




Funds advised by BC
Partners, a leading European
private equity group, announced
the acquisition of Fitness First
for an enterprise value of GBP
835 million [1.2 billion euros]
from Cinven, the European buy-
out fund. Fitness First is the
world's leading fitness company
with more than 1.1 million

members served in 424 clubs
across 15 countries worldwide.
Fitness First is expected to gen-
erate revenues of more than
GBP 400 million [590 million
euros] and EBITDA of GBP 95
million [140 million euros] in
the year to October, 2005. It is
market leader in most of the
markets in which it operates,

including the UK, Germany,
Australia and a number of other
European and Asian countries.

Fitness First provides a
distinctive concept of "value-
for-money" fitness clubs conve-
niently located in urban loca-
tions. This model operates suc-
cessfully across all international
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13 Years And Counting!

When I think of Lyle
Schuler, I think of FUN...and a
BIG SMILE!  

I write with a 'smile' in
my heart when I write about this
very unique and special guy,
Lyle Schuler. Schuler has a con-
tagious happiness and energy
about him. His ability to pass
happiness onto others is nothing
short of special, unique and
wonderful. In this in-depth case-
study and cover-story, we will
have an interview with Lyle
Schuler. We will also hear about
his “gift” from his former boss-
es, Sales Makers' Ray Gordon
and Eddie Tock, as well as great
comments from the key staff at
his club, the MAC... the Mid-
Hudson Valley Athletic Club.    

To me, the smile he
seems to always wear is his
'badge representing his great
attitude and his power of posi-
tive thinking.'  Nicknamed
"Hammer", from his years as a
star running back in football,
Lyle Schuler is a man that has
the "Enthusiasm" of industry
icon Dale Dibble combined with
the "Make It Fun" mentality of
Sandy Coffman. Lyle Schuler
has come a long way and his
story is heart warming…  

Old, Ugly, Worn-Out and
Nasty 62,000 Square-Foot

Club Dubbed...
Ugliest  In New York State!

Any person would
HAVE TO HAVE a great atti-
tude and a very strong power of

positive thinking to return to his
hometown to take on the very
tough job of revival and refur-
bishment of an old, ugly, worn-
out and nasty 62,000 square-
foot health club! The club,
located in Kingston, New York,
was originally built in 1981 as a
tennis center. It was converted
into a big indoor skating rink
and then reconverted into a
health club. Before Schuler
stepped up to the plate in early
2003 and invested close to $1
million in refurbishment and
transformation, this club was
UGLY, UGLY, UGLY! And,
NASTY!  The club has had
three different names over the
past 24 years including:  The
Tiger Racquet Club, Tiger
Gold's and finally, immediately
before Schuler took over, Tiger's

Total Sports Complex. Sal
Pellegrino, long-time fitness
industry veteran, once described
this club as "The ugliest club in
the State of New York!" before
Schuler took it on.  What Lyle
Schuler has achieved there in
less than three years is nothing
short of remarkable.  

A Very Unique Background

Lyle Schuler is the
only club owner that I know of
anywhere in this industry that
has split his amazing career into
three successful parts:  Part I as
an employee and then a partner
in a chain of clubs in New York
and Connecticut; Part II as a
nationwide club business con-
sultant with Sales Makers for
five years and Part III as a 3-

year club owner and
"Renaissance Leader" in the

Fitness First Acquired by Funds Advised by BC Partners

(See Fitness First page 29)

You read it first right
here! This issue completes our
12th year of publication! We
thank God for the strength he
has given us over these past 12
years. We ask God and you for
help here today as we move on
in our quest for continued pub-
lishing success.

We thank you all for
reading CLUB INSIDER.   

This CLUB INSIDER

publication was launched in
November, 1993, with a used
Apple Macintosh Computer I
purchased for $100.   For 12
years, although I do have a great
computer now,  I’ve done all of
the jobs of this CLUB INSIDER
publishing business including:
Publisher, Editor, Writer,
Contributing Author coordina-
tor, ad salesman, subscription
salesman, advertising and sub-
scription invoicing, all book-
keeping,  subscription data input

for mailing, monthly mailings
and collections. I’ve enjoyed
doing it all except for the
Computer Layout and
Information Technology work.
Fortunately, that work has been
well done for the first 8 years by
Ms. Cathy Brown of Atlanta’s
Hudspeth Report and for the
past 4 years by my son, Justin
Cates (Justin has worked for
CLUB INSIDER for 9 years
now!).  Thanks to Cathy and
Justin for their great effort and

contributions, and thanks to my
Dad, his wife Louise and my
brother Dave for their support.  

This little home-based
business has been nothing short
of a “labor of love”.  That is
because it is all about you all,
the people that I love in an
industry I love. In short, I give
you the best possible effort
every day, week and month so
that you do look forward to
receiving your CLUB INSID-
ER.

While CLUB INSID-
ER has sometimes struggled
financially during these 12
years, we’ve never wavered
from “Our Purpose” and we’ve
established a niche in this indus-
try.  That is to “Tell-It-Like-It-
Is”.  Nobody else does this… it
is a tough job, but somebody
needed to do it! Or, the health
club industry could have gone
on and on with people or com-
panies thinking it is just fine and

(See Lyle Shuler page 6)

Lyle Shuler

By Norm Cates, Jr.

By Norm Cates, Jr.

(See 13 Years page 6)



• HELLO everybody!
This is your friendly CLUB
INSIDER Publisher Since
1993 checking in!  

• 13 Years and Count-
ing! We’ve now completed our

12th year of publication! 12
years ago Red Lerille, former
Mr. America, and now a 43-year
club owner, appeared on our
cover with one of his vintage
restored aircraft. If you’re new
to CLUB INSIDER… let me
tell you about our publication.
CLUB INSIDER is about the
wonderful people that make our
great health club industry what
it is today.  And, this newspaper
stands for a lot more… So, I
cordially invite you to read my
page #3 article entitled: 13
Years and Counting! Thank
you all for reading CLUB
INSIDER!   Yes… Isn’t it
amazing how fast time flies
when we’re having FUN!

• Big news in Europe

with the sale of Fitness First,
the 15-country, 424-club chain
for $1.5 billion. Quite an
accomplishment for former
CLUB INSIDER cover guys,
MIKE BALFOUR, MIKE
METCALF, JIM McGOLD-
RICK and the man from Down
Under, TONY deLEEDE.

• Body Training Syst-
ems’ CEO, RICH BOGGS,
informs me that MIKE CAM-
PATELLI has joined BTS as its
National Sales Manager and
will serve as a BTS National
Instructor. Congrats Mike!
Additionally, Boggs mentioned
that all is going really well for
BTS; JOHN MILLER and the
Courthouse Athletic Club chain
in Salem, Oregon as well as MIKE ARTEAGA and his two

All Sports Clubs in the Hudson
Valley of upstate New York
have signed on. Additionally,
BTS now has weekly webcasts
on Thursdays at 3 p.m. Eastern
Time. To access the BTS web-
casts, just call 1.800.729.7837
to obtain the webcast login
information.

• Don’t miss the 20th
Annual CLUB INDUSTRY
Conference and Trade Show in
Chicago Nov. 2-5th. Please
stop by to see me at my Exhibit
#118. Please visit and do busi-
ness with our great advertisers
at the Exhibit #’s to the left.
For info and registration go to:
www.clubindustryshow.com

• Congratulations to
one of my favorite couples in
this wonderful industry, RUDY
and VIRGINIA SMITH, who
celebrated their 50th Wedding
Anniversary and their 80th
Birthdays together with a won-
derful gathering of friends in
Las Vegas on October 8th.
Rudy is the Founder of the
amazing Las Vegas Athletic
Clubs and has been honored by
the NFTJ with its Lifetime
Achievement Award and by
IHRSA with its DALE DIB-
BLE Distinguished Service
Award. GINNY FITZGER-
ALD, daughter of Rudy and
Virginia, and wife of BRETT
FITZGERALD, produced an
amazing invitation for the event.
I really wanted to be there for
the FUN… But, guess what? I

was on deadline right here in
Atlanta, Georgia, getting this
issue ready to go out to all of
you. I have love in my heart for
Rudy and Virginia Smith. They
are two of the nicest people I’ve
had the pleasure of meeting in
my career, and I wish them both
well!  

• Here is something
that freaks me out! If you have
followed the background of
BRIAN HOMAN in the Fort
Lauderdale suburb of Coral
Springs, it will freak you out
too! If you have not, here is a
quick review of the Homan
case. Approximately 5 years
ago, Brian Homan had a compa-
ny in the club industry called
Tools Management, Inc. Tools
Management, Inc. collected
EFT dues from checking
accounts and credit cards for
clubs. Homan’s company went
bust. He blamed it all on a com-
puter programmer. The compa-
ny survived for a few years, but
before the company busted, at
least $200,000 in membership
dues collected from members
for 8 clubs across the U.S.  was
never given to those clubs by
Homan’s company. The
amounts lost by those clubs to
Homan’s Tools Management,
Inc. ranged from $70,000 from a
club in Texas, to $45,000 from a
club in Southern California, to
$20,000 from a club in
Delaware, and my list goes on.
The money has never been
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•Norm’s Notes•
These Notes contain lots of news and a few of my opinions.  

As we begin our 13th year of publication, I continue to welcome your opinions and views...
clubinsidernews@mindspring.com

www.clubinsidernews.com
770.850.8506

Justin (L) and Norm Cates, Jr.

(See Norm’s Notes page 7)
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MAC - the Mid-Hudson Valley
Athletic Club.  

Schuler has now
changed the MAC into a real
'gem' in upstate New York,
voted in 2004 as the best club in
the Hudson Valley, and he is still
continuing with his expansion
and improvements as he has just
acquired an additional 12,000
square-feet to expand the prod-
uct line of the club even more

(See "New Horizons" herein).
In my opinion, had Lyle
Schuler's career not taken this 3-
part path, he would not have
been so very well prepared for
the success he is now experienc-
ing with his MAC Team in
Kingston, New York. So,
Schuler owes a huge THANKS
to his Part I original bosses, Bill
Austin, Herb Redl, and Mike
Arteaga and his Part II bosses,
Ray Gordon, Founder and Eddie
Tock of the terrific Sales
Makers Company  (See their

remarkable track record ad on
page #7).  Now, in Part III, the
MAC is rolling in Kingston,
New York! In less than three
years, Schuler has taken the old
monstrosity, known as Tiger's
Total Sports Complex, from less
than 600 memberships to 2,100
memberships! Read on!

A Star Football Player
Preparing For Life

Lyle Schuler was born
in Long Island, New York.  At
age 11, his Dad moved Lyle and
his brother Wayne to Kingston
in upstate New York. There, he
grew up and graduated from
Kingston High School.    He was
a star football player and a
wrestler.  His football career
began in junior high school.
Schuler recalls, "In 7th grade I
was the fastest kid in the school,
so I guess Coach just said, 'Give
him the ball.'"  Indeed...'give
him the ball.'  Schuler scored
128 points in seven games as a
13-year old, 7th grade player
(An average of 3 TD's per
game). He went on to become
an excellent running back at
Kingston High School and made
the All County Team. He was
honored his Senior year with the
Michael Hoffman Memorial
Scholarship for being the out-
standing Student Athlete of his
graduating class.

Graduating from
Kingston High in 1974, he went
to Cortland State University,
where his football skills from
high school advanced. Schuler
recalled, "Some ballplayers
peak early, I was one of those
players who was able to step up
my game at the college level.
However, my first two football
seasons at Cortland were punc-
tuated by two different injuries:
a bad hip pointer my freshman
year and torn knee ligaments my
sophomore year. But, in my jun-
ior year, I managed to stay
healthy and was able to set the
Cortland State University
school records in both rushing
yards and points scored. The 15
touchdowns I had that year
ranked 2nd in the nation in scor-
ing in Division III football.  I
also set a school rushing record
with just under 900 yards in a 9-
game season. During my junior
year, I was contacted by some
pro scouts from the Dallas
Cowboys and the Pittsburgh
Steelers. That was encouraging;
unfortunately, I suffered a sepa-
rated shoulder at the beginning
of my senior season and missed
the first four games, and with

that injury, I missed any second
looks I would have had from the
pro scouts. The thought of ‘red
shirting’ the season and gaining
another year of eligibility
entered my mind, but as one of
the Co-Captains of the team,
that wasn't an option. Wearing a
‘make-shift’ shoulder brace
while recovering from the
shoulder injury, I played in just
five games, rushed for about
500 yards, and as a team, we
finished the season with only
two wins. It was a long season.
As it turned out, all those hours
spent in the athletic training
room would prove extremely
helpful in the future when deal-
ing with members and their
exercise rehabilitation pro-
grams." 

Schuler was honored
with the Cortland State Alumni
Association Scholarship and a
Kappa Delta Scholarship his
Senior year. In 1979, he gradu-
ated from Cortland State cum
laude with a degree in
Recreation Education.  Schuler
commented about his football
playing years, "It was a great
experience to be involved in a
sport I loved, get to play with
some guys who would become
friends for life and every
Saturday get a chance to work
your heart out in a good cause. I
remember feeling that if I wasn't
beat-up or exhausted on Sunday
after a game, then I hadn't
played hard enough. Some of
the recognition I received was
just a bonus.  I think sports can
condition you for success in life.
It conditions you to the disci-

pline of practice, hard work and
developing a plan and a strategy
to win. Becoming involved in
the club industry seemed a natu-
ral, and as a former athlete, real-
ly 'clicked-in' with me on the
tie-in between sports teams and
business. Winning in business is
not unlike winning in any sports
organization. It takes on many
of the same characteristics:
good coaching, a good game
plan, discipline, consistency,
commitment, and a burning
desire to win doesn't hurt either,
but as in life, we can't win every
game, and we won't win every
challenge we face, so we learn
to accept both results while
never allowing our attitude to
quit on us. It's our own attitude
that we must safeguard so pre-
ciously; it will be the difference
maker every time. Whether you
think you can or you think you
can't - in either event you're
right." 

The MAC Team Weighs In On
The ‘Boss!’

Reaching out to Lyle
Schuler’s MAC Team for their
responses to the following three
questions, it becomes obvious
why Schuler is such a success.

We asked:

1. How long have you
been with the MAC, and what
is it like working with Lyle
Schuler? 

2. What do you value
the most in your work?  

3.What is the most

…Lyle Shuler
continued from page 3

(L to R) MAC Teammates – Kristin Koegel,
Holly Snow & Kalen Marino At Luau Party

(See Lyle Shuler page 10)

dandy to do bad things to their
customers or competitors with-
out giving a second thought.
During the last 12 years, the
health, racquet and sports club
industry has continued to
grow, mature and become
more professional. We hope
we’ve contributed positively to
that progress for you whatever
your involvement in the indus-
try is.

My heartfelt thanks
and appreciation goes to all of
our great advertisers during the
past 12 years. Two of our
advertisers, Affiliated
Acceptance Corporation (page
#9) and the Springfield
Corporation (page #8) have
had their ads published in
every edition since we began
offering advertising (That is 11
years and 5 months as we did
not offer advertising for the
first 7 months). We have many
other advertisers who have
been with us six or more years.
We are very proud to carry the
message of these excellent and
professional companies each
month. We hope you have and
will continue to support them.

Then, there are our
wonderful Contributing
Authors. What a great group
this is! Check out our
Contributing Author list on
page #4.  All I can say to each
of you good friends is
THANKS for your hard work,
dedication and effort on behalf
of this industry and the CLUB
INSIDER cause.

I want to thank all the
excellent and hard working
people at Walton Press for
their dedication to the delivery
of excellence for us every
month for these 12 years.
Walton Press is simply the best
company that I have ever had
the pleasure of doing business
with in my life. I am not sure
how I got so lucky.  Had it not

been for Walton Press, I am not
sure we would have made it this
far. Thanks to my friend and
Walton Press Rep, Linda
McGinnis, all the great Team in
the pre-press department, the
pressmen, the mailing depart-
ment, the drivers, the bookkeep-
ing department, the top manage-
ment and the owners. I urge you
to contact Walton Press for any
of your club publication produc-
tion needs:
www.waltonpress.com. Walton
Press has been in business since
1900!  That's 105 years, so you
know they've got to be great!

Last, but not least, we
would be nowhere without you,
our loyal readers. Thank you for
your subscription investment
support and for reading CLUB
INSIDER. And, thank you for
your news tips and information.
If you only read CLUB INSID-
ER when a promo issue arrives
on your desk, thanks for reading
it then… and we invite you to
subscribe. We want you to
receive this work every month
because we know we will help
your club business improve its
profits if you read CLUB
INSIDER regularly.    

So, as we sail into our
13th year with great excitement,
renewed vigor and dogged
determination to continue to
“Tell-It-Like-Is”, we bid you
farewell with one final… 

THANK YOU!

(Norm Cates, Jr. is the Founder,
Publisher and owner of CLUB
INSIDER and 31-year veteran
of the health, racquet and
sportsclub industry.  Cates was
the 1st President of IHRSA and
a Co-founder of the Association
in 1981.  In March, 2001, Cates
was honored by IHRSA with its
DALE DIBBLE Distinguished
Service Award.  Cates may be
reached at:  clubinsidernews@
mindspring.com or by phone at:
770.850.8506)

…13 Years
continued from page 3
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recovered by any of the clubs.  Fast for-
ward to today. Amazingly, after two years
underground, Homan resurfaced, and for
the past 3 years, has been pre-selling
memberships and taking investor’s
money for a new 37,500 square-foot club
in Coral Springs that was scheduled to
open last November, 2004! He allegedly
has been funding the construction of this
club with investor money from people
from all over. The construction finally
started about six months after his
announced opening date!   Now, he is
telling people he will open in November,
2005, but that is doubtful too.   THIS IS
THE NEWS:  In an amazing article
about local residential single-family real
estate in the Florida Sun-Sentinel
Newspaper, dated Sept. 26, 2005,
reporter ROBYN  A. FRIEDMAN
states:  “Homan, 51, is sharing a two-
bedroom, 1,100-square-foot Coral
Springs condominium with his wife and
two children. He’s in the process of
building a 7,000 square-foot home in
Brazil and plans to open a new business,
About Family Fitness, a 37,500-square
foot fitness center – in November.”
Friedman continues, “Homan is also
looking for a larger home for his family.
He likes the Lighthouse Point area, but
he’s disappointed with what his money
can buy. ‘The stuff that I’ve looked at in
the $1.2 to $1.5 million range is quite
junky’, he said.” Friedman continues,
“So, Homan remains on the sidelines,
‘poised to strike,’ he said.” Homan was
further quoted in the article by
Friedman as saying, “People have short
memories, but history shows that every-
thing is cyclical.  We just have to be
patient.”  YEP, cyclical indeed… How
MUCH is THIS ‘CYCLE’ GONNA
COST PEOPLE WHO TRUSTED
BRIAN HOMAN?!  Brian Homan
threatened local 26+ year Coral Springs
club owner, DEAN KACHEL’s  and my
life in a telephone voice message right
after the New Year, 2005. Police said
they could not prosecute because of the
‘language of the threat!’ But now, and
absolutely amazingly, he has told this
local freelance reporter that he is build-
ing a 7,000 square-foot home in Brazil
and that he is looking at homes in the
Coral Springs area in the $1.2 to $1.5
million range! If you are one of those
club owners whose membership dues
money is still unaccounted for, perhaps
this report about Homan’s 37,500
square-foot club currently under con-
struction, or his home under construc-
tion in Brazil, or his plans to be ready to
“strike” will explain where your money
went… STAY TUNED! By the way, if
you would like a faxed copy of this
amazing article, just give me a call at:
770.850.8506.

• Attention all club owners/
operators who have dealt with YMCA
challenges! ALAN HANFORD, 27-year

owner of the Penfield Racquet Club in
Rochester, New York and long-time
CLUB INSIDER subscriber, is in need of
some good advice from club owners on
successful things they have done to com-
pete when a big new YMCA has come to
town. Alan has fought the good fight
against this 150+ year, “Mom and Apple
Pie” organization, but he informed me
recently that despite all of his efforts, a
new mega million-dollar YMCA is com-
ing in about 3 miles from his 27-year old,
35,000 square-foot club. For expedience,
I am providing Alan’s email address:
Hanford@rochester.rr.com.  Please, get
in touch with him with your experiences
and advice as soon as possible!

• Subscriptions continue to
'roll-in', and we really appreciate YOUR
business.  Thank you!

• TODD BECKMAN, owner of
four Gold’s Gyms in St. Louis, Mo., has
agreed to sell his clubs to Gold’s Gym
International, Inc. (GGI, Inc.), the par-
ent company of Gold’s Gyms. Beckman,
a former one-time world speedboat
champion, is also the Founder and
President of The Tan Company with 60
locations in 10 states.  TRT Holdings,
Inc., the Dallas, Texas based owner of
GGI, Inc., acquired GGI, Inc. about a
year and a half ago and has recently made
quite a stir with some long-time Gold’s
Gym operators as they’ve changed the
requirements for them. But, if GGI’s
Omni Hotel chain of 40 upscale hotel
properties is any indication, they will
only be acquiring clubs that are on the top
edge of the food chain.  However, GENE
LaMOTT, GGI, Inc. President and CEO
and current IHRSA Board Member, has
indicated that they are looking for addi-
tional opportunities in the St. Louis mar-
ket.  STAY TUNED.

• On the IHRSA news front
there is quite a bit going on, including
three items I want to mention here:

1. Please mark your calendar for
IHRSA’s 25th Anniversary Conference
and Trade Show to be held in Las Vegas,
March 20-23, 2006. This will be an
event to remember! Not only does this
event provide the world’s best NET-
WORKING OPPORTUNITY to meet
and learn from other club owners and
operators from around the world, it offers
many other major opportunities includ-
ing:  A. An amazing educational pro-
gram for all kinds of club operations
from A to Z (Except for non-profits).
Included in the educational programs are
five world-class keynote speakers. They
are: JIM COLLINS (Good to Great and
Built to Last), DEEPAK CHOPRA
(Ageless Body, Timeless Mind and The
Complete Mind/Body Guide To Health),
KEN BLANCHARD (Raving Fans),
STEVE LUNDIN (Fish!), and STEVE
BLAIR (The Surgeon General's Report
on Physical Activity and B. IHRSA’s
world class Trade Show, featuring over
400 vendors. 

2. IHRSA's Get Active

…Norm’s Notes
continued from page 4

(See Norm’s Notes page 8)
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Magazine, a new publication
produced by IHRSA for mem-
bers of IHRSA clubs, was
launched in September. Get
Active Magazine follows about
one year after the launch of
Club Life Magazine, also a
publication produced and target-
ed to club members. I support
BOTH of these publications and
I think you should, too (Check
the note below about our CLUB
INSIDER for consumers work
in progress!).

3. IHRSA's Search
Committee Chairman, GREG
LAPPIN and Co-Chair, JULIE
MAIN, are working hard with
the committee and the folks at
the Korn/Ferry Executive
Search firm to find the best
qualified and prepared person
to step in for IHRSA's 25-year
and highly esteemed Executive
Director, BIG JOHN
McCARTHY. Notice, I wrote
"step in” above and did not
write "replace"...because John
McCarthy cannot and will not
be “replaced”. I will support
and assist in any way I possibly

can, the Board’s choice for the
new person, whom by the way,
will be referred to as the IHRSA
President/CEO.

• Speaking of
IHRSA's brand new Get Active
Magazine, don't forget that
someday joining that competi-
tion will be "CLUB INSIDER
for consumers"...our new pub-
lication targeted to serve
Consumers of America a/k/a
your members! Since a major
driver of that publication, my
son JUSTIN CATES, is still
matriculating as a Junior at the
University of Georgia, I am just
going to sit back for a while and
see how Get Active Magazine
and Club Life Magazine do as
they move along. In the mean
time, if you'd like to discuss
how CLUB INSIDER for con-
sumers will be made available
to your members, advertising
opportunities, or writing oppor-
tunities for the new “CLUB
INSIDER for consumers”,  just
contact me directly at:  clubin-
sidernews@mindspring.com or
by calling: 770.850.8506.

• LATE BREAKING
NEWS! I am as excited as a
Dad could be! My son,

JUSTIN CATES, also our
CLUB INSIDER IT Director
and Assistant Editor, just called
to inform me of some great
news!  He received today his
Letter of Notification of
Acceptance to the Terry College
of Business at the University of
Georgia! Boy-oh-boy… What
wonderful news! The Terry
College of Business accepts into
its Management School about
300 students per year out of
32,000 University of Georgia
students!   

• MARIO BRAVOMA-
LO, Founder and DARON
ALLEN, President, were
recently honored by the Dallas
Business Journal with its
Innovator Award. Congrats
guys. Also, Bravomalo and
Allen have announced that they
have relocated their Visual
Fitness Planner™ (VFP™)
Company to new corporate
headquarters at 1600 Green
Oaks Road, Fort Worth, TX.
Best wishes to the VFP Team as
they now serve 400 clubs! (See
the Visual Fitness Planner ad
on page #11).

• Welcome aboard to
two more new advertisers and

welcome back JEFFREY
RANDALL of JLR Associates!
Welcome to Premier Partners,
the exclusive worldwide distrib-
utors of a patented, clinically
proven technology named
BioTrainer™.  This product
brings NASA-grade technology
to clubs in this new consumer
product that I think will become
a fast selling item to your mem-
bers in health clubs across the
country. (You make the prof-
its!)  Check out the BioTrainer
ad on page #23. On page #25,
we welcome new advertiser,
VoiceScapes, a Reston, VA.-
based company that can provide
your club with an excellent tele-
phone management system.  

• RON BUDDO and
SHERRY ROBB are principals
of our new advertiser,
MarketMyClub.com. My ap-
ologies for erroneously stating
Ron’s name as Robb last month!  

• Congratulations to
DEAN, M.J. and MELISSA
KACHEL as they have celebrat-
ed their 26th year of business in
their Quadrangle Athletic Club
in Coral Springs, Florida!  

• There are a lot of
people in need in the Gulf

States of the U.S. and around
the world. But, let me just say,
congratulations to all of you
who have stepped up to raise
money and/or contribute in
other ways to help our fellow
Americans. Amongst that group
are some leaders in our club
industry around the country,
who have raised money and
contributed to Hurricane
Katrina victims: IHRSA -
$5,000, The LA-based
Spectrum Athletic Clubs -
$20,000, the Chicago-based X-
Sport Clubs - $14,000, and the
Atlantic Club in New Jersey -
$30,000, with all of it targeted
to the American Red Cross.
Additionally, BRIAN EVANS
of American Family Fitness, in
Richmond, VA, has announced
that they will match Katrina
relief funds raised through
their membership up to
$20,000.

• STEVE GILM-
OUR’S Northern California-
based, LEISURE Sports, Inc.,
has announced a partnership
with Marriott International to
build 15 Renaissance
ClubSports locations over the

…Norm’s Notes
continued from page 7

(See Norm’s Notes page 28)
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important thing you think a
club should do for its mem-
bers?

Here is how the MAC
Team responded to the 3 ques-
tions above:

Deborah Zibella
Office Manager and 
Co-Club Manager

A1 - I have worked at
MAC for three years now.
Working for Lyle Schuler has
been a life enriching experience.
He has the ability to mentor and
give direction while making
you, as an individual, feel com-
pletely empowered and motivat-
ed to do your best.

A2 - Working in a
healthy, fun, group environment
where each and every individual
does his best to make the busi-
ness great!! Many companies
want their business to be a suc-
cess, but the successful compa-
nies know that it is the people
driving the business that make it
that way. I believe that’s what
we have at MAC! 

A3 - I think the most
important thing that we can do
for the members is listen to
them. Most members will tell
you what it is they are looking
for in a club. If you take the time
to survey what your members
want and need, you will be able
to create a club that is going to
be successful!

Jack Slockbower
PT Staff Education Director,
Group Fitness Coordinator

and Nutrition Manager.

A1 - I've been teaching
aerobics for three years at MAC
and have been a full-time
Personal Trainer and Nutrition-
ist for two years and two
months. Working for Lyle is like
a dream come true out of Steven
Covey's book, The 7 Habits of
Highly Successful People. He
is a WIN-WIN boss. He's
demanding, but what he
demands is that we constantly
improve ourselves.  When you
do something wrong, it isn't
about getting punished or
blamed, it's about what we are
going to do so this doesn't hap-
pen again and so everyone
involved learns from the mis-
take. He's all about creating
something valuable from
adverse situations. After 25
years of working for self-
absorbed, emotional midgets in
the theatre and the restaurant
business, you've gotta love a
boss like this!

A2 - I value the part of
this job that forces me to
become a larger person on the
‘inside in’ to deal with and stay
involved with my existing
clients and embrace a never
ending flow of new people. This
environment demands that. The
staff here is a big part of making
that possible. Under it all, we
have a great time together and
share a lot of laughs in a very
professional environment.  This
keeps the daily burnout to a
minimum.

A3 - A club should
make its members feel comfort-
able and ‘listened to’ so they
feel this is their private sanctu-
ary; a safe place they can escape

to. It should make the difficult
and painful process of self-
transformation enjoyable and
FUN!!!  I know that happens
here at MAC.  You can see it in
the faces of our members.

Austin Benjamin
Director of Personal Training

A1 - I have been work-
ing with Lyle from the first
week he opened the MAC
almost three years ago.  Lyle has
been the most open-minded
boss, not only to his staff, but
for members as well.  Lyle has
made this gym like a big family
that welcomes everyone with
open arms.  I couldn’t see
myself working for anyone else.

A2 - What I value most
from my work is seeing the sat-
isfaction on members' faces
when they have reached their
goals:  seeing a quadriplegic
totally make a life change, when
once he could hardly move his
arms to transfer himself in and
out of his wheelchair to his bed
and seeing people lose 50-100
pounds and go from deep
depression to happy Mothers
and wives. I mean the list of
success stories goes on and on!

A3 - The most impor-
tant thing you must do for your
members is to keep‘wowing’
them with new innovations and
by always being willing to try to
give them something new. It
could be anything from semi-
nars taught by trainers to the lat-
est in equipment and education
to help them reach their fitness
goals. We remember these
things can’t be useful without a
welcoming and helpful staff.

Josh Stratton
Membership Director and 

Co-Club Manager

A1 - I’ve been with
MAC for almost three years.
Throughout that time, I’ve
learned so much about the
industry from Lyle and the
experiences and opportunities
that he has provided to me.

A2 - I love to hear
member success stories and how
they attribute them to their
MAC membership.  I get
inspired by what we do each
day.  The great thing for us is
that we are doing what we
enjoy!  It is very satisfying to
see members who are getting
results and feeling great when
they're exercising! 

A3 - I believe the most
important thing our club can do
for its members is to make it

count when the opportunity aris-
es to show that we care about
them.  Listening to and
acknowledging a club member
can go a long way when they
have an issue to be dealt with,
club related or otherwise.

Kristin Koegel
Customer Service Manager

A1 - In February 2004,
I started working out at Mid-
Hudson Athletic Club. After
working out here for a few
months, I was so impressed with
the working environment Lyle
had created here for his employ-
ees that I applied for a job. I
have been working here at MAC
since June 6th 2004. I have been
the Customer Service Manager
since February 1st, 2005.
Working with Lyle has been a
great learning experience for
me. He is very knowledgeable
in the health club industry and
has taught me a lot. He is very
kind and patient with his
employees and is always willing
to help in any way he can.  Lyle
also makes working here fun,
which is why he has a staff that
loves working for him.

A2 - The thing I value
most about my work is helping
people. In the health club indus-
try, we really make a difference
in people's lives. It is very
rewarding to watch someone
change his or her life for the bet-
ter. It is wonderful to know that
you had a part in helping that
person make that life change.
Just the other day, I had a mem-
ber tell me that one of the rea-
sons he comes to MAC is
because I always greet him with

a smile and that helps brighten
his day. 

A3 - I believe the most
important thing a health club
can do for its members is keep
them happy through good cus-
tomer service. Good customer
service is everything from pro-
viding good classes, personal
training opportunities, a friendly
hello when they come in, saying
goodbye as they leave, always
having a smile on your face,
remembering members' names,
remembering what shake or
drink they like and just trying to
help them achieve their goals
anyway possible. I feel that
under Lyle’s guidance, the staff
here at MAC really does a good
job at keeping up great customer
service for our members. 

An Interview With One Nice
Guy… Lyle Schuler

If you are looking for a
"magic potion" that creates
great club success, no matter
where your club is or what it is
like, we have some ingredients
for you here in Lyle Schuler's
interview comments: 

Q. I asked Lyle Schuler, "This
question is very special, Lyle.
Please tell our readers what is in
your heart because you've got
one of the biggest hearts in our
industry.”   
A. When you talk about what's
in my heart right now Norm,
what comes to my mind is the
recent loss of a really good
friend, Tom Ficarelli (FIC). FIC
was in LOVE with this business!
Even though he was an employ-

…Lyle Shuler
continued from page 6

(See Lyle Shuler page 12)

MAC Men’s Locker Room Before The Renaissance

MAC Men’s Locker Room After “The Renaissance”
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ee of New York State for over
30 years, there is nothing more
that he wanted to do than to
retire from his job with the
State, so he would have an
opportunity to be in this busi-
ness. 

When you ask that
question, one of the things I
reflect on was my relationship
with Tom. In all these years,
there was nothing more that
Tom wanted to do but just be a
part of what we all do for a liv-
ing. Losing Tom reminds me of
how lucky we all are that we get
a chance to impact so many peo-
ple in a positive way... to really
help people change their
lifestyle and help them live
fuller and richer lives. I met
Tom Ficarelli at an IHRSA
Conference about 15 years ago.
Within five minutes of meeting
Tom, I knew I was his friend
and he was my friend.  You very
rarely experience that.  Within
half an hour, I was saying to
myself that this guy is going to
be a friend for life.  For over 15
years, while still employed by
New York State, Tom used his
personal vacation time and ded-
icated himself to coming to
IHRSA and Club Industry
Conferences every year. He
came to prepare himself for the
day when he would retire as a
New York State employee and
become involved in this busi-
ness full-time.  

Even though Tom may
have been cheated by passing
away during his first year of
retirement while preparing to
open the big club he helped
develop in Ithaca, his home-
town,  it reminds me how lucky
we all are to be doing what
we're doing. It reminds me of

how much we can make a dif-
ference in the quality of people's
lives.  We're in the business of
helping people feel better about
themselves.  When you can do
that with somebody, you can
make a difference in how they
live their life. That's what we do
through exercise, diet/nutrition
and motivation. People are so
much better off in so many
aspects of their lives after
they've been consistent to a
weekly routine. Trying to inno-
vate and develop different meth-
ods to reach more members in
an "effective way" is a key for
me. That is a primary challenge
to our business which leads
back to our non-stop effort to
enhance the member's club
experience.  We don't want to
just sell them a membership, we
want to reach them,  and if
we're successful in providing
them an environment where
there is support, motivation, the
right programs, the right energy
and the right atmosphere, we'll
increase our chances. As an
industry, we're giving millions
of people hope and a better life
every day as a result of our col-
lective efforts. Members are liv-
ing happier, healthier and more
productive lives; that's an awe-
some movement to be a part of.
Thinking about Tom Ficarelli's
recent passing helps me realize
what a special industry we're
really in. We should all miss
him and the desire he had to do
what we all do.

Q. When, where and how did
you first become involved in the
health club industry?
A. After I had graduated from
Cortland State, I had gone into
substitute teaching while look-
ing for a full-time job.  One day
I was driving by a health club in
Poughkeepsie, New York called
All Sport (Author note: Industry
leader and 30-veteran, Mike
Arteaga, owns the All Sport
Club).  I walked in and intro-
duced myself.  I explained that I
had a degree from Cortland
State. I met a manager, Nick
Russomano, who would eventu-
ally become a very close friend
of mine. It turned out that Nick
was also a Cortland State gradu-
ate, so we hit it off instantly. He
offered me a job literally on the
spot as a trainer, and I went to
work right away. I worked at All
Sport for five years and got
involved in fitness training,
membership sales and manage-
ment. 

Schuler then became
partners with Bill Austin and

Mary Murphy for a period of 14
years and they acquired a club
in Danbury, CT. called the
Players Club. In the mid 1980’s,
their partnership went into what
Schuler describes as “an acqui-
sition mode”, and from 1985 to
1989, they acquired one club a
year for four years in a row.  A
few years later, they acquired a
fifth club. Schuler recalls,
“Basically, we were a club turn-
around company in the first few
years. I became designated as
the ‘point-man’ and would be
responsible for many of the ini-
tial personnel and club changes
which were necessary. Those
responsibilities would also
become similar to the work I
would do later on as a consult-
ant with Sales Makers and now
presently here, as an owner of
the MAC.  

I would identify weak
areas that needed to be brought
up to par and then put together
the plans necessary to improve
those areas. We earned some
recognition as the five clubs
were listed in Club Industry
Magazine's "Top 100" list of
clubs for four consecutive years.
We sold three clubs to Town
Sports International in January,
1998 and I thought it might be a
good time to change gears a
bit.”  

Sales Makers System 
Helps A Lot!

Q. At what point during your
career did you become involved
in working with Sales Makers?
A. Sales Makers had worked
with us at several different
points during our lifecycle of
club operations. In 1989, we
changed our club names from
Players to Gold's Gyms.
Beginning with our 2nd club,
Sales Makers was instrumental
as a consulting company in
helping us launch the Grand
Opening of our club in
Newburgh, N.Y.  During the
years when we were acquiring
our five clubs, we invited Sales
Makers to return on several dif-
ferent occasions to re-evaluate
what we were doing, check our
systems, provide additional
training and look for additional
areas to maximize our revenues.
We did this because, as you
know, it's a 'plate spinning busi-
ness!'  For a small company like
ours, having the focus of a
knowledgeable unbiased expert
looking over our shoulder justi-
fied the investment every time.
Sometimes, as club owners, we
get too close to our own prob-

lems and our priorities can
become shuffled.  The right con-
sulting advice can be critical to
making the necessary correction
before more serious issues
develop.  Often club owner
egos get in the way of investing
in outside consultants. That
can be a costly mistake. Most of
the really good club operators
recognize that consultants have
a role even when things are
going really, really well.  That
role is to keep things going
really, really well. Sales Makers
were very helpful to us, and it
was the right relationship to
keep us on track with what we
needed to do. That's how my
own business and personal rela-
tionship began with the Sales
Makers Company.  After the TSI
sale, I decided that I wanted to
take a break from day-to-day
operations for a while. That's
when Ray Gordon, Founder of
Sales Makers, approached me to
find out if I would have any
interest in working with the
company. That was early 1998.  

Q. How long Lyle did you work
full-time with Sales Makers?
A. I worked with Ray and Eddie
of Sales Makers for five years,
from 1998 through 2002. It was
a great experience.  They are a
great bunch of guys. They do it
the right way.  Everything Sales
Makers does is ethical, based on
helping a club owner maximize
his revenues without selling just
price or compromising club
services.   

Q. During your five years of
working full-time with Sales
Makers, “What needed fixing”

the most in clubs, generally
speaking? What are other com-
mon issues you've witnessed as
a consultant?
A. The wrong people in key
positions and the lack of effec-
tive sales management. That's
where the attention usually must
fall first. To be successful, a
club must start with the right
people first and then provide the
necessary tools, systems, train-
ing, resources, etc to help it all
come together. Naturally, as a
sales and marketing company,
Sales Makers’ primary objec-
tives are to evaluate the selling
process. Usually, you can
impact the bottom line quickly
by improving what goes on with
the guest and membership staff
relationship. First order of busi-
ness, install the Sales Makers
System, and then we make sure
they are following the right pro-
cedures. Typically, the sales area
just doesn't get enough atten-
tion, and a lot of times, if it is
getting attention, it's the wrong
kind of attention.  So, my job at
Sales Makers was to look at the
process from A to Z; from phone
inquiries, to how calls are trans-
ferred from the desk to sales
staff to meeting and greeting
prospects at the reception desk
to the compensation of the
membership team and so on…
Usually, there is something that
needs to be adjusted with the
overall set-up. It may be the
rates, the presentation, the
schedule, the goals or the per-
sonality or skill level of the staff
involved. It may be the wrong
marketing or lack of marketing,
an improperly arranged work

…Lyle Shuler
continued from page 10

MAC Kickboxing Studio

The MAC ‘s Unique
Suggestion Box (See Lyle Shuler page 14)
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space or any combination of a
multiple of different items.    

Usually in the sales
area there are at least a dozen
elements that we can identify
that need to be tuned up or
changed to make sure the club is
hitting on all sales cylinders.
So, when I referred earlier to the
'spinning plates', sometimes we
would see some of these ele-
ments, ‘busted and or just lying
on the ground’ so to speak:
Something as simple as a fol-
low-up procedure. What's the
follow-up procedure that's in
place? Is there anything in place
for membership retention and
customer service after the sale?
Then, ongoing training.  In
many cases, ongoing training is
one of the first things to fall off
the table for a lot of clubs.  Once
a person has been trained in the
Sales Makers System, continued
training by the manager is

required for ongoing success. A
lot of club owners have this
'vaccination mentality’ and
approach to ongoing sales staff
training'.  Their mistake is they
say, 'There, I gave you the train-
ing to get started.  Now, you're
all set, now you know your
job... get out there and do it.’ It
just doesn't work that way!
There needs to be continuous
learning and continuous train-
ing available for ongoing edu-
cation because so much of what
is learned is forgotten if not
practiced on a regular basis.
And, since the club's income
does depend on the proper club
membership presentation from
A to Z to a great extent, that's
where we place our primary
focus.  Our secondary focus is to
be sure the club is doing the
right things related to club oper-
ations. Is there attention to
member service? Are the
Personal Trainers on the right
page? Is the club kept up in
areas such as cleanliness, mem-

ber programming and child
care?  

The experience of
working for five years with
Sales Makers was a wonderful
experience for me.  It allowed
me to step away from that day-
to-day club owner/operator role
for a while. It was gratifying and
helpful for me to experience
another perspective on all of the
different challenges that do exist
in the club industry and the
challenges that we face in
attempting to always run our
clubs in an optimal way. It was
good to be able to step aside for
a while from the weekly payroll,
the receivables, daily club open-
ings and closings, do we have
the whirlpool at the right tem-
perature types of things, etc.
Maybe the only difference was
that I worried about someone
else's club... Working with Sales
Makers allowed me to gain a
different perspective on club
issues and operate with a laser
beam focus on the areas in need
of primary attention. It was very
rewarding to know I could be
the difference maker and a big
upside was when a club owner
or director would give me the
WOW feedback followed by,
‘when can I get you back in the
club?’ I really enjoyed making a
difference for club owners...
maybe making his or her job a
little easier, maybe getting their
numbers up and or really giving
them some ideas to allow them
to run their club business
smoother.  It was very fulfilling
to be able to help club owners in
a meaningful way, and I got
excited about a lot of the clients
I worked with. During the five
years I worked with Sales
Makers I was in 30 different
states, and I consulted or pre-
sented workshops with 55-60
different clubs. I've worked with
clients whose clubs have ranged
in size from 5,000 square-feet
up to 250,000 square-feet.  For
me, it was still fun, although at
times, situations could be stress-
ful, especially the road warrior
experiences and sprints to make
those connecting flight times.
Presenting workshops and
speaking at Industry Confer-
ences provided an ongoing les-
son in ‘sharpening the saw’ a la
Steven Covey. After being out
of the daily club operations for
five years, I started to develop
the desire to validate my con-
sulting work by operating my
own club again. That nagging
thought provided the initiative
to tackle the turnaround project
which now is the MAC.    

Lyle Schuler retains a
close friendship with Sales
Makers Ray Gordon and Eddie
Tock.  Here is what they had to
say about the "Hammer", Lyle
Schuler:  

Sales Makers Ray Gordon and
Eddie Tock Share Thoughts on

Lyle Schuler

Ray Gordon, 30+ year
club industry veteran com-
ments: “Lyle Schuler;
'Excellence'. What else can you
say??? It is what you come to
expect.  Lyle has always
embraced the positive values of
the industry. I first met Lyle at
the All Sport Club in Poughk-
eepsie N.Y. in the early 80’s.
The high level of enthusiasm
and motivation that he constant-
ly maintained in the club then
has stayed with him in every
new phase of the industry that
he undertook.  That included
Fitness Manager, Sales
Manager, Club Manager, Club
Owner, Multi-Club Owner,
Consultant, requested Speaker,
and Club Owner again.  It was
during the time that Lyle
worked with Sales Makers that I
really began to appreciate that
he brings a powerful combina-
tion of integrity, enthusiasm,
hard work and curiosity every
time he enters the club. He is
always wanting to learn some-
thing new to make things go a
little bit better, faster and
smoother. He is a regular
attendee of industry shows
where everyone seems to know
him.  I am not surprised at the
success Lyle is achieving. I
know his club certainly has that
“Schuler Aura” that members
really appreciate. 'Excellence'…”

Eddie Tock, 22+ year
Sales Makers partner adds, “For
over 22 years, Lyle has been a
client, a co-worker and, most
importantly, a close friend. If
you had only one word to
describe him, it would be
“enthusiasm”!  Lyle has always
put his heart and soul into
everything he does, whether it
was working in the club as an
owner, a leader, speaking at
Club Industry or IHRSA, work-
ing with clients for five years as
a consultant for Sales Makers or
organizing (and participating in)
a sand volleyball game or tug of
war for the club. He is passion-
ate about everything he does
and has always managed to per-
form at a level of excellence. He
has always been the driving
force and the cheerleader behind

the success of all of the clubs he
has owned or co-owned.  He has
always been an inspiration to
many of his staff.  I consider
myself fortunate to have had
him as a friend (he was also my
best man when I got married), a
client, and a co-worker in Sales
Makers before he left to pur-
chase his current club.”

Schuler on 'Expectations' and
Finding Staff That Care and

Are Committed to Doing Their
Best

Schuler - "Before we
move on to the next question, I
want to comment on one other
common club industry issue. It's
about expectations. When you
get to visit and work with a lot
of clubs as I have done, you
meet an occasional club owner
or manager that may have 'out
of the ball park' and completely
unrealistic expectations about
the level of service possible. For
these individuals, no one on the
staff can ever do enough.  Their
intentions for high standards are
valid but their methods are not.
The fear motivator tactics often
employed regarding job security
just doesn't create the right envi-
ronment that we must cultivate
for the creation of winning
teams. But, more often than
that, many operators compro-
mise their own performance
standards and settle for far too
little in the area of staff expecta-
tions. It is critical that our man-
agement teams constantly re-
check the standards set and
make a determination if job per-
formance and attitude fits with
the goals and culture of the club.
With few exceptions, there are
always at least two or three
employees in your club who
should not be there.  They are
not contributors.  They do not
possess positive attitudes. They
are not looking out for the bene-
fit of your members (Or you).
They are there for their own rea-
sons and your club objectives
are of no concern to them.
Many times it's uncomfortable
to address, but damage control
is necessary. And, it is essential
that everyone's eyes remain
open to who is helping and who
is hurting.  That's one of the gut
check questions. Does this staff
member help or hurt our reputa-
tion as a high quality club and
organization? Next question on
each staff member...Would I
mind if they worked for my com-
petitor? Next question... Is this
individual committed to doing

…Lyle Shuler
continued from page 12

(See Lyle Shuler page 16)
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his best?  Next question... Does
this employee or manager really
care about the club and its mem-
bers, or is it just about the pay-
check? These questions help
form a simple but effective
process for your management of
staff expectations and helps cre-
ate a performance standard. This
should be an ongoing process
where the right team members
are kept on the bus. "Bad
Attitudes" have no place in our
business... they are far more
destructive than most of us real-
ize.  

The club management
team should assume the majori-
ty of responsibility for the pas-
sengers on their bus, and of
course, the right leadership is
essential to any successful busi-
ness. Redefining what your
standard is and sharing your
vision of responsibility to the
membership is also part of the
leader's role. We have to provide
the right leadership for the club
to be able to excel.  It invariably
comes back to that.  There must
be a balance where we set
achievable expectations, and at
the same time, recognize where
compromise is valid.  I think our
greatest challenge and obliga-
tion to our members is to sur-
round ourselves with staff that
care about the club and that are
committed to doing their best.
Without trying to oversimplify
it... I recognize it's much easier
said than done.”

Schuler on the 
History of His Club

Q. Tell us a little history about
your club before you became
involved?
A. The club has been here for 24
years. Kingston, New York for-

merly was a big IBM employee
location. But, in the early to mid
1990's, IBM laid off over 7,000
employees in the Kingston area,
and that added tremendously to
the problems of the club. When
you take 7 or 8,000 white collar
jobs out of this small market (25
to 30,000), it really hits the area
hard. Essentially, the long-time
club owner gave up on the club
when IBM left. There had not
been another dollar invested in
the club since the mid-nineties.
It really had gone down hill, and
that's where I saw one of the
major challenges. The owner
felt the market had deserted
him, and from that moment, it
appears he must have operated
exclusively by expense manage-
ment which only creates another
set of problems.  To think you
can succeed by just focusing on
the expense side without rein-
vesting in and maintaining your
club is just poor business. To
think: 'I'm gonna really scale
down, I'm not going to reinvest,
I'm not going to make the club
nicer, I will drop my rates, I will
offer less, I'm going to cut back
on my cleaning services, my
personnel and staffing, I'm not
going to buy any new equip-
ment and really run it bare
bones... this appears to have
been the prior mindset and oper-
ating philosophy for the better
part of ten years or more! It left
the club in a state of disrepair
and outdated in every aspect of
the facility. 

Club Revival 101
"How To Revive and Turn-
Around A Big-Dead-Ugly

Club”

(Author's Note:  In less than
three years, to have achieved a
virtually 100% interior remod-
eling and equipment replace-
ment job and to now have
reached approximately 10%
market penetration, where the
club's old bad reputation of
ugliness and nastiness had
been established for years and
years, is truly a remarkable
achievement!)

Q. Lyle, I must congratulate you
on what I witnessed last
Summer when I visited you at
the MAC. I mean, what you've
accomplished and are accom-
plishing there is really excellent.
I think you've done an amazing
job with your complete overhaul
and renewal of the MAC.  I
know you did not just 'roll into
Kingston with a pocket full of
money' and simply make this

happen. It had to take an awful
lot of creativity and imagination
to do what you've done. Please
tell us about this amazing turn-
around process you went
through.
A. The first step was to look at
where the areas we could impact
the most to achieve the greatest
difference. The strategy becom-
es a multi-faceted approach to
different problem areas. There
was a problem area with facili-
ties, there was a problem area
with equipment, there was a
problem area with programming
and there was a problem area
with personnel. So basically,
you take the four or five key
problem areas that must be
changed and get to work. In the
beginning, you're studying and
developing an improvement
program for each of these areas.
There is a juggling act because,
even though you have priority
items, you have to do many
things at the same time.  

We started with the
biggest problem first:
Facilities. The club had gotten
a really bad reputation. This
place was amazing! Even within
our industry, Sal Pelligrino had
called it "The ugliest club in
New York State!"  And, you can
quote him on that. For ten years,
the prior owner had not rein-
vested in the club. Sal is a very
knowledgeable and pretty high
profile guy who sees a ton of
clubs. Sal has probably seen
every club in the State, so when
Sal Pelligrino says it's the ugli-
est club in the state, you KNOW
IT IS! I kind of keep that as a
back drop in my mind for fun.  

To give you a little bet-
ter 'picture', they had converted
a roller rink from years past into
a basketball court. Then, they
installed a 300 foot long, 10'
high chain link fence complete-
ly surrounding the basketball
court.   It was right in the middle
of the fitness center space.  So,
when you first walked into the
club, you felt like you were in a
New York City playground!
There was a lot of 'cold steel'!
We had to remove that fence
immediately; it was an eyesore.
The fence made the club appear
as if there were prisoners inside
the basketball court playing bas-
ketball and not allowed to get
out! I do not believe I have ever
seen anything quite like that
anywhere in the country before.
Because it was three indoor ten-
nis courts first, then a roller rink
before they converted it to a
health club, the entire huge ceil-
ing was all black with this big

cyclone fence around the court
and all of the equipment was
jammed around on the outside
between the fence and the walls.
It was a tough layout. Also,
remember... there were no win-
dows!  So, it was dark as heck
inside!  We painted the entire
ceiling our first month there.  I
contracted with a local painting
company who came in on a
Saturday afternoon at 5 pm and
as we moved equipment out of
the way of the truck, he'd paint
the ceiling a new, off-white
color. It was one of the hardest
things we ever did. During this
entire club remodeling we only
closed one day. The painting of
the ceiling lasted all Saturday
night and all day Sunday and
into Sunday night, so we could
be open for business on
Monday! So, when members
began to arrive on Monday
morning the entire ceiling had
been painted. It was tough.
Every time the truck made a
pass we had to move all of the
machines out of the way.  We
had six guys moving equipment.
But, sometimes you're better off
with three guys who really
know what they're doing mov-
ing equipment, than with 20
guys who don't know what
they're doing!   

So, from the facility
standpoint, while we're finished
painting the ceiling, the next
step was to peel off the metal
skin from the front of the build-
ing so we could install a new
entrance and 70' of new 12' high
glass windows across the front
of the club. At the same time,
we were ordering new equip-

ment and getting rid of old
equipment.  Simultaneously, we
were getting to know and work-
ing through the personnel.  We
were looking for the personnel
who were committed to staying.
We were letting employees who
demonstrated they did not care
know that other opportunities
awaited them elsewhere.  Ess-
entially, almost the entire staff
had to go because nearly all of
them had a losing attitude about
the club. From the original 35
employees, aside from three
group exercise instructors, only
two former employees remained
within one year of the club
change: Debbie Zibella, an
Office Manager and Alan
Glassman, a Trainer.  Those two
staff members had shown will-
ingness to change and a com-
mitment to the business and the
members. Often times, when
you're associated in a losing
environment too long, some
people can never manage to pull
themselves out of that negative
mindset that gets programmed
into the back of their minds.
Like we haven't heard this
before... 'That won't work here,
this area is different'. Some-
times, you just have to start over
with the right mentality and the
right culture. It's about building
the culture. We now have a great
and dedicated full-time staff of
12 and another 25 part-time
people. I still serve as a General
Manager, but Josh Stratton and
Debbie Zibella both serve as
Co-Managers with me and have
exhibited the ability and com-
mitment necessary for building

…Lyle Shuler
continued from page 14

“MAC” The Club Pet (See Lyle Shuler page 18)

Lyle ‘Making It Fun!’ With Members 
Dave Waage (L) & Bob Lavery (R)





PAGE 18 OCTOBER 2005
www.clubinsidernews.com

a winning organization.  

Q. Lyle, this is a classic club
renaissance story. How did you
pull all this remodeling work,
re-equipping, re-staffing and re-
branding in the marketplace
together financially?
A. We had to paint a picture out
there of what the future plans
for the club were. I had to estab-
lish myself as a serious operator
who was going to tackle the
challenges of the club. I had to
restore confidence that I was
making a commitment to rein-
vesting in the club and that I
would not settle for less than
quality equipment and pro-
grams. My first challenge was
to make sure that our 600 mem-
bers knew that they had a club
owner that was going to be com-
mitted to improvements and
upgrades. My thought process
was that if I could get those
existing 600 people to buy into
the fact that we're going to make
this better, here is how we're
going to do it and here is what
we're gonna do, they would then
tell their friends, and we would
then start the referral process.
From a marketing strategy, the
marketing arm is another one of
those plates that you must start
and keep spinning at the same
time you're doing the construc-
tion, the renovations and the
personnel changes. So, the mar-
keting arm must get the message
out to existing members and to
the community. We told the
community we had made a new
commitment, had a new name,
new club, new programs, so
come see us. Basically, we did a
Grand Opening. I did the same
things I would do with clients
when I worked with Sales
Makers. I did the ‘Sneak
Preview Construction Party’,
attracting a lot of people
through local businesses. We
did a lot of 'outreach work',
Norm. One of the things I saw a
lot of success with during my
time with Sales Makers and
have used continually here was
just making sure that the com-
munity knew I was there and
getting our people out in the
community everyday doing
something to reach them!
Faxing updates to corporations,
knocking on local businesses’
doors and introducing our-
selves, and explaining our new
investment in the club in the
local area!  

Financially, it was real-

ly challenging to get financing
for some of the things I wanted
to do. In my area the banks are
all operating on a 100% collat-
eral rule. I own the business, but
not the building. So, the club did
not represent any collateral to
any banks that I spoke to. Used
equipment meant nothing to
them and coupled with the poor
reputation and weak financials,
it wasn't a promising proposi-
tion. So, getting money to fund
the actual renovations was by
far the greatest challenge.  One
of the most reinforcing things
for me was the positive feed-
back from people in the commu-
nity on our making the invest-
ment in the club. The encour-
agement from local business
owners provided motivation for
me along with the staff and
members.  Basically, I had a
couple of months of operating
capital. Fortunately, January and
February of 2003 were my first
two operating months. That
helped tremendously.  It could
have been tougher if the first
two months of operation were
June and July!  

It was a lot about get-
ting the ball rolling, picking up
momentum and just keeping
your hands on that momentum
not letting momentum fall back.
That is a big key to this type of
turn around situation.  

Q. Lyle, clearly you make a
great effort to "Make It Fun!"
at the MAC! Share your think-
ing on the importance of FUN in
your and other clubs.
A. As club owner/operators, our
leadership responsibility is to
assemble a team who know how
to enjoy their work... not just
come to work and do their job,
but come to work, enjoy their
work and have a passion for it.
As club owners, if we don't keep
a FUN element in the club for
our staff members, we will not
have a staff that makes it fun for
the members.

People can work any-
where, do any job and get a pay-
check, but I don't think there are
many industries where people
can work and get satisfaction
and reward that we can get
when we do a good job. I think
“Making It Fun” integrates real-
ly well with the passion for
helping other people and the
passion for improving lifestyles
and really making a difference. I
think the FUN aspect of it is
what can distinguish our indus-
try from a lot of other industries.
Our employees need to know
that they all still have to tow the

line. But, we know that if our
staff and employees are having
a good time and they like it, two
things happen from that:  #1 is
that our members feel it, they
sense it and they like to be
around people like that and #2,
the staff stays. It has something
to do with staff retention.
People like to stay where they're
having a good time, they have
fun and they can be themselves.

Author's Note: Lyle Schuler
noted something in this next
comment that nobody has ever
noticed or mentioned to me
during my 12 years of CLUB
INSIDER publishing. And, it is
important. Schuler observed:
"Norm, I think in every CLUB
INSIDER newspaper you've
put out you've got "Make It
Fun!" somewhere in there!
Give yourself a plug there,
Norm.  No, I'll give you a plug.
You're reminding club opera-
tors everyday... Don't forget the
importance of making and
keeping it fun! Because, if it's
not fun anymore, then it
becomes more like work.  When
it's more like work, we're not
putting out the same product
anymore.  We put out a differ-
ent product when it's just like
'we're going to work' than
when we're having fun. When
we're having fun, that's the
right product because we're
making people want to be there
at the club with us!  For years,
in every one of her lectures,
Sandy Coffman has taught the
importance of members having
fun. People want to be around
happy people. So, that's anoth-
er one of our leadership
responsibilities as club owners.
We've got to keep it fun so the
entire club works as a whole."

Club Insider - CONGRATU-
LATIONS Lyle!  You've very
effectively summarized, better
than anyone ever, the cam-
paign that I've been on for 12
years of CLUB INSIDER pub-
lishing. While some may have
noticed and I think do realize
exactly WHY I publish those
small little "Make It Fun!" ads
each month, nobody has ever
articulated it to me this well.
Nice.
Q. Lyle, speaking of "Making It
Fun!” you've certainly adopted
that in your Firehouse Kid’s
Club depicted on this page.
Amazing work; this is another
example of your genius and
ability to create a happy, fun
feeling in your club. Please
share with our readers the cool

story of how your dog named
Mac, your Fire House Kid's
Club and the name of your club
all tie in together.
A. It starts with when I had to
come up with a new name for
the club.  First, I do like the
'Athletic Club' component in the
name of clubs. It's not too hard,
it's not too soft and people can
identify with it. So, I have a
German Shepherd, who has
been part of the family for the
last three years, and his name is
“Mac”. We're located in a region
called the Mid-Hudson area,
about 40 miles upstate from
New York along the Hudson
River.  I like the way MAC rolls
off the tongue so I decided to
leave the H out of it, and name
the club The MAC, (Mid-
Hudson Athletic Club). My dog
Mac has been a source of joy in
my life. He's brought me some
luck, and I figured he'd bring
some good luck to the club.   So,
in combination with the name of
the club, the dog and the tie in to
the Fire House graphics for the
Kid's Club center, it all seemed
to work!  It gives the club a lit-
tle extra "heart" that there is a
lovable pet, this German
Shepherd named Mac, who
comes into the club everyday
and hangs out in the member-
ship sales office. Guess what
happens?  Everybody that
comes into the office pets Mac
and they often tell their dog and
cat stories when they are com-
ing in for info about member-
ships! Mac becomes a great ice
breaker and provides guests and
members a chance to speak
about something aside from
membership info!  

As to how I came up
with the Fire Station child care
theme, it had to do with the
traveling and visits to many
clubs around the country.  The
majority of the clubs out there
view the kids’ area like a ‘hold-
ing cell’... a small place that
they have left over in the club
where they provide this mini-
mum service to 'hold' the kids
while the parents exercise.
There often is never anything
really special about this area.
They usually are kind of boring.
They may have a game, some
toys and a VCR or DVD player,
but further options beyond those
items are rarely seen. When it
came to redesigning a new club,
I felt like I should ask what
would guys like Walt Disney or
Roger Ralph (in our industry)
do to "Make It Fun!" and make
it different? Do you remember
when Roger built that amazing
child care center with the big
tree in it down at the BelAir
Athletic Club? You did a report
on it Norm in Club Insider years
ago.  So, I tried to follow Walt
and Roger's lead and get out of
the box. I asked that question.
They wouldn't just create and
build something average. They
would give it a name, they'd
give it a logo, and they'd give it
a theme! So, I felt like a
Firehouse theme would be a fun
theme.  A lot of kids want to be
firemen or policemen.  I won an
animated fire truck at a local
County Fair the summer before,
and that was the conclusion of
my scientific research.  I hired
some artists and some local con-
tractors, and they built and

…Lyle Shuler
continued from page 16
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Lyle At The MAC Firehouse Kid’s Club
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Part I

(Publisher’s Note: Throughout
this “White Paper”, you will see
references to Action Boxes.
There are six in all and each of
them is important. Because of
editorial space constraints, they
are not available here in print.
However, we have put them on
our website for you, so you
may print them out and act on

them. Additionally, we’ve
placed the worksheet referenced
at the end of column #3 on our

website.Goto: www.clubinsid-
ernews.com and click on This
Month. Under Inside the Insider,
click on A White Paper, and a
printable file will load. We hope
you find these suggestions help-
ful.)

OVERVIEW

This first annual white
paper about the evolution and
the barriers of the health club
industry places a heavy empha-
sis on some core challenges.
For those willing to think “out-
side the box,” it may help you to
double the size of your business.

TEN CHALLENGES TO THE
STATUS QUO

Having spent all year
thinking about health club
strategies and where the market
is headed came to a culmination
when I attended the
International Health and
Racquet Sports Association
(IHRSA) convention with thou-
sands of other people thinking
about health clubs in the same
SPACE. Consciously and
unconsciously, I picked up hun-
dreds and thousands of thoughts
that made it difficult to sleep!
Post conference my thoughts
settled. It was a perfect time to
reflect on the state of the indus-
try. This white paper is intended
to share those thoughts, particu-
larly the challenging ones that
can have a profound, transfor-
mational impact on you and
your business.  A worksheet on
these ten factors is at the end of
this Part I report.  It can be a
good place to keep notes on
what you will do with this infor-
mation.

FACTOR 1: SKIN-TO-SKIN

Health clubs have his-
torically neglected the emotion-
al and spiritual sides of their
business; their focus is on the
physical body. Five years ago, I
suggested that health clubs
would leap forward dramatical-
ly if they would hire employees
who have social science
degrees. These are people who
understand the human condition
and how to relate and connect
with others.  Of course, you
don’t need a social science
degree to do that, but when you
get a degree in exercise physiol-
ogy, there is a likely chance that
this skill may be underdevel-
oped.

At IHRSA, Justin
Tamsett (REX Round Table’s
Associate in Australia) present-
ed a major program on skin-to-
skin contact in health club mar-
keting. Dean Ornish, who was a
keynote speaker, commented,
“If we don’t deal with the under-
lying psychic, social and emo-
tional needs, and even spiritual
dimensions, and focus only on
behavior such as diet and exer-
cise, it’s very hard to motivate

people to maintain healthy
lifestyle changes.”  Ornish said
the same thing ten years ago.  Is
anyone listening?

Community is the ulti-
mate skin-to-skin.  Building
community is something that
happens as a side-effect of
group programming and on fit-
ness circuits.  You can con-
sciously nurture community if
you are willing to work in that
arena and learn the methods and
skills that have been used for
millenniums to build a strong
sense of community. Businesses
traditionally build relationships
between the customer and the
business (Figure 1).
Community occurs when the

customers build relationships
with customers as well (Figure
2). 

The multiple connec-
tions in the community figure
create more bonds to the club
community.  This means more
usage and more retention of
members.  Notice the large cir-
cle in Figure 2, which surrounds
the members. This is the envi-
ronment, largely created by the
club, which nurtures member-
to-member connections.  This
might be as simple as a cluster
of invitingly comfortable soft
chairs as in a Starbucks corner
(See Action Box 1).

Ornish continues, “We
don’t work on the behaviors in
isolation; we work on the issues
that prompt those behaviors.
That’s where clubs can make a
difference. If clubs actively fos-
ter the sense of community as
something more than a place
where one comes and spends a
half hour on the Stairmaster and
then leaves. If this unmet need
can be addressed, they’ll enjoy a
real competitive advantage.”

BUILDING SKIN-TO-SKIN
RETENTION
We need to experiment

with some new models to dra-
matically drive up retention.
Skin-to-skin contact is critical in
building emotional bonds
between people, and it is these
emotional, tribal connections of
caring and empathy which are
the foundation of all voluntary
commitments.  Personal training
does a great job of building
bonds, but if your members are
not permanently signed up for
PT, those bonds are lost.  In
most clubs, PT does not exceed
a maximum of 20% of the 
members.

Physical training may
be too costly for some to do
continuously.  We need less
expensive ways to build bonds.
Enter Group Exercise.  The best
club I know has about 50% of
all member visits involved in
Group Exercise.  If Group
Exercise is led the right way -
skin-to-skin - it should result in
higher retention.  In addition,
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further research is necessary to examine
retention data comparing similar groups
of members for:

• Racquetball
• Tennis
• Personal Training
• Group Exercise
• Fitness Circuits (same 
time, same group) not 
just a drop-in circuit

(See Action Box 2)

Several businesses have been
creating memorable experiences for their
clients. Coca Cola sales people never
shared the experience of drinking their
product with restaurant and food service
customers.  So, a small case with two
glasses, Coke and ice was created so they
can pop one during the sales presentation.
Programs, equipment or facility can be
copied very quickly. Brand experience
can not.  When a prospect walks in, do
your sales people ever sit down and have
a bottle of water with them?  Explaining
the health benefits of water? The experi-
ence helps them remember you different-
ly and creates an emotional connection.

GQ rents hip night clubs several
times a year for a week.  They redecorate,
showcasing their sponsors products;
invite celebrities and subscribers to a
party.  GQ brings its magazine to life in
the lounge.  What can you do?

Remember the sales force is the
primary point for delivering an experi-
ence.  Does your sales force consistently
deliver on the brand experience?  Be sure
the sales force understands how the brand
experience impacts the customer’s per-
ceptions and behaviors.  

FACTOR 2: THE CLUB INDUSTRY
PLATEAUS ON THE “S” CURVE

The “S” Curve is the growth
curve followed by all industries (for more
information, see article at www.rexon-
line.org. under Management Briefings).
A key fact indicating a plateau in the club
industry is that over the last 22 years the
number of clubs has increased faster (370
%) than the number of users (270 %), so
that the average number of users per club
in the United States has declined from
2800 to 1680.  How many new clubs and
studios have opened up in your area in the
last three years?  Unfortunately, too many
and the field is overcrowded.

Another indicator of the lull on
the “S” curve is the emerging realization
that no matter how good the club, there is
a tendency for membership levels to
plateau about two years after its last
major renovation or opening. Sales now
become a replacement activity and not a
growth activity.  Growth seems to come
only from opening a new facility or doing
a major renovation of the current facility.
John McCarthy, Executive Director of

IHRSA, talks about this in the March
issue of Club Business International in
his article, “Commoditization and The
Quest for Innovation.”  He is reflecting
on the trend that occurs in all industries;
during the emergent phases of the indus-
try, owners band together to learn from
one another.  As the industry and its asso-
ciation mature, information is traded and
copied so that each club becomes more
similar to one another in an effort to meet
the industry standards and follow the best
practices.  “This process of commoditiza-
tion invariably leads to homogenization,”
as John McCarthy says so well.  This cre-
ates a challenge in forming a competitive
strategy for your marketplace. All of the
information regarding the club industry:
(its materials, conferences and industry
gurus) teach how to distinguish your club
from your competitors by creating a
unique selling proposition or competitive
strategy. Unfortunately, as the industry
homogenizes, uniqueness becomes
increasing difficult. Everybody is swim-
ming in the same ocean and trying to
avoid being bitten by the competitive
sharks within (See Action Box 3). 

Blue oceans are the breakout for
those clubs that truly want to address the
competitive issue by removing it alto-
gether.  A blue ocean is one in which
there are no competitors; the water is free
of sharks.  It is creating your business in
such a way that competition is irrelevant.
This requires you to think “out-of-the-
box” in some rather dramatic ways.  For
example, look at the traditional three-ring
circus and you’ll realize it is a declining
industry.  To stay competitive, circuses
added exotic live animals, but these
proved costly and drove profits down.
The three-ring circus also was challenged
by new forms of entertainment - video
games and TV. 

Then along came an entirely
new strategy.  Cirque De Soleil eliminat-
ed all the high-cost items in the circus
business: putting up and taking down
tents, maintaining and traveling with
large animals, and producing three simul-
taneous shows at one time. Cirque De
Soleil eliminates all those, yet keeps the
magic and wonder of the circus, and in
fact, maybe pushes it up a notch or two.
And then, it adds new value that simply
did not exist in the circus: comfortable
indoor venues, stunning costumes, origi-
nal music, and a story line that runs
throughout the show.  As a result, instead
of having three rings for one price, they
are up to six separate shows all occurring
in Las Vegas at a price that is five times a
circus ticket.  Cirque De Soleil competes
in a blue ocean.  Was this conscious?
Perhaps...  Can it be copied?  Yes!

In the club industry, Curves has
created a blue ocean strategy by reducing
major costs of equipment and facilities.
They address missing elements for half
the population (women) through
increased safety and an emphasis on
weight loss. Whether this is the best 

…Will Phillips
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design or not is open for debate,
but by creating a blue ocean,
Curves has become the fastest
growing franchise in the world
and has attracted a market that is
atypical for health clubs.  Some
hopeful club pundits have said
Curves members will out-grow
curves and graduate to “real”
health clubs.  To date, I have
seen little evidence that this
hopeful thinking is reality.

FACTOR 3: HYPERTROPHY
OF EQUIPMENT

Hypertrophy is when a
species develops such a sophis-
ticated adaptation to part of its
environment that it ultimately
kills the species.  For example,
the Irish Red Elk developed a
huge rack of horns for winning
mating contests with other
males (I wonder if this is where
our slang term “horny” comes
from).  Anyway, the male with

the largest rack of horns usually
got to be the one that repro-
duced.  Thus, a large rack of
horns was genetically favored.
Each generation grew heavier
and larger racks.  Unfortunately,
this reproductive success led to
racks so heavy it was difficult
for the elk to hold its head up
and impossible for the elk to
move through the woods with-
out entangling its horns.  Now
that all the males had large
racks, they all starved and the
species became extinct.  Ironic,
but in some cases, success does
lead to failure.  Fortune maga-
zine once commented that “the
single best predictor of business
failure was a previous period of
strong growth.”

So, the question is,
whether equipment in health
clubs has reached the point of
hypertrophy - has it become
overly specialized and overly
dominant?  When I visited the
2005 IHRSA Trade Show and
gazed upon a sea of equipment,
I wondered,”have we gone too

far and done too much with the
equipment?”  When one compa-
ny succeeds with an elliptical
machine, another company
wants to copy and improve it,
and then another makes one less
costly and the result is dozens of
choices for each type of equip-
ment.  Even dumbbells have an
extraordinary and seemingly
pointless variety: rubberized,
metal handled, color coded, etc.
My concern for overdeveloped
equipment is that equipment
dominates the show, and thus is
a driving economic force in the
club industry and in IHRSA.  I
suspect that equipment manu-
facturers provide a significant
part of IHRSA’s operating budg-
et.  The danger here is that each
club has outsourced its entire
R&D effort and may have lost
control of it. The equipment
manufacturers’ concern, of
course, is equipment sales,
while the clubs’ concern is
attracting and retaining mem-
bers and delivering results for
them.  These goals may be in

conflict.  More and better equip-
ment is not always the best
investment to help a club
achieve its goals, yet equipment
advertising dominates the indus-
try.

Let’s think about the
other end of the spectrum. Little
or no equipment is a blue ocean
strategy requiring more explo-
ration.  Unfortunately, only a

…Will Phillips
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10 Questions A Smart Club
Operator Should Ask Each

Month!

Norm Cates requested
that I reproduce for publication
as a “special column” this
month my sold-out IHRSA Club
Business Entrepreneur Conf-
erence seminar that I presented
on September 8, 2005 in Las
Vegas. So here it is… with some
explanatory notes included.

How “The 10 Questions”
Developed

I interviewed CEO’s,
CFO’s and executives of large
chains, one-off, high-success
clubs (both large and small) and
smaller regional chains, and I
researched archived articles
from web sites, publication
libraries and my own collection.
I sought to find what was com-
mon to all of them, what they
did, and how they taught man-
agers and directors. I also
checked with tech support of a
major software company to see
what reports are most frequently
used and why.

Why These “10 Questions”
Are Especially Important

NOW

• Consumer Confidence from
all pollsters is presently at a
3-year low. 

• Investor Confidence is mir
roring the consumers' feel
ings - also near the 3-year 
low. 

• The economy is definitely 
slowing down. 

• The immediate aftermath of
Hurricanes Katrina and Rita
are MUCH HIGHER fuel 
prices and no sign of a sig
nificant backtrack anytime 
soon. 

• Interest rates continue to 
rise gradually and money is
tightening.

• Consumer goods, services 
and basic costs are up 14%
since January ’05.

• Only 20% of Americans 
polled say the economy is 
getting better (a 5-year 
low).

The 10 Questions

Question One:  Did we
make a profit?

NOTE: The impor-
tance of this is that you must
measure profitability on a
month-by-month basis to assure
profitability for the year. It also
helps absorb those couple of bad
months that most of you have
during the year (often in the
summer).

Question Two:  What
was our sales breakdown?
NOTE: If you see that your
sales breakdown is over 80%
membership dues-based, you
have a problem: you are a mem-
bership-dependent business and
that will not bode well in tough
times, which may be just ahead
for our industry. Also, your sales
breakdown will tell you if your
club is making enough higher-
margin sales, or if the concen-
tration is on low-margin mem-
berships. Most clubs report that
they are now either not making
any profit on memberships or
that the profit margin is very
low single digits.

Question Three: What
percentage of gross is our EFT
base?

NOTE: If you have an
overbalance of prepaid annual
memberships, you have three
distinct problems: 1. The major-
ity of your revenue is in non-
asset form (a prepaid member-
ship is a liability); 2. You have
low sustainable cash flow
(which is provided by contract-
ed monthly payment member-
ships in asset form); and 3. Your
renewal percentage will be
lower than what is acceptable
(in mid-to-higher priced clubs,
prepaid cash memberships
renew at a far lower-than-indus-
try-average percentage rate).

A D D I T I O N A L
NOTE: I like to see EFT month-
ly membership revenues at no
less than 60% of total member-
ship revenues, and I strongly
suggest that the ratio be 80% or
higher of total membership rev-
enues. The higher your monthly
EFT, the more predictable your
cash flows and the more likely
you are to be able to weather a
storm.

Question Four:  What

was our net monthly loss on
EFT?

NOTE: Net monthly
loss will indicate what quality
membership agreements your
staff is writing, what your “up
front” fee should be and what
your predictable retention will
be. You must keep your “net
monthly loss” (bad checks, over
drafted credit cards, etc.) at 3%
or less.  This will relatively
assure you a mid-60% retention
rate.

Question Five:  What
was our facility usage summa-
ry?

NOTE: This is an
incredibly useful report that
very few facilities follow up on.
It tells you with certainty what
your marketplace is using - pat-
terns, times and what to place
your management energies on.
It also helps you to allocate, and
in many cases, reduce staff
expenses (Most clubs still staff
as though the work day is 9 to
5!).

Question Six:  What
was our guest traffic?

NOTE: This report
tells you how your marketing
efforts are doing. It also tells
you what your sales training
needs to be. Most clubs do not
pay enough attention to guests,
thus do not sell as many mem-
berships as they could. Frankly,
they forget that, to sell a mem-
bership, you gotta have some-
body walk through the door!

Question Seven: What
was our check-in traffic?

NOTE: This tells you
who is checking in and when…
it helps you in your program-
ming and staff allocation. An
example: you don’t want to run
a program of high-physical-
activity when your check-ins
show that the majority of people
in the club at that time are over
50! Also, you don’t want to staff
the reception area and the fit-
ness floor with teenagers at that
time… you better have staffers
of an appropriate age match if
you expect to keep those mem-
bers!

Question Eight:  What
was our program user traffic
and percentage?

NOTE: This is another
report that tells you how mem-
bership-dependent your club
is… and what you need to mar-
ket to create an “internal flow of
prospects.” It also helps you to
determine how to create poten-
tial program buyers from non-
members, thereby adding to
your revenues and creating
prospects at the same time.

Question Nine:  What
was our class attendance?

NOTE: This tells you
how to fine-tune your Group
Exercise programming… and
honestly, it tells you the viabili-
ty of your entire Group Exercise
program (class attendance vs.
overall attendance, percentage
of members attending classes).
My friend Rich Boggs, CEO of
Body Training Systems, agrees
with me that over 80% of clubs
today have less than 10% of
their members attending group
exercise… and thus are losing a
ton of money every year!  You
cannot subsidize programming,
especially in tight economic
times.

Question Ten:  What
was our sales-per-member
analysis?

NOTE: This signifies
who is spending how much in
your club.  You must “mone-
tize” a certain percentage of
your membership (I believe that
figure to be 20%)… otherwise
you are not likely to ever have a
profitable club operation.  This

report will also tell you the
effectiveness of your personal
training program.

A D D I T I O N A L
NOTE: If you combine the
information from this report
with a solid demographic analy-
sis of your 12-minute-drive-
time market area, you will know
where to market for “higher-
dollar customers.” 

(Michael Scott Scudder, a
Contributing Author for CLUB
INSIDER, is a PERSONAL
BUSINESS TRAINER who
offers private workshops, a
sales system, club marketing
systems, online training semi-
nars, and telephone conferenc-
ing on pertinent fitness business
matters. Michael offers FREE to
all CLUB INSIDER readers his
“Evaluating Your Group
Exercise Program” system doc-
ument.  Michael can be reached
at 505-751-4248 or by email at
michaelscottscudder@
yahoo.com)

“The Way I See It”
An exclusive column featured only in Norm Cates' CLUB INSIDER

Michael Scott Scudder

By: Michael Scott Scudder
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Part I

Even for clubs with
high, non-dues revenue, a
majority of most clubs’ income
comes from membership sales.
This means that if a club wants
to maximize its financial suc-
cess it must have well-trained
salespeople who convert 60-
70% of their tours into new pay-
ing members. For any club to
have that kind of overall closing
percentage, it must have a well
planned, well-executed sales
training program that functions
year-round, NOT just when a
new employee is hired or when
sales are slumping! This article,
the first of a 4-part series, will
explore one of the four sales

training areas necessary for suc-
cess, “core competency.”

Core competency tra-
ining refers to all the training
involved with a new employee
launch. The other three areas,
which will be covered in subse-
quent articles, are accountability
tools, weekly sales meetings
and daily, mini-trainings.
Without all four components, it
is easy for sales managers to
allow poor habits or low sales
numbers to slide by. With all
four components, however, a
sales manager will stay on top
of every aspect of a salesper-
son's performance, resulting in
better managed and more suc-
cessful team sales.  

Core competency is the
first and perhaps most important
aspect of a good sales training
program because it lays the

foundation for a new employee's
expectations, habits and starting
skill level.  Unfortunately, in the
fitness industry, new employee
training all too often consists of
one or two days of shadowing a
senior salesperson, followed by
the “OTJ” training method.
“OTJ” stands for “On the Job”
training and often results in
inconsistent sales processes and
frustrated salespeople who leave
after six months of mediocre
sales commissions.  This is not
always the case, but it happens
more times than not. 

Core competency tra-
ining should be done over a
minimum period of two weeks
where the new employee is NOT
allowed to sell by himself.
Instead, he should be shadowing
successful, veteran salespeople
and, on the occasions where

they have generated an appoint-
ment, he should be accompany-
ing the veteran salesperson who
does the selling.  If it is near the
end of the training period, the
decision could be made to let
the new employee sell and the
veteran shadow.  

As it relates to training
materials, books, audios, videos
and scripts should be incorpo-
rated. The reason for the variety
of materials is that every person
has a different “learning strate-
gy.” Some people have to “see”
things, some have to “hear”
things and others want to “read”
things.  Still, others like multi-
ple learning sources. Therefore,
providing many different tools
will improve the learning
process for everyone. Certainly,
there are hundreds of books,
tapes and videos on sales, but I
suggest that you try and locate
materials that are very specific
to the fitness industry so the
new employee doesn’t have to
figure out “What is the best trial
close” or “How do I handle the
‘Think about it’ objection” or
“What questions should be
asked on an information call.”
The reality of the situation is
that almost all of the scripts I
learned in 1986 are totally appli-
cable to the sales process today.
So, why go reinvent the wheel?
IHRSA (www.IHRSA.org) has
made numerous items and
recorded hundreds of sessions at
conventions. You can also con-
tact your local fitness associa-
tion for a complete listing of fit-
ness sales publications and
resources available.  

Even if you don’t have
the budget to invest in these
products or for some reason you
don’t want to buy them, another
strategy is to create your own
training videos. Such a sugges-
tion may sound out of the ques-
tion, but it is actually quite sim-
ple to do and has a number of
benefits.  First of all, creating
your own videos will mean that
future employees that train at
your facility will see exactly
what you want them to learn.
Second, if you involve other
staff members, it will give the
materials an added level of cred-
ibility, especially if they are
involved in the content and even
the delivery of information.
Finally, if you decide you want
to change a script or sales poli-
cy-as long as your recorded
training is in a “module” format

(one small topic at a time)-it is
easy to re-do the materials,
ensuring you have the most up-
to-date information.  Most
importantly, the recordings
don’t have to be of professional
quality or done in a studio. You
can even record the trainer and
the employee sitting at a desk
going over the information
(This technique is usually less
intimidating for those being
recorded).  The only important
point is to ensure that a micro-
phone is hard wired to the video
so the sound quality is crisp and
clear. Later on in this article the
agenda of core competency
training will be outlined.

In addition to the train-
ing materials, several other key
training strategies must be fol-
lowed. First, role-playing is a
must. I know, I can hear the
groans through the page, but
this is imperative. Role-playing
is really the only way that a new
sales skill can be practiced after
memorization. Delivery in sales
is everything. And, yes, people
will be nervous at first, but
eventually, with lots of practice,
role-playing becomes natural
and even fun with a group of
veterans working on advanced
objection handling. For role-
playing to be effective, some
basic rules need to be followed.
One, once a role-play situation
has begun, the participants
MUST STAY IN ROLE until
the entire exercise has been
completed. Let’s face it. If a
salesperson were sitting across
from a prospect, they wouldn’t
be able to say, “Oh, wait a
minute, I didn’t mean to say
that. Can we start over?” No.
Instead, he would be forced to

Training Your Sales Team Year Round

Casey Conrad

By: Casey Conrad

(See Casey Conrad page28)
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next 5 to 7 years. They are
75,000 square-foot clubs
attached to a Marriott Hotel
with 150 to 250 rooms. The pro-
totype, upon which the decision
was made, has 9,000 members
and a waiting list! Good luck
Steve and Marriott Internation-
al!  

• Last month I wrote
glowingly about the great job
MEREDITH POPLAR of
IHRSA had done on the
September NFTJ/IHRSA Club
Entrepreneur Conference. But,
I failed to acknowledge and
congratulate long-time veteran,
CHUCK LEVE and the other
IHRSA Staff for their great
work on the event! So, let me
just say:  Way to go Chuck and
all IHRSA Staff Members that
worked on making this 1st
Annual NFTJ/IHRSA event a
great success!

• Bally’s countdown to
November 30, 2005, when it
will release its revised financial
statements is on. The next Bally

Total Fitness Board Meeting
has been set for January 26,
2006 in Chicago.  STAY
TUNED!

• Congratulations to
the Sport & Health Clubs’
MITCH WALD, CEO, and his
Team; they have announced a
multi-year campaign to combat
widespread obesity. Teaming up
with Project Fit America
(PFA), a national nonprofit
organization dedicated to
improving cardiovascular health
and fitness for children (K-12),
Sport & Health plans to raise
$1 million to install outdoor
exercise equipment and estab-
lish educational programs at
Washington, D.C.-area public
schools.

• ROGER BATES…a
nice guy and original Founding
partner of the cool and different
Frog’s chain of ‘fun’ clubs fea-
turing locations in my dream
town of Solana Beach,
California and the San Diego
area has been named as the
Health Club Operating Partner
for a group called FocalPoint
Partners, an individual invest-

ment bank whose focus is on
mergers and acquisitions with
particular interest in the health
and sports club industry. 

• SIBEC North Amer-
ica experienced another great
success with its 3rd foray into
America. This time 60 club
leaders, controlling about 800
clubs, gathered at the La Costa
Resort in Carlsbad, California
for 3 days of networking, educa-
tion and fun! SIBEC North
America will convene next year
at Mohegan Son, Connecticut,
September 14-17, 2006.  

• Congratulations to
ART and LINDA CHAP-
PELL; they have opened their
3rd Courthouse Athletic Club
location in the city of Auburn,
California.  

• Congratulations to
BRUNO PAULETTO, CEO;
JULIE PAULETTO, CFO; and
KEN BRADLEY, President of
Power Systems Sports as they
Celebrate their 20th
Anniversary. They provide all
kinds of athletic training equip-
ment and supplies. If you’re
becoming involved in your club

in dedicating space to sports
training, contact Power Systems
Sports!  www.power-systems
.com

• SIR RICHARD
BRANSON, arguably one of the
world’s most prolific entrepre-
neurs, has bought back a con-
trolling stake in the Virgin
Active health club chain he had
sold to Bridgepoint three years
back.  The price for the 109
clubs is said to have been $236
million.  

• FitRewards, the offi-
cial Rewards Program of
IHRSA, and Retention
Management announced on
September 21st, a strategic part-
nership to provide clients inte-
grated retention services.
Combining FitRewards on-line
specialty rewards program and
Retention Management’s un-
ique patent-pending communi-
cation system, fitness centers
will be able to achieve better
penetration with their member
rewards programs. STAY
TUNED!

• CORRECTION: Last
month we published an inaccu-

rate report about the Grand
Opening of Lifestyle Family
Fitness' 27th location in
Apopka, FL.  We sincerely apol-
ogize for the error. In fact, that
was their 21st location to open.
Lifestyle Family Fitness now
has 25 clubs open and in opera-
tion, two in presale located in
Jacksonville and Altamonte
Springs, and #28, just
announced, in Brandon, FL.

• GOD BLESS our
Troops, Airmen and Seamen as
they serve our country and risk
their lives in Iraq, the families
of our servicemen and women
for their sacrifices, our fellow
Americans in the Gulf Coast,
the people of IRAQ as they try
to survive the murders by the
insurgents,  and now the fami-
lies of those killed and injured
by the earthquakes in the
region around Pakistan.  GOD
BLESS ALL OF YOU and
GOD BLESS AMERICA.

…Norm’s Notes
continued from page 8

work his way out of whatever
inappropriate thing he had said.

So, it shouldn’t be any different
in practice. Second, when role-
playing phone scripts, make
sure participants are NOT fac-
ing one another but rather back

to back so as to more accurately
imitate a phone situation.
Finally, regardless of how bad
the role-playing is, try and find
some positive feedback for each
participant, followed up with
the comment, “What I would
like you to work on is . . .”  This
ensures that participants don’t
get negative associations with
role-playing.  

Another key training
strategy is shadowing.  This was
mentioned earlier when dis-
cussing a new employee’s two-
week training period.
Shadowing is the process where
a new employee follows a veter-
an employee during the sales
process or listens to him while
making various phone contacts.
For shadowing to be effective,
the new salesperson must be
matched with a veteran sales-
person who knows the compa-
ny’s scripts and policies. In
addition, when going on a tour,
the veteran salesperson must
introduce the new employee to
the prospect AND get permis-
sion for him to join the tour.
Without permission, often the
prospect feels overwhelmed
(almost ganged up on) and
many times won’t open up dur-
ing the needs analysis. In addi-
tion, after any shadowing expe-
rience (tour or phone work), a
de-briefing should occur where
the veteran salesperson takes
time to explain to the new

employee both positive and
challenging aspects to the
prospect interaction. This
allows the trainee to have a
deeper understanding of the
“why’s” behind the “how’s.”
Finally, when the new employee
has memorized his scripts and
has shadowed a veteran several
times, it is imperative that the
roles be reversed and the new
employee performs the action
and the veteran does the shad-
owing. This is the ONLY way to
ensure that what is being taught
is being executed.  

The final training strat-
egy necessary is testing.  We’ve
all heard the expression, “You
must inspect what you expect,”
and there is nothing like testing
to do the inspection!  The
preferable format is a two-step
process where the new employ-
ee is first given a written test on
the new skill set.  Then, once he
has passed the written test and
shadowed for the right amount
of time, an oral test should be
given. Of course, some people
are better at memorization and
others are simply executers who
freeze on written tests but can
BS their way out of a paper bag.
Regardless of his strength or
weakness, administering both a
written and oral test will ensure
that the presentation skills your
club feels necessary are being
utilized. 

With a good founda-

tion of how to administer core
competency training, let’s turn
to the content of the training.
There are 8 major steps to sell-
ing health club memberships.
These 8 steps provide a simple
to understand, logical format
and the sales training process
should mirror these 8 steps.
Let’s take a look at each step
and identify the tools utilized,
hence the areas of needed train-
ing:

1. Get A Prospect
Tools utilized:
• Central appointment book
• Information call script
• Lead boxes
• Club referral programs 
(see step 7 for POS - Point
of Sales info)

2. Meet & Greet
Tools utilized:
• Sign in process
• UPS System (how walk-in
prospects are distributed)

• Pre-qualifying process 
(questions asked at the 
desk before sitting down 
with the Needs Analysis).

3. Qualifying
Tools utilized:
•Needs Analysis Sheet 
(established questions to 
uncover needs and wants) 

4. Touring

…Casey Conrad
continued from page 27

(See Casey Conrad page 30)
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markets. In the growing world-
wide fitness market, Fitness
First is uniquely positioned to
benefit from one of the most
experienced management teams
in the industry as well as from
its large international portfolio
and local know-how. Stefano

Quadrio Curzio, Managing
Partner in BC Partners' London
Office, said: "We are delighted
to have completed this acquisi-
tion. With Fitness First, we have
the opportunity to build on the
international expansion and roll-
out program with a proven and
successful business model. The
fitness industry will continue to
grow, and we are very much

looking forward to backing
Fitness First and its manage-
ment team in playing a signifi-
cant part in the future growth of
this market. The management
team at Fitness First, all true
entrepreneurs, gives us a lot of
comfort that we can develop this
company into an even better
business than it is today." 

Colin Waggett, Chief

Operating and Financial Officer
of Fitness First, added: "The
company has a strong position
in each of the major markets it is
operating in. We are market
leader in 10 of our 15 countries
of operation and well positioned
to take advantage of the excel-
lent growth prospects in these
markets. Fitness First will bene-
fit from its unique combination

of its scale, local know-how,
experienced management team
and well developed multination-
al operating platform. In addi-
tion to significant scope for fur-
ther growth in our existing mar-
kets there are exciting opportu-
nities in new territories. We are
delighted that BC Partners is
backing the team to take Fitness
First to the next level."

…Fitness First
continued from page 3

painted a replica of a Fire House
with a roof, a garage door, and
interior and exterior art work.
We have a photo of Mac with a
fire hat on him about 4 feet wide
and a life size painting of him in
front of his dog house. It was all
about making it different, mak-
ing it unique and making it fun.
We gave them a computer cor-
ner, an arts and crafts corner, a
movie corner and a game corner
along with an entire inside and
outside appearance of a Fire
House. The whole thing was just
about making it fun, special,
unique and not just having a
typical 'holding cell' for parents
to drop their kids off.  Then, we
hired somebody with child care
background to program it prop-
erly and provide arts and crafts
for holiday parties, birthday
cards for Mom and Dad, etc.
There is a lot to be said about
doing a little something differ-
ent.  

Q. Lyle, tell us about your
women's-only fitness center?
A. I haven't had a lot of experi-
ence with it and I haven't seen a
lot of clubs in the country that
do it right, but I know a lot of

clubs don't dedicate enough
space to do it right. With the
increase of Curves and other
women's clubs, we've seen
women actually come from
some of the Curves clubs. They
started getting bored with the
Curves program, and they start
getting interested in alterna-
tives. We wanted to provide the
space for women that we're try-
ing to reach, people who may
have not led an active lifestyle.
They can come in and know
they don't have to work out in
front of everyone. Women can
come in as beginners and feel
safe and comfortable. People
want to go where they feel safe
and comfortable. They also
want to be able to go where they
KNOW they will get results.
Those are the reasons we set
aside and dedicated a 1,500
square foot space and decorated
it nicely and equipped it well.  

New Horizons Offer More for
Club Members

Even though the MAC
is now a big, well-equipped
multi-purpose club, Schuler is
not resting on his achievements
to date. He is expanding and
adding new products and servic-
es that will offer new horizons

for the club.
We asked Lyle Schuler

to share information on some
new developments he is current-
ly working on for the MAC.
Schuler commented, "#1 is that
we’ve just aquired an additional
12,000 square feet of space,
which was adjacent to our facil-
ity and had become available
this past September. At the
moment, we’re still in the
process of fine-tuning the pro-
grams and membership servic-
es, which we’ll be offering in
the new space. Currently, we’re
heavily considering the sports
performance model, a sprint
track and youth fitness program-
ming along with basketball and
field turf. The club industry in
general has historically not
served the youth market to a
great extent, and we’re hoping
this will be one avenue to reach
out and impact kids ages 7-17 in
a spirit of athletic improvement,
participation and fun.  I did say
fun didn't I?

Also, in development
is our in-club physical therapy
clinic, and it is scheduled to
open this December, 2005. This
approximately 2,000 square-
foot clinic will be club-owned
and operated. It will be located
in the heart of our club with
easy access to all fitness equip-
ment areas. The process of hir-
ing the right Physical Therapist
and creating the right relation-
ships with local physicians will
be our challenge over the next
several months.  We are not
renting space to a Physical
Therapist. In a straight club
rental of space, many times the
tenant either feels they are pay-
ing too much rent or the land-
lord observes a successful busi-
ness and feels he or she should
have charged more rent. Then,
over time, a ‘them’ and ‘us’ rela-
tionship develops, whereby both
businesses do not work in har-
mony to the degree that the ini-
tial spirit of the agreement had
intended. We intend to have the
optimal cross-over benefit pos-
sible, but I'll have to keep you
updated on that, Norm."   

Q. Lyle, as we complete this
wonderful interview, please
share your thoughts on IHRSA
and what it has meant to you
and your career?
A. IHRSA has given so much to
club owners and operators
everywhere. We all owe IHRSA
a huge debt of gratitude for
helping our businesses grow. I
don't think you will find any-
body in this industry that would
question the very important role
IHRSA has had in maturing our
industry and allowing club oper-
ators to learn from each other. It
has been a huge learning
resource and networking envi-
ronment for club owners and
operators. The educational con-
ferences they've produced have
helped reach many people in a
very effective way.  Not enough
can be said about IHRSA, and
not enough can be said for pio-
neers like yourself for having
Co-founded IHRSA with Rick
Caro and others and being the
1st President of IHRSA years
ago. Then 12 years ago estab-
lishing CLUB INSIDER where
people can count on reading
every month about our industry.
We all operate in different
states, and we all have a need
for information about what's
happening, what's working and
what's not working. For exam-
ple, your two-part article on
Low Cost Clubs and about the
concerns and many challenges
we face there. We face a lot of
challenges from the non-profit
sector too. There are a lot of
operators who would not be
aware of or be able to operate as
effectively without the informa-
tion and education that IHRSA,
Club Insider and Club Industry
provides for us.  

Thanks Lyle. This
interview has been very enjoy-
able for me and I've learned a lot
from you.  As I touch these last
few keys for this fun report, I
expect that a bunch of folks are
going to have their eyes opened
a little bit from reading this. By
that I mean, I know of a bunch
of people who are in our indus-
try for one thing:  money.  You
Lyle, are in our great business

surely to make a living, but
through this in-depth interview
with you, I see something gen-
uine, real and truly beautiful. I
see inside your heart the LOVE
you have for our industry and
the LOVE you have for your
employees and your members.
You TRULY are a one of a kind
guy! And Lyle, you "Make It
Fun!" That, in and of itself, is
the greatest blessing you can
give your members!  And, I still
have that smile in my heart.
Thanks.

I wish you and your
MAC Team and your good 'ol
dog, Mac, the very best of
health and success and happi-
ness!  

(Norm Cates, Jr. is the Founder
and Publisher of CLUB INSID-
ER. Cates was the 1st President
of IHRSA and a Co-founder of
the Association in 1981. In
March 2001, Cates was honored
by IHRSA with its DALE DIB-
BLE Distinguished Service
Award. Cates may be reached
at: 770.850.8506 or by email:
clubinsidernews@mindspring.c
om.)

…Lyle Shuler
continued from page 18

MAC Women’s Only Fitness Center

MAKE

IT

FUN!



few committed clubs have the
resources to truly explore the
possibility of deep skin-to-skin

contact and alternatives to
equipment.  Most large clubs,
with their demands for growth,
go back to the traditional way of
driving growth with a strong
selling system so they can keep

the hopper full.  This is not
breakout thinking; it is just
working really hard for modest
returns.

(Will Phillips is the Founder of

REX Roundtables for Executives
which operates twenty-one
roundtables for business owners
in five industries. Will is the
Chair of seven roundtables for
club owners. He may be reached

at: will@REXonline .org.)
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Tools utilized:
•Feature-Benefit-Feedback
Modules (pre-approved 
informational facts about 
the facility that engage the
customer/prospect and 
elicit small commitments).

•Appropriate calendars,
newsletters and brochures on
the facility.

5. Price Presentation

Tools utilized:
•Rate Presentation Sheet
•Membership Packets

6. Overcome Objections
Tools utilized:
•Scripts for each of the 
major objections:

i. Think about it.
ii . Money
iii. Spouse
iv. Time
v. Shop around
vi. Commitment

7. POS Referrals

Tools utilized:
•Referral form
•Referral script
•Referral passes

8. Establish Contact
Tools utilized:
•Appointment book.

As one can see from
the outline, many tools are nec-
essary to successfully sell health
club memberships. By follow-
ing the training strategies we
discussed in the earlier parts of
this article-1) provide specific

training materials with books,
tapes and videos, 2) role-play, 3)
shadow and 4) test-new employ-
ees will be given the proper
skills to sell and succeed.  The
key, of course, is to begin
acquiring the necessary materi-
als and begin implementing the
training components, knowing
that the creating of a successful
training program doesn’t hap-
pen overnight but builds gradu-
ally with each new employee.
The end result will be more
skilled employees, who are able
to more successfully sell health

club memberships earlier in
their career, resulting in a
stronger sales team that stays
with the club long-term.

(Casey Conrad is the Founder
and President of Communic-
ations Consultants, Inc. and a
long-time industry consultant.
Casey is also the Founder and
President of Healthy Inspira-
tions, Inc.  Casey may be
reached at:  (800)  725-6147 or
by email at: casey@healthyin-
spirations.us)

Join Our Team of
Professionals!

Opportunities Available
Throughout the Southeast

American Club
Systems, Inc.

NOW HIRING

General Managers
Sales Managers

Personal Training Directors
Personal Trainers

(Positions available in Coed &
Women’s Only Clubs)

$75K to 100K earnings
potential

If you are Career-Oriented,
Self-Motivated, Energetic and
interested in developing the

skills
and knowledge to succeed in an

exciting industry

Fax  resume to (706) 322-4123
or Email resume to

recruiting@
americanclubsystems.com

…Casey Conrad
continued from page 28

…Will Phillips
continued from page 24

MAKE
IT

FUN!






