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CLUB INSIDER NEWS SEEKS BALAN CE

Clubs Asked To " CHIP IN"

by Norm Cates, Jr.
Publisher and Editor

The CLUB INSIDER
News began publication in Decem-
ber, 1993. For the past 15 months
The CLUB INSIDER has been pro-
vided on a virtually complimentary
basis to 25,000 locations every
month by a “Nationwide Subscrip-
tion” sponsored by our advertisers.

However, the cost to pro-
duce and mail The CLUB IN-
SIDER every month to 25,000 lo-
cations has increased significantly
since the inception of the “Nation-
wide Subscription.” We have ab-
sorbed four price increases on pa-
per and printing and two significant
increases forced on us by the U.S.
Postal Service.

These increases have
tapped our advertising revenues to
the limit. Since we have been pro-
viding The CLUB INSIDER News
for free to many club operators, our
subscription revenues have been
low and nowhere near the “bal-
ance” necessary when combined
with advertising revenues - to sus-

tain the long-term viability of the
publication.

WHERE DO WE GO
FROM HERE?

We will continue to

publish The CLUB INSIDER
News every month.

We are going to institute
two changes to our “Nationwide
Subscription Plan effective with

#1- “NATIONWIDE
SUBSCRIPTION” PLAN
CHANGED TO ALTERNAT-
ING MONTHS ALTERNATE
MONTH DELIVERY

Beginning with this edi-
tion, clubs already established on
the complimentary “Nationwide
Subscription” list will receive The
CLUB INSIDER News every
other month ona
basis, instead of every month as
in the past. (Of course, if you
have already subscribed, you will
continue to receive The CLUB
INSIDER News every month un-
til your expiration date.)

#2 - CLUBS ASKED

TO”CHIP-IN"

The INS
News is published every month to
help club owners and operators
improve their operations and to
keep you abreast of the latest in-
dustry news and trends. By now,
regular readers of The CLUB IN-
SIDER News across North
America realize and recognize the
value and importance of every
edition. We hope you will elect
NOT to miss any editions by sim-
ply investing $49 for each of your
locations to receive all 12 edi-
tions. We feel this is a great value
as other such publications in other
industries charge $200-$300 per
year.

Forward your check to-
day for $49 for 12 monthly issues
to The CLUB INSIDER News in
the enclosed envelope addressed
to: The News,
P.O. Box 671443, Marietta, Ga.,
30006-0025. Or, if you prefer,
charge your subscription fees to
your American Express or Dis-
cover credit cards by completing
the form shown below,xigning!he
charge authorization line and
sending it in the enclosed enve-

lope.

SUBSCRIBE

TODAY!

CLUB INSIDER News EVERY
MONTH , we ask you to con-

MPOR TANT..... tribute to the cause by making an
CLUB annual investment of least $49

SUPPORT! per year for each of your loca-

tions. By responding, you will

INVEST JUST 13¢ PER DAY!  be sure to receive the latest news

and information contained in
The CLUB INSIDER News ev-
ery month, instead of every other
month! As you already know,
any one of the articles written
by our team of expert contribut-
ing writers could assist you in
significantly increasing your
club’s income or cutting ex-
penses or both, earnings and sav-
ings worth many multiples of the
$49.

Our mission is a clear
and important mission: that is to pro-
vide club and fitness facility owners
and operators with the latest indus-
try news, educational articles on top-
ics impacting their bottom line and
professionalization, and commen-
tary/action plans on issues and mat-
ters which other publications will not
address. The latest news, excellent
educational articles and our “tell it
like it is” approach has placed The
CLUB INSIDER News on the top of
the reading list of industry pros
across North America. All tell us that
it is also “ a quick read”,

SUBSCRIBE TODAY!

To assure that you and
your key managers receive The

Send $49 to: The
CLUB _INSIDER News, P.O.
Box 671443, Marietta, Georgia,
30006-0025, or charge your
subscriptions(s) to your Ameri-
can Express or Discover Credit
Card.

Our sincere thanks in
advance for your investment!
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The Pulse of the Health, Racquet & Sports Club Business

Q CLUBS WITHDRAW SEC FILING!

by Norm Cates, Jr.

Frank Leonesio is a
club industry veteran of nearly 30
years. He has developed a
natonwide chain of 16 high qual-
ity fitness facilities called Q, The
Sports Clubs, which are based in
Akron, Ohio.

Leonesio is one of the
more high profile health club op-
erators in America. In the past six
years he has developed the Q
Sports Club chain into a well rec-
ognized name brand of fitness in
the markets he serves. He has
done this by building very color-
ful..... very attractive facilities
which offer primarily fitness facili-
ties to an upscale target market.

Each of the Q Sports
Clubs are built from basically the
same blue prints. The 47,000
square-foot facilities are operated
using the same management pro-
cedures, marketing/advertising
plans and sales management plans.
Thus, the Q Sports Clubs enjoy the
economies of scale in the areas
where they operate multiple units.

In November, 1990,
Leonesio opened his first Q Sports
Club in Memphis, Tennessee. Af-
ter that, he opened Q Clubs in Jack-
sonville, Florida (1), Austin, Texas
(1), Las Vegas, (1), Phoenix (3),
Houston (4) and Dallas (5).

Leonesio believes in en-
tering markets as an intense com-
petitor. He carefully researched his
entire business plan long before

launching the first club.... seeking
to understand his market and pro-
spective customers and to appeal
to their desires.

Recently ina CBI Maga-
zine article, Leonesio was quoted
relative to his entry into new mar-
kets: “ We cluster in metropolitan
markets and overwhelm the com-
petition.” He does this by invest-
ing as much as $360,000 per club
on advertising/marketing during
the first year. The average Q Club
will have 1,400 members by open-
ing date. After the first year, he
spends about $240,000 per club per
year on advertising. The average
Q Club initiation fee is $200 with
dues of $37 per month.

LEONESIO
SURPRISED BY
SEC DECISION

Earlier this year, Frank
Leonesio filed an S-1 document
with the Securities Exchange Com-
mission to take the company pub-
lic. After waiting 2 1/2 months for
a reply from the SEC, Leonesio
was surprised to learn what they
wanted him to do to perfect the re-
quested Prospectus Document. In
a recent conversation with The
CLUB INSIDER News Leonesio
expressed surprise and significant
disappointment when he summa-
rized their feedback: “The sum and
substance of their feedback is that
the SEC determined it would no
longer accept the ‘selling and ser-
vice” method of general account-
ing practice (GAP) used in the
health club industry for the past 27

years!” He added, “They took 2 1/
2 months to inform us of their de-
cision. The SEC in the past had
not only approved the ‘selling and
service’ method, they helped de-
velop it.”

The “selling and service”
method in the health club industry
divides revenues into two parts. On
the service portion, revenue is rec-
ognized over the term of the mem-
bership as the member is serviced
plus a profit. On the selling por-
tion, revenue is recognized equal
to the cost of acquiring a member
plus a profit. The selling portion
allows a company to report rev-
enues slightly ahead of collected
cash, and it seems that this is the
aspect of the “sales and service”
method that the SEC was object-
ing to. :

Leonesio continued,
“They told us they wanted us to
change to the FAS 91 method of
accounting which is used by banks
and other lenders to account for
loans. After a3 1/2-month review
process we determined we have to
go back and totally review all of
our financials and financial ac-
counting methods. Therefore, we
withdrew the offering from consid-
eration on July 17, 1996.”

The RW form was brief
and in part said, “The Company (Q
Clubs, Inc.) respectfully requests
that if the Commission does grant
the withdrawal, the Commission
will continue to have discussions
with the Company so that an ap-
propriate accounting method can
be mutally agreed upon.”

To say that Frank

Leonesio is unhappy about the
SEC’s decision might be an un-
derstatement. He shared his feel-
ings with The CLUB INSIDER
News openly and with candor:
“This was just a fiasco! | made
no friends at the SEC! We had a
former heavyweight from the
SEC, accountants from Ernst and
Young, John McCarthy, Execu-
tive Director of IHRSA, and SEC
Lawyers from Jones-Day all
speaking on our behalf and on the
behalf of the health club indus-
try at large. The industry has
used and relied upon this method
for years!"

Leonesio continued,
“The people at the SEC also
claim that they plan to go back
and require all health club pub-
lic stock companies to convert
from the ‘sales and service’
method to the FAS 91 method of
accounting.”

Leonesio is without a
doubt one of the most astute and
knowledgeable financial minds
in the health club industry. He
predicts, “This action by the SEC
will have major long-term impli-
cations. [t could prove to be a
significant setback for the indus-
try.” He explained, “The SEC
also wants the front end initiation
fee collected by clubs to be re-
ported over time, even though
they are paid up front.”

Leonesio was posi-
tioned to add 10-12 new Q Clubs
per year to his chain when the
SEC handed him the setback. He
now intends to use conventional

South Florida clubs he has under
construction. The Coral Springs
and Plantation, Florida Q Clubs
will open in the Fall of 1996 and
the other two south Florida Q Clubs
will open around the new year.
Leonesio also had 6 other clubs in
various stages of development: 3
in Denver, 1 in Las Vegas, and 2 in
Dallas. The land has not been ac-
quired for any of those units so they
will all be put on hold for the time
being.

This is a setback that, ac-
cording to Leonesio, will have a
significant impact on the industry’s
ability to access capital. If you
operate on initiation fees and
monthly dues and plan to go pub-
lic you may want to talk to the SEC.
No matter how you account for
your business, if you don’t plan to
go public, you should have no
problem.

Leonesio states that the
elimination of the “sales and ser-
vice” method of accounting will
require his company to create a new
rapid growth strategy which they
are currently working on.

Regardless, the fact still
remains that Frank Leonesio and Q
The Sports Clubs are installing ex-
cellent facilities which are very
well stocked with the best equip-
ment money can buy. His 120,000
members enjoy high quality every
time they come in for a workout.
That is great for his members and
for Frank Leonesio and Q The
Sports Clubs, but not for his com-
petitors now or in the future.
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pic Village. Not until Tony de
Leede, Founder of Atlanta’s Aus-
tralian Body Works and principal
in Cardio Theater, got involved.

Cardio Theater Olympic Village
Health Club through a very circui-
tous route. He had moved to At-
lanta from Australial5 years ago
and had established a chain of fit-

ness centers called The Austra-
lian Body Works. During those
15 years deLeede has developed
a good reputation in the Atlanta
community for operating a ser-
vice oriented group of clubs. He
has led the way with the installa-
tion of monthly dues on EFT as
a primary method of operation.
He now owns and operates in
partnership with David Gould, 15
Atlanta area Australian Body
Works facilities.

About three years ago
deLeede purchased a 50% stake in
the Cardio Theater Company and
since that time has been successful
in increasing sales significantly. He
has used the Cardio Theater sys-
tems in all of his Atlanta clubs and
has seen his club businesses pros-
per.

About two years after At-
lanta won the honor of hosting the
1996 Centennial Olympic Games

(See Olympic Village page 32)
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Little Juan Can Kiss Our Grits!

by Norm Cates, Jr.

J ust in case you were on
the moon or some other place with-
out TV, newspapers or radio, our
town, Atlanta, Georgia, hosted the
1996 Centennial Olympic Games,
July 19 thru August 4, 1996.

And, just in case you
didn’t see the terrific Closing Cer-
emonies of the Games, [ would like
to tell you about Little Juan Anto-
nio Samaranch, the Chieftan of the
International Olympic Committee.

Little Juan showed his
appreciation to the City of Atlanta
and its terrific 40,000 + unpaid vol-
unteers for their efforts by giving
us a veritable slap in the face.

But, don’t get me
wrong.... this slap in the face
doesn’t really amount to anything
because frankly, we don’t give a
damn about what that little fella has
to say. However, this “slap” by
Little Juan does tend to iritate the
senses of those Atlantans who are
proud of the city and the job that
ACOG did hosting the games. His
comments illuminated for the world
how hypocritical he and his IOC
cronies are. His comments also
reveal how downright pompous
Samaranch is. After all, ACOG had
wined and dined Little Juan and
over 100 of his IOC cronies to no
end during their quest for the
games. ACOG spared no expense
in getting Juan and his bunch to say
yes.

And yes it was. Six years
ago Little Tony stood before a
crowd of 150,000 Atlantans and the
world at Underground Atlanta to
announce, “ The International
Olympic Committee has awarded
the 1996 Centennial Olympic
Games to the city of...... Atlanta.”

Since that time the met-
ropolitan Atlanta area has seen a
boom of new construction and
preparation unequalled in his-
not even after General
Sherman burned the city to the
ground 132 years ago has this city
seen such a building boom.
ACOG (Atlanta Committee for the
Olympic Games) spent over $500
million to build new venues for the
games.

The word around Atlanta
is that two things caused
Samaranch, a former official in
Spain’s Fascist Dictator Francisco
Franco’s government, to get his
panties in such a wad. Incase you
missed it, he displayed his dissat-
isfaction with the subtle descrip-
tion of the Atlanta Games as no
better than “most exceptional”
when in the past, he has tradition-
ally closed the games with the de-
scription, “The best Olympic
Games ever.”

The first thing was that
the IOC will not take home as
much money as they had hoped for.
This was even after another hypo-
crite, one Dick Pound, I0C Vice
President, had for two weeks
whined about the over commer-
cialization of the Atlanta Games.
Apparently Pound and his wife
were pretty bent out of shape as his
wife, was detained for jaywalking.
The officer had no idea who she
was. Local media reported that his
wife was drunk as she became ver-
bally abusive and assaulted the of-
ficer. She was arrested and
charged with numerous offenses
including assault on an Atlanta
Police Officer.

Guess the female Atlanta
Police Officer should have con-
sulted with Little Juan first,

Second.... the bomb.

The misguided madman

who blew up that pipe bomb also
blew a big hole in Little Juan’s de-
cade long effort to win the Nobel
Peace Prize with the Olympics.
Juan was seriously P.O.’d.

So.... he showed us didn’t
he?

Since Juan didn't, let us
review the record of the 1996
Games.

For the record, here is
what we did accomplish in this
great city called Atlanta.

* We sold more Olympic
tickets by far than any other Olym-
pics. Over 8 million tickets. In fact,
more Olympic tickets were sold in
Atlanta than in Barcelona and
Seoul combined!

* More countries were
represented at the Atlanta Games
than any Olympics, 197.

* More different countries
won Olympic medals than any
Olympics in history.

Over - commercialism
indeed

AII of this was done at
the tune of $1.7 billion dollars.......
all raised through corporate spon-
sorship, ticket sales, television fees,
souvenir and food/beverage sales.
None of it was raised through the
tax payers and the tax payers will
not inherit a huge debt such as has
happened in some countries which
previously hosted the games.

Rising Again!

Last and in my mind,
most importantly, Atlanta’s Com- [
mittee for the Olympic Games dis- |
played an incredible level and qual- |
ity of strength, leadership and class |
with the manner in which they
handled the aftermath of the tragic 1
bomb explosion and re-opening |

The Surgeon General
has determined that lack
of physical activity is
detrimental to your health.,
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Centennial Olympic Park just
three days later.

Billy Payne and Andy
Young led a very moving and im-
pressive memorial service for the
victims of the bombing. This ser-
vice, held on Tuesday morning af-
ter the Saturday a.m. bombing in
front of a crowd estimated at
50,000, might best be described
as truly world class. Former At-
lanta Mayor, Congressman and
U.N. Ambassador, Andy Young,
presented to this group a sermon
which: will one day go down in
history as one of the greatest ora-
torical communications of our
time. His comments brought
tears to the eyes of many of the
50,000 who were present. We
were there to, in our own way,
make a statement to terrorists ev-
erywhere that we will not be
pushed into hiding for fear of a
maniac’s misguided deeds. We
will not cower - run - or hide.
Billy Payne, Andy Young, the
entire Atlanta Committee for the
Olympic Games and all of the
citizens of Atlanta and the State
of Georgia will be able to look
back forever with our heads held
high as once more this great city
arose from the ashes to come
back...... to continue the Games.
We are all very proud of how the
post-bombing events were
handled. And, for the remaining
six days of the Games after the
re-opening of the Centennial
Park, literally millions of people
came to this gathering place to
make their statement that they too

were going to move on and not
look back. The memorial service
and re-opening ceremony ener-
gized this city as it has never - ever
been energized before.

But for Little Juan, the
reality that his pocketbook would
not be as fat and that his pet
project, the Nobel Peace Prize, was
further away than when he arrived,
caused him to manifest his resent-
ment in the way he did. That trite
expression of resentment for all of
the world to see, has permanently
branded Little Juan Antonio
Samaranch for life for what he
is..... a small man.

No matter what Little
Juan said or did not say, we love
Atlanta and truly believe that At-
lanta is one of the great cities of
the world. Over 10,500 Olympic
Athletes had the times of their
lives. They appreciated and en-
joyed the warmth and friendliness
of the Atlantans they came into
contact with. And, those of us who
attended these 1996 Olympic
Games as fans know in our hearts
that these were truly the greatest
Olympic Games ever. World
record after world record fell and
the fans from around the world
really appreciated and also en-
joyed the warm and kind hospital-
ity of 40,000 + volunteers.

To Billy Payne, Andy
Young, ACOG and the entire
40,000 + volunteer corp., Bravo,
Bravo, Bravo!

Oh, and yes, to Juan An-
tonio Samaranch....... you can just
kiss our grits!

Norm Cates’
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“THE LAST METER”, a
beautiful work of art, was commis-
sioned years ago and unveiled in At-
lanta on July 15th by, POLAR
ELECTRO. TONY HARMON,
the President of the Finland based
company presided over the unveil-
ing ceremonies doing a terrific job.
Polar Electro provides athletes of the
world with pulse monitors, a vast
array of athletic watchs and many
other products. Tony was kind to
have invited The CLUB INSIDER
News to cover the unveiling of this
beautiful new statue. “The Last
Meter” was unvealed just four days
before ATLANTA’S 1996 CEN-
TENNIAL OLYMPIC GAMES.
The 2500 pound bronze statue,
shown on the bottom of this page,
depicts the finish of the Olympic
5000 meter race in the 1976
Montreal Olympics. The statue
will be moved to Kempele, Finland
to be placed on permanent display at
Polar Electro Headquarters. The
unveiling event was first class all the
way. (Coordinated by Polar’s
KELLI PRINA). Among those in
attendance, in addition to Tony
Harmon, were EINO, the artist who
spent 3,000 hours and many years
creating this beautiful piece of art,
DR. SEPPO SAYNAJAKANGAS,
Founder and Chairman of Polar
Electro who commissioned the
statue, the Honorable General Sec-
retary of the Finnish Olympic Com-
mittee, Dr. Kosti Rasinpera, At-
lanta MAYOR BILLCAMPBELL,
SANDRA PERLMUTTER, Ex-

ecutive Director of The
PRESIDENT’S COUNCIL on
PHYSICAL FITNESS AND
SPORTS, GREG HARTLEY,
the Executive Director of the
FITNESS PRODUCTS
COUNCIL and the four great
Olympic Athletes. They finished
in a breathtaking dead-heat as
follows: LASSE VIREN, Gold
Medalist, Dick Quax, Silver,
Klaus-Peter Hildenbrand,
Bronze, and Rod Dixon, the 4th
place finisher by 1/100th of a sec-
ond.

Congratulations to
TENNIS CORPORATION OF
AMERICA'S - MILT
NEUMAN who has been ap-
pointed by STEVEN
SCHWARTYZ, President of TCA,
to General Manager of TCA’s
SPORTING CLUB at WINDY
HILL in Marietta, Georgia.
TCA’s Schwartz has also pro-
moted DEBRA SIENA to re-
gional general manager.

It’s About Time For
This News! IHRSA, The IN-
TERNATIONAL HEALTH,
RACQUET AND
SPORTSCLUB ASSOCIA-
TION, now has over 3,000 mem-
ber clubs in 48 countries. [HRSA
instituted a new set of Member-
ship Eligibility Standards for
member clubs in January, 1994.
This was after 13 years of opera-
tions without a clearly defined set
of standards of membership. It

"The Last Meter"

is nice to see that STEVE
THARRETT, the new President
of IHRSA, announced that now
100% of the IHRSA clubs have
complied with the required stan-
dards of professionalism. In a let-
ter to the IHRSA Membership in
the August, 1996 edition of CLUB

the magazine published by the As-
sociation, Tharrett announced that
100% of IHRSA’s membership
now comply with the Membership
Eligibility Standards. However, it
was not easy. In fact, according to
Steve, some clubs dropped out be-
cause they knew they were not
going to be able to comply. And,
to me, most importantly, six clubs
amongst the IHRSA membership
were suspended pending their fu-
ture compliance with the standards.
Let me just add that it is also great
to see that Steve Tharrett is going
to be writing a monthly column to
be published in CBI Magazine.....
that kind of closer contact between
the Board of Directors of IHRSA
and the membership will continue
the good work done by the 1993/
1994 Board who installed the twice
per year IHRSA Open Forum’s
which allow for candid - in person
communication from the member-
ship to the Board and the Staff of
IHRSA.

CHARLEY SWAYNE,
one of the club industries’ great
thinkers, teachers and leaders, has
republished his book entitled:

WHAT A COLLEGE SENIOR
SHOULD KNOW., The new book
is called LIFE,etc., by Charley
Swayne and has hit the book stores
as A Fireside Book Published by
Simon & Schuster. Charlie’s
book is just terrific..... full of

Norm Cates, Jr.

witicisms.... good humor.... and
great advice, not just for college
seniors but for all of us.

UNIVERSAL
SOLD...... WHAT NEXT? Word
is Universal Equipment has been
sold to a group of investors.
Reebok is teaming with Cross
Conditioning Systems for a glo-
bal thrust. CHECKFREE has
partnered with LIFE FITNESS
for a customer service advance-
ment hooking the front desk with
the Life Fitness LIFECENTER®
interactive system. ICON is ac-
quiring HEALTHRIDER.
HOIST, SCIFIT AND CEN-
TAUR FLOORING teamed up
with HEALTHLINE for a mar-
keting coalition. LIFE FITNESS
bought out HIGH TECH and was
rumored to have an eye on HAM-

MER STRENGTH. Another
floating rumor is that
TECHNOGYM has an eye on
CYBEX. The move to consolida-
tion amongst the manufacturers
and suppliers clearly seems to be
picking up steam. There is no tell-
ing what we will learn about next.
One thing seems clear..... the sup-
pliers do not appear to be satisfied
with the ‘status quo’ and are out
there looking for new deals and
new ideas. Profits should grow for
those who make the right moves.

Hello to MIKE
ARTEAGA, my good friend and
the owner of the All Sport Athletic
Club in Fishkill, New York. Mike,
thanks for writing and [ agree with
you!

(See Norm's Notes page 8)

(L to R) Dick Quax, Rod Dixon, e Viren and Klaus-Peter Hildenbrand
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MICROFIT'S HEALTHCARE CONNECTION

A GOOD QUESTION!

by Neil Sol, Ph.D.

I was recently asked an
interesting question by a health club
professional concerning the health
club/health care connection that

“ smacked of skepticism concerning
the value of this type of relation-
ship. The query concerned the
value of entering into a relationship
with a hospital/health care institu-
tion. This was a very curious ques-
tion in a health care environment
that indicates that a relationship
between a club and health care in-

stitution is mutually beneficial
and essential. However, this club
professional’s concern was that
health care partners get involved
in these relationships for reasons
other than selling memberships,
fitness and preventive services. In
other words, hospitals are mostly
interested in obtaining new pa-
tients or increasing the profitabil-
ity of their health insurance plan
and as a result want to give away
health club services, which is the
“bread and butter” of their club
partner. Ultimately the club pro-
fessional wanted to know, why
enter into this relationship if
both parties have different

PRO-FINANCIAL
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Best in the business...and we can prove it!
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techniques and national credit reporting agency as-
sistance, we are able to collect significant delinquent
revenue percentages without creating a negative

image for your facility.
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Main Post Office Box 419331, Kansas City, Missouri, USA 64141

FAX: (816) 753-1429

WEBPAGE: http:/

E-MAIL: 74041,2525@compuserve.com
/www.fitnessworld.com/pro/trade/affiliated.html

AAC...“We're Here To Work”

goals?

The fact is that in
today’s health care environment
health care institutions and
health clubs have similar goals.
Hospitals no longer have the
motivation to give preventive
services away even if it is to im-
prove other opportunities for the
hospital. Health care institu-
tions, in this current environment
and for the past 5-10 years, have
attempted to identify new non-
traditional methods of increasing
revenue. It is correct to believe
that there are additional benefits
that will accrue to health care
institutions as a result of a rela-
tionship with a club. However,
it is not correct to believe that
hospitals will “ loss leader" their
health and fitness business prof-
itability in lieu of revenue oppor-
tunities available with other
goals. Those days are over!
Now and in the recent past, hos-
pitals and health care institutions
develop relationships with estab-
lished clubs and club profession-
als in an effort to insure their
chance of meeting the needs and
demands of their community and
for generating incremental prof-
itability.

This is not to say that
this question and expressed con-
cern of this club owner was not
legitimate. However, it is impor-
tant to realize that hospitals/
health care institutions, whose
primary concern and goal is other
than the opportunities associated
with club business and provid-
ing preventive services, will
most often choose to purchase a
health club outright; own 100%
of the club; and dictate its direc-
tion and goals. Even this case is

good for clubs as the
owner has an opportunity
to “cash out” and usually
he/she and their manage-
ment team will be hired
to operate the club.

A joint venture
partnership, another type
of relationship between
health clubs and health
care, is asituation where
both the club and hospi-
tal have varying percent-
ages of equity. The fo-
cus of this question was
related to a potential joint
venture opportunity. In
joint ventures the goals of

both partners should be
identical. However, I be-

Neil Sol, Ph. D.

lieve it is incorrect to believe that
hospital/health care institutions are
not interested in profitability, first.
All other secondary benefits will
accrue to hospital/health care insti-
tutions even when they charge fair
rates for their services that yield
profit.

It is important to note that
the focus of this question is of fair
concern and could/should alert the
club to the nature of a relationship
with a health care institution. How-
ever, it should be of little concern
to the club owner/manager. The
health care institution’s desire is
to connect to the club industry to
enter the new and profitable do-
main of preventive health and se-
cure the leadership and direction of
the health club and its professional
to meet the new prevention market
demand.

Changing gears, I also
wanted to remind you that the Sur-
geon General’s Report on Physi-
cal Activity and Health was re-
leased on July 11, 1996. You prob-

To SUBSCRIBE

To

THE CLUB INSIDER NEWS

Send $49 to:
The Club Insider News
P.O. Box 671443
Marietta, GA 30067

ably are already aware of the
Report’s availability and have cop-
ies of the summary. However, if
not, you can order a summary and
complete report by calling toll free
1-888-232-4674 or you can obtain
summary information from the
Center for Disease Control's
Internet home page at:
http://www.cdec.gov

Be sure to get this Report
for your library. It is possible that
some hospital/health care adminis-
trators are not aware of the Report.
By bringing the report to the atten-
tion of a health care administrator
you will gain instant credibility,
especially if you can show how the
Report could positively effect the
health care institution.

As I have suggested in
previous columns, once the media
campaign for the results of the Sur-
geon General’s Report begins, hos-
pital administrators will be looking
for you. Why wait 7 Begin today.
Get a copy of the Report and share
it with your local health care insti-
tution. (An "At-A-Glance" sum-
mary appears in this issue on page
21.)

(Neil Sol, Ph.D. is the
President of Health Vantage, Inc.
a consulting firm for the health,
racquet and sportsclub industry
which specializes in the relation-
ship between the health care com-
munity and health clubs. Neil may
be contacted by calling: (303) 399-
3224.)
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----It’s This Simple---

= implified interactive operation.

B State-of-the-art performance and
s ccuracy. Real-time graphic displays.
Flextblhty of modified tests and reporting function.
Powerful client database and conract iR
features. Customized | e ey
1 cercise plans. Unique |JSSEIESRSS
J .i wellness appraisals
sl [ e perfect tool for testing and retention,

For Version § call 800 822-0405 "T

1077-8 Independence Ave. Mountai (A 54 ebsite: hitp://www.microfit com © 1996 MicroFit, Inc

n View, 043 = 415 969-7296 « Visit our wi




PAGE 8

EClub Insider

SEPTEMBER ISSUE

The Group Cycling Phenomenon

by Norm Cates, Jr.

The group cycling phe-
nomenon is sweeping the nation. In-
dustry veterans are beginning to
think that this movement will rival
the days in the club industry history
when Nautilus, Life Cycle,
StairMaster and The Step were tak-
ing the health, racquet and sportsclub

. world by storm.

And, it appears that as in the
past, many companies are going to
step into the fray and duplicate the
early leaders in the movement.

The group cycling phenom
began about two years ago when
Schwinn introduced it Johnny G
Spinning group cycling program.

There initially was curiosity
which quickly turned into action
with some clubs installing the
Schwinn Johnny G Program.
Immediately upon the
heels of the movement came
more new group cycling pro-
grams developed by Keiser, Life
Fitness and Reebok. In fact, in
the August editions of a couple
of industry magazines there are
in articles on group cycling.
The
News is going to report to you
about the group cycling programs
that are being installed across the
land. But, instead of attempting
to capture all of the information
and report it in a single article,
we will report to you this month
and at least next month about this
latest major movement in the in-

Best in the business...and we can prove it!

**xx*SALES ** %
PROMOTION

Receivables Management

The AAC Promo Program® will guarantee success Short Term and
Long Term for the facility owners and the promotional sales team.
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must be approved by the facility manager and promotion manager.

1 Optional, Response-Proven Direct Mail Campaign
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paign. As the industry leader, AAC can provide you with a comprehensive pro-
gram targeted to specific and various demographics such as age, gender, zip,
income, etc. Explore this optional enhancement to your promotional program

Now offered with exclusive
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dustry. After that, we will keep
you posted on new developments.

This month we inter-
viewed two club operators from
vastly different operations. Tim
Schliebe is a 22 year veteran of the
club industry and owns a facility
in Southern California called The
Training Club. The second person
we spoke with was K.C. Lee, the
Corporate Coordinator for LA Fit-
ness, a chain of 25 Los Angeles area
clubs and 7 in Arizona.

TIM SCHLIEBE -
OWNER - THE
TRAINING CLUB

Schliebc has installed
19 Keiser Power Pacing bikes in his
facility in a 1,000 square foot room.
He has made a significant commit-
ment to the cause, dropping all
other aerobic classes and switching
all instructors to The Keiser Power
Base Program.

The program has been in-
stalled seven weeks as of this writ-
ing. Schliebe had done significant
pre-marketing to promote the new
program and the switch. In the first
four weeks he had 1,000 attendees
in the classes.

Schliebe comments, “l am
very pleased. Not only are we hav-
ing great attendance levels for the
classes, we are seeing tremendous
growth in new members. The
group cycling eliminates the intimi-
dation factor of step and dance. We
are getting a much broader base of
participant. You will find some 72
years olds in a class sitting on a bike
next to a tri-athlete. [believe group
cycling is going to dominate the
industry. It burns fat many times
faster than a normal cardio work-
out..... people are losing weight and
inches much faster.”

Schliebe continued, “Our
6:00 a.m class is the most popular.
We take reservations for classes and

many of our classes are full. Our
members are attending the group
cycling classes 4 to 6 times per
week. We use no head phones,
just a normal sound system to
supply the entire room. This
concept is valid...... we are ex-
periencing lots of success. Iam
really happy we made the
switch.”

K.C. LEE -
CORPORATE CO-
ORDINATOR - LA

FITNESS

LA Fitness is a chain
of 32 clubs with 25 in Southern
California and 7 in Arizona. The
chain is owned by Chin Yi and
Louis Welch. LA Fitness began
installation of 30 Power Pace
bikes per location in June, 1996.
The owners decided to get in-
volved in group cycling when
Chin Yi’s wife Donna experi-
enced a group cycling class and
got her husband interested in it.

K.C. Lee comments, “
One of the things [ came to real-
ize as soon as we began to in-
stall our program was that every-
body at one time or the other has
been on a bike. (Right now, ac-
cording to American Demo-
graphic Magazine, 30 million
Americans ride bikes on a regu-
lar basis.) So, we found that the
learning curve was very, very
short. We found the lack of in-
timidation factor normally found
in aerobic classes made the
group biking very agreeable with
all walks of life. We investigated
all of the group cycling programs
on the market and chose Keiser.
They have been great to work
with and their service has been
excellent.”

K.C. comments on
training, “The training has been
very interested. We are training

700 people to teach group cycling.
Our aerobics instructors are very
excited about the program and ev-
ery single instructor has been im-
pressed with the quality of the
workouts. Tracy Schotanus has
been doing the initial training on
behalf of Keiser. Karen Voight has
also been involved in helping us put
all of the programs together.”

K.C. continues, “The
Keiser program is geared toward
members who want a great work-
out (studies have shown that a 45
minute class will burn as many as
500 caloriers), but it leaves room
for creativity. So far, we have
switched about 25% of our class
times to the Keiser group cycling.
We offer three kinds of group cy-
cling classes: (1) Power Pacing -
45 minutes on the bike the entire
time. (2) Pace and Shape - Full
hour with cardio for 40 minutes and
weights for 20 minutes. (3) Pace
and ABS - Full hour with 40 min-
utes on bike and 20 minutes of ab
work. And, we are developing a
Power Pacing and Boxing class
which will involve 40 minutes on
the bike and 20 minutes of boxing.
The member reaction has been
great! Compared to aerobic
classes, with group cycling we can
really be doing our own work out
where individuals have control of
their workout even though they are
in group environment..”

LA Fitness installs 30
bikes in their average aerobic space
of 2200 square feet. The bikes are
stationed around the perimeter of
the room so they don’t have to be
moved when the other classes are
conducted.

Next month The CLUB
INSIDER News will talk to some
of the customers who have bought
and installed the Life Fitness ABC
(All Body Cycling) Program. Stay
tuned!

Norm's Notes

continued from page 5

First there was NAUTI-
LUS, then along came the
LIFECYCLE, next was the
STAIRMASTER and then came
the STEP. In the last 20 years it
could be argued that each of those
products stimulated huge growth in
health club memberships world-
wide and at the same time spawned
massive development of new
equipment by many companies.
This growth in new products for

clubs has served the industry
well in its quest to attract and
keep members. Well, it sure
looks like it is happening
In an industry that is
alway craving new and innova-
tive ways to burn fat, train the
heart and satisfy the voracious
exercise appetite of our mem-
bers, it looks like GROUP
CYCLING may be the next
great wave. Check out Group
Cycling Phenomenon - Part |
in this edition as we report on
what some club operators are
doing with group cycling.

ED GAUT is one of our
contributing writers who donates
some of his time every month to
write a regular column on the topic
of Personal Training. He also co-
authored a book with MARLA
FOOTER entitled: Your Personal
Trainer’s Secret Recipe Book
which is chocked full of great reci-
pes for healthy eating. Ed is also
the Vice President of
WILLOWCREEK PUBLICA-
TIONS, one of our advertisers.
Check out their ad on page #2 5 To
order Ed’s book, call: 1-800-823-
3488. J—

=)
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WUT
nd Karen Voight.

spin on stationary cycling.

't started olready, your members will soon be
: , : asking for stationary bike classes. After all, it's the
International fitness A : Ty ' , hottest new trend in fitness. If you don't satisfy their

authority Karen Voight : If - demands for the best bike workout they can get

is the designer of their legs on, somebody else will. Keiser's new Power

Keiser's Power Padi 3 : 3
ok S Pacer™ sefs  new pace in stafionary cycling.
and Pace and Shape

And Karen Voight's Power Pacing and Pace and Shape

programs.

are the programs the others will be
b falling in line o copy.

THE BIKE. The Keiser Power Pocer™ puts o new spin on stationary biking. Because it's made enfirely i the U.S. And with superior Keiser manufacturing and design
Examples? An extro-wide 24-inch base for a stable ride. Hondlebars that extend forward os well as upward fo fit oll body types. A 2400 b-test nylon belt that's easy fo adjust and replace.
A frame that's warranted for 10 years.
And since even the best bikes need lo be properly steered, we've put ane of the world’ leading fitness experts an top of it
THE TRAINER. International fitness authority Karen Voight is o workout pioneer, celebrity traines, club owner and columnist. We're delighted to say she is also the creator of our
wer Pocing ond Poce ond Shope

: ing ekse. Tu keepu in frnnr
oferials you ndu nners, posters and ods reminding your existing and potentiol members where 1o go for Power Pacing. Meamwhile, our PR
ng medio obout Power Pocing directly ond Iiuough national mogazine orticles.
We'll also supply training manuals and « Or you ton choose our personal instruction package. Either way, you can be up to speed in under o day.
What other stationary bike offers that kind of support?
THE BOTTOM LINE. People of all ages will be asking you about Power Pacing. So moke sure you're prepared. Call Keiser today of (209) 265-4700 and we'll shaw you how ensy

it is fo bring Power Pacing to your club.

There's no telling how for you could go

MEISER .. wmms

Fax: (209) 265-4780
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(800) 666-0025 (Ext. 22) <RENO

Fully licensed and bonded
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Greater Health Y Scottsdale, Arizona
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Retool your Club for the Changing Health Care Environment!

For more information, please call (303) 399-3224
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Increasing Club Revenue
Through Personal Training

by John Philbin

(John Philbin is the owner
of Philbin’s Health and Fitness
Centres in Germantown, Md. and
Centreville, Pa. John has been
asked by Ed Gaut, of Willowcreek
Publications, who normally writes
our Personal Training column each
month to contribute this article.
Thanks to John for sharing his
knowledge and experience.)

My background as an
Olympic and NFL strength coach
made my transition to “club owner”
achallenging undertaking. Beyond
a membership base, | knew that
clubs also needed to be profitable
through the promotion of member
programs and other club activities.
I'began looking for ways to use per-
sonal training as an avenue (o in-
crease my club’s revenue. What [
observed in other facilities helped
me outline strategies to build the

personal training business in my
own facilities. The following are
some of my findings, as well as
some successful ideas and promo-
tions that you can use and dupli-
cate in your own facility.

One of the first things that
I noticed when visiting a majority
of fitness clubs were the different
training techniques used by the
staff on the fitness floor. The in-
consistencies in training method-
ologies became noticeable when
watching the staff teach and dem-
onstrate various physical assess-
ments and in the designing of
strength programs for new mem-
bers. As a club owner, make sure
that your fitness staff is teaching
the same training methods and phi-
losophies, demonstrating the ma-
chines and free weight exercises
the same way, and encouraging the
same training guidelines when giv-
ing basic orientations. This will
promote the standardization of
your fitness staff and will give the
members confidence in the consis-

tency of the staff. This has been
achieved at both of my facilities
through the NSPA Certified
Conditioning Specialist Course.
All of my fitness instructors are
required to pass this advanced
training course and they are also
encouraged to take the ACSM
Certification course in order to
become more adept with the
technical aspects of physical as-
sessment and cardiovascular
training. Certification courses
coupled with weekly staff meet-
ings, ensure that all trainers are
on the “same page” when it
comes lo training philosophies
and protocol.

It is also important that
your fitness staff share and un-
derstand the general “mission”
of your facility. The mission
should continually be reinforced
through the example set by club
directors and other supervisory
personnel at the facility. Each
club should establish their own
mission statements. Our goal at

Philbin’s is to make sure that
the entire staff understands
and remembers that our mis-
sion is to improve the fitness
level of the members, thus
enabling them to lead a higher
quality of life. This also pro-
motes a friendly and welcom-
ing environment, which is es-
sential for the overall success
of your family-oriented facil-
ity. If your staff embraces
these ideas, your club will
benefit greatly in terms of
membership retention and
overall satisfaction of the
members.

An understanding of
the club mission statement, in
conjunction with standardized
training methods and prin-

John Philbin

ciples, builds the platform needed
to launch a successful personal
training program. Although clubs
vary in their personal training
guidelines, all my personal train-
ers begin as filness instructors.
After a period of six months, they

are able to start developing their
own personal training business.
All financial aspects associated
with personal training are moni-
tored by the fitness director. By
not allowing outside trainers, you

(See John Philbin page 29)

Want to add a real boost to your
member’s workout programs? Try
the new state-of-the-art computer
console from StairMaster®... it's
like having your own team of
personal trainers on staff.

Installed in every new StairMaster
FreeClimber® console are new
workout options like fat
burner...rolling hills...aerobic
training...and cross country which
really burn calories and help your
members get in shape. To save
time, the new quick start option
lets them start exercising
immediarely.

For mare information, call

1-800-635-2936

© 1996 Starblutes SporMedical Procucn, LT SRalMASIIOT. Soiurdacr and FreeClimber ane either regiresed
Bormarks o rradesmurks of Soairhd SporesfMedical Prodeces, LP in the Linited Sttes anelfor ather conmtries.

Try out the new StairMaster personal
trainers at your club—they work hard,
have years of experience, and great
health benefirs.
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TENNISAND FUN: PART ONE

by Spike Gonzales

WG all certainly have

to deal with that special thing called
fun! Fun is the most critical ingre-
dient in our recipes for success in
tennis and the overall club business!

As the “captains of our
cultures,” our own feelings about
“fun” significantly affect our club
environments. Yet, | am frequently
surprised that club pros, managers
and administrators don’t have a
definition for this crucial element in
their own minds.

While 1 don’t have the
right to define “fun” for everyone,
I will express what I see it to be.

But first, let’s look at some ways
in which fun is not accurately de-
fined.

Some people feel that
fun is playfulness or joviality.
Certainly in these states we are
having fun, but they in no way
sufficiently represent the full ex-
tent of the subject. Atennis player
in a tight and challenging match
is having fun, but doesn’t neces-
sarily show playfulness or light-
heartedness. When you go to a
good movie, you are having fun;
but the movie may be very heavy
or serious. There may be no
laughter or lightheartedness.

Some feel “winning is
fun.” However, if this were the
case, we tennis players would al-
ways want to play weaker oppo-

your bottom line healthy.

paid until you do...
A/R's in shape as you are!

(300)

Are You
Getting Your
Payments Fast...

or Just Half-Fast?

Let Belmont handle those stubborn accounts while vou
focus on getting members and keeping them happy.

Belmont's solutions-oriented professionals provide
comprehensive accounts receivable services to keep

Remember, when you team with Belmont, we don't get
50 we're as motivated to keep your

Ask about our Client Lending Program.

=S BELMONT {6

780-0115 = (410) 780-0100

nents. [Ironically, in fact, players
winning tournaments often lament
they didn’t have a lot of fun be-
cause “there wasn't much compe-
tition.” 1'd suggest that “ trying to
win “ is fun, and that winning at
best is “ego-satisfying.”

In the tennis world, be
relieved that winning isn’t synony-
mous with fun. If it were, then
50% of the players in your club
simply didn’t have fun today!
Why would they want to keep
coming back?

So how do you define
“fun”? In my mind it is “the en-
gagement of the mind in a satisfy-
ing pattern or sequence.” Ata
good movie, we have fun being
engaged in the “sequence” of the
plot. In an entertaining conversa-
tion, we have fun being engaged
in the parlay of thoughts. When
one is knitting or building a model
airplane, he or she is having fun
being engaged in the pattern be-
ing followed.

While this is a rather
“dry” definition, I’ve found it to
stand the test of time, and to be
applicable as a tool for tennis
teachers and administrators. We
must be adept at engaging the
minds of our players. When we
aren’t, we lose them!

There are a number of
aspects of tennis that provide fun
for its participants. One of the
broadest of these is that of compe-
tition. For many of us the mere
possible ego-satisfying reward of
winning is enough of a carrot to
engage our minds in endless hours
of practice and rigors.

A second element pro-
viding fun in tennis for some of us
is simply having the medium for
personal improvement. We be-

come engaged in the
process of developing
physical and mental
skills, receiving satis-
faction of conquering
them in increments.
Another as-
pect of tennis provid-
ing fun is its ability to
provide fitness. “Fit-
ness,” in my mind is
the “process of im-
proving or sustaining
capabilities”. Tennis
allows one to be en-
gaged in this process,
feeling the satisfaction
of progress in a worth-
while direction,
whether it be physical,
mental, emotional or

all three.
Another way

Spike Gonzales

in which tennis may
provide fun is in the opportunity
for social interaction. Tennis of-
fers a way for people to interact
and “connect”, very often in a set-
ting that provides a sense of af-
filiation or belonging. Our minds
become engaged in this process
of relating with others.

The most innate and uni-
versal source of fun in tennis is
the rally. This is the “molecule”
of fun to the game. The sequence
of the ball kept under control in
continous play back and forth is
the most intense and elementary
aspect of the game'’s ability to
grab the mind. Ina rally, the mind
is totally absorbed. Time stands
still, and concerns about the out-
side world vanish. It is probably
the most psychologically healthy
element to the game, allowing us
at times the same benefits as
meditation. Unfortunately, it is

often de-emphasized by tennis in-
structors offering ways to “put the
ball away” in their prescription to-
ward becoming winners.

A club culture putting
too much emphasis on just one
tennis channel for fun will lose
players who don’t find that area
appealing to them. For instance,
a club with the prevailing philoso-
phy that tennis competition is the
source of fun will probably offer
a number of tournaments and com-
petitive leagues. It will lose the
interest of juniors and adults look-
ing for recreational, social or self-
improvement outlets.

I believe it's best when
clubs recognize that players have
a number of different preferences
for getting their fun out of tennis,
and offer programs-tailored to pro-
viding fun in a wide variety of
ways.

(Spike Gonzales has
been building tennis markets since
1971. An influential member of
the USPTA, USTA and IHRSA, he
was involved in bringing those
organizations together in found-
ing the National Tennis Rating
Program. He presently serves as
an advisor to Tencap, a USPTA -
endorsed tennis handicaping and
rating system. As President ofAD-
In Club Management and the
owner of the Naples Racquet Club
in Naples, Florida, he specializes
in the development of pros and
managers in the tennis industry.
To reach Spike, Call (941) 774-

2442)
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ustin, Texas - Over
300 health and fitness industry pro-
fessionals attended the Texas Health
Racquet  and Sportsclub
Association’s (THRSA) inaugural
event held on Sunday and Monday,
July 21 and 22, 1996. The seminar
for club owners and managers ended
with a luncheon address by Kenneth
H. Cooper, M.D., Founder of the
Cooper Aerobics Center and John
McCarthy, Executive Director of
IHRSA.

Dr. Fred Brownson, Trea-
surer of THRSA, presented Dr. Coo-
per with the first annual THRSA
Outstanding Service Award. Dr.
Cooper spoke at length on his fasci-
nating years of experience in provid-
ing “health care for healthy people”
and gave his thoughts on health care
trends in our country and how health
clubs must position themselves in
the future.

Texas Governor, George
W. Bush, addressed the luncheon
attendees by video, speaking of the
benefits of regular exercise and his
support of the industry’s efforis to
turn every Texan from a “ spud into

a stud.” Governor Bush is an
active runner and frequent visi-
tor to the Cooper Fitness Center.

Joe Holt, Secretary of
THRSA, invited John McCarthy
to join the THRSA Board of Di-
rectors as an honarary member.
After graciously accepting, Mr.
McCarthy delivered an eloquent
keynote addresss which exam-
ined the Surgeon General’s report
in great detail, emphasizing the
sections in the document which
formalize the institutional sup-
port that the health and fitness
club industry now has from the
government as well as the medi-
cal community.

Attendees were de-
lighted with the quality speakers
and the depth and relevance of
their remarks. Ramiro Galindo,
President of THRSA, beamed,
“This is an historic event for our
industry in Texas. The fact that
we have been able to attract
speakers of international caliber
and have succeeded in filling our
first event to capacity is a testa-
ment to the quality of our Board
of Directors and proves the need
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THRSA Founders and Speakers back row (L to R) Joe Holt,
Michele Melkerson, Dale Lane, Ramiro Galindo, John McCarthy,
Karen Kirby, Dr. Ken Cooper, Brent Darden, Dave Cardone;
front row (L to R) John Ba , Cid Galindo and Herb Lipsman

for an organization such as in Dallas, concurred, “What a won- ganization can do for each of our
THRSA.” Lori Horvath, General  derful event, Ibelievewe haveonly  clubs.” Mary Virginia Petty,
Manager of the Lincoln City Club  begun to see what a state level or- (See THRSA page 32)
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$100,000 PROFIT... IN 90 DAYS!

SAGGING SALES? « NEED CASH NOW? « NEED DUES INCREASED? + NEED MORE GUESTS?

ADVANCED SOLUTIONS TEAM, INC. has the answer!
NO COST OR OBLIGATION BY THE CLUB.

Our team sends a representative to your club to begin a sales program that
combines television commercials, direct mail brochure card, telemarketing|

and other creative interior and outside marketing programs.

YOUR NORMAL SALES NOT AFFECTED!
1,000 NEW INFORMATION CALLS... 500 NEW MEMBERS IN FIRST 8 WEEKS!

FREE MARKET TEST

Advanced Solutions will test your mar-

ket with television and direct response market-
ing for one week! NO CHARGE! If Advanced
Solutions Team, Inc. and you are satisfied we
continue with our "Cash + Dues Marketing Plan"

ADVANCED SOLUTIONS SELECTS ONE CLUB PER MARKET AREA. PHONE 800-938-0234 FOR FREE PROJECTION ANALYSIS

the 97% of the prospects that NEVER respond?

TOTAL AREA WITHIN 8 MILES IS REACHED!
Have you ever questioned how to reach

THIS IS IT!

SUITE 800 DALLAS, TEXAS 75251
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THE ELIXIR OF YOUTH

How To Be In Super Shape, Whatever Your Age

by Bob DelMonteque, N.D.

(Editor's Note: Bob
DelMonteque heads up the Senior
Fitness Program for ISSA - The In-
ternational Sports Sciences Asso-
ciation. He is the Dean of Fitness
inAmerica and at age 76, America’s
formost expert on Senior Fitness.
This article has been published to
help club operators promote exer-
cise, health and fitness to the senior
market. You are welcome to make
copies of this article in order to pro-
mote membership to seniors in your
club.)

Whalever your age,

you are young if you have good
health. And for me, exercise is an
essential component of good health,
as essential as eating and sleeping.
Activity is life, stagnation is death.
Lack of physical activity is the big-
gest single contributing factor of
many of our chronic ailments. The
phrase “survival of the fittest” ac-
quires special meaning when you

contemplate the health benefits of
exercise.

There's too much stress
in our lives today. Exercise is a
great tranquilizer when you're
stressed. (Also prayer and medi-
tation.) Don’t forget that exercise
actually creates endorphins, those
feel-good chemical messengers of
the brain. You not only feel great,
you are boosting your immune
system. It’s a miracle what it can
do for you. Fine tune your body.
When you're in great shape, you
have a powerful sense of well-be-
ing. It’s an exuberant feeling.
How sweet it is! You feel you can
conquer the world.

For seniors, exercise can
be a special challenge. There are
so0 many obvious excuses. But |
urge you to believe that you can
and must make the effort to get
yourself physically fit. It's never
too late. You can do it, I believe at
any age.

When I was 65, 1 got
tired of chasing dollars. I had a
success going, had started about
500 healthclubs over 35 years.
But I sold my business, and put
myself out to pasture. It was ac-

Bob DelMonteque, Age 76

tive pasture - I still did lots of
things, but with no authority, no
responsibility. For the previous
ten years I'd been wrapped up in
the business of business. I weighed
about 200 pounds, my waist was
34 inches, my body fat about 18
percent. This was top bracket for
age 65, but it didn't feel right. In
fact I felt soft, I felt like a mess.

So, I didn't choose to
smell the roses and take it easy. I
made it my goal to get back in re-
ally great shape. The goal was 185
pounds, a 32 inch waist, and body
fat 12 percent. Let me tell you,
the first six months were tough. I
could have come up with excuses.
Because it was hard work and took
sacrifice, | could have thrown the
towel in many times. You do have
little aches and pains and yes, you
grow tired. But I didn’t give up,
because through my visualization
practice I saw a healthy body.

There is a danger in do-
ing too much too fast. 1 didn’t
want to injure myself, so I did all
the stretching before and after.
Over many years in the fitness
business, | had learned the
warmup and cool down are very
important. 1 started walking in-
stead of jogging, lifted light
weights at first. It was like start-
ing all over again. Asababy does,
first you have to crawl, you
wobble, you learn to walk, and fi-
nally you can run. It took about
60 days before I felt good enough
to endure a real workout. Then it
took about a year to get my goal.
I went back to yoga and medita-
tion, and they helped me enor-
mously.

Now, at 76, I'm in the
best shape I've everbeen. I've got
body fat down to 11%. I'm able
to bench press 250 pounds (I
started at 135). 1can run the mara-
thon now; ten years ago a mile was
too much. 1 ski with grandkids,
play tennis, climb mountains. No
aches and pains. 1've still got that
wiggle in the walk! Maybe I'm
lucky. I've never been sick in bed
a day in my life, never had sur-
gery. The occassional cold or
sinusitis comes along, I walk right
through it. But besides good luck,
there’s been a lot of dedication to
health and fitness, a drive to my
goals, blazing determination. |
want you to have this too.

So, let’s learn more about
getting off that couch and into a
whole new world of fitness. There

are three components of a good
exercise program: weight train-
ing, flexibility and aerobics.

1) Weight training gives
you lean muscle mass. Large
muscles of legs and trunk are the
ones that must be strengthened.
Only weight training can do it.
Lean muscle mass is so important
as you get older. It builds strong
bones, guards against
osteoporosis. Of course it makes
you look better, gives you better
posture, a stronger body. With
this comes more confidence, self-
esteem, a more positive outlook.
The more attractive you are, the
more people are attracted 1o you.
It’s a fact of life.

2) Flexibility is impor-
tant for your posture, for aches
and pains. Basically, this part of
the program is stretching exer-
cises. Stretching lubricates the
joints, helps relieve arthritis. Our
tendons, ligaments and muscles
have a tendency to shorten as we
grow older. Why? It’s just part
of the aging process. Watch how
every year an old person’s stride
gets shorter. There’s a pain clinic
at the University of Miami that
has 10,000 graduates. The main
component of their program is
stretching. They literally stretch
people back into good health.
People who come in wheelchairs
go out of there walking. Even
with the wiggle in the walk again!

3) Aerobic means oxy-
gen-demanding. Aerobic exercise
strengthens your heart, and your
heart is basically a pump. Your
second heart is your legs.
Strengthen that heart - you'll be
able to perform a lot better. 1 be-
lieve you only have so many
heartbeats in your lifetime. The
average person has a resting pulse
around 80 beats per minute. If
you're in the 70s, that’s fair. If
you're in the 60’s , that’s good.
It shows you're in excellent con-
dition to have a resting pulse in
the 50’s. (Mine is currently 51).

What’s considered acro-
bic exercise? Walking, jogging,
hiking, climbing, dancing, bicy-
cling, swimming, using stationary
bikes or treadmills. But the best
aerobic exercise for seniors is low
impact and the ecasiest is walk-
ing. Walking three miles in 45
minutes provides more cardiovas-
cular benefits than running one
mile in six minutes, and there is
much less risk of hurting yourself.

Walking improves coordination
and balance. To get aerobic ben-
efits you need to walk brisky. Lean
your body forward, swing your
arms at your sides in a relaxed way,
look straight ahead, not at the
ground. Don’t take short strides,
really step out. Don’t tighten up
your hands or clench your jaw, just
go naturally. Remember to do
stretching before and after. A good
stretch is the toe touches, standing
or sitting down. Also, walking on
atreadmill is excellent because you
can vary the speed and elevation to
suit yourself and you also avoid
traffic and barking dogs.

1t’s ideal to work out five
days a week on your aerobics and
flexibility. Weight training three
time per week. At a minimum, try
to spend three hours per week on
exercise. All you need do is make
regular exercise a habit.

So take it slowly but take
it surely. Make that commitment.
Visualize your goal - a healthy,
youthful, strong and fit body. Per-
sist with blazing determination un-
til it happens. 1believe God gives
you two choices: To look good, feel
good, have good health, enjoy life.
Or to look bad, feel bad, not enjoy
life to the fullest. You make up your
mind. You don’t have to overdo it.
Don’t try to start at five times per
week. Start off slowly with 30 min-
utes three times per week and in-
crease your volume of exercise as
you get into better condition. Just
remember...... getupand doitona
regular basis...... no matter how
little you do in the beginning, if you
make it a regular habit, you WILL
get stronger..... you WILL feel bet-
ter and you very likely WILL live
longer! From my heart I wish you
well!

(Bob DelMonteque’s book
LIFE LONG FITNESS is available
by sending $19.95 to: Bob
DelMonteque, 23916 DeVille Way,
Malibu, California, 90265).
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When it comes to

CERTIFICATION

of your personal trainers, you can count on

Our Team of Experts!

ﬂw ‘i&m

Dr. Fred Hatfield, 1884 Dr. Sal Arria, 1884 Co- Bab Delmonteque, D, Bill Pearl, Worlds Leading Tom Plaiz, BS. MSS, Multi-Mr. ~ E.J. ‘Doc’ Kreis, 3 time Dr. James Peterson, Director of
fo-Founder & Author of Founder and U5, Dlympic Worlds #1 Senior Fitness Health & Fitness Consultant ~ Universe and World Renown Streagth Coach of the Year  Aerabic Fitness - Past Sports
Over 50 Texts on Fitness Team Doctor (onsultant & 5 Mir. Universe Lecturer and Fitness Expert University of Colorado Medicine Director for (ybex

2 g

THIS IS JUST A FEW OF THE MANY FITNESS EXPERTS ASSOCIATED WITH THE INTERNATIONAL SPORTS SCIENCES ASSOCIATION

The ISSA was founded in 1988 by Sal A. Arria, D.C., MSS, and Frederick C. Hatfield, Ph.D., MSS. Together, they sought to build a solid foundation for health and fitness education that
would standardize knowledge, techniques, and philosophy both nationally and internationally, 1SSA then formed an advisory board culled from the elite ranks of research, coaching, sports
medicine, and other branches of sport and fitness science, The majority of 1S4 professors & advisors are both world class athletes and Masters or Ph.D.s—people who have extraordinary
academic backgrounds and also decades of practical "in the trenches” fitness and training experience.

Today, the International Sports Sciences Association has certified over 10,000 fitness instructors around the world. This means that your health club can now have an entire staff of finess
professionals practicing the same fundamental skills of exercise assessment, nutritional counseling, fitness instruction, sports medicine practice, and legal procedure. This gives you and
your staff the professional credibility and a valuable education needed in todays ever competitive market. Many ISSA courses are taught in major colleges and universities around the world
so when it comes to choosing a certification program, no other organization can come close to what we have to offer...no one!

HERE IS WHAT ISSA CAN DO FOR YOU: ISSA CERTIFICATION PROGRAMS INCLUDE

® Anatomy, Physiology, Biomechanics, Nutrition, Kinesiology

& WE CAN PERSONALIZE OUR TRAINING PRO-
GRAMS TO INCLUDE SPECIFIC INFORMATION

ABOUT YOUR CLUBS POLICIES AND PROCE- ® Specific One-on-One training techniques from the first session with a
DURES! client to teaching them how to live a healthy, fit lifestyle.

® YOU HAVE THE OPTION OF A WEEKEND ON- ® Flexibility, stretching programs as well as safety and spotting tech-
SITE CERTIFICATION SEMINARS AT YOUR CLUB niques to minimize the risk of injuries.
AT NO EXTRA CHARGE! GROUP DISCOUNT
AVAILABLE. ® Sports Medicine topics including training the low back, shoulder, knee

and other orthopedic conditions as well as first aid.
ISSA WILL TRAIN YOUR STAFF TO PROVIDE PRO-

© FESSIONAL, STANDARDIZED INFORMATION TO ®
YOUR MEMBERS. IT'S REAL SIMPLE QUALITY
SERVICE MEANS MORE REFERRALS!

Body composition, fat loss and supplement guidelines and standards.

® Professionalism in the workplace and proven techniques for trainers to

LET US SHOW YOU HOW YOUR TRAINERS CAN use that will attract more members from your community,
MAKE YOU $50,000 TO $200,000 PER YEAR!
¢ ot - SPECIALIZED CERTIFICATION & CEU PROGRAMS AVAILABLE:
WE'LL TEACH YOUR TRAINERS 10 PROVEN - Certified Fitness Trainer * Specialist in Martial Arts Conditioning
WAYS TO GO INTO THE COMMUNITY AND BRING  *Youth Fitness Trainer * Aerobic Fitness Trainer
YOU NEW MEMBERS! * Senior Fitness Trainer 3 * Water Fitness Trainer
* Specialist in Sports Conditioning * Fitness Therapist

* Specialist in Fitness for the Physically Challenged = Specialist in Performance Nutrition

FOR FREE INFORMATION ABOUT ANY OF OUR SPECIALIZED CERTIFICATION OR
CONTINUING EDUCATION PROGRAMS PLEASE GIVE US A CALL TODAY.

-800-89

".'.........-..'.."...........‘.....'...'.....l........."............l...'...-.
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TING MATTERS

By Mike Chaet, Ph.D.

paper sales persons thinks. Many
times this “marketing” group will

Dear Mike,

What is the best way for
us to construct our ads to get maxi-
mum readership? Should we use
pictures? What should be in the ad?

John Wood
Final Results
Gilberisville, Pennsylvania

Dear John,

That doesn’t sound like a
good greeting does it? Oh well, in
regards to your thoughtful question.

Creating an ad and plac-
ing it is all about getting responses,
nothing more. Responses, in the
form of membership inquiries.
Many club owners develop their
ads based on what they like, or what
their staff, spouses or even news-

lower amps using ou

Deck Lubricant.

cost.

They're long lasting,

install.

Make your treadmills last longer and draw

Stop losing weight selector pins
by installing NGS Weight
Selector Pin Leashes.

3. Use NGSReplacement
Belts and Decks. Ours last
longer at a fraction of the

Try our ﬂéplacament Grips
for StairMaster, LifeStep,
Trackmaster, and ClimbMax..

inexpensive and easy to

8780 NATIONAL BLVD.
SUITE 209
CULVER CITY, CA 90232

stroke each other into believing
they have done a good job, when
in fact, they have broken many of
the rules of ad construction, thus
actually reducing the chance of
readership.

The key word here is
“Impressions”, meaning the times
people actually see your message.
In the case of an ad we also want
“Readership.” The combination
of impressions and readership
hopefully will be turned into “Re-
sponses” or as we said before, “In-
quiries.” The job of your ad is to
create as many inquiries as pos-
sible, for as few advertising dol-
lars as possible. It is obvious that
an ad costing $1000 is going to
be more productive to you if we
getsignificantly more impressions
and responses PER ad thus creat-
ing more inquiries. This maximi-
zation can be done by following a
few of the following rules:

HELP (HUWL

r amazing new HGS

1. TOP TO BOTTOM
LEFT TO RIGHT

People read from top to
bottom and left to right in our soci-
ety. If we structure reading patterns
other than this we significantly re-
duce readership. This reduction
can be between 20%-50% depend-
ing on the combination of mistakes
you make. For example: By plac-
ing your headline ABOVE the
photo in your ad will reduce read-
ership by as much as 20%. That
can be costly. So structure your ad
by placing PHOTO or ATTEN-
TION GRABBING HEADLINE
either at the very top of the ad or to
the left side. Next will come the
USP HEADLINE, followed by
SUB-HEAD, BODY COPY, OF-
FER and LOGO. By sequencing
these items properly you will maxi-
mize response.

2.ATTENTION GETTER

When we think of at-

tention getters we usually
think of photos. Photos in
most cases do the job quite
well if you have chosen
the right photo. Other at-
tention getters are what we
call THE CALL ATTEN-
TION GRABBING
HEADLINE, such as
“Physical Fitness May
Prevent Premature
Death”. A headline that is
this strong needs no photo
to get attention. This at-
tention getter, be it a head-
line or photo, should be at
the left or top of the ad. It

should lead the reader into
the Headline and Sub-

Mike Chaet, Ph. D.

Head.

3. HEADLINE AND
SUB-HEAD

Your headline

should contain what is called a
“Unique Selling Proposition™ or
“USP’. The USP should provide

Iﬂll VL ﬁﬂﬂﬂl\?

SESAVEIMON

5. Call NGS for electronics repair for StairMaster 4000PT,
Lifecycle (most models), Gauntlet, Gravitron,
LifeRower, ClimbMax, LifeStep, Trotter and

. Trackmaster.

Trackmaster.

questions.

6. Use our quality replacement parts for
StairMaster, Lifecycle, Tectrix, ClimbMax,
- BikeMax, Airdyne, DX 900 and

7. Call our toll-free number 1-800-
GYMPART (496-7278) for FREE
technical support on all commercial
fitness equipment.

8. Contact us by fax at 310-278-1747,

or on the internet at
gympart@primenet.com with your
replacement part and maintenance

CALL 1-800-GYMPART FOR
A FREE CATALOG OF PRODUCTS
OR TO PLACE YOUR ORDER

the reader with some special ben-
efit to them as the reader. This
benefit should be so strong as to
entice them to read on. Your USP
may be a special price benefit, it
may be a statement as above that
implies that IF they are fit, they

(See Mike Chaet page 30)




PAGE 17 SEPTEMBER ISSUE

[envents
”]E thEl | .

#




Tarm Cates

PAGE 18 Eglnh In sider SEPTEMBER ISSUE

F 5|

There is no place on earth like Costa Rica! (2
Villa de ?dpagayo E( Ocotal, Costa Rica |
V' is a brand new |
J : four-bedroo:lfll,a fiiﬁﬁ’éﬁ.g Vila with full staff (‘é"o"oﬁ

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.

The lushly-landscaped villa includes an
oversided deck with swimming pool and waterfall.
There is also a spectacular great room with 32-foot
ceilings, TV, VCR, stereo and air-conditioning in
the bedrooms. Guests at the villa also have use of
the amenities at the nearby Ocotal Resort Hotel,
which includes three swimming pools, tennis, scuba
diving, snorkeling, beach and health club.

Also available are the world’s best sports
| fishing for marlin and sails, rain forest, volcano and

giant sea turtle tours, birdwatching, horseback
riding, whitewater rafting and various other nature
tours.

An all-inclusive plan provides all your food ey '
and drink (an open bar) during your stay at Villa Papagayo. The staff is there to provide for your every need and you will enjoy daily wonder-
ful meals of fresh seafood, fresh vegetables and fruits like you’ve never tasted before. The villa is ideal for parties of two to eight persons.
Beds can be arranged as kingsize or single for your personal needs. GUEST BOOK QUOTES:

h“- A‘ e '. . ' “This has been a |

; - wonderful vacation. The |

- - 1 - L ; i i ¥ - = : . - mﬁb g"feﬂt " I
i il Christina Wolfe,

Decatur, GA!| |-

"You couldn't ask
for a better view. We will
be back again. Many
thanks."

Brian Hankel, Omaha, NE

"A true vacation!

COR siaffisAL Foodisyunmy, |
- -’ \ " the view awesome."
i ) e - -
s Chw o B gl = . Gary and Mary Streeter,
" " Andover, MA

Villa de Papagayo’s giant terrace overlooks the Pacific Ocean and includes a pool with swim-up : 1% o
bar, waterfall and ranchero. In the evening guests dine outside under the stars. For ava]lablhty call (404) 255-3220

=

] “.’.III |
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TROY AIKMAN
Dallas Cowboys - NFL

STRENGTH |,

ISO-LATERAL™ INCLINE PRESS .Q,. ~

To receive information on this machine or other -
= Hammer Strength® training equipment contact: _
HAMMER STRENGTH® - P.O. BOX 19040 « CINCINNATI, OH 45219 N

(513) 221-2600 OR 1-800-543-1123 \“‘

Photo by J.M.Manion
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Lower Energy Cost

No One Even Comes Close!

Pendent

Brilliant
Energy
Saving
Technology

400 & 1000 Watt Indirect Fixtures
Easily Installed

> Gyms [> Manufacturing
> Indoor Tennis [ Warehouse
> Air Structures > Rerail

Financing & Leasing available.

BEST

LIGHTS, INC.

Brilliant Energy Saving Technology ™

t —

Al AT T | = - > = s - gl
“We knew this would be a world class facility. The lighting levels have surpassed all our expectations and calculations.
We now exceed USTA tournament standards, with only 14 — 1,000 Watt BEST Lights™ per court, averaging 160 footcandles. — 1'800-KIL— A—WrAT

1 ¥ [ : hletic Cli Il , Coll :
Steve Krum, President, Greenwood Athletic Club, Englewood, Colorado Call for aﬁ'ee brochure ... 1-800-545-2928 * Fax: 810-589-0134

L]

Air Structure . Unistrut il

)

.
|

“We doubled our light levels with 4,000 Watts less per court.” —
Will Cleveland, Gen. Manager, Wildwood Racquet Club, Ft. Wayne, Indiana.

For Insulated Ceilings . . . Call Our Other Company

COMMERCIAL Call for a free brochure . . .

BUILDING & 1-800-423-0453

RETROFIT, inc.

“The reason we chose BEST Lights™ ? Because it is the latest in
technology.” — Todd Pulis, President, The Thoreau Club of Concord,
Concord, Massachusetts.
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U. S. Surgeon General's Report
On Physical Activity & Health

A NEW VIEW OF
PHYSICAL ACTIVITY - This
report brings together, for the first
time, what has been learned about
physical activity and health from
decades of research. Among its
major findings:

* People who are usually
inactive can improve their health
and well-being by becoming even
moderately active on a regular ba-
sis,

* Physical activity need
not be strenous to achieve health
benefits.

* Greater health benefits
can be achieved by increasing the
amount (duration, frequencey or

intensity) of physical activity.

THE BENEFITS OF
REGULAR PHYSICAL AC-
TIVITY - Regular physical ac-
tivity that is performed on most
days of the week reduces the risk
of developing or dying from some
of the leading causes of illness
and death in the United States.
Regular physical activity im-
proves health in the following
ways:

* Reduces the risk of dy-
ing prematurely.

* Reduces the risk of
dying from heart disease.

* Reduces the risk of
developing diabetes.

Suceens hack

SERVICE PROGRAMS

Best in the busm&ss...ahd we can prove it!

Customer payments via Electronic Funds Transfer from banks,
S&L's, credit unions, checking and/or savings accounts.

— 4

Per Payment Processed
($10 payment, $100 payment...same price!)

PLUS
Pro-Financial Collection

Ask for our FREE money-saving analysis worksheet

“IMPROVE YOUR PROFIT
EVERY

A”

Call BUSINESS DEVELOPMENT Today!

1-800-233-8483
AFFILIATED ACCEPTANCE CORPORATION

Main Post Oifice Box 419331, Kansas City, Missouri, USA 64141

FAX: (B16) 753-1429
WEBPAGE: http:/

AAC...“We're Here To Work”

E-MAIL: 74041,2525@compuserve.com
/www.fitnessworld.com/pro/trade/atfiliated.himl

* Reduces the risk of de-
veloping high blood pressure.

* Helps reduce blood
pressure in people who already
have high blood pressure.

* Reduces the risk of de-
veloping colon cancer.

* Reduces feelings of de-
pression and anxiety.

* Helps control weight.

* Helps build and main-
tain healthy bones, muscles and
joints.

* Helps older adults be-
come stronger and better able to
move about without falling.

* Promotes psychological
well-being.

A MAJOR PUBLIC
HEALTH CONCERN - Given
the numerous health benefits of
physical activity, the hazards of
being inactive are clear. Physical

inactivity is a serious, nationwide
problem. Its scope poses a public
health challenge for reducing the
national burden of unnecessary ill-
ness and premature death.

WHAT IS A MODER-
ATE AMOUNT OF PHYSI-
CAL ACTIVITY? As the ex-
amples listed in the box on this
page show, a moderate amount of
physical activity* can be achieved
in a variety of ways. People can
select activities that they enjoy
and that fit into their daily lives.
Because amount of activity is a
function of duration, intensity, and
frequency, the same amount of ac-
tivity can be obtained in longer
sessions of moderately intense ac-
tivities (such as brisk walking) as
in shorter sessions of more
strenous activities (such as run-
ning):t

MLES OF MODEM?"EAMO[HVTS OF AC'HWTY

S—

Washing and waxing a car for 45-60 minutes

Washing windows or floors for 45-60 minuites

Playing volleyball for 45 minutes

Playing touch football for 30—45 minutes

Gardening for 30—45 minutes
Wheeling selfl in wheelchair for 30-40 minutes

Walking 1, miles in 35 minutes (20 min/mile)

Basketball (shooting baskets) for 30 minutes

Bicycling 5 miles in 30 minutes

Dancing fast (social) for 30 minutes
Pushing a stroller 1'/; miles in 30 minutes

Raking leaves for 30 minutes

Walking 2 miles in 30 mimnﬁﬂﬁ'minﬁmiic)
Water aerobics for 30 mirfites
Swimming laps for 20 minutes

Wheelchair basketball for 20 minutes

Basketball(playing a game) for 15-20 minutes

Bicycling 4 miles in 15 minutes

Jumping rope for 15 minutes

Running 1 '/, miles in 15 minutes (10 min/mile)

Shoveling snow for 15 minutes

Stairwalking for 15 minutes

Less Vigorous,

More Vigorous,

* A moderate amount of
physical activity is roughly equiva-
lent to physical activity that uses
approximately 150 calories (kcal)
of energy per day, or 1,000 Calo-
ries per week.

T Some activities can be
performed at various intensities: the
suggested durations correspond to
expected intensity of effort.

PRECAUTIONS FOR
A HEALTHY START - To avoid
soreness and injury, individuals
contemplating an increase in physi-
cal activity should start out slowly
and gradually build up to the de-
sired amount to give the body time
to adjust. People with chronic
health problems, such as heart dis-
ease, diabetes, or obesity, or who
are at high risk for these problems
should first consult a physician be-
fore beginning a new program of

phyblcal acnwty Also, men over

- age 40 and
| women over age
50 who plan to
begin a new vi
. orous physi

. physigian first to
be gure they do
. n6t have heart

# disease or other

/-" . health problems.

STATUS OF
| THE NATION -
A NEED FOR
CHANGE

More Time

VN

ADULTS

* More
than 60 percent of
adults do not
achieve the rec-

ommended
amount of regular
physical activity.
In fact, 25 percent
of all adults are
not active at all.

* Inac-

tivity increases with age and is
more common among women than
men and among those with lower
income and less education that
among those with higher income
or education.

(See Surgeon General page 26)

v

Less Time
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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

Y ¥ NeARY

Full Service Customer Support
(Phone, Fax, SEI‘I'IiIIQII‘S)

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

Club

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

II l'll'lel' i 1 (800) 554—%&??5?2%??402-%5
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Trackmaster’s TM-TV:
The one fq watch.

AN AFFORDABLE WAY TO BRING
PERSONAL VIDEO
ENTERTAINMENT TO YOUR USERS.

e

This highly personal approach to on-the-

run entertainment means the user watches

Some clubs spend thousands of dollars on expensive what they want rather than whatever happens
theater wall installations when what their users to be on a common theater wall display—and

really want is up-close viewing of their favorite that makes their workout easier.

television programming and a chance to choose the TM-TV is anchored solidly to a frame-

programs themselves. welded display stand painted to match the
Trackmaster’s TM-TV is a 13” high-resolution color of the treadmill.

cable-ready color television monitor that lets the user It's a quality, user-targeted option that

watch television, change channels and even adjust makes a real difference, and it’s now available

the volume in their plug-in headphones. on every Trackmaster model.

TRACKMASTER

TREADMILLS
FOR INFORMATION, CALL TOLL FREE (800) 965-6455.
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10
GAFD "ONE CALL GETS IT ALL"

ENTERTAINMENT SYSTEMS

JEM BROADCAST
- TRANSMITTERS
"“%m&\
FM BROADCAST SYSTEM N *»«E -
JEM ELECTRONICS FM100 TRANSMITTER (FCC APPROVED) “vvue®

NOW CAN BE€ USED WITH TELEVISIONS
WITHOUT AUDIO OUTPUTS !

THATS RIGHT, FITNESS TECHNOLOGIES HAS ADDED TWO NEW PRODUCTS
THAT WILL ALLOW YOU TO USE TELEVISIONS WITHOUT AUDIO OUTPUTS.

CALL FOR MORE DETAILS
We NOW CARRY SONY o cowEnl
DSS SYSTEMS AND OTHER *-f""‘
SONY PRODUCTS.

F I ?EEZ?{?\JOLOGIES >

15 CRANES CRT. WOBURN, MA 01801

LeasiNG AvalLaste TOLL FREE 888-938-9919
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TWO EASY WAYS TO MANAGE
YOUR FITNESS INSTRUCTORS

Personal Trainer Business Manager for Windows™ is the first and
only software specifically designed for managing personal trainers
in a gym or health club. It is an appointment book, client database,
trainer database, and accounting package all in one.

Fitness Class Scheduler for Windows™ simplifies the task of
scheduling fitness classes and keeping track of fitness instructors.
With Fimess Class Scheduler for Windows™, you will be able to
create better class schedules with less time and effort.

4 Schedule and reschedule
classes simply by arranging
classes on the screen

& Keep track of training sessions

4 Maintain separate schedules
for each trainer

€ Maintain separate schedules
for each room and location

& Print trainer schedules for a
day, week, or month

4 Keep track of instructor
names, addresses, and
telephone numbers

4 Quickly find a training session

@ Record the days and times
each instructor is available

€ Automatically update client
balances to reflect training
sessions :

4 Automatically display lists of
available instructors

€ Record trainer income and

L S T || - <
expenses mmme e ‘ 4 Quickly find an available
e B = | substitute instructor

Comend ke [ |

# Keep track of client names,
addresses, and telephone
numbers

@ Print complete class schedules
for students and individual
schedules for each instructor

r. . = L ] e -
4 Generate invoices and receipts e

for training sessions

Aty wt |t abmematan

€ Record client payments

4 Create mailing lists of clients @ Easily customize a schedule’s

# Maintain client training logs,
and print progress graphs

# Record client medical history

and fitness assessment

@ Print monthly, quarterly, and
yearly reports of income and
expenses generated by each
trainer

appearance 1o suit your needs

@ Create reports of hours and
classes taught by each

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)
EASYT

Installs in less than

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
Microsoft® Windows™ version 3.1 or later. |

5 minutes!

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
30 days. We are sure that you will like it. If not, however, simply return the product to us,
and we will glady provide you with a complete refund.

FREE

SHIPPING Willow Creek Publications, P.O. Box 86032-A31, Gaithersburg, MD 20886 30-day
Maryland customers add 5% sales tax Money-back
Shipping is free and all Guarantee

To order, send check or money order to Unconditional

orders are shipped by
First-Class Mail.

FOR FASTEST DELIVERY

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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IHRSA'S Chuck Leve Promotes Gregg Shaplro

(Boston)- Mort Leve was
one of the true pioneers in the sports
club industry years ago. He was
heavily involved in handball and
due to that, he was instrumental in
the establishment of an association
for handball/racquetball club opera-
tors. The association became
known as the National Court Club
Association (NCCA). In 1981, the
NCCA was merged with the Na-
tional Tennis Association to form
what is now called [HRSA (Inter-
national Health, Racquet and Sports
Club Association.)

Mort Leve’s son, Chuck,
became the Executive Director of

Gre&g Shagiro

NCCA. After the merger, Chuck
was named the interim Executive
Director of IHRSA. Upon the hir-
ing of John McCarthy, the current
Executive Director of IHRSA,
Chuck was named as the person
in charge of the Associate Mem-
bership  Department  of
IHRSA.(Then called IRSA). His
job was to sell Associate Member-
ships to IRSA and to run IRSA’s
Annual Trade Show.

From his beginning as
the person in charge Associate
Membership sales and running
ITHRSA's trade shows Chuck’s
role has grown so that he now has
the very important role of Direc-
tor of Marketing for IHRSA.
IHRSA is a non-profit trade asso-
ciation for health, racquet and
sportsclubs from around the
world. ITHRSA now has over
3,000 member clubs in 48 coun-
tries.

John McCarthy, the Ex-
ecutive Director of IHRSA and
Chuck’s boss, made the follow-
ing significant comment about
Chuck Leve and his impact on
IHRSA: “Chuck Leve’s areas of
responsibility now generate over
50% of IHRSA’s annual revenue

and 100% of IHRSA’s annual
cash surplus.”

Gregg Shapiro joined
IRSA in 1987. His job was to
assist Chuck Leve with market-
ing of Associate Memberships
and running the two trade shows
that the Association produces
each year. In 1990 Chuck Leve
and his family moved from Chi-
cago to Boston so that Chuck
could take the role of Director of
Marketing for IRSA. After three
years in Boston, Chuck and his
family moved back to Chicago
with Chuck establishing a Chi-
cago office for his Director of
Marketing position. That move
left IRSA without a formal struc-
ture for the Associate Member-
ship Department. For three more
years, Chuck Leve and Gregg
Shapiro worked together with the
Associate Members and in the
production of the two trade
shows. (Annual Convention
Trade Show and Annual [HRSA/
Athletic Business Trade Show).

In an ongoing effort to
add value to membership in
IHRSA, Chuck Leve has an-
nounced on behalf of IHRSA ,
the promotion of Gregg Shapiro

=
-
j‘

July 1, 1996.

Associate mem-
bership sales and service
will be centralized in a
new department under
Shapiro’s supervision.
Prior to this, the Associ-
ate sales and service were
handled by separate de-
partments which handled
other Association func-
tions as well.

“My goal is sim-
ply to make it as easy as
possible for our Associate
Members to do business
with us,” said Shapiro.
“This new arrangement

.

et

%&; :

=

Frg

Chuck Leve

to Director of Associate AT
Membership, effective =

o

will offer them one-stop shopping
for memberships, booths, advertis-
ing and all services they need from
the Association.”

“This is good news,” said
Dick Mitchell of Checkiree RCM
Systems and chairman of IHRSA’s
Associate Member Council. “I’m
looking forward to working more
closely with Gregg on programs
and benefits for Associate Mem-
bers.”

Chuck Leve comments,

“Greg has the experience, the com-
mitment and the leadership ability
necessary to insure that member-
ship in IHRSA is beneficial to the
bottom line of our associate mem-
bers.” Joining Shapiro in the new
associate membership department
will be Karen Pritchard, Associate
Sales Manager; Rob Langone,
Marketing and Service Manager;
and Michele Eynon, Advertising
Sales Manager.

..Surgeon
General

continued from page 21

Adolescents and Young Adults

* Nearly half of young
people aged 12-21 are not
vigorously active on a regular ba-
sis.

* Physical activity declines
dramatically with age during ado-
lescence.

* Female adolescents are
much less physically active than
male adolescents.

HIGH SCHOOL STU-

DENTS * In high school, enroll-
ment in daily physical education
classes dropped from 42 percent
in 1991 to 25 percent in 1995.
* Only 19 percent of all high
school students are physically ac-
tive for 20 minutes or more in
physical education classes every
day during the school week.

IDEAS FOR IM-
PROVEMENT

- This report
identifies prom-

Adults

Regular Vigorous®

Inactive

Source: CIM 1992 Behavioral Risk Factor Sunvey

Both Regular Vigorous®
and Regular Sustained*

: Regular Sustained |

Not Regularly Active

*Regnebar Vigrorons- 20 mssahes | timws pres wend of wiposos idenaty
*Rogulsr Soatnned- 30 munisdes 5 fwiws per week of any iforly

ising ways to
help people in-
_|clude  more
physical activity
in their daily
lives.
* Well-
designed pro-
grams in schools
|to  increase
physical activity
in physical edu-
cation classes
have been

T =

shown to be ef-
fective.

* Carefully planned
counseling by health care provid-
ers and worksite activity pro-

* grams can increase individuals’

physical activity levels.

* Promising approaches
being tried in some communities
around the nation include open-
ing school buildings and shop-
ping malls for walking before
and after regular hours, as well
as building bicycle and walking
paths separated from automobile
traffic. Revising building codes
to require accessible stairwells is
another idea that has been sug-
gested.

SPECIAL
MESSAGES FOR
SPECIAL
POPULATIONS

OLDER ADULTS -
No one is too old to enjoy the
benefits of regular physical ac-
tivity. Of special interests to
older adults is evidence that
muscle-strengthening exercises
can reduce the risk of falling and
fracturing bones and can im-
prove the ability to live indepen-
dently.

PARENTS - Parents

can help their children maintain a
physically active lifestyle by pro-
viding encouragement and oppor-
tunities for physical activity. Fam-
ily events can include opportunities
for everyone in the family to be
active.

TEENAGERS - Regular
physical activity improves strength,
builds lean muscle, and decreases
body fat. It can build stronger
bones to last a lifetime.

DIETERS - Regular
physical activity burns calories and
preserves lean muscle mass, Itisa
key component of any weight loss
effort and is important for control-
ling weight,

PEOPLE WITH HIGH
BLOOD PRESSURE -Regular
physical activity helps lower blood
pressure.

PEOPLE FEELING
ANXIOUS, DEPRESSED, or
MOODY - Regular physical activ-
ity improves mood, helps relieve
depression, and increases feelings
of well-being.

PEOPLE WITH AR-
THRITIS -Regular physical activ-

ity can help control joint swelling
and pain. Physical activity of the
type and amount recommended for
health has not been shown to cause
arthritis.

PEOPLE with DIS-
ABILITIES - Regular physical ac-
tivity can help people with chronic,
disabling conditions improve their
stamina and muscle strength and
can improve psychological well-
being and quality of life by increas-
ing the ability to perform activities
of daily life.

For more information contact::

Centers for Disease Control
and Prevention
National Center for Disease
Prevention and Health Promotion
Division of Nutrition and
Physical Activity, MS K-46
4770 Buford Highway NE
Atlanta, Georgia 30341
1-888-CDC-4NRG or
1-888-232-4674 (Toll Free)
http://www.cde.gov
OR: The President’s Council on
Physical Fitness and Sports
Box SG
Suite 250
701 Pennsylvania Avenue, NW
Washington, DC 20004
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SALESMAKERS
TIP OF THE MONTH

TRANSFERABLE ENROLILMENT CERTIFICATE

r;JAWSOFes. Mokersw

"Insanity is doing the

t : The transferrable enrollment certificate entitles the member

same thmg aga_m and to transfer their membership to a non-member; retaining monthly
dues. The certificate represents the enrollment fee.

The club receives a transfer fee of ($25, $50, or a percentage of

the enrollment fee) while the certicate holder receives whatever bal-

eXpeCting different ance they want to charge, up to the current retail value of the enroll-

ment fee. This gives the member a vested interest in their club and

increases the perceived value of their membership.
reSUItS It is recommended that your membership be a minimum of
Stephen R. Couey. Authon one year in length with a 30/45-day withdrawal clause after one year.
The enrollment certificate is void for re-renrolling in the club 30/45
¥ ¥ days from the termination of the membership. For more details, call:1-

800-428-3334,

How much does it

cost your club to

not perform at it's
full potential?

% % % %

Best in the business and we can prove it!

MEMBERSHIP SPECIALISTS MASTERCAHD'VISA

Electronic Debits

Last year our clients 45¢

averaged an .
Per Monthly Debit
iIncrease of 27% ($10 or $100...same price!)

PLUS

DID YOU? Pro-Financial’ Collection

Ask for our FREE money-saving analysis worksheet

“IMPROVE YOUR PROFIT
EVERY DAY”

Call BUSINESS DEVELOPMENT Today!

Sales Makers 1-800-233-8483
(800) 428-3334 o e i e

FAX: (816) 753-1429 E-MAIL: 74041,2525@compuserve.com
WEBPAGE: http://www.fitnessworld.com/pro/trade/affiliated.html

AAC...“We're Here To Work”
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New Rock
Top 40s

502p5

weather sitcom

Ll

Classical

travel

Easy listening

book/magazine Rock & Roll
reading

Pick a channel...any channel.

The variety of entertainment choices is unlimited. CARDlo -/)
With CardioTheater, your members individualize / ®
their cardiovascular workouts by remote control.

: : 12 Piedmont Center, Suite 105 = Atlanta, GA 30305
Offer your members CardioTheater. They'll love the ?

selections, they'll enjoy exercising and they'll love

SFis Feenitel Abithank 10 You: Call (800) CARDIO-1 or (404) 848-0233

WE PUT FUN INTO FITNESS
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Fitness Pak maintains one of the highest

90% of our clubs remew with

WS evevy yeaw.

(We've ot pevbect; but we've wovking om it)

renewal rates in the insurance industry. The
reasons? Superior coverage tailored to the
special needs of the club industry and a long
standing commitment to personal service. And
many of our satisfied clients have been with us
since the first day we opened for business.

We visit each club because it's impossible to

underwrite quality insurance on the phone. During these

for ways to reduce costs - but not at the risk of

leaving your club underinsured. Find out why

Fitness Pak. Call

)/

on-site assessments, we're always looking

so many quality clubs continue to renew with

or 1-800-999-FPAK.
FitnessPak

Club Insurance Specialists
A Division of Inteftest

Our Visit Makes The Difference

1-800-873-FPAK

John Philbin

continued from page 11

can keep a good handle on the ac-
tivities and quality control of per-
sonal training that is being con-
ducted in your facility. We encour-
age our personal trainers to bring
in outside clients, which will in-
crease their revenue, as well as pro-
viding an opportunity to increase
your membership base.

Club promotion is also a
necessary part of a profitable per-
sonal training business. Success-
ful club promotion can be accom-
plished in several ways. One pro-
motional idea this is easily executed
is posting the photographs and
backgrounds of each personal
trainer. These should be placed in
a well traveled area of the club. If
a member is interested in hiring a
trainer, they can read what qualifi-
cations, certifications and specialty
areas, such as seniors fitness, ado-
lescents, pregnancy and rehabilita-
tion, that the trainer possesses. You
can also increase personal training
participation by advertising per-
sonal training specials in your club
newsletter. Some successful ideas
include: giving new club members
three free half-hour sessions, buy
three sessions and get one free, or

discounts for the higher number
of sessions purchased.

Many clubs also pro-
mote half-hour sessions. Half-
hour sessions are very popular
among people who work out at
lunch time or have limited time
to spend in the weight room. The
rates for half-hour sessions obvi-
ously cost less and are therefore
much more affordable for the av-
erage club member.

Another unique way to
increase revenue is to provide in-
centives for club members. By
encouraging them to bring friends
into the club, you increase the
probability of adding new mem-
bers. You can give members a free
personal training session just for
bringing a new member into the
club. Personal trainers may give
a client a free session to give to a
friend or family member for ev-
ery ten sessions that they pur-
chase. Promotions around the
holidays also work well. Try sell-
ing personal training sessions for
Christmas gifts, birthdays, anni-
versaries, Father's Day or any
other occasion.

Some facilities encour-
age trainers to do more personal
training by giving them a larger
percentage of total fees collected.
As their numbers of sessions per

month increases, they are able to
keep a larger percentage of the fee.
For example, one trainer completes
ten sessions in one month and must
pay 50% of their profits to the club.
However, if the same trainer com-
pletes 30 sessions in one month,
they only pay 40% of their profits
to the club, and
if they complete
60 sessions in
one month, they
only pay 30%
of their profits
to the club.
This sliding
scale is a popu-
lar way to en-
courage your
staff to increase
the number of
training ses-
sions they com-
plete per month.

These
are some basic
ideas and strat-
egies that have
been successful
at various clubs
and facilities,
including my
own. [ hope
you find them
useful and ap-
plicable to your

MANAGEMENT TRAINING

FOR CLUB OWNERS * MANAGERS & DEPARTMENT HEADS

facility.

{John Philbin, M.A.,
CCS, is the owner of Philbin’s
Health and Fitness Centres,
Germantown, Md. and Centreville,
Va. He is the President of the Na-
tional Sports Performance Asso-
ciation (NSPA) and conducts cer-

— MARK YOUR CALENDARS —
3 JULY 1417
0O NOVEMBER 10-13
CMS Advanced Management Training Level Ii
O August 11-14

CMS Advanced Management Training Level |

planning — A Tumkey

FitsTrac for filness trainers and

IN TODAY'S HIGHLY COMPETITIVE AND VOLATILE MARKET PLACE.
Biz#Trac for business

ng: MeTrac for managers, TelTrac for

sales people,
Management Program.
+ The CORE Quantitative Analysis System.

includi

A 4-DAY INTENSIVE CERTIFIED TRAINING PROGRAM DESIGNED TO DEVELOP THE
SOPHISTICATED SKILLS NECESSARY TO SUCCESSFULLY MANAGE YOUR CLUB

CURRICULUM HIGHLIGHTS:
+ The copyrighted CMS ClubTrac System

+ Real life Sales Training & Sales Management.

$495% per person
— COMPLETE SATISFACTION GUARANTEED —

* Retention and Service Systems.

« Zero based Budgeting.

» Yearly Marketing Planning
» Leadership Skills and much more...

tification courses around the coun-
try. NSPA courses are geared toward
practical application and include a
comprehensive written exam as well
as a practical exam. For more in-
formation on the NSPA or its
courses, please call (301) 428-2879
and ask for Beth or Tara.)

FOR YOUR REGISTRATION PACKAGE
or for more information:
CMS—Club College
335 N. Last Chance Guich
406-449-5559
or fax 406-449-0110

39,

Mark Davis * Charley Swayne,

known as the Industrys top
Dick Mitchel and others.

management trainer
+ Plus other quest faculty such as

+ Mike Chaet, Ph. D. - Lead facilitator -

FACULTY:
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Reebok And Cross Conditioning
Announce Global Partnershlp

Swughton. Ma. - Recbok
International, Ltd. announced a new
worldwide strategic partnership with
Cross Conditioning Systems, (CCS) of
Broomfield, CO. to license, develop
and produce commercial and home fit-
ness equipment.

Cross Conditioning Systems,
founded in 1992, currently produces
and successfully markets three prod-
ucts for the commercial marketplace.
(1) The Body Mill- The first and only
linked, weight bearing, non-impact

total body exercise machine,
mixing the features of walking
and cross country skiing. (2) The
Body Trek - The first and only
non-impact, elliptical motion ex-
ercise machine offering a total
body workout by simulating
walking and jogging with an up-
per body component. (3) The
Body Block- The first and only
free weight, selectorized dumb-
bell system featuring eighteen
pairs of dumbbells in two
handheld adjustable weight

stacks. Through the agreement,
all CCS products will now
prominently feature the Reebok
sports performance logo.

“The partnership repre-
sents a unique opportunity for
Reebok to expand our brand’s
impact in the commercial fitness
market with exciting new prod-
ucts and with an excellent strate-
gic partner in Cross Condition-
ing Systems”, says John Frascoti,
Vice President of Sports and Fit-
ness Equipment Licensing for

Reebok. “The Reebok brand will
continue to build its fitness heri-
tage by working with CCS to pro-
vide clubs and consumers with
innovative new fitness products
that will meet consumers’ needs.”

Reebok brings to the
partnership established fitness as-
sets in the 55,000-member profes-
sional instructor alliance and the
industry respected Reebok Uni-
versity educational programming.
The Reebok brands heritage
started in fitness in the early 80's

Systems

and has expanded since then with
products, programming and educa-
tion to clubs worldwide”.
Reebok International,
Ltd., headquartered in Stoughton,
Ma, is a leading worldwide de-
signer, marketer and distributor of
sports, fitness and casual footwear,
apparel and equipment. Principal
operating units include The
Reebok Division, The Avia Group
International, Inc. and The
Rockport Co., Inc. Sales for 1995
total approximately $3.5 billion.

...Mike Chaet

continued from pagel6

may LIVE LONGER. That's pretty
unique in terms of benefits. Hot USP
right now are: Weight loss, Save
Money, Improve Health and Live
Longer. Your Sub-Head should take
your USP one step further to entice
them into the body copy of your ad.
For example if our headline is “Fit-
ness may prevent premature death,”
your sub-head may be: “Isn’t it about
time you looked into this? If so, read

n!” Which may very well lead them
into the body copy of your ad which
will tell them more.

4. DROP CAPS

AI the beginning of each
paragraph start the first word with a
BOLD letter at least 1 point size larger
than the body copy. This is done once
again to capture the reader’s attention
and to get them to read on.

5. BODY COPY

The main copy within

your ad should be plain talk de-
scribing your unique proposition
and how your club can provide
this benefit to the reader. The
body copy should once again be
in plain talk, meaning a language
that the reader will understand
and not feel that they are being

hyped.
6. OFFER

Yuur membership
offer should describe how to take
advantage of your USP. It should
tell the reader what their savings
or added value will be. This in-
formation should be placed be-
low the body copy and above
your logo and address.

7.LOGO

Many clubs will

place their logo at the top of their
ads thinking that it will improve
name recognition. You may get
a bit more name recognition, but
you will have poor readership
and response. The logo is only

important to the reader if the
messages and everything else is
correct. So, place it last as a fi-
nal message to the reader. Your
image is the last thing you want
to leave your reader with.

This is the content and
order that you should follow in
developing all newspaper ads.
Hopefully it will provide you
with maximum impressions,
readership and response.

This month’s question
was submitted by John Wood of
Final Results in Gilbertsville, Pa.
John will receive a copy a Mike
Chaet’s new book How To Man-
age Your Club for Maximum
Profit for submitting this month’s
question.

If you have a marketing
question for Mike Chaet please
submit it to him by fax at (406)
449-0110, E Mail to
CLUBIDOC @AOL.COM, or
mail to:Marketing Matters c/o
CMS, Box1156, Helena, Mon-
tana 59624. For additional infor-
mation you may call Mike at
(406) 449-5559.

perience and to discover

| "The
Winning

Spirit”
Order now from:

San Diego, California
(619) 536-7970 Phone
(619) 536-7976 Fax
faustmgmt@aol.com

Faust Management Corporation

$16.95 each plus shipping and handling

ACHIEVE
OLywmpic LEVEL Featuring:
PERFORMANCE IN Gerry Faust
Tony Alessandra
Rick Barrera
BUSINESS Les Brown
Jim Cathcart
& Shep Hyken
Warren Greshes
Bill Bachrach
PERSONAL i
Bill Brooks
ADVANCEMENTS or it
This book represents the thoughts of Goar giu:vgfﬁce f
twenty of the nation's leading cham- Francis X. Maguire
pions in the search for success. Take j e;l_?'b A
advantage of their insights and guid- me;{ E Me!:mn
ance to create your own Olympic ex- .‘Dr.'r‘mfs Fox

Bonnie St. John Deane
Dennis E. Mannering
Dennis & Niki McCuistion

Published in association with
the United States Olympic
Commitiee

o/’?‘“o,

f?¢ 46 ,04
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The best thing about our fithess equipment
isn’t our fitness equipment.

When we asked our customers what they liked best about Star Trac, we were
surprised to find a lot more than just our bikes, treadmills and stairclimbers resting
at the top of the list.

“Andy, my rep,’ said Andy’s clients. “Your flexible leasing options” was a
winner. “R&D” And on they went. From our Governor's Council on Physical
Fitness award to our low response times to our training ’
seminars to our motivational support programs coming on- ,
line in '96, our customers told us they like working with our §
people as much as they do our machines.

Hey, we know Star Trac makes the best-loved fitness
equipment in our industry, but it's nice knowing our
customers have a warm and fuzzy side too. Call us at
800-228-6635 (714-669-1660 outside the U.S. and
Canada), department 0155.

17, —
L

Star Trac is a registered trademark of Unisen, Inc. @1996 Unisen, Inc.

We Engineer Satisfaction
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...THRSA

continued from page 13

owner of Body Image, was also en-
thusiastic, “ It's clear that THRSA
will be a great benefit to our clubs
here in Texas, specially given the
close working relationship with
IHRSA.”

Earlier in the day, owners
and managers participated in a work-
shop given by Fern Pessin, Founder
of Programming for Retention, on
implementing effective retention
programs and attended a fascinating
panel discussion given by three key
industry leaders. Ramiro A. Galindo,
Brent J. Darden and Frank M.
Leonesio. They gave their perspec-
tives on future trends in the indus-
try. Galindo spoke on the challenges
facing the industry in the legislative
arena. He emphasized the impor-
tance of organizations like THRSA
in delivering an effective political

T

SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

message on issues such as licens-
ing, property tax relief and un-
fair competition from non-prof-
its. Darden, Vice President and
General Manager of Cooper Fit-
ness, gave a detailed presentation
on the requirements clubs will
have to meet in order to effec-
tively participate in preventive
health care. Leonesio, Founder
of Q The Sports Club, spoke on
the future for product branding
and the growth of club chains in
our industry, focusing primarily
on the industry’s need to find
ways to effectively access capi-
tal markets. The panelists then
took questions from the audi-
ence.

On the first day of the
conference, over 250 staff mem-
bers from 27 clubs attended a
full-day customer service work-
shop consisting of three general
sessions and two roundtable
breakout sessions. This was the

Imported & Domestic Textile Products

Take the guess work out of your. . . .

Towel Purchasing
Satisfaction Guaranteed
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Authorized Distributor

CcALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!
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P.O. Box 81345 ® Aclanta, Georgia 30366
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first major off-site training expe-
rience for many of the attendees.
“This was great, | specially en-
joyed Frank Leonesio’s presenta-
tions on customer service tech-
niques. He was very motiva-
tional,” stated Josh Carp of
Aerofit Health & Fitness Centers
in Bryan, Texas. Darren Allen,
Club Manager of The Health &
Fitness Connection in Fort Worth
added, “It was great that we could
afford to send so many people,
they all really got so much out of
this. THRSA can definitely count
on our support!” The results of
the two-day conference may have
been best summarized by Herb
Lipsman, THRSA Board Member
and General Manager of The
Houstonian Club, “The success of
this event has by far exceeded my
expectations, | must admit [ was
a little skeptical at first, but the
THRSA team has done a tremen-
dous job pulling the conference
and the Association itself, to-
gether.”

THRSA now has 25
member clubs and 9 associate
members. “Before the conference

we had only eight founding mem-
bers,” commented Cid Galindo,
Executive Director of THRSA. He
also predicted fast growth for the
Association. *“The conference was
an effective initial membership
drive and now that we have devel-
oped some momentum and secured
the participation of the biggest
players in our state, including Q
The Sports Club and Club Corpo-
ration of America (CCA). We must
continue to build on our success. |
believe we will reach the 60-mem-
ber mark by the end of this year
and will have 100 member clubs
by the end of 1997.” THRSA plans
to organize two educational con-
ferences per year and will have its
first trade show next summer.
The founding members
of the Board of Directors are: F.
John Barizza, Jr., President of The
Hills Fitness Center in Austin; Fred
0. Brownson, President of Family
Sports Center in Kerrville;
David J. Cardone, Managing Part-
ner of Memorial Athletic Club in
Houston; Brent J. Darden, Vice
President and General Manager of
Cooper Fitness Center in Dallas;

Ramiro J. Galindo, Chairman of
Aerofit Health & Fitness Centers
in Bryan; Bruce Hendin, President
of Racquetball and Fitness Clubs
of San Antonio; Joe W. Holt, Presi-
dent of Corpus Christi Athletic
Club; and Herb Lipsman, Manager
of The Houstonian Club.

THRSA’s mission is to
help member clubs become more
profitable by helping them elevate
the quality of service they are able
to provide, thus improving the
public’s perception of the indus-
try in general. This mission will
be achieved by providing a forum
for owners, managers and suppli-
ers active in the Texas health &
fitness industry to share knowl-
edge and pursue new or related
business opportunities, by provid-
ing a unified voice in addressing
legal and political issues at the
state and local levels, and by pro-
viding affordable customer ser-
vices training for front-line per-
sonnel. THRSA's headquarters
are located at 1900 West Villa
Maria Road; Bryan, Texas, 77807;
telephone (409) 823-1919; fax
(409) 823-1921.

...0lympic
Village

continued from page 3

deLeede got wind of a potential
opportunity to become ACOG’s
(Atlanta Committee for the Olym-
pic Games) Envoy to the Austra-
lian Olympic Team. This position
would involve a serious commit-
ment of time before, during and
after the games, but after investi-
gating the situation he decided to
go for it. He applied for the vol-
unteer position and won the honor
of being the Atlanta host to his
home country, Australia, where he
still has close family and business
ties.

As ACOG was preparing
its Olympic venues, including the

Olympic Village, (which covered
the entire campus of Georgia Tech
University), Tony was discussing
the Village with an ACOG official
when he learned that the Village
would not have a health club facil-
ity atall. Alight bulb went offand
he began discussions with ACOG
about installing a health club fa-
cility in the middle of the Olympic
Village to serve the 10,500+ Olym-
pic athletes, thousands of coaches
and other Olympic Staff. After
several years of negotiations,
deLeede succeeded in putting the
deal together for the first ever
Olympic Village Health Club. He
is quick to point out that he could
not have done it without the help
of ACOG, Reebok, Cybex, Univer-
sal, Star Trac, Tectrix, Polar,
Precor, TechnoGym, Heartrate,
Skywalker, Icarian, StairMaster
and Ab Trainer

When the time came to
begin construction on the facility,
there was no time to spare. The
6,000 square-foot club was built
and equipped in an unbelievable
nine days! The facility was situ-
ated in a ballroom in one of the
student buildings. The building
also housed numerous services for
the athletes, coaches and staff in-
cluding a bowling alley and pool
room.

Immediately upon open-
ing the club deLeede and his staff
welcomed the Olympic Village
residents by distributing 4,000
Cardio Theater Olympic Village
caps. Even though the club was
only open for about one month
from start to finish, they experi-
enced about 400 workouts per day.

The media exposure for
deLeede and the other suppliers
was excellent as TV stations and
newsaper people from all over the
world were constantly coming
through.

Since the 2000 Olympic
Games will be held in Sydney in
his native Australia ,deLeede
should be positioned nicely to be
involved in those games again if
he decides to so so. But, combin-
ing the job as Olympic Envoy to
Australia and building and oper-
ating the first health club in the
history of the Olympics has made
this a summer that Tony de Leede
will never forget.
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Software That’s Easy to Use
from a Company You Can Trust

In the past 20 years, we've learned a few things about developing club management software.
Like the fact that a feature isn't very valuable if you can't figure out how to use it.
And, processing EFT payments shouldn't be a difficult task.

Packed with useful features, Club Vision was carefully designed with the help of our most
valuable resource...our customers.
That's why Club Vision contains easy-to-use features
and completely automated Electronic Funds Transfer capabilities. I!

For a free brochure, presentation diskette or telephone demonstration of
Club Vision for Windows, call an ATA National Account Executive.

' 1-800-282-0031
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FOR SALE

Keiser 8 piece line and compressor K-300
Upgraded - $9,995. TrackMaster 300-E
Treadmill - $2495. LifeStride 9100-$3295,
StairMaster 4000 - $1495. All used.
Call 1-800-800-7279.

SIX FIGURE INCOME

I’m looking for a few dynamic reps.
If you’re not making $20 K per month, call me:
1-800-775-6491.

EASY MONEY

Will you net $40,000 profit this year from just one
weight loss product ? My fitness center will. Let me show
you how. Call me today. Glenn Roble (215) 788-6671.

GYM/FITNESS CENTER FOR SALE
DAYTONA BEACH, FLORIDA

*Established 17 years
*400 + Members
*Low Overhead

*Excellent Location
*Great opportunit;
Call ( 756-791
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P.O. Box 80426, Chattanooga, TN 37414
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i RELAXATION TAPE
< Randy Webb; fitness and martial arts expert, takes you .
< through a relaxation series allowing you to .
: RENEW your entire being. -
2 $13.75 includes shipping. 1-423-892-2606. .
s Randy Webb’s Futur/Fit, 3
L] L3
L] L]
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HELP WANTED

3 Vacations per year..... Nationwide Opportunies!
Health club membership sales/promotions.
$2,000 base + Commission + Bonus + Travel and Hotel paid
for proven sales producers.
1-800-938-0234 Human Resource Dept.
Advanced Solutions Team, Inc.
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FITNESS CENTER FOR SALE

Established fitness center in progressive town. Renovated school
with leaseable areas. Tan beds, gymnasium, Nautilus, weights,
aerobics, racquetball. $425,000. Serious inquiries to:
Martin '
P.O. Box 30415
Bowling Green, Ky 42101

ﬁ

Contact: Bill Day

GLASS RACQUETBALL WALLS
FOR SALE
Used, But In Good Condition, Negotiable
914/428-4120

POTENTIAL ATHLETIC CLUB SITE

Extraordinary - potential athletic club property
near Lake Lanier, 25 miles north of Atlanta, Georgia.
2.79 acres. Spectacular cedar/stone construction; open,
bright with abundant skylights, cathedral ceilings,
Mexican tiles; huge entertainment area with massive
stone fireplace; adjoining bar and kitchen. Exercise
room with selectorized machines. Separate male and
female bathrooms and showers. Upper level sleeping
accomodations for large group. All rooms overlook the
glass-enclosed 75' X 25' heated lap pool, sauna and hot
tub. Approx 25 car parking area. Offered at $475,000.
Contact Linda Shulin, Prudential Atlanta Realty (770)
804-2500 X 794.

Classified Ads
$100 Up To 50 Words

Delivered to 12,500 locations

Send Ad Copy And $100 Check
To: The CLUB INSIDER News
P. O. Box 671443
Marietta, GA 30060
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sy Muuscle Dynamics

Nancy Georges |
Ms. National Fitness

For a complete brochure on our more than 95 selectorized and free weight machines call:

800-544-2944
Miuscle Dynamics

20100 Hamilton Avenue * Torrance, California 90502 * (310) 323-9055 * FAX (310) 323-7608
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~~READY-—
TO EXERCISE
BETTER CLUB
MANAGEMENT?

/NI

1,2 & 3 user systems
also available at

low lease rates.

Call Today!

CONSIDER THIS YOUR PERSONAL TRAINER

NEW RCM2001 WITH WINDOWS® PUTS
MORE MUSCLE IN YOUR EFT AND CLUB
MANAGEMENT SERVICES.

CheckFree's RCM2001-The Next Generation™
introduces a new Windows®-based system of
hardware/software/EFT services for easy manage-
ment of your entire financial, operating and
membership management functions.

RCM2001 helps increase member retention,
steadies your cash flow, lowers billings costs,
reduces delinquency rates, and gets your bottom
line in shape—pronto!

With advanced features like membership account-

ing, front desk control with usage tracking, and
EFT, RCM2001 frees you from accounts receivable
hassles associated with the financial management
of your club. RCM2001 is also flexible, running on
virtually any platform: DOS, Novell Windows NT, ®
SCO Unix, and SCO Open Server System V.
: Health & Fitness Services
Plus, RCM2001 is brought to you by CheckFree

Health & Fitness Services—a pioneer in secure ChackFree Corporation i an IHRSA Vanguard

: : ) member and proud sponsor of the
electronic payments since 1981, and the leading IHRSA Institute.
provider of electronic funds transfer (EFT) Visit our Home Page on the World Wide Web at

services to the health and fitness industry. /Wi chibcdsoe- o

@
For more information on RCM2001 with %

Windows, or for a remote demonstration, POWERED BY
call us at 1-800-242-9522 or e-mail PROGRESS.
rem-info@checkfree.com. Windows is a registered trademark of Microsaft Corporation



