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“Augie’s Quest”
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Ron Hemelgarn Presents Augie Nieto with Augie’s Quest” a Great Success!

NFT]J Lifetime Achievement Award

(Top photo L to R) Previous NFTJ Lifetime Achievement Award Winners Honor Augie: Gary Jones for Arthur Jones, Rudy Smith, Bob Rice,
Mike Uretz for Joe Gold, Bill Pearl, Jerry Kahn, Ken Melby, Augie Nieto, Ron Hemelgarn, Ray Wilson & John McCarthy

“Augie’s Quest”
Raises Over $1 Million For ALS Research!
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CheckFree Club Manager. Grow with the most flexible and scalable club management
software solution that easily integrates with your existing systems and our CheckFree Schedule
Manager™, CheckFree Contract Manager” and CheckFree EFT processing.

Introducing: CheckFree Schedule Manager. Your members and staff now have the
ability to easily schedule and securely pay for programs and services — online, in real-time.
Meanwhile, you gain immediate access to transaction data essential for profitable business
decisions. Tightly integrated with CheckFree Club Manager, this self-service reservation
solution immediately updates your staff on member schedules upon check-in.

© Copyright 2005 CheckFree Corporation. All rights reserved. For more information, call 800.242.9522 or visit www.checkfreeclubmanager.com
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“Augie’s Quest” Raises Over $1 Million For ALS Research!

LAS VEGAS, NV. - An award
ceremony honoring Augie
Nieto, Founder of LifeFitness,
who is  fighting  ALS
(Amyotrophic Lateral Sclerosis
or Lou Gehrig’s disease), raised
more than $1 million for the
Muscular Dystrophy Associa-
tion’s ALS Division. The funds
raised will go directly to an ALS
research fund, Augie’s Quest...
Cure ALS Research Fund, start-
ed by Nieto to help stop this
deadly disease.

Nieto received a diag-
nosis of ALS in March of 2005
and teamed with MDA to do
everything he can to stop ALS.
“I am taken back by the love,
support, and generosity of our
Fitness Industry and our
friends,” Nieto exclaimed.

“And, this is just the beginning.
We hope to be able to build on
this event to continue to fund
Augie’s Quest - focusing monies
to search for a cure for ALS.”

Nieto was honored
with the National Fitness Trade
Journal’s Lifetime Achievement
Award at a reception and dinner
held at the Rio All Suite Hotel
Conference Center in Las Vegas
on September 8§, 2005.

The  $1,045,031.00
raised made MDA history as its
largest-grossing, first-time
event. The night will fund more
than 16,000 hours of ALS
research. Nieto will personally
work with the country’s top
ALS experts to choose how
funds from his “Quest” are
spent on ALS research.

Former recipient of the
NFTJ’s Lifetime Achievement
Award, Ron Hemelgarm, pre-
sented the Award to Augie
Nieto, Chairman of Octane
Fitness, for his long-standing
support and devotion to the fit-
ness industry. At 19, Nieto
bought the marketing rights to
the Lifecycle exercise bike from
Ray Wilson, and later co-found-
ed Lifecycle, Inc. with him.
Under Nieto’s leadership,
Chicago-based LifeFitness Inc.
grew to be the largest commer-
cial manufacturer of fitness
equipment in the world.

More than 800 of the
fitness industry’s top executives
were in attendance including
people from 24 Hour Fitness,
Click Commerce, CortiSlim,

Equinox Fitness Clubs, Heart
Rate Inc, LA Fitness, Leiner
Health Products, Makar
Properties, Paramount Fitness
Corp., Quest Software, R.D.
Olson Construction, Sares Regis
Group, SM&A, Yogafly and
many more.

ALS is a disease that
affects parts of the nervous sys-
tem that control voluntary mus-
cle movement. As nerve cells
are gradually lost, the muscles
they control become weak and
then nonfunctional. Respiratory
complications typically develop
and life expectancy is three to
five years after diagnosis.

MDA’s ALS Division
leads the world in providing
research and services for people
with ALS. The Association is a

voluntary health agency work-
ing to defeat more than 40 neu-
romuscular diseases through
programs of  worldwide
research, comprehensive servic-
es and far-reaching professional
and public health education.
MDA maintains some 240 clin-
ics for adults and children
affected by neuromuscular dis-
eases, including 35 dedicated
MDA/ALS centers at major
medical institutions.

For more information
on Augie’s Quest... Cure ALS
Research Fund, please visit
www.als.mdausa.org/augie/. For
more information on MDA,
please visit www.mdausa.org.

Laury Hammel and Longtellow Clubs

“Making the World A Better Place”!
Longfellow Clubs Celebrate 25 Years of Love!

By Norm Cates, Jr.

Part 11

Regular CLUB INSID-
ER readers have already had the
benefit of our Part I in this two-
part series with Laury Hammel.
In this Part I, we will hear from
Hammel about:

eThe Longfellow Holistic
Health Centers

e Hot Power Yoga

e The “Service Breakthrough
Project”

o Longfellows” World Class

Programming

e Hosting national and New
England junior tennis tourna-
ments

o WHY Laury Hammel Values
IHRSA So Much

e Hammel’s new book on
Socially Responsible Business
e Laury’s Views on the ‘Low
Cost Clubs’

e Laury Hammel’s Excellent
Dissertation on Obesity.

Laury, I sure enjoyed
sharing the wonderful story of
your life and career in Part I in
our August edition. Congrat-
ulations on your 25th Anniver-

sary recently celebrated on
August 26, 2005! What an
achievement! Let’s get into our
Part II content so our readers
can learn more.

Q. Tell us about your ‘Holistic
Health Centers’?

A. At the Wayland club we have
partnered with a local chiroprac-
tor since 1988, and at the Natick
club we have partnered with a
massage therapist. Each of these
holistic health centers offer chi-
ropractic massage therapy,
physical therapy, acupuncture,
nutrition counseling, and other
complementary and alternative

modalities. Physical therapists
may offer ultrasound therapy to
a client and then take her to the
swimming pool and have her do
specific exercises in the water.
Or, a client may receive an elec-
tric muscle stimulation treat-
ment coupled with a workout on
the Keiser equipment. The abili-
ty to offer our injured members
specific modalities which help
them get healed is a wonderful
thing. Not only do we show
them how to use the club to heal
themselves, but we get them
back to 100% activity much
sooner. We’ve been doing great
things with our holistic health

centers over the years, and
we’re very appreciative of the
leadership of Dr. Ken Hazirjian,
D.C. and Claire Parkhurst,
LMT. I know there are a lot of
places in America that offer
holistic health care, but to be
honest, I haven’t seen other
health clubs that offer the scope
of services we provide.

We’re really working
at the club to create an atmos-
phere where people take respon-
sibility for their own health. We
teach prevention and encourage
them to keep themselves healthy
and fit by living a healthy bal-

(See Laury Hammel page 23)

4 Inside The Insider )

“Make It Fun!”
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\® “The Way I see It”

“Younger Next Year”

Prospecting Power for Personal Trainers

J

An Open Letter to John McCarthy of IHRSA from Laury Hammel

Dear John,

Congratulations  on
almost twenty five years of your
visionary and dynamic leader-
ship of IHRSA. Your great

work has not only built [HRSA
into an industry titan, but
you’ve helped transform our
world’s culture. I have been
honored to be your colleague
and good friends now for over

September 18, 2005
thirty years. I have learned
much from you and IHRSA, and
for this, I offer you my deepest
gratitude and appreciation.

I am writing this letter
(See Obesity page 10)
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Norm’s Notes-

eI’ve spent most of
the last 12 years as a
“Wordsmith”... working for
all of you. You know...commu-
nicating the latest club industry
news, ideas, developments, feel-
ings, etc. to you all. But, I sit
here today at a loss for words.
After several weeks since it all

Thank You

To The Club Insider News
2005 Contributing Author
Team Listed Below:

eKaren D. Woodard -
President - Premium Perfor-
mance Training - (303) 417-
0653

eMichael Scott Scudder -
President - Southwest Club Ser-
vices - (505) 690-5974

eoCasey Conrad - Commu-
nications Consultants - (800)
725-6147

oRick Caro - President,

Management Vision, Inc -
(212) 987-4300
oColin Milner - V.P.

Sales/Marketing - Founder &
CEO International Council on
Active Aging - (866) 335-9777
oShawn Codd - Sales -
Makers-info(@salesmakers.com
or 800-428-3334
eBonnie Patrick Mattalian
- Principal - The Club and Spa
Synergy Group - (732) 236-
22730r bonniepatmat(@aol.com
eDonna Krech - Founder/
CEO Thin & Healthy, Inc. -
(419)991-1223
eKaren Kirby - President -
Health Style Services - (210)
884-2620
eRichard Ekstrom - Presi-
dent - Retention Management -
(800) 951-8048
oGeoft Dyer - President &
CEO - Lifestyle Family Fitness
-(717) 456-3100 Ext. 4076
eRaymond Long - Owner -
Personal Best Fitness (386)
822-4764
eDale Dibble - Retired —
Bentley Village - Naples,
Florida. Email: dwdibble@
hotmail.com
eJohn Brown - President -
PCM Fitness, Inc. - (281) §94-
7909
oGary Polic Communications
Consultants - GPolic@commun
ication-consultants.us - 866
825-8501
oWill Phillips - President -
REX Executive Roundtables
(858)515.7835)

happened, I am still numbed and
stunned about the terrible disas-
ter in the State of my birth,
Louisiana, and in Mississippi
and Alabama. All T can think of
to do is Pray for all of those
folks. I feel so motivated to do
SOMETHING more. But, what
can we do for people that have
lost their lives, their loved one’s
lives, their homes, all their pos-
sessions, their businesses, their
work places, their cars, and so
much more? We can all send
money as we individually may
be able to afford and I hope we
all have. And we can Pray for an
end to their suffering. May
GOD BLESS and HELP all of
our fellow Americans as they try
to recover from America’s worst
natural disaster ever. May our

fellow Americans who have per-
ished, REST IN PEACE.

eThe Las Vegas
NFTJ/IHRSA Conference and
Trade Show went really well as
you will note in my report on
page #6. In particular, I think it
was very meaningful that literal-
ly hundreds of club owner/oper-
ators and related vendor compa-
nies, many of them current or
former intense competitors,
came together to celebrate a
very special occasion. That
occasion was “Augie’s Quest”.
Congratulations to the folks at
the MDA ALS Division for
helping AUGIE NIETO,
WALLY BOYKO  (NFTJ
Publisher for 24 years) and

ITHRSA’s JOHN McCARTHY  first time event.

SAD...LATE
BREAKING NEWS!

I am so sorry to have to report that Ray

me just a minute ago to inform me that
our Good Friend, Tom Ficorelli, of
Ithaca, New York, has passed away.

We know no details at this time. We do
know that Tom was a gem of a human
being. A man of passion, dedication, kind-
ness for all and great enthusiasm for life.
MAY OUR FRIEND TOM FICORELLI
REST IN PEACE

Tom Ficorelli (L) and Norm Cates, Jr.
New York City, June 2005
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Justin and Norm Cates, Jr.
put together a record breaking

eIn case you’ve not
noticed, Bally’s stock has now
risen to $4.52 per share (up from
about $3 a share a couple of
months ago) as of closing on

September  16th. Bally
Management also obtained
approval from their Bond

Holders on their request to delay
their required updated financial
statements until November 30,
2005. And, a firm called Pardus
European Special Opportu-
nities Master Fund L.P. has
been buying up Bally stock
aggressively for the past three
months. If you go to Google and
look up Pardus, you will see
info on the firm. I don’t know
the ins or outs on these matters,
but it looks to me like Pardus,
who is now a holder of
4,518,000 shares or 13.0% of
the outstanding stock, may be
interested in being involved in
some form of takeover. It was
announced that STEPHEN C.
SWID has resigned from the
Bally Board of Directors. It was
also announced last week that
Bally Total Fitness had entered
into an exclusive arrangement
with the CocaCola Company to
distribute a line of special health
and fitness products. STAY
TUNED!

¢ CONGRATULA-

TIONS to BRIAN EVANS and
his fantastic American Family
Fitness Center chain in
Richmond, VA., as they won
Club Industry Magazine’s Best
of the Best Award for Onsite
(See Norm’s Notes page 7)
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“INSIDER SPEAKS”

Health Club Industry Needs More Women At the Top!

By: Norm Cates, Jr.

Julie Main  was
IHRSA’s 24th President and
served as well as any man or
woman amongst her 23 prede-
cessors. Annbeth Eschbach was
the only other female President
of IHRSA during its almost 25-
year history, and she did an
excellent job as well.

Recently departed
THRSA Board Members, Sandy
Franco and Carol Nalevanko,
served extremely well.
Currently serving on IHRSA’s
Board of Directors are: Debra
Siena of the Tennis Corporation
of America and Laurie Smith of
Steve Gilmour’s Leisure Sports
Club group in Northern
California. As are Franco and
Nalevanko, Siena and Smith are
two very bright and articulate
ladies.

It is a good thing they
are serving on the IHRSA Board
because they provide a perspec-
tive that is very important and it
might be missed in their
absence. That perspective: the
“female point of view” on the
health club industry.

Julie Main applied for
IHRSA Board membership
three times and was not chosen.
Finally, on her 4th application,
she was selected to serve on
THRSA’s Board of Directors.
Thank God for Julie’s tenacity
and perseverance as she contin-
ued to make IHRSA Board
application after application
until she succeeded to convince
the Board Selection Committee
that she was worthy of the
important role. She handed the
President’s gavel to Joe Moore,
THRSA’s 25th President effec-
tive July 1, 2005. However, she

will continue THRSA service for
one more year as its Ex-officio
President.

Male/Female Club Owner
Ratio In The Health Club
Industry Is Way Off!

A very low percentage
of health clubs are owned by
women, reportedly less than
10%. When I consider the lop-
sided balance of female owner-
ship and other involvement in
the health club industry, I ask
here, “What must happen to
change that?”

For starters, I think
women reading this article
everywhere should do what
Julie Main, Annbeth Eschbach,
Sandy Franco, Carol
Nalevanko, Debra Siena and
Laurie Smith have done. Get
involved!

And, T have the perfect
event for you to become
involved...

Women In Action Alliance All
Day Seminar Scheduled
During Club Industry

Last year at the Club
Industry Show in Chicago,
Sandy Coffman, the President of
“Programming for Profit”; Janet
Lossick, Founder of Vision
Quest; and Laurie Helmick, Spa
owner and consultant, based in
Denver, CO. hosted the 1st ever
“Women In Action” Seminar
during the Club Industry Show
in Chicago.

This year, on Thursday,
November 3, 2005 from 9 a.m.
to 4 p.m., “Women In Action”
will return. The event will be
presented by Sandy Coffman
and Janet Lossick and will be

held at the McCormick Place
Convention Hall, and if you’re a
woman, YOU are invited!

Veteran and “Make-It-
Fun!” guru, Sandy Coffman,
commented on this year’s event,
“Women's issues are more
important than ever before. Our
day for “Women In Action” will
be packed with a strong network
of women who have been pio-
neers in the industry. They will
share ideas and experiences that
will help to keep your passion
alive and live life in balance
while doing so! All women
owners and managers need to
attend.  This seminar will
enhance your life both personal-
ly and professionally” (see chart
on page 21).

NFETJ/IHRSA Alliance A Terri

By: Norm Cates, Jr.

Wally and Meschelle
Boyko, parents of seven won-
derful children and long-time
club business publishers of the
National Fitness Trade Journal,
hit a Home Run in Las Vegas,
September 8-10th!

The 24th Annual NFTJ
Conference and Trade Show
was improved dramatically in
educational content by the
alliance with ITHRSA who pro-
duced its 1st Annual Club
Entrepreneur Conference.

John McCarthy,
IHRSA’s highly esteemed and
25-year Executive Director, did
a wonderful thing last year
when he made this arrangement
with the Boyko’s. This was a
perfect fit and opportunity to
replace the former sales and
marketing  conference that
IHRSA had participated in for
years with Pete Brown’s
Athletic Business Magazine.
IHRSA had stepped aside from
the event in Orlando, primarily
due to low IHRSA Member
attendance. This 1st annual Club
Business Entrepreneur Conf-
erence did not have that prob-
lem!

Meredith
long-time IHRSA

Poppler,
Staff

Member, deserves huge credit
as she took this project on with
great vigor and focus. Meredith
did a masterful job. First, she
arranged the World Class
Speaker lineup you will read
about below. Then, she used the
draw of that great team of
speakers to recruit 400 atten-
dees, all of whom received
much more than their money’s
worth.

The world class
THRSA Club Business
Entrepreneur Speakers includ-
ed: Mike “CLUB DOC” Chaet
of CMS; Thomas ‘Make It Fun
While Learning’ Plummer of
Thomas Plummer Company;
RayBob Gordon, Eddie Tock
and Jeffrey Masden of Sales
Makers; Karen Woodard of
Premium Performance Training;
Casey Conrad of Communica-
tions Consultants; Jim Smith of
Peak Performance; and Karen

Wischmann, Director  of
Training for Gold’s Gyms
International.

On Thursday, Sept-
ember 8th, Michael Scott

Scudder spoke to what turned
out to be a “Fire Marshall
Managed” overflow crowd!
The original room scheduled for
Scudder’s Thursday afternoon
presentation turned out to be

way too small for the big crowd
that showed up. They came to
hear this terrific outspoken club
consulting guru and long-time
CLUB INSIDER Contributing
Author speak on: “10 Questions
a Smart Club Operator Should
Ask Himself Each Month.” So,
“Brother” Scudder has agreed to
produce an article for CLUB

INSIDER with the same title.
Look for that soon!

The NFTJ Trade Show
had twice the number of ven-
dors, but once again (and this is
my only suggestion on how to
make this entire event better),
the Trade Show attendance
could have been increased by
routing and directing the exiting

ic Fit!

400 THRSA Conference atten-
dees each afternoon right
through the Trade Show Hall.

The Annual Ms.
Fitness USA and Ms. Fitness
World contests were fabulous as
usual. Check out our website for
Las Vegas photos!

THRSA’s Meredith Poppler
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...Norm’s Notes

continued from page 4

Community Programming. Evans’ Fit
Family Program (reported on six months
ago by CLUB INSIDER) won after their
first year of production of the event. Look
for coverage in the September issue of
Club Industry Magazine.

© CONRATULATIONS to
these GOLD’S GYM owners as they
were honored by GGI, Inc. recently at
their annual Gold’s Convention: BLAIR
McHANEY, Visionary of the Year;
SCOTT FELSTED, Franchisee of the
Year; J.K. VALENCIA, International
Master Franchisee of the Year; and
JOHN BURRIS received GGO’s first
ever “President’s Award.” Precor was
also named GGI’s Vendor of the Year.
Congrats to all!

o A couple of months ago, I
mentioned a fantastic book I was reading
called: “Younger Next Year.” 1 am happy
to announce that in this edition we have
published an excellent book review, writ-
ten by WILL PHILLIPS, of “Younger
Next Year”. Will is the Founder and
President of REX Roundtables for
Executives, a Poway, California-based
company specializing in Executive
Roundtable facilitation for club owners.
Will may be reached at: 858.513.7835.

o Sports Club Company (SCY)
has announced that it is selling 6 of its 9

mega-clubs; 3 clubs in New York and one
each in Boston, Washington and San
Francisco.

o Speaking of club sales...word
is that Fitness First, now the largest
chain in the world with 423 owned clubs,
is close to being sold and a deal may be
done by the time this hits the press.
STAY TUNED!

e Important Alzheimer’s news
is that overweight/obese individuals have
significantly greater odds of getting
Alzheimer’s.

o Speaking of being over-
weight...THANKS TO EVERYONE OF
YOU who noticed and kindly commented
onmy ‘leaner look’ while we were in Las
Vegas last week! I have now lost 18 inch-
es off my waist and 112 pounds and am
very close to my S5-pear goal of 123
pounds of total weight loss!

® “Brother” Michael Scott
Scudder is, as I write this, way up (9,000
feet) in the mountains of New Mexico all
by himself on what is called a “Vision
Quest”! 1 wish him well as he has ven-
tured up there with no food, no water or
camping gear! Today, September 16th is
the 2nd of his 3-day wilderness venture. I
hope, “Brother” Scudder, the self-
described “New Mexican Renegade”
makes it back home without becoming
lunch or dinner for some Mountain
(See Norm’s Notes page 8)

NOFFTI Cd[t‘S'
s

L
=

mb Imsider

NEWS

12 Years and Counting!
Established 1993

The Club Insider News is Published in Marietta, Georgia.
Those wishing to reproduce any portion may do so,
provided it is not for resale in other publications.
Reprints for commercial use are availble by request.

PUBLISHER AND EDITOR - Norm Cates, Jr.

IHRSA BUSINESS OF

109% Increase

nd Fitness
) 20% Increase

31% Increase

Lynne Brick’s Womens Only (MD) Pre-Sale

Bel Air Athletie Club (MD) 20% lIncrease
PACE Fitness (Australia) Pre-Sale Sold
Club at Woodbridge (NJ) 32% Increase
Solaris Sports Club (NY? Pre-Sale

Padonia Fitness Center (MD) 23% lIncrease
Club Fit (NY) 69% Increase
S 24% Increase

“,urlanhurg A

thletic Club (SC)
orld Gym (N\r'h)

42% Increase

Pinnacle Health Clubs (England) Pre-Sale
Sportivo Fitness (St. Lucia) Pre-Sale
Court House Athletic Club (CA 37% Increase
Ronny Barnes Fitness & Nautilus 29% Increase
Gold Coast Fitness (NJ) Pre-Sale
Genesis Health & Fitness (KS) 27% Increase
Westside Club (SC) 62% Increase
Maryland Athletic Club (MD) Expansion
Court Sports 1 & II (NY) 30% Increase
Shulas Athletie Club (FL) Expansion
Evanston Athletic Club (I1L) 24 Increase
Spa at Fountainbeau (FL) 31% Increase
Gold’s Gym (IN) 104% Increase
a’mrlset NY) 31% lInerease

clshback Squash & Health Club 40% Increase
Lifestyle Health & Fitness (NC) 58% Increase
Westhbay Athletic Club (FL) Pre-Sale
Millennium Health & Fitness (NC) 32% lIncrease
Hudson Athletic Club (NJ& 31% lIncrease
What a Racquet Athletic Club (!:I:A) 27% lncerease
Westchester Health & Fitness (NY) 41% Increase
Westlake Sport House (CA) 3J0% Increase
Agplc Athletic Club (ID) 44% Increase
The Ridge (MT) 34% Increase
Gold’s m (VA) 34% Increase
Sports Club (Sweden) 44% Increase
Gold’s Gym (CA) 23% Increase
Gold’s Gym (GA) 17% Increase
Gold’s Gym (NY) 38% Increase
Viva! (England) Pre-Sale Sold Out
Evolution, Salt Lake City, UT 93% Increase
Sportsclub Simpsonville (SC) PRESALE
Lakeview Golf Resort & Spa (WV) 34% Increase
Pikecreek Fitness &DE) 37% Increase
Cherry Hill Health Racquet Club (NJ) EXPANSION SALE
Better Bodies (KY) 20% Increase
Silverlake Family Center (KY) 42% lInerease
The Clubs at Rivercity (IL) 16% Increase
Huntsville Athletic Club (AL) 18% Inerease
Towne Athletic Club (OH) 23% lnerease
Wimbleton Sportsplex (TN) 16% Increase
Mercy HealthPlex (OH) 56% Increase
Cornerstone Health & Fitness (PA) 28% lIncrease
Aerofit Health & Fitness (TX) 64% Increase
Premier Athletic Club (NY) 32% Increase
Spnrlsqlu Bethel (CT) TTTTTT
Sportplex Stamford (CT) TTTTTY
g}d’:nrlsplex New Windsor (NY) 0

t. Kisco Athletic Club (NY) Tt
Saw Mill Club (NY) 3 i b 2
Sportclub Greenville (SC) TR TETL
Golds Gym Belleville & Whippany (NJ) T1T1111
Srring Valley Tennis and Fiiness (PA) 111711
Memorial Herrman Hospital and Wellness Center (TX) TTTT1T1
Equinox New York (NY) Tt

This is only a partial list of
SALES MAKERS SUCCESSES!

THE YEAR

Pre-Sale Sold Out

2065
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Universal Athletic Club (PA)
Westmoreland Athletic Club (PA)
Matrix Club (CO)

Jordon Fitness (MA)

Waorchester Athletic Club (MA)
Club One (PA)

R R R Your Club could be here ttrt11
Onsite Seminars
Quest Fitness (MD) Midwest Athletic Club (1A)

Court South

Creative Health and Fitness (CT)
Worcester Fitness (MA)
Plymouth Athletic Club (MA)
Printing House Fitness (NY)
RDV Sporisplex Orlando (FL)

WWH. waltonpress. com
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®

SPRINGFIELD CORPORATION

Full Line Stocking Distributor Providing Quality Sales and
Service for the Club and Hospitality Industries Since 1981

THE SUPPLIES YOU NEEDED ...
YESTERDAY!!

v Health & Athletic Clubs

ﬁ Satisfaction Guaranteed

Towel Purchasing & Resupply

i Quality Products

i Competitive Prices

Rubbermaid

Commercial Products

Authorized Distributor

** Look For Upcoming Specials from Springfield Corporation in Club Insider **

innsA

Associate Member

Call (800) 241-2081

David G. Smith x122

For Answers and Current Products List

SPRINGFIELD CORPORATION
ATLANTA, GA
(770) 729-0700 x122
FAX: (770) 246-4455
DSmith@SpringfieldCorp.com

...Norm’s Notes

continued from page 7

Lion or Big ‘Ol Bear! God
Speed Scudder!

© BOOK IT NOW and
be in CHICAGO November 2-
5th for the always fabulous
Club Industry Conference and
Trade Show. This great event
celebrates its 20th Anniversary
this year and is one of the learn-
ing and buying mainstays in the
industry today because of the

terrific work of HOWARD
RAVIS, SAM POSA and
HERB GREENBAUM, to
name a few of the great team!
Check out the ad on page #29 of
this edition. Check out the ad on
page #29 of this edition and see
our Advertiser Exhibitor List on
this page.

e MARK MASTROV
is at it again with more and
more marketing and branding
going on. The 24 Hour Fitness
logo is prominently plastered all

CLUB INSIDER News Advertisers’
Club Industry Show Exhibit #’s

Club Insider News - #118
ABC Financial Services- #425
ActiveXL- #126
Affiliated Acceptance- #343
CheckFree Corp.- #1149
Club Industry Fit. Bus. Pro- Reg. Area
Core Spinal Fitness Systems by MedX- #1301
Cybex International Inc.- #701
Fitness Management- #339
IHRSA- #437
InTek Strength- #1049
Iron Grip Barbell- #1021
NuStep, Inc.- #540
Sales Makers- #756
Visual Fitness Planner-#1366

over the place in the 2nd year of
the TV reality show... The
Biggest Loser! And, it was just
announced today, 24 Hour
Fitness Mastrov will serve on
GOVERNOR ARNOLD
SCHWARZENEGGER’s 12-
member Advisory Committee to
fight obesity. The Summit On
Health, Nutrition and Obesity
was produced and launched
today by the ‘Governator’ to
fight obesity in California. Best
wishes to all for this great
effort!

oMy sincere apolo-
gies to MIKE GRONDAHL’s
MOM (and to Mike) for mis-
spelling Mike’s last name.

o Also, sincere apolo-
gies to our Contributing
Author, GARY POLIC, as I
made an editing error on the
very first sentence of his great
article last month entitled:
“Management Mentoring
Disciplines”. The first sentence
should have read: “If you want
to achieve ‘Greatness’ in this
wonderful industry...”

® Tesser Company of

San Francisco has been chosen
to brand and design 123 Fit’s
Franchise package. 123 Fit
clubs were scheduled to open in
Houston and San Diego in late
August.

eThe 1Ist Annual
Anytime Fitness Conference
was held in St. Paul, Minnesota
at the Radisson Riverfront Hotel
in late August. Anytime Fitness
now has 119 operating franchis-
es with over 250 territories sold.
The clubs average 4,500 square
feet and offer 24 hour access to
members.

o CHUCK LEVE does
it again! THRSA’s 2nd Annual
“I Lost It at the Club!
Challenge!” is off and running.
For information contact
LYNNE FUSSTEIG, THRSA
Assistant Director of Business
Development at: Isf@ihrsa.org
or 800.228.4772.

More NORM'’s Notes!

o The wires on the internet were
burning this Monday morning,
September 19th! It was
announced today that Bally

Total Fitness had entered into
an agreement to sell Crunch
Fitness to Marc Tascher, a club
entrepreneur and industry vet-
eran in partnership with
Angelo, Gordon & CO., an
investment management firm
with $9 billion in capital under
management. The selling
price: $45 million! The sale
includes all 21 Crunch Fitness
locations in New York,
Chicago, L.A., Atlanta, Miami
and San Francisco, as well as
2 Gorilla Sports Clubs in San
Francisco and 2 of Bally’s
Pinnacle Fitness Clubs in San
Francisco. Closing of the trans-
action is expected by the end of
2005. Beyond that, heavy duty
BTF stockholder, MANUAEL
R. PEARLMAN, filed a law-
suit on behalf of himself and
other Bally stockholders last
Friday, September 16th, seek-
ing to force Bally Management
to hold a Board Meeting by
October 28, 2005 to select four
new Board Members. THIS
JUST IN: Bally CEO and
President, PAUL TOBACK

(See Norm’s Notes page 28)
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because I continue to be moti-
vated by the suffering of friends,
neighbors, and members. My
1999 letter originally responded
to an inappropriate (in my view)
advertisement making fun of
overweight and obese people.
The ad was created by a chain of
health clubs (an IHRSA mem-
ber). In my letter I discussed the
growing crisis of obesity, which
I’'m sad to say, has only gotten
worse in the past six years.

I appreciate all the
good work IHRSA has done
over the years, and my hope is
that this revised letter will
encourage IHRSA to continue
this good work and increase our
Association’s commitment to
combating the obesity epidemic.
IHRSA has long been a
“thought leader” in promoting
positive attitudes toward health

and fitness. It is my wish and
hope that IHRSA will make this
campaign a top priority. Dealing
with obesity is an immense
challenge and one, that if effec-
tively addressed, could have a
profound impact on millions of
people.

As you know, I'm the
owner of The Longfellow
Clubs, a group of health clubs,
children’s centers, and camps,
with over 12,000 members and
serving thousands of others in
programs. A major focus of our
programs and marketing is
aimed at reaching overweight
and obese people. If IHRSA
were to take the lead in an anti-
obesity campaign and encour-
age clubs and manufacturers to
join in, we could change the
world and bring the happiness
and joy of a healthy body and
confident state of mind to mil-
lions of people.

(In your day-to-day club operations battleground)

Do you need a
philosopher-in-the-clouds ...
or a soldier-in-the-trenches?

Professional Club

d\fo nonsense
ands-on

n the trenches
ction-oriented

John M. Brown
President, PCM, Inc.
26 years in the club industry

Management, Inc.

It’s the Answer for all of your
Club’s Operational Challenges

Call fora Fi ree

Professional Club Analysis
Our Experience is your Best Asset!
Start Today! Call Now!
281-894-7909
www.clubexperts.com

The following com-
ments set a context for my rec-
ommendations:

1. IHRSA has been a
leader in educating our popula-
tion about the dangers of being
overweight. Obesity is a seri-
ous national epidemic directly
responsible for chronic disease
and millions of premature
deaths.

Most studies available
clearly state that no matter how
positive certain health indicators
are; if you are obese you are
putting yourself at great health
risks. For example, the number
one cause of Type II diabetes is
obesity (good nutrition, exercise
and weight loss being the most
effective cure). America is one
of the most obese nations on
earth with over 45% of the adult
population suffering from obesi-
ty. There are over 100 million
obese people in the USA. That
is 1/3 of the world's obese popu-
lation. What is of even greater
concern is the rapid increase of
obesity in our adult population
which is approaching the previ-
ously unthinkable number of
50%. If the current rates of
increase were to continue, all of
the adult population will be
obese in thirty years. IHRSA
has a moral and business imper-
ative to fight this serious health
problem.

2. The sources of this
nationwide epidemic of obesity
are primarily life-style related.

Our culture is currently
designed to encourage high
caloric and non-nutritional eat-
ing as well as fostering a seden-
tary lifestyle dominated by com-
puter terminals and television
screens. Add to this equation the
increasing pressures on our time
and the emotional and cultural
dynamics associated with food
and we've got ourselves a devas-
tating national health crisis.

3. IHRSA Clubs have
an extraordinary opportunity to
serve an expanding market by
meeting the need of preventing
or eliminating obesity.

This market now num-
bers in the millions, and obese
and over-weight individuals
desperately need the expertise
and services our clubs have to
offer. Because obesity is 70-
95% related to lifestyle choices,
THRSA clubs are uniquely posi-
tioned to positively influence
the lives of obese people. The
‘quick-fix” programs available
are not the answer. At best, they
don't work and create demoral-
ization, and even worse, they
can cause long-term physiologi-

cal damage. Specially designed
programs offering a long-term
approach  toward lifestyle
behavior changes are capable of
transforming a person's life for-
ever.

4. IHRSA has spent
years looking for strategies and
programs to bring the ‘decon-
ditioned market' into ITHRSA
clubs.

Presenters at  the
IHRSA convention often make
the plea for IHRSA clubs to cre-
ate a welcoming and non-toxic
environment for people who
may not look like the people
who grace magazine covers.
Practically speaking, this means
that ITHRSA clubs are charged
with developing a club culture
that understands the seriousness
of this national health problem,
and does not ignore, degrade, or
make fun of people who already
feel badly enough about their
bodies.

5. If IHRSA aims to
grow to 50 million members by
2010, then IHRSA clubs need
to create a welcoming and
inviting environment for obese
and overweight people.

IHRSA clubs need to
create a wide variety of dynam-
ic programs addressing the par-
ticular issues overweight people
deal with. We need to create a
club culture and atmosphere
that is inviting, accepting, and
understanding. We should loud-
ly raise the health risks of obesi-
ty, but love and care for people
who suffer from this health
problem. One IHRSA Vanguard
Study stated clearly and con-
cisely that many potential club
members felt intimidated by the
atmosphere of our clubs. They
found our clubs uncomfortable
and felt that they had to ‘get fit’
to even walk through the front
door.

In 1999, I made the
point that IHRSA clubs had
largely failed in attracting this
market and were missing an
opportunity by not meeting the
needs of overweight and obese
individuals. IHRSA clubs, by
and large, lacked effective pro-
grams for this market. My com-
ments turned out to be quite
prophetic. Since 1999, Curves
and other similar small store-
front fitness studios have found
a way to meet the needs of over-
weight women by offering facil-
ities and programs for hundreds
of thousands of women (many
who are obese). Although this is
a positive step, many of us in the
industry feel the Curves pro-
gram and others do not go far

enough and do not ultimately
meet the needs of overweight
women. Unfortunately, most
IHRSA clubs are playing catch
up with these small clubs. We
have a long way to go to bring
this important demographic to
our clubs.

6. Our culture and
media (movies, TV, magazines,
newspapers) continues to push
an over-emphasis on body
image and promotes an unreal-
istic and often unhealthy body
ppe.

The cultural phenome-
non of an over-emphasis on an
unhealthy body image does seri-
ous damage to the mental and
physical health of millions of
women, and increasingly, is also
negatively impacting millions of
men. Admiring fit and healthy
athletes has been a part of soci-
eties for thousands of years.
But, wanting to emulate athletes
is not what we are talking about.
Superior athletes in all sports
come in a variety of shapes and
sizes. However, the media is
pushing something different - a
super thin body image for
women and an overdeveloped
muscular image for men. Being
thin or muscular is not necessar-
ily bad, but these images are
realistic, and in fact, healthy for
a very small percentage of our
population.

The body images being
promoted by the media have
created two serious problems:

A. It has increased eat-
ing disorders such as bulimia
and anorexia among young
women.

B. It has added to an
over-emphasis on appearance in
our culture, as well as increased
the embarrassment and self-
hatred of overweight people
about the condition of their bod-
ies.

ITHRSA clubs need to
consciously and practically look
for ways to promote healthy
bodies of all shapes and forms,
and not go along with these neg-
ative and unrealistic images.

7. IHRSA clubs need
to promote a positive and real-
istic body image.

As leaders in the health
field, we need to be honest with
ourselves and acknowledge the
harsh reality that being a mem-
ber of an IHRSA club is no
guarantee (in fact it is highly
unlikely) that any of our mem-
bers will ever have bodies that
even closely resemble the so-
called ideal appearance promot-
ed by our culture. If we are at all

(See Obesity page 12)
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serious about attracting over-
weight people to our clubs, we
need to promote a balanced and
healthy body image in various
shapes in all of our advertising
and promotions.

8. IHRSA needs to
help build a culture that is sup-
portive of people suffering
from obesity.

The atmosphere in our
clubs needs to be supportive and
inclusive. Even if some people
become motivated by humilia-
tion in the short term, the over-
all effect of negativity is a loser.
Our culture thankfully has long
ago tossed the humiliation strat-
egy for motivating children or
employees into its rightful place
in the trash can of history. Those
few examples of people who
may be motivated to make
changes by embarrassment,
generally do not buy into the
behavior change and the change
does not stick. Changes outside
are reflective of changes inside.
We want to transform feelings
of deep internal fear, distress
and shame into those of affirma-
tion, hope, positive motivation,
understanding and compassion.
Positive reinforcement and an
affirmative environment has
proven to be the most successful
strategy for motivating people
to embrace a more healthy
lifestyle.

9. Making obese peo-
ple the source of humor is not
Sfunny.

Making ‘fat people’ the
butt of jokes is a cheap way to
get a laugh. Our internal and
external advertising of our clubs
should avoid the dangerous trap

CLUB BROKER

of poking fun of people who
experience such great physical
and psychological pain because
of the condition of their body.

In addition, the carica-
ture of the jolly fat man or
woman who laughs about their
weight is such an erroneous
misconception. It is a common
defense mechanism for people
suffering from a particular prob-
lem to laugh at themselves and
joke about the issue. Obese
people may join in the self-
scorn as a way of making light
of the situation, denying the
seriousness of the problem, or
as a way of dealing with the
embarrassment. But, just as dia-
betes is not funny, neither is
obesity a laughing matter; it's
not funny to die early, not funny
to have heart disease, and not
funny to feel ugly and embar-
rassed. Obese people have a
long history of joking about the
problem, even though at one
level it may be tearing them up
inside.

10. Obesity and the
over-concern with image and
appearance is growing among
the male population, but obesi-
ty is clearly also a serious gen-
der issue.

Women in particular
suffer at a very early age from
unhealthy attitudes about their
bodies ranging from self-hatred
to a preoccupation with their
physical beauty. This cultural
phenomenon has resulted in
millions of American women
suffering from such eating dis-
orders as bulimia and anorexia
and millions more tormented by
low self-esteem and a negative
self-image. There are specific
reasons why the vast majority of
people participating in weight-

"I specialize in
selling clubs"

Todd D. Lipton

480

821-8993

HealthClubBroker.com

loss programs are women. In
general, women gain weight
easier than men, women lose
weight slower than men, and
men's metabolism is faster.
Being an overweight man in our
society is much more acceptable
than being an overweight
woman. This fact has created
one of the greatest emotional
and psychological challenges of
growing up and living as a
woman in our world.

11. How you appear is
not necessarily a statement of
your overall health and a per-
son’s weight is not simply an
issue of will power.

Although the common
notion that overweight people
are fully responsible for their
physical condition has certain
merit to it, it is still a gross over-
simplification. The source of
obesity in our society is a com-
plex and multi-dimensional
dynamic and is not simply a
question of will power. Obesity
is a chronic disease and needs to
be treated as such. It has, as its
cause, a culture that constantly
searches for ways to decrease
energy expenditure and to make
things easier by eliminating any
physical activity. We live in a
world that consciously pushes
and markets a high caloric and
non-nutritional diet. It also has a
basis in the psychology of how
our society treats bodies and
builds our self-image. Consider
the following:

A. We all know slim
and unfit people who get away
with their unhealthy lifestyle
psychologically and socially
unscathed. They are members of
the ‘unfit in disguise’.

B. We all know people
who exercise a ton (some pro-
fessional athletes or models for
example), who look ‘good’, and
whose diets are imbalanced and
unhealthy and may use steroids
or other unhealthy drugs. These
people may die early, but they
never receive the ridicule over-
weight people do. Unfortunat-
ely, many unhealthy but profi-
cient athletes or models are
undeservedly viewed as role
models for health and vigor.

C. Most research now
indicates that there are definite
genetic factors that make losing
weight more challenging for
some people. We all know peo-
ple who eat better than we do,
exercise every day, and are still
obese. It is easier for some and
harder than for others.

D. The idea that all
people would look like a cover
girl or boy if they just joined our

clubs and did what we asked is
simply not true. A tiny percent-
age of us will ever look like
these relatively new ‘ideal bod-
ies’ (ultra-thin for women, ultra-
buff for men) promoted through
the media. Many of us who are
only slightly overweight, but
not obese, and may have more
fat in us than we would prefer,
are still very healthy and fit.

E. Overcoming obesity
is one of the most difficult tasks
an individual can work to
accomplish. Most of us know
about this problem from the per-
sonal experience of struggling
to shed a few pounds. Imagine
that you have been obese for
many years and that you feel
embarrassed or ashamed or are
in denial. Imagine how difficult
it is to overcome obesity when
the regimen required is a severe
behavior and lifestyle change.
Overcoming obesity is a battle
that few people in our culture
ever win. Why is the country
that spends billions a year on
weight-loss programs one of the
most overweight countries in
the world and getting worse?
It’s because of the power and
influence of our culture on all of
us and some of us are more sus-
ceptible than others. Even
though a willingness to take
responsibility for your health is
an important step in building a
healthy body, people suffering
from obesity should not be
viewed as lazy, gluttonous
couch potatoes.

F. There are millions of
women and men (more women
than men) who have eating dis-
orders that have, as their origin,
a variety of physical and psy-
chological traumas such as
physical, emotional, or sexual
abuse.

G. Finally there are a
very small number of people
who have biological and chemi-
cal and glandular issues that are
often beyond their control and
only partially related to
lifestyle. All of these people can
of course benefit from (a)
improved nutrition and (b) exer-
cise, but joining a club will not
make them look buff.

12. There are degrees
of obesity and degrees of fit-
ness.

There are good reasons
for drawing a line in the sand
and classifying people with a
certain Body Mass Index (BMI)
as being obese. This line enables
health professionals to clearly
and sharply state to a person that
their long-term health risks are
life-threatening. However, there

are people who are overweight,
but not obese, who are also at
great risk for early death.
Combined with the current 45%
obesity rate, this group brings
the percentage of the total U.S.
population at risk up to 63% or
an estimated 180 million peo-
ple.

And, there are people
who are obese who are in an
exercise program and have
much lower health risks than
other obese people who do no
exercise. [HRSA clubs want to
have, as members, millions of
obese people who are working
on improving their health. Most
may never completely over-
come their weight challenges,
but they can make significant
improvements in their health
and self-esteem.

Similarly, there are
degrees of fitness. Our clubs
will always be filled with people
who are overweight but not
obese, working to optimize their
personal living experience, and
hoping to increase their chance
of living long happy lives. We
need to tread that fine line of
encouraging optimum health
without making people feel
ashamed if they don't achieve an
ideal healthy physical condition.

13. The latest exercise
recommendations from the US
government that recommend 1-
1.5 hours of relatively intense
exercise a day is right on the
money and this fact needs to be
hammered home!

When it comes to
weight loss, the laws of thermo-
dynamics cannot be denied. You
need to burn more calories than
you take in. As we age, our
metabolism slows down, so in
order to maintain our ideal body
weight, we must do a combina-
tion of eating less and burning
more calories.

On the one hand, we
have to let members know that
walking (or gentle exercise that
doesn’t get the heart rate up) by
itself won’t do much for losing
weight (unless you walk 2-4
hours a day). On the other hand
we need to congratulate those
that walk and encourage walk-
ing and other moderate physical
activities for sedentary people
as a great first step to improving
their health.

It’s a balance of telling
the truth about health and
weight-loss and encouraging
positive first steps.

I make the following
recommendations to the IHRSA
(See Obesity page 14)



maximize your club's growth potential. maximize your cluh’s profits.

Get the management
tools you needto
grow your club.

With the Complete Club Management Solution from ABC Financial.

ABC offers all the club management tools you need
to manage your club and maximize your profits.

Club Software

Solutions

Payment Processing |Solutions

Sales & Marketing | Solutions

www.abcfinancial.co

P.0. Box 6800 * Sherwood, AR 72124 - 1-800-622-6290 (option 3) *

- DataTrak Club Management Software.

- Online Club Management Center.

i .
Billing And Payment Processing.

- Gustomized Marketing Programs.

DataTrak, our proprietary browser based club management
system, was designed and built using the concept of
centralized data and provides our clients a wide range of
services to efficiently operate their club. DataTrak is loaded
with the essential tools you need to manage your club.

Log on to ABC's Club Management Center interactive web
site at anytime to view reports and update member account
information. Plus, your members have immediate access to

view their account balance and make payments.

Our Processing Division offers full service accounts
receivable processing - EFT, credit card and monthly
payment books. From start to finish we monitor every
aspect of your members account.

Our Club Enhancement Division offers a wide range
of customized sales and marketing programs
designed to enhance club operations, increase
sales and improve your bottom-line profit. Club
marketing services include “Friends are Free”,
a customized referral program; “VIP Preferred
Program”, our exclusive member retention
program, and our comprehensive
membership renewal program
“Renewal Plus’.

financial

software - billing/EFT - marketing

Fax 501-992-0801



E

Cl1

) Insider

PAGE 14 E— EVV'S SEPTEMBER 2005
www.clubinsidernews.com
more healthy community. We are more than just  impact on this growing health  world.

...Obesity

continued from page 12

Board of Directors:

1. IHRSA should
develop a major campaign that
will encourage and support
IHRSA clubs to be centers for
combating the obesity epidem-
ic.

THRSA clubs are in a
terrific position to be the leaders
in our communities for promot-
ing healthy lifestyles and com-
bating obesity (The Longfellow
Clubs and other clubs have
proven this through successful
nutrition and exercise programs
set up specifically to support
overweight and obese individu-
als). As 1 have pointed out,
this is not an easy task. But, by
developing a national campaign,
we can increase the use of our
clubs by the overweight and
obese population and make a
positive impact. This campaign
can also encourage clubs to
work with other community
groups and schools on this
issue. ITHRSA clubs working

together with other community
leaders can help eliminate the
plague of obesity and build a

Success
Accelerated,
Guaranteed!

Ask Us Today
for Details!

Tha - <lub Mambarship Rewards Card

2. A major part of this
proposed campaign should be
to publicize to the world that
IHRSA is committed to promot-
ing a positive, realistic, and
healthy body image.

Without a change in
our culture, the impact of
IHRSA clubs is limited. IHRSA
needs to consciously look for
opportunities to promote realis-
tic and healthy body images.
IHRSA should promote an
acceptance, and inner apprecia-
tion of a variety of body-types
while at the same time aggres-
sively pointing out the immense
dangers of obesity.

IHRSA clubs could
incorporate IHRSA-created pro-
grams into their services and
marketing. Articles should be
published in CBI and speakers
at conventions should continue
to highlight successful programs
specifically addressing this
national epidemic.

3. IHRSA should pub-
lish articles and offer programs
that encourage IHRSA clubs to
become community centers that
deal with the whole person -
mind, body, and spirit.
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our bodies. We have emotional,
spiritual, intellectual, and social
lives. Back in the day, [HRSA
used to feature a Mind/Body
seminar at national conventions
and it was always well-attended.
What happened to this leading
edge program? Our clubs are
excellent venues to encourage
an integration of our minds, our
bodies, and our spirits. We can
create an atmosphere in our
clubs that honors different
shapes and sizes just as we revel
in our common commitment to
a healthy and active lifestyle.
We must be strong, aggressive,
and passionate in promoting
health, and simultaneously bal-
ance this with love and care for
every individual.

My hope is that you,
THRSA, and other people who
share a compassionate and
understanding perspective on
how to deal with this national
health crisis will intensify and
broaden a benevolent and mas-
sive campaign to wipe out obe-
sity.

I welcome responses
from my IHRSA colleagues on
how IHRSA can make a major

crisis. Through open and honest
dialogue, IHRSA members and
the ITHRSA organization can
work together to bring about a
peaceful, healthy, and happy

Yours in Health,
Laury Hammel
President, The
Clubs

Longfellow

2003
BMI > 30, or 30 Ibs.
Overweight for 5'4" person

[ 15%-19% [2o%-20 [ 225% |

Data from the CDC
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how the Visual Fitness Planner
can increase your personal
training sales 30 to 60%
in the first 90 days!”

Dramatically Increase

Personal Training Sales

Establishing the Value of Professional Assistance &
Making the Sale of Health & Fitness Tangible

The Visual Fitness Planner™ (VFP™) is the ONLY imaging technology designed to help health, wellness and fitness
facilities attract more prospects, deliver valuable education, sell more services, and retain more customers. VFP™ is a
unique technology using three-dimensional modeling to visually demonstrate body transformation AND calculate an
individual's likelihood of contracting Type |l Diabetes, having a stroke, developing cardiovascular heart disease, or
getting cancer. In addition VFP™ assists facilities in creating a customized exercise prescription, determining goal
achievement timeframes, and demonstrating body-image transformation changes INSTANTLY for their customers.

Critical Business System

Establishes the true value of professional assistance. VFP™ creates the IDEAL systematic approach for presenting the
value proposition of professional assistance, which leads to the consistency and high impact needed in the price presen-
tation for increased sales.

Provides the ultimate solution for selling an intangible service. By using 3-D imaging to show body transformation and
disease risk reduction, the Visual Fitness Planner™ FINALLY makes the sale of health and fitness TANGIBLE.

Ensures that staff focuses on value and benefits to the customer in EVERY presentation. By providing customized pre-
sentations that create emotional buy in from the customer, your staff is focused on selling results.

Absolutely increases the emotional readiness to buy. The technology moves prospects and members to the next level of
exercise readiness and thereby INCREASES sales.

877-VFP-1212 www.vfp.us



PAGE 16

Ecluﬂ"iiiéideﬁ‘
e E S —

www.clubinsidernews.com

SEPTEMBER 2005

“Younger Next Year”

How To Live Like Your Fifty Until You’re Eighty and Beyond

By: Chris Crowley and
Henry S. Lodge, M.D.

Only a few books of
the 70,000 books published
each year get excerpted in FOR-
TUNE Magazine. This is one of
them. Why? It’s a very impor-
tant and crucial book. More
importantly, it’s well-written.
Most books on health, exercise
and nutrition are BORING!
Younger Next Year is a good
read. It is an inspirational read!
And, that is what makes it stand
out from the pack.

The message can be
summed up in three graphs.
First, the graph of the second
half of your life:

HEALTHY

DEAD ' ' ' '

T T T T
45 76

The first half of your
life is a wonderful upswing.
Now, it’s the down swing. The
authors speak of a rising tide
buoying you up the first 35 or
45 years. Then the tide slacks.
You think nothing is happening.
Ttis. It’s changing direction and
soon starts to go out, slowly,
inexorably until death. We call
this aging. The authors call this
the decay curve. Then point out
that aging and decay are differ-
ent. They argue forcefully that
most of what we call aging is
really decay. Seventy percent of
premature death is caused by
lifestyle choices you make.
Premature in their words means
death before you are deep into
your 80’s. Fifty percent of all
illness and injuries can be elim-
inated, not delayed but eliminat-
ed with lifestyle changes. Here
is what that graph looks like:

HEALTHY

DEAD 1 1 1 1 1

Notice the effect of
fighting the decay process.
Even better, the second graph is
longer, ten years longer! This is
a new message! The lifestyle
changes that produce this much
better curve are exercise, eat
better and get connected. They
expand these into Harry’s Seven
Rules. Let’s look at the impact
of aggressively following these
rules; following them as if your
life depended on them and that
you receive a little luck:

HEALTHY

DEAD ! ! ! ! !

Look at that up tick!
Those at midlife can become
functionally younger for the
next five to ten years. Seventy
percent of what you feel as
aging is optional, because it’s
decay, not true aging! As we
age, our hair grows thinner or
falls out while all that hair ener-
gy is redirected to our noses and
ears; our skin gets interesting
and more complex, our teeth
grow yellow; you will sag and
shrink. That’s inevitable. You
will look old, but you don’t have
to feel old or act old.

What you think you
know is that ‘aging means every
year a little fatter, slower, weak-
er, more pain-racked. You can’t
hear and you can’t see. Your
hips go. Your knees go. And,
that great friend and amusing
companion in your lap curls up
and goes to sleep. Except when
you have to pee, which is every
half hour. Much of this is a
‘choice, not a sentence’; it is not
inevitable; it’s decay, not aging.
Let’s see who is telling us all
this news.

The Authors

Harry is a Board-certi-
fied internist and gerontologist
leading a twenty-three doctor
practice in New York City and
serving on the faculty of
Columbia College of Physicians
and Surgeons. He is consistent-

ly rated one of the top doctors in
the U.S. He delivers superb
medical care and was distressed
by the poor health of his
patients. Chris was one of his
healthy clients, a retired attor-
ney, in his 70’s, and an active
biker, skier, windsurfer, rower
and Romeo. They alternate
chapters.

Harry gives us a look
at recent and emerging break-
throughs in evolutionary and
cellular biology. He reduces the
impact of genes on our health to
less than 20%. He then shows
us how, through millions of
years, our ancestors’ bodies
evolved for survival success.
Then, they developed a body
and brain to deal with hunting
and physical challenges. And,
how in the last few hundred

years our environment has
changed dramatically, vastly
less physical; a relative life of
ease with ample highly
processed food available 24/7.
The chemistry of our bodies has
not caught up. In fact, it takes
our so called life of ease and
totally misinterprets it reacting
in the worst possible ways.
Here are a few of the details:
Cytokine 6 is master
chemical that drives decay
while its partner, Cytokine 10, is
in charge of growth and repair.
Serious exercise drives C6 up
logarithmically. Exercise des-
troys cells! This may sound bad
but is good since C6 also trig-
gers C10 which now floods our
blood and bathes our muscles
and joints and organs with their
magic repair solution. Even

Book Review Author
Will Phillips

though the muscles did the
(See Chris Crowley page 18)
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This is just a partial list of some of the best gyms and talented owners
who have attended a Thomas Plummer Company seminar this year...
All looking for that edge in a tough market:

Absclute Fitness - Densaccla FL. ACAC Fitness & Wellness Center - Charlottesville YA, Amelia Wellness Center - Amelia Island FL. American Fitness Center - Ingleside 1L, American Health & E - Myrtle
Eeach SC. Anastasia®s Club Fit- Pacific Grove CA. Anatomies of Hattiesbureg - Hattiesburg Ms, Ans»er ﬂlne§§ ‘N(:ﬂ.h Attleboro MA, ATA Blackbelt Academy - Monree NJ, Athletic Club of \anles NaplesFL,
Attitudes... Fitness for Women - Deltona FlL. ced Health and Fitness - Fast Faln ark CA, Beaumont bHeq A Fitnes:
Ludington MI, Benefitness - Houston TX, Bianco’s Fitness Center - Kingsford M, Big Sky - Newington CT, Bie Varlllla M;hlell( Cll.lll Armeld ML, Eill Burmett®s Success Studic - Charlottesville VA, Eladium Sports

Alameda CA, Body Drincipal - Eochester Hills Ml Body Zone Sports and Fitness - Wyomissing DA, Dodyworks - Lubbock TX, Bodyworks for women - Durd (. Brenda A tic Clubs - Turlock CA, Erevard
LCacauet Club- Erevard NC, Erick Bodies - Cockeysyille MD. Built Solid - Columbus OH, Califormia Family Fitness - Carmichael CA, Calta®s Health & Fitness - Tampa FL, Cardio Club Fitness Centers - Destrehan
LA . Carmel Fitness & Racauet Club - Carmel NY, Carclina Woman - Comelius NC, Cascade Gyim - Cascade ML, Castle Hill Specialized Fitness - Austin TX, Centerfield Sports and Fitness - Criffin CA . Central

York City WY, Club Fit of Steven' nt- Stevens Doint WL Club Fit of West Drideewater - West Dridegevater MA, b Fitness SS- L
Nutrition and Fitness - Springfield MO, Club Cne Inc. - San Francisco CA, Columbia Basin Racauet Club - Richland WA, Contours Express - Houston TX, Contours Express - Costa Mesa CA, Contours Express
Houston TX, Contours Express - Ann Arbor ML Contours Express - Cape Coral FL, Contours Express - Middieboro MA, Contours Express - West Roxbury m, Contours Express - St Augustine FL, G
Athletic Club - Cordova TN, Core Fitness - Truckee CA. Cybex Midwest- Wor nOH, Davol $ Fitness& Spa - g
MS. D¢ le Diamond Athleti ub - Reno NY. Downtown Athletic Club - Marion OH., Doylestown Hespital - Coviestown I ( itnesc. Inc rson City WY, East Fishkills Sports
-Wappingers Falls NY, East Shore Athletic Club - ML Pleasant SC. East Shore Health & Racauet- North Charleston SC, Eastlake Athletic Club - Elkhart IN, Elements for Women - NY NY, Empower Fitness -
FPortland OF. Energy Fitness - Toronto Canada. Fnerey Fitness - Caducah EY, Fnergy Sports & Fitness - Elizabethtown Y. Enerey Sports & Fitness - Lexington EY. Evergreen Fitness - Dort Townsend WA,
Executive Fitness - Santa Rosa CA, Extreme Family Fitness - Modesto CA, Extreme Fitness - South Haven MS, Fastrack Fitness - Town & Country MO, Fieldhouse Fitness Center - Justin TX, Fisher Island - Fisher
Island IL. Fit & Fabulous - Hatfield DA, FitFor Life |fl‘l‘lll'l' Arlington TX, Fit Happens - Allamuchy N, Fit One - C) :-(;A Fit §“I.I‘I'II 6 g rlirulwl.llu wn Y, Fitcorp o MAL rilm'“ I!i() -

Fitness - Woburn MA, Fusion Fitness - Natick MA, Fusion Fitness Santa Dosa - Santa Rosa CA, G Form Fitness —[lr({-lﬁlleld.“"l. Cainesvill
- Galveston TX, Cenerations Health Club - Aubuim CA, Global Health & Fitness - Leominster MA, Gold®s Gyvim - Jupiter FL, Cold®s Gyvim - Miami FL, Cold®s Gvim - Deerfield Beach FL, G s Cvim Duluth - Duluth
€A Gold®s Gym - Sacramento CA. Cold®s 6ym of Gurlington - Burlington NC, Gold®s & vm of Deerpark - Edgewood NV Cold’s Gymof Joliet - Jeliet ll_. (—ﬂd’s (“wn of I_aur aurel MD, Gold®s Gym of um(,nd

Fitness - Cravton Beach FL, €
FL.ImpactSports & Fitness -
ItFigures of McKinney - Mckin

npy TX. ItFicures of Hu kory Creek - I—l Iu.n’ Creek TX. L X.
oliet L, l’anllﬂ Life Fitness Training - Dana Coint CA. Fent Women's Aercbic X Ill’ll'ss(el’lw -FentWA. LA
Workout - Sin ¥ %8 SC. Lady Fitness - Sacramento CA. Lifebridee Health and Fitness - Caltimore MU, Lifeauest "harleston
SC. Lifequest Health & Fitness - Charleston SC, LifeStvie Drunedale Fitness - Salinas CA, Living Well Lady Fitness - Coral Gables FL, *s Cym of Clerment - Clerment FL, Lord®s Gymof Ocala- Ocala FL, Lower
Valley Athletic Club - Drosser WA, Mavericks Sports Club - Conoord CA. Memorial Hospital West - Hollywood FlL. Mendocino Sports Club - Fort Brage CA. Menifee Valley Athletic Club - Sun City CA. Merritt
Athletic Club - Ealtimore MD, Metropclitan Fealth Club - Beston MA, Mid-Hudscn Athletic Club - Kingston NY, Moreau Fitness - Zachary LA, Mcotion Fitness & Dacauet Club - New Berlin Wi, Mount Auburn

Club - Watertown MA, New Dorp Fitness - Staten Island NY, sorth Columbus Athletic Club - Columbus CA, North East Sports Training - Warwick RL, North Shore Athletic Club - Beverly MA, Northwest Athletic

2 days... new ideas... more money...

Club - Itasca IL, One FitLife -
Personal Fitness - Bell

reenwood IN, One on One OF. Lee Cabell - Charlotte NC, Lord®s €©ym
wville Ontaric. One with ® Tuscumbia AlL. Maria Dudolph, Mark Pacan -
Heart Dortland - Portland CE, Optimal Fitness , Iranklin TN, Maximo Salinas - Vieira ri. michael
Center - San Carlos CA, Paradigm Sports Club Cabibbo - Gudd Lake NJ. Michelle Turner -
of el Norte - Sacramente CA, Parisi®s Sports Creenville 1L, Phil Racicot - Norfolk MA

Clubs USA - Midland Park NJ. Peak Per Delue - RPoway CA. Range of Motion - Detroit mi.
- ;
e ok ¥ ‘

formance Fitness Center - BEroadview Heights Steve BErvan - Evans €A, Suzan Lumpkin
CH. Perfect Shapes - Webster MA. Derformax mbia MD. Tami Jones - Sunrise FL. Tavior
Gyms - Faysville UT. Dhilbin®s Athletic Training vin - Suzarland TX. Trinity Fitness - Rockyville
Center - Gaithersburg MDD, Pine Crove Health & Stones Fitness Center - Houston TX, Texas
Country Club - Camillus NY, th X Racguetl Club - San Ma IX. The
Center - Pleasanton TX. Plus One Fitness - Athletl( Fatttr Pempanc Geach FL. The Body
Jacksonville FiL, Dowerhouse Gyvim - Fokomo N v Shoppe Health -
Dowerhocuse Gyvim pmbia - Columbia T, e 1 Fitness - Seekonk WY,
Powerhouse Cyvim Hudson - Weeki Wachie Il The Fit Club - Hanover MA. The Croup Fitness
Dowerhouse Gym Jackscn - Jacksonm MS, \ Center - Northfield CH.The | Fitness Centel
Powerhouse Cyvim of Eenton Harbor - Benton : — L Austin TX. The Memphis Fitn Club - Memphis
Harbor Ml Powerhouse Gym of Berlin - Berlin TN, The University Club of ton - Houston TX.
CT. Dowerhouse Gyvim of Cranston - Cranston B The Wellness Center Cape Coral - Cape Cq IFiL.
Powerhouse Gym of Houston - Houston TX, Y | The Workout Company ~ormal - Normal 1L, The
| oI5 1Y wouse Gy of Sylvania. Dower use Gyim wWorld Rank Fitness Center - Washinegton DC. TNT
of wixom - wixom mi. Premier Fitness - Nanuet fllness - Port Saint Lucie FL, Total Fitness
WNY. Dro Fitness Health & Exercise Clubs AL, Total Fitness
Lexington Park MD. Fitness USA - ML Yernon Westhlo( K - Westbrook ME,. Triune Wellness
OH, Drofessional wellness Associates - Dortland Center - Monscen MA, TRU Fitness - Citrus Heighis
ME, mmch Fitness - Del Ray Beach FL. Dure CA, Tulen Center - Rortland O, Twin Caks Sports
Austin Fitness - Austin TX. Pyramid Fitness A Fitness - S, Burlington ¥1. Urban Fitness -
Center - Lubbock TX, OLS Family Fitness Cente » GCalveston TX., ¥V - Cha ston SC. YO2 Maxx -
Humble TX., M2 - Doway CA. Cueen tl " Evans CA. Walter € peau - Dallas TX - Wave
valley Hospital - Napa CA. Quest Fitness - Ellicott £ ] Health & Fitness - Boston MA. Well Works Sports
City MDD, Dehab Desults - Redland Eay Aust IT~. Wellness Connection -
laeshdne Fitness - Collierville TN, Richmond Starkville MS. Wellness for Life Fitness Center -
ss/American Fal 'y Fitness Glen Allen Laurel MD. West l_d op Cym - Chicago 1L,
WVA. Riviera Country C| Coral Cables FL. Dock
Hill YMCA - Rock Hill 8 schimmel Fitness
lﬂnesv e OH. Sim”s Health & Racketl C1
MA. Simply it - Melbourme
Impact Fitness - Caledonia Ml. Scuth Ausun . Center - Manassas VA. Women*s Fitness Studio -
Gy - Austin TX, South Ficri . runswick M. Express - Woodland CA. World
Ceach FL. Scuthlake Nau adalajiara Mexico. World Gyvim Express -
mMerrillville IN, Sporthaven Health Club Upper Marlbore Mb,. World ©ym of Beaumont -
Paradise CA. SL Vincent Sports Per : nt TX. World &ym of Gowie - Bowie MDD,
Center - Indianapolis IN. Stan Eennett™s Health | Y - - wWorld Gy of Brunswick - Erunswick CA. World
& Fitness - Sonoma CA. BCody and Gym of Castle Rock - Castle Rock
Soul - Findlay CH. Charles Chehardy CO. World Gym of L 1y Beach -
- Baton Rouge MS, David Fress - Delray Beach FL. World Gym -
Tinley PDark 1L, Dr C rles King, Fort washington M. World Gym
Jaime Llopis - Citrus Heighis CA, I I OMAS L l ] MMER OMPA q I of Fi. Lauderdale - Ft. Lauderdale
world Gy Irinidad - Trinidad west . world ©¢vm of Granite Bay -
Indies. 4 minutes 2 Fitness - Scotls Cranite Bay CA. World Gym of

valley CA. Al Stockwell - Clinten . . . . Cuadalajara - Cuadalajiara
Townshin Ml Ben Culst - Whitefish The right answers, at the right time, for your business Mexico, Workd Gyim of Harrisbure
Lay Wi, ke D kKmever - Ft. - Harrisburg PA. World €yvm of

Worth TX, Capital p - Richmond VA, Che- Lecnardtown - Leonardtown MD, World Gvim of
sheng Lin - Brick NJ. Dan Lerma - Houston TX, 800_72 6-3 506 Paramus - Paramus NJ. World Gym of BPort
Lawn Durkhart - Indianapclis IN. Davwn Loughlin Arthur - Port Arthur TX, World €é¥ym Prince

Crete L. Ed Dipp - Creendale Wi, Frank Sunez Frede k- Prince Frederick MD. X-Sport Fitness
- Lisle IL, Creg Anderson - Dortage IN, Crezeg Lewis & Tanning - S8t Charles IL. Xtreme Fitness &

Euffalo WY, Jeff Drus - Indianapolis 1IN, Kathy Cymnastics - Lees Summit MO, Yaneg's Fitlness -

Costas - New Hyde Park NY, Kevin Smyth - I homas lummer net Andover MA. YMCA of Broward County - Ft
Cleveland OFH. Eristin Lawson - Oklahoma City [ ] Lauderdale FL. Your Gym - Concord NC...
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...Chris Crowley

continued from page 16

work, the whole body benefits.
This strengthens us and counters
all the diseases that kill us.

The Style

Irreverent, in your face
with humor, chiding the reader
who thinks golf is exercise or
that walking three days a week
will stem the tide of decay.

Chris and Harry up the
level of urgency to emergency.
Do nothing and decay, or take
responsibility for your life, the
way you took responsibility for
your job. Remember all those
days when you did not feel too
good, but sucked it up and went
to work? Well, now it’s time to
treat your health like your job.
After fifty, it is your number one
priority. The authors want you
to be healthy so you can enjoy
your life, immerse yourself in
the spirit of living; celebrating
with friends, doing challenging
activities and having lots of
affection and sex. We are mam-
mals and physical touch
between humans produces sero-
tonin which, in turn, blocks the
corrosive tide of low level
adrenalin and cortisol, which
create stress related illness and
eventual decay.

The Message

The August CBI
reported that the NW University
School of Medicine studied
6,000 arthritis patients. Non-
exercisers were 90% more like-
ly to suffer a reduction in func-
tion. In another ten-year study
of 295 elderly men, the non-
exercisers showed a 4X greater
mental decline. Kaiser
Permanente reports that being
male and obese in your 40’s
means 74% more dementia in
your 60°’s. For women, it’s
200%. So what do we do? The
authors give us a whole system
solution for overriding decay
and living a meaningful, joyful
second half. Here are the
author’s Seven Rules:

1. Exercise six days a
week for the rest of your life.
Even your car needs mainte-
nance every 5 years!! And, your
body is a lot more complex and
for many there was no mainte-
nance the first fifty years.

2. Do serious aerobic
exercise four days a week the
rest of your life. Get a heart
monitor. Use it. Learn your

rates for fat burning and glucose
burning. Stop trying to read the
paper while you exercise; it’s
probably not aerobic.

3. Serious strength
training two days a week for the
rest of your life. You will lose
bone density and you will
become weaker if you don’t.
When the legs go, you are
cooked. That means a cane, a
walker and the cart.

4. Spend less than you
make. Retirement is not finan-
cially easy until you truly deal
with inflation, and the fact you
may live another 30 to 40 years.
Get used to spending less.
Happiness is not connected to
money after you’ve covered the
basics. Good health is the foun-
dation of happiness.

5. Quit eating crap.
Stop the fast food, the white
foods. Stop trying to diet. Eat
good food and exercise and the
weight goes and stays away.

6. Care. All our posi-
tive emotions-joy, love, pleasure
and play are best nurtured in
relationships where we truly
care. Single men die years earli-
er than married men. Women
with metastatic breast cancer
who met six times in a support
group lived twice as long as
those who did not.

7. Connect and com-
mit.Volunteer! They are two and
a half less likely to die in the
same time period. Get involved.
Make a difference for others and
yourself.

The Implications for Your Club

1. STAFFING - Can a
twenty-something understand
someone in midlife or late life?
Even a forty something will be
severely challenged. Get your
staff in line! Hire seniors to
connect with seniors!

2. CHALLENGE -
Chris talks about motivating
himself by setting big, irrevoca-
ble goals, like signing up and
pre-paying for a weeklong bike
tour in Barcelona. This pulls
him into his exercise. And, once
he goes to Portugal, the joy of
the trip springboards him for-
ward. We know that the
Leukemia foundation raised $84
million dollars last year in its
challenge marathons. It moti-
vated lots of non-athletes to
train seriously. What does your
club do to help members set big
time, exciting and rewarding
goals? What adventures? What
contributions? Last August, I
climbed Kilimanjaro because
my daughter Anna challenged

me! Spring 2006, I hike the
Grand Canyon. These challenge
me and turn me on. Too many
clubs have taken all the chal-
lenge out of exercise. Leukemia
marathoners report that their
health club is boring.

3. SKIN TO SKIN
COMMUNITY - Emotion is
much more powerful than think-
ing. The authors report that
close, caring relationships con-
tribute just about as much anti-
decay juice as serious exercise.
The Roseto Pennsylvania study
on heart disease showed amaz-
ingly low incidence, and the
only distinguishing factor, com-
pared to other towns, was the
very close community. Later as
the community disintegrated,
heart disease rose to normal.
Research on customer loyalty,
by Frederich Reichheld of Bain
and Company (The Loyalty
Effect), shows that emotional
attachment is the core of all
retention of customers. Tennis
players stay longer than exercis-
ers. Families stay longer than
couples who stay longer than
singles. Too many clubs still
behave as if health were all
physical with a few smiles - if
you are lucky at the front desk.
There appears to be total neglect
of the research on the extraordi-
nary benefits of emotionally
connected people. Clubs will
make real breakthroughs in
retention and health results
when they start hiring anthro-
pologists, sociologists, psychol-
ogists and community organiz-
ers. Remember Dean Ornish
has been telling us via his
IHRSA presentations for a
decade that ‘It’s very hard to
motivate people to maintain
healthy lifestyle changes, if we
don’t deal with the underlying
psychic, social and emotional
needs, even spiritual dimen-
sions, and only focus on diet and
exercise.” Of course, most clubs
don’t help much on the nutrition
side and get distracted with sell-
ing supplements.

4. YOUNGER NEXT
YEAR PROGRAM - Since 1
have been promoting this book
to club owners for about four
months, several have begun
YNY Programs for members.
This basically means creating a
community of YNYers who sup-
port one another on the Seven
Rules. I think the audio record-
ing of the book could be on an
Apple ipod, so the YNYers can
listen to it while exercising.
Your creativity is the only limit
to what an YNY Program would
look like.

Younger
e

A Guide
to Living
Like 50
Until
You're
80 and
Beyond
Chris
Crowley &
Henry 5.
Lodge, M.D.

Younger Next Year

This is a significant
book. It speaks to you about
your market with much insight.
It tells you how to serve the
members health needs. It speaks
of the whole person not just the
physical person. Finally, it is a
wonderful gift for any one 50 to
85 years old.

Related Reading: Eat, Drink
and Be Healthy: The Harvard
Medical School Guide to
Healthy Eating by Walter C.
Willett, P. J. Skerrett reverses
the old food pyramid; no fads
here; good guidance for a life of
not eating crap! Club Industry
White Paper 2005 by Will
Phillips describes ten factors
where heath clubs are not con-
necting with their markets to
produce the commitment and
results of Younger Next Year.

(Coming soon to Club Insider!)

(Workman  Publishing, N.Y.
2004 - Reviewed By Will
Phillips - Will Phillips is the
founder of REX Roundtables for
Executives  which operates
twenty-one industry roundtables
for business owners in five
industries. Will is the chair of
seven Roundtables for Club
Owners. He can be reached at
will@REXonline.org.

ecutive

der's edpe for work a

REX is designed for leaders who want...
better performance in their organization
and an improved quality of their own life.

Impact of the Roundtable:

34% Improvement in energy and ability to rejuvenate
33% Increase in ability to navigate
and balance family, work and self
29% Increased leadership skills
25% Improved organization performance

www.rexonline.org

oundtablesv—
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Prospecting Power
For Personal Trainers

By: Karen Kirby

If you are like most trainers,
people are not standing in line to give you
money so you have to go out and find
them. How lucky we are when we work
in a health club because there are so many
people all around us. We are even lucki-
er because people working out in a club
are already making a financial, as well as,
time commitment to their health. In this
article we will discuss ways to increase
your personal training business by under-
standing how to prospect within the club.

News Flash: How to do your
own prospecting, and, even better, how to
get your co-workers to do it for you.

Do your own prospecting

1t is important to remember the
goal of prospecting is to close an
appointment, not a sale. How to turn an
appointment into a financial commitment
to sessions is a great topic and will not be
discussed at this time. Your goal with the
people you interact with when prospect-
ing is to get them to commit to a specific
time to meet with you. (Tip: be sure to
have your date book with you when you
are prospecting!) As you are working the
fitness floor, look for people who are easy
to talk to. They can be spotted on the
cardio equipment, taking a short break
between sets or, by their eye contact; you
can tell that they would welcome an
interaction. Introduce your self, listen
carefully for their name and get them
talking about their workouts, by saying,
“How is your workout?” Your goal as
they talk is to listen for their fitness goals.
Your prospecting conversations should be
short, maybe 10 — 15 minutes. You need
just enough time to understand their goal
before you offer the key phrase that will
lead to closing an appointment with that
person.

Here it is: “I can definitely help
you. Why don't we get together so I can
show you some exercises for your

.” The words in the blank might
be for your back, for your shoulder, for
your balance, for your posture, for your
neck, for your glutes, for your triceps, for
your golf game. Whatever you find out
as they talk, be sure you use the phrase
above and invite them to schedule a time
with you. (Tip: keep in mind if you are
talking to people mid-morning but you
only have evening appointments avail-
able, you might get several folks that
want to meet with you but their schedules
will not allow it.)

I know it sounds too easy, but it
absolutely works. If you convey with
confidence that you can show them

Karen Kirby
something that will help them and invite
them to set a specific time to get together,
they will rarely turn you down.

Get your co-workers to prospect for you

Think about who in the club has
an opportunity every day to put you in
front of a prospect who is excited to hear
about how you can help them. Who are
those powerful teammates who have the
ability to help you make money? And
once you know who they are, how do you
get them to help you?

Your newest best friends are
from different areas of the club. One area
is the membership sales department.
They talk to people every day. They talk
to old members, new members and
prospective members. Their conversa-
tions have everything to do with finding
out about people’s fitness needs to see if
they can show them something or intro-
duce them to someone that can meet their
fitness needs. Do personal trainers fit in
that equation? Absolutely! Membership
sales associates have many opportunities
to talk about awesome trainers who can
really help people make life changes. I
guarantee you they are more likely to talk
about the trainers they know, like, trust
and have been through workouts with.

Another great resource includes
your group exercise teachers. Have you
ever wondered why the professionals that
choose to teach classes and train one-on-
one are always full? Group exercise
teachers have students walk up to them
after every single class to ask them ques-
tions about exercise. They have huge
opportunities to encourage their partici-
pants to seek the advice of a personal
trainer. Because their students trust their
advice, they will only recommend train-
ers who they have established relation-
ships with and have experienced as a

(See Karen Kirby page 30)
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ACTIVE »~XL

“WALKING BILLBOARDS"

Get your brand out there.

ActiveXl's amazing alternative advertising concept — customized
loaded backpacks — will strengthen your brand, provide incredible
marketing value, and help your club stand out in the crowd.

ActiveXL clients include:
- Town Sports International

- WOW! Work Out World _ PRICES AS Lo

« LifeStyle Family Fitness (ustomlled As $8.7 5 PER

- Santa Barbara Athletic Club  packpacks ﬁf-OAD ACKPACK!

-.and many more! with choice of "cludes cap, Water bogtfa
accessories (

HEAD-
PHONES

ACTIVE »XL

1-866-952-2848 " activexl.com

ORDER NOW FOR END-OF-YEAR DELIVERY! standard production/delivery time: 12 weeks
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By: Sandy Coffinan A fitness program Will “mind, body, and spirit” is a_lll TAKE ADVANTAGE OF THE
only be as good and productive  about. We need to lift our spir- CALENDAR

FITNESS
BUSI

There has probably never been a
better time to write an article
about MAKING IT FUN, read-
ing an article about MAKING
IT FUN, or making a deliberate
attempt to look at how you are
programming FUN to your
members. Our industry has a
direct responsibility to respond
to the stressful times in the
world around us, and now,
Katrina has added to that need.
Now is the time to ensure that
every visit to your club is a fan-
tastic experience because you
will MAKE IT FUN. The real
operative word is YOU. Only
YOU can MAKE IT FUN no
matter what it is.  People
respond to people and if you
want to MAKE FITNESS
FUN, you must have FUN
PEOPLE running your fitness
programs.

HOW “WE”
MAKE IT HAPPEN

Now zero in on the
word “WE.” As you may know,
I love to bring FUN programs
and programming ideas to clubs
as I travel to those of you who
gather your staff together for
one of my training seminars on
customer service, programming,
and retention. Lately, the first
priority I have is to raise the
morale of the entire staff before
we can get excited about deliv-
ering the programs. Our first
priority is how we present our-
selves to our members and
prospective members. We are
representatives of our clubs and,
indeed, our industry.

as the member’s attitude
towards it. Your members must
look forward to coming to your
club, knowing that their experi-
ence will be energizing and ful-
filling. That means we must be
full of energy, enthusiasm, and
excitement. Not only that, but
we must be able to communi-
cate that feeling in a positive,
sincere, and professional man-
ner. Not only that, but we must
be able to transfer that energy
into a workout and an exercise
routine. Not only that, but we
then need to put that workout
and exercise routine in a pro-
gram that delivers a FUN expe-
rience as well as a HEALTHY
one. That’s a tall order and we
(owners, managers) must make
sure that the staff is prepared to
do all that in a consistent, hon-
est, knowledgeable and practi-
cal manner. That takes training
and practice. Training that goes
beyond physiological expertise.
Training that separates the gyms
from the clubs. Training that
develops the fitness profession-
als who we are expected to be.
We create the experiences with-
in the programs that will bring
your members back and encour-
age them to bring in their
friends.

I often mention how
our clubs are, and must continue
to be, THE THIRD PLACE in
people’s lives, and now more
than ever, we may be the only
place for your members to come
and relieve stress, release ten-
sion, or get a break from frustra-
tion, depression, anxiety, worry,
and uncertainty. This is what

its in order to clear our minds
and work towards a positive
goal to keep our bodies healthy.

We clearly have an
opportunity to do all that
through the way we market our
programs and communicate our
mission, but, more importantly,
we are taking the responsibility
of doing things differently and
calling attention to the spirit of
the mind.

CREATE A “CLUB”
ENVIRONMENT

People need other peo-
ple to have fun. That’s exactly
what our business was born to
do. The word “club” reminds us
of sociability, conversation, and
laughter; therefore, whenever
you have the opportunity of put-
ting people together while
working out, do it. We are quick
to suggest that our members
should find a workout partner
because it’s easier to be motivat-
ed to exercise when you are
committed to another person,
and of course, the social experi-
ence MAKES IT MORE FUN.

The problem, however,
is that it is not easy or comfort-
able for people to find their own
workout partners or organize
their workout routines. That’s
when we must realize that it is
our responsibility to create pro-
grams that automatically put
people with other members
sharing a common goal towards
fitness and a common experi-
ence of exercising.

A

while getting into (or maintaining) a regular fitness routine.

Team Up With A Buddy and
Get Ready To
“Balance Your Fall”

September 30th - November 18th, 2005

This 7 week activity challenge will...

Motivate you to keep pace with your buddy

Your  programming
calendar year begins in the Fall.
Kids go back to school and
adults get back to a routine.
Moms look forward to taking
some time for themselves and
enjoying adult experiences.
Men schedule their workouts to
meet with business associates.
Snowbirds move to new cli-
mates, and they need things to
do, places to go, and people to
meet. People make exercise
commitments in the fall, much
like they do in January with
New Year’s resolutions. Take
advantage of this time and cre-
ate a program that puts people
together to ensure participation,
FUN, and retention. It could
generate lots of new business
too!

GET SET FOR SUCCESS

Be sure the program
has a definite beginning and
definite end. A six to eight-
week timeframe gives your
members a reasonable opportu-
nity to live up to their responsi-
bility. Everyone needs a goal to
reach and obviously that goal
will be reached more readily if
the member is having FUN
reaching it. A lifestyle or life-
long commitment can seem -
and is - endless, but a six to
eight-week project is doable!
The duration of the program
may be the difference between
success and failure. The pro-
gram becomes more FUN when
the end is in sight, the commit-
ment is shared with someone
else, and each six to eight-week
project is one more step towards
success.

Keep in mind, YOU
should be having as much FUN
as your member. Being directly
accountable for the participation
of the member makes it FUN
for you too. A successful club
experience is FUN when it is
shared between the member and
the club, not when it is left to the
individual member to grind out
alone. A successful program is
one that experiences the joy of
uniting with others to reach a
common goal, and then to share
the joy of victory together.

ESS

LATIN AMERI

Sandy Coffman

Fitness Business Latin
America Magazine
BALANCE YOUR FALL

A professional, but
FUN, program must begin with
a professional, but FUN, pro-
motion. Use this time of the year
to capitalize on creating the ini-
tial interest. Create a FUN title
to create the initial interest.
Make it sound like FUN rather
than drudgery. Use a little
“tongue in cheek” humor to set
the tone. If you give the mes-
sage of FUN directly to your
member through communicat-
ing it in your title as you create
the initial interest, you will
again set yourself up for suc-
cess. The program will sell
itself. For example, an exercise
program that runs for a seven-
week period could be called
“The Seven Week Workout” or
“Balance Your Fall.” Which
title do you think will create an
initial interest that will make the
member want to learn more
about it?

We all know that most
people don’t read fliers and bul-
letin boards, so use pictures to
get their attention. Pictures can
be boring or pictures can be
FUN. You can use a picture of
a perfect body lifting an unrea-
sonable and  intimidating
amount of weight or you can use
a picture of a turkey balancing
an unknown, therefore attain-
able amount of weight. It’s
cute, it’s easy, and it’s FUN. 1t
shows a little sense of humor
and certainly appeals to the
mind and spirit of the program
as well as to the body.

(See Sandy Coffman page 21)
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Kid’s PRACE Express

Shaping America’s Future
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Non-intimidating, Safe, Fun * New Pro?t Center* Introduce Kids into a Healthy

Lifestyle * Improve Member Retention* Increase Family Memberships
Kids PE is Ideal for Health Clubs, YMCA'’s, Schools, Community/ Recreation Centers, Youth Teams, Church Groups,
Etc.

For More Information on Kid's PE or our adult PACE Circuit Training Program, call 888-604-2244 or visit
www.kids paceexpress.com or www.pacegroupexercise.com.

...Sandy Coffman

continued from page 20

The picture, the title,
and the activity should promote
camaraderie, sociability, and
FUN, as it begins to offer a
complete club experience to the
member getting into an exercise
program during this fall season.
The buddy system works, but

it’s YOU who must encourage it i P
and make it happen within your ~ as professionals to program an [Mental Primary = i
programming structure. uplifted spirit and an energetic . n of = o B ;é g %
mind into your exercise pro- §' Physical 2 g g| & 23 55 &£
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i ” =5 © |Secondary & |External
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unify, and to find new strength
every day in many ways. There
is strength in numbers. A team
effort accomplishes more than
an individual. Our clubs may be
an answer to attaining the
strength we need by finding a
balance in our lives and sharing
the opportunity and the respon-
sibility of becoming stronger in
many ways. Help your members
achieve that balance, and work

Women In Action
Club Industry - November 3, ‘05 - 9 a.m. to 4 p.m.

// ™
. Vision
Values
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@ 1986, 1998, 2000 Tracie Rose Ryder Heimstra, PhD, www. PostiveProductivity. com, 425-576-8786
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By: Michael Scott Scudder
“TIDBITS”

This month 1 must
comment on a few timely and
very pertinent issues facing all
of us who are in the fitness facil-
ity business. Chalk it up to what
happens when you’ve been out
here long enough in the high
desert country of New
Mexico...but bear with me - it
may just be worth reading!

BALLY:
WILL THEY MAKE IT?

This is contrary to
what all the other “prophets” are
saying... but I don’t think so, at
least, not in their present form.
Why? Too much debt service to
overcome... not enough net
income... too little cash flows
too late... insider-stockholder
animosities...and running out of
the most precious commodity -
time.

My guess? A re-orga-
nizational bankruptcy, announc-
ed relatively soon, the closing
of weak-sister clubs, shuffling
off of subsidiary companies,
cutbacks beau coups, and a re-
emergence of a smaller, more
compact, expense-tight organi-
zation.

HERE COME DA BIGS!

People get ready...
there’s a train a’ comin...and it’s
called a whole lot of “bigs”,
dominating several sectors of
marketplaces throughout the
country. Some that will control
the “multiplex club” sector,
those that will ride herd on the
low-priced segment, and others
that will be very, very strong in
particular regions. A couple that
will surface as the major players
in the “middle of the market.”

Very similar to Wal-
Mart and Target... Circuit City
and CompUSA... Quiznos and
Subway... only in the health
club marketplace. It will be
harder and harder for large-pop-
ulation-area, urban-independent
operators to carve out a profit
unless they already have their
niche. What’s the safest haven?
Rural, ex-urban fitness and
“express” operations.

“The Way I See 1t”

An exclusive column featured only in Norm Cates' Club Insider News

GOLD’S GYM:
WHAT’S GOING ON?

Several Gold’s Gym
licensees, old friends all, called
me following the recent GG
convention in Las Vegas.
Seems as though Gold’s corpo-
rate has thrown down the glove
and told all how they’re gonna
play... or else.

This is probably a good
move for Gold’s corporate.
They’ll likely make more
money doing it the new fran-
chise way than they ever did
shepherding 500 loosely-tied-in
licensees.

The downside? There
is a lot of bad blood being pro-
duced with faithful old licensees
who created the brand and now
will be left by the wayside. I
look for 300 or more gyms to
leave the fold within the next
couple of years.

CONSTITUENCIES -
SEGMENTS -
FRAGMENTATION -
CONSOLIDATION

In July’s CIN, contain-
ing many great articles, particu-
larly Part I on Joe Moore (a bril-
liant piece on an equally dynam-
ic man), reference was made to
the “constituencies” or “seg-
ments” that are building up in
our business.

I’ve been talking about
it for over three years. We have
multiplex mega-clubs — over
100,000 square feet. There are
huge variances in pricing.
LifeTime Fitness seems to be re-
defining the standard here.
Large old-time /HRSA athletic
clubs also still have a strong
presence in a lot of markets.

We have mid-size
clubs - a misnomer - because
they range in size from 30,000
square feet to just under
100,000 square feet... from
mostly-dry “big gyms” to multi-
services facilities. Again, prices
ranging from low-$40’s month-
ly to well over $100 a month.
Y’s, JCCs, hospital-based and
others are formidable players in
this arena in many regions of the
country.

We have small clubs,
loosely defined as under 20,000

square feet. Again, these are
mostly fitness and group-exer-
cise oriented. This is the largest
sector, and generally, most poor-
ly run, highest concentration of
independent ma-and-pas. Pre-
sently, they are getting ham-
mered in many areas by LA
Fitness, strong regional-chain
operators and the up-and-com-
ing low-price quality players,
led in the East by Planet
Fitness.

We have mini-clubs,
again a loose definition at under
10,000 square feet. Some of
them express clubs but most just
small versions of the “small
club” players, trying to do the
same thing as them but on a
lesser scale. Also getting clob-
bered by competition, pricing
and lack of management capa-
bility. Studios, niche operations,
and organized express clubs like
World Gym Express licensees
are starting to take big market
share here.

The end result? Look
for the disappearance of several
thousand clubs in the next few
years. Will they be replaced by
newer versions? Who knows.
Profits? They’ll get cut to the
bone in several sectors.

It’s unfortunate, but it’s
the way of consolidation and the
result of living off the fat of the
land for too long and not plan-
ning for future growth and
establishing a local brand as
more and more competitors
emerged.

WHAT ARE THE NUMBERS,
ANYWAY?

I echo Norm’s senti-
ments about the number of
members being tossed around.
It’s nice if we do actually have
43 million... but, how do the
numbers get established? Is
there an actual count? Or, is it at
best an educated guesstimate?

We need to know. I
CHALLENGE!

IHRSA: A BRIEF PERSPEC-

TIVE FROM THE FRINGE
Flagship.  Standard-
bearer. Benchmark. Call it

what you want, the venerable
Boston-based Association has
born the leadership role for our

entire industry for 25 years. p=

John McCarthy has been an |

amazing general manager of the |
-

team... akin to Red Auerbach in
the Boston Celtics dynasty
years.
Times are changing.
IHRSA has seemingly lost some
touch with all of the segments of
the industry, concentrated on
international growth as they’ve
slowly lost domestic share.
Though a brave and noble
attempt, it did not get the smalls.
Now, they’re trying really hard
to bring them into the fold once
again (See this month’s Page #6
article entitled, NFTJ/IHRSA
Alliance A Terrific Fit!). All of
the absolute experts on inde-
pendent operations were there.
Many veterans in the
industry are now saying that
IHRSA has to divisionalize
under the next-generation lead-
ership and separate out into
larger chains and smalls. Some
even want to see the inclusion of
not-for-profits in the mix.
IHRSA has a daunting
task ahead of it... pulling in so
many factions while at the same
time keeping the core group and
central operational themes that
have earmarked the organiza-
tion for over two decades. At
the same time, thunder is rum-
bling in the skies about the pos-
sible introduction (on several
fronts) of new, rival associations
to compete for the independent-
operator small-club segment.
My take? They will

accomplish some of it and miss

Michael Scott Scudder

the mark on other parts. This
will not include not-for-profits.
It’s almost too much to expect
one association to make it all
happen. I’ll guess that within a
couple of years there will either
be an increase in independent-
of-IHRSA regional club
alliances and/or the emergence
of a new national association.

Thanks for reading.
Comments and responses are
welcome.

(Michael Scott Scudder, a con-
tributing author for the “Club
Insider News,” is a PERSONAL
BUSINESS TRAINER operating
FITNESS FOCUS, a consulting
company offering private work-
shops, sales, personal training
and marketing systems, and
telephone conferencing on per-
tinent fitness business matters.
Michael can be reached at 505-
690-5974, by email at
mss@michaelscottscudder.com
or at  his web  site,
www.michaelscottscudder.com.)
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MAKE YOUR OWN RULES

3223 Washington Blvd. | Marina Del Rey | CA 90292
For more info call: 800.544.7441 or Email: info@worldgym.com

...Laury Hammel

continued from page 3

anced life. Then, when they do
have a problem they need to
resolve, we can provide treat-
ment that is less invasive.
Because we’re offering many
other modalities, our members
can often avoid the use of drugs
and surgery, which would be the
last resort. In fact, part of our
Holistic Health Care Center
includes our weight loss pro-
gram. We call it ‘Weight
Masters’.  Through ‘Weight
Masters’, we’ve helped cure
people of Type II Diabetes, and
we have helped people lose
hundreds of pounds and kept it
off. *Weight-Masters’ addresses
the multi-dimensional aspects of
a person’s life. By integrating
our various positive programs
and complementary modalities,
we have authentically created a
center for holistic health; it’s not
just a buzz world. Working to
integrate mind, body, and spirit
is a crucial part of the overall
culture of the club we are work-
ing to create at Longfellow.

Q. Tell us about the ‘Hot Power

Yoga’?

A. I’ve been doing ‘Hot Power
Yoga’ for 3 years now. When I
started, I had a sore shoulder,
elbow and foot. These three
problems have been healed. It
might have been coincidence,
but I'm giving Hot Power Yoga
much of the credit. After you do
a Hot Yoga workout, you feel so
good because you stretch, twist
and strengthen every one of the
muscle groups in your body.
Due to the heat (95 degrees), not
only can you get a deeper
stretch, but you cleanse your
body when you perspire. It’s a
great feeling! We provide these
classes in Wayland at our
‘Lumina” Club and at
Longfellow Natick in our yoga
room. It is a terrific form of
recovery after playing tennis or
running. It’s so good! Tennis is
a very physically stressful sport
to your bones and muscles. It is
like basketball, in that you’re
constantly moving your feet and
changing directions. In addi-
tion, during a tennis match you
might swing the racquet a thou-
sand times or more. So, after I
play tennis, I try to fit in a ‘Hot
Yoga’ class, and when I come

out, I always feel FANTASTIC!

0. Laury, how would our read-
ers go about establishing Hot

Power Yoga in their clubs?
A. To provide your members

with a ‘Hot Yoga’ class pro-
gram, the first thing you need to
do is find instructors. Our
instructors were trained by a
well-known yoga instructor, a
man named Baron Baptiste.
Next, you need to find a room of
suitable size for yoga and install
a high temperature thermostat

with a heating system capable of B

bringing the room temperature
to 95 degrees. You should also
have, if you plan to use the room
for other purposes, a well engi-
neered exhaust system to
remove the hot humid air from
the room after the class and cool
the room back to 75 degrees or
cooler. I am not aware of any
clubs offering ‘Hot Power Yoga’
at this temperature or greater.
This is a great thing for anybody
who is very athletic and that
pushes themselves. As I said it
has a profoundly cleansing
impact on your body and soul.

CIN - Laury, you are one of the

Laury Hammel

few people I know of that has
attended ALL 24 IHRSA
Conventions and Trade Shows.
Congratulations for your sup-
port of and participation in
IHRSA!

Laury - When you raise the sub-
ject of 25 years of IHRSA, I am

trying to remember who else
might have perfect IHRSA
Convention attendance for 24
years now. I know you have,
Norm. And, I know Rick Caro,
John McCarthy and Chuck Leve
have been to all 24 THRSA
(See Laury Hammel page 24)
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Key features of the
Club Performance Program

® Over 100 Lessons available
® Sales training
® Customer service training

® Management/Supervisor/
Leadership Training

® Human resource topics

® Testing and employee reports

l L

® Option to create your club’s
own private label Learning
Center and add custom lessons

1-866-850

® Online training of employees over the Internet

® A low cost, efficient way to train your staff

® Easy access training 24/7

® Improve knowledge and skills of managers & staff

- 2582

www.clubperformance.org

What are the benefits of e-Learning for clubs?

® Employees learn in real time, at their own pace, in their own space
® Training customized for the club industry by industry experts

and nationally recognized business leaders
® No cost of consultants, work time loss or travel expenses to conventions

"A well trained,
member criented
staff is critical to
differentiating your
club in today's
competitive
market."

— Gerry Faust,

Consultant to the
Club Industry

Michel, Dale Dibble, Todd
Pulis, Nick Cotsidas, Bob

...Lau ry Hammel Association Members! Now, my

continued from page 23

Conventions. I think there may
be 4 or 5 others. There’s a
bunch of the original members
who have not been to
Conventions for a few years.

CIN - Well Laury...
You, I, and some others need to
be on the phone to people like
Donahue,

Peter Jennifer

Petersen , Jim Farrell and many
more that were original IHRSA
Founding Members and get
them all to come out to Las
Vegas - March 20-23rd, 2006! 1
know it will be a great event,
especially with Big John “The
Master of Alliances” McCarthy
retiring and all the events that
will send him into retirement
with  LOVE  from  the

IHRSA Presidents — Past and Present

(L to R) Julie Main, Geoffrey Dyer and Joe Moore

question is: What are the most
important  things IHRSA
Membership and Convention/
Trade Show attendance have
done for your business during
these almost 25 years?

Laury - First, let me say that I
feel so blessed for so many rea-
sons to be in an industry like our
industry. What a great business
to be in! Isn’t it great when
your job is to make people
healthy and happy! I consider
my clubs to be ‘endorphin fac-
tories’! I tell people in my com-
munity that ‘We create more
endorphins at my clubs than in
any place in our community!’
When people come in, we greet
them with a smile, we use their
name, and we try to talk to them
as much as we can. When peo-
ple come out of the club after
working out hard, they are hap-
pier, and when they leave, we
always try to say ‘Good Bye’
with a smile. Imagine what it
would be like if you worked as a
‘Caretaker’ at a funeral home?
You would be dealing with sad
and mourning people all day
long! In our business we cele-

brate every day! We're joyful
every day and we cheer people
on...its just a GREAT INDUS-
TRY!

Why Club Industry Wizard
Laury Hammel
Values IHRSA Greatly!

Laury - 1. 1 thorough-
ly enjoy being a part of this rel-
atively ‘mew industry’. Because
it was so new, we had a trade
association that came in and
brought great energy and a fiesh
perspective. Our Association
was born with a veritable cornu-
copia of ideas and great enthusi-
asm. We always look to inno-
vate, and in John McCarthy, we
had a leader that shared that
“Vision’. IHRSA has built this
industry. ‘I feel that IHRSA cre-
ated this industry as much as
this industry has created
IHRSA’. That’s an amazing
statement and accomplishment.
I consider myself to be a club
owner that is a ‘product of
IHRSA’.  When I started in
1980, my club was a tennis-only
facility. Without IHRSA T don’t
know if I would have gone into

fitness at the same time and in
the same ways that I did. Idon't
know if I would even still be in
business because 1've learned
so much and have gotten so
much help from the experience
of IHRSA as a whole. T've
learned an awful lot from the
club owners that I’ve gotten to
know and love. The presenta-
tions I’ve heard at the [HRSA
Conventions and Conferences
are always on the cutting edge. 1
really feel that ITHRSA is largely
responsible for the massive
number of health clubs in this
world and has set the standards
for how we manage and pro-
gram our clubs.

2. 1 have literally got-
ten hundreds of specific pro-
grams, ideas, concepts and tools
that I could take back and use
for my business.

3. My staff has been
trained and motivated to a
degree that never could have
happened without IHRSA.

4. It keeps us excited
and jazzed up and enthusiastic
about our ‘Mission and Vision’.

So, I am a huge fan of

(See Laury Hammel page 26)
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The innovative CYBEX Arc Trainer has received the prestigious Nova7 Award two years
in a row. Need more reasons to switch to the Arc? Visit arctrainer.com or call 774 324 8000.
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continued from page 24

IHRSA and a huge fan of our
club industry. 1 feel incredibility
lucky to be part of this great
industry. It ROCKS!

CIN - Laury, I know I also feel
the way you do about IHRSA,
and so do our friends in our
great industry across the world.
But, I want to tell you, Laury
Hammel, YOU have been an
enormous contributor to the
hugely productive and loving
organization called IHRSA and
to this fitness industry across the
world. I really mean that sin-
cerely. Because I have been
involved in and cared about
THRSA since the early days in
1980, when Rick Caro and I
spent many long distance phone
hours creating IHRSA, it is just
wonderful for Rick and me to
see IHRSA’s status in the world
now. What we’ve all done as a
TEAM and made happen over
the years is a very wonderful
testimony on the “Power of
Great Teamwork”! And very
importantly I think, IHRSA has
been and will continue to be
very important and good for
America and the rest of the
world.

Laury - Well Norm, I want to
thank you and Rick for making
this thing called IHRSA happen!
I was a member of the ‘old’
association, the National Tennis
Association (NTA), and one day
I got a fax from you guys telling
me that you had just combined
the NTA with the National
Court Clubs Association to form
anew organization called IRSA.
I reacted by saying, ‘Great’ and
I sent my check in right away

(Author’s note: International
Racquet Sports Association
(IRSA) was the original name of
IHRSA until the letter “H” for
Health was added in the sum-
mer of 1994).

Q. Please describe the “Service
Breakthrough Project”?
A. The “Service Breakthrough
Project” was one of the most
profound experiences I’ve had
in my business life. I worked
with 10 owners of clubs across
the country who were commit-
ted to dramatically improving
the level of member service in
clubs. We just felt that, at that
time in 1992, there was not
enough focus and attention
being paid to Member Service
in IHRSA. I think IHRSA does
spend a lot of time now talking
about service, but there is still,
to this day, more time focused
on sales and numbers, etc.
Todd Pulis, IHRSA’s
3rd President, (behind you
Norm and Rick Caro 2nd
President), was one of the key
people involved. Todd intro-
duced us to a book called
“Service Breakthrough”. We
took that book and engaged in a
three-year project called the
“Service Breakthrough Project”
to totally ramp up service in
clubs across the country. We
felt that if the industry, as a
whole, was providing better
service in clubs, then the whole
industry would grow. That was
our way of trying to make a
‘statement on service’. We pro-
duced an inch and a half thick
book and donated it to IHRSA.
They made the book available to
people in the vast THRSA
library of educational materials.
Part  of  the “Service

Service Breakthrough Project Team

* John Atwood, The Longfellow Clubs, Natick and Wayland, MA

* Beth and Bill Beck, ClubFit Jefferson Valley, Jefferson Valley, NY
 Julie and Kevin Boorse, Sports Club Mgt. Inc, E. Stroudsburg, PA

+ Jack Dennison, Cedar Springs Athletic and Racquet Club,

Burlington, Ontario, Canada

* Rene Ellington, The Renaissance Club, Phoenix, AZ

* Myke Farricker, The Longflelow Clubs, Natick and Wayland, MA
* Laury Hammel, The Longflelow Clubs, Natick and Wayland, MA
» Carole Oat, New England Health and Racquet - Bristol, Bristol, CT

¢ Faith Pulis, The Thoreau Club, Concord, MA

« Kathy Schilling, New England Health and Racquet - Hanover,

Hanover, MA

* Ernie Zaik, Western Reserve Club Family Sports Center, Tempe, AZ

Breakthrough Project” involved
us ‘auditing’ each others clubs
using a powerful 35-page audit.
When you are evaluated by your
peers, it really makes you think
and work hard. It was a power-
ful program that had ramifica-
tions beyond our own clubs.
When we gave that seminar at
the IHRSA Convention in 1996,
there was a ‘packed house’ with
standing room only! Six people
represented our group. We
passed out the materials and
many people told us afterward
that it was the best seminar
they’d ever heard. For me, it
was a wonderful experience to
be able to work with people in
the industry who are so commit-
ted to a similar cause. It was

PROFOUND...LIFE CHAN- |

GING STUFF!

Q. Laury, you also contributed
to IHRSA through your involve-
ment in the development of
Convention Focus Groups.
Please share that experience
with us.
A. One of the things at [HRSA
that I was pushing for was to get
more activity and interaction so
there would be more opportuni-
ty for my staff and other peo-
ple’s staffs to come together. My
staff would kind of ‘stick
together’ because they really
didn’t know the other attendees.
This was in contrast to what I
would do at the Conventions,
which was to network a lot,
because I knew a lot of the peo-
ple, and I love ‘networking’ at
the Conventions.

So, we set up these
‘Focus Groups’ under different
topics that would be suited for
managers, sales people, service
people, etc. Each group would
meet for an hour and a half. We
pre-trained all the focus group
leaders before the meeting. To
start each day off, I got up and
‘led a fun little song’ and talked
to the groups about the goals of
each Focus Group. We had these
special sessions on two different
days, and they went really well.
People had a chance to learn
from each other, ask questions
of their peers, get new ideas and
get to know other people who
shared the same goals and chal-
lenges. It was GREAT! For
some reason, IHRSA stopped
offering those Focus Groups
(Author s Note: Laury should be
happy because in our August
issue during Part Il of Joe
Moore's Special Edition Report,
Joe indicated that IHRSA was
moving back to more focus
group activity!).

Longfellow Health

0. Laury, please describe your
world class  programming
offered in all of your clubs and
your Programming leaders.

A. This is an area that we at
Longfellow are excited about.
Anyone can lease a space and
throw together a bunch of high
quality equipment, but bricks,
mortar, and equipment, a health
club do not make. A health club
is a place where people can be
trained, educated and motivated
to get healthy. It’s our feeling
that the quality of the staff and
the effectiveness of the pro-
grams is what will differentiate
a real health club from a place
that poses as a health club. All
of our departments are expected
to offer a variety of programs
that address the needs of our
members, and as a result, we
have a very active membership,
each of whom really looks for-
ward to coming to the club.

We pride ourselves in
being leaders of the industry in
creating fun, educational and
motivational fitness games.
We’ve offered innovative games
that educate our members to the
importance of strength training,
on our formula for healthy aging
and living to be a centenarian,
on cross training, and many
more... We’re particularly fortu-
nate to have the ‘mother of all
fitness games’ - Teresa Newton-
Moineau as our Group Exercise
Director. She is a well-spring of
creative energy, and every three
months, she comes up with a
new and creative game that has
a fun twist and includes one or
more important health mes-
sages. Our walls are filled with
cards from the 200+ people who

Longfellow Holistic Health Center

participate, and they can be seen
writing down their results to
make sure they complete the
game and receive the wonderful
surprises of sweatshirts, bags,
head phones and many more...
These games are of
course much more than games.
These motivational programs
support our members in keeping
their commitments to them-
selves, teach them important
lessons, and create a social
atmosphere of fun at the club.

0. The Longfellow Clubs are
also noted for directing the only
national junior tennis tourna-
ment in New England. Share
that very important aspect of
your club operations along with
your readers in this area with us
please.

A. Since 1981, Longfellow has
hosted the only national junior
tennis tournament in New
England, which currently is
called the USTA Boy’s 16’s
National Open. Managers Myke
Farricker and Denise Griffin
direct this wonderful event and
they do a spectacular job.
Denise also is the Tournament
Director of the New England
Sectional Junior Championships
and the New England Junior
Hardcourt Junior Champion-
ships - the two largest tourna-
ments in New England. We also
host over 30 USTA tournaments
a year.

Our national tourna-
ment has included many great
tennis players such as James
Blake, Andre Agassi, Luke
Jensen, Aaron Krickstein, and
Jim Courier to name a few. We

(See Laury Hammel page 27)
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thoroughly enjoy hosting this
event and bringing high quality
junior tennis to New England.
We emphasize good sportsman-
ship and having fun as a way to
develop character, as well as
reaching their full tennis poten-
tial. On opening night at the
player’s meeting, I morph into
my alter ego, ‘The General’. I
don an army helmet and lay
down the law to the juniors
through song (singing Every
Hook You Take), and I direct a
fun game show. They get the
message and are simultaneously
amused.

We do these tennis
events to promote our industry,
to bring excitement to the club,
and most of all, because it is the
right thing to do. We have
received so much, and we
should give back whenever we
can.

THRSA 23+ year veter-
an and now retired, Rick
Devereux, commented on Laury
Hammel, “Club industry leaders
must be innovators and sur-
vivors. No one I’ve known has
systematically generated more
new ideas and creative pro-
grams for members and staff
than Laury Hammel - or tried
harder to implement a lot of
them. Every operator can learn a
lot from his experience: both his
successes and failures. And, all
would envy his energy.”

Q. Laury, in Part I, you men-
tioned you had written a book
on something you’re very pas-
sionate about. Tell us about
your book on “Socially
Responsible Business”.

A. I’ve founded several business
organizations committed to
changing the world through the
institution of business. I’ve also
been a member of the Social
Venture Network (SVN), a

group of business leaders com-
mitted to transforming business
and building an economically
just and sustainable world.
SVN is doing a book series
about how ‘Values-Driven
Businesses are Changing the
World’. They asked me and Gun
Denhart (the founder of the
Hannah Anderson child clothing
catalogue) to write a book
focusing specifically on how
businesses can contribute to the
community, and that’s exactly
what we’re doing.

It’s titled ‘Growing
Local Value - How Values-
Driven Businesses Can Build
Strong Communities’. It’s being
published by Berrett-Koehler,
and it should be out by next
spring. In fact, I’'m speaking at
the 25th ITHRSA Convention on
this theme, and specifically, on
how health clubs can build
strong communities. I encour-
age our industry to read the
book when it comes out and find

P We designed this
exerciser with all
your members

in mind.

The NuStep TRS 4000 Recumbent Cross Trainer is one of the most

versatile and effective exercisers in the industry. Any member can

use it - from those living with illness or injury - to the baby boomer

fitness enthusiast hoping to avoid stress on the knees. Ideal for

helping members maintain and improve their overall function level

in a wide variety of comprehensive fitness programs. As the first to

introduce the recumbent cross trainer to the market, NuStep, Inc.

is proud to offer this valuable exerciser to your facility.

To get a free information packet or to buy direct call us today

at 1-800-322-2209.

We Transform Lives
by Improving
Health and Wellness.

(nusrer)

‘We Transform Lives.

www.nustep.com
1-800-322-2209
Ann Arbor, MI

out the many exciting things
that businesses are doing to help
strengthen communities.

One of the themes of
this book is that when business
leaders make decisions, they
need to consider the needs of all
stakeholders - customers, staff,
stockholders, management, the
community and the environ-
ment. This is why locally-
owned, independent businesses
have such an advantage over
chains. So often, chains are tied
to one stakeholder - the stock-
holders and the financial bottom
line. I’ve seen so many exam-
ples of fine clubs being pur-
chased by chains and losing
their heart. They no longer
appear to care about the needs
of all stakeholders. This is why
I’'m doing what I can to encour-
age and support locally-owned,
independent operators to not
sell-out, but preserve the won-
derful clubs they’ve created.
Let’s keep the legacy alive, the
legacy we’ve worked so hard to
develop.

0. Laury, I imagine you're
familiar with the new Planet
Fitness operations and other
“Low Cost Clubs”. Do you
have them (Planet Fitness) com-
peting with you yet? What are
your thoughts on the new “Low
Cost” Competition?
A. We are fortunate that we have
few of what you call “Low
Cost” competitors. This is part-
ly because our clubs are not in
densely-populated areas and the
average income is very high.
Our market also has a number of
strong, high-quality, independ-
ent IHRSA clubs as friendly
competitors, including: the
Thoreau Club (which was part
of the “Service Breakthrough
Project”), Dick Trant’s Weston
Racquet Club, and the Wayside
Racquet Club. I like to think
that, together, we’ve set a stan-
dard of excellence that our mar-
ket now expects.

The price a club
charges is not really the way I
would frame this issue. On the
one hand, if a club does a great
job and offers members a way to
get healthy and enjoy life, isn’t
$150 a month a small price to
pay - and therefore a “Low Cost
Club”? On the other hand, it
seems to me that if a club can
find a way to provide superior
service to the members at a
below market price, then I con-
gratulate them. However, if a
club operator is paying their
staff well, training their staff
effectively, providing great

facilities, and offering superior
member service, the price of
membership cannot be “Low
Cost” in comparison to other
clubs.

After owning and oper-
ating clubs for over 25 years,
I’ve observed that the clubs that
are still around and thriving are
those who charge a fair price
and provide a great value.
Those that sell memberships for
$29 a month have eventually
gone out of business. In fact,
clubs that sell memberships at
well below market rates are not
actually generators of members,
they actually are in the business
of creating former members.
They can’t service the needs of
everyone who joins, and they
know it. They’re planning on
people giving up and not using
the club. It’s in their business
plan.

Unfortunately, our
industry then has to pick up the
pieces. Thousands of these ex-
members are now cynical about
their ability to change their
lifestyle and skeptical about the
value of a health club. In con-
trast, The Longfellow Clubs
(like many IHRSA clubs) has a
vision that every single person
who joins will experience suc-
cess and improve their health.
We want them to use the club
and use it often. This is what
THRSA is all about, and it is the
future of our industry.

Laury Hammel
Passionate On Fight
Against Obesity!

Q. As you know Laury, I am
publishing in  this, our
September issue your letter/arti-
cle addressed to John McCarthy
on Obesity. I have read your
updated version, and it is excel-
lent. Please give us a ‘nutshell’
overview of your Obesity article
in this issue for our readers.

A. My concern about the issue
of obesity, from a health club
owner’s perspective, is that I
recognize we have a National
Obesity Crisis. The issue of
obesity in America, where the
average weight and the number
of people who are overweight
and clinically obese is rising
every single year in the United
States must be brought under
control!

The Obesity crisis is
being caused by a combination
of two problems:

1. The steadily declin-
ing quality of the food people
are eating. Many people now

(See Laury Hammel page 28)
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are eating. Many people now
consume food that is very high
in calories and very low in
nutritional value.

2. People everywhere
are much less active! They are
walking less, exercising less,
moving less and their jobs are
sedentary in nature. Compared
to 100 years ago, millions of
Americans are obese today
because they simply live totally
inactive lives and they consume
much more calorie-laden food!

This has become a
treacherous combination for our
nation! People are moving less
and eating more. This is result-
ing in a real health crisis in our
culture because people are so
negatively impacted health-wise
by being obese. They experi-
ence both short-term and the

long-term problems caused by
obesity that are really treacher-
ous. These problems include:
all forms of cancer, heart dis-
ease and diabetes. As a health
club owner I am committed to
creating a world where people
live happy, healthy, vibrant and
balanced lives. I am concerned
about this crisis. I want to do
what I can to support the fight
against obesity. That’s why I
wrote the original letter on obe-
sity and have updated it for its
2nd publication in this issue of
CLUB INSIDER.

On top of the two
major causes of obesity: moving
less and eating more, we have
this major problem in American
society of ‘body image’. This is
increasingly so in young people
because we’re being inundated
through print, TV, movies and
computers with people’s ‘con-
cern with body image’. In

> i
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essence, the messages are ask-
ing for a ‘body image’ that the
average person cannot achieve.
Many people end up having this
constantly nagging feeling that
we re not good enough because
we don’t look the way maga-
zines, TV ads, etc. are saying we
should look.

24 Hour Fitness
Billboard In
San Francico Area:
“When the Aliens Come...
They Will Eat the
Fat Ones First!”

In addition to people
being hammered by that ‘body
image’ message, whom for an
obese person is very discourag-
ing, people who are overweight
and obese are being made fun
of. They are laughed at and
Jjoked about. 1 consider that to
be the lowest form of humor

gub care,

The Longfellow Club Café

because it is easy to make fun of
people who are downtrodden,
having challenges and difficul-
ties. 1do not find that amusing.
That’s why I was so upset about
the Billboard ad that came out
six years ago by 24 Hour
Fitness. I feel that billboard was
inhumane and just cruel. I
objected because that billboard
was picking on people who were
already suffering from huge self
esteem issues.

My job, as a health
professional is to be incredibly
committed to eliminating the
problem of obesity, but at the
same time, NOT to attack the
people that are the victims of
obesity!

CLUB INSIDER - 1
want to thank Laury Hammel
and his Team as well as Alan
Schwartz and Rick Devereux
for their contributions to this
Part I and Part II Series. Laury

Hammel’s story is an extremely
interesting and very compelling
one. His feelings about
America’s battle with Obesity,
first articulated and published
by CLUB INSIDER in 1999,
have been revised and updated
and are set forth as one of our
Page #3 articles for this issue.

(Norm Cates, Jr. is the founder,
owner and Publisher of The
CLUB _INSIDER News. Cates
was the Ist President of IHRSA
and a Co-founder of the
Association in 1981. Cates a
31+ year veteran of the club
industry was honored by IHRSA
with its 2001 Dale Dibble
Distinguished Service Award.
Cates may be reached by phone
at: 770.850.8506 or by email at:
clubinsidernews@mindspring.c
om)

Weekly Marketing Insights
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...Norm’s Notes

continued from page 8

countered this afternoon
by announcing:  “The
Company Expects to File
Financial Statements by
November 30, 2005 and the
Company Intends to Notice
and Hold Annual Meeting of
Shareholders in Mid-to-Late
January 2006.

e Don’t miss the new page
#14 ad for our new advertis-
er: MarketMyClub.com ! A
unique Canadian couple,
ROBB BUDDO and SHER-
RY ROBB, have assembled
an amazing and extremely

well done club promotion
product line for you. Go to:
www.MarketMyClub.com
and check it out!

o Welcome back to a great
equipment manufacturer...
CYBEX International!
Check out their ad about
their Nova 7 Award Winning
Arc Trainer (won Nova 7
Best Product Award voted by
clubs for two years in a
row!)

oIf you’re company manu-
facturers equipment or sells
big ticket items...check out
our now available

Primo Ad Pages: #5 and our

Outside Back, Cover page #32
this month!

e GOD Bless our fellow
Americans in the Gulf
Region Katrina Disaster
zone, our Troops, Airmen
and Seamen in Iraq as they
fight for our Freedom, the
families of our servicemen
for they too sacrifice greatly
for all of us and the poor
citizens of Iraq as they try to
survive the relentless attacks
by the insurgents. GOD
Bless you all and GOD
Bless America! STAY
TUNED!

by Fax!
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> Immediately-usable marketing
action ideas in each issue — in
your hands every Friday morning

Only $179.00 per year (Less
than $3.50 per week).

Fax to: 212-987-4227
(Ask for a sample issue)

A PUBLICATION OF CLUB MARKETVISION 3
177 EAST 87TH STREET, SUITE 301, NEW YORK, NY 10128

mgmivision@aol.com




Lelebrating Two Decades of
Uniting the Entire Fitness Lommunity and
Providing Solutions for Every Type of Facility

Be There When Club Industry Celebrates its 20th Anniversary of
Serving the Changing Needs of For-Profit and Non-Profit Operations Alike!

|
all

. TV, YIr. L J, T4
FREE Keynote a = ﬁ ’

Address

John Gray )

Best-Selling Author — “le l:llnfel'elll:e & Ellllllsillon "“'

Men are From Mars, P

s e Health & Fitness Facility Management

November 2-5, 2005 McCormick Place Chicago, IL

Conference: November 2-5 B Exhibits: November 3-5

The First of its Kind This was the promotional announcement of a new trade show made by the publishers of Club

i Industry magazine in 1986. It was a promise that was kept that year...and improved on ever since.
...for three days in November, the

pages of Club Industry will burst to
life in Chicago at our first trade
show and seminar program.

Club Industry is designed to be an information environment that provides solutions to owners, operators
and managers of all types of fitness facilities. A trade show that enables these pros to find everything they
need to retain existing clients and recruit new ones.

The main reason Club Industry—and those who attend it—have continued to grow and prosper for these

We promise ke it will be like no turbulent 20 years is that it has evolved into the focal point for monitering the ever-changing needs of
other show you've ever attended. diverse and growing landscape of the commercial fitness marketplace.
clun Qur anniversary present to you is to keep on delivering the information, new products and networking

opportunities that make it must-attend event. Make your plans now.
==industry 86

- C’mu_ﬂm_,[ Check our website: www.clubindustryshow.com
' Call 800-927-5007 or 203-358-3751
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trainer.

Your power team
helpers are endless. They will
work in the spa, at the front desk
or in the kids club. They will
come from the experienced

trainers who are already full.
They all field questions about
fitness and have opportunities to
mention your name. Do not
think these referrals will happen
just because you have good cre-
dentials or several specialties.
Your teammates will help you
because you take the time to

help them, get to know them and
show them who you are as a fit-
ness professional. (Tip: make
sure they have plenty of your
business cards!)

Good luck getting in
front of more people. If you
enjoy people and have a passion
for helping people change their

life through exercise, prospect-
ing will always be fun and easy.
As you meet one on one with
your prospects, be sure to let
your care and enthusiasm come
through. That will be the num-
ber one reason they buy from
you.

“What you will do matters. All

you need is to do it.”
Grahn

-Judy

(Karen Kirby is the President of
Health Style Services. She can
be reached at (210) 884-2620)

Lifestyle Family Fitness Announces Grand Opening of 27th Location

ORLANDO, FL. — Lifestyle
Family Fitness, the largest pri-
vately held co-ed fitness chain
in Florida, held Grand Opening
celebrations for its newly built
Apopka facility on Friday, Sept.
23 through Monday, Sept. 26,
2005. The $2 million fitness
center is located at 3030 East
Semoran Blvd., Orlando, Fla.,
in the Colonial Shoppe’s Bear
Lake Center. The new facility is
Lifestyle’s third location in the
Orlando area and 27th compa-
nywide. Lifestyle also owns
and operates two other fitness
facilities in the Orlando area and
plans to open additional loca-
tions in Orlando in the next 12
months.

Amenities in  the
31,000 square foot facility
include the latest strength and
cardiovascular training equip-
ment, as well as a group fitness
area that will feature a $20,000
suspended wood deck floor sys-
tem. Other amenities include
group fitness and cycling class-
es, on-staff Certified Personal
Trainers, standing tanning
booths, locker rooms and a
Kids’ Club (childcare services).

Grand Opening festivi-
ties included: FREE health
screenings with health-related
vendors, world-class group fit-
ness demonstrations, personal
training clinics including func-
tional, strength and flexibility

NO rm Cdt?q

@ﬂunt@ Tnsider

NEWS

INFORMATION REQUEST

If you would like to receive information from or be contacted by
advertisers in this issue just clip or photocopy this form, mark the block(s)
of the respective companies, complete the information requested in the
blanks and fax to the number shown.
Please mail information to me Please contact me at the
number written below

Name:

Club or Company Name:

Address: City:

State: Zip:

Phone #: (___ ) - Fax #:( ) |

E-Mail:

training, hourly raffle prize
giveaways all weekend that
include  gift  certificates,
Lifestyle gear and more club
tours of the new, state-of-the-art
facility. Food and refreshments
will be provided by local ven-
dors

“We are excited to
enter the Apopka community as
well as expand our presence in
Orlando,” said Geoffrey Dyer,
Lifestyle  Family  Fitness

President and CEO. “We look
forward to continuing our strong
relationship with our Orlando
area members. We believe new
members will find we provide
the highest level of customer
service, an impeccably clean
and well-maintained facility,
and the latest programs and
equipment to help keep them
motivated and excited every
time they visit the club.”
Lifestyle’s mission is

Filness Management

MAGAZINES

to fulfill members’ needs and
build lasting relationships
through a fun and friendly fit-
ness experience. And, as with
all Lifestyle Family Fitness
clubs, all new members will
enroll on a month-by-month
basis with no long-term con-
tracts. Lifestyle also offers new
members a 4-week money-back
comfort guarantee and three
complimentary sessions with a
certified personal trainer.

Join Our Team of

Professionals!
Opportunities Available
Throughout the Southeast

American Club
Systems, Inc.

NOW HIRING

General Managers
Sales Managers
Personal Training Directors
Personal Trainers

(Positions available in Coed &
Women’s Only Clubs)

$75K to 100K earnings
potential

If you are Career-Oriented,
Self-Motivated, Energetic and
interested in developing the

skills
and knowledge to succeed in an
exciting industry
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NEW & IMPROVED

» Marketing Resources

B — . ALL RESOURCES ARE
i -, DEVELOPED SPECIFICALLY
FOR THE US & CANADIAN

MARKETS

“The
launch classes
were fantastic! It's
amazing to see how much
thought BTS has put into making
these programs. Staying with the
BTS Team and changing the names of
our programs were a small
inconvenience for the limitless
opportunities to reach broader

A DIRECT MAIL

DVD THAT populations."
- Jason F. West, President, North
PRODUCES SIX Columbus Athletic Club

TIMES THE RESPONSE
RATE VS. DIRECT MAIL
(based upon study done by the
Wharton Business School)

CALL TODAY
TO RECEIVE A FREE COPY
OF THE BTS DIRECT MAIL DVD!

800.729.7837
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