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Better stretching means less injuries, plus more
productive strength and cardiovascular training.
The MedX Stretch® encourages flexibility training and pro-
vides a safe, biomechanically-correct assisted stretch without
requiring assistance from a parner. It's fun, very user friend-
ly and inspires persistent fraining. The highly adjustable
MedX Stretch® accommodates stretchers from beginner level

¥ Med XX ETEEL

SPORTS -

MEDICAL -

to experienced athletes. It provides a highly effective 6-
siretch flexibility program that enhances movement around
the joints of the knee, hip, spine, shoulder, elbow and wrist,
in addition fo seven major muscle groups. If your members
are looking for objective, quantifiable results, that are easily
and accurately measured, you needn’t look any further. For
more information on the MedX Stretch®, call us today.

FITNESS

MedX Inc. « 1401 NE 77th Street, Ocala, FL 34479, USA = Phone (352) 622-2112 = Fax (352) 629-8670 * www.medxonline.com
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Jim Flanagan... MedX
And Club Business Leader

By Norm Cates, Jr.

J im Flanagan is special.
Very special.

In the health, racquet and
sportsclub industry there are few
people, if any, that can match his
persona, accomplishments, experi-
ence Or Success.

Flanagan's contributions
to the health, racquet and sportsclub
industry throughout his career with
Nautilus and MedX are immeasur-
able. His story is one of dedica-
tion, loyalty, hard work and integ-
rity. He is one of the industry’s true
straight shooters..... a man of his
word that has earned the respect of
everyone with whom he has been
associated. Jim Flanagan is a giant
in our industry whose lifetime ef-
forts have been instrumental to the
worldwide professionalization and
evolution of the health and fitness
business.

PUMPING IRON AT
MILO’S GYM

In 1968, Jim Flanagan

began weight training at Milo’s
Gym in Orlando, Florida. Henry
Milo Steinborn, one of the legends
of the iron game, was the propri-
etor. In 1921, Steinborn was the
first strongman in history to full
squat with 500 pounds. Through
Milo’s training, Flanagan in-
creased his weight on his 65"
frame from 190 pounds to 240!
Although Milo’s gym charged
only $10 per month, Flanagan
feels it was the best $10 he had
ever invested because it opened
the door for him to pursue a ca-
reer in physical fitness. In 1970,
Flanagan returned to the Univer-
sity of Central Florida and played
basketball for the team as a 6’5"
power forward. Later, Flanagan
graduated from UCF with A
Bachelor's and Master's Degrees
in Education.

FLANAGAN MEETS
ARTHUR JONES

F lanagan learned a lot
of what he knows about exercise
from the one and only..... the ge-
nius, Arthur Jones, inventor and-
Founder of Nautilus and MedX.
Flanagan comments, “I knew pro-

gressive weight training had
changed my body and my life,
but I didn’t understand the cause
and effect of proper strength
training until I met Arthur Jones
in the spring of 1971. 1'd heard
these stories of this man named
Jones who was introducing an ef-
ficient system of exercise and [
drove to Deland, Florida to meet
him. The rest is history. The in-
formation was flowing and was
attached to an unbelievable prod-
uct named Nautilus. | drove
there three times per week (28
miles one way) to use the Nauti-
Ius machines Arthur made avail-
able-at the Deland High School
free of charge. These were some
of the first machines Nautilus
had ever made. The results were
unbelievable, but more important
was the information coupled
with such simple, logical analo-
gies..... things we weren’t getting
in physiology books.”

OPEN IN ORLANDO

In 1973 Flanagan
opened his own gym, called Jim
Flanagan’s Nautilus Fitness Cen-
ter in Orlando, Florida in part-

nership with George Tuttle. Ini-
tially, the facility was 1800
square feet and equipped with
six Nautilus machines. It was
expanded to 4,000 square-feet
with three lines of 40 Nautilus
machines. “That club owner-
ship paved the way for oppor-
tunity for me because it was
within those walls that I had to
learn how to sell and service to
survive. As a result of that,
Arthur Jones gave me an oppor-
tunity to work on the sales force
for Nautilus. I've been involved
in personal training and selling
memberships and equipment in
this business for 27 years now,”
Flanagan recalls.

Flanagan was highly
successful selling Nautilus for
Jones and eventually rose to a
top sales position in the com-
pany. During those years Nau-
tilus was the most sought after
product in the business and of-
ten had back orders of up to 3
months. The business was
booming and the down to earth
approach of Jim Flanagan con-
tributed greatly to that.
Flanagan stated,” There were
many people who contributed to

the overall success of Nautilus. |
like to believe that I was just one of
many.”

Arthur Jones comments,
"I've worked directly with Jim for
over 20 years. He'sa good man. He
probably knows more people in the
field than anybody else, including
me. He's very knowledgeable.”

JONES SELLS
NAUTILUS

In 1986, Arthur Jones
sold Nautilus to a Texas based com-
pany, Ward International. The sale
changed Flanagan’s life signifi-
cantly. Flanagan recalls, “When
Arthur sold Nautilus, it was like a
ball had just been deflated. 1recog-
nized that change was coming and
that Nautilus would never be the
same. And it hasn't been. [ gave
the new owners of Nautilus six
months' notice in April, 1987 and
resigned in September, 1987. |
went to work with Arthur at MedX
on September 30, 1987. The first
MedX product, a Medical Lumbar
Extension Machine, became avail-
able in October, 1987 and we pre-
viewed that first machine at a spine

(See Jim Flanagan page 4)

BALLY TOTAL FITNESS UNFAIRLY
SLAPPED BY WALL STREET JOURNAL

By Norm Cates, Jr.

Bally Total Fitness has
been attacked by a Wall Street Jour-

nal article which alleges in the
lead-in paragraph, “ The nation’s
largest health-club chain is getting
worked over by skeptical inves-
tors, who quarrel with its account-
ing methods.” The article was

published on August 26, 1998,
during a period where BTF stock
and many others were in a free-
fall.

According to the Wall
Street Journal article, analysts

“don’t believe in the turn-around
of the previously none-too-
healthy fitness centers. They
cite puzzling changes in depre-
ciation and gaps between cash
collection and anticipated rev-

enue. And they don’t think Chicago-
based Bally is keeping enough re-
serves for membership fees that may
not be paid. The writer of the ar-
ticle, Staff Reporter, Linda Sandler,

(See Bally Fitness page 20)

Roger And Elaine Ralph Win

PART IT

By Norm Cates, Jr.

Roger and Elaine

Ralph are the founders and own-
ers of the 96,000 square foot Bel
Air Athletic Club in Bel Air,
Maryland. Recently the Ralphs
were honored when they won
the Ernst Young, LLP and
Nasdaq Entrepreneur of the Year

Entrepreneur Of The Year Award!

Award for the State of Maryland.
This is Part 11 of a two-part series
on the Ralph’s careers as develop-
ers and operators of one of the top
mulit-purpose clubs in America.

(See Roger Ralph page 10)
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meeting at the Waldorf Astoria in
New York City. We delivered our
first machine on April 1, 1988.
That was the launch of the com-
pany called MedX.

Flanagan adds, “MedX
is a medically based company
that has done very extensive re-
search in low-back pain. That
aspect of the company has ex-
panded to include low back, neck
and knee injuries. As a result of
some of the medical machine
technology, MedX introduced an
exercise line for the purpose of
providing our existing and future
medical customers with an
auxillary line of equipment. The
exercise line became so popular
that it has allowed MedX to re-
enter the fitness market.”

We asked Flanagan to
describe his feelings about the
legendary Arthur Jones. He com-
ments; “Arthurwas my employer,
a father figure, a teacher and a
friend. One thing about Arthur
was that if you were motivated o
learn, no matter what your limi-
tations are, he would allow you
that process. 1've seen him stay
up late at night teaching people. «
Arthur Jones ran his company and
it was his show. Some people
couldn’t handle that and some
people had other agendas. Arthur
and | always had a hand shake
and, to this day, I feel like we still
do. Make no bones about it,
Arthur Jones has made a signifi-
cant contribution to both fitness
and medicine and hopefully some
day he will be recognized.”

We asked Flanagan to
describe some of the challenges
faced by weight equipment compa-
nies in today’s market. He com-
ments, “One of the-things I've no-
ticed in the fitness business is that a
lot of consumers are buying price
only and aren’t taking the time to
really look at the quality of all of the
products that are out there. What our
company stands for is the quality of
the product itself. We don’t sell on
price. So, if a club owner simply
checks on price without truly learn-
ing about the differences in the prod-
ucts before buying, he is selling him-
self and his members short. The
‘price-wars’ have hurt some of the
companies because they are not able
to do the proper research and prod-
uct development, given the prices
they charge. We believe in what we
are selling and the value to our cus-
tomers in terms of excellence and
high quality of our products over the
long haul. In short, we think that
club owners receive a tremendous
value when they install MedX exer-
cise machines in their facilities.”

ARTHUR JONES
SELLS

CONTROLLING IN-
TEREST IN MedX

About a year ago a group

of private investors from Singapore
purchased controlling interest in
MedX from Arthur Jones, allowing
him to step down from day to day
operations. He is still involved, but
not day-to-day. He consults when
needed. As part of the transaction
with the Singapore group Arthur as-
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signed stock to several key people
that had been with him for a quite
a while, including Jim Flanagan.
Flanagan comments, “We have the
same team that we had before and
business is going on as usual. The
transition has been smooth. The
new ownership has allowed us the
latitude to take the necessary steps
to build our company. We are very
impressed with them and we're
happy to have the opportunity to
expand MedX," said the MedX Na-
tional Sales Manager.

A NATIONWIDE
REGIONAL
NETWORK

Flanag:m has assembled
a terrific group of Regional Sales
Directors and runs the sales force
very much like a team. All of
Flanagan’s Regional Sales Direc-
tors are personal friends and they
work together closely under an ex-
clusive territorial system, Joe
Cirulli, owner of the Gainesville
Health and Fitness Center,
Gainesville, Florida, covers the
Southeast and Northeast, Dave
Karsten the Midwest, Tom Grace
the Northwest, Dennis Shirley the
Southwest, Byron Holmes the
Mountain Region and Jim Chasteen
the Great Lakes Region. Each of
these individuals brings extensive
academic and technical experience
in the industry to MedX. Each Re-
gional Director runs his own show
with his own sales and administra-
tive staff.

Joe Cirulli’s Center has
served as a show room for MedX
in Gainesville, Florida as he has
over 100 MedX machines in the
60,000 square-foot world-class fa-
cility. Flanagan comments, “My re-
lationship with Joe extends back 20
years to when he came down to pre-
view Nautilus machines. Joe is an
avid weight trainer and actually
came down to learn how to work
out on Nautilus. He went back to
his club and ordered seven ma-
chines. Not long after that, he or-
dered 14 more. The rest is history.
We became great friends. We just
hit it off really well. Joe was in-
strumental in our Nautilus seminars
as a speaker and very successful
club owner. When MedX was in-
troduced, Joe was the first test sub-
ject to be tested. He opened a re-
hab center in his club because he
had a bad experience in a local re-
hab center in Gainesville. He de-
manded excellence and didn’t get
it from the local rehab operator so
he opened his own rehab center
right inside his club and went into
competition. His first machine in
the center was the MedX Lumbar
Back Machine. Joe was very in-
strumental in helping me at conven-
tion trade shows when we were just

starting MedX. In my opinion,
he has earned the right to the ter-
ritories he has. I'm so proud of
him and what he has accom-
plished." Joe Cirulli recalls,
"Jim Flanagan and | have been
best friends since the first time
we met over 20 years ago. |
bought my first 7 Nautilus ma-
chines from Jim and we hit it off
right away. We've worked to-
gether at both Nautilus and
MedX ever since.”

Flanagan comments on
the MedX Regional System. We
put our Regional System together
not to disrupt anybody, but based
on a lot of great friendships.
These are key people that are
very successful, but they are also
very true friends. They are very
professional at what they do. |
feel like MedX now has the best
of both worlds.... we have the
product and the manpower!

REGIONAL
SHOWROOMS
COMING

Fu[luwing the success
of Joe Cirulli’s club showroom,
Tom Grace has now opened a
new MedX showroom in down-
town Portland, Oregon. It is lo-
cated in the Bank of America,
second floor. The other Regional
Directors have plans to open Re-
gion Showrooms in the respec-
tive territories in the next year.

A GREAT LIFE AND
BUSINESS
PHILOSOPHY

Jim Flanagan has had
a great career, made a lot of
friends and has enjoyed what he
has been doing because of his
philosophies of life and business.

Flanagan comments, “1
have been provided with a career
that | have thoroughly enjoyed
and a recently read quote from
James Michelner sums it up:
"When you cannot distinguish
your work from pleasure, then
you have got it made."”

Being around the origin
of the products with the inventor
and assisting in the placement of
those products has been more
than rewarding.

My philosophy is plain
and simple:

1. Success is spelled
‘WORK.'

2. Treat people as you
would yourself until proven oth-
erwise.

3. Take each day and
improve on something.

4. Always offer to help.

Almost 20 years ago, |
became a student of Martial Arts.
I still am involved today. This

helped me in focus and confidence
and I learned not to see kindness
as a weakness.”

STRONG IHRSA
SUPPORTER

Under Jim Flanagan’s
leadership, both Nautilus and
MedX have been strong IHRSA
supporters and long term Associ-
ate Members and have contributed
greatly to the Association through
trade shows, sponsoring conven-
tion events and advertising.

We asked Flanagan about
his thoughts about IHRSA.
“IHRSA has my total respect.
They have done an excellent job
for us. It is a great organization
that helps clubs improve their
professionalization. They have my
respect - 100%!™

We asked THRSA’s Mar-
keting and Promotions Director,
Chuck Leve for his thoughts on Jim
Flanagan and he replied, * Jim
Flanagan is one of the true gentle-
men in our industry. His word is
as good as gold!”

A LOYAL MAN

Jim Flanagan is one of
the most loyal people you will find
anywhere. He shared a story with
us, * One time | was driving this
guy back to the airport after a visit
at the Nautilus facilities. The guy
said to me, *What is your price?’ 1
replied, “What do you mean?’ The
guy said, ‘“What will it take for you
to leave Nautilus? | replied, ‘I
can’t be bought.” The guy couldn’t
believe my response. I'm not go-
ing to be bought. I'm not going to
put myself in that position. Mar-
tial Arts allowed me to attain two
levels of Black Belt and I do it for
areason.... it’sa focus. I've learned
a lot in life. With each man, you
always look him in the eye and you
respect him because you see your-
self in that person until proven oth-
erwise. [f there is one thing I've
learned, it is that if a man has in-
tegrity, you can’t take that away
from him.”

The Jim Flanagan story is
a great one. He is a person who
has been and continues to be a huge
contributor to our great industry.
His loyalty to Arthur Jones has
been a big part of his career and
has benefitted Jim in many ways.
Industry professionals everywhere
should salute big Jim Flanagan and
wish him well!

(Norm Cates, Jr. is a 25-
year club industry veteran and the
Publisher and Editor of The CLUB
INSIDER News. Cates was a co-
founder and the 1st President of
IHRSA in 1980/81.)
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oW vt cetebrate

the 5th Anniversary of The
CLUB INSIDER News in De-
cember at the IHRSA/ATH-
LETIC BUSINESS Convention
and Trade Show in Orlando,
Florida! Look for a date and time
for a little party that we plan to
throw in celebration of this
MILESTONE in publishing.

*In my opinion, the
leading expert in our health,
racquet and sportsclub industry in
terms of the true financial state
of the industry is RICK CARO,
President of Management Vi-
sion, Inc. a New York based club
industry consulting firm. Caro, a
25-year club industry veteran, re-
cently made a statement that is
exciting in respect to the current
status of our industry. Caro said,
‘I can’t remember a time when
the industry has been so strong
financially. There are more dol-
lars coming into the industry,
more growth in membership,
more expansion going on, more
optimism and a little more buy-
ing and selling of clubs.' Caro is
a ‘master’ of the understatement.
So to hear these words from his
mouth is truly exciting. But, |
hope everybody will remember
that one BIG reason that the state
of the club industry is so terrific
right now is that Rick Caro, in
1980, dreamed up an idea that
became what we now know as
IHRSA (The International
Health, Racquet and Sportsclub
Association). In my opinion,
IHRSA has advanced the state of
the industry more than any other
institution has during its 17-year
history. Yes, Iknow..... there is
IDEA, ACE and others..... but,
IHRSA remains the ‘Bell Cow’
for the industry world-wide un-
der the able direction of Execu-
tive Director, John McCarthy and
a long line of good people who
have served the Association on
Board of Directors. Don’t miss
the IHRSA Sales, Marketing and
Programming Convention in Or-
lando, Florida, December 2-5th
and the 18th Annual IHRSA Con-
vention and Trade Show in beau-
tiful San Diego, California,
March 24th-27th, 1999.

*I spoke with the one
and only ARTHUR JONES, the
inventor of Nautilus and MedX,
in preparation of our cover story
article about BIG JIM
FLANAGAN., [ want to go on
record expressing my sincere
thanks to Arthur for what he has

done for our industry with his inven-
tion of Nautilus and MedX. Arthur
said to me,"MedX is far superior in
many ways to Nautilus because |
combined all of our experience in the
design and construction of Nautilus
with the new technology we had
developed with our MedX rehab ma-
chines for the back, neck and knee
to create the line of exercise ma-
chines called MedX." Thanks
Arthur!

*Speaking of Nautilus,
sources tell me that the Bowflex
Corporation of Vancouver, WA. is
right now doing due diligence for the
purchase of Nautilus. We placed a
call to Bowflex head man, BRYAN
COOK to confirm this report, and
he said yes, we are doing due dili-
gence, but we have no deal yet. Stay
tuned!

*Don’t miss the Club In-
dustry Conference and Trade
Show in Chicago, October 14-17th.
Be sure to visit all of our advertisers
including: Affiliated Acceptance
Corp.-Booth # 851, Pro*Fit Enter-
prises (PACE)- #348, and Para-
mount Fitness Equipment-#724.

*DALE DIBBLE is one
the finest gentlemen in our industry
and a Founder and former owner of
the world class Cedardale Athletic
Club in Haverhill, Massachusetts. |
just learned that Dale is now enjoy-
ing life in Naples, Florida by teach-
ing computer classes at a local com-
munity college. Dale was a true pio-
neer in our industry and probably the
greatest sharer of knowledge that the
business has ever known. Years
ago, before he sold his interest in
Cedardale to his partners, ED and
ZOE VEASEY, Dale installed a
computer training center in his club.
ROGER and ELAINE RALPH
have done the same with a computer
training center that provides college
credit for classes attended at the
club. Dale.... we love you and hope
you and your wife OLIVE MAE are
enjoying your walks on the beach in
Naples, Florida!

*l owe my friend, RED
LERILLE, owner of Red Lerille’s
Health and Racquet Club in
Lafayette, Louisiana, an apology. A
few months back, Red had a plane
crash. [ reported the cause as fuel

starvation caused by Red placing a

fuel switch in the wrong place.
Well, I've since learned that yes,
the airplane had run out of fuel, but
it was not really pilot error by Red.
The actual cause was a design flaw
in the aircraft system which caused
the fuel starvation and subsequent
engine failure. In any case, Red,
we sure are glad you are still with
us and we wish you and the family
well!

*Bally Total Fitness has
made a deal with KESSLER RE-
HABILITATION CORPORA-
TION to build 100 or more rehab
facilities in Bally clubs throughout
the country. Also, LEE
HILLMAN, BTF President and
CEO, has hired HOWARD
SCHWARTZ, as Assistant Vice
President, Retail Operations and
AMY SHULMAN as Senior Di-
rector, Corporate Development to
strengthen the management and
help accelerate the growth of its re-
tail and branded product businesses.

*Club Sports Interna-
tional has purchased all partnership
interests in both Colorado Athletic
Club - Inverness and Colorado
Athletic Club - Monaco. Monaco
is a 100,000 square-foot facility
with outdoor pool and tennis courts.
Inverness is a 130,000 square-foot
facility, also with outdoor pool and
tennis courts. CSI has committed
$4.5 million for capital improve-
ments to both facilities, with con-
struction to begin October, 1998,
CSl is still actively seeking acqui-
sition partners and is currently in
negotiation to begin development
on new facilities which should be

under construction in the first quar- -,

ter of 1999. Also, the Starwood
Corporation, CSI’s Joint Venture
partner, has acquired 11 “W” Ho-
tels and plans to put major clubs in
each of them, with CSI as the op-
erators.

%  +The KEISER FAMILY,
owners of Chicago’s Lakeshore
Athletic Clubs, have won the bid
on the former Sporting Club at Il-
linois Center which has been man-
aged by CSl for the past few years.

*Everybody knows that
DOUG LEVINE, owner of New
York-based Crunch Fitness is an
entrepreneur of monumental ac-
complishments, having developed

a company that is generating in
excess of $20 million. But, get
this. The Crunch Fitness Los
Angeles location has a JUICE
BAR that generated $350,000 in
annual sales in just 54 square feet!
Maybe my math is off, but that
works out to about $6,500 per
square foot! Wow!

*TODD PULIS and
FAMILY are experiencing great
success with the new multi-mil-
lion dollar facility to which they
have moved their 28-year old
Thoreau Club in Concord, Mas-
sachusetts. The new, 1- building
complex, is running significantly
ahead of income budgets for the
year and it is expected that the
early success will certainly con-
tinue as the Pulis’ perfect the op-
eration and roll into next summer
with the adjacent Thoreau Sum-
mer Camp, Stay tuned for a fea-
ture story on the Thoreau Club in
the near future!

*TONY de LEEDE, the
owner of Atlanta’s Australian
Body Works and partner in
Cardio Theater has opened his
19th location in the tony Lenox/
Buckhead area of Atlanta. Tony
also has told me that his 20th and
21st localions are near deal
completion and should be open
around the New Year. Cardio The-
ater was honored earlier this year
when THRSA selected the com-
pany for its Wall of Fame,

*Fitness Holdings, Inc.
d/b/a 24 Hour Fitness has filed
the required S-1 documents to go
public. The filing was filed on
July 8th, just in time for the re-
cent stock market adjustments.
Word is that the $75 million pub-
lic offering is now on hold due to
the condition of the marketplace.

*TOWN SPORTS INTER-
NATIONAL has also filed the nec-
essary S-1 documents for a $57.7 mil-
lion public offering. Those papers
were filed on August 13th and the deal
is now on hold, according to sources,
while the stock market smoke clears.

*Tennis Corporation of
America has hired ROGER
SARGENT as General Manager of
the Mid-Town Tennis Club in Chi-
cago and SCOTT WALTERS as
General Manager of the City Club in
Pittsburg, PA.

*ROBERT WEST has built
one of the world’s most unique Gold’s
Gyms in Madison, Wisconsin. Get
this. West spent $5 million to build
and equip the 22,000 square foot free
standing gym!

*Congratulations to BRUCE
HENDIN, owner of the Racquetball
and Fitness Clubs of San Antonio as
he has been named by the Texas
Health, Racquet and Sportsclub
Association, (THRSA) as the
recepient of their 3rd Annual Man of
the Year Distinguished Service
Award. Bruce and his lovely wife,
Dana, have just opened their 7th San
Antonio location. They also have a
Mega-Club in the final stages of plan-
ning that is going to be terrific. Con-
gratulations, Bruce and Dana!

*RANDE LADUE, the
President of PRO*FIT Enterprises,
distributors of the PACE Group Ex-
ercise Ciruit, has appointed CINDY
MISTRELLA as the Pace rep for the
State of Texas. Also, LaDue has ap-
pointed JAN SKIERKOWSKI as
the rep for the States of Indiana, l1li-
nois and Michigan. Cindy has taught
PACE classes at Franco’s Athletic
Club in Mandeville, LA. Jan is the
owner of the new Ladies Fitness
Zone in LaPorte, Indiana. Good luck
folks!
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35 Cost Saving Techniques to
Club’s Bottom Line

Increase the

By Rick Caro

A while ago, Manage-
ment Vision, Inc. conducted a study
representing over 300 clubs on how
operators were finding cost sav-
ings. In addition, other industries
were teaching us where they have
been successful in expense man-
agement. [t is still obvious that a
$1 savings in expenses increases
the bottom line profits by $1. How-
ever, increasing revenue by $1 of-
ten means less than $.40 falling to
the bottom line, as there are asso-
ciated expenses related to that rev-
enue increase (marketing costs,
sales commissions/bonuses, print-
ing/postage costs, elc.).

The difficulty in achiev-

ing cost savings is that it:

1) is less fun and less
interesting than focusing on rev-
enues, 2) needs a team of staff to
achieve, 3) needs appropriate in-
centives, 4) requires goals and
regular monitoring and, 5) needs
the attention of the whole hier-
archy of the club (owners, gen-
eral manager, department
heads,etc.).

Since the recession
many years ago, clubs got a
wake-up call that revenues
would not be as predictable as
before. The attention shifted to
the expense side. Then, as the
recession lessened and clubs be-
came optimistic about revenue
growth, the focus on the expense
side ebbed. Certain expense cal-
egories grew and started to slip
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out of the detailed control of a few
years ago. Now, clubs are reevalu-
ating their bottom line, finding the
dollar amount or percentage of
growth unsatisfactory. They are
paying more attention to controlling
expenses than they did previously.

SALARIES AND
BENEFITS

This area continues to
be one of the biggest expense cat-
egories under management control.
No club owner is intentionally try-
ing to reduce the level of service to
the member, so the attention is on
how to maintain or increase service
while being more efficient and cost
productive.

Hiring. Clubs are reexam-
ining their hiring process - screen-
ing, multiple interviewing and ref-
erence checks - as they realize the
cost of a “bad hire.” The time and
costs involved for an unsatisfactory
employee include hiring and train-
ing, employee reviews and warn-
ings, additional coaching, the nega-
tive effect on co-workers and the
need to start over after termination.

2. Training. There is a re-
newed effort to create better pack-
aged and better organized lraining
programs, rather than just on-the-
job training and testing employees
along the way.

3. Employment Policies.
Trends show clubs are putting to-
gether proper employee handbooks
with the help of a lawyer. This gen-
erally includes hiring employees at
will so there are no employee ter-
mination rights. This is important
since few clubs can afford em-
ployee practices insurance.

4. Restructuring. More
clubs are not automatically replac-
ing staff when they leave, instead,
they shift around the duties to other
key staff (at a lower total cost) and
simultancously create a promotion
for the remaining staff.

5. Employment Law
Compliance. Also, clubsare |&#n-
ing to avoid very expensive Fed-
eral and State penaities and inter-
est for their lack of conformance to
statutory wage and hour laws.
Now, audits and violations of such
labor laws are less frequent, but
they still may be triggered by dis-
satisfied former employees.

6. Overtime Pay. Clubs
are reorganizing to eliminate the
need for unnecessary overtime pay.
They use more part-timers to avoid
such occurances and have them
“on-call.”

7. Hiring Trends. Other
hiring trends include the increased
employment of 50+ aged workers
(often to match up with the older
membership levels) and lie-ins with

university intern programs.
Clubs continue to re-exam-
ine their staffing patterns
and reorganize wherever
appropriate, especially after
a department head leaves.
8. Incentive Pay
Creativity. Clubs continue
to create more incentive-
based pay, directly tied to
performance, so salaries are
more variable than fixed.
This is true for more than
just the sales staff, as a
greater proportion of de-
partment heads and above
are receiving their compen-
sation based on verifiable
and controllable results.
There are fewer base salary
increases (less than 4% per
year), so these staff are |8
motivated to achieve goals Sill
to receive the additional
compensation. Often, staff.

Rick Caro . |

have their incentives tied to both
their departmental goals and the
cluboverall. The range of incen-
tives are not just monetary. They
include new titles, new opportu-
nities and responsibilies along
with the recognition, paying for
related education, extra vacation
days, prizes, club employee dis-
counts, pension plan, free park-
ing and recognition in the local
community (local newspaper,
events, efc.). #

9. Benefit Restructur-
ing. Benefits are being reviewed,
so clubs are looking at reducing
their share of health care costs
(increasing deductibles, shifting
toward HMOs, increasing the
percentage paid by the employee,
changing the definitions of
eligibility,etc.)

10. Unemployment In-
surance. Clubs are also looking
at contesting unemployment situ-
ations, where the employee was
fired for cause, to keep their Fed-
eral and State unemployment in-
surance levels down.

11. Disability Insur-
ance. They shop their disability
insurance programs as they are
very competitive right now.

12. Workers” Compen-
sation Insurance. They are also
reviewing their Workers' Com-
pensation Insurance to ensure
that their employees are being
raled in the right classifications
for that state.

PURCHASING

C]uhs are realizing

that there is a real weakness in
the purchasing function, as some
employees lack expertise, too
many staff are involved and there
is little accountability.

13. Shorter Lead Times.
More clubs are using vendors with
shorter lead times, as the timing ele-
ment is becoming more critical.

14. Purchasing Cards.
Some have gone to a local wholesale
warehouse and obtained a corporate
procurement card (purchasing card)
which is only available to a small set
of club employees.

15. Purchase Order System.
In other cases, a real purchase order
system is in place where an approval
signature is not automatic.

16. Increased Bartering.
Bartering is still an effective method
of purchasing, with a proper paper
trail documenting each transaction.

17. Preferred Pricing. Some
clubs have cleverly negotiated a year-
long agreement commitment o one
vendor (e.g. towel manufacturer) for
a minimum number of items to be
purchased over the course of the year
- but at a fixed price during that term
with no price increases permitted.

18. Cost-Benefit Analysis.
Clubs still do cost benefit analyses
on the “big” items. More managers
are questioning why a purchase is
necessary and challenging staff to
defend their actions.

19. Written Cleaning Sys-
tems. More clubs are creating wril-
ten systems for exactly how the club
gets cleaned, step-by-step, and at
what hours. There is less cleaning
now at peak-time hours and better
systems to compensate for the regu-
lar staff turnover in this category.

20. “Cleaning Level” Light-
ing. Clubs now also control the light-
ing by creating a “cleaning level” of
lighting, so their peak demand load
for utilities does not occur when
members aren’t using the facility.

21. On-Call Maintenance.
More clubs continue to benefit from

(See Rick Caro page 20)
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Waivers and Releases...
Recent Cases Clarify & Change Waiver Laws in Several States

be administered in a manner that
is fair to the signer, it must be
signed voluntarily, and in most
states the signer must be an
adult. Further, the club owner
or professional should realize
that waiver law is always sub-
ject to change or interpretation.
The subject of this article is to
announce some changes or clari-
fications to waiver law in sey-

Doyice J. Cotten
Sport Risk Consulting

T he general rule re-
garding waivers: In most states, a
well-written, properly administered
waiver that is voluntarily signed by
an adult will protect the club own-
ers, employees, and independent

contractors from liability for inju- eral states.

_ries caused by their own negli-
gence. That said, clubownersand ~ Use of “Negligence”
fitness professionals relying on or in the Waiver

planning to rely on a waiver for li-
ability protection should realize
that included within that rule are
several limitations —the waiver
must be carefully written, it must

An Indiana court re-

cently stated that a waiver must
include wording referring spe-
cifically to the “negligence” of
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the club. American Health Fitness
Center of Fort Wayne was used by
aclient who was injured at the club
(Powell v American Health Fitness
Center of Fort Wayne, Inc., 694
N.E. 2d 757 [1998]). The waiver
language included a promise 10 “...
release.... the club... from any and
all claims.....". The court concluded
that an “exculpatory clause must
both specifically and explicitly re-
fer to the negligence of the party
seeking release from liability” and
declared that American Health Fit-
ness Center’s waiver did not release
the center from liability caused by
its own negligence.

In a Connecticut case
(Bashura v Strategy Pluc, Inc.et.al.,
1997 Conn. Super LEXIS 3084),
Bashura was injured while playing
“paint ball.” He had removed his
protective goggles to remove a par-
ticle from his eye and was struck in
the eye by a paint ball. He had
signed an agreement titled “Rental
and Waiver Agreement” which said
“]..... shall hold both harmless from
any and all claims, [bold added]....".

The court stated that “it
imposes no great burden on sports
facilities engaged in high risk ac-
tivities to require that their excul-
patory agreements include lan-
guage that explicity states that the
patron, if injured, waives any claim
he or she might have against the
operator of the facility even though
the injury was caused by the
operators’s negligence.” The court
then ruled that the waiver was not
enforceable because it did not spe-
cifically refer to the “negligence”
of the service provider.

So, two more states are
added to the list of states essentially
“requiring” the inclusion of the
word “negligence.” Currently, 15
states have this requirement.

Waivers & Minor Clients

Thc general rule is that
minors may disaffirm or void a con-
tract (waiver), thus making waiv-
ers ineffective in protecting clubs
from liability for injuries to minor

clients. Several recent
cases reveal some possible |
exceptions to the rule.

In a California
case (Aaris v. Las Virgenes
Unified School District,
1998 Cal. App. Lexis 535),
a young cheerleader suf-
fered a knee injury. The
mother of the cheerleader
had signed a waiver of li- §
ability and the court ruled
that it is well established
that a parent may execute a
release on behalf of his or
her child and cited Civil
Code section 35. The court
stated that waivers signed
only by the minor may be
disaffirmed, but that minors
are bound by waivers

signed by parents on behalf
of the minor.

Doyice Cotten

In an Arizona case
(Bothell v. Two Point Acres, Inc.,
1998 Ariz. App. LEX1S 32), a 10-
year-old and her father signed a
waiver prior to a horseback injury.
In a Mississippi case (Quinn v
Mississippi State University, 1998
Miss. LEXIS 328), a 12-year-old
and his father signed a waiver
when the boy went to baseball
camp. In each case, the court
failed to uphold the waiver be-
cause of the ambiguity of the
waiver — not because a minor was
involved. Though it was not spe-
cifically stated in either case, the
indications were that had the waiv-
ers been properly worded, the mi-
nor would have been bound by the
contract.

So, it is clear that in Cali-
fornia a minor is bound by a
waiver signed by the parent and it
seems that the same may be true
in both Arizona and Mississippi.

Summary

These cases illustrate
the need for club owners to stay
up-to-date regarding waiver laws
as well as other laws affecting the
health and fitness club industry.
The best way to get up-to-date re-

Clul;;lhﬁsidef

Seeks
Contributing
Writers

Contact: Norm Cates, Jr.
770/850-8506

garding waivers is with one of the
author’s books listed below. Along
with each book, the author includes
an update sheet which gives waiver
information since publication.

Two guidelines you can
draw from these cases are: 1) AL-
WAYS use the word “negligence™
in the waiver. One never knows
when a court within a state is going
to begin requiring this for enforce-
ment. 2. If you are going to use
waivers for minor clients (remem-
bering they will NOT work in most
states), be certain to require the
parent’s signature.

Dr. Doyice Cotten owns
Sport Risk Consulting, through
which he consults with clubs and
other organizations regarding risk
management. He has written two
books on waivers: Waivers & Re-
leases for the Health & Fitness Club
Industry and Legal Aspects of
Waivers in Sport, Recreation and
Fitness Activities. Each includes 1)
summary of waiver laws in cach
state, 2) comprehensive guidelines
for writing waivers, 3) recommen-
dations for administering waivers
and much more. He may be con-
tacted at 403 Brannen Drive,
Statesboro, GA. 30458; Phone:
(912) 764-4848; E-mail;

doyicej@gsaix2.cc.gasou.edu. Call
to order.
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HEILPING MEMBERS SUCCEED

By Tom Cotner

Fundamemals are basic,
foundational building blocks that
must be in place before further
progress can occur. Vince
Lombardi, the late great football
coach of the Green Bay Packers,
believed in fundamentals. Master-
ing them, he said,. is the key to win-
ning.

What are the fundamen-
tals of the club business? What
foundational blocks must we lay
before further progress can be
made? Before we answer, note that
it’s possible to build a club without
foundational blocks and many have
done so. These unsteady founda-
tions, however, soon crumble to
whimpering ruins from the many
years of whining income state-
ments!

Management gurus re-
mind us to “keep it simple” so lat’s
remember the club fundamentals
with the acronym SHOCK. Let's
“shock™ our club’s into financial
security by making certain they are:

S=Service Driven. Yes, |

know, You've heard this again
and again. But how many of us
are truly getting it right?

Last week while on va-
cation, [ stopped by several
clubs to check them out. Ididn’t
let on that | was in the business,
but pretended I was a prospec-
tive member.- Shock! At one
large, prestigious club, | spent 20
minutes in their fitness center
looking at exercise equipment,
the cardio-theater and climbing
wall. The young man at the fit-
ness desk didn’t look at me.... not
even once! He was talking on
the telephone the entire time... a
personal call. On my way out, |
approached the desk to pick up
some fitness literature. Still no
eye contact, no hello, no noth-
ing. This reminds me of a tele-
vision commercial | saw years
ago about a man who owned a
local office supply store. He was
in a restaurant and couldn’t get
waited on because the waiter
wis 100 busy talking on the tele-
phone again (again, a personal
call) and smoking a cigarette.
The man looked into the televi-
sion camera and said “If he

worked for me, he wouldn’t work
for me.” I heartily agree.

H=Hassle Free. Our
clubs should be refuge to our
members from the hustle and
bustle of life. Let’s eliminate ev-
ery possible hassle from our clubs:
parking, entry way, front desk,
lounge, locker rooms and all club
facilities.

While on vacation, the
club I belong to re-designed its fit-
ness room. They moved the
dumbbell rack from the corner to
a central location. Now | don’t
trip over other members when |
retrieve the hand weights. Their
exercise equipment is spread fur-
ther apart so it feels less crowded.
The owners placed soap dispens-
ers in the showers so now | leave
my soap box at home! Simply
put, the club is more hassle free.
They only made two changes that
create more hassle. Now, their
garbage can is next to the drink-
ing fountain. The water tastes less
refreshing as | stare down into the
assortment of gum, tissue paper
and spit. They moved their Ro-
man Chair from the wall to the
middle of the room. Maybe I'm

too self-conscious, but |
don’t like my butt stick-
ing way up in the air for
everyone to see as | bend
over to do back exten-
sions. And I'm fairly
thin! I wonder what
some of the really over-
weight members think?!
Let’s think of everything
from the member’s per-
spective.
O=0utcome
Oriented. Outcomeisa
scary word because it is
associated with account-
ability. Here’s the bot-
tom line: What are your
members getting from
your club? What result,
effect, consequence or

outcome? What kindof

Tom Cotner

return are they getting on
their investment? ['m not just re-
ferring to fitness. I'm referring to
all of the reasons members pay
their membership dues. These in-
clude: access to a fitness and rec-
reation facility, a place to exercise,
a place to meet new friends, a car-
ing staff, an escape from a hectic
work day, the social benefits, the

morning coffee, the morning
newspaper, the good feeling they
possess in body and mind while
leaving the club. All of these add
1o the total club experience. Are
these outcomes worth the money
they are paying? Ask them
“What’s in it for you? Why do you

(See Tom Cotner page 25)
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e Save money using National Gym Supply’s quality
replacement parts.

e Stop losing pins by installing NGS Weight Selector Pin
Leashes.

* Use our Replacement Belts and Decks. Ours last longer
at a fraction of the cost.

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

* Make your treadmills last longer and draw lower amps
using our amazing new NGS Deck Lubricant.

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

To receive your
FREE CATALOG...
Call 1-800-GYMPART or visit our
web site at gympart.com!
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...Roger Ralph

continued from page 3

BEL AIR
ATHLETIC CLUB
MANAGEMENT
TEAM

Since the Club’s incep-
tion, the Ralphs have insisted that
every management decision be
based on the Club’s core vision —
to become the best family-oriented
club in the country. That insistence
has contributed to the development
of a business which is considered
to be among the best managed in
the industry.

In the club’s establishment
of a management team, the Ralphs

have emphasized the importance of .

always treating members, staff and
vendors with respect and building
long-term relationships. Early in
the history of the business, Roger
hired key managers only after
watching them relate to members
and other staff. Some future-hires
were given free memberships to the
Club to get to know the owners, and
vice-versa. Many key staff mem-
- bers, including General Manager,
David Bradshaw, came to the Club
with a background in the industry.
“Because Elaine and [ rec-
ognized that the long term success
of our club was dependent on hay-
ing sound management systems in
place, and because | am a better en-
treprencur than manager, we knew
our general manager had to be able
to lead others. David implemented
systems and training programs that
made our managers and supervisors
truly managers of their own profit
or cost centers,” explains Roger
Ralph.
“Program managers who

weren’t comfortable with num-
bers now can develop and man-
age realistic budgets. Account-
ing staff has learned to become
managers on duty. And fitness
staff can now effectively partici-
pate in the cross-staff planning
process for the new Kids' Arena
which will be built in 1999,”
Roger adds.

Roger says David’s hir-
ing is now typical of the approach
in hiring for all senior manage-
ment positions. David was of-
fered a job at the Bel Air Athletic
Club only after extensive staff
panel interviews and careful ref-
erence checks of his work with
subordinates, peers and supervi-
sors. “And our own ‘gut check,”
adds Roger.

“David has improved
our hiring process. Candidates
for senior positions must com-
plete an extensive pre-interview
questionnaire. Those who com-
plete it and get beyond their first
on-site interview ultimately par-
ticipate in a group interview with
our staff. Operations Manager,
Michael Mechan, had two other
offers on the table from health
club chains when he interviewed
with us. He accepted the Bel Air
Athletic Club's offer partly be-
cause of the quality of his hiring
process.”

Roger cites other ex-
amples of the Club’s success in
building a management team,
“Patty Swann, a kid's program
manager, moved to Bel Air re-
cently and became a member of
the Club, She and her family
loved the experience and Patty
came to us saying, ‘1 worked in a
KidSports program in the mid-
west and | think 1 can help im-
prove what you do for kids.” Our
staff loved her enthusiasm and

WE HAVE OVER 15,000 LOCATIONS, ALL

WITH ONE THING IN COMMON... FUN.

Meet your scheduling and community needs
with over |12 formats to choose from -
each taught by a certified instructor.

jazzercise

Call jazzercise, Inc.(760) 434-2101
to Locate a District Manager inYour Area
Visit us on the World Wide Web at htp://www jozzercise.com

her references. She was both a
team player and a producer.
Patty has doubled the enrollment
in KidSports simply by calling
members to tell them how much
their child would like this or that
particular activity. “Stacey
Rebbert, Marketing Director,
lived in Bel Air but was commut-
ing to Baltimore for her job as
marketing director for a retail
chain. We had not intended to
hire anymore from outside the in-
dustry, but found Stacey's pro-
fessional skills so strong that we
interviewed her further and be-
came convinced she would take
us to a level far beyond our ex-
isting capability. Stacey under-
stands how to reach our members
and potential members. One of
her first successes was to switch
from producing a glossy but
stuffy club program guide to a
newsprint activity guide for
members and nonmembers. The
new guide is far more exciting
and more effective than what we
had been doing. Her business
sense has resulted in a reduction
in marketing expenses while in-
creasing club membership.”

*Rodney Sample, our
building manager, came to us
from Nordstrom. He understood
the importance of member ser-
vice and the implementation of
systems necessary to ensure that
a 96,000 square-foot club —
serving anywhere from 1,500 to
2,500 members and guests a day
— was really clean. Not an easy
task. But the 1997 survey con-
ducted by an independent survey
company showed that our house-
keeping department improved
more than any other over the pre-
vious 12 months,” comments
Roger Ralph.

Membership Manager,
Bob Book, instituted a formal on
and off-site monthly training
program using the Sandler Sales
System. It has been in place for
more than three years, It hasen-
hanced both the sales staff’s clos-
ing ratios<and the sales staff’s
teamwork within their depart-
ment and with other depart-
ments.

Senior manager and su-
pervisors now are able to rou-
tinely create clean, concise and
measurable objectives consistent
with the club’s operating culture.
Department staff, rather than
management, create department
budgets. The budget process at
the Bel Air Athletic Club is now
viewed by young staff not sim-
ply as something to get through
but as a meaningful management
tool. The value of this budget
process is reflected in the fact
that the club’s revenue for the

first six months of FY98 |;
was within one percent of | §
budget!

BELAIR
ATHLETIC

CLUB
STATEMENT OF
PHILOSOPHY

The Bel Air|l

Athletic Club is a business
of which we are proud,
which captures our enthu- | =
siasm, and which chal- |7
lenges us to be the best in
our field of endeavor. Our
foundation is the knowl-
edge that what we offer our
members is inherently
good for their health and

their spirits.

Roger & Elaine Ralph

Our responsibil-
ity is to provide a safe, friendly,
clean, attrative, supportive, and
fun environment which enables
our membership to achieve the ob-
jectives they had upon joining our
Club.

GOALS AND
OBJECTIVES

1. WE WILL STRIVE
TO HELP OUR MEMBERS
ACHIEVE THEIR GOALS AT
EVERY LEVEL OF OUR ORGA-
NIZATION.

This means assisting
members in defining goals and
giving them the tools, measures
and support necessary to achieve
their goals. We must recognize
that each member will have differ-
ent needs. For instance, some
members will want help only in
finding a racquetball partner; for
others it will involve showing how
they can determine their training
target heart rate; and for others it
will mean providing a relevant ar-
ticle on the latest nutrition tips or
helping with proper technique on
a Nautilus machine.

2. WE WILL BE THE
BEST CLUB IN OUR REGION
AND A LEADER IN OUR IN-
DUSTRY.

Being OK or average or
good is not enough. We want to
be the best in terms of the quality
of our service to members, the pro-
grams we operate, and the way in
which we conduct our business.
We constantly try to improve on
what we currently do and educate
ourselves about new opportunities
in our industry which we can
implement at the Bel Air Athletic
Club. We are flexible and willing
to experiment with new ap-
proaches which are likely to ben-
efit members and the Club. In car-
rying out this process, we will sys-

tematically consult our member-
ship. In short, we want to be a
leader and an industry example.

-3. WE WILLPROVIDE
OUR MEMBERS WITH AN EN-
VIRONMENT WHICH IS
FRIENDLY, FUN, ATTRAC-
TIVE, SAFE, AND CLEAN,

Itis a vital part of the cul-
ture of the Bel Air Athletic Club
that all members and guests feel
welcome and know their satisfac-
tion is important to us. This means
that staff is friendly, smiles readily,
and consciously tries to greet all
members by name. Members are
to be encouraged and supported in
their activities at the club. We
want them always to feel that we
are glad to have them as members
and that the Bel Air Athletic Club
is a place where they, their fami-
lies, and friends will feel comfort-
able and where they can come to
have fun, get in shape or both.

The Club must be clean
and mechanically sound with
building systems functioning
properly at all times - not just most
of the time. All staff is expected
to contribute to this end —
whether it is picking up paper,
emptying a trash can, or ensuring
that management is informed of
any problem or potential problem.
The Club environment will be
both safe and as attractive as we
can make it.

4. RETAINING MEM-
BERSTHROUGH EXCELLENT
SERVICE AND A COMMIT-
MENT TO CONTINUOUSLY
IMPROVING THE BEL AIR
ATHLETIC CLUB IS
EVERYONE'’S PRIORITY.

It is crucial that our ex-
isting members are active mem-
bers. Satisfied members are our
best advertisement and our most

(See Roger Ralph page 14)
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(‘fertlf‘lcatlons and the Future

of The Fitness Industr

By Eric Durak, MSc

In the July issue of

News, | dis-

cussed the impact of health club ac-
creditation on the future of the in-
dustry. [t is the opinion of a few
health club leaders that
accredidation may be one of the
most powerful tools in gaining an
edge in negotiations with health
care agencies. Negotiations for
what? For health club member-

function now as the profession’s
licensing process. This is not
true just for fitness, as other al-
lied health care professionals
also have certification programs.
Health educators pass the CHES
exam (Certified Health Educa-
tion Specialist). Dietitians pass
their RD (registered dietitian). In
some states, this is a licensure
process (RD/LD). Inmany, itis
still part of a certification pro-
cess.

I recently spoke with
exercise physiologist, John

words, it may be in an area where
the attendee is not already trained
in-depth.

This is seen by an expan-
sion of the fitness certification
courses within the past few years.
Table 1 highlights the initial certi-
fications that were started by some
of the leading agencies within the
industry.

cal journals every month. [I5
The Surgeon General's Re-
port can be interpreted as
stating that exercise is a
medical necessity. Also, I8
managed care plans are in-
terested in doing business
with the health and fitness [==
industry if they can estab-

TABLE 1

Clinical Exercise Practitioner

ships for seniors in these health McPhail, at an ISSA Fitness | American Personal Trainer
plans - who, according to IHRSA  Therapy seminar in East Lan- Council on
statistics, have at least one type of  sing, M. Asan educatorandcli- | Exercise
medical condition. Itisimperative nician, he is one of the best in
that health clubs start thinking like the business. He told me that he American
health care providers. So what is is credentialed from the state of | College of Clinical Track
the next option for them? Michigan as a Certified Rehabili- | Sports
In health care, the initial tation Counselor. He receives |Medicine
credentialing step is licensure. many referrals from physicians,
However, in the health and fitness and bills most of his services Aerobics  Aerobics certification
industry, licensure is associated (cardiac rehab, weight manage- & Fitness
with government bureaucracy, —ment, etc.) out of pocket. Association
higher member prices and in- What is the difference | of America

creased liability. True or not, licen-
sure may not become a reality in
the near future. With all of the ef-
forts concentrated by a few profes-
sionals in 11 states on licensure, it
is the fitness agencies who are the
most against it. They feel they are
doing the best job of preparing pro-
fessionals to perform their jobs at
the present.

Certification agencies ex-
ist within health and fitness not just
for continuing education. They

between continuing education
and certification? CEU’s main-
tain professional status. They are
usually within the scope of edu-
cation and practice of the practi-
tioner. Certification may be used
for continuing education as well.
However, the attendee may re-
ceive a certificate upon comple-
tion of the course (pending pass-
ing of an examination), and it
usually is an expansion of their
education process. In other

JLR

associlates

Denton Noecker
as General Manager

of Wichita Racquet Club

1S PROUD TO ANNOUNCE THE PLACEMENT OF

International Certified Fitness Trainer
Sports Conditioning

Sports
Sciences
Association

Health Fitness Track  Advanced Personal Trainer

Additional courses
Weight Management

(due out in 1998)

Advanced Nutrition

Personal Trainer

Eric Dumfc

Fitness Triage
Fitness Practitioner

there are a number of agencies that pro-
vide those continuing education
classes, workshops, and even video
tape productions to fulfill needed units.

Performance Nutrition

Fitness Therapist™
Specialist in Martial Arts
Conditioning

This brings us to the re-
imbursement issue. It is my opin-
ion that future health plans will cer-
tainly pay for health club member-
ship and fitness therapy services.
Why? Because of the increasing
reimbursements
for alternative
medicine in gen-
eral. A recent
health care series
article from the
Los Angeles
Times points out
that over 35% of
Californians par-
take in some
form of alterna-
tive mediciney
and that six ma-
jor health plans
in that state now
" offer alternative
medicine as part
of their cover-
age'. Itisan 18
billion dollar in-
dustry-up from
14 billion when
David Eisenberg
published his

J LR MEALTH CLUB RECRUITMENT SPECIALISTS

landmark study
in the New En-

P.0. Box 723 = Weston, Massachusetts 02193

gland Journal in
1993.

781.431.0868 o fax 781.431,0890 ¢ email: larcom@mediacne.net

As pre-
viously stated,

appears in medi-

exercise research.

lish credibility, and earn | o
profit off of fitness-related
services®.

2L AT Specialist
Giong Towa“[:gll LF":E; Conditioning
cations piay a ro'e 1n "1€ | Association
coming years? By continu- J

National
Academy of
Sports Medicine
National

Strength &

Certified Personal Trainer

Certified Strength
Certified Personal Trainer
Conditioning

ally developing credentials

in line with health care programs.
There are many agencies that
have developed post-rehab cer-
tifications, and more are on the
way.

Recently, | had a discus-
sion with a colleague about the
state of certifications within the
fitness profession. His comment
to me was! “I can’t believe that
we have ANOTHER certifica-
tion! When will it end?” My re-
sponse to this remark is: “Why
should we put an end to continu-
ing education? In my opinion,
the need for certification in the
industry is greater than ever be-
fore. Why? Because the expan-
sion in the depth of the field de-
mands more types of continuing
education/certification for all el-
ements of the profession.

What my colleague per-
haps has failed to realize is that
certification courses are the driv-
ing force for continuing educa-
tion within most aspects of health
care professions. Physicians,
nurses, physical therapists, etc.,
all are required to take a certain
number of continuing education
classes during each year, and

Another important reason for
continuing education is the dichotomy
in the educational realm to teach the
fundamentals of fitness in the class-
room setting. The variation between
the theoretical and applied aspects of
exercise and conditioning may be the
biggest reason for the boom in certifi-
cation courses nationwide.

It seems as though certifica-
tion courses are gaining in momentum.
More and more importance is being
placed on the value of continuing edu-
cation in fitness, as it has been for al-
lied health and medicine for years. It
is certain that certifications are expand-
ing, and will continue to play a pre-
dominant part of teaching our profes-
sionals the additional skills they need
to succeed in tomorrow's joint venture
between health promotion and health
care.

References
1. Monmany, T,Roan,S. Al-
ternative medicine - hope or hype? Los
Angeles Times. A-1-12, August 30,
1998.
2. Durak, EP, Shapiro,AA.
The Ins and Outs of Medical Insurance
Billing. A Resource Guide for the
(See Durak page 16)
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effective source for obtaining
new members. Year in and year
out, we want to achieve an in-
crease in our retention rate which
is essential to our overall success.
Likewise, we must continuously
seek new members, new market
areas and new sources of rev-
enues so that our growth and suc-
cess continues. :

5. WE WILL BE AN
EDUCATION VEHICLE FOR
OUR MEMBERS AND THE
COMMUNITY AT LARGE IN
THE FIELD OF FITNESS.

The Bel Air Athletic
Club will help its membership
and the larger community learn
more about physical fitness. We
have a responsibility to ensure
that our membership “works out”
in a way that is safe and maxi-
mizes the efficiency of their
workouts. We will promote
knowledge about the latest and
most effective conditioning tech-
niques in ways that reach the
Harford County public. These
may be via newspaper articles or
training programs that we spon-
sor for Harford County teachers,

coaches, and recreation department
volunteers.

6. WE WILL BE A SIG-
NIFICANT ASSET TO HARFORD
COUNTY.

We will be an asset to
Harford County through the services
we provide our members and their
guests. Our reputation relies on our
involvement both individually and
as a Club through community activi-
ties. The Bel Air Athletic Club will
make its space available to commu-
nity groups and help them raise dol-
lars directly or indirectly to support
appropriate activities to benefit the
Harford County community. We
will strive to increase the number of
Harford Countanians exercising
whether at our club or elsewhere.

7. OUR EMPLOYEES
ARE SPECIAL AND WILL BE
TREATED THAT WAY.

We think our staff is the
best and the Club will not tolerate
members who are abusive to the
staff. On the other hand (it goes
without saying) that staff must al-
ways be professional in dealings
with members. All staff are encour-
aged at all times to contribute sug-
gestions which will improve the op-
eration of the club. All staff have a
responsibility to do this. Staff mem-

SEPTEMBER ISSUE

bers are expected to continously
improve their professional skills.
The Club will abet this growth
through on-going training pro-
grams in-house and elsewhere.

8. OUR DECISION-
MAKING PROCESS AMONG
STAFF IS OPEN AND INPUT IS
ENCOURAGED.

We seek to obtain a va-
riety of opinions that affect Club
policies, planning and operations
before decisions are made. Most
Club decisions are by consensus
via the Club management group.
When decisions prove wrong, we
are willing to go back and start
fresh. We recognize that contin-
ued positive change and growth
both as individuals and as an or-
ganization are essential to consis-
tent improvements, satisfaction,
and long term success.

9. OUR FINANCIAL
OBIECTIVE ISTO BEAPROS-
PEROUS BUSINESS.

As a business, we must
make a profit. We want lo make
a sufficient profit to insure
growth, the freedom to experi-
ment, and the freedom to try and
fail as well as to suceed. We want
to maximize the Bel Air Athletic
Club’s compensation to Club em-

ployees who are both productive
and the team players and make
contributions to community ser-
vice activities.

CULTURE/VALUES
INCENTIVES

1. A Value Placed on
Clarity and Articulation of Goals
from Inception of the Business in
1980.

Elaine and Roger feel for-
tunate they had the advantage of
being part of Columbia,
Maryland’s growth in its early
days. Because of Jim Rouse, Co-
lumbia as a city had a clear phi-
losophy and goals. The Ralphs
wanted their own small, new busi-
ness to have as a foundation a wor-
thy and uplifting philosophy that
reflected their own values and gen-
erated a positive culture for both
the present and the future. The spe-
cific goals of the Bel Air Athletic
Club, first articulated in 1980, were
a product of this commitment:

a. To provide an environ-
ment which enables members to
achieve their personal health and
fitness objectives.

b. To promote the per-
sonal and professional growth of
its employees.

c. To be a leader in the

———ELECTRONIC
— Billing & Collecting

SERVICES

BILLING & PROCESSING

* Renewal Billing

e Electronic Funds Transfer
e Credit Card Processing
e Volume Discounts Available
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health club industry nationally
and a significant asset to the
Harford County community.

d. To be a profitable
business that can reinvest steadily
in improving its services, facili-
ties and community contribution.

2. The Bel Air Athletic
Club has developed systematic
programs to train and reward its
employees. All new Bel Air Ath-
letic Club employees participate
in a group orientation program
which includes a video about the
Club, entitled: “Welcome To The
Team.” The video introduces
employees to the Club’s history,
its values, commitment to cus-
tomer service and how all are im-
portant to the Club’s success. All
staff, regardless of the number of
hours they work, receive a free
Club membership. Staff mem-
bers are encouraged to use the
Club to exercise regularly and,
more importantly, to better appre-
ciate the Club from a member's
standpoint.

The most significant re-
flection of the value the Club
places on its employees is the sys-
tematic focus the Club has devel-
oped in advancing the profession-

(See Roger Ralph page 18)
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The new Paramount ® 3-Way Press
Bench features a compact and ver-
satile design which allows supine,
30 degree incline and 20 degree
decline free weight press move-
ments to be performed on a single
bench, announced Steve Rhodes,
Paramount Vice President Of Sales
and Marketing.

"The 3-Way Press Bench
provides facilities with a versatile,
space-saving alternative to purchas-
ing three separate press benches,"
Rhodes reports. "Exercisers appre-
ciate the ease of adjustments from
one press position to the next as well

Be Free Of Your
abit In Only

7 Days...

KICK 1T

Safely and Simply eliminates
nicotine cravings without
the withdrawals typically
associated with quitting.

Nicotine

Effective for all forms of tobacco use.
No drugs, all natural herbs.
Addresses withdrawal and weight gain.
100% Satisfaction Guaranteed!

Tremendous Income Opporf&nify
for Clubs or Fitness Professionals

Please contact your LifeScience Consultant for

51" wide, 79" deep and 55" high.

Paramount Fitness
Corp. was founded in 1954 and
today is one of the world's lead-
ing manufacturers of exercise
equipment with over 90 strength
training products including the

as the enhanced comfort and
supports of the ergonomic bench
design."

The PFW-8200 3-Way
Press Bench is the latest addition
to the Paramount Performance
Free Weight line. Features in-
clude three position replaceable
chromed catch bar assembly
with heavy duty wear strip, dual
position foot support to accom-
modate a variety of leg lengths,
and bench pads which taper from
9" to 17" for comfort and proper
support. An optional plate
holder can be added for weight
plate storage. Dimensions are
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PRESS BENCH
ADDED TO PARAMOUNT FREE WEIGHT LINE

Performance Free Weight Line,
Performance Line variable resis-
tance circuit, patent pending
A.R.T. Advanced Rotary Technol-
ogy® and Direct Power systems,
FitnessLine single stations and a
range of multi-station systems.

% e

For more information, con-
tact Paramount Fitness Corp., 6450 E.
Bandini Blvd., Los Angeles, Califor-
nia 90040-3185, (800) 721-2121,
(323) 721-2121, or on-line at hup://
www.paramountfitness.com.

W |

i »
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2

Paramount's New Space-Saving 3-Way Press Bench -

«Durak

continued from page 12

further information and pricing.

W. Preston Fields
1-888-294-2138

Health and Fitness Professional.
Medical Health and Fitness.
Santa Barbara, CA. Second Edi-
tion, 1997.

3. Eisenberg, D.M.

Kessler, R.C., Foster, C., Norlock,
F.E., Calkins, D.R., Delbanco, T.L.
Unconventional medicine in the
Uniteed States. Prevalence, costs,
and patterns of use. New England
Journal of Medicine. 328;246-
52,1993.

(Eric Durak is Director
of Medical Health and Fitness in
Santa Barbara, CA. He was in-

volved with the California Coalition
on Health Promotion - sponsoring
Senate Bill 891 for licensing health
professionals in that state, and also
serves as Director of the Fitness
Therapist CEU course for the Inter-
national Sports Sciences Associa-
tion. Eric may be reached at (800)

892-4772.)
]
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What's New in Strength Training?

Three Extraordinary New Plate-Loaded Systems

Total Shoulder
Total Arm
Total Back

see Them First

at Club Industry Chicago
Booth Number 724

We thought you'd appreciate, in an era of mergers
and acquisitions. that we’ve focused our resources
on developing the most advanced strength training
equipment possible. Of the 90 products.
which make up our Performance Line. Advanced
Rotary Technology. Performance Free Weight, Direct
Power and FitnessLine, over 80% have been

created in the last four years.

What's New? Call 1800 721-2121
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Visit our Web site: www.paramountfitness.com
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alism of its employees. Examples
include:

¢ Weekly production
meetings for senior managers with
the General Manager to review per-
sonal and professional goals, strat-
egies and progress.

* Annual three-day work/
play/cook-together retreat for 15 to
25 managers and supervisors.

= Monthly meetings for 25
managers and supervisors.

* Bi-annual meetings for
the entire staff of 250-plus.

* Encouragement and fi-

nancial backing for participation in

industry seminars.

The Bel Air Athletic Club
routinely awards and recognizes
staff with:

* A well-developed sys-
tem of annual and ongoing awards
: * References in the bi-
weekly staff newsletter

* Spontaneous and unex-
pected rewards —weekends for
two at a local bed and breakfast, for
example.

* Enrollment in national
industry education programs paid
for by the Club.

* Gold Eagle pins for staff
cited by members for outstanding
service. In 1998, six staff mem-
bers have been “pinned” out of 100
citations. Among them: Michael
Mechan, Club Operations Man-
ager, who helped staff the Nursery
so that a new member could attend
a Club new member orientation
session without worrying over her
energetic small child who required
one-on-one care.

The club has a 401(k) plan
and makes an annual matching con-
tribution to participating employ-
ees’accounts. The Club’s compen-
sation system also includes bonuses
for achieving team and individual
goals. In addition to these pro-
grams, 10% of the club’s pre-tax
net income is allocated to a profit
pool which is distributed semi-an-
nually to club managers and super-
visors.

3. Bel Air Athletic Club
Employees are Encouraged to Ini-
tiate Changes  The culture of
the Bel Air Athletic Club and the
respect Roger and Elaine have for
their staff has meant that Club em-
ployees feel they have the freedom
to try new things to improve the
Club and make mistakes when in
pursuit of doing things better for
members. Staff members who have
responded to this freedom include:

* Acccounting Manager
Glenna McGuire, who felt that the
Club needed a new payroll soft-
ware system. She researched the

options, justified her recommen-
dation and convinced the General
Manager and owners to make the
largest single software invest-
ment 'in the Club’s 18-year his-
tory.

* Swim Team Coach -

Rich Shinnick, who started a
Club swim team which became
the #1 winning team in Harford
County in three.years,

* Dance Center Director
Charlotte.Sommers, who choreo-
graphed an annual dance concert
involving 250 of her students.

* Tracy Hornbarger, as-
sistant to the General Manager,
who developed a new employee
group orientation program.

* * Programs Manager,
Tammy Joy, who developed a
Club sleep-over program for the
Girl Scouts.

* General Manager,
David Bradshaw, who developed
an industry-wide lecture on
“Emotional Compensation” in
the workplace.

* Fitness Manager,
Mark Miller, who developed and
implemented a training program
for disabled individuals, which is
reimbursed by insurance compa-
nies.

* Trish Gensler and
Claire Ward, Youth Sports direc-
tors, who developed and success-
fully obtained licensure from the
State of Maryland fora preschool
at the Club.

« Marketing Director,
Stacey Rebbert, whose leadership
lead to the creation of an agenda
jointly developed by the Club and
Bel Air Middle School staff for
an ambitious and sophisticated
“Adopt-A-School” program.

* Cheryl Spath, who es-
tablished a management system
that enables the Bel Air Athletic
Club to effectively handle an av-
erage of thirty childrens’ birthday
parties a weekend.

* General Manager
David Bradshaw, who established
a compulter training center in the
Club to serve members and the
*.community. Harford Community

Colege now offers for-credit
computer courses at the Club cen-
ter.

4. The Community Con-
tributions of the Ralphs’ and the
Bel Air Athletic Club Have
Served As Model for the Health
Club Industry.

Elaine and Roger Ralph
themselves consistently demon-
strated their own belief that suc-
cessful businesses have a respon-
sibility to contribute to the im-
provement of their communities.
The Club contributes to approxi-
mately 100 Harford County com-
munity and recreation organiza-
tions each year. The Bel Air Ath-

SEPTEMBER ISSUE

letic Club has been the major cor-
porate financial sponsor of the
Harford County Sexual Assault/
Spousal Abuse Center (SARC) and
the Harford County Community
OQutreach Center. Elaine developed
SARC’s information brochure.
Roger helped the Boys and Girls
Club with the design of their gym-
nasiums and creation of their an-
nual capital campaign. Bel Air
Athletic Club staff wrote and
printed the Boys and Girls Club’s
brochure for 1995,

Roger's concept and be-
hind-the-scenes efforts have led to
the creation of Healthy Harford,
Inc. in 1994. Roger’s leadership
resulted in the creation of this non-
profit organization which brought
together private business, the
YMCA, the Harford County Parks
and Recreation Department, the
State of Maryland Health Depart-
ment, and Upper Chesapeake
Health System. The purpose of the
organization is to work together to
promote health, fitness, nutrition
and related programs which will
help make Harford County the
healthiest in Maryland. One of the
organization’s first projects was to
provide the Harford County School
System with fitness equipment do-
nated through the Healthy Harford
organization. More than 190 us-
able pieces were collected via its
“Reeycle Your Cycle” program.

As Chairman of [HRSA’s
National Committee for Fair Com-
petition, Roger has been at the fore-
front in encouraging cooperation
rather than competition between
the health club industry and non-
profit organizations and govern-
ment entities. Locally, Roger’s
value system and leadership have
resulted in cooperative efforts be-
tween the YMCA and Bel Air Ath-
letic Club staff. There have been
staff visits, including a manage-
ment presentation by the Greater
Baltimore YMCA Executive
Dlrector, Lee Jensen, to Bel Air
staff. Roger believes one of his
most important long-term contri-
butions to the growth of the health
club industry was playing a role in
educating the public and private
sectors about fair competition is-
sues and the need to create win/win
institutional situations within com-
munities.

FUTURE PLANS

The future plans of the
Bel Air Athletic Club are grounded
in its philosophy of providing op-
portunities for its staff to grow per-
sonally and professionally, to work
always toward improving what it
offers its members and the commu-
nity and to serve as a model for the
industry.

Driving the future direc-

tion of the club are major shifts
in the demographics of Harford
County, time pressures faced by
individuals and the Ralph’s be-
liefs in the value of face-to-face
relationships.

1. New Kids’ Arena

Construction of a
20,000 square-foot Kids’ Arena
will enhance the club’s ability
to serve its members who are of
diverse ages and interests.
Roger comments, “We currently
have 3,000 members under the
age of 12 and 1,500 over the age
of 80. It’s important that we pro-
vide spaces and programs that
work well for both eight-year-
olds and 80-year-olds in the
same building. It will be a key
to our success in the next de-
cade. This arena will prove to
be a state-of-the-art facility as
it has involved planning teams
from virtually all club depart-
ments over a twelve-month pe-
riod.

2. Doubling the Size of
the Women’s Gym

Increasing the capacity
of the club’s Women’s Gym rep-
resents a response to both cur-
rent demand and anticipation of
a significant increase in the
club’s older female membership
over the next five years.

3. Increasing Spa Ser-
vices

The Bel Air Athletic
Club will expand its personal
care center, The Body Works, by
30 percent. Director, Cynthia
Moore, is visiting other spas and
identifying spa industry trends
in shaping plans of The Body
Works.

4. Growing the Club’s
Wellness Programs

Elaine Ralph has de-
veloped the Wellspring Center
for Prevention and Stress Edu-
cation on the lower level of the
club as a source of insight and
tools for increasing personal
well-being through the reduc-
tion of stress. The environment
that Elaine has created is con-
sciously nonmedical and nonin-
stitutional. The Bel Air Athletic
Club’s Yoga and Tai Chi pro-
grams will eventually be ex-
panded and located at the Well-
spring Center.

5. Development of
More Sophisticated Staff Plan-
ning and Training Systems

While physical im-
provements are important to the
club’s continued success, the
club’s quality of staff, cultural
consistency and increasing so-
phistication of hiring and train-
ing programs in the health club
service business will prove to be
even more important. The club
will provide more opportunities

for managers to learn to coach and
train better. General Manager,
David Bradshaw, is developing
systems that will bring the hiring
process that is used for senior man-
agers and supervisors to all posi-
tions.

General Manager, David
Bradshaw, Marketing Manager,
Stacey Rebbert, Operations Man-
ager, Michael Meehan and Ac-
counting Manager, Glenna
McGuire are currently participat-
ing in an Executive Insight Pro- -
gram which consciously does not
include club owners, Elaine and
Roger. This formal program, de-
veloped by Dr. Gerry Faust of
Faust Management Corporation
and led by David Bradshaw, takes
place at the club and is designed to
create a set of planning system de-
velopment objectives which accu-
rately reflect the company’s
strengths and weaknesses and
avoids “the founder’s trap” which
can negatively affect the long term
success of businesses founded and
operated by entrepreneurs.

6. Brodening Opportuni-
ties for Staff in Club-Sponsored
Community Programs

The club will expand the
depth and breadth of its Adopt-A-
School Program which has started
with its adopted school, Bel Air
Middle School.

We had planned to in-
clude an interview with Roger and
Elaine Ralph and David Bradshaw
in this issue, but we have run out
of space. So, we will include the
interview with the Ralphs and
David Bradshaw in our October
edition. Our apologies for running
long on this article. We have done
s0 because we believe that the story
provides great information for
other club operators to use in the
development of their clubs and -
business plans.

Roger and Elaine Ralph
have set a great standard for our
industry and it has been a pleasure
providing this report to our indus-
try. In all industries there are lead-
ers and followers. Roger and
Elaine Ralph and the Team at the
Bel Air Athletic Club clearly are
leaders that can provide a guiding
light to others in the industry as we
move into the next millinium.

(Norm Cates is a 25-year
club industry veteran and the Pub-
lisher and Editor of The CLUB
INSIDER News. Cates was a co-
founder and the Ist President of
IHRSA in 1980/81. This article
contains verbatim quotes from in-
formation provided by the Ralphs
from their Ernst Young/Nasdaq
application and we thank them for
their sharing of the information for
the preparation of this important
three part series.)
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ARE YOU MAXIMIZING
YOUR MEMBERSHIP

SALES POTENTIAL?
Our Client's Resubts Speak For Themselues

“Not only did Sales Makers help increase “Sales Makers delivered on every promise
both our club sales by over 20% and our — increasing our sales dramatically with-
monthly dues by over 50%, they also had out discounting our dues. We followed
a major impact on our overall retention their procedures and dedicated ourselves
efforts. I would personally recommend to the excellent techniques and systems
Sales Makers to any owner who wants to they implemented, with the result being a
increase sales and professionalism in complete “turnaround” in our sales.
their own clubs.” Again — thanks for everything!”

— Art Chappell, Owner

— Ellen Koelsch, Marketing Director

Courthouse Athletic Clubs, Clubfit. Briarcliff & Jefferson Valley, NY

Auburn & Grass Valley, California
EXPERIENCE = INTEGRITY = RESULTS

Some of the best clubs in the country have worked with
Sales Makers to maximize their revenues. Since 1979, Sales Makers has been
committed to increasing club owner returns without discounting dues
or running slick ad campaigns. We've built our reputation by creating satisfied
clients through the development or improvement of a club membership sales staff
and the implementation of proven management systems and marketing programs.

Sores Moﬁers

membership specialists

Call: 1-800-428-3334

FLORIDA OFFICE: 1509 SW 53rd Terrace * Cape Coral, FL, 33914 * 941-945-3208 ¢ Fax 941-945-3029
NEW YORK OFFICE: 195 Old West Point Rd. * Garrison, NY 10524 * 914-736-0307 * Fax 914-736-0508

BUL DON'T JUST TAKE OUR WORD FOR IT. . .WE'LL PUT YOU IN TOUCH WITH OUR CLIENTS!
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...Bally Fitness

continued from page 3

quoted Blair Baker of Precept
Capital Management in Dallas as
follows, “ it would have lost sig-
nificant amounts of money, instead
of making eight cents” (per share)
in the quarter if Bally’s account-
ing was more conservative.”

The writer of the Wall
Street Journal column called:
“Heard On the Street” took what
this writer views as a cheap shot
by citing two cases where “ac-
counting is a hot topic”. The two
cases the writer mentioned were
“‘cases of evaporaling earnings at
Cendant and Livent." "Those
cases are vastly dissimilar from the
alleged Bally accounting issues.
The reporter indicated that, * Ironi-
cally, skeptics are warier of Bally
because Mr. Hillman and Mr.
Dwyer are known as saavy accoun-
tants.” Regardless, the reference
will be viewed by Wall Street ob-
servers as being the gospel, even
though the comparisons are not ap-
propriate or true. One industry ex-
pert recently commented during a
briefing he was giving on Bally To-
tal Fitness, “What was more dam-
aging to me were the comments of
two research analysts who said,
"Anytime you have an article that
talks about or makes a reference

1o two proven companies that have
been found guilty of fraud and have
had terribly bad press and the stock
has gone into the toilet and their
CEQ's have gotten fired, Cendant
and Livent, even if they (Bally) are
innocent, they have been dispar-
aged in a great way and a lot of
people won’'t know if they have
been found guilty (or even charged
of any violation). They just assume
that where there is smoke, there
must be fire.” He also commented,
"I'will tell you that everyone on Wall
Street reads this particular column.
“Heard On the Street™ is one of the
most read columns going, so this is
not something that might slip by
with no one noticing. “ In other
words, the damage is done by
inuendo regardless of the merits of
the s.uation. That is not right and
is unfair to the people at Bally Total
Fitness who are making serious ef-
forts to correct the culture of the
company and elevate the entire op-
eration o one that is respected by
consumers and competitors alike.

This attack on Bally Total
Fitness' accounting practices could
not come at a more inopportune time
as the BTF stock had lost about 69%
of its value over the previous month.
The stock recently had reached a
high of 35 and had dropped to 14.
The BTF stock is making a come-
back and was trading at around 19
at press time,

We contacted Baily Total

SEPTEMBER ISSUE

and CEO, Lee
Hillman, to ask for his response
to the Wall Street Journal attack.
He commented, “ Norm, you
know what, those kind of articles
are a function of being a public
company. When there are inves-

tors out there that are playing the’

market on the up and playing the
market on the down, you are go-
ing to get those kinds of articles
that get seeded into publication,
Misinformation becomes a fact
of life. Disinformation becomes
a fact of life. You spend, unfor-
tunately, a considerable amount
of your time and effort fighting
off those types of negative pro-
grams that in particular, people
on the down side or the short side
of the market are promoting. It
is a difficult fact of being a pub-
lic company and that is some-
thing that 1 am not sure if people
in the club industry understand.
The idea of being in the public
market is not necessarily a pleas-
ant one. It creates an awful lot
of distraction to running a busi-
ness. | would say over the last
two to three months that I've had
to spend up to 75% of my time
some weeks dealing with issues
that are external to the business
itself. And that’s unfortunate.
That’s a reality of it and that’s
what | get paid for. The things
that were written about us were
wrong. At best they were wrong

and at worst they were just out and
out lies. The articles were very
carefully written, employing tech-
niques of developing inuendo and
using third-person type language
that avoided liability. Neverthe-
less, that is something that is a va-
gary of the public market and the
media exposure that you get as a
public company. The ability of
people on the short side of the mar-
ket to go out and spread rumors and
lies and really not be held account-
able (is there). There is very little
that we can do other than just run
our business and perform well. “

I told Hillman that I was
describing the comments about

Cendant and Livent as being a .

"cheap shot” and Hiliman had this
to say about that: “ Calling it a
cheap shot doesn’t even do it jus-
tice. It's not even close.... it is like
comparing apples and oranges.
The accounting that Cendant is try-
ing and struggling to adopt today,
(in addition to their alleged fraud
problems, which is an entirely dif-
ferent issue), is the accounting that
we adopted over a year ago. We
didn’t struggle with it. We adopted
it very efficiently, very effectively,
very quietly. We told the world
about it, but we didn’t make a big
deal of it. Cendant is struggling
with it. The comparison with
Cendant, therefore, is irrelevant
because we've already been down
that road and succeeded in making

that transition. As far as Livent,
that is off the wall stuff. Thatis
alleged fraud and theft and all
kinds of different things that have
nothing to do with any issues that
relate to us in any way. So, to
call it a ‘cheap shot’ does not
even do it justice. Anyway, that’s
unfortunate. The articles were
written very carefully with words
that were barely defensible, but
yet were defensible. In fact, one
news service, Bloomberg, actu-
ally corrected their article be-
cause they were concerned about
being sued. In the case of
Bloomberg, I've actually re-
ceived a letter of clarification and
apology from the head of
Deloitte and Touche because of
the confusion caused by his com-
ments and the Bloomberg
mischaracterization of the com-
ments. It has been an unfortu-
nate distraction, but I guess the
lesson to be learned is that as a
public company, you are the tar-
get of a very wide constituency
with many diverse interests and
they are not always wholesome.”

(Norm Cates, Jr. is a
25-year club industry veteran
and the Publisher and Editor of
The CLUB INSIDER News.
Cates was a co-founder and the
Ist President of IHRSA in 1980/
81.)

..Rick Caro

continued from page 6

an on-call handyperson. This ver-
satile person gets involved in such
diverse activities as fixing a whirl-
pool, resurfacing racquet-sport
courts, installing carpeting, paint-
ing, doing basic HVAC work,
building a room, etc. Others do
preventive maintenance on fitness
equipment and are responsible for
controlling their pool chemistry.

UTILITIES

More. utility compa-

nies will help clubs analyze their
utility bills at no cost and take a
percentage of the savings achieved.
Many utilility companies will pro-
vide rebates (40-100%) depending
on the type of improvement to the
utilities.

22. Utility Money Savers.
Some clubs are undergoing light-
ing retrofits, switching to gas, pur-
chasing water conservation sys-
tems, installing light sensors, etc.

23. Energy-Wasters.
Other clubs are focusing on energy
wasters (leaks, vents, sealing over-
head doors, pool blankets).

24. Energy Management
Systems. A few are investing in

energy management systems to deal
with demand limiters and cycling to
control the demand charge on the
monthly electrical bill.

TELEPH( NE

Thc telephone is a sur-
prising cost both in terms of direct
costs as well as staff time, as the cost
of “telephone tag” in the U.S. last
year was 302 hours a year per em-
ployee.

25. Long Distance Dis-
counts. Some clubs have switched
to a reseller for long-distance ser-
vice.

26. Automatic Response
Systems. Many clubs have adopted
an ARS (Automatic Response Sys-
tem) with voice mail. This sorts the
calls and routes them. Ideally, the
system should limit the caller to 4
or less options, initially, and should
have a minimal opt-out rate.

27. Pay Telephones. A few
clubs have decided to buy their own
pay telephones for cost reasons.

SECURITY
CONTROLS

More c.ubs are dealing
with theft, fraud and abuse. Many
clubs are being challenged by em-
ployee theft or embezzlement. This

has led to a change in systems,
multiple controls, more frequent
visits by the outside accounting
firm, and a study of the club’s
books while key staff are on va-
cation, Often, there is limited
insurance coverage on the typi-
cal policy to protect the club.

28. Security Precau-
tions. Obviously, better screen-
ing at the hiring stage, using un-
dercover employees, prosecuting
where the local police recom-
mend it, and creating an anony-
mous channel of communication
for employees to report miscon-
duct without reprisal, are some of
the alternatives.

29. Password Access.
Blocking out long-distance tele-
phone access and creating a se-
ries of computer passwords are
important.

OTHER KEY AREAS

30. Real Estate Taxes.
Clubs continue to achieve major
real estate tax reductions
(whether they own the real estate
or help their landlord with their
leased space).

31. Financing & Bank-
ing Costs. Many clubs find ma-
jor benefits in refinancing their
mortgages and negotiating their

banking fees,

32. Postal Rates. Clubs
are working with the postal office
1o discover ways to change their
way of doing various mailings to
take advantage of certain postal
rates.

33. Collections of Delin-
quent Accounts. Many clubs are
improving their dunning systems to
collect their member accounts re-
ceivable more efficiently and
timely.

34. Desktop Publishing
Savings. Many clubs use desktop
publishing to a limited extent. But
many clubs are now finding that the
software is so easy to use, that they
can expand their utilization of desk-
top publishing to save on typeset-
ting and design.

35. Renegotiating Leases.
A few have renegotiated their real
estate leases and have found inac-
curate square-footage measure-
ments or inapplicable common area
maintenance (CAM) charges.

COST SAVINGS
DEVICES

Some clubs have mobi-
lized a team of their top manage-
ment to review each area as a “cost
savings team.” They are collec-
tively compensated based on some

formula of realized savings. Other
clubs offer all employees - both
full time and part time - a chance
to participate in a semi-annual or
annual cost savings contest. They
reward each cost savings idea,
give additional dollars if any re-
sultin more than $1,000 of annual
savings and give a fee for the best
simple idea. Some clubs avérage
as many as 8-10 ideas per em-
ployee.

Clubs are continuing to
discover the need for regular ex-
pense management. They realize
the impact on the bottom line and
are trying to create a culture that
permeates the top levels of the
club - and, hopefully, even
reaches down to the front-line per-
sonnel It is possible to have si-
multaneous expenses savings in
the same year, yielding a much
improved set of net profits.

(This article was re-
printed with permission from Club
Success.)

(Rick Caro is the Presi-
dent of Management Vision, Inc.,
a New York City, New York based
club management consulting firm.
Caro is a co-founder of IHRSA
and past President of the
Association.)
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SEE SALES SOAR!

Tools Sales & Marketing Software maximizes sales resuits.
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Building your company’s sales is easy with the right TooLs.

Start nailing down those lost leads! Stop missing sales opportunities. Use Tools Sales &
Marketing Software to automate your sales efforts. Stay on top of appointments, track incoming
and outgoing phone calls and maintain control with comprehensive reporting, Tool.s austomer

profile feature gives you access to powerful information on every lead.

It’s easy with Tools Sales @& Markefing Software. Tools gets results.

Call TooLs today and watch your sales go through the roof!

CALL NOW FOR A FREE 30-DAY TRIAL
800-811-8669

ToolLs Systems Management
phone: £
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uestlons  about PACE?

___Here’s all th

By Rande LaDue

Q. What is PACE?

A. PACE is a fun, non-threat-
ening group exercise program that
quickly and safely changes your body
shape. PACE utilizes hydraulic resis-
tance machines that match the effort
of the user at any fitness level (we call
it "accomodating resistance"). PACE
is fun, fast and it produces results
quickly.

Q. How does PACE work?

A. A PACE program works
on a work/recover/work/recover for-
mat alternating between the hydraulic
exercise stations and recovery stations,
such as jogging squares or step
benches for a set interval, usually 30-
45 seconds cach. You can begin any-
where in the circuit and start exercis-
ing at your own pace. After warmup,
you should try to maintain your target
heart rate for the duration of the class.

you will be able to:

Name

WANT RESULTS?
BE RESPONSI

Responsible Managers Get Results shows you how to master the two crucial skills of a responsible manager-problem solving
and getting people to work together. With those skills and the detailed, step-by-step guidelines and procedures the book provides,

You decide how hard/fast to
push yourself with the help of
the PACE instructor.

Q. What will PACE
do for me?

A. The major benefit
for the PACE user is inches lost.
You will burn lots of calories
and strengthen your muscles
while having fun, You will look
and feel better quickly and
safely.

Q. I never worked
out before, Can I do PACE?

A. Yes! Anyone at
any fitness level can do PACE.
PACE is safe because it auto-
matically adapts the resistance
to match your level of effort.
As you begin to fatigue, the re-
sistance decreases automalti-
cally.

Q. Will T get sore
muscles from PACE?

No. Because PACE
machmﬁ use hydraulic resistance,
there is no “negative” (lowering the
weight) resistance which causes
muscle soreness. You will feel a
very satisfied “fatigue” after a
workout, but no soreness the next
day.

Q. Will I get big muscles
from PACE?

A. No, for very much the
same reason that you will not be
sore; there is no negative or eccen-
tric resistance with PACE which is
necessary for bodybuilding and
developing bigger muscles. What
you notice are stronger, leaner,
more toned muscles. The nice ben-
efit of stronger muscles is an in-
crease in your resting metabolism,
which means you will be burning
more calories during everyday ac-
tivities.

Q. Will I lose weight
from PACE?

A. Yes and no. You will
lose body fat faster than any other
30-minute workout, However, as
you increase your muscle
strength, you may gain a pound
or two of muscle weight. Again,
the major benefit will be inches
lost.

Q. How does PACE
burn fat faster than any other
30-minute workout?

A. PACE burns fat 3
ways. 1. You burn more calories
during your workout. Each ma-
chine works two major muscle
groups, thereby utilizing more
muscle mass and burning more
calories. 2. You burn more calo-
ries following your workout.
(The body’s metabolism stays
higher longer.) 3. You will in-
crease lean body weight and me-
tabolism. A pound of muscle will
burn about 50 calories per day
more than a pound of fat.

€ ANSWCrS.

Q. How many calories
does a PACE workout burn?

A. Research has shown
that a 30-minute PACE workout
burns between 350 to 900 calories.
This depends upon two things:

1. The more intense the
workout, the more calories burned.

2. The more lean body
weight, the more calories burned.
As you progress in your PACE
workouts, you will be able to push
harder and you will be getting
stronger, 50 you will be burning
more calories progressively.

Q. Why does PACE

have the “in-between” stations?
A. They serve two pur-

poses. For those people pushing
hard on the hydraulic machines,
they act as “rest” stations and al-
low the user’s heart rate to lower
into their target zone. For those
people not pushing quite as hard,
they act as aerobic stations and
(See Pace page 25)
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"ResponsiBLE MANAGERS GET REsuLTS

1

How the Best Find Solutions - Not Excuses

L R R B &% § N § § § § § N N § § ¥ § "F ¥ §F ¥ ¥ W “§
PLEASE wmaiL, pHONE OrR FAX YOUR ORDER:

Faust MANAGEMENT CORPORATION

10085 CarrorL Canyon Roap, Surre 210

San Do, CA 92131

(619) 536-7970 == (619) 536-7976 (FAX)

Company

U Check

Street Address

* Focus your organization (and yourself) on producing the skills, attitudes, and abilities that form the foundation of responsibility
* Focus people on taking responsibility for RESULTS not just activities
* Develop responsibility to the customer and the organization

* Break down barriers to taking responsibility that exist in society as a whole, as well as in individual and corporate mind-sets
* Initiate and sustain meaningful change
* Enhance collaboration and team efforts throughout your organization
» Elevate problem solving to a strategic, ongoing process and develop optimal solutions to problems using a proven seven-step method
* Overcome organizational cultures that block teamwork

* Create an organization that inspires responsibility in its workforce, and more.
I EED I B N . S S e S G G S S S S S S S D R W S

by Gerald W. Faust, Richard |. Lyles and Will Phillips

S

-

YES! PLEASE SEND ME THE FOLLOWING:

"REsPONSIBLE MANAGERS GET ResuLts!"
(Please indicate number of books ordered. CA residents please add sales tax.)

Amount.

$24.95ea

Shipping & Handling:
Add $3.00 per book
International rates slighily
higher. Please call/fax
for exact amount.

City/State/Zip

Daytime Phone

Card Number

Exp, date

Signature
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PACE

X for Ev ™
Anyone at any fitness level can do PACE
I ':"'.:,,.-. -

.

Overweight
User Friendly, Easy to do,

No Coordination Needed,
No Muscle Soreness.,

Fit or Unfit

Strength & Cardio Workouts Combined, | 3
Time Efficient, Fun, Cross Training,
Group Exercise at it’s Best

Call Pro*Fit Enterprises 888-604-2244 for a free PACE video & quotation on a PACE
Program customized to meet your needs. Visit our website at www.pacepro-fit.com
Pro*Fit Enterprises has been recognized by the American Council on Exercise (ACE) as a

Continuing Education Specialist.



ITABILITY

* Isolate costly mistakes in your sales strategy

* Increase your traffic in 30 days
WITHOUT slashing prices!

* Build loyalty and enthusiasm in your staff with
the R.O.A.R.! philosophy

ﬂr Professionalize your staff and management
: ;;Qr On Site Training & Consultmg Available:

Premium Performance Training provides a " ful prog toch
mm.nlmmmmmmmmmmmmm
programs below, or have PPT develop an entirely new program for your organization.

SALES TRAINING
* Polishing Your Sales Skills for Shining Success * Tuming Calis Into Appointments
* Low Profile Sales Skills for High Profile Success * 20 Tips to Increase Traffic in 30 Days
* Avoiding the Monster Mistakes in Membership Sales  * 15 Hot Tools to Close More Sales Mow
* Mastering the Emotional Energy in the Sales Process  » Dancing Through the Cycles of Selling
* Are You Qualified to Close? Develop A System

That Makes Asking for the Sale Simple

SERVICE TRAINING

* Personaily and Profitably Strengthening the Partnership Between the Member and the Club
* Creating A Partnership Between Front Desk and Membership Sales Staff

* Are You Engaged Yet?

* Front Desk and Fitness Staff: 20 Tips to Be Your Own "P.R." Expert

MANAGEMENT TRAINING

* Service Systems at Our Clubs: Who Do They Really Serve?

+ Tools to Create and Manage A Super Star Sales Team

* Time Management and Prioritization: Do You Manage Time or Does Time Manage You?
* Who's Running the Show: Your Team or Your Ego?

* Results Driven Training by Training the Trainer

Y. Books, Tapes & Other Tools:

<«  Karen D.Woodard

PRESIDENT
< Karen has been an owner and operator in the fitness

industry for over thirteen years, and here's what @ : 20 Tips to
o B ‘ 120 WAYs | Close More
“Karen is a high-energy, impacting teacher!" - oy $a|es Now!
“Refreshing. Love the interaction!” : == :
" “Presents practical tools in a creative way.” : o mu:"m':@:::mm
“She took me to a new level, this stuff really works!"

PLEASE SEND ME: Books @ $15.00 each Tapes @ $20.00 each MAIL YOUR ORDER TO ADDRESS

__Flash packs @ $10.00 each ____ Information on PPT services SRETHIOMN CIE FAS
Name Club Position _
Address Phone
Please include $4.95 for shipping and handling on total order. Check enclosed for:
UM PEBFOBMANCE TRAINING VISA | MC Exp. date Your signature

Performance Training

279 L ST., STE. 15 BOUlDER, CO 80302 » Phone 303-417-0653 » Fax 303-417-1747 « kdw500@aol.com
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...lTom Cotner

continued from page 9
belong to the club? What do you
like and not like? What outcomes
keep you paying your membership
dues?”

C=Caring Managers,
Staff & Members. Do you truly
care about your staff? Does your
staff truly care about your mem-
bers? If the answer is yes, your
caring will likely “rub off” on your
members and they will, in turn, be
polite and caring to one another. Is

the result one big happy family?
Perhaps not but certainly you’ll
have a more positive, relaxed and
upbeat atmosphere than if you
don’t care about the people in
yourclub. How do you implement
a policy of caring? First, hire
people who care about others.
These people are out there. And
when you find them, hang on tight.
They’re worth their weight in
gold. Second, treat your people
right. A staff will treat members
the way they are treated by ther
supervisors. Effective supervisors

lead through coaching and serving.
They are not dictators. Third,
avoid burn-out. Every time ['ve
disliked the club, my staff and the
members, it was a warning sign....|
was fatigued and over committed.
I needed to get away from the club
for a while.

K=Klean & Working
(sorry for mis-spelling clean but
SHOCK demands a “K"). Win-
ston Churchill rallied England
against Nazi Germany in World
War Il by urging his countrymen
to “Never, never give up.” Our

rallying cry against dirt, grime
and malfunctioning equipment
should be the same. These en-
emies are relentless. They never
give up. Nor should we. Estab-
lish written policies regarding the
repair of broken equipment.
Keep maintenance logs on every-
thing. Take nothing for granted.
Declare all out war on dirt, grime,
and any non-working equipment
or facility. | know a club who
failed to keep dirt from crossing
their border. They became known
as “the dirty club” in town. After

products.

News is for you.

Go to
the HEAD of
the CLASS with
an AD here.

By advertising every month in
The CLUB INSIDER Ne vs...
you will gain an edge on the
competition. You will reach
over 5,000 club locations and
decision makers every month.
The people who need your

If you sell products and ser-
vices to club owners and man-

agers... The CLUB INSIDER

Next Issue: OCTOBER
Ad Deadline: October 7th

Insider

(770) 850-8506
FAX (770) 933-9698
E-Mail:

clubinsidernews@mindspring.com

two years of operation, new man-
agement became determined to
“clean up” the problem. Today, ten
years later, they're just beginning
to lose their reputation as “the dirty
club.”

Our business is compli-
cated and al times, overwhelming.
We can simplify the complexity of
club life by remembering to master
the fundamentals. This new club
season, remember “SHOCK."”

(Tom Cotner is the Presi-
dent of Employee Health Manage-
ment, Inc., a consulting firm spe-
cializing in worksite health and
wellness. He is author of the book
Helping Members Succeed. Con-
tact Tom at (605) 692-2071.)

..PACE

continued from page 22

serve to elevate the heart rate into
their target zone. The PACE work/
recover/work/recover format which
burns more calories and helps
climinate boredom.

Q. How is PACE differ-
ent from other aerobic pro-
grams?

A. Aerobic activities such
as step bench classes, stair climb-
ing, cycling, jogging, etc. are all
good cardiovascular exercises that
burn body fat. However, some pro-
grams require a degree of skill and
coordination and tend to intimidate
the unfit person. Others can place
a great deal of stress on the joints
and do not provide muscle toning,
especially for the upper body.
PACE is fun and easy for anyone
to do and provides a total body
strength and cardiovascular work-
out.

(Continued next month)

Pro*Fit Enterprises has
been recognized by the American
Council on Exercise (ACE) as a
Continuing Education Specialist,
Pro*Fit has also been recognized
by Henley Healthcare as it's Offi-
cial National Distributor. PACE is
a trademark owned by Henley
Healthcare and used with permis-
sion. PACE: The Group Exercise
Program for Every Body™ is a
trademark owned by Pro*Fit En-
terprises. Remember, if it was not
bought from Pro*Fit Enterprises or
one of its Dealers/Reps, the name
PACE cannot be used nor can any
materials from our updated PACE
Marketing & Training Packages.

For a free PACE video,
call Pro*Fit Enterprises at: 888-
604-2244.
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The Simple & Powerful

Club Management System

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

Photo-imaging Check-in
Unlimited Report Capabilities
Automated EFT

Full Service Customer Support
(Phone, Fax, Seminars)

Y VYV VY VY

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

Club

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

Illll'ler - 1 (800) 554-5?5%?2%??22—3334;’;
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LOOKING FOR THE BEST PRICED
ELLIPTICAL ON THE MARKET?

YOU JUST
FOUND IT.

CALL FOR MORE INFORMATION

ALSO AVAILABLE FROM 800 = 678 .7888

HOGGAN HEALTH INDUSTRIES




PAGE 28

ECIul imsider

SEPTEMBER ISSUE

TENNIS CORPORATION OF AMERICA AND FITNESS FORMULA
ANNOUNCE ALLIANCE WITH CHICAGO SOCIETY AND CLUBCORP

Chleago. IL.- Chicago-
based Tennis Corporation of America
(TCA), the Chicago area’s largest
owner and manager of upscale ath-
letic clubs, and Fitness Formula (FF),
have formed an alliance with the
Chicago Society and Dallas-based
ClubCorp, the world’s largest owner
and manager of private clubs and re-
sorts. Participating TCA and FF club
members will have additional mem-
bership privileges at some of the Chi-
cago area’s finest private city, din-
ing, athletic and country clubs.

Through this agreement,
the Chicago Society nearly doubles
the number of clubs participating in
the program, growing from 16 to 29.
The Society now features four din-
ing city clubs, 16 athletic clubs and

nine fee-play golf clubs. Members
of the individual TCA and FF clubs
whao join the Society receive recip-
rocal privileges at these local clubs,
as well as preferred access and pric-
ing at the nine Chicago-area golf
clubs.

“We're excited to be able
to offer our members access to the
most exclusive network of high-
quality athletic, dining and golf
clubs in Chicagoland; every geo-
graphicarea is covered,” said Steve
Schwartz, president and chief op-
erating officer of TCA. “This com-
bination makes a lot of sense. We
have the same operating philoso-
phy and are committed to offering
our members the very best. Our
members can increase the value of
their current membership without

having to join another club.”

Members will also be able
to take advantage of travel pack-
ages, special events, VIP seating at
select concert, theater and sporting
events, and will have privileges at
private clubs and resorts world-
wide. An additional monthly fee
will be charged to those who up-
grade to the Chicago Society.

The Chicago Society is a
wholly-owned subsidiary of
ClubCorp. Through its affiliate
companies, ClubCorp currently
owns or operates more than 220
private city clubs, country clubs,
golf courses and resorts. Local
ClubCorp-affiliated properties be-
longing to the Society include the
Metropolitan Club, the 410 Club,
the Monroe Club, the Plaza Club

and the Meadow Club.

“Chicago Society mem-
bers will now have privileges not
only in the downtown market where
many of them work, but also at
well-respected clubs in the subur-
ban markets where they live,” said
Terry Hanley, manager of the Chi-
cago Society. “This expansion al-
lows us to involve more families in
Society activities.”

TCA-affiliated properties
which will be part of the Chicago
Society program include Mid-Town
Tennis Club, Willowbrook Athletic
Club, The Bannockburn Club, For-
est Grove Athletic Club, Four
Lakes Athletic Club, Grand Ohio
Athletic Club, Onterie Fitness Cen-
ter, Edens Athletic Club, Oak Park
Athletic Club and Presidents Fit-

ness Center.

Fitness Formula, also
based in Chicago, owns, operates
or co-manages five health and fit-
ness facilities in the Chicago area.
FF-affiliated properties belonging
to the Society include Fitplex, Gold
Coast Multiplex and Deerfield
Multiplex. Central Park Athletic
Club, which is jointly run by TCA
and FF, will also be part of the So-
ciety.

“Fitness Formula always
has believed in the reciprocal mem-
bership concept,” said FF Co-
Founder and President, Gale
Landers. “The Chicago Society
brings an exponentially greater
member value to this philosophy.”

—

MEDX COMPUTERIZED KNEE MACHINE TESTS & REHABILITATES

OCALA, FL.- The
MedX Computerized Knee Ma-
chine tests the functional ability of
the quadriceps and hamstrings
muscles and provides effective dy-
namic exercise of the knee muscu-
lature. MedX engineers state-of-
the-art computer equipped rehabili-
tation equipment as well as strength
training and flexibility equipment.

The MedX Computerized
Knee Machine provides testing and
exercising procedures either bilat-
crally or unilaterally, with support
provided for the idle leg. Accurate
range of motion and force output are
independently assessed. Isometric
testing can be quantified every 12
degrees through a 120 degree range
of motion. With more than 240 re-
sistance levels, the patient is assured
optimal training results.

All MedX rehabilitation
products are endowed with the

company's standard quality fea-
tures: patient adaptable settings,
computerized testing and rehabili-
tation, biomechanical precision,
low friction operation, tested and
proven medical effectiveness, and
virtually maintenance-free opera-
tion.

MedX is headquartered
in Ocala, Florida, with sales rep-
resentatives stationed throughout
the United States and around the
world. MedX rehabilitation
equipment is virtually mainte-
nance free. The company also
manufactures computerized test-
ing-and-training medical ma-
chines for lumbar and cervical
spine rehabilitation. MedX has
rehabilitation equipment in use in
over 800 clinics around the United
States and the world. Additional
information is available at the
MedX website:
www.MedXonline.com.

ls o d
MedX Knee Machine

HOUSTON INDEPENDENT SCHOOL DISTRICT DEDICATES MORE THAN
$400,000 OF FITNESS EQUIPMENT DONATED BY BALLY TOTAL FITNESS

D onation of More Than
250 Pieces of Equipment Was Ar-
ranged By the Black State Employ-
ees Association of Texas

Nationwide, Bally Total
Fitness' “Stronger Communities”
Campaign Has Donated Equipment
Valued at More Than $4 Million

Houstun, Texas- Ina
ceremony held on September 15th
at the Houston Independent School
District’s (HISD) Dunvale Educa-
tion Center, the school district ac-

knowledged the donation from
Bally Total Fitness of more than
250 pieces of fitness equipment
with an estimated value of
$400,000. In accepting the dona-
tion, District Superintendent Rod
Paige noted, “This equipment will
enable us to improve our physical
fitness programs and the athletic
training facilities utilized by our
students. Our students are serious
about wanting to become the best
they can be, and we're grateful to
Bally Total Fitness for providing
us with some important new tools
to help our students achieve their

goals.”
Since last summer, Bally

Total Fitness has been making
donations of fully functional
strength training equipment to in-
ner city schools, park districts,
police departments, fire depart-
ments, and other community ser-
vice organizations all across the
country through its “Stronger
Communities” campaign. In fact,
the total number of strength train-
ing pieces donated by Bally na-
tionwide now exceeds 2,500,
which have an estimated aggre-
gate value of more than $4 mil-

lion.

“Bally Total Fitness is a
community-based organization —
we're happy to be able to give
back to the communities in which
we operate by donating this well-
maintained and fully operational
equipment to the Houston Inde-
pendent School District. We are
confident they can really put it to
good use to help strengthen the
bodies, and character, of young
people in this community,” said
Lee Hillman, President and CEO
of Bally Total Fitness. “We’'re
proud to be able to share some of

our success with the people that
help the communities in which we
do business every day.”

Echoing the feelings of
many who have received equip-
ment from Bally Total Fitness,
HISD’s Girls Athletic Trainer,
Denise Thornton said, “This is
great! We need exercise machines
like the leg press to do rehabilita-
tion. Leg press exercises are a
major part of knee rehab, and the
best part is that the equipment is
donated. We will definitely be able
to put this equipment to good use
for all of our students.”
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Naw lwg;losdy atrhemweﬂipucalsmdiug
systems from StairMaster — the FreeRunner™

5400 ESS. Because stride lengths are as
individual as we are, StairMaster has
revolutionized the elliptical movement with a
much greater range of motion. Instead of the
17" limit imposed by most clliptical machines,
the FreeRunner allows you to vary your stride
length from 12" ta 36", More accommodating
and comfortable, this unique VSL™ technology
is available only from StairMaster

With retractable handles for-a total body

workout and your choice of 5 different exercise

programs, the StairMaster FreeRunner is the
~ next generation of elliptical machine whose
time has come.

For A FREE BROCHURE
CArL 1-800-635-2936.
STAIRCLIMBERS
EXERCI;E BIKES
CRossﬁomcs*
TREA];M'ILLS

-
STRENGTH EQUIPMENT

35
ELLIPTICAL STRIDING SYSTEMS

StairMaster
v

—

12421 Willows Road N.E., Suite 100,

Kirkland, WA 98034
1-800-635-2936

StairMaster, StairMaster rrecRunner and

VSL are registered trademarks or trademarks of
StairMaster Sports/Medical Products, Inc.
© 1998 StairMaster SportsMedical Products, Inc.
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BODY PUMP HIT'S 600 CLUBS!

What do you get when

you take the most effective exercise
out of the weight room and put it
into the group fitness area, add pow-
erful music, motivating instructors,
impressive results and lots of fun?

It's called BodyPUMP.
And it’s the hottest new exercise
program to hit the group fitness area
since The STEP. Developed in New
Zealand eight years ago, The STEP
Company has licensed this exciting
muscle endurance/strength training
program in the US to over 600 clubs

In just over one year,
BodyPUMP has made its way into
some of the countries hottest clubs
including East Bank Club (IL),
The San Francisco Bay Club
(CA), Franco's Athletic Club
(LA), 24 Hour Fitness (CA/NV/
OR/ID/HI), Australian Body
Works (GA) Sportslife (GA), East
Hills Athletic Club (MT), Equinox
(NY), Lake Forest Health and Fit-
ness (IL), Las Vegas Athletic Club
(NV), Las Vegas Sporting Club
(NV), Nike (OR), Signature Club
(TX), TSI (NY.CT,MA,DC), Bel

Cedardale Athletic Club (MA),
Michigan Athletic Club (M1), Pin-
nacle Fitness (CA), Lifestyles
Family Fitness (FL), Saw Mill
Club (NY), Red Lerille's Health
and Racquet Club (LA) and Court-
house Racquet Club (MS).
These clubs have quickly
discovered that BodyPUMP is
more than just a great barbell
class. BodyPUMP is a turnkey
system designed to increase mem-
ber referrals, member retention
and personal training revenue.
The ongoing training system

builds teamwork among instruc-
tors and personal trainers while
communicating skills necessary to
increase group fitness participa-
tion.

In fact, The STEP Com-
pany is so confident that
BodyPUMP will increase group
fitness participation, member re-
tention and referrals in your club,
they're offering a risk-free guar-
antee. If after 90 days,
BodyPUMP is not working for
your club for any reason, The
STEP Company will repurchase

the barbells including freight and
reimburse the entire three months’
license fee. There is absolutely no
risk and no better time to put
BodyPUMP on your schedule.

Currently there are over
150 clubs scheduled for training
before the end of the year. Make
your New Year's resolution today
to get BodyPUMP in your club
before January 1, 1999, Call The
STEP Company at 800.SAY.STEP
or visit the website at
www.bodypump.com for more in-
formation.

since January of 1998, Air Athletic Club (MD),
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DEVOE LIGHTING
SYSTEMS

* Excellent Four Court Coverage
or Replacement Parts
* 16-Eight lamp fixtures per court
* Most with lamps and ballasts
* Paesar Light Sensing System included
* Used with Skylights to save electricity
* Containerized and ready to roll!

Norm Cates’ ®
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number shown.

FOR IMMEDIATE SALE - $15,000
or MAKE OFFER!
CONTACT: MIKE HOVIS - (360) 387-3398
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[1 Please contact me at the number
written below.
Club or Company

[] Please mail information to me.
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Zip: -

Phone #: ( ) -

E-Mail:

CLUB INSIDER News Advertisers

[ IMedX -Pg2 Fax#:(352) 629-8670
[JFriday Reports - Pg 6 Fax#:(212) 987-4227

City: State:

Faxi#: (
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[C]Premium Performance - Pg 24
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[]National Gym Supply-Pg 9
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[CIBody Pump - Pg 31

[]Faust Management - Pg 22
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[JClub Runner - Pg 26

Fax#:(770) 933-9698
Fax#:(816) 753-1429
Fax#:(303) 417-1747
Fax#:(941) 945-3029
Fax#:(770) 729-0995
Fax#:(760) 434-8958
Fax#:(425) 821-3794
Fax#:(310) 287-1747
Fax#:(847) 288-3791
Fax#:(410) 252-9367
Fax#:(423) 584-4653
Fax#:(310) 823-7608
Fax#:(888) 604-2244
Fax#:(404) 848-0223
Fax#:(805) 884-8119
Fax#:(323) 724-2000
Fax#:(801)572-6514
Fax#:(770) 988-9486
Fax#:(619) 536-7976
Fax#:(781) 431-0890
Fax#:(954) 796-9010
Fax#:(561) 746-5822

OVER 22,000 SQ.FT. —MULTI-PURPOSE,
FREE STANDING, FULLY EQUIPPED —
TEN YEARS OF QUALITY — LARGEST IN ITS
MARKET OVER 1500 MEMBERS —
WEST COAST OF FLORIDA
CALL 800-609-4313 ACCESS EX.#02

NORTHERN MINNESOTA
BUSINESS OPPORTUNITY

Health and Fitness Center in Pequot Lakes.
Swimming pool, free weights, Nautilus equipment,
tanning, spa & much more. Good long term client

base with major growth potential.
Excellent owner-run business.

$159,000. Terms available.
Call Dan @ Tower Real Estate:

- 1-888-802-7787
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Try BodyPUMP

Risk-Free For
90 Days

If you’re not completely satisfied, we’ll
refund your money. Guaranteed.

BodyPUMP is not increasing your memberships - and

your profits, we'll repurchase the barbells including
freight and reimburse the entire three months license fee.
There is absolutely no risk and no better time to put
BodyPUMP on your schedule. Guaranteed.

Simply iry BodyPUMP in your club for 90 days. If

ANYAWO) 4345 IML

This offer is limited, so call The STEP Company today.

LES MILLS INTERNATIONAL

'800.SAY.STEP * 770.859.9292 - www.bodypump.com
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7facial
muscles tense
when she
worlis out.

37 when she finds out her favorite machine is broken.

18947 Lite Fiinas i diviaion of Brunswick Corporation. All rights veservaid. Lile Fitine

Nobody likes “out of order

signs. Knowing that, we build
our strength equipment to
withstand your members
most intense workouts. Self
lubiricating top weights provide
years ol smooth virtually
maintenance-free operalion
Weight plate bushings efiminate
cantact berween waights so
the only noise yvou'll hear is
the occasional member grunt
of endorsement. We also help
tmize downtime by oftfering
same-day service on parts
shuprments and service questions
For more info, use your
finger muscles and dial

1 80 0 6 3 4 B&6 37

LPC ¥ Ress

Hely on it

£ 8 regisrered trademark of Brunswick Corporalion. STH-008 87



