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SEAT BACK

An important element in the MedX exercise and
rehabilitation programs is the MedX Stretch
Machine®. Better stretching means fewer injuries,
enhanced flexibility, plus more productive strength
and cardiovascular training.
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Better stretching means less injuries, plus more
productive strength and cardiovascular training.
The MedX Stretch® encourages flexibility training and pro-
vides a safe, biomechanically-correct assisted stretch without
requiring assistance from a partner. Its fun, very user friend-
ly and inspires persistent training. The highly adjustable
MedX Siretch® accommodates strefchers from beginner level

ZMed

MEDICAL -

800-876-6339

S PORTS -

fo experienced athletes. It provides a highly effective 6-
stretch flexibility program that enhances movement around
the joints of the knee, hip, spine, shoulder, elbow and wrist,
in addition fo seven major muscle groups. If your members
are looking for objective, quantifiable results, that are easily
and accurately measured, you needn’t look any further. For
more information on the MedX Stretch®, call us today.

FITNESS

MedX Inc. » 1401 NE 77th Street, Ocala, FL 34479, USA « Phone (352) 622-2112 * Fax (352) 629-8670 * www.medxonline.com
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ROGER AND EI AINE RALPH
WIN ENTREPRENEUR OF THE YEAR AWARD!

PART I
By Norm Cates

Bel Air, Maryland - The
Bel Air Athletic Club is one of the
top clubs in the country because of
the vision, hard work and determi-
nation of the founders of the club,
Roger and Elaine Ralph, and the
excellence of the team that they
have assembled to serve their mem-
bers.

The Ralphs have been in
business in Harford County, Mary-
land since 1980 when they estab-
lished the club as a 25,000 square-
foot, 10 court racquetball facility
with a Nautilus room. Since that
beginning, the Ralphs have con-
stantly pursued growth plans to im-
prove the facility for the Harford
County Community it serves. The
Bel Air Athletic Club is now a
96,000 square-foot, multi-purpose
club that offers virtually every fa-
cility and service you can imagine
under one roof. The club now
serves 12,000 members in this bed-
room community of Baltimore,
Maryland.

The story of how Roger
and Elaine Ralph have developed
their club, served the club industry
nationwide and their community is
truly a model for others elsewhere

who aspire for greatness.

The Bel Air Athletic
Club has been ranked as one of
the Top Five clubs in America by
the International Health, Racquet
and Sportsclub Association
(IHRSA). Upon arrival, the club
“feels” like Red Lerille’s Health
and Racquet Club in Lafayette,
Louisiana and is comparable in
scope to other great U.S. clubs
such as Cedardale Athletic Club
in Haverhill, Massachusetts. In
1998, the Bel Air Athletic Club is
one of the largest and most suc-
cessful independent health and
athletic clubs in the U.S. in terms
of membership size, scope of ac-
tivities and financial performance.
Its market penetration and mem-
ber retention rates are signifi-
cantly above the national average.

The Bel Air Athletic
Club facilities and services in-
clude: a large fitness center with
extensive lines of cardiovascular,
selectorized weight machines and
free weights, two group exercise
studios, a two-court basketball
gym, The Harford Dance Center,
indoor running/walking track, 5
racquetball courts, extensive
childcare facilities, a women’s
only fitness center, a large pro
shop, spa services, martial arts
studio, The Wellspring Center for
prevention and stress reduction,
Mollison Station Kids Summer

Camp, snack bar and five out-
door swimming pools for adults
and kids ( 4 pools are covered by
a 16,000 square-foot dome in the
winter months). There is also a
Computer Laboratory which pro-
vides computer training for
members in cooperation with the
Harford County Community
College. The Computer Labora-
tory is a pet project of David
Bradshaw, General Manager of
the Bel Air Club.

The Bel Air Athletic
Club has 5,000 dues-paying
membership accounts. The 24
different club profit centers gen-
erate annual revenues of
$6,400,000!

The Ralphs have re-
ceived numerous honors for their
achievements. They received
IHRSA's National Marketing
Award in 1985. In 1991, Roger
Ralph received the highest honor
bestowed by IHRSA when he
was awarded the Association’s
Distinguished Service Award.
Now, the Ralphs have been hon-
ored in their home state and na-
tionally as the winners of the
prestigious 1998 Ernst & Young/
NASDAQ Entrepreneur of the
Year Award for the State of
Maryland.

Ben Emdin, IHRSA ex-
officio President comments, “I'm
very happy to hear about Roger

and Elaine Ralph winning the
Entreprencur of the Year Award
because no one deserves such
recognition any more than the
Ralphs. Roger is one of my fa-
vorite people that I've ever had
the pleasure to associate with.
He's a dear friend. He and
Elaine deserve everything they
have achieved. Roger is a true
visionary. One of the few we
have in our industry. He can see
the big picture very quickly.
The other thing about Roger that
I just absolutely love is that ev-
erything that he does is struc-
tured around building a better
community. That’s a concept
very dear to my heart. | don’t
know if there is anybody in our
industry that does it any better
than Roger. And he’s able to do
it with an eye on his business,
our industry and his community.
He has always structured things
asa * win-win’ for everyone. He
really is an extraordinary per-
son!”

Ernst & Young LLP
& NASDAY
Stock Market

Leaders In Small
Business Recognition

The Entrepreneur of
the Year Award Program is spon-
sored nationally by Ernst and

Young LLP and the NASDAQ Stock
Market. It honors individuals whose
ingenuity, hard work and
perserverance have created and sus-
tained successful, growing business
ventures.

Nominated by the Harford
County Chamber of Commerce, the
Ralphs were chosen as winners for
the health & wellness industry based
on their commitment to their busi-
ness and community, financial per-
formance and innovation. They
were selected from 26 Maryland
Entrepreneurs of the Year finalists
and were among nine award recipi-
ents who become finalists at the na-
tional competition held in Palm
Springs, California in November.
During this time the Ralphs will be
inducted into the Entrepreneur of the
Year Institute along with the other
national winners.

The excellence of The Bel
Air Athletic Club is mirrored by the
Ralph’s multitude of contributions
to the club industry at large and their
community.

Roger Ralph pioneered the
relationship between the taxpaying
health club and the President’s
Council on Physical Fitness and
Sports and chaired the committee
which developed IHRSA’s Code of
Ethics, now a requirement for mem-
bership in the Association. In 1987,
he co-founded with Sport and

(See Roger Ralph page 6)

Club Sports International Acquires
New Mexico Sports & Wellness

Albnquerqne, New
Mexico- New Mexico Sports &
Wellness (NMSW), one of the
state’s largest and most prominent

fitness club chain, has been pur-
chased by Club Sports Interna-
tional, Inc. (CSI).

CSlis the largest upscale
fitness club operator in the nation.

(" Inside The
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Currently CSIowns and manages
over 50 clubs serving more than
400,000 members nationwide.
Headquartered in Denver, CSI
has approximately 4,000 associ-

ates working in its clubs in 15
markets across the country.
“We are very excited to
welcome New Mexico Sports &
Wellness and its members to our

family of clubs,” said Ed Williams,
CSl Senior Vice President. “The vi-
sion and hard work demonstrated by
the entire organization has made it

(See CSI page 10)

‘Who Are The Hoftest
Health Clubs? Former Members

A! ITHRSA's 17th An-
nual Convention and Trade
Show, held this past March,
IHRSA's Executive Director,
John McCarthy, announced plans
to rally the fitness industry — in-
cluding health clubs, equipment

manufacturers, and allied pro-
fessionals — around a single
unifying goal: to increase the
total number of health club
members in the U.S. from the
current 22.5 million to 40 mil-
lion by the year 2010. As the
industry moves forward with

For

plans to reach this goal, the first
obvious step is to bring back into the
clubs those who have left.

“There are 26 million
former health club members in the
U.S.,” said Bill Howland, Publica-
tions and Research Manager for

(See Former Members page 16)
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“ ABRAVE HEART ISA POWERFUL WEAPON”

Says IDEA Christine Macin
Award Winner RUDY

Orlancln, Florida- Born
with rare multiple congenital birth
defects (leg crippling Pterygium Syn-
drome, webbed fingers on both hands
and a cleft pallet), he spent the first
five years of his life confined to a
wheel chair. Today, at age nine, he's
one of California’s most competitive
athletes and perhaps its most coura-
geous,

After 15 operations, doctors
gave Rudy Garcia-Tolson and his par-
ents a choice: amputate both his legs
at the knee and fit him with artificial
limbs or prepare him for life in a
wheelchair. When Rudy was asked
what he wanted to do, the then five-
yearold responded without hesitation,
“Cut ‘em off, | want to be like the

other kids.”

Now, four years later, he’s
won 14 medals and 46 ribbons in
competitive swimming against non-
handicapped kids, completed a half-
marathon and includes football,
baseball, skateboarding and karate
among his hobbies. And, he hasn’t
missed a day of school in over three
years.

In recognition of his cour-
age and the inspiration he gives to
others, Rudy Garcia-Tolson has
been given the 1998 IDEA Chris-
tine Maclntyre Memorial Award.
The award, created in 1988 in
memory of the late Editor of
SHAPE magazine, recognizes an
individual who has overcome greal
physical adversity to include fitness

in his life while providing inspiration  to go up it, over it or right through
to others. This award was presented  it. His disability hasn’t stopped
at the 1998 World Fitness IDEA ®  him.”

convention held in Orlando, Florida,
July 23-26.

Rudy, a student at
Crestmore Elementary school in
Bloomington, California, displays
some wisdom and insight well be-
yond his years. He has a motto which
sums it: “A brave heart is a powerful
weapon.”

According to George
Nunez, who taught Rudy to swim —
and later to compete — while he was
the Assistant Aquatics Director of the
San Bernardino, California Easter
Seals program. “He’s an awesome
kid. You can present him with an ob-
stacle and he’ll come up with a way

Rudy’s ultimate goal is to
swim freestyle at the 2004
Paralympics. He dedicates much
of his free time to a rigorous train-
ing program in swimming. He
trains five days a week for two
hours a day. He also competes on
aregular basis throughout the year
and he still climbs the “Giant™ tree
next to his home.

No matter where Rudy
goes, his courage is always ac-
knowledged by cheers, tears, hand-
shakes and hugs. It's no wonder
he’s been called, “A profile of in-
spiration, motivation and courage.”

Memorial
GARCIA-TOLSON

(Our thanks to David Gilroy
of IDEA for forwarding this heartwarm-
ing report to us just in time for our Au-
gust deadline. IDEA is the world's lead-
ing membership organization of health
and fitness professionals with more than
23,000 members in over 80 countries.
Since 1982, IDEA has provided health
and fitness professionals with pertinent
information, educational opportunities,
career development programs and in-
dustry leadership while helping them en-
hance the quality of life worldwide
through participation in safe, effective
fitness and healthy lifestyle programs.
For more information on IDEA events,
publications, education programs, mem-
ber services or other activities, visit the
IDEA Web site at: www.ideafit.com or
call (619) 535-8979.)
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July 30, 1998

Norm Cates

Club Insider

P.0O. Box 2378

Marrietta, GA. 30068-0021

Dear Norm,

Craig Sheford

3200 Perimeter Center East
Atlanta, GA 30346

business contacts.

Sincerely,

SR

Julie Crow
Account Executive

D Ledsurs Publications, Inc.
Lot Angeies, CAS0010 # 113 9444800 # Fax: T13 9644837 » e-mal: fumgiBearttini.net
v Editorial 715 South Highway 101, Sie 110, PO, Bax 1198, Solans Seach, CA §2075 * 619 AB1A15E » Fax 619 4814228 & emad Imedi@¥itnesworid.com

W ‘Web Site: ww fitneuworkd. com

Hoist Fitness Systems has asked us to participate in a request that a business card be sent
to Craig Sheford at the following address:

Clo Children Perimeter Center East

Cmsmmntwnywoldmumﬁ'mng&omtmnalmmdhulmhbmem
live. Craig turned in his wish to the “MAKE A WISH FOUNDATION™ . His expressed
dmtutohvtmmﬂymﬁcﬁummBookd‘WaﬂdRmrﬂlfoﬂheh:gﬁl
collection of business cards by an individual. This is more diffilcult that it appears
because he is allowed ONLY ONE BUSINESS CARD FROM EACH COMPANY.
Please send your business card to Craig and then pass this request on to (10) of your

Please be aware that time is of the essence.

1 am certain that Craig will greatly appreciate your time and kindness.

Make-A-Wish® Update on Craig Shergold

7 Make-A-Wish Foundation®
' of America

Chain Letters (Craig Shergold & Ryan McGee)

Page | of 2

Media Release: Update on Craig Shergold

seriously ill boy ©

to generate th

Sk d's tumor was

PHOENIX, AZ - An unauthorized chain letter encournging people to send business cards to a
i ds of pieces of mail each day,
boy is now healed and the family has requested an end to the mail.

News reports stated in 1989 that (‘rug Shergold, a 9-year-old English boy diagnosed with a terminal
brain tumor, wanted to be recorded in the Guinness Book of World Records for receiving the most
greeting cards. His wish was fulfilled in 1990 after receiving 16 million cards

fully d in March 1991. However, the cards and letters continue
Sevt-ral versions of the letter exist, most of which wrongly claim that the young boy remains le.mmaIIy

even though the

ill and now wants to receive the largest number of t

letter to 10 friends.

Shergold."

fishing pond to an all-expense paid trip to Disney World

http:/fwww. wish.org/craig htm

cards. The add d to
gather business cards, forward them to an incorrect address in Georgia and then t‘orward the chain

*The chain letter claims that Mn.'k:v»\ Wish is involved.” stated Tony Leal, Jr, Chairman of the Board
of the Make-A-Wish Foundation™ of America. “That is not true. Our organization is not, and has
never been associated with the letter. Yet our office continues to receive numerous phone calls each
month about the letter, diverting our staff time and resources from our mission. The Make-A- Wish
Foundation requests that people please stop sending business cards or greeting cards to Craig

The Make-A-Wish Foundation of America has set up a special 800 number to explain the situation
Callers can listen to a pre-recorded message by dialing (800) 215-1333, ext. 5184

Make-A-Wish Foundation of America, based in Phoenix, has 82 active chapters in the United States.
Any child between the ages of two-and-a-half and 18 who has been determined to have a life-
threatening illness is eligible to receive a wish. The first wish was granted in Phoenix in 1980, and

since then Make-A-Wish® has granted more than 43,000 wishes ranging from building a backyard

For further information regarding the Make-A-Wish Foundation and qualifying children, contact (800)
722-9474 or refer to our "Chapter Listing" page to find the nearest chapter. l

8/11/98
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-NORM'S NOTES*

T ianks ot of
you that called or sent cards and
letters afier receiving last month’s
issue in which I chronicled my
experience with Skin Cancer.
I’ve also heard from a number of
folks that have gone in for check-
ups due to my article and have
found problems and had them
treated. That's terrific because
Skin Cancer is nothing to fool
around with and needs to be un-
derstood and dealt with early. |
hope you will pass the article on
to a friend. During the weeks
immediately after my surgery, |
had jokingly nicknamed myself,
“Ol Craterhead Cates” due to
the size and depth of the spot on
the side of my head from where
the cancer was removed. But
now I am amazed at how well the
spot is healing and am encour-
aged to report that I should be as
good as new within a couple of
months.

*RUDY GARCIA-
TOLSON is the nine year-old
whose story appears on the top of
page #5. Thanks to IDEA’s
DAVID GILROY for faxing the
press release about Rudy to me
in time for this issue. Also, there
were a number of other Awards
given at IDEA’s recent 1998
World Fitness IDEA® conven-
tion held in Orlando, Floriday,
July 23-26. World Team Sports
(The Exceptional Athlete Mat-
ters) received IDEA’s first ever
1998 IDEA Leadership Award.
JIM BENSON, founder and
CEO, received the award on be-
ha]f of World Team Sports.

LEXIE WILLIAMS of Neutral
Bay NSW, Australia, received the
1998 IDEA Fitness Instructor of
the Year Award, and MAUREEN
HAGAN of London, Ontario,
Canada received the 1998 IDEA
Program Director of the Year
Award. And, RADHIATOUMI of
Sfax, Tunisia received IDEAs first
annual PATTY HOWARD-JONES
International Scholarship. Con-
gratulations to all of the IDEA Win-
ners!

*You will also notice two
letters on the bottom of the opposite
page. One is from a very nice per-
son, MS. JULIE CROW, an Ac-
count Executive with Fitness Man-
agement Magazine. The other let-
ter is an e-mail memo that I received
from the “Make A Wish Founda-
tion.” 1 have published these two
letters because over the past 8 years
I've received 8 or 10 requests
from nice folks like Julie to
help CRAIG SHERGOLD
set a Guiness Book of World
Records for business card col-
lecting. The good news is thal
Craig did set the record years
ago and had the previously
disgnosed terminal brain tu-
mor removed. The Foundation
has asked for help in getting
the word out that folks should
stop sending cards and circu-
lating the chain letters. [ hope
this helps spread the word so
nice people like Julie can save
their time and money for other
endeavors.

=JIM FLANAGAN,
of MEDX gave me a tip that
GEORGE E]FERMAN, one

Norm Cates’
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of the fitness industry’s great vet-
erans, was in a hospital in Las Ve-
gas. George will turn 73 in a couple
of months. He has been described
{0 me as one of the most well liked
people in the industry. Unfortu-
nately, George is having problems
with his heart. First there was heart
surgery about a year and a half ago
which included the installation of a
pacemaker. Now George has had a
heart attack and was on life support.
I called the hospital just before press
time and he has been removed from
life support and is in a normal room.
It looks as though he will be in the
hospital for a while. I'm sure he
would appreciate a card or letter.
Send correspondence to: George
Eiferman, c/o Valley Hospital,
Room 462- Bed A, 620 Shadow
Lane, Las Vegas, Nevada, 89106.
Best wishes George for a full recov-

ery!

FRIDAY RFPORTS

Weekly Marketing Insights
For The Club Industry

P> The only “how-to” Faxletter for
club owners, general managers
& sales/marketing directors!

P immediately-useable marketing
action ideas in each issuel

P> We do research; you reap the
benefits! We research 100+
business periodicals for you!

P> Plus! Special In-depth reports

each year.

P> Only $159.00 per year (Less
than $3.10 per week).

P> Subscribe now, call 800-778-4411

P> Fax to: 212-987-4337

A PUBLICATION OF CLUB MARKET VISION"

177 EAST 87TH STREET, SUITE 301, NEW YORK, NY 10128
FAX (2129874227

{212) 9874300 (800) 7784411

SCHARLLE
MCDERMOTT, owner of four
McDermott’s Athletic Clubs in
the West Chester, Pennsylvania,
has had a great 15-year career in
the business. His clubs range in
size from 7,000 square feet to
27,000 square-feet. Charlie broke
ground in June on a new $12 mil-
lion- 100,000 square-foot club
which will consolidate several of
his locations into one mega-club.
Charlie has researched his new
project extensively and in-
cluded a vast array of ameni-
ties in the plan. The club is
scheduled to open in mid-1999,
We'll have an in-depth report
later.

*PACKY WILSON, |,
one of RAY WILSON’s sons,
has opened his pre-sale for the
first club in a chain of clubs in
Columbus, Ohio called Califor-
nia Fitness Centers. Good luck

P. 0. Box 681241, Marietta, GA 30068-0021 or Fax: T?O!‘}33-9698i
|_C.al| 770/850-8506 or E-Mail: clubinsidernews@mindspring. coJ

Packy and Ray with the new project!

*l contacted TONY
GARVIN of Chase Man-hattan’s
Merger & Acquisition department
to try to get an update on the status
of the sought-after sale of Nautilus,
Tony said unfortunately there was no
news that he could report. Stay
tuned.

*Town Sports Interna-
tional has filed the required S-1
(See Norm's Notes page 28)

In Memoriam:
Dr. Michael Pollock

It is with great sadness that we
acknowledge our colleague, Dr.
Michael Pollock, who passed away
from a cerebral aneurysm on June 5 in
Orlando, Florida. He was 61 and is
survived by his wife, Rhonda, and
three children.

As director of the Center for
Exercise Science at the University of
Florida since 1986, Dr. Pollock was a
central figure in the world of sports
medicine research.

In addition to his work with the
University, Dr. Pollock contributed
widely in many areas, including serv-
ing as chairman of the Position Stand
Comittee for the American College of

Dr. Michael Pollock 1937- 1998

Sports Medicine and as a Fellow of
the American Heart Association. Dr.
Pollock was also involved with the
ACSM as a Fellow, Life Member, and
Past President. Dr. Pollock published
more than 275 articles, three books,
and two monographs in the areas of
exercise physiology, physical fitness,
cardiac rehabilitation and sports med-
u.mc

“To say that Dr. Pollock will be
missed is a gross understatement,”
said Charles Barth, President/ CEO of
MedX. “He was a supreme resource.
His combination of professional
capability and personal affability
compounds this tragedy immensely.”

L X X
MedX focuses on clinician and ther-
apist education to provide the most cur-

rent information and seminars possible
on spinal and knee rehabilitation. MedX
has information & sales offices in the
United States, Europe, Asia and
Australia to meet your unigue needs.

ZMedX

For more information, call:

1-800-876-6339

MedX Inc. « 1401 NE 77th Street,
Ocala, FL 34479, USA
Phone: ( 3‘2}622 2112 = Fax: (352) 629-8670
www.medxonline,com
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...Roger Ralph

continued from page 3

Health CEO, Mitch Wald, the Mid-
Atlantic Club Management Asso-
ciation (MACMA), dedicated to
providing staff education and man-
agement training for club owners
and staff in a five-state area.
Working with the
President’s Council on Physical Fit-
ness & Sports and IHRSA in 1988,
the Ralphs initiated a nationwide
program to foster better physical
fitness and health. Known as
“Commit to Get Fit,” the month-
long program drew involvement by
170 clubs in its first year. Today,
more than 2,000 IHRSA clubs par-
ticipate in the annual program.
Mitch Wald, former
IHRSA President and long-time

friend of Roger comments, “Roger

is one of the most thoughtful people
I know. He is very commited. Not
just to the success of his club, but
to the success of the entire indus-
try. That has been proven by all his
past awards. But, even though he’s
done everything that can be done,
he continues to have the same great
attitude. His thoughtfulness is not
just about business. As a friend,
he’s always willing to discuss your
issues and challenges. He's a great
thinker, He’s developed one of the
most successful family clubs in the
country . | think that what he’s done
at Bel Air is a real model for the
industry.”

Roger and Elaine have
been personally involved in many
community projects. Roger serves
as a member of the Board of the
Harford County Boys and Girls
Club. The Bel Air Club has en-
dowed gyms for the Boys and Girls
Club in Aberdeen and Edgewood to
serve disadvantaged youth. Roger
also initiated the development of
“Healthy Harford,” a nonprofit,
community-wide health promotion

coalition. He presently serves as
Vice Chair of the Harford Com-
munity College Foundation and
is a member of the Board of the
Harford Leadership Academy.

Elaine served as an ac-
tive volunteer for the Harford
County Sexual Assault/Spousal
Abuse Resource Center (SARC)
and served as a member of their
Board of Directors. In 1992
Elaine received, on behalf of the
Bel Air Athletic Club, the
Governor’s Victim Assistance
Award for her work with SARC.
Upon obtaining her Master’s De-
gree and licensure in social work
in 1995, she worked in commu-
nity mental centers as a psycho-
therapist. Elaine subsequently
established an independent busi-
ness — The Welispring Center for
prevention and stress reduction.
Leasing space from the Bel Air
Athletic Club, the Center pro-
vides education and personal
stress mangement tools for citi-
zens of Harford County.

BUSINESS HISTORY
AND CURRENT
ACTIVITY

In the mid-1970’s,
many business experts felt
America’s interest in racquetball
and health clubs was nothing but
a fad. They were only partially
correct in that racquetball did ex-
perience a massive reduction in
popularity in the carly 1980’s
while the national interest in ex-
ercise and fitness began to grow
rapidly. Fortunately for residents
of Harford County, Maryland,
Roger and Elaine always believed
in the future of the athletic club
business.

“Our business at its core
is not about facilities or equip-
ment. It is about fun, health and
serving people,” says Roger. “We
realized there was a need within
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Elaine And Roger Ralph With 1998

Entrepreneur Of the Year Trophy

the industry for quality opera-
tions that were truly commited to
member service, providing fit-
ness education and activities for
families within their communi-
ties and conducting business in
ways that retained customer loy-
alty. This core concept, coupled
with living breathing and work-
ing the business for what seemed
like 24 hours each day, helped us
survive 20 percent interest rates
and skeplicism about the staying
power of our industry.”

Roger worked for a year
at the now defunct Columbia
Tennis Barn’s laundry room be-
tween the washer and dryer
equipment. It was there that
Roger and Elaine developed their
dream in the late 1970’s. They
wanted a club which would in-
corporate a variety of facilities
and services that would appeal to
families. The site they had cho-
sen - an acre of land behind the
Harford Mall in Bel Air — was
rural and distant from Columbia,
their home. But they both be-
lieved Harford County was
growing and needed a commu-
nity facility. Larry Krieger,
former IHRSA President and
long time friend of the Ralph’s
recalls,” Roger started his entire
vision - his empire - with a desk
and a phone in the faundry room
of the Columbia Tennis Barn in
Columbia, Maryland. Roger
would walk to work through the
club lounge, by the tennis courts
and by the main desk and walk
into the laundry room. He'd sit
down with a phone and a desk
while people were coming in
doing the laundry. That's where
the Ralph empire started. We all
thought he’d turn out to be the
‘laundry king', but what the
heck, he turned out to be the “rec-
reation king instead!’

Al that time, the “racquet-
ball wave” was sweeping the coun-
try. The Ralph’s market research
reflected a significant decline in
tennis play and dramatic growth in
racquetball play and a movement
towards health and racquet clubs
which they regarded — unlike
some bankers — not to be a fad.
The Ralphs toured the country in
an effort to identify successful
models. They asked questions,
considered their options and
trusted their instincts. In 1979,
with personal savings of $70,000
and personal guarantees, they ob-
tained a Small Business Adminis-
tration loan of $500,000 to
contruct a ten-court racquetball
club in Bel Air.

Roger and Elaine, then 38
and 32, respectively, made their
leap to entreprencurship with no
other source of income than
Elaine’s salary as the administra-
tor of a subsidized housing project.

From the very beginning,
the club paid its bills on time, but
it had great difficulty obtaining the
additional financing Elaine and
Roger felt was necessary to de-
velop their vision: to be the best
community and family-oriented
health club in the United States.
They believed the addition of an
indoor/outdoor swimming pool
and expansion of their fitness cen-
ter were key to future success.
After being rejected by more than
30 lending institutions, Roger was
able to convince his original
lender, Equitable Bank and Trust
Company, to provide an additional
loan of $500,000. They used these
funds to convert three racquetball
courts into a fitness area and to
build one of the region’s first in-
door/outdoor pools.

Their strategy was to op-
erate a new type of health and
racquet club that emphasized cus-

tomer service, an orientation to
children and their families, mem-
ber retention and a commitment to
steadily building a monthly dues
base. Rather than require members
to pay for their memberships in full
with finance charges, the Ralphs
gave members the opportunity to
pay month to month via electronic
funds transfers from their banks or
credit card accounts. By stressing
customer service, the club suc-
ceeded in retaining members while
word of mouth aboul the quality of
the club’s programs grew in the
community.

INNOVATIVE
APPROACHES

1. A Commitment to
Building a Family and Community
Oriented Health Club

The most significant in-
novation the Ralphs have brought
to the health club industry has been
a model for the construction and
operation of affordable family-ori-
ented health clubs that would serve
the community. Of the 13,800 tax-
paying health clubs in the United
States, only a few began as family
facilities. The Ralphs pioneered
this effort within the industry and
their club has become a nationally
recognized model for others in the
health club industry.

2. Establishment of a
Monthly Membership Dues Elec-
tronic Funds Payment Plan

Unlike many health club
owners in the 1980's, the Ralphs
wisely chose early in the operation
of the Bel Air Athletic Club not to
sell long-term memberships.
Rather, they offered the consumer
the chance to pay for their mem-
berships on a monthly basis with-
out a finance charge, which was

(See Roger Ralph page 26)
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PACE

The Xer for Ev ™
Anyone at any fitness level can do PACE

Seniors

Camaraderie, Fun, Safe
No Intimidation

Overweght

User Friendly, Easy to do,
No Coordination Needed,
No Muscle Soreness,

High Calorie Bum

Fit or Unfit

Strength & Cardio Workouts Combined, [gnz: il
Time Efficient, Fun, Cross Training, W
Group Exercise at it's Best

Call Pro*Fit Enterprises 888-604-2244 for a free PACE video & quotation on a PACE
Program customized to meet your needs. Visit our website at www.pacepro-fit.com
Pro*Fit Enterprises has been recognized by the American Council on Exercise (ACE) as a

Continuing Education Specialist.
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Jazzercise Sponsors Get Ready To "Party Like It's 1999"

WE HAVE OVER 15,000 LOCATIONS, ALL

Carishad, Ca.- Are you
ready to party, showcase and
sell...like it’s 19997 National and
international companies that are in-
terested in marketing products and
services to more than 4,000 fitness-
minded people with plenty of dis-
cretionary income are signing up to
sponsor JAZZERJAM '99.
JAZZERJAM '99 is a convention
which caters to Jazzercise custom-
ers and franchised instructors from
around the world. Set in beautiful
San Diego, CA., August 5-8, 1999,
JAZZERJAM "99 will be the place
1o celebrate 30 years of Jazzercise
friendship, fitness and fun. The con-
vention will offer a health and fit-
ness tradeshow shopping euphoria,
as well as dynamic speakers and
non-stop activities at the San Diego
Convention Center.

JAZZERIAM '99 sponsors
will enjoy direct-response exposure
to their products and services
through an affiliation with the stron-
gest brand name in the fitness in-
dustry. 75% of JAZZERJAM at-
tendees are customers to Jazzercise
classes and 25% are Jazzercise in-
structors.

Jazzercise participants are:
* 99% Women
* 80% Ages 18-45

* 75% Married

* 60% Have children at
home.

*77% Have attended or
graduated from college.

*85% Work outside of their
home

Combined household in-
come of participants:
21% Under $35K
46% - $35-60K
33% - $60-100K

An array of attention-getting
JAZZERIAM 99 sponsorship
opportunities ranging from
$2,000 to $50,000 are available.
Call Chris Fleming or Dee Dec
Kovacevich for more details at:
(760) 434-2101. For Jazzercise
enthusiasts around the world,
JAZZERJAM 1999 is the perfect
opportunity to celebiile 30 ener-
gizing years and embrace
Jazzercise's exciting future.
Jazzercise offers more than
19,000 classes taught weekly to
450,000 students in 38 countries
by 4,700+ instructors around the
globe. For local and worldwide
Jazzercise class information, call
1(800) FIT-IS-IT or visit our
home page at www.jazzercise
.com

WITH ONE THING IN COMMON...

Add Jazzercise to your facility!

FUN.

Meet your scheduling and community needs
with over |2 formats to choose from —
each taught by a certified instructor.

jazzercise

Call Jazzercise,Inc.(760) 434-2101
to Locate a District Manager inYour Area
Visit us on the World Wide Web at http://www.jazzercise.com

..CSI

continued from page 3

one of the most successful opera-
tions in the nation.”

"Members concerned that
the buyout may adversely affect the
quality of service need not worry,"
assures Andy Gillen, CSI regional
manager, who will now reside in
Albugquerque.

“CSl is commited to build-
ing on the successes which have es-
tablished New Mexico Sports &
Wellness as the premier fitness pro-
vider in the state,” Gillen said. “Ini-
tial plans call for a complete assess-

ment of each club, the members
and their expectations and sub-
stantial investment in facility up-
grades and equipment.”

With NMSW being one
of the most successful fitness
chains in the nation, former
NMSW owner Scott Garrett had
been approached several times
over the past few years to sell the
clubs. Garrett chose CSI to take
over because CSI most resembled
NMSW’s business and culture
and offered nationwide advance-
ment opportunities for current as-
sociates as well as increased value
to the current members.

“ I am extremely proud

of what we have accomplished at
NMSW and am appreciative of
the reception that the people of Al-
buquerque have given us over the
years,” said Garrett. “I truly feel
that the transition to CSI manage-
ment will be seamless for the staff,
the members and the community.”

CSI has commited to
spending $1 million to enhance
the five local Sports & Wellness
centers. Approximately one-third
of the money will go toward the
purchase of new cardiovascular
fitness equipment, including
treadmills, fitness bikes and cross-
training equipment. The remain-
ing funds will go to refurbishing
the locker rooms and “wet areas,”
including new carpet, fresh paint
and other maintenance upgrades.

Additionally, members
of the Albuquerque clubs will now
enjoy complimentary access to
other CSI clubs nationwide, lo-
cated in cities such as Atlanta,
Boca Raton, Chicago, Denver, Ft.
Lauderdale, Honolulu, Houston,
Minneapolis, New York, Nash-
ville, Philadelphia, San Antonio
and Tampa. Albuquerque mem-
bers need simply to show their
existing membership cards to gain
access to any of the other CSI
clubs, which will be listed on a

wallet-sized card available at the
service desk of all local Sports &
Wellness centers.

Williams said that plans
for expanding the New Mexico
Sports & Wellness centers in Al-
buquerque as well as throughout
the state are “ a definite possibil-
ity for the future.”

CSI was founded in 1983
by Tom Lyneis and Ed Williams,
both of whom have extensive
hands-on experience in the com-
mercial recreation business. Dur-
ing the 1980’s the partners ac-
quired and developed several
multi-purpose athletic clubs in
Colorado and Texas that were her-
alded throughout the industry for
their cutting edge design and fa-
cilities.

New Mexico Sports &
Wellness, Inc. was founded in
1984 by brothers Spencer and
Scott Garrett. Their first Albu-
querque club was at Highpoint,
with four additional clubs opening
over the next 11 years in Del
Norte, Downtown, Midtown and
Riverpoint.

The clubs have been na-
tionally recognized for their excel-
lence by a number of professional
industry Associations. The Inter-
national Health, Racquet and

Sportsclub Associatlon (IHRSA)
named NMSW'’s Dr. Mary Jane
Johnson - Cybex “Fitness Direc-
tor of the Year” in 1996 and the
clubs received the Keiser “50-Plus
Programming Award” in 1998 for
their mature adult program, devel-
oped by Sharon Kernan. The Del
Norte club was recently named one
of the Top Flve Women-Friendly
Gyms by The Albuquerque Jour-
nal.

Scott Garrett and his fam-
ily plan to remain in Albuquerque,
where he and Spencer will con-
tinue their real estate development
business. Currently Scott and
Spencer Garrett own Del Norte
Shopping Center, Apple Mountain
Camp and have retained ownership
of their multi-sport club in Ventura,
California. The brothers have
started a large retail complex de-
velopment on 30 acres at Paseo
del Norte and [-25.

NMSW clubs offer a va-
riety of activities to members in-
cluding youth activities for chil-
dren ages 6 through 12, aquatic
programs, corporate rates, personal
training, child care, mature adult
program and a range of groups ex-
ercise programs. Racquetball, bas-
ketball, tennis, volleyball and
squash are also available.
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ﬁuﬂﬂ&omzadlht eﬂipﬁml ‘movement with a
much greater vange of motion. Instead of the
17" limit imposed by most elliptical machines,
the FreeRunner allows you to vary your stride
length from 12° to 36". More accommaodating

and comfortable, this unique VSL™ technology
is available only from StairMaster:

With retractable handles for a total body
workout and your choice of 5 different exercise
programs, the StairMaster FreeRunner is the
next generation of elliptical machine whose

time has come.

For A FREE BROCHURE
CALL 1-800-635-2936.

STAIRCLIMBERS
-
EXERCISE BIKES
-
CROSSROBICS®

e TREADMILLS
-
e STRENGTH EQUIPMENT
-
ELLIPTICAL STRIDING SYSTEMS

StalrMaster

12421 Willows Road N:E., Suite 100,
Kirkland, WA 98034
1-800-635-2936

StairMaster, StairMaster FreeRunner, and

VSL are registered trademarks or trademarks of
StairMaster Sports/Medical Products, Inc.
© 1998 SwuirMaster Sports/Medical Products, Inc.
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Looking For A Few Good Staff? A Successful System

For Finding

By Karen D. Woodard, President
Premium Performance Training

0 ne of the biggest
challenges facing any employer is
getting and keeping good people
and our industry is not immune to
that challenge. I hear so often from
clubs all over the country that they
are having difficulty finding quali-
fied staff for all positions that it is
beginning to sound like an echo.
The focus of this article is to create
atemplate for you to minimize your
risk and maximize your retention
in finding and hiring staff.

Finding good people....
hmmmm.... does that seem elusive
to you? Are we just not getting
qualified candidates from the ads
we place? Perhaps that’s part of
our problem. What? Two prob-
lems in one sentence....1.) “Not
getting enough qualified candi-
dates” and 2.) “from the ads we
place”. Problem#1: If we are ex-
pecting to hire someone who is per-
fect for the position, who has all the
qualifications, who has experience
or who is completely trained, then
we may be expecting too much.
More often than not, my most suc-
cessful staff experiences have come
from people who had no experience
or training but instead possessed
the character and connection to the
culture of the club. The other
“qualifications” for success are eas-
ily trainable. Clearly, this depends
on the position you need to hire for
and it would not be advisable to
hire a candidate for a technician’s
position that had no experience or
education. The point being, that
often times we become so rigid in
what our “qualifications” are for a
position that we pass on incredible
potential because they need some
training. If we give this more con-
sideration and realize that we can
train and develop people into what
we want, then we don’t have to
demand such a limited scope when
we hire. Ultimately, that gives you
as the employer more freedom and
breathing space. Isn’t that a nice
thought?

Problem #2 in that sen-
tence is “from the ads we place”.
If you are relying solely on ads as
your source for new candidates,
you are placing yourself in a reac-
tionary position that only allows
you to see or lake what dribbles in
to you. There are times when we
do need to use ads. If you are go-
ing to place an ad for staff, make
sure that it creates the feel for your
club that will attract the people you
are seeking. Additionally, briefly
describe the job, compensation
ranges, benefits and have the can-
didates drop a resume by the club.
Avoid having them stop by to see
you expecting an interview. You

want to be able to see/speak/con-
tact them when you have the time
and can focus.

To find good people,
you have to do just that— FIND
them. That means you need to
go out and LOOK for them. That
also means that you can’t just
look for them when you need
them because a current staff per-
son has just given you their two
weeks (or less) notice. Instead,
you need to be constantly pros-
pecting for staff. Similar to what
membership sales staff need to
do to continually grow their
sales, we as managers need to
continually be on the lookout for
good staff people, whether we
are in need of them at the mo-
ment or nol.

The best way to do this
is to go “shopping” for staff
people. Before we discuss the
best ways to shop for your staff,
let’s take a moment to discuss
how not to do it. Please avoid
going to your competition and
offering your competitor’s em-
ployees jobs at your club. Ireal-
ize that this appears to be the
easiest way to get trained, com-
petent staff, but it causes much
animosity and is a very sleazy
way to do business. Remember,
turn-a-bout is fairplay and it will
come back to bite you, If your
competitor's employees come o
you because they read an ad or
heard about an opening, that is
completely different and ethi-
cally acceptable.

The best ways to shop
for good staff: everytime you go
to your bank, your doctor, your
dentist, your hair salon, favorite
clothing store, shoe store, favor-
ite restaurant, bar, local hotels,
etc., be on the lookout for people
who are bright, look you in the
eye, smile, are happy, are engag-
ing, listen well, give great service,
do a great job selling, etc. Each
and everytime you come acrossa
person that demonstrates these
qualities, introduce yourself by
giving them your card and saying:

“My name is
and I own/manage the ABC
Club. Thank you for providing
me today with great service.
You’ve got qualities that match
what we are looking for in creat-
ing a successful career in our or-
ganization. If you are interested
in discussing employment op-
portunities with us, please call
me within the next seven days.
Here's my card and the club
number is right here. What is
your name? (use their name), It's
been a pleasure to meet you and
I hope you call.”

If you do this regularly,
literally, every time you come
across someone who exhibits the
qualities that fit your organiza-

and Hiring New Team Members

tion, you will have an abundance
of candidates and you may never
have to place an ad again. Realisti-
cally, about 35% of the people you
approach will respond, so if you
spoke to 1 person per day, 30 per
month, that would be 11 people
monthly that would respond to your
offer. Wouldn't you love to have 11
people to choose from in any hiring
situation? Now you may not even
have a position available for them
and that’s OK because you didn’t say
that you did. You simply said that
you'd like to speak with them and
that’s what you’re going to do.

The purpose behind this is
1o know who is out there and to have
a person in mind when your current
staff person gives two weeks (or less)
notice. By being proactive and shop-
ping for staff, you shorten the down-
time that occurs when a staff person
leaves and you place an ad, wait for
people to respond, go through the
interview process, go through the se-
lection process, wait for the candi-
date to fulfill his two week notice at
his current place of employment and
then start training for the job with you
for two weeks. That can be a mini-
mum of two to eight weeks. Instead,
minimize the downtime by simply
calling someone “in the wings” that
you’ve spoken 10, know and feel con-
fident that they can do the job. By
doing so, it may only be a two-week
transition time.

OK —we've covered how
to find people and create an abun-
dance of candidates. Now it’s time
to cover the interview process that
helps to ensure more successful
hires. A format that I've found to be
particularly successful isa 2 -3 round
interview system with the first inter-
view done in a group format. Most
of you probably do multiple inter-
views but more than likely, few of
you use a group format such as the
following. Here is an easy step-by-
step method to make it happen:

Step 1: Once you have a
pool of candidates that you'd like to
interview, contact them by phone to
let them know you will be holding
an interview on your chosen date and
time. Let them know that this first
interview is expected to last 1.5 hours
and there will be 6 to 7 other candi-
dates in the interview with them
along with several staff at the club.
The purpose of this interview is for
them to get to know the club better
and for us to get to know them bet-
ter.

Step 2: During this group
interview, start by giving every can-
didate a copy of the job description
and compensation package at the
very start. Give the candidates 5 to
10 minutes to look over the informa-
tion and at the end of that 5 or 10
minutes let them know that if any-
one does not want to stick around for
the rest of the interview based on
what they’ve read, they are welcome

to leave. Most will stay, very
few will leave. The purpose
of this is to provide full dis-
closure from the very begin-
ning and clarity for every-
one.

Step 3: After ev-
eryone has looked over the
job description and compen-
sation package, have them
introduce themselves by full
name to the rest of the group.
This should take no more |
than 5 minutes.

Step 4: Take the
next 10-15 minutes to go
over questions the candi-
dates may have about the job
description and compensa-
tion package.

Step 5: The next
10-15 minutes will be used
as an ice breaker activity to
see how the candidates
loosen up and demonstrate

Karen Woodard

their ability to have fun. Remem-
ber, we want to hire fun people.
During this activity, observe
closely how each candiate
behaves...how they relax (or
don’t).

Step 6: The next 45 min-
utes is for you and your staff to
ask a list of prepared questions that
are job specific. Let the candidates
know that there will be a limited
amount of time to answer the ques-
tions so if they have an answer, not
to hold back. Ifthey do, they may
not get to speak. As you might
guess, the energy level of the in-
terview will more than likely es-
calate at this point. Be very clear
with all of your staff about this —
no leading questions, no waiting
around for people to answer. If
there is any hesitation, you're off
to the next question.

Step 7: Take the last 5 -
10 minutes to see what questions
have come up for the candidates
and answer them. Explain to the
candidates that you will be evalu-
ating each of them and that some
will be invited back for a second
individual interview. Let them
know that you will contact them
either way in the next few days.
Thank them all for coming.

Step 8: Immediately af-
ter the interview, get together with
all of your staff who were at the
interview and compare notes and
observations. Make your deci-
sions at the time while it is fresh
in all of your minds who you
would like to invite back for suc-
cessive interviews.

Once you have made
your decision, contact all candi-
dates to let them know that they
are either invited back for a sec-
ond interview or thank them for
their time in the first interview and
wish them success in their search.
You will then proceed with more
in-depth interviews to determine

the best person for the position.

There are numerous benefits to
using this format which include:

1.) Incredible lime savings on
your part. Using this format, you've
only spent an hour and a half versus nine
hours to interview six people.

2.) You get to see who really
rises to the top. You'll see who works
well in a group, who becomes a leader,
who sinks to the bottom and who is too
competitive.

3.) Your recall is stronger be-
cause you have all the candidates to-
gether at once and can make important
comparisons while still fresh in your
memory.

4.) You get more staff buy-in
because multiple staff are assisting with
the decision and want to see “their” can-
didate be successful in their job.

5.) This format is very high
energy and a lot of fun.

By using the group format for
the first interview, you will accurately
see the best and the worst qualities to
reveal the true nature of your candidates,
which only lends itself to more clarity
in the selection process. That in turn
leads to better decisions for you and your
organization. By being proactive in your
search for staff people, you will not only
find more candiates but better candidates
. Additionally, you won't feel pressed
to take the “best of the worst”. The com-
bination of consistently shopping for
good people and using a well executed
group format for the first interview will
provide you with perspective and results
unequalled. When you start to imple-
ment this combination, you will mini-
mize your risks in hiring, maximize your
staff retention and allow yourself to fo-
cus more on other high pay off activi-
ties for yourself and the club.

(Karen D. Woodard, President
of Premiwn Performance Training, pro-
vides successfid sales, service and man-
agement training to the health and fitness
industry. She also has books and audio
tapes lo assist you with your success. She
can be reached at: (303) 417-0653.)
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ﬁr Isolate costly mistakes in your sales strategy

‘iﬁf' Increase your traffic in 30 days
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THE KEY TO THE FUTURE!

By Ben Midgley

Sa]es in the fitness in-
dustry are at a very important
crossroads and 1 believe many of
our current beliefs about how to
sell memberships are outdated
and less effective than they could
be. The evolution of pro-
fessionalization that has hap-
pened in our product develop-
“ment, programming, equipment
and management has not yet
reached our sales strategies. |
would like to share with you my
thoughts on what | believe hap-
pened with selling in our indus-
try and what we can do to im-
prove it.

Right now the fitness in-
dustry is in a great position. We
are in the midst of an explosion
in popularity. Almost every-
where you look - TV, newspa-
pers, magazines or radio you see

or hear something promoting health
and fitness. We even have the Sur-
geon General's report urging Ameri-
cans to become physically active!
How much more could we ask for?
This trend will only increase as more
benefits of exercise are brought to
the public’s eye. So, the growth in

-health club popularity is inevitable.

Some clubs will capitalize on it and
others won’t. The reason many clubs
won't is that they're not selling as
effectively as they could. In order
to sell as effectively as you can, you
must understand what works, what
doesn’t and why.

Let’s start with why we're
doing what we're doing now. Sales
in the fitness industry evolved from
other industries’ sales styles. Most
of those styles came from commod-
ity sales or transactional selling. In
that kind of sales it often didn’t mat-
ter how you got the sale as long as
you did, since you were probably
never going to see that customer
again. Early club owners, being un-

ay SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

Imported & Domestic Textile Products

Take the guess work out of your. . . .

Towel Purchasing
Satisfaction Guaranteed

QUALITY PRODUCTS
at

COMPETITIVE PRICES

Rubbermaid e

Commercial Products
Authorized Distributor

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

I HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

[RRSA

ASSOCIATE MEMBER

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

sure how lo attract business, re-
sorted to “typical” sales strategies
of the time (automobile, insur-
ance, efc.). These were viewed as
the best way to sell anything. So
standard training material became
books by Tom Hopkins, Zig
Ziglar, Brian Tracy and many oth-
ers who are very respected at what
they do, but none of whom have
ever sold a club membership.
They believed everything from
cars fo insurance to memberships
could be sold the same way.

The fitness industry
never developed a sales process
of its own that would take into
consideration the needs and con-
cemns of potential club members
and the long-term needs of club
owners. So methods and tech-
niques evolved such as: gaining
and maintaining control,
porcupining, trial balloons, never
giving rates over the phone, lim-
ited time offers, up selling, Nuero
Linguisitic Programming, sales by
personality types, emotional sell-
ing, first-visit incentives,
assumptive closes, alternate
choice closes, solicited point-of-
sale referrals, etc. All of these
“methods and techniques” set sell-
ing up to be adversarial instead of
cooperative. These may have
worked well with uneducated con-
sumers in transactional sales of
commodities, but are not appro-
priate in membership sales which
is relationship based.

These types of sales
techniques also make it much
more complicated than it needs to
be. Today’s club sales people are
overwhelmed with scripts, closes,
prehandles, qualifying questions
and pre-planned presentations,
etc. A new sales person might
hear from their sales trainer: “to
go from point A to point B you
need to go left for 10 miles, take a
right at the street with a red sign,
turn around, stop, go, take a left
again - hope it's the right one and
if that doesn't work, try plan C3".
Rather than being told the fastest
way from point A to point Bisa
straight line.

This type of selling just
does not accurately address the
needs and concerns of someone
considering a membership. But,
having no other options, the fit-
ness industry adopted these theo-
ries and they grew to become the
norm. Many salespeople or sales
trainers will argue that “sales is
sales” and does not matter what
you are selling; the same tech-
niques can be used to sell any-
thing. Or that selling is mental
sparing and sales people need
some sort of advantage over the

prospect in order to sell effec--

tively.

I believe selling mem-
berships to clubs today is very dif-
ferent than the selling of com-
modities in the past. There are
three big reasons why the deci-

sion-making process of a
person considering mem-
bership today is different
than the process of a con-
sumer purchasing any-
thing in the past.

Reason #1: The
decision to change a
lifestyle is much bigger
than the decision to buy
any commodity , even if
the money is less, Any-
one who sells member-
ships knows that pros-
pects who enter your fa-
cility are very commonly
intimidated, self con-
scious or nervous. | have
had people in my office
literally break down in
tears because they are so
unhappy with themselves.
Others have been shaking
like a leaf and very scared
to talk to me from the

Ben Midgley

sheer intimidation of the facility
and all the “pretty people” they
thought were in it. This type of
behavior does not generally happen
when buying something else of
equal monetary value suchasaTV
or a stereo. These aren’t the
thoughts that will go through
someone’s mind in Circuit City. So
it's not the money! (Which is what
brought about most of these sales
techniques in the first place).
Reason #2: We are sell-
ing relationships, trust, support sys-
tems and ongoing service. We will
continue to see these people daily
for years to come. If we lose cred-
ibility at point of sale, our chances
of successfully servicing that mem-
ber are dramatically reduced.
Along the same line, if we are un-
successful closing a prospect after
multiple closing attempts, that per-
son is not going to be an advocate
for us in the community. They ac-
tually will hurt our future sales by
telling their friends; “Be careful
when you go there, they’re only
concerned about signing you up.”
Reason #3: Today's con-
sumer is saleswise. These tech-
niques have become less effective
as the consumer has been bom-
barded with sales techniques from
telemarketers, door-to-door sales
people, add on sales at McDonalds,
aggressive sales people from ma-
jor department stores and automo-
bile show rooms. They have seen
movies which play up sleazy sales
people and heard stories about
clubs closing their doors the day
after selling annual prepaid mem-
berships. People want control
when making major decisions
about their lives. They hate to be
“sold.” Many of these techniques
may close more memberships to-
day by manipulating or coercing
people. But if someone feels sold,
how likely are they to stick with
their program? Will they gladly
offer you referrals? It appears to
me, in an attempt to gain control
of the sales process, we have actu-

ally hurt our long term profitabil-
ity by losing our member’s and
prospect’s trust. No one likes to
be manipulated at any level.

A Solution? Genuine,
Sincere, Responsible
and Simple Sales

I believe the solution is
genuine, sincere, responsible and
simple sales. [ call this Genuine
Sales. If we want to modify our
sales approach to increase more
stable long-term sales, we need to
be better at adapting ourselves to
the customer’s current wants and
needs, not our own. It is the cus-
tomer that keeps us in business.
If you don’t meet their needs and
expectations, some-one else will.

The problem and our
challenge is the pain of change.
It is risky. It takes time. And, it
is uncomfortable. | understand
the fear of the loss of short-term
sales. But, compared to the fear
of a long slow death while our
competitors adapt, we don’t have
a choice. We strive to be per-
ceived as credible to investors,
hospitals, insurance companies
and our community. So, why try
to up-sell a membership just to
make an extra six dollars a month
if we know the member will prob-
ably never utilize the additional
services? How can we be overly
concerned with our first-time
closing ratio? How can we try to
use psychology on someone to get
them to buy? Do you think with-
out a limited time offer no one else
will join your club? Do you think
a different enrollment fee each
month helps your sales people
establish the value of a member-
ship to your facility? Or do you
think controlling the phone call or
the tour gives the salesperson spe-
cial powers for closing? Do you
think any of the above lay the
pavement for a credible industry?
All of this hurts sales and hurts

(See Midgley page 24)
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COMMUNICATIONS CROSS-TRAINING

By Amy Redfearn

Thcm are numerous
forms of communication available
to get your message to consumers:
advertising, direct mail, publicity,
marketing, public relations, outdoor
displays, sales promotions, etc.
Which is the best? None of these,
when used alone.

Integrated marketing com-
munications is the most effective
way to reach potential customers.
Integrated marketing communica-
tion is not about advertisements,
public relations projects or direct
mail pieces. Itis about the customer
and how the customer actually sees
everything as one flow of informa-
tion. In other words, integrated
marketing means approaching com-
munications issues from the
customer’s perspectivé.

The consumer does not
differentiate promotional materials
from newspaper advertising from
community responsiveness. They
see all of these as “advertising” and
that’s how they identify them. To
the consumer, a feature article about
your company published by a news
reporter in your local paper is “ad-
vertising”, an outdoor billboard is
also “advertising.” Consumers
lump together all forms of commu-
nication, including advertising,
public relations and marketing and
make judgements about your busi-
ness based on the total of these re-

lationships.

Because the consumer
does not put all forms of com-
munication into separate com-
partments, it is important for
business owners to cross-train
their communications efforts.
Integrated marketing requires
collaboration on strategy, not
just execution. This means that
in order for a communications
effort to be effective, the adver-
tising, marketing and public re-
lations staffs must work together
and not as separate depariments
in a company. When all of these
messages are strategically coor-
dinated, the effect is far greater
than when advertising, market-
ing and public relations are
planned and executed indepen-
dently. When each is indepen-
dent, each department competes
for budgets and power. In addi-
tion, each area may be sending
out conflicting messages when
they are not planned together.

So what’s
the difference?

Advenising is some-

thing that the business pays for,
whether it appears on television,
radio or in print. It is often per-
ceived by the consumer as self-
serving. People know that ad-
vertisements are paid for by the
business that places it. They also
know that the business created
the message exactly how they

wanted it to appear. The effec-
tiveness of advertising has been
challenged over the past couple
of decades. The significant in-
crease in advertisements has
caused a clutter of messages, cre-
ating a burden on advertisers who
try to make their products and
services known. The 1980°s
brought shorter television adver-
tising spots, contributing to three
times as many products and ser-
vices being advertised on televi-
sion as compared to 1970. And
the spread of cable television
brought even more outlets for
advertising.

Marketing is often
identifed as the 4P’s: product,
price, place and promotion. It is
literally defined as, the selling of
aservice or product through pric-
ing, distribution and promotion.
Marketing guru, Philip Kotler
suggested that a fifth P, public
relations, be added to the tradi-
tional 4P’s of markeling.

Public relations is de-
fined as the marketing of an or-
ganization. Since public rela-
tions is about building relation-
ships between the company and
its publics, it is the public rela-
tions professional that should
lead the integrated marketing ini-
tiative.

Publicity can also be
done through public relations ef-
forts. In fact, publicity can be the
most effective part of the market-
ing mix. It differs from advertis-

ing, in that it’s free and usu-
ally is the best way to get
your message across since
it is presented as a news
story and appears to hold
less bias. Publicity is also
highly effective for busi-
nesses with small budgets
and strong compelitors,
since it is free.

It is important to
remember that the roles of
advertising, marketing and
public relations are differ-
ent and that none can do
everything by itself. Ad-
vertising controls your
company’s message, mar-
keting involves the cus-
tomer and public relations
provides the credibility for
your company. Together

they bring a great deal of
success to your busi , if

Amy Redfearn

each department works together
and not independently.

In order to have a suc-
cessful communications team,
each department, advertising, mar-
keting and public relations, must
understand each other’s role and
must be knowledgeable in all ar-
cas. Let your communications em-
ployees out of their “boxes” and
cross-train their brains to think as
a whole instead of a part. Your
public relations staff should be
working side-by-side with your
marketing and advertising staff, as
one team. All three departments
play a pivotal role in the success

of your business because they are the
ones who get your message to the
public, which directly affects your
botton-line.

(Could your staff benefit
from a cc ication k
Innovative Concepts & Consulting
provides workshops and training for
cross-training communications, that
will optimize your team's potential.
Call (352) 379-8301 for more infor-
mation or send workshop requests let-
ters to: Innovative Concepts & Con-
sulting, PO. Box 142335, Gainesville,
Fl. 32614-2335.)
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continued from page 3

IHRSA. “According to a new
study done for IHRSA, 9.6 million
of them - 37 percent — are ready
to join a health club in the coming
year."”

The study, funded by
IHRSA’s Vanguard and conducted
by American Sports Data, Inc. sur-
veyed 969 former members at nine
IHRSA-member clubs across the
U.S. The results show that mem-
bers resign from health clubs for a
variety of reasons; only a minority
(25%) are prompted by dissatisfac-
tion with the club. Other reasons
for not renewing fall into three
broad categories:

« Situational (cited by
29%): e.g., relocation, pregnancy,
injury, etc. Of this group, 35% said
that they already had or would join
another club in the coming year.

* Personal (24%): e.g.,
switch to outdoors exercise, a loss
of interest, lack of an exercise part-
ner. Fourteen percent of this group
said that they intended to join an-
other club.

« Financial (22%): ¢.g.,
not being able to afford the ex-
pense or a perception that the
dues were too high. Twenty-five
percent of this group intend to
join another club.

As indicated earlier, in
the short term, 37% of these
lapsed members plan to either re-
join the club they left or to join
another club. However, 67% felt
that the original decision to join
the club was a good one, an indi-
cation that most former members
are good prospects for health
clubs.

“If we can help these
people overcome their reasons
for quitting the club, we can
draw them back in,” said Mr.
Howland. “In total, we are talk-
ing about more than 17 million
potential members — 9.6 mil-
lion of whom are ready to join
in the next 12 months, while al-
most 8 million others are longer-
term prospects.”

Attracting Former
Members

“ hile the study

done for IHRSA on former
health club members does not

paint a good picture for clubs
seeking to entice former mem-
bers to rejoin, the prospects are
bright for clubs seeking to attract
the competition’s lapsed mem-
bers. Only 2.1 million (8%) of
the nation’s 26 million former
members plan to rejoin the same
club, but 7.5 million (29%) in-
tend to join another club.

For most former mem-
bers —40% of whom were first-
time club members who hold fa-
vorable impressions of the club
experience — short-term pro-
grams and memberships, and
pay-as-you-go activities are the
mosl attractive incentives to try
the health club experience again.
Following is a snapshot of why
people left their clubs, the like-
lihood of their rejoining a club
or joining a new club, and sug-
gested approaches to altract them
to club membership.

*Overall reason for leaving
club: Situational

*Percent citing this reason:
29%

*Number of former members
represented: 7.5 million

Top five specific reasons:

» Other new demands on my time:
26%

* Inconvenient club location: 18%

* Moved/relocated: 16%

* New job made demands on my
time: 12%

» Injury/illness/medical condition:
9%

Best approach to getting
them to join/rejoin:

Most of the prospects in
this category are particularly time-
sensitive. Put an emphasis on the
convenience of the club to their
place of work or home; the hours
that the club is open; the opportu-
nity to take care of other tasks if
that is a possibility at the club (hair
salon, dry cleaning services, car
detailing, travel agency, ATM
availability, restaurant with take-
out service, child care service,
children’s programming, etc.).
Copies of club brochures should
be made available at local real es-
tate and apartment rental offices.

*Number Of Former Member Rep-
resented: 6.5 million

Top Five Specific Reasons:

*Overcrowded: 27%

*Dissatisfied with staff: 13%

*Lack of personal attention from staff:
13%

*Dissatisfied with programs/activities:
8%

*Club management inaccessible/unre-
sponsive: 6%

Best approach to getting
them to join/rejoin: This group wants
to test the waters. Since many of
them cited overcrowding as a primary
reason for leaving, most likely they
were going to the club during prime
time. The best bet for attracting them
is offering specific activities or time-
limited programs that they can pay
for as they go. They will also be re-
ceptive to offers where the initiation
fee is waived. Emphasis should be
put on the credentials of the staff
along with the array of programs of-
fered by the club.

*Overall Reason For Leaving
Club: Club-related

*Percent Citing This Reason:
25%

*Overall Reason For Leaving Club:
Personal

*Percent Citing This Reason: 24%

(See Former Members page 22)
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| It’s the green season in Costa Rica!

Villa Isla Azul & Villa de Papagayo

AT e 1

The most beautiful time of the year on
Costa Rica's northwest Pacific coast is June
through October.

Temperatures are in the mid-80s and the sun
works its magic daily, punctuated by an occasional
refreshing afternoon thundershower. The surround-
ing mountains and jungles are lush green and filled
with life.

Picture tynurself relaxing in the elegant
surroundings of a luxury villa. Strolling through
the rain forest to the howls of monkeys and the
squawks of wild tropical birds. The ocean view,
revered as one of the most beautiful in the world, is
so spectacular Conde Nast Travel magazine fea-
tured it in a two-page color spread.

It is a magical world where everything is
done for you and your only responsibilities are to
yourself, your fami]?' and friends. Picture yourself
dining in the candlelit intimacy of a moonlit terrace
overlooking the Pacific. Imagine a world of el-
lc_ ant seclusion. This is a dream come true... Villa

ife.

Villa Papagayo and Villa Isla Azul are brand : ’ -
new luxury viugs %w{h a full staff (cook, maid and Villa Isla Azul features six bedrooms and six baths
butler) located on the gorgeous Pacific coast of Costa Rica.

; Villa Papagayo is a four-bedroom, five-bath villa. Villa Isla Azul is a six-bedroom, six-bath villa. Both have oversized terraces with
swimming pools, swim-up bars and waterfalls. Each has spectacular 30-foot ceilings in the great room with TV, VCR, stereo, video libraries and
air-conditioning in all the bedrooms.

Also available are the world’s best sports fishing for marlin and sails; rain forest, tree top canopy, volcano and giant sea turtle tours;

el | \\\' l\ woorTym 1y birdwatching, scuba diving,

snorkeling, sunset and party boat
cruises, horseback riding, health
club, rafting, tennis, golf and a
colorful Costa Rican beach town
two miles away with beach bars, a
disco and a %ambling casino.

An all-inclusive plan
Provides all your food and drink

an o&en bar) for one price.

Mouthwatering meals, from fresh
seafood to Italhian dishes, are
prepared daily from scratch by
our talented Costa Rican cooks.
The staff is there for your every
need. Come to paradise!

RS S S
For Availability Call (404) 255-1867

Both villas fear::m Qgéét;cdfar, 6Eéan views.
Villa Papagayo (below) is a four-bedroom, five-bath villa.
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BALLY TOTAL FITNESS REPORTS STRONG SECOND QUARTER 1998 RESULTS
Net Income Improves To $.09 Per Share From Loss of $.59 Per Share In Prior Year

C million last year. Initial mem- lion, yielding EBITDA margins  dication of the strengthening  28% to $48.1 million in the first
hicago, IL.- July 30, bership fees originated in- of nearly 30%. of our portfolio.” six months of 1998 versus $37.5
1998- Bally Total Fitness Holding creased 18% from the 1997 Lee S. Hillman, Presi- For the six months  million in the comparable year
Corporation (NYSE:BFT) an- quarter, demonstrating the dentand CEO of Bally Total Fit-  ended June 30, 1998, net rev- ago period. Net income was $4.1
nounced results for the quarter strength of the Company’sstrat- ness, noted, “Our second quar-  enues improved 11% to $365.4  million ($.19 per basic share and
ended June 30, 1998. Operating egy to emphasize popular, ter results showed continued million from $330.2 million $.16 per diluted share) for the
income for the quarter was $11.6  higher margin, all-club mem- strengthening performance in  last year. Initial membership 1998 period compared to a net

million — an improvement of berships. Same stores ac- our core business, which indi-  fees originated for the year-to-  loss of $13.0 million ($1.06 per
more than two and a half times counted for 97% of 1998 origi- cates the key operating strate-  date period increased 14%  basic and diluted share) for 1997.
over the 1997 quarter operating nations. Dues collected during gies we initiated in 1997 are tak-  from the 1997 period. Same Commenting on the

income of $3.2 million — while the second quarter of 1998 de- ing hold more firmly. The stores accounted for 98% of Company’s acquisitions of nine
operating income before deprecia- creased 5% from the same pe-  strong growth in initial member-  the originations during this  fitness centers completed during
tion and amortization riod of the prior year, primarily ship fees during the second period. Dues collected during  the quarter, Mr. Hillman ex-
(“EBITDA”) improved 28% to because the Company discon- quarter and the consistent trend  the first six months of 1998 in- pressed satisfaction with the early
$23.4 million in the second quar- tinued its prior practice of ac- of improving price-mix and  creased 1% from the prior  results posted by those acquisi-
ter of 1998 versus $18.2 million celerating dues payments by of-  credit quality of these member-  year, reflecting the curtailing  tions. “The integration of these
in the comparable year ago period. fering discounts. Consistent ships are strong indications the  of discounted acceleration pro-  new facilities into our operating
Net income was $2.0 million ($.09  with this, prepaid dues have de- core membership business has  grams. Revenues from new systems has proceeded ahead of
per basic share and $.08 per di- creased by almost 5% in the past  significant growth potential. It initiatives have grown by more  schedule and their early operating
luted share) compared to a $7.3 twelve months. Revenues from is particularly pleasing to note  than three times compared to  results are very positive. We look
million loss ($.59 per basic and new initiatives — consisting of our receivables portfolioisatits  the prior year to nearly $15  forward to driving continued

diluted share) during the prior personal training fees, sales of strongest point in at least eight  million. growth by both developing and

year. Results exceeded the First Bfit Nutritionals ™, Bfit Essen-  years measured by credit and ac- Year-to-date operat-  opening new fitness centers and

Call consensus estimate of $.05 tials retail stores, and Bfit Re- count aging statistics. Over ing income was $23.6 — an selectively acquiring operations

per share. hab centers — grew by more 65% of our new membership  improvement of one anda half  in new and existing markets, Mr.
For the second quarter of  than two and a half times over accounts now make automatic  times over the prior year’sop-  Hillman concluded.

1998, net revenues improved 12%  the prior year and 9% since the monthly payments using EFT  erating income of $9.4 million p—

to $180.9 million from $161.8 prior quarter to almost $8 mil- payment methods, a further in- — while EBIDA improved I_J

——— ELECTRONIC
—Billing & Collecting
——— SERVICES

BILLING & PROCESSING FULL SERVICE COLLECTIONS

e Electronic Funds Transfer ¢ Return Free EFT1y
e Credit Card Processing * 1-120 Day Delinquent Collections with no fee increase

* Volume Discounts Available * No Collection Activity On Your Part
* Renewal Billing * Phone Calls, Late Notices & Collection Letters

* Payment Coupon Booklets

COMPUTERIZATION No Fee Increase For Delinquent Collections

* Front Desk Check-In
* Picture-On-Screen

* Point-of-Sale
e Scheduling
» Club Management Reports

» Customization Available
* Windows 95 and Windows 98

Custom Software - Year 2000 Comptabile
Already Tested And Approved For Windows 98

(800) 766-1918 ..co: wwmachbitting.com
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LAKEWAY ATHLETIC CLUB TO
UNDERGO METAMORPHOSIS

C hicago, IlL.- Lakeway
Athletic Club (LAC) in Metairie, La.,
which is managed by Chicago-based
Tennis Corporation of America
(TCA), will undergo a major expan-
sion, TCA President and Chief Op-
erating Officer, Steven Schwartz an-
nounced recently. The club is located
at 3838 N, Causeway Blvd., 9th
Floor, and shares the same building
as the Doubletree Lakeside New Or-

leans Hotel which overlooks Lake
Ponchatrain.

The current 15,000
square-foot facility will expand by
more than 6,000 square feet and
the fitness area will be doubled in
size. Indoor cycling classes will
also be added to the club’s weekly
group exercise schedule which in-
cludes aerobics and body sculpt-
ing classes. Fueling the expansion
is the recent announcement that the

Premier Athletic Club (PAC) had
closed its doors for good on July
31st.

LAC is working with
PAC to transfer memberships and
most of PAC’s fitness equipment.
More than 50 additional pieces of
fitness equipment will be added,
making LAC one of the most
comprehensive clubs in the New
Orleans area. Members will now
be able to utilize nearly 100

pieces of fitness equipment at
this multi-faceted club as well as
an outdoor track, rooftop tennis
and basketball courts, an indoor
swimming pool, free weights and
selectorized strength training
equipment. LAC has also joined
the local Crescent Society which
can give members additional
benefits.

“I'm excited abaul
Lakeway's expansion,’

Schwartz said. “Premier Athletic
Club members will feel right at
home.”

TCA currently owns and/
or manages more than 40 clubs in
the United States and consults for
fitness and tennis facilities through-
out the world. For more informa-
tion on the Lakeway Athletic Club,
call: (504) 836-5252.
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TOWN SPORTS INTERNATIONAL
ANNOUNCES 4th QUARTER RESULTS

and Revenue Increases During

Completed Fiscal Year

“Most Significant Growth Rate” In Company’s History

Ne\r York, N.Y.- August
14, 1998- Town Sports International
announced fourth quarter and com-
pleted fiscal year earnings for the
period ended May 31, 1998.

For the quarter, the com-
pany reported revenues of $24.4
million, which represented an in-
crease of $8.4 million or 53%, over
the results of the fourth quarter,
1997. Further, adjusted earnings

before income taxes, depreciation
and amortization and other non-
cash charges (EBITDA) in-
creased by $1.5 million or 36%,
to $5.4 million compared to $3.9
million for the comparable quar-

ter last year.

The net loss was
$270,000 for the quarter, as com-
pared to a profit of $350,000 for
the same period last year. Town
Sports indicated that fourth quar-

ter results were expectedly de-

pressed due to the deferred com-

pensation expense incurred in con-
nection with stock options.

For the twelve months

(See Town Sports page 24)
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equipment.

§OUR

« Save money using National Gym Supply’s quality
replacement parts.

e Stop losing pins by installing NGS Weight Selector Pin

» Use our Replacement Belts and Decks. Ours Iast 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

e 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
web site at gympart.com!
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When Empowerm

By Dr. Gerry Faust

Empnwermem, like
many other great ideas, is much
more difficult to implement than
some would lead us to believe.
The rationale for empowerment is
very sound. It is based on a rela-
tively straightforward understand-
ing of how long-term business is
created.

1. Long term business
success is based on the orga-
nization’s reputation in the market-
place.

2. That reputation is de-
termined by the outcome of thou-
sands of interactions with custom-
ers called “moments of truth.”

3. If a moment of truth
results in a customer being de-
lighted with the interaction or get-
ting more than they expected, the
reputation of the organization im-
proves. If it results in disappoint-
ment, the reputation declines.

4. The people who man-
age the moments of truth are the
people who deal directly with cus-
tomers.

5. Therefore, for the good
of the organization, we should em-
power them to be able to deal with

you will be able to:

these moments of truth and to cre-
ale more moments of magic and
fewer moments of misery for cus-
tomers.

Early on many believed
that giving people more authority
would do the trick. But now we
know that is not enough. The chal-
lenge is to empower responsible,
skilled, aligned and informed
people. Empowering people who
don’t have these characteristics is
like putting the inmates in charge
of the asylum. It doesn’t work. The
challenge of managers is to develop
responsible, skilled, aligned and
informed people and then to em-
power them to handle the moments
of truth.

Responsi-
bility is a personal choice. People
can choose to be responsible or not.
Responsibility in the work place is
also a multi-dimensional concept.
It involves responsibility to and
responsibility for the right things.
‘We want workers and managers to
be responsible to the customers and
to the organization. We need
people who take responsibility for
results, not just activities. People
who take responsibility for activi-
ties may go through the motions,
but may not accomplish critical re-
sults. The assistant who takes re-
sponsibility for getting a critical

AUGUST ISSUE

package wrapped, addressed and
in the hands of the Federal Ex-
press agent is not necessarily en-
suring the addressee actually re-
ceives the package. Why? Be-
cause things go wrong. Workers
and managers must know what
results the customer and the orga-
nization want and must take re-
sponsibility for producing those
results.

Skilled, The critical
skills for empowered workers are
problem solving and judgment.
Unfortunately, things do go wrong
in the implementation of even the
best designed policy or process.
It’s then we count on responsible

* people to solve the problem so that
the desired results do occur. Judg-
ment is based on awareness,
knowledge, experience and other
factors. In business situations it
often involves balancing the re-
sponsibility we have to custom-
ers, the organization and the
people in the organization.

Judgment is also a skill.
One that is developed through
practice. Too few managers re-
quire their people to practice us-
ing their judgment and provide
meaningful feedback when errors
in judgment are made. These er-
rors provide great opportunities to
teach, to expand perspective un-

ent Really Works

derstanding and to coach
people in the sound decision
making that makes for good
judgment. By using the six |
magic words more often,
managers can allow their
people to exercise their judg-
ment and find those great op-
portunities to coach. The six
magic words are: “What
would you suggest we do?”
Aligned. People are
aligned when they know, un-
derstand, accept and are
commited to the company’s
vision, mission, strategies and
goals. Define and communi-
cate these and then teach '
people their part in accom-

Dr. Gerry Faust.

plishing them and you are aligning
your organization.

Informed. People need
information as to what is desired
and how they are doing in order to
be self correcting (responsible).
Without information they can only
guess what to do and what to
change. That’s not very motivat-
ing and makes people feel more
like victims than the powerful
people they generally would like to
be.

Empowerment can be a
powerful force in driving a
company’s success, But like most
things it’s not as simple as it first

seems. If leaders are truly going
to unleash the power of their
people they need to be sure they
are unleashing the power of re-
sponsible, skilled, aligned and in-
formed people. When these con-
ditions are met, empowerment re-
ally works.

(Excerpted from Re-
sponsible Managers Get Results
—How to Find the Best Solutions
— Not Excuses by Gerald W.
Faust, Ph.D., Richard I. Lyles,
Ph.D. and Will Phillips, Published
by AMACOM, 1601 Broadway,
New York, NY 10019. 1998)

WANT RESULTS?
| BERESPONS

Responsible Managers Get Results shows you how to master the two crucial skills of a responsible manager-problem solving
and getting people to work together. With those skills and the detailed, step-by-step guidelines and procedures the book provides,

"ResponsiBLe MANAGERS GET ResuLts” II

How the Best Find Solutions - Not Excuses

LE!

* Overcome organizational cultures that block teamwork
* Create an organization that inspires responsibility in its workforce, and more.

L R B & & N N B ¥ N N § N _§ N ¥ § N N "N N N § _§
PLEASE maiL, PHONE or FAX YOUR ORDER:

Faust MANAGEMENT CORPORATION

10085 Carrorr Canvon Roap, Surre 210

San Dieco, CA 92131
(619) 536-7970 »» (619) 536-7976 (Fax)
Name -
Company
Street Address,
City/State/Zip

* Focus your organization (and yourself) on producing the skills, attitudes, and abilities that form the foundation of responsibility
* Focus people on taking responsibility for RESULTS not just activities
* Develop responsibility to the customer and the organization

* Break down barriers to taking responsibility that exist in society as a whole, as well as in individual and corporate mind-sets
» Initiate and sustain meaningful change
» Enhance collaboration and team efforts throughout your organization
* Elevate problem solving to a strategic, ongoing process and develop optimal solutions to problems using a proven seven-step method

by Gerald W. Faust, Richard I. Lyles and Will Phillips

™

-

YES! PLEASE SEND ME THE FOLLOWING:

"RespoNsIBLE MANAGERS GET Resurts!"
(Please indicate number of books ordered. CA residents please add sales tax.)

Amount.

0T & o

$24.95ea

Shipping & Handling:
Add $3.00 per book
International rates slightly
higher. Please call/fax

for exact amount.

Daytime Phone

Card Number

Exp. date

Signature
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ELLIPTICAL ON THE MARKET?

YOU JUST
FOUND IT.

CALL FOR MORE INFORMATION

ALSO AVAILABLE FROM 800 . 678 .7888

HOGGAN HEALTH INDUSTRIES
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IHRSA FAIRGAME UPDATES
YMCA First Target of Pennsylvania Law

months to meet with YMCA
officials to discuss ways in
which he could help the YMCA
serve the community’s health
and fitness needs, but they re-
fused to meet with him. “They
left me with no other choice but
to file a complaint,” he said.
The YMCA has until August 12
to respond to the complaint.
Under the law, an arbitrator will
decide if the YMCA is compet-
ing unfairly.

This case will be
watched by many on both sides
of the fair competition debate.
On July 31, the Philadelphia In-
quirer featured a front page
story on the complaint and the
Delaware County Times ran a
comparison of fitness services

e Free Of ¥
Nwofmerﬁfa::f In'0 Only
a sl o0

KICK 1T

Safely and Simply eliminates
nicotine eravings without

the withdrawals typically

associated with quitting.

Dave Cohan, owner of the
Sports Club in Woodlyn, PA., has filed
the first complaint with the Pennsyl-
vania Department of State under the
State’s new Purely Public Charity act.
The Act, which was enacted last No-
vember, prohibits tax-exempt institu-
tions from competing unfairly with
small businesses.

Cohan, who worked with leg-
islators to ensure that the unfair
competion provision was included in
the Public Charity Act, said he never
imagined that he would be the first
small business to file a complaint un-
der the law. But that was before he
learned of the Ridley area YMCA
plans to significantly expand and up-
grade its fitness facilities.

Cohan said he tried for

Effective for all forms of tobaceo use.
No drugs, all natural herbs.
Addresses withdrawals and weight gain.
100% Satisfaction Guaranteed!

Tremendous Income Opportunity
for Clubs or fitness Professionals

Please contact your LifeScience Consultant for
further information and pricing.

W. Preston Fields
1-888-294-2138

offered by the Sports Club and the
YMCA.

IMPROPERMEDICAL
DISCLOSURE
COULD COST YOU!

Herc'syclanmher rea-
son why club operators need to
ensure that any medical informa-
tion they obtain from their employ-
ees is kept confidential.

Earlier this year, Denny's
Inc., agreed to pay $35,000 in dam-
ages and attorney fees to an em-
ployee who claimed that a restau-
rant manager unlawfully disclosed
confidential medical information
regarding his HIV-positive status.

The employee filed a
complaint with the Equal Employ-
ment Opportunity Commission
(EEOC) after he learned that other
employees and customers were
notified about his condition.

In addition to the settle-
ment, Denny’s agreed to train all
managers on the American With
Disabilities Act (ADA). Under the
ADA, aperson with HIV or AIDS
is considered disabled. Call
IHRSA for a free legal briefing on
AIDS or the ADA.

CANADIAN CLUBS
TAKEONTHEY

IHRSA clubs in Canada
have embarked on an aggressive
initiative to impact the fundraising
efforts of the YMCA of Hamilton/
Burlington. Club operators took
action after the YMCA announced
plans to raise $29.2 million for
capital developments, including

the construction of two new fit-
ness facilities and the substantial
expansion of a third facility.

Calling themselves the
Clubs For Fair Competition
(CFFC), Canadian club operators
are conducting a direct mail and
advertising blitz this summer
aimed at the general public, the
media, business owners, public
officals and other opinion lead-
ers. The CFFC hopes to gener-
ate public support to pressure the
YMCA into scaling back its plans
to build upscale fitness facilities.
The CFFC wants the YMCA to
direct its funds towards more
charitable endeavors.

IHRSA has allocated
$10,000 from its Fund for Fair
Competition and Legislation for
this effort. Any club operators
who would like to learn more
about the CFFC should contact
Mike McPhee at: (416) 486-
T908.

NEW HAMPSHIRE
ENACTS NEW
HEALTH CLUB LAW

On June 26, New

Hampshire IHRSA members
won an important victory when
Governor Jeanne Shaheen signed
into law several changes to the
state health club statute.

“This law will go a long
way towards protecting consum-
ers and enhancing the image of
the health club industry,” said
Tom Oakley, owner of the
Laconia Athletic and Swim Club,
who coordinated club operator
input into this legislation. Oakley

credits State Senator Edward Gor-
don, the Attorney General’s Office,
IHRSA and his fellow New Hamp-
shire IHRSA members for their
hard work during this two-year leg-
islative effort.

New Hampshire club op-
erators benefited from work done
in Massachusetts in 1996. Massa-
chusetts club operators drafted
consumer protection legislation in
conjunction with their state Attor-
ney General. Although the Mas-
sachusetts bill did not pass, New
Hampshire IHRSA members
worked many of its provisions into
their legislation.

Under the new law, all
clubs will be required to offer con-
sumers a monthly payment option.
Other changes include limiting all
contracts to a one-year maximum;
climinating the requirement that
clubs place initiation fees into an
escrow account; and limiting ini-
tiation fees to 25% of the cost of a
one year contract. For a copy of
the law, contact IHRSA: (800)
228-4772.

IHRSA would like to ac-
knowledge the following members
for their contribution to this effort:
Suzi Parker and Al Parchuck, Sa-
lem Athletic Club; George Vierra
and Celeste DiMambro, The
Works Health & Fitness; Mike
Benton and Paula Joyce, Executive
Health and Sports Center;
Margarett Chase, Nautilus Works:
Peggy Chidester, Positive Steps
Fitness Center; Peter Camann,
Nautilus Health and Fitness Cen-
ter; John Nelson, Racquet Club of
Concord; Keith Callahan, Health
Development Corporation.

«'ormer
Members

continued from page 16

*Number of Former Members
Represented: 6.2 million

Top Five Specific Reasons:
*Didn’t make enough use of mem-
bership: 43%

*Lost interes/motivation: 17%
*Switched to ourdoor exercise: 15%
*Didn’t have an exercise partner:

13%
*Switched to home exercise: 13%
Best Approach to Getting
Them To Join/Rejoin: These folks
are having a tough time staying
with their exercise program. For
almost half of them, this was their
first health club experience. They
need to be sold and re-sold on the
benefits of exercise. They will
also be attracted to shori-term pro=
grams, the ability to pay for activi-

ties as they go, and waived ini-
tiation fees.

*Overall Reason For Leaving
Club: Financial

*Percent Citing This Reason: 24%

*Number of Former Members
Represented: 5.7 million

Top Two Specific Reasons:
*Couldn’t afford the expense:
30%
*What the club offers isn’t worth
the money: 14%

Best Approach To Get-
ting Them to Join/Rejoin: As
with those who quit their clubs
for personal reasons, almost half
of those who cited financial rea-
sons were first-time members.
They will be attracted by waived
initiation fees, the ability to pay
by the visit, or for specific, short-
term programs or memberships
(e.g. 30-day trial).

In Rejoining Decision,

First Impressions Count.

First impressions of a
club significantly impact later per-
ceptions of overall satisfaction
with the facility, according to the
study of former members done for
IHRSA. Individuals who felt good
about their initial experience with
the club left with a positive im-
pression. This, in turn, makes
them the most viable candidates
for rejoining the club.

Persons who reported the
following positive experiences are
the most likely to rejoin their
former club.

Will rejoin club:

*Had excellent relationship with
staff 22%

*Had an immediate sense of “be-
longing” 21%

*Club was responsive to my needs
21%

*Staff helped me achieve my fitness
goals 19%

(Reprinted courtesy of IHRSA.)
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International Sports Sciences Association D $0
The World Leader in Fitness Certification 0'!

Since 1958

Personal Training
CERTIFICATION

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

Dr. Sal Arria

ISSA Co-Founder and
U.S. Olympic Team Doctor
3x California State
Powerlifting Champion

Bill Pearl

Worlds Leading Fitness
t, 5x Mr. Universe

Tom Platz, B.S.,MSS

‘The Golden Eagle'
Multi-Mr. Universe c it

Bob Delmonteque, ND

Worlds #1 Senior Fitness
Consultant

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

Other ISSA Specialized Certification And
Continuing Education Programs:

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

* Specialist in Performance Nutrition”
* Specialist in Weight Management”

FITNESS: The Complete Guide, (640 pages, 1997

4th Edition) and a complete Step by Step Study Guide

ISSA Guide to Fiscal Fitness, (How To Start And Build
A Profitable & Rewarding Personal Training Business)
NEW! 5 Hour Video Series on Fitness Training and
Sports Medicine for Personal Trainers

Unlimited Use Of 18SAs 800 Technical Support Help
line (During And After Certification)

Free One Year ISSA Membership And Subscription To
The I1SSA Newsletter, PRO-TRAINER

Two Study Options: Independent Study : Study At
Home At Your Own Pace or Attend A Seminar In Your

Area At NO EXTRA CHARGE!
v YOU CAN EARN $50 - $150 Per Hour [n Your Spare

Time Helping Others Enjoy a Lifestyle of Health & Fitness!

CALL 1-800-892-4772

TODAY FOR FREE INFORMATION!

* Fitness Therapist* (Post Rehabilitation
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® Aerobic Fitness Trainer” Certilied. Finess Tramer

* Youth Fitness Trainer”

» Water Fitness Trainer"

* Certified AED Technician”

} FOR FREE INFO CALL 1-800-892-I1SSA {
| OR SIMPLY SEND IN THIS FORM WITH A CHECK,MONEY ORDER, OR VISA, MC, 1
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HELPING MEMBERS SUCCEED

By Tom Cotner

September is the month
when most members begin using
ourclubs again. Vacations are over,
the children back in school and
people are ready to renew their
commitment to exercise. Health
clubs are about to shift from low to
high gear. The summer months, tra-
ditionally our guiet time, are com-
ing to an end.

What kind of club year
(traditionally September through
May) will you have in 98/99?
You’ll have a prosperous one if you
create good answers to the follow-
ing questions before the heavy ac-
tivity begins. :

Member Service; Wil
our level of service be better or
worse than previous years? What
is our membership service philoso-
phy? Does our staff know and un-
derstand it? Are we consistent in
its delivery? Are we adding ser-
vices members appreciate? Are we
eliminating services that we’re bel-

ter off without?

Programming: What
past, present and new programs
are we offering this year? Why
are we offering these? What
would happen if we dropped
them? Whal problems do we
foresee if we implement them?
Are we prepared to solve them?

Sales: What's our
game plan to increase member-
ship? Will it work? Who else
has used the plan? Will they
share information concerning it§
strengths and weaknesses?
What kind of club image does
the plan create? Is this the im-
age we want?

Retention: How many
people will drop their member-
ship this year? Why will they
leave? What can we do to keep
them from dropping?

Facility: What facility
problems have we encountered
in the past? Can we prevent
these problems from happening
again? If they do, are we pre-
pared to solve them?

Staff: What level of

commitment does our staff have
to the club’s goals? Ifit’s less than
we'd like, why? What can we do
to improve our commitment? Do
we have the right people in the
right place? Do our natural gifts
match our position? What staff
training programs are in place to
help us succeed? How do we
communicate with each other?
Are we open and honest? Do we
“gunny sack™ our true feelings?
Are there any “hot spots” that we
should address now before the
club gets busy? How can we help
each other succeed?

Finance; What new
revenue sources will we imple-
ment? How will we enhance ex-
isting revenue sources? Who else
has tried these ideas? Do they
work? What expense categories
can we reduce or eliminate? What
impact will this have 6n mémber-
ship? On staff? Are we reinvest-
ing in the club? Do our invest-
ments truly make a difference to
our success? If we can’t afford to
reinvest, why? Should we in-
crease membership dues to allow

the level of service and
expansion to grow?

Personal: Are
we personally prepared
for the coming year? Do
we have the right attitude
toward the club, the
members, each other?
How can we avoid be-
coming fatigued and
burnt out? How can we
achieve more balance in
the high demand club
world? Do we like what
we do? Why?

Which answers
to the questions above
make the most sense in
helping our club suc-
ceed? Which answers
will give us the greatest
return for the resources

we invest? Are our an-
swers to these finat three ——

Tom Cotner

questions nearly one in the same?
They should be awfully
darn close.

(Tom Cotner is the Presi-
dent of Employee Health Manage-

ment, Inc., a consulting firm spe-
cializing in worksite health and
wellness. He is author of the book
Helping Members Succeed. Con-
tact Tom at: (605) 692-2071.)

..Midg,

continued from page 14
your club’s reputation and future
sales.

Sales is customer service,
not a rivalry with potential custom-
ers to convince them to buy. 1 guar-
antee you that those of you who
have been taught to sell with clos-
ing lines, limited time offers and
clever scripts would have been bet-
ter off being hired and told: “Take
care of the customers and get them
what they want.” Plain, clean and
simple “How can we help you?”
and “This is what we will do for
you.” That’s what people want to
hear. Potential members know a
salesperson being a salesperson and
they know someone being straight-
forward, hardworking and con-
cerned. With all the choices people
have today, I feel a lot more confi-
dent with genuine and sincere sales
people working in my club.

Genuine Sales requires
only a few “principles” a salesper-
son needs to understand and be able
to act on. First, you have to be
genuine of character and have a
strong sense of integrity. You are
what you sell....do it with pride!
You need to be one hundred per-
cent engrossed in the prospect, not
in the sale. You must act only in
the prospect’s best interest and do
whatever it takes to get them the in-
formation they need to succeed (not
just join). It's important to ask
yourself, “where is my motivation
coming from?” If you said
MONEY, BUZZZZZ, wrong an-
swer! If you don’t sincerely care
about every member in your club,
every last one, and enjoy what you
are doing, you'll never accomplish

what you have the potential to.

Second, you have to be
empathetic. Understand every-
thing that could be going through
your customer’s minds and be at-
tentive to their real objectives
and why they are important to
them: their fears and uncertain-
ties, their preconceived notions
about clubs, what they think
they have to do and how they feel
about it. To do this you need to
ask, listen carefully and actively.

Third, you have to help
people reach their goals by of-
fering realistic plans of action. It
is very important to them to un-
derstand what they will be do-
ing and why. They will look to
you for help. It is also impor-
tant to help them gain a sense of
belonging. Once they join, ef-
fectively and responsibly inte-
grate them into the club. You
must follow through with your
commitments, make the extra
effort when your competition
won’t. By helping them beyond
the transaction you gain their
trust. Not until then are you wor-
thy of their help in the form of
referrals, Don't forget you need
their help to succeed just as much
as they need yours.

Fourth, as a great sales-
person you need to be a team
player and never above any job
that needs to be done. You need
to understand excellent customer
service and be willing to provide
it. You have to support and en-
courage the same type of perfor-
mance from the rest of your
club’s team because no one can
do it alone. Imagine how your
members will feel about you if
they see you mopping the

lockerroom floor or picking up
trash in the parking lot. If you
don’t perform like this daily you
are just going through the motions
because it is your job. Your mem-
bers will know that.

Last, we need to keep
things simple. Unfortunately,
simplicity seems to be difficult for
many people. We crave systems,
structure and control. In the pro-
cess, we complicate things. Trust
your instincts. Your members will
know if you are thinking about
them or if you're trying to remem-
ber what to say next. Any sales
person can do incredible things if
they keep it simple. The hard part
is cutting through the garbage un-
til you can see how simple and
easy selling can be.

The list of things you
need to do to succeed is a mile
long, but if you follow these ba-
sic principles the rest will follow.
Never forget there is a lot more to
succeeding than just the numbers.
So take the time, look at every-
thing you've just read, read it
again and think about it. Eventu-
ally you will realize that if you are
always on the side of the customer
you can never lose. [ am reminded
of the movie “Field of Drems’
when the famous line was spoken,
“Build it and they will come.”
Remmber this, “ Sell genuinely,
sincerely and responsibly and they
will buy.”

(Ben Midgley is the
Sales & Marketing Manager for
Saco Sport & Fitness, in Saco,
Maine. Ben was honored as the
1995 IHRSA Salesperson of the
Year and is a regular industry

speaker.)

..Jown Spo. rts

continued from page ."0

ended May 31, 1998, the company
reported revenues of $82.4 million,
a 46% increase over the previous
fiscal year. Adjusted EBITDA was
$20 million, 53% ahead of last
year. Overall, the company re-
ported net income of $277,000 for
the full fiscal year, as compared to
a $936,000 net loss last year. ~

Town Sports, a leading
owner and operator of health clubs,
increased the number of its open
fitness clubs by six in the fourth
quarter, to a current total of 49.

The company owns a to-
tal of 45 clubs and is responsible
for managing four clubs. In addi-
tion, it had three new clubs under
construction at the end of the quar-
ter.

Commenting on the fiscal
year just ended, Town Sports Chief
Executive Officer, Mark Smith
said, “We have just completed a
year of pivotal growth for our busi-
ness. The strength of our perfor-
mance during the 1998 fiscal year
has positioned the company well
to take advantage of key strategic
and financial opportunities in the
future.”

Mr. Smith noted that dur-
ing the past fiscal year, Town
Sports added 14 operating clubs to
its network, increasing its club
count from 35 on June 1, 1997 to a
total of 49 on May 31, 1998. “This
40% growth rate is by far the most
significant undertaken by the com-
pany during its history,” he said.

“From an operational per-
spective, we have remained very

focused on executing well in the
three key areas of our business:
sales, service and retention of mem-
bers,” Mr. Smith continued. “We
have carried over these efforts ef-
fectively into the new club acqui-
sitions with the acquired member-
ship base benefiting immediately
from our operational expertise.”

Commenting on the sub-
ject of club openings and acquisi-
tions after May 31, Mr. Smith said,
“It’s been an active period. We
have completed 13 club acquisi-
tions, opened 2 greenfields that
were under construction at the end
of May and have a further 5
greenfield | at the doc
tation stage which we will report
on next quarter. That brings our
total club count to 64.”

He pointed out that in ad-
dition to its high level of new club
activity, Town Sports has continued
its ongoing process of club expan-
sion and renovations.

During the past fiscal year,
Town Sports completed an $85 mil-
lion senior note financing to repay
an existing term loan, line of credit
and subordinated note. Related fees
and expenses were written off net
of tax effect for $700,000 as an ex-
traordinary item.

New York-based Town
Sports International is a leading
owner and operator of fitness clubs
in the Northeast and mid-Atlantic
region of the U.S., and is the larg-
est operator of such clubs in Man-
hattan. The company operates fit-
ness centers in the New York, Bos-
ton and Washington, D.C. areas
with an excess of 170,000 mem-
bers.
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SEE SALES SOAR!
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Building your company’s sales is easy with the right TooLs.

Start nailing down those lost leads! Stop missing sales opportunities. Use TooLs Saks &
Marketing Software to automate your sales efforts, Stay on top of appointments, track incoming
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prafile feature gives you access to pow erful information on every lead.

It’s easy with Tools Sales & Marketing Software. Tool.s gets results.

Call ToolLs today and watch your sales go through the roof!

CALL NOW FOR A FREE 30-DAY TRIAL

800-811-8669

Tools Systems Management
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continued from page 6

unique in the industry at that time,
but is now common practice. Club
staff then concentrated on provid-
ing consistently high quality ser-
vice to the members to convince
them to stay with the club. The
strategy paid off. By 1986, the
monthly dues the club received via
electronic funds transfer covered
all operating and debt service costs
for the month. That meant that
additional revenues from new
member, pro shop or program sales
could go directly toward reinvest-
ment in club improvements and
staff benefits.

3. Ability to Build a
“Cadillac” on a “Chevy" Budget

Another key to the club’s
financial success has been its abil-
ity to develope facilities in a cost-
effective fashion. The original club
was built in 1980 at a cost of $30
per square-foot, at a time when the
industry average was $42. The
50,000 square-foot expansion,
which opened in 1991, was built at
a cost of $50 per square-foot, while
the industry average was approxi-
mately $80 to $100. Roger Ralph
gives a lot of credit to industry
leaders, Dale Dibble and Ed and
Zoe Veasey of Cedardale for help-
ing him learn to control construc-
tion costs. Roger comments, “Dale
Dibble and the Veaseys were very
helpful to us when we were travel-
ing around the country looking at
clubs 20 years ago. | remember
vividly that they were very suc-
cessful in controlling construction
costs. We learned from them to
always explore a range of alterna-
tives before making final construc-
tion decisions. [f you don’t, the

natural momentum of your work
to date on the project and your
bias can make you blind to better
and more cost effective options.”

The Ralph’s innovations
in capital development and im-
provements were the result of
their visiting Cedardale and doz-
ens of other health clubs and re-
lated facilities, then applying the
most creative and applicable les-
sons each had to offer. A good
example was the club’s construc-
tion of a swimming complex in
1985, consciously designed by
Roger to be an indoor facility in
cold weather months and an out-
door facility from June to Septem-
ber. The result was construction
of one of the few pools in the re-
gion covered by an air structure.
This commitment to “thinking
beyond the box™ was again re-
flected in the replacement of the
club’s original air structure in
1997. Despite resistance from the
club’s engineer, the air structure
manufacturer and the club’s long-
time architect, under Roger and
GM David Bradshaw's leader-
ship, a 16,000 square-foot, trap-
ezoidal-shape air structure cover-
ing its main pool, whirlpool, baby
pool and teaching pool was de-
signed.

4. A Contrarian Com-
mitment to Build and Operate a
Health Club that COULD Be All
Things To All People.

“After we were in busi-
ness for a few years,” Roger re-
calls, “Many marketing experts
were predicting failure because a
core strategy for our business was
to try to be ‘all things to all
people’ and not be a health club
with a limited niche.” Roger was
convinced that execution of this
strategy would be the key to long-
term success of the Bel Air Ath-
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David Bradshaw, GM Bel Air Athletic Club

letic Club. The actualization of
this strategy — an infant nursery,
after-school programs, spa ser-
vices, computer training center, a
separate women’s gym within the
club— has enabled the club to ob-
tain a 10 percent'market penetra-
tion.

The Ralphs believed that
an “everything for everybody” ap-
proach would fail if the club and
its staff were not able to create
centers of excellence in its diverse
activity areas.

Under Elaine's leader-
ship, the Harford Dance Center
was designed consciously as a
dance center — not a multipur-
pose room. Elaine insisted that if
the Bel Air Athletic Club was go-
ing to have the best dance program
in the country, its space for this
activity had to be first-rate and
designed for dancers.

Elaine’s organizational
and creative skills have enabled
the club to succeed from both a
financial and programmatic stand-
point. She surpervised the hiring
of top-notch dance instructors and
a Dance Center director and
helped create the first program of
classes. The Dance Center oper-
ated in the black within its first
year— a milestone practically un-
heard of for an artistic endeavor
of its type. Today hundreds en-
joy dance instruction at the Cen-
ter.

5. Adoption of a Coop-
eration Rather Than Conflict Ap-
proach on the Battlefields of Fair
Competition.

In January, 1994, Roger
was praised in an editorial by the
editor of Fitness Management
Magazine for his insight into the
issue of unfair competition in the
fitness industry and his “vision-
ary strategy.... for a cooperation-

based solution that aims to im-
prove the quality of life in his
whole community.” Roger was
at the forefront of urging the
health club industry to: 1) Edu-
cate the public, elected officials
and the business community
about sophisticated fair-compe-
titions issues and 2) Find con-
crete ways for taxpayers business
to work with potential competi-
tive nonprofit and government
organizations to make the best
use of scarce resources. He was
invited to address the U.S. House
Committee on Small Business on
this topic. Roger is currently
working to assist in the develop-
ment of a community center
jointly operated by the YMCA,
Boys and Girls Clubs and the
Town of Havre de Grace.

It is the opinion of this
writer that Roger Ralph is the
foremost leader in the develop-
ment of cooperative efforts be-
tween for-profit health clubs and
competitive or potentially com-
petitive non-profit organizations.
Roger believes that IHRSA, the
YMCA and national organiza-
tions representing hospitals, park
districts and recreation depart-
ments must commence and sus-
tain a dialogue that can create a
framework for cooperation rather
than conflict. “There is a need,”
he says, “to establish a set of prin-
cipals and guidelines that are
broadly accepted and truly help-
ful to elected officials and com-
munity leaders as they cope with
a variety of fair competition is-
sues. And these guidelines can
only be developed if all parties
work at finding common ground,
appreciating the others’ interest
and work to develop relation-
ships of trust. Absent this, ten
years from now we will be no fur-

ther along than we are today.
Board members of IHRSA and the
National Board of the YMCA, in
my judgment, must exercise the
type of visionary leadership regard-
ing the complex and emotional is-
sue of fair competition that long-
term is good for communities
across the country. In short, the
National Board of members of the
YMCA and IHRSA's Board Mem-
bers, along with senior staff, need
to be talking formally and infor-
mally."

The Bel Air Athletic Club
is clearly on the leading edge in
America in terms of delivery of
quality facilities, services and pro-
grams to its membership and com-
munity. The club truly is a model
for the family-oriented clubs of the
future and can be expected to con-
tinue to lead the way under the able
direction of Roger and Elaine
Ralph and their excellent team.

Next month in Part [T we
will cover: The Bel Air Athletic
Club Statement of Philosophy,
Goals and Objectives, Culture/
Values/Incentives, Management
Team, Future Plans, more on the
club community involvement and
an interview with Roger and Elaine
Ralph and General Manager, David
Bradshaw. Stay tuned!

(Norm Cates is a 25-year
club industry veteran and the Pub-
lisher and Editor of The CLUB
INSIDER News. Cates was a co-
founder and the st President of
IHRSA in 1980/81. This article
contains verbatim quotes from in-
formation provided by the Ralphs
from their Ernst Young/NASDAQ
application, and we thank them for
their sharing of the information
used in preparation of this impor-
tant two part series.)
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ARE YOU MAXIMIZING
YOUR MEMBERSHIP

SALES POTENTIAL?

Our Client’s Results Speak For Themselues

“Not only did Sales Makers help increase
both our club sales by over 20% and our
monthly dues by over 50%, they also had
a major impact on our overall retention
efforts. I would personally recommend
Sales Makers to any owner who wants to
increase sales and professionalism in
their own clubs.”
— Art Chappell, Owner
Courthouse Athletic Clubs,
Auburn & Grass Valley, California

EXPERIENCE = INTEGRITY = RESULTS

“Sales Makers delivered on every promise
— increasing our sales dramatically with-
out discounting our dues. We followed
their procedures and dedicated ourselves
to the excellent lechniques and systems
they implemented, with the result being a
complete “turnaround” in our sales.
Again — thanks for everything!”

— Ellen Koelsch, Marketing Director
Clubfit, Briarcliff & Jefferson Valley, NY

Some of the best clubs in the country have worked with
Sales Makers to maximize their revenues. Since 1979, Sales Makers has been
committed to increasing club owner returns without discounting dues
or running slick ad campaigns. We’ve built our reputation by creating satisfied
clients through the development or improvement of a club membership sales staff
and the implementation of proven management systems and marketing programs.

Sores Moﬁers

membership specialists

Call: 1-800-428-3334

FLORIDA OFFICE: 1509 SW 53rd Terrace * Cape Coral, FL 33914 « 941-945-3208  Fax 941-945-3029
NEW YORK OFFICE: 195 Old West Point Rd. = Garrison, NY 10524 * 914-736-0307 ¢ Fax 914-736-0508

BUT DON'T JUST TAKE OUR WORD FOR IT. . .WE'LL PUT YOU IN TOUCH WITH OUR CLIENTS!
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document with the Securities Ex-
change Commission and will go
public in the near future. TSI man-
agement is not at liberty to discuss
the filing but I am sure that when
they are, they will give us an up-
date. Stay tuned!

*Congratulations  to
KENT MITCHELL and his FIT-
NESS FOR HER team in La Jolla,
California as they were recently
honored by Health Magazine with
a national distinction as one of
1998’s Fitness Solutions for
Women. We’'ll have more next
month.

*Don’s miss the CLUB
INDUSTRY Conference and Trade
Show in Chicago, October 14-17th
and the IHRSA/Athletic Business
Sales, Marketing and Program-
ming Conference and Trade Show
in Orlando, Florida, December 2-
Sth. PAT WILLIAMS, the Gen-
eral Manager and Chief Operating
Officer of the Orlando Magic will
be the keynote speaker.

*ACE has created a neat
poster illustrating the most common
workout mistakes that we reported
on last month. Contact RACHAEL
NARSH at ACE for information:
(619) 535-8227, ex1.703.

*California Clubs of Dis-
tinction, Executive Director, LIN
CONRAD, tells me that the Asso-
ciation now has 160 member clubs.
Also, the CCD newsletter had some
great news that the California CON-
SUMER PROTECTION BILL
AB2618 had been voted down. AB
2618 would have:

1) Prohibited pre-selling of
memberships before a club was
fully operational. 2) Allowed mem-
bers to cancel a membership con-
tract for any reason with just 30 days
written notice and a prorated refund.
3) Prohibited cancellation fees. 4)
Every membership contract must
contain a statement that the club
operator is required to give mem-
bers 90 days written notice of
planned closure of the club as well
as a prorated refund upon closure.

*In case you need the
NFTA Phone Number, you can
reach PAT PINE there at: (303)
399-4545.

*UNIVERSAL GYM
EQUIPMENT filed for Chapter 11
awhile ago. Now the case has been
converted to a Chapter 7. We con-
tacted ADRIAN GONZALES, the

Trustee for the Southern District
Court of Florida, to find out the
status of the case. He told me that
there would be no liquidation sale
because the Corporation’s $6 mil-
lion in assets all were secured by
creditors.

*Word is that Fitness
Holdings, Inc. d/b/a 24 Hour
Fitness will file their S-1. We will
keep you updated.

*And speaking of public
companies, isn’t it interesting to
watch the Bally Total Fitness
stock? Last month at this time the
stock was trading at around 35.
Since then the stock tumbled

AUGUST ISSUE

down to around 22. I contacted an
industry expert to ask for his ideas
about why the stock had dropped
so much and his comment was,
“Most likely it is attributed to the
analysts' dissatisfaction with the
company's performance and is
probably tied into the overall de-
cline in the market in the recent
past.” LEE HILLMAN, Bally
President and CEO has released
the latest quarterly financial results
and that information appears in this
issue.

*DON WANAT, for-
merly CEO, has left StairMaster.
Don and 1 swapped phone calls
over the past two weeks, but

haven’t connected yet. I'll have
an update once we've been able
to talk. The affiable Wanat has
been the leader of StairMaster for
the last three and a half years as
they have gone through a lot of
changes.

*RICK CARO, the
President of New York-based
Management Vision, has been
appointed by New York City
Mayor RUDOLPH GIULIANI
to serve on the Board of the New
York Sports Commission.
Among the challenges Caro and
the other Commission members
will be facing include a bid for the
Olympic Games for 2012 and the

development and construction of
four new sports stadiums.

*WERNER DIERCKS
heads up an Atlanta company
called AmeriVap that sells systems
that clean showers, lockeroom tiles,
efc. - without chemicals! Looks
like a great product to check into.
For information, call Werner at:
(800) 763-7687.

*NANCY GRAHAM
has been named as the Aquatics Di-
rector at the Bel Air Athletic Club.
She will have five great pools to
work with and we wish her well!
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News is for you.

Go to
the HEAD of
the CLASS with
an AD here.

By advertising every month in
The CLUB INSIDER News...
you will gain an edge on the
competition. You will reach
over 5,000 club locations and
decision makers every month.
The people who need your

If you sell products and ser-
vices to club owners and man-
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Next Issue: SEPTEMBER
Ad Deadline: September 10th
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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

\ AL, e, R

Full Service Customer Support
(Phone, Fax, Seminars)

S0, make the first call right now. Dicil 1-800-554-CLUB

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

Club

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

III'IIIEI' o 1 (800) 554-2‘?55?11%"7?332%33%
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PACE: Great Workout For Unfit, Fit and Ultrafit

By Rande LaDue

In the past [ have repeat-
edly told CLUB INSIDER readers
that the PACE Group Exercise Pro-
gram™ may be done by anyone at
any fitness level and can be a source
of new revenue, especially as a se-
niors or weight loss program. How-
ever, | have failed to properly em-
phasize the fact that PACE is also
an excellent program for your ex-
isting or potential fit or ultra-fit

members.

For example, at the re-
cent IDEA World Fitness Conven-
tion in Orlando, Florida, we had
several hundred aerobic profes-
sionals from around the world line
up to take PACE classes led by our
Master Trainer, Kevin Cavaretta.
They received a free PACE T-shirt
for surviving the class-and there
were hundreds of T-shirts being
worn proudly throughout the con-
vention. As one PACE participant
said, “I earned it. | want people
to know it!”

One of Pro*Fit Enter-
prises newest PACE Sales Reps,
Bruce Cline, from Gold’s Gym
in Orange Park, Florida, took a
PACE class and admitted it was
one of the hardest of his life! “The
beauty of PACE,” Cline said, “is
that with its accomodating resis-
tance, | will be able to train sev-
eral people of different fitness lev-
els in the same class. I can kick
the butts of the fit members and
the out-of-shape members will get
a workout that matches their ef-
forts.” “We will be using PACE

as our Group Personal Training;
offering members a discount and
servicing several people at the
same time. | now know first-hand
the camraderie and motivation you
can get from a PACE class.”
During his PACE
classes, Kevin Cavaretta was of-
fering anyone who could break a
PACE machine cylinder $50; there
were no takers. (Actually in the 7
years we have been selling PACE,
we have seen only one “blown”
cylinder done by a former Dallas
Cowboy football player whose

name we cannot mention without
paying him lots of money. Let’s
just say that he was very tall.)
PACE is definitely not
just for beginners, kids, seniors or
the deconditioned. If you want to
offer your fit members one of the
best workouts they ever had, con-
sider PACE. For more information
or a free PACE video, call Pro*Fit
Enterprises at 888-604-2244.
Pro*Fit has been recognized by the
American Council on Exercise as
a Continuing Education Specialist.

Rande LaDue Announces New Pro*Fit Sales Reps

Trabuco Canyon,
California- Rande LaDue, Presi-
dent of Pro*Fit Enterprises, Na-
tional Distributor of The PACE

EClub

Group Exercise Program™, has
announced the addition of new
sales reps for the following terri-
tories:

Kevin Cavaretta, in ad-

Norm Cates’

dition to his duties as PACE Mas-
ter Trainer and trade show celeb-
rity, will be covering the states of
Louisiana, Mississippi and Ala-
bama as the exclusive PACE Sales

Insider
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Rep. Kevin is excited that he can
now assist his customers in PACE
planning and implementation as
well as PACE Training. Kevin has
been teaching PACE classes at
Franco’s Athletic Club in
Mandeville, LA. for almost five
years. His 5:30 am PACE class
has nicknamed themselves “The
Dogs,” to illustrate the fun and
good humor of the group which
contains some people that are in
their 70's.

Bruce Cline from Gold's
Gym in Orange Park, Florida has
accepted the position of PACE
Sales Rep for that state as well as
using his club as a PACE Show-
case Facility. Bruce hails from
Pennsylvania where he managed
several Gold’s facilities and was
introduced to PACE for the first
time. Bruce encouraged the own-
ers of his new club in Florida to
put in PACE, not only for the large
senior population, but for the ex-
isting members, since he knows
firsthand that a PACE workout can
be as hard or as easy as the user
wants. He admits that his PACE
workout at the recent IDEA World
Fitness Convention in Orlando
was one of the hardest in his life.

Greg Sims and Jeff
Borden of Interactive Fitness Sys-
tems in Raleigh, North Carolina,
have been appointed PACE Sales
Reps for North Carolina, South
Carolina and Georgia. Both Greg
and Jeff are well known in the
aerobic industry and have been
teaching Master Classes for several
years. They are excited to add
PACE 1o existing programs of safe,
effective exercise.

Cathy Getchell of
Sunnyside Retirement Community
in Harrisonbury, Virginia, has been
appointed the PACE Sales Rep for
Virginia. Cathy has been using
PACE for several years with her
senior clients and is well qualified
to assist other senior centers, health
clubs, community centers, etc. in
setting up their own PACE Group
Exercise Program ™.

PACE is a registered
trademark of Henley Healthcare
and is used by permission from
Henley Healthcare. Pro*Fit Enter-
prises has been recognized by the
American Council on Exercise as
a Continuing Education Specialist.
Rande LaDue may be reached at
Pro*Fit : 1-888-604-2244.
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LIGHTING SYSTEM

* Excellent Four Court Coverage
or Replacement Parts
*26-Eight lamp fixtures per court
-Most with lamps and ballasts

Fax#:(303) 417-1747
Fax#:(941) 945-3029
Fax#:(770) 729-0995
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Fax#:(410) 252-9367
Fax#:(423) 584-4653
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Fax#:(888) 604-2244
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Fax#:(954) 796-9010
Fax#:(561) 746-5822
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* Paesar Light Sensing System included
- Used with Skylights to save electricity
* Containerized and ready to roll!

FOR IMMEDIATE SALE - $15,000
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MIKE HOVIS - (360) 387-3398
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Try BodyPUMP
Risk-Free For

90 Days

If you’re not completely satisfied, we’ll
refund your money. Guaranteed.

BodyPUMP is not increasing your memberships - and

your profits, we'll repurchase the barbells including
freight and reimburse the entire three months license fee.
There is absolutely no risk and no better time to put
BodyPUMP on your schedule. Guaranteed.

Simply try BodyPUMP in your club for 90 days. |f

BODY

LES MILLS INTERNATIONAL

ANYAWO) 4315 1HI

This offer is limited, so call The STEP Company today.

800.SAY.STEP * 770.859.9292 « www.bodypump.com
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AMMER STRENGTH

STEVE YOUNG
NFL All Pro
San Francisco 49’ers

AMMER STRENGTH

To receive more information on Hammer Strength® heavy duty strength training equipment contact:
HAMMER STRENGTH® » 10601 W. BELMONT AVENUE » FRANKLIN PARK. IL 60131
(847) 288-3300 « 1-800-543-1123 « FAX (847) 288-3703




