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David Patchell-Evans -
“Living The Good Life!”

By Norm Cates, Jr.

David Patchell-Evans

(‘Patch’) has mastered the art of own-
ership and management of multi-club
operations as few in the world have.
Patch now owns and operates 52
Ontario, Canada-based clubs called
“Good Life Fitness Clubs.” His cen-
ters typically range in size from 10,000
square-feet up to 80,000 square-feet.
Falling in between are two 60,000
square-foot clubs, 15 clubs that are 25
to 40,000 square feet and the rest are
10,000 to 25,000 square-feet. The
majority of the GoodLife Fitness Clubs
are in leased space with 10 in build-
ings owned by the company. Some are
franchises, allowing for ownership
growth opportunities for staff. 12 of
the clubs have swimming pools and
squash courts and a few have indoor
and outdoor tennis. Patch plans to add
an additional 10 locations by the end
of 2001. Established in 1979 as a 2,000
square-foot Nautilus gym, GoodLife
now serves 110;000 members in
Ontario, Canada, a province that is
larger than the State of Texas. While
not recently disclosed, Patchell-Evans’

annual revenues were reported by
Profit Magazine at $40 million in
1998 with 30% annual earnings as
a percentage of revenue. Patchell-
Evans employees 1,600 people with
an estimated 600 of those as full-
time employees.

“A Crashing Beginning”

‘P atch” as he is called
by many in the club industry and
his friends, received an Honors De-
gree in Physical Education and a
minor in business from the Univer-
sity of Western Ontario, that is, ac-
cording to Patch, “the best physi-
cal education school in Canada.”
He also pursued his Masters in Ex-
cercise Physiology for one year.
Patch comments, “I think that what
is unique about it is that [ am one
of the only guys with a physical
education degree that is a multiple
club owner.”

After only 2 weeks of col-
lege, at age 20, Patchell-Evans ex-
perienced a serious motorcycle ac-
cident that changed his life forever.
The lanky 6’4" Patchell-Evans
comments, “The accident basically

destroyed the right side of my body.

My right shoulder ended up about
four inches lower than my left. |
ripped up the shoulder, the tendons
and the ligaments.” While engaged
in rehabilitation for his injuries at
the J.C.Kennedy Athletic Injuries
Clinic, Patch obscrved the rehabili-
tation training staff and the injured
athletes receiving help. It was his
first exposure to professional fit-
ness training. Between his fresh-
man and sophomore years of col-
lege he worked as a lumberjack and
when he returned to finish his de-
gree, took up rowing for Western’s
team. He was highly successful at
the sport and became a member of
the Canadian National Champion-
ship Rowing Team in 1979, Asa
5-time winner of the Canadian
Rowing Championships, Patch
qualified for the 1980 Olympic
Games. Then U.S. President
Jimmy Carter led a boycott of the
games because of the USSR's in-
vasion of Afghanistan and Canada
was one of about 60 countries that
followed suit. Patch was denied his
Olympic chance.

‘Patch” began his busi-
ness carcer while at the university
studying busincss courses. He es-

tablished a one-man-snow-plow-
ing business that grew 1o a small
fleet of five snowplows employ-
ing ten people by the time he was
in graduate school. He started his

_business with an old Jeep he ob-

tained from trading in his motor-
cycles and plowed snow all win-
ter, taking summers off to row
competitively. The coach of the
Canadian National Rowing Team
suggested that Patchell-Evans
work out on Nautilus equipment.
Since there was only one facility
in his area at the time, he joined
that club and began his Nautilus
training. Since he was working
on his Master's degree in Exercise
Physiology, Patch was always ask-
ing the owner of the gym questions
about the Nautilus equipment and
working out in gencral, Patch re-
calls, “Ironically, at the same time,
the Business School asked me to
take a year off from university
because | was focusing too much
on my business. | was told |
needed to get my priorities straight
and be either a businessman or
pursue academics, but not both. |
was making $30-40,000 per year
with my snowplowing business.

That was 1979, so | decided to focus
on training for the Olympics. Mean-
while, my strong interest in fitness
and constant interrogation of the

-Nautilus club owner, led to his sug-

gestion that | consider buying his
club. I'think he was tired of my ques-
tions! | told him I'd be back at 9
p-m. that night to discuss the idea. |
arrived at closing time that night with
a case of beer. We drank the beer
and | woke up the next morning as
the owner!” That was in March,
1979.

How One Man and A
Great Team Operate 50+
GoodLife Fitness Clubs

Wc asked Patchell-

Evans how he is able to manage over
50+ clubs spread over an area as big
as the State of Texas. He commented,
“The business has really been built
by my staff. The joke is that I take
off no less than a week every two
months and often a week every
month because | have a really good
management team and can do so.
Part of the success is that [ really
believe people should have fun when

(Sce Patchell-Evans page 4)

NETPULSE, E-ZONE AND XYSTOS
ANNOUNCE THREE-WAY MERGER

Merger Will Create World’s Largest Interactive Media Network Serving Consumers in Targeted Communities

San Francisco, CA.-

Netpulse Communications, E-Zone

Networks and Xystos Media Net-
works announced on September
28, 2000 that they had signed a de-

finitive agrcement to merge the
three interactive media companics.
The new company will be called

Netpulse E-Zone Media Net-
works. - The merger creates the
world's largest out-of-home inter-

LATE BREAKING NEWS

LeisureNet Files For Bankruptcy

/ Inside The Insider
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has been a long time

since LivingWell Fitness Centers

shut down over 400 facilities in the

United States, putting egg on the

face of the health club industry
waorldwide.

Now, in South Africa, the

Board of Directors of LeisureNet

resolved on Friday, October 6th to
apply for Bankruptey. The follow-
ing statement.was issued: “The
Directors of LeisureNet have re-
solved to apply to the High Court
of South Africa for an order to
wind up LeisureNet.”

It also said that ils sepa-
rately incorporated subsidiary,

active media network serving con-
sumers in captive environments. In-

(See Netpulse page 4)

Ist Public Company Failure In Recent Club Industry History

Healthland International, Ltd., oper-
ating principally in Europe, *would
be unable to meet obligations to
creditors beyond October 9th.”
LeisureNet reported a loss *
of $3,362,198 (USD) on revenues of
$73,831,000 (USD) for the six
month reporting period ending June
(Sce Leisurenet page 5)
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continued from page 3

cluding both current and contracted
installations of the three companies,
Netpulse E-Zone Media Networks
will reach over 11 million consum-
ers in health and fitness facilities
worldwide-the company’s first tar-
get market. By comparison, Time
Warner’s cable system currently
serves 11.3 million subscribers.
The company will offer an
interactive multimedia platform
combining television, video on-de-
mand, radio and the Internet. Upon
completion of the merger, Netpulse
E-Zone Media Networks will be op-
erational in every major U.S. met-
ropolitan area. The company will
have more than 14,000 media ter-
minals installed in almost 700 health
and fitness facilities and an addi-
tional 20,000 terminals contracted
for installation. Netpulse E-Zone
Media Networks will have partner-
ships with 20 of the top 25 health
and fitness chains in North America

and many other large, multi-purpose

independent health clubs, hotel
chains and corporate fitness cen-
ters.

“This merger estab-
lishes a media network primed for
growth,” said Andrew Wiswell,
the new company's CEO. “Unit-
ing the three companies gives
Netpulse E-Zone Media Net-
works a broad and diverse range
of revenue sources, a lower cost
structure, and the improved ac-
cess to capital that comes with
being a market leader,” added
Wiswell, formerly a Senior Vice
President at E-Zone and before
that, CFO of Gulf Canada.

“By combining the best
features of each company’s nel-
work, the merger enables
Netpulse E-Zone Media Net-
works to offer the best products
and services to all our customers-
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broadband platform (named “Product
of the Year” by Business Week), E-
Zone’s customized media program-
ming and networking technology, in-
cluding its Club TV and E-Zone Ra-
dio station products, and Xystos's ex-
pertise in hardware and software sys-
tems integration.

“The merger creates a pow-
erful tool for advertisers and content
providers who want to reach active-

- lifestyle consumers,” said Co-Execu-

consumers, health and fitness fa-

cilities, and advertisers,” said Co-
Executive Chairman Tom Proulx,
former CEO of Netpulse and co-
founder of Intuit Inc.
(NASD:INTU). The merger
brings together Netpulse's ac-
claimed convergent TV/Internet/

tive Chairman Robert McKenzie,
former CEO of E-Zone and co-
founder of MetroNet Communica-
tions (now AT&T Canada
NASD:ATTC). “The network offers
the best of what advertisers are look-
ing for: a captive audience, strong tar-
geting and accountability, and a broad
range of media opportunities.”

“For health club members,
this merger means a dynamite club
experience,” said Mark Smith, CEO
of Town Sports International, a chain
of over 100 clubs in the Northeastern
United States. “Not only will they get
a huge array of entertainment and in-
formation offerings to make their
workouts more enjoyable, but they’ll
also get state-of-the-art exercise pro-

gramming and customization to
make workouts more.productive.
For health club owners, this all adds
up to better recruitment and reten-
tion of members, and more money
to the bottom line.”

The merger will bring to-
gether ateam of executives with ex-
pertise in the technology, media, and
fitness industries-an ideal team to
lead a fast-growing media company
targeting the active lifestyle con-
sumer. In addition to Wiswell,
Proulx and McKenzie, leaders of
the company include Board mem-
ber Leonard Schlemm, Xystos
Chairman and co-founder of 24
Hour Fitness, one of the world’s
largest health and fitness chains.

The merger will create an
entity with market leadership and a
unique interactive media network
that is poised for rapid growth. Fu-
ture targets will include the inter-
national fitness facility markets and
new vertical markets also featuring
captive consumers. Xystos Presi-
dent Nat Findlay will head up ef-
forts to expand the new company
into select international markets, op-
erating the Netpulse E-Zone Media

Networks International division
from Quebec City. The company is
also in discussions with a number
of strategic partners to develop in-
teractive media networks for other
captive environments.

The new company boasts
key strategic relationships with lead-
ing telecommunications, Internet
and fitness organizations including
24 Hour Fitness, 24/7 Media, Inc.
(NASD:TFSM), Life Fitness, a
Brunswick Company (NYSE:BC)
and Gilat Satellite Networks
(NASD:GILTF). Netpulse E-Zone
Media Networks® headquarters will
be in San Francisco. The company
will also have operations in Calgary
and Quebec City. Customer sales
and service offices will be located
in several metropolitan cities across
the U.S. and Canada. The merger
is subject to certain closing condi-
tions and the approval of the three
companies’ shareholders. Formore
information, contact Adam
Handelsman, Director of Public
Relations, at 212-396-4128, or
AdamH(@netpulse.net, or visit the
company’s website al
www.netpulse.com.

Patchell-Evans

continued from page 3

they work, so that’s kind of an at-
titude that permeates the company.
The model of the company is
“measurable constant improve-
ment” and the official drink of the
company is the Margarita. The idea
is you blend fun with work.”

The majority of Patchell-
Evans’ key people have been with
him over 10 years. There are about
25 people at the upper manage-
ment level. Jane Riddell as Chief
Operating Officer.(COQ), is sec-
ond in command. Another key per-
son is Maureen Hagan, GoodLife’s
Director of Fitness. Her many in-

Norm Catesn’
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ternational awards include be-
ing honored in 1998 as IDEA’s
Program Director of the Year.

An important aspect of
the company's operations is
training. The “GoodLife Uni-
versity™ (GLU), offers a one-
week-long training class for all
new employees each month.
Patchell-Evans teaches the in-
troductory portion of GLU and
by doing so, meets and wel-
comes all new employees join-
ing the company.

Before arriving at
“GLU™ new employees are
charged with reading a 200 page
orientation manual and viewing
an interactive, sales training CD
Rom. On the required reading

Club Name:

Attach List For Additional Subscriptions

list are two books; “Happiness Is A
Choice™ and “Living The Good
Life.”

Founder of the Cana-
dian Association of
Fitness Professionals

PutcthAE\'ims credits
Maureen Hagan as being a Co-
Founder of the Canadian Associa-
tion Of Fitness Professionals
(CanFitPro) with him. The Associa-
tion provides training and certifica-
tion opportunities for fitness profes-
sionals from around the world.

Patchell-Evans comments,
“We had 5,000 attendees from 18
countries at our last conference
which | believe would rank our con-
ference as the third largest in North

| America. About 15% of our atten-

dance was from the U.S. The con-
ference is a good value for a 3 day
conference, with a rate of just $120

U.S. And, we offer the only com-
prehensive conference where you
can attend sessions on business and
club management, personal train-
ing and participate in fitness
classes. The trade show had over
700 exhibit booths and an impres-
sive list of sponsors.”

A Member of
Faust Executive
Roundtable #2

Palch has been a mem-
ber of the Faust Exccutive
Roundtable #2 for nine ycars and
has obtained great value from that
relationship. Patchell-Evans com-
ments, “It is kind of like having a
Board of Directors that are your
friends. As an independent owner,
the nice thing about it is, you have
someone that will give you an in-
sightful and honest opinion.”
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100 Club Goal

Abnul a year ago

David Patchell-Evans developed
a five-year goal, to reach 100
clubs by January 1, 2004, “By
then | will have been in the busi-
ness 25 years, ['ll be 50 years of
age and I'll have 100 clubs. | like
nice round numbers!” Beyond
that, Patch has no stated plans.
Importantly, he does not have a
focus on the sale of his clubs. He
comments on that subject, “It is
not really my focus. My focus is
truly the great team that works
with me. They have bought-in to
having a solid career with the
company, so | have a mutual re-
spansibility. [ will provide them
the opportunities, because they
are providing the opportunity for
me. We are trying to do some-
thing else really different with our
company. Working hand-in-hand
with our expansion plans is our
development and internal focus
on company values. Specifically,
we are really focused on the con-
cept of caring. We are very much
trying to differentiate our com-
pany by developing our own cul-
ture and mentality.”

We mentioned IHRSA
President Joe Cirulli’s recent ter-
rific article in CB1 Magazine on
caring and asked Patch to sum-
marize his own feclings aboul
caring. He shared these thoughts,
“Actually, itis pretty simple. First
and foremost, you have got to
care about yourself. So, you have
to make sure that you stay fit.
That you practice fitness and that
you look after yourself. Secondly,

(Sce Patchell-Evans page 6)
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*7 vears: ves, i
seems like yesterday that we
launched The CLUB INSIDER
News, but thanks to a lot of people,
I am here to report that this issue
marks the completion of 7 years of
publication! WOW, what an expe-
rience it has been, too. During
these 7 years, more has happened
in the health, racquet and
sportsclub industry than in the en-
tire 20 previous years! | would like
to express my sincere thanks to all
of our ADVERTISERS, our SUB-
SCRIBERS, our CONTRIBUT-
ING AUTHORS, Ms. CATHY
BROWN and MR. RON
HUDSPETH of the Hudspeth Re-
portin Atlanta, all of the great folks
at Walton Press, RICK CARO and
all of the members of the Faust
Executive Roundtable #1, IHRSA
and JOHN McCARTHY, my
DAD and his wife LOUISE, MY
brother DAVID and my son JUS-
TIN CATES for their help and
kind support over the years. | look
forward to bringing the latest club
business news to you for many
years to come! Thanks so much and
STAY TUNED!

*Speaking of IHRSA,
don’t forget to make plans to attend
the IHRSA/Athletic Business
Conference and Trade Show in
Orlando, Florida, November 29-
December 2, 2000. And, remem-
ber the Big Show, The IHRSA
20th Anniversary Convention
and Trade Show in San Francisco,
California, March 22-24, 2000. The
event is shaping up to be the pre-
miere event in health, racquet and
sportsclub history. Also, BILL
HOWLAND, Jr. of IHRSA in-
forms me that IHRSA now has re-
leased the second edition of
IHRSA’s Waivers and Releases for
the Health and Fitness Club Indus-
try. The book was written by fre-
quent CLUB INSIDER News Con-
tributing Author, MR. DOYCE
COTTON, Professor Emeritus of
Physical Education at Georgia
Southern University. For a small
investment, this book could save
you and your clubs thousands and
thousands of dollars as it presents
the club industry with a practical
guide to the current status of waiver
law by state and guidelines for de-
veloping a club’s own release of li-
ability. Waivers and Releases con-
tains useful information on: * Ter-
minology, * Effectiveness of waiv-
ers by state * Writing a waiver
*Waivers and minors. Clubs may
call (800) 228-4772 to order a copy
for $25 if your club is an IHRSA
Member or $50 for non-member
clubs.

*Congratulations to LEE
GUTHRIE on the celebration of
his 50th Birthday on Saturday, Oc-

tober 14th at the Vintner's Golf
Club in Yountville, California. |
have been friends with Lee for a
long time. In the late 1970s’ I first
met Lee in Orange Park, Florida,
where he was a membership sales
director for a friend of mine.
Later, in about 1984, Lee had
hooked up with AUGIE NIETO
and was selling LifeCycles.
When Lee called me to set up a
meeting to discuss LifeCycles, |
told him to come right on. So, Lee
came by and gave me his pitch. |
was ready for him and after his
spiel, I told him I wanted to buy
6 LifeCycles right away. Lee
looked at me incredulously and
said 62 Well, as many of us know,
‘Old Lee’ is quite a salesman. He
walked out of my Lenox Athletic
Club location with an order for
66. Yes, that is sixty-six
LifeCycles which I placed in my
two Atlanta locations. One of the
best investments in equipment |
ever made. And, I am very happy
to say, LifeFitness has gone on,
with Augie’s leadership, to be the
world leading manufacturer of fit-
ness equipment. What a story.
*Also, congratulations to
KAY APLIN, owner of the Fam-
ily Fitness Center in Lake Jack-
son, Texas, as her club celebrated
its 2nd Anniversary on Septem-
ber 30 with a “Viva Las Vegas”
Celebration. Kay’s new 2-year
old club replaces her previous fa-
cility which had been in business
in Lake Jackson for years.
*Gold’s Gyms Interna-
tional has announced the choice
of the American Council On
Exercise (ACE) as the exclusive
Certification provider for all its
clubs. Gold’s Corporate has also
announced the acquisition of four
more clubs: three in the Mid-At-
lantic area and one in Pasadena,
CA. Also, last; but not least, the
Millenium Edition of Guiness
World Records 2000 recently
recognized GGI as the “largest
gym chain in the world” with 550
clubs in 47 states and 26 coun-

tries.

*COLIN HEGGIE has
been named by Fitness Holdings
Worldwide, d/b/a 24 Hour Fit-
ness, as the new Chief Financial
Officer. Heggie was formerly with
Burger King in the capacity of Se-
nior Vice President and Chief Fi-
nancial Officer.

*CLARK HOWARD is
the local Atlanta guru whose radio
shows help consumers save moncy
and avoid financial traps in com-
merce. Recently he was featured in
the Atlanta Journal/Constitution
newspapers. In a recent column
Howard led his comments off with:
“One thing 1 love to do every day
is exercise at my health club.” He
then went on to say, “Here’s the drill
with joining a health club. I never
want you to sign a contract - and |
do mean never. Why? There are
three reasons: First, when you go
month-to-month, what do the club
owners want from you? They want
you to be a satisficd customer. (2)
The typical consumer stops going
after six weeks. Do you really want
to be locked into paying for it for
an entire year or even two or three?
Third, your money is not protected
under Georgia law if you pay a huge
membership fee upfront and the
club shuts down. He then went on
to make a bad example of the local
Crunch chain of six clubs for fail-
ing to live up to a written contract
they had with a member. So, the
movement Lo no commitment mem-
bership agreements is evident ev-
erywhere.

*EVAN KAPLAN,
Founder and President of Kapson
Senior Quarters, has begun a Long
Island-based Personal Training In-
stitute (PT1). The 3,000 square-foot
facilitics will deal only with busi-
ness on a Personal Training basis.

*The club industry’s top
leaders are lining up to support
IHRSA’s new initiative with the
Boys and Girls Clubs of America.
JIM GERBER, Founder and CEO
of Western Athletic Clubs was the
first to sign on last March and re-
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cently announced over $30,000
raised. ROGER RALPH, of
Wellbridge Bel Air Athletic Club
raised $11,750 through the sale of
commemorative bricks for their
fantastic new youth center. And,
Wellbridge (CSI) and TSI have
both signed on to help Boys and
Girls Clubs. Last, but not least, the
THRSA staffhas adopted the Boys

Let Us Hear About Your NEWS!

clubinsidernews@mindspring.com

and Girls Club in Somerville, MA.

*Not to be outdone,
STEVEN SCHWARTZ, President of
Tennis Corporation of America, has
pledged $250,000 to the Big Broth-
ers and Big Sisters of America. The
Schwartz family has been involved
with Big Brothers for many years and
Steven Schwartz serves on the Na-
tional Board of Directors.

...LeisureNet

continued from page 3

30, 2000.

LeisureNet operated at
least 83 clubs in South Africa while
Healthland operated 22 clubs in
Australia, Germany, Spain and the
United Kingdom, with an additional
17 clubs in various stages of devel-
opment.

While South African law
permits a company time to negoti-
ate a survival plan with its creditors,
itis not known what the contents of

such plan might be.

One other thing is also not
known. The European market has
seen a health club facility boom like
none other in history. That boom has
been substantially fueled by the will-
ing capital markets in the United King-
dom and other countries. It is now a
concern that this happening will nega-
tively impact that growth as investors
draw back to observe the happenings
with LeisureNet and Healthland.

Check out The CLUB IN-
SIDER News World View on page #8
for more on this story.
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800-778-4411
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Patchell-Evans

continued from page 4

you have got to care for your team
members, the people that you work
with. That is a double responsibility.
You have to make sure that you do

your job and that they do their job..

There is no place for people on your
team that won’t do their job. You care
for your staff by building a team of
people that mutually support each
other. In turn, this accomplishment
allows you to care for your members.
By that I mean, you have got 1o make
sure that people are more than a mem-
bership number. You've got to do the
little things for them that count. That
is how you build the loyalty. We have
high retention rates and that’s how you
maintain those retention rates. Any-
body can buy a piece of exercise
equipment. So, how we differentiate
ourselves is with ‘attitude.” That’s a
really hard thing to steal and dupli-
cate. That is your ticket to maintain-
ing good staff and is your best way to
maintain good members.”

No Contract
Commitments
Jor Retention

David Patchell-Evans is a
leader ina club industry movement to
eliminate legally binding membership
contracts from operations. The simple
membership agreement GoodLife Fit-
ness Clubs utilize is a thirty-day mini-
mum notice if an individual wishes to
terminate his/her membership. Patch
summarizes why this plan works so
well for his organization, “When you
g0 to no contracts, you realize that a
member could walk out the door at
any moment. The reality is that they
could anyway, but they still pay you
for a year anyway, right? But, if your
focus is on keeping them from day
one, you are going to make more
money and they are going to get bet-
ter results. It is a “win-win" scenario
from day one.”

Patchell-Evans is also the
creator of a unique method of elec-
tronic funds transfers offering his
members the opportunity to have their
membership dues transferred twice a
month instead of the traditional once
a month. This enables anyone with a
limited budget/cash flow to afford his
typical $45 per month dues by collect-
ing $22 twice a month. And, math-
ematically, this plan makes a 13-
month collection out of a 12- month
year, generating one more month’s
dues each year for the clubs.

IHRSA Member
Since 1983

We discussed IHRSA

with Patchell-Evans and he com-
mented, “The greatest value has been
friendships. The first five years, ev-
ery conference was a break through
because everything was so brand new.

Sometimes, | have brought as
many as 16 key staff members
to the IHRSA Convention and
Trade Show. And, sometimes |
just attend by myself. With the
currency difference, sometimes
it has not been practical to send
a large group to IHRSA. Part of
the reason to have the Canadian
Association of Fitness Profes-
sionals is that with IHRSA in
the U.S. and with the Canadian
dollar worth $.60 to the Ameri-
can dollar, it is not always pos-
sible for Canadians to attend
IHRSA. What | wanted to cre-
ate with CanFitPro was some-
thing that would combine IDEA
and IHRSA and fit the Canadian
market. Ultimately, you can’t
have enough learning, so we use
trips to Club Industry and
IHRSA as a bonus for our top
achievers.

Comments On
Consolidation

We asked Patchell-

Evans to comment on the cur-
rent club industry consolidation
that is going on in North
America. He shared these
thoughts with us, I have a
couple of opinions on that. First
of all, I think it is the people that
are trying to consolidate clubs
that are really pushing that in
the press. At the most, 15% of
the clubs in North America are
in the consolidated group. The
reality is that 85% of the people
operate single clubs. I think
people are really missing the
key issue. And, | worry about
IHRSA. If it becomes more and
more an organization that is
dominated by club chains, it be-
comes less and less an organi-
zation that focuses on single
clubs. For instance, in my Faust
Group, | have the largest num-
ber of clubs in my group but,
where | learn the most is from
the individual operators. If an
individual operator is running
his club correctly, he can com-
pete against a chain all day long.
That is because entreprencurial
spirit is spread amongst a num-
ber of locations in a chain. You
have certain efficiencies. But,
you have certain inefficicncics
too, because the entreprencur
will walk through his club and
do what is necessary at that mo-
ment. The most empowered
manager is still not the owner.
My managers are absolutely
fantastic and they care. But, an
owner still thinks differently.
So, | see that the industry is ig-
noring the fact that 85% of the
clubs are owned and operated
by individuals. You don’t see
enough emphasis on that at the
conferences. Actually, I think
that Club Industry is more fo-

cused on individual operators
than IHRSA. It has swung from
IHRSA to Club Industry in that
regard. 1 really believe that what
will happen in the U.S. is that ei-
ther IHRSA will come back to
that strategy, or somebody else
will because the chains have the
most to gain. So, all the talk about
consolidation will go on, but it is
still not the majority. Right now
in the U.S., it is 15% at the most.
Canada is a hard country to con-
solidate because it is so big, so my
focus is just Ontario. Ontario has
600 clubs and our company is tar-
geting to have one out of five
clubs and about 30% of the mem-
bers. With 6,000 clubs in Canada
and a population of 29 million,
there are more clubs per capita in
Canada than in the U.S.

Tc:z: 3 Challenges in
the Club Industry

Wc asked Patchell-

Evans to share his thoughts on the
three biggest challenges facing
the health, racquet and sporisclub
industry. He replied, “The #1
challenge is competing on price.
The second is the tendency of
clubs to-‘bad-mouth” each other
in an attempt to undermine com-
petitors to sell memberships. The
third one is probably the chal-
lenge of competing against the
‘Not-for-profit’ sector.

“Living The Good
Life” A New Book By
David Patchell-Evans

PatchclI-Evans is re-
leasing in Canada this month, and
in March in the U.S,, a new book
entitled: “Living The Good Life”
published by Stoddart Publishing
Co. Limited, one of the most pres-
tigious publishing houses in
Canada. Betwceen opening new
clubs, Patchell-Evans wrote the
book last February and March.
The book is intended to motivate
members and teach them how to
be successful in their clubs and is
earmarked to be a best seller.

Why Have The
GoodLife Fitness
Clubs Been So
Successful?

‘ ‘ ¢ asked Patch to

explain the organization’s suc-
cess. He commented, “My firm
belief is we are successful be-
cause our operation -is based on
how do things work from the
proper exercise physiology point
of view. This point of view lends
itself to what is best for the mem-
ber. My clubs weren’t designed on
an economic model as much as
they were designed on what will
make our members happy. As you
evolve in size and complexity,
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you still have to keep that key fo-
cus. Focus also on treating your
staff well and helping your staff
learn. What we are trying to be
as a company is a place where
people can develop as individu-
als economically, emotionally
and spiritually. We are trying to
give employees the room to do
that on all fronts. We try to be the
kind of place that is open to atti-
tudinal change.”

Patch continues, “In big
business they tend to discount
people. I think our edge is people.
It’s a reality that we are all as in-
dividuals trying to be as creative
and happy in life as we can. In
real life, we try to provide people
with the mechanisms to do that.
For instance, with the GoodLife
University, we put new staff up
at a Hilton Hotel for a week, they
get training every day and they
gel tested the next day. So, we are
also very competitive. | teach the
entire first day and call that pro-
gram, ‘Super Success.” It is about
attitude, motivation and sales-
manship. That way 1 get to meet
everybody and they get insight
into who the guy that started the
company actually is.” Patchell-
Evans has been conducting
“GoodLife University” for about
10 years now and the classes av-
erage about 70 new hire attend-
ees each month.

What Will
The Future Of The
Industry Be Like?

i ‘ ¢ asked Patch to

share his view of the future of the
industry. He commented, “I see
the number of fitness clubs dou-
bling or even tripling in the next
10 years in North America. If
people focus on quality, we
should increase the current level
of 6-7% currently working out in
clubs up to 30 or 40%. | can't sce
any rcason why one out of two
adults is not working out at a
club.”

Patch continues, “Allan
Rock, the Canadian Minister of
Health, spoke at our recent Can-
Fit-Pro Conference called *Fit-
ness Rocks’ in honor of his pres-
ence. It was incredible! We were
on TV channels and newspapers
across Canada. He asked our or-
ganization to help increase the
number of people involved in fit-
ness by 10%. Our organization is
the only national certification
body in Canada and the only pri-
vate company that the govern-

“ ment invited to the table. From

my perspective, it is a good way
to ‘give-back’ to the industry,
Once in a while | get asked, ‘Why
do you put on this conference that
teaches your competitors how to
compete?’ The reality is that |
never get hurt by a good competi-

tor. | really believe the smarter ev-
erybody becomes the better job
they will do. The higher the qual-
ity of our profession, the more
people will exercise. It is a self-ful-
filling prophecy. Everybody in our
industry should be focused on
building each other up. It should
be kind of a comrade-in arms thing.
That guy is my competitor, but he
is also the guy that makes me look
good. There is way too much em-
phasis in our industry on putting
people out of business. It is a nar-
row-minded, shallow, self-defeat-
ing mentality. Obviously, you want
as much market share as you can
get, but we should begin to realize
that competitors are comrades-in-
arms. The better they do, the more
they are going to propel you for-
ward! | want to be a person that has
contributed the addition of that phi-
losophy to our profession. I think
it is an emptiness that we have not
fulfilled yet. | hope others will pick
up this message and move forward
with it as well. This philosophy is
the biggest way we can differenti-
ate our clubs from the other fitness
supplicrs like the YMCAs, JCCs,
cte.

Nominated For
Entrfpreneur of the
ear Awa

This past summer,
David Patchell-Evans was nomi-
nated in Ontario for the Entrepre-
neur of the Year Award sponsored
by Ernst & Young. Patchell-Evans
has now been sclected as one of the
top three finalists for this award.
This closing comment by Patchell-
Evans provides ample evidence on
why he has been nominated for
such an honor.

Patchell-Evans closed our
discussion with this, “The way |
feel about the people that work
with me is that | should have a fi-
duciary responsibility and duty to
make surc they have a great oppor-
tunity. | get a kick out of it when
my people buy nice homes and
good cars. | want to create a career
path and a culture that is good for
my people. | think that responsi-
bility creates a huge opportunity. [
think it is a really exciting time to
be in this business! [ think inten-
tion is key. What do we intend to
do? What do we intend to be? How
do we intend to look? How do we
make our members feel? How do
we make ourselves feel? How do
we intend to make our staff feel?
That is where caring comes into it.”

(Norm Cates, Jr. is the
Publisher and Editor of The CLUB
INSIDER News. Cates is a 27-year
veteran of the health, racquet and
sportsclub industry. Cates was a
Co-founder and the 1st President
of IHRSA in 1981.)



Personal Training
Certification
Start A Carear i Hiness/

Personal Training is the fastest growing profession
in the fitness industry today. In fact, it has been
rated as one of the top ten professions for the
21st century. Since 1988, the International
Sports Sciences Association has provided
certification and continuing education to over
30,000 health and fitness professionals
worldwide. Call ISSA today, and let us show
you how rewarding it is to share your passion

for health and fitness with others!

ISSA CERTIFICATION COURSES

e Certified Fitness Trainer
¢ Fitness Therapist
¢ Specialist in Performance Nutrition
* Specialist in Sports Conditioning
e Golf Fitness Trainer
* Youth Fitness Trainer
e Water Fitness Trainer
e Aerobic Fitness Trainer
* Specialist in Senior Fithess
* Specialist in Martial Arts Conditioning
» Specialist in Fitness for the Physically Limited

CALL TODAY FOR FREE INFORMATION
1.800.892.4772 + www.FitnessEducation.com
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NEW, IN-CLUB WEIGHT LOSS CENTER PULLS
IN “BIG” REVENUE AT GRAND OPENING

Manassns, VA - On

September 25th, the Bull Run Ath-
letic Club (BRAC) became the first
licensee to open a HEALTHY IN-
SPIRATIONS Weight loss and
Lifestyle Center within an existing
health club. HEALTHY INSPIRA-
TIONS is a newly formed national
chain of weight loss centers
founded by industry consultant,
Casey Conrad, that will have both
corporate owned centers as well as
offer licensing opportunities to club
operators.

Although the long-term
success of the program remains to
be seen, initial response to the pro-
gram has been great. Owners Ken
and Sharree Ryder are ecstatic by
the response. Two weeks prior to
opening they placed a “coming
soon™ banner in the club and put out
a sign-up sheet for members wish-
ing to find out more about the pro-
gram. Over 60 people signed up.
Five days before opening they sent
asimple announcement letter to all
members telling them of the
program’s arrival and encouraging
them to come in for an explanation
but not making any special offer.
No other advertising or promotion
was done. In the first two days the
Center did just over $14,000 of
business, $7,500 of which was cash.
Say’s the Ryder’s, “We are thrilled

with the response. It has far ex-
ceeded our expectations. All our
clients are impressed with the
program and, because of the
training materials it has been
simple for our staff to follow.
This program is the perfect mar-
riage between the weight loss
industry and the health club op-
erator.”

BRAC is 13,000 sq. ft.
fitness-only facility with a mem-
bership base around 2,500. In
preparation for bringing the pro-
gram in, the Ryder’s converted
a portion of a lesser-used cardio-
vascular equipment room into a
450 square-foot HEALTHY IN-
SPIRATIONS center. The 450-
sq. ft. was divided into a recep-
tion and waiting area, two “Daily
Visit" areas where clients meet
with a Lifestyle Consultant for
nutritional coaching and coun-
seling, one closed-door office
that can be used for new client
consultations, an area for weigh-
ing and measuring and a sepa-
rate relaxation room where a
Shiatsu Massage Tranquility
chair is located. Notes Ken
Ryder, “We have almost done in
one week what | budgeted we
would do in a month. There is
no doubt in my mind that the
HEALTHY INSPIRATIONS
Weight Loss Center is going to

be the highest per-square-foot
revenue producer for my club.
By the month's end | will have
more than recouped my entire in-
vestment.”

HEALTHY INSPIRA-
TIONS is a new corporation
founded by industry consultant,
Casey Conrad. At present there
is one corporate-owned
HEALTHY INSPIRATIONS
Weight Loss and Lifestyle Cen-
ter in El Paso, TX, which openced
in August 2000 and two club lic-
ensees in VA and FL. A second
corporate-owned facility is
scheduled to open in RI this De-
cember. Conrad is President of
Communication Consultants, a
company that provides the fitness
industry’s most comprehensive
system of live training seminars,
tapes, workbooks, textbooks, on-
site club consulting and trade
show lecturing, with more than
20 products in use in over 1,600
clubs worldwide. She is creator
of Health Club University, a
training center in Rl that offers
monthly sales, marketing and
management programs year
round. She is now President of
HEALTHY INSPIRATIONS,
LLC. In addition, Conrad is an
attorney, licensed in the State of
Rhode Island.

(L to R) Donna Furr, Casey Conrad, Lisa Blevins,
Ken Ryder, Sharree Ryder and Margaret Kourmadas

GROWTH AT POLAR CONTINUES WITH

PURCHASE OF HEALTHFIRST CORPORATION

Acquisition Expands Polar’s Physical Fitness Assessment Program

WOODBURY, NY,
September 18 — Polar Electro
Group announced today that it has
acquired HealthFirst Corporation
(Albuguerque, NM), a leading de-
veloper of complete software and
web-based products used in health
and fitness assessment, risk ap-
praisal and education, as well as
nutritional programming.

The acquisition provides
Polar, on a worldwide basis, with
a dedicated development group
that will enhance existing prod-
ucts from both companies and
develop products for the elec-

tronic future. Both companies
are privately held; financial ar-
rangements were not disclosed.
HealthFirst will operate as
Polar’s research and develop-
ment division for software and
web-based products.

“Polar and HealthFirst
are in every way a natural com-
bination,” said Thomas
McCoy, Senior Vice President
of U.S.-based Polar Electro
Inc. *“HealthFirst's advanced
products are the first step for
educational, health club and
medical professionals who
want to optimize fitness and

health risk assessment for
people starting and maintaining
exercise and rehabilitation pro-
grams. From there, Polar’s
leading heart rate monitoring
technologies work to assure
that exercisers safely and effec-
tively meet their personal fit-
ness goals.”

McCoy said that the
companies already have a
strong working relationship
dating back to 1995, when
HealthFirst started incorporat-
ing Polar’s heart rate monitor-
ing technology into its prod-
ucts. In March 2000, Polar an-
nounced a collaborative effort
with HealthFirst directed at the
education market.

Ron McPhee, Presi-

dent and Founder of

HealthFirst, said, “Since our
founding in 1990, our mission has
been to be the premier developer
of systems that help assess and
improve a person’s fitness level,
nutritional habits and health risks.
Polar has a similar vision. To-
gether, we’ll provide unified hard-
ware, software and analysis sys-
tems that will help students, pa-
tients and the general public in es-
tablishing and maintaining a
healthy lifestyle.”

Both companies see the
natural cross-marketing of their
products to be a major strength of
the merger. The extensive mar-
keting reach of Polar’s three busi-
ness-to-business divisions — edu-
cation, health club and medical —
will enable more wellness-related
professions to take advantage of

HealthFirst products.

Polar developed the
wireless heart rate monitor in the
early 1980s. Today, this personal
technology is used in physical
education, medical rehabilita-
tion, health clubs and other fit-
ness training programs.

HealthFirst produets in-
clude TriFIT, an integrated health
management and assessment sys-
tem, the Internet-based Wellness
Center and other programs that
combine exercise protocols and
nutritional guidance.

HealthFirst will con-
tinue to be based in Albuquerque,
NM.

Polar Electro Inc. is part
of the Polar Electro OY company,
based in Finland.
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Maximize Your Training Materials

By Karen D. Woodard, President
Premium Performance Training

One of the most eco-
nomical methods of training your
staff is through the use of in-club
training materials. Training mate-
rials include books, tapes, manu-
als as well as the Internet and can
be found (excluding the Internet)
in book stores, catalogues, business
magazines, industry publications,
etc.. If you utilize these as sources
— you will generally find good
material, however, not industry-
specific material.

We are very fortunate in
our industry as we have several
very strong sources for industry
specific training materials. Yes, it

is wise to broaden our scope
when looking for new training
methods and study how other in-
dustries train staff for success,
At the same time, it is extremely
beneficial to have tools that are
customized for our business.
Using a mix of the two will keep
you on top of your game.

The benefits of using
training materials include:

1. compliments a club’s
training system

2. can be used as the foun-
dation for a club’s training sys-
tem .

3. the materials are a docu-
mentation and therefore insure
consistency in training

4. allow for review, refresh
and repetition

5. cost effective training.

SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

COMPETI

mponed & Domestic Textile Products
Take the guess work out of your. . .

Towel Purchasing
Satisfaction Guaranteed

QUALITY PRODUCTS
.at

IVE PRICES

Rubbermaid

Commercial Products
Authorized Distributor

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

InRSA

ASSOCIATE MEMBER

P. O. Box 620189 * Atlanta, GA 30362
770/729-0700 - 800/241-2081 * FAX 770/729-0995

To maximize your use
of training materials, consider
the following tips:

1. Establish your goals for
staff training — e.g. what is the
desired outcome for this product?
Inform your staff of the goals as
well as the plan.

2. Establish a timeframe for
the goal to be accomplished.
There should be a sense of ur-
gency with this, yet manageable.
For example, if you purchase
books, tapes or manuals that are
traditional-style chapters, the
staff should be able to cover a
chapter or module per week as
long as the chapters are 30 pages
or less.

If the product is produced in
“tip” form, assign a specific
number of tips that arc relevant
to your goal to be read by the
specified date.

3. Use your weekly man-
agement, sales or departmental
meetings as a forum for discus-
sion or practice of the training
materials. These meetings arc a
resource for staff train-
ing. My recommendation is that

terrific

in each of your weckly meetings
(yes, we should all have a for-
mal weekly meeting), a half hour
is set aside to focus on training

only. Your staff will genu-
inely appreciate the educa-
tion and the club will reap
the benefits of stronger &
more consistent perfor-
mance.

4. Develop a mea-
surement system to deter-
mine the success of the
materials in attaining the
goal. -

5. Devclop a point
system for the staff that
provides an extrinsic re-
ward for professional/per-
sonal development done on
their own that is relevant to
the club. The point. system
can be tied to bonus dol-
lars, prizes, etc.. The ex-
trinsic reward is a kick start
for staff who have not yet

aren Woodard

experienced the intrinsic reward of
development. Once they have, the
extrinsic system is usually unnec-
essary.

Professional, well trained
Staff is one of your biggest power
tools in building stronger market
share. Consistent staff develop-
ment is the Key. As we start this
new year and this new century, the
time is perfect to make the com-
mitment to invest in your club and/
or yourself for both professional

and personal growth.

(Karen D. Woodard,
President of Premiwm Performance
Training specializes in sales, ser-
vice and management training for
the health and fitness industry. She
is an international author, speaker
and consultant who has owned and
operaied clubs since 1985, She can
be contacted at 303.417.0653.)
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PAT'S CRANKY IF SHE MISSES A CLASS.
(HER FAMILY MAKES SURE SHE DOESN'T.)

Make all the families in your community happy.
Add Jazzercise classes to your facility.

jazzercise

www.jazzercise.com

Call Jazzercise, Inc.(760) 476-1750
to Locate a District Manager inYour Area.




NO. 41 IN A SERIES OF 539 SUCCESS STORIES

BRENDA AND PLEASANT LEWIS BUILT
THEIR BUSINESS FROM THE GROUND UP.
THE GOLD'S GYM NAME HELPED
THEM TAKE IT TO ANOTHER LEVEL.

THE LEWIS FAMILY HAD BEEN IN THE HEALTH CLUB BUSINESS IN THE WASHINGTON D.C.
AREA SINCE 1985 AND WERE QUITE COMFORTABLE WITH THEIR OWN NAME AND IDENTITY,
IRON WORKS GYM. BUT WHEN THEY CHANGED THEIR CLUBS TO GOLD'S GYM, THEY SOLD
MORE MEMBERSHIPS THAN THEY EVER THOUGHT POSSIBLE. BRENDA AND PLEASANT'S
SUCCESS, IN FACT, HAS HELPED THEM OPEN SEVERAL ADDITIONAL GYMS, INCLUDING A
32,000-SQUARE FOOT FACILITY IN ORLANDO AND ANOTHER ONE ON THE WAY. AND li—' YOu
ASK THEM, “IT WAS THE BEST BUSINESS MOVE WE EVER MADE.” TO FIND OUT HOW YOUu
CAN BECOME PART OF THE LARGEST INTERNATIONAL GYM CHAIN, CONTACT THE GOLD'S
GYM FRANCHISING DEPARTMENT TODAY AT (210) 392-3005 OR VISIT WWW.GOLDSGYM.COM,
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Taking Your Marketing Efforts To The Next Level

By Casey Conrad

Bccause smaller, in-
dependent club operators are so
busy tending to the day-to-day
tasks of running and maintain-
ing their health club, marketing
is one of the most overlooked
areas of a club’s business plan.
In fact, clubs often find them-
selves so busy thal they uninten-
tionally put things like advertis-
ing campaigns on the back
burner until the last minute.
Such work habits often result in
poor quality offers, mistakes in
ad copy and, worst, lost sales.

Even when a club has a
marketing plan, it is often very
basic and, therefore, doesn’t tap
into the incredible potential that
marketing offers a business. In
this first of a two-part article on
the topic, we will bring you
through key questions of a mar-
Keting audit that will help you
identify lost opportunities and
share with you a whole variety
of marketing tools and tech-
niques that will be able to take
your club’s marketing efforts to
a new, higher level and gener-
ate more revenue from a variety
of sources.

AUDIT QUESTION
1: Do you :
ve a diverse

marketing mix?

Of course, when cre-
ating a club’s marketing plan it
is extremely important to step
back and look at it from a
‘macro’ perspective to ensure
you have the proper balance of
' promotional efforts that reach
the most number of prospects in
a variety of ways. Marketing
experts say that it takes 5 +/- 2
impressions before a prospec-
tive customer will take any ac-
tion from your marketing ef-
forts. What this means for club
operators is not only having the
proper amount of marketing
reach out to prospects but also
having multiple outlets and av-
enues, often referred to as a
“marketing mix.” There are
four distinct areas of marketing
that every club operator should
be incorporating into their mar-
keting plan. They are 1) Exter-
nal Marketing; 2) Internal Mar-
keting; 3) Guerrilla Marketing,
and; 4) Community Outreach.

External marketing is
exactly as it sounds. It is the
more traditional marketing ef-
forts that a club employs. These
would include such things as
newspaper advertisements and

inserts, radio spots, television
commercials, the Yellow Pages,
coupon mailers and direct mail.
These are usually done on a large
scale and require the most
amount of money.

Internal marketing re-
fers to smaller, more targeted ef-
forts that can be created and run
by the club or the sales depart-
ment at a much lower cost than
external marketing. Some ex-
amples of internal marketing are
point of sale and existing mem-
ber referral programs, in-house
advertised specials, free trial or
short-term membership offers,
mailers to alumni as well as mail-
ers to missed guests.

Guerrilla marketing, on
the other hand, refers to market-
ing efforts that are done by a
salesperson as a way to reach out
and bring in business at very low
or no cost. This would include,
but is certainly not limited to,
lead boxes, take-one-displays,
joint marketing promotions with
local businesses, corporate mar-
keting outreach as well as some-
thing like passing out business
cards. Guerrilla marketing, as
one might suspect, is only lim-
ited by one’s imagination and
work ethic. Finally is com-
munity outreach. Although one
could say that all marketing is
community outreach, here we are
referring to marketing efforts
that are more informational and
educational rather than sales ori-
ented. For example, a monthly
press release to the local news-
paper, television and radio sta-
tions on the benefits of a regular
exercise program, press relcases
on club activitics, fund raising
events and or other philanthropic
efforts that the club may be in-
volved in. Such community out-
reach indirectly sells the club
because people learn, through a
credible source, all the good
things that a club is doing for its’
people.

When creating a mar-
keting plan, you must ask your-
self, “Does our marketing plan
have a good balance between all

four areas?” If not, you may not

be reaching your full_.gpotentiﬂi
and capturing as many prospects
as you can. In order to assess
your current efforts, make a list
outlining each of the concepts
mentioned above. Next, make a
list of each of the marketing pro-
motions your club did last year.
Finally, compare the two in a
checklist fashion. You will be
able to immediately see where
your strengths and weaknesses
are and what needs to be incor-
porated into this next years plan.

AUDIT QUESTION
#2: Areyou
lesting your

marketing efforts?

Testing a marketing
piece is one of the most impor-
tant things you can do to im-
prove the response rate to all
your marketing efforts, Testing
refers to two things. One, sam-
pling a marketing picce to a
small group prior to mass dis-
tribution and, two, testing vari-
ous parts of a marketing picce
over time until it is getting the
highest response rate possible.
Let's look at both of these strat-
egies and how you can utilize
them immediately.

Sampling is one of the
easiest things to do in market-
ing but, unfortunately, it is sel-
dom used in the health and fit-
ness industry. As was men-
tioned earlier, this is primarily
due to the fact that club opcra-
tors often throw together a mar-
keting piece days before it
needs to go to the press. How-
ever, for those who have the
planning and patience to do it,
testing a piece to a small group
of prospects will prove to be
both very enlightening and fi-
nancially rewarding.

Let’s suppose that you
are planning on doing a dircct
mail picce to a general zip code
area around the club. Instead
of printing the final piece and
mailing to everyone, put to-
gether a direct mail letter right
off your computer and mail it
to 500 of the prospects on the
mailing list. If possible, hand-
address the envelopes to in-
crease the open rate and do not
put the club name on the out-
side of the envelope for the
same reason. Of course, you
want to make the same offer
you plan on using in the mass
mailing, making sure you have
a deadline to create urgency lo
call. Three days after the mail-
ing should be delivered to the
homes, do some follow up
telemarketing to find out from
prospects why they have not
responded and what it would
have taken for them to call or
try out the club. From this feed-
back you can tweak your body
copy and offer to meet the
needs and wants of the pros-
pect. Taking the extra week to
pre-test a marketing piece can
result in huge differences in
revenue produced!

The sccond area of
testing is just as imporiant as
the sampling. This is where
you continue to make modifi-
cations to a marketing piece

until it is pulling the
greatest number of calls
or sales possible. The
crucial aspect to proper
testing is to change
ONLY one element of
the marketing picce at a
time. This ensures that
you identify which
change is making the
difference in the re-
sponse. Some of the
different elements of a
marketing piece that
you will want to test are
the headline, the body
copy, the offer and the
packaging.

For example,
let’s say you send out a
dircct mail picce with
the headline, “New, 30-
Minute Class Makes it
Simple to Lose Weight”

Casey Conrad

and you received 25
phone calls after sending out
2,000 pieces. That would be
about a 1% response rale. Some
club operators would be satis-
fied with that and believe that
the next month they would need
to come up with a whole new
campaign. Top marketers, how-
ever, know that it is the business
that gets bored with their offer
long before a customer docs.
Thercfore, instead of having a
whole new campaign every
month, the best thing to do
would be to go back the follow-
ing month and try a variation of
the same piece again.

Secing that the head-
linc accounts for 80% of an ad-
vertisements' effectiveness, be-
fore trying the marketing picce
again, you would change the
headline. Perhaps this time you
might say, “Simple Program
Guarantees that You Will Lose
Weight. Quick Classes Make It
Easy On Your Hectic Schedule.”
Not too much of a difference but
enough to test it out. Of course,
you could go with a completely
different headline all together.
The key is testing it out. If it
makes a difference in the re-
sponse rate, keep it and then
move on to testing another cle-
ment, perhaps the offer the fol-
lowing time. Once you have
found the perfect combination
of a headline, body copy, offer
and packaging that pulls the
highest possible response rate,
continue to use the picce until
it stops making the phone ring.

When you combine
sampling with continual testing
and tweaking of your marketing
efforts, not only will you bring
in more revenue because you
perfect the promotion but you
also save a heck of a lot of

money on graphic artist designs.
Think about all the major con-
sumer brands, they use a theme
for years before moving to a new
one because it is repetition that
will ultimately impact the con-
sumer. Don’t think that just be-
cause you have done a marketing
piece once you have to start fresh
every time. Test, test and when
you think you have it just right,
test again. It will pay off in the
long run.

AUDIT QUESTION #
3: Are you using
testimonials at every
opportunity?

Tcs!imunials are one
of the most powerful marketing
tools available because they offer
other people the “social proof”
needed to feel good about mak-
ing a purchasing decision. When
someone reads a positive story or
quote, they think to themselves,
“If that person can do it, perhaps
I can.” Another added benefit of
testimonials is that, compared to
a traditional ad, they do not come
across as much like a sales pitch.
This makes the information about
the product much more believable
for the reader.

Some of the different
ways that you can tap into the
power of testimonials are as fol-
lows. First, simply using mem-
ber quotes in all your marketing
materials. Everything from
quotes about the facility, the ser-
vices and, of course, the people
can be utilized. An even better
way to use testimonials is through
before and after pictures. There
is nothing like the visual affect of
sccing how different someone
looks after losing weight or ton-

(See Casey Conrad page 26)
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to INSpire my members. To give them
every opportunity to get exactly what
they want from exercise. | will do
everything in my power to prove that
exercise is NOt boring. Exercise at my
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HANDLING THE IRATE CALLER

By Nancy Friedman

If your job entails tak-
ing calls from unhappy clients,
you've got your work cut out for
you. Employees who deal with
calls are especially prone to handle
outbursts from clients who are go-
ing through an emotional, stress-
ful time. Handling these types of
clients takes time and training but
can be accomplished effectively.
Here are some of Telephone
Doctor(r)’s best techniques for
turning unhappy callers into satis-
fied clients.

Get Off On
The Right Foot

Realize that angry cli-

ents are not unhappy with you, they
are unhappy with the situation. Don’t
take a client’s hostility personally.
You are merely the lightning rod that
redirects the violent lightning. You
can do a great deal to diffuse a
caller’s anger before you ever pick
up the phone. How? Smile before
you answer the call. You can hear a
smile over the phone. It’s difficult
to be rude to someone who is warm
and friendly.

His Space Is Now

Anatomy o
a Hasric'eyCd’}I

Thcrc are four basic
steps to handling an irate caller.
Telephone Doctor(r) calls this the
“ASAP” technique.

A Acknowledge the
person’s feelings and apologize for
the inconvenience the client has
encountered. Make an effort to be
sincere. In today’s impersonal so-
ciety, it's incredibly rare to hear the
words, “I'm sorry that happened.
Let me get the ball rolling to fix
it.” You’ll probably spend about 80
percent of your time massaging the
caller’s feelings and 20 percent
actually solving the problem.

S Sympathize and em-
pathize with the caller. Phrases like
“l understand why you're upset,”
can help soothe ruffled feathers.
(NOT: 1 KNOW HOW YOU
FEEL...you probably don’t.) Pre-
tend it’s you calling. Then get busy
solving the problem.

A Accept responsibil-
ity for the call. This is probably the
toughest part, Chances are excel-
lent that you had nothing to do with

the problem. However, it's your
job to take responsibility and help
initiate a solution.

P Prepare to help. Be-
gin by reintroducing yourself.
(Callers don't usually remember
your name.) State that you will be
able to help. If possible, use the
caller's name. This helps to dif-
fuse anger. A willing attitude is
essential because if the caller
senses insincerity or indifference,
it will cause them to stay angry.
It's exasperating to file a com-
plaint with someone who obvi-
ously doesn’t care.

Excuses

chcr make an excuse
to a complaining caller. No one
wants to hear, “My computer is
down,” or “1'm the only one here.”
That's your problem, not the
caller’s. When you give an excuse,
the caller automatically hears “I'm
not going to help you.”

Transferring Calls

Somctimcs you're not
able to solve the problem on the
spot. Many times you need more
information from another depart-

ment. Perhaps the call
needs to be handled by
another person. Al-
though these are legiti-
mate courses of action,
they usually upset your
caller all over again.
When  you
need more information,
TELL the caller. Ask
them if they're able to
hold while you obtain it,
or would they prefer a
call back? “Joe, | need
to check with our
claims department in
order to answer your
question. It might take
longer than | care to
have you hold. Avoid
untrue, frustrating
phrases like, “Hold on a
second.” Nothing takes a
second. If you need to

Nancy Friedman

transfer a caller, it’s a
good idea to tell the caller the name
of the person they'll be speaking
with. You could get disconnected.
It’s also good to explain why
you're bringing in a third party.
“Joe, Mrs. Smith in our claims de-
partment is a real expert in resolv-
ing your type of situation. Let me
transfer you to her™.

The ASAP technique

Call 770.850.8506 For Information
or FAX Inquiry To: 770.933.9698

works! Try it and see!

(Nancy Friedman is a
KEYNOTE speaker at conferences
and corporate gatherings. She is
president of Telephone Doctor{r)
Inc., an international customer ser-
vice training company. Call (314)
291 1012 for more information or
visit the Telephone Doctor(r) web
site at www. telephonedoctor.com.)

AVAILABLE

Reach The Decision Makers Every Month!
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We provide solutions, not just advice

e Sares Malzers

A Consulting Firm Specializing In Marketing And Membership Sales Since 1979
1-800-428-3334

51 Old West Point Road East info@sales-makers.com

Garrison, New York 10524 www.sales-makers.com
914.736.0307 Fax:914.736.0508
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Greater flexibility means fewer injuries, plus more productive strength and cardiovascular training —
along with energizing sensations throughout your body. The MedX Stretch® is the first and only
flexibility device that enables trainees to set goals and chart progress.

By providing several non-assisted biomechanically-correct stretches, and with its assortment of

measurement indices that make results quantifiable, the MedX Stretch formalizes flexibility
training dramatically.

The MedX Stretch allows:

Proper joint function
s Accurate measurements
« Partner-free stretching

* User-friendly operation Call 1-800-876-6339 to find out the many
» Formalized flexibility training for both elite ways the MedX Stretch can improve
athletes and beginning trainees. everyone’s performance.

5 N\

= MedX

Modical Diorcise Techivalogy
1401 NE 77th Street

Ocala, Florida 34479, USA
352 622-2112

Fax 352 629-8670
www.medxonline.com

800 876-6339
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Crossover / Jungle Gyms

Available in 10 different variations

Muscle Dynamics
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Onée-Weekly Resistance

Exercise Improves Muscle

Strength and Neuromuscular Performance In Older Adults

By Dr. Ted Lambrinides

The purpose of this
study was to determine the effect of
frequency of resistive training on
gain in muscle strength and neuro-
muscular performance in healthy
older adults. A randomized con-
trolled trial with subjects assigned
either to high-intensity resistance
training 1, 2, or 3 days per week for
24 weeks or to a control group. Pro-
gressive resistance training consist-
ing of three sets of eight exercises
targeting major muscle groups of the
upper and lower body, at 80% of one-
repetition maximum foreight repeli-
tions, either 1, 2, or 3 days per week.
Dynamic muscle strength (1-RM)
using isotonic equipment every 4
weeks, bone mineral density and

body composition by dual energy
X-ray absorptiometry, and neuro-
muscular performance by timed
chair rise and 6-meterbackward tan-
dem walk. The results found that
for each of the eight exercises,
muscle strength increased in the
exercise groups relative to the con-
trol group, with no difference
among the 1,2, and 3 days per week
groups at any measurement interval.
The time to rise successfully from
the chair 5 times decreased signifi-
cantly at 24 weeks, whereas im-
provement in the 6-meter backward
tandem walk approached signifi-
cance in the three exercise groups
compared with the control group.
Changes in chair rise ability were
correlated to percent changes in
quadriceps strength and lean mass.
It was concluded that a program of
once or twice weekly resistance ex-

ercise  achieves
muscle strength gains
similar to 3 days per
week training in older
adults and is associ-
ated with improved
neuromuscular per-|
formance. Such im-
provement could po- |8
tentially reduce the

: || pressure in older men
|| and women. Twenty-
o one sedentary, healthy
older men and women

the study. The sub-
| jects undertook six
months of progressive
whole body strength
+| training performed 3

risk of falls and frac- Dr. Ted Lambrinides days per week. One

ture in older adults,

repetition maximum

Strength Training
Normalizes Resting Blood
Pressure In 65 to 73 Year Old
Men and Women With High
Normal Blood Pressure

Rus-.:nrchcrs at the

University of Maryland examined
the effects of heavy resistance
strength training on resting blood

(1-RM) strength was measured for
seven different exercises before and
after the strength training program.
Resting blood pressure was mea-
sured on six separate occasions be-
fore and after strength training for
each subject. The results found sub-
stantial increases in 1-RM strength
for upper body and lower body
muscle groups for men and women,
The strength program led to reduc-

tions in both systolic. and diastolic
blood pressure. Systolic blood pres-
sure was reduced significantly in men
but not in women, whereas diastolic
blood pressure was reduced follow-
ing training in both men and women.
It was concluded that six months of
heavy resistance strength training
may reduce resting blood pressure in
older persons. According to the lat-
est puidelines from the Joint National
Committee for the Detection, Evalu-
ation, and Treatment of Hyperten-
Sion, the changes in resting blood
pressure noted in the present study
represent a shift from the high nor-
mal to the normal category.

(Ted Lambrinides is Direc-
tor of Education for MEDX Corpo-
ration. He may be reached at (352)

622-2112)

Thc 2000 CLUB IN-
SIDER News 2000 Contributing Au-
thor Team is listed below. Our
thanks to all of our authors for shar-
ing their expertise and taking the
time to write for The CLUB IN-
SIDER News.

*MIKE CAMPETELLE -
Communications Consultants - (401)
792-7009

*RANDE LaDUE- President,-
Pro*Fit Enterprises- (B88) 604-2244

*MICHAEL HOFFMAN -
President-Heart Communications
(949) 489-0301 .

*KLAUS HILGERS- President-
Epoch Consultants- (727) 447-1773

*SALLY GOLDMAN-Owner-
The Weymouth Club- (617) 696-
2627 :

UB INSIDER News
Conftribufing Author Team

*KAREN D. WOODARD -
President-Premium Performance
Training- 9303) 417-0653

*JULIAWHEATLEY- Own-
er- Women's Fitness Center- (540)
434-9692

*SIMON D’ARCY- Presi-
dent-Business Success Teams-
(805) 566-8213

*TOM MORRIS- Founder
and Chairman-Morris Institute of
Human Values-(888) 279-1537

*DR. GERRY FAUST-
Founder and President-Faust Man-
agement Corp.(858) 536-7970

*RAY GORDON- President-
Sales Makers- (800) 428-3334

*EDDIE TOCK- Vice Presi-
dent- Sales Makers - (B00) 428-
3334

*ANDREW NERE-Vice

President-Innovative Lease Ser-
vices- (B00) 438-1470

*ART CHAPPELL- Owner-
Courthouse Athletic Clubs- (503)
B85-1964

*PATRICK PINE- Founder-
National Fitness Therapy Associ-
ation- (303) 3994545

*BRENDA ABDILLA-
President- Club Profit Systems-
(800)448-0180

“POM ZENNER- LifeTime
Fitness - (612) 752-7000

*NANCY CLARK, MS,
RD- (617) 739-2003

*RICK BARRERA-
Founder and President- Rick Bar-
rera & Associates (800) 835-4458

*MICHAEL SCOTT
SCUDDER- President- FITNESS
FOCUS- (505) 751-4236

*CASEY CONRAD -Commu-
nications Consultants - (800) 725-
6147

*RICK CARO - Chairman,
Spectrum Clubs International - (212)
9874300

*BONNIE PATRICK - Fitness
Company - (732) 548-0970, Ext. 111

+JIM EVANS - President &
General Manager - Peninsula Athlet-
ic Club - (619) 224-4644

*MIKE CHAET - Ph. D. Pres-
ident - Club Marketing & Manage-
ment Systems - (406) 449-5559

*MIKE CONNORS - Presi-
dent, Oplifitness, - (413) 567-7300

*BRIAN McBAIN - President,
Club Market Vision, - (800) 664-9601.

*SANDY COFFMAN - Presi-
dent - Programming For Profit- (941)
T795-7887

*NANCY FRIEDMAN - Presi-
dent - Telephone Doctor - (314) 291-
1012

*JOE MOORE - President -
Moore’s Fitness Centers - (937) 435-
0072,

*KIM DONOVAN - Brick Bod-
ies Director of Marketing and Adver-
tising - (410) 252-8058

*GEOFF HAMPTON - Presi-
dent Club Marketing Resources - (619)
267-6862

*TED LAMBRINIDES - Direc-
tor of Education for MEDX Corpora-
tion - (352) 622-2112

*JIMMY MACK - Partner -
Health Club Experts.Com (877) 732-
7528

*MIKKI WILLIAMS - Presi-
dent - Mikki Williams Unltd. - (203)
762-2526.

The CLUB INSIDER News World View

.The big news on the

international front is the Bank-
ruptey filing of South Africa’s
LeisureNet club group. LeisureNet
had 83 clubs in South Africa and
23 in Europe and their shares had
dropped 45% on September 22,
2000, from August 28th. On that
date, the two lop executives of
LeisureNet's Healthland offshore
operation, PETER GARDNER
and RODNEY MITCHELL an-
nounced that Health-land would
open 17 new locations in Europe
by February, 2001. Shares in the
giant-publicly traded Cape Town,

South Africa chain dropped
19.2% further on Friday, Septem-
ber 29th. On Oclober 4th, it was
reported that LeisureNet had
signed a letter of intentto sell its
57.8% Healthland operation to
RICHARD BRANSON'S Virgin
Active Holdings, Ltd. for
$51,450,000 (U.S.) The deal was
subject to due diligence and ap-
provals from LeisurcNet's share-
holders, the Johannesburg Stock
Exchange and the South African
Reserve Bank Exchange Control
Depart. On October 5th, 2000,
Virgin’s COO, FRANK REED
withdrew the company’s bid to

acquire LeisurcNet’s 23 clubs
and 40 additional sites. Finally,
on October 6th LeisureNet filed
for Bankruptcy.
*TOSHIKAZU
SAITO, the CEO and President
of Tokyo-based DIC Renais-
sance, Inc., had the biggest in-
ternational news of the month
before the LeisureNet debacle
hit. On October 2, 2000, Mr.
Saito informed The CLUB IN-
SIDER News of the merger of
DIC Renaissance with Sports
Club Trimm, the 15th biggest
chain in Japan. DIC Renaissance
owns, DIC owns 38 clubs, man-

ages 6 and franchises 1 and that
the merger with Sports Club
Trimm'’s 7 fitness centers would
be effective December 1, 2000.
This merger will make DIC Re-
naissance the 3rd largest club
chain in Japan and it appears that
Toshikazu Saito’s leadership is
making DIC Renaissance, Inc.
stronger and stronger. The new
entity, which will own 45 facili-
ties, manages 6 and franchises 1,
will have combined revenues of
$170-million (USD).

*HARM TEGELAARS,
CEO of the Cannons Group, based
in London, has announced an ag-

gressive growth plan to add 27 new
clubs (22 in the UK, 5 in the Nether-
lands) by the year 2002. Tegelaars
reported first-half revenues up 61%
to approximately $70 million (USD)
and membership grew by 7%.

*FRED TUROK’s LA Fit-
ness opened 6 clubs in July and will-
open 8 more by July, 2001. That will
bring the total to 32 clubs. The aver-
age pre-sale membership number is
a whopping 1,415 memberships with
an average $53.65 per month for a
single adult.

*The CLUB INSIDER
News World View information cour-
tesy of IHRSA.



— Ak

Your Partner in Success.

EFT Mastercard/Visa 15' “Mall ln" Payments

Electronic Draft Electronic Debits . from Coupons

25¢ | 45+ || 5200

PER PAYMENT PER PAYMENT PER PAYMENT

INTERACTIVE SOFTWARE

The management system with ALL the options!

Irue Flat-Rate Billing
‘Full Collection Services
‘Fexible Renewal Programs

Call BUSINESS DEVELOPMENT Today!

1-800-233-8483

A F F 1 L I AT E D A C C E P . T A N C E C O R P ORATI ON




Torm Caton’

EClub Insnder

IHRSA’s Capitol Report

Capitol Report Reprinted Courtesy Of IHRSA

PAGE 20 OCTOBER ISSUE

Robious Sports and Fitness Cen-  has done. You'll need your * The important factors to con-
Two IHRSA club op- ter. The Taskforce has been ex- IHRSA member number & sider when writing a waiver in
erators testified recently at fair tremely receptive to our “MY STATE” IS password to access some legal any state;
competition hearings being con- industry’s testimony and is inter- NEWEST & legislative information. Call * An explanation of why waiv-
ducted in Virginia. ested in what the IRS and other IHRSA.ORG Member Service at (800) 228- ers sometimes fail;
Earlier this year, Virginia states have done to curb tax-ex- FEATURE 4772 for assistance. * A section on alternatives to

Senate Joint Resolution 219 re-
quested that the state's Common-
wealth Competition Council
(CCC) conduct a study into the
ongoing or permanent commercial
activities of not-for-profit organi-
zations. The study is also to con-
sider the effects of such activities
on state revenues. The CCC's
Taskforce on Commercial Activi-
ties of Charitable Organizations
has been conducting conferences
around the state as part of its fact-
finding mission.

Testifying on behalf of
the health club industry were Ken
Ryder, owner of Bull Run Athletic
Club, and Ward Hamilton of

empt competition with small
business,

A favorable recommen-
dation on behalf of the fitness in-
dustry from an independent third
party could have far-reaching
implications. Not only could the
Taskforce's conclusions begin to
cradicate the practice of unfair
competition in Virginia, but they
could act as a catalyst for the en-
tire country.

Virginia club operators
are encouraged to visit the
CCC’s web site at htip://
vipnet.org/cec/laskforce.htm and
submit their comments to the
“discussion forum,” as IHRSA

Thc Public Policy
section of ihrsa.org has been
overhauled, and the result
is a site that's more useful than
ever. Its newest feature, called
“My State,”
the following on one page per
state:

* health club statute;

* sales tax information;

* child care licensing laws;

* link to its legislature;

* links to recent news stories;

* summary of waiver laws;
and

* recent legislative activity.

provides each of

WILL YOUR
WAIVER PROTECT
YOUR CLUB?

Wilh the number of

sports-related lawsuits increas-
ing each year, club operators
need to be sure that their liabil-
ity waivers will hold up in court
should they ever be challenged.
The ncwly updated
edition of Waivers & Releases
for the Health and Fitness Club
Industry is now available. It in-
cludes:
* Anoverview of waiver laws
in each state;

waivers (such as “agreements to
participate™) for use with mi-
nors; and

* Sample waiver clauses.

While cvery liability
waiver used in a health club
should be approved by an
attorney, this book can help
minimize your legal fees asso-
ciated with the drafting of a
waiver.

The cost for IHRSA
members is only $25 (non-mem-
bers $50). To order your copy,
call 800-228-4772 or visit the
"Acquisition publications" sec-
tion of ihrsa.org.

California Governor
Vetoes Health Club Bill

Governnr Gray Davis
has vetoed legislation that would
have allowed exceptions to
California’s $1,000 cap on health
club memberships.

A 1981 law prohibits
California health club contracts
from requiring member payment
- in excess of $1,000. Senate Bill
1744 would have allowed a club’s
contracts 10 exceed that amount as
long as the club maintained a
surety bond of at least $500,000.

The bond would not have been
required once a club was in op-
eration for 10 years.

SB 1744 was vetoed on
Sunday, five days after it was
sent to the governor's desk.

Governor Davis said he
was “not convinced that the bill
would continue to ensure con-
sumer protection against exces-
sive fees charged by health
clubs.” Furthermore, he felt the
requirement that health studios
maintain a $500,000 surety bond
for the first 10 years that they are
in operation appeared to be “ex-
cessive” and “could adversely

CLUB OPERATOR
WANTED

Washington, D.C. area: Seeking motivated,
self starting individual to take over 8,000
square-foot club in the central business
district. Tremendous opportunity to build
sweat equity in a high traffic club location.
If you want to own your own club,
are willing to work hard and have knowledge
of the industry call: (410) 757-9309.

impact smaller health clubs and
force them to go out of busi-
ness.”

Contact IHRSA Public
Policy with any questions on
this legislative development.

MILWAUKEE
YMCA TO MAKE
PAYMENTS TO
CITY

Thc city of Milwau-
kee and the Y have recached a
3-year agreement which de-
clares that Y properties are tax-
exempt through 2001, the Mil-
waukee Journal-Sentinel has
reported. The Y, in return, will
make a payment to the city of
about $30,000 for 1999 for ils
downtown facility, and a simi-
lar amount for 2000 and 2001.

This will give Y offi-
cials time to seck a clarification
at the state level of whether
their properties should be taxed
at all.

Under Wisconsin law,
some groups are specifically

Norm Catas’
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Lontml Nonn Cdlca, Jr

770/850-8506

listed as tax-excmpt, and oth-
ers fall under the category of
benevolent groups. Because the
Y isn’t specifically listed, it
asks to be classified in that cat-
egory.

This issuc arose in
Milwaukee when city officials
moved to tax a portion of the
Y's new $6.5 million health
club. They compared that facil-
ity to a private club and argucd
that it should be taxed in the
same manner.

The Legislature may
have the final say since the Y
will likely ask it for a specific
exemption.

The $30,000 “payment
in licu of taxes” the Y has
agreed 1o is less than the tax bill
of nearly $48,000 the Y re-
ceived in April.

SUIT CLAIMS
Y DAY CARE
VIOLATED ADA

A $650,000 dis-

crimination lawsuit has been

Seeks
Contributing
Authors

filed against Ohio’s Greater To-
ledo YMCA, according to the
Toledo Blade.

The suit, filed by a
mother on behalf of her 7-year-
old son, contends that the boy
was removed from the Y’s child
care program because he is au-
tistic.

The Americans With
Disabilities Act (ADA) requires
public accommodations such as
child care centers to take reason-
ablc measures to accommodate
individuals with disabilities.

The action seeks
$150,000 in compensatory dam-
ages and $500,000 in punitive
damages. It also asks that the
court recadmit the boy to the pro-
gram.

The YMCA would not
comment on the case.

This lawsuit serves as a
reminder that club operators
nced to make reasonable accom-
modations to allow children with
disabilities to benefit from the
same services and programs as
other children. For more infor-
mation, read IHRSA’s “Ameri-
cans With Disabilitics Act” legal
briefing paper (available at
www.ihrsa. org or by contacting
IHRSA’s member service depart-
ment).



PAGE 21

Clul)"":lh_;l;isidelz

sl

EClub

OCTOBER ISSUE

WHO ARE THE TRUE
FITNESS “PROFESSIONALS”?

By Carrie Morrow, MBA, J.D.
National Fitness
Therapy Association (NFTA)

PROFESSIONALISM
DEFINED

‘ b hat are the basic at-

tributes that constitute a “profes-
sional”? Webster's Dictionary lists
the definition of a professional as
“one engaged in a voeation or oc-
cupation requiring advanced edu-
cation or training, and involving in-
tellectual skills, as medicine, law,
theology, engineering, teaching,
etc.” What types of credentials or
expertise must one exhibit or pos-
sess in order to become a doctor or
a lawyer, or a fire fighter or police
officer or any other kind of profes-
sional?

According to Webster’s,
in order to become a professional,
one needs some level of education
and training. Perhaps a testing and
certification, regular review of re-
quired training, and some type of
standard accreditation would lend
itself to professionalism.

In order to become a pro-
fessional fire fighter, in addition to
the education and training, it is im-
portant to know the dangers at-
tached 1o the job. The professional
must also be aware of the risks and
liabilities associated and to acquire
the very best training one can have,
because lives are at stake, and one
wrong move can be disastrous.

In order to become a po-
lice officer, one must go through
extensive training and review in or-
der to maintain professional status
due to the associated dangers and
risks. We all know that education
and experience are required to be-
come a professional, doctor or law-
yer or accountant. This is necessary
because serious financial and medi-
cal consequences can arise if
proper training is not administered
and demanded from these profes-
sions.

With all of these require-
ments in every other profession,
why is it that a professional fitness
trainer is not required to maintain
the same level of standardization?
Are there no dangers or threats of
injury? Is there no risk or liability
associated with this job?

Well, let’s take a look:

RISKS OF
LIABILITY

Racemiy. personal

trainers and/or fitness centers and
equipment manufacturers have
been involved in much legal
questioning if not actual lawsuits
claiming negligence, wrongful
death and thousands (sometimes
hundreds of thousands) of dollars
in resultant damages.

Some of the most re-
cent claims of negligence against
personal trainers involve the fol-
lowing: prescription of dietary
supplements involving death of
the client (June 1999, State Su-
preme Court, Manhattan, N.Y)
failing to provide proper instruc-
tion on exercise equipment (Tho-
mas vs. Sport-City Inc., 738
So.2d 1153, La. App. 2Cir.,
1999), poorly qualified instruc-
tion by a trainer (Mathias vs. New
York Health Club Inc., 1999.NY.
48859, Supreme Court of New
York, Appellate Division, First
Department 1999), (Feeney vs.
Manhattan Sports Club Inc., 642

N.Y.5.2d 674, Supreme Court of
New York, Appellate Division,
First Department, 1996), poorly ad-
ministering or failing to adminis-
ter CPR, (Skotak vs. Vic Tanny In-
ternational, 513 N.W.2d 428 1994),
(Chai v. Sports & Fitness Clubs of
America, Circuit Court, 17th Judi-
cial Circuit, Broward County, Fla.,
Case No. 98-16053 CA (05)), and
questionable signings of rclease
from liability and waivers (Rickey
vs. Houston Health Club Inc., 1993
Tex. 1466, 863 S.W.2d 148),
(Seigneurv. National Fitness Insti-
tute, Inc.) and (Universal Gym
Equipment v. Vic Tanny Interna-
tional, 526 N.W.2d 5, 207,1994).

As much as we might like
to think we are immune from liti-
gation, professional fitness trainers
are an open target in the new frenzy
of litigation over fitness center |i-
ability.

RAISING THE BAR

A the fitness industry

cnjoysits continued growth and ex-
pansion, we must be aware of the
standards of professionalism that
the public must expect and demand

from personal fitness trainers. We
must live up to the corresponding
standards that other business profes-
sionals have cstablished as a mini-
mum for recognition in the industry.
If we do not, litigation will gain power
and strength, and the filness trainer
profession will be regulated by settle-
ments and court decisions.

So, how do we meet this
level of professionalism? First, we
must position ourselves with the
knowledge and information so as to
provide quality and professional care
and uphold the highest professional
standards and duty of care to our cli-
ents who entrust their health and
wellness to us as professionals. This
first step begins with education. Per-
sonal Fitness Professionals are in a
delicate situation with clients whether
they are medical-fitness, post-reha-
bilitation referrals* or more main-
stream fitness center members.

We are involved in an inti-
mate relationship with people who
may be recovering from injuries, sur-
gery, chronic discase or involved in
medical rehabilitation. We assess cur-
rent fitness levels and prescribe ex-
ercise plans. We touch, turn and

(See Carrie Morrow page 24)

" It Has Come To The Point Where Buying Brand
New Fitness Equipment Is A Waste Of Money !"

A

That's why YOU need solutions to help you ot costs
without sscrificing dursbility or name brand.  You know
lowening the cost of daing business directly mproves
bottom-Ene profits.

Worldwide Fitness, Inc. has s way for you to umprove
profits by reducing your operting costs.  Withowt your
members having any ides that you didn't buy brand new
equipment and spend twice as much money as you did |

Woridwide Fitness offers fitness center products that
mmwmmmmm.m
tent supply of Bank Reposterred, Refurblehed, Brand
New, snd Factory Blemished gym fitness equipment.

w.swx-mo-nwmusmuwm

Operating Castr To Free Up More Capital To Grow,

If you buy your cardio equipmeni from Worldwide Fit-
niess and save $30,000. And you sdd this new found capital
10 your advertising and marketing budpet, yon will see sxpo-
ential growth in cash flow and p ‘This 530,000 savings
can bring in 200 extrs members. If you get $350 for each
new member in the Grst year, that's $70,000 added to your
grows sules. That's extra income over and sbove what you're
already doing

Could your business use an extra $70,000 7

We Invest Over $250,000 Every Month
To Arrure You Save Money.

The whole operation s & huge indertaking. With over 25
employees and a monthly payroll around §30,000. Mors than
530,000 in brnlding leases. Over $20,000 & month is spent on
replacement parts to refurbish the cquipment  The cost to
by this depreciated equipment is over $150,000. The point
is we have made the necessary investments fo insure &
consistent and relisble product for you,

weupntmndmh-pummlmn-mm
for you of we don't make & profiL. I'm not trying 1o impress
you but | want you to ses our commitrnent ‘We must satisfy
you o you will buy from us on your next fitness room
project and refer more customers (o us. We can't service out

Guaranteed To Look Like New, Work Like New, And
Make Everybody Think Yos Paid Full Price.
When our chent's come see our National headquarters in
Orunge, Californm, they're amazed. They enter our gigantio
nﬁmwhml.@ﬂmmmﬁ!mhﬁh
1t looks like SO health clubs went out of business and we

state-of-the-art renanufsctunng facility, they say they've
never seen anything ble it When they see our finished
product they think it's brand new, and after we convince
them that it is not, they say they will never buy brand new
fBitness equpment agxin

We warranty thir equipment, give you & National ser
technican network, and give you 24 hour technical infomm.
Bon on our ewwrd winning website. You see, the only
equipment we sell is the top brnds: LifeFitness, Cybex,
Stairmaster, Trotter, Precor, Star Track, Paramount, Tec-
trix, Quimton and others. These manufacturers have buds o
national service network that we have sccess to when our
customens need service.  It's as easy for us to repair &
treadmill in New York as it is in Califomin. We take care of
your busmess

We Have Over 1,300 Customers That You Can Speak
With To Give You Buping
In today’s busmess chimate you have to protect yoursell
from miss-mfonmation.  You can't take advertising state-
ments as fact. We understand this, and make scoessible 1o

you cur past customers 50 you can make your own judge-
ments, we don't want you 1o make o mistake.  'We want to
ke sure this is the right buy for your business

“Warldwide Fitness Saved Me Over 5150000 And My
Maintenance Staff Seili Thinks The Equipment Was Brand
mew, [ Don's feel I Sacrificed Anything. 1 Will Do All My
Future Purchases With Woridwide ®

(Mike Boccieri is the CEO of 5§ YMCA's )

“I Bought My Equipment From Worldwide For my sec-
ond Club, [ Saved Over 525,000 And Used These Savings
To Increase My Advertiving Budges. This Extra Advertis-
img Money Allowed me To Hit My One Year Sales Goals In
My Firsi 99 Days.”  Stephen Priest, MS. Fitness Health
Club,

We Make The Buying Process Simple, 5o You Can Spend

More Time Running Your Business
Your time is valuable so we make the process easy. It starts
Mﬂllﬁiﬂnlﬂlﬁmymghmufmmmﬂm'
You are anked some questions o provide us with nesded
nformation. Next, a complets packet of mfonmation is
expressed out to you This pecket contaims: A video tour of
our facility, & custoonized video of the machines you nesd. A
proposal with all your options, prices and freight charges,
room layout if needed, samples of rubber floonng and other
samples.

W‘hmyoumymlptckmyw'nlel.(nbwlwﬁll
from your customer mssistant to answer any questions.
When all your questions are answered and your proposal
loobh:nummm-ofymrnﬂumm,mmguﬂm
deal started by faxing us & copy of your 50%deposit. Tech-
nology has provided a time saving payment solution called
"Checks-By-Fax'. Of course you can mail your deposit if
youwant. Thir way your order riarts immediately.

You Cam't Afford To Pass This Up Withewut Af Least
Getting A FREE Packet And Propesal

The pressure to grow i today's business climate is high
Grow or die is the rule of the future.  You have to book st all
your options and do what gives you s competifive sdvantage
Ymmmwbqlﬁnmmlhmm
provide them. They like the squipment your stafl trains them
on. A treadmill made 2 years ago is no different than the one
made yesterday, The only difference is how much money it
cost YOU. How mmueh of your operating capital had to be
nased to scquare the new equipment? Anybody can spend too
much money. The most successfl and wealthy business
people are the most spend theifty

Call 714-283-0355x23 Today. Send sn enail 1o

Get A FREE Video Tour and Packet
So You Can See For Yourself.

wwisi@ni.net, snd/or g to sur award winning
websie  WWW.Worldwidefitness.com

Sincerely
Steve Paterson

Worldwide Fitness, Inc

P8 It's hard to grow a business and waste
money af the same time.
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MAKE IT FUN!!!
For Thanksgiving

By Sandy Coffman

With the Thanksgiving
season approaching, | think it is very fit-
ting that we are all thankful that we found
our great industry and that we have the
opportunity of sharing ourencrgy, enthu-
siasm, and expertise, o make people of
all ages, interests, and skill levels hap-
pier and healthier.

But let’s get our priorities in
order. We must realize that the happier
you are the healthier you will become. A
positive, happy attitude will be the key
to a healthy lifestyle and a happier club
experience, so let’s make sure that we, as
leaders in this industry, MAKE IT FUN!

This is a great time of the year
to get all your new members involved in
the club as well as all those summer drop
outs who have come back in to get rid of
the ice cream bulges.

To capitalize on the season,
you may want to run some short, fun
competitions. For example, you can call
your program, BALANCE YOUR
FALL. The logo or caricature can be a
turkey holding a set of balance scales
which could represent the balance of do-

ing a cardiovascular workout and
a strength training workout cach
week.

“The scales could repre-
senta two man/woman team. Each
person on the team needs to work
out 2 or 3 times per week for 3
weeks leading up to Thanksgiving
Day.

Withany court sports ac-
tivities - racquetball, squash, ten-
nis, volleyball, wallyball, basketball
~this would be a great time torun a
TURKEY SHOOT competition.
You would have to give Istand 2nd
and 3rd prizes of course. The first
prize wouldbea TURKEY, the sec-
ond prize would be a CHICKEN,
and the third prize would be a
CORNISH GAME HEN.

As always, take pictures
of the winners holding their prizes,
and you will be thankful next year
when you promote these programs
again by displaying the pictures of
your participating members from
this year holding their turkeys,
chickens, and little hens. It will be-
come an annual Thanksgiving
event.

You see, with the right at-

titude, we can take fitness, competi-
tions, and work out programs and
MAKE THEM FUN.

Since emotional and spiri-
tual health are so important in total
fitness, 1 feel this topic is of utmost
importance. Let me share the follow-
ing with you

THE VALUE
OFASMILEAND
LAUGHTER

Asmilc is a curve that

sets everything straight. It can help
you sell more merchandise and raise
more confident children. Itimproves
your appearance, and now, research-
erssay, it may even make you happy!
Studies have already
shown that people who smile more
tend to be better teachers and com-
municators. Asmile gains, and holds
our attention and often wins our af-
fection. It closes the sale. It is com-
mon knowledge that we smile be-
cause we're happy. But now the Uni-
versity of Michigan’s rescarch
center suggests that the opposite may
also be true: We're happy because
wesmile. The studies show thatasa

smile tightens the cheek
muscles, it decreases the
blood flow, the release of
mood-altering chemicals in
the body. Frowning or
scowling increases and
warms up the blood flow,
causing the opposite effect.
The findings fit
right in with what scientists
have learned about laughter.
A hearty laugh:

a. Increases the. —

depth of breathing, excrcis-

ing and respiratory muscles, —
b. Brings more oxygen into
the blood, stimulating the heart and ben-

Sandy Coffman
healthy and you'll get a lot more smiles
in retum!

cfiting the entire circulatory system.

c. Raises the level of endor-
phins, a pain-killing chemical released
by the brain, resulting in a temporarily

high pain threshold.

d. Cuuses a satisfying sense
of relaxation after the laughter subsides.

Nowonder laughter has been
Humor is
and drug-free,
stress management tool Those under
too much stress are prone to more sick-
ness because of the immune system is
weakened. Sosmile to stay happy and

likened to “inner jogging!™
a naturally cffective,

(Sandy Coffman is the world’s
leading professional in programming
Jor clubs and the President of Program-
ming For Profit. Sandy is an interna-
tional speaker and author. She may be

reached at: (941) 795-7887.)

Make
It

Fun!

FitnessMX.com Surpasses 1,000 Signed Suppliers and Facilities

or Industry’s Premier
&f[aﬁmf Exchange and

Procurement Solution Top
Industry S _r_stm

Fii .com sHaaﬁ:h
and Fitness B2B Initiative)

BETHESDA, Md.—
(BUSINESS WIRE)—Aug. 29,
2000— FitnessMX.com, a real-time
business-to-business netmarket ex-
change and procurement solution cre-
ated specifically for the health and
fitness industry, announced today it

universities and high schools
around the world.

*BodyMaster: A premier
strength equipment manufac-
turer. Their line includes, free
weights, benches, multi stations
and selectorized strength train-
ing equipment.

*Cybex: A leader in the
design and manufacture of pre-
mium quality cardiovascular
and strength training fitness
equipment. Based on the sci-
ences of biomechanics and er-
gonomics, Cybex equipment is
designed for human perfor-
mance to achieve optimum re-
sults and ensure proper body

has signed agreements repr ing
over 1,000 major industry suppliers
and premier health club facilities who
will enjoy the advantages of commu-
nity and cost savings associated with
FitnessMX.com’s streamlined pro-
curement solution.

Since the company began
supplier acquisition early this sum-
mer, a host of leading equipment and
product suppliers and services have
joined the FitnessMX.com network,
including these recently signed orga-
nizations:

*American Athletic Inc. (AAI):
A part of American Sports Product
Group (ASPG), a leading industry-
wide provider of athletic equipment
to professional sports organizations,

mov
*lcarian/Fitness Products
International: A leading manu-
facturer of strength equipment
offering selectorized, multi-sta-
tions, free weights, and a vari-
ety of fitness accessories.
*lron Grip Barbell Com-
pany: A premier manufacturer
of dumbbells, barbells, Olym-
pic plates and bars, and a com-
plete line of active apparel. Iron
Grip offers exclusively Ameri-
can-made, premium free
weight equipment under the
Iron Grip brand, as well as the
new aggressively priced 1GX
Strength free weight line.
*Platinum Healthcare

(PHC): A leading provider of
high-quality janitorial/mainte-
nance supplies and equipment.
Platinum offers over 2,500 prod-
ucts through a national distribu-
tion network.

*Precor Incorporated: A
worldwide leader in innovation
- providing consistent and user-
friendly performance. Manufac-
turing the EFX* Elliptical Fit-
ness Crosstrainer, the Total Body
Elliptical, treadmills, bikes,
climbers, strength, and stretching
products that set the industry
standard.

*Reebok/CCS Fitness Inc. A
licensee of Recbok International
and the exclusive U.S. manufac-
turer for Reebok commercial ex-
ercise equipment with distribu-
tion centers in over 36 countries.

*Star Trac by Unisen: A
worldwide leader in the manu-
facturing and distribution of
commercial cardiovascular
equipment and a leader in tech-
nology and innovation.

*Schwinn Cycling and Fit-
ness: Offering high quality, inno-
vative fitness equipment includ-
ing upright and recumbent sta-
tionary bikes, treadmills, step-
pers, the time-tested and ac-
claimed line of Airdyne(r) sta-
tionary bikes, and Johnny G
Spinner(r) bikes.

*Universal Nutrition:
dustry leader in the development of
nutritional supplements. Manufac-

critical mass of facilitics that have
already chosen FitnessMX.com as
their primary procurement tool.”

The in-

turer of Animal Pak, Animal Stak,

Animal Max Protcin, and Animal

Cuts products.
Also joining the

MX.com initiative is the American
Council on Exercise (ACE), the
largest fitness certification and
cducational organization in the

world.

“With these suppliers
onboard, it only reinforces what
FitnessMX.com is all about: Bring-
ing the health and fitness industry's
buyers and supplicrs together in a
real-time venue to maximize and
enjoy the best equipment,
supplies, and the best prices,”
FitnessMX.com President and
With over
1,000 facilities and supplicrs par-
ticipating and dozens more joining
every week, FitnessMX.com is the
premier netmarket exchange and
procurement solution for the health

COO Mitch Wald said. *

and fitness industry.”

“These key organizations
joining our initiative solidifics our
leading position in the market-
FitnessMX.com Senior Di-
rector of Sales Rod Karstetter
These suppliers represent
leading organizations within their
respective product categories, and
each will have direct access to the

place,”

noted. *

About FitnessMX.com

Fl‘lundt:d in November
1999, FitnessMX.com is the pre-
mier, fully integrated market ex-
change and procurement solution
for the health and fitness indus-
try. FitnessMX.com offers a true
vertical netmarket exchange and
procurement solution for industry
buyers and suppliers featuring
one-stop shopping - from towels
to treadmills.

By combining a contex-
tual blend of commerce and con-
tent, FitnessMX.com provides
several key features including:

* Buyer “request a bid” from
single or multiple supplicrs.

* Buyer c-procurement and
cataloging capability.

* Supplier to buyer auctions.

* Value-added interactive e-
tools for all participants.

* Real-time, scamless cus-
tomer relations management
(CRM).

* Special online industry
events and expert-led forums.

* Facility driven supplier rat-
ings. :

* Supplier e-commerce en-
abling.

Fitness-

the best
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Fixed-pattern training
machines are great...

Discover how Free Motion by Ground Zero is
turning the industry on its ear. Isn't it about
time for some fun? Call us.

- < GROUND

FREE munnn'!

(= =]
We love "THE way You Movs Pd

1.877.363.8449 - Www.gzdesign.com
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continued from page 21

manipulate, add weights, encourage
movement, and purposely increase
heart rates, blood pressure, breathing
rates, and create muscle tension and
soreness. We provide more hands-
on services than most other profes-
sions, and until now, have no stan-
dard to differentiate experienced and
qualified trainers from a non-experi-
enced or qualified trainer. Name one
other professional organization that .
has absolutely no standards of pro-
fessionalism and more risk of liabil-
ity than this!

- We learn to prescribe the
most effective and safe exercise pro-
gram that will benefit each individual
client. Where do we get this informa-
tion? How do we stay current in the
fitness industry in order to provide
these safe and effective programs?
This must be done through proper
education, experience and continued
training in the fitness industry. We
must standardize and maintain our
own level of professionalism in or-
der to provide a basic standard of care
as professionals.

PROFESSIONAL
STANDARD OF CARE

So, you ask yourselves,
what is our basic standard of care as
fitness professionals? Each fitness

* trainer certifying organization has its
own definition of that standard. The

standards put forth by the ISSA, ACE,
ACSM and NSCA, among others,
require a very high level of knowl-
edge in order to obtain proper certifi-
cation. But not all agencies require
that candidates meet these standards.
The current law in all states provides
that we owe to our clients the duty of
standard professional behavior. This
means that we must not perform any
act that is negligent (i.e. a failure to
act or the substandard performance
of an act when performance was due)
or cause intentional harm or injury to
aclient. That's it - a very broad stan-
dard and one that is difficult to prove
during litigation. How do we know
what is “substandard” when we have
no definition of “standard™?

As we know, personal train-
ers have no regulated certification at
this time. Why not? We are educated,
experienced, trained and intelligent
people working towards improving
the overall health and wellness of the
general population, 80% of which
does not regularly exercise!

Thereare several avenuesin
which to advance the administration
of standards and guidelines in the in-
dustry. One excellent process is
through the National Fitness Therapy
Association (NFTA). This organiza-
tion is responsible for accrediting fit-
ness facilities for medical-fitness re-
ferral programs, as well as accredit-
ing personal fitness trainers. The
NFTA has formulated these standards
to be utilized across the country in
order to measure the level and quali-
fications for personal trainers provid-

EClub Insider
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ing services to post-rehabilitative
clients, as well as to the gencral
population. These standards ad-
dress the different levels of ac-
creditation and the associated
risks of liability for each.

The standards provide
that an Accredited Fitness Pro-
fessional possess and maintain a
certain level of education, expe-
rience and training in the indus-
try as well as professional liabil-
ity coverage as a standard of pro-
fessionalism. This set of stan-
dards corresponds to the profes-
sional standards that must be met
and maintained in other profes-
sions and meels the Webster’s
definition as well!

AC%UIRE THE
WLEDGE

It is imperative that
today’s fitness facilitics as well
as professionals be aware of
these standards and enforce
them. Any accredited fitness
professional and/or facility can
risk being held negligent for fail-
ing to adhere to these guidelines
when administering care for
post-rchabilitative clients re-
ferred from a medical facility or
physician.

In consideration of this
accreditation, Accredited Fitness
Professionals (AFPs) and their
accredited facilitics, meeting the

standards will receive special
rates on liability insurance, busi-

ness marketing through the NFTA
and recognition in all NFTA associ-
ated materials, higher levels of cred-
ibility, and medical referrals.

IN CONCLUSION

Thc time is long overdue
for the fitness industry to start to
regulate its professionals. Signed re-
leases and waivers will not protect
the fitness industry forever and in-
surance only goes so far. If we fail
to recognize the need for standard-
ization, lawsuits, scttlcments and liti-
gation will continue to mount caus-
ing government regulation over the
fitness industry. Short of licensing,
accreditation will act to protect fit-
ness professionals and raise the level
of minimum standards in the fitness
industry. Although personal trainers
and fitness centers may be finan-
cially viable at present, the potential
financial damage of one lawsuit can
be disastrous to an otherwise suc-
cessful organization.

So, who are the true fitness
professionals? Those who continue
to educate themselves and others,
and maintain the highest standards
in this ever expanding industry.

A “professional™ standard
assumes a higher standard of care,
therefore it is extremely important
that trainers arc aware that liability
issues increase for post-rehabilitative
continued excreise programs. These
programs are more extensive than
that of the general fitness center

member exhibiting minimal symp-
toms of discase or injury. An Ac-
credited Fitness Professional
must be closely involved in the
client’s physical therapy treatment
and have a continuing relationship
with the client’s physician in order
to monitor treatment and progress.
Continuous feedback and an ongo-
ing relationship must be maintained
among these professionals in order
to provide the highest level of care
and treatment in addition to mini-
mal risk of injury and potential li-
ability.

(Carrie Morrow is the Di-
rector of Fitness Programs at the
YWCA of Greater Pitsburgh. She
also serves as Chairperson of the
Standards Committee for the Na-
tional Fitness Therapy Association
and.is a member of the National Ad-
visory Committee, American Col-
lege of Sports Medicine, and Na-
tional Strength and Conditioning
Association. Carrie has been in-
volved in the [itness industry for
over 16 years as an instructor and
personal trainer. Carrie holds an
MBA and a Law Degree from
Duquesne University School of
Law. She is currently involved in
researching and assessing risk
management and liability issues for
funess centers involved in post-re-
habilitative exercise prescriptions.
Carrie can be reached at (412) 255-
1250 or email mailto:cmorrow(@
yweapgh.org)

Tor 10 BENEFITS
of the Club Excellence Program

. Makes Money!

Saves Money!

NO U AWN =

the training.

home.

. Customized for the Club Industry.
Great Training, a chance to Meer the Experts.

Provides Consistent Training for everyone.
Reduces the Time Managers spend on training.
. Realize in Real Time what people have leamed,
how well they are doing arid how to reinforce

8. Always Avallable In all locations—even at

9. Receive Great Training content from the experts-
at home or club. 2

10.Provides a solid base of skills in 3 Critical Areas:
Customer Service, Salesand Management.

CLUB EXCELLENCE PROGRAM

SERVICE IS JOB ONE!

hether we call them customers, clients, guests, patients, patrons,

assengers, employees, bosses—or

satisfy 515 needs or create “moments of magic” for someone in our day-to-

day work.

Creating these “moments of magic” involves introducing everyone to a
new ap;:'?ad:-—to take a look at the club “through your member's eyes.”
It also involves reviewing the basic concepts of member service; and in-
graining in them the idea that the function of each empl
quire and maintain members; to make member service a “way of life” for

everyone in the club!

Excellence PROGRAM _ visit our website ar: www.mentoru.com/faust/
club TODAY or call...

i To sign up now for the SERVICE IS JOB ONE! course in the Cllzb
[
| 1 800 835-0533

FAUST

Management Corporation

MentorU.com

, all of us must

is to ac-

MENTORING
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The best technology in
exercise entertainment is
now available from

one company.

The merger between Netpulse Communications, E-Zone Networks and Xystos Media Networks elevates exercise
entertainment to an exceptional new level. But what we offer is beyond just entertainment.

Through this merger and the strengths of the three companies, we can offer an unparalleled interactive
exercise experience incorporating multi-media entertainment, internet, workout tracking, video-on-demand
training programs and much more.

By joining together we have created an industry standard for the 21st century, and can now bring the best
products and services available to all our customers.

For more information on the merger, check out our website at www.netpulse-ezone.com.

Netpulse E-Zone

MEDIA NETWORKS
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Technology Delivers - Sales & Retention

In an ideal world, each
club would have a full time sales
trainer, a customer service
trainer, and a management con-
sultant to insure that the club is
selling and retaining as many
members as possible. And, each
club would also have an in-house
graphic designer and commercial
photographer to assist in the mar-
keting of the club. Well, thanks
to technology, this may now be
possible. A company based in
Denver Colorado, called Club
Performance Network, is gearing
up to deliver these tools to clubs
around the world via the Internet.
Club Performance offers sales
and marketing tools, staff and
management training, and an in-
teractive website bulletin board
to subscriber clubs.

And you don’t even
have to be connected to the
Internet. As a matter of fact, Club
Performance will even supply
you with a specially configured,
casy to use iMac computer to

access the sales and marketing
toals, as well as the training com-
ponent, at what they refer to as
the club’s e-learning center.
They guarantee that even the
most tech-challenged person will
be able to operate the sophisti-
cated e-learning center.

Using state-of-the-art
technology via the Internet or the
iMac, Club Performance sub-
scribers will have unlimited ac-
cess to a constantly updated da-
tabase of promotional ideas, mar-
keting tools, and an extensive
stock photo library. “It’s not an
in-house marketing department,”
says Kelly Herrin (VP, Graphics
& Production), “but it’s a great
source for promotional ideas,
graphic design templates, clip-
art, and stock images.” Clubs
will no longer have to hire an
outside company for photogra-
phy or graphic design work.

Club Performance, also,
delivers multi-media training
sessions with audio, video, and
PowerPoint presentations on a

Norm Caten’
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myriad of subjects that are di-
rectly related to making a fitness
club more profitable. The pre-
sentations are offcred via the
Internet or at the club’s e-learn-
ing center. Their initial offering
of over 50 sessions includes pre-
sentations for the sales manager,
sales staff, management, and
general staff. Asampling of top-
ics for the sales manager in-
cludes: Power Prospecting,
How to Motivate Your Sales
Staff, and How to Create a suc-
cessful Marketing Plan. Offer-
ings for management include:
Building a Club Vision and
Making it Happen, 101+ Ways
to a More Profitable Club, and
the Role of the General Manager
in the Sales Process. Programs
available for all staff include:
Delivering Five Star Service,
How to Respond to an Upset
Member, Everybody Sells, and
Stopping Sexual Harassment in
the Workplace.

Traditional employce
training for fitness clubs has
consisted of operations manuals,
videotapes, industry confer-
ences, and consultants. Each of
these methods is valid, but have
their challenges. Manuals lack
interaction and vidcotapes are
not often available covering the
varicty of topics relevant to the
fitness business. Seminars given
at industry conferences have
proven invaluable to owners and
managers, but arc not a practi-
cal means of providing ongoing,
entry-level employce training. A

very effective means of attain-
ing outside help is to hire a con-
sultant. They are excellent in
providing detailed training in
many arcas of the club includ-
ing customer service and man-

~agement. However, for many
clubs this option is cost prohibi-
tive, especially considering
employee turnover.

Club Performance of-
fers an innovative and cost ef-
fective training method. “On-
going updates and new training
session topics are the corner-
stone of this product,” says
Club Performance CEO Bob
Chaiken whose 30 years in the
industry is only part of the com-
bined experience brought to the
table. Other presenters include
Janct Lossick (sales & market-
ing consultant, former general
manager and sales manager),
Karen Woodard (owner of Pre-
mium Performance Training),
and Mary Jo Chaiken (club
training consultant).

Chaiken adds, “There
are two benefits to providing
training. First of all, communi-
cating to your employces what
your expectations are and, scc-
ondly, giving them the tools
they nced to succeed. These
benefits can definitely have an
impact on both employce reten-
tion and the club’s bottom line.
We plan to change traditional
ways of lcarning to time-criti-
cal learning on your own time,
al your own pace, and in your
own space.”

Our website bulletin
board is a way to develop a net-
work of relationships between
employees of clubs across the
country. Asking questions and
getting support from peers has
proven to be successful and cre-
ates camaraderie between the
employces!

“We have just started
beta testing with some clubs here
in Colorado,” says Lossick (VP,
Sales and Marketing), “and the
response has been even better
than we expected. We've even
had club owners who have
wanted to invest in the company
and that’s a pretty good testimo-
nial.” Lossick continues, “Most
clubs know they need help in
membership sales and customer
scrvice, especially if they have
high staff turnover. They just
don’t think they can afford it. We
provide detailed training to all
new hires and current employees,
at a price any club can afford. If
aclub can scll, or retain, just one
more member per month as a re-
sult of subscribing to this service,
it will more than pay for itself.”
Club Performance Network's
motto is - Sell ‘em... Keep ‘em...

Club Performance Net-
work will be introducing their
scrvices at the Club Industry
2000 conference in Chicago
(booth #784) in October. Those
interested in more information
can contact Club Performance at
303-526-2066, or on-line at
www.clubperformance.net.

Casey Conrad

continued from page 12

ing and firming. This can be a
powerful motivator for others as
it gives them hope that your
product or service might be able
to give them the same results.
Another way to utilize testimo-
nials that will impact current
sales as well as motivate exist-
ing members is to have a “Wall
of Fame™ in the club. On this
wall should be framed testimo-
nial letters and before and after
pictures of members. During the
tour this can be a wonderful stop-
ping place to let the customer sce
all the happy, successful mem-
bers. Further, members can look
to the board for continued moti-
vation. And, if your club doesn’t
have the wall space for a “Wall
of Fame"” you can still make this
marketing tool work for you just
by changing the format. Instead
of posting the letters and pictures
on the wall, make up a testimo-

nial scrapbook that can be kept
in the reception or lobby area.
When a prospect checks in for
their visit, the receptionist can
either hand them the book or
direct them to it in the waiting
area. Such a book can be uti-
lized as a wonderful pre-selling
tool as well as a nice way to
keep the prospect occupicd
while waiting for a sales per-
son. However you arc able to
do it testimonials should be a
key component to all your mar-
keting pieces. Of course, make
sure you get the proper model
release forms signed by a mem-
ber before ever quoting them or
using their pictures for any pur-
poses whatsocver.

Marketing is a com-
plex area but one that is so im-
portant to the success of any
club operation. In this article
we have touched upon just three
of the many elements that make
up a successful marketing pro-
gram. By taking the time to
examine what you are doing

now and then making the proper
adjustments in your efforts and
strategies, you can dramatically
improve your marketing and ad-
vertising pieces. Ultimately that
means more membership sales
for your club. After mastering
these first three concepts you will
be ready for another level of mar-
keting, which we will examine in
the next issue, Part IL.

(Casey Conrad is Presi-
dent of Communication Consult-
anis, a company dedicated to pro-
viding high quality sales, market-
ing and management seminars to
the health and fitness industry
worldwide. She has authored
over 20 different publications and
tapes for the industry and runs
the Health Club University train-
ing center in Rl. Most recently
she created and opened a na-
tional chain of weight loss cen-
ters entitled “Healthy Inspira-
tions Weight Loss and Lifestyle
Center.”)



Forget the lycra and leotards. Take a good hard look at your group fitness The fiscal equation is simple. The more members in your group fifness

system. Does it make sense? And what about dollars? classes, the more money in your pocket. The great news for you? Les Mills
Les Mills Body Training Systems deliver group fitness results to your club Body Training Systems classes, BODYPUMP, BODYATTACK, BODYFLOW,

members, your instructors and your bottom line. You get fanfastic pre-choreo- ~ BODYSTEP and RPM are filling up fast all around the world.

grophed classes, developed by world leaders in group fitness and finely tuned Flex your "money muscles”. If you're a 98-pound weakling in group

in clubs all around the globe. Your instructors are expertly frained and exercise, fiscal fiess is a phone call away. Call 1-800-729-7837 or visit us

inspired fo achieve at the highest level. And our Group Finess Management  at www.bodypump.com and get fiscal for less than $10 a day. Outside the

Training will add to the profitability of your group fitness department. U.S see us at www.lesmills.com.

bodytrainingsystems

THE STEP COMPANY » WWW BODYPUMP.COM
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Some people want to lose weight. Some want more muscle definition. Others
just want to feel better. Life Fitness has the equipment for every type of workout and

every type of person. That's why you'll find us in most health clubs and wellness
centers around the world.

Relv on Life Fitness to meet vour spectrum of needs. Call 1.800.634.8637.



