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The “Pulse” of the Health, Racquet and Sports Club Business

 Bill Houck, has been 
a good friend of mine for many 
years and he is truly “one-of-
a-kind”.  The best way to de-
scribe him is: “Bill Houck, put-
ting the ‘P’ in personality.”  
 Bill Houck has a very 
unique combination of tal-
ents:  he has a sterling per-
sonality, he has a mind like 
a steel trap, he is a quick 
study in all he does, he is a 
guy possessed by being nice, 
he’s a fellow with an amaz-
ing ability to know the names 
of all of his members, he’s 
a man focused on knowing 

what his members want, he’s 
an operator who produces 
what his members want in an 
environment full of fun and 
he’s as skilled at promotion 
as anybody I’ve ever met.  
Moreover, you’ll not find a 
more family focused guy any-
where. Judy, his loving wife of 
31 years and his son, Chris, 
23, work with him at the club.  
And, several of his staff mem-
bers have family members 
who work on the team at the 
beautiful 156-acre Brookfield 
Country Club in Roswell, 
Georgia.  
 Everybody in the 
health, racquet and sports 

club industry will benefit from 
reading this cover-story.  Bill 
Houck’s nuggets of experi-
ence, wisdom and learning 
about people, and how to 
treat them, are embedded in 
this interview. It is very likely 
that you will find new ideas 
and concepts that Houck 
has employed in his suc-
cessful career and at Brook-
field Country Club for the 
past few years.  You may 
decide to adopt, as is, and 
employ some of his ideas to 
benefit your club business 
significantly. Or, you may 
modify them to fit your club 

 BOSTON- Septem-
ber 11, 2007- Given the re-
cent release of the Trust for 
America’s Health report, “F 
as in Fat” and its troubling 
findings, it is apparent to 
IHRSA that now more than 
ever we are a nation in need 

of effective and strategic so-
lutions to our nation’s obesity 
and physical inactivity crisis. 
  “The link between 
sedentary lifestyles and the 
precipitous rise in obesity and 
chronic disease is undeni-
able,” said Joe Moore, Presi-

dent and Chief Executive Of-
ficer of IHRSA and member 
of the Advisory Board of the 
newly formed Partnership 
to Fight Chronic Disease. 
“These findings tell us that 
exercise is a critical compo-
nent of preventive health care 

to most Americans. However, 
they are losing the struggle 
to balance the demands of 
work and family with personal 
health and need greater sup-
port. Americans need ac-
cess to the tools necessary 
to live healthier lifestyles.” 

  To truly effect change 
in our nation’s collective 
health, a coordinated effort 
must occur. While individu-
al Americans need to take 
charge of their own health 
choices, our political leaders 

 I first met Arthur 
Jones, the genius and now 
legendary man who invented 
Nautilus and later, MedX, at 
his amazing Jumbolair Ranch 

in Ocala, Florida in the early 
1980’s.
 Get this picture from 
my memory of the first time I 
met Arthur Jones.  Imagine a 
sprawling ranch with a long 
winding driveway leading up 

to a beautiful white columned 
mansion with huge Oak and 
Weeping Willow trees scat-
tered across the huge front 
lawn and to the right a 10,000 
square-foot ballroom…all sit-

Bill Houck Brings A Country Club Perspective to the 
Health, Racquet and Sports Club Industry

An interview with Atlanta’s Legend…Bill Houck
By Norm Cates, Jr. 

IHRSA Applauds Trust for America’s Health National  
Call to Action to Combat the Obesity Crisis

Brookfield Country Club Management Team 
Left to right, bottom to top: Carlen Webb, Bill (yellow shirt), 

Judy and Chris Houck, Les Hudson, Stuart Cobb, Kurt 
Harris, Helen Below, Jerry Matthews, Sharron Roach, 

Chris Lafferty and Glenn MacKinnon.

Arthur Jones… the Legend Passes

By Norm Cates, Jr. 
 Robert L. Rice, health 
club industry veteran, com-
munity leader and philanthro-
pist, passed away on August 
29, 2007. He passed away 
peacefully, surrounded by 
his family, after courageously 

battling multiple melanoma 
cancer for the past 3 years.  
 Bob was born on 
August 15, 1929, in Farm-
ington, Utah, the second of 
five children of LeGrand and 

Robert L. Rice, A Great Man...Passes 

(See Bill Houck page 16)

(See IHRSA Applauds page 6)

(See Arthur Jones page 22) (See Robert Rice page 28)



 • Hello everybody!  
This is your friendly CLUB 
INSIDER News Publisher 
Since 1993 checking in!  
Take some time for news!
 • Seeing AUGIE and 
LYNNE NIETO and Ath-
letic Business and Fitness 
Management Magazine 
Publisher and owner, PETE 
BROWN, in Las Vegas at the 
IHRSA/NFTJ event, was an 
amazing experience for me 
and I am sure, for all who en-
countered them.  Augie, suf-
fering from LOU GEHRIG’s 
disease, also known as ALS, 
moves about in a wheelchair 
now and no longer has the 
use of his arms or legs.  Ad-
ditionally, his ability to speak 
clearly has deteriorated sig-
nificantly.  But, the man and 
his dedicated and loving wife, 
Lynne, just won’t quit. With 
the help of many generous 
people inside our industry 
and many non-industry folks 
as well, Augie and Lynne are 
doing big things to fight ALS.  
AUGIES’ QUEST has raised 
$10,387,463 in 23 months 
with a goal of $18 million 
within 36 months.  Very im-
portantly for everyone consid-
ering a donation, per Augie 
and Lynne’s creative efforts, 
ALL of those funds have been 
separated from the Muscu-
lar Dystrophy Association, 
where donations for ALS nor-
mally go.  By separating the 
funds, Augie and Lynne are 
targeting with a lazer-like 

focus, new revolutionary 
genetic research that truly 
has the potential to find 
a cure for ALS very soon.  
Augie and Lynne sent the fol-
lowing email to me yesterday 
as a follow-up to our agreed 
plan in Las Vegas where I will 
produce our October cover 
story about Augie’s Quest 
and his new book.  Augie and 
Lynne wrote yesterday: Norm 
- Thank you for reaching out. 
Your words of encourage-
ment are the fuel for my fire. 
It is friends like you that make 
life worth living!  My vision for 
the story is the following:  The 
book, “Augie’s Quest….. 
One Man’s Journey From 
Success to Significance” is 
the story of my transforma-
tion. (Augie’s book was co-
authored with T. R. Pearson.) 
I have attached a summary 
of the book that you could 
publish. I feel that with the 
book coming out in Novem-
ber, it could set the stage for 
a good article. Let me know 
what you think. I would also 
like to share with you a proj-
ect that we have worked hard 
on. For an amazing video 
about ALS click on this Five 
For Fighting link:  http://www.
whatkindofworlddoyouwant.
com/videos/view/id/382360/
page/1 Every time the site is 
viewed, $1 goes to Augie’s 
Quest. The comments are 
amazing! They are from the 
friends who take the time to 
leave their thoughts. Enjoy 

the video, forward it to all of 
your friends and take the time 
to read the wonderful com-
ments. We will find a cure!  - 
Augie  So, please go to the 
website above and view this 
truly amazing video.   Addi-
tionally, at IHRSA San Diego 
(the greatest IHRSA Con-
vention location ever!)  in 
March a “Beach Bash” for 
Augie’s Quest is planned.  
I must write these words to 
all of you: “Were it not for 
the grace of God…there 
go I.”  I write these words to 
encourage all of you to learn 
about ALS and the fact that 
it could hit you or any of 
your loved ones or friends 
at any moment.  That tru-
ly…truly means that Augie 
and Lynne Nieto are not just 
fighting ALS to save Augie’s 
life.  They are fighting for the 
lives of 250,000 Americans 
now suffering from ALS 
who will die from it if a cure 
is not found.  Please think 
about this and get involved. 
Go to: www.augiesquest.com 
and give whatever you can.  
Also, please input the web-
site address above into your 
computer with a note above 
it that says: “FIGHT ALS!”  
and post it in your clubs, in 
your newsletters and wher-
ever else you can.  Augie 
and Lynne are in a race for 
his life.  But, win or lose this 
race, Augie and Lynne will al-
ways be remembered for the 
brave and hard fight they are 
fighting.  And, I will promise 
all of you this, too…if Augie 
loses this race with time … 
he will never be forgotten.  
And, their brave fight against 
ALS will NOT end.  We, as an 
industry, will go on from now 
until kingdom comes until a 
cure for ALS is found.  I prom-
ise Augie and Lynne and all 
of you that.
 • Augie’s site: http://
www.whatkindofworlddoy-
ouwant.com/videos/view/
id/382360/page/1
 • I hope to see you in 
the Windy City … Chicago, 
at the Club Industry Show, 
October 10-13th! Check out 
The CLUB INSIDER News 
advertiser list on this page, 
and please visit with our ter-
rific advertisers who bring 
this publication to you every 
month.  They are terrific folks 

and every one of their com-
panies can help your club 
prosper over the short and 
long term.  They will treat you 
right. Check out:  www.clubin-
dustryshow.com for registra-
tion and information.  My ex-
hibit # is: 106 and my friend, 
the lovely HOLLY SNOW, 
my friend LYLE SHULER’s 
significant other, will be help-
ing me work my spot.  As in 
Las Vegas, September 4-7th, 
where I was well assisted, I 
will be Celebrating the 15th 
Anniversary for The CLUB 
INSIDER News!   I’m offer-
ing a 15th Anniversary Sub-
scription Special Offer of 
15 months for $89 or 15 
one-year subscriptions for 
$1,000!   If you’re a vendor 
and want to be part of this 
great trade show, contact 
SAM POSA-(800) 525-9154 
email:Sam.Posa@penton.
com
 • MICHAEL LEVY, 
IHRSA’s Chairperson, is 
now in his 2nd year of service 
as the leader of the Board 
of Directors and the Asso-
ciation and his fourth year on 
the Board.  His teammate, 
IHRSA President and CEO, 
JOE MOORE, served on the 
IHRSA Board of Directors 
for four years, including his 
last year as the last Presi-
dent ever, by title, of IHRSA. 
These two fine guys work 
their butts off for both IHRSA 
and this industry.  When I 
write, “both IHRSA and this 
industry” I mean this. You 
and your club(s) may or may 
not be IHRSA (International 
Health, Racquet and Sports-
club Association) members.  
But, ONE thing is for sure, 
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IHRSA member club or not, 
Michael Levy and Joe Moore 
work for you and your club, 
too.  After almost 27 years 
IHRSA has an awful lot go-
ing on and all of it is good for 
your club business, IHRSA 
member or not. One of the 
most important things IHRSA 
has going is the ILC, the In-
dustry Leadership Council.  
The ILC exists for the sole 
purpose of changing the cli-
mate in Washington, D.C. and 
the State capitals of America 
with respect to the laws the 
elected legislators consider 
and ultimately pass. Laws 
that might impact our industry 
in very positive or very nega-
tive ways.   Please take the 
time to read the letter on this 
page that IHRSA’s Chairper-
son Michael Levy has written. 
Contained therein, you will 
see a list of very impressive 
achievements by IHRSA and 
the ILC.  But, we need you 
on board this train to influ-
ence Washington and State 
legislators!  HELEN DURKIN 

and her IHRSA Public Poli-
cy Team who work hard in 
D.C. and across America for 
you all cannot do it alone. For 
their work in Washington and 
each State to be successful 
they need your participation, 
support and funding.  Your 
participation will strengthen 
their efforts and the funding 
has been and will continue to 
be used to employ the abso-
lutely necessary D.C. lobby-
ists who are helping IHRSA 
become linked with our elect-
ed representatives.  I urge 
you to read Michael’s letter 
and step up, support IHRSA 
and the ILC. Together, let’s 
all make something HUGELY 
POSITIVE happen in Wash-
ington, and across America. 
On a State level, please par-
ticipate and respond each 
time you become informed by 
IHRSA or anyone that some 
legislator is proposing poten-
tially industry damaging laws.  
IF you participate in IHRSA 
and the ILC and help out, 
some day very good things 
could happen on a Fed-
eral level that could boost 
your club membership more 

than you can imagine right 
now.  The positive legisla-
tion IHRSA is working on, the 
WHIP and PHIT Acts, can be 
passed.  When passed these 
measures will become vital 
to significant new member-
ship growth across America.  
IF you remain silent and 
uninvolved, your club might 
literally find itself put out of 
business by lawmakers who 
are unformed on how bad 
the laws they are proposing 
might be for the American 
club industry. Our industry 
is one that could someday 

become vital to the future of 
America, instead of what it 
is today…an industry that is 
still misunderstood by most 
Americans.  Without our in-
dustry providing input to 
them the legislators might 
just go along on their blissful 
way and unintentionally pass 
laws that essentially dam-
age your club operations for-
ever…these matters are that 
serious.  Please don’t ignore 
lawmakers … thinking you 
can’t make a difference.  The 
potential upside is HUGE.  
The potential downside could 

be devastating.  So, please 
don’t miss Michael’s letter.  
Then, pick up the phone and 
become part of this very im-
portant club industry move-
ment to be heard and to in-
fluence America’s lawmak-
ers.  Please call IHRSA at: 
800.228.4772 and join.  Or, if 
your club is an IHRSA mem-
ber club now, just pick up the 
phone, get involved and give 
to the ILC Fund.  Someday 
you may be very, very hap-
py you did.  To the contrary, 
someday you could wish you 

…Norm’s Notes
continued from page 4

(See Norm’s Notes page 8)

also have a responsibility to 
develop policies that sup-
port healthier lifestyles. This 
means providing accessibil-
ity for all Americans to side-
walks, parks, and other areas 
where they can exercise; 
removing federal barriers to 
exercise—such as taxes im-
posed on consumers for their 
memberships to exercise fa-
cilities; and providing incen-
tives for health plans, doctors, 
hospitals and other health-
care providers to improve 
how we treat chronic disease. 
  IHRSA has strived to 
promote exercise as a health-
care solution for more than 
twenty-five years. In the effort 
to combat the monumental 
human and financial costs 
associated with sedentary 
lifestyles, IHRSA currently 
conducts two national health 
promotion campaigns, Get 
Active America! and I Lost 
it at the Club!, in which our 
member clubs motivate indi-
viduals to become active in 
order to live longer, healthier, 
and happier lives.  IHRSA 
is also an ardent supporter 
of federal legislation, such 
as the Workforce Health Im-
provement Program (WHIP) 

Act and Personal Health In-
vestment Today (PHIT) Act, 
which would make exercise 
more affordable and more 
accessible for all Americans.   
  Despite the con-
cerning rise of inactivity and 
its related diseases and ill-
nesses, IHRSA is encour-
aged by the growing aware-
ness of exercise as medicine, 
both as a preventative and 
rehabilitative necessity to 
improving the quality of life 
for all Americans.  However, 
change can only occur with the 
cooperation of policymakers, 
individuals and institutions to 
create a culture of wellness 
that will begin to reverse the 
nation’s obesity problem. 
  IHRSA is a not-for-
profit trade association repre-
senting over 8,800 health and 
fitness facilities, gyms, spas, 
sports clubs and suppliers 
worldwide.  IHRSA is commit-
ted to taking a leadership role 
in advancing physical activity, 
which is critical to America’s 
health and the battle against 
obesity and disease.  IHRSA 
supports effective national 
initiatives to promote more 
active lifestyles for all Ameri-
cans and is working to pass 
laws that will help affect soci-
etal changes toward a more 
fit America.

…IHRSA Applauds
continued from page 3

August 15, 2007
Dear IHRSA and ILC Members,

As we look back at a very successful 12 months for our industry and our organization, I want 
to reach out to you all and offer my sincere gratitude for all of your hard work and sheer 
determination.  We are now significantly closer to our goal of making the health club industry 
an integral part of healthcare in this country.  IHRSA and the Industry Leadership Council 
(ILC) are truly at the forefront of our industry and I am confident that we will continue to meet 
and surpass our goals. 

Without the effort of the ILC we would not have been able to make the strides we have made 
this year.  With your help, this year IHRSA has accomplished the following:

• Reintroduction and bipartisan sponsorship for the WHIP Act and PHIT Bill.
• Successful in amending AED legislation to include liability protection for use and  
 non use, staffing requirements, compliance dates and keycard facilities in legislation  
 that was adopted in two states (IN, MA). As well as amending or defeating flawed  
 AED legislation in 5 states (CT, HI, MO, NY, TX).
• Fought and won 100% of our efforts to block legislation seeking to tax health club  
 dues.
• 100% success rate in defeating bills that would prohibit or restrict automatic  
 renewal.
• Leveraged all opportunities to advance a proactive health and wellness agenda,  
 actively supporting tax credit/wellness legislation in 11 states, and physical  
 education/wellness legislation in 30 states.
• Added resources to Federal legislative team.

In addition, the success of the 5th Annual Legislative Summit has increased the number of co-
sponsors for WHIP Act and PHIT Bill.  I was proud to see our members bring to Capitol Hill 
their extensive knowledge of the industry and the pending legislation important to it.  The 
energetic lobbying effort of those who joined us in May in Washington D.C. laid important 
groundwork for the passage of WHIP Act and, we hope in the coming years, the PHIT Bill. 
Members of Congress who are in our corner are working hard to make this a reality. During 
the Summit, IHRSA gained recognition nationally with the addition of Joe Moore to the 
Partnership to Fight Chronic Disease.

We must stay very active both in Washington and in state capitols across the nation. The 
Summit gains strength every year, and I am looking forward to seeing our numbers increase in 
2008.  As the numbers grow, so does our influence in Washington. As individuals it is hard to 
be heard, but our collective voice is stronger now, becoming louder each year. 

While our accomplishments this year have been significant, I know our group can do much 
more. I am challenging all of you to try to raise the bar in 2008. We need your continued 
support to make the difference this year.  Please help us by making a donation. We cannot do 
this without you!

Sincerely,
Michael S. Levy 
Chairperson, Board of Directors 
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 As an industry, we 
have an opportunity to effect 
everyone’s life in a positive 
way.  To achieve that, you 
need to position your club 
as a vital health resource for 
your entire community. 
 Consumers will 
spend money today more 
than ever before.  But, only 
when they see value.  Peo-
ple are willing to pay higher 
rates only when they under-
stand the differences in your 
club and appreciate the val-
ues it offers. To successfully 
sell value rather than price, 
you need to have a proven 
system of sales, service and 
retention that can positively 
affect your long-term growth.
If you have a customer-based 
value proposition every time 
you meet with a prospect and 
that value proposition has 
REAL VALUE for the cus-
tomer, it will give you a con-
sistent approach, consistent 
engagement and a consis-
tent competitive advantage. 
That competitive advantage 

takes price off the table as an 
issue.  
 An objection to price 
is a clear indication that 
the prospect does not have 
enough information to make 
a positive buying decision 
based on value.  Your role is 
to provide enough information 
on the values of your club, so 
the prospective member feels 
comfortable making a deci-
sion to become a member.
 Is your club selling 
value or selling failure? To-
day’s marketplace has five 
to 10 times more competition 
than just a few years ago. 
We’re seeing the emergence 
of more demanding custom-
ers that want value for their 
money and most of them 
want more than just a “gym”. 
Many customers ask “aren’t 
all treadmills and weights the 
same?”  If you have a fitness 
only club and think you’re 
giving them real service and 
value, think again. The reten-
tion rate at most fitness-only 
clubs is only 40-50%, at best. 
This is the heart of the reten-
tion challenge faced by every 

club in every market. Cus-
tomers do their talking with 
their feet (and their money). 
 Most of the new 
membership growth in this 
industry in the years to come 
will come from non-exercis-
ers looking for help and guid-
ance — not just access to a 
piece of equipment. How-
ever, according to the recent 
IHRSA study of “Why They 
Don’t Join”, intimidation is still 
the #1 reason that non exer-
cisers do not join. The study 
reveals clearly that members 
want to focus on maintaining 
a healthy, active lifestyle and 
not on an “ideal” weight or 
body type. You need to make 
exercising in your facility fun. 
It is suggested that clubs de-
velop marketing materials, 
brochures and print informa-
tion, that depict “average” cli-
ents, not overly fit ones.
 Achieving growth in 
your business will require you 
to sell value, not failure. I am 
convinced that most Ameri-
cans are looking for an ex-
cuse not to exercise. When 
we give them intimidating 

clubs dominated by very fit 
staff and members, crowded 
clubs, no service and no re-
sults, we fulfill their excuse. 
This environment will force 
clubs to show how they are 
different, not better.  Most 
consumers don’t believe you 
when you say your club is 
better, because every busi-
ness claims they are. You 
must find your niche, articu-
late the differences in your 
club and then you’ll own that 
position in your market.  Dif-
ferentiation in your club must 
be based on value, which in-
cludes continuing value after 
the sale. 
 As new members 
ask that question, they are 
holding us accountable for 
creating and selling value. In 
these competitive times, our 
businesses are also holding 
us, as owners and managers, 
accountable!  Accountabil-
ity simply means being held 
responsible for your own ac-
tions and results. When sales 
managers or club owners 
wait until performance results 
are in, it is too late. 

 Instead, it is better 
to create the most effective 
environment for success. 
First, you must create a soft 
sell sales culture that says 
that sales staff must be will-
ing to accept that they alone 
are responsible for their own 
successes and failures. Sec-
ond, you must have a system 
in place for holding staff ac-
countable. If you don’t have a 
system for accountability and 
a performance management 
system that evaluates factors 

Selling the VALUE of Your Club to Prospective Members
By Ed Tock 

Ed Tock

(See Ed Tock page 22)



had not remained silent.
 • Congratulations to MR. 
BILL HUBNER as he was honored in 
Las Vegas with WALLY and MISCH-
ELLE BOYKO’s National Fitness 
Trade Journal Lifetime Achieve-
ment Award.  See photo below. Join-
ing Mr. Hubner, and also honored 
with the NFTJ’s Distinguished Ser-
vice Awards, were STEVE STRICK-
LAND, GENE BRUTON, SEAN HAR-
RINGTON, PHIL PATTI, LES WIEHE. 
RON HEMELGARN presented the 
award to Mr. Hubner after comments 
from LARRY GURNEY, Hubner’s 
friend and partner in The RUSH Fit-
ness Complexes.  Mr. Bill Hubner, 
a man with an 8th grade education in 
school and a Ph.D. in life, has lived 
an amazing life and today enjoys 
much success on many levels includ-
ing in his 52-year running Paramount 
Fitness, his Fitness USA club chain 
and his partnership in what will soon 
be 13 RUSH Fitness Complexes 
with Larry Gurney.  In attendance were 
past Lifetime Achievement Award win-
ners: RAY WILSON, RUDY SMITH, 
RON HEMELGARN, JERRY KAHN,  
BILL PEARL, KEN MELBY and AU-
GIE NIETO.  Previous winners of this 
high honor, but not in attendance be-
cause both had passed away shortly 
before the event, were the late AR-
THUR JONES and the late ROBERT 
RICE.  (Mr. Rice was represented by 
two of his Grandsons.) Additional pre-
vious winners not in attendance were:  
JACK LaLANNE (who sent a nice 
video message), JOHN McCARTHY 
and LARRY SCOTT.  

 • The IHRSA Club Business 
Entrepreneur/National Fitness 
Trade Journal event in Las Vegas 
was terrific and seems to get better 
every year.  This event brought togeth-
er attendees from IHRSA, the World 
Gym and Planet Fitness Forum and 
the American Council On Exercise 

that held its International Fitness 
Symposium.  Excellent speakers 
THOMAS PLUMMER, EDDIE TOCK, 
JEFF MASTEN, CASEY CONRAD, 
DONNA KRECH, MIKE CHAET and 
DR. STEVEN LUNDEN, Author of  
“The Fish Philosophy”  and many 
other industry experts, presented at 
the event. The Trade Show saw in-
creased traffic, as well. The Top 3 
finishers of WALLY and MISCHELLE 
BOYKO’S Ms. Fitness USA and 
Ms. Fitness World contests were:  
CARA KOKENES, of Illinois, HEIDI 
MALANO from Colorado and NIKKI 
CRAWFORD of Oregon. The  Top 3 
in Ms. Fitness World  were:  ANAS-
TASIYA KORLOVSKAYA, Ukraine, 
VANDA HADAREAN, Canada and 
KATERINA KOSENKO, Ukraine.  
Someday, a MISS CONGENIALITY 
AWARD would be terrific. This year 
I’d nominate Mollie Ann Holt of Dal-
las, Texas, for the honor! More photos 
are on: clubinsidernews.com
 • PETE BROWN’s annual 
Athletic Business Conference and 
Expo is slated for November 28 – Dec 
1st in Orlando at the Orange Country 
Convention Center.  To register call: 
800.722.8764 or email: conference@
athleticbusiness or check out: www.
athleticbusinessconference.com 
 • CONGRATULATIONS to 
MAURICE MORIN and his family!  
They celebrated the 35th Anniver-
sary of their ForeCourt Racquet 
and Fitness Club in Cumberland, 
Rhode Island on September 15th with 
a Member Appreciation Day!  A full 
day of events was held, including an 
evening Gala featuring music by the 
Silvia Brothers, ballroom dancing 

with KEVIN DiLORENZO of the Paris 
Academy of Dance and hypnotist, 
FRANK SANTOS, all providing en-
tertainment. I wish I could have been 
there!
 • Congratulations to IHRSA, 
the IHRSA Institute Faculty and the 
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60+ attendees at the 19th 
Annual IHRSA Institute held   
August 6-10, 2007 at Bab-
son College outside Boston. 
This is the highest level club 
industry learning experience 
available anywhere and it 
was a great success again 
this year.  The prestigious 
faculty of industry experts in-
cluded:  Rick Caro,  Jarod 
Cogswell,  Brent Darden,  
Bob Esquerre,  Nestor 
Fernandez, Gary Graham, 
Philip Racicot, Jill Stevens 
Kinney,  Lori Lowell, Julie 
Main, Bill McBride, Roger 
Ralph, Debra Siena and Ed 
Tock.
 • TODD LIPTON, 
the owner of Fitness Ac-
quistions, Inc. d/b/a Club 
Brokers, informed me that 

his firm will represent The 
Fitness Company in court-
ordered bidding on assets 
of the company. The Fitness 
Company filed Chapter 11 
Bankruptcy in Delaware.
 • LARRY GURNEY 
and BILL HUBNER’S RUSH 
Fitness Complex organi-
zation is growing with new 
clubs planned in North Caro-
lina’s “Piedmont Triangle” 
– Greensboro, Winston-Sa-
lem and High Point.  Gur-
ney says he has plans for as 
many as 20 clubs by the first 
quarter of 2008. Grow care-
fully, Larry! 
 • This just in from  
IHRSA President and CEO, 
JOE MOORE:  “World deaths 
from “lifestyle” diseases will 
double by 2015 unless all-out 
efforts are taken to combat 
them, the World Health Or-
ganization (WHO) warned 

Friday, September 14th. 
WHO said about 17 million 
people die prematurely each 
year as a result of the global 
epidemic of largely prevent-
able chronic diseases -- the 
leading cause of death in the 
world today.  High on the list 
are cardiovascular diseases 
-- mainly heart disease and 
stroke -- cancer, chronic re-
spiratory diseases, diabetes 
and obesity.”  Congratulations 
to Joe Moore as he has been 
named to the Advisory Com-
mittee for The Partnership 
to Fight Chronic Disease.  
Check out:  http://www.
fightchronicdisease.org/   
 • Congratulations to 
BIG JOHN McCARTHY and 
JOE MOORE, all past and 
present Board Members  
and the entire IHRSA Team 
as IHRSA has now grown to 
8,800 member clubs world-
wide! That includes 5,660 
U.S. clubs!  Both of these 
great men, all Board Mem-
bers and ALL of the IHRSA 
Team deserve big-time kudos 
as these figures are for the 
end of IHRSA’s fiscal year, 
July 1, 2006, the day after 
John retired from IHRSA. 
 • My previous note 
about the value and im-
portance of IHRSA and 
why your club should be a 
member is well exemplified 
by news shared here from 
IHRSA in its Capitol Report 
about alliance building with 
the medical profession.  IHR-
SA announced that “PETER 
AILUNI, D.O.  the new presi-
dent of the American Osteo-
pathic Association (AOA), 
in response to a letter from 

IHRSA, affirms his “presiden-
tial theme” of “Fit for Life” and 
expressed interest in partner-
ing with IHRSA to achieve 
our mutual goal of a healthier 
America. During his recent in-
auguration as the 111th presi-
dent of the AOA, Ajluni laid 
out his vision for a focus on 
fitness through a three-fold 
plan. The first aspect of the 
plan asks that all members 
devote themselves to becom-
ing healthy examples for their 
patients.  In his letter to IHR-
SA, Ajluni discusses a num-
ber of steps that he has taken 
thus far including: instituting 
a program for staff members 
to receive discounted health 
club memberships; organiz-
ing a “fun run” during the AOA 
convention; working with 
state and specialty osteo-
pathic associations to create 
fitness opportunities at their 
events; creating a task force 
to help their members and pa-
tients lead healthy lifestyles.”   
 • The Greenwood 
Athletic and Tennis Club 
in Greenwood, Colorado is 
Celebrating 20 Years with 
Member Art Installation.  
This is from a Press Release 
I received from the club:  
“Members of Greenwood 
Athletic and Tennis Club of-
ten say that visiting the club is 
the best part of their day. As 
the club reaches its 20th Anni-
versary, Greenwood Athletic 
and Tennis Club manage-
ment found a way to honor 
their most important asset—
the loyal members – with 
new artwork to be installed 
throughout the club. Some of 
the members that were cho-

sen for the art exhibit have 
been with the club since the 
first day it opened and all 
were the embodiment of what 
membership at Greenwood 
is all about.”  PAULA NEU-
BERT, General Manager 
of Greenwood Athletic and 
Tennis Club commented,  “It 
is not just their physical attri-
butes but a strength of spirit 
that we wanted to acknowl-
edge and celebrate which is 
why the members chosen to 
be models are of all ages, 
abilities and interests. The 
artwork will be around for the 
next year replacing all the pic-
tures that were on the walls 
and we are encouraging visi-
tors to come by and view our 
art exhibition.”
 • Here is a special 
message from American 
Specialty Health, a San 
Diego-based organization 
about the Silver&Fit Full 
Program.  “Poor health is not 
an inevitable consequence 
of aging. The average 75-
year-old has three chronic 
conditions--most of which are 
preventable. The Silver&Fit 
Full Program provides unique 
exercise classes, healthy 
aging education and social 
support to give members 
the incentive to join your fit-
ness facility. Silver&Fit is of-
fered to Medicare members 
(65 years of age and older 
or on social security for two 
years or more) who are eligi-
ble through their health plan 
or employer group. Benefits 
to Participating: 1) No fees 
to apply to the Silver&Fit fit-
ness club network; 2) No-cost 
marketing: - No-cost listing in 
network directories that go 
out to health plan members-
No-cost listing on www.Sil-
verandFit.com Web site; 3) 
Non-exclusive program: You 
may also participate in other 
fitness network contractual 
relationships; 4) Be a part of 
a new initiative in the health 
care and wellness fields; 5) 
Turn-key application process 
6) Attract a market segment 
that is difficult to reach.  Go 
to: www.SilverandFit.com
 • How about those 
new American life expec-
tancies that were just an-
nounced!  In 1955 the Ameri-
can life expectancy was just 
69.6 and the now the new life 
expectancy is 77.9, based 
on 2005 figures released this 
month!  I am so proud of my 
DAD, NORM CATES, SR. 
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and his wife, LOUISE, as they’ve both 
have exceeded the new life expectan-
cy by over 10 years and they are mov-
ing right along in life.  So folks, here’s 
more evidence that the 50+ market 
is huge and growing and should be 
tapped into by your club.  
 • The best 50+ “tapper” 
for Senior programming I know of is 
SANDY COFFMAN!  The photo be-
low depicts DAVID PATCHEL- EV-
ANS giving SANDY the Can Pro Fit 
Lifetime Achievement Award in 
Canada while Can Pro Fit Director of 

Education, MAUREEN HAGAN looks 
on.
 • This out of Pennsylvania 
and courtesy of IHRSA’s Capital Re-
port: The Pennsylvania Attorney 
General announced last week that a 
local health club and a Florida-based 
telemarketing firm must pay fines and 
investigation costs to resolve com-
plaints from consumers who received 
phone solicitations while on the Do 
Not Call List. The club was also cited 
for other violations including failure to 
register with the Attorney General’s 
Office, failure to post the financial 
security required by law, and use of 
contracts that do not fully disclose 
the consumer’s cancellation rights 
as required by the Pennsylvania 
Health Club Act. The business will 
pay a combined $16,000 in costs and 
penalties and must fully comply with 
Pennsylvania law before conducting 
any future business in the Common-
wealth.
 • DR. MARK A. TULLY of Uni-
versity of Ulster, Northern Ireland, 
and colleagues designed a study to 
see if exercising at a level lower than 

currently recommended would boost 
overall fitness and heart health. The 
study showed that even low levels of 
weekly exercise - below currently rec-
ommended levels -- has major health 
benefits. In the study, 30 minutes of 
brisk walking three days per week was 
enough to drive down blood pressure 
and improve overall fitness in a group 
of healthy sedentary adults. (Courtesy 
of IHRSA’s Wellness Report). 
 • TONY deLEEDE’s is at it 
again!  Following up on great success 
and experience with the 1996 Atlanta 
Olympic Games (AOC),  deLeede’s 
engaged Fitness First Australia with 
the Australian Olympic Commit-

tee in an eight-year deal for the 2008 
Beijing and the 2012 London Olym-
pic Games.  deLeede comment, 
“Fitness First will join forces with the 
AOC to manage and staff the Austra-
lian Team’s Recovery Centre which 
is an integral part of post training and 
competition - it truly is an honor to be 
able to support the Australian athletes 
at this level.”  Our “mate from down 
under” Tony deLeede is a promotion 
machine!  Good on ‘ya mate! 
 • You don’t ever hear much 
from me about so called “new prod-
uct announcements”.  That’s be-
cause during almost 15 years of pub-
lishing I’ve found that all most compa-
nies want to do is sic their PR firms on 
me so I will write about them for free, 
and use my paper and ink that I’ve 
gotta pay for to help them sell their 
products.  So, my advertisers and 
subscribers end up paying for product 
promotion of free loaders who may be 
their competitors!   I don’t think that’s 
fair.  I have advertising that is intend-
ed to help all of us pay for this publica-
tion each month and those folks have 
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kept us going for nearly 15 
years. So, if I use up space 
for free-loaders, that means 
our great vendors and manu-
facturers and service provid-
ers don’t get the space I do 
have available.  I never turn 
down a request from my ad-
vertisers for editorial support 
and when necessary, I spend 
extra dough to provide it for 
them.  But, the nice Expres-
so PR people have done a 
good job of bugging me, so 
I’m gonna make an exception 
today.  I’m going to tell you, 
in case you’ve not seen and 
tried it out already, about Ex-
presso Fitness, a supplier 
of interactive cardio fitness 
systems.  Expresso Fitness 
provides a FUN cardio work-
out for your members and 
guests. I’ve briefly checked 
out Expresso Fitness at a 
couple of trade shows and do 
believe this product line might 

be a smart addition to most 
any club.  But, that’s as far as 
I’ll go until they start advertis-
ing with us. But, I did want to 
bring this 3-year old product 
to your attention so you can 
check them out at Club In-
dustry and IHRSA San Di-
ego. 
 • The following peo-
ple will play a huge role in the 
health and fitness industry 
over the next ten years and 
beyond:  MIKE GRONDAHL, 
MARC GRONDAHL, CHRIS 
RONDEAU and BEN MIDG-
LEY.  They are four of five pan-
elists at the Rio Conference 
Center, in Las Vegas, where 
the newly minted World Gym 
International, Inc. own-
ers and leaders sat with all 
around nice guy and indus-
try veteran, MIKE URETZ to 
chat with their customers for 
the first time since Grondahl 
acquired WGI.  Word is the 
price tag was  $10 million.  
MICHAEL SCOTT SCUD-
DER was the Master of Cer-

emonies.  The truth is Scud-
der needed to wear a zebra 
striped shirt and a whistle, 
as he was served as kind of 
a referee!  But seriously, this 
was a really good happen-
ing.  Past due perhaps, as 
one attendee asked, “Why 
has it taken 8 months for this 
to happen?”   I think Planet 
Fitness and World Gym In-
ternational (now with about 
500 locations combined) 
CEO, Mike Grondahl, is a 
very smart guy.  I am gonna 
nickname Mike: “The KING 
of the one liners.”  But, the 
things I am impressed with 
about Grondahl are that he 
really is a smart operator in 
his industry segments and 
he did not try to BS anybody 
in the room.  He takes no 
prisoners.  In one case, and 
yours truly weighed in on 
this particular conversation, 
a highly successful, 20-year 
World Gym owner of three 
big locations ranging in size 
from 40,000 sq.ft. to 120,000 
sq.ft described his opera-
tion to Grondahl with sort of 
a question about whether he 
should try to plan to continue 
as a World Gym, even though 
new licensing arrangements 
and expensive fees might 
apply. Grondahl flatly said to 
successful long time operator, 
“This might not be for you.”  
Well, I objected to Grondahl’s 
utterance at that point and I 
object now. This successful 
WG veteran seemed to ac-
cept Grondahl’s comments 
forthwith, as provided, as if 
he believed Grondahl is not 
a reasonable man after hear-
ing his one liner.  However, I 
don’t think WGI clients should 
necessarily believe that Mike 
Grondahl is going to be hard 
assed about this.  At least, 
not as hard assed as the new 
Gold’s Gym International 
owners, TRT Holdings of 
Dallas have been with their 
long-time Gold’s owners.  I 
think Grondahl is wiser and 
has good horse sense and 
will work with everyone of 
those long-time World Gym 
branded club owners. I think 
he knows these club opera-
tors have worked hard and in-
vested a lot of money to make 
successes of their World 
Gym club businesses.  I hope 
he will work something out so 
they can afford to keep what 
invariably are well branded 
World Gym market identi-
ties…World Gym identities 
carved out over many years. 

I think and hope Grondahl 
will do that.  Moving on, this 
two-hour session included 
lots of comments and ques-
tions for the five-man panel 
from the audience. Several 
times, a second panel with 
folks like JOE PEPI, a long-
time World Gym operator in 
the Northeast who has actu-
ally very successfully con-
verted his World Gyms to 
Planet Fitness operations, 
provided feedback to the au-
dience.  This deal boils down 
to this.  Mike Grondahl has, in 
my mind, emerged as the #1 
club brander in this industry 
with the ongoing and amaz-
ing success with Planet Fit-
ness, now about 200 clubs 
strong.  I mean with people 
hitting $120,000 or more 
on EFT in 12,000 to 14,000 
sq.ft. clubs, they have to be 
doing something right. And, 
everybody should keep in 
mind that Grondahl didn’t just 
fall off the turnip truck.  He’s 
been operating Planet Fit-
ness clubs for 14 years and 
tinkering with his formula ever 
since. I believe that Planet 
Fitness is truly here to stay in 
this industry. 
 • That’s why I think 
everybody in the industry will 
do well to learn from our cov-
er story subject this month, 
BILL HOUCK about learning 
what your members want and 
giving it to them, thus bonding 
them to your club, learn from 
EDDIE TOCK of Sales Mak-
ers about the VALUE PROP-
OSITION in your club and 
learn from WILL PHILLIPS, 
who provided a terrific article 
this month entitled: “Custom-
er Service Is…” .  I say this 
because whether you like it or 
not, Planet Fitness might just 
be coming to your community 
next.  If that happens, that 
arrival will be even tougher 
to deal with than a big box 
like LA Fitness showing up, 
because of Planet Fitness’ 
market entry price point.  The 
only way your club will NOT 
be impacted if a Planet Fit-
ness or an LA Fitness comes 
to town is if it and your team 
are fundamentally strong and 
your market is strong enough 
to have 8 to 10,000 members 
sucked up overnight. So, stay 
tuned folks.  We will be heav-
ily on the subject of helping 
prepare you and your club 
for the continuation of what I 
think is a rampant overbuild-
ing in our industry right now.  
 • JIM LOMBARD is 

a friend of mine here in the 
ATL and he’s written a cool 
book entitled: “Lom’s Words 
of Wisdom To the College-
Bound Male”© …46 Facts 
of Life and Common-Sense 
Responses To Issues You 
Will Encounter In Your Col-
lege Years and Beyond.  
Jim’s a University of Ten-
nessee graduate and a die-
hard Tennessee Volunteer 
football supporter.  To or-
der Lom’s book for yourself, 
as it’s a fun read or your col-
lege bound son(s) or son(s) 
who is/are already in col-
lege, just send an email to: 
Orders@lomswords.com or 
go to his Website: www.lom-
swords.com  Please tell him 
Norm sent you! 
 • My DUMB ASS 
MISTAKES for August – Last 
month was not good for per-
fection as I made three mis-
takes: #1) Apologies to JEFF 
MASTEN of Sales Makers 
for misspelling his last name.  
#2) ED WILLIAMS, the CEO 
of Wellbridge, sent a note in-
forming me he had attended 
ALL 26 of the IHRSA Conven-
tions, thus my list of four who 
have now has five people on 
it.  If you’ve attended all 26 
call or send a note and I’ll add 
your name to the list!  #2) The 
Crossword Puzzle blank for 
August had an error.  The full 
Crossword Puzzle blank 
and clues appear again on 
page #30.  #MY BAD’s and 
I do apologize to Jeff, Ed  
and y’all!  
 • God bless our 
troops, airmen and seamen 
as these brave men and wom-
en risk life and limb everyday 
for all of us in Iraq and the 
Middle-East. God bless their 
families for the sacrifice they 
make for all of us. God bless 
the citizens of IRAQ as they 
deal with daily death and de-
struction from suicide bomb-
ers. God bless you and your 
family. God bless America!

• STAY TUNED! 
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business and then use them. 
 I spent several 
hours with Bill at the beauti-
ful Brookfield Country Club 
before producing this report. 
But, because I had already 
known and been friends with 
him for over 15 years, the real 
“inside” story on Bill Houck 
was easy for me. 
 The huge subdivi-
sion and golf club formerly 
known as Brookfield West 
had never utilized the words 
country club in its name.  This 
caused an idea to explode in 
Houck’s mind. He convinced 
85% of the 920 home own-
ers to change the name of 
the Brookfield West subdivi-
sion (featuring homes rang-
ing in price from $350,000 to 
$2.2 million) to The Brook-
field Country Club.  The sin-
gle act of the name change 
to Brookfield Country Club, 
combined with the improve-
ments Bill Houck implement-
ed in the club operation, facil-
ity, swimming pool, tennis fa-
cilities and of course, the golf 
course, caused the average 
home values to jump 30% in 
just two years, truly bonding 
these home owners as mem-
bers of the club!   
 I came away from 
my visit amazed at what Bill 
had achieved in the few years 
at the helm of this formerly 
member-owned and man-
aged club.  Prior to Houck’s 
arrival, the country club was 
languishing, as many mem-
ber-owned and operated 
country clubs do.  It was in 
need of improvements in 
most areas.   
 The CheckFree 
Health and Fitness Division 
ad on page #5 says, “STAY 
AS YOU ARE. DON’T EVER 
CHANGE. AND YOU WILL 
CEASE TO EXIST.”  This 

message from the biggest 
provider of financial manage-
ment services in our indus-
try, is not subtle, on purpose.  
The ad looks you right in the 
eye and urges you to think.  
The ad clearly is intended 
to make you THINK about 
change in the back office of 
your club and in other areas.  
I also urge you to think about 
the importance of change 
in your club to “stay in the 
game.”  As in the ad, I predict 
potentially bad outcomes for 
those who do not stay open 
minded to changes in all ar-
eas of their club operations, 
not just in their back offices.  
The ad then offers its solution 
for change: CheckFree Com-
pete, its revolutionary new 
software solution for clubs.  
For this writing I am aug-
menting the basic message 
of the ad:  “Change your club 
operation or your club might 
become history” with “and, be 
open to change in all areas 
of your club.”  And, while ex-
amining change for your back 
office, contact CheckFree 
and our other CLUB INSID-
ER News advertisers in this 
realm, Affiliated Acceptance 
Corporation, page 9 and ABC 
Financial, page 32 and all of 
our advertisers and please 
visit them at the upcoming 
Club Industry Trade Show. 
(See exhibit list page 4).   

Think About How You Feel 
As A Customer… 
Then Seek Your  

Customer’s Input

 Bill Houck resolved to 
change the Brookfield Coun-
try Club operation.  But, he 
did not leap into blind chang-
es.  Instead, to ascertain ex-
actly what changes would 
be needed and appropriate, 
Houck’s Board of Governors 
commissioned an in-depth 

Member Survey conducted 
by Club Consultants, LLC.  
 All of us are consum-
ers of many services and 
commodities.  As consumers, 
our choices of services and 
products are based on our 
feelings about what we buy 
and whom we buy from.  But, 
as customers, and even re-
peat customers, do we really 
get the opportunity to give the 
product provider input?  And, 
beyond that, do we feel that 
input makes a difference?  In 
most cases, I would wager 
the answer is “No.”  

A Relationship Business
 
 Your club business 
is a “relationship business”.  
Each of you who do not sur-
vey your members on a pe-
riodic basis should realize 
that your club truly is a “re-
lationship business” and that 
you really should consider 
such periodic surveys of your 

members.  Think about it.  
Why not build relationships 
in your club through periodic 
surveys of your members?  
Do you already produce writ-
ten surveys of your members 
and ask them to tell you what 
they think about your club 
operation?  Do you have 
member suggestion or com-
ment cards and a sugges-
tion box for them to drop the 
cards into?  If your answers 
are “Yes.” then you’re right 
on track.  If your answers are 
“No.” then please think about 
doing these things.  This is 
a very important process for 
owners of health, racquet and 
sports clubs everywhere to 
consider, given you all are in 
the relationship business.
 A memo about the 
2006 survey appears as a 
side bar on this page. The 
club initiated this survey to 
get a report card on the first 
couple of years of operation 
and to talk about the things 

that the members were most 
concerned about going for-
ward.
 For the most part 
the members were satis-
fied after the second year 
of operation under Bill’s tu-
telage. He took the results 
that came back from this 
survey to continue to modi-
fy and improve in the areas 
that the members had the 
most concerns about.

An Interview With “Mr.  
Personality” Bill Houck

 Now, let’s hear from 
my pal, Bill Houck.   
 Q - Bill, tell us about 
your early years.
 Bill Houck (BH) -  I 
graduated from Florida State 
University in 1976 with an 
English major. My first job 
was in sales with the Carna-
tion Company.  I was promot-
ed to being a Sales Manager 
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after one year and was the 
youngest Sales Manager in 
the company at the time.  In 
1979 I went to work for Rob-
ert Alterman and was the Op-
erations Manager for “Round 
the Corner” restaurants. We 
built 5 Atlanta restaurants.  In 
1984 I went to work for Jim 
Rhoden at Futren Corpora-
tion.  Futren owns a number 
of golf and city clubs includ-
ing Indian Hills Country Club, 
The Georgian Club and The 
Ashford Club.  I was Opera-
tions Director for the compa-
ny.
 Q - What was your 
first entrepreneural business 
venture?
 BH -  In 1986 I opened 
the first Ernie’s Steakhouse 
with my college roommate as 
my partner. Together we built 
10 Ernie’s. In 1992 I convert-
ed several of the Ernie’s to 
Houck’s Steak and Seafood, 
the largest one at Paper Mill 
Village in East Cobb County. 
(An upscale and affluent area 
in East Marietta, GA.)  I also 
took over the management of 
the Concourse Athletic Club 
restaurant in 1992 and man-
aged that until 2003.  I sold 
the Houck’s chain in 2000.
 In 1990 I was named 
the Businessman of the Year 
in Cobb County by The Cobb 
County Chamber of Com-
merce.
 Q - Tell us about 
Houck’s, your long -running 
and greatly successful bar/
restaurant, a place that truly 
became a “Cheers”-like place 
and a community institution 
for over 20 years.
 BH - The original 
idea was to have a very 
simple menu and a Cheer’s-
type bar where everybody felt 
comfortable.  I later added an 

entertainment building with a 
separate room for live bands, 
dining and dancing.  I intro-
duced the “eat free on your 
birthday” concept to Atlanta 
figuring that no one ate alone 
on his birthday.  It turns out I 
was right about that. This was 
later copied by many other 
restaurants.  The entertain-
ment niche allowed me to ex-
pand my hours and increase 
both my food and beverage 
sales.  The terrific and now 
long-running Banks & Shane 
Band kicked off my entertain-
ment era, and we always pro-
vided live entertainment at 
least four nights a week.
 Q - What are the 
most important things you 
learned from your Houck’s 
experience?
 BH –Every employ-
ee was extremely important 
to me, and I tried to treat all 
of them with a high level of 
respect.  As a result, I had 
virtually no turnover at the 
restaurants.  I wanted the 
same person waiting on 
the same customer time af-
ter time as that bred famil-
iarity on both ends.  When 
we made operational mis-
takes, my customers were 
more inclined to give me 
the benefit of the doubt 
as the bond between my 
employees and custom-
ers was unique and for the 
most part longstanding.   
 Q - You managed 
and operated the food, bever-
age and catering services at 
Atlanta’s fabulous Concourse 
Athletic Club for 11 years.  
Tell us what you learned from 
that experience, please.
 BH – That was a 
unique situation.  The owners 
of the club came to me short-
ly after it opened in 1991 and 
asked if I would take over the 
management of the restaurant 
operation.  There were actu-

ally two restaurants.  At the 
time the Concourse Athletic 
Club was built as an amenity 
to rent office space and it be-
came apparent to me that the 
restaurant was an amenity 
to sell memberships.  I end-
ed up working with the club 
management company (Club 
Sports International, now the 
Wellbridge Company) and 
specifically with Suzanne Cy-
pert, as its General Manager.  
We had a great relationship. 
The club became extremely 
successful in its own right as 
the office buildings filled up.  

The partnership between a 
health club and an indepen-
dent restaurant operator can 
be challenging at times as the 
individual entities may have 
different agendas.  That was 
never the case for us as Su-
zanne and her team went out 
of their way to include me in 
every part of the club’s opera-
tion.  It turned out to be a very 
rewarding experience.  
 Q - Bill, your achieve-
ments at the Brookfield Coun-
try Club in Roswell, Georgia 
are really significant.  In ad-
dition to the fact that you are 
such a great character, the 
primary reason I chose to do 
this cover story about you 
and Brookfield is the amazing 
turnaround you’ve achieved 
here.   Many of the initiatives 
you’ve employed at Brook-
field, particularly your mind-
set and focus on member 
relations, service and reten-
tion, are moves and ideas my 
readers may employ to im-
prove their club operations, 
member retention and bottom 
line.  Please give us a history 
of this amazing Brookfield 
Country Club turnaround, a 
turnaround that has really 
been a transition of a failed 
Country Club, to now an en-
tertainment center focused 
on FUN. 

 BH – By way of back-
ground Brookfield Country 
Club is an 18-hole champion-
ship golf course that was the 
original home of the LPGA 
event: The Lady Michelob 
Open.  We have 10 tennis 
courts, a fitness center, a 
first class restaurant and 
824 members whose dues 
range from $350 per month 
for the Master Golf full-club 
golf membership to $127 per 
month for the Social Member-
ship.  Our full-club initiation 
fee is $15,000, putting Brook-
field into the community as 

one of the more reasonably 
priced country clubs.   
 I am the operat-
ing partner of Brookfield/St 
James the operating entity 
for Brookfield Country Club. 
The club was developed by 
Howard Chatham in 1972 
and was an amenity to sell 
homes. The club was sold to 
the members in 1990. After 
a decade of ownership, the 
members gave us a chance to 
see what we could do with it.  
In 2000 Brookfield/St. James 
and Nick Temple made an 
$8 million investment in the 
club to bring it up to date and 
took operational control of 
the club from the members.  
Our Grand Opening day for 
the “new” Brookfield Coun-
try Club was September 11, 
2001, now known as 9/11 and 
the day the World Trade Cen-
ter Towers were attacked and 
came down.  Opening day 
was not a particularly good 
one and all the money and ef-
fort that was spent went unno-
ticed and underappreciated.  
In 2003, and after I had taken 
a few years off after selling 
the restaurants, Nick Temple 
asked me to be his operat-
ing partner.  At the time the 
club had 550 total members. 
Today the club has 824 mem-
bers and is pretty much at full 

capacity with nearly 500 golf 
members and the rest Sports 
and Social members.  
 I learned early on 
that I was in the DUES and 
retention business. I brought 
the initiation fees down on all 
three of our membership cat-
egories to better reflect what 
I thought was the value at the 
time so I could build the rev-
enue line on dues. That has 
been very successful for us.
 When I arrived the 
price for a Master Golf Mem-
bership was $20,000, the 
Sports Membership had an 

initiation fee of $2,500 and 
a Social Membership was 
$1,500.  I dropped the price of 
initiation for our Master Golf 
Membership from $20,000 
to $10,000, the Sports Mem-
bership from $2,500 to $500 
and the Social from $1500 to 
$250.  We added in excess of 
100 net members per year in 
2004, ’05 and ’06.  We will do 
the same in 2007.  Our Mas-
ter Golf initiation fee is now 
$15,000 and I offer financ-
ing if necessary.  Dues drives 
the train for me.  There aren’t 
many clubs in our niche.  
There are a lot of golf clubs 
that cost $60,000 to $75,000 
to join.  But, they’re not many 
$15,000 golf clubs out there.  
 Another important 
move was that I went to the 
homeowners association 
and asked them to vote to 
change the name of the sub-
division from Brookfield West 
to Brookfield Country Club. 
They voted 85% in favor of 
the change. I paid for the new 
signs. Home values shot up 
instantly.  Due to the Brook-
field Country Club, the com-
munity enjoyed a 30% home 
appreciation from mid 2005- 
mid 2007. Brookfield has 920 
homes and having 85% vote 
in favor of anything is pretty 
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impressive. The homeown-
ers will attest to the fact that 
this was a good move.  We 
now have a development that 
prospective buyers know is 
a country club community.  
The combination of a healthy 
club, good schools and name 
recognition added up to very 
significantly increased home 
values.  
 The average age of 
our member is 43 years old, 
down 20 years from 2002.  
Many homes are being reno-
vated in the development.  
And, a number of $1 million 
plus homes have been built 
and sold.  
 I did several things 
to bring the club to life.  I in-
troduced “Mr. Bill’s Happy 
Times” every Friday night 
with live music. It was all 
about creating energy and 
providing entertainment.  Fri-
day nights here have now be-
come a “must attend” on the 
members’ social calendars.  I 
tell every person who wants 
to join that they are not only 
making a financial commit-
ment for dues, food and bev-
erage, they’re making a so-
cial commitment here.  I tell 
them: ‘Don’t join if you don’t 
think you will use the club.’   
Beyond Friday nights, I pro-
vide upbeat music at the pool, 
tennis center and clubhouse 
throughout the week.  And, 
it’s not unusual to hear the 
sounds of one of our bands 
playing as you are coming 
down the #18 fairway.  

Employee Profit Sharing 
Plan Makes Staff  

Economic Hostages!

 Another thing I did 
that became a profit center is 
that I went to my grounds su-

perintendent, Jerry Mathews, 
and asked him why we 
couldn’t do landscaping and 
cut everyone’s grass in the 
neighborhood.  We sent out 
an email blast to our mem-
bers stating that we wanted 
their lawn to look as good as 
our golf course.  I figured that 
since we had the equipment 
and employees all we had 
to do is add a few trucks.  I 
included both of my superin-
tendents in on the profits of 
this new landscape company.  
This turned out to be a huge 
success story for our people 
and homeowners. Our suc-
cess was so quick and over-
whelming in this business 
that we were forced to move 
this operation off the premis-
es. I would suggest that every 
golf course owner and maybe 
some big athletic club own-
ers should look at starting 
their own landscape compa-
nies. What I really discovered 
was that I was not just in the 
grass cutting business but 
was really in the re-landscap-
ing business, as young folks 
were buying the older homes, 
ripping out and replacing the 
bushes.  Plus, many of them 
had time constraints that 
made this a popular service.  
 I went to many of my 
department heads and struc-
tured strategic business re-
lationships with them that in 
effect made them partners in 
their area. For example, my 
Director of Golf took a signifi-
cant cut in salary in exchange 
for 50% of the net profits of 
the pro shop. In the first year 
of that arrangement sales 
and profits went up 35%.  I 
also encouraged family mem-
bers to work with us. My wife, 
Judy, works in the reception 
area, as does my niece, Lau-
ren.  My sister-in-law, Helen 
Below, is my Membership 
Director and my son, Chris, 

runs the pool. My landscape 
company is operated by the 
sons of my Superintendent. 
Both sons of my Director of 
Golf work in the pro shop.  My 
Tennis Director’s wife is the 
shop manager at the tennis 
center.  The list goes on and 
on and this family concept 
works.  Potential members 
love the idea that a family 
business still exists. 
 I play golf with EV-
ERY prospective member.  I 
do this so they can kick the 
tires and get a feel for the cul-
ture of their potential club.  We 
have many first-time country 
club member prospects and 
I project their potential club 
spending in advance with 
each of them, so they know 
how much they may expect to 
spend with us and what their 
average monthly bill will be.  I 
have found that members ap-
preciate both of these things 
and playing golf with them is 
fun and personal.  I consider 
many of my members good 
friends.
 Although I had some 
experience in country club 
operations, I had never op-
erated a Country Club alone 
before.  But, I knew market-
ing and common sense.  So, I 
tried to introduce some things 
that I felt our members would 
appreciate. I made the fit-
ness center available from 
5am-midnight, seven days 
a week.  The tennis courts 
are available 7 days a week, 
too.  The pool opens when it 
gets warm in the Spring and 
closes when it is too cold to 
swim in the Fall. This is not 
the traditional Memorial Day 
to Labor Day deal employed 
by many other clubs.  
 Another great thing 
about this club is you don’t 
have to bring your own game 
here.  Within 30 days on the 
driving range you’ll pick up 
a game six days a week.  
There are no tee times here 
because we eliminated them. 
We’ve taken all the traditional 
things in a country club and 
thrown them out the window. 
We have a fun atmosphere 
here.  You just show up and 
play. The no-tee time policy 
has worked well for us.  We 
don’t have a food and bever-
age minimum but, we charge 
a monthly usage fee that al-
lows the members to spend 
their money wherever they 
want at the club, whether it is 
the restaurant, the pro shop, 
lessons, cart fees, etc.  We 

get no negative feedback 
from the membership about 
this.  
 Brookfield Country 
Club is a very relaxed club 
with no pretension and no 
snobs. I have yet to lose one 
member due to dissatisfac-
tion.  I wear shorts to work 
most every day and play golf 
3-4 times per week.  I also 
insist that my Superintendent 
and Golf Pros play as much 
as they can.   Our managers 
play with a very diverse cross 
section of the membership, 
and of course, I play golf with 
everyone that is consider-
ing joining the club.  Many of 
these concepts are not com-
mon to traditional clubs, but 
I think that this is a different 
day. Life is more casual, less 
snobby and definitely can be 
more fun. As a result, this 
club personifies the fun part 
of being a member.  

One Key To Our Success…
I Pay My Folks  

Extraordinarily Well

 The key to our suc-
cess evolves around the peo-
ple who work here.  I pay my 
folks a better than average 
wage and try to make them 
economic hostages!  As a re-
sult I have virtually no man-
agement or hourly staff turn-
over.  
 Our club restaurant 
is now as good as any in town 
because of our team.   This is 
a truly fun place to work and 
you can see it in the faces of 
our members and our staff.  
This directly affects our mem-
bers as they see the same 
people doing the same job 
year after year. In my opin-
ion a club is supposed to be 
about having fun and Brook-
field Country Club personifies 
that.”

 Personality?  --  You 
bet. “Mr. Personality”, Bill 
Houck put the “P” in person-
ality.
 Entrepreneur? – You 
bet.  Bill Houck is one of the 
best I’ve seen anywhere.
 Lots of drive? – Oh 
yeah.  Bill Houck has been 
a long-time Atlanta success 
due to his drive. 
 Energy?  – Bound-
less.  Bill Houck is always in 
high gear.
 Nice? – Yes.  I’ve 
watched Bill operate for 20+ 
years. Bill is possessed by 
nice.
 Asset to the club in-
dustry? – Bill Houck is a guy 
our industry can be proud of 
and learn a lot from. 
 Learn from Bill Houck 
about how to build your rela-
tionship business.  Employ 
member suggestion cards 
and periodic surveys.  Thrive 
through member relation-
ships.  
 I would like to thank 
Bill and Judy Houck, Helen 
Below and photographer/club 
member Nina Shields for all 
of their help in producing this 
report.  
 
(Norm Cates, Jr. is a 34-year 
veteran of the health, rac-
quet and sports club indus-
try.  Cates was the Founder 
of and is now celebrating 15 
years as Publisher of The 
CLUB INSIDER News.  He 
was IHRSA’s 1st President, 
and a Co-founder of the As-
sociation with Rick Caro 
and five others, in 1981.  In 
March, 2001, IHRSA honored 
Cates with its DALE DIBBLE 
Distinguished Service Award, 
one of IHRSA’s highest hon-
ors.  Cates may be reached 
at:  770.850.8506 or email: 
www: clubinsidernews.com)
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other than pure sales results, 
you will never hold someone 
accountable for issues that ul-
timately determine a person’s 
success or failure.
 The importance of 
ongoing training is often over-
looked and underestimated. 
The real key to a success-
ful training program is that it 
must be ongoing. Salespeo-
ple need to develop the skill 
sets needed to expand rela-
tionships. Sales leaders have 
the ability to probe, ask more 
questions and uncover the 
customer’s needs and turn 
them into wants.
 While the other big 
corporate names generated 
matter-of-fact comments, the 
Starbucks brand generated 
powerful emotions and com-
ments as to the experience 
of using the brand. In other 
words, Starbucks is not just 
selling coffee. They are sell-
ing an experience. Selling 
an experience is not a new 
concept. McDonald’s built 
the hamburger empire not on 
the taste of their hamburger, 
but the child-focused ap-
peal of Happy Meals, play-
grounds and Ronald McDon-
ald. Car manufacturer Saturn 
launched its entry into the 

auto market by appealing to 
the buyer who didn’t want cli-
ché car salesman sales tech-
niques used on them when 
purchasing a car. 
 What does offering 
a positive experience do for 
a business?  Plenty. It raises 
the price point. 
 It’s widely known that 
people buy on emotion and 
then justify the purchase with 
their own reasons. A decade 
ago who would have thought 
that people would spend 
three or five dollars for a cup 
of coffee? Yet because of 
Starbucks, millions of people 
are doing it all the time all 
over the world. When buy-
ers have a good experience, 
they want to duplicate it. Star-
bucks’ strong market share is 
built on satisfied, repeat cus-
tomers. 
 People tell their 
friends. Good experiences 
are meant to be shared. Word 
of mouth sells more products 
than anything else. 
 Now step back and 
look at your business. What 
do your customers experi-
ence? Do they feel welcome? 
Do you offer the highest 
value for the money they 
are spending? Do all your 
employees personalize their 
customer contact? Do you of-
fer a unique experience when 

compared to your competi-
tors? 
 Provide your cus-
tomers an experience that is 
consistently positive and your 
business will thrive.
 A value-based mem-
bership presentation gives 
you the opportunity to set the 
standard, not match the stan-
dard. It will immediately dif-
ferentiate you from the com-
petition and allow you to rise 
above it.  
 For over 20 years 
Sales Makers has always 
taught our clients that the 
real sale begins after you get 
your members’ money. You 
need to make raving fans out 
of all your members, so they 
in turn will refer their friends. 
To achieve that, you must an-
swer the question we all ask 
every time we make a pur-
chase of anything, “What’s 
in it for me?” In most cases 
it’s the only thing that your 
prospective customer is in-
terested in, and in all cases 
it’s what will create the great-
est engagement.  There’s an 
old cliché in sales that goes: 
“they don’t care how much 
you know until they know how 
much you care.”  That state-
ment is wrong. It should read: 
“They don’t care how much 
you know unless they know 
where the benefit is.”  In short, 

they want to know what’s in it 
for them. They HAVE to per-
ceive value for them. And, in 
short, if you don’t spell that 
value out, I guarantee that 
you will fight a price war. Be-
cause this is the most impor-
tant element of the entire val-
ue proposition, it’s where you 
must put the most emphasis 
and spend the most time.
 Take a moment right 
now and write down all the 
ways your members enjoy the 
benefits derived from being a 
member of the club. Just a 
bunch of bullet points will do. 
Some of these bullet points 
may be scattered through-
out your sales presentation 
and I’m challenging you to 
put them all in one segment. 
And there’s a secret here: 
Make certain that these value 
points and these benefits are 
added into any interest that 
the prospect may have. This 
means that your competition 
will have to prove their value.  
By continuing to provide val-
ue after the sale, you let the 
customer know this is a re-
lationship, not a transaction.  
Continuing value has to do 
with service, help and provid-
ing information that continues 
to help the member benefit 
from using the club.
 The value proposi-
tion, if used properly, can 

eliminate competition. The 
value proposition can set 
forth things that make your 
club the only choice. Value is 
something done for the mem-
ber, in favor of the member.  
The more they perceive val-
ue, the less price is an issue 
and the greater the likelihood 
they will refer their friends to 
the club.

(Ed Tock is a partner in Sales 
Makers, an industry leader as 
a marketing and sales train-
ing consulting firm that spe-
cializes in on site seminars 
and performance & profitabil-
ity programs by delivering the 
highest quality of staff train-
ing, proven systems and in-
novative marketing programs. 
They have worked with over 
1000 clubs worldwide in-
cluding 206 pre sales since 
1981.  Ed has spoken at over 
75 Club Industry Shows and 
IHRSA Conventions.  Sales 
Makers is a winner of the 
IHRSA Associate Member of 
the Year Award!  Ed can be 
reached at 800.428.3334 or 
at eddie@sales-makers.com. 
Or at www.sales-makers.
com. CALL TODAY FOR A 
FREE 30 MINUTE CONSUL-
TATION!)

…Ed Tock
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uated on a thousand or more 
rolling Florida acres.  Imagine 
behind the mansion a 10,000 
foot runway and jetport com-
plete with a Boeing 707, sev-
eral smaller jets, a couple of 
propeller aircraft and an air-
craft hanger.  Then, imagine 
a real African zoo, also situ-
ated behind the mansion and 
to the left of the jetport with 
a 600-pound gorilla named 
Mickey, elephants, alligators, 
giraffes and other African 
animals.  Inside the mansion, 
imagine a woman named 
Terri, beautiful and suitable 
for framing in Playboy Maga-
zine, then the wife of Arthur 
Jones.  Imagine a hundred or 
more club owners and opera-
tors gathering at this amazing 
place on a beautiful Summer 
evening by private invitation 
from Arthur and Terri Jones, 
and Jones’ right hand man, 
Jim Flanagan.  Imagine all of 
this.  But, know that this was 
all real.
 The next time I saw 

Arthur and Terri Jones was 
in 1984 at my 47,000 square-
foot Downtown Athletic Club 
located in what was called 
then, the Omni, and now 
called CNN Center in Atlan-
ta, Georgia. (See photo this 
page) Arthur Jones had en-
tered into a licensing agree-
ment with an apparel com-
pany allowing their use of the 
Nautilus name and logo on a 
line of apparel.  The clothing 
company had rented my club 
for a five-day photo shoot 
featuring Terri Jones and a 
number of other world class 
models.  At the end of the five-
day photo shoot Arthur Jones 
flew into town in one of his 
smaller jets.  He came to my 
DAC, and I had the opportu-
nity to sit at my club’s bar with 
him for more than three hours 
on a Friday evening.  I was 
amazed by this conversation 
with Arthur Jones.  Clearly, I 
knew I had been sitting with a 
genius in the field of strength 
training and a human being 
who’d lived a truly amaz-
ing life well before Nautilus.  
The breadth and depth of his 

knowledge of strength train-
ing, somehow accumulated 
by Jones over the previous 30 
years, had manifested itself 
in a product, Nautilus, that 
literally changed the world.  I 
learned about his past…his 
experiences as a mercenary 
in Africa,  his flights to South 
America carrying raw fabric 
for blue jean manufacturing,  
his close calls with death and 
much, much more.   To say 
that I walked away from my 
DAC bar that night with a to-
tally boggled mind, would be 
an understatement.  
 Years later, I was in 
Florida again and this time 
visited Arthur at the Nautilus 
Offices in Gainesville.  This 
time, Mickey, the 600-pound 
gorilla, was standing in the 
lobby of the Nautilus build-
ing.  But, Mickey was no 
longer alive.  Mickey looked 
alive.  But, Mickey had died 
a few years before.  Arthur 
had his beloved pet Mickey 
preserved and he stood per-
manent watch on all who en-
tered and left the building.
 The last time I saw 

Arthur Jones was when I 
stopped to visit with another 
industry legend, Joe Cirulli, in 
Gainesville, Florida.   Joe and 
I rode out to Arthur’s home 
and there we met with Arthur 
and our long-time friend from 
Nautilus and MedX fame, Jim 
Flanagan.  We spent over 
3 hours visiting with Arthur.   
During that conversation, Ar-
thur was at his best.  Spin-
ning yarns from his amazing 
history that again, boggled 
my mind, and I think, the 
minds of Joe and Jim.  Both 
of them are lifetime friends of 
Arthur’s. Both of them had a 

long background and many 
amazing experiences with 
this man who changed their 
lives forever.  I, formerly a 
club owning Nautilus cus-
tomer and then the Publisher 
and a reporter for my CLUB 
INSIDER News, wondered 
that day when I would some-
day write this report about the 
one and only, Arthur Jones.  
 About a year after 
Cirulli, Flanagan and I visited 
Arthur and his present wife 
Inge at his home, I called Ar-
thur to check in and just say 
hello. I asked him, “Arthur, 

…Arthur Jones
continued from page 3

(L to R) Norm Cates, Terri & Arthur Jones & Ilena 
Cates at Downtown Athletic Club – 1984
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 Customer service is deliv-
ering value to your custom-
ers.  Your strategic job as the 
leader of your business is to 
answer the following ques-
tions which will enable your 
club to deliver value to cus-
tomers:

 1-What does my chosen 
segment of the club market 
really value?
 2- Is my chosen segment 
large enough to sustain a 
profitable club?
 Most of this article will fo-
cus on answering the first 
question.  If your answer to 
question two is ‘I don’t know’, 
get a demographic market 
analysis done immediately.  If 
your answer is ‘no’, then it’s 
time to scale back or move.  
Dozens of industries bed-
sides the club world have 
proven these are the only two 
choices.
 Finding answers to the first 
question is both easy and 
very hard.  Hard because 
most owners think they know 
what their market wants.  This 
might be called marketing ar-
rogance.   This arrogance 
has been pointed out every 
time a competitor opens and 
takes members from your 
club (Planet Fitness and Any-
time Fitness and SNAP), and 
every time a new club opens 
and attracts new members 
from a market that you have 
tapped out or been unable 

to reach (Curves and Planet 
Fitness).  Marketing arro-
gance is widespread in ev-
ery industry.  Those who run 
the business think they know 
what the customers, patients 
and clients want.  Frequently 
they do not.  Club owners are 
well versed on the features 
of their clubs and have dif-
ficulty talking in depth about 
the benefits for members and 
an even more challenging 
time clearly articulating what 
their market segment seems 
as value.  To assess your bal-
ance of features vs. benefits 
thinking just look at your web 
site.  A strong web site meant 
to appeal to visiting prospects 
would probably have 80% 
benefits (how the member is 
impacted and benefitted) to 
20% features (what the club 
does and has).  How do you 
score? 

Customer Value Is  
Complex 

 
Understanding what custom-
ers perceive as value de-
pends on a deep understand-
ing of what motivates human 
beings (See the recent re-
search on motivation to act 
that was sponsored by IHR-
SA and conducted by George 
Washington University and 
reported in CBI and Club In-
sider).  In addition, you must 
understand the irrational eco-
nomic decision making pro-
cess that all humans employ. 
The key managerial insight 

on customer value is that it 
is not what you designed or 
what you think it is; it is what 
they see as value.

Assessing Customer Value 
 
 So let’s consider a very 
simple way to learn about 
your customers.  Ask them.  
Surveys prepared by novices 
I will describe here as “tradi-
tional surveys” are useless 
for improving your business, 
your growth or profits.  Bain 
Research (one of the world’s 
premier management con-
sulting firms) found that 80% 
of  companies are convinced 
they provide superior service, 
yet only 8% of their custom-
ers agree.
 Over the last decade 
Bain Consulting’s Frederick 
Reicheld began studying cus-
tomer loyalty.  His assump-
tion was that a loyal customer 
(who was not held in place 
through a contract or other 
economic pressures) would 
also be a customer who ex-
perienced high value.  Prior 
research demonstrated that 
‘satisfied’ customers did not 
exhibit loyalty.  Even ‘highly 
satisfied’ customers regularly 
switch vendors.  Reicheld has 
honed his research to identify 
the questions to ask custom-
ers to assess their loyalty and 
by implication, the value de-
livered. What follows is based 
on his research as reported in 
two books The Loyalty Effect 
and The Ultimate Question.

Here are a few questions 
that are valuable:

 1.  How willing are you to 
recommend us to an associ-
ate or colleague?
 2.  How would you rate our 
ability to meet your needs?
 3.  How would you rate our 
people?
 4.  How would you rate our 
processes?
 5.  What is your impression 
of our market reputation?
 6.  How would you rate the 
cost of doing business with 
us?
 7.  How would you rate the 
overall value of our product-
service as being worth what 
you pay for it?
 8.  Given the chance would 
you purchase from us again?
 These are rated on a 0-10 

scale. Here is an example for 
Question 1 and 2.
 10 = Extremely likely
  9 =  Very likely
  8 =  Moderately likely
 7 =  Somewhat likely
 6 =  Likely
  5 =  Neutral
  4 =  Unlikely
  3 =  Somewhat unlikely
  2 =  Moderately unlikely
  1 =  Very unlikely
 0 =  Extremely unlikely

 10 and 9 are Promoter 
Scores, 7 and 8 are Passive 
Scores, 0 to 6 are Net De-
tractor Scores. Net Promoter 
Scores (NPS) are calculated 
by Subtracting Detractors 
from Promoters.  Now here 
is the really important finding 
from this type of research.  
Firms with the highest NPS 
also have the strongest prof-
its and the healthiest growth.  
NPS and company growth are 
closely correlated.  No other 
customer measure correlates 
well with growth or profit.  GE 
Capital moved their NPS from 
-11% to +11% and said this 
translated to $200 million in 
incremental value. Enterprise 
Car Rentals has become the 
number one car renter in the 
U.S. in part because it rig-
orously uses Net Promoter 
Scores to decide which man-
agers to promote.

What This Will Tell You 
And What To Do About It.

 Customers who are pro-
moters (scoring 9 and 10) 
in other industries are three 
times as likely to return than 
‘satisfied’ customers.  That is 
why 9’s and 10’s are impor-
tant.  You are very likely to 
keep these customers even if 
competitors try to take them 
away.  Simply by having cus-
tomers take the survey you 
will make them more con-
scious of how much they like 
and love your club, and what 
it does for them.
 Your overall score across 
many customers will be se-
verely impacted if you have 
any Detractors.

 5 clients scored us a 10 so 
5 x 10 =  50
 3 Clients scored us a 9   so 
3 x 9  =  27
TOTAL PROMOTER SCORE 
IS:  77

 3 rated us a 7……these  
 are too bland to count
 4 rated us a 6…6 x 4 = 24
 5 rated us a 5…5 x 5 = 25
TOTAL DETRACTOR   
SCORE =   49

NET PROMOTER SCORE 
= 77- 49 = 28 divided by 20 
customers = 1.4 out of 10

 So you can see this is a 
very sensitive scoring sys-
tem.  It does not allow you to 
rest on the laurels of a tradi-
tional customer service sur-
vey where the average would 
be Satisfactory as shown be-
low.
 This uses the same data 
as above, but employs a tra-
ditional analysis of the data.
 
 5 clients scored us a 10 so 
 5 x 10 =  50
 3 Clients scored us a 9   so  
 3 x 9  =  27
 3 rated us a 7... 3 x 7 = 21
 4 rated us a 6…6 x 4 = 24
 5 rated us a 5…5 x 5 = 25

 TRADITIONAL TOTAL 
= 147  DIVIDED BY 20 RE-
SPONDENTS =  7.35 out of 
10. The traditional score 7.35 
is five times higher than the 
NPS of 1.4

A Practical Customer  
Survey For Your Club 

You should probably only ask 
two questions at a time to get 
higher response rates. Q 1 
and Q 7 are a good starting 
point. (see column 3)
 1-Hand out the survey in 
person. 
 2-Sign your name Thanks 
Bob  under the heading. 

Customer Service Is…
By Will Phillips 

Will Phillips

(See Will Phillips page 26)
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 3-Ask for their responses 
then and there. This is a face-
to-face survey. 
 4-Always offer an incen-
tive such as a $10 Starbucks 
card. 
 For a down loadable sur-
vey format to use in your 
club, visit www.REXonline.

org and look for the Club 
Insider heading under ar-
ticles in the lower right of 
the home page.

(Will Phillips can be reached 
at: will@REXonline.org.  Will 
is the Chair of eight Master 
Mind Groups for club execu-
tives across the U.S., Cana-
da, Australia and New Zea-
land.)

how are you doing?”   His 
response, and in as clear of 
a “tell-it-like-it-is” manner as 
those of us who know Arthur 
would expect, was:  “Norm, 
I am just sitting around here 
waiting to die.”  Our conversa-
tion continued on for awhile, 
I wished him well and said 
goodbye.  For the last time.

Three People Who’ve 
Changed The World of 

Health and Fitness

 If I could give credit 
to the three people who I 
think changed the health and 
fitness industry world more 
than any others who’ve ever 
lived, they would be:  Arthur 
Jones, Ray Wilson and Augie 
Nieto. 
 I believe Arthur Jones 
should receive credit after his 
passing for making strength 
training realistic and available 
to the masses worldwide.  Lit-
erally, millions and millions of 
people have trained on Nau-
tilus and have obtained great 
results.  Arthur Jones opened 
the door for every compa-
ny that is in the business of 
strength training by machines 
today.
 The other two peo-
ple whom I would credit for 
changing the health and fit-
ness industry more than any 
others would be Ray Wilson 
and his protégé, Augie Nieto.  
They brought cardio train-
ing to the masses worldwide.  
Ray Wilson and Augie Nieto 
opened the door for every 
company that is in the busi-
ness of cardio training by ma-
chines today.
 Ray Wilson will be 80 
in February and lives in Carls-
bad, California and Cabo San 
Lucas, Mexico. In the late 
1970’s Ray Wilson obtained 
the rights to Lifecycle, spent 
several years and invested 
several million dollars per-
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…Arthur Jones
continued from page 22
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fecting the Lifecyle and bringing it to 
the market.  
 Ray Wilson hired Augie Nieto, 
the man I now call: “The Henry Ford 
of the Fitness Industry” to sell the 
Lifecycle.  Augie was a college stu-
dent at the time.  Now, he is the man 
who took Lifecyle to another level af-
ter he and Ray Wilson sold Lifecycle 
and Nieto built Life Fitness to become 
the world’s largest equipment manu-
facturer.  Ray Wilson and Augie Ni-
eto finally succeeded in getting then 
hesitant health club owners to buy the 
Lifecyle in mass.   After six months on 
the road, Augie Nieto had sold only 
about 9 Lifecyles from the back of 
his van.  They ultimately succeeded 
in making Lifecycle a huge success. 
But, ironically that success came, not 
by selling the machines, but by giving 
them away.  Befuddled by the poor 
response they had gotten from health 
club owners across the country, Wil-
son and Nieto decided to send out 50 
Lifecycles for free to the top 50 owners 
of health clubs across the land. They 
wanted these owners to personally try 
it out.  This idea worked and Lifecycle 
got its big break with Donahue Wild-
man, the head of Chicago Health and 
Tennis (now known as Bally Total Fit-
ness). He fell in love with the machine 
and ordered several thousand for his 
club chain.  But, I digress.

Arthur Jones will live on in history 
as a man who truly made a real  

difference in this world

 On the day after Arthur Jones’ 
death, August 28, 2007, a longtime 
friend of Arthur Jones, Dr. Ellington 
Darden, the prolific author of 47 books 
and another strength training genius, 
reflected back on his memories of 
Arthur. Dr. Darden said, “Well Norm, 
Arthur was at his best when he was 
sitting around with a small group of 
people shooting the breeze.  He would 
come out with all kinds of stories and 
experiences.  I remember when he 
would meet people, especially medi-
cal doctors, he would always ask them 
where they were from. And, it didn’t 
matter, as wherever they were from in 
the U.S. or elsewhere, he had been 
there and had an interesting story to 
share with them.  
 I met Arthur for the first time in 
1970 at the Body Building and Power 
Lifting Championships in New Or-
leans.  He had his first Nautilus pull-
over machine there.  He had shown 
that machine about three months be-
fore in California at the Mr. America 
contest.  He had written some his 
initial Iron Man articles to start the 
year off in 1970.  He’d gone to the Mr. 
American contest in California and 
had met Casey Viator, a teenager 

who had placed 3rd in the 1970 Mr. 
America competition.  Arthur invited 
him to relocate and move to Florida.  
He was perfecting his machines and 
began selling them toward the end 
of 1970.  So, by then he had Casey 
Viator, the teenage body building su-
per star, helping him sell the first ever 
Nautilus machines.”  
 I asked Dr. Darden, “How old 
was Arthur when he passed?”  Darden 
replied, “Norm, I have heard he was 
born in 1923, 1924, 1925 and 1926.  
He could have been 84.”
 Thinking the answer would 
be Nautilus, I asked Dr. Darden “What 
do you think Arthur Jones’ greatest 
achievement was?”  Darden replied, 
“Well, that’s hard to say. Certainly, he 
had six or eight major contributions.  
From my own personal viewpoint and 
I talk about this in my last book, “The 
New Body Building For Old School 
Results”, from my standpoint and my 
time around him, he just instilled you 
with confidence.  He provided me with 
a world of self confidence because the 
basic principals of his were all written 
in CAPITAL letters, BAM, BAM, BAM.  
He knew how to really make you a be-
liever in a few simple points, concepts 
and guidelines.  That’s what was so 
attractive to me and not only to me, 
but to a lot of young men at that time.  
He was a generalist.  He didn’t think 
that you should specialize.  He felt 
that way because of the nature of his 
early upbringing. He had been raised 
by parents who were both medical 
doctors.  And, there were several 
more medical doctors in his family.  
They were all focused on very narrow 
areas and he rejected that at an early 
age and became a generalist.  He just 
felt like the secret of his success was 
being able to transfer knowledge from 
one area to another to another to an-
other to another. That’s why he was 
so interesting.  He’d tell you about 
something that happened to him in Af-
rica or Davenport, Iowa or Galveston, 
Texas and relate it to your wanting to  
build bigger arms or to run faster or to 
play football better.  
 But, there is no doubt that 
Nautilus got him the most notoriety 
beginning in the early 1970’s. The fact 
that Nautilus was something different 
and provided meaningful resistance 
in positions which normally you would 
not get with a barbell or a dumbbell, 
made a huge difference.  He provided 
people with the ability to get a great 
workout without spending hours in a 
gym.  And, you didn’t have to come 
back until two days later.  At that time 
in the 1969, 1970 and early 1971, in 
the body building and strength train-
ing world people were into these 
long drawn out workouts. Everybody 
seemed to be suffering from over-
training.  But, the people that were 
winning physique and strength con-
test then were overtraining, too.  If Ar-

thur had come along and told people 
that ‘You’ve got to work out twice a 
day seven days a week, he’d prob-
ably had more sales initially, because 
people would have believed that.  But, 
instead he said just the opposite: ‘All 
you need is one set to failure in 8 to 10 
exercises and you only need to repeat 
that two or three times a week.’    

Dr. Darden – “My hair was stand-
ing on end!”

 As is yours truly, Arthur Jones 
was a very experienced pilot of jets 
or any kind of aircraft.  So, the fol-
lowing comments from Dr. Darden 
really were amusing to me.  I asked 
him, ‘Would you recall for us the most 
unique experience with Arthur that 
you can remember?’  Darden thought 
for a bit and replied, “There are a lot 
of things that stand out.  But, one time 
we went to the Super Bowl Game.  I 
believe that was in 1972 when the Mi-
ami Dolphins played the Washington 
Redskins at Rice Stadium in Houston.  
When we left after the Super Bowl 
there was a thick fog bank.  We were 
in a small Cherokee airplane.  They 
shouldn’t have let anybody fly out of 
that airport.  So, Arthur took off us-

ing the instruments in that plane.  We 
went up thousands and thousands of 
feet into the fog bank.  It didn’t bother 
Arthur at all.  He was just talking the 
whole time.  It was a breath holding 
experience for me.  Finally we got on 
top of and out of the fog and Arthur 
says, ‘Damn, I’m hungry.  Let’s go 
down and get some gumbo in New 
Orleans.  New Orleans was fogged 
in, too.  We go down through the fog, 
he lands and we missed the gumbo 
because the restaurant had closed 
about 15 minutes before we got there  
So, we had to go back up through that 
fog bank again!  It didn’t make any dif-
ference to Arthur.  He trusted those 
instruments.  It didn’t phase him one 
bit. He was in control the whole time, 
fog or no fog!  He just said, ‘You’ve got 
to trust the instruments.  It’s not what 
you see outside.’  Over the years he 
had told me other stories about flying 
much bigger aircraft, loaded with trop-
ical fish through hurricanes and other 
hair-raising stories. But, my hair was 
standing on end that night!’
 I asked Dr. Darden, ‘Do you 
know the cause of death for Arthur?’  
He replied, ‘Well, there is no telling 
what was going on inside his body.  

…Arthur Jones
continued from page 26

(See Arthur Jones page 28)
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Mabel Rice. As a child of the 
depression, Bob learned the 
value of hard work, integ-
rity, and self reliance while 
working on the family dairy 
and hay farm. These quali-
ties would be exemplified 
by Bob throughout his life.  
 Bob graduated from 
Davis High School in 1947. 
It was while at Davis that he 
met the “Love of his Life,” 
Joyce Talbot. They were mar-
ried September 10, 1949. 
They have been sweet-

hearts and best friends for 
the past 58 years and are 
the parents of six children.  
 In 1954 Bob won 
the “Mr. Utah Body Building 
Competition.” His interest in 
health and physical fitness 
led him to open a small gym 
on 5th South and Main Street 
in downtown Salt Lake City. 
Through Bob’s hard work 
and leadership, that modest 
gym grew into the “European 
Health Spas,” which at the 
time was the largest health 
club chain in the nation. Be-
cause of Bob’s efforts, mil-
lions of people have been 

introduced to physical fitness 
and enjoyed better health.  
 In 1972, Bob was 
invited by President Richard 
Nixon to serve on the Pres-
ident’s Council of Physical 
Fitness and Sports. Bob has 
received many local and na-
tional awards for his business 
achievements. Among these 
are The Horatio Alger Award, 
the Golden Plate Achieve-
ment Award, and the Utah 
Heart Association “Heart of 
Utah Award.” Bob also was 
inducted into the Utah Sports 
Hall of Fame and the Universi-
ty of Utah College of Business 

Hall of Fame. He received an 
Honoring Doctorate from the 
University of Utah in 1999.  
 Bob was a commu-
nity Leader and a Philanthro-
pist who gave generously 
of his time and resources to 
many worthy causes, includ-
ing the Utah Symphony and 
Opera, Utah Youth Village, 
the LDS Church Missionary 
Fund, and BYU Hawaii. Bob’s 
favorite philanthropic inter-
est, however, was the Uni-
versity of Utah. In 1972, Bob 
and Joyce made a generous 
donation to the University’s 
Athletic Department for the 

expansion of the stadium and 
for scholarships. The univer-
sity honored him by naming 
the stadium after him. Bob 
and Joyce’s work and gen-
erosity toward the univer-
sity has continued since that 
time. At the time of his pass-
ing, Bob was serving on the 
University’s National Advisory 
Board and was chairman of 
its Health Sciences Council.  
 
May Robert L. Rice rest in 
peace.

…Robert Rice
continued from page 3

101 PROFITABLE IDEAS” by Sandy Coffman 
To order Sandy’s great new programming 

book:  www.humankinetics.com
Contact Sandy: SLCoffman@aol.com

Programming Tip of the Month –  
NICHE MARKETING BEGINS NOW!

 It is a fact, every member is different and 
is looking for something unique out of his or 
her experience at your facility.  You must learn 
how to identify the different niche markets and 

how to tailor your programming to each market.  “Balance Your Fall.”  is a 
creative program that encourages participants to balance a cardiovascular 
experience with a strength training experience each week.  The beauty of 
this program is that it offers the opportunity of partnering your participants 
(niches) within the program thereby providing a social environment in 
addition to a workout environment.  That obviously makes it more fun for 
everyone and will ultimately result in greater retention too.

The programs I am referring to here should be exclusive to the season 
and run on an annual basis.  For the fall season, niche marketing begins 
NOW!

He probably had lung cancer 
and emphysema, heart prob-
lems and I think he had some 
mini-strokes.  He was just 
worn out.  It took him a long 
time to pass away.  Some-
body once said, ‘Arthur Jones 
is too tough to die’.”
 In closing our inter-
view I asked Dr. Darden, “What 
do you think Arthur Jones’ 
legacy will be in this world? 
“  He replied, “As I mentioned 
earlier, he applied that harder 
but briefer guideline to body 
building and strength training 
at a time when strength over-
training was just going ber-
serk.  Things are just about 

back to the same situation 
now and that needs to be ap-
plied again.  In the Nautilus 
machine, Arthur introduced 
the rotary direct resistance 
in 1970 and that has never 
been done before in the way 
that he did it.  That’s probably 
something that will be part of 
his legacy.  He provided resis-
tance on the body part that is 
directly moved by the muscles 
that are shortening or con-
tracting.  And, this movement 
is rotary, so he came up with 
the leg extension, leg curl, 
pullover, shoulder and neck 
machines that were rotary, 
as opposed to straight line.  
That rotary direct resistance 
would be a legacy, too.  And, I 
guess the last thing is that he 

put a lot of emphasis on the 
lowering or negative portion 
of a repetition.  No one had 
done that before.  So, I think 
Athur’s legacy would be those 
three things:  1)  Harder, but 
briefer work; 2) rotary direct 
resistance and 3) emphasis 
on the lowering of the weight.  
Those three things all go to-
gether in his major contribu-
tions to strength training.  
 (For more on the life 
and times of Arthur Jones, Dr. 
Ellington Darden’s new 300 
page book, “The New Body 
Building For Old School 
Results”,  a lot of the book 
is about Arthur Jones and all 
of his strength training prin-
ciples.  Dr. Darden’s new 
book may be ordered through 

his website:  www.drdarden.
com)

A genius, eccentric and 
amazingly interesting man 
who feared nothing on this 

earth

 Arthur Jones will go 
down in history as a genius, 
eccentric, and amazingly in-
teresting man who feared 
nothing on this earth.  He 
will also go down in history 
as the one single man who 
is responsible for bringing 
strength training to the mass-
es worldwide.  May Arthur 
Jones rest in peace.

 To see Arthur’s and 
Terri’s Jumbolair Ranch to-

day, go to: www.jumbolair.
com

(Norm Cates, Jr. is a 34-year 
veteran of the health, rac-
quet and sports club industry.  
Cates was the Founder and 
is now celebrating his 15th An-
niversary as the Publisher of 
The CLUB INSIDER News.  
He was IHRSA’s 1st Presi-
dent, and a Co-founder of the 
Association with Rick Caro 
and five others, in 1981.  In 
March, 2001, IHRSA honored 
Cates with its DALE DIBBLE 
Distinguished Service Award, 
one of IHRSA’s highest hon-
ors.  Cates may be reached 
at:  770.850.8506 or email: 
www: clubinsidernews.com)

…Arthur Jones
continued from page 27
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 Body Training Sys-
tems is now serving almost 
500 quality clubs in the U.S. 
and Canada in their mission 
to create ‘Raving Fans” of 
BTS. They are succeeding 
in creating raving fans on 
both the owner and the mem-
ber side. Importantly, at this 
point in time, BTS has 25% 
of clubs who have achieved 
the Platinum level of partici-
pation, clubs offering five or 
more BTS programs.  
 Body Training Sys-
tems brings a vast level of 
experience in the club busi-
ness to go with its experience 
in producing and developing 
group exercise programming. 
BTS provides its clients with 
extremely valuable assis-
tance on how to use group 
exercise to increase group 
fitness participation, revenue 
per square foot and profits for 
clubs. In markets where com-
petition continues to surge, 
BTS is helping clubs grow 
their revenues by attracting 
and keeping more new mem-
bers and making members 
already on board happier with 

their results at the club.  
 The clubs who’ve 
brought BTS into their clubs 
have brought in a real, ef-
ficient and very carefully 
developed SYSTEM, com-
plete with experienced BTS 
Coaches to make each club 
successful. 
 I asked the folks at 
BTS to provide me with com-
ments from a few of their 
‘Raving Fans’ of their sev-
enth and newest program 
introduction, Group Active™. 
Group Active™ targets the 
massive deconditioned and 
new exerciser market and 
their comments appear here:

Carol Nees, General Man-
ager - Spartanburg Athletic 

Club, Spartanburg, SC

 We are so excited 
to have Group Active™ at 
Spartanburg Athletic Club. 
This program has brought 
so many new faces to group 
fitness. The simplicity of the 
moves makes this a program 
that we can recommend to 
new members and to mem-

bers who have never tried 
group classes. 
 We are excited that 
this program is giving par-
ticipants the confidence to 
try other classes as well. The 
music is such a fun compo-
nent of this class! Our mem-
bers are constantly singing, 
which makes the time go by 
so fast! Before you know it, 
the hour has passed, and they 
are looking on the schedule 
to see when they can come 
again. 
 We initially started 
with four weekly classes, 
and now because of the de-
mand, have doubled this 
to eight classes per week. 
Group Active™ is also ser-
vicing members who wish 
to get all components of fit-
ness in a one-hour period. 
This program was definitely 
the link that we were missing.  

Here are just a few com-
ments from our members:

 
 “The most well bal-
anced group fitness program 
for all ages I have ever been 

a part of”, CABELL MITCH-
ELL.
 “I enjoy Group Ac-
tive™ because it incorpo-
rates all phases of exercise 
- cardio, strength, balance, 
and stretching.”, Marley Div-
ver
 “This class is won-
derful! I recently moved to 
“Sparkle City’ from Seattle, 
and I have met such friendly 
and helpful people in Group 
Active™ ...AND I am working 
off the pounds from all of the 

good southern food I have 
been eating!”, Marie Harley

David Fullwood, Gold’s 
Gym Chapel Hill, Doug-

lasville, GA
Voted Best Customer Ser-

vice and Group Fitness 
Worldwide by Gold’s Gym 

International

 “Thank you for Group 
Active™. This is a tremen-
dous and much needed 

Raving Fans of Body Training Systems Weigh-In

Spartanburg, A. C. – South Carolina

(See BTS page 30)



program. The benefits along 
with the programming are a 
welcome routine and exer-
cise program. Even though 
we believe Group Power®, 
Group Step® and Group 
Centergy® can be done by 
almost anyone, Group Ac-
tive™ is VERY friendly and 
non-intimidating to the infre-
quent or non-exerciser. The 
other battle people have is 
balance and I don’t mean 

physical balance. Balancing 
time and responsibilities is a 
major contributor to a lack of 
exercise. Maybe the common 
excuse and/or reason for not 
exercising are the feeling or 
thought “I can’t do it, it’s too 
hard or I won’t fit in”.  
  Group Active™ re-
ally fills the void and helps 
ease the apprehension many 
people have. I firmly believe 
Group Active™ will become 
one of our most populated 
classes because it will ac-
commodate so many people. 

Being in Sales and being an 
instructor, I consult and coach 
a lot of people and their fear 
is a powerful influence. Group 
Active™ takes people from “I 
can’t … to I … can.” Most im-
portant, after taking the class 
they think, “Now I will”. It 
opens the door to other class-
es. 
  Don’t get me wrong, 
all the programs are fantas-
tic. Group Active bridges the 
gap!  It’s a great addition.”

Across 
1. Online company that pro-
vides good leads to clubs for 
new memberships
7. Writer of “Successful Pro-
grams for Fitness and Health 
Clubs: 101 Profitable Ideas 
(goes with 15 across)
10. Regret
11. Zodiac sign
13. National pandemic
15. See 7 across
17. It is, poetically
18. Near Term, for short
19. Emotional intelligence 
(abbreviation)
20. Somersault
21. Medical expert
24. Manuscript, for short
26. Company
27. Get staff for
29. Treadmill __ bike?
31. Student score (abbrevia-
tion)
33. Friendly gesture that 
goes with a smile: a proven 
winner for club expansion!
35. Expression of hesitation
37. Branch
38. Accounts payable (ab-
breviation)
39. Bar, sort of
41. Vegas hotel location for 
the National Trade Journal/
IHRSA Club Business Con-
ference and Trade Show in 
September 2007
42. Morning time
44. _____ Carpenter who is 
one of the owners of 
The Hockassin Athletic Club 
which has had spectacular 
pre-sales numbers
47. I am purchasing! (2 
words)
49. Go away!

50. Outside of a hamburger
52. Former Director of the 
NFBA Nikki ____, now with 
ABC Financial
53. Old, for short
54. Time periods
56. Terminates
58. One of the founders of 1 
across: Howard _____
60. Type of muscle
63. Once round the running 
track
64. Club special activity/
gathering
67. Location on the web
68. Loyalty program that 
bonds members to clubs
 
Down 
1. Name of Owner of Life-
style Family Fitness which 
offered  free 2-month mem-
berships to youngsters.
2. Conference, for one
3. Eye part
4. Let go
5. Important
6. Tender loving care (abbre-
viation)
7. ____ball
8. Select
9. Over there, old way
12. Eternity, almost
14. Drink a bit
16. Goal
21. A can __ person
22. Author of “The Extreme 
Fat Smash Diet”: Dr. ___ 
Smith
23. Expression of surprise
25. Co-founder of “MarketMy 
Club”: _____ Robb
26. Co-creator of 1 across: 
Rick ____
27. “New Paradigm Consult-
ing” co-owner ____ Parrella-

Turco
28. Agreement that can be 
used to help protect a club’s 
inside information
30. ____ Gordon, one of the 
greatest sales consultants 
in the industry, who made a 
presentation at the Club In-
dustry East Show
32. Steelers locale
34. Soothing location
36. Active
40. Dr. ___ Richardson, Vice 
Chairman of the President’s 
Council on Fitness and 
Sports
43. ___ Chaet of CMS Inter-
national: a keynote speaker 
at the IHRSA Business con-
ference in Las Vegas
45. What to do with a calo-
rie?
46. Face2Face Systems, 
___ Brown- another keynote 
speaker at the Las Vegas 
IHRSA event
48. Stretcher, in a way
49. ____ Gym Franchise As-
sociation
50. Do better than
51. Not applicable  (abbre-
viation)
55. Jazz singing
57. Rests
59. ___ race
61. Spring month, for short
62. “A ___ Good Men” movie
63. “Fearless” star
65. Blue Ridge Mountains 
locale
66. Bismarck locale

PAGE 30 SEPTEMBER 2007
www.clubinsidernews.com

INFORMATION REQUEST
If you would like to receive information from or be contacted by advertisers in 

this issue just clip or photocopy this form, mark the block(s) of the respective 

companies, complete the information requested in the blanks and fax to the 

number shown.

___ Please mail information to me.

___ Please contact me at the (check one)   ____phone # below.

___email address:__________________

Your Name:_____________________________________________________ 

Club or Company Name:________________________________            

Address:__________________________ City: ___________ State:___

Zip:_______________  Phone #: (____) _____________

Fax #:(_____) _____-_________

Club Insider Advertisers
___ CheckFree Corp - Pg 5 Fax#:(678) 375-3304
___ Affiliated Acceptance - Pg 9 Fax#:(573) 374-9972
___ ABC Financial Services - Pg 32 Fax#:(501) 992-0851 
___ Sales Makers - Pg 7 Fax#:(845)736-0508
___ Body Training Systems/Podfitness - Pg 31 Fax#:(770)989-4710 
___ National Gym Supply - Pg 23 Fax#:(310) 280-0937
___ Visual Fitness Planner - Pg 11 Fax#:(877) 616-1681
___ Thomas Plummer Company - Pg 17 Fax#:(508) 833-3074
___ Active XL Promotions – Pg 8 Fax#:(770) 350-8912
___ Fitness Mgmt. & Consulting - Pg 14  Fax#:(214) 292-9553
___ Greenmaple Wellness - Pg 15 shawn@fitdv.com
___ REX Roundtables – Pg 24 www.rexonline.org
___ Association Insurance Group – Pg 19 Fax#:(303)985-1248
___ Thin & Healthy  Pg – 2 www.thinandhealthy.com 
___ Fitness & Wellness Ins-Pg 12 info@fitnessandwellness.com
___ The STEP Company – Pg 10 Fax#:(770)989-4710 
___ InTek Strength – Pg 13 Fax#:(618) 988-1313
___ JLR Associates – Pg 10 jr@jlrassoc.com
___ Oxyvital - Pg 26 www.oxyvitalusa.com
___ Iron Grip www.irongrip.com
___ SCIFIT  – Pg 21 www.scifit.com
___ Fabiano Design - Pg 25 www.fabianodesign.com
___ Take It Off - Pg 29 www.takeitoffweightloss.com
___ Sports & Fitness Insurance - Pg 25 jennifer@sportsfitness.com
___ Club Industry Show – Pg 27 www.clubindustryshow.com

___ Susan K. Bailey Adv. – Pg 26 

___ Fit Rewards www.fitrewards.com

___ Club Broker – Pg 26 

…BTS
continued from page 29

Sincere Thanks, Gratitude and Appreciation to:  
All who have advertised, purchased subscriptions, 

read and pitched in as Contributing Authors. We are 
now on our 15th year of publication! ALL of you are 
on the “Team” that makes  CLUB INSIDER.  We will be 

grateful to you forever. I appreciate and LOVE ‘ya!
Very sincerely, Norm Cates, Jr.






