




 How many of you 
remember when the STEP 
did not exist in this industry?  
How many of you remember 
when wood boxes were first 
used for make-shift steps for 
group exercise participants?  
How many remember the in-

convenience of movement of 
those heavy wood boxes, the 
torn carpets and the broken 
mirrors, caused by a heavy 
wood step being dropped too 
close to a mirror?
 How many of you 
stepped with joy when The 
STEP Company began to sell 
the first ever molded plastic 

STEPs taking the club world 
by storm, ultimately arriving 
in 18,000 clubs in the US and 
serving literally millions and 
millions of health, racquet 
and sports club members?
 Fast forward 17 
years.  The STEP Company 
still provides this great qual-

 There are now over 
1 billion obese/overweight 
people on earth.  The prob-
lem is now worldwide and 
has officially been labeled 
a pandemic.  Webster’s dic-
tionary defines the word pan-
demic  “Of all of the people; 
widespread: general; medi-
cal epidemic over an espe-
cially widespread geographic 
area.”
 “This insidious, 
creeping pandemic of obe-
sity is now engulfing the en-
tire world,” said Paul Zimmet, 

Chairman of the meeting of 
more than 2,500 experts and 
health officials.  Zimmet, a 
diabetes expert at Australia’s 
Monash University, said there 
are now more overweight 
people in the world than un-
dernourished, who number 
about 600 million.  Zimmet 
sounded this alarm during a 
speech opening the week-
long International Congress 
on Obesity held in Sydney, 
Australia September 3 -9th, 
2006. 
 The World Health Or-
ganization says more than 1 
billion adults are overweight 

and 300 million of them are 
obese, putting them at much 
higher risk of diabetes, heart 
problems, high blood pres-
sure, stroke and some forms 
of cancer. 
 People in wealthy 
countries lead in overeating 
and not doing enough physi-
cal activity.  But, those in the 
poorer nations of Asia, Africa 
and Latin America are quickly 
learning bad habits, experts 
said. 
 Dr. Phillip James, the 
British Chairman of the Inter-
national Obesity Task Force at 
the International Association 

of Agricultural Economists 
held in Brisbane, Australia 
said, “We are not dealing with 
a scientific or medical prob-
lem. We’re dealing with an 
enormous economic problem 
that is going to overwhelm 
every medical system in the 
world.”
 In Brisbane, Austra-
lia, Professor Barry Popkin 
of the University of North 
Carolina, while addressing 
the International Association 
of Agricultural Economists 
said, “All countries, both rich 
and poor, have failed to ad-
dress the obesity boom.”  He 

also reported that the number 
of overweight/obese people 
had topped 1 billion.  Popkin 
said that changing diets and 
people doing less physical 
exercise was the cause.  
 Popkin said the 
change had happened rela-
tively quickly as obesity was 
spreading rapidly, while hun-
ger was slowly declining 
among the world’s 6.5 billion 
population. He said, “Obesity 
is the norm globally and un-
der nutrition, while still impor-
tant in a few countries and in 
targeted populations in many 

 Donna Krech is in-
volved in a very important 
coincidence in time.  That is 
the crossing of her path in 
life with what is now a world-
wide problem, an American 
and worldwide obesity/over-
weight pandemic with over 1 
billion overweight/obese and 
300 million of those, clinically 
obese. 
 Krech has spent over 
25 years learning from and 
serving the obese/overweight 
American.  
 Her rising tide has 
now collided with America’s 
obesity pandemic.  She is ful-
ly prepared and ready.  She 

shares here preparation, ex-
perience and knowledge with 
you here and now.  
 Donna Krech’s des-
tiny is to continue her pas-
sionate pioneering work and 
advance her current status as 
one of America’s truest and 
most knowledgeable leaders 
in the fight against the obe-
sity/overweight pandemic.  

A candid - hard hitting in-
terview with Donna Krech 

sharing her 25 years of 
experience, knowledge 
and focus on the over-

weight/obese human being
 I am pleased to pro-
vide an interview with Donna 
Krech recalling her amazing 

25 -year career chocked full 
of experiences, knowledge 
and focus on the minds and 
bodies of the overweight/
obese population.  She of-
fers many solutions here to 
improve your club’s bottom 
line.
 Donna Krech truly 
believes her Thin&Healthy’s 
Total Solution® programs, de-
veloped over years and years 
of work in both the weight loss 
center and the fitness center 
business, provides a truly 
“new -hybrid” weight loss way 
that may be adopted by clubs 
now to address this vast, vir-
tually untapped market for 
health clubs.  I believe she is 
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 • Hello everybody!  
This is your friendly CLUB 
INSIDER Publisher since 
1993 checking in!
 • Be sure to copy and 

take our advertiser’s exhibit 
list for the CLUB INDUSTRY 
Trade Show with you to Chi-
cago.  It appears at the bot-
tom of this page.   Please 
visit, learn from and buy from 
our advertisers.  They will 
treat you right. 
 • IHRSA’s search 
for a new and permanent 
CEO/President continues…
the best choice continues 
to be the one and only: Joe 
Moore.
 • I and many oth-
ers were very moved by the 
video taped presentation at 
Augie’s Quest in Las Ve-
gas.  AUGIE NIETO and his 

lovely wife LYNNE are brave 
people.  Augie has LOU 
GEHRIG’s disease.  The dis-
ease is also known as ALS. 
ALS was a big focus of the 
Muscular Dystrophy As-
sociation (MDA) Labor Day 
Telethon hosted by the one 
and only JERRY LEWIS.  Au-
gie Nieto and IHRSA’s JULIE 
MAIN were featured with Jer-
ry Lewis during the telethon 
when Augie presented MDA 
with two checks totaling $4.2 
million.  During the videotape 
airing Lewis was shown pull-
ing out his red handkerchief 
and wiping his tears away, his 
tears were just like the tears 

I shed as I sat in the back of 
this big room watching these 
video segments.  I am told 
there were many other tears 
in this room but I did not see 
them as I had to leave, fear-
ing an outburst of my own 
personal emotion.  I returned 
to my room in my Rio Suite 
and sat down and began to 
write.  What I wrote does not 
fully appear here in this issue. 
It will appear at another time.  
But, the event continued and 
$100,000 was raised for Au-
gie’s Quest.  This followed 
$1,045,031 and $2,813,649 
raised at two previous Au-
gie’s Quest events held in 
September, 2005 and March, 
2006 at the NFTJ Show and 
IHRSA25.  
 Part of what I wrote 
in my Rio Suite right after I 
left the Augie’s Quest event is 
here and I quote from my yel-
low pad:  “I just cried.  Now, I 
have dried my tears.  Tears of 
sorrow.  Tears of heart break.  
Yet, tears of hope.  I sit here 
stunned.  I am stunned be-
cause of what I’ve just wit-
nessed…the savagery of 
ALS, Lou Gehrig’s disease … 
on Augie Nieto.  It’s Augie’s 
disease now.  This disease is 
a brutal, unrelenting, savage 
crippler of human beings.  It 
attacks the greats, the near 
greats, the have beens and 
the never weres, without re-
gard to status, achievement, 
notoriety or wealth.  It is now 
crippling our good friend, Au-
gie Nieto.  My heart is in ag-
ony for Augie and Lynne and 
their family.  My heart says 
Augie will win.  My heart says 
Augie will make a difference.   
My heart aches for his con-
dition now and pulses with 
agony in anticipation of the 
continued march on Augie’s 
body.  I urge all of you to give 
whatever you can to Augie’s 
Quest.  Let’s change HOPE 
to JOY!  Go to: www.augies-

quest.com and give today be-
cause Augie’s disease could 
be our disease on any day.
 • The Augie’s Quest 
event was part of the 25th 
Annual National Fitness 
Trade Show Awards Ban-
quet.  We should all congrat-
ulate and thank WALLY and 
MESCHELLE BOYKO on 
their 25 years of service to 
this industry.  And, congratu-
lations to LARRY SCOTT as 
he was honored with WALLY 
BOYKO’s annual NFTJ Life-
time Achievement Award.  
Scott and previous winners 
are a who’s who in the his-
tory of the health club indus-
try. Congratulations to the fol-
lowing NFTJ Distinguished 
Service Award Winners:  
JOHN URMSTON,  DEAN 
KATO, AL ROUSSEAU, 
CHRIS HENNO and GREG 
MALOLEY.  Congratula-
tions and thanks to CHUCK 
LEVE, MEREDITH POP-
PLER and TOM HUNT and 
the rest of the IHRSA Team 
on a job well done! The 
NFTJ Trade Show was held 
along with IHRSA’s 2nd An-
nual Club Business Entre-
preneur Conference and 
over 450 from around the 
country came to hear these 
terrific speakers: THOMAS 
PLUMMER,  CASEY CON-
RAD, MICHAEL SCOTT 
SCUDDER, MIKE KINCAID, 
WILL PHILLIPS, KAREN 
WOODARD-CHAVEZ, PAUL 
BROWN, ANTHONY BAY-
NARD, NANCY KOURIS 
and ANNETTE LANG.  In 
addition, ACE held its Inter-
national Fitness Sympo-
sium, JERRY KAHN was 
there with his IPFA group, 
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 PANDEMIC.  WEB-
STER’s Dictionary defines 
pandemic as:  “Of all of the 
people; widespread: general; 
medical epidemic over an 
especially widespread geo-
graphic area.”  
 Now…1 billion peo-
ple on planet earth are over-
weight or obese.  300 million 
of the 1 billion are obese. The 
700 million overweight are on 
their way, “eating bad foods 
and languishing in inactiv-
ity. Many of these 700 mil-
lion earn their obesity stripes 
the hard way…one bite one 
case of beer one TV show 
one online session one car 
ride one sedentary day at 
a time.”  And, America has 
a huge obesity/overweight 
feeder system that must be 
stopped…America’s chil-
dren.  
 As of the last offi-
cial counts in both 2004 and 
2005, approximately 41.3 mil-
lion Americans are members 
of health clubs.  That’s just 
14% of the U.S. population.  
That leaves 240 to 250 mil-
lion others who are not mem-
bers.  
 That is because 
the 196 million overweight/
obese Americans and health 
clubs are significantly dis-
connected. (As I wrote in my 
book “Leaving FAT City”). 
 There is a huge gap 
between the minds of the 
American obese/overweight 
consumer and America’s 
health and fitness club indus-
try.  
 This has been caused 
by: a history of our industry 
we must overcome; a lack of 
TRUST in our industry’s edu-
cation, professionalism and 
caring hearts and an image,  
a belief by many American 
obese/overweight consumers 
that health and fitness clubs 
are ONLY for FIT people, not 
for them!  
 FLAT LINE mem-
bership growth two years in 
a row in our industry? YEP.  
And, during those same two 
years the industry added 
1500 clubs per quarter or 
6,000 clubs per year!  (Says 
Thomas Plummer’s during 
his comments in Las Vegas 

on September 7th)
 If you are put-
ting up new clubs rapidly 
I wonder if you are really 
thinking about the fact that 
club supply is overrunning 
potential membership de-
mand before investing your 
money in new clubs.  
 And, I ask, “How 
many of you are simultane-
ously truly pursuing new op-
portunities for growth of your 
business within your existing 
clubs?  
 Those of you who 
seek the new opportunities 
from the vast, untapped mar-
ket of at least 187* million 
Americans and untold others 
around the world, might truly 
be the smartest thinkers of 
America’s 21st century health 
and fitness club industry.  
(*187 million calculated by 
subtracting 9 million morbidly 
obese from total of 196 mil-
lion obese/overweight Ameri-
cans.)  
 The question now is:  
“WILL the health, racquet and 
sportsclub industry truly step 
up to this worldwide obesity 
pandemic challenge?”  
 Part of the answer is: 
A few club owner/operators 
have already stepped up.  
 The rest of the an-
swer is:  “There are thousands 
of club owners out there who 
would do well to RETHINK ev-
erything in their growth plans. 
Are you amongst them?  
 We all need to care-
fully consider the comments 
of one of the world’s great-
est exercise and fitness re-
searcher and scientist:  DR. 
STEVEN BLAIR.  Dr. Blair 
made these comments at the 
closing session of IHRSA25 
in Las Vegas in March 2006.  
Blair said and I will summa-
rize, but not quote exactly 
here:  
 Blair - I found the 
Trade Show to be very in-
teresting.  In the front of the 
show were these huge ex-
hibits filled with all kinds of 
equipment.  In the back of 
the show were hundreds of 
small exhibits offering new 
solutions for this industry.  
The exhibits in the front of 
the show were overflowing 

with attendees checking 
out all of the latest equip-
ment.  The exhibits in the 
back had people there too, 
but in far smaller numbers.  
 Continuing and truly 
hitting home with the follow-
ing comment Blair said, It will 
be very interesting to see 
10 years from now if those 
big equipment company 
exhibits will be smaller and 
in the back of the room?  
And, if many of those small 
companies, now offering 
new and true solutions, are 
occupying the front of the 
room in much larger exhib-
its than 10 years before at 
IHRSA25.  
 America, and now 
the world, is fighting a new 
fight…the fight against the 
obesity/ overweight pandem-
ic.  That means to defeat the 
obesity/overweight pandem-
ic, America and the world will 
need new weapons…new so-
lutions now.  I am determined 
to provide you with some of 
those new solutions.  
 Who, amongst all of 
the 6.5 million people on this 
earth, are the most likely can-
didates to BE the SOLUTION 
for this pandemic?  YOU 
are.  The professionals in the 
health, racquet and sports-
club industry everywhere.  
You already have amazing 
arsenals for this fight.  Within 
those existing club arsenals 
lies the ability to win this bat-
tle.  
 There may be 
100,000 health clubs around 
the world. But, few TRULY 
understand the minds of 
the now 196 million obese/
overweight Americans, how 
to reach out to them, how 
to attract them and get the 
obese/overweight human be-
ing into your club and most of 
all, how to work with them to 
truly help change their minds, 
lose their weight and keep it 
off.  
 A few truly under-
stand how to attract and help 
the overweight/obese indi-
vidual… but ALL of us truly 
understand America’s fitness 
center business.  Here it is: 
rent or build a box, fill it with 
equipment, put up a sign and 

sign up members who pay 
your club fees and dues to 
use your equipment.  
 Some hire unprofes-
sional, uneducated, untrained 
and totally uncaring people to 
work in their clubs. And, many 
keep doing the same things 
over and over, yet  somehow 
expect a different result.  
 So, what IS the SO-
LUTION?  The solution is 
America and the world’s 
health club industry learning 
from those who know about 
adding a changed American 
health club message, product 
and presentation to suit the 
consumers during these pan-
demic times.  It’s as simple 
and as complicated as that.    
 I have done several 
things to help America in this 
battle.  And, I am working on 
more.  I will not rest until we’ve 
won this battle in America.
 #1) By age 54, I had 
lived for 54 years fighting 
with weight gains and loss 
and control.  Six years ago I 
started my own program.  I 
lost 110 pounds, 20 inches 
off my waist and have kept 
it off for 5 years now.  I have 
something very important to 
say to America’s obese/over-
weight in my book, “Leaving 
FAT City.”  My book is now 
in its final revision and edit-
ing phase and will be printed 
in October, 2006.  “Leaving 
FAT City” is now available to 
order for just $7 per copy plus 
postage.  For $9.42 this book 
will help you understand the 
mind of the overweight/obese 
person.  Printed books orders 
will be delivered by Novem-
ber 15, 2006 and beyond.   
 #2) In Chicago at 
Club Industry I am founding 
a new professional associa-
tion. I am not creating this 
new association to compete 
with IHRSA or Club Industry 
or anybody else.  In fact, this 
new association is intended 
to help IHRSA and Club In-
dustry focus on the obe-
sity pandemic thus helping 
America and others around 
the world.  For the Chicago 
meeting I’ve invited some of 
the very same leaders refer-
enced above, people who are 
truly in this fight already, to 

become  founding members 
of this new association.  You 
will learn all of the details in 
our October, 2006 edition 
that will be produced the 
week after the Chicago Club 
Industry Show.  My objective 
for this new association is to 
help America and the world’s 
health and fitness clubs 
adapt, prepare and move ag-
gressively forward with a la-
ser-like focus on the problem 
of how to serve this market.  
 #3) I am currently 
featuring as CLUB INSIDER 
cover subjects those who’ve 
taken the lead in this Ameri-
can and world Obesity/Over-
weight battle.  In July SHAWN 
VINT, Founder and Publisher 
of Greenmaple Wellness 
Communications; August,  
TASSO KIRIAKES, Founder 
and President of Bodez By 
Tasso; September, DONNA 
KRECH, Founder and Presi-
dent of Thin&Healthy’s To-
tal Solution®;  next month 
CASEY CONRAD, Founder 
and President of Communica-
tions Consultants,  Healthy 
Inspirations® and now Take 
It Off, a new weight loss pro-
gram for clubs. In November, 
COLIN MILNER, Founder 
and President of the Inter-
national Council on Active 
Aging (ICAA) and in Decem-
ber, ROBERT FERGUSON, 
the Founder and President 
of the DietFreeLife, a web-
based educational program, 
will grace our covers.  
 Next year we will fea-
ture more of the same with a 
focus on this realm by long-
time club owners who’ve ad-
opted and delivered weight 
loss education and services 
for their members for years.  
I would like to hear from any 
long-time club operator who 
has successfully built a weight 
loss/weight maintenance 
component into their opera-
tions so we may share your 
expertise with our readers.  
We want to tell your club’s 
great success story and for 
2007 I will focus on club’s 
who’ve been great over the 
long haul with a focus in their 
club on the obese/overweight 
market.

“Insider Speaks”
Stop the Pandemic!

(See Insider Speaks page 8)
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JEFF KLINGER and several 
hundred ANYTIME FITNESS 
owner/operators held their 
3rd annual convention and 
SupplementsToGo.com 
sponsored the fabulous MS. 
Fitness USA and Ms. Fit-
ness World contests. All in 
all, this was one great event 
and provided a lot of learn-
ing.  (Go to:  www.msfitness.
com for the names and pho-
tos of the winners.)
 • Don’t MISS the up-
coming Club Industry Con-
ference and Trade Show 
in Chicago October 4- thru 
7th.  Check out our Adver-
tisers Exhibit #’s on page 
4.  Also, congratulations to 
PAMELA KUFAHL, the Edi-
tor of what for the last year 
has been called: Fitness 
Business Pro Magazine. 
Pamela has led the way for 
the return of the magazine’s 
world class and very well 
branded name and it’s now 
called:  Club Industry’s Fit-
ness Business Pro maga-
zine!  Congratulations also 
to ED TOCK, one of the prin-
cipals of Sales Makers, on 
his excellent article entitled:  
Educating America About 
The Dangers of Obesity, in 
the Club Industry magazine 
August edition, page 22.  At 
the end of his terrific article 
Eddie writes: “Could it be that 
we could all be happier and 
more profitable if we would 
spend more time, money and 
energy fighting obesity in-
stead of fighting each other 
for the same in-shape mem-
bers?”  GREAT article and 
question Eddie!
 • Does the fact that 
there are now more over-
weight people across the 
world than hungry ones, stir 
you yet?
 • Speaking of educat-
ing the public, let me point out 
that Sportsplex Illustrated 
is one of, if not the very best 
publications for members 

I’ve ever seen.  Sportsplex Il-
lustrated is published by the 
Sportsplex RDV mega club 
in Orlando, Florida.  KARL 
DROPPERS, Vice Presi-
dent, MVP Sports Clubs and 
MATT CARLEN, RDV Sport-
splex Director, do a really 
terrific job with one of the 
most comprehensive health, 
fitness and sport complexes 
in the world.  When you go 
to Disney World or Epcot 
Center or the Universal Stu-
dios in Orlando, it should be 
a MUST on your schedule to 
drop by and see this place.  I 
know Karl and Matt and their 
world class team, former 
CLUB INSIDER cover sub-
jects, will welcome you.
 • Another place to 
see when you’re in Orlando 
is Disney’s Celebration 
Place Fitness Complex, 
headed by DON JONES, 
CLUB INSIDER subscriber 
extraordinaire.
 • Congratulations 
to COLIN MILNER and the 
ICAA Team as they’ve an-
nounced the AARP is going 
to promote ICAA’S Active 
Aging Week to its 35 mil-
lion members the last week 
in September.  The 4th an-
nual campaign will celebrate 
healthier lifestyles and culmi-
nates on October 1, 2006, the 
International Day of Older 
Persons. Check out: www.
icaa.cc/aaw.htm 
 • Welcome back to 
my friend Jeff Randall, as 
he has restarted his JLR  As-
sociates ads on page 12 in 
this issue.  JLR  Associates is 
a health, racquet and sports-
club industry specific execu-
tive search and placement 
firm.  God Bless, you, Jef-
frey as your eye, so severely 
damaged last winter by an ice 
hockey stick in a game, con-
tinues to recover.  
 • I have another 
good friend in this indus-
try that has gone virtually 
blind!  The disease he suf-
fers from has a long name.  
But basically he can hardly 

see at all now. He can no lon-
ger drive a car.  And, he views 
a 52’ TV from about 2 feet 
away and can barely make 
out the TV images.  He can 
read certain documents with 
a computer assisted enlarge-
ment system.  He is getting 
medical help and there is a 
little bit of hope for him.  But, 
I want him to know, because I 
know he still reads CLUB IN-
SIDER, that even though he 
will not allow me to reveal his 
name, he is in my thoughts 
and prayers every single day.  
God Bless you dude!
 • Congratulations to 
a long time leader in the fitness 
industry as JOE SHANK’s Al-
maden Valley Athletic Club 
(AVAC), celebrated 30 years 
of “health, growth, innovation 
and community service” with 
an outdoor dinner and danc-
ing event, complimentary to 
the club’s 10,000 members, 
on the club’s 30th anniver-
sary, June 24, 2006.  They 
will be celebrating their 30th 
for the rest of this year and 
into 2007.  So, look for a cov-
er story on one of our great 
industry pioneers in 2007.
 • It was exciting to 
learn that Town Sports In-
ternational (TSI) staff has 
gotten great results and has 
saved six lives with their 
installation of Philips Heart-
Start OnSite Defibrillators  
(now in every one of their 141 
clubs) serving 466,000 mem-
bers. (As of June 1st).
   • Here are a couple 
of tips to check out at Club 
Industry in Chicago:  KOKO 
Fitness and the new CY-YO 
program.
 •  The September 
12th Bally Conference call 
left investors and me cold.  
The stock followed that day 
by dropping to $2.11, an all-
time low and closed in that 
range Friday.  Problems 
abound for Bally:  many of 
the Bally clubs are worn out 
and need renovation and 
reequipping might total $250 
million or more to accom-

plish and the debt is over 
$700 million.  The Bally $100 
million credit line is fast be-
coming tapped out, with only 
about $37 million left.  All of 
this spells either opportunity 
or disaster, depending upon 
your perspective.  Check out 
Michael Scott Scudder’s 
Bally Update on page 10 in 
this issue. He’s our CLUB IN-
SIDER expert on Bally mat-
ters now, as he has 13 years 
as a stock broker under his 
belt to go with his 30+ years 
of club business involvement 
and work.  STAY TUNED!  
 • It says here that the 
Atlanta Falcons are going to 
WIN the Super Bowl!  Re-
member, you read it here first!  
GO Georgia BULL DAWGS 
and Atlanta’s FALCONS!  
 • God Bless our 
troops, airmen and seamen 
and their families as they 
fight for our freedom in Iraq, 
Afghanistan and around the 
world.  God Bless our Presi-
dent GEORGE W. BUSH, 
as he deals with a world that 
surely is tougher than any 
world he or any of us had 
imagined.  God Bless our 

lawmakers as they seek to 
influence our national secu-
rity. God Bless America as 
I worry for all of us because 
worse, much worse, could 
yet come.  God Bless you 
all.  We all need to be pre-
pared.

(Norm Cates is the Founder 
of CLUB INSIDER News 
and Publisher since 1993.  
Cates is a 32-year veteran 
of the health, racquet and 
sportsclub industry.  In 1981 
Cates was the 1st President 
of IHRSA and a co-founder 
of the Association with Rick 
Caro and five others. He was 
honored by IHRSA in March, 
2001 when he was presented 
with its DALE DIBBLE Distin-
guished Service Award … an 
honor that was the greatest 
of his life.  Norm Cates may 
be reached at: 770.850.8506 
or at: clubinsidernews
@mindspring.com or at:  
normcates@leavingfatcity.
com   Look for Norm Cates’ 
new book in print for just $7 
a copy by October 31, 2006.  
Go to: www.leavingfatcitycom  
to order.)

…Norm’s Notes
continued from page 4

 In this issue Donna 
Krech’s in-depth interview re-
ally provides a handbook on 
how to attract and serve the 
obese/overweight for your 
club.  If you want to truly learn 
about this subject, you should 
take all of the time necessary 
to read and study this inter-

view carefully. Donna Krech’s 
central message for club 
owner/operators is that you 
don’t have to change your 
club dramatically to be able 
to reach, recruit, attract and 
serve the overweight/obese 
American.  
 Krech says it is wise 
to keep on delivering your 
club’s core marketing mes-
sage to the market while she 

encourages you to add a spe-
cial message and presenta-
tion to your annual marketing 
portfolio.   She believes that 
without a special presentation 
and message for the obese/
overweight you will not see 
them in your club and you 
will not get the new business 
from them many of you need 
in your clubs today.  
 By crafting your mes-

sage and how you’re pre-
senting your club product to 
consumers who are sensi-
tive about their weight issues 
you can increase the income 
stream in your club signifi-
cantly from this sector.  She 
has proof amongst her client 
base and she shares the se-
crets here that have made it 
happen.  
 By reading all of Don-

na’s Krech’s interview you will 
learn a lot.  I learned an aw-
ful lot from Donna Krech from 
this in-depth, heart-based in-
terview. 
 We are all in this to-
gether.   America and the 
world will benefit from our la-
ser focus now on this obesity 
pandemic until it is stopped. 
 - Norm Cates, Jr.

…Insider Speaks
continued from page 6





PAGE 10 SEPTEMBER 2006
www.clubinsidernews.com

 September 14, 2006 
- As if the banged-around fit-
ness giant didn’t have enough 
problems, its Second Quar-
ter Earning conference call 
of this past Tuesday (9/12) 
has not helped matters.  In 
that call, interim Chairman 
Don Kornstein, interim CEO 
Barry Elson and CFO Ron 
Eidel didn’t have much good 
to talk about.  I will say that 
they handled it generally less 
evasively than previous CEO 
Paul Toback did in the June 
28 conference, in which he 
made definitive statements 
that just two weeks later he 
had to recant.
 In their opening re-
marks, Kornstein and Elson 
referred to Bally as a “…com-
pany with an overlay of real 
estate, subscription and con-
tract membership business-
es.”  They stated that they 
“…are not going to be care-
takers, [they] are going to be 
aggressive in our actions.”  
They believe that “Bally re-

mains a unique branded fit-
ness enterprise” and that they 
are “…aware of what needs 
to be done in turnarounds to 
create increased shareholder 
value.”
 Then came the bad 
news.  The average price of 
memberships sold is down 
for the first 7 months of the 
year.  Membership sales in 
total are down for the year-
to-date versus the same 
time period in 2005.  Net rev-
enues are down…cash flow 
for the remainder of the year 
will be between 10% to 20% 
lower…six months 2006 op-
erating income is down 11%.  
Their line-of-credit liquidity is 
dwindling rapidly, and while 
they can make it through 
the balance of this year, it is 
questionable at this point in 
time whether operations will 
carry the company beyond 
that point.  CFO Eidel noted 
that the company “…needs 
to refinance the notes due in 
October 2007 by April 2007, 
or they will not have suffi-
cient liquidity to pay off debt.”  

Kornstein added that Bally 
has changed from its origi-
nal focus of “…possible sale 
or merger” to a “…company 
now looking for short-term 
and longer-term financing ef-
forts.”
 The stock market re-
acted by sending Bally to a 
life-of-the-company low stock 
price at $2.11 per share just 
yesterday.  (As I send this, 
the stock is trading at $2.27 
per share on heavy volume.)  
The stock, which traded as 
high as $9.92 per share just 
a few months ago, has lost 
shareholders over 75% in just 
a few months.
 My commentary:  All 
of that said, this is a company 
which still has the second-
largest number of members 
nationally at 3.6 million, trail-
ing only Curves at 4.2 mil-
lion members.  Bally still has 
380+ clubs…granted, prob-
ably a third of them operating 
unprofitably…but they are still 
producing revenues of nearly 
a billion dollars annually, with 
better than 30% of that in non-

member-dues income (which 
is a substantially higher per-
centage-of-revenues ratio 
than the average club in our 
business).  I do not believe 
the majority shareholders, 
led by Manny Pearlman of 
Pardus and Liberation invest-
ment companies, are going 
to let this company go under.  
Call it asking for a miracle…
but I believe this company 
will manage to re-finance 
near-term debt, create a mar-
keting and management plan 
to right the ship, likely close 
a lot of unprofitable clubs in 
the medium term, and turn 
this company around in the 
long run.  As one Wall Street 
investment-specialist friend 
of mine says: “There is a lot 
of ‘intrinsic value’ in this com-
pany and somebody will capi-
talize on it.”
 As if the banged-
around fitness giant didn’t 
have enough problems, its 
Second Quarter Earning con-
ference call of this past Tues-
day (9/12) has not helped 
matters.  In that call, interim 

Chairman Don Kornstein, in-
terim CEO Barry Elson and 
CFO Ron Eidel didn’t have 
much good to talk about.  I 
will say that they handled it 
generally less evasively than 
previous CEO Paul Toback 
did in the June 28 confer-
ence, in which he made de-
finitive statements that just 
two weeks later he had to re-
cant.
(This Late Breaking BALLY 
UPDATE was reprinted cour-
tesy of Michael Scott Scudder 
from his first ever mid-month 
Supplement to his Septem-
ber MSS FitBizConnection a 
Private Subscription News-
letter for Quality Fitness Op-
erators  e-newsletter.  The 
update also included several 
other news items that may be 
helpful to you.  For informa-
tion and to sign up for Michael 
Scott Scudder’s FitBiz Con-
nection contact Scudder at:  
mss@michaelscottscudder 
or call: (505) 751-4248.)

Late Breaking...BALLY UPDATE
By Michael Scott Scudder

others, is no longer the domi-
nant disease.”   
 Popkin urged gov-
ernments to begin to develop 
better strategies to combat 
obesity.  He said food prices 
could be used to manipulate 

people’s diets and tilt them 
towards healthier options.  
He said, “If we subsidize fruit 
and vegetable production, 
people would consume more 
of it and would have a health-
ier diet.”  Government sub-
sidies for fruit and vegetable 
production would lower those 
food costs to consumers.  

 University of Minne-
sota’s Professor Benjamin 
Senauer, comparing lifestyles 
in the US with Japan, a coun-
try with low rates of obesity, 
agreed.  He said other fac-
tors such as exercise, also 
played an important role.  
And he said, “Japanese cities 
are based on efficient public 

transport and walking.  The 
average American commutes 
to work, drives to the super-
market and does as little 
walking as possible.”
 Will America and 
the world continue to ex-
pand around the middle un-
til economies are ruined by 
rising medical care costs?  

Will the international health 
club industry truly step up 
and begin to learn how to do 
something about it?  That is 
the question.  We have some 
of the answers in this edition.  
And, we will deliver more and 
more as time passes by.  Stay 
tuned.

…Obesity
continued from page 3

 New York, NY 
– September 14, 2006 -
Town Sports International 
Holdings, Inc. (NASDAQ: 
CLUB), the Northeast’s 
largest health club network, 
has successfully saved six 
lives in the 18 months since 
it deployed Philips HeartStart 
OnSite Defibrillators in 
all 141 New York Sports 
Clubs, Boston Sports Clubs, 
Washington Sports Clubs and 
Philadelphia Sports Clubs 
locations. 
 In each club location, 
TSI installed an automated 
external defibrillator (AED) 
and trained its staff to be 
responders should a sudden 
cardiac arrest (SCA) occur 
at the gym during business 
hours.  It was this training, 
along with the strategic 
deployments of defibrillators, 
that allowed for such a 
successful program.  

 “If it were not for the 
quick thinking of the trainers 
at Boston Sports Clubs and 
the HeartStart Defibrillator, 
I would not be here today,” 
said Art Garofalo, 62-year-
old SCA survivor and Boston 
Sports Clubs member.  “I 
would have missed special 
moments that mean the most 
to me, like my son’s wedding 
and reading to my twins.”  Art 
collapsed during a routine 
workout and was resuscitated 
by one of the trainers at his 
local Boston Sports Clubs.
 Defibrillators provide 
treatment for SCA, a leading 
cause of death in the United 
States, claiming more than 
340,000 lives each year.  
Today, fewer than five 
percent of sudden cardiac 
arrest victims survive, largely 
because defibrillators do not 
get to them in time.  For each 
minute that passes before 

defibrillation therapy reaches 
a victim, the chance for 
survival decreases by about 
10 percent.  After 10 minutes, 
few attempts at resuscitation 
are successful. 
 “I never thought when 
I went into work that I would 
save a life that day,” said 
Pam Riddell trainer at Boston 
Sports Clubs.  “The training 
that the company provided 
helped to prepare me for the 
worst, and when it came, 
the HeartStart Defibrillator 
was just as easy to use in 
a real situation as it was in 
practice.” 
 Many U.S. states 
have passed or implemented 
legislation making AEDs 
mandatory in a number of 
public places, including 
health clubs.  TSI completed 
its deployment before it 
became mandatory for health 
clubs in New York, Boston, 

Philadelphia and Washington, 
DC to have a defibrillator 
available.  
 “TSI is proud of our 
trainers who have become 
heroes by using the Philips 
AEDs and saving the lives of 
our members,” said Randy 
Stephen, TSI’s COO. “Having 
AEDs in the gym is only the 
first step to safety. Having 
trained, dedicated personnel 
who are ready and willing to 
use AEDs properly makes 
this program a success.” 
Members have been saved in 
all four cities that TSI operates 
in the last 18-months.  In 
each case, the HeartStart 
OnSite AED was put into use 
and the victim had regained 
a normal heart rhythm before 
emergency medical services 
arrived at the sports club.  
TSI honored all of the trainers 
who have taken the initiative 
to save a life in April at their 

annual High Impact Awards.
The HeartStart OnSite’s 
clear, calm voice commands 
guide the responder through 
every step of the defibrillation 
process, even reminding them 
to call for emergency help.  It 
provides voice coaching for 
adult and infant/child cardio-
pulmonary resuscitation 
(CPR), with instructions and 
audio cues for each breath, 
as well as the appropriate 
number, rate and depth of 
chest compressions.  In 
addition, the HeartStart 
OnSite Defibrillator can be 
used on infants and small 
children when equipped with 
specially designed infant/
child pads, which reduce the 
amount of energy delivered 
by the defibrillator to a more 
appropriate level.  

Town Sports International’s Staff Save Six Lives with  Philips HeartStart Defibrillators!

MAKE IT FUN!

MAKE IT FUN!
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right.  And, I believe in her.
 Before I go further, 
let me review the numbers:  
196 million overweight or 
obese Americans.  9 million 
morbidly obese subtracted 
from 196 million leaves 187 
million.  I’ve carefully studied 
the numbers and estimate 
that only 3% to 5% (max) of 
187 million are now mem-
bers of an American health 
club.  That leaves at least 
95% of 187 million Americans 
as health and fitness club 
member prospects.   With 
the recent obesity/overweight 
pandemic numbers shared 
above and the number grow-
ing every day, I would just 
say, “Houston…we’ve got a 
problem.” 

Do I have your 
full attention yet?

 This is essentially the 
presentation of a “new-hybrid” 
paradigm where America’s 
truly astute health club own-
ers and operators will finally 
begin to understand how to 
attract the overweight/obese 
market in mass. 
 Donna Krech strong-
ly believes America and the 
world’s health and fitness 
club operators must pres-
ent their club offerings to the 
obese/overweight public dif-
ferently.  She makes a very 
strong case for her hybrid 
Thin&Healthy’s Total Solu-
tion® Club based in Lima, 
Ohio. And, she shares with 
vigor many ideas you can use 
starting as soon as you finish 
reading and studying this. 
 Krech has learned 

that identification of the 
obese/overweight consum-
er’s WHY’s are crucial to at-
tracting his business.  She 
uses many tools, tools such 
as her amazing story of the 
“Burning Baby”, to drive home 
her point to her male and fe-
male clients.  
 Donna Krech is a 
brave, brave woman.  She 
shares new hybrid ideas and 
information in this amazing 
interview that will provide you 
with a passport to this vast, 
untapped market.  
 But, I will warn you 
now, what she has said in this 
interview is going to irritate 
and might even antagonize 
some of you.  But, I say, so 
be it.  Read it, weep … even 
cuss if you like, my friends.   
 In this interview, 
Krech dissects the mind of 
America’s health club op-
erators.  And, she shares the 
thoughts in the minds of the 
now 196 million obese/over-
weight Americans.  
 Krech brings togeth-
er here two vastly different 
worlds: the health and fitness 
club world and the weight loss 
center world, with comments 
only someone who has lived 
and worked in both worlds 
for a long time could possibly 
provide.  
 And, even though 
she had fear in her truly brave 
heart for some of the things 
she has said to the health and 
fitness club industry in this 
interview, she truly has very 
candidly “told it like it is.”   
 Donna Krech is pas-
sionate, gutty, determined, 
experienced, focused and 
driven by a higher being to 
achieve her mission.  
 And, she does her 
dead level best in this inter-
view to bring it all home to 
you.  
 I think she hit a home 
run…and if it gets you to  tru-
ly open  your eyes and your 
mind, read all 10,114 words 
and act on what you learn, 
it will be a grand slam home 
run over the center field 
fence for the entire health 
club industry.  She is deeply 
determined to help change 
the health and fitness club in-
dustry in a positive way that 
will help American and other 
clubs around the globe and 
the public worldwide.  
 This interview will 
help you immensely if you 
want to grow your club’s to-
tal market penetration and 

your bottom line.  This inter-
view will give you important 
insights into marketing, re-
cruiting for membership and 
service efforts for the over-
weight/obese population…the 
“bigger crowd’ out there.  She 
explains why our industry is 
failing America now.  She ex-
plains why bigger people who 
have needed your club’s help 
for a long time, have been 
afraid to approach your club. 
 Donna Krech pro-
vides solution after solution 
after solution for you.
 Read this interview 
with Donna Krech.  Learn 
from her.  Your club business 
and America will be better off 
for your “new” weight loss 
paradigm insight and knowl-
edge as you grasp and apply 
it. 
 Q.- “Donna please 
share your early days with 
us? Where were you born?  
Where did you grow up?  
What were your interests as 
a youngster?  
 A.- I was born in Lima, 
Ohio and really have spent 
most of life here except for a 
stint at Bowling Green State 
University and six months in 
Midland, Texas.  
 I was the youngest 
of 7 children.  There were 9 
years between me and my 
older brother.  So, I was kind 
of like an only child as my 
family lived out in the coun-
try with few other children my 
age around. I had to use a 
lot of imagination to entertain 
myself with pretend stuff as a 
child.  I had a very early in-
terest in fitness and health.  It 

is actually written in my high 
school year book “What do 
you want to be?” section that 
my goal was to own my own 
health and fitness facility.  
 My father was an al-
coholic and was very abusive 
toward most of us kids. I was 
very fortunate, as I was just a 
baby.  While I remember him 
being very abusive and hard 
on my five brothers, I also re-
member lots of love from him.  
Therefore, we had a mother 
who was the bread winner 
and was a strong, strong, 
faith-filled woman.  I am sure 
that’s why today we are who 
we are.  Virtually every one 
of my 6 brothers and sisters 
have achieved great things, 
especially given the history 
we have.   
 Q.- Tell us about your 
education?
 A.- Well, I went to 
Bowling Green State Univer-
sity.  I am one of those people, 
however, who graduated from 
college after a year without a 
degree.  People refer to it as 
quitting.  That would be me…
(laughing out loud).  I really 
was more into dance and fit-
ness as opposed to athletics.  
However, I hold numerous 
certifications in fitness and 
personal trainer instruction, 
am a Professional Member of 
the National Speaker’s Asso-
ciation and am a certified Life 
Coach and Business Leader-
ship Coach.  We have also 
founded a Weight Manage-
ment Coaching Certification 
and Life Success Coach-
ing Certification recognized 

…Donna Krech
continued from page 3

(See Donna Krech page 14)

Thin & Healthy’s Members Working It Off!
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through accredited associa-
tions. 
 Q.- Please tell me 
about your family?
 A.- I have two chil-
dren of my own, Chastity, 25 
and Gabe, 19 and my hus-
band John’s, three children, 
Laura, 34, Heather, 31, Chris-
ty, 29.  
 

I worked from an office in 
my home early in my ca-
reer.  I had facilities in my 
town and other states and we 
had a corporate office.  But I 
worked mostly from my home 
because my priority was to 
be there for my children to 
put them on the school bus 
and be there when they came 
home.  I made a conscious 
decision not to pursue growth 
of my business as aggres-
sively as some might encour-
age me to because I knew 
life is short and I would never 
get those days back with my 
kids. 
 I had to do what I 
knew was right and what 
was right was my being at 
home for them.  Now, Gabe 
is a sophomore in college this 
year.  So, I find myself work-
ing more in our corporate 
office and traveling now as 
we’re growing the business 
exponentially.  
 My priorities abso-
lutely are God first, family 
second and career third.
 Q.- How and when 
did you become involved in 
the health club industry?
 A.- I got involved in 
the health club industry in 

Midland, Texas in 1982.  As 
a matter of fact, it was March 
of 1982 that I went to work in 
the weight loss industry and 
it was April, 1982 that I got 
involved in the health club in-
dustry.  I have been involved 
in one or both ever since.  
 Q.- How and when 
did your involvement in the 
health club industry shift to a 
focus on the world of weight 
loss?  What caused that 

shift?
 A.- When I moved 
back to Lima, Ohio, I went 
to work in a local health club 
for a couple of years.  Then, 
I went back into weight loss 
work.  
 In 1985 I became 
the manager of a Nutrabolic 
Weight Reduction Center 
here in Lima.   In 1986, one 
year to the day after starting 
at Nutrabolic, I bought my 
first franchise.  At one time I 
owned 8 Nutrabolic Centers 
and I was their #1 franchi-
see.  
 A neat part of that 
story is that when I was work-
ing part time in the health club 
I was also a seafood clerk in 
a grocery story. So, when I 
went for the interview with the 
Nutrabolic people and they 
offered me a management 
opportunity --- I jumped on it.  
 In early 1989 I met 
my second husband John.  I 
had gone through a very bad 
divorce.  I had been married 
to a man with a lot of addic-
tions.  He was addicted to 
drinking, gambling, drugs and 
other women.  He could have 
become addicted to throwing 
me up against a lot of walls 

had I allowed it to continue. I 
did not have money enough 
to even buy milk for my baby.  
I had nothing.  This led to de-
pression causing me to gain 
the weight.  
 So, I was divorced 
and dating someone who 
happened to be an executive 
with the Nutrabolic Corpora-
tion.  We decided to get mar-
ried.  He went to the CEO of 
the company and told him.  

The CEO said, “That’s really 
great, but you’re a company 
executive and she is a fran-
chisee and that’s a conflict of 
interests.  So, you’ll have to 
decide if you want to work for 
me or marry her.”  
 My husband chose to 
marry me and he left the com-
pany. That, along with some 
other reasons that were pret-
ty obvious, I knew it was time 
for me to sell my facilities.  
They sold very, very quickly, 
which was highly unusual.  
 In 1990, right after 
John and I married, we looked 
at each other and said, “What 
are we going to do now?”  We 
looked at a car painting busi-
ness, we looked at little cor-
ner candy stores in malls, we 
looked at dating services and 
other opportunities.  One day 
I said, “Wait a minute.  I have 
all of these marketing tech-
niques that were mine and 
left with me when I left the 
company.  20 years before 
John had 32 women’s figures 
salons, the Elaine Powers, 
Gloria Marshall type of cen-
ters.  So, we said let’s do that 
again.  Let’s marry my mar-
keting techniques that made 
my centers do so well with 

unconventional (at the time), 
zero to low cost marketing 
with the women’s fitness con-
cept.  We started a company 
called Body Genics Fitness 
for Women in March, 1991.  
 We built 10 Body 
Genics Centers.  They did 
well.  Very well.  We be-
came quite well known in our 
communities.  Again, it was 
something very new because 
women’s fitness facilities 
were unheard of. 
 That is when I made a 
conscious decision not to ag-
gressively grow the company.  
This was even before Curves, 
which started in Harlingen, 
Texas in 1992.   John and I 
look at each other today and 
say “Gosh, maybe we could  
have been like Curves.”   But, 
I know I made the right deci-
sion to stay at home and be 
close to my family.  So, that 
wasn’t the thing for us to try 
to do.  
 In the meantime we 
noticed that the people that 
were coming to our women’s 
fitness facilities did not have 
much weight to lose.  They 
did not look at all like the cli-
ents that had been coming to 
my weight loss centers.  
 So, we created a pro-
gram called FAT Freedom.  
We advertised it.  We put the 
phone number in and we did 
not mention it was inside a 
Body Genics Women’s Fit-
ness Center.  The FAT Free-
dom pull was phenomenal.  
The phone rang off the hook.
 However, when we 
answered the phone: “We’re 
getting great results here at 
Body Genics”, 50% of the 
people hung up on us … 
once they realized it was a 
fitness center.  Some did 
show up.  This facility where 
we did this testing was inside 
of a mall. We had a big wall 
blocking the view right inside 
the door. You really could not 
see what was inside that lo-
cation until you came around 
the wall.  When these people 
showed up and came around 
the wall, 50% of them turned 
around and walked out when 
they saw the mirrors, the loud 
music, the bright lights…and 
in those days we were all still 
walking around in thongs and 
leotards.  I mean I had cre-
ated as intimidating an atmo-
sphere as you could find for 
someone who needed to lose 
weight!  So, they left.  Those 
that stayed enrolled.
 We now knew very 

quickly that we were missing 
a significant niche in the mar-
ket.  
 We separated every-
thing at that point.  We creat-
ed a separate staff, separate 
location, separate programs, 
separate phone lines, sepa-
rate advertising, separate ev-
erything.  We ultimately built 
and operated two separate 
facilities, one fitness and one 
weight loss, in ten different 
cities!  And, we had two dif-
ferent types of clientele going 
to each one.  Both models 
were profitable. 
 By that point in time, 
1994, we knew that the over-
weight person just was not 
going to come into the gym.  
They just weren’t going to do 
it.  In order to meet that need, 
which is what we have a heart 
to do, we had to offer a facility 
that was comfortable for them 
to come into.  

That’s what started Thin and 
Healthy in 1994. 

The POWERFUL WHY 

 Q.-Tell us about 
Thin&Healthy’s Total Solu-
tion® Company?
 A.- Thin and Healthy 
was a traditional weight loss 
center.  It definitely evolved 
from there. By that I mean we 
provided one-on-one coach-
ing much like what the weight 
loss world is used to when 
you think of a weight loss 
center.  
 But, we were very 
different because we also of-
fered a Metabolism Retrain-
ing Component ® - an exer-
cise component.  We had a 
small separate exercise area 
that was very basic…it had a 
treadmill, a mat, some plastic 
dumbbells, etc. As we moved 
our company forward, we 
added an even larger fitness 
component.  
 We wanted to en-
courage our members to get 
involved in some form of ex-
ercise, which no weight loss 
company anywhere was do-
ing.  As a matter of fact, my 
training at the weight loss 
company years before said 
that when somebody got onto 
the scale and had gained 
weight, I was to scold them by 
saying, “You’re not exercising 
ARE YOU?”  The weight loss 
people felt that since people 
had paid us to lose weight we 
had to give them their mon-
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ey’s worth. (They did not tell 
us that they would all gain it 
back and more without exer-
cise in the formula).
 So, even though it 
made me feel so uneasy. I 
wasn’t a decision maker. I 
just knew I was going to do 
something about that when I 
got out on my own someday.  
 We also added per-
sonal trainers…but, not per-
sonal trainers the fitness in-
dustry knows today. Personal 
trainers that we certified be-
cause we needed for them to 
understand the mindset and 
the needs of the overweight 
person. 
 They are not per-
sonal trainers who might say, 
“O.K. I’m gonna shape your 
delts…drop and give me 25.”  
The member is just there…
but they’re NOT THERE with 
fitness YET!  
 So, we certified our 
personal trainers with emo-
tional coaching and under-
standing, the “meet them 
where they are at today” 
mindset so that we could 
cause an overweight person 
to fall in love with the benefits 
of exercise and fitness.  The 
focus with members was re-
ally for them to meet with this 
personal trainer once every 
other week and do the exer-
cise on their own at home or 
wherever they could.  
 Well…that evolved 
into having a much larger 
exercise area because we 
found that they just were not 
doing it.  So, we needed to 
give them a facility to come to 
so they would really do it.  
 Now…that evolved to 
where we have a very large 
motivational component we 
call LIFE SUCCESS.  That’s 
what has differentiated us 
from everyone.  That’s what 
caused us to move into the 
name:  Thin&Healthy’s Total 
Solution®.  
 Because the bottom 
line is this. If you ask some-
one who has just come in if 
he has cut calories to lose 
weight, he will say yes. Have 
you cut carbs to lose weight, 
he will say yes.  Have you 
bought the most popular diet 
book, he will say yes.  Bought 
into an infomercial,  surely, 
decided to cut his portions 
back,  yep, maybe cut out 
eating later at night, yes. I 
could go on and on Norm and 

people will say: yes, yes, yes, 
yes!  
 OH!  So, then the 
revelation Norm is this is not 
about the food!  Because 
there is a huge volume of nu-
tritional knowledge available 
and our country’s citizens 
are still getting heavier and 
heavier!

CLUB INSIDER – Thus the 
sign in your first room!  

 Krech-  “It’s not about 
the food!”  It’s not what is 
causing this problem!  Food 
is not the enemy!  
 So then Norm, let’s 
talk about exercise.  How 
many Americans have joined 
a fitness facility?   How many 
have bought the latest work 
out video? How many have 
bought the newest gadget, 
the new fad thing from info-
mercials? How many have 
started a walking club with 
their friends from church?  
 Well, then…IT’S 
not about the exercise ei-
ther!  When I say “IT’S” I am 
talking about a permanent 
weight loss solution.  
 So, now we know 
IT’S not about the food.  IT’S 
not about the exercise.  Well 
then, what is IT, permanent 
weight loss, all about?  
 Well, when you ask 
anyone that needs to lose 
weight this question, “When 
the next thing came along 
did you find yourself totally 
excited, they will say YES!  
Did you find yourself ready 
to go?  ABSOLUTELY!  Were 
you absolutely sure that THIS 
was the one for you and THIS 
TIME you were going to lose 
that weight?  They will say 
YES, YES, YES!  Then, when 
I ask them, “Did you find ten 
days to two weeks into it, you 
weren’t following the program 
anymore?  They will say YES 
again. 
 Well, what hap-
pened?  It was the motivation 
that went missing!  It wasn’t 
the food. It wasn’t the exer-
cise.  It was the mindset of 
understanding the goal and 
knowing and addressing 
in advance the obstacles 
that this person was going 
to come up against in order 
to succeed.  And, mentally 
preparing and having the 
discipline and will power 
to overcome them before 
they ever came up against 
them.  IT is just like you, 
Norm Cates, said in “Leaving 

FAT City”!  ITS all about your 
mind!
 Knowing WHY they 
are doing what they are do-
ing is so very, very important 
as well.

The “Burning Baby” !

 When we teach 
someone how to find their 
“POWERFUL WHY”, which 
is the KEY to really losing 
weight and keeping it off, I 
call it a “BURNING BABY.”  
Here is how I explain it to a 
client.
 If I take this 20-foot 
long 2” by 4” board and lay 
it here on the floor in front of 
us and I say “Could you walk 
across this 2” by 4”? They 
will say, “Sure I can do that.”  
Then I say, “O.K., let’s put 
the 2” by 4” up on some cin-
der blocks. Do you think you 
could step up on that board 
and walk across it again?”  
They will say, “Well sure I 
could, absolutely!!”  
 Then I say, O.K., let’s 
suspend that 2” by 4” be-
tween two 30-story buildings. 
I will secure it very firmly so it 
will not Fall.  Could you walk 
across it now?  People will 
inevitably say, “Not a chance.  
I’m not doing it!”
 Then I say, “O.K. 
Let’s suppose you are stand-
ing on one 30-story building.  
On the other 30-story building 
is the person you love more 
than anything else on this 
earth. That other building is 
on fire.  They are about to be 
engulfed in flames…can you 
get across there now?”   For 
me, this would be one of my 
babies, hence the name of 
the story.  You’d better believe 
I’ll get across!  Every single 
person says, “Yeah…even if 
I have to dangle, if I have to 
crawl…I will do whatever it 
takes…I’m gonna get across 
there and save my baby!”  
 Norm, that’s how 
important your POWERFUL 
WHY is.  You must have 
a burning baby deeply en-
grained in your mind that says 
this is so important to me I will 
do this NO MATTER WHAT!
 Well Norm, wearing 
a size 6 is not important to 
us.  You know…living a full 
life…fully experiencing every-
thing…being able to run up 
and down the stairs with the 
grandbabies… being off all of 
those ridiculous prescription 
drugs…these are examples 
of the powerful WHY’s.  

 The amazing re-
sults of losing your weight 
and keeping it off will give 
you your POWERFUL WHY.  
But, people sometimes must 
have help coming up with 
their POWERFUL WHY.  No 
one addresses that.  People 
just offer the next diet. And, 
quite frankly, from an eco-
nomic standpoint, it’s easier 
to just offer the next diet.  You 
know… here’s your diet, give 
me your money thanks…have 
a nice day!  
 But, that’s not going 
to solve the problem.  As a 
matter of fact, it’s just making 
the problem worse because 
with every diet we put a per-
son on we’re slowing their 
metabolism down.

Thin&Healthy’s  
Total Solution®

 
 Krech continues, So, 
Thin&Healthy’s Total Solu-
tion® really came as an evo-
lution of doing the right thing. 
Thin & Healthy Total Solu-
tion® is really a “new-hy-
brid” for the club industry. 
 I had been in the 
weight loss business for a 
long time, so I knew what it 
was about.  I had been in the 
fitness business for a long 
time, so I knew what it was all 
about.  And, I knew that these 
two components separately 
were absolutely NOT solving 
the problem.  I even married 
the two and still found I wasn’t 
successful in getting the over-
weight person to move. 
 Thin and Healthy…
we’re the ‘new-hybrid’ weight 
loss program.  Our program 
has 3 parts:
#1) Healthy Foods Educa-
tion ®- the nutritional plan, 
#2) Metabolism Retraining 
® - exercise and 
#3) Life Success ®- motiva-
tion.  
 Weight loss facilities 
have not solved the obesity 
problem, neither have our fit-
ness facilities.  
 If you stand at the 
back of the room when our 
group fitness class is hap-
pening Norm, you will see 
hardly anyone with less than 
25 pounds to lose, some have 
40, 50, 60 or more, some 
even 100!  You don’t see that 
in any other club.  
 We’re a “new-hybrid” 
of permanent weight loss that 
includes the most important 
component that was missing 
from both.  What’s that com-

ponent?  Norm, our mantra 
is: “IT’S ABOUT THE MOTI-
VATION!”  It’s our core phi-
losophy for our members, 
it’s our core philosophy for 
our team (which is a key rea-
son why we don’t lose peo-
ple) and I believe it’s a core 
philosophy for life!  If I had to 
sum up who I am, what our 
company stands for and what 
we believe, I would scream 
one thing at the top of my 
lungs --- “IT’S ABOUT THE 
MOTIVATION!” 
 This “new-hybrid” 
cures the issues with people 
who need to lose weight, but 
who don’t exercise, and fit-
ness center’s inability to get 
them to come into their facili-
ties
 We offer the industry 
a turnkey opportunity includ-
ing all aspects of training 
from certification for weight 
management coaching to 
marketing that produces re-
sults to business education to 
a retention program  showing 
us at a 90% rate!
 Once we added Life 
Success and we added a 
place for them to function, 
we’re not only seeing phe-
nomenal results, more im-
portantly, we’re seeing them 
keep their weight off.  I know 
what we’re doing is totally dif-
ferent than anybody else is 
doing and we want the club 
world to learn about it and 
use it.  
 Q.- How many 
Thin&Healthy operations are 
there that you own and how 
many do you license?
 A.- The Thin & 
Healthy program is currently 
being offered in 150+ loca-
tions.  
 Amongst those 150, 
we have 32 licenses. Those 
are in health clubs, chiroprac-
tic offices and a few are stand 
alone as well.  
 We have about 63 
facilitated models. That is the 
Thin and Healthy group mod-
el and can be set up in health 
clubs, inside a business, in a 
gym at a school or even in a 
church meeting room.  
 And, we also have 
50 or so affiliates.  The af-
filiates are people who don’t 
necessarily want to hire staff 
and don’t have the money to 
invest, but do want to have a 
weight loss program.  They 
refer our online program to 
their members.  People may 
take advantage of a weight 
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loss program that way.  
 The reason I offer all 
of these different options for 
involvement is that we real-
ized that to get this message 
to be heard we had to reach 
and make it available to con-
sumers anyway we could.  
 Quite frankly Norm, 
I am one of those “rags to 
riches” stories, so I have to tell 
you my heart is very deeply 
involved in providing opportu-
nity to people to get involved.  
I’ve been at the place where I 
had no idea how I was going 
to buy milk for my baby.  I liter-
ally had no money.  I so want 
people to know there is hope 
and success can be had.  I’m 
living proof!   I know this is 
why I have such a passion 
to offer opportunity.  I have a 

heart for the underdog.  I was 
one.  I relate to those fighting 
for a cause and working hard 
to become a success.  
 The main crux of the 
message of our company is 
providing help, hope and 
opportunity.  What I mean 
by that is that there is such 
an enormous opportunity in 
this world with this program 
and this message.  I wanted 
to provide an opportunity for 
people to study, share and 
benefit from sharing this mes-
sage. So, I created what I call 
LIFE CODE, an acronym for 
all the different ways for a 
person to get involved from a 
business perspective with our 
company.  (See sidebar this 
page).
 By “person” it could 
be a 150,000 square-foot 
multiplex owner all the way to 
a member who isn’t in busi-

ness at all.  The licensing 
opportunity requires a bigger 
investment of time, human 
resources and money.  I’ve 
got some clubs that are add-
ing $100,000 NET because 
of our licensing program.  
 We don’t just try to 
meet our members where 
they are, with regard to eat-
ing, movement and motiva-
tion.  We’re trying to meet 
every business person where 
they are and work with them.

Illuminating Comments On 
Marketing, Sales 

and Why Many Health 
Clubs Are Not Reaching 

This Vast Market

 Q.- Donna, you have 
described what I call the 
FAT Friendly Health Club 
mindset quite a well in this 
interview.  Your Lima, Ohio 
Thin&Healthy’s Total Solu-
tion® facility seems to have 
not only the perfect staff and 
environment, your operation 
seems to have all of the in-
gredients needed to appeal 
to individuals with serious 
weight loss issues, as well as 
those who just want to keep 
their weight where it is and 
maintain their personal  fit-
ness.
 I would say the big-
gest thing is “Meeting them 
where they are.”  I market 
directly to the market I am 
seeking.  There’s no doubt 
about that.  I market to the 
weight loss consumer, some-
one who has weight to lose.  
 My ads contain “Be-
fore” and “After” photos. They 
absolutely are not “hard-
body” ads.  I’ve been size 2 
since 1990.  So, I’m not my 
customer.  But, I do under-
stand the heart and the mind 
of my customer.  And, I have 
to show them…this is a place 
where you’re going to feel 
safe. 
 We sell on the BEN-
EFITS.  We do NOT sell on 
the features that we offer. 
We sell on HOW THEY ARE 
GOING TO FEEL.  How they 
are going to be emotionally 
involved.  
 We sell very much on 
the “BURNING BABY.”  We 
sell very much on the “POW-
ERFUL WHY.”  
 I believe that we 
bring it all together in a way 
that is safe and comfortable. 
When you talk to our mem-
bers you will hear they have 
ventured to a traditional gym.  

They tell me they didn’t stay 
long.  They tell me they left 
because they felt judged.  
 One of my mem-
bers told me she left a gym 
because they didn’t want to 
pay attention to her, they only 
wanted to pay attention to 
the people who were already 
fit.  Whether we want to ac-
knowledge that or not, that 
is what we do as fitness 
professionals.  
 We don’t even 
mean to judge, we just do, 
because we’re already ex-
periencing the benefits of fit-
ness. We’re so in love with 
those benefits that we FOR-
GET WE HAVE TO REACH 
OUT TO AN UNFIT, OVER-
WEIGHT PERSON.  They’re 
not going to just come to you.  
You’ve got to give them a 
comfortable place to be, but 
you’ve also got to extend that 
hand, so that they will come 
and be there.
 We offer Weight 
Management 101 Coach-
ing and as I mentioned Me-
tabolism Retraining ®.   We 
offer motivation.  And, we 
keep the member involved by 
what I call an “Octopus Ap-
proach”, attaching ourselves 
in as many ways as possible 
to that member.  So, if there 
is a part they don’t want to be 
attached to anymore, we’re 
still attached in other ways.  If 
there is a part they don’t need 
anymore, we’re still attached.  
Our Life Success Program 
totally sets us aside from the 
competition.
 So, I would say we 
are absolutely a “FAT Friend-
ly Health Club!”  But, I don’t 
market my club as a health 
club that way. I tell club own-
ers that if you really want to 
attract the overweight popu-
lation, you really need to do 
some different and separate 
marketing.  It doesn’t mean 
that you must turn your 
club into something that 
you don’t want it to be in 
order to attract the over-
weight population.  But, you 
are going to have to SEND 
A MESSAGE that is OTHER 
than the message you have 
been using for your tradi-
tional health club marketing.  
Remember the “new-hybrid.”
 I am convinced that 
is the only thing that is going 
to create the solution.  Our in-
dustry SHOULD BE the SO-
LUTION…but right now, we 
actually are part of the prob-
lem.

 Q.- What are the ra-
tios of men and women in 
your club?
 A.- We’re about 30% 
men.  That’s much higher 
than it used to be.  At one 
point it was about 10%.  Still, 
women are the ones who will 
admit they need help losing 
weight.  Much more than a 
man will.  A man will just say 
to himself all I need is to get 
on a treadmill…need to work 
out.  But, the ratio of men is 
now much higher and it’s a 
broad range.  It goes up and 
down.  It is also based on the 
ad I am running at the time 
and is based on the time of 
year.
 Q.- Donna, tell me 
about the competition in your 
market?  
 A.- We have about 
30 facilities within a 12-min-
ute drive. 

A Terrific Team

 Q.- I was really im-
pressed with your staff, par-
ticularly the long tenure of 
your key people all of whom 
have over 13 years with you.  
Would you please comment 
on why you think your people 
have stayed with your com-
pany all those years?
 A.-  I have been 
blessed with amazing people.  
I would say that they would 
tell you that it is because they 
know that we’re in it for them.  
We know what all of their 
goals are.  We work like cra-
zy to get them to their goals.  
They know our motives are 
to provide help, happiness, 
hope and opportunity. They 
know that. They’re behind 
that.  
 We’re big practi-
tioners of Life Success™ 
around here.  Everybody is 
in a constant growth mode. 
I would say that most im-
portantly, it’s philosophy and 
values.  I don’t know how 
popular of an answer this will 
be, but I can tell you we start 
every day covering each oth-
er and our business with our 
group prayer.  We’ve become 
a family.  
 Our values are the 
same: Goal driven, work eth-
ic, balance,  vision, integrity, 
being ahead of trends, will-
ingness, a servant’s heart, 
good attitudes and a posi-
tive solutions mindset.  But, 
I would say most importantly 
we have this LIKE philoso-
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phy…we truly want to honor 
God with who we are.
 And, I’ve got to tell 
you…it’s not always a cake 
walk.  We’ve had our issues.  
Sometimes I really thought 
those issues were going to 
break me down and I know 
some members of the team 
did too.  You know what? 
Once we swallow our pride 
and step forth with some 
humility, we not only work 
through the issues, but we 
grow to the next level of skill 
and achievement.  The bond 
just becomes tighter.  
 I think in relation-
ships, it’s not the yippee, skip-
py times that make you close 
and tightly bound, it’s the 
difficult times.  That’s when 
you really know if you have 
a relationship or not.  There 
are certainly times when we 

fight in our little family.  We 
fight with one another some 
days.  But, we fight FOR one 
another every single day.
 CLUB INSIDER -  We 
asked four of Donna’s core 
team members to answer 
three questions for us.  Here 
are the questions and their 
responses follow with each 
respective question number 
appearing before each re-
sponse:
 #1) Describe your job 
duties?  What do you like the 
most about your job?
  #2) How does your 
passion for your work help 
you and the company?
  #3) If you could tell 
our readers three of the most 
important things to remember 
when dealing with the over-
weight/obese client, what 
would those three things be?
 Marcia Bigler  #1) 
My goal as a Licensing Spe-
cialist is to make a difference 

in everyone’s life.  Ultimately 
my goal is to get everyone 
I talk to involved with us at 
some level. Since we have 
Life Code we have a way to 
not only help licensees make 
money, we also help provide 
a life-changing program for 
their members.
  The thing I love most 
about my job (By the way, it’s 
not a job to me when you’re 
having fun!) is that I work in 
such a positive, fun-filled at-
mosphere. I also love that it 
keeps me young and full of 
energy, not to mention, it’s 
helping me hit my financial 
goals.
  #2)  My passion has 
been fitness and weight man-
agement for nearly 40 years.  
But, I am more excited than 
ever because we now have 
a program that really is “The 
Total Solution”. It’s so easy 
to sell something that you 
believe in. I sincerely believe 
that because of my pas-
sion and God’s will, I will hit 
my financial goals and help 
our company hit it’s financial 
goals.
  #3) If I could tell your 
readers three things to re-
member when dealing with 
overweight/obese prospec-
tive members, the first thing 
would be to remember they 
are just fed up! They have 
been on so many “diets” in 
the last 3-5 years that they 
really are just tired!  Second, 
they really are looking for a 
way to lose all their weight 
and keep it off, hence, The 
Total Solution. Third, they are 
very sensitive so you must 
meet them where they emo-
tionally are today.
 Sandy Esterle - #1) 
As Network Support Direc-
tor I consult in our systems 
on leadership, management, 
sales, service, marketing and 
administration.  I assist our 
licensees with the produc-
tion aspect of their business 
… all the way from creating 
forecasts to establish train-
ing programs to completing 
strategic planning  to negotia-
tions to building a presence in 
each territory.
 The thing that I en-
joy most is seeing licensees 
achieve their own goals.     
  #2) My passion is 
“winning.”  Failure is not an 
option.  Our systems are 
proven to work 100% of the 
time when plugged in exactly 
as described.  My passion to 
ensure that those systems 

are given in a detailed turn-
key package to our licensees 
is one of the things that helps 
all of us win! 
 #3) Well Norm-that’s 
an easy one for me.  I was a 
former club owner myself and 
I work with club owners every 
day. The following 3 things 
are the key business aspects 
that we as club owners need 
to remember in order to at-
tract and keep the overweight 
person as a member:  
 1) Communication 
about fitness:  One example 
that comes to mind is the fol-
lowing:  The worst thing we 
could have ever said in the fit-
ness industry is “No pain, no 
gain.”  The average person 
doesn’t want to work or be in 
pain (have soreness.) It’s vi-
tal that we meet our members 
where they are at today al-
lowing for moving to be fun!
 2. Marketing: Market 
your club separately from 
your weight loss concept and 
create an ad the overweight 
person can relate to.
 3. Location:  Hav-
ing a non-intimidating pri-
vate area of the club where 
coaching can take place for 
the overweight/obese person 
is important.    
 Beth Hammond-  
#1) As Director of Passive 
Income I am responsible for 
taking our amazing programs 
and products that have helped 
so many people in our bricks 
and mortar business and al-
lowing the millions of people 
to be reached with our mes-
sage via the Internet.  As far 
as the passive income part — 
so many people don’t realize 
how easy it is to pass on our 
life changing message/ pro-
grams/ products.  We make 
it possible to share what we 
have through our affiliate pro-
gram and they make great 
commission in the process.
  I love that I get to 
work closely with Donna.  
She is a true visionary.  I have 
spent over 13 years with this 
company because there are 
not many other careers out 
there that allow you to make a 
true impact on people’s lives 
the way Thin&Healthy’s Total 
Solution® can. With Donna 
leading us there is nothing we 
can’t accomplish as a team—
the sky is the limit!
 #2) Having the be-
lief and passion that we are 
going to reduce the percent-
age of the overweight popu-
lation—including the children 

(this is the first generation that 
may not outlive their parents) 
helps drive me.  Our work is 
so important.  We have the 
ability to make the difference 
that is needed in this world—
How many people can say 
that about their company or 
their career? 
  #3) They aren’t over-
weight because they are lazy 
or not motivated and should 
not be treated as such.  The 
most important thing I can 
say is not to pre-judge some-
one when they walk through 
your club door.  They spend 
enough time being discrimi-
nated against in the public—
your facility should be a safe 
haven for them to be built up 
in, never torn down.  
 Janice Brown -  #1 
- As the Thin&Healthy Total 
Solution - Home Office Di-
rector what I love about my 
position is the ability to devel-
op businessmen and women 
into great leaders, sales reps 
or coaches as they hit their 
business and personal goals.  
I have run the Lima center 
for the past 8 years and have 
maintained the top numbers 
in the company.  My respon-
sibility is to maintain budgets, 
focus on profiting the center, 
hiring and training, staff eval-
uations and managing the 
sales department. I oversee 
three service managers and 
their department.  Prepare 
and run meetings. I set center 
and much more, staff goals. 
 #2 - the passion I have 
for my position is my driving 
force to success. It pushes 
me to strive to be the best in 
everything I do, along with re-
quiring the same for my staff.  
My passion brings energy, 
creativity amongst the mem-
bers as well as the staff.  It has 
caused people to talk about 
us and want to be a part of our 
company, whether it’s a pros-
pect that has referred a friend 
or a staff member telling all 
their friends and family about 
the great place they work. 
 #3 something about 
an overweight person that will 
help you is the hardest step for 
an overweight person is to ad-
mit they failed and need help. 
They have not experienced 
the benefit of exercise so they 
are not motivated to move. 
Once it is introduced at their 
level of understanding they 
grab on to it, however it takes 
a lot of patience from the 
trainer. 
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 CLUB INSIDER – 
Now I realize why you always 
stay so fired up Donna!

John & Donna Krech’s
Personal Fitness

  Q.- Donna, you look 
great…have you ever had 
a weight problem and if you 
did, what did you do about it?  
How do you keep looking so 
terrific?
 A.- Thank you.  In 
1982 when I was in Midland, 
Texas I was a size 12!  I was 
a pretty big girl.  I was eating 
out of depression and bore-
dom.  Remember I told you I 
was married to a man with a
lot of addictions?  It’s hard to 
be in that place.  That, having 
no money and being away 
from a family support system, 
led to the depression eat-
ing which caused my weight 
gain.  Here’s what’s really 
funny Norm…I was working 
in a  fitness club at the time!  
 Keep in mind I am 
only 5’1”.  I think thin is differ-
ent for different people. For 
some people it’s a number on 
a scale, for others a certain 
clothing size, for others an 
energy or strength level, for 
others it’s a body part look-
ing a certain way or getting 
a certain health report from a 
doctor. For me it’s a body part 
looking a certain way.  I don’t 
know how much I weighed 
then because I avoided the 
scale at all costs when I was 
size 12.  
 When I came back to 
Ohio and I had some people 
around who supported me 
and felt a little better about 
myself, I went down to size 
10.  When I went to work at 
a place where I was really 
starting to do something and 
getting some recognition and 
my self confidence was grow-
ing I went down to a size 8.  
When I went into manage-
ment and my home life and 
finances were a bit more 
stable, I went down to a size 
6.   When I got into ownership 
and really started achieving, 
establishing independence, 
confidence going through the 
roof, skills accumulating, fam-
ily very strong, I went down to 
size 4.   And, when we started 
Body Genics and I really got 
into fitness in a big way I went 
down to size 2.
 Nowhere in that story 

did I mention food.   It was 
all about life success issues. 
Motivation, self-confidence, 
stability, security, strong emo-
tional stability…I know that’s 
how I lost my weight and I 
know that’s how I keep it off.
 My husband and I 
started a program that we 
stick to carefully and call: 10 
Years Younger.  It’s really 
about having the right sup-
plements being put into your 
body…vitamins and miner-
als.  All kinds of information 
on these things can be found 
on:  www.10yearsyounger.
com   
 Of course, we eat 
our favorite foods, just like 
we tell our members to do.  
We practice moderation com-
pensation.  And, we work out 
regularly.  We pretty much 
live by our 10 Years Younger 
program.  I know that I keep 
the weight off by living Life 
Success.  I am absolutely 
convinced that’s the #1 rea-
son.  It’s about overcoming 
obstacles, having a powerful 
why and building self confi-
dence.  
 When you see your-
self as the person you want 
to be and you put yourself 
in that picture so clearly that 
you can actually feel what it’s 
like to be that person, you be-
come that person.  Whether 
it’s losing weight, accomplish-
ing a goal at work, achieving 
a relationship goal, you liter-
ally just become that person.  
 It is almost like mag-
ic.  I’ve seen it work so many 
times in my life.  I don’t think 
it’s just about secrets we’ve 
used to maintain youth.  I 
think it’s the secrets we’ve 
used to achieve things in 
our lives.  My husband has 
beaten cancer four times in 
five years.  It’s pretty power-
ful stuff.
 CLUB INSIDER – 
Donna, Thin&Healthy’s Total 
Solution® really is a compila-
tion of your total life experi-
ences put into application to 
help people.

Krech (laughing) -  Yep!  

 The Thin&Healthy 
Solution® Program is based 
upon a person’s 20 favorite 
foods.  We did that because 
we’ve been in the weight loss 
business for so long we know 
the #1 reason a person falls 
off a program is depriva-
tion. They can only eat so 
much tuna and lettuce you 

know.  
 So, we find out what 
their favorite foods are, we 
make sure they are incorpo-
rated into their program be-
cause those are the foods 
they are going to eat for the 
rest of their life.  The right pro-
gram, whether it’s Thin and 
Healthy or another program, 
the right program for some-
body to follow is one that they 
can follow for the rest of their 
life. 
 The same thing goes 
for movement.  I call it a “Zi-
glar block.”  When our friend, 
Zig Ziglar, first started to run 
to lose his weight, he could 
only run around the block 
one time. The next day he ran 
around the block and one mail 
box.  The next day he went 
around the block and two mail 
boxes.  So, we encourage 
our members to go around a 
Ziglar block because adding 
just a little bit more is a basic 
of fitness frequency duration.  
Adding just a little bit more of 
intensity is going to speed up 
your metabolism.  
 The fitness profes-
sionals can recite this stuff 
in their sleep.  But, the per-
son that needs to lose weight 
doesn’t understand how it’s 
applicable to them.  The av-
erage person just doesn’t un-
derstand the benefit of it.  
 People who need to 
lose weight feel like exercise 
is a punishment…they don’t 
understand and it’s our job 
to scream it from the rooftop.  
There are so many benefits.  
Let losing weight be one of 
the lower reasons to exer-
cise.  Let’s go for the powerful 
whys.  I could go on forever.  
It’s not rocket science.     
 Q.- You’re in the pro-
cess of developing quite a TV 
Show resume’ Donna.  Tell us 
about that please?
 A.- We have now 
aired 8 different shows of Fit-
ness Insider, a show broad-
cast on Oprah’s Oxygen Net-
work.  The concept was to go 
to trade shows and show the 
American public what goes 
on at trade shows, what the 
new trends are, what the up 
and coming equipment and 
new programs are out there 
and available.  I hosted that 
show with Bruno Massel.  I 
learned a lot. Masters Enter-
tainment was the production 
company.  I have also been 
invited to host several other 
shows. 

Driving People 
Into Health Clubs!

 Q.- What will be your 
next foray into television?
 A.- We’re looking at 
a show called Total Solu-
tions.  We will really provide 
the 3 key ingredients of the 
solution…the things I’ve de-
scribed to you.  Fitness In-
sider was wonderful.  But, 
the interviews we were doing 
were about products for club 
owners, which is wonderful, 
but that doesn’t build club 
membership.  
 What we want to do is 
drive people to the club indus-
try.  So, we believe our show, 
Total Solutions, will do that.  
My original idea was to travel 
the country and find health 
clubs that are safe, comfort-
able and friendly to people 
who have weight to lose.  I 
want to find clubs where 
people who have weight to 
lose feel comfortable going 
and those clubs offer them 
programs that are suitable for 
them and again, meet their 
needs.  I think America would 
watch that because I think 
they believe those clubs don’t 
exist.  
 CLUB INSIDER- I 
think that’s a great project!
 Rising star Donna 
Krech has also been invited 
to consider hosting two other 
shows. The Success and 
Training in Network (TSTN) 
has invited her to host a show 
called Life Success, focusing 
on maintaining motivation and 
a one-on-one live coaching 
show called Donna Krech, 
Life Success Coach. STAY 
TUNED!
 Q. You’re linked with 
some big names in the teach-
ing world, Donna.  People like 
Zig Ziglar, Jim Rohn, Brian 
Tracy, Laurel Langemeir and 
others you’ve mentioned 
to me before.  Tell us about 
those alliances and how you 
achieved them please?
 A.- We contacted 
them because we wanted 
to develop our Life Success 
program.  I wanted a program 
that provided well rounded, 
life success, WHOLE health 
and balance.  Inspiration and 
education and tools that a 
person could use, not just for 
losing weight but keeping that 
weight off.  The LIFE goals.  
I’ve been speaking in the per-
sonal development field for 
years.  I knew the success 
goal – minded individuals had 

and knew if we could marry 
that mindset with weight loss 
and fitness, we’d have a win-
ner.   
 So, I went to the 
experts.  I had an affiliation 
with Zig Ziglar. I went to Kyle 
Wilson, the President of Jim 
Rohn International.  I told Kyle 
my vision and what I wanted 
to do.  He thought my idea 
was way ahead of the trend 
and was willing to prototype 
the program and see how it 
would do.  
 The program they 
were providing had a 99% 
retention rate, but Rohn Inter-
national was not marketing it 
to fitness customers; he was 
marketing it to the profession-
al development consumer 
crowd.  
 So, we took the pro-
totype program, made some 
adjustments to customize it 
further and marketed it to our 
members.  That modified Life 
Success program had a 90% 
retention rate!  I am pretty 
sure this contributing author 
lineup of stars has had a lot 
to do with our retention rate 
being so high.  
 How many people do 
you know who eat out of emo-
tion? And, their stress has a 
lot to do with their finances.  
So, we’re going directly to 
the root of the problem.  In-
stead of putting a band aid 
on the cancer, we’re going to 
the root of the problem, so to 
speak.

A Club Industry
“Buy-In”

 Q.- Your company 
is an Associate Member of 
IHRSA.  What, if anything, do 
you think IHRSA could do to 
make your Associate Mem-
bership more valuable?
 A.-  I was discussing 
this with a colleague the other 
day.  We weren’t an Associ-
ate Member of IHRSA in the 
beginning.  We were a club 
member.  But, we were so 
viewed as a vendor that we 
became an Associate Mem-
ber.  I would say that what 
IHRSA could do to help me 
in this cause is get behind my 
message.  
 To my knowledge 
Norm, I don’t think there is 
anyone that is doing what I 
am doing or who has done 
what I have done from the 
standpoint of having been in 
the fitness business and in 
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the weight loss business and 
now effectively combining the 
two into a “new-hybrid” with a 
motivational component and 
attracting people who need to 
lose weight.  
 Listen I’ve got to 
tell you, I don’t care wheth-
er someone enrolls in 
Thin&Healthy’s Total Solu-
tion® or Healthy Inspirations 
or ABC weight loss or what-
ever, as long as the goal is 
achieved and it’s achieved 
with a good program.  
 I think it’s a matter of 
having the biggest vision.  The 
big vision some people have 
is: come join my program be-
cause it’s the best.  I think the 
bigger vision is: come join 
my program it’s going to give 
you phenomenal benefits.  
But, I think the biggest vi-
sion is my vision and it is 
about selflessness:  say-
ing you’ve got to get these 
benefits.  I don’t care where 
you go to get them. 
 To be very fair about 
it I think it is my responsibil-
ity that I didn’t present myself 
this way.  I allowed myself to 
be seen as a vendor, I con-
formed.  But, I would like 
my facility and it’s accom-
plishments in the area to be 
known and what it’s done in 
weight loss to get noticed by 
IHRSA and many others.  
 Instead, in 1997, at 
Club Industry in Chicago I 
was the first club to introduce 
weight loss to the fitness 
world. Therefore, I got labeled 
as a vendor.  It was not well 
received because our indus-
try did not want to hear what 
I was saying.  Now, obesity 
in our country has become a 
pandemic.  
 Q.-  You Donna, 
Casey Conrad, Tasso 
Kiriakes and very few others 
in our industry have the tru-
est ‘visions’ of where you see 
the health club industry going 
in the future. And, you all are 
taking your businesses in that 
direction.  What should health 
club owners think about going 
forward?
 A.-   The health and 
fitness club industry in Amer-
ica should be the solution.  
Instead, we’re the problem.  
But, we should be the solu-
tion.  Our clubs should be 
where most people are go-
ing.  
 This is movement, 

nutrition and motivation.  
Our industry specializes in 
these three things and peo-
ple are avoiding us!  How 
frustrating is that?
 They are avoiding 
us because of the way we 
present ourselves.  In 1997, 
when I introduced weight 
loss to the fitness industry, it 
was almost as if there were 
crosses being burned in my 
yard.  Almost as if tomatoes 
were being thrown.  I mean 
this figuratively.  
 I was saying to the 
industry, “Guys, they are not 
going to come to us if we pres-
ent ourselves in the future as 
we’re presenting ourselves 
now and in the past.  We have 
to market to the obese/over-
weight market differently.  We 
have to reach out and speak 
to their needs.”
 I had three different 
responses from club owners 
Norm and I can categorize 
them.  And, there are still only 
three:  
 #1-  Club owners 
that said, “You know what?  I 
don’t want to deal with them.  
I don’t care about people that 
want to lose weight. I want 
to deal with people that want 
fitness.  I don’t want to mess 
with those other people.”  I 
could only say, “O.K….that’s 
your prerogative.”  That is a 
club owner’s right to have 
that opinion.  And, I respect 
his right to think however he 
thinks.
 #2-  Club owners 
that said, “Well Donna, I don’t 
know that we have to market 
to them differently.  We’re go-
ing to figure this out and show 
you that we’ve gotten the 
overweight people to come 
to our club.”  To them I said, 
“Well, O.K. good luck with 
that.”
 #3- Club owners that 
said, “O.K., help us.  Tell us 
how to bring these people into 
our clubs and consequently 
Norm, I’ve got club owners 
that have added $100,000 
to their bottom line.  I am not 
saying I have all the answers, 
I don’t.  I just have so much 
experience now and I can 
help them.” 
 We need to make the 
transition into becoming the 
‘new hybrid’ weight loss.  We 
HAVE to be seen differently 
so people will know we’re dif-
ferent!
 Norm, let me add 
something about the three dif-
ferent responses we get from 

club owners, one of them be-
ing that they just don’t want 
to ‘deal’ with the person who 
has weight to lose.  
 I will be vulnerable 
and admit something--- I un-
derstand their feelings.   It IS 
easier to operate a facility for 
fitness members only.  They 
don’t need nearly as much 
guidance.  They come al-
ready aware that fitness is 
their solution or at least a big 
part of their, solution.  
 The weight loss cus-
tomer is one that doesn’t 
want to exercise.  They just 
don’t understand the benefits 
like we do.  Temporary solu-
tions like 6-week programs, 
meal replacement plans or in-
troducing some other fad pro-
gram won’t be the solution.  
Those solutions don’t give the 
overweight person what they 
need and they won’t bring the 
overweight person in.  
 Yes, it is easier to 
deal only with people who 
know they want fitness... it 
can be frustrating at times, 
trying to create a solution 
for such a huge, devastat-
ing problem... but as an 
industry we must perse-
vere and do what’s right.  We 
must become the solution.  I 
believe in our industry.  I be-
lieve we’re motivated individ-
uals who always get the job 
done.  I believe we’ll do it!    
 I believe a perma-
nent solution to this problem 
is to provide a continuity 
plan.  Continuity by definition 
means a connected and con-
tinuous whole.  Any area of 
life requires this.  In business 
we have to continue learning 
and changing.  With finances 
we have to save and invest 
wisely all our lives.  In mar-
riage we have to continue 
the courting relationship so 
our marriage stays alive.  
 As people we have 
to practice introspect so we 
can become all we were cre-
ated to be.  Even with God 
we need to study, pray and 
share fellowship on an on-go-
ing basis so our relationship 
with Him becomes strong.  
 Why would we think 
weight loss, fitness and 
health is any different than 
these other crucial areas of 
life?  We wouldn’t ask some-
one to play the stock market 
who didn’t understand ba-
sic budgeting.  We can’t ask 
someone to lift weights who 
doesn’t understand why it’s 
good for them -  you know 

… the benefits they want to 
receive.  It all requires a con-
tinuity plan.  We’ve created 
Life Success™ as a conti-
nuity plan.  It’s available to 
anyone who’s interested in it 
for themselves or their mem-
bers.   

What Legacy 
Are You Leaving?

 Q.-  Donna, any other 
closing comments?
 A.-  There is a phrase 
that I live by.  That phrase is: 
“Life is short.  Don’t miss a 
minute of it!” You asked the 
question “Why my team has 
stayed with this company for 
so long?”  It is because of the 
bond that we share.  
 We know life is short, 
so we don’t hold grudges.  We 
work through our problems.  
We know there is always a 
solution.  I live by that phrase, 
because as you know, my 
husband’s last cancer had 
a zero percent cure rate.  I’ll 
tell you, it’s like we’re on our 
honeymoon and we’ve been 
married for 16 years.  We’ve 
learned first hand how short 
life is and we’re not missing a 
MINUTE of it! 
 One of the key ingre-
dients to this interview is that 
we teach this to our members.  
We all live for experiences.  
We want to experience cer-
tain things with our spouses, 
our children, our grand chil-
dren and our friends.  We 
don’t work for money, Norm.  
We work for the experiences 
money can buy.  People don’t 
lose weight to get into a size 
6.  People lose weight for the 
experiences they can have.  
Life is short and we don’t 
want to miss experiences.  
 I ask myself and I ask 
my Team on a regular basis, 

“What kind of legacy are you 
living today?  What kind of 
legacy are you leaving today?  
Every time you talk to another 
human being, whether you 
want to or not, you’re making 
a mark that is going to make 
a legacy. 
 We ask our mem-
bers, “What kind of legacy 
are you leaving?”  We have 
a children’s program now be-
cause we need to be teach-
ing these children how to 
be healthy.  You can have 
healthy, happy, hope filled 
children.  Now, we’re going to 
have the opportunity to teach 
young people that.  
 Unfortunately, we’ve 
had our children adopt life-
styles where they don’t move.  
Now, they’re overweight too.  
Things that we so took for 
granted, riding a bike, playing 
hop scotch…most kids don’t 
know about movement and 
physical activity for FUN any-
more. 
 I boldly ask club own-
ers now, “What kind of legacy 
are you leaving?”  I under-
stand you’re leaving a legacy 
of personal fitness…that’s 
great!  But, what kind of busi-
ness legacy are you leaving?  
 Are you a business 
that offers hope and solu-
tions?  Or, are you a business 
that offers a place to come 
and work out?  
 Ohhhh…(big sigh) I 
just hope I don’t become the 
enemy after this.  If I do, I do.  
I am so passionate about IT.  
You know what they say about 
pioneers?  They take the ar-
rows first.  Somebody said to 
me once, “You were the first 
person to bring weight loss 
into the fitness business, how 
does that feel? “  
 I said, “Ouch!”  It hurt 
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a little bit, but it hasn’t shut me down. 
I am more fired up now than I’ve ever 
been.  God is good all the time.”
 CLUB INSIDER – God bless 
you, your family and your Thin & 
Healthy’s Total Solution® Team, Don-
na. 

(Norm Cates, Jr. is the Founder of 
CLUB INSIDER News and publisher 
since 1993.  Cates is a 32-year veteran 
of the health, racquet and sportsclub 
industry.  In 1981 Cates was the 1st 
President of IHRSA and a co-founder 
of the Association with Rick Caro and 
five others. He was honored by IHRSA 
in March, 2001 when he was presented 
with its DALE DIBBLE Distinguished 
Service Award … an honor that was 
the greatest of his life.  Norm Cates 

may be reached at: 770.850.8506 or 
at: clubinsidernews@mindspring.com 
or at:  normcates@leavingfatcity.com   
Look for Norm Cates’ new book in 
print for just $7 a copy by October 31, 
2006.  Go to: www.leavingfatcitycom  
to order.)
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EASYZONE WEIGHT LOSS & 
NUTRITION PROFIT CENTERS 

ARE ‘TAKING OFF’ IN THE 
INTERNATIONAL MARKET

     After their successful launch 
in the U.S. market The Alliance 
Fitness Corporation, founder of 
the EASYZONE WEIGHT LOSS 
& NUTRITION CENTERS, has 
announced that their EASYZONE 
WEIGHT LOSS DIVISION has 
expanded internationally. With over 
50,000 plans sold and 9 million 
dollars in profit to club owners the 
EASYZONE has exceeded initial 
projections.  The plan is specifically 
designed for health clubs and personal 
training studios.
     The EasyZone Weight Loss & 
Nutrition program is a personalized 8 
week simple to follow plan that clubs 
offer to their members. Presented in 
an attractive easy to follow exercise 
and nutrition journal the plan utilizes 
grocery store foods.  Each meal plan is 
a safe, scientifically sound method of 
weight loss based on individual goals, 
body fat percentage and activity level. 
The guidelines and food categories 
utilized ensure that the member stays 
within the necessary caloric intake for 
safe, successful weight loss. 
     One week of on site training makes 
it easy for existing staff to administer 
the program which does not require a 
dietician or nutritionist. 
Chris Hibbs, CSCS Fitness Director 
Greater Waterbury YMCA comments: 
“We found that one of the best aspects 

of purchasing the Easy Zone was the 
training.  Not only did it educate our 
trainers on nutritional concepts and 
the Easy Zone process, the additional 
insight into running a personal training 
business was invaluable.”
     Al Lamoureux, General Manager, 
WHR Fitness, Rhode Island notes; 
“After several years of extensive 
research I chose the EasyZone for 
our facility. Our goal in bringing 
this much needed component to our 
members was to provide a nutrition 
program that did not include pills or 
supplements, and one that did include 
exercise. The EasyZone is a perfect 
fit! It is based on real food, without the 
need to supplement with pills, and the 
program not only includes exercise, 
but weaves it into the foundation of the 
program. We are looking forward to 
increasing retention, personal training 
& ancillary income sales through the 
EasyZone.
     The one time licensing fee includes 
20 free meal plans and initial marketing 
materials to offset the investment.  
Meal plans and snacks are available 
to the clubs on an as needed basis.
   FOR MORE 
INFORMATION CONTACT 
EASYZONE@COGECO.CA OR 
CALL NORMA JONES AT 866-
LOOK-FIT (566-5348) WWW.
EASYZONECORP.COM

###

Sincere Thanks, Gratitude and 
Appreciation to:

All who have advertised, purchased 

subscriptions and 

pitched in as Contributing Authors.

We’ve now published 156 monthly editions.

 of you are on the “ ” that    

We will be grateful to you forever.

We appreciate and LOVE you.

Very sincerely, Norm Cates, Jr.
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 ‘A Master-Mind mind 
may be created through the 
bringing together and blend-
ing, in the spirit of perfect 
harmony, two or more minds.  
Out of this blending the 
chemistry of the mind cre-
ates a third mind which may 
be appropriated and used by 
one and all.’ 
 -Napoleon Hill, Laws 
of Success 

 Having been the 
strategic coach to several 
hundred business owners 
and currently the chair for a 
dozen master mind groups in 
the club world, I have a very 
good idea of the primary rea-
sons for joining such a group.  

There are six.  But ultimately 
they all enable and support a 
higher performing, more com-
petition proof business and a 
more fulfilling life.   
Six Reasons for Joining a 
Master Mind Group
 #1- Better Deci-
sions: No one easily sees 
all sides of an issue.  The 
parable of the blind men and 
the elephant is a charming 
reminder of this challenge.  
Every business owner and 
executive I have worked with 
over the last 30 years sees 
their business through a set 
of colored glasses.  The tint 
is typically the accounting-fi-
nancial tint, or the innovative-
creative-easily bored tint, or 
the human interaction-social-
customer service tint or the 

get organized-follow the sys-
tem tint.  Of course there are 
other tints and some have a 
set of glasses with a different 
tint in each side.  Basically, 
this means that with a sys-
tem tint that owner-manager 
will excel in systems and is 
likely to have a blind spot or 
weakness in the human re-
sources or creative arena.  
This means you will make de-
cisions that don’t take these 
areas into account.  Such 
decisions are less likely to be 
effective.  Your ideas, plans 
and decisions are strength-
ened and improved when 
they are questioned by other 
caring, smart business think-
ers.  This can only happen 
when you build a team with 
the right chemistry-confiden-
tial, smart and trusting. Test-
ing out your ideas, decisions 
and plans with others, wear-
ing other tints, gives you a 
chance of making much bet-
ter decisions and plans.
 # 2- Being Chal-
lenged: Complacency sets 
in; we adjust our goals to 
meet our performance; we 
think we are doing the best 
we can.  Then you expose 
your business to a smart set 
of other business owners 
who challenge you to grow 
and improve in a way your 
employees never will. 
Learning that a group mem-
ber has better retention and 
lower labor costs becomes 
a challenge for you to un-
derstand what you can learn 
and apply to your business.  I 
saw a very clear image of the 
power of being challenged 
the first time I saw Arnold in 
Pumping Iron. This was in the 
mid 70’s.  I was not a body 
builder; I did not belong to a 
gym, but the scenes in the 
movie clear demonstrated 
how a buddy who challenged 
you could improve your per-
formance.  Now remember, 
this was not personal train-
ing.  It was a pair of buddies.  
You challenge me and I’ll 
challenge you and we both 
benefit.  The cost? Zero in 
terms of dollars.  To benefit, 
however, you must be willing 
to be challenged.
 #3-  Being Appreci-
ated: You make a stunning 
accomplishment and your 
staff says, ‘Oh, that’s nice.’  
Only other business own-
ers can truly appreciate your 

challenges and successes.  
It is energizing and deeply 
rewarding to share your suc-
cesses and have them fully 
and deeply appreciated by 
your peers.
 #4- Clearer Think-
ing: Many times a business 
owner simply needs to be lis-
tened to as he or she works 
through a situation or prob-
lem—thinking out loud with 
understanding and attentive 
listeners enables you to hear 
yourself more clearly. Fre-
quently this leads to modify-
ing and fine tuning your initial 
thought. It is a way of testing 
out your own thoughts before 
putting them into action.  In a 
way a Master Mind Group is 
like have your own board of 
directors.
 #5- More Experi-
ence and Resources:  If 
you have never converted a 
racquetball court to fitness, it 
is valuable to chat with some-
one who has.  If you never 
have had a flood or fire, it is 
great to chat with someone 
who has gone through the 
recovery.  Bringing different 
owners together to share 
their experiences and the re-
sources can be very valuable.  
With three people in a Master 
Mind Group you can increase 
your experience 300%.  Add 
the benefits of thinking to-
gether and discussing issues 
and you increase the benefits 
to 500% or five times greater 
than acting alone.  
 #6-  Being Held Ac-
countable: Accountability 
can improve performance in 
two ways.  Owners are often 
able to come up with new 
ideas and improvements for 
their business.  Their failure 
is in disciplined follow up and 
implementation.  This is a pri-
mary reason that their sales 
force is not as powerful as it 
can be.  You don’t need an-
other presentation on how to 
sell; you need to apply what 
you already know.  Secondly, 
the owner frequently knows 
what changes are needed 
(fire this person; move that 
person; eliminate this prod-
uct), but the decision drags 
on and on as performance 
and profits suffer. A strong 
Master Mind Group will hold 
you accountable in a way that 
your banker, your spouse and 
your staff never will. 
 Master Mind Groups 

were conceived by that mas-
ter of personal self help Na-
poleon Hill in his famous 
book ‘Think and Grow Rich’. 
His book is still an excellent 
guide for those individuals 
who want their business to 
achieve at the most success-
ful levels. 

EXECUTIVE EDUCATION

 The majority of exec-
utives want to improve their 
businesses and believe that 
if they learn more they will 
do better.  This belief fuels 
the executive education busi-
ness.  It motivates executives 
to read books on business, 
magazine on their industry 
and attend industry conven-
tions and seminars.  Four 
reality factors undermine this 
educational strategy.
 Statistics on semi-
nars show that 70% of what 
you decide to take back home 
will disappear unless you fol-
low-up and commit to put it 
into practice within seven 
days. Even then day-to-day 
pressures will do their best to 
erode your commitment.  
 Second, when pre-
senters present they polish 
their example to prove their 
case.  Tom Peter’s In Search 
of Excellence was a best 
seller, yet within six months 
of publication most of the ex-
cellent companies no longer 
met Peter’s criteria for excel-
lence.  More recently the va-
lidity of Jim Collins Good to 
Great has been serious chal-
lenged in a Harvard Business 
Review article.The rapidity of 
business fads brings together 
an earlier fable The Pied Pip-
er of Hamlin! Thirdly, the ba-
sic seven principles of adult 

Master Mind Groups
By Will Phillips

Will Phillips

(See Will Phillips page 30)
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 Successful people 
sometimes tend to think they 
are successful at the health 
club business because of 
some instinctive understand-
ing.  They are good and what 
has happened is… they’ve 
done it once; they think can 
do it again and again.  At 
some point club owners and 
managers start to eliminate 
some of the key details and 
some of the reasons they 
were successful and they get 
a bit apathetic to the ultimate 
detail and fundamentals that 
made them successful in the 
first place.  They take things 
for granted. They don’t plan 
and train their staff quite as 
hard. They forget that suc-

cess is guaranteed to no 
one.
 In membership 
sales, key items such as the 
master appointment book, 
daily phone contacts, daily 
appointments, regular sales 
training and prospecting for 
new leads can be taken for 
granted and even overlooked. 
We become reactive in our 
approach instead of proac-
tive.

Poor Communication

 People listen in differ-
ent ways.  Some people like 
to read, some people like to 
look at their email, some peo-
ple like people to call them 
and tell them, some people 
like meetings, some like text 

messages, etc.  
 I suggest that you 
come up with several differ-
ent ways to communicate 
with your employees (and 
members for that matter) and 
make sure you follow up to 
get confirmation of the fact 
that they got the message.  
 You might want 
to use signs, communica-
tion log books at your front 
desk, office banners, emails, 
text messages, newsletters, 
phone calls, formal training 
classes and informal train-
ing.  Don’t expect one form of 
communication to get the job 
done.
 One of the common 
statements I hear from club 
owners and manager’s is, 
“Well, I told them.”  What they 
mean is, they told them once 
and then expected it to be 
done.
 If it were that easy, 
the job of management 
wouldn’t be necessary.

Accountability

 Accountability is…
what the job is, who is going 
to do it and when.  This needs 
to be in writing and confirmed 
so that everybody involved in 
this accountability has a com-
plete understanding.  
 You should under-
stand that everybody needs 
to be held accountable for 
completing their assigned job 
duties on time and in an ef-
fective manner.  You’ll see as 
you go along where account-
ability falls into…generating 

reports for salespeople…re-
viewing reports… getting a 
job done, or an open house.  
One of the things I hear is, “I 
was way too hands-off, way 
too easy going, way to wor-
ried about being a friend to 
my people and not holding 
them accountable.”  
 Earn their respect, 
not their friendship.  Inspect 
what you expect.
 When we go into a 
facility and conduct an Oper-
ational Analysis, we will con-
duct interviews with key staff 
members.  One of the ques-
tions we ask is, “What is your 
job description?”
 We go to the club 
owner and ask the question: 
what is your ___________
(position title) job descrip-
tion?  It’s always interesting 
how often the answers differ.
 Be sure you’re on the 
same page with what’s ex-
pected.  Your silence will be 
interpreted as acceptance.

Fun

 We know that the 
health club business should 
be fun.
 And, we want to run 
a tight operation, but we want 
to treat people well…we want 
to make sure that they are 
enjoying their work and that 
we are providing an environ-
ment that allows a motivated 
person to act.  
 The club business 
can be too much fun, if you 
are not careful.  Other health 
club businesses can be too 

dry.  So, somewhere in the 
middle, you, as the owner or 
manager, holding people ac-
countable, need to have all of 
this process in place. 
 You must think in 
terms wanting it all to be 
done, but wanting it to be en-
joyable as well.  

Have a System and Have 
a Plan

 We all know that the 
most valuable asset in any 
facility is our people.  
 However, one of the 
keys to avoiding success 
apathy is to manage the sys-
tem.  Whether it’s a long-term 
employee or a new hire, the 
system remains the same 
and should be implemented 
and followed up on each day.  
Don’t simply assume they 
are going to do it.  Everyone 
needs leadership and direc-
tion.
 Have a plan for re-
cruiting and training staff, for 
advertising and marketing, 
for membership sales  and a 
plan for resolving conflict.
 Be sure you are fol-
lowing a proven system….
and follow up.

Now, go score yourself!

(Jim Thomas is the Found-
er and President of Fit-
ness Management USA.  
Jim may be reached at: 
800.929.2898 or by email:  
jthomas@fmconsulting.net or 
www.fmconsulting.net)

Jim Thomas

Do You Have Success Apathy in Your Health Club?
By Jim Thomas 

MAKE 
IT FUN!
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learning are rarely used in 
designing conventions, books 
or workshops (if you’d like to 
see these visit the Locker on 
REXonline.org.)
 Third, when execu-
tives share at a convention or 
as friends two errors occur.  
First, they rarely tell the bad 
news, the mistakes and the 
failures.  Mostly, everything is 
‘GREAT’ and ‘how’s by you?’  
When they do talk seriously, 
they often fail to share the 
last 5% and it is often in this 
last 5% of the story where the 
truth is revealed. 
 Last, no valuable in-
sight you gain from a book 
or presenter can be applied 
back home----without you do-
ing two things.  First you must 
re-engineer the insight to fit 
your style of management, 

your staff, your business and 
your members.  This is no 
simple feat.  Second, you 
must follow up the redesign, 
in the early implementation to 
learn how to fine tune it and 
finally you must persist in its 
implementation.  How often 
do I hear a CEO say, ‘Wow! 
That’s a brilliant idea.  You 
know we used to do that.’
 These four factors all 
erode the effectiveness of ex-
ecutive education to such an 
extent that several years ago 
a Rutgers University study 
found that CEOs felt that 
95% of all executive educa-
tion added no value to their 
business.
 And when we don’t 
achieve the level of perfor-
mance we want, it’s off to 
another seminar, convention 
or a new book.  Master Mind 
Groups, especially when their 
members are in the same in-

dustry are the single best in-
vestment for improving busi-
ness performance because 
they are designed by real 
business leaders (not profes-
sors and industry experts) to 
counter the above four fac-
tors which undermine the 
relations between executive 
education and business re-
sults. 
 Next month in Part II 
entitled:  “How to Form and 
Run a Master Mind Group 
(MMG) “  To access Part II 
now go to: www.REXonline.
org and look under Manage-
ment Briefings.)

(Author Will Phillips is the 
Founder and CEO of REX 
Roundtables for Executives 
which operates 24 industry 
roundtables including 10 for 
club owners and GMs in the 
US, Canada, Australia and 
New Zealand.)

…Will Phillips
continued from page 27

ity STEP product that literally 
never wears out.    
 Now, Body Training 
Systems (BTS), a Division 
of The STEP Company, is 
delivering high quality group 
exercise programs and mu-
sic to the best clubs across 
America.  
 BTS is an American 
company delivering the very 
best quality programming, 
instructor training, marketing, 
sales assistance and music 
available in this industry.  
 A huge differentiator 
for BTS is the new member-
ship sales boost their clubs 
obtain from BTS program-
ming because of member re-
ferrals and the Madison Ave-
nue quality marketing support 
provided by BTS.  
 BTS provides much 
more than world class pro-
gramming, training and mar-
keting support.  BTS also 
provides world class group 
exercise management train-
ing, an area that influences 
your new membership sales 
and member retention.   .
 BTS, based in Mari-
etta, Georgia, U.S.A., has 
elevated the quality of group 
exercise production and de-
livery to a science.   The 
company now provides six 
programs and each one is 
done with a sharp eye on one 
primary objective:  QUALITY, 
not quantity. 
 The world class qual-
ity BTS programs are:  Group 

Power™, Group Step®, 
Group Centergy®, Group 
Ride™, Group Kick™ and 
Group Groove™. 
 The BTS science of 
group fitness pays close at-
tention to every single detail 
necessary to deliver quality 
group programming for your 
club members in every BTS 
class.  
 Rich Boggs, one 
of The STEP Company’s 
Founders, was moderator of 
a Leadership Panel  at the   
BTS Summit at the World 
Congress Center in Atlanta, 
Georgia.   Five club owner/
operators representing 15 
clubs participated in the pan-
el.  The format was an open 
format designed for other 
owners and GMs to ask ques-
tions regarding how these 
five owners had achieved the 
outstanding results.  Three of 
the owners started with BTS 
in the last year and the other 
two had more than four years 
experience with BTS.  There 
were approximately 50 own-
ers and GMs who participated 
in a lively three hour Q&A. 
 Boggs opened by 
commenting on the three key 
ingredients for a success-
ful group fitness program:  
Boggs said, “If you ask any 
participant to evaluate the 
class they just experienced, 
their response will involve 
these three things: 1) the pro-
gram 2) the instructors and 3) 
the environment.  
 So, we look care-
fully at what we do.  Break-
ing down these various com-

ponents of what creates that 
great experience is part of 
what this last day and a half 
has been about.   It’s interest-
ing because we both share 
50% of this.  Our part is the 
programming. That’s 100% 
BTS.  If we don’t perform and 
provide very high quality pro-
grams for you, it doesn’t mat-
ter how great your room is 
or how great your instructors 
are.  If the programs aren’t 
good, it’s not going to be a 
great experience.”   
 Clubs are respon-
sible for the room or the en-
vironment.  We can suggest, 
we can help, we can consult, 
we can do all of those things.  
But, if you have a bad room, 
a bad sound system, bad 
lighting, it doesn’t matter how 
good the program and the 
instructors are, you’re not go-
ing to reach the potential that 
exists.  
 Now, in the middle 
the programs and the room 
are the instructors.  We share 
that responsibility.    The club 
selects them and BTS trains 
them.  If our training program 
is lousy, it doesn’t matter 
whom you’ve selected, they 
are not going to be particu-
larly good.  If your selection 
process is lousy, it doesn’t 
matter how good our training 
program is, the outcome is 
not going to be good.  So, we   
each have 50% of the three 
critical components that cre-
ate a great experience for the 
member or guest.”  
 Boggs continued, 

…BTS
continued from page 3

(See BTS page 34)
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BOSTON- September 14, 
2006- The International 
Health, Racquet & Sportsclub 
Association (IHRSA) recently 

held the 2nd Annual IHRSA 
Club Business Entrepreneur 
Conference in conjunction 
with the 25th Annual National 

Fitness Trade Show (NFTS) 
from September 6-9 at the 
Rio All Suites Hotel in Las 
Vegas, Nevada.

 More than 450 in-
dependent club operators 
and developers attended 
the event, which has been 

called the profitability con-
ference for the independent 
club operator.  The National 
Fitness Trade Show, which 
featured 80 exhibiting com-
panies, attracted more than 
1,500 attendees.  Also, 
250 fitness trainers  from 
around the world attended 
the American Council on Ex-
ercise (ACE) International 
Symposium, held for the first 
time in conjunction with the 
Conference.  And in addi-
tion, event attendees turned 
out for the Augie’s Quest 
fundraiser to raise money 
for ALS research.  The 
event raised more than 
$100,000 and marks the 
third time that IHRSA has 
hosted such an event. 
 In addition, Anytime 
Fitness, one of the nations 
fastest growing franchise 
companies held their annual 
convention and awards ban-
quet in conjunction with the 
Conference. Approximately 
150 Anytime Fitness owners 
attended the Conference and 
over 300 Anytime Operators 
attended their awards banquet 
on Friday, September 8th. 
 “The goal of this 
great event is simple,” said 
Joe Moore, President & CEO 
of IHRSA.  “It is to provide 
industry entrepreneurs and 
independent club operators 
with the necessary resources, 
information, and motivation 
to jump-start their business, 
increase sales and become 
more profitable. It also pro-
vides a priceless network-
ing opportunity and forum to 
discuss the issues that are 
unique to independent op-
erators and developers in this 
dynamic industry.”
 The featured world 
class speakers are many of 
the industry’s leading experts 
and included Thomas Plum-
mer, Paul Brown, Anthony 
Baynard, Casey Conrad, 
Mike Kincaid, Nancy Kouris, 
Annette Lang, Will Phillips, 
Michael Scott Scudder and 
Karen Woodard-Chavez
The 3rd Annual IHRSA Club 
Business Entrepreneur Con-
ference, 2nd Annual Ace 
International Fitness Sym-
posium and 26th Annual Na-
tional Fitness Trade Show will 
take place September 5-8, 
2007 at the Rio All Suites Ho-
tel in Las Vegas, Nevada. 

More Than 450 Independent Club Operators Attend 
The 2nd Annual IHRSA Club Business Entrepreneur Conference
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“But, there’s a flaw.  Club 
owners are so busy that you 
don’t have time to do many 
of those things.  So, what we 
have to do is support you with 
lots of professional help and 
backup.  When you get into 
what we’ve done this morn-
ing on sales, marketing, pro-
gramming and how we look at 
things, we have tried to make 
this as much of a turnkey busi-
ness as possible because we 
know running clubs is very 
challenging.” (Author’s note: 
Rich Boggs and his partner 
Ray Irwin should know, be-
cause they built, owned and 
operated seven Sportslife 
Clubs, one of America’s best 
club operations for years pri-
or to selling it in the mid 90’s 
to Doug Levine of Crunch Fit-
ness.)  
 What we are going to 
do is hear from these three 
gentlemen who’ve had the 
BTS program or programs for 
less than one year.  They are 
still in the set up phase.  Still 
new.  It is important for you 
to learn about their aston-
ishing results. Then we will 
break and you are going to 
hear from three more people 
who’ve had BTS programs for 
more than four years.   After 
hearing from all six individu-
als who will respond to pre-
submitted questions we will 
open the floor for follow-up 
questions to them.”

Boggs then introduced the 
first group of three panelists:  

 Mike Arteaga, 35-
year veteran and owner of 
two All Sports Clubs, market 
leaders in Poughkeepsie and 
Ulster in upstate New York.  
Arteaga’s clubs are 50,000 
and 25,000 square-feet.  
Arteaga launched Group 
Power™ and Group Step® 
in the past year.  Arteaga has 
experienced a 44% increase 
in total group fitness atten-
dance since installing just 
two BTS programs.   Arteaga 
pointed out while Boggs was 
speaking that he had already 
contracted to install a brand 
new 4,000 sq.ft. group exer-
cise room addition to the six-
story office building where his 
club already occupies the first 
two floors. 
 Mike Silva, the 
owner of the very popular 
25,000 sq.ft. The EDGE club 

in Ramsey, New Jersey.    Sil-
va’s club has four competi-
tors within a couple of miles 
and 10 competitors within 10 
miles of his 20+ year old club. 
He charges $65 per month.   
Prior to BTS Silva’s club had 
been averaging  12% of   total 
visits to group fitness class-
es and within one month of 
launch that had increased to 
21% of total visits. IHRSA re-
ports that clubs average be-
tween 10 – 15% group fitness 
visits.
 John Miller, Gen-
eral Manager of five, highly 
successful, 45,000 sq.ft. 
Courthouse Athletic Clubs 
in Salem, Oregon. Boggs 
commented that 9 years ago 
when BTS launched its first 
barbell class that Courthouse 
elected to develop their own 
barbell class and called it The 
LIFT.  One year ago, Miller 
made the switch to BTS.  
Boggs said, “John Miller did 
more due diligence on his de-
cision than anybody I’ve ever 
worked with at BTS.”   Miller 
started in October, 2005 and 
experienced a 37% increase 
in group fitness participation 
after his first launch, Group 
Power™. Boggs pointed out 
that Miller reduced his cost 
per participant from $1.20 
to $.96, and the difference 
became bottom line profit.  
Miller produced a massive 
launch and great experience 
rolling out Group Power™ 
and Group Ride™ as his first 
two programs.  
 This first panel of 
commentators included op-
erators with new BTS experi-
ence in 5 clubs, 2 clubs and 
1 club and in all kinds of mar-
kets.  So, the attendees were 
able to hear true comments 
from an excellent cross sec-
tion of highly successful club 
operators who have been 
totally thrilled with their first 
year BTS results. 
 Each panelist re-
sponded to the same ques-
tion.  For this report we will 
cover the first question this 
group responded to.  Next 
month in our October issue 
we will have more from this 
group of “raving BTS fans” 
and comments from the sec-
ond panel of veteran “raving 
BTS fans” who have four 
years or more providing BTS 
programs for their members:  
Gordon Johnson, owner and 
recipient of numerous, pres-
tigious awards for his three 
Gold’s Gyms in Douglasville 

and Marietta, Georgia, and 
James and Susan Viar, own-
ers of three extremely suc-
cessful Gold’s Gyms south of 
Atlanta.    
 Question:  What was 
the single largest impact of 
Body Training Systems on 
your club business?
 Mike Arteaga – BTS 
has had a huge impact on my 
business.  We’ve had some 
low price competitors come 
into our market and the com-
petition in our market has in-
creased a lot in the last few 
years.   BTS just had a tre-
mendous impact in terms of 
energy in the club, in terms of 
creating a Team in the club.  
We have so many members 
crossing over from equip-
ment to group fitness, too. To 
a large degree, our most suc-
cessful instructors are people 
who’ve never been group ex-
ercise instructors.  By follow-
ing the BTS formula and with 
their personalities, it just had 
a huge impact on the energy 
of the club and our future. 
 Mike Silva – “I see 
some owners in this room 
who are waiting to see what 
is going to happen and they 
hope it is going to be great.  
I think BIG.  That’s the way I 
went into this program. BIG. 
I went to BTS wanting to in-
crease participation.  
 I had a staff that was 
a diamond in the rough.  Now, 
I have people who are work-
ing like one person, who’ve 
gone through the BTS training 
and now they’re delivering a 
product that will help people.  
We never really did that with 
group fitness before.  My staff 
came through.  With the help 
of BTS they implemented this 
new product really well. 
 That’s a big thing be-
cause my staff had never been 
part of developing something 
they could take ownership in.  

They took immediate own-
ership of this BTS program.  
There is a reason for that.  
We included them, probably 
for the first time, and that was 
partially my fault.  I did not in-
clude them in the bigger de-
cisions in the past. They are 
part of it now.  Now, instead 
of having me trying to cheer-
lead, I have 17 people that 
are cheerleading from all dif-
ferent directions in the club.  
 I have two particular 
staff members that have de-
veloped into totally different 
employees.  They are not 
the same people they were 
prior to the training. I can’t 
emphasize that enough.  I’ve 
watched them develop as 
people.  I’ve watched them 
change and now they want to 
make fitness their choice for 
their careers.  I’ve seen major 
changes in all of my staff in 
that regard.  
 I have a passion to 
really do this.  I want to see 
this be successful for our club. 
Now, I see this passion ooz-
ing out of my staff members.  
Every member that comes 
in is seeing the same thing.  
They are excited about BTS.  
It’s all because of my staff.  I 
remember the atmosphere 
outside of the group exercise 
room before we had BTS.  
Now I’ve got people walking 
out of the classes raving and 
saying, ‘God, that’s unbeliev-
able.  I can’t wait to get back 
here tomorrow.’  
 I can’t even tell you…
we’re handing out schedules 
as fast as we can print them 
out!  It’s because of the staff.  
The staff has changed the at-
mosphere.  The positive feel-
ings in the club are incredible.  
They are so excited and you 
just can’t help but feed off of 
it. I think a positive factor was 
my personal involvement.  I 
attended the training and be-

came totally involved in this.  
I think it’s important to make 
this point about the training.   
My involvement, being vul-
nerable as the owner by do-
ing something that I am not 
trained to do, helped this ef-
fort.  We started helping each 
other and that triggered a lot 
of camaraderie between me 
and my team.”  
 Mike Arteaga added, 
“I was a total novice at this.  
But, when you see this imme-
diate reaction to this program 
right up front you realize this 
is fantastic. If you’re in this 
business to help people, this 
is just a ‘no-brainer’.  When 
we were investigating this, 
Rich said to me, ‘When was 
the last time you saw some-
one get off a treadmill and 
say,‘WOW that was fun and 
let me tell my friends!’”  
 John Miller – “I 
thought about this question 
a lot. What we did was jump 
into this BTS thing with two 
feet.  Everybody in our five 
club organization is now in-
volved.  It’s really been a 
great success for our organi-
zation for the last year.  
 A niche we’ve sought 
has been the non-exerciser.  
How do we help them make 
regular exercise part of their 
lifestyle?  Our past experienc-
es with group fitness have not 
been nearly as successful as 
the BTS programs have been 
for the past year.  BTS has 
really helped take the non-
exerciser and make regular 
exercise part of his lifestyle.  
In terms of the expertise of 
leading those people in there, 
we’re really trying to hone our 
skills and it really helps to 
have a fully trained staff.”  
 

STAY TUNED for more  
“raving Body Training  

Systems fan” commentary 
next month!
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