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The Works Athletic Club Sold To Hospital

By Norm Cates, Jr.

For the past year, The
CLUB INSIDER News has featured
articles and our monthly column
entitled: “ MICROFIT’S Health
Care Connection which have de-
scribed the reasons for and methods
by which club operators can become
involved in heaith care.

We have emphasized that
this movement is part of a much
larger movement in which the en-

tire healthcare community nation-
wibilmmd"m

care for people. We have explained
lhlbywnglumlhhcallhuttpm-

is located in Somersworth, New
Hampshire and is a multi-purpose
club with 37,000 square feet offer-
ing activities including racquetball
courts, large cardiovascular and
weight resistance areas, aerobic stu-
dios, child care center, indoor and
outdoor pools, tennis court,
vollebyball court and softball field,
all situated on 70 acres. After hear-
ing Celeste DiMambro, the princi-

pal owner and director of The Works

describe her facility, Isaid to her,”l
bet you have visited Dale Dibble’s
and Ed and Zoe Veasey’s Cedardale
Club.” She responded, “ Oh, yes I
sure have.... in fact Dale Dibble has
inspired me tremendously over the
years, as he has others.” On Sep-
tember 1, 1995, Celeste sold the
club to the Wentworth-Douglass
Hospital through its subsidiary
Wentworth-Douglass Community
Health Corporation. The Works
Athletic Club celebrates its 16th
Anniversary on September 15th.
The hospital acquisition
of The Works is perceived by the
President of the Hospital, Mr. Ralph

qulsmon was pmmpled by gmwth

in hospital-run fitness and wellness
centers  nationwide, with
Wentworth-Douglass Hospital be-
coming the first in New Hampshire
to join over 200 hospitals nation-
wide who directly or indirectly own
or operate health clubs.

Why buy The Works? Ac-
cording to Hospital President
Gabarro, The Works project di-
rectly supports the hospital’s vision.
“ Our involvement in The Works
Athletic Club follows the vision we
established a few years ago for
Wentworth-Douglass Hospital to be

Gdaum,_asnty

the community’s Partner in bet-
ter health, shaping the future
through excellence.”

The hospital’s strategic
efforts at collaboration and co-
operation with a variety of health
providers in our community are
aimed at augmenting the scope
and availability of wellness ser-
vices with greater emphasis on
illness prevention. Additionally,
payment for health benefitson a
managed care or capitated basis
is shifting from illness to
wellness care. Medicare cover-
age is even offered through pre-
paid risk contracts in some arcas

flhc counlry Hospu.als which

channct resources 10 serve 1heir
varied populations.

The Board of Directors
of the Wentworth-Douglass Hos-
pital voted unanimously in favor
of the acquisition of The
WORKS, so it is clear that the
hospital leadership and its Presi-
dent all share the same vision for
the club.

As has been suggested
on numerous occasions by Neil
Sol in MICROFITs Health Care
Connection column and by other
writers for The CLUB INSIDER
News, relationships with hospi-

tals can begin with the develop-
ment of programming opportuni-
ties in cooperation with local hos-
pitals. Such was the case with
The Works. Discussions with The
Works began on the program-
matic side. “We met with The
Works team to develop programs
for the elderly, people with ar-
thritis, diabetes, heart disease
and other medical problems,”
Gabarro explained. “ As talks
progressed, we analyzed the en-
tire program at The Works and
were impressed with its high qual-
ity management, skilled staff and
excellent facilities. An exciting
nppnrtumly to purchase The

Norks dev d and we’re now

ity.”

In an announcement to
the employees and members of
The Works, owner and director,
Celeste DiMambro, expressed
her enthusiasm for the venture
and gave reassurances that the 16-
year-old health club will remain
essentially the same with some
exciting new program additions.
“The Works, including its name,
will remain the same “First in Fit-
ness” health club it has been since
we began in 1979. [ will continue
to oversee opcralions, George
Vierra will remain in his role as

General Manager and we do not
anticipate any staff changes in the
near future,” she said. She added,
“membership dues will remain the
same.” The Works Athletic Club
had been identified as one of the
leading clubs in IHRSA, the Bos-
ton-based, International Health,
Racquet and Sportsclub Associa-
tion.

Planning for the future
will take place this fall and winter
with potential new programs be-
ginning as early as Spring 1996.
Disease specific exercise and nu-
tritional programs are being con-
sidered as part of WDH'’s efforts
to develop a continuum of services
cnlsand :mprove Ihe health
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extends CONGRATULATIONS
to both Celeste DiMambro and the
Wentworth-Douglass Hospital for
the successful completion of this
transaction. It took 14 months for
the deal to be completed and the
end result should be good for all
parties. The future of the health,
racquet and sportsclub industry is
continuing to be increasingly full
of new opportunities for club op-
erators nationwide.
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Western Reserve Club Closes

By Norm Cates, Jr.

One of IHRSA’s (The

International Health, Racquet and
Sportsclub Association) shining
clubs, the Western Reserve Family
Sports Club, located in Tempe, Ari-
zona, was recently closed by owner
Dave Brown.
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The club had been man-
aged by Ernie Zaik, one of the
most progressive club operators
in the business, who had also
served for 12 years as the Presi-
dent of the club. Zaik recalls, “It
was just like the Cheers story.......
I was there the day we opened
for business and | was there on
the night we shut it down, Au-
gust 31, 1995 at 10:00 p.m.”

Club owner Dave
Brown, decided to convert the
club facility to an office build-
ing after the club had experi-
enced a significant shift in the
demographics in the surrounding
area, had been bombarded with

new Q Clubs and several new
low-priced clubs and had lost the
wunderkind Zaik to another ven-
ture. Zaik had tendered his res-
ignation to Brown on July 14th
in order to become a partner in
the Mesa, Arizona-based firm of
HealthCare Dimensions, a com-
pany which specializes in the fa-
cilitation of healthcare networks.

Remarkably, Dave
Brown, the owner, made the de-
cision to shut the club down pur-
suant to the recommendation of
Zaik. Zaik had been the heart and
soul of the club, but during his
tenure had developed other inter-
ests which he wanted to pursue.

Upon making the decision to leave
the club, Zaik made the recom-
mendation to Brown because
Brown operates a $90-million
home building company and Ernie
knew that it would not be in the best
interest of Brown to continue the
operation and have to deal with
new managers, etc, The closing of
the club should become a model for
others who face such decisions.
Pursuant to cooperation between
Zaik, the owner Brown and the en-
tire staff (nobody left before the
closing) the action was handled in
a highly professional way which
speaks well of all of the parties in-

(See Western Reserve page 10)
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THE INSIDER SPEAKS

* EDITORIALS - "INSIDER MAIL" « COMMENTS -

CLUB BASHING ADVERTISERS MUST STOP

I had written the article  with a lawsuit should I publish

By Norm Cates, Jr. exposing not only the advertising  any inaccurate or untrue informa-
practices of this huge company, tion.

but the INSIDE STORY on the Instead of risking a law-

mind-set of the top management  suit from this big company, I have

This month Iwasonthe ofthe company. However, inpre- decided to follow the advice of a

verge of publishing an EXPOSE!
article on a company which has
made a huge impact on the home
fitness equipment market through
the use of infomercials which basi-
cally tell the viewer to “buy our stuff
instead of going to the gym.”

paring the article, I provided the
top management of the company
with copies of it so they could re-
view it for truth and accuracy prior
to publication. They declined to
assist me in editing and at the
same time, they threatened me

good friend who suggested that
instead of focusing just on the
things this company has done to
make sales at the expense of
health clubs, I should focus on
ALL of the companies in the in-
dustry that are doing that. He sug-
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horo Family YMCA

August 30, 1995

. ‘Mr. Norm Ca.las: AT - — Rl R RV, v i
PO. Box 671443
Marietta, GA.

Dear Norm,

Having just read your editorial on page 21 of the recent CI regarding the Benetton ads,
let me thank you for raising your voice and attempting to maintain a "standard”,

Our YMCA is one of those who takes our Christian mission seriously and our Board and
staff share your thoughts. We believe, in our YMCA, that our efforts to assist people in
‘recreating” their bodies must also be consistent with what edifies their spirit and benefits
their mind. Unfortunately, increasing numbers of companies are “selling” out to our more
base "physical” impulses rather than appealing to our better and more noble attributes.

Again, thank you for speaking forthrightly and with clarity about these ads. Perhaps your
words will cause us all to pause - then having paused to choose the better and more
noble, rather than the lesser and more base,

To Our Healthier Spirits, Minds and Bodies,

Brian J.
CEO

P.S. - The recent issue contained four very interesting, timely and helpful articles for me.
Stay the course, you're right on target!

X¥hACA

A United Way Agency

- t;y health club owners and opera-

gested one company that I had not
even thought of.

The problem in the eyes
of many club operators is that on
one hand, companies are wooing
club operators to buy their prod-
ucts while on the residential sales
end of the market, they are telling
the general public that their prod-
uctisa BETTER ALTERNATIVE
to membership in a health club.
So, if someone spends $499 plus
$50 for shipping and handling so
they “don’t have to get dressed for
the spa”, do YOU think they are
also going to buy a health club
membership that year? Many think
not.

In my opinion, literally
tens of thousands of health club
membership sales are lost to these
companies who bash health clubs
in their advertisements,

So, why should these same com-

tors. Maybe they should not.

It seems that this two way
standard is wrong and those com-
panies that choose to do this should

e

Name

from

Norm Cates’
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Subscription Form

be exposed and they should be en-
couraged to stop with their “club
bashing” kind of advertising,

I am going to continue my
research on this large company be-
cause they are the worst in the busi-
ness or the best depending upon how
you view it, at taking away health
club membership sales. But, there
are others out there and [ would like
to hear from you about them. Help
out by giving me your feedback
about this issue. Clip print ads that
“bash clubs.” Save infomercials that
“bash clubs.”

I might ad that NONE of
The CLUB INSIDER News’ adver-
tisers use this kind of advertising,
And, I pledge to club owners and
operators that The CLUB INSIDER
will not print ads for "club bashing"
suppliers,

"l look forward to hearing

1y of you who have an opin-

ing” issue. Call me at (800) 700-
2120 or write a letter about your
views on the subject. Send it to:

CLUB INSIDER News, P.O. Box
671443, Marietta, Ga. 30067-0025.

&=

Club Name:

S):
AttncI: }Js! For Additional Subscriptions

Address:

City, State, Zip:
Telephone;

$49 Per Year
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| Authorization Signature:

| P-O.Box 671443, Marietta, GA 30067-0025 or Fax: 404-933-9698

Provides 12 CLUB INSIDER Issues
Delivered Monthly Via 1st Class Mail
Check Enclosed

Bill Me At Above Address
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OR Call Toll Free Hotline 1-800-700-2120

Copyright © 1995 CLUB INSIDER, INC. All rights reserved. Material may not be copied in whole or in part in any form whatsoever.
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I spoke with MIKE
LUCCI, the CEO of Bally Total
Fitness to get the scoop on the
“SPIN-OFF" of the Bally Health
Clubs from the parent company.
Lucci informs me that the Spin-Off
plan will be filed with the SEC by
not later than September 15th and
he will give me the full story after
that date. He also indicated that
Bally is now licensed (I assume in
all states) to sell its new franchise
program. The franchise program
has taken nearly two years to de-
velop and is headed by TOM
VITACCO. Lucci updated the
progress with their new sales train-
ing program and indicated that it
was going well and that they in-
tended to continue to pursue change
in the culture of their organization.
During the conversation, 1 com-
mented to him that changing the
mindset and procedures of the or-
ganization would probably be like
a huge 1200-foot oil tanker chang-
ing course....... i.e. you turn the
wheel for the direction

turn to develop. My point is that [
expect that even with a great deal
of emphasis placed on re-traininig
of their sales organization, it will
take some time for the industry to
see the results. There are a lot of
people in the industry that view the
Bally franchise idea as a bad one.
But the re-training of the sales or-
ganization will hopefully help the
entire industry by keeping Bally out
of the court house and hopefully out
of the newspapers.

ALAN SCHWARTZ, the
Chairman of TCA (Tennis Corpo-
ration of America) recently broke

his leg while playing in the finals
of a 60-and-over tennis doubles
tournament. Best of luck fora full
recovery Alan!

Word from those who at-
tended WALLY BOYKO’s con-
vention in Las Vegas, a.k.a
“WALLYWORLD” say that the
show bombed big time. One at-
tendee who has attended 11 of the

last 14 of these shows produced by

Boyko said that it was the worst
he ever attended. 1 wouldn’t be
surprised to see the equipment
manufacturers get together to form
their own association so that the
vendors would have control over
such decisions as where the trade
show would be held and when.
The annual savings for the vendors
would be enormous and I would
expect that some of those savings
could be passed on to the club
owners who buy their equipment

and services. Right now, pricing.

must reflect the significant annual
costs that vendors must absorb to

beanheselllloofrmm

LOU QUINT, formerly
based in Northern California with
the Park Athletic Clubs, has taken
a position as the General Manager
of the RiverPlace Athletic Club in
Portland, Oregon. The club is gor-
geous and sits adjacent to the
Downtown Marina in Portland.
Lou was one of those many
IHRSA Members who stepped for-
ward to oppose and defeat the then
IRSA Board’s decision to change
the Association’s name to
Exercere. Good luck at your new
club Lou!

24 HOUR NAUTILUS,
the Northern California Division
of the newly expanded FITNESS
HOLDINGS, INC., has an-
nounced that they have opened
their pre-sales facility in Oakland,
California, the 36th location for 24
Hour Nautilus. Fitness Holding,
Inc. is a Menlo Park, California-
based investment banking firm
which now owns controlling inter-
est in 24 Hour Nautilus and re-
cently merged with the legendary
RAY WILSON?’S Southern Cali-
fornia based FAMILY FITNESS
CENTERS. Look for major de-
velopments from this new fitness
powerhouse.

BERT MONSON, the
operating manager of Affiliated
Acceptance Corporation, tells me
he has just hired DANE HOL-
LAND for a position in business
development. Dane comes to Af-
filiated with an extensive club and
financial management back-
ground. Affiliated Acceptance

operators and in six years of busi-
ness has built its client base to ap-
proximately 1,000 clubs. Dane
will join two other fitness finan-
cial management pros, GARY
PIPER and JERRY LEE in pro-
viding what is undoubtedly the
most important and most mis-
managed aspect of the entire club
industry...... i.e. billing, collection,
accounting and membership ac-
count management. Itis my guess
that millions of dollars are lost for-
ever in clubs across America due
to inefficient or insufficient finan-
cial management. But thanks to
companies like Affiliated Accep-

Corporation provides an extensive

EClub Insider
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Norm Cates, Jr.

tance Corporation and JIM
BOTTINS’ ABC Financial Cor-
poration in Little Rock, club
owners have readily available
help.
SAM and MARY
INGRAM, two wonderful
people who live in Sun City,
Arizona, have been very active
in church, cultural, educational
and social activities in their com-
munity for a long time. To help
celebrate the expansion of the
Sun City's Art Museum’s from
7,000 square feet to 18,000
square feet, Sam has agreed to
provide the opening exhibit
which he calls: “AMERICA’s
CALL to FREEDOM....From
An Artist’s Viewpoint.” If you

live in the
Northwest Valley area of Arizona,
you should experience Sam'’s ex-

ings, 85 story panels and 150 un-
usual antique artifacts. This ex-
hibit is the culmination of 9 172
years of work for Sam. A full-
color hardback book is being pub-
lished in conjunction with the ex-
hibit which will be sold by the
Museum Store with all profits
from the book being contributed
to the Museum by Sam. Sam’s
work is incredibly detailed and
beautiful and focuses on western
lore and wildlife. The exhibit runs
from September 3rd through De-
cember 10th. Best wishesand my
love go to my wonderful Aunt
Mary and Uncle Sam!

LIVINGWELL LAWSUIT UPDATE

Ron Hemelgarn and
Tom Fatjo and other former offic-
ers of Living Well, Inc., the com-
pany that went bust after develop-
ing a chain of over 300 small fit-
ness centers, face personal finan-
cial liabilities which could be well
over $50 million.

In The CLUB INSIDER
News November, 1994 edition, we
reported on the case which is be-

ing tried by jury in a U.S. District
Court in Houston, Texas. The
action was divided by the court
into two Parts . Part | ended in a
verdict by the jury that
LivingWell had actually been in-
solvent from December 31, 1986
to October 27, 1989 when the cor-
poration filed for bankruptcy.
With over $148,000,000
owed to creditors and assets of
less than $5 million, the case con-

verted to a Chapter 7 bankruptcy
on October 5, 1990, leaving the
creditors high and dry.

The lawsuit was filed by
the LivingWell Trustee in October,
1991 because during the time that
the corporation was insolvent, the
assets of the corporation were de-
pleted by over $140,000,000.

“Now that the court has
found that the corporation was in-
solvent during its last years of op-

eration, Part II of the case will
be tried, again before a jury. Part
IT will decide the exact amount
for which the officers of
LivingWell, Inc. will be person-
ally liable. The date for part II
has not been set. The CLUB
INSIDER contacted the lawyer
for the LivingWell Trustee and
learned that nothing has hap-
pened since Part I of the case
ended with the jury decision on

insolvency, except that the court
allowed the Defendant’s
(Hemelgarn, Fatjo and other of-
ficers of LivingWell, Inc.) to file
certain motions which the judge
has not ruled upon at this time.

Stay tuned to The
CLUB INSIDER News for fol-
low-up reports on this case at a
later date.

—
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MICROFIT'S HEALTH CARE CONNECTION
Fithess HMO: An Opportunity For The Health Club

By Neil Sol, Ph.D.

In the past, health clubs
have dabbled in medically related
services in an effort to enhance their
credibility to consumers and because
club owners/managers realized that
there may be opportunity in provid-
ing medical related services. These
services have included everything
from nurses on staff and graded ex-
ercise testing to physician-supervised
physical examinations, all of which,
at that time, did not provide the an-
ticipated contribution to the club.
The failure of these efforts to be suc-
cessful in the commercial club were
due to two primary reasons: (1) it just
was not the right time for clubs and
(2) clubs lacked the understanding of
how these services integrated into the
goals and objectives of the club.
Club management, lacking this un-
derstanding, implemented these ser-
vices with a half hearted effort. Years

care is changing, Americans are
emphasing health. As a result,
clubs are beginning to assume
their responsibility as community
preventive health care providers.

A variety of opportuni-
ties now exist and timing is better
to include medically related pro-
grams in clubs in addition to tra-
ditional leisure and recreational
programs. These medically re-
lated programs can be provided
independently or in tandem with
local health care providers. Inthis
vein, one such program that can
be included in clubs is a Fitness
HMO.

The Fitness HMO is
simply a medically-oriented
health and fitness program dedi-
cated to reducing risk factors as-
sociated with lifestyle-related dis-
ease by identifying and treating
them in an easily accessable and
inexpensive manner in an effort
to enhance the member’s health.
The unique part of this program

is that members and only mem-

. AR TS T TIPS Moy

introduced in the club, there was not
a strong emphasis on prevention and
health clubs viewed themselves as
sports, recreation and leisure facili-
ties. At that time, these services were
added primarily to create a unique
amenity for a club in competitive
environment. Currently, as health

ited complimentary access to a
physician(s) affiliated with the
club that will provide basic medi-
cal care with emphasis in preven-
tive care. The physician or group
of physicians who may be in in-
dependent practice or associated
with hospital or MCO would get

POSITION YOUR CLUB TO
PROFIT WITHIN THE CHANGING
HEALTH CARE ENVIRONMENT

EClub Insider
is proud to present a seminar by
NEIL SOL, PH. D. AND

JASON CONVISER, PH. D., MBA
A one-day seminar for Club Owners,

vide you with strategies that can be immediately implemented at
your club to begin a relationship within the health care environ-
ment that is appropriate for your organization.

This seminar is about the REAL
MONEY opportunity for health clubs in the
changing health care paradigm.

SEMINAR DATES AND LOCATIONS:
Chicago - October 20th, Boston - November 3rd,
Dallas - November 10th
FOR MORE INFORMATION OR TO REGISTER
CALL: (713) 344-9909

a fee for their ser-
vice. Within the
monthly member-
ship dues fee for
participation in the
Fitness HMO pro-
gram, a member
could receive an
annual preventive
physical  and
could, with no ap-
pointment, drop in
on the physician ||
during his hours at
the facility or at
the physician’s of-
fice for basic
health care or
“sick call”. There-
fore, if a member
has a sniffle, he
can, at no charge,

4
-
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have the physician

Neil Sol, Ph. D.

health of the employee, but an
opportunity for him to see the
program physician for evalua-
tion and to receive direction for
efficient and cost effective rec-
ommendations for additional
health care (this is "health care
demand management.")

The Fitness HMO
Concept is attractive to corpo-
- | rate purchasers and managed
| care providers, but mayhe of
most interest to the individual
who has limited or no health in-
surance (almost 33% of the
American population). The Fit-
ness HMO offers inexpensive
comprehensive well care.

Would the Fitness
HMO concept be
of interest

diagnose the prob-
lem and offer treatment recom-
mendations. When treatment
recommendations are beyond the
scope of sick call care, the phy-
sician will refer the member to
his personal physician for care
to be subsidized by his health
care insurance plan. If the mem-
ber has no personal physician,
the club-affiliated physician can
treat that member and receive re-
imbursement from that
member’s typical health insur-
ance plan. Other preventive
health services and procedures
can also be included and pro-
vided with the Fitness HMO pro-
gram, such as: pap smears,
mammograms, dental cleanings,
wellness education, etc.

“How is this paid for?”

The member pays
To Subscribe
Send $49

To:

The

CLUB INSIDER
News
P. O. Box 671443
Marietta, GA 30067

the club monthly dues as usual
that can be all inclusive or seg-
mented to include the Fitness
HMO program feec. If the club
dues are typically $60/month,
membership in this program may
then be $80/month with $20/
month being available to compen-
sate the MD, dentist, health edu-
cator or preventive health care
provider. The club can negotiate
rates with these health care pro-
fessionals for these preventive
services, not unlike traditional
health insurance companies nego-
tiate for prices on traditional medi-
cal procedures. As a result, a
member within this program will
get his typical club membership
and more. This is true preventive
or well care and the club that of-
fers this service establishes itself
as unique with regard to its com-
petitors.

One consideration of
special interest is the attraction of
the Fitness HMO for self-insured
businesses. Self-insured compa-
nies find that employees that do
not have physician relationships
might go to the hospital emer-
gency room when they experience
minor illnesses. An emergency
room visit is significantly more
expensive than a physician office
visit. Corporate employee mem-
berships in the Fitness HMO is not
only an effort to improve the

to physicians?

We must remember

that many physicians arc now
working for insurance co
receiving what in essence is a fixed
salary. Many physicians are accus-
tomed to receiving capitated fees
of approximately $15/month to see
HMO patients. The Fitness HMO,
if priced correctly, can afford $15/
month or more to purchase preven-
tive services. And remember, if the
member is truly exercising and us-
ing his membership to the club , his
potential for use of sick call will be
reduced and the physician may re-
ceive a monthly fee for a patient
who he rarely sees.

The development of a Fit-
ness HMO can occur as a stand-
alone facility or as a program
within the club. It would be an in-
teresting niche for a club to have
all club members involved, but it
is not necessary. The Fitness HMO
in today’s health care environment
can be a prudent venture.

(Neil Sol, Ph.D. is the
President of Health Vantage, Inc.,
a Houston, Texas - based club con-
sulting firm. Neil is one of the
industry’s leading experts in the
field of health care as it relates to
clubs. Neil can be reached at (714)
344-9909),
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m 1 ¢ r o GEIRA Seiiing the Standard Since 1986

The WOrld’s Leadmg
Fitness Evaluation

experienced the value of MicroFit evaluations. We have
established one of the largest fitness databases in the world
and continue to build on our success by providing the
latest in fitness technology.

The MicroFit system is easy to use and features on-line
evaluation, motivational graphics and informative reports.
It's the perfect tool for club marketing, membership
retention and corporate wellness programs.

HEALTMH & FITNETSS S S ¥YSTEMS

MicroFit systems include Fi

Group Wellness Reports, Nutrit 4
Call Today 1-800-822-0405

©1994 MICROFIT, INC. _
1077-B Independence Avenue / Mountain View, CA 94043
Telephone 415-969-7296 / Facsimile 415-969-2067
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ATTACKING HIDDEN EXPENSES - Part II

By Rick Caro

(Editor’s Note: This is
Part Il of a four part series on AT-
TACKING HIDDEN EXPENSES
which was reprinted from the July,
1994, edition of The CLUB IN-
SIDER News. Parts IIl and IV will
be reprinted in the next two edi-
tions. Rick Caro is the club
.industry’s most recognized author-
ity and expert on cost control. The
information provided in these four
important articles could help you
reduce your club’s total annual op-
erating expenses by 5-15% if care-
fully studied and applied to your
situation. We urge you to retain and
use these articles over the years.)

The ideal place to save
on club expenses is the category
where all of the benefits flow to
the bottom line and where the
member never sees any change in
the club’s operation. Part | dealt
with the state-mandated Workers’
Compensation Insurance issues.
This section will address another
such hidden expense.

UNEMPLOYMENT
INSURANCE

All clubs are subject to
state and federal unemployment
insurance rates. These are calcu-
lated based on the club’s actual
unemployment experience.

A new business is given
a high rate on both its state and
federal unemployment insurance.

For example, a new club
may be paying a combined
5% of its payroll. As each
year passes, the state evalu-
ates the dollars contributed
to the unemployment insur-
ance “bank” versus the dol-
lars paid out to former club
employees by the state for
their unemployment claims.
If there is a favorable bal-
ance of excess premiums
paid in, the club will receive
a lower rate for the follow-
ing year; an unfavorable
rate will create a rate in-
crease.

The importance of

employment wages. This
could mean a .5% - 1% in-
crease. If that is multiplied by
the club’s entire payroll, the
increase may be $2,500 -
| $5,000, for a large club, it could
mean $4,000 - $8,000 or more.
This may seem insignificant,
but any savings can fall right
to a club’s bottom line this year
and may create a lower base for
future years.

It would seem obvi-
ous that all clubs should con-
test any claim by a former em-
ployee that seems unwar-
ranted. Yet, few of these
illigitimate claims are protested

this calculation is there can
be a wide fluctuation, espe-

by clubs and protested effec-
tively. Instead, the club allows

Rick Caro

cially in the first five years of
business or if there are several

claims of well paid former em-
ployees for long periods of un-

the former employee to take advan-
(See Caro page 15)

The New and Easy,

In-House
Sot S for

=l
[}

]

Basic Package
Now Only

¥
e O
?O%LE

Do-It-Yoursell In-m:—mmm Management -

Simple to Understand!!!

| Simple to Operate!!!
100% GUARANTEED —

100% SUPPORTED

56952

Additional Modules Available

FITNESS ASSESSMENT
SOFTWARE

AAC In-House Software Package

Call GARY PIPER or JERRY LEE
1-800-233-8483

Alfilited Acceptance Corporation * Main Post Office Box 419331 » Kansas City, Missouri USA 641416331

September 9, 1995

Dear Mr. Cates

Thank you,

yasi

Sean Datte,

I would like to thank you for publishing my letters to you. They seem
to be working. A lot of clubs are calling Hoist lately. This seems to have a
direct effect on the amount of toys I get in any given month.

There are only two things I would like your help with this month.

1. Could you please find some way to tell your subscribers about the
over-built free weights Hoist makes? My Dad says Hoist has redesigned their
freeweights to without question be the most over-built stuff out there. So its
up to you to get your readers to at least call Hoist and take a look.

2. Everybody knows Hoist for their Glute Master and Smith Ma-
chine. When people see these they say they are the best they have seen. Hoist
makes over seventy machines all with the same quality.

So Mr. Cates have people call Hoist -1-800-548-5438 for free info.

Son of Hoist Fitness Systems National Sales Manager, Steve Datte

P.S. I will miss my Dad while he is away at the CLUB INDUSTRY
Trade Show in Chicago.
your readers don’t miss him.

My Dad says he will be at the Hoist Booth #821 so

| ———



INTRODUCING THE NEW FREECLIMBER® 4400 PT™ FROM STAIRMASTER® We've just made the

world’s best climber even berrer.

The new FreeClimber has the same unique feel as our 4000 PT

comfortable to use. REVOLUTIONARY RAIL-LESS DESIGN /?

The sleek, rail-less design of the 4400 PT encourages you ta use more of your lower body muscles

- -,
than any other climber. Bortom line? Exercisers love the fact thar they hurm more calories with ‘
Pg
less perceived eftort. No t‘

Mo wonder the FreeClimber is our fastest selling piece -
fitness equipment. Beside

maodel, but it is even more

o
5 all the rave reviews, you'll love these \]'l't_l.l! teatures:
NEW 3-YEAR WARRANTY A 3-Year Warranty is our assurance of the

ALL NEW CONSOLE The

new console increases the top climbing speed by more than

quality
built into each FreeClimber

25% to 174 steps
per minute and offers 7 new programs— wh with 20 levels Of intensity -
SPACE-EFFICIENT It

: EESEEsERG B¢
s also the most space-efficient climber designed, - -

requiring only 6.3 sq. fr. of floor space. FREE INFORMATION For more informarion on the
revolutionary FreeClimber, as well as StairMaster’s complete line of extraordinary fitness equipment,
|

Lt papER call roday for 100% financing with 72-hour approval.
e T

Take the most important step and call now.

Shaping the Future

-
of Fitness

rMaster 1-800-635-2936
SPORTS/MEDICAL PRODUCTS, LF

Frosborss LF / Sosiioyse SRRMBRINY i-cxlicco s 43

< ORLANDO

THE STORE! “5 -
GIVE AWAY

X MEXICO

Membership

Renowal < CARRIBEAN
Referral

Promotions That Work!

XLAS VEGAS
NO HASSLE TRAVEL PROMOTIONS SINCE 1973
APEX TRAVEL PROMOTIONS

(800) 666-0025 (Ext. 22) <RENO
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Developing Partnerships With Physicians

By James M. Evans

Less than ten per cent of
the American people engage in a
regular program of exercise - a sta-
tistic which has remained relatively
unchanged during the past quarter
century! Granted, the total num-
ber of people who exercise is greater
because of the increase in popula-
tion, but the percentage of those ex-
ercising is still the same. This is dis-
heartening to fitness professionals
who have strived for so long to
change the sedentary lifestyle which
has become so closely identified
with ourcountry. However, another

statistic gives cause for hope and
has been greatly ignored by the fit-
ness industry: 70% of Americans
will begin an exercise program
when it is prescribed by their phy-
sician!

There has always been a
credibility gap between physi-
cians and the fitness community.
Part of the problem stems from the
fact that many physicians think
because they have a medical de-
gree they know everything there
is to know about the human body
- including exercise. Fitness pro-
fessionals know better. At the
same time, many fitness profes-
sionals think that exercise is a
remedy for everything. Doctors

SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

404 /451-3951 800-241-2081

Imported & Domestic Textile Products

Take the guess work out of your. . . .

Satisfaction Guaranteed

QUALITY PRODUCTS
at

COMPETITIVE PRICES

|

Commercial Products
Authorized Distributor

CALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

InRSA

’ ASSOCIATE MEMBER

P.O. Box 81345 » Atlanta, Georgia 30366
FAX 404/457-9557

FAX 800-772-6760

know better.

There has also
been the implied eco-
nomic threat to physi-
cians that they would
have fewer patients to
treat if people took bet- I
ter care of themselves
and therefore, the fitness
industry has been per-
ceived as an opponent
rather than an ally. That
same antagonistic per-
ception by physicians
with regard to the
chiropractic field has ex-
isted even longer and has
probably contributed to
the generally more coop-
erative relationship be-
tween chiropractors and

cians are embarassed by
their lack of knowledge
about equipment and fit-
ness in general in the pres-
ence of increasingly more
educated patients and a fa-
miliarization tour will of-
ten inspire them to refer
patients if they feel com-
fortable with what you
have to offer.

Introduce physi-
cians to your staff in the
context of an after-hours or
weekend get-together so
that they become aware of
the advanced training and
qualifications of many of
today’s fitness employees.
Physicians can relate to
education and certifica-

fitness professionals over

Jim Evans

tions because their career

the years. The recent fo-
cus on health care reform and
managed care has started to bridge
the gap between these longtime
combatants and is fostering more
conciliatory relationshps. Evenas

I write, the Des Moines Register

operative relationship between a
local neurologist and a team of
chiropractors. The patient - the
customer, in other words - is fi-
nally more important than the
petty politics of who can best
serve him/her.

How can we capitalize
on this new spirit of cooperation
with the medical community? For
one thing we should not wrongly
assume that because physicians
(and other medical practitioners)
are in regular contact with the ills
of the world, many of which are
directly attributable to poor
lifestyles, they will logically

o SUBSCRIBE
Send $49
To:
The

CLUB INSIDER
News
P. O. Box 671443
Marietta, GA
30067

avoid those things which are det-
rimental to their own health. We
assume that they will eat a
healthier diet, watch their weight
and exercise on a regular basis
because of their constant exposure

10 the maladies of others whea, in

fact, they are no different than
anyone else when it comes to
lifestyle choices. And, after all,
don’t we have people in the fit-
ness profession who do not prac-
tice what they preach? Just be-
cause people know better doesn’t
mean that they will act on that
knowledge.

Physicians can have a
profound influence on the behav-
ior of others as indicated in my
opening paragraph, so it follows
that the more physicians we can
influence to become physically
active or at least more knowledge-
able about the benefits of exercise,
the more of these same physicians
will realize the benefits of a more
fit lifestyle for their own patients
and prescribe it accordingly.
Therefore, we need to create more
opportunities for physicians to be-
come exposed to what we have to
offer in our different facilities and
encourage them to participate in
our programs.

One suggestion might be
to hold a special open house for
physicians where they can tour
your facilities and become more
familiar with the sophisticated
equipment found in today’s mod-
ern fitness centers. Many physi-

has been based on many
years of academia.

Perhaps, even offer com-
plimentary memberships to local
physicians and then assign one of
your best personal fitness trainers
to work with them one-on-one at a

slow lime when few members afe...

using the facilities so that they do
not feel like they have to “perform”
in front of others.

Facilitate physician refer-
rals by providing complimentary
guest passes to local-area physi-
cians to distribute to their patients.
Doctors are more apt to send pa-
tients to you if they have something
tangible to give them and patients
are more likely to use a guest pass
if it is presented to them by their
physician.

The changing climate in
health care provides the fitness in-
dustry with new opportunities to
develop cooperative partnerships
with those in the medical field. For
the first time, doctors, fitness lead-
ers and other health care profes-
sionals are beginning to work to-
gether to everyone’s mutual ben-
efit. Insurance companies too, are
promising to play an important role
in the equation. These are exciting
times, aren’t they?

(Jim Evans is Executive
Director of Heartland Health Cen-
ter in Boone, lowa and will be one
of the feature speakers at the Asso-
ciation of Hospital Health & Fit-
ness Workshop on September 26-
27 in Orlando, Florida.)
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How 1o Keep A Captive Audlience

Call (800) CARDIO-1 or (404) 848-0233 for details.

CARDIO L/é £ope®

Distributed By Cardio Theater Holdings, Inc.
(an Affiliate of Australian Body Works)
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Club Services Offers Customer's Perspective

The demand for our

By Jeff Stokes
new service has shown ongoing
increases since we began to offer
it 18 months ago. I feel that one
(Editor’s Note: Inthe Feb-  of the key ingredients to our suc-

ruary, 1994, edition of The CLUB
INSIDER, we published an article
on the start up of a new company

named Club Services. At that time,
Michael Bare and Jeff Stokes,

(President and Vice President of
Club Services) envisioned a service
made available to the club industry
which in our opinion was clearly
needed. This service would give the
club owner{manager the ability to

receive potentially valuable infor-
mation about their operations, from

the customers perspective. This ser-
vice would be made available to
clubs across the U.S. Jeff Stokes
provides this update on Club Ser-

vices.)

The Only Club Management Training Program of its
kind for Club Owners, Managers & Department Heads

Sinoe 1981 hundreds of club

s and owners have graduated from this

cess to date with Club Services is
the highly competitive nature of
our industry. Customer/member
satisfaction has become a primary
focus for many club organizations.
Top notch service is one of sev-
eral ways to differentiate a club
within a market place. And, in
order to evaluate a club’s level of
service and satisfaction for mem-
bers and prospects alike, we have
provided the club shopper service.
However, the club industry has
barely begun to scratch the service

surement of “customer satisfac-
tion” when compared to other in-
dustries such as the restaurant, bar

ized t and

program. It is designed to give you a management system that all other resources
and systems fit into — a management template, if you will. This workshop should
prove to be exciting. The workshop will be held at the CMS World headquarters in
scenic, historic Helena, Montana. Besides the intense learning experience, you will
also get a chance to discover what many people call “the last best place on earth®. If
you have never been to Montana then you're in for a treat!

THE WORKSHOP FORMAT + This 4 day i i kshop is designed to
develop sdwmced and sophisticated management skills througha series of spec:al—

CURRICULUM HIGHLIGHTS # feat

L. The CORE System of Chub M & Expense

straight out Ienrn.uxg and develupmem course in Pr

uring the TRIAD

The wurhhnp is a NO-NONSENSE,
ional Club M:

15. Hesearce

9. Internal elsb controly
10. Swccessful cleb programming
11 Deciion making

development
16 lmplementing chasges
17. Parallel industry learnang experionces
18, Future viton sessscn

O November 12-15, 1995

SEATING IS LIMITED...
MAKE YOUR PLANS!!!

406-449-5559

FAX 406-449-0110
Call or Fax for Your Registration
Package & Application Now

1 uwhuhlptlrtﬂm‘ 12 Stalf development teckmiques 19, Soceess with food & beverage perutions
6. Membership retention srategy 13. Sreamlining operaticna 0. Compare your financial stalements to
1. Conversions & self nssessment 14, Inderdual club counsebing propected standards
CMS. A‘dvancad Management YOUR FACILITATOR
Training Workshop Level I  Mike Chaet, Ph.D.
v * An indus &
@ $495*/person: s o ey e legend
ment Smmlﬁke 18 one of the

leading dlub marketers in the U.S. Heis a contribut-
ing author to numervus fitness journals, and is the
guest lecturer for such organizations as [HRSA,
Club Industry and BodyLife. Mike has been in the
club business since 1965, during which time he has
been involved in every level of the club i
including a prestigious stay at the Los Angeles
Athletic Club. Along the way he has owned and
mtadmhn:dmﬁ:uh As a consultant, Mike as
i in the development or management of
over 1500 different clubs worldwide. He is quite
simply the supreme educator who will transform
your approach to club marketing ana management.

+ You will also have the opporturity to learn from
other industry leaders and guest faculty.

when it comes to accurate mea- *

and hotel industry.

As pioneers in the club
industry in the area of measure-
ment and reporting of customer
satisfaction, we already have
some clients who have obtained
excellent results. For example,
WTS INTERNATIONAL, a rec-
reational management company
based in Bethesda, Maryland, has
been using our service. Frank
Guengerich, Vice President of
WTS says, “I have seen a dra-
matic increase in our personal
training revenue simply because
our staff is now aware they may
be shopped. The amount of
money now being recorded from
personal training has tripled since
we implemented the Club Ser-
vices shopper program.”

The Club Services secret
shopper service is only one of
many programs that we offer.
Mike Bare, is President of both
Club Services and Restaurant and

Hotel Services..... one of the larg-
est customer research firms in the
country with over 4,500 clients
internationally. Mike says, “The
shop service is only one of many
services we provide. Many of our
clients simply want us to report
on how they are handling their
incoming telephone calls.
Through our Telephone Call Test-
ing program, we call clubs
throughout the country on a daily
basis and provide reports on how
the calls are handled. The detailed
reports are then used by manage-
ment as a training tool to help
improve their staff on phone
skills. “Emphasizing that reports
should not always be used to un-
cover the negative, but to rein-
force the positive, Mike added,
“Many organizations use our re-
ports as an incentive program for
the employees who receive the
best scores. Bonus awards are
paid accordingly.”

Over the past few years,
customer feedback programs have
become a hot item for many indus-
tries. Retail, airlines, automotive
and banking are using these kinds
of services. All have realized the
importance of recognizing their
customer’s views and opinions as
part of their ongoing approach to
business. Quality service has to be
the dominant core of an organiza-
tion from top to bottom. The club
industry is still very young and can
learn some things about service
from other, more established in-
dustries.

In general, Club Services
provides a new alternative to an old
concept. Learning more about your
operations from a professional -
third - party, which is completely
unbiased and objective, is a win -
win situation for you, your staff and
ESPECIALLY YOUR CUSTOM-
ERS!

Dorian Yates of London won
his fourth straight Mr. Olym-
pia title in Atlanta on Septem-
ber 9th. Yates pocketed
$110,000 for his efforts. Kevin
Levrone won the $50,000 sec-
ond place; Sonbaty placed
third for $30,000; Shawn Ray
was fourth for $25,000 and
Vince Taylor placed fifth win-
ning $25,000.

’“’t’l"ﬁ’?’,“"(}g_ 'ﬂ%em

The first Ms. Olympia

_os Angeles won
the new Ms. Olympia Title and
$25,000. Finishing second was
Carol Semple Marzetta, for-
merly of Atlanta and now
based in Denver. Perhaps the
highlight of the evening was
the return of the first nine Mr.
Olympias for the celebration of
Founder, Joe Weider’s 30th
year of Mr. Olympia contests.

Amold Schwarzenegger,

DORIAN YATES
WINS AGAIN!

“The Terminator,” Mr. Olympia
and 198

-~

in from New York where he
filming a movie to give Joe
Weider a big hug on the stage
in front of a packed house. Also
returning were: Larry Scott
(1965-66), Sergio Oliva (1967-
69). Frank Zane (1977-79),
Chris Dickerson, 1982, Samir
Bannout, 1983, Atlanta’s Lee
Haney (1984-91) and Donau
Yates, 1992-95.

... Western
Reserve

continued from cover

volved. Here is a blue-print for
anyone who must close a club:

(1) They provided all
club members with a 30-day writ-
ten letter of notice about the clos-
ing.

(2) They provided re-
funds to all members who were
due refunds...... a total of $52,000
was refunded with checks made
to members and enclosed with the
closing notice letter.

(3) They relocated all
members who desired help to
other clubs in the area with the co-
operation of those clubs.

(4) They transferred
their medical and managed care
contracts to the other seven clubs
now in the Fitness Network of
Arizona. (Zaik will continue to
work closely with the Fitness Net-
work).

In short, the closing of
the club was done in a highly pro-
fessional and first class manner.

After 12 years of service
to the Western Reserve Club, Zaik
has joined HealthCare Dimen-
sions, a company founded by
Mary Swanson, a 15-year veteran
of the healthcare business. The
company now provides a vast
menu of services to the healthcare
and healthclub world.

Ernie Zaik brings a
plethora of experience in the club
industry to HealthCare Dimen-
sions. At the Western Reserve

Club he had been successful in put-
ting together an organization called
the Fitness Network of Arizona,
one of the first such networks in the
country. The Fitness Network
originally consisted of a group of
five Phoenix area upscale clubs
which joined forces to provide a
reciprocal membership access pro-
gram amongst the club group. It
was through this Arizona Fitness
Network that Zaik was able to es-
tablish a relationship with the
MetraHealth which provided the
Fitness Network of Arizona with
significant capitated membership
payments.

While the Western Re-
serve Club is now history, Emie
Zaik and HealthCare Dimensions
are now beginning significant
thrusts in the healthcare world in
the western United States.
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CLUB INDUSTRY SHOW SPECIAL
BUY ANY 3 TRACKMASTER
TREADMILLS AND GET THE 4TH

FREE!

YOU MUST MENTION THE CLUB INSIDER. IT IS THE ONLY PLACE THIS
OFFER WILL APPEAR. YOU MUST CONTACT CHIP MAYBERRY DIRECTLY,
EITHER AT THE CLUB INDUSTRY SHOW OR BY PHONE AT (813) 975-1545.

OFFER EXPIRES OCTOBER 31, 1995.
NOT VALID IN CONJUNCTION WITH ANY OTHER OFFERS OR NEGOTIATED PRICE.

TO TAKE ADVANTAGE OF THE 4 FOR 3 OFFER CALL: CHIP MAYBERRY: 813-975-1545
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There is no place on earth like Costa Rica!
Villa de Papagayo :

El Ocotal, Costa Rica

e 3

Villa de Papagayo is a brand new luxury four-bedroom, four-bath villa with
full staff (cook, maid and butler) located on the Pacific Ocean in beautiful Costa Rica.
The view from the villa is revered
as one of the most beautiful in the
world.

room with 32-foot ceilings, TV, one of the most

VCR stereo and air-conditioning. spectacular in
Guests at the villa also have use of the world. With
the amenities at the nearby Ocotal parrots aqd
Resort Hotel, which includes three monkeys in

swimming pools, tennis, scuba

diving, snorkeling, beach and soon re_ah_izes he
health club. or she isina
Also available are the ng:rewam-

world’s best sports fishing for

marlin and sails, rain forest, vol-

birdwatching, horseback riding, whitewater rafting and various other nature The great
tours. i “ | room has
An all-inclusive plan provides all your food and drink (an open bar) _ | spectacular
during your stay at Villa Papagayo. The staff is there to provide for your every ol 32-foot
need and your will enjoy daily wonderful meals of fresh seafood, fresh veg- ceiling,
etables and fruits like you’ve never tasted before. The villa is ideal for parties of @ French
four, six or eight persons. Beds can be arranged as kingsize or single for your iy| doors
personal needs. | opening to
the ocean, a

spectacular
views,
television,
VCR and
stereo.

8 The villa has
four bed-
rooms,

) including
three master
suites with
ocean views,
private
terraces, air
conditioning,
overhead fans
and full baths.
A fourth
bedroom has a
Jull bath and
bunkbed.

Villa de Papagayo'’s giant terrace overlooks the Pacific Ocean . e
and includes a pool with swim-up bar, waterfall and ranchero. For avallablhty call (404) 255-3220

The lushly-landscaped villa Those who have
includes an oversided deck with seen the view
swimming pool and waterfall. from Villa de
There is also a spectacular great Papagayo call it

nearby trees one

catwalk with

"

L In the evening guests dine outside under the stars.
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e MIND - BODY  SPIRIT
Tapping the Potential of the 50+ Market

By Norm Cates, Jr.

The “old gray mare just
ain’t what she used to be “ or “you
can’t teach an old dog new tricks”
are cliches which will soon become
passe’ if John Rude has anything to
say about it.

John Rude of Eugene, Or-
egon-based John Rude and Associ-
ates, recently produced and con-
ducted an inaugural symposium
entitled: MIND, BODY, SPIRIT:
Tapping the Potential of the 50+
Market. The faculty consisted of
John Rude, M.S., Sandy Coffman,
Cynthia Adams, Ph.D., Stan James,
M.D., Diane Doster,M.S. and
Juliana Larson.

Sixty fitness professionals
from nineteen states and Canada
attended the landmark symposium
conducted at the Downtown Ath-

™ hou.sing. physical therapy, consult-
ants and suppliers of athletic equip-
ment.

The purpose of the sym-
posium was to prepare fitness pro-
fessionals for the development of
products, services and marketing
strategies as they relate to the grow-
ing mid-life to older adult market.

THREE
PACKED DAYS

Em:h of the three days

had a unique focus:

Day 1 - discovering a new
aging paradigm based on research
and reality. This day was about
changing perceptions of age and
aging; providing up-to-date infor-
mation on research which speaks
powerfully to the new paradigm of
aging (moving away from percep-
tions of limitation to perceptions
about potential).

Day 2 - learning how ag-
ing principles apply to program de-
sign and service development. Lec-
tures on concepts and strategies
were combined with demonstra-
tions on how they work in a “living
laboratory” setting. The club host-
ing the conference, (Eugene Down-
town Athletic Club), recently was

honored at the "95 THRSA Con-
vention for runner-up in the na-
tional THRSA/KEISER 50+
Award. John Rude had designed
the program three years ago and
it has now grown to several hun-
dred members. :

Day 3 - learning how to
attract, motivate, retain and com-
municate to the maturity market
segment (Mid-life to older adult
consumers). A number of strate-
gies were laid out and a workshop
involving the audience in critiqu-
ing good and bad print and TV ads
based on the concepts taught was
conducted. (See the symposium
agenda below).

The Bottom Line: the
whole purpose of the conference
was to send people home with the
knowledge, understanding and
tools necessary to be successful in
their own setting.

DAILY FEEDBACK

the end of each day
a dialogue between the audience
and the faculty was held. All the
topics for that day were discussed.
Several older adult consumers
added a new dimension to the
symposium wrap-up and they
were a hit as most questions were

. directed toward them.

Even though the audi-
ence represented several busi-
nesses which have been working
with the maturity market, it was
clear to observers that the infor-
mation presented expanded the
thinking of both neophytes and the
experienced. It is believed by
John Rude that most of us (in
Western culture) are pretty clumsy
at working with this market seg-
ment because we are all part of a
cultural experience which denies
aging. That denial, Rude argues,
creates all sorts of misperceptions
about aging and none of us are im-
mune to this conditioning.

The feedback from the
attendants is indicative of the suc-
cess of the event. (See letters on
this page). Akey ingredient to the
success of the symposium was an
afternoon spent in “living labora-
tories”. Participants had an op-
portunity to witness a variety of

land and water-based programs
which are part of the Downtown
Athletic Club’s award-winning
older adult program called 3
(pronounced “e-cubed”). In ad-
dition, older adult consumers sat
on a panel to answer questions
about their experiences and mo-
tivations behind exercise.

THE EVENT
SPONSORS

Thc symposium was
sponsored by Keiser as the ma-
jor sponsor and Life Plus and
MicroFit as minor sponsors. The
sponsors did more than ante up
funds for sponsorship. They
were invited to be part of the cur-
riculum and present educational
information on their products and
services. Further, the sponsors
attended the entire event and par-
ticipated in the curriculum like
everyone else.

" THE WAY

The health, racquet
and sports club industry has had
the benefit of “pioneers” who
have led the way. Sandy
Coffman is one of those people.
And, it looks like we have an-
other true “pioneer”, John Rude,
who is determined to lead the
way with eye-opening break-
through training in the area of fit-
ness for the adult consumer.
With a huge shift in demograph-
ics now underway, the fitness in-
dustry must begin preparing for
a market segment often misun-
derstood but one filled with nu-
merous challenges and business
opportunities. Future sympo-
siums are currently being
planned nationwide with the next
one in early 1996.

MIND -
BODY « SPIRIT
Tapping the Potential

of the 50+ Market

Symposium Agenda:

DAY 1 - Building a
“NEW" Aging Paradigm

* The Transformation of
the Fitness Industry - John Rude

« Breaking Down the
“OLD” Aging Paradigm - John
Rude

* Principles for a “New”
Aging Paradigm - Cynthia Adams
- John Rude

* Potentials for Fitness -
Dr. Stan James

* Video on strength train-
ing with older adults

*» Keiser Presentation -
Dennis Keiser

* Open dialogue with fac-
ulty

» Food & Fun at the DAC

Day 2 - Developing the
Product

« Keys to Aging Well:
Exercise Body, Mind & Spirit-
Cynthia Adams

* Understanding The Val-
ues and Bcha\rlals of Mature Adults

= Progrcsswc Acrobics

Programming For Older Adults-
Sandy Coffman

* Components For A Suc-
cessful Program - Diane Doster

+ Living Labs: Observe
Classes In Progress

* Creative Movement Pro-
gramming - Carey Hilbert

* Mind-Body Connection

Programming - Carey Hilbert

« Strength Training -
Lisa Jensen & Nicole Holbrook

» Water Exercise - Jeri
Quinn

« NuStep Presentation -
Steve Sarns

* Intergenerational Ap-
proaches To Progressive Aquatic
Programming - Juliana Larson

* Open Dialogue With
Faculty and 50+ Consumers

Day 3- Marketing the
Product

* Marketing Strategies:
Advertising, Public Relations &
Sales- John Rude

» Building Strategic Al-
liances - John Rude and Cynthia
Adams

« Shirtsleeve Workshop
- Putting “New” Aging Principles
Into Practice: Marketing & Com-
munications: John Rude &C.
Adams

~ .= Programming For Re- ...

tention - Sandy Coffman

* Observe Cardiac Re-
hab Classes In Action

* MicroFit Presentation
- Rob Rideout

* Putting It All Together:
Open Dialogue With Faculty

* Motivational Wrap -
Up & Closing Remarks
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The Simple & Powerful

Club Management System

TO be any easier to
Use, it would have
to run itself...and it
practically does!

Photo-imaging Check-in
Unlimited Report Capabilities
Automated EFT

Full Service Customer Support
(Phone, Fax, Seminars)

50, make the first call rlght now. Dial 1-800-554-CLUB

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

Club

CLUBRUNNER: THE STRESSLESS SYSTEM
880 JUPITER PARK DRIVE, SUITE 3

unner ™ JUPITER, FLORIDA 33458-8901
1 (800) 554-2582 / (407) 746-3392
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hire the person back if an opening  day) etc.
see Car 0 was available. In this case, this There was a range of
continued from page 6 was a full-time employee who had  staff and club members who could

tage of the club. However, what
may be worse is that the club has
created a standard for other employ-
ees to follow when they might leave
the club.

THE INCIDENT

Aclub employee leaves
the club while on duty and goes to
a liquor store to buy a quart of
vodka. She returns to the club and
offers bloody mary drinks to both
members and working club staff.
She signs for 18 tomato juices at the
club cafe. This action creates a se-
ries of violations of the club’s per-
sonnel policy manual and - more
importantly - a violation of the
state’s liquor law as the club only
had a wine and beer license. Dis-
pensing alcoholic beverages is a
criminal offense and could result in
the club’s losing its current liquor
license. Also, no insurance com-
pany provides coverage for clubs
who break the law. So, if any club
member or staff member gets into
an automobile accident and blames
the club, the club’s insurance com-
pany will deny coverage. Conse-

en be exposed.

™. This sounds like a simple
situation where the employee
should be terminated and immedi-
ately ruled ineligible for any unem-
ployment benefits. This was not the
case,

First, the club utilized its
mentoring mentality by only writ-
ing up the employee with a warn-
ing. The employee denied her in-
volvement and refused to sign the
written warning form. Three other
employees were also issued written
warnings and signed them. All
three implicated the first employee,
the purchaser of the alcohol and the
distributor of the drinks. This same
employee called in “sick”; the next
day after the warning meeting. Yet,
in the middle of what would have
been her 8-hour shift, she showed
up at the club to work out.

Second, she was now con-
fronted the following day with an-
other written warning for the new-
est offense. She refused again to
accept either as the truth and was
immediately terminated for cause.

The next steps are gener-
ally procedural. The local unem-
ployment office sends a form ask-
ing for data on wages over the
preceeding 26, 39 or 52 weeks, the
reasons for termination or resigna-
tion and whether the club would

over $26,000 in wages and would
never be hired back. A

For whatever reason, the
club had no further communication
and thought the matter was re-
solved appropriately. However,
several weeks passed before the
club received notification that this
former employee was collecting
$250 per week each week since she
was terminated. Obviously, this
was charged against the club’s ac-
count and would affect its favor-
able unemployment insurance rate.

UNEMPLOYMENT
HEARING

The club requested a
hearing in writing, since no oral
request would be honored. Since
the club wanted to bring several
people, the initial hearing dates
were changed to accomodate em-
ployee schedules. Then, the
former employee received delays.
The end result was that the actual
hearing occurred 4 1/2 months af-
ter the termination. By that point,
the ex-employee had received al-
most $5,000 from the state. This
was even more frustrating to the

0 b e
for another local club “off the
books.™

The key to success at a
hearing is proper preparation. The
club needs to provide a complete
personnel file on the former em-
ployee with copies available for the
hearing. Ideally, the club should
have a written personnel policy
manual and each employee should
sign the front page indicating
he(she) had received it and was re-
sponsible for its contents. This
signed sheet should be kept in the
employee file folder. The person-
nel policy manual should enumer-
ate all of the club’s policies. It
should list some - but not neces-
sarily all - of the behaviors which
are unacceptable and subject to im-
mediate termination for cause. In
these cases, no written warnings
are required.

Other written evidence
should be assembled for the hear-
ing. The notarized affidavits of
eyewitnesses, the written chits at
the cafe for the bloody marys, the
name of the vodka brand, the
stacked up plastic cups still on the
former employee’s desk found the
next day, a copy of the liquor li-
cense, the time cards of that em-
ployee, any photographs (includ-
ing her working out on a “sick”

serve as witnesses in the hearing
- general manager, her direct su-
pervisor (department head), other
staff who were violators who ac-
cepted the drinks, club members
who were given the bloody
marys, the club’s owner, etc.
Since many of these were not able
to attend a hearing during a day
with little advance notice, the bur-
den generally falls on the senior
staff and other current employees.
Each should immediately jot
down his(her) recollection of all
aspects of the incident. They
should be asked lots of questions
to help refresh their memory on
what happened before, during and
after the incident, how did it hap-
pen, who was there, where did it
occur and what was their role.
Honesty and completeness are
crucial.

DYNAMICS OF
THE HEARING

Thc judge who ad-
ministers the hearing is often a
civil servant who is not a lawyer
nor trained as a judge. The
"judge” may simply be a 50 or 60

and the basis of eligibility for un-
employment benefits. Often, the
hearing is limited to one hour.
Each person takes an oath and a
tape recorder is used. It is typi-
cally in a small room-rarely a
court room - in an old government
building.

The club is not required
to bring its lawyer along and
spend substantial dollars in prepa-
ration and hearing time. Rather,
the club should designate a top
person in the organization (owner,
general manager, director of hu-
man resources, controller) to take
the lead. Often, the judge will
grant much more flexibility in
how the evidence is presented, the
manner of questioning and how
the witness can be led, the inclu-
sion of non-essential information
and even, hearsay. Each side can
cross-examine the other’s wit-
nesses. Generally, the only wit-
ness for the ex-employee is that
person. He (she) may bring a law-
yer, but only if it seems cost ef-
fective.

The hearing’s results
were not sent for another 3 weeks
after the hearing and the ex-em-
ployee continued to collect unem-
ployment wages. The decision
was granted in favor of the club.

The employee was ordered to re-
imburse the state, and the state had
to garnish her wages (10% per
week).

The state never corrected
the club’s unemployment account
even after this favorable decision.
In fact, the club received an .8%
increase in its rates or a proposed
$5,600 additional payment for the
following year. After a series of
three letters over five months, the
account was clarified.

The actual preparation
time was 2 1/2 hours, the hearing
lasted one hour and the paperwork
another one hour cumulatively.
This resulted in a $1,200 return per
hour expended. Not bad since this
could have been a compounded
cost going forward if not con-
tested.

Many clubs have had ac-
tual terminations due to proven
employee theft, an employee hit-
ting a child in the nursery, drug
abuse and selling drugs on the club

your facility.

premises, damage to club prop-
erty and repeated no-shows for
member appointments costing the
club considerable revenue. Many
clubs have chosen not to fight the
unemployment process because it
seemed too unwieldy and there
was such a strong bias toward the
employee.

Perhaps, the unemploy-
ment situation should be re-
thought by the club. Philosophi-
cally, the club deserves to win and
does not want to create a climate
for other non-qualifiers to follow.
Practically, it deserves to winand
the time and effort involved are
not substantial.

(Rick Caro is President
of Management Vision, Inc., a
consulting company to clubs and
acknowledged expert in club fi-
nances, operations, valuations
and sales. Management Vision
can be contacted at: (800) 778-
4411).

SERVICE PROGRAMS

) DEBT
COLLECTION

Turn delinquent accounts into

CASH TODAY!

The AAC Collection System is designed
specifically for the Health Club and
Martial Arts industry. Using a combina-
tion of gentle but firm customer letters,
sophisticated telephone collection tech-
niques and national credit reporting
agency assistance, we are able to col-
lect significant bad debt percentages
without creating a negative image for

LOWEST FEES IN THE INDUSTRY.

Affiliated Acceptance Corporation
BOX 419331 + KCMO 64141
Best in the business, and we can prove it!

Call Gary Piper or Jerry Lee

1-800-233-8483
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EFFECTIVE TRAINING

By Wil Phillips

Training is an invalu-
able tool when implemented effec-
tively but the key objective is to
ensure that we add value and not
cost to the organization.

The Benefits of Training - -
Up To 1000% Return

Organizations which have
discovered how to make training
contribute significantly are invest-
ing 1-2 weeks of training for every
employee every year, and reaping
a ten-fold return on training costs.

THE COSTS OF TRAINING

Training adds extra costs
to your organization. Many of
these costs can be increased or de-
creased dramatically by the design
of the training. The hard dollar
costs may include the trainer, ma-
terials, facility and participant’s
travel and expenses.

One of the obvious indi-
rect costs is the participants’ time.
In addition, there are a large num-
ber of less obvious indirect costs.
These include lost opportunities
which occured while the partici-
pants were in training; frustration
of participants who have heavy
workloads; frustration of partici-
pants who see the training as irrel-
evant; and the frustration of par-

Suceess Thaclk

SERVICE PROGRAMS

NTHLY |
BILLING

(BY COUPON BOOK)

TWO BUCKS

Payment Coupon Payments
Processed for Two Bucks
-.orLESS!

CALL NOW!
1-800-233-8483
Gary Piper or Jerry Mercer

Affiliated Acceptance Corporation
PROFESSIONAL RECEIVABLES MANAGEMENT

AAC...“We're Here To Work”

ticipants who experience the train-
ing as good, but do not believe
those back home will use it.

This last series of less
obvious and indirect costs are
probably significantly greater than
the more obvious, upfront direct
costs,

GUIDELINES FOR
SUCCESFUL TRAINING

Here are some guide-
lines to make your training an in-
vestment not a cost:

1. CRITICAL MASS.
Real work teams should PAR-
TICIPATE IN training as training
units. These can be permanent
teams of people who work to-
gether; or they can be temporary,
cross-functional teams from a
strategic business unit. Most
training, for purposes of effi-
ciency, pulls people out of a num-
ber of units who do not work to-
gether and who may even be from
separate organizations. While this
decreases the impact of their ab-
sence, it also dramatically de-
creases the benefit of the training.
The training of mixed groups
means participants return_home
where no one else understands the
training. Within a few weeks most
of the enthusiasm, energy, knowl-
edge and skills gained in the train-
ing have disappeared.

2. LINE MANAGERS
ARE THE BEST TRAINERS.
When line managers actually
teach their workers, they will de-
liver an accurate picture of the
current practices in the organiza-
tion. If you wish to make changes
in these current practices, it is best
to concentrate on getting support,
skill and buy-in from your line
managers on these changes. You
should then have the line manag-
ers train their subordinates. Too
often the so called “expert” trainer
is an expert only in presentation
skills, entertainment and the de-
sign of a good training session.
They may have no practical ex-
perience managing people and
work flow.

In some organizations
people are trained about comput-
ers by computer experts; they are
trained about operations by op-
erations experts. However, when
it comes to management training,
managers do not do it, the train-
ers do. This has the potential for
creating a large gap between what
the trainer is training and what the
real managers are doing. This is
often the trainers attempt to bring

Will Phillips

change to the organization.
Change must occur from the top
down if it is to be effective with-
out creating a revolution. Top
leaders and line managers must be
directly involved in this sort of
training. (See “Why Training is
the Boss’s Job,” Fortune, January
23, 1984.)

All training, which fo-
cuses on introducing new skills or
change into the organization, will
benefit dramatically by having a
cadre of the KEY LINE LEAD-
ERS PRESENT AT THE BEGIN-
NING AND END OF THE
TRAINING. They should be
there to answer questions from
participants about specifics on
why the training is important, will
it be supported by management,
what are the changes to be made,
etc.

3. Effective training is
JUST IN TIME AND JUST
ENOUGH. Giving people exten-
sive training which they will not
be applying in the near future
harkens back to our early educa-
tion. Adults, on the other hand,
learn best when they can take
what they have learned and apply
it fairly and quickly. Thus, most
of the training seminars and
classes where people are given
training, which may not be rel-
evant to their immediate work,
may be too much for them to re-
tain and apply at some undeter-
mined future date. It is largely
presented in this format for effi-
ciency and the convenience of
trainers; not for the convenience
of the learner. Thus, both the tim-
ing and the content of the train-
ing must be responsive to the ac-
tual needs of on-the-job workers.
Having a strong cadre of internal
coaches and trainers enables you
to take full advantage of the ef-
fectiveness and efficiency of the
teachable moment, when it oc-
curs.

4. THE CEO MUST BE
INVOLVED. The CEO should be
the first participant in all of the
training programs so that he/she
may fine tune, update or change
whatever is appropriate. It is also
relevant for the CEO to be involved
in the delivery of the training or at
least involved in some part of all
managment training. A few min-
utes of introduction at the begin-
ning and some time at the end of
the training for questions and an-
swers can do wonders in terms of
implementation.

5. TEACH TO HEAD,
HEART, HANDS. Learning can
occur in your head, on the left side
of your brain. This is the site of
conceptual knowledge. Most man-
agement training occurs here. Con-
ceptual kinesthetics is very pow-
erful because it can be applied to a
variety of specific situations. This
is where the “A” styled manager
learns best. Learning can also oc-
cur in your.head on the right side

of the brain. This'% site of in-
tuitive and creative learning=~This
is where the “E” styled manager,

learns best.

Learning can_occur in
your hands or body. This kines-
thetic learning is the learning of
muscles and nerves and is based on
the skills of doing specific things.
Some management training occurs
here. This is where the “P” styled
manager learns best.

Learning can occur in
your heart. This is the site of value
and belief learning. This type of
learning is slowest and most diffi-
cult. It is also the longest lasting
and most powerful. This is where
the “I” styled manager learns best.

CONCLUSION

Whenever you are de-
signing training, review these five
suggestions. Shifting one of them
dramatically weakens the training.

(Will Phillips is a Senior
Consultant with Faust Manage-
ment Corporation, a San Diego,
California-based management
consulting firm. Faust Manage-
ment Corporation training pro-
grams are done at your place of
business with real teams which in-
teract on a regular basis. For more
information on this and other pro-
grams contact Faust Management
at (619) 536-7970. This article was
reprinted with the permission of
FMC from their newsletter, Execu-
tive Insight...The Newsletter for
Problem Solvers.)
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TWO EASY WAYS TO MANAGE
YOUR FITNESS INSTRUCTORS

Personal Trainer Business Manager for Windows™ is the first and Fitness Class Scheduler for Windows™ simplifies the task of
only software specifically designed for managing personal trainers scheduling fitness classes and keeping track of fitness instructors.
in a gym or health club. It is an appointment book, client database, With Fitness Class Scheduler for Windows™, you will be able to
trainer database, and accounting package all in one. create better class schedules with less time and effort.
' & Keep track of training sessions & Schedule and reschedule SR — e
classes simply by arranging =l A i
4 Maintain separate schedules classes on the screen o
for each trainer "
EULLT ke € Maintain separate schedules =

# Print trainer schedules for a for each room and location ;) )
day, week, or month

@ Keep track of instructor
4 Quickly find a training session names, addresses, and
telephone numbers

# Record the days and times
each instructor is available

e
O

sessions L 2 IAummalwall}, display ]ms of-

available instructors

# Record trainer income and

el (T
o - . |

expenses —— # Quickly find an available
“E:l =—m substitute instructor
@ Keep track of client names, e mttam EE ]
addresses, and telephone & Print complete class schedul
numbers # Generate invoices and receipts far s[:;den?sl';mi’ i?ijsi:fduflu e

for training sessions

=2 schedules for each instructor
@ Record client payments St e

& Create mailing lists of clients ® Easily customize a schedule’s

€ Maintain client training logs, appearance to suit your needs

and print progress graphs L 4 Pring monthly, qru_ancrly. ang
yearly reports of income an Creat s i
@ Record client medical history expenses generated by each i <y
and fitness assessment trainer instructor
Item# 3003 Personal Trainer Business Manager for Windows $249.95 Item# 4004 Fitness Class Scheduler for Windows $149.95

(Be sure to specify the Club Edition when ordering)

System Requirements: An IBM?

compatible machine with a 80386 or

higher processor, 4 megabytes of RAM, a

| hard disk with at least 2 megabytes of

| available space,a 3 1/2" or 5 1/4" disk

| drive, a VGA or SuperVGA display, and
‘\1:f,rmoftqa Windows™ version 3.1 or later.

EASY T0 |NSTALL'

s'l
Installs in less than 5 minute

We DO NOT ship free demo copies. We DO offer an unconditional, 30-day, money-back,
guarantee. So feel free to order a complete, working copy of the software and try it out for

: I lS
30 days. We are sure that you will like it. If not, however, simply return the product to us, /. ,|°5P‘T F"‘C},{
and we will glady provide you with a complete refund. /S 3 4‘
i FREE To order, send check or money order to r-"' ""C;-‘”‘fli"f’““[ \ )
SHIPPING Willow Creek Publications, P.O. Box 86032-A31, Gaithersburg, MD 20886 || S e e
A i & anli \ \ Tl ) |
Shipping is free and al Maryland customers add 5% sales tax \ \ Guarantee /
orders are shipped b \ VA
First-Class h,;;,',I]}_Pe s FOR FASTEST DELIVERY \?\3\&__--’66//
CALL 1-800-823-3488 EXT 131 ™™

We are available 24 hours a day, 7 days a week. So call anytime.
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Club Industry Trade Show Exhibitors

The following is a list
of our advertisers who are exhibit-
ing at The CLUB INDUSTRY
Trade Show in Chicago, October
18-21st. If you are attending the
CLUB INDUSTRY Trade Show
please stop by and visit our adver-
tisers. Be sure to tell them thanks
for sponsoring The CLUB IN-
SIDER News!

AFFILIATED ACCEP-
TANCE CORPORATION - #243
- Contract financing, EFT, credit
card and “mail-in” payment pro-
cessing, professional collections,
front desk check-in software and in-
house do-it-software, featuring
video photo imaging, scheduling,
pointof sale, etc. Affiliated Accep-

|

Electronic Funds Transfer
(CHECKING—SAVINGS)

(Per Payment Processed)

PLUS
Payment Book and Credit
Card Processing

CALL NOW!
1-800-233-8483
Gary Piper or Jerry Mercer

Affiliated Acceptance Corporation
PROFESSIONAL RECEIVABLES MANAGEMENT

AAC...“We're Here To Work”

tance Corporation, call business
development: 1-800-233-8483,

BEST LIGHTS, INC. -
#776 - 400 watt and 1000 watt in-
direct Metal Halide fixtures. The
BEST Light has the ultimate en-
gineered indirect reflector which
produces up to 35% more light
than any other lighting systems,
without obstructions, using the
same light bulb. Easily installs
with Chain, Pendent or Unistrut.
BEST Lights use fewer fixtures,
produces more light and reduces
utility costs.

CARDIO THEATER -
#743 - CardioTheater enables
members to listen to any one of
up to 16 different audiovisual
components (TVs, radios, tape

decks, CD Players, etc...) while
exercising on any piece of cardio-
vascular equipment simply by us-
ing headphones. Our system pro-
vides entertainment to as many as
100 users simultaneously. For
more information, call 1-800-
CARDIO-1.

CLUBRUNNER - #781
- Since 1985 ClubRunner has de-
veloped the most powerful man-
agement software package in the
health club industry.
ClubRunner’s network ready sys-
tem includes an integrated front
desk check-in, POS with real time
inventory, member and guest
tracking, “in-house” coupon and
statement billing, “Automated
EFT” service and an unlimited
report generator. Call today! 1-

800-554-CLUB (2582).

CMS, INC. - CLUB
MARKETING AND MAN-
AGEMENT SERVICES, INC -
#772 - CMS is an internationally
renowned consulting company
devoted to helping club operators
run profitable clubs. CMS won
the IRSA Industry Service Award
for its work in this arca. CMS
Provides in depth operational con-
sulting, along with managment
training and other resources in the
form of training manuals, videos,
advertising campaigns, lead boxes
and graphics. CMS also offers the
industry’s only CLUB COL-
LEGE. For additional informa-
tion regarding CMS and CMS
Club College call: Mike Chaet,
President, CMS - (406)449-5559.

Compan

Call Us At

And We'll Tell
You How We
Do lt.

///BC

o

We Can Collect
More Money,
From More of

Your Members,
Than Any Other

1-800-622-6290

FINANCIAL
SERVICES INC.

P O Box '5800 North Little Rock, AR 1?1?-31 * Fax 501-835-0376

We'll collect your
members monthly dues,
and we'll do it better than
any one. But there's much
more to ABC Financial
Services than collections.

We can provide you
with a state-of-the-art
front desk check in system,
complete with video
imaging. We can provide
you with an incredible
package to monitor your
point-of-sales inventory.
Add this to the best service
you've ever experienced
and you'll begin to realize
the difference between
ABC Financial Services and
the competition.

But there's much more
we'd like to tell you, and if

vou'll call us toll-free we
will. So go ahead, make the
call, it's free.

» Front-desk check-in

* Video Imaging

* Point-of-sale inventory
control system

* Membership cards

* EFT

* Monthly payment books

-

HAMMER STRENGTH
CORP. - #327- Hammer Strength
manufactures plate loaded strength
training equipment that offers supe-
rior free weight feel and look with
the safety and convenience of a ma-
chine. Plate loading allows for
greater control over workloads
when increasing or decreasing
weight.

MICROFIT CORPO-
RATION - #550 - The MicroFit
system provides accurate and

‘wellness profiles (including body

fat, strength, flexibility, heart rate,
blood pressure cardiovascular fit-
ness, group reports, exercise plans
and nutritional assessments. The
system is completely self-contained
and features on-line evaluations us-
ing ACSM - accepted standards, 3
D graphic displays and simple
menu-driven operation. (800) 822-
0405.

STAI TER
SPORTS MEDICAL PROQD-
UCTS, L.P. - #1001 - Rediscover .

the stairclimber that started it all.

The legendary Stepmili®7000PT . v

from Stairmaster® features a new
belt system and revised gear ratio
that has improved the performance
of the Stepmill-especialty for larger
users. The Stepmill is now also qui-
eterto use, but still delivers the high
quality workout and superior results
its users have come to expect. For
more information on the Stepmill,
as well as the complete line of ex-
traordinary Stair Master fitness
equipment, call 1-800-635-2936
today.

TRACKMASTER
TREADMILLS - #217 - CLUB
INDUSTRY SHOW SPECIAL.
BUY THE BEST TREADMILLIN
THE BUSINESS! BUY 3
TRACKMASTER TREADMILLS
AND GET THE 4th ONE FREE!
YOU MUST MENTION THE
CLUB INSIDER TO QUALIFY. IT
IS THE ONLY PLACE THIS OF-
FER WILLAPPEAR. CONTACT
CHIP MAYBERRY DIRECTLY
AT BOOTH #217 AT THE CLUB
INDUSTRY SHOW OR BY TELE-
PHONE AT (813) 975-1545. OF-
FER EXPIRES OCTOBER
31,1995. NOT VALID IN CON-
JUNCTION WITH ANY OTHER
OFFERS OR NEGOTIATED
PRICE.
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Jim Nash Starts Golf T-Time Service

California , has left the club in-
dustry to establish a new business
called: “CALL TODAY PLAY
TOMORROW.”

The new golf reservation
service will provide golfers with

By Norm Cates, Jr.

Soottsdale. Arizona -
Jim Nash, a 20-year veteran of the
club industry and former Manager Tee Off Tithe reservations the next
of the Harbor Bay Club in Alameda, day on
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CLUB INSIDER NEWS
PAST EDITIONS AVAILABLE

The CLUB INSIDER News has now been in publication J
o for 22 months. During that time, we have published many infor- e
: mative and helpful articles on numerous club industry topics and :
eissues. Along the way, we have kept our readers abreast of the ®

< latest industry events.
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c MANAGEMENT HAPPENS

15 locations with 190 courses in
the Scottsdale area. The area has
9.2 million visitors per year and
27% of them are golfers. Of those
2.1 million potential golfing visi-
tors, 70% stay in hotels while in
the area. These numbers
prompted Nash, a Board Mem-

LA K8

i

FUN

1-800-TE-TIMES. (1-800-838-
4637). Or, golfers may contact
their hotel concierge and ar-
range T-Times through the new
service.

The CLUB INSIDER
News wishes Jim Nash the best

of luck with his new venture.
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AEROBICS
DIRECTOR
WANTED

ber of California Clubs of Distinc-
tion (TCMA) to establish the new
business.

Golfers will be able to play
such outstanding courses as Camel-
back, Wigwam, Red Mountain
Ranch and Mountain Shadows sim-
ply by calling the new 800 number:
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Courthousee
+ Athletic Clubs, Sa-;
¢ lem-Oregon seeks ex-3
« perienced person toe
¢ run all aspects of 4-3
* club dance aerobicse®
sprogram. Salary,s
$ commissions, ben-
s efits - full career po-e»
+ sition. FAX resumese
* to: (503) 364-3549 -3
e Dean Wallace, BY 9-»
¢ 25-95. .

T

WITH GERRY FAUST...DON'T MISS OUT!

"MANAGING TO PRIME" by Gerry Faust. (Audio tape series with workbook)

This :»iix-l_:apc audio cassette series provides an in-depth discussion of management roles, managerial styles, organizational life cycles, and the process of creating
organizational changes. Done with the same style, humor, and enthusiasm of Dr. Faust's speeches on these topics, this series provides the depth that many of the shorter
specches cannol. Accompanied by a detailed workbook with concept notes, provoking questions, exercises and guides that will give you an even greater insight into

your people, your business and yourself.

PLEASE maiL, PHONE OR FAX YOUR ORDER:
FAUST MANAGEMENT CORPORATION
10085 CarroLrt. CaNYON Roap, Surme 210
San Dieco, CA 92131
(619) 536-7970 »= (619) 536-7976 (Fax)

"MAKING MANAGEMENT HAPPEN" by Gerry Faust. (Video cassette tape with workbook)
Qrgarlizal.ions go through predictable paterns of growth and development. As they grow, the culture of the organization changes and the organization faces new and
dlffcren_l challenges. In this video cassette tape presentation, Dr. Faust discusses the four critical roles that management has to develop and keep in balance to ensure
steady life cycle progress, and how 1o take charge of your organization's drive to PRIME,

ExXecuTive INSIGHT® NEWSLETTER" YES! 1 want to receive 1 FREE one-year subscription to this new quarterly publication.

"MANAGING TO PRIME"
"MAKING MANAGEMENT HApPEN!"
(Pleasc indicate number of sets ordered. CA residents please add sales tax.)

Amount,
Shipping & Handling
=3I charges:
w] u Add $3.00 per set

Q

YES! PLEASE RUSH ME THE FOLLOWING:

$89.95
$79.95

Name O Check.
Company, o e—
a VisA
Street Address____
City/State/Zip,
Card Number
Daytime Phone,
Signature

Exp. date
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SALES MAKERS
Tip Of The Month

The control desk has the most important responsibility within the entire club, It has
CONTROL. The team at the desk knows exactly what is going on within the facility. It has
information on who is available as well as who is in the club. It sets the mood of the members and
guests entering the club. The control desk team deals with the entire membership daily. It is
useless without the PEOPLE who make up that team. They are the greeters, mood setters and
controllers. The control desk team is more closely involved with every area of the club than any
other department.

In the Sales Makers system the membership department has a system of controls that are
designed to assist the control desk and management. More than any department, the membership

department relies on the control desk. Who is

available for a telephone inquiry? Are there two
membership advisors, because | have three guests
who would like tours?

Every time a guest enters the club the
control desk team gets to make the first impres-
sion. They are setting the stage for that person
during his visit to the club. Most people are slightly
intimidated when entering an unfamiliar place. It
is very important to make them feel welcome.
Remember, just as we would greet guests and make
them feel welcome in our homes, we are the hosts
of the club and we must strive to make our mem-
bers and guests feel welcomz in our “home”.

‘ou don’t have to know a person’s name
GREET THEM WITH A SMILE.

What Are You Doing
- For The Next 3 Months?

3249 553 IR Your club may need the creative advantage of our new
Quarterly Ad Subscription Program. Every 3 months

you receive 6 camera-ready ad slicks with 6 matching direct mail slicks. Al
seasonally appropriate, timely, and easily altered to your specific promotion.
Ready for your logo. All materials deliver the hard hitting headlines, unique
photographyj/illustration and professional body copy.
Better response and a compelitive advertising -
edge is yours with the CreativeClub. Ty
For just $249. per quarter you'll receive: =5

* § (SAU-sized) print ad slicks.

* 6 (5"X7") two-sided direct mail slicks.

* Concept & Production instruction guides.
Order by MaslerCard, Visa or Check. Call Dianne Miller at (508) 655-9757.
CreativeClub > 233 W. Central Street, Natick, MA 01760  Adision of ReevesOrake, Ic.

CreativeClub

club advertising programs

LQ%Sores Moliers

"The measure of success is
not whether you have a
tough problem to deal with,
but whether its the same
problem you had last year.”.

% % Je kK

How much does it

cost your club.to
not perform atiiﬁs\\

full potential?

ddkkkk

MEMBERSHIP SPECIALISTS
Last year our clients
averaged an

Increase of 27%
DID YOU?

Sales Makers

(800) 428-3334
S AR SN
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Tennis Club Finds A Winning Proposition

By Norm Cates, Jr.

Will Cleveland is a

veteran club tennis pro and general
manager who for the past 7 years
has taught tennis and managed the
Wildwood Racquet Club in Fort
Wayne, Indiana. He is a USPTA
Master Pro who manages 6 other
full-time pros while at the same
time teaching 20-25 hours per
week.

As the General Manager
of the Wildwood Club, he is also
responsible for other important mat-
ters such as profit and loss on the
club’s operating statement. Will has
obviously done an excellent job
because the club has been selected
as the United States Tennis Asso-
ciation Organization of the Year for
the Western Section. When Will
stepped in to manage the club, there
were approximately 550 club mem-

bers. Now, there are 1,400! His
teaching department generates
over $300,000 per year and the
club’s total revenue is in excess of
$1 million annually.

Eleven years ago, Will’s
club owners Bill Dailey, Annie
Eckrich, Muriel Hyland and Orvas
Beers contracted with Gary Yurich,
the owner of Commercial Building
& Retrofit, Inc. to insulate the ceil-
ings over 8 of their 12 indoor ten-
nis courts, With this new reflec-
tive insulation system they bright-
ened up the club and have saved
thousands of dollars on their util-
ity costs.

This

manufactures and sells. Yurich
promised to eliminate 48,000
watts of lighting and double the
light levels. In addition they
would finally be able to cool the
back 4 courts with their air condi-
tioners. (See Gary’s ad on back
cover).

Will Cleveland has noth-
ing but praise for Gary’s compa-
nies - Commercial Building and
Retrofit, Inc. and BEST Lights,
Inc. “We're amazed at the poten-
tial. We went forward with the
contract and have obtained out-
standing results. We actually have
DOUBLED our light levels from

50-55 foot candles to 100-110 foot
candles while reducing our total
wattage for lighting by 48,000
watts. By eliminating 48 1000-
watt light fixtures, we expect to
save 33% on our electric bill
which converts to a savings of
$2,000 per month! Gary’s em-
ployees did an outstanding job
with the switch over....... in and
out......e a nice clean job done on
time. Gary Yurich is an honest -
straight shooter. We spent just
under $100,000 for the entire job
and we expect to recover the in-
vestment in 3 1/2 years! We are
really pleased with this work. He

promised a good job and he deliv-
ered. My owners were concerned
with payback and I was very con-
cerned about member satisfaction.
The members just love the new
court lighting system and are re-
ally happy we did it. Of-course,
that satisfaction will convert into
greater member retention and rev-
enues.”

The BEST Lights Com-
pany can help your club improve
its lighting while at the same time
save you money over the long
haul. To reach Gary at BEST
Lights, call (800) 545-2928 and be
sure to tell him “Norm said Hi!”

past spring Will
contacted Gary
about insulating
the ceiling over
the last 4 courts
and installing the
new BEST Light
System on all 12
courts, which he
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PROFESSIONAL :
RACQUETBALL

saesece

MOTIVATE YOUR MEMBERS

with

CLUB FM

;g

/

11 (914) 937- 8775.

All glass, all doors and wings. A
total of four court back walls. Used. In 3
good condition.(914) 428-4120 Ask for :

i
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Seeks
Contributing
Writers

T

* Works With Any TV Or VCR Audio Output
* Easy To Install
* Inexpensive

» Use With Any ""Walkman’’ Type FM Receiver

Broadcast Any TV Channel In FM Stereo

By simply tuning an ordinary “/FM Walkman’ to the designated radio channels
you broadcast, members can exercise to MTV, VH-1, News, Soap Operas, or
any VCR. Workouts become more enjoyable.

e Better Utilize Your Existing TV System

* Promote Club Functions
e |ncrease Club Profits:

* Walkman Rentals

and Headphones

* 30 Day Money Back Guarantee
» Excellent Sound Quality

« 1 Year Warranty
« FCC Approved

Contact:
i1 Norm Cates, Jr.

Join the increasing number of Health Clubs presently using
our FM Broadcast System. . .and give your members a choice.

I}
3
]
9}
E
0
4

CALL (908) 638-5134

Or Write:
A.P. Acoustics, Inc.
65 Main Street

High Bridge, NJ 08829

1-(800)
700-2120
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What if you were
able to open 100
locations overnight ...

...locations that meet
or exceed the quality
of your own club?

Do you suppose your increased clout would
make it easier to attract new members?

Do you suppose your existing membership would
enjoy the added convenience of multiple locations?

Sound like wishful thinking? \

We have the solution!

Call today: e
1/800-698-8887 !

Dominate your marketplace
with exclusive rights in your area.

==

oreferved clubs

A world of convenience.
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A FREE
ONE-DAY SEMINAR

Fitness - Wellness - Exercise

Understanding the
Challenge of

Orthopaedic Spinal
Rehabilitation

You are invited to attend a free one-day
seminar sponsored by the MedX Corpora-
tion. These seminars are held in Gaines-
ville, Florida. The university has been
involved in extensive research in the quest
to understand the rehabilitation process.
With the advent of the MedX Low-back and
Neck machines many complex questions
have been answered. You will be intro-
duced to MedX concepts and training
protocols as well as research and clinical
case studies in Rehabilitation and Exercise.

Plan now to attend
CME credit approved

For more information call 800/582-9771

il




For a Clear Shot at

No One Even Comes Close!

| Brilliant
.y Energy
' Saving

s Technology

400 & 1000 Watt Indirect Fixtures

> Gyms
= Indoor Tennis
- Air Structures

Adaptable to all systems!

LIGHTS, INC.
Brilliant Energy Saving Technology ™

1-800-545-2928 * mwﬂ/

~

e SN

e e s

—

For Insulated Ceilings . . . Call Our Other Company

COMMERCIAL :
1-800-423-0453

BUILDING &
RETROFIT, inc.

1-800-KIL-A-WAT |-



