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Bally Total Fitness Acquires
The Sports Clubs Of Canada

By Norm Cates, Jr.

The stockholders of The
Sports Clubs of Canada (SCC), a
Toronto-based 10-club chain of up-
scale fitness centers, sold control-
ling interest in the company to Bally
Total Fitness on July 22nd. The
Sports Clubs of Canada had be-
come, after 25 years of business,
one of the top club organizations in
North America and maybe the

world. Michael Levy, CEO and
President, and Jay Kell, Executive
Vice-President and Chief Operat-
ing Officer of The Sports Clubs
of Canada, are remaining with the
organization in an arrangement
that might best be characterized
as a partnership with Bally Total
Fitness. They will continue to
manage and operate the 10 SCC
locations and 3 Toronto-area
Bally Total Fitness facilities un-
der terms of the agreement.

This acquisition marks

one of the most remarkable trans-
actions in the recent history of the
club industry. The significance of
the union of these two organiza-
tions was well summarized by
comments made by John
McCarthy, Executive Director of
IHRSA (The International Health,
Racquet and Sportsclub Associa-
tion) who said, “I think it is prob-
ably the most significant transac-
tion in the industry in the past five
years. Everybody in the industry
has enormous respect for Michael

Levy and Jay Kell of The Sporis
Clubs of Canada. It says vol-
umes that Michael and Jay have
gone into a relationship such as
this one with Bally Total Fit-
ness, It is a sign of the whole
industry coming together.”

BALLY TOTAL
FITNESS GROW-

ING WITH
EXCELLENCE

Ba[ly Total Fitness,

the world’s largest health club
chain, has been making remarkable
improvements and gains since Lee
Hillman took the helm as CEO and
President in October, 1996, When
Hillman stepped into the role of
leadership of the company, he es-
tablished and enforced a new stan-
dard of behavior for all Bally To-
tal Fitness employees. He went for-
ward with a strong-willed resolve
to change the culture of the orga-

nization from top-to-bottom. Few
(See BallyTotal Fitness page 4)

Universal Gym Equipment
Company Is Resurrected!

By Norm Cates, Jr.

If you are a club owner
that has Universal Gym strength or
cardiovascular equipment, you prob-
ably will be happy to learn that the
strength division of the company has
been restarted and that another com-
pany has acquired the parts neces-
sary for repair of the cardiovascular
machines and is now marketing
them!

About three years ago Uni-
versal Gym Equipment filed for
Chapter 7 Bankruptey and was ulti-
mately sold at auction through the
bankruptcy process. The assets of

both the strength and cardiovas-
cular departments of Universal
Gym Equipment, Inc. were ac-
quired by the Flexible Flyer Cor-
poration, a company based in
West Point, Mississippi. The
Flexible Flyer Corporation manu-
facturers trampolines, swing sets,
go-carts and mail boxes, to name
a few of their products.

The Flexible Flyer Cor-
poration subsequently sold the
assets of Universal Gym Equip-
ment to two different parties.

The strength equipment
component was sold to Steve
Sadler , his brothers and a group
of local investors in Cedar Rap-
ids, lowa. The parts for Univer-

\ oring Mised Gues Loads Correcly

sal cardiovascular equipment was
sold to Pro Fitness Sales and Ser-
vice, a Lantana, Florida-based
company.

We contacted Steve
Sadler in Cedar Rapids, lowa to
learn what we could about the res-
urrected Universal Gym Equip-
ment Company. Sadler, after a 20-
year career in Cedar Rapids in the
machine shop, metal finishing,
welding and fabricating business
and a truck parts distribution com-
pany, had semi-retired 3 years ago
and began teaching religion in a
local high school in Cedar Rapids.
But, he has now come out of that
role to work with the resurrection
of the Cedar Rapids.

Sadler had been familiar
with the company because Univer-

sal had been located in Cedar
Rapids for years prior to being
moved to Florida by the new
owners in the early 1990s.
Sadler’s background
had been primarily in distribu-
tion and customer delivery.
Sadler commented, “That’s
why our emphasis has been in
getting customer service back
up and trying to handle parts
and service right now. I’'m
learning a lot about the business
as we go along. | had grown
up using Universal equipment
and I used to work out at
George Nissen's facility which
had Universal equipment. | re-
cently talked with Harold
Zinken, the original founder of
Universal in 1957. He has a lot

of pride in what he had created and
was very happy to hear that we had
restarted the company. Harold told
me that he has just published a new
book entitled: ‘Remembering
Muscle Beach." [ just ordered it
over at Barnes and Noble.”
Atone time Universal Fit-
ness Equipment, Inc. employed
300 people in Cedar Rapids. And,
it was some of those former em-
ployees that had.informed Sadler
about the fact the Universal had
gone bankrupt. Sadler commented
that almost to a person, every
former Universal employee he has
spoken to had reflected back on
their days at Universal (before it
was bought and moved to Florida)
as being the most emjoyable job
(See Universal page 14)

NEWS ON THE EDGE

*Q CLUBS MERGER WITH 24 HOUR FITNESS

DEAL INKED

*GOLD'S GYM ENTERPRISES DEAL CLOSE
TO COMPLETION (See Norm's Notes For More)
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...Bally Total
Fitness

continued from page 3

gave Hillman a ghost of a chance
of succeeding with the monumen-
tal challenges facing him in the
14,000-employee company. How-
ever, the man displayed an iron will
to accomplish his objectives for the
company and is now proving for all
to see that even a huge organization
such as Bally Total Fitness can be
changed. There are two keys in the
view of this writer to Hillman’s suc-
cess to date:(1)Lee Hillman, a CPA,
is a man of his word. and, (2) Upon
arrival, Hillman provided all staff
levels at Bally with a very clear un-
derstanding of the new ethical and
other standards he would require.
True to his word and his commit-
ment to the company, Hillman has
aggressively enforced those stan-
dards through termination of em-
ployment of those who failed to
comply with the new direction of
the company. In addition to the new
company ethical and operational
standards at BTF, the initiatives
Hillman launched include a massive
club remodeling and re-equipping
program, the implementation of a
variety of new retailing and service
programs and an aggressive new
club building and club acquisition
program.

Hillman’s Initiatives
Paying Off!

I.ne Hillman's initiatives

are paying off now as Bally Total
Fitness has just reported significant
Second Quarter financial results,
highlighted by a 82% increase in
operating income. And, Wall Street

seems to like what Hillman and his
Executive Management Team
have been doing as the Bally To-
tal Fitness stock reached 30 1/4 on
August 10th. The current stock
price marks an amazing turn-
around since Hillman took over
with the stock at around $4 per
share just prior to his assuming his
position of CEO and President

The Sports Clubs of
Canadapo enchmark

Acquisition!

The sale of the Sports
Clubs of Canada (SCC) by the
ownership group of Michael Levy,
Jay Kell, Michael Goldstein and
Louis Silverstein is one of the
most significant transactions in the
history of the health, racquet and
sportsclub business for several
reasons: (1) It further positions
Bally Total Fitness in the high-end
segment of the business following
the acquisition of the high-qual-
ity Pinnacle Athletic Club group
in Northern California. (2)It is an-
other significant step forward for
Bally Total Fitness to enhance the
profitability of the publicly held
company, as The Sports Clubs of
Canada have been profitable since
1981. (3)The new relationship
with the talented duo of Michael
Levy and Jay Kell will give Bally
Total Fitness a significant resource
to draw upon as Bally moves into
the upscale segment of the indus-
try.

Lee Hillman commented
on the acquisition, “We are de-
lighted to have Michael and Jay
join us to help manage and grow
our business in Canada. They are
the kind of people we believe will
make a tremendous contribution
1o our operations.”
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Arevicw of the well
conceived and written SCC
document called: “The Sports
Clubs of Canada-The Right Fit”
provides amble information
about the corporate culture that
Levy and Kell have so carefully
crafted. Here are some excerpts
from that 12-page document.

It begins with: “The
Sports Clubs of Canada, as de-
termined by consistent profit-
ability and membership renewal,
is the leading health and fitness
organization in Canada and one
of the leaders in this industry in
North America. SCC’s near-term
plans are to build on this posi-
tion to become the dominant
health and fitness organization in
its Toronto home market. In the
long run, it is the Company’s in-
tention to first lead and eventu-
ally dominate the North Ameri-
can health and fitness club indus-
try.”

It continues,*Words are
cheap. SCC measures its actions
in results. In an industry known
for instability, failure and high
turnover, SCC has a 25-year
track record of growth and suc-
cess, with consistent profits ev-
ery year since 1981. Throughout
its history, it has never missed an
obligation, It has 23,000 mem-
bers in 10 Toronto clubs, with a
renewal rate of approximately
65% over the last five years. The
Company has a solid financial
foundation, with positive cash
flow and only modest amounts
of debt financing for a company
of this size and in this industry.”

The SCC “The Right
Fit” document places great em-
phasis on the importance of the
club environment for the happi-
ness of the members. An ex-
ample of one phrase communi-
cating this philosophy is: “We
believe in keeping the clubs
clean, well maintained, safe and
attractive at all times. We pay an
enormous amount of attention to
detail. We know that doing all the
little things right shows members
that we really care.”

“But all of the effort to
keep equipment in repair and the
facilities clean merely supports
the creation of an atmosphere
where the club members can
look good, feel good and have
fun. This, in fact, is taken as
SCC’s principal marketing mes-

sage as: look good, feel good,
have fun.”

“SCC’s employees are
friendly, attentive and supportive,
for they have been taught that this
is important to both the club
members and to their own com-
pensation. The club membership
creed says, in part: “Our members
are the most important people in
our club. Our members are not
dependent on us. We are depen-
dent on them.”

“The company philoso-
phy is “If you pay peanuts, all you
get is monkeys.” SCC believes in
finding good people, giving them
the freedom to operate, then giv-
ing them a portion of what they
produce in the form of profit-
sharing.”

A Conversation
With Michael Levy
and Jay Kell

;¥c spoke with

Michael Levy and Jay Kell and
learned their feelings about the
transaction. First, Michael Levy
stated, “I must tell you, I am very
impressed, extraordinarily im-
pressed, with these people.” (Lee
Hillman, Bill Fanelli and John
Dwyer, Bally CEO and President,
Director of Operations and Con-
troller, respectively). In fact,
Norm, your article on “Bally To-
tal Fitness Then and Now” was
one of the reasons that we sat
down to talk with them. We
wouldn’t have done it without
that article. You know, until you
meet Lee and Bill and John and
Cary Gaan, David Smith, Mike
Dolski, Dave Southern and a
whole bunch of other people, you
don’t realize how different the or-
ganization is. During our nego-
tiations | visited the Bally head-
quarters many times and Jay and
I were very impressed.”

Levy added,”We were
approached by two or three dif-
ferent firms. What we took a look
at was why would The Sports
Clubs of Canada want to link up
with anybody else? I think that is
probably one of the major issues
any founding group ever faces.
Do we want to give up the own-
ership to be part of something
bigger or do we want to be some-
thing small and unique? We made
the decision for a number of rea-
sons. | think primary was that af-
ter 25 years we had taken The
Sports Clubs of Canada almost as
far as it could go on our own. Par-
ticularly in Canada, accessibility
to capital in this country is almost
impossible for small privately-

owned companies. When you
reach 50 you get to a point where
you have a different attitude than
when you are 30. Secondly, we
looked at the growth curve for our
team members and we said there
is a bottleneck now. With 10 or
maybe 11 clubs, that is about as
big as we might get. Jay is still
relatively young. I am not quite as
young as Jay. Neither one of us is
looking forward to leaving. That
was a very important issue for us.
The third thing was to join forces
with a group to which we could
bring something to the table. This
was as important as the fact they
could bring something to the table.
Those were primary consider-
ations.”

Levy indicated that they
are currently negotiating for three
new Sports Clubs of Canada. The
current SCC clubs range in size
from 30,000 square feet up to
50,000. Levy indicated that the
SCC revenue for 1998 was $20
million and that they were target-
ing $24 million for 1999,

Prior to Jay Kell’s arrival
at the interview, Levy shared his
thoughts and feelings about his
operational partner, Jay Kell. “Jay
joined us in 1981 as General Man-
ager of our then four-club group
and became an equal partner in
1983. Jay has been, if not the key
ingredient, certainly as close to it
as you could ever get for the op-
crational success of our business.
I think Jay is the finest club op-
erator in the business. Jay would
always say he doesn’t mind shar-
ing our systems because it is one
thing to have it on paper. It is an-
other thing to implement it.”

We discussed the length
(8) months and tone of the nego-
tiations with Hillman and Bally
and Levy commented, *“The thing
that was satisfying about the en-
tire process was that the original
agreement that Lee, Bill and John
Dwyer made with Jay and me is
the deal that we ended up doing.
They are real gentlemen. They
never changed anything. They
never went back on their word.
Their word was their bond. One
of the reasons that we decided to
do this business with them is that
we had complete and total trust
that these were good business
people.”

While discussing the cul-
tural changes that Hillman has
made in Bally, Levy said,“There
is nothing worse than having to let
go of people that have been loyal
to an organization for a long time;
but, on the other hand, if the di-
(See Bally Total Fitness page 13)



.Spnke to RICH
MINZER of Gold’s Gym Enter-
prises, Inc. and he informs me that
the owners of the company an-
nounced at the recent Gold’s Gym
Convention that they had entered into
a letter of agreement to sell the com-
pany to parties to be disclosed. What
he would not or could not tell me and
that | learned elsewhere is that the
Washington, D.C. based operator of
10 or 11 Gold’s Gyms, KIRK
GALIANO, is one of the key people
that will be involved in this big deal.
I've also learned that the deal might
happen before the end of August.
Once again, STAY TUNED as we'll
bring the story to you as soon after it
happens as possible.

*Seems like more has hap-
pened in the last six years since I've
been publishing The CLUB IN-
SIDER News than happened in the
entire 15 years before that! For ex-
ample, another deal that has been
unofficially announced to his em-
ployees by FRANK LEONESIO,
President of the Q Clubs, is that he
is merging the company with 24
Hour Fitness. However, neither
Frank or officials at 24 Hour Fitness
will comment at this time. At the risk
of sounding like a broken record,
STAY TUNED for the details when
they become available. Man! Talk
about MERGER MANIA!

*1 had the pleasure to speak
with HAROLD ZINKIN, the
gentleman that founded Universal
Gym Equipment Company in
1957. One of the real pioneers of the
industry along with RAY WILSON,
BILL HUBNER, BOB
DELMONTEQUE, BILL PEARL
and others, Harold has published a
really interesting book entitled: “Re-
membering Muscle Beach” which
recounts with numerous photos the
early days of body building and the
beginning of the gym business. Great
story! To acquire the book contact
the Angel City Press in Santa Monica,
CA. (310) 395-9982 or a book store
like Barnes & Noble.. It is great to
see that Universal Gym Equipment
Company is being resurrected by
STEVE SADLER in Cedar Rapids,
lowa. Check out the story about
Universal on page #3 of this issue for
details on Universal strength equip-
ment and how to order new parts for
Universal Cardio Equipment.

*Congratulations to DICK
CHURCH, long-time club owner/
operator in the Boston area on his sale
of his Boston Racquet Club to
FITCORP.

*CONGRATULATIONS
to GORDON JOHNSON, owner of
the Douglasville and Marietta, Ga.
Gold’s Gyms as he was recently hon-
ored at the Gold’s Gyms National

Convention by his selection as the
winner of the “Mr. G” Award.
The “Mr. G.” Award is given in
Memory each year of MR.
GRIMKOWSKI, the father of
PETE and PAUL
GRIMKOWSKI. Also, congratu-
lations to J.D. HOLMES; the
owner of the Fayette County, GA.
Gold's Gym, as he was honored at
the Convention as the Conversion
Gym of the Year for his work with
the conversion of his well-estab-
lished Club Peachtree in Peachtree
City, Ga. and his second club,
Workout Xpress in Fayette
County. Over 400 Gold’s Gyms
were represented by over 1,000 at-
tendees at the Gold’s Gym Annual
Convention held recently in Las
Vegas.

*Don’t forget to make
plans to attend The CLUB IN-
DUSTRY Conference and Trade
Show in Chicago, October 13th-
16th. Club Industry is one of the
best Conferences and Trades
Shows in the industry each year. To
register to attend, call:(800) 927-
5007. The primary hotels are the

Hilton Palmer House
(800)HILTONS and the Hyatt Re-
gency McCormack Place

(800)233-1234 and the Essex Inn
On Grant Park (800) 621-6909. If
you wish to Exhibit at the Trade
Show, call SAM POSA at:(800)
525-9154. While attending the
Club Industry Trade Show, be sure
to visit our terrific CLUB IN-
SIDER News sponsors and adver-
tisers whose names and exhibit
booth numbers are shown on this
page. They are some of the finest
folks in the business and they wel-
come you to come by to see their
equipment, products and services.
Because of the size of this show, it
is always a good idea to call our
advertisers in advance to sel atime
convenient for you for demonstra-
tions of the equipment and services,
Please SUPPORT OUR ADVER-
TISERS because if it were not for

them we would not be able to bring
you a terrific publication like The
CLUB INSIDER News!

*And, I'd be remiss if |
didn’t remind you to make plans to
attend IHRSA’S CLUB CONFER-
ENCE AND TRADE SHOW in
Orlando, Florida, December 1st-4th.
Call (800) 228-4772 to join IHRSA
and to register for the Orlando gath-
ering.

*MICAEL ROJAS,
owner of Iron Grip Barbell Com-
pany, has named ELIZABETH
BIANCHI as the Marketing Direc-
tor and JENNIFER PARAS as the
Marketing Manager for the Costa
Mesa, CA.-based company. Con-
gratulations ladies!

*VOICES | continue to
hear tell me that trade show and club
business associations should take
HEED NOW about their future, as
“TIMES - THEY AREACHANGIN.”
Specifically, the voices | am hearing
from are casting signals of concern
about the future that possibly could
be in store for anyone that depends
heavily on trade shows for a signifi-
cant portion of their operating rev-
enues. | cite the following ‘OBITU-
ARY’ published in the ‘Sporting
Goods Intelligence’ newsletter.
“NSGA Chicago Show: Following
a long illness, the NSGA Chicago
Show succumbed at the age of 69.
The show was born at the LaSalle
Hotel in 1930 and attracted 130 at-
tendees. By the late 1970s, the show
had become a powerhouse. Despite
some horrendous February weather,
the show spilled over the old
McCormick Place at times. By the
mid-1980s, the NSGA (National
Sporting Goods Association) realized
it couldn’t continue to mix the Feb-
ruary time slot and Chicago. Rather
than stay with the February time slot
and move south, it chose to stay in
Chicago and move the show to
warmer months. That opened the
door for The Super Show to com-
pete head-on for the February busi-
ness and it has been no contest since

CLUB INSIDER NEWS ADVERTISERS
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Sales Makers - #1251

the Atlanta Show opened. The Chi-
cago Show is survived by Total
Sports, which will moved to Las
Vegas in June under MILLER
FREEMAN.”

*LATE BREAKING
STORY. See page #16 for com-
plete coverage. Looks like
StairMaster has a new Chairman
of the Board, a gentleman whose
background resembles that of none
other thana POWERHOUSE. His
name is RENE C. JAGGI and he
will replace JOHN RUTLEDGE
as Chairman of StairMaster. STAY
TUNED!

*ROGER and ELAINE
RALPH, owners of the 106,000
square-foot Bel Air Athletic Club
in Bel Air, MD. have hired SUSAN
SELCKMAN as the Assistant
General Manager and SCOTT
SIMMONS and MARK
BONITATIBUS as Aquatic Direc-
tor and Assistant Aquatic Director
respectively.

*LEE HANEY, 8-time
Mr. Olympia has been appointed
as Chair of the President’s Coun-
cil Of Physical Fitness and
Sports.

*JOHN GIBBONS has
been appointed Chief Executive
Officer of the Sports Club Com-
pany, succeeding MICHAEL
TALLA, who will continue as
Chairman.

*RAY BALADAD,
General Manager of The
Bannockburn Club, announced
the appointment of ART
SIFUENTES, as the General
Manager of TSI's new AthletCo
Sports Medicine and Physical
Therapy - Center at the
Bannockbum Club.

AUGUST ISSUE

Let Us Hear About Your NEWS!

E Mail - clubinsidernews(@mindspring.com

*Congratulations to MINDY
MYLREA, of Santa Cruz, California,
who has been named the IDEA Fit-
ness Instructor of the Year and
JULIE McNENEY has been named
the IDEA Program Director of the
Year. Both were honored at the re-
cent 1999 IDEA World Fitness IDEA
convention held in Las Vegas, July 25-
30th.

*KERRY GIVENS has
been named by CSI as General Man-
ager of the Year, DEBRA REGAN re-
ceived the CSI President’s Award,
SUSANNE CYPERT was named
Rookie General Manager of the
Year, STUARD GODFREY was
named Controller of the Year and
DONNA WRIGHT was named Sales
Director of the Year as Club Sports
International recognized the top lead-
ers and performers from its 5,000 em-
ployees across the country.

«JILL STEVENS
KINNEY and her husband JOHN
KINNEY, the owners of CLUB ONE
in San Francisco, continue their acqui-
sition tear. This time they have ac-
quired the Frog’s club chain in San
Diego, a Gold’s Gym and another lo-
cation in California that I failed to learn
about at press time. Best of luck Jill
and John!

*Bally Total Fitness contin-
ues to engage in excellent strategic al-
liances. The just recently announced
an agreement with giant Proctor and
Gamble for personal care products
and a deal with the National Football
League to make the Bally Total Fit-
ness clubs nationwide the destination
fitness center for all current and former
NFL football players. And, the beat
goes on.

*I'll be at Booth #174 at Club
Industry. Please come by and visit!
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35 Cost Saving Techniques 1o
Increase Your Club's Bottom Line

By Rick Caro

A while ago, Manage-
ment Vision, Inc. conducted a study
representing over 300 clubs on how
operators were finding cost sav-
ings. In addition, other industries
were teaching us where they have
been successful in expense man-
agement. It is still obvious that a
$1 savings in expenses increases
the bottom line profits by $ 1. How-
ever, increasing revenue by $1 of-
ten means less than $.40 falling to
the bottom line, as there are asso-
ciated expenses related to that rev-
enue increase (marketing costs,

sales commissions/bonuses,
printing/postage costs, elc.).

The difficulty in achiev-
ing cost savings is that it:

1) is less fun and less
interesting than focusing on rev-
enues, 2) needs a team of staff to
achieve, 3) needs appropriate in-
centives, 4) requires goals and
regular monitoring and, 5) needs
the attention of the whole hierar-
chy of the club (owners, general
manager, department heads).

Since the recession
many years ago, clubs got a
wake-up call that revenues would
not be as predictable as before.
The attention shifted to the ex-
pense side. Then, as the recession
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lessened and clubs became opti-
mistic about revenue growth, the
focus on the expense side ebbed.
Certain expense categories grew
and started to slip out of the de-
tailed control of several years
ago. Now, clubs are reevaluating
their bottom line, finding the dol-
lar amount or percentage of
growth unsatisfactory. They are
paying more attention to control-
ling expenses than they did pre-
viously.

SALARIES AND
BENEFITS

Thisareaconlinucs to
be one of the biggest expense cat-
egories under management con-
trol. No club owner is intention-
ally trying to reduce the level of
service to the member, so the at-
tention is on how to maintain or
increase service while being more
efficient and cost productive.

1. Hiring. Clubs are re-
examining their hiring process -
screening, multiple interviewing
and reference checks - as they
realize the cost of a “bad hire.”
The time and costs involved for
an unsatisfactory employee in-
clude hiring and training, em-
ployee reviews and warnings,
additional coaching, the negative
effect on co-workers and the need
to start over after termination.

2. Training. There is a
renewed effort to create better
packaged and better organized
training programs, rather than
just on-the-job training and test-
ing employees along the way.

3. Employment Poli-
cies. Trends show clubs are put-
ting together proper employee
handbooks with the help of a law-
yer. This generally includes hir-
ing employees at will so there are
no employee termination rights.
This is important since few clubs
can afford employee practices
insurance.

4. Restructuring. More
clubs are not automatically re-
placing staff when they leave; in-
stead, they shift around the du-
ties to other key staff (at a lower
total cost) and simultaneously
create a promotion for the re-
maining staff.

5. Employment Law
Compliance. Also, clubs are
learning to avoid ‘very expensive
Federal and State penalties and
interest for their lack of conform-
ance lo statutory wage and hour

-laws. Now, audits and
violations of such labor
laws are less frequent, but
they still may be triggered
by dissatisfied former em-
ployees.

6. Overtime Pay.
Clubs are reorganizing to
eliminate the need for un-
necessary overtime pay.
They use more part-timers
to avoid such occurances
and have them “on-call.”

7. Hiring Trends.
Other hiring trends in-
clude the increased em-
ployment of 50+ aged
workers and university
intern programs. Clubs
continue to re-examine
their staffing patterns and |
reorganize wherever ap-
propriate, especially after

Rick Caro

a department head leaves.

8. Incentive Pay Creativ-
ity. Clubs continue to create more
incentive-based pay, directly tied to
performance, so salaries are more
variable than fixed. This is true for
more than just the sales staff, as
many employees are receiving their
compensation based on verifiable
and controllable results. There are
fewer base salary increases (less
than 3% per year), so these staff are
motivated to achieve goals to re-
ceive the additional compensation.
Often, staff have their incentives
tied to both their departmental goals
and the club overall. The range of
incentives are not just monetary.
They include new titles, new oppor-
tunities and responsibilities along
with recognition, paying for related
education, extra vacation days,
prizes, club employee discounts,
pension plan, free parking and rec-
ognition in the local community (lo-
cal newspaper, events, efc.).

9. Benefits Restructuring.
Benefits are being reviewed, so
clubs are looking at reducing their
share of health care costs (increas-
ing deductibles, shifting toward
HMGOs, increasing the percentage
paid by the employee, changing the
definitions of eligibility, etc.)

10. Unemployment Insur-
ance. Clubs are also looking at con-
testing unemployment situations,
where the employee was fired for
cause, to keep their Federal and
State unemployment insurance lev-
els down.

11. Disability Insurance.
They shop their disability insurance
programs as they are very competi-
tive right now.

12. Workers’ Compensa-
tion Insurance. They are also re-
viewing their Workers’ Com-
pensation Insurance to ensure that
their employees are being rated in
the right classifications for that
state.

PURCHASING

Clubsare realizing that
there is a real weakness in the pur-
chasing function, as some employ-
ees lack expertise, too many staff
are involved and there is little ac-
countability.

13. Shorter Lead Times.
More clubs are using vendors with
shorter lead times, as the timing
element is becoming more critical.

14. Purchasing Cards.
Some have gone to a local whole-
sale warchouse and obtained a cor-
porate procurement card (purchas-
ing card) which is only available
to a small set of club employees.

15. Purchase Order Sys-
tem. In other cases, a real purchase
order system is in place where an
approval signature is not automatic.

16. Increased Bartering.
Bartering is still an effective
method of purchasing, with a
proper paper trail documenting
each transaction.

17. Preferred Pricing.
Some clubs have cleverly negoti-
ated a year-long agreement com-
mitment to one vendor (e.g. towel
manufacturer) for a minimum num-
ber of items to be purchased over
the course of the year-but at a fixed
price during that term with no price
increases permitted.

(See Rick Caro page 14)
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Knowing Your Customers. The Key
To ucts, Services, Promotions
And Orgamzatlons at Wo rk

identify markets, such as the people with these needs were con-  lion Americans (28% of
By: Dr. Gerry Faust health conscious, the price-driven  centrated (college campuses and the US population). In
buyer, outdoor enthusiasts, ethnic  military bases) and a multi-billion  numbers, they are just shy
T groups, those with incomesabove  dollar business developed. By the of the 78 million strong
he day of the mass mar- ~ $50,000, etc. Whenever youiden-  way, as the young people (Baby Baby Boom generation
ket is more or less gone in almostall  tify a group with distinct needs  Boomers) grew older, they took these  that drove the U.S. and in
industries. If there is a driving force  and different buying logics you needs and tastes with them and the  fact, most of the world
in today's markets it is that people havedifferent marketsandtheop-  high value locations for Dominos ~economy for the last sev-
know what they want and they are  portunity to create more efficient, expanded. eral decades. By the way,
looking for it. They are even willing  focused marketing efforts and Customer research, notcus-  Baby Boomers were born
to pay more to get products and ser-  special products and services that  tomer satisfaction research, isthe key ~ between 1946-1964 and
vices that are designed just forthem.  will attract and provide added to identifying your markets and cus- ~ are now between 35 and
The key to understanding customers  value to those markets. tomizing promotions, products, ser- 53 years old.
is to realize that they are divided into Some markets are more  vices and facilities for them. Cus- The Echo
markets. Markets are groups of valuable than others are. Obvi- tomer research involves learning Boom 57% of whom are
people (or businesses) that share ously, markets that contain what people like and don't like, what ~ under 15, is making itself
similar needs but also have needsthat  people/companies likely tospend  they value most, and how they would  known as it is now caus-
are different from other groups. The  more with yourorganizationmay  like to see you change. When cus-  ing overcrowding in el-
key to understanding markets is to  be more valuable to you. tomer research focuses on specific ementary schools and
understand what they want, what Dominos Pizza identi- markets (e.g. seniors, then Baby sell-outs of favorite toys —
they need, what they value and how  fied a number of national trends.  Boomers, then Echo Boomers), itis  (remember Tickle Me D r. Ge r'y Fa ust
they are different from other groups, For example, several years ago  even more helpful. Ithelps youiden-  Elmo) each Christmas
s0 you can give them something spe-  they realized time is becominga tify what you need to do differently ~season. Children have alwaysbeen  have time for fun anymore and 38%
cial—just for them. more precious commodity than fo get your message o, attract and an important target market and say they are cutting back on sleep to
Markets can be definedon  money to many people. People  keepthosespecific groupsas custom-  now that group is growing fast. make more time for other things. The
multiple dimensions. For example, are often too busy to cook but ers. When you summarize dataabout  The Echo Boomer will drive eco-  value of relaxation and quality family
different age groups can be different  would often rather have hot food  needs across markels (e.g. use broad  nomicsin the U.S. for the next 50-  time together is increasing dramati-
markets. Baby Boomers (age 35-53  at home than to go through the random samples), you often washout 60 years. Getting these kids tobe  cally.
today) are different from the Echo trouble of going out to get it. the richness and often the potential ~ avid health club enthusiasts would The Echo Boom is different
Boomers (aged 3-25 whoarethechil-  Pizza is growing in popularity, —marketing insight value of that data.  have a major impact on the indus-  from the Baby Boom in many ways.
dren of the baby boomers). They especially for young people. Customer satisfaction research helps  try market share well into the next  One key difference is ethnicity. Today
want, need and spend their money Dominos created a product and  you understand whether people were  millennium. about 33% of children in school are
on different things. But, you cancut  service to meet these needs and  generally satisfied or dissatisfied with Time and money aretwo  African-American or Hispanics. And
across these differences in age to then identified locations where  your service, product or facility, but  major drivers in leisure and recre-  the percentage of Asians is growing
seldom gives you enough informa-  ational activities and time is grow-  rapidly. Asians and Hispanics repre-
tion to make them much better. And, ing in its importance. Today's senta promising market for those who
research has shown us that customer  families are more time starved  offer family activities because of their
satisfaction research can lull us into  than ever. Recent studies indicate  emphasis on family and family activi-
a false sense of security. Even cus-  that 60% of children live in house-  ties. Hispanics and Asians are part of
tomers who say they are satisfied holds with two working parents. the dying culture of nuclear families,
may leave you. Customer satisfaction  Children spend their days in meaning families where grandma,
WITH ONETHINGIIN.CORMO N FUN does not ensure customer retention.  school or child care and after grandpa, mom, dad, kids and some-
school programs including sports.  times aunts and uncles, all live to-
Meet The Echo Boom They generally spend more than gether. It is very important in these
T eight hours a day away from families to do activities together. In
he youngest generation, home. Parents are struggling tofit 30 years, minorities will approach
known as the Echo Boom is made their careers, parenting, home majority status among young adults
up of the children of the Baby tasks, relaxationand personal time  while older populations will remain
Boomers. They are now between the  into 24 hour days. In a recent sur-  mostly Caucasian.
ages of 3 and 25 and include 72 mil-  vey 21% said they feel they don't

. jﬂ”lﬁiﬁ[‘ BAI.LY ’IUDALF‘ITNESSANNOIINCES
e SECOND QUARTER RESULTS

commu with
’*““‘,‘;‘;’,‘,‘;mm;m_ e Operating Income Improves 82 %-Earnings Per Share $.34 Versus $.08 a Year Ago
each nudltbrwﬂﬁad instructor. prior year and operating income  ment over the 1998 quarter, and the
"Bring InThis Ad & Join Us For A C HICAGO,August of $21.1 million - an improve- positive trend of growth in operat-
Complimentary m Class 3,1999-Bally Total Fitness Holding ment of 82% over the 1998 quar-  ing cash flows continued.

Mew Stusdans Oriy. Expirns 1110079 Corporation (NYSE: BFT) today ter. Earnings before interest, Commenting on achieve-

For worldwide class information go to announced second quarter 1999 re-  taxes, depreciation and amortiza- ment of another strong financial
www.jaxzercise.com or call |(800) FIT-IS-IT. sults - with fully diluted earnings tion for the 1999 quarter grew to  quarter, Lee Hillman, President and

hmmmﬂm per share of $.34 versus $.08 in the  $33.8 million, a 44% improve- (See Bally page 12)

WE HAVE OVER 19,000 LOCATIONS, ALL
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Sores MoEers

membership specialists

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

- David Lloyd George, English Statesman

You operate your club
365 days a year.

You spend thousands of
dollars in media

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

3 Day “at your club” Training Seminars include

4 Proven Profit Procedures

4 Sales Training

4 Prospecting & Telephone Training
4 Marketing Guidance

4 Tours & Presentations

Last year our clients averaged a 27.6 % increase!

Sales Makers

Proven Profit Procedures

800-428-3334
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Three Ways To Weaken Your Workouts

By Nancy Clark, RN,DN

A& a sports nutritionist,
I commonly listen to active people
describe their (sub-optimal) fueling
patterns. They then state with frus-
tration “Something must be wrong
with my diet ... I'm just not getting
what I want out of my exercise pro-
gram!!!"”

The following article high-
lights common fueling blunders that
weaken the workouts of novice ex-
ercisers and elite athletes alike.
Hopefully, this article will deter you
from making the same mistakes.

Error#l. “l exercise on an
empty stomach...”

Somewhere in sports nutri-
tion history, the idea was born that
pre-exercise food sits in the stom-
ach and hinders athletic perfor-
mance. To this day, numerous casual
exercisers and competitive athletes
alike go to great efforts to avoid food
for at least three or four hours be-
fore exercise. By doing so, they miss
out on the performance benefits as-
sociated with being well fueled. The
“first put gas in your car, then go"
theory that works so well for auto-
mobiles also works well for active
people. You'll have far greater
stamina and endurance when you
run on fuel, not fumes, The follow-
ing study confirms this point:

On two occasions, seven
cyclists exercised to exhaustion,
maintaining a moderately hard pace
(70% VO2max). In one trial, they
ate a 400 calorie meal (breakfast)
three hours before exercising. In the
second trial, they simply had a din-
ner the night before, but no break-
fast. When they exercised “on
empty,” they biked for only 109
minutes, as compared to 136 min-
utes with the breakfast. That's al-
most half an hour longer! Exercis-
ing “on empty” left them lagging.
(Med Sci Sports Exerc 31(3):464,
1999)

Error #2. “I don’t
bother to drink anything during
exercise if I'll be working out for
an hour or less.”

Whether you're going
for a one-hour run, climbing the
StairMaster for 45 minutes, or
skating hard during the 50 min-
utes of allotted ice-time, you may
be tempted to “not bother” to
bring a water bottle, to say noth-
ing of a sports drink. After all,
you're unlikely to get dehydrated
in that short amount of
time...right?

Think again. Despite
popular belief, what you drink
during a short (1 hour or less),
intense workout or competitive
event does have a significant ef-
fect upon performance. Here's
whal the latest research shows:

Athletes were asked to
complete, on three occasions, an
exercise test designed to simulate
a 25-mile bicycling race. They
biked hard for 50 minutes (80%
VO2 max) and then completed a
10 minute sprint-to-the-finish,
during which they worked as hard
as they could. When the athletes
drank lots of water (48 oz, the
amount needed to offset dehydra-
tion), they sprinted 6% faster
compared to the baseline trial dur-
ing which they drank only 7 oz.
of water in the initial 50 minutes
of riding. When they drank 300
calories of a sports drink during
the first 50 minutes of riding, they
improved 12% over baseline dur-
ing the sprint. (Med Sci Sports
Exer 27:200, 1995)

Whether you are an or-
dinary athlete or an Olympic
hopeful, this study means: con-
suming an easily digested combi-
nation of water and carbs (such
as a sports drink or water and hard
candies, defizzed cola, figs, gel,
ete.) will help you exercise harder
and better at the end of an hour.
Wouldn’t you want to be 12%
better than your (poorly fueled)
opponent when the event is down
1o the wire?

Error #3, “l know I'd
be a better athlete if I could just
lose these last few pounds...”

Runners, cyclists, skat-
ers, and soccer players alike—as
well as many female athletes and
myriads of health club mem-
bers—sincerely believe they'll be
able to exercise better if they
could shed some body fat. Yes,
trimming excess flab does lighten
the load and having less to lug
around can help you exercise bet-
ter. But starving yourself to shed
the few pounds that resist leav-
ing your thighs or abdomen will
NOT transform you into an
Olympian! The cost of dieting to
a“perfect” weight is often greater
than any benefits gained by be-
ing lighter. Skimping on calories
to lose body fat simultaneously
results in skimping on:

scarbohydrates your
muscles and brain need to per-
form well.

sprotein your muscles
need for growth & repair.

*vitamins and minerals
to help your body’s engine run
well.

Athletic performance
only improves when you exercise
longer or harder. When dieting,
you are unlikely to exercise nei-
ther longer nor harder. And if you
have to severely cut calories in
order to see any weight loss, what
makes you think you'll be able
to keep off those resistant pounds
once you do manage to lose
them?

Weight is more than a
matter of will power. If you are
far leaner than other members of
your genetic family, think again
about trying to lose to the “per-
fect” weight. If you are already
lean but want to be leaner-yet, pay
more altention to improving per-
formance with optimal fueling
and training. Trust that appropri-
ate eating and appropriate exer-
cise will pave the way to an ap-
propriate weight for your body.

...Bally

continued from page 8

Chief Executive Officer of Bally
Total Fitness, said, “Bally continued
to demonstrate success and gain mo-
mentum as evidenced by the growth
in earnings and positive trends in
cash flows. By implementing the
plan we presented two years ago, we
are continuing to invest in programs

that achieve results with rapid re-
turns. Our aggressive program of
facility upgrades, new product
and service offerings and club ex-
pansion efforts are demonstrating
their value. We have now added
26 new fitness centers during
1999, including our recent acqui-
sition of The Sports Clubs of
Canada, a profitable, upscale 10-
center group in Toronto. Also, as
we had expected, second quarter
new member joins grew 9% over

prior year levels while seasonal
attrition was 5% lower than prior
year trends.” Mr. Hillman con-
cluded, “A significant driver of
our business success, member
satisfaction, is improving dra-
matically, as seen by these trends.
And our focus is to make the
member experience still better by
continuing to execute those ini-
tiatives.”

—

No proof exists
in the literature that the
leanest athlete is the best
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..Bally Total
Fitness

continued from page 4

rection the organization is taking is differ-
ent, you have to do what is good for the
business. To a similar extent when Jay
Jjoined us in 1981, we had the same prob-
lem. Some in our organization looked at the
club operations in one way. We brought Jay
in because we felt the organization had to
go in other directions. | give Jay credit. He
took the hard choices. He said we can make
it quick and painful or we can make it slow
and painful.”

Jay Kell had graduated in 1973
with an Honors Bachelor of Science in Ki-
nesiology. He worked for two years at the
Fitness Institute working on the gym floor.
He developed his own company in the mid
70's called Fitness Development which pro-
vided fitness assessments and exercise pro-
grams for small clubs in the city that
couldn’t afford full-time staff. After about
a year he got involved in membership sales
with another group. Kell recalls, “The first
night | worked in sales I sold 5 member-
ships and made about about 8 times more
than | ever made in fitness assessments. So,
I quickly became a membership sales per-
son. From that | managed a series of clubs
in Toronto until 1981 when Michael called
me and said *Come on out and apply for
this position, which I did and the rest, is as
they say, history.”

Michael Levy has an MBA in Fi-
nance and is a Chartered Accountant, the
equilavent in Canada of a CPA in U.S.A.
He got into the business in 1974, He had
read Alvin Toffler’s book, “Future Shock™
where Toffler predicted by the 1980’s that
recreation was going to be extraordinarily
important because the computer was going
to make work obsolete and people would
have more time for recreation. He took that
to heart and found investors to help him
build his first club. Levy comments, "Bally
is doing very well with their in-club stores.
In addition, they do some really good
things. No one ever talks about the dona-
tions of equipment in inner-city areas. They
did that in early June in Toronto. They went
into one of the more lower income areas to
a high school and donated about 35 pieces
of equipment. | had the pleasure of attend-
ing the occasion and the look on those kids
faces was worth 10 times the value of the
equipment. It is a wonderful and very spe-
cial program. | have toured over 25 of their
clubs over the last few months and what is
very interesting is that there are clubs in
inner-city areas, very ethnically diverse ar-
eas, And, I think that’s fabulous. And they
are successful which just proves that you
can make money in these areas. The fact
that people look a little different than Jay
or me or you, doesn’t mean that they are
not entitled to a good club. Physically Fam
very impressed with what they are doing
with their new clubs. They have brought a
new physical structure-a new physical look

to the clubs that is terrific. Just a state-of-
the-art club. We’re learning more about how
to move more people through a club. I think
their model is excellent. It provides a great
environment. The quality of the music and
the lockerrooms is certainly as good as any-
thing | have seen."

“KELLISMS”

I_vay continued,”] think that the
future will be exciting for all of us. I've been
with Jay for about 18 years and he summa-
rized it well with what [ call “Kellisms.” The
Kellism by Jay on this situation is: “We're
going to take the best practices for both
groups and just do wonders out there!” We're
not arrogant enough io think that what we
do is the only way of doing things. They have
systems and capabilities that are really go-
ing to be fabulous for us. We have a service
and a programming mentality that's really
going to enable them to revolutionize what
they're able to do as well.”

Jay Kell added, “Another important
aspect of this situation is that the staff of our
Bally clubs here in Toronto are excited about
this also, because we will have local man-
agement and more career opportunities be-
cause we have 13 clubs in this marketplace.
We will be able to tailor-make the marketing
and compensation programs, etc. for this
marketplace. The combined companies will
provide many more career opportunities.”

Itis nice to see a couple of truly self-
made club entrepreneurs reach a true mile-
stone in their career. | wish Michael and Jay
and the Bally Total Fitness team the best as
they move forward with this new arrange-
ment.

The consolidation fever in the
health, racquet and sportsclub industry is
reaching a feverish pace and this deal is just
one of a number of transactions that are in
the process of being completed. They in-
clude: the merger of the Q Clubs with 24
Hour Fitness, the sale of Gold’s Gym Enter-
prises to a consortium of Gold’s Gym own-
ers led by Washington, D.C.-based gym
owner Kirk Galiano and a yet to be an-
nounced assemblage of top end clubs led by
a former IHRSA leader. Stay tuned for the
news on all of these major transactions as
they become available.

(Norm Cates, Jr. is the Publisher

and Editor of The CLUB INSIDER News and

a 20-year veteran of the health, racquet and
sportsclub industry. Cates was a Co-founder
and the Ist President of IHRSA in 1981.)

EClub Insider
Seeks

Contributing
Writers

Contact: Norm Cates, Jr.
770/850-8506

“E-Zone dazzles members and prospects.’
North Dallas Athletic Club

“Our members love the variety.”
Premier Athletic Club

“Enhanced the club tenfold.

Signature Athletic Club

s our clubs one ahead.
Gold's Gym Long Island

“Helps attract our largest growing market.’
The Houstonian Club

(13

E-Zone.
You wont
belieweithe

recep ion.

TAFE HEW EJECT L

The E-Zone Network is already
up and running in six cities across
the US. And the reception has been
nothing short of ecstatic,

It's the first entertainment system
and network created exclusively for exercise.

Entertainment For Exercise.

WWW, C‘Z{II’!EI’IETWL‘[k&.COm

And the only system that gives your
members their own choice of person-
. B alized entertainment. Including video,
c ZOI]C CDs and cassettes. -

N L Just imagine how it will be received
in your club. Call EZone at (877) 883-9663,
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..Rick Caro

continued from page 6

18. Cost-Benefit Analysis.
Clubs still do cost benefit analyses
on the “big” items. More managers
are questioning why a purchase is
necessary and challenging staff to
defend their actions.

19. Written Cleaning Sys-
tems. More clubs are creating writ-
ten systems for exactly how the club
gets cleaned, step-by-step, and at
what hours. There is less cleaning
now at peak-time hours and better
systems to compensate for the regu-
lar staff turnover in this category.

20. “Cleaning Level”
Lighting. Clubs now also control the
lighting by creating a “cleaning
level” of lighting, so their peak de-
mand load for utilities does not oc-
cur when members aren’t using the
facility.

21. On-Call Maintenance.

More clubs continue to benefit
from an on-call handy-person.
This versatile person gets in-
volved in such diverse activities
as fixing a whirlpool, resurfacing
racquet-sport courts, installing
carpeting, painting, doing basic
HVAC work, building a room, etc.
Others do preventive maintenance
on fitness equipment and are re-
sponsible for controlling their

pool chemistry.
UTILITIES

More utility compa-

nies will help clubs analyze their
utility bills at no cost and take a
percentage of the savings
achieved. Many utility companies
will provide rebates (40-100%)
depending on the type of improve-
ment to the utilities.

22. Utility Money Sav-
ers. Some clubs are undergoing
lighting retrofits, switching to gas,
purchasing water conservation

P
CS

<<

Professional
Collection
Services, Inc.

we can be for you.”

P
CS

>

Large Enough To Serve You,
Small Enough To Want To!

“We have developed the skills necessary to
service health and fitness clubs and would
like to share our success in this area. We
currently service clients in New Mexico, Texas
& Florida. Let us show you how successful

We are a full service agency licensed and
bonded with collection affiliates in all 50 states.
Independently owned and operated to provide
highly individualized confidential service.

Professional Collection Services, Inc.

John C. Barlow, President
5555 Montgomery Blvd., Suite 8
Albuquerque, New Mexico 87109

Phone (505) 883-0092 + Fax (505) 883-5500

Toll Free: 1-800-748-5554
Ask for Mr. Barlow - for New Service

systems, installing light sensors,
efc.

23. Energy-Wasters.
Other clubs are focusing on energy
wasters (leaks, vents, sealing over-
head doors, pool blankets).

24. Energy Management
Systems. A few are investing in
energy management systems to
deal with demand limiters and cy-
cling to control the demand charge
on the monthly electric bill.

TELEPHONE

The telephone is a sur-
prising cost both in terms of direct
costs as well as staff time, as the
cost of “telephone tag” in the U.S.
last year was 302 hours a year per
employee.

25. Long Distance Dis-
counts. Some clubs have switched
to a reseller for long-distance ser-
vice.

26. Automatic Response
Systems. Many clubs have adopted
an ARS (Automatic Response Sys-
tem) with voice mail. This sorts the
calls and routes them. Ideally, the
system should limit the caller to 4
or less options, initially, and should
have a minimal opt-out rate.

27. Pay Telephones. A few
clubs have decided to buy theirown
pay telephones for cost reasons.

SECURITY
CONTROLS

Morc clubs are dealing
with theft, fraud and abuse. Many
clubs are being challenged by em-
ployee theft or embezzlement. This
has led to a change in systems,
multiple controls, more frequent
visits by the outside accounting
firm, and a study of the club’s
books while key staff are on vaca-
tion. Often, there is limited insur-
ance coverage on the typical policy
to protect the club.

28. Security Precau-
tions. Obviously, better screen-
ing at the hiring stage, using un-
dercover employees, prosecuting
where the local police recom-
mend it, and creating an anony-
mous channel of communication
for employees to report miscon-
duct without reprisal, are some
of the alternatives.

29. Password Access.
Blocking out long-distance tele-
phone access and creating a se-
ries of computer passwords are
important.

OTHER KEYAREAS

30. Real Estate Taxes.
Clubs continue to achieve major
real estate tax reductions
(whether they own the real estate
or help their landlord with their
leased space).

31. Financing & Bank-
ing Costs. Many clubs find ma-
jor benefits in refinancing their
mortgages and negotiating their
banking fees.

32. Postal Rates. Clubs
are working with the postal of-
fice to discover ways to change
their way of doing various mail-
ings to take advantage of certain
postal rates.

33. Collections of De-
linquent Accounts. Many clubs
are improving their dunning sys-
tems to collect their member ac-
counts receivable more effi-
ciently and, timely.

34, Desktop Publishing
Savings. Many clubs use desk
top publishing to a limited extent.
But many clubs are now finding
that this software is so easy to
use, that they can expand their
utilization of desktop publishing
to save on typesetting and design.

35. Renegotiating Leases.
A few have renegotiated their
real estate leases and have found

inaccurate square-footage mea-
surements or inapplicable com-
mon area maintenance (CAM)
charges.

COST SAVINGS
DEVICES

Some clubs have mo-
bilized a team of their top man-
agement to review each area as a
“cost savings team.” They are col-
lectively compensated based on
some formula of realized savings.
Other clubs offer all employees-
both full time and part time-a
chance to participate in a semi-
annual or annual cost savings con-
test. They reward each cost sav-
ings idea, give additional dollars
if any result in more than $1,000
of annual savings and give a fee
for the best single idea. Some
clubs average as many as 8-10
ideas per employee.

Clubs are continuing to
discover the need for regular ex-
pense management. They realize
the impact on the bottom line and
are trying to create a culture that
permeates the top levels of the
club - and, hopefully, even reaches
down to the front-line personnel.
It is possible to have simultaneous
expenses savings in the same year,
yielding a much improved set of
net profits.

(This article was re-
printed in the September, 1998
edition of The CLUB INSIDER
News with permission from Club
Success. We reprinted it again due
to the importance of the message.)

(Rick Caro is the Presi-
dent of Management Vision, Inc.,
a New York City, New York based
club manag t consulting firm.
Caro is a co-founder of IHRSA
and past President of the Associa-
tion.)

..Universal
Gyms

continued from page 3

situation they had ever had.

So far, Universal has
done little in respect to market-
ing. Sadler has acquired the old
800 and local phone numbers
that been used by Universal Gym
for 25 years and was attached to

over 50,000 pieces of Universal
Equipment all over the world,

Sadler comments, “Since
we moved the operations in May
from North Carolina we've been re-
ceiving 15-20 calls per day from
folks just off of the labels on the ma-
chines!”

So, if you have Universal
Gym Equipment and would like to
obtain parts or service call Steve’s
new company at: (800) 843-3906.

And, if you have Univer-
sal cardiovascular equipment and
need parts and service, Call Scott
Vanecek’s company, Pro Fitness
Sales and Service in Lantana,
Florida at: (561-540-3924. | am sure
that they will both be happy to as-
sist you with any of your Universal
Gym Equipment needs.
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By Patrick Pine

One of the biggest gaps
in the health care industry is be-
tween a supervised physical
therapy program for rehabilitation
and a self-care program for ongo-
ing physical fitness. The common
denominator between these two
programs is exercise. The chal-
lenge is to identify the transition
process between the two programs.
This transition process is accom-
plished by integrating therapeutic
resistive exercises and cardiovas-
cular exercises into a post-rehab
setting. This will help patients
achieve greater gains in physical
and mental well being beyond that
of general functional ability.

Before we can identify
this transition process and put a
name to it, we must first understand
the components of this process.
The first thing to identify is the ter-
minology used in this process.
Webster defines “Fitness” as the
quality or state of being fit and
“Physical” as of or relating to the
body. Therefore, we can assume
that Physical Fitness is the state of
the body being physically fit. “Ex-
ercise” is defined as bodily exer-
tion for the sake of developing and
maintaining physical fitness. Fi-
nally, “Therapy” is defined as of
or relating to the treatment of
bodily, mental or behavioral disor-
ders and disease by remedial agents
or methods.

Next, we must identify
the application components of this
transition process. These include
a wide range of activities such as:
strength training, cardiovascular
training, flexibility, fitness assess-
ments and testing procedures, out-
comes’ measurement, exercise
contraindications, medications,
and the patient’s response to ex-
ercise and to other health issues.
This process also involves knowl-
edge and experience in dealing
with the needs of patients from
special populations that include
cancer, heart disease, diabetes,
osteoporosis, stroke, obesity,
asthma, hypertension and ortho-
pedic and sports injuries, to name
a few.

The final component is
to identify the qualifications of the
individuals and the facilities that
will be providing the care and
treatment for those patients mak-
ing the transition from physical
therapy to self-care. The health
care business is recognized as a
profession and as such has spe-
cific professional requirements for
its providers. Physicians, chiro-
practors, physical therapists, reg-
istered nurses and occupational
therapists must meet specific pro-
fessional requirements. In most
cases, that means a postgraduate
degree, licensure, professional
certification, on-going continuing
education and accreditation.
Therefore, the minimum require-
ments to be recognized as a post-
rehab fitness provider would be a

AUGUST ISSUE

four-year degree, certification
specific to the needs of the pa-
tients and accreditation as a
means of monitoring compliance
and accountability. The National
Fitness Therapy Association
(NFTA) offers professional ac-
creditation for fitness profession-
als wishing to be recognized as
post-rehab providers. An Accred-
ited Fitness Professional (AFP) is
recognized by the health care in-
dustry as a qualified provider of
post-rehab and preventive health
care services. Facilities providing
the services and equipment must
also meet strict professional re-
quirements such as quality assur-
ance standards and facility ac-
creditation. NFTA also offers fa-
cility accreditation for those fa-
cilities wishing to be recognized
as quality providers of health care
services.

There are many names
being used at the present time to
identify this transition process.
Some of the most popular are
Medical Fitness, Post-rehab Fit-
ness, Rehab Fitness, Clinical Fit-
ness & Rehabilitation and Post-
Rehabilitation Exercise. If this
process is to be recognized by the
medical community, the insur-
ance industry, the legal establish-
ment and the general public, it
must be standardized and have a
single identity and a single mean-
ing. Taking everything we have
talked about into consideration
and putting a name on it is rela-
tively easy. The process to tran-

sition a patient from
physical therapy to self-
care has been identified
by the NFTA as “Post
Rehabilitation Fitness
Therapy.” The method
of treating a patient from
a special population
group or a patient with a
clinical diagnosed con-
dition that has been re-
ferred from the health
care system is identified
as “Fitness Therapy.” By
standardizing the name, |
it adds credibility and
validity to a standard of
care that can be recog-
nized by other health
care providers. The ulti-
mate goal is to have this
process and method of

treatment for referred patients be
acknowledged as a true health
care service and to be eligible for
third-party reimbursement.
Fitness Therapy is an un-
tapped market and offers tremen-
dous opportunity for the fitness
industry. The typical fitness cen-
ter is better equipped and with a
few changes could be better
staffed than the typical physical
therapy center, and should take
advantage of this opportunity by
cashing in on the therapy market.
Itis a very difficult market to cap-
ture unless you know the tricks of
the trade. But don’t let that dis-
courage you. Success is just
around the corner if you under-
stand how the game is played.

(Patrick Pine is the Presi-
dent and founder of NFTA. He also
served as the Executive Director
for the Western Association of
Clubs (WAC), a regional associa-
tion of IHRSA, from 1993 to 1998.
He has a Master’s Degree in
Physical Education from Colorado
State University and more than 30
years of experience in the health
and fitness industry. His experi-
ence includes teaching, coaching,
recreational director, sales man-
ager, wellness director, club
owner/manager and consultant.
He may be reached ar (303) 399-
4545. Information is also available
on the NFTA web site at
(www.nfta.org).)

TOP10 REASONS WHY
FITNESS PROFESSIONALS
SHOULD ADD FITNESS
THERAPY SERVICES

1. Enhances your cred-
ibility and image as a Fitness Pro-
fessional

2. You work with a mini-
mum amount of people for a maxi-
mum amount of dollars

3. Can open up the possi-
bility of being eligible for insur-
ance reimbursement

4. Individuals being
treated for injuries are more loyal
and easier to work with than mem-
bers in a typical health club

5. Many Fitness Therapy
patients become a dues paying
member of the facility you train
them in and continue to schedule

training sessions after complete
recovery

6. You don't need expen-
sive or special equipment to pro-
vide Fitness Therapy

7. Scheduled appoint-
ments for Fitness Therapy clients
are very seldom broken

8. Appointments can be
scheduled around the typical busy
times within a fitness center

9. Establishes you as a
leader in the fitness industry

10. Can be used as a mar-
keting tool to enhance your busi-
ness and separate yourself from
the competition

StairMaster Appoints Rene C.
Jaggi Chairman of the Board

K IRKLAND,

WASHINGTON - Aug.11,1999-
StairMaster, announced today that
Rene C. Jaggi has been appointed
Chairman of the Board. John
Rutledge, the previous Chairman,
will continue to serve on the
StairMaster Board of Directors.
Jaggi will also become a partner
of Rutledge Capital, an invest-
ment firm based in Greenwich,
Connecticut.

Tom Bryant, CEO and
President of StairMaster, said,
“The appointment of Mr. Jaggi
to the role of Chairman for our
company is a huge coup for
StairMaster. To add his years of
board-level, industry, interna-
tional and operating experience to

our Board and to continue to have
Mr. Rutledge playing a key role
will enhance an already strong
team.”

Rene C. Jaggi will con-
tinue to be based in Basle, Switzer-
land, where he is Chairman and
Owner of Jstracon AG, a Switzer-
land-based holding company.
Jstracon controls Romika GmbH
(leisure/shoes) in Trier, Germany;
John Valentine Fitness Club in
Basle, Switzerland; Hotel Anfi Pal-
ace Ag in Murren, Switzerland; and
Sport Gerspach AG (sporting
goods/retail), also in Switzerland,
He is Chairman of the Board for the
HTM (Head, Tyrolia, Mares, Penn)
in Vienna, Austria, which employs
2,400 people and has $450 million
in sales. He is also President of the

Swiss professional soccer club FC
Basle.

Prior to his current role,
he spent seven years as President/
CEO of Adidas, Zone Manager
Central Europe for Duracel AG/
Dart+ Kraft in Basle, Cologne,
London, U.S.A. and Japan, Sales
Manager of Eastern Europe,
Middle East and Africa for R.J.
Reynolds and Sales and Market-
ing Manager for W.R. Grace
Chemicals.

Jaggi holds diplomas and
degrees from the Universityof
Basle in Physical Education,
Waseda University of Tokyo in
Sports and Languages and Univer-
sity of St. Gallen in Systematic
Marketing. He is fluent in several
languages.
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WIRELESS
CARDIO THEATER

Presenting three wireless systems at different price levels.

They're easy to install, easy to maintain and easy on your budget.

WeTre presenting our cast of wireless systems around the And last but not least is Wireless Fitness FM, our entry

world. And getting rave reviews. It’s the biggest variety show
ever introduced in the Exercise Entertainment™ business.

No one else can offer such a wide selection of wireless sys-
tems. Priced on three levels, there’s something for everybody.
Presenting our three star performers:

Wireless Cardio Theater, our veteran performer, sets the
stage with an unbeatable 16-act show.

Wireless LCS, our newest performer, brings audiences
to their feet with its show of up to 48 acts.

level performer. This player is second to none when it
comes to FM.

Cardio Theater’s three wireless systems are:

* the most reliable

* easy to install

* easy to maintain

* easy on your budget

Contact us now for more information. Your members
will applaud your act.

Get a case of headphones free!
Purchase any Cardio Theater Wireless System and
we'll give you 80 hcadph{)nts, free!

CARDIO 7

EXERCISE THE BODY. ENTER

7/00

THE MIND.

Manufacturer of 3 wireless systems:
Wireless Cardio Theater

Wireless Cardio Theater LCS
Wireless Fitness FM Plus

1-800-CARDIO-1, or 404-848-0233. www,cardio-theater.com
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IHRSA’s Capitol Report

Capitol Report Reprinted Courtesy Of IHRSA

A CLOSER LOOK AT THE YMCA’S REPORT TO IRS

Iﬂsi week, [HRSA re-

ported that the YMCA submitted a
memorandum to the IRS in the hope
that it will influence the congres-
sionally-mandated report the IRS is
preparing on “the standards used to
determine whether the health and
fitness activities of universities and
hospitals are substantially related to
their exempt purposes.”

Some of the arguments the
YMCA uses to support tax-exempt
fitness centers are:

“The promotion of health
for the benefit of the community and
the promotion of education are rec-
ognized charitable purposes.”

“Congress has twice re-
viewed and approved the ‘commu-
nity accessibility standard’ as ap-
plied to YMCAs.”

“The Unrelated Business
Income Tax (UBIT) rules were
never intended to protect for-prof-
its when charities provide services
that further their core purposes.”

“The cost of membership
in [a] YMCA’s health center [is] far
less than the average family expen-
diture for recreation, [demonstrat-
ing] that most segments of the com-
munity could afford the cost.”

Therefore, the YMCA
maintains that:

“The community ac-
cessibility standard applied by
the IRS to YMCA fitness cen-
ters is equally applicable to uni-
versity and hospital fitness cen-
ters.”

Needless to say,
IHRSA strongly disagrees and
will formally tell the IRS why
the Y's arguments are flawed in
a written submission later this
month,

IHRSA members who
would like a copy of the
YMCA's 20-page submission to
the IRS should contact IHRSA
Government Relations.

ILLINOIS
HOSPITAL
HEALTH CLUBS
FACING STATE
INQUIRY

Chicago’s Daily Her-
ald has reported that approxi-
mately a dozen hospitals are be-
ing questioned by a state board
over complaints they are compet-
ing with taxpaying health clubs by
opening their own facilities with-
out proper state permission.

Hospital officials re-
ceived letiers from the Illinois
Health Facilities Planning Board
in Springfield asking them to
explain their health clubs.

In Illinois, hospitals
must receive the board’s approval
before building any facilities that

cost more than $2.6 million.

It was the lllinois
Health Facilities Planning
Board, in January, that denied the
certificate of need for the Palos
Community Hospital’s proposed
$14.5 million, 80,000 square-
fool fitness center.

Board members are
gathering information from the
hospitals and may discuss it at a
September 30 meeting in Chi-
cago.

The Board has found
that some of the facilities in
question were built years ago, or
are designed for patient care or
employee use. Others charge for
memberships and would appear
to compete more directly with
the private health clubs in the
area.

If the Board determines
the hospitals should have sought
permission, it could order them
to go through the review process.

YMCA HEAD
MISSES
THE POINT

On May 28, the Ten-
nessee State Board of Equaliza-
tion ruled that probable cause ex-
ists to revoke the tax-exemption
of 13 YMCA fitness centers.

When asked by The
Nonprofit Times to comment on
this decision, David Mercer, Ex-
ecutive Director of the YMCA of

Norm Cates’

the USA, gave the following re-
sponse:

“YMCA's are commit-
ted to serving the whole person
and the whole community and
there are those without such a
mission who see the YMCA as a
threat to their recent, wholly
commercial enterprises. New on
the scene, their vision is to weep
and wail when YMCA’s serve
the community in a much more
meaningful and more holistic
way than they can dream of.”

It is revealing that
Mercer’s response is not to deal
with the facts at hand, but rather
to resort to a strategy of belittling
the contributions of fitness clubs
in Tennessee who build their
communities not only by paying
taxes, but in many other positive
ways.

The facts of the Tennes-
see case are indisputable. The
Tennessee Board of Equalization
reported that the YMCA is a
“secular membership organiza-
tion” whose primary purpose is
to “furnish facilities and equip-
ment to its members for exercise,
recreation and other physical fit-
ness facilities.”

One would think that
what has happened in Tennessee
would call for contemplation and
soul-searching by the YMCA.

This is not about your
competition, Mr. Mercer. It’s all
about the YMCA.

Club Insider

ee
Contributing Writers

Contact: Norm Cates, Jr.
770/850-8506

TAXPAYER BOND
ACT
IS BACK

U.S. Representative
Gerald Kleczka (D-WI) has intro-
duced the Taxpayer Bond Fairness
Act into the 106th Congress. This
marks the third consecutive Con-
gress in which Kleczka has intro-
duced this important legislation.

The measure, H. R. 726,
would “amend the Internal Rev-
enue Code of 1986 to provide that
the furnishing of recreational fit-
ness services by tax-exempt hos-
pitals shall be treated as an unre-
lated trade or business and that tax-
exempt bonds may not be used to
provide facilities for such ser-
vices.”

Kleczka has long opposed
tax-exempt status for hospital-
based spa/fitness centers.

“Not only do communi-
ties stand to lose property taxes, but
this method of building this type
of facility totally undercuts com-
petition by entrepreneurs who are
already serving their communi-
ties,” Kleczka said.

“I am fully supportive of
hospitals and their health care mis-
sion. But | am also for fairness —
and public financing of a non-hos-
pital related spa doesn't measure
up.”

Congressmen James
Sensenbrenner (R-WI) and John
Lewis (D- GA) have cosponsored
the bill which has been referred to
the House Committee on Ways and
Means.

Call (202) 224-3121 and
ask your U.S. representative to
support H. R. 726.

To find out who your rep-
resentative is, contact IHRSA Gov-
ernment Relations.

DID YOU
KNOW?

You can access more
than 20 free legal briefing papers
on health club issues by visiting
www.ihrsa.org
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Working Missed Guests Leads Correctly
Will Give Your Club A Boost In Fall Sales

By Casey Conrad

Seplember marks a very
special time of the year for health
clubs: the end of summer! Al-
though clubs with a strong sales
team can hold their own during the
summer months, nice weather, out-
door activities, school breaks and
family vacations all result in a
slow-down of walk in traffic. To
make matters more challenging,
those prospects that do come into
the club often have many excuses
why they “just can’t begin an ex-
ercise program until the summer
ends.” However, with summer
coming to a close, people will be-
gin considering an indoor exercise
program and the phones will be-
gin to ring again with interested
prospects.

Of course, every club
should prepare themselves for the
increased fall guest traffic by
sharpening up the sales skills. How
to convert an information call into
a booked appointment, qualifying
prospects, touring, presenting
memberships, closing and over-
coming objections and getting re-
ferrals should all be reviewed and
role played extensively so every-
one on the sales team is prepared.

In addition to the in-
creased guest traffic though, fall
presents itself with another won-
derful sales opportunity-working
missed guests and converting these
“warm leads” into happy members
at your club.

A missed guest is an indi-
vidual who visited the club to in-
quire about memberships but for
some reason didn’t buy. After a
new hot lead, missed guests can
prove to be a great source of sales
prospects. The reason for this is
two fold. First, a missed guest al-
ready has a higher than average
level of interest in a club member-
ship (his visit is proof of that). Sec-
ond, most people who visit a club
and don’t enroll end up not joining
anywhere and also fail to start any
home fitness program. Therefore,
missed guests are people who have
fitness goals who have most likely
NOT been achieved yet. This usu-
ally results in missed guests being
more easily motivated to re-con-
sider an exercise program.

Of course, working
missed guests isn't a new concept.
However, the reason most sales-
people don’t have great success
with regaining missed guest’s in-
terest is because they ask the wrong

questions during the follow-up
phone conversation. Tradition-
ally, when a salesperson calls a
missed guest he often asks ques-
tions like, “Are you still interested
in a membership,” or “Are you
still thinking about a membership
al the club?” Such questions in-
variably result in very short con-
versations. When the missed
guest says, “No,” the salesperson
has nowhere to go but to end the
call. This is truly unfortunate be-
cause often the “No” isn’t because
the person has no interest but
rather because they were not prop-
erly engaged in a conversation.

By following a simple
four-step process, you can more
successfully engage missed guests
into a conversation about their fit-
ness goals and ultimately convert
more of these people into happy
new members at your club. In the
worst case scenario, the call will
result in establishing a future
course of contact with the missed
guest, keeping open the possibil-
ity for a future sale.

The first step in success-
fully working missed guests is to
get the leads organized. There are
a variety of different places in a
club that missed guest leads might
be found. For one, the guest reg-
ister should have the names, ad-
dresses and phone numbers of all
missed guests. If aclub has a good
system, all prospects on the guest
register should be dispositioned
with a note or a code indicating
what the status of the visit was.
Did the person re-schedule? Was
there no interest or perhaps a fol-
low-up visit made? Having such
information always makes a
missed guest call a bit easier.
Another source of missed guest
leads is the profile cards sales-
people fill out when touring
guests. These can be particularly
useful if the club doesn’t have a
central guest register or just to pro-
vide more in-depth information
about a particular individual, his
exercise history, his goals, etc.
Next, missed guest leads can be
found by locating former sales
employees prospecting boxes and
or files. Very often, with the turn-
over in the industry, clubs have
hundreds of leads sitting in boxes
from old employees that never get
harvested. Finally, you might be
able to find some decent missed
guest leads through one-day work-
out waiver cards. These cards are
the forms that guests fill out if they
are just in the club for a workout,
cither with a friend or from pay-
ing a guest fee, but didn’t want to

meet with a salesperson. Some of
these guests are locals to the area
who just didn’t want to speak with
a salesperson at the time. Who
knows, they may now be inter-
ested in a membership.

Once you have located
all missed guest leads you next
want to sort them into categories.
This should be done on two lev-
els. The first is sorting by date
chronologically. Of course, there
is no guarantee that someone who
visited the club more recently has
a greater level of interest but the
fact of the matter remains that the
experience and discussion of his
fitness goals is probably fresher in
his mind. Once a chronological
order has been established, sort
leads by level of interest based on
any notes that were taken. Forin-
stance, an individual who sched-
uled a follow-up visit or a follow-
up phone contact with the sales-
person probably has a greater like-
lihood of still having some inter-
est than someone who told the
salesperson they were not inter-
ested. Again, time and circum-
stances might have changed every-
thing but what is being done here
is creating a logical plan of attack
that will maximize return on time
invested.

The next step in the
process is simple. Before call-
ing any missed guest that you are
not certain about, check the com-
puter to make sure the person
hasn’t since become a member.
There is nothing more embar-
rassing than making a missed
guest call only to find out the per-
son is a member at the club!

The final step in work-
ing missed guest leads is the
most important-making the call.
Two different scenarios will be
encountered when working
missed guests. The first is call-
ing a prospect that you worked
with in the past. The second is
calling a prospect that you had
no contact with. With each of
these scenarios there are five
stages to an effective missed
guest call with differences in the
early part of the call. Let’s go
over each one here, giving you
step-by-step questions to ask.

Call #1: An individual
you worked with in the past.

Step 1: Introduction

Hi, is (Name of missed
guest) there?

Hi, (Name of missed
guest), this is (Your Name) from
the (Name of your club), how are
you today?

The reason for my call

today is that | was going |
back through my record
of your visit to the club
back in (month they vis-
ited) and I was wonder-
ing, had you begun a
regular exercise program
anywhere yet?

Step 2: Qualify |

Now, if 1 re-
member correctly, you
were interested in (fill in
with the person’s fitness
goals); have you been
able to achieve those
goals with any type of
home fitness program?
(Of course, the answer
will almost always be ,
“No.”)

Well, when we
toured the club you

thought that (re-empha-
size what areas of the

Casey Conrad

club they thought were most
likely to meet their needs) would
help you achieve your goals by
(fill in with what that type of pro-
gram will do for them).

Do you mind my asking,
what has prevented you from
starting either a home program or
a structured program at a club like
ours?

Step 3: Re-create Inter-
est

If there was a way that
we could help you (replay back
their fitness goals) and (make a
statement that deals with the rea-
son they haven’t been able to
start), would you be willing to
consider a program at our club
again? (For example: If we could
help you lose that 20 |bs., tone up
and do it with a program that
would fit your tight time sched-
ule, would you be willing to con-
sider a program at our club again?

Great, because we have
(fill in with a quick, concise state-
ment about one or two areas of
the club that will meet his needs
or something new that is going on
that wasn’t talked about during
their last visit.

Step 4: Close for the ap-
pointment

What hours would you
be using the club, morning, after-

noon or evening?
I have openings this
or ; which is

best for you? (Closing for day of
week.)
I have times available at
or ; which is
better? (Closing for time of day.)
Okay, so | have you
down for
at and [ only ask one

favor. If for some reason you are
unable to make that time, please
give me a call because I work by
appointment-only, okay?

I look forward to working
with you then. Have a great day!

Step 5: Establish course of
contact if he is not interested at this
time,

1 can appreciate that now
is not an ideal time for you given
(fill in with the reason they have
given for not being able to start).
May [ ask, at some point in time in
the future if the time were right to
start a program, would you be con-
sidering our club as an option?

Wonderful, so would it be
okay if | kept in touch with you via
mailers regarding events and per-
haps a phone call to see how you
are doing?

Okay, I'll put you on our
mailing list and I'll plan on giving
you a call say in three months just
to check in, how does that sound?

By following the system
for working missed guest leads and
using the 5-step phone process, you
can effectively turn warm leads
back into hot prospects who might
just be ready to finally get started
on an exercise program. This ex-
tra resource of leads can make a
huge difference in your fall sales
and increase the level of profession-
alism your club projects to commu-
nity members who have previously
visited the club.

(Casey Conrad is
Founder and President of Commu-
nications Consultants, a Rhode Is-
land based club consulting firm.
Casey may be reached at: 800(725-
6147.)
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THRSA/SGMA Youth Fitness

Campaign A Success
Campaign Aids Industry Growth Initiative

Bostan, MA- Of all the
public service announcement

MAKE
IT

FUN!

(PSA) ad campaigns that ran in
1998, the Youth Fitness Cam-
paign, funded by the Interna-

tional Health Racquet and
Sportsclub Association (IHRSA)
and the Sporting Goods Manufac-
turers Association (SGMA), ranked
number six nationally in the total
dollar value of the coverage. The
three-year campaign is designed to
encourage pre-teens and teens to
exercise regularly and was pre-
sented under the auspices of the
President’s Council on Physical Fit-
ness and Sports.

The campaign — honored
with three creative awards earlier
in the year -received nearly $63 mil-
lion in estimated total media sup-
port, a 220% increase over the
1997 Youth Fitness media value.
The only national campaigns that
exceeded the 1998 dollar value of
the Youth Fitness campaign initia-
tive were: Crime Prevention, Drunk
Driving Prevention, Educational
Reform, Recycling, and The Four-

H Council.

“The IHRSA/SCMA
Youth Fitness PSA Campaign sur-
passed everyone’s most optimis-
tic expectations,” Comments John
McCarthy, Executive Director of
IHRSA. “IHRSA, SGMA, and the
Ad Council were all astounded by
its reception.”

The Ad Council at-
tributes the success of the cam-
paign in part to radio executions,
participation in the Office of Na-
tional Drug Control Policy
(ONDCP) media match, excellent
creative that included multiple cre-
ative executions and lengths in the
TV and radio spots, as well as
good placement of the campaign.
The Youth Fitness TV received
significantly more prime and day-
time slots and substantially less
late-night time than average, and
the radio campaign received more

time than average during afternoon
drive time and evening.

“The success of the joint
IHRSA/Youth Fitness campaign is
an outstanding example of what
can be accomplished when key
groups in the industry work to-
gether. The SGMA is excited by the
prospects of what may be done as
we look at the issue of physical
education in America’s schools,”
adds Gregg Hartley, VP of Market-
ing and Development for SGMA.

IHRSA and the Fitness
Products Council (FPC)of the
SGMA, are also currently working
together on an industry-wide ini-
tiative to grow the current 29.5
million U.S.health club members
to 50 million by the year 2010,

IHRSA is a nonprofit
trade associalion representing more
than 5000 health, racquet and
sportsclub worldwide.

" It Has Come To The Point Where Buying Brand
New Fitness Equ:pment Is A Waste Of Money !"

Buying Professi Fitness E, A
wmssmxuss:

That's why YOU need solutions to help you cut costs
without sscrificmg dumbility of nune brand.  You know
lowening the cost of doing business directly improves
bottom-fine profits.

Worldwide Fitness, Inc. has a way for you to mprove
profits by reducing your openting costs.  Without your
members having any ides that you didn't buy brand new
equipment and spend twice &s much money as you did |
Worldwide Fimess offers fimess center products that
have already depreciated in value. We provide you & consis-
tent supply of Bank Repossessed, Refurblshed, Brand
New, and Factory Blemished gym fitness equipment

We Belivved Business Owners Wanted to Save Money On
Cperating Couts To Froe Up More Capital To Grow,
If you buy your cardio equipment from Worldwide Fit-

to your sdvertising and marketing budget, you will see expo-
mential growth in cash Bow and profits.  This $30,000 savings
cazt bring in 200 extra members.  If you get $350 for each
new member m the first yeas, tuat's $70,000 added o your
gross salzs. That's extrs income over and sbove what you'se
ulready doing

Could your business use an extra $70,000 7

We Invest Over $250,000 Every Month
To Asnure You Save Money.

Thewhulgupmmulmmm With over 25
s.\uwambum-umam:mm:mm-wm
replacement parts @0 refurbish the equipment  The cost fo
iy this depreciated equipment is over $150,000, The point
s we have made the necessary investments to insure a
consistent and reliable product for yoo

We've put otrselves i a position that forces us to perform
for you or we don't make & profit. I'm not trying to mmpress
you but | want you to see our commitment. Wi must satisfy
you so you will buy from us on your next fitness room
project and refer more customers (o us. We can't service out
huge overhead without repest business

Guaranieed To Look Like New, Work Like New, And
Make Everybody Think You Paid Full Price.
When our chent's come ses our National hesdquarters in
Oeange, Californis, they're amazed. They enter our gigantio
warehouss with over 1,000 machines on mcks 3 stodies high
It locks fike 50 health clubs went out of business and we
bought all thewr sventory, When we tour them through our
state-of-the-art remanufactoring facility, they say they've
never seen anything bice . When they see our fnjahed
prodoet they think i2's brand new, and after we comvinees
them that it is not, they say they will never buy brand new

fitness squaptment again.

We warranty this equipment, give you a National service
techucian network, and give you 24 hour technical informa-
tion on cur sward winning website.  You see, the only

national service network that we have sccess to when our
customers nesd servioe.  I's as casy for us o repar &
tresdmill in New York as it i n Califomia. W take care of
your business.

We Have Over 1,300 Customers That You Can Speak
With To Give You Buying Confldence
In today’s business climate you have to protect yourself
from miss-information.  You can’t take advertising state-
ments as fact.  We understand this, and make sccessible to

you our pasi customners s you can make your own pudge-
ments, we don't want you 1o make & misiake.  'We want to
make sure this &s the nght buy for your business.

“Worldwide Fitneiz Saved Me Over $156,000 And My
Maintenance Sia] Still Thinks The Equipment War Brand
new, [ Don't feel | Sacrificed Anything. I Will Do All My
Future Purchazes With Worldwide. *

{Mike Boociesi is the CEO of § YMCA's )

“I Bought My Equipment From Worldwide For my sec-
ond Club. [ Saved Over 525,000 And Used These Savings
Te Increase My Advertiving Budpet.  This Extra Advertis-
img Mangy Allowed me To Hit My One Yeer Sales Goalr In
My First 90 Days.®  Stephen Priest, MS. Fitness Health
Club ,

We Make The Buying Process Simple, So You Can Spend
More Time Running Your Busines:

Your tune is valnable so we make the process casy. It starts
with a phone call from you, to ane of our customer assistants.
Vou are asked some questions to provide us with needed
information.  Next, s complete packet of information is
expressed ouf to you. This packet containe: A video tour of
our facility, & customized video of the machines you need. A
proposal with all your options, prices and freight charges,
room lsyout if needed, sampiles of mibber flooring and other
samples.

When you recerve your packet you'll get & follow up call
from your customer assistant to answer any questions
When all your questions are answered and your proposal
looks better than any of your other options, you can get the
deal started by fing us o copy of your 50%deposit. Tech-
nology has provided a time saving payment solution called
*Cheeks-By-Fax'. Of course you can mail your deposit if
you want This way your order starts immediately,

You Can't Afford To Pass This Up Withewt As Leass
Getting A FREE Pecket And Proposal.

The pressure to grow in today"s business climats is high
Geow o che is the rule of the future. You have to look at all
your options and do what gives you a competitive advantage
Your customers think the best fitness squipment is what you
provide them. They like the equipment your staff traims themn
on. A tresdmill made 2 years ago is no different than the one
made yesterday. The only difference is how much maney it
cost YOU. How much of your operating capital liad to be
used o sequare the new squipment? Anybody can spend too
much monsy. The most successful and wealthy business
poople are the most spend (hrifty

Call T14-283-0355x23 Today. Send an emall to

Get A FREE Video Tour and Packet
8o You Can See For Yourself,

‘lﬂl‘&l@td.m't, and/or ge te our sward winning
website  WWW.Worldwidefitness.com
Sincerely

Steve Faterson
Worldwide Fitness, Inc

P.8. It's hard to grow a business and waste
maoney at the same time.
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American Council On Exercise (ACE)
Study Released On Popular Workout

ACE Research Team Counts Calories, Confirms Benefits of Cardio Kickboxing

SA.N DIEGO-Whether
or not Billy Blanks Tae-Bo workout
tapes have anything to do with it,
exercise enthusiasts across the coun-
try are demanding cardio kickboxing
classes at their neighborhood fitness
centers. At gyms across the country,
the classes are hot and now, thanks
to a recent study by the American
Council on Exercise (ACE), consum-
ers can be assured they are getting a
good aerobic workout.

The ACE study, the first
publicly released research about the
physiological effects and benefits of
cardio kickboxing, found that the ac-
tivity provides a workout sufficient
enough to improve and maintain car-
diovascular fitness.

To perform the ACE study,
Len Kravitz, Ph.D., headed a team of

researchers from the University of
Mississippi. They measured heart
rate, ca'oric consumption, oxygen
consumption and ratings of per-
ceived exertion for each of four
kickboxing concentrations: upper-
body predominant (e.g., upper cuts,
jabs); lower-body predominant
(e.g. roundhouse kicks, front and
back kicks); combination of upper
and lowerbody; and conditioning
(e.gjumping jacks, simulated rope
jumping).

Participants in the study
of 15 women with an average
weight of 135 pounds burned the
most calories while performing a
combination of upper and lower-
body movements. Overall, caloric
expenditure ranged from 6.45 calo-
ries per minute (with predomi-
nately upper-body exercises) to 8.3

calories per minute (with an up-
per/lower body combination).

The caloric findings in-
dicate that most cardio kickboxing
participants can expect to burn an
average 350 to 450 calories per
hour less than original estimates,
but enough to be considered a
good workout

Original estimates sug-
gested that cardio kickboxing can
burn up to 500 to 800 calories per
hour, ACE's Chief Exercise Physi-
ologist, Richard Cotton said. Re-
alistically, only a very large per-
son exerting an above-average
amount of energy for an extended
period of time would be able to do
that."

Burning 350-450 calo-
ries, an hour-long cardio
kickboxing session is roughly

equivalent to an hour of brisk walk-
ing or light jogging. Cardio
kickboxing, however, provides ad-
ditional benefits not associated with
walking or jogging such as increased
strength and flexibility, as well as
improved coordination and sharper
reflexes.

Participants in the ACE
study also maintained a heart rate of
75-85 percent of maximum, well
within the recommended 65-85 per-
cent range for aerobic exercise.

Those who start a cardio
kickboxing program should be
aware that the moves might be un-
familiar to beginners, so the possi-
bility for muscle and joint injury is
increased. Trained instructors who
can demonstrate proper kickboxing
technique should teach classes. Be-
fore signing up for a class, make sure

the instructor is properly certified by
an organization such as ACE. Con-
sumers can call ACE at 800-825-
3636 to check to see that the instruc-
tor is ACE-certified.

The American Council on
Exercise (ACE) is a non profit or-
ganization dedicated to promoting
the benefits of physical activity and
protecting consumers against unsafe
and ineffective fitness products and
instruction. As the nation's workout
watchdog, ACE conducts univer-
sity-based research and testing that
targets fitness products and trends.
ACE sets standards for fitness pro-
fessionals and is the worlds largest
non profit fitness certifying organi-
zation. For more information on
ACE and its programs, call (800)
825-3636 or log unto the ACE Web
site at: www.acefitness.org

AS THE HEAD OF A BUSINESS, DO YOU EVER FIND THERE

IS NO ONE TO TALK TO?

APPLY

Now! and experience...

Education...world class seminars by world class presenters with
opportunities for extensive dialogue, practical applications, work-
shop/exercise elements.

You NEED 10 BELONG TO A FAuST MANAGEMENT CORPORATION
CrLuB Execunive RounDTABLE!

Sharing...select specific topics where all share what has worked,
not worked and new and innovative ideas.

Projects.. work together to develop cooperative programs, re-
search projects, new tools, instruments or methods.

Issues...bring critical issues to an experienced group of col-

leagues. Problem solving sessions on your issues will be expertly
facilitated to help you understand the issues and provide practical,
no nonsense advice. Your session will be taped and a copy sent to

you.

able."

"I look forward to each Roundtable session as a
chance to step back and clear my mind. The
combination of friendship, ideas and renewal of
my own energy have made the sessions invalu-

"I consider the Roundtable a
critical resource for my
business, it gives me a
competitive edge. The seminar
and new ideas, as well as a
chance to learn about myself,
have helped me to become a
better manager."

Is It Lonely At The Top?

For INFORMATION ON HOW TO BECOME A MEMBER

CALL « EMAIL
or
FAX a copy of your business card to
Barbara Garringer
at

10085 CarroLt CanyoN Roab » Surre 210
SanN Dieco « CA = 92131
(619) 536-7974 Ext. 306 *» (619) 536-7976 (Fax)

Sfaustmgmi@aol.com

|
|
|
|
|
[ FausT MANAGEMENT CORPORATION
|
|
|
|
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The Simple & Powerful

Club Management System

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

Photo-imaging Check-in
Unlimited Report Capabilities
Automated EFT

Full Service Customer Support
(Phone, Fax, Seminars)

YO Y.

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

Club

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

URNer" 500550252, (ior) 463397
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CELEBRATING 30 YEARS OF FITNESS, FUN
AND FRIENDSH]P'

JAZZERJAM 9

SAN DIEGO, CA.-
More than 4,000 fitness enthusiasts
from around the world recently
gathered at the Jazzerjam '99 fitness
convention in San Diego, CA. To
celebrate 30 years of Jazzercise, fit-
ness, friendship and fun!

"Jazzerjam was a blast!"
exclaimed Judi Sheppard Missett,
Founder and CEQ of Jazzercise!]
am proud to say that we have never
lost sight of our primary purposeto
provide a fabulous, fun fitness ex-
perience that motivates people to
keep coming back for more! We've
been going strong since 1969 and
look forward to another great 30
years!"

Convention highlights
mc!uded.

Thc culmination of

the 1999 World's Largest Jazzercise
Benefit for breast cancer research
at Rush-Presbyterian-St. Luke's
Medical Center. The benefit gener-
ated $1.2 million, boosting the to-
tal amount Jazzercise has raised for
the Rush Cancer Institute since

1993 to more than $3 million.

*A stellar lineup of cel-
ebrated speakers including Judi
Sheppard Missett, Founder and
CEO of Jazzercise; Peter Vidmar.
1984 U.S. Olympic Gold Medal
Gymnnast; Marci Shimoff, co-au-
thor of Chicken Soup for the Soul
books.

*An array of exciting
workout sessions, (eg. Jazzercise
by energetic guest instructors from
Italy, Japan, Mexico, Canada and
other foreign countries; Street
Jam; Kickboxing; Yoga; and Dy-
namic Walking) with a variety of
international fitness professionals.

*An attempt to set the
world record for the largest female
group golf lesson was staged.

*A giant finale class was
led by Judi Sheppard Missett with
4.000 participants.

- *A multitude of network-
ing opportunities with fellow fit-
ness enthusiasts and certified in-
structors were provided.

*There was an exciting
line-up of event sponsors, includ-
ing: RYKA, AV Now,
Souplantationl/Sweet Tomatoes,
Ceres, Arrowhead, Wells Fargo

Paul Bosley, owner CMMA

through Compu-Print

SALE basis

Opening campaigns

bosleyp@worldnet.att.net

Our Fool Proof Formula
to Increase Your
Health Club Sales...

“2250 Leads, 775 appointments,
250 tours for 100 new members”

= “If one of your goals is to
predict your new member sales each month, you must first
take control and manage the lead collection process. The
average club can generate at least 300 leads per month
internally by combining their 100 referral names, 100
missed guests and 100 alumni members.™

If you're in the Health and Fitness industry your job is
demanding. Marketing is vital, but advance planning is
hard 10 do when immediate, everyday tasks of managing a
health club are always distracting you. Off-the-cuff
marketing just won't do the job. Letus help you:

sDevelop marketing budger & plan campaigns including lead
box rowtes, telemarketing & corporate sales systemy

*Design customized for vou'by Focus on Fimess Graphics

*Muailing list acquisition, printing, bulk mail fulfillment

Contact Management Software by Tools System Management

*Measure your results on a COST PER SHOW & COST PER
*We specialize in Pre-sales, Grand Opening & Re-Grand

Call us today at 1-800 407-0334 or e-mail

xl

'r! YL S 1090

| Ic”r-\p‘

Judi Sheppard Missett presents $1.2 Million Check for Breast Cancer

Bank, KPMG Peat Marwick,
Worldwide Sport Nutrition, Ap~
plied Nutrition, The Step Com-
pany. OMRON, Whirley Indus-
tries, MemberWorks,Inc, ASICS,
Spri Products, Aerobic Fitness &
Aerobic Association and Premier
Fitness & Wellness.

*A tantalizing shopping
expo providing conventioneers
the opportunity to purchase their

workout gear and pampering
products all under one roof!
This original dance ex-
ercise phenomenon "Jazzercise"
offers a blend of jazz dance and
exercise science set to a variety
of music from top 40, jazz, coun-
try, funk and classics- Easy-to-
follow, fun choreography includ-
ing a gentle warm up, 30-minute
aerobic workout, muscle toning

and strengthening segment with
weights and a stretch finale. And
now, there is a whole selection of
different class formats designed to
ift everybody. including Jazzercise
Plus, Step, Body Sculpting, Cardio
Quick. Circuit Training, Musical
Chairs, Junior Jazzercise, elc.
Headquartered in Carlsbad,
California. a community in north-
(See JAZZERJAM page 26)

5101
;u zszJJ

Ad design by Focus on Fitness Graphics - Customized & affordable mailers, brochures, guest passes, newsletters,
newspaper ads, lead box inserts or any type of promotion, call 802-897-2646 or e-mail: vikmart@sover.net
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THE GROUP EXERCISE PROGRAM FOR EVERY BODY™
Anyone at ANY fitness level can do PACE!

Comraderie
Fun ¢ Safe
Not Intimidating

No Coordination Needed
No Muscle Soreness
High Calorie Burn

FIT OR UNFIT}

Strength & Cardio
Workouts Combined
Time Efficient ¢ Fun
Cross Training
Group Exercise
At It's Best

Attract New Members ¢ Increase Member Retention * Increase Member Referrals ¢ Increase Profits

Call Pro*Fit Enterprises at 888/604-2244 for a FREE PACE VIDEO & quotation on a PACE PROGRAM
customized to meet your needs.
Visit our website at http://www.pacepro-fit.com
Pro*Fit Enterprises has been recognized by the American Council on Exercise (ACE) as a Continuing
dy cation Specialist.
PACE is a trademark of Henley HealthCare and is used with permission. All Rights reserved.
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- CLUB INSIDER News 1999
Contributing Author Team

The 1999 CLUB IN-
SIDER News 1999 Contributing
Author Team is listed below. Our
thanks to all of our authors for shar-
ing their expertise and taking the
time to write The CLUB INSIDER
News.

*MIKE CAMPETELLE -
Communications Consultants -
(401) 792-7009

*RANDE LaDUE- President,-
Pro*Fit Enterprises- (888) 604-2244

*MICHAEL HOFFMAN -

President-Heart Communications
(949) 489-0301

*KLAUS HILGERS- Presi-
dent-Epoch Consultants- (727) 447-
1773

*SALLY GOLDMAN-Own-
er-The Weymouth Club- (617) 696-
2627

*KAREN D. WOODARD -
President-Premium Performance
Training- 9303) 417-0653

*JULIAWHEATLEY- Own-
er- Women's Fitness Center- (540)
434-9692

*SIMON D’ARCY- Presi-
dent-Business Success Teams-
(805) 566-8213

*TOM MORRIS- Founder
and Chairman-Morris Institute of
Human Values-(888) 279-1537

*DR. GERRY FAUST-
Founder and President-Faust Man-
agement Corp.-(619) 536-7970

*RAY GORDON- President-
Sales Makers- (800) 428-3334

*EDDIE TOCK- Vice Presi-
dent- Sales Makers - (800) 428-
3334

*ANDREW NERE-Vice
President-Innovative Lease Servic-
es- (800) 438-1470

*ART CHAPPELL- Owner-
Courthouse Athletic Clubs- (503)
885-1964

*PATRICK PINE- Founder-
National Fitness Therapy Associa-
tion- (303) 399-4545

*BRENDA ABDILLA- Pres-
ident- Club Profit Systems-
(800)448-0180

*TOM ZENNER- Life Time
Fitness - (612) 752-7000

*NANCY CLARK, MS, RD-
(617) 739-2003

*RICK BARRERA- Founder
and President- Rick Barrera & As-
sociates (800) 835-4458

*MICHAEL SCOTT SCUD-
DER- President- FITNESS FO-
CUS- (505) 751-4236

*CASEY CONRAD - Com-
munications - (800) 725-6147

*RICK CARO - President -
Management Visions - (212) 987-
4300

~JAZZERJAM

continued from page 24

ern San Diego County, Jazzercise
employs about 115 corporate staff
members who carry out the
company's accounting, marketing
and corporate operations, An ad-
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contacted by advertisers in this issue just clip or photocopy
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number written below.
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CLUB INSIDER News Advertisers

ditional 40 managers throughout
the US, oversee the franchises in
the field.

Apart from its mainstay of
dance exercise, Jazzercise has ex-
tended its business to include a
variety of successful divisions
and related companies- These in-
clude: Jazzertogs, a retail catalog
division offering activewear, vid-

cos, accessories and Jazzercise
logo merchandise; JM Produc-
tions, a video and television pro-
duction division providing broad-
cast quality videotape production,
post-production and duplication
services; and most recently,
Cyberstretch by Jazzercise, a new
company offering an innovative
screensaver program designed to

provide the computer user with a
series of simple stretches to reduce
the risk of repetitive stress injuries
Jazzercise is the world's larg-
est dance fitness program with
5,000 instructors teaching 19,000
classes weekly to 450,000 students
in 33 countries around the globe.
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Go to
the
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the CLASS with

an AD here.

By advertising every month in

The CLUB INSIDER News...

Next Issue: September '99
Ad Deadline:

[] National Gym Supply - Pg 28
[] Iron Grip Barbell - Pg 2

[C] E-ZONE Network - Pg 13
[_] Affiliated Acceptance- Pg 19
[] Sales Makers - Pg 9

[ Springfield Corp. - Pg 12 Fax#:(770) 729-0995
[] Jazzercise - Pg 8 Fax#:(760) 434-8958
[] Professional Coll. Services- Pg 14 Fax#:(505) 883-5500
[C] Muscle Dynamics - Pg 15 Fax#:(310) 323-7608
[] Pace Circuit - Pg 25 Fax#:(888) 604-2244
[C] Cardio Theater - Pg 17 Fax#:(404) 848-0223
[ JISSA-Pg10 Fax#: (805) 884-8119
(] Body Pump - Pg 27 Fax#:(770) 424-1590
[] Faust Management - Pg 22 Fax#:(619) 536-7976
[_] Club Runner - Pg 23 Fax#:(561) 746-5822
[_] Worldwide Fitness - Pg 21 Fax#:(714) 283-0935
] Club Industry - Pg 7 Faxi#:(203) 358-5818
[] Friday Reports - Pg 6 Fax#:(212) 987-4227
[C] CMMA - Pg 24 Faxi#:(203) 248-0044
[] Club Insider - Pg 26 Fax#:(770) 933-9698
[] MetaL Resources - Pg 11 Fax#:(770) 963-4038

Fax#:(310) 390-2627
Fax#:(714) 850-6910
Fax#:(707) 259-1376
Fax#:(816) 753-1429
Fax#:(941) 945-3029

you will gain an edge on the September 9, '99

competition. You will reach
over 5,000 club locations and
decision makers every month.
The people who need your
products.

Norm Catesn’

Club In Insider

(770) 850-8506
FAX (770) 933-9698

E-Mail:
clubinsidernews@mindspring.com

If you sell products and ser-
vices to club owners and man-

agers... The CLUB INSIDER

News is for you.
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WORLD
CLASS

RESULTS

bodytrainingsystems' classes are producing
outstanding results in over 3,000 clubs worldwide.

Each bodytrainingsystems' program combines
prechoreography, training, safety and quality control to
deliver world class results - and profis.

Each program is prechoreographed to ensure
consis:enr|y great classes. Qur certification sysiem
involves rigorous fraining and continuing education to

800.SAY.STEP « 770.424.8161 *» www.bodypump.com

ensure your instructors are up fo date with the latest
We also supply markefing materials and
manuals that increase class participation, generate leads
and improve member retention.

To find out how bodytrainingsystems can deliver
world class results - and profits in your club, call The STEP

nformation

Company today!

bodytrainingsystems

AUGUST ISSUE




OEM Quality Replacement Parts
and Electronic Repairs

To ORDER YOUR FREE CATALOG CALL
1 800 GYM-PART (496-7278)

or email your request to: gympart@primenet.com




