs, was
$15.4 million compared to $8.7
million for the 1996 quarter, a
77% increase. Operating income
for the 1997 period, excluding a
$3.4 million charge (principally

non-recurring amortization) related
to restricted stock awards issued
upon the 1996 spin-off of the Com-
pany, was $6.7 million, an increase
of 60%. Net loss for the 1997 quar-
ter, including the aforementioned
charge for stock awards, improved
to $7.3 million ($.59 per share)
from $7.9 million ($.65 per share)
in 1996.

For the six months ended
June 30, 1997, revenues increased
2% to $330.5 million. EBITDA
improved 18% to $37.7 million for
the first six month of 1997.
EBITDA, excluding changes in
deferred revenues and related
costs, was $40.1 million for the
1997 period compared to $23.6
million in 1996, a 70% increase.

Operating income for the 1997 pe-
riod, excluding the charge for re-
stricted stock awards, increased to
$13.0 million from $4.3 million last
year. Net loss for the first half of
1997 improved to $13.0 million
($1.06 per share) from $19.9 mil-
lion $1.63 per share) in 1996 de-
spite the $3.4 million stock awards
charge.

The State Of The
Game Of Tennis

By Ward Hamilton

The State of the Game
of Tennis shouldn’t be blamed on
any one person or any one thing.
We cannot change history but we
must learn from it. Our impetus to
grow the game must be focused
upon being proactive in the promo-
tion of the benefits. For example:

* tennis is a game of a life-
time

* tennis is a sport anyone
can play at any level & at very little
cost

* tennis is a sport which
results in better health

* tennis can be played
with only one other person

* tennis is a non-impact
sport

* tennis is a socially com-
petitive sport

* tennis is a sport that
embraces athleticism, intelligence
& agility

There are no other sports
with these characteristics because
tennis is unique. We have been too
sanctimonious in its traditions and
development. We have been con-
servationists and not expansionist

in regards to its promotion. Even
though I clearly see problems in
the past and future, | mostly see
challenges to grow this game.
Play Tennis America is a great
concept. Atlanta has proven that
team tennis is a tremendous re-
source to grow the game (i.e.
ALTA - Atlanta Lawn Tennis
Association with nearly 100,000
regular league players).

* Club Professionals -
give free lessons to the masses
regularly

*Tournament Directors
- don’t let a bad influence ruin
your event, follow the rules of
the game

* Tennis Companies -
help the pros and shops develop
new products and teach the pros
and managers how to merchan-
dise (remember, a lot of us are
new at the sport and the concept
of merchandising)

* ATP & USTA - Get
out of the box. No more para-
digms. Learn that we have to
reach out to the entire population
and develop your tournaments
and programs to be consumer
oriented as well as sponsorship
focused.

| grew up learning ten-

“EARN UPTO $100,000 ANNUALLY”

DYNAMIC WOMEN EXERCISE & WEIGHTLOSS
CENTERS ARE LOOKING FOR CLUB MANAGERS

TO BE PARTNERS IN OUR NEW LOCATIONS!

CHOOSE YOUR OWN LOCATION!

SEND RESUME AND $25 APPLICATION FEE TO:
DYNAMIC WOMEN, P.O.BOX 43551,
BALTIMORE, MD. 21236

YOU WILL RECEIVE APPLICATION KIT WITHIN 2-4 WEEKS,
SN NN NN NN NN NSNS NN EEEEENEEEEE

nis and programming from a mas-
ter, a man who realized that his en-
thusiasm and interpersonal skills
were the cornerstone for growing
the game. He knew how to reach
out to the most inactive, non-ath-
letic and make that person want to
learn to play the game.

We must not live in our
small tennis world but must reach
out and give something of ourselves
to those who are non-players to cre-
ate interest in the game. We must
learn to promote for the benefits of
the game.

Our pros need to under-
stand that leadership should be
demonstrated by creating new and
innovative non-traditional pro-
gramming which reaches out to the
non-traditional markets. We need
an attitude of seeking and opening
opportunities to introduce our great
game to the masses. We have a
competitive task, but we are com-
petitive people who need a com-
mon goal. Thirty million active
players by 2003! We can and
should do it!

(Ward Hamilton is a vet-
eran tennis industry pro and Gen-
eral Manager of the Robious Sporis
& Fitness Club in Richmond, Vir-
ginia).

Sales Makers Tip Of The Month

SALES.. THE ART OF
COMMUNICATION

1) Simple reinforce-
ment of their wants with good
communication.

2) The ability to tell a
clear and convincing story - paint
the picture,

3) The courage of your
convictions.

4) The aggressive and
well trained mind.

5) The ability to listen
cffectively and not treat every
question as if it were an objection.

6) Composure and poise.

7) A genuine desire to be
of service.

8) The ability to treat an
objection as a request for futher in-
formation.

9) An intelligent vocabu-
lary.

10) A pleasant voice that
encourages confidence.

11) The ability to impart
confidence.

12) An appearance that
says, “I believe in what | say and
practice what | preach.”

13) Bright eyes, a
friendly smile and a sense of hu-
mor.

14) A plan. Plan your
work around your goals and work
your plan.

15) The only two ways to
sell are through logic and emotion.

S80S RODORODRRORORERRRERRRODRROOROOED

: WOMEN’S FITNESS CENTER -
» MIDWEST 300,000 POPULATION

« CUSTOM FREE STANDING BLDG. ON 1/2ACRE
. BUILDING SIZE 5,476
Tile Whi rlxoo]. Dry Sauna, Steam
erobic Center. State of the art equipment
with 55 units. Excellent E.ET. Dues Monthly.
All free & Clear. Total $375,000.
Owner retiring. Mr. Wynn (972) 735-3866

showers,

uare Feet.
oom, 6 individual

16) Make sure you inject
your own personality into your pre-
sentations.

Remember, do not be of-
fended by an objection. Rather, use
it as a tool to learn more about the
person. Objections help prepare
you for your sales presentation to
prospective members.

OBJECTIONS

1) Spar to reduce nega-
tive emotions. Repeat statements
made by the prospect, | understand,
however...

2) Investigate by using
questions to bring out details, i.e.
“Wouldn't you say...?”

3) Spar again to further
reduce negative emotions.

4) Take at least some of
the blame for their indecision. (This
will put them more at ease).

5) Make the person feel
their importance.

6) Endeavor to do a good
turn in helping to solve their ob-
jection,

7) Thank the person for
bringing his feclings out in the open.

8) Avoid being influenced
by the other person’s opinion.

When a prospect ex-
presses a negative attitude toward
us it is generally because:

1) We lack his favorable
attention.

2) We fail to arouse his
personal interest in our idea, or we
ignore his objective instead of solv-
ing il.

HOW COME ONLY THE MOST
SENSIBLE PEOPLE AGREE
WITH US?
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membership specialists

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

- David Lloyd George. English Statesman

You operate your club
365 days a vear.

You spend thousands of
dollars in media

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

3 Day “at your club” Training Seminars include

4 Proven Profit Procedures

4 Sales Training

4 Prospecting & Telephone Training
4 Marketing Guidance

4 Tours & Presentations

Last year our clients averaged a 27.6 % increase!

Sales Makers

Proven Profit Procedures

800-428-3334
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Top Sales Producers: What They Have In Common

By Stephen “Doc” Doeren, Ph.D.
(Part 4 of a 4 part article]

In parts 1,2, and 3 of
TOP SALES PRODUCERS:
WHAT THEY HAVE IN COM-
MON, a total of 15 of “The 20
Golden Rules to Super Success-
ful Sales™ were presented. They
were:

(1) Prospect, Prospect,
Prospect!; (2) Be persistent; (3)
Look the Part: Use What You Sell;
(4) Be Resilient; (5) Don’t Work
Alone: Recruit An Army of Refer-
ral Agents By Providing Excellent
After the Sale Service to Your

Members; (6) Constantly Work
On Improving Your Sales Skills:
The More You Learn, The More
You Earn; (7) The Key to Selling
Is Discovering the Customer’s
Real “Hot Buttons” AND Then
Making the Customer Truly Be-
lieve That His or Her Fitness
Dreams Can Be Realized; (8)
Bcncﬁls‘ Not Features; (9) Know
the Competition:Develop a Com-
petitive Market Analysis; (10)
Become Fluent in the Language
of Sales; (11) Sell, Don’t Tell (12)
Selling is Not an Adversarial Re-
lationship: It Is a Win-Win Rela-
tionship for Both The Customer
and The Salesperson; (13) Don’t
Prejudge Your Customers; (14)
Don't Be Content With Just Get-
ting the Sale: Ask for Referrals at

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

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

—~

Per Payment Processed
($10 payment, $100 payment...same price!)
PLU?
Pro-Financial Collection

Ask for our FREE money-saving analysis worksheet

“IMPROVE YOUR PROFIT
RY DAY”

EVE

Call BUSINESS DEVELOPMENT Today!

1-800-233-8483
AFFILIATED ACCEPTANCE CORPORATION

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

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

AAC...“We're Here To Work”

E-MAIL: 74041,2525¢

compuserve.com

the Point of Sale; and (15) Use a
Daily Planner to Plan and Track
Your Goals and Sales Activities.

In Part 4, the Final 5
“Golden Rules” will be presented.
They are: (16) Qualify Every Pros-
pect; (17) Be Prepared to Overcome
All Customer Concerns (Objec-
tions); (18) Master the Art of Lis-
tening; (19) Develop a Professional
Level of Product Knowledge; and
(20) Whenever You Sense That You
May Be Losing Your Customer,
Circle the Wagons and Return to
Their HOT BUTTONS!!!

16. Qualify Every Pros-
pect - Qualifying the prospect is a
critical step in every sale. Just how
important is the qualification pro-
cess? According to leading sales
trainer, Tom Hopkins, surveys of
more than 1/4 million salespeople
indicate that the major difference
between sales persons who earn
$100,000 or more per year and those
who carn $25,000 or less per year
is their skill in qualifying! Do | have
your attention yet? Repeal that state-
ment to yourself one more time. The
message is crystal clear: top sales
producers are skilled qualifiers
whereas average sales producers are
not.

Qualifying refers to the
process by which a fitness consult-
ant (salesperson) asks the prospect
pertinent questions to find out in-
formation about his fitness goals,
interests, exercise habils, financial
situation, authority to make a deci-
sion, medical history, and possible
concerns (objections). Done skill-
fully, qualifying will provide the fit-
ness consultant with absolutely ev-
erything he needs to know about the
customer to get him started on a
membership. In short, it provides
the fitness consultant with a road
map to the sale. It enables the fit-
ness consultant to individualize his
sales presentation and tour to best
fit the customer’s particular needs.
If the fitness consultant neglects to
ask the right questions of the pros-
pect and/or fails to listen carefully
to the prospect’s answers to perti-
nent qualifying questions, the fitness
consultant is just taking a “shot in
the dark™ at getting the sale. After
meeting/greeting their guests, fit-
ness consultants should take their
guests to their desks, sit them down
and go over the prearranged quali-
fying questions before taking them

on a personalized tour.
The qualifying questions
should be asked in a natu-
ral, conversational man-
ner. All fitness consult-
ants should make use of a
qualification form, usu-
ally referred toas either a
personal interview ques- |
tionnaire, fitness analysis |
or guest profile, to make
sure that they address all
of the key areas of quali-
fication previously men-
tioned. Most importantly,
fitness consultants should | |
listen carefully to the
prospect’s responses to
the qualification questions

because therein lie the se-
crets as to how to get the

Steven "Doc" Doeren

prospect started on a membership

17. Be Prepared to
Overcome All Customer Con-
cerns (Objections) - Several
things are known about the health
club membership sales process.
First, very few customers come
into a club, walk right over to a
fitness consultant’s desk and get
started on a membership without
raising any concerns (objections).
Secondly, those customers that
raise concerns don’t usually just
raise one concern, they typically
raise multiple concerns. Thirdly,
experience shows us that fitness
consultants are likely to hear the
same set of core concerns ex-
pressed over and over again.
They include: “I want to think
about it;” * I need to talk it over
with my spouse; “I don’t know if
I'will like it;” “1 want to try it out
first before | get started;” “ | can
do it on my own;” “I'm not sure

if I can afford it;" * 1 don"t want
1o sign a contract;” *“ I'm not sure
if I'll stick with it;” “I want to

check out some other clubs first;”
“I've had a bad experience witha
health club before.”

Given this situation, that
is, that fitness consultants know
in-advance not only that they will
get objections (concerns) but that
they will also know in advance
what they are likely 1o be, it is
puzzling why and how so many
fitness consultants experience dif-
ficulty in overcoming them. This
isn't even fair. 1t’s like getting a
test in school before it is given and
having time to look up the an-

swers before you take it.
Certainly part of this dif-
ficulty stems from the fact that
many fitness consultants incor-
rectly interpret a concern (objec-
tion) by a customer as meaning
“No, I don’t want to get started on
a membership.” They think of an
expressed concern as a stop sign,
that the customer doesn 't want your
product/service. On the contrary,
all the customer is saying is that ‘I
need more information.” An objec-
tion is not a stop sign: IT IS ABUY-
ING SIGN! It simply means:
please help me overcome this con-
cern and 1’1l get started on a mem-
bership. The customer is asking the
fitness consultant to provide him
with a solution to his perceived
concern so that he can go about the
business of getting his fitness needs
satisfied. The best way that a fit-
ness consultant can do this is by
preparing convincing rebuttals for
the anticipated concerns they are
The fitness
consultants skill in doing so will
determine whether the selling situ-
ation will result in a “Win-Win" or
a “Lose-Lose” situation for the cus-
tomer and the fitness consultant.

certain to encounter.

18.Masterthe Art of Lis- .
tening - Two of the most frequently
mentioned sayings in sales are: (1)
“You have 2 ears and | mouth —
use them in exactly that propor-
tion" and (2) “The fitness consult-
ant should be listening 70% of the
time and talking only 30% of the
time.”

Why is this advice so im-

(See Doeren page 24)
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Doeren...

continued from page 22

portant for those who intend to be-
come top sales producers? Simple,
because the most effective way to
get a customer to disclose to you
the real underlying reasons why
they want to get started on a mem-
bership, as well as the specific con-
cerns (objections) you must over-
come to gel them involved, is to
ask the customer questions and
then to REALLY LISTEN.

Top sales producers ask
questions of the customer, then
they shut up and listen carefully.
Top sales produceres allow the cus-
tomer to reveal to them, without
interruption, all information rel-
evant to the selling situation. Top
sales producers are effective not
only in hearing the customer out
but also in feeding back to the cus-

tomer what they heard to confirm
that they heard the customer cor-
rectly. This “clarification pro-
cess” usually results in the disclo-
sure of even more information by
the customer to the fitness con-
sultant which can be used to in-
crease the likelihood that the cus-
tomer will get started on a mem-
bership today.

19. Develop a Profes-
sional Level of Product Knowl-
edge - To reach your full poten-
tial as a fitness consultant (sales-
person) it is mandatory to develop
a professional level of product
knowledge. Customers expect to
work with a “professional” who
is thoroughly acquainted with
every aspect of their product/ser-
vice. A fitness consultant simply
cannot know too much about his
product/service,

Have you ever gone into

jazzercise.

Fits Your
Facility’s

Needs

Jazzercise

is an internationally
recognized program with
12 different class formats
to accommodate your
scheduling and
community needs. All
classes have been
screened for safety and are
taught by a certified
instructor. Jazzercise is an
AFAA Corporate Affiliate.

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

— Linda Lunsford

- Huntsville Athletic Club, Huntsville, Alabama
Call Jazzercise, Inc. (619) 434-2101
to Locate a District Manager in Your Area
Visit us on the World Wide Web at http://www.jazzercise.com

e
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a place of business with the real
intention of purchasing something
and encountered a salesperson who
was simply unable to provide you
with the answers 1o your questions
about the product/service? Or, if
they did, the salesperson seemed
uncertain as to the accuracy of their
own answers?

How did that make you
feel? Did you feel comfortable
about making a purchase there? Or,

did it make you feel uneasy? Ob-_

viously, there’s nothing worse than
when a customer asks questions
that a salesperson should know the
answers 1o, but doesn’t. A lack of
product knowledge contributes to
customer concerns whereas a pro-
fessional level of product knowl-
edge eliminates customer concerns
and builds customer confidence.

Top sales producers in the
fitness industry know everything
about their product/service includ-
ing every feature; every benefit;
every piece of equipment, includ-
ing its name, manufacturer, how to
operate it properly during a dem-
onstration and, most importantly,
the benefits associated with using
each piece of equipment; the finan-
cial aspects of becoming a mem-
ber - - associated costs, options,
terms, conditions, financing, etc;
the legal aspects of becoming a
member - - they know the mem-
bership agreement inside-out; com-
pany history; days and hours of
operation; club personnel and
qualifications/certifications; sched-
ules of club activities/events; the
basics of exercise and fitness pro-
gramming, including knowledge
about cardiovascular conditioning,
resistance training, nutrition, circuit
training, aerobic exercise, losing
fat; EVERYTHING!

20. Whenever You Sense
That You May Be Losing Your
Customer Circle the Wagons and

Return to Their Hot Buttons -
Customers buy emotionally! Re-
peat: customers buy emotionally
and later they defend their deci-
sion logically. As was mentioned
previously in a discussion of
“Golden Rule” #7, “hot buttons”
are-the truc;underlying emotional
factors that motivated the cus-
tomer to come into the club. Their
needs and desires. Those fitness
goals that they are most interested
in accomplishing. How they want
to look and feel and, most impor-
tantly, why it's important to them
to achieve these goals now.

Often times when fitness
consultants sense that they are
losing the customer they have a
tendency to try to win the cus-
tomer back by immediately ap-
pealing to priced-related issues,
such as reducing or eliminating
the initiation fee and/or extend-
ing to them a first day joining in-
centive like adding onto their
memberships “bonus” time.
What fitness consultants need to
understand is that customers don’t
buy price; they buy fitness.

If there were just one
lesson you could take away from
this 4-part series on TOP SALES
PRODUCERS: WHAT THEY
HAVE IN COMMON it would
be: the key to selling health club
memberships is discovering the
customer’s real “hot buttons™ and
then making the customer truly
believe that his fitness dreams can
be realized.

Top sales producers re-
alize that at any time they are
starting to lose control of their
customers, they need to rebuild
their presentation back around
these two pivotal cornerstones.
Because, after all, if you can’t
convince and persuade the cus-
tomer that you have what they
specifically need nothing else
matters, including price.

If a fitness consultant is
experiencing difficulty setting ap-
pointments, getting appointments to
show or closing, it invariably leads
back to their inability to get the cus-
tomer emotionally involved - - they
either have not been able to discover
the customer s real underlying “hot
buttons” and/or they have been in-
effective in convincing them that
their fitness dreams can be realized
by acquiring their product/service.

CONCLUSION

I‘m sure that you have
been asking yourselves just how
cffective are these “20 Golden
Rules to Super Successful Sales”
when applied to a real, actual health
club selling situation? How much
can they effect a club’s bottom line?
All rhetoric and claims aside, do
they actually work?

S.0.S. (Sales On Site) just
completed a month-long compre-
hensive on-site sales training pro-
gram for a leading health club lo-
cated in a major city in the South-
western portion of the U.S. The
basis of the sales training program
was the “20 Golden Rules.” The
club’s sales staff was shown how to
apply. in day-to-day selling situa-
tions, all of the techniques and skills
which are at the foundation of the
“20 Golden Rules.”

RESULT: SALES WENT
UP A WHOPPING 54% !!! (Refer-
ence available upon request. Call
Toll-Free 1-888-767-4362.)

(Stephen “Doc” Doeren,
Ph.D., is the President of SALES
ON SITE, 5.0.5., a health and
sports club consulting company
which specializes in providing com-
prehensive on-site sales training
programs designed to bring fitness
centers more profits through in-
creased sales. )

MAKE

I'l FUN!
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NEILSOL'S HEALTHCARE CONNECTION

ALEADERINNEW ORLEANS

By Neil Sol, Ph.D.

Elmwood Fitness Cen-
ter, a 165,000 sq. fi. facility in New
Orleans, Louisiana, a Division of
Ochsner Medical Institutions, is
another example of a successful
health club/health care connection.

Elmwood Fitness Center,
a member of IHRSA, and a very
profitable hospital affiliated Fitness/
Wellness Center, is located 2.5 miles
from Ochsner Medical Center and
18 minutes West of downtown New
Orleans. Itis positioned in the heart
of a 35,000 employee business park
and has access to a large area resi-
dential market. As a result,
Elmwood Fitness Center enjoys a
membership volume of 8,750 mem-
bers, which is its capacity.
Elmwood Fitness Center has been
recognized as one of the top 3
IHRSA clubs in the US in 1996 and
1997 as providing the best in senior
health and fitness programming as
arunner-up in the annual Kaiser 50+
contest and in 1995 received the
Excellence in Industry Award of the
Association Hospital Health and
Fitness Centers. Needless to say,
Ochsner Medical Center is very
pleased with the performance of
Elmwood Fitness Center. The Cen-
ter provides not only new profitabil-
ity to the Ochsner System, but also
numerous other positive benefits in

the ares of preventive and clini-
cal health care for the community
it serves.

Elmwood Fitness Center
has not always been affiliated
with Ochsner Medical Center,
Actually, in 1986 Health Care In-
ternational (HCI), a hospital man-
agement company, based in Aus-
tin, Texas, built the fitness center
for a hospital it managed in New
Orleans. However, in 1989, HCI
had a financial set back and to re-
lieve its debt, returned Elmwood
Fitness Center to the Savings and
Loan (S&L) that financed the
project. Soon after, the S&L be-
came insolvent and Elmwood Fit-
ness Center went to the RTC who
proceeded to put ElImwood up for
sale. It is important to note that
during all the exchanges of own-
ership, the ElImwood Fitness Cen-
ter continued to be a relatively
successful and profitable busi-
ness. It was in 1991 that Ochsner
bought the Elmwood Fitness Cen-
ter from the RTC and established
it as a division of Ochsner Medi-
cal Institutions.

Once Ochsner pur-
chased Elmwood the Center’s
profit grew even more as mem-
bership sales boomed. Senior
membership, as an example,
Jjumped from 400 to 2,400.

Ochsner has been so
pleased with the Eimwood Fitness
Center that it has since built an-
other satellite location in down-

town New Orleans. The Down-
town Elmwood Fitness Center is
an 18,000 square foot facility that
provides health and fitness ser-
vices primarily to the New Orleans
business community. This fitness
center currently enjoys a member-
ship of 1300 members. Addition-
ally, ElImwood Fitness Center
management also operates a 2.100
sq.ft. fitness center facility in the
medical center, specifically for its
employees.

As with most fitness cen-
ters affiliated with hospitals, there
is a strong integration of programs
and services such as physcial
therapy, occupational therapy, car-
diac/pulmonary rehabilitation, etc.
In these programs, at Elmwood,
Ochsner Departments provide and
manage their programs. Elmwood
Fitness Center does not receive
any revenue from these program
revenues or rental from the space.
However, Elmwood Fitness Cen-
ter is operated by a very ingenious
and capable management team of
Ken Kachtik, General Manager,
Larry Conner, Assistant General
Manager and Comptroller, Roger
Zeigler, Manager, Downtown and
Rob Streek, MPH, Athletic Direc-
tor. They devised a program that
offers a complimentary member-
ship to the spouse of any individual
who participates in the hospital’s
clinical programs for the duration
of time the patient is receiving re-
habilitation. Elmwood has real-

ized the necessity and
success of spousal sup-
port in the rehabilita-
tion process and has
offered this short-term
facility use. Not only
is patient participation
in rehabilitation better
with the spouse pro-
gram, Elmwood Fit-
ness Center enjoys a
70% conversion of
participants of the
clinical program to fit-
ness center member-

ships.

Neil Sol, Ph. D.

Another
membership program that has
proved to be very successful for
Elmwood is a Membership Shar-
ing Program for area business and
industry. In this program area
businesses can purchase a num-
ber of memberships that is less
than their total number of em-
ployees and those memberships
can be shared among the total
volume of employees. In fact,
Ochsner Medical Center is a cor-
poration that participates in this
membership program.

Elmwood Fitness Cen-
ter was started with the
healtheare/health club connection
in mind because a health care vi-
sionary at HCI saw the future
merits of the fitness/healthcare af-
filiation. Whoever that executive
of HCI was, he or she should be
proud of their creation. Elmwood

Fitness Center, in affiliation with its
new parent Ochsner Medical Cen-
ter, has lived up to all of its expec-
tations and then some.

The leadership at
Elmwood Fitness Center is excited
about their connection to Ochsner
and their potential to extend the
health care continuum of care and
contribute to the health of their
market place.

Elmwood Fitness Center
serves as a terrific example of suc-
cess to all of the current and poten-
tial hospital health club relation-
ships.

Well done Elmwood!

(Neil Sol, Ph.D., is Direc-
tor of QOutpatient Services at
ValleyCare Health Systems in
Pleasanton, California. Neil may
be reached at: (510) 734-0111.)

WAIVERS AND

ormation You

Basic

By Doyice J. Cotten

Lawsuils in the health
and fitness industry are becoming
more prevalent and carrying with
them larger awards for the plaintiffs.
A recent case in point involved a 21
year-old univerSity student who suf-
fered cardiac arrest while exercis-
ing on a Lifecycle at the University
of Arizona student recreation cen-

ter. Employees called 911, but

. failed to perform CPR while

waiting for paramedics. She
was revived by paramedics, but
suffered brain damage. In spite
of the fact that she suffered from
hypotrophic cardiomyopathy
prior to the incident, the court
determined the university to be
negligent and awarded
$5,000,000 to the victim and an-
other $100,000 to the mother of
the victim. (Spiegler v. State of
Arizona, Case No.CV 92-13608

{Arizona,Maricopa County Supe-
rior Court), reported in SPRLR
Vol.9,p.59-60.

Regardless of how careful
the club management, and staff are,
injuries will occur. ‘When this hap-
pens, lawsuits are possible and
costly legal expenses and/or awards
are probable. Most club owners
and managers today are interested
in controlling such risks as litiga-
tion. Risk management is a popu-
lar term used to describe a number
of techniques that can be used to

LEASES...

cither eliminate or reduce risks
faced by the club and fitness pro-
fessionals. A major component
of risk management today is the
use of the waiver or release of li-
ability. Club owners, manage-
ment, fitness professionals, and
independent contractors should
know the answers to the follow-
ing quesitons:

Question 1 - [ have
heard that “waivers are not
worth the paper they’re written

Need To Know

on.” s that true?

No. Well written, prop-
erly executed waivers, signed vol-
untarily by adults, have proven to
be very effective in protecting
sport businesses from liability in
at least 44 of the 50 states. They
are not effective in Montana, Loui-
siana and Virginia and no sport-re-
lated waiver cases have been re-
ported in North Dakota, New
Mexico and Rhode Island.

(See Cotten page 27)
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continued from page 14

own people when he initially began
to make the switch to monthly dues.
And, most importantly, Mr.Wilson
gives excellent advice for club op-
erators that are still operating with
two and three year prepaid member-
ships or with long term retail install-
ment membership contracts.  All
club operators everywhere should
read and thoroughly understand
what Mr. Wilson is saying in his
interview. He has not only given
club operators sound advice for the
transition, he has addressed the
single most important issue in the
history of the health club industry -
that of membership pricing struc-
ture. The unilateral switch to
monthly dues by clubs everywhere
now, as recommended by Mr. Wil-
son, will accelerate the growth in
memberships in North American as
much as anything that has ever hap-
pened. The fact is, a segment of
the industry is still living in the
‘Dark Ages” when it comes to mem-
bership pricing structure. By tak-
ing Mr. Wilson’s advice, everybody
will win - the membership numbers
in the U.S. will soar and our indus-
try will prosper even more.

Ray Gordon, one of the
partners of Sales Makers, the mem-
bership training and consulting firm
based in Florida and New York, and
the most experienced membership
sales trainer in the industry, is a 20+
year industry veteran. Ray com-
mented, “ The direction most people
are going is toward initiation fees
and monthly dues. Some of the lead-
ing operators have made their en-
roliment fees very low and reason-
able and have moved their monthly
dues up. | think that’s a good plan.
I think the dues overall are starting
back up. 1've been waiting 15 years
for the industry to be where it is
right now. When we went to the
lower dues and focused on looks
and weight loss instead of the ben-
efits of regular exercise, we posi-
tioned the industry for a lot of fail-
ures. | think the quality clubs can
get a reasonable amount for dues
because people aren’t joining just
for the weight loss/looks, they are
joining for the health benefits, As
an industry, I think we are grossly
underpriced. | think that is caused
by the selling of the product. Many
operators sell the easiest way they
can and price cutting is the easiest
way. | recommend a one year mem-
bership and after that, month-to-
month dues. People come into the
clubs that have experienced failures
in diets, home exercise equipment,
other clubs and have tried maybe 15
things. We're not going to turn them
in 1 day! The reason | recommend
one-year commitments to start is it

will probably take a whole year
to safely say we’ve changed their
lifestyle. 1 don't believe in the
high initiation fee/low dues pro-
grams because that really says
“We don’t expect you to get re-
sults and stay, so we are going to
make you pay up front. You asked
for a tip on advertising. A good
idea is when you run a print ad,
also have color fliers with the
same ad on it printed. Use these
for corporate outreach and local
marketing while your ads are run-
ning and for a while after. That
will increase your results from the
ad. As far as clubs wanting to
make the move to monthly dues,
I recommend setting a plan to do
it over an extended period of time
and avoid trying to make the
switch too fast. There are very
few club operators that can stand
to take that hit all at once.”

We contacted several
veteran club operators to hear
their views on membership price
structure and their comments were
quite interesting.

Tom Todd, the General
Manager of the Athletic Club at
Denver Place in Denver and 18-
year industry veteran had several
interesting comments: “l think a
varied membership pricing struc-
ture has become more creative out
of necessity. Not long ago, some
of the ‘premier’ clubs around the
country had monthly dues that
were sacred and would not be
touched. Competition has
changed that. After six years here,
we now offer an alternative mem-
bership plan to our monthly dues
plan. We now do a one-year
agreement at our club which has
been very successful. We give a
six dollar per month discount for
any member that agrees to a one-
year commitment. [ did not want
to make it a *whole-hog’ dedica-
tion to the one-year commitment.
I wanted to have it as an alterna-
tive to our monthly dues plan. So,
our month-to-month rate is $83
while our one year agreement rate
is $77 per month. And, we offera
*buyout” of $125 for someone that
has signed up for a one-year
agreement but decides he would
like to quit. So, they are not locked
in without recourse. | truly
wanted 10 be member-oriented
with my pricing structure, even
though 1 did want to increase prof-
itability. 1 chose to pay my sales
people the same commission re-
gardless of whether they sold a
one-year membership or a
monthly dues membership. It truly
became the member's choice. We
had no reason to try to pursuade
them one way or the other. In re-
gard to the retail installment con-
tracts, | hope those days are dis-
appearing. It is much healthier for

the industry if your club can live
on dues. What it does is put pres-
sure on us to operate the club as
well as possible for the member
so we can keep his business by
making him happy. It puts all the
pressure where | believe it should
be, which is on the club. If you
g0 to a hotel and they give you
lousy service, you don’t have to
go to that hotel when you come
1o town again!™

GeofT Dyer, the owner
of the LifeStyle Family-Fitness
Center chain of six clubs in the
Tampa, Florida area commented:
“We still offer memberships on a
contractual basis of 12 months or
24 months. But, like most opera-
tors, | would prefer not to do that.
I think it's not too far in the future
that we will be offering member-
ships on a month-to-month basis
like you see in California. I think
that’s what the public wants to
hear.... it is just a big step to go to
that next level. Part of getting
there is collecting your accounts
on EFT. We no longer offer a dis-
count on a prepaid membership,
so we are really setting ourselves
up for a monthly dues cash flow
stream where our clubs are paid
for by monthly dues. So, it be-
comes more achievable to go on
a pay-as-you-go basis. But,
you’ve got to go from one step to
the next step to the next step. We
get less than 15% cash now, where
we used to get 30-35% cash. With
just 15% prepaid, most of our
members are set up on a monthly
EFT basis. The next step for us
will be to reduce the term of the
contract and ultimately do away
with it altogether. Beyond that,
the next step will be to collect EFT
dues twice per month, instead of
the traditional monthly basis. |
can’t emphasize enough the im-
portance that EFT debiting has
had. Before EFT we experienced
a 20% + annual drop out rate on
direct billing. Now we are down
to only about 8% loss rate on EFT
billing. That's all increased rev-
enue without increasing the num-
ber of new sales. It is being ac-
cepted better by the customers. |
think that has been the best single
move we have made yet. The next
move will be to improve customer
perception by eliminating con-
tracts or downsizing the length of
them. Just one comment about
your guestion related to tips for
other club operators, | think the
biggest thing that has helped us
improve and professionalize our
business has been going to those
IHRSA Conventions and being a
part of the Faust Roundtable.
Communicating with the top op-
erators has enabled me to learn
more through looking at what ev-
eryone else does as opposed to

trying to reinvent the wheel my-
self. Those guys in my Faust
Roundtable, Tony de Leede and
Joe Cirulli and the others, they
have been fantastic for me to work
with! We talk all the time.”

Tim Mansour, is the
owner and founder of four At-
lanta-area Fitness International
Clubs, each of which are in the
40,000 square-foot range.
Mansour was recently honored by
the SBA (Small Business Admin-
istration) as Georgia's 1997 Small
Business Person of the Year. He
is one of 52 top small business
owners, one from each state, plus
D.C. and Puerto Rico, who were
honored in Washington, D. C. in
June. Mansour is now competing
for the national Small Business
Person of the Year Award.

Mansour comments,

"I've seen so many different types
of memberships. | think that the
reason 4 lot of clubs fail is not be-
cause of the facility and what they
have in it, but instead the way they

run it and how they structure their
memberships. Every other day they
are looking for special deals that are
all about price. It is not selling your
product, it is cutting the price
whichever way they can they cut
the price.... giving a year away or
whatever. What they have done is
just cheapen the industry. I've al-
ways said that if I could get all of
the health club owners together in
aroom and [ would tell them, "look,
you could charge twice what you
are charging if everybody would
stay on the same playing field." A
lot of clubs in the industry have
cheapened their prices through
‘deals of the day’ so much in order
to get more members, it has really
hurt the industry. What we have
done is said, ‘Look, we don’t ne-
gotiate price, but what you get in
return for your money is excellent
service and facilities and equip-
ment. We charge a fair price for the
quality of club and service we are
providing. Many clubs have be-

(See Pricing page 27)
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continued from page 25

Question 2 - You said
that well written, properly ex-
ecuted waivers signed voluntar-
ily by adults will protect sport
businesses in most states. Are
waivers effective if signed by mi-
nors?

" No, clubs and fitness
professionals should not rely upon
waivers for liability protection
when the injured party is a minor.
A waiver is a contract and gov-
erned by contract law, which says
that parties to a contract must be
of majority age. If a minor signs
a waiver and is subsequently in-
jured, the minor is free to disaf-
firm the contract and sue the club
or professional for damages. The
same is generally true even if the
parent signed the waiver on be-
half of the minor. It is well-es-
tablished that parents cannot sign
away the rights of a minor.

Question 3 - Do inde-
pendent contractors {i.e., per-
sonal trainers, aerobic instruc-

tors, sport instructors}
need to worry about
waivers or liability?
Yes. An inde-
pendent contractor is a
small businessperson and
will be liable for injuries
caused by his or her neg-
ligence. It would not be
prudent for independent
contractors working in
clubs to rely upon the club [ 5
waiver for protection. |
That waiver may or may
not be adequate or avail-
able when needed. Use
your own waiver de-
signed to protect you as an
independent contractor.

(Doyice and
Mary Cotten own their
own business, Sport Risk Con-
sulting, in which they work with
sport-related organizations (i.e.
schools, recreation departments,
and health & fitness clubs) in re-
ducing risks, inspections, and risk
management training of employ-
ees. Their book, Waivers & Re-
leases for the Health & Fitness
Club Industry, available for

Doyice Cotten

$18.95, including shipping, in-
cludes: (1) a summary of waiver
laws in each state., (2) useful guide-
lines for writing waivers, and 3) sug-
gestions for administering waivers.
They may be contacted at Dayice J.
Cotten, Sport Risk Consulting, 403
Brannen Drive, Statesboro, GA.
30458; (912) 764-4848; E-mail:
doyicej@gsaix2.cc.gasow.ede.)

..Pricing
continued from page 26

come like the used car business
where the first question your cus-
tomer asks when he comes in is:
‘What kind of deal can you give
me today? We liken our operation
to the CARMAX of the industry
because we have a fair price phi-
losophy and we push the quality
and service of our club. Gosh,
I've seen so many different deals.
Buy one, get one free, join today
- renew for a dollar, join today-
get three months free. Many op-
erators have forgotten aboul why
they are there and they are mainly
negotiating price the whole time.
If people will just quit making all
of these deals, people will pay a
higer and fair price. | mean,
people will go out and pay $45 for
18 holes of golf which takes four
or five hours. We give someone a
full month of access and service
for just $38 per month! They can
do it all. When people know they
can get it cheaper, they are going
to try to get it cheaper.”

Mansour provides a va-
riety of membership options rang-
ing from one month up to three
years. He also offers a month-to-
month where a person pays a one-
time initiation fee and monthly

dues. Mansour comments, “ What
we don’t do is say to any customer
that ‘today we are going to give this
special deal to you and tomorrow,
when his friend comes in he might
get a better deal. We just don't
change our prices like that. One
customer will not get a price that is
different than another customer. We
will sell a person a one-month
membership if that is what a mem-
ber wants because we know that we
are going to satisfy that member
during his one month and he will
want to set up a more regular pay-
ment plan. We accomodate what
they want. We believe that the
worst customer we can have is a
member that is paying you and not
using the facility. A member like
that can be your worst advertise-
ment because he tells his friends,
‘I'm paying my dues, but I never
use it. We try to go the other route.
“ Mansour has 27,000 members in
his four clubs which are predomi-
nately family members. He has not
yet switched to the EFT program,
sticking instead to billing and cou-
pon books for collections.

(Norm Cates, Jr. is the

Publisher of The CLUB INSIDER
News, a 20+ year club industry
veteran, the Ist IHRSA President
and a Co-Founder of the Associa-
tion.)
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NATIONAL FITNESS TRADE JOURNALAND FITNESS
MANAGEMENT'S DISTINGUISHED SERVICE AWARDS

T he Second Annual
Distinguished Service Awards were
presented by the NATIONAL FIT-

and

EITNESS MANAGEMENT
MAGAZINE at the 1997 National
Fitness Trade Show and Lifestyle
Symposium. The following honor-
ees have 12 or more years of expe-
rience in equipment manufacturing
and have been chosen by fitness in-
dustry colleagues to receive special
recognition for their outstanding
service and accomplishments.

Richard D. Charnitski -
Richard Charnitski is the CEO and
President of Heart Rate, Inc. He
graduated from Rennsselar Poly-
technic Institute, Troy, New York,
with a Bachelor of Science in Me-
chanical Engineering and was com-
missioned in the U.S. Navy. After

Fax: (608) 356-7587

McArthur Athletic Towels

1-800-356-9168

L

§

Richard
military service, he spent four
years designing and field. testing
Corporal and submarine missile
launching systems at the Firestone
Guided Missile Labortory in
Monterey, CA. Throughout the

Need club towels?
Go to an insider!

We've prided ourselves for over the past 112 years in
solving towels problems. It's more than just cost alone—
what quality level? How long will they last? Imported vs.
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We’re the licensed towel supplier for every major sports
team in America and school and club towels and locker

rooms are our specialty!

Call or fax us today for our
FREE towel catalog—we even mm
have a custom product catalog to wﬂm“
help you promote your club!

PO Box 448, Baraboo, W1 53913
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60's and early 70's, Richard was
the founder and Vice President of
Synergist Products, Inc., Irvine,
CA., the manufactuer and mar-
keter of numerically controlled
automatic wire wrap machines for
the computer and communication
industry. He also consulted for
Cavirtron Corp. in New York and
for Cooper Vision in Irvine, CA.
In 1978, Heart Rate, Inc., a pri-
vately held California Corpora-
tion, was founded to design and
develop heart rate monitors and
the first total body climbing ma-
chine - VersaClimber®. At that
time, Richard obtained an exclu-
sive license from NASA to fur-
ther develop, manufacture and
market a new capacitive electrode
technology for use in the fields of
ECG, EEG, and EMG testing and
monitoring. The company's
1*2*3* Heart Rate Monitors and
VersaClimbers now incorporate
this exclusive NASA ECG tech-
nology providing the most reli-
able, accurate heart rate signal
without skin preparation available
today.

“The VersaClimber was
developed a full three years be-
fore the first stepper has finally
come of age,” states Charnitski.
“Consumers and club owners
alike have finally realized the ad-
vantages of full body workout.
It’s too bad people didn’t realize
this years ago,” he added.

Today Heart Rate's
cardio and strength line has been
expanded 1o encompass the “one
stop shopping approach™ and in-
cludes Versa Climber, Sit-Up
Master, ClimbMaster, PACE
Cross Conditioning Circuits,
Hoist  Fitness  Systems,
WalkMaster and accessory prod-
ucts such as Accu-Measure Per-
sonal Body Fat Tester, and
1*2*3* Heart Rate Monitors.

Dick has three children,
Dan, General Manager at Heart
Rate, Sue, Heart Rate’s show co-
ordinator and Mike. Dick resides

es M. Doo;iy

in Mission Viejo, Ca.

James M. Doody -
James M. Doody, Jr. was an early
investor and vice president of busi-
ness development for the creative
So.Cal. industrial and micropro-
cessor engineering company.
Unisen, Inc. which was hired by
Ray Wilson to develop the fitness
industry’s first electronically-con-
trolled exercise cycle.

Capitalizing on the suc-
cessful design and manufacturing

Ji - 4 4
Ron Dorwart

taining them in
the company’s in-
fancy. A few
years later Ron
raised production
to 3200 bikes a
' \month, before
production moved
to Chicago. Ron
always put the
customer first.
Ron says “If you
believe in the
products as much
|as | do, you want
7“0 go and show
customers what
the equipment can
do for them.” Teaching and caring
about the customer is #1 in Ron’s
book.

Ron was a big part of the
company, not only building
Lifecycle Trainers, but delivering
them to celebrities. Through the
years he has rubbed elbows with the
likes of Bob Hope, Johnny Carson,
Sylvester Stallone, Heather
Locklear, Jacquelyn Smith, Cher,
Amold Schwartzenegger and vis-
ited the White House, and met
many more big time celebrities.

contract with
Wilson's
Lifecycle Cor-
poration,
Doody
founded the
Star Trac divi-
sion of Unisen
to introduce
the revolution- " .
ary TR2000 b I

treadmill. The 80
TR2000 estab- .
lished Star

Trac as the
pioneer in reli-

®

4%

From one prod-
uct, Life Fitness
has grown into
the largest
manufacturer of
fitness equip-
ment in the
world.

Ron’s
vast knowledge
of Life Fitness
Products serves
him and Life
Fitness well in
his current posi-
tion as service

able motor
control, pro-
grammability and price economy
in commercial treadmills.

Doody subsequently
hired popular fitness industry
names Jim McPartland and Andy
Richter to help build Star Trac’s
infrastructure for benefit-based
sales and customer service.
Doody now oversees broadening
of Star Trac treadmill, stepper and
cycle product lines in more than
sixty foreign countries. Doody
holds an engineering degree from
Stanford University and an MBA
from Harvard.

Ron Dorwart - Ron
Dorwart began his career with Life
Fitness (known then as Lifecycle)
in 1978. He was responsible for
manufacturing. Ron remembers
building one and two bikes a
month, and delivering and main-

Jim Flanagan

technician for
the Western
United States.

Jim Flanagan - Jim
Flanagan holds a Bachelors and
Masters of Education from the Uni-
versity of Central Florida. He
taught in the Orange County School
System in Orlando, Florida.

Jim started in the fitness
industry in 1971 and owned and
operated a Fitness Center for 15
years. He was employed by Nauti-
lus Sports/Medical Industries from
1976 to 1987. Jim has also set-up
personal training programs for vari-
ous athletes at all levels since 1971.
He worked as a clinician/speaker
with the coaching profession from
1976 through 1987.

Jim is currently employed
by MedX Corporation, a medically
based company specializing in spe-

(See Service page 29)
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cific testing and rehabilitation to
soft tissue injuries of the lower
back, neck and knee. Since 1991,
MedX, has re-entered the fitness
industry with its new strength train-
ing line.

Jim would like to thank
Arthur Jones, inventor and former
Chairman of both Nautilus and
MedX for affording him the oppor-
tunity to work with him. That op-
portunity was golden and will al-
ways be cherished.

Rich Hanson - Being in-
volved with athletics and working
out was always fun and fascinating
to Rich. Training became more se-
rious during his U.S. Marine Corps
experience, but it was actually a
“great stress outlet” from the daily
regimen of recruit training. Return-
ing to college he pursued a teach-
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Moving on to Los An-
geles High School, Frank
earned three Varsity letters
in football, was awarded All
League and All City team
honors and was chosen to
play inthe city Vs. C.LE All
Star Game. As an under-
graduate, Frank played var-
sity football at San Jose Col-
lege and U.S.C.

From 1955 to 1969,
Frank was in the commer-
cial real estate business and
then purchased the North
Hollywood Gym with

Rich Hanson

Walker and the inventor, Lanny
Potts. It was readily apparent that
the three men were terrific people,
with a great idea for a product, and
very naive about how to market
and distribute to the exercise in-
dustry. In July of 1984, Rich
opened a West Coast distribution
company for StairMaster along

ing credential
and from 1974-
1976 he taught
and coachedata
high school in
Queensland,
Australia,
where he de-
signed and built
the school’s first
weight training
equipment. He
was also a guest
speaker at the
State Teacher’s
Conference on

with (The Tulsa
Group), Nicho-
las Orlando,
Randy Peterson,
and Paul
Samide. Richis
currently the
Western Re-
gional Manager
of StairMaster
Sports/Medical
Products, L.P.
“Many people
in the industry
T T A
StairMaster

weight training.
He and his wife
traveled
through Japan, Russia and Europe
before heading home.

Upon returning to the U.S.
Rich again taught school and
coached, but also began leading
group and individual training for
clients of a Registered Dietitian.
This led to researching the possibil-
ity of opening a year-round, medi-
cally-referred camp for kids with
special needs. The camp never
came lo fruition but by “bugging
people at Nautilus about informa-
tion and research | was offered a
summer job at a health club in
Woodland Hills, Ca." In 1979 he
left teaching, working his way up
to managing a Nautilus of Califor-
nia club, then eventually being the
Equipment Sales Manager for Cali-
fornia and Nevada. During this time
Rich was completing requirements
for a Masters Degree in Exercise
Physiology.

In the Fall of 1983 he saw
asmall ad in a magazine with a cap-
tion, “The Workout Of Your Life.”
- the first StairMaster ad. He had
several conversations with the three
owners of the company from Tulsa,
Oklahoma, George Schupp, Jim

Frank Kaplan

little chance of
succeeding.
Some actually
laughed at us, and those negative
comments spurred us on to work
even harder.”

Frank Kaplan -Born
in 1933 in Los Angeles, Ca.,
Frank Kaplan's sports activities
began at Louis Pasteur Junior
High School, where he held the
school rope climb record and let-

Frank Van Der Nagel. Sub-

sequently, Frank built,
owned or operated a dozen gyms,
many of which are still in opera-
tion. Continuing body building,
Frank won the tall class 1984 Mas-
ters Mr. Western USA title in
Fresno, Ca. Frank was employed
for eight years by Icarian Gym
Equipment company and in 1989
joined Flex Equipment in a sales
capacity.

Frank currently handles
shipping and traffic management
at Flex, while still serving some
of his long-term clients. Frank, the
father of three grown children, is
agrandfather and yearns to resume
weight training after major surgery
in 1996. Frank’s younger son
Bruce, now 40, after many years
with Universal Gym Equipment,
has relocated to San Luis Obispo,
and is with a major sporting goods
and fitness equipment retailer.
Frank has attended every National
Fitness Trade Show since its in-
ception and looks forward to many
more.

Brian Lewallen - Dur-
ing his football and marketing
major career at the University of
Notre Dame, Brian sampled how
not to build weight equipment by
training on 40 year-old, antique
equipment huddled into the dismal
basement of a dormitory with 150
athletes vying for that last rickety
dumbbell on a dilapidated rack.

tered in track, After
football, basket- seven
ball and baseball. years in
Atage 14 Frank's the inter-
older brother national
bought him a export
York 110 1b. bar- business,
bell set, which Brian
Frank has to this stumbled
day. upon the

Frank’s equip-
interest in body ment ge-
building and nius of
strength training the day,
had its roots in Roger
Bert Goodrich’s i Helgesen,
Gym in Holly- . while
wood and his  Brian Lewallen ..
idols were the at a club

popular Steve Reeves and Earl
Pedersen. .

in near L.A.X. Ron Haddad, still
a valuable distributor for Muscle

Dynamics (MD), introduced
Brian to Roger, the first per-
son to use 2-inch square tub-
ing and who got his start pri-
vate labeling for Gold’s Gym
and Muscle Beach.

Brian recruited his
cousin, Tom Csenar, from
South Bend, Indiana as his
partner in the late 90's. They
embarked on the unenviable
task of tackling the Goliath of
the industry, Nautilus. To do
so, they made an early com-
mitment to build their busi-

ness through an extensive
dealer network realizing that
the route of copious trade
shows and direct selling ads
could not displace the friendli-
ness and efficiency of a local dis-
tributor. Thus Brian hit the road
for 26 weekends in a row to roust
up the beginnings of what is a
vast and loyal dealer base. The
formula was simple: Build what
customers want..., superior,
streamlined, low maintenance
equipment with a moderate price
tag while allowing the dealers to
make a good profit.

In 1991, Terry Rogan,
arugged veteran of Nautilus in-
ternationally, came on board to
add stability to the dealer net-
work while expanding world-
wide sales. The plan has worked
well with MD being among the
world’s top manufacturers with
fast, on-time deliveries of over
100 machines, benches, and
racks and very competitive

Roy Simonson

sibility of new designs), new prod-
uct development and quality control.
Mr. Manigo has over 21 years of fit-
ness product design experience.

Roy Simonson - The career
of Roy Simonson, Director of Prod-
uct Design at Cybex, has been one
of logical progressions born of a pas-
sion for tinkering, a few injuries, and
an unquenchable desire, as he puts
it, “to build stuff.”

A native of Minnesota, Roy
grew up playing sports. “l was a
goalie on our high school ice hockey
team,” he recalls. “ I started making
protective masks for myself, and by
the time | was 17, | was making them
for other high schools, colleges and
professional goalies as well.”

Roy's innovations have en-
hanced the safety and efficiency of
equipment used by the National

prices. “Every- Hockey
one in our com- League, the
pany is valuable National
from custodian Football
1o office person- League, the
nel. We don't summer
waste money! and winter
We operate effi- Olympic
ciently with a 3 athletes,
great product. g ~ | and even
That’s the secret ; ¢ | the French
to our success!” | national cy-

. Brian cling team.
graduated from / Indeed, it
Notre Dame in ‘ was after
1970. He lives undergoing
in Palos Verdes, . knee sur-
Ca. with his JeS,S'e Manmga gery when
wife, Terri, and 4 children, while he began

his eldest daughter Lauri, runs
the CALTRAC division of MD.

Jessee Manigo - Jessee
Manigo joined Keiser in 1975 as
adraftsman while attending col-
lege. In 1977, he received his
Bachelor of Science degree in
Industrial Technology, with an
emphasis in manufacturing,
from Cal. State University in
Fresno. Mr. Manigo oversees
new product design, with re-
sponsibilities for all engineering
activities, research (setting up
test stands for determining fea-

riding a rehab bike that Roy became
intrigued with bicycle design. A sub-
sequent bike injury got him inter-
ested in weight lifiting, which helped
recondition him for cycling.

In 1979, Roy and his
brother, Mark, launched their own
successful exercise equipment com-
pany, Eagle Fitness Systems. In
1983, they sold Eagle to Cybex,
which at the time was in the
isokinetic medical equipment busi-
ness. Roy remained with Cybex,
where he has continued to indulge
in his passion for building stuff.

(See Service page 30)
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Today, Roy, his wife, and
three children all pursue a range of
sporis near their home in Colorado
Springs.

At Cybex, Roy and his
team have designed about 100
products which account for some
90 percent of the company’s annual
fitness sales. The best thing about
his job, says Roy, is “the creative
aspect and working with people who
have the same passion, pride in their
work, and commitment [ do. That is
a real hallmark of Cybex.”

Jim Trisler - Jim joined
Paramount and the fitness industry
in 1980. With a BS in Industrial
Management from Purdue Univer-
sity and an MBA from the Univer-
sity of Detroit, it was an opportune
time as the major growth and
changes were just beginning to oc-
cur within the industry and Para-
mount.

Paramount was addressing
the need to move from solid steel
chromed construction to a 2" square
tubular line with an expanded prod-
uct offering upon his arrival. The
carly 8Os saw Paramount become
one of the first companies to offer

chanics and ergonomic fit
and feel.

More recently Para-
mount unveiled the well-re-
ceived line of patent pend-
ing rotary motion single sta-
tions designated “Ad-
vanced Rotary Technol-
ogy.” They are following
with a complete line of
single station leveraged
mass movement unils tar-
geted for price and feature
conscious buyers.

Jim has seen that
through constant research,

Jim Trisler
quality single and multi-station
home units plus 3 to 4 station com-
mercial units.

In the mid-BO's, Para-
mount ventured into the realm of
computer controlled strength ma-
chines, retail ergometers and re-
tail benches. The economically
priced FitnessLine, Paramount
Lady Line plus continued devel-
opment of multi-station and high
quality home units saw the 80's
draw to a close.

As they entered the 907s,
an entire new line of commercial
products greeted the industry - the
Performance Line of selectorized
weight machines and free weight
products. These innovative de-
signs delivered superior biome-

development and introduc-

tion of cutting edge prod-
ucts: the consumer has been given
vastly improved biomechanics
and a high increase in value per
dollar of cost.

Jim is currently the Vice
Chairman of the Fitness Products
Council of the SGMA. An avid
snow skier and hacker golfer, Jim
has always believed in being
physically active even prior to his
career in the fitness industry. Jim
has been married for 31 yearsand
has two children ages 25 and 27.
The past years have been great fun
and he is proud to have been a part
of Paramount and the fitness in-
dustry. Jim is currently the Presi-
dent of Paramount Fitness Corp.,
a position he has held for the last
17 years.

Mike Sweeney -
President of Tectrix Fitness
Equipment, Mike graduated
in 1977 from SDSU with a
Biology degree and joined his
father’s company, Unisen,
Inc. There he served first as
an engineer designing as-
sorted products including
alarms, industrial control
equipment and fitness prod-
ucts. Later he managed pro-
duction as a VP.

Mike started Tectrix
with his brother, Jim and an-

A

other Unisen defector, Duane
Stark, in 1988, After dem-
onstrating a rough prototype to a
Japanese export company, Tectrix
got its first order, paid six months
in advance, and was on its way.
By 1989, Tectrix was shipping its
first product, the ClimbMax™
and had a hit! The product line
has grown to include a high end
home climber, upright and recum-
bent bikes and the super high tech
VR line. The business awards of
which he is especially proud in-
clude: two years in Inc.
Magazine’s listing of the fastest
growing 500 private companies
in the US; the Orange County,
CA. Entrepreneur of the Year
Award in Manufacturing; and a
World Trade Center Exporter of
the year award.

f W
Mike Sweeney

Mike likes his company
developing high performance
equipment. Mike says, “If it isn’t
better than the other equipment on
the market, it is not worth doing.
This is a general principle guiding
Tectrix. We build performance.”

His three kids, Nicolette,
Ryan and Kate are in respectively,
college, high school and Jr. high.
The kids are the focal points of his
personal life whereas semi-extreme
sports are the play focus. Surfing
California waves (the bigger the
better, skiing or boarding off the
top of Mammoth or mountain bik-
ing around the hills in Laguna at
night provide some of Mike’s regu-
larly needed physical thrills.

ular Cross Trainer

Non-Impact
Exercise

Upper & Lower
Body Movements

No Electrical
Requirements

Low Cost to
Own and Operate

Get on and Go
User Friendliness

Call for more  800.678.7888
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HAMMER
STRENGTH

STEVE YOUNG

All Pro San Francisco 49'ers - NFL

HAMMER STRENGTH

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