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By Norm Cates, Jr.

Rny Wilson has been in
the health club industry for 48 years.

During that time he has developed
and operated European Health Spas
and Family Fitness Centers, (o
name a couple of his accomplish-
ments. Recently, Ray Wilson sold
controlling interest in his Family
Fitness Centers to Fitness Holdings,

Inc., a company
which had been
developed by
McCown and
DelLeuw, a Cali-
# fornia based in-
8 vestment bank-
ing firm. In late
1994, Fitness
Holdings, Inc.
purchased con-
trolling interest
in  Northern
California-
based 24 Hour

quisition  of
Family Fitness
Centers now
provides Fitness
Holdings, Inc.

-l-aceess Bil] th e company

with revenues of
over $170 million annually,
which is poised to go public in
the near future. It is projected
that Fitness Holdings, Inc. will
become a major force nationwide
via the development of new sites
and the acquisition of existing

club chains across the country.
One of the crowning
achievements of Ray Wilson’s
career was the development and
successful marketing of the
LifeCycle stationary bike. The
LifeCycle has been hugely suc-
cessful and has helped club op-
erators everywhere to sell and
service more club members.
Additionally, the LifeCycle
helped launch the career of one
of the club industries’ most suc-
cessful entrepreneurs, Augie
Nieto, President and CEO of
ife Fitness n, Life
exercise equipment in the
world. Through the tenacity of
Ray Wilson and Augie Nieto,
the LifeCycle was brought to
market in the early 1980’s and
has changed the club industry
landscape forever. The devel-
opment and success of
LifeCycle triggered an ava-
lanche of new cardiovascular
fitness products of all kinds
which are now a significant
portion of every successful
club’s equipment line-up.

RNIA LEGISLATION!

POSITIVE STATE
LEGISLATION -
RESOLUTION #39
(See full text of #R-39
on side-bar page #10)

O'\rer the years Ray Wil-
son has seen state governments im-
pose new laws on the health and fit-
ness industry, which in his opinion,
have been detrimental to club opera-
tors. Now, Wilson continues in his
pioneering ways as he has success-
fu!ly convinced the California State
Legislature to pass a Resolution
health club operamrs in Cahfurma
and possibly across the U.S.

In early August, 1995, af-
ter a two-year effort by Wilson and
the State Assemblyman for his area,
Mr. Howard Kaloogian of Carlsbad,
the California State Legislature voted
UNANIMOUSLY to approve Reso-
lution #39 which declares the month
of October, 1995, as the “WORK-
PLACE FITNESS MONTH" for the
State of California. California Gov-
emor, Pete Wilson, signed the mea-

(See Ray Wilson page 10)

FROG'S... FROG'S...

By Norm Cates, Jr.

Nooooo... this is not
about BUD-WEIS-ER! It is about
FROG'’S - an up and coming chain

of health clubs that is rapidly hop-
ping up and down the coast of
Southern California.

To describe the FROG'S
Clubs as unique, unusual, zany,
brainy, wild, fun, energetic, cre-
ative, off-beat, visionary, colorful,
fun, relaxing, cool, vibrant, hot,

happy, fun, eye-jacking, atypical,
humorous, contagious, graphic,
special, high-tech, fun, neo-
gothic, comfortable, un-dorky,
social, personal, witty, revolu-
tionary and fun might be O.K.
...for starters,

But, the truth is there
ain’t no way to adequately de-
scribe this combination of facil-
ity, equipment, spirit, teamwork,
attitude, dreams and vision until
you see it for yourself.

The FROG'S Clubs are
the creation of a team of gifted
entrepreneurs who have a vision

(See Frog's page 17)

FROG'S...
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THE INSIDER SPEAKS

 EDITORIALS * "INSIDER MAIL" *« COMMENTS -

Editorial Clarification

Inxl month’s editorial

addressed the issue of “club bash-
ing” advertisements in the fitness
equipment field.

Based on some of the feed-
back from our readers, I feel some
clarification of The CLUB IN-
SIDER position is warranted.

I think it is important to
differentiate between our attitude
toward companies that use “club
bashing” advertisements and com-
panies who sell home fitness equip-
ment as part of their product line.

We in no way object to or
have any desire to be critical of

companies who manufacture and
sell home equipment as well as
commercial equipment. That is
simply business, and we have no
issue with home equipment manu-
factures that promote their prod-
ucts without deliberately referring
to their product as a replacement
for health club membership.

In fact, recent studies
have shown that home exercise
equipment is not bad for commer-
cial health clubs at all for several
reasons: (1) The de-conditioned
person may never step into a club
because of his embarassment
about his poor physical condition.

Home exercise equipment might
be the only way for a person to
turn it around, ultimately making
the person a BETTER candidate
for a health club membership
someday. The potential for a new
membership sale to this person is
increased by home exercise. (2)
Our society is a very busy one and
by having home exercise equip-
ment, it can be reasonably argued
that a health club member will be
more likely to RETAIN his club
membership because he is able to
grab a quick workout at home
when he cant get to the club. This
provides a much better alternative

than skipping a workout because
he is too busy to go to the club.

A recent study of home
exercisers showed that 67% of the
people who own home equipment
also are health club members.

‘We stand by our com-
ments about the “club bashing” ad-
vertisements.

We object to any equip-
ment supplier that prints ads or runs
radio or t.v. commercials which
give the viewer the impression that
they should buy their equipment
INSTEAD of joining a health club.
And, we particularly object to com-
panies who try to have it both ways.

On one hand, they are telling club
owners to buy their stuff. On the
other hand, they are running adver-
tisements designed to turn off the
customers of the health club buy-
€ers.

Seems to us that these ad-
vertisers most likely have the skill
and resources to craft theirads ina
way which promotes EXERCISE
and HEALTH without trying to turn
off the health club’s present and
prospective membership custom-
ers. Sounds reasonable doesn’t it?

——

]

VERY IMPORTANT CORRECTION

in our coverage of the Ms. Olympia Contest in last month’s edi-
tion. Our thanks to Ms. Tracei Hutcherson of Stone Mountain,
Georgia for her letter shown below.

No Dear Norm or heading appeared on the letter. It read:

My issue in the September issue of the CLUB INSIDER

Dear Tracei,

My most sincere apologies to you, the others and
Mr. Joe Weider for my error in reporting the very impor-
tant results of these contests. I apologize. By the way,
Joe has been doing the Mr. Olympia for 30 years now
and we extend our most sincere congratulations and best
wishes to him. Now, let me try my best to get it right

is your disregard to mention the Ms. Olympia winner and cov-
erage on the Ms. Olympia Title. Your news is usually detailed
on subject matter involved in the health and fitness field. This is
why I and many others are disturbed and even frustrated of the
blatant non-coverage or mention.

The second issue is Mia Finnegan won Ms. Olympia Fit-
ness not Ms. Olympia. This information was incorrect and does
not hold the partnership to the Mr. Olympia. Mr. Olympia and
Ms. Olympia have been going on for years - Ms. Fitness Olym-
pia is during its FIRST year. Please address priorities, impor-
tance, just due and correct title holder and titles.

this time:

*1st Place Winner - Ms. Olympia - Lenda Murray
*2nd Place Winner - Ms. Olympia - Kim Chizevsky

*1st Place Winner - Ms. Olympia Fitness - Mia Finnegan
*2nd Place Winner - Ms. Olympia Fitness - Carol Semple

Thanks for reading The Club Insider News.

Best regards,
Respectfully,
Tracei Hutcherson Nleanc. Cocloeas 91
cc:  Joe Wieder ’ ;
Lenda Murray (Ms. Olympia) Norm Cates, Jr.
Publisher and Editor
P.S. Please reprint correction in the next issue. The CLUB INSIDER News

Copyright © 1995 CLUB INSIDER, INC. All rights reserved. Material may not be copied in whole or in part in any form whatsoever.
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‘NORM'S NOTES®

I’d like to extend special
thanks to Mr. RAY WILSON,
STEVE DATTE and HOIST
FITNESS, ROGER BATES,
NICK and JEANNIE
COTSIDAS, CECIL and JEAN
SPEARMAN, DR. and MRS.
GERRY FAUST, BILL
GOODING and MICHAEL
DREIFUS for their warm hospi-
tality during my recent visit to
Southern California. The “Left
Coast” is an amazing place.......
while I was there they had two
minor earthquakes....... but the club
scene is truly amazing and in this

issue I'll share some of what I ex-
perienced while spending five days
visiting clubs in Southern Califor-
nia.

WALLY BOYKO pro-
vided me with some well de-
served feedback about my com-
ments last month on his Las Ve-
gas trade show. I apologized to
Wally for what I had published
about the show results. My
sources had very strong opinions
and | based the note on that in-
put. After talking to Wally, who
seems to be a real gentleman, [
want to provide ya'll with some
more information. Wally tells me
that 1184 people attended the
trade show representing 1062
clubs. He indicated that 590 clubs
were represented by some of the

The CLUB INDUSTRY
CONFERENCE AND TRADE
SHOW is October 18th through
21st in Chicago. If you haven't
made plans to attend, there is still
time! If you do attend, be sure to
drop by and visit our advertiser’s
booths....... I've printed a listing of
their exhibits which can be found
in the September issue. Be sure to
thank our advertisers for sponsor-

ing The CLUB INSIDER News!

bigger buyers, such as two buy-
ers from BALLY’S, one from 24
HOUR NAUTILUS, RAY
WILSON from Family Fitness
Centers, plus RON
HEMELGARN, KEN
MELBY, FRANK LEONESIO,
CHARLIE LINDSEY and
DEAN WALLACE. Wally also
mentioned that he has the drayage

per hour cost for set up and tear
down. The show will be held next
year on August 6, 7 and 8.

CECIL SPEARMAN,
JR., the owner of the Laguna

Monarch Beach Tennis Pro Tim Downey
(left) and New Monarch Beach
Tennis Club Owner Cecil Spearman

Niguel Racquet Club in Laguna
Nigel, California has recently ac-
quired the Monarch Beach Ten-
nis Club in Monarch Beach Cali-

fornia. This acquisition comes on
P800S CRRRERRIRORRRRRNDERDORERBRRRRBRN

CLUB INSIDER NEWS
PAST EDITIONS AVAILABLE
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The CLUB INSIDER News has now been in publlcation:
o for 22 months. During that time, we have published many infor- §
® mative and helpful articles on numerous club industry topics and ®
:lssues. Along the way, we have kept our readers abreast of lhe:

¢ latest industry events. 2
. .
L]

If you would like to receive our past issues, here is how: o
+*Single Editions $10 +Six Editions $19

12 Editions $36 *All past editions $69 *

Send a check for the proper amount and a list of the past

issues you would like to receive:

CLUB INSIDER News
P.0. Box 671443
Marietta, Ga. 30067-0025
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problem that many vendors com-

Norm Caes, Jr

the heels of his sale of the John
Wayne Tennis Club in Newport
Beach to KEN STUART. Stuart

with over 1,000 witnessing wheel-
chair, juniors and professional
tennis under the beautiful South-

Spearman owns a number of clubs
around the country and was the
President of IHRSA (The Interna-

(See Norm's Notes page 20)

club under the new name of the
Palisades Tennis Club, hosting a
terrific Grand Opening Party on
Sunday afternoon, September 17th

I_ Norm Cates’

£Club Insider
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MICROFIT'S HEALTHCARE CONNECTION
Colorado Fitness Therapy Network: A Success Story

By Neil Sol, Ph.D.

I have always been aware
of the effort Colorado health clubs
were making as it related to connect-
ing to health care. However, it was
not until I recently visited with Pat
Pine, Executive Director of Western
Association of Clubs (WAC) that |
really understood how advanced and
sophisticated that effort was. As
travel around the U.S. and observe
an increasing number of clubs assum-
ing their rightful place within the
health care continuum as preventive
health care providers I must admit
that the Colorado Fitness Therapy

e

Network, a division of WACis an
advanced model, possibly a pro-
totype of what clubs can become
in the future.

WAC has developed a _

health program that insurance
companies and self-insured cor-
porations will be utilizing to pro-
mote both preventive and rehabili-
tative services among their sub-
scribers and employers.

HOWITDEVELOPED

In 1990, 5 club own-
ers in Colorado created the Colo-
rado Association of Quality Clubs
in an effort to organize and com-
bat unfair competition of non-
profit community recreation cen-
ters. The Colorado Association
also was concerned with other is-

SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

Imported & Domestic Textile Products

Take the guess work out of your. . . .

404 /451-3951  B00-241-2081

Towel Purchasing
Satisfaction Guaranteed

QUALITY PRODUCTS
at.

COMPETITIVE PRICES

Rubbermaid A

Commercial Products
Authorized Distributor

cAaLL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

I"RSA

ASSOCIATE MEMBER

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

Wpes | &4

FAX 800-772-6760

sues pertaining to the
future success of the
club business. Being
visionaries they real-
ized that creating re-
lationships with
health care was an
important consider-
ation. In 1993, the
Board of the Colo-
rado Association
hired Pat Pine, who
was at the Interna-
tional Wellness Cen-
ter in Denver, forthe
role of the Associa-
tion Executive Di-
rector.

Pat saw the
opportunity to ex-
pand the Association
to bordering states
and soon the Colo-
rado Association be-
came WAC. WAC
was a Regional Asso-

Neil Sol, Ph. D.

health intervention program in-
clusive of lifestyle modification
education programs such as
stress management, back care,
CPR and intervention programs
such as fitness assessment,
HRA's and massage therapy.

2) Corporate Member-
ship Program - which estab-
lished a network of clubs geo-
graphically distributed that
committed to providing their
lowest membership rate to the
|| corporate purchaser and

3) Post Rehabilitation
Fitness Therapy Network which
provided cost-effective exercise
therapy specifically tailored to
the needs of the client in pro-
gressing his/her rehabilitation.
Within this program objective
and subjective functional out-
come was measured and re-
ported.

Pat believed that insur-
ance companies and managed

ciation affiliated with [HRSA
and incorporated many of
IHRSA's programs.

WAC quickly adapted
the IHRSA Corporate Fitness
Program, regionalizing the pro-
gram for its member clubs.

Realizing success with
this program, WAC identified a
need to get involved with health
care. In Colorado, health insur-
ance companies were providing
reimbursed club membership to
employees in the final stages of
workers' compensation rehabili-
tation. Insurance companies
were providing as much as $350
for annual membership to health
clubs. However, the insurance
companies were not concerned
with the quality of the club. Pat
and WAC approached the insur-
ance companies and workers'

compensation case managers and
offered a formal club-based reha-
bilitation program to the employ-
ees. This program called the "post
rehabilitation program," was a 6-
month program that provided out-
come and utilization information
to the insurance company pertain-
ing to the client. What WAC was
offering was “more bang for the
buck” and thus was of interest to
the insurance company and cor-
porations. The division of WAC
that offered the post-rehab pro-
gram was the Colorado Fitness
Therapy Network,. (CFTN). The
Colorado Fitness Therapy Net-
work was a group of clubs that
were members of WAC that
agreed to develop and provide a
standardized corporate wellness
program that included:

1) a health education/

2=

. '.Ar = i

|

Execdﬁve Director of WAC Pat Piné

care organizations were initially
most interested in the post rehabili-
tation program and then became in-
terested in the other programs of the

Corporate Wellness Program for

ified as the Post Rehabilitative
Program “opened the door” for
other CFTN services to be a club
member of CFTN.

To be a club member of
CFTN, the club must first be a
member of WAC. The club, if in-
terested, would then have to com-
ply with extensive requirements
and standards of the CFTN. Their
requirements include:

1) Adhering to the Health
Fitness Standard and Code of Eth-
ics of IHRSA.

2) Meeting a set of
wellness guidelines compiled by
the CFTN from guidelines estab-
lished by the American Collge of
Sports Medicine (ACSM) and other
related groups.

3) Each club must have or
hire a wellness director that has the
expertise and credentials outlined
in a 3 page job description.

4) Each club must meet
the requirement criteria for provi-
sion of each program and service
of the CFTN corporate wellness
program.

5) Each club must provide
the Microfit standardized fitness as-
sessment.

6) Each club undergoes a
site visit and audit by WAC repre-
sentatives.

In as much as WAC is the
parent Association they serve as the
regulatory body of the CFTN to in-

(See Neil Sol page 19)
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m 1 c v o GIRA Seiting the Standard Since 1986

TheWorId’s Leadmg
Fitness Evaluation
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Over one million people from thirty countries have

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

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

e m o CHE

HEALTH & FIETHNESS SYSTEMS

Oall 'I'oday 1-800-822-0405
©1994 MICROFIT, INC.

1077-B Independence Avenue / Mountain View, CA 94043
Telephone 415-969-7296 / Facsimile 415-969-2067
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ATTACKING HIDDEN EXPENSES - Part 111

By Rick Caro

In the previous articles,
it was pointed out that the ideal
place to save on club expenses are
those categories where all of the
benefits flow to the bottom line and
where the member never sees any
change in the club’s operation or
level of service.

Part | dealt with the state-
mandated Workers’ Compensation
issues and Part Il with Unemploy-
ment Insurance.

This section will highlight
a variety of other items which to-
gether could create a much more
significant bottom line than the club
had achieved previously.

CREDIT CARD FEES

As clubs continue to of -

fer club memberships processed
through Electronic Funds Transfers
(EFT) technology, each member-
ship dollar paid to the club is dis-
counted. Therefore, a club may
only receive 96-98% of each dol-
lar paid to the club by the member.

72 hour approval.

Private credit cards(e.g.
American Express, Discover,
Diner’s Club) are all realizing the
pressure of competition and the
ultimate threat of clubs’ refusing
to honor their cards. Recently,
American Express lowered some
clubs as much as 1.4%. This can
amount to a substantial savings if
their volume is sizable. These fees
depend on how the cards are pro-
cessed (data capture terminal, mo-
dem, mail) and timing for “good
funds.”

Bank credit cards (Mas-
ter Card, VISA) are generally
thought to be about the same by
club owners. In fact, the rates vary
widely among local banks in your
area. When questioned as to why
owners did not shop around for the
best rate, many did not want to
hurt their current relationship with
their local bank. In fact, no harm
is necessary.

A club can shop around
for lower EFT rates for their bank
credit cards and then once a month
wire transfer the total dollars re-
ceived from this other bank to the
club’s regular checking account
bank.

The savings for
some clubs after negotiating
lower rates has amounted to
over $20,000 from the previ-
ous year.

BANK CHARGES

Mcst clubs do

not negotiate their various |
bank charges for servicing |
their account. In fact, most
owners do not realize that |
there is even a negotiation
available. Banks keep a com-
puterized analysis of the
club’s average balance in
each of its accounts. Often, |
a club will have a regular §

as the standard bank charges.

DISABILITY
INSURANCE

Some states have
mandatory requirements that all
businesses must provide dis-
ability insurance for all employ-
ces. This is an inexpensive in-
surance cost to a club, butitis
also one that is extremely com-
petitive.

The club should use a
local broker who is knowledge-
able in this field. It is more
likely to be the broker with
knowledge of employee health
insurance than the one who

checking, a separate payroll
checking account and even a

Rick Caro

handles the club’s property &
casualty coverages.

money market account to put ex-
cess cash in whenever dollars are
available for as few as 3-4 days at
atime. The bank has the technol-
ogy to sweep these accounts and
determine the collective balance.

Clubs can use this bal-
ance as a negotiating stance to
lower fees, negotiate lower inter-
est rates on mortgages and work-
ing capital line of credit charges

(letter of credit fees, members’
returned check fees, etc.)

A club’s banking posi-
tion is further enhanced if the
owner has his own personal
checking account or has other in-
vestments with the same bank.
Some clubs have saved between
$5,000-10,000 especially on is-
sues relating to financings (e.g.
points, interest rates, etc.) as well

There are two basic ways
insurance companies compute the
club’s costs for such insurance and
either may be favorable, depend-
ing on the actual calculations. The
first is a simple calculation of cer-
tain costs for each male and a sepa-
rate rate for each female employed
by the club that month. Generally,
the rates are dramatically higher for

(See Caro page 19)

7  SHAPING THE FUTURE OF FITHESS
OHE IRNOUATIDE PRODUCT AT A TIME.

INTRODUCING THE STAIRMASTER®" FULL LINE OF EXTRAORDINARY FITNESS EQUIPMENT.

Since 1983, StairMaster has been commirted 1o one key principle—to design and manufacture the safest and most efficient tools for achieving the maximum

benefits of exercise. Serting the industry standard for excellence, our world famous 4000 PT” stairclimber has helped millions of exercise enthusiasts
worldwide achieve their fitness goals. Pioneers in inniovation, StairMaster now offers customers a full line of exercise machines which have no equal
FREE INFORMATION For more information on the StairMaster complete line of extraordinary fitness equipment, call roday for 100% financing and

1-800-635-2936

Shaping the Future of Fitness
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How Hoist Fitness Was Born

By Norm Cates, Jr.

How does one go about
starting an exercise equipment
manufacturing company?

Necessity was the key for
Southern California health club
owners Randy Weber and Roger
Cloyd, the founders and owners of
Hoist Fitness Systems.

The partners owned the
San Diego-area Coast Health Stu-
dio in the late 1970’s. They built
their first commercial machines for
use in their club. The machines
were built in a space about the size
of a car garage. Now, their factory
is 65,000 square feet and they have
100 full time employees.

After installing the new
machines in their club they began
to get a lot of requests from friends
and club members to build ma-
chines for their homes. A high level
of interest in exercise equipment
from both club operators and home
buyers made them decide to start a
new company to build and sell
commercial and home exercise

Shoulder Press

equipment. In 1978 and 1979 the
club owners and fledgling manu-
facturers went to night school -
taking extensive industrial courses
in welding, blue print reading and
metal fabrication. The first piece
of equipment they personally built
was sold to a businessman from
Saudi Arabia. Since they had built
the machine at the trade school,
they made a nice profit on the sale
and Hoist Fitness Systems was
born.

Even though Hoist Fit-
ness Systems began in 1979 to
build and sell commercial exercise
equipment, they continued to re-
ceive frequent calls for bikes and
other forms of exercise equipment
from home owners. That is how
they developed their San Diego
chain of retail exercise equipment
stores called The Fitness Ware-
house (No connection to the big
chain in the Chicago area). The
development of the retail stores
provided them with the opportu-
nity to sell their home gyms along
with other products they retailed.
They still operate one of the Fit-
ness Warehouse stores today. Sell-
ing their clubs to concentrate on

Hoist Fitness Systems full
time, the owners began to
grow the business. During
one period, Weber was so
busy with commercial de-
velopment and manufactur-
ing, the retail stores and the
home equipment manufac-
turing that he decided to rent
out his house and moved
into some space in the back
of his factory to live. This
saved him a lot of travel
time and enabled him to
work longer hours.

Weber recalls,
“Hoist Fitness Systems
never was ‘just a home :
equipment company.’ Since

stitutional and home with a very
strong after-market program.
Enter Gary Roth. Roth has been
4| with Hoist Fitness Systems for 15
years. Like numerous other Hoist
employees with long tenure,
(many have 7 or more years)
Roth has a very clear understand-
ing of his role and a strong fer-
¥ vor for his work. Roth’s job is to
be sure that all of Hoist’s custom-
ers receive good service after the
| sale. He believes that the secret
to any success in business is well
defined and communicated sys-
tems. Hoist provides operations

3| manuals for all of their products.
_ | Roth likens the use of the manual

|| to that of a playbook in football

the beginning, we have been
a commercial equipment

Steve Datte

in that everything is spelled out
carefully for the operators. Im-

manufacturer that also hap-
pens to build an excellent line of
home exercise equipment.” The
name HOIST is an acronym for:
Home - Office - Institutional -
School - Training and describes the
wide range of customers that Hoist
serves.

Hoist is the only com-
pany in the business that will honor
the warranty on its home gym

machines even if they are in-
stalled and used in commercial
health clubs. The Hoist home
gyms are being used very suc-
cessfully in women’s fitness cen-
ters and in small personal train-
ing facilities all over the U.S.

In addition to an excel-
lent warranty program, Hoist’s
backs all of its products both in-

portantly, regular maintenance is
given great emphasis and follow-
up by Roth and his associates at
Hoist. Roth takes great pride in say-
ing, “When our customers buy
Hoist products, they also get Gary
Roth.” He and other Hoist after-
market representatives personally
make follow-up calls to customers
and send reminder letters for main-
(See Hoist page 25)

INTRODUCING

THE NEW FREEWEIGHT
LINE FROM HOIST

Flat Bench

*180 degree pivoring seat allows rack to be in
front orﬁ)«:hind body while using adjustable
back pad for proper alignment of various body
widths. *Adiust:glc: seat for perfect use of
various racking points. Optional plate holders.
(not shown)

JIIl_[I!'II.' J{L'I'Il_]'l

*30 degree angle for maximum peck isolation
withour deltoid involvement *Adjustable sear
for wide range of heights *Footrest for better
back support and upper chest isolation
*Unique racking system combines good looks
with safety and function. Optiunaf plate
holder. (not shown)

Hack Squar

*Body contoured carriage for proper spinal alignment
*Adjustable foor position for varying isolation points
Fully supported case hardend shafts with precision linear
bearing action *Gravity controlled lock out system

prevents accidents.

FITNESBSE BYSTEMS

9990 Empire Street, Ste.130
San Diego, CA 92126

Tel: 619-578-7676

Fax: 619-578-9558

Inside CA: 1-800-541-5438
Outside CA: 1-800 548-5438

*11 gauge steel design *Raised foor rest for
better back support and chest isolation *Angled
chrome racking mechanism for good looks and
safer racking for years to come *Shown with
opnional plate holders for better use of floor-
space.

F17>7

Decline Bench

*15 degree anfj: for low chest isolation with
minimal shoulder involvement *Adjustable
raised knee leg supporr aligns low back
allowing better pccioisn]a.lisn *Multi sized two
pieced pad for better body support. Optional
plate holders.(not shown)
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S Reasons You Deserve Media Coverage

By Michael Hoffman

Suoce&s can blind you to
the need for Pubic Relations. Itcan
make you eat sushi, offer too much
advice and gloat instead of nurtur-
ing your relationships with local
media. I recall one success -
intoxicated big-time operator who
said, “When you're really good, you
don’t need PR.”

While the big-timer swag-
gered, the competition worked with
the local media and community or-
ganizations. They distributed an-
nual press kits, invited the media
and VIPs to special events and dis-

tributed a stream of clever news
releases.

When sales slipped, the
big-timer blamed the ad budget
and sales staff. He got upset, fired
salespeople one after another
when their grosses slipped or the
ads failed to draw. He doubled
his ad budget to generate more
traffic, enamored with an ad that
showed a sexy young couple
wearing “Two For The Price of
One” t-shirts.

After getting the axe,
one of the salespeople left a news
clip on the big-timer’s desk. The
headline read - “Small Club
Makes Big Impression On Se-
niors”. The story featured a photo
of two middle-aged instructors

‘l'hclhwandﬂur

N In-House =

Do-It-Y "l.'n!lmll.

mm:y ll

Basic Package
Now Only

¥
T O
?OS ALE

Simple to Understand!!!

__Simple to Operate!!!
100% GUARANTEED —

100% SUPPORTED

5695

Additional Modules Available

FITNESS ASSESSMENT
SOFTWARE

AAC In-House Software Package

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

Affiliated Acceprance Corporation

* Main Post Office Box 419331

* Kansas City, Missouri USA 64141-6331

showing an elderly couple how
to use dumbbells. The story
glowed with admiration for the
club that hired instructors in the
40+ age group.

The story generated
dozens of phone calls. One came
from the director of an HMO
looking for a group exercise en-
vironment for older subscribers.
The big-timer’s competition
capitated more than 1,500 HMO
subscribers - just because the
story made a point.

The moral to this story
- Your club is a goldmine of news
stories, not just a goldmine of
income. Don't just generate
sales; generate the publicity that
can create those sales.

Shrewd reporters, like
Shari Roan from the LOS AN-
GELES TIMES fitness depart-
ment, looks for five basic types
of news from health clubs. Make
a list of every possible story in
each of these categories. Keep
brainstorming and you’ll dis-
cover, more news you will find

that you have. Here are the cat-

egories:

1. Personnel - What
makes your staff so special? Are
they better qualified than the
media thinks? Do they have de-
grees and certifications and long
track records in the industry? Do
you employ older adults to train
your senior members instead of
hiring mostly young people?
Think about it.

2. Equipment - What
would interest the media and con-
sumers about your club’s equip-
ment ? You would be surprised
at how little the average journal-
ist really knows about things you
take for granted - like heart rate

o SUBSCRIBE
Send $49
To:
The

CLUB INSIDER
News
P. 0. Box 671443
Marietta, GA
30067

ics, like exercise physi-
ology, usually don't
know much about
those topics. Afterall,
the reporters are
trained in journalism,
not science. So you
have the responsibility
of becoming your
community’s exercise
science guru.

You would
be amazed how well
received you’d be if
you offered to write a
periodic column called
something like - “The
Most  Frequently
Asked Questions

Michael Hoffman

about Exercise for
Middle-Aged Adults”.

monitoring, computerized ma-
chines, sophisticated strength train-
ing machines with bilateral move-
ment.

Make your suppliers give
you all their technical research
material so you are up to speed

when you explain 1o journalisis

how and why your equipment is so
much more effective than equip-
ment just a few years ago.

3. Programs - Clubs that
get involved in community service
and education projects always get
good PR coverage. One club offers
free VO2 max tests in partnership
with the local chapter of the Ameri-
can Heart Association. Another ad-
ministered the Russian Youth Fit-
ness Test to grammar schools ev-
ery year in partnership with the
school district. In both cases, the
clubs earned coverage because
they provided a service and be-
cause they  partnered with an-
other health-related organization.
What do you do?

4. Human Interest - There
isn’t a reporter in the world who
can resist a touching human inter-
est story. These stories always de-
pict a person who has overcome
seemingly impossible odds to re-
gain their health, overcome an ill-
ness or learn how to walk all over
again, etc. What you have to do is
show how your club and your staff
helped the person overcome the
obstacles.

5. Exercise Science Re-
search - [t’s a strange reality that
the very people the consumer me-
dia hires to report on scientific top-

From your own brain-
storming you could probably write
a dozen interesting and informative
stories about the latest research
done by a university on target heart
rate training or the effect of strength
training on fat metabolism.

Of course, this means you

have o stay well-informed your-

self. Read the hot newsletters like
the Penn St. Sports Medicine
Newsletter. Read technical jour-
nals, too. Even take extension
courses. Just become a research
and technology information mag-
net, then turn around and give that
information to the media.

SUMMARY

Slcp out of your dots
and start thinking about your facili-
ties, your people and your programs
as potential news stories. It will put
you ahead of the game, because
most clubs simply don’t take the
time to generate news ideas. One
clever newspaper story or one hu-
man interest TV feature can create
more credibilty and generate more
foot traffic than a bucket full of dis-
play advertisements. Besides, who
ever heard of an advertisement that
improved your public image?

(Michael Hoffman is the
President of California based
Heart Communications and can be
contacted at; (714) 831-7971; Fax
(714) 643-1891;
heartcomm(@aol.com. This is #2 in
the PR 101 Education Series from
Heart Communications.)

e-mail

B
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Scott Garrett's UBIT Watch
Fights Unfair Competition

By Norm Cates, Jr.

A LBUQUERQUE,
N.M - UBIT (Unrelated Business
Income Tax) Watch was founded by
Scott Garrett, who with his brother
Spencer, owns and operates six
multi-use clubs: five in New Mexico
and one in Southern California. In
1988 Garrett and Frank
Eisenzimmer, Founder of the Cas-
cade Athletic Clubs in the Portland,
Oregon area, established IHRSA'S
Fair Competition Committee.

Scott Garrett has been ac-
tive with the tax-exempt issue since
1986 and has become one of the
leading experts in the area of tax-
exempt recreation; his booklet:
“When ls Recreation S01(c)3 2" has

for numerous attorneys and accoun-
tants as it cites essentially all legal
cases pertaining o recreation and
tax-exemption. On two occasions
Garrett has presented his work and
opinions to the head of the IRS Tax
Exempt Department and has com-
municated on a regular basis with
the Internal Revenue Service. He
also provided the IRS with a de-
tailed breakdown on how tax-ex-
empt organizations have managed
to pass audits which they should
have failed. Scott has always held
that the problem of tax-exempt or-
ganizations (YMCA's, JCC’s, etc.)
is not a local problem nor can it be
solved locally, but can only be
solved or stopped through the power
of the IRS.

Since 1992, the Albuquer-
que Jewish Community Center has
been trying to gain permission to
build a $7 million upscale club in
an affluent area of the city. To date,
construction has not started. It is
Garrelt’s belief that by notifying the
IRS of the JCC’s plans and requir-
ing the JCC to seek IRS approval
has stopped the project.

UBIT Watch began opera-
tions in July of 1995 to assist other
club owners in their fight to stop
unfair 501(c)3 exemption. UBIT
Watch is currently working with

HOW
UBIT
WATCH
WORKS

UBIT

Watch collects
a wide range of
data and infor-
mation, then
packages the ar-
guments in an
effective man-
ner to submit to
the Internal
Revenue Ser-

that the YMCA/

Scott Garrett

JCC organiza-
tions do not

clubs in Peansylvania, North Da-

land and Massachusetts.

THE PROBLEM

Thc existing IRS pro-
cess for determining tax exemp-
tion on a YMCA or JCC requires
that the planned facility demon-
strate that it will serve a commu-
nity cross section of people (rich
as well as poor) in the same pro-
portions as exist in the entire com-
munity. Mosl upscale YMCA'a
or JCC’s which sell two-tiered
memberships with an additional
cost for use of its more upscale or
health club facilities are subject to
UBIT.

The reality is that many
existing YMCA'a and JCC's
would fail an IRS audit if proper
arguments and demographics
were provided to the IRS. The
reason this has not happened is
because the IRS exempt organi-
zation department is severely un-
derstaffed to the point that they
only audit exempt organizations
about every 75 years. As a result
of this understaffing, the IRS will
usually only be able to respond to
problems or violations which are
brought to their attention.

warrant 501(c)3 tax exemption,

either (c)4 or (c)7 tax exemption.
Neither (c)4 or (c)7 organizations
give tax deductions on donations
received to build them. UBIT is
most successful when initiated
prior to the construction of a new
facility or when major expansion
of an existing facility is planned.

While there are no guar-
antees that UBIT Watch will be
totally successful in stopping con-
struction, it has been successful in
delaying the start of construction
for long periods of time. UBIT
Watch believes that the Internal
Revenue Service realizes how far
this problem has gotten out of
hand with the massive growth of
the tax-exempt sector and is tight-
ening its approval process to help
stem obvious “unfair competi-
tion.”

Another of the difficul-
ties which UBIT addresses is the
fact that most existing YMCA’s
and JCC’s are building new facili-
ties without seeking IRS approval.
UBIT Waich creates a paper trail
to force them to seek approval,
thus giving the IRS the option to
reject new construction requests
aswell as examine the existing op-
erations of the facility. "We also
believe that within four years, IRS
will have new tax rulings and

vice, showing

more specific guidelines which
they will follow and enforce lim-
iting the operations of 501(c)3 or-
ganizations," says Garrett. "There-
fore, buying time for the For-Profit
sector by delaying the develop-
ment of more nonprofit facilities,
will hopefuly lead to their never
being built with tax-exempt status.
This should keep them out of de-
velopment (and competition) alto-
gether, given that without the de-
ductions for a donation, potential
donors will not be as likely to make
their donation."

v
b,

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

Advanced
Management
Trainin

UBIT Watch operates
with a satisfaction guaranteed
policy or your money back. All
funds are used to operate UBIT
Watch with any excess funds be-
ing dedicated to stopping unfair
competition. References are pro-
vided upon request. UBIT works in
concert with IHRSA’s Government
Relations Department. Scott
Garrett may be contacted at: (505)
881-8338 or by writing to: UBIT
Watch, 4100 Prospect Ave.,
N.E.Albuquerque, N.M. 87110

Smce 1981 hundreds of club managers and owaers have graduated from this

program. It is designed to give you a management system that all other resources
and systems fit into — a management template, if you will. This workshop should
| prove to be exciting. The workshop will be held at the CMS World headquarters in
scenic, historic Helena, Montana. Besides the intense learning experience, you will
also get a chance to discover what many people call “the last best place on earth®, 1f
you have never been to Montana then you're in for a treat!

THE WORKSHOP FORMAT + This 4 day intensive workshop is designed to
develop advanced and sophisticated mansgement skills through a series of special-
ized training techniques and experiences. The workshop is n NO-NONSENSE,
straight out learning and development course in Professional Club Management.

bevwrage sprratons
ciad atabemeniy b

CMS Advanced Management
Training Workshop Level 1
@ $495*/person:

J November 12-15, 1995

SEATING IS LIMITED...
MAKE YOUR PLANS!!

406-449-5559

FAX 406-449-0110
Call or Fax for Your Registration
Pa(‘kage & Appluatmn \fow

YOUR FACILITATOR
Mike Chaet, Ph.D.

* An industry legend & president
of Club Marketing and Manage-
ment Services, Mike is ane of the
leads

ing clubmarketersin the US. Heis a contribut-
author 1o numerous fitness journals, and is the

guest lecturer for such organizations as [HRSA,
Club Industry and BodyLife. Mike has been in the
club business since 1965, during which time he has
been invalved in every level of the club operations,
including a prestigious stay at the Los Angeles
Athletic Club.  Along the way he has owned and
operated his own clubs. As & consultant, Mike as
been involved in the development or management of
over 1500 different clubs worldwide. He is quite
simply the supreme educator who will tr

your approach to club marketing and management.

* You will also have the opportunity to learn from
other industry leaders and guest faculty,
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...Ray Wilson

continued from cover

sure on August 29th making it of-
ficial that October will be the first
ever statewide “Workplace Fitness
Month.” This is also a first in the
nation. This government acknowl-
edgment of the value and benefit
of regular exercise should be tre-
mendously helpful to club owners
and operators when they are mar-
keting their club’s services to cor-
porations in the State of California
and in other states. The endorse-
ment of regular exercise by the
California State Legislature could
be the first major step in a

natiowide campaign to have simi-
lar legislation passed in other
states. And, the end result could
be that the Federal Government
could begin to identity and recog-
nize regular exercise as being vi-
tally important to all Americans
and could ultimately lead to the
passing of Federal legislation
which provides tax benefits to
Americans who purchase and uti-
lize health club memberships and
services. Even more importantly,
this effort could lead to
govermental recognition of health
clubs as part of the solution/cure
to the health care crisis which oc-
cupied a huge portion of the cur-
rent administration’s time imme-
diately after the inauguration of

OCTOBER ISSUE

President Clinton. This is a logi-
cal next step as many studies
have clearly shown that people
who regularly exercise experi-
ence less need for health/medi-
cal care.

RAY WILSON
CREDITS IHRSA’S
RESEARCH

Ra)r Wilson was

quick to point out that he utilized
the data produced by IHRSA
(The International Health,
Racquet and Sports Club Asso-
ciation) in his efforts to convince
the California law makers about
the benefits of regular exercise.
He wanted to be sure that [HRSA

California Concurrent
Resolution No. 39

ACR 39, as introduced,
Kaloogian. Workplace Fitness
Month.

claim the month of October, 1995 as
Workplace Fitness Month and would
encourage all California workers to
participate in regular exercise pro-
grams and physical activity for
healthier lives and improved work
performance and satisfaction.

Fiscal committee: no.

WHEREAS, A three year
study by the Steelcase Company
showed that medical claims cost were
55 percent lower for corporate fitness
program participants than nonpartici-
pants; and

WHEREAS, General Elec-
tric reduced health care costs for
members of its fitness program by 38
percent in an 18-month period while
nonmembers' health care costs rose
21 percent; and

WHEREAS, There is no
question that regular exercise im-
proves a person’s ability to perform,

reduce stress and enhances self-
image. General Motors found that
employees in their physical fitness
program had a 50 percent reduc-
tion in job gricvances, a 50 per-
accidents,and a 40 percent reduc-
tion in lost time; and

WHEREAS, The Cana-
dian Life Assurance Company re-
ported that 47 percent of partici-
pants in a fitness program were
more alert, had better rapport with
co-workers and supervisors, and
enjoyed work more than those
who did not participate, and 63
percent of participants indicated
that they were more relaxed, more
patient and less tired during the
work day; and

WHEREAS, The evi-
dence pointing to the success of
fitness programs in improving
employee health practices, reduc-
ing medical and disability costs,
and improving productivity is in-
disputable. General Electric found
that employees who exercised
were absent from work 45 % fewer
days than employees who didn’t
and the Dallas, Texas Police De-

To Subscribe
Send $49

To: The CLUB INSIDE

P. O. Box 671443 = Mariett

partment reported a 29 percent
decrease in sick leave for fitness
progrm participants while non-
participants’ sick leave in-
creased by 5 percent; and

WHEREAS, The Cali-
fornia State Legislature supports
the promotion of employee fit-
ness programs as a means to re-
duce workplace absenteeism and
employee turnover while bol-
stering employee morale and
commitment; now therefore, be
it

Resolved by the As-
sembly of the State of Califor-
nia, the Senate thereof concur-
ring, That the Legislature hereby
proclaims the month of October,
1995 as Workplace Fitness
Month in California to encour-
age all Californians to partici-
pate in regular exercise pro-
grams and physical activity for
healthier lives and improved
work performance and satisfac-
tion: and be it further Resolved,
That the Chief Clerk of the As-
sembly transmit this resolution
to the Governor of the State of
California.

a, GA 30067

and Executive Director, John
McCarthy, received the credit that
was due for their role in the pass-
ing of this new California Bill. In
fact, Wilson sent a framed copy
of the California Legislation (as
shown in the front page photo of
Mr. Wilson) to McCarthy with a
letter of thanks to IHRSA for pro-
viding the vital data necessary to
convince the California law mak-
ers of the validity of this measure.

Two letters and graphs
from Mr. Wilson and excerpts
from IHRSA’s Economic Benefits
of Regular Exercise sent to the
state representatives as support in-
formation for the proposal appear
in this issue.

A NATIONWIDE
THRUST

Ray Wilson has au-
thorized The CLUB INSIDER
News to publish copies of his let-
ters to the California Legislature
so that club operators in other

states may attempt to have the same
legislation passed in their states.
The ultimate goal is to help con-
vince the legislatures of each state
to declare October, 1996, as
“WORKPLACE FITNESS
MONTH.” Successful legislative
efforts could provide positive pub-
lic relations for clubs across the
land to use in their marketing ef-
forts to corporations and HMO’s.
The CLUB INSIDER
News will serve as the temporary
coordinator of this effort and will
be seeking one club owner/opera-
tor from each state to step forward
and spearhead the legislation for
their respective state using the
model created and successfully ap-
plied by Ray Wilson. To get in-
volved call (800) 700-2120 or fax
your thoughts to (770) 933-9698.
Congratulations to Mr.
Wilson and California Assembly-
man Howard Koologian for their
success in have October declared
“WORKPLACE FITNESS
MONTH" in California!

THRSA

I'ri ‘his effort to con-
vince the California State Assem-
bly, Ray Wilson used the best am-
munition available. That was data
extracted from IHRSA’s (Interna-
tional Health, Racquet and Sports
Club Association) ECONOMIC
BENEFITS OF REGULAR EX-
ERCISE report. Several ex-
amples are shown below. To ob-
tain a copy of the report if you
are an THRSA member call the as-
sociation. If you are not, call and
join IHRSA, the greatest organi-
zation for our industry in the
world. Their number is: (800)
228-4772. You will be glad you
did.

«DuPont found that, in
a three - year study, it saved $1.6
million in the first year of its fit-
ness program, $1.5 million in the
second and $3 million the third
year.

*General Electric re-
duced health care costs for mem-
bers of its fitness program by 38%
in 18 - month period, while non-
members’ health care costs rose
21%. Costs for members aver-
aged $757 annually; costs for non
members were $941.

*Northern Gas Com-
pany employees who are in a cor-

ing employees.

*Kennecott Copper Com-
pany showed that, over four years,
for every dollar invested in its cor-
porate fitness program, the com-
pany returned $5.78.

THINGS FOR
CORPORATIONS
TO CONSIDER

If you are planning an in-
vestment in an employee fitness
program:

*The majority of compa-
nies currently offering employee
fitness programs do so through
memberships to high quality ath-
letic and fitness centers.

*Typically, only very
large corporations - ones with over
1,000 employees find it cost
effective to build and operate on-
site facilities.

*In a recent survey of ath-
letic and fitness clubs, 83% of those
responding offered either special
rates or special services to corpo-
rations and businesses. The survey
also indicated that one in five of
all club members joined as a result
of company- sponsored employee
fitness programs.
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(This sample letter is courtesy of Mr. Ray Wilson)

RAY WILSON’S POSITIVE LEGISLATION LETTER # 1 LOS Angeles Times Market
Research Department Data

Designer of the Lifecycle Bicyle

Ray A. Wilson
Carlsbad, California
California Assemblyman Los Angeles health club members are
S likely to be young, educated and affluent.
State Capitol Y Y 8 fl
Sacramento, Ca. 95814
Demographic Profile
Dear Assemblyman "
Total LA Adults Health Club Member
The attached was sent to us by the Marketing Research Department of the
. They estimate that 18% of all Southern California ;

adults belong to health clubs. I believe that the overall figure for all of ‘gf" mel‘:'““) :z . 2‘; e
California would be in excess of 15%. I have been told that the bill I refer MICCONESC S . "
to in the enclosed letter that I mailed in February will be initiated in both | !
the Assembly and the Senate. Professional/Managerial

Technical Profession 19.6% 26.7%
Sincerely,
Ray Wilson Family Income (median)  $39,530 $48,278
Founder of Family Fitness Centers Married 53.6% 51.5%

RAY WILSON’S POSITIVE LEGISLATION LETTER #2
(This sample letter is courtesy of Mr. Ray Wilson)

RAY A. WILSON
CARLSBAD, CALIFORNIA

Assemblyman _

Suceess hack

SERVICE PROGRAMS

State Capitol
Sacramento, CA. 95814

Dear Assemblyman

Here is proof that fitness centers can help reduce health care costs and increase
work place productivity. Why not have a Corporate/Employee Fitness Month for Cali-
fornia?

Decreased Health Care Costs. The American Journal of Health Promotion re-
cently reported that the Coors Brewing Company saved $1.4 million over six years as a
result of starting a corporate fitness program. In a three - year study, Steelcase found
that medical claims were 55% lower for company fitness participants than non-partici-
pants.

Reduced Employee Turnover. Employee turnover among high tech and highly
skilled labor can drastically reduce profit, due to exorbitant training costs. According to
the Canadian Journal of Public Health, The Canadian Life Assurance Company found
turnover among fitness participants to be 32.4% lower than non-participants over a seven
year period. Fortune magazine reported that Tenneco found participants in their wellness
program to be 13% less likely to leave than non-participants. They also reported that
having a wellness program enabled them to attract better personnel.

Increased Employee Productivity. Commercial magazine reported that Gen-
eral Motors found employees in their physical fitness program had a 50% reduction in
job grievances and on the job accidents, and a 40% reduction in lost time.

Reduced Absenteeism and Disability Time. The American Journal of Health
Promotion reported that General Mills experienced a 19% drop in absenteeism among
fitness program participants versus non-participants. DuPont reported a reduction of
14%.

Please glance at the following corporate studies for proof of the value of fitness
centers to corporations and to society in general.

Our lobbyist, Nick Medeiros, will be calling you in the near future to discuss
support of a resolution to make October California Corporate/Employee Fitness Month.

Sincerely,

Ray Wilson

Founder of Family Fitness Centers
Designer of the Lifecycle Bicycle

BILLING

(BY COUPON BOOK)

TWO BUCKS

Payment Coupon Payments
Processed for Two Bucks
;or EESS!

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

Affiliated Acceptance Corporation
PROFESSIONAL RECEIVABLES MANAGEMENT

AAC...“We're Here To Work”




PAGE 12

EClub Insider

" Success comes f'zom
gauing th= /2’10/)5’1 aim
as wa[[ as fﬁa ’uggt

ammumhon

% gk kk

How much does it
cost your club to
not perform at it's
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MEMBERSHIP SPECIALISTS
Last year our clients
averaged an

Increase of 27%
DID YOU?

Sales Makers
(800) 428-3334
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SALES MAKERS

Sores Mokerswmﬂ ’ﬁp Of'The Month

Let’s define a Club.... (from Websters’s) club (klub) n.
1) a group of people associated for a common purpose.
2) its meeting place -vi. to unite for a common purpose

Let’s define a member..... member (mem’ber) n.
1) any of the persons constituting an organization.

Let’s define a membership.... membership (mem’ber ship’) n.
1) the state of being a member
2) all the members of a group or organization
3) the number of members

Let’s define a prospect ....(Salesmakers) prospect (pras’pekt) n.
1) Anyone who is not already a member

If you allow a nonmember to use your club on an unrestricted basis,
you don’t have a club. It’s for the privilege of using the club that the members
pay their dues.

T e f__~:

EIBRAME

Electronic Funds Transfer
(CHECKING—SAVINGS)

257

(Per Payment Processed)

PLUS
Payment Book and Credit
Card Processing

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

Affiliated Acceptance Corporation
PROFESSIONAL RECEIVABLES MANAGEMENT

AAC...“We're Here To Work”
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CLUB INDUSTRY SHOW SPECIAL
BUY ANY 3 TRACKMASTER
TREADMILLS AND GET THE 4TH

FREE!

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

OFFER EXTENDED TO NOVEMBER 30, 1995.
NOT VALID IN CONJUNCTION WITH ANY OTHER OFFERS OR NEGOTIATED PRICE.

TO TAKE ADVANTAGE OF THE 4 FOR 3 OFFER CALL: CHIP MAYBERRY: 813-975-1545
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_waorld’s best sports fishing for

"

There is no place on earth liKe Costa Rica!
Villa de Papagayo s |

‘El Ocotal, Costa Rica

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

The lushly-landscaped villa Those who have
includes an oversided deck with seen the view
swimming pool and waterfall. from Villa de
There is also a spectacular great Papagayo call it
room with 32-foot ceilings, TV, one of the most

spectacular in
" the world. With
e parrots and
monkeys in

nearby trees one

VCR stereo and air-conditioning.
Guests at the villa also have use of
the amenities at the nearby Ocotal
Resort Hotel, which includes three

swimming pools, tennis, scuba :
diving, snorkeling, beach and mos;m realizes he
health club. orsheisina

nature’s para-

Also available are the di
IS€,

cano and giant sea turtle tours, i

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

! The villa has
four bed-
rooms,
@ including

8 three master
suites with
[l ocean views,
private
Il rerraces, air
conditioning,
overhead fans
and full baths.
A fourth
bedroom has a
full bath and
bunkbed.

B e i e nchorn For availability call (404) 255-3220

In the evenin sts dine outside under the stars.
g gue. "
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SHAQUILLE O'NEAL
ORLANDO MAGIC
1993 NBA ROOKIE OF THE YEAR

-3 .r’ ; ,1 l. - " § A n
ISO-LATERAL FRONT LAT PULLDOWN

To receive information on this machine or other Hammer Strength® training equipment contact:
HAMMER STRENGTH® « P.O. BOX 19040 « CINCINNATI, OH 45219 = (513) 221-2600 OR 1-800-543-1123

Photo by: J.M. Manion
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The Simple & Powerful

Club Management System

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

ST ———

Photo-imaging Check-in
Unlimited Report Capabilities
Automated EFT

Full Service Customer Support
(Phone, Fax, Seminars)

b A el SCED

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

Club

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

"nner ™ JUPITER, FLORIDA 33458-8901
1 (800) 554-2582 / (407) 746-3392
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continued from cover

of changing the world of health
clubs for the better. They have
clearly seen the light at the end of
the tunnel and it is not a train......
but instead, it is a big FROG. The
FROG'S Team has learned and ap-
plied some important lessons for
club success. Here are a few:

LESSON # 1- MARKET
DIFFERENTIATION

Muket differentiation
is that which sets a product aside
from its competition. It is what
makes people remember it
first......the distinguishing factors.
Market differentiation factors can
make a huge difference when it
comes to competition in the market
place. In the case of FROG’S, the
market differentiation begins with
the name FROG'S and is found in
all aspects of the operation.

Many people wonder
about the FROG’S name..... its ori-
gin..... its reason for being. The
name was seletmd ﬂot swetll rea-

Navy Seal and Underwalcr Demo-
. lition Expert. Also, Roger’s past
“included a time when he owned and
operated a restaurant he had named
FROG'S and the name was one that
people remembered because it
caused more questions than it an-
swered. Most importantly, the use
of the name FROG’S opened up
many marketing and promotional
opportunities for Vic Lee, the Mar-
keting Director, to use his talents
as a nationally syndicated cartoon-
ist and illustrator. Last, and a bo-
nus, was the fact that children have
a great influence over the activities
of their parents. The name FROG’S
caused the acceptance levels of
families with children to be much

greater.

LESSON # 2- MAKE IT FUN!

In preparing to write this
article, this writer visited the
FROG’S Solana Beach and
Encinitas, California locations and
spent time with Roger Bates, the
CEO and spoke with Vic Jonas Lee,
the Marketing Director on the tele-
phone. Roger, Vic and the other

partners, Peter Peterson, CFO,
Craig Anderson, Director, and
Nick Connor, Director, are all de-
scribed in the FROG'S media kit
with a page which says: “ In the
beginning there were 5 guys with
nothin’ better to do.” The bios of
the five partners are hilarious and
display the focus on humor
amongst the group. For example,
Vic Lee’s reads: “ Vic Lee was
born in a remote fishing village off
the coast of Tucson, Arizona.”
The FROG’S organiza-
tion is focused from top to bottom
on the idea of making the clubs a
FUN place to be. The promotional
materials are amazingly unique
and filled with fun graphics, hu-
morous content and cartoons by
Vic Lee. Throughout the FROG’S
literature little shots are taken at
“traditional” health club ideas and
procedures such as the back page
of the FROG’S Member Hand-
book which explains that FROG'S
has no membership salespeople
and no closing rooms. The
FROG’S Annual Newsletter is en-
titled: RIBBIT” and is 48 pages of
the most humorous, unique mate-
rial and advertising you will ever

read. It is published by “Lily Pad

letter which covers
bic class schedule, club notes and
local advertising is called: “ FROG

DROPPINGS........ straight poop
on monthly activities.”

Every year FROG'S goes
all out to produce their annual
Christmas bash. They remove ev-
ery piece of equipment and thor-
oughly redecorate the club to be
just like an upscale night club.
They cover a portion of the park-
ing lot with a big tent and five lo-
cal restaurants cater the food un-
der the tent. Valet parking is pro-
vided. Over 1,000 people attend
the party at $25 per pop and the
event has been honored as the
North County’s event of the year
in the trendy Del Mar - Solana
Beach area.

LESSON #3 -
KEEP IT FRIENDLY!

Maybe the most tell-

ing part of FROG’S Mission For
Fun is the people. They are very
nice. I arrived unannounced at the
Solana Beach FROG’S on a Tues-
day night at about 6:30. [ had been
on the road and badly needed to

make a “Pit Stop”. I hurried
through the front door and told the
young lady at the reception desk
of my plight. Without hesitation,
waiver form or aggravation and
with a big smile she directed me
to the rest facilities. Ireturned to
the desk and told her I would like
to see the club and get informa-
tion on membership rates, etc.
She smiled and said, “Come on
in and look around. Here is our
club handbook which has all of
the rate information.” She smiled
and | went on my way. During
my “walk around” a young fel-
low who was working out noticed
me in my street clothes and asked:
“Can I be of any help to you ?” 1
said thanks but I was doing fine.
Later, I learned that he was one
of the full-time employees who
was off duty working out. The
club was packed to the rafters and
it was “cookin” on this Tuesday
night. Everybody was having a
good time and the place exuded
“member satisfaction.”

This “club shopping”
experience was vastly and dra-
matically different than the expe-
rience | had just gone through
about two miles away al a gym in

in the foyer Shortly, a young
man hurried up to me and said the
following words to me which |
quote here exactly. “ WHAT DO
YOU WANT?" Amused by this
barbaric greeting, I reached into
my pocket and gave the fellow my
business card and told him I was
visiting clubs in the area. He said,
“The owner told me to talk to you
because he thought you might be
one of our competitors." |
laughed and said, “ Sorry, but you
have the wrong guy” and [ left.

By the way, that gym
had already closed down one time
before. It was half empty during
prime time, so with that atti-
tude...... I wish them luck.

In the San Diego area,
the friendliest clubs that I experi-
enced were the Family Fitness
Centers and the FROG’S Clubs.

I share this experience
with you all because as club own-
ers and operators you may not be
aware of the behavior of some of
your employees. You may not be
aware of how many tens of thou-
sands, even hundreds of thou-
sands of dollars you can lose ev-
ery year from your business be-
cause of employees with a bad

attitude. During my visit to the
San Diego area, | visited a lot of
clubs and I can tell you there are
some employee attitudes there that
are costing the owners money ev-
ery day. And, [ think the same is
true no matter what the city. But,
I can tell you......a lot of prospec-
tive members and customers are
being run off by employees with
bad attitudes. Maybe nobody has
had the guts to tell them, but [ am
here to tell you that it is happen-
ing. [ hate to see it because [ know
how much club owners want to
succeed. But, take my
advice.......take a close look at
each and every member of your
staff. If they are generally hos-
tile, if they are on the “juice” or if
they have a “guarding the fortress™
mentality......they are costing you
a small fortune. (This has been a
free message for clubs owners ev-
erywhere to consider.)

Now, back to the
FROG’S story. You may won-
der..... how has FROG'S gotten
its act together? (They have been
in operation for only 3 1/2 years)
and are preparing to open their
fourth and fifth locations.) Ithink
:l is because of the cxpencncc and

ROGER BATES - CEO

Rnger Bates is a hand-
some and friendly giant of a guy.
He is the kind of fellow you can
spend 10 minutes with and feel
like you’ve known him all your
life. I predict that Roger’s “people
skills” will help him and his part-
ners to make a real “splash” in the
health club industry. (If you know
what I mean.) Roger has an ex-
tensive background in business
which includes 17 years in the real
estate business in Alaska. During
the Alaskan real estate boom years
Roger’s real estate company had
over 100 agents and generated
over $200 million in annual sales.
Times change and Roger decided
to move to Southern California to
a lovely little coastal hamlet that
may be America’s best
secrel......Solana Beach, Califor-
nia. He met his partners there and
developed the idea for the
FROG'S Clubs, Roger’s goals
and objectives in the health club
industry have been shaped signifi-
cantly by two experiences: (1)
Once he was a member of a gym

in which he worked out five days
a week for a full year. One day
he went into the gym and realized
that NOT ONE PERSON WHO
WORKED THERE KNEW HIS
NAME! That experience caused
him to focus on making his clubs
very friendly. (2) Another time he
walked into a gym with a blank
check in hand and told the young
lady at the front desk that he
wanted to join the gym . She re-
plied that he would have to see a
salesman but he was busy. Roger
told her he did not need to see a
salesman, but if she would just tell
him what it cost to join he would
write the check and join. She re-
fused to disclose the rates and
whispered to him that she could
not......if she told him the rates she
would be fired. That experience
caused Roger to want to build the
FROG’S Clubs without sales
people. Everybody who works at
FROG's can enroll a new mem-
ber.

Roger’s comments about
club membership sales give a lot
of food for thought. He said: “
We choose to respect the con-
sumer as having amind. We never
discount. We never ha\re specials

allow mcmbcrsh:ps to bc can-
celled with a 30-day written no-
tice. 1f a member prepays for one
year and decides to quit we will
refund a pro-rated portion of his
fee. FROG'S offers memberships
for 1 day, 1 week, 1 month, Month
to Month and 1 Year. Interest-
ingly, Red Lerille of Lafayette,
Louisiana has been in business for
33 years and has the exact same
philosophy.

VIC JONAS LEE -
Marketing Director

I met Vic and his lovely
wife Lisa at the San Francisco
THRSA Convention last March.
Vic is a handsome guy and looks
like a Kato with brains. Not only
is he a nationally syndicated col-
umnist with Universal and King
Features, he is a gifted, leading-
edge thinker whose mind is intent
on doing the FROG’S thing very
differently, but very successfully.
Vic is working with Roger and his
other partners to roll out the
FROG'S Club Management Team
and the FROG'S University,

(See Frog's page 18)
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Ace Certifies First Lifestyle And
Weight Management Consultants

SAN DIEGO, CA. - The
American Council on Exercise
(ACE) announces the certification
of its first 125 - ACE - certified
Lifestyle & Weight Management
Consultants. Eighty-three percent
of the candidates who took the first

exam passed. The certification
exam tests the knowledge required
to develop sound, balanced weight
management programs. These
consultants earned a special “gold
certification,” signifying that they
passed the exam before the release
of ACE Lifestyle & Weight Man-

agement Consultant Manual (due
out Summer 1996).

“ACE spent a year re-
searching the demand for this type
of weight management certifica-
tion program after being ap-
proached by the weight loss indus-
try to create such a certification,”

says ACE’s executive director,
Sheryl Marks Brown. “More than
80 percent of the survey respon-
dents from the fitness and weight
loss industries felt there was a need
for this type of certification.”
ACE also certifies
aerobics instructors and personal

trainers. Currently, ACE has over
19,000 certified acrobics instruc-
tors and 14,000 certified personal
trainers. For more information on
ACE’s programs call: (800) 825-
3636.

..[Frog's

continued from page 17

They are working with Doug Carter
and the “Heroes and Legends”
group to provide club operators
with management and marketing
training and services that are unique
and very different than anything
available in the world today. The
entire focus is to teach club employ-
ees and empower them to do the
right things for their members ev-
ery time.

With Vic's talent and hu-
mor, he and FROG'S have won
betket0 bk BEMCOAF EWaIE bR
best marketing in America and
Canada in the 1992, 1993 and 1994.
The FROG'S Newsletter Ribbit has
also won awards. Vicis also in the
process of producing a series of

kid’s books on health and nutri-
tion.

LESSON # 4 - Define Your
Club’s Culture and Teach It!

In discussing the chal-
lenges of “cloning” the Solana
Beach FROG'S mentality with
Roger Bates and Vic Lee, I ex-
pressed the concern that the most
significant challenge that FROG’S
was going to face with their ex-
pansion mode would be how to
transplant the original and highly

igue SRt e CalEre ey Had

created from one club to another.
They both agreed that this was
going to be the key to their future
success or failure.

In respect to club culture,

Roger Bates explained that they
do not permit “outside” personal
trainers to work in their facility.
They will only allow staff train-
ers so that conflicts are kept to an
absolute minimum and so that
they have more control over the
situation. He also explained that
they do not allow “attitude” mem-
bers to stay as members of the
club. He believes firmly that
members with hostile - bad atti-
tudes will disrupt and make the
other members unhappy and un-
comfortable and will therefore
hurt the spirit and atmosphere in

the club. He cancels, on average,
four memberships per month for
“bad attitude.” 1 suggested to
Roger that he get some guest
passes for these people to go to
the gym in Cardiff By The Sea.
Maybe one of the most
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interesting concepts in respect to
culture that Roger and Vic shared
with me was the idea of teaching
their employees to learn to “Live
Life As A Consumer”. So, what
does that mean? It means that
they teach everyone in their orga-
nization to realize that they are
there for their member’s happi-
ness and satisfaction They are
there to SERVE the members and
that is their #1 objective. In or-
der to accomplish that objective
day in and day out....year in....and
year out......they want to teach all
of their employees to “Live Life
As A Consumer™ because the club
member is the consumer and to do
so will enable the employee to
FEEL what they FEEL, to WANT
what they WANT and to EXPECT
what they EXPECT. By mentally
wearing the member’s shoes ev-

IS GREATLY APPRECIATED

F;.S

780 Garden View Ct., Encinilas, CA. 4 419 9423000

r % Aasd WICH,
:'tHS,HwyiOI.Soim\uBeoch.CA. o 619 792-4008 MOCH firase’

eryday, all day......they will be bet-
ter able to deliver what the mem-
bers expect.

The bottom line is that the
FROG'S Athletic Club group has
started a REVOLUTION in the
way health clubs do business. Itis
long overdue. Far too many club
operations in America have forgot-
ten the importance of FUN,
FRIENDLINESS, HELPFUL-
NESS and COMMUNITY
GOODWILL. While just a fledg-
ling organization with high expec-
tations and a great start....the
FROG’s Clubs are well on their
way 1o a breakthrough in club cul-
ture which has the potential to help
all clubs everywhere. They teach
their employees to treat each and
every person who sets foot on their
property according to the Golden
Rule.

You |
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...Neil Sol

continued from page 4

sure that the established require-
ments for delivery of the corporate
fitness programs are met so that they
may obtain referrals from insurance,
health care institutions and corpo-
rations. If a member does not com-
ply with CFTN standards they are
suspended or expelled from the Net-
work and no longer receive referral
from CFTN clients.

CFTN SUCCESS

The CFTN currently
boasts a client list of over 50 insur-
ance companies including Farmers
Insurance Company, Rocky Moun-
tain HMO, Prudential Insurance and
Health One as well as corporations
such as Pepsi Cola and HealthSouth,
who use CFTN services provided by
WAC clubs in the Network.

CFTN STANDARDS

Insurance companies and

CFTN standards which the in-

surance companies accept as a
requirement for a reimbursable
preventive health care provider.
As aresult, the CFTN clients re-
fer subscribers and employees
to CFTN clubs for services and
memberships.

CFIN
MEMBERSHIP

Interesting]y, mem-
bership to CFTN by a club costs
$1,000 plus the fee to join WAC

which ranges from $200 to $500,
depending on club square footage.

The average CFTN club
member can realize approxi-
mately $10,000 in referred ser-
vices provided/month, not includ-
ing the numerous new member-
ships that are sold.

WAC and its CFTN is a
precursor of preventive healthcare
network. WAC has created the
service that will be of desire to cli-
ents interested in providing qual-
ity preventive and rehabilitation
service in an easily accessable and
cost effective method to their cli-

ents or employees.

My sincerest congratula-
tions to Western Association of
Clubs and Pat Pine, Executive Di-
rector, for leading the way to the
healthcare connection.

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

.I.Caro

continued from page 6

females with the explanation of
pregnancy causing the disability
and requiring some time off. The
calculation is based each male and
female (in total numbers) employed
each month, even if it were fora 1-
hour aerobics class as a substitute.
This insurance is generally billed
quarterly.

The second method is a
straight percentage approach which
is applied to the club’s total payroll
each month. The broker should get
at least 3 bids and compare the spe-
cific calculations for each insurance
company and request both ap-
proaches.

insurance is an area where there
is much room for negotiation. De-
pending on the size of payroll, the
savings can be $2,000-$5,000.

COST OF EMPLOYEE
RECRUITING

M ost clubs never

stop to consider the real costs to
acquire a new staff person, even
an hourly front line employee.
Furthermore, the time involved is
never calculated, as the process
of screening, interviewing, deci-
sion making and reference check-
ing is never fully contemplated.
Of course, the cost of training that
new hire is also not fully costed
out.

Most clubs can describe

hire” but can not fully calculate
the expense incurred. Finally,
clubs have not learned what are
the most efficient and effective
methods for them at their clubs.

Typically, clubs place
ads in their local newspapers -
sometimes, in the local town pub-
lication and often, in the metro-
politan or city newspaper. Typi-
cally, the ads are run for more
than one day and for some clubs -
are placed under more than one
heading. Some place it under
“health clubs” and others find the
functional headings, (sales, cleri-
cal, bookkeeper, maintenance,
elc.) are better. At best, these ads
will attract a volume of responses
but then must be screened exten-
sively.

tive search firms for managerial
positions has validity and the fees
charged for this industry are very
reasonable.

However, there are sev-
eral ways of limiting the costs of
identifying front line and junior
managerial personnel. Encourag-
ing current club employees to
identify prospects and paying
them a small referral fee is com-
mon and often proves successful.
Recruiting at colleges or at local
job fairs yields excellent results
and the right “type” of candidates.
Furthermore, developing regular
internship relations with local col-
leges and universities - both at the
undergraduate and graduate level
- has proven to be very fruitful for
clubs. This works best in fitness,
computer, athletic programming

and back office depariments, Fi-
nally, some clubs have worked
with their State Unemployment
Office to identify maintenance and
housekeeping personnel, food
preparers, landscaping and
grounds staff.

Cost savings in this area
along with the other three can add
up to significant savings when
computed over a year’s time - and
the member never knows of any of
these expenses reductions.

(Rick Caro is President of
Management Vision, Inc., a con-
sulting company te clubs and an
acknowledged expert in club fi-
nances, operations, valuations,
feasibility studies and club sales.
Management Vision, Inc. can be
contacted at (800) 778-4411.)

Membership
Renewal
Referral
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< CARRIBEAN

Promotions That Work!

X< LAS VEGAS

NO HASSLE TRAVEL PROMOTIONS SINCE 1973
APEX TRAVEL PROMOTIONS
(800) 666-0025 (Ext. 22)

Fully li
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MOTIVATE YOUR MEMBERS

with

CLUB FM

Broadcast Any TV Channel In FM Stereo

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

* Works With Any TV Or VCR Audio Output ¢ Better Utilize Your Existing TV System

* Easy To Install * Promote Club Functions
* Inexpensive * Increase Club Profits:
* Use With Any “Walkman'’ Type FM Receiver * Walkman Rentals
and Headphones * 30 Day Money Back Guarantee
» Excellent Sound Quality » 1 Year Warranty

« FCC Approved

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

CALL (908) 638-5134

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

High Bridge, NJ 08829

...Norm's
Notes

continued from page 3

tional Health, Racquet and Sports
Club Association) in 1991/1992.
Cecil was instrumental in the re-
versal of IHRSA’S waning finan-
cial situation as a Board Member
and President along with NICK
COTSIDAS, MITCH WALD
and RICK CARO and the other
IHRSA Board Members. They
accomplished a turn around from
a deficit of a negative ($325,563)
to a plus $751,615. A debate is
now going on within IHRSA
amongst the insiders whether to
spend these nice and growing cash
reserves on [HRSA member ser-
vices (it now stands at
$1,207,000) or to keep a signifi-
cant cash on hand position for a
rainy day.

BRUCE HENDIN and
his lovely wife DANA own and
operate the San Antonio Racquet-
ball and Fitness Clubs, a chain of
six multi-purpose clubs. They cel-
ebrated their 20th Anniversary

‘this year. Congratulations o

Bruce as he was ﬁ‘icked as the
South Texas Entrepreneur of the
Year!

The BALLY CORPO-
RATION has filed with the
S.E.C. to “spinoff” the Bally
Health Clubs from the parent
company. Also, Bally is now reg-
istered in 37 states to sell its fran-
chise program. A recentad in the
Wall Street Journal garnered 80
quick responses.

TONY DE LEEDE, the
owner of the 14 location and rap-
idly expanding Australian Body
Works (ABW) chain in Atlanta
has announced the alliance of his
chain of clubs with Kaiser
Permanente. ABW will provide
Kaiser Permanente’s 180,000
metro Atlanta members with ex-
clusive membership rates, fitness
assessments and recommended
exercise programs for KP mem-
bers who become ABW members.

MARC TASCHER has
been removed as CEO of New
York based TSI according to
sources. MARK SMITH has
been promated to CEO and BOB
GIARDINA will continue to
serve as President.



PAGE 21 EClub _l_*l-lsidelz OCTOBER ISSUE

TWO EASY WAYS TO MANAGE
YOUR FITNESS INSTRUCTORS

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

for each trainer
€ Maintain separate schedules
& Print trainer schedules for a for each room and location
day, week, or month

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

Record the days and times
each instructor is available

alances 1o

sessions 4 Automatically display lists of
: available instructors
.. # Record trainer income and =

e L

expenses == — # Quickly find an available
S | Y || == 8 substitute instructor
@ Keep track of client names, e e

addresses, and telephone i ‘ e t
numbers 4 Generate invoices and receipts s ok Tt

for training sessions gt T M

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

@ Record client payments s
@ Create mailing lists of clients

€ Easily customize a schedule’s

4 Maintain client training logs, appearance 1o suit your needs

and print progress graphs @ Print monthly, quarterly, and
yearly reporis of income and @ Create reports of hours and
@ Record client medical history expenses generated by each classes taught by each
and fitness assessment trainer

instructor

Item# 3003 Personal Trainer Business Manager for Windows $249.95

Item# 4004 Fitness Class Scheduler for Windows $149.95
(Be sure to specify the Club Edition when ordering)

EASY TO INSTALL! I

; System Requirements: An IBM?
5 minutes! ‘ compatible machine with a 80386 or
| higher processor, 4 megabytes of RAM, a
[ hard disk with at least 2 megabytes of
available space, a 3 1/2" or 5 1/4" disk
drive, a VGA or SuperVGA display, and
Microsoft® Windows™ version 3.1 or later.

installs in less than

We DO NOT ship free demo copies. We DO offer an unconditional, 30-day, money-back,

guarantee. So feel free to order a complete, working copy of the software and try it out for 1}1_5;;«‘\
30 days. We are sure that you will like it. If not, however, simply return the product to us, .;,}a—xhc}-’
and we will glady provide you with a complete refund. . _5?/ \O
To order, send check or money order to [/ U"“;’(?‘é"‘i“"“' \, \l
SHIPPING Willow Creek Publications, P.O. Box 86032-A31, Gaithersburg, MD 20886 [ i s |

M

4 - \ \ py-hack
Shipping is free and all Maryland customers add 5% sales tax \ (;)L?;ring
e, i v FOR FASTEST DELIVERY

CALL 1-800-823-3488 EXT 131 ==

We are available 24 hours a day, 7 days a week. So call anytime.
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Artificial Intelligence:
Substitute For Employees?

By James M. Evans

(Editor’s Note: The fol-
lowing article is not a commercial.
James Evans has served The CLUB
INSIDER News as a contributing
writer for the last few months and
has provided some very helpful ar-
ticles. This article describes a prod-
uct which appears to be in a very
mature stage in its development and
application. | have promised to
publish information which I believe
is helpful to my readers in their pur-
suit of profits in the club/fitness in-
dustry. In this case, I am publish-
ing the article without consultation
with Jim because of a print dead-
line. I do not know where the com-
pany is located or what its phone
number is, but I plan to find out, If
you wish to obtain that information,
call me at (800) 700-2120 after Oc-
tober 22nd.)

cently taken a quantum leap into the
future with the introduction of
IntelliFit workouts at corporate and
hospital-based wellness centers
across the country. Packaged in
what appears to be an oversized
ATM machine is the revolutionary
IntelliHealth System, a state-of-the
art computerized fitness training
system designed to meet the de-
mands of the highly competitive fit-
ness market by prescribing person-
alized fitness programs for every-
one from beginner to world-class
athletes. Participants can expect to

achieve new levels in fitness train- -

ing because every workout is
tracked, analyzed and planned
based on individual goals, training
interest and time consideration.
Training information such
as physcial data, training goals, rel-
evant medical history, attendance

records and more is stored on a spe-

cial version of the international
Smart Card called the IntelliCard
which interacts with the
IntelliHealth Teller Machine (ITM)
to produce an IntellFit program for
the individual user. The IntelliCard
is encrypted with “artificial intelli-
gence” which permits the card to
store personal training data and pre-
scribe a personalized fitness train-

taining results.

All workouts, perfor-
mance evaluations, charts and
graphs are printed on IntellForms,
a specially designed workout for-
mat. The participant’s name,
training course, date and other in-
cidentals are printed at the top of
the form followed by specific
messages developed to meet in-
dividual training needs. Messages
and programs vary depending on
the training activity, goals, time of
the year, attendance, performance,
elc. Additional suggestions on
stretching, sports performance,

training habits and everything that

Jim Evans

might be expected from a team of

ing workout. Artificial intelli-
gence programming emulates the
thought processes of fitness pro-
grams based on guidelines of the
American College of Sports of
Sports Medicine (ACSM). Gen-
eral conditioning, walking,

ing and training programs for vir-
tually every sport are just some of
the examples of the available
training options. In addition to
offering a safe and effective ap-
proach to achieving fitness goals,
each of the IntelliFit workout pro-
vides the participant with a vari-
ety of individualized messages
such as professional training tips,
fitness reminders and nutritional
information designed to meet the
specific needs, schedule and ob-
jectives of the user.

All IntelliFit programs
are designed to encourage partici-
pation because the system recog-
nizes the motivational aspects of
successful, planned training.
Everyone’s training is subject to
highs and lows, inconsistent atten-
dance, injuries, varied information
sources, preferences for certain
types of equipment and tech-
niques, changing goals and a host
of other variables. IntelliFit pro-
grams allow the freedom to
change courses, equipment, activ-
ity, training duration, intensity and
goals at any time. It will always
prescribe an individualized work-
out based on the combination of
needs and proven methods of ob-

. _y‘;_? .._'_.._t.__l-:-

health professionals, coaches and
Trainers is available through the
IntelliHealth System.

Conceptual develop-
ment of the IntelliHealth System
began in 1982 as the Expert In-
structor System (EIS) to meet de-
mands of the Japanese National
quickly embraced by the Keio
University Hospital, Tokyo Uni-
versity, Mitsubishi Corporation,
Sumitomo, Honda, Toyota,
Toshiba and Sony, among others.
More than 6.2 million personal-
ized exercise programs have been
prescribed since 1986 with sig-
nificantly high retention rates for
individual users and a demo-
graphic mix of 45% men and 55%
women ranging in age from 14 to
81 years.

The Heuristic Develop-
ment Group (HDG) of Pacific
Palisades, California, acquired the
exclusive rights to the EIS tech-
nology and has devoted the past
18 months to enhancing the
system’s ability to serve the needs
of U.S. corporate and hospital
based wellness centers. Heuris-
tic CEO Steven R. Gumins has
indicated that insurance compa-
nies should also show an interest
in the system because of its unique
storage capabilities and its ability
to generate statistical reports.

Participating systems
will be connnected to each other
on-line by internal modems in the
ITM which will allow members
to key into other ITM machines
across the country. If members

are visiting a participating center in
another part of the country, their
IntelliCard will provide access to
their [ITM machine too.

Should the IntelliHealth
System or other forms of artificial
intelligence be perceived as a re-
placement threat fo fitness employ-
ees? Of course not. The fitness
industry will always be a “people”
business which will require inter-
action between our employees and
our customers. Artificial intelli-
gence does, however, provide us
with a unique opportunity to en-
hance our service capabilities by
servicing more members in less

time. Qualified fitness instructors
and personal trainers can use arti-
ficial intelligence to work with
several members simultaneously
without sacrificing their quality of
service, This new ability to in-
crease our level of service can only
strengthen our industry in the long
run.

(Jim Evans is Executive
Director of Heartland Health Cen-
ter in Baone, fowa and a 28-year
veteran of the health and fitness in-
dustry. He was a featured speaker
at the annual convention of the As-
sociation of Hospital Health and
Fitness in Orlando, Florida.)
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Call Us At

And We'll Tell
You How We
Do It.

M Arc

We Can Cdﬂé&
More Money,
From More of

Than Any Other

1-800-622-6290

FINANCIAL
SERVICES, INC.

P.0. Box 6800  North Little Rock, AR 72124 » Fax 501-835-0376

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

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

But there's much more
we'd like to tell you, and if
you'll call us toll-free we
will. So go ahead, make the
call, it's free.

* Front-desk check-in

* Video Imaging

* Point-of-sale inventory
control system

* Membership cards

* EFT

* Monthly payment books
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How 1o Keep A Captive Audience

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

CARDIO . ..

Distributed By Cardio Theater Holdings, Inc.
(an Affiliate of Australian Body Works)

WE PUT FUN INTO FITNESS
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HealthCare Dimensions Turning Trends Into Traditions

By Rachel D. Wray

M ary Swanson has

been a member of a lot of health
clubs. She remembers the running
craze of the 1970's, has seen body-
building for bodybuilding’s sake
come and go and has waitched as
countless buddies embraced various
diet crazes over the years. One
trend, however, that Mary is pre-
dicting will have a lasting and posi-
tive influence on both clubs and
club members like herself is the
movement toward uniting wellness
and fitness services under the um-
brella of health care. And Swanson
knows this not just because she is a
club member, but because she is the

your facility.

BAD DEBT
COLLECTION

Turn delinquent accounts into

CASH TODAY!

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

LOWEST FEES IN THE INDUSTRY.

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

one who can effectively bring these
integrated services to clubs nation-
wide.

Swanson is president and
founder of HealthCare Dimen-
sions, a Tempe, Arizona - based
company wellness integration
company for fitness and healthcare
services and the nation’s premiere
business for bringing together
health clubs and managed care or-
ganizations. Her mission focuses
on durable and visible effects:
HCD facilitates health clubs in
shifting the paradigm of sickness
and disease to wellness and preven-
tion through unique solutions in
programming, community partner-
ships and site delivery. In short,
Swanson knows that prevention is
the best medicine and it starts with
a simple question, “What are you

Suceens hack

SERVICE PROGRAMS

Call Gary Piper or Jerry Lee

1-800-233-8483

doing to improve the health care
of your members?”

For many clubs, how-
ever, the question is not so simple.
Athletic clubs have primarily fo-
cused on fitness for much of their
existence and it is only recently
that medical-based wellness ven-
tures are entering the realm of
their services. And while club
professionals are well-versed in
conditioning, training and mem-
bership, they often do not have
experience in providing members
with scientific nutritional and
physical care information. Fortu-
nately, the majority of health clubs
are open o service expansion,
particularly when that expansion
has the potential to attract new
members.

As advocates for health
clubs, Swanson and her team ad-
vise and broker healthcare pro-
vider networks, creating lasting
community relationships for the
delivery of wellness services.
HCD's provider networks sim-
plify the process of implementing
wellness services to members by
increasing the membership base
through choices offered. More
importantly, they efficiently teach
clubs how to service their mem-
bers’ preventive medical needs by
implementing measurement stan-
dards of quality assurance, health
status and outcomes. The result
is a profitable health club relation-
ship that provides health club
members and managed care sub-
scribers with the means to realize

Norny Catan’

700-2120

improved health.

One of their
most recent success sto-
ries is a provider net-
work currently being
developed in California.
A major California in-
surer is adding a re-
source for its senior
members to exercise and
learn about wellness by
joining with a large
chain of California
clubs. Once the program
is fully implemented, it
will be the blueprint for
the managed care
organization’s fourteen

i £

other state territories.
To ensure suc-

Mary Swanson

cess, these senior members re-
ceive literature, attend specialized
classes focusing on senior health
and join support groups for learn-
ing about taking control of their
health. Best of all, the seniors
have myriad of clubs to choose
from depending on their location
or particular needs.

In this project and others,
HealthCare Dimensions stresses
the importance of ongoing
wellness programming. “Our
work doesn’t end once the net-
work is set up.” Mary Swanson
states, “We ensure that the pro-
grams are working to improve
people’s lives by constantly apply-
ing quality assurance tests and
when necessary, changing and
adding to the wellness services
and programs. We take our vow
to improve health
status and contain
health care costs
seriously.”

HealthCare
Dimensions” sec-
ond division is its
hospital based ser-
vices. The HCD
team works with
hospitals to cre-
ate, from the
ground breaking
to the grand open-
ing, fitness and
wellness  pro-
grams and ser-
vices in a hospital-
based health club
setting. By acting
on behalf of hos-
pitals looking to
widen their scope
of services, HCD
offers feasibility
studies, facility
design, construc-
tion administra-
tion and project

monitoring; the result is a work-
ing, successful health club with a
strong emphasis on health care and
physical therapy. These facilities
are proof that athletics and medi-
cine need not be exclusive of the
other.

HealthCare Dimensions®
success is wholly determined by
its unique combination of employ-
ees. Swanson brings sixteen years
of managed care and health ser-
vices experience to HCD and has
worked with many of the nation’s
largest insurance providers. Part-
ner Ernie Zaik is a noted club in-
dustry leader with 12 years of ex-
perience as the President of the
Western Reserve Ahletic Club in
Phoenix, Arizona and understands
the inner complexities of creating,
working with and improving net-
works of athletic clubs. Swanson
and Zaik’s chemistry and heartfelt
passion in the implementation of
health care services are definitely
the secret to success.

HCD is expanding at a
comfortable pace. Swanson and
Zaik recently hired Lynn Lejcher,
who will act as their Minnesota
representative and network facili-
tator. The two partners will also
speak at Riverside Hospital’s
Fourth Annual Wellness and Fit-
ness Conference on managed care
organization’s responsibilities for
subscriber wellness. And the fu-
ture looks bright: with each club
owner and managed care CEO
they meet, Swanson and Zaik
soundly convince that the club
industry’s newest trend-wellness
and preventive services-is a pro-
found and lasting development.....
anew tradition rather than a trend.

(For more information
about HealthCare Dimensions,
please call (602) 966-5412.)
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...Hoist

continued from page 7

tenance timetables and procedures.
He assures that replacement paris
are rapidly delivered. He even over-
sees the re-upholstery service - a
unique service of Hoist in the after-
market. The Hoist employees all
seem to share the high spirit for their
work that Gary Roth has.

Hoist generates nearly $10
million per year in their home
equipment division through a net-
work of 230 retail dealers through-
out the U.S. and Canada. Currently
the commercial division has only
two full-time representatives. Re-
flective of that level of representa-
tion, the commercial division gen-
erates $3 million per year in sales.
But, that is increasing fast.

Enter Steve Datte. Datte,
the new Hoist National Sales Man-
ager, comes to Hoist Fitness with
an extensive 12-year background in
health club sales and management.
Steve’s last position prior to join-

Ray Wilson’s Family Fitness Cen-

o

N

Datte, a young man, is blessed with
an easy going style and a keen sense
of business. He has a clear vision of
what he plans to do to dramatically
increase Hoist’s presence in the com-
mercial market.

Datte has been with Hoist
for only 4 1/2 months, but already
sales in the commercial division have
tripled. He is just getting started. He
plans to expand the Hoist Commer-
cial Division rapidly by employing
new representatives and by driving
home the message to commercial
club buyers that Hoist is not “just a
home equipment company and never
has been”. He intends to use inno-
vative marketing and public relations
ideas to advance Hoist’s market pres-
ence. Datte comments. “Hoist is a
top of the line commercial equipment
manufacturer. Club operators are
keen and knowledgable buyers and
they know what is good and what is
not. If they take a look at Hoist be-
fore they buy, they will find out that
Hoist is on a par with any manufac-
turer in the commercial equipment
field.” He adds, “We plan to be very
aggressive in pricing competitive
bids for club buyers.”

The story of Hoist Fitness
Systems...... where they came from
and..... where they are going is a great
story about American entrepreneur-
ship. Best of luck to Hoist and Steve
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What Are You Doing
For The Next 3 Months?

5249 gﬁ; I Your club may need the creative advantage of our new
Quarterly Ad Subscription Program. Every 3 months

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

o (5 (SAU-sized) print ad slicks.

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

o Concept & Production instruction guides.
Order by MasterCard, Visa or Check. Call Dianne Miller at (508) 655-9757.
CreativeClub > 233 W. Central Street, Natick, MA 01760 Adwision of ReevesDrake, Inc:

CreativeClub

club advertising programs
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MANAGEMENT HAPPENS WiTH GERRY FAUST...DON'T MISS OUT!

4 MANAGING TO PRIME" by Gerry Faust. (Audio tape series with workbook)
This Six~tape audio casselte series provides an in-depth discussion of management roles, managerial styles, organizational life cycles, and the process of creating

organizationa

anges. Done with the same style, humor, and enthusiasm of Dr. Faust's speeches on these topics, this series provides the depth that many of the shorter

speeches cannol. Accompanied by a detailed workbook with concept notes, provoking questions, exercises and guides that will give you an even greater insight into
your people, your business and yourself.

"MAKING MANAGEMENT HAPPEN" by Gerry Faust. (Video cassette tape with workbook)

Organizations go through predictable patierns of growth and development. As they grow, the culture of the organization changes and the organization faces new and
different challenges. In this video cassette tape presentation, Dr. Faust discusses the four critical roles that management has to develop and keep in balance to ensure
steady life cycle progress, and how to take charge of your organization’s drive to PRIME.

"Execumive INSIGHT® NEWSLETTER" YES! I want to receive a FREE one-year subscription to this new quarterly publication. D

PLEASE MaIL, PHONE OR FAX YOUR ORDER:
FausT MANAGEMENT CORPORATION
10085 CarroLL CanYON Roap, Surre 210
San Dieco, CA 92131
(619) 536-7970 = (619) 536-7976 (Fax)

Name

Company.

Street Address

City/State/Zip

Daytime Phone

YES! PLEASE RUSH ME THE FOLLOWING:

$89.95
$79.95

"MANAGING TO PRIME"
"MAKING MANAGEMENT HAPPEN!"

(Please indicate number of sets ordered. CA residents please add sales tax.)

[ Check. Amount. I
|  Shipping & Handling
—— . - - charges:
Q [&J I@‘ Q ’ Add $3.00 per set
Card Number Exp. date

Signature
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Gary Yurich Gets Best Lights Patent

ROYAL OAK, MICHI-
GAN - Gary Yurich, the owner of
Best Lights, Inc. and Commercial
Building and Retrofit, Inc., an-
nounced recently that he had been
notified by the United States Patent
office that they had approved his
application for the patent on his

unique light fixtures. His applica-
tion for the patent was filed in De-
cember, 1993, and the patent was
issued as of September, 1995, a-
21-month process. The Best Light
Fixture is an indirect metal halide
fixture. The fixture's unique patent
features are its suspended inner

reflector, base-down light bulb,
rigid safety conduit systems that
conceal the wiring and outer re-
flector producing more light. The
fixture is delivering, on average
- 50% more candle-light power,
while using 33% less electricity
every year. Best Lights are cur-

rently used for indoor tennis fa-
cilities, gyms and air structures;
however, the potential applica-
tions for the newly patented Best
Lights Fixtures are vast and in-
clude social, recreational, insti-
tution, military, educational,
sports and many other applica-

tions.

(Gary Yurich is a veteran
contractor and may be one of the
world’s best interior lighting spe-
cialists. He can be contacted in
Royal Oak, Michigan at: 1-(800)
423-0453.)

CLASSIFIEDS ADS

PIKE CREEK FITNESS CLUB
SALES DIRECTOR

Premier full-service family fitness club seeks a high-energy sales ,

< professional with strong communication skills. Will direct efforts of sales $
estaff and be responsible for meeting sales objectives. Sales management .
sexperience required; health club experience helpful but not necessary. 3
.Compeﬁtive salary/benefits plus incentives. Send resume to: Pike Creek o
'Fitness Club, 4905 Mermaid Blvd., Wilmington, DE 19808 or call Lois ‘
-Hea]y or Biz Stark at (302) 239- 6688 =

n
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MEMBERSHIP SALES DIRECTOR

Chicago based TCA, the country’s sixth largest fitness and tennis club
management company is seeking a professional, highly motivated, savvy indi-
vidual for the membership sales director position at Mid-Town Tennis Club, lo-
cated in Chicago. As a member of Mid-Town’s management group, you will be
responsible for membership sales, budgets, be liaison to our ad agency, partici- 1
pate in overall club decision making, and be responsible for a variety of special
projects. Successful club membership sales track record a must. Outstanding
career opportunity to work for a growth-oriented company with competitive
wages and benefits. Please fax or send resume and cover letter to: Ms. Debbie
Koncel, Mid-Town Tennis Club, 2020 W, Fullerton, Ave,, Chicago, Il. 60647,
FAX: (312) 235-3830.
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. Seasoned club general manager with successful turnaround =
= and employee development track record is seeking the right long- §
u term opportunity. If you can utilize the services of a 24 year vet- 2

= eran of multi-club operations who possesses all facets of financial =
= experience please send inquiries to:
| |

C/0: CLUB INSIDER NEWS
P.O. Box 671443
Marietta, Ga. 30067 or Send Fax To: (770) 933-9698

PROFESSIONAL
RACQUETBALL GLASS |

All glass, all doors and wings. A total of four court

Classified Ads - $50 Up To 50 Words.
Send Ad Copy And $50 Check To: The CLUB

INSIDER News ¢ P. O. Box 671443 » Marietta, GA 30067

A'[TENTION ON ADVERTISERS! * Contact

. Normxmpy Cates’

EClub Insider
~ ADVERTISING FOR 1996

.

Circulation Increase January, 1996 to 25,000 CLUBS!
CALL (800) 700-2120

i
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A FREE
ONE-DAY SEMINAR

Fitness - Wellness - Exercise

Understanding the
Challenge of
Orthopaedic Spinal
Rehabilitation

Hosted by the University of

Florida through the™
College of Medicine

S

N

\;ﬂa invited to attend a free one-day
seminar sponsored by the MedX Corpora-

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

Plan now to attend
CME credit approved

II S| For more information call 800/582-9771




For a Clear Shot at

No One Even Comes Close!

400 & 1000 Watt Indirect Fixtures
| > Gyms

> Indoor Tennis
> Air Structures

1 Adaptable to all systems!

BEST

2 LIGHTS, INC.
Bagy  Briliane Energy Saving Lechnology
1-800-KIL-A-WAT

1-800-545-2928 * Fax: 810-589-0134

For Insulated Ceilings . . . Call Our Other Company
COMMERCIAL

Ritiontac_1-800-423-0453




