Normmp Cates”’

=

The Pulse of the Health, Racquet & Sports Club Business

Club Inside

VOLUME Il NUMBER 11

NOVEMBER 1995

Manufacturers Meet To Discuss Future

By Norm Cates, Jr.

A meeting was held in
Chicago during the recent CLUB
INDUSTRY Show in which over 40
people representing 30 manufactur-
ers and vendors met to discuss a
number of issues which are of im-
portance to them and the club in-
dustry in general.

The meeting was called by
Fitness Management magazine Co-
Publisher, David Levy, so that in-
dustry vendors could: (1) Discuss

fitness manufacturers, particularly
within the commercial segment. (2)
Discuss the possibility of the forma-
tion of an independent trade group/
association to serve their needs. (3)
Discuss specific issues which are
relevant to the above including:

(a) Media relations

(b) Risk management

(c) Trade show costs

(d) Equipment standards

(e) Network marketing

(f) Group purchasing for
hotels, airfare and auto/truck rent-

The meeting was opened
by David Levy who then intro-
duced the appointed meeting fa-
cilitator, David Dinerman. David
Levy and the Fitness Management
staff departed immediately there-
after to allow for a closed meet-
ing (without any press). Dave
Levy and Fitness Management
magazine should be applauded for
his work in setting up the meet-
ing and for arranging and paying
for the meeting space and refresh-
menls.

Contrary to a report filed
by one club industry journalist,

THE ATTENDEES WOULD
LIKE TO SEE TAKEN

It was resolved by the
group that Jim Trisler, President
of Paramount and Ellic Ballew,
Marketing Manager of Precor,
would approach Greg Hartley of
the Fitness Products Council and
request action on several key
items:

(1) Development of a
comprehensive marketing com-
munications effort to support
manufacturers of fitness products.

Bally News

By Norm Cates, Jr.

There has been a lot of
interest in the Bally “spin-off”, the
new franchise program and other
things Bally has been doing. So, I
contacted Mr. Mike Lucci, the
BALLY TOTAL FITNESS CEO
and Prcsidem to ﬁnd out the latest

Bally news. Here it is:
SPIN-OFF - The stock
spin off date of record is Novem-
ber 15, 1995. The Bally parent
company is going to give stock
holders a split, providing four

shares of the new Bally Total Fit- |

ness stock for one share of the
Bally Entertainment stock. The
initial offering will happen 30

(See .Bdﬂy page 26)
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(2) Development of an
ongoing risk management pro-
gram to reduce the cost of prod-
uct liability insurance.

(3) Appointment of a
full-time Director for the Fitness
Products Council.,

(4) Development of a
dialogue with trade groups and
other trade show producers to in-
fluence the number, location,
dates, formats and overhead cosis
associated with trade shows.

The attendees agreed that
if the above items could not be
addressed to their satisfaction and/
oruaaumcly manncr!hmughthc

other associalin :
FORMER TRADE
SHOW PRODUCER
REMEMBERS

During the Chicago
meeting, one individual who for-
merly produced a very large trade
show for the club industry com-
mented: “I'm a traitor because
now I am on the vendor side when
1 used to be a trade show producer.
I can remember that we would

cringe when a meeting like this
would be discussed, because
what we feared most in the trade
show industry was the manu-
facturers getting together for a
meeting of this kind.”

This writer would like
to know....... could the fear de-
scribed by the above former
trade show producer have been
caused by the potential loss of
HUGE PROFITS being made
by trade show producers at the
unfair expense of the manufac-
turers and vendors?

A WAKE UP CALL!!

the results thereof, appear to be
2 loud and clear “WAKE-UP
CALL?" to the Fitness Products
Council, IHRSA, Club Industry
and other trade shows and as-
sociations who set the terms
under which manufacturers and
vendors market and display
their products to the commer-
cial club operators. What this
“wake-up call” appears to mean
is that the manufacturers and
vendors want to be heard and
represented because they have

not been in the past. A comparable
situation happened in the 1980’s
when the Sporting Goods Manufac-
turing Association was formed be-
cause the manufacturers were tired
of being forced to pay the high cost
of union labor and unreasonable
space rentals in Chicago. The result?
The Atlanta SUPER SHOW which
now draws 130,000 attendees every
year!

THE CLUB INSIDER
RECOMMENDS:

I believe that IHRSA, for
example, is at great risk should the
vendors decide to form their own

with one show per year a la the Su-
per Show.

That could lead to the de-
velopment of a significant new and
competing annual or semi-annual
trade show owned and controlled by
the manufacturers and vendors. To
support that belief, consider that of
IHRSA’s 1994 annual revenues of
$5.24 million, $1.82 million or 35%
was derived from “Trade Shows and
Meetings.”

Therefore, this issue is FAR

(See Manufacturers page 2)
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Manufacturers

continued from cover

more important to the club indus-
try in general than a first glimpse
might lead you to believe for a
couple of reasons:

(1) THRSA and its Trade
Shows and the CLUB INDUSTRY
Conference and Trade Show are
the two premier club industry
events in the United States, It is
safe to say that [HRSA and the
CLUB INDUSTRY Conference
and Trade Shows have helped a
great deal in the professionaliza-
tion of the club industry over the
past 15 years. The continuation of
IHRSA, its Trade Shows and the
CLUB INDUSTRY Conference
and Trade Shows are very impor-
tant to the future growth of and
continued professionalization of
the club industry.

If either of these organi-
zations is faced with significant
new competition in the trade-show
and meeting arena, it could deplete
their revenues, erode their re-
sources and change the plcture of

y[belleve thn: Id be det-

soon as possible.

'Georgia on December 7-10, 1995

rimental to all club owners and
openmrs everywhere over the long

(2) No matter how you cut
it, club operators are impacted by
issues facing the suppliers of the
club industry. Take for example:
(1) Risk management/product li-
ability costs for manufacturers/ven-
dors (2) Annual trade show costs.

If the vendors must pay
exorbitant insurance costs for prod-
uct liability, guess who must pay
in the long run? The commercial
club owners who purchase the
products and services. If the ven-
dors must pay exorbitant costs for
trade shows because of unions and
less than competitive trade show
space rentals, guess who must pay
in the long run? The commercial
club owners who purchase the
products and services.

So, what should I[HRSA
and the CLUB INDUSTRY people
do? They should RUN-NOT
WALK to the nearest telephone and
set up a meeting of their own with
these vendors to hear and under-
stand their collective grievances as
A perfect time

"~ at the 10th Annual IHRSA Mar- creases ar
keting and Sales Conference.
They should then take IMMEDI-
ATE ACTION to begin to address
the issues of the manufacturers
group. And, [ believe the vendors
should proceed with these discus-
sions with [HRSA and CLUB IN-
DUSTRY at the same time as they
pursue the thrusts outlined above
so that the issues are being at-
tacked from both ends of the spec-
trum at once. With the potential
power that a new trade associa-
tion controlled by the manufactur-
ers and vendors would possess,
nothing less will do.

The time is now for the
manufacturers and vendors.....
they have been tremendously sup-
portive of every association and
trade show out there and there are
more than I can count. And, they
have been very patient. They
have not thought seriously about

being organized as a trade asso- *

ciation up until now and for that,
they have paid more than their
dues. They are concerned with
the spiraling costs of increased
produr.‘i Iublll'l\-I covcrlgc, trud:

want and need to stop the cost in-

creases and reduce their costs
wherever possible. They want to
give the club owners and operators
the best products at the best prices,
but unfortunately, the out-of-con-
trol costs end up being passed on
to the club buyers because the sup-
pliers have no choice.

It's time for a change and
a “new balance” between the
manufacturers/vendor group and
the various associations and trade

shows who have been pmﬁtmg
from the “status quo”™. Lets “TELL
IT LIKE IT IS! “ And, lets get it
right!

(Norm Cates, Jr. is a 20-
year veteran of the health, racquet
and sports club industry and the
Publisher and Editor of The CLUB
INSIDER News. Cates was a co-
founder and the 1st President of
IRSA.)

HOT NEWS FLASH!

The NSGA has sent a
memo dated November 9, 1995 to
all of its World Sports Expo Ex-
hibitors in which they have an-
nounced:

(1) A Saturday start in-
stead of Sunday, intended to reduce
the set up costs for vendors by re-
ducing overtime charges for late set
up,

(2) For 1996, drayage
costs (the transfer of freight from
the point of arrival to the exhibit
floor Sucalaon) have been lowered

 NSGA is offering a

25% discount on straight-time

drayage to all exhibitors.

(3) Substantial discounts
are available to exhibitors who or-
der special services such as electri-
cal, carpeting or furniture, if or-
dered by pre-determined deadlines.
Also, NSGA has negotiated with
Chicago labor unions to allow 10'
X 10" (space) booth exhibitors to set
up their own exhibits.

(CLUB MR NOTE:
This is the kind of action that needs

1o be taken by all irade show a

fitness mndors’ Hurray!)

BEST
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1995 and I want £o thank you

Novembes 10. 1995

Mr. Norm Cates 4oa the kind compliments and jecdback aboul yous advestising success

The News with The CLUB INSIDER News.

)Pio’ismusél““;&b,w v In sespect to yous comment about my goal in Life being to help othexs
succeed. it was o high compiiment which I am honoaed and pleased to
secedive. When | began the develoowent of The CLUB INSIDER News, my
adviscns. the catgemed mambesd of the Faust Executive Roundiable #1,

Dear Norm, hesad me say that Lo help othess in the club industay to succeed would

be my paisany misslon. That was neaxly thaee yeaxas ago. We have been
in publication §on two yeass a4 o4 oua upcoming Decembes edition. And.
I can now say with confidence that with youa help and the help o4 all
a4 ous advesilsead and confaibuting wailesd, we have sfuck to that
bosic mission.

lwﬂ!hnpmumyhnkshrhqmﬂtyandhmtyu{ymrpuhlkam
1f the number is any tion, we are not
ﬂumﬂymwhuhdltmyompubunumhmmpumhh

I tearned about helping otheas faom ey Dad. Noaxm Cates. Sx. And.

in the club industay., my wisslon 4ox The CLUB INSIDER News has been
shaped and gudided by Rick Caao, Da. Geasy Faustl and the othex membexs
o4 the Roundtabte ®1. [ thank them foa thedia advice and othex
assistance.

One of the most difficult goals for my business was to find out where our
advertising dollars work for us. 1 have found The CLUB INSIDER News to be
one of my best advertising tools yet. | have spent eighteen years

my businesses and have rarely met someone who's goal in life is to help
others succeed. You clearly have that as your goal.

It is a pleasure to advertise in The CLUB INSIDER News and clearly my
advertising dollars are being well spent.

My commiiment to my adveafisexs and acadess ié stzong. With continued
woak, we will impaove The CLUB INSIDER and we will hopejully provide
all of ous adveatisexs and xeadexs with excellent sesultd fox many
yeass Lo come.

Thank you veay msuch foax advestising in The CLUB INSIDER News and fox
yous kind letiex.

Veay sinceaely youxs,
Noxm Cates, Ja. }.

Publishex and Editox
The CLUB INSIDER News

P. 0. BOX 671443 * Marietta, GA 30067-0025 - (770) 850-8506 « FAX (770) 933-9698
wg‘r Toll Free Hotline 1-300-700-2120
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SANDY COFFMAN,
one of the industry's true pioneers
in the world of club programming,
has recently been honored by the
BODYLIFE Magazine in Europe
with her receipt of the BODYLIFE
EDUCATOR OF THE YEAR
AWARD - 1995. This prestigious
award comes on the heels of
Sandy’s being named “1995 TOP
IHRSA CONVENTION
SPEAKER IN BOTH CONTENT
AND PRESENTATION", a
award determined by the vote of
the convention attendees. Both of
these awards were in response (o
her seminar/workshop on Aerobics
for Seniors. Be sure to read and
carefully consider the information
packed article in this issue entitled:
“THE SENIOR SIZZLE"

CORRECTIONS - In
the last two months issues I've
made a couple of errors that need
to be corrected. (1) NEIL SOL’S
area code was incorrectly printed
in the bio in the article. The cor-
rect area code is 1'13 -

nol 714,

Ph.D., is lhc esteemed author of
our monthly column, sponsored by
MICROFIT CORPORATION,
the company which provides the
best fitness testing and prescription
systems. In case you are a new
reader, Neil’s column is entitled:
The Healthcare Connection. Sorry
about the wrong phone number
Neil! And, folks...... if you have
ever considered selling your club,
why not sell it to a hospital? -Be
sure to read Neil’s column in this
month’s MICROFIT’S
Healthcare Connection.

JIM NASH, formerly the
General Manager of the Harbor
Bay Club in California, has left
the club industry to start his own
company in the golf world. He has
established a new business called

“NEXT DAY GOLF “ which is a
service that provides golf tee times
to traveling golfers in the Phoenix/
Scottsdale, Arizona area. In our
September, 1995 issue, we incor-
rectly printed his new company
name as: “Call Today Play Tomor-
row” which is the new company
slogan, not the name of the new
business. The new “ NEXT DAY
GOLF “service in the Phoenix area
will provide golfers with guaran-
teed tee-times on 190 area golf
courses. Jim currently is in hot and
heavy negotiations to expand his
company nationwide. The number
to call for a tee-time is: 1 - (800)
TE-TIMES (800) 838-4637. Sorry
about the error Jim and best of luck!

BILL RICHARDSON,
is an old club industry friend of
mine who owns the
TREEFORMS Company which
builds, among other things, beau-
tiful lockers and lockerroom furni-
ture. I've known Bill since the mid
1970’s when we bought his beauti-
ful Oak Treeforms lockers for our
nme Southeastern U.S. cluhs BI."

SOLOS Electronic Combinaliun
Lock. The new lock system will
provide upscale clubs with a secure
- easy - {0 - operate system which
should be very popular. Knowing
Bill, I can guarantee you he has
done his homework and that cus-
tomer satisfaction will be para-
mount. Welcome aboard Bill and
Carol! Be sure to see their full page
ad on page 7.

VICTOR AND LYNNE

Norm Cates’

EClub Insider

BRICK are two of the true driv-
ers and entrepreneurs in our in-
dustry. They produce a monthly
EMPLOYEE newsletter for their
associates at BRICK BODIES in
which they continue to impress
me with their “Team Spirit”. This
last month, Vic used his one-page
column in the employee newslet-
ter to tell the story of one of their
new employees who had recently
won the Mid-Atlantic Region
Championship in her quest to
compete in and win the National
Aerobic Championships in Los
Angeles in January. The event
will be broadcast on national T.V.
Vic's article was about NIKKI
HELT and her quest for the Na-
tional Aerobics Championships.
Nikki had come to Vicand Lynne
last January, "95 with a plan about
how she wanted to enter the com-
petition to win the National
Aerobics Championships. Vic
and Lynne agreed to support and
help her with her goal. Thisisa
great story to hear about, even if
Nikki does not win the Nationals,
Best of IULk to you \xkh The

B\f lhc way, Vlclur Bnck dh&avs
closes his employee newsletter
comments with very inspiration
material which would motivate
anyone. The following quote
comes from Vic’s November is-
sue and is attributed to MOR-
GAN WOOTEN, Head Basket-
ball coach at DeMatha High
School, Hyattsville, Md., who is
the winningest coach in national
high school basketball history:
“THE ONE THAT HAS IN-

8000 ORORRRORRORRORRIOOROODROREOIRODRRDRES

1996 Advertising Reservations
Are Now Available

25,000 Circulation
In January, '96!

Call (800) 700-2120 or
: Fax Inquiry To: (770) 933-9698
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VESTED THE MOST IS THE
LAST ONE TO SURRENDER”.

GEO

area LIFESTYLE FAMILY FIT-
NESS CENTERS, has lcased a
former BALLY club which is
37,000 square feet. The facility had
been operated by Bally for the past

Y DYER, the _pa

five years and is one of three that
Bally’s MIKE LUCCI elected to
shut down in the Tampa area as
of Bal]y 's pationwide over-

B.-\LL‘:" NEWS' Geoff will be
doing extensive renovations to the
facility. Additionally, Geoff has
opened another facility, this one

(See Norm's Notes page 6)
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MICROFIT'S HEALTHCARE CONNECTION
Why Hospitals Are Buying Health Clubs

By Neil Sol, Ph.D.

Do hospitals like us?
Many club owners often wonder how
hospital administrators and Boards of
Directors perceive the value of health
clubs. Club owner/managers typi-
cally believe that the healthcare in-
stitutions do not think much of health
clubs and their contributions. This
belief could not be further from the
truth.

The evidence is before us!

In recent months, a number
of U.S. hospitals have solicited, per-
formed due diligence and have pur-
chased established health clubs in

their communities. They have
paid fair market value for the club
and also hired the owner/manager
to continue to manage the facility
as a hospital employee.

Do hospitals think
highly of health clubs, their man-
agement and their contribution to
prevention?

Definitely. Enough for
hospitals to invest significant
capital to purchase and operate the
club and make it the preventive
delivery arm of the hospital/
healthcare institution.

Why are hospitals buy-
ing health clubs? Here are some
of the reasons considered in hos-
pital board rooms:

*Health clubs help the

TMNewmaaw p
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100% SUPPORTED

56952

Additional Modules Available

FITNESS ASSESSMENT
SOFTWARE

AAC In-House Software Package

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

Aftiliated Accepiance Corporation

Mzzin Post Office Box 419331

* Kansas City, Missourt USA 641415331

hospital expand its con-
tinuum of care (to in-
clude prevention) in a
marketplace that is de-
manding prevention ser-
vices.

*It is less ex-
pensive for a hospital to
acquire an existing
health club than to build
a quality club.

*Hospitals are
purchasing clubs inclu-
sive of facility and
equipment, but most im-
portantly, to capture the
club’s professional man-
agement team.

*Hospitals
wish to acquire the
health club’s established
business, with estab-
lished membership and
revenue base. Profitable

Neil Sol, Ph. D.

understanding or experience in
how a club can compliment a
hospital.

For a hospital-owned
club/wellness center to suc-
ceed, it must contribute to the
mission of the entire healthcare
institution and it must be sym-
M biotic with all other hospital de-

! partments.
. While it is appropri-
ate that hospitals continue to
pursue the purchase of clubs,
it is also important that club
owners/managers reach out to
contact and develope initial re-
lationships with hospitals. Itis
from this mutual outreach that
the healthcare connection can
be made and the acquistion of
the health club by the hospital
can be accomplished.

Understanding how

or nearly profitable clubs are
most attractive to hospitals.

*Hospitals are purchas-
ing clubs to avoid competing
with an established community
Wasb,muuvwdmgmyuu.
adverse publicity in the commu-
nity the hospital serves.

*Hospitals are purchas-
ing clubs because they have a
membership roster that includes
potential new patients for the
hospital.

*Hospitals are purchas-
ing clubs because hospitals re-
quire delivery sites for the vari-
ety of wellness and rehabilitation
programs they NOW typically
offer.

*Hospital's are pur-
chasing clubs because of their
mission statement’s commitment
to improve the health of the com-

munity they serve.

*Hospitals are purchas-
ing clubs because of the additional
non-traditional revenue clubs of-
fer and the potential for financial
peofitability.

*Health clubs offer pre-
ventive health programming that
can reduce the health care utiliza-
tion by Hospital M.C.O. subscrib-
ers.

*Hospitals are purchas-
ing clubs because it is the WAVE
OF THE FUTURE!

One important consider-
ation for hospitals is that they
should integrate the club into their
mission and strategic plan. This
often is not as easy as it may seem
because club owner/managers that
become hospital employees as
part of the purchase agreement
may not have the desired level of

to merge into a healthcare sys-
tem and having the ability to ex-
press how a club can integrate will
enhance your club’s appeal to hos-
pital decision makers, thus increas-
ing your (.h'lnce of wcllmg your
club, ° oul” and ca 0.'(“1&,
the secunty of becoming a

tal employee/administrator.

Do hospitals like us? The
answer is YES! Why are hospitals
buying health clubs? The answers
are clear. The opportunity is now.
The future is here.

(Neil Sol, Ph.D. is the
President of Health Vantag . 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:

(713) 344-9909.)

Leisure Sports Honored

San Francisco, Ca. - Lei-
sure Sports, Inc., the club manage-
ment and development company
which operates CLUBSPORT
athletic resorts, is based in
Pleasanton, California. Leisure
Sports has been honored by Arthur
Anderson and Company and the
San Francisco Business Times for
having the best business practices
in the area of customer satisfac-
tion. The 1995 ENTERPRISE
AWARD for BEST BUSINESS
PRACTICES in the Bay Area,
was awarded in early November.

Leisure Sports, Inc. is a

club management and development
company with upscale
CLUBSPORT athletic resorts, in-
cluding facilities in Pleasanton, Fre-
mont, Walnut Creek and Irvine,
California. Leisure Sports, Inc. re-
cently assumed management of the
$20 Million+ Sporting Club at
Lakeshore Towers in Irvine, Cali-
fornia.

Leisure Sports, Inc. was
identified for its member services
practices which are designed to
develop employees and clubs that
are committed to meeting member
needs and expectations. Programs

include intense employee training, a
designated member services depart-
ment, bonus programs which are di-
rectly linked to customer satisfaction
and company-sponsored member
satisfaction focus groups and sur-
veys.

Leisure Sports is also the
1994 and 1995 recipient of the Con-
sumer ValueStar Award for outstand-
ing customer satisfaction. Consumer
ValueStar is awarded only to com-
panies receiving very high marks in
customer satisfaction as determined
by an independent review panel from
the University of San Francisco.
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The World’s Leading
Fitness Evaluation

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.
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evaluation, motivational graphics and informative reports.
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retention and corporate wellness programs.
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Group Wellness Reports, Nutritional Assessments and Exercise Plans.

Call Today 1-800-822-0405
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Self vs. Time Management For
Greater Personal Fulfillment

By Richard I. Lyles, Ph.D.

thn's the last time

you said, “I didn’t have enough
time? “ Was it last week? Yester-
day? Perhaps it was as recent as
earlier today. It's a statement most
of us make from time to time.
But, it’s a trick question,
And all you have to do to discover
the trap is answer a very simple
follow-up question. Whenever it
was that you last said you didn’t
have enough time, ask yourself “
How much time did I have?”

The Only Club Managem

Smce 1981 hundreds of club g

Advanced
Manggement
Tralnmg

If you're like everyone
else, your answer will be the same.
Yesterday you had twenty-four
hours. Last week you had 168
hours. And, like everyone else, you
had seven days last week and 52
weeks last year. And you'll have
twenty four hours today and to-
morrow, and seven days next
week.

Time is different from all
the other resources we have to
work with, because it comes in
fixed, finite quantities. Human
resources, for example, come in all
different sizes and shapes, but
most importantly possess different
levels of skill, knowledge, back-

ent Training Program of its

kind for Club Owners, Managers & Department Heads

and owaers have graduated from this

Pasid

scenic, h

program. It is designed to give you a management system that all other

and systems fit into — & management template, if you will, This workshop should

prove to be exciting. The wnrkshop will be held at the CMS World headquarters in
elen

ground, experience and capa-
bilities. Capital resources can
last longer or be used up more
quickly depending upon how
you care for, account for and
maintain them. But time is
different. No matter what we
do, there will be sixty sec-
onds in each minute, sixty
minutes in each hour, twenty
four hours in each day, seven
days in each week, for fifty
two weeks each year.

Which leads us to
two important premises. The
first is that the whole concept
of “time management” is
fradulent. We can’t manage
time. We can’t manipulate

Richard Lyles

Which means the es-
sence of personal productivity is
not time management. None of
us can do anything about time.
The essence of personal produc-
tivity is self management in re-
lationship to time. The only
thing we can do is make respon-
sible decisions about how we
| choose to use the time that is
available.

(Richard Lyles is an au-
thor, noted speaker and active
management consultant with in-
ternational clientele. He special-
izes in Executive and Manage-
ment Development, Organiza-
tion Development, Organiza-

time. In fact, we can’t do anything
about time. Time just is. No mat-
ter what we do, time will continue
to tick off at a steady rate. To fo-
cus on trying to manage time will
be a waste of time.

The second important

enough time and the issue of per-
sonal responsibility. What is im-
plied when someone says, “ I
didn’t have enough time?” The im-
plication is that it’s time’s fault be-

cause there wasn’t enough of it
But the fact of the matter is that
the person had just as much time
asanyone else. If the person didn’t
complete a specific task during the
time that was available, it was be-
cause a decision was made to do

son who says “I didn’t have
enough time” was really being
honest, the more appropriate state-
ment would be “ I chose not to
spend my time that way.”

tional Problem Solving, Manage-
ment Decision Making and Execu-
tive Retreat/Conference Planning.
Lyles has authored three books:
PRACTICAL MANAGEMENT
PROBLEM SOLVING AND DE-
CISION MAKING, SUPERVI-

NIZATIONS, Co-authored with
Carl Joiner and YOU'RE HIRED,
Co-authored with Martha Lyles, in
progress. Richard Lyles may be
reached at: (619) 748-8517.)

thei learning experience, you will
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and
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§ , + An industry legend & president
_@ $495*/person: ¢ Clob Markating and 3
Qduly 16=17th, 1996 pant Services, Mike is one of the

leading club marketers in the U.S. He is a contribut-
ing author to numerous fitness journals, and is the
guest lecturer for such organizations as [HASA,
Club Industry and Bodylife. Mike has been in the
club business since 1965, during which time he has
been involved in every level of the club operations,
indluding @ prestigious stay at the Los Angeles
Athletic Club. Along the way he has owned and
aperated his own clubs. As a consultant, Mike as
been involved in the development or nt of
over lﬁﬂﬂdtﬂamlduhuwwidmdiﬂﬂemwte

ﬁspprwchtnduh marketing and management.

* You will also have the oppartunity to learn from
other industry leaders and guest faculty.

12,000 square feet, in North Lake-
land, Florida. These two additions
will put Geoff at six Tampa area
locations. Good on you mate!

0. J. walks! Now, won't
it be fun to watch and see if or-
ange juice sales plumet over the
next year?

STAIRMASTER’s new
owners, the Troy, New York based
GARDEN WAY, Inc., are rolling
out lots of new innovations includ-
ing a deal to add the QUINTON
Treadmills to their product line.

JIM EVANS, one of our
contributing writers, provided the
article in the October issue enti-
tled: “Artificial Intelligence: A
Substitute For Employees?”. Ina
note preceeding the article, I men-
tioned that it was not an advertise-

ment and I didn’t even know the
name of the company or their
phone number at press time, but |
would get the information. For
anyone who is interested, the com-
pany name is: INTELLI-
HEALTH, the number is: (310)
230-3394 and the contact name is:
STEVE GUMMINS.

ED GAUT, is Vice
President of WILLOW CREEK
PUBLICATIONS and a nation-
ally known personal trainer and
fitness author. He has agreed to
serve as a contributing writer and
column co-ordinator for our new
CLUB INSIDER Personal Trainer
column which will be launched in
next month’s edition. Ed also
wrote this month’s article entitled:
“ Computer Fitness”. His com-
pany, Willow Creek Publications
is one of our “Charter Advertis-
ers” whose sponsorship, along
with our other esteemed advertis-
ers, has allowed us to expand our
circulation nationwide to over
12,000 clubs each month, Be sure
to check out the ad for Willow
Creek Publications on page #21 of

this edition. Also, if you want to
reach Ed, call and leave a message
at: (800) 823-3488.

SUE AND MIKE
PEMBERTON are to be con-
gratulated as they have just ac-
quired the Norton Pines Tennis
and Fitness Club in Spring Lake,
Michigan! Sue will continue in
her role of the last seven years as
General Manager. The club was
recently named the Western
Michigan Tennis Association’s
1994 Club of the Year, so addi-
tional congratulations are due!

JILL AND JOHN
KINNEY'S company in San
Francisco, CLUB ONE, was
listed in a recent issue of INC.
MAGAZINE as being #119 out of
500 in annual revenue growth in
America. Way to go guys! And,
just think about this. During the
same time they have grown their
company, they have also had two
children and a third one is on the

way!
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Attacking Hidden Expenses - Part IV

By Rick Caro

In each of the previous
three articles, the key goal was to
identify expense savings where all
of the benefits flow to the bottom
line and where the member never
sees any change in the club’s op-
eration or level of service.

Part | dealt with Workers

POSTAGE

Mosl clubs accentu-

ate their use of first-class postage
whether it is for monthly bills to
members, club newsletters, mail-
ings promoting member referral
campaigns or special events. The
savings for varying types of post-
age are enormous, as shown be-
low:

even assist a club in its at- |
tempt to convert to “Z:p- |
Code+4.” If time is ad-
equate, the use of Third
Class is still viable. In a
large mailing, the pre-
sorted savings are certainly
significant. Some clubs
have recently saved $5,000-
$6,000 per year by taking
advantage of these different
categories.

Compensation issues and

Part Il with Unemployment -Ilt-:gplfar 1st Class (.‘5382'1' TRoAYRIOS COST OF
Benefits. Part Il addressed | pre_gorted 15t Class $274  14.4% CLUB
several areas, including | 7i code +4 (1st Class) ~ $.305 479, |INVENTORY
Credit Card Fees, Bank | gy . Coded 15t Class ~ $.295 7.8% T

ance and the Cost of Em- Z.ip Code +4(3rd Clm) $.216 32.5% a number of clubs

Rick Caro

cated re-classification opportu-
nities for clubs with the utility
rates. All of these companies
receive their compensation in
the form of utility savings - gen-
erally, 50% of each month’s cal-
culated savings.

COLLECTION
AGENCY FEES

Most clubs now do an
adequate job of dunning those
members who owe money.
Most clubs either do their own
dunning with a series of 2 or 3
letters, generally 30 days apart
to account receivables, or use
an outside company to perform

ployee Recruiting.

This article will discuss a
series of other categories worth at-
tacking.

SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

Some post offices will

404 /451-3951

Imported & Domestic Textile Products

Take the guess work out of your. . . .

Satisfaction Guaranteed

QUALITY PRODUCTS
at

COMPETITIVE PRICES

I : @

Commercial Products
Authorized Distributor

cALL 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
800-241-2081

FAX 404/457-9557

FAX 800-772-6760

which operate their
own pro shops and restaurants/
snack bars. Rarely does anyone
stop and analyze the “real” costs
of operations. The use of club staff
who have other functions but as-
sist in the pro shop is seldom stud-
ied. Staff may be used in the buy-
ing of merchandise, checking it in,
sending it back, marking it up, dis-
playing it, etc. None of this time
is truly allocated if their primary
t'unclmn isa front dcsk.f'rcccpllun-

club fails to calculate the real cost
of carrying the merchandise. Ifthe
inventory level is $30,000 and the
cost of interest if the club were to
borrow is 10%, the “real™ cost of
the inventory is the out-of-pocket
cost plus this carrying cost. In this
case, it might be $3,000.
However, there are other
costs which prevent the club from
achieving a planned return on in-
ventory. There is the theft factor,
which applies to both club pro
shops and restaurants. There is the
spoilage and waste element-
mainly applicable to the restau-
rant. Finally, there is the loss of
value due to the clearance factor
and the need to rid the club of less
popular items. Often, the greatest
failure clubs experience is their
delay in not having that sale early

enough.

EMPLOYEE
ABUSE/THEFT

No one ever likes to
admit that certain employees take
for granted that club - owned items
are available for the taking. One
club years ago administered lie de-
tector tests to the entire staff (15
were full-time and 60 part-time
employees). All but four admit-

M om rmpor!an!!y, “the

ted some guilt, even if it were for
a few sodas.

Clubs have encountered
outright theft from members’
lockers. Inaddition, the less ob-
vious areas of theft relate to the
food and drink items not paid for
or actually taken after hours.
Similarly, the pro shop is rife
with opportunity for misappro-
priation. Generally, this either
occurs when lhc bulldlng is com-

affed. owever,t eclu is
pmne to theft in other areas, such
as photocopying for personal use,
removal of office supplies for
home use and personal telephone
calls - especially to long-distance
numbers. Estimates of $5,000-
$10,000 are reasonable until suf-
ficient controls are established.

UTILITY AUDIT

A clubs saw spiral-

ing utility costs during the early
1980’s when the oil crisis was at
its height, owners started to in-
vest in ways to control electric-
ity, gas and oil charges. Many
utility companies have offered
free programs to review the
club’s physical plant and provide
specific recommendations.
Some now do the same but fora
nominal charge. Almost all util-
ity companies have created re-
bate programs for club invest-
ments in various cost saving
measures (e.g.new ballasts, con-
version to different type of fix-
tures, etc.)

Recently, 2 number of
private companies have seen
great success in working with
clubs to save dollars. Some have
found overbilling on the actual
monthly electricity invoice or lo-

the same function. Once clubs
decide that a member will not pay
his previously billed account, they
seek out collection services from an
outside agency. Clubs generally
can best handle this step by turning
over the account directly to this out-
side firm and distancing themselves
from the process. This is impor-
tant since collection agencies
threaten to harm an individual’s
credit rating, possibly seek a judg-
ment against that forrncr member
orgsmlsh h:swags. All of these
threats and actions are d:slastcfu]
and ones clubs want to be as re-
moved from as possible.

The collection agency will
negotiate its fees. Generally, 50%
is the most it should receive for its
efforts, although some clubs only
offer 40%. When a case gets near
trial, some agencies want the club
to pay the legal fees (lawyers, court
costs, etc.) However, all of these
extra fees associated with any liti-
gation are negotiable. Perhaps, the
more important issue than the fees
paid to a collection agency is to se-
lect an effective firm who adheres
to laws and will work hard for the
club, even on small accounts.

The above completes the
hidden expense territory. If all four
articles (reprinted in August thru
November, 1995 in CLUB IN-
SIDER) are implemented, substan-
tial savings are available - and can
be projected with confidence.

(Rick Caro is President of
Management Vision, Inc., a consult-
ing company to clubs and an ac-
knowledged expert in club finances,
operations, valuations, feasibility
studies and club sales. Manage-
ment Vision, Inc. can be contacted
at (800) 778-4411.)

i
LA
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Cecil Spearman Sells Woman's Club

Laguna Niguel, Ca. -
Linda Cole, the Aerobic Coordina-
tor of The Woman's Club La Mesa
and her husband, Terry, have pur-
chased the club from Spearman In-
dustries and assumed operation on
November 1, 1995. Linda has been
involved with the club since it
opened on Jan. 1, 1990. Her duties
in recent years included aerobics
coordination, aerobics instructor
and pro shop owner/manager.

Cecil Spearman com-
mented, “We have had several of-
fers to buy The Woman’s Club due
to the great location and outstand-
ing aerobic programs. We sold to
Linda and Terry because of her
great relationship with the mem-
bers and her dedication to fitness
as a way of life. She will be a
great club owner and general man-
ager and the members will clearly
benefit from this change in own-

ership.”

Cecil Spearman has
now completed the sale of two
clubs and the acquisition of one
in the last three months. In Sep-
tember, he sold his John Wayne
Tennis Club in Newport Beach,
California to Ken Stuart and
weeks later acquired the beauti-
ful Monarch Beach Tennis Club
overlooking the Pacific Ocean in
Monarch Beach, California.

Spearman has merged the member-
ship of the Monarch Beach Tennis
Club with that of his flagship La-
guna Niguel Tennis Club to pro-
vide the joint membership with two
great clubs for the price of one: of-
fering 23 tennis courts, two swim-
ming pools, fitness and aerobics
areas, massage and bar and restau-
rant facilities. The Monarch Beach
acquisition gives Spearman a vir-
tual lock on commercial tennis fa-

cilities in the South Orange County,
California area. These recent sales
will allow Spearman to focus on his
South Orange County tennis facili-
ties, and it is anticipated that he will
announce in January or February,
1996, a major new thrust into man-
agement of hospital-based clubs.

The CLUB INSIDER
congratulates Linda and Terry Cole
and Cecil Spearman on the comple-
tion of this sale!

Australian Body Works Grows By 50% In '95

Atlanta, Georgia - Austra-
lian Body Works (ABW), an At-
lanta-based health club company,
has signed an agreement with Ger-
man investor, Walter Schmidt, to
take over management of The
Northside Athletic Club. The
Northside Athletic Club offers ten-
nis, swimming, fitness, aerobics and
catering facilities situated on a beau-
tifully wooded 14 acre North At-
lanta site only 10 minutes from

Games. ABW had previously
managed the fitness facility com-
ponent at Northside Athletic Club
before leaving four years ago.
Larry Dyke has been appointed
General Manager and Tracy Frick
the Club Manager.

The new deal marks a
50% growth rate in 1995 for Tony
deLeede, the Founder and Presi-
dent of Australian Body Works, as

he has increased his number of

THE STORE!
GIVE AWAY

the past 11 months. ABW is now
the largest health club chain in
Metropolitan Atlanta, providing
fitness in the metro area through
11 full-service, coed health clubs,
the first CardioTheater Express
and three ABW Women'’s Fitness
Centers, all featuring
CardioTheater. The Northside
Athletic Club will serve as the
“Premier Club”™ for Australian
Body Works. CardioTheater, the

Membership

Renewal
Referral

now being distributed worldwide
by Australian Body Works, will
immediately be installed in the fit-

ness facility within the club, Other
renovations will take place in the
next six to twelve months.

To SUBSCRIBE Send $49
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The CLUB INSIDER News
P. 0. Box 671443
Marietta, GA 30067
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cost your club to
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MEMBERSHIP SPECIALISTS
Last year our clients
averaged an

Increase of 27%
DID YOU?

Sales Makers
(800) 428-3334

SALES MAKERS
Tip Of The Month

Your club should have a clearly defined and well enforced GUEST POLICY.

The Salesmakers system defines four types of guests:

1) A guest by invitation of a membership advisor. (An appointment).

2) A guest of a current member.

A) No cost - if they have a prearranged pass from a membership advisor.

B) Charge - if a guest is with a member and does not have a guest pass.

3) Awalk in guest that would like information about the club.

4) A guest with an [HRSA passport membership card or other special
plan. They will pay only applicable fees (usually 50% of guest fee).

In all of the above cases a guest waiver will be completed at the control
desk by the guest. The guest waiver book is kept at the control desk and it is the
responsibility of the desk staff to have each and every guest who enters the club to
fill one out, clearly printing their name and phone number. While they are filling
out the waiver, the control desk should notify a membership advisor.

The membership advisor will then greet the guest and tour them. [If the
person is planning to use the club, the membership advisor should simply wel-
come them, offer any assistance if necessary, and follow-up with them the next
day.

If the guest has a guest pass and that particular advisor is not available,
the front desk will give the waiver to the next available advisor. These waivers
(leads) are like gold, each prospective member’s name and phone number costs
the club approximately $40 if not followed up.

Electronic Funds Transfer
(CHECKING—SAVINGS)

25¢ |

(Per Payment Processed)

PLUS
Payment Book and Credit
Card Processing I

CALL NOW!

-800-233-8483
Gary Piper or Jerry Mercer

Affiliated Acceptance Corporation
PROFESSIONAL RECEIVABLES MANAGEMENT

AAC...“We're Here To Work”

| 1
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SHAPING THE FUTURE OF FITHESS
DHE INNOUATIUE PRODUCT AT A TIME

INTRODUCING THE STAIRMASTER' FULL LINE OF EXTRAORDINARY FITNESS EQUIPMENT.

Since 1983, StairMaster has been commitred to one key principle

FREE INFORMATION For more information on the SrairMaster complere line of extraordinary fitness equipment, call today for 100% financing and

1-800-635-2936

to desipn and manufacture the safest and most efficient tools for achieving the maximum
benefirs of exercise. Setting the industry standard for excellence, our world famous 4000 PT* stairclimber has helped millions of exercise enthusiasts
waorldwide achieve their fitness goals. Pioneers in innovation, StairMaster now offers customers a full line of exercise mi hines which have no equal

——wﬂ‘#h“““’ stlings

00 P it

Shoulder Press

+180 degree pivoting seat allows rack to be in
front nri{‘hind body while using adjusrable

back pad for prngcr alignment of various body

widths. *Adjustable sear for perfect use of
various racking points. Oprional plate holders.
(not shown)

Incline B

30 degree angle for maximum peck isolation
without deltoid involvement *Adjustable sear
for wide range of heights *Foorrest for better
back support and upper chest isolation
'Unsque racking system combines fwd looks

ds funcrion. Optional plate
IwIdcx {not shown)

INTRODUCING

THE NEW FREEWEIGHT

F256

LINE FROM HOIST

Hack Squat

*Body conroured carriage for proper spinal alignment
*Adjustable foot position for varying isolation points
*Fully supported case hardend shafts with precision linear
bearing action *Gravity controlled lock out system
prevents accidents,

HOIST

FITNESS SYSTEMS

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

7170

Flar Bench

*11 gauge steel design *Raised foor rest for
berter back support and chest isolation *Angled
chrome racking mechanism for good looks and
safer racking for yeirs to come *Shown with
I‘i’ri{lll.il '[“Ll[t' h‘]llil'f\ ﬁ“ l".'lll'l use \rf. HI‘HII"
'lp'vlll

Decline Bench

*15 degree angle for low chest isolation with
minimal shoulder involvement *Adjustable
raised knee leg support aligns low back
allowing better pcc{:nlsolaunn *Multi sized two
pieced pad for berter body support. Optional
plate holders.(not shown)
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Degrees vs. Certifications: Another Perspective

By James M. Evans

In the early days of the
fitness industry most health club
employees did not have college de-
grees and certification programs did
not exist. Health club owners usu-
ally developed their own training
programs in an industry which was
still in its infancy.

Those early training pro-
grams were surprisingly uniform in
many ways because so many of the
owners were part of a close frater-
nity of industry pioneers who shared
a common vision of what the health
club business could become. Ray
Wilson was one of those visionar-
ies and he continues to make a sig-
nificant impact on the industry to-
day. There were others, too, who
made a difference: Bob Rice, Ken
Melby, Don Wildman, Roy
Zurkowski, Bill Hubner, Vic
Tanney, Les Workman, Bob
Delmontique, Charlie Tartella, Skip
Peterson and more.

- P v
forerunners came from similar ath-
letic backgrounds in bodybuilding
or wrestling, for example, and used
their athletic experience to spawn
workout facilities which became the
standard of the day. Ray Wilson and
the Melby Brothers were profes-
sional wrestlers and Bob Rice and
Les Workman were bodybuilders.
They did not have sophisticated ex-
ercise equipment and machines in
those days, so they designed their
own from years of experience in
weight training. Most of them did
not have college degrees either, but
they were entrepreneurs who earned
veritable Ph.D.s through trial and
error and a powerful ambition to
succeed.

Exercise programs were
developed for the basic goals of
building, reducing or general con-
ditioning with usually a set amount
of weight and a predetermined num-
ber of repetitions for each particu-
lar objective. This was an early at-

Jim Evans

training programs to meet the de-
mands of our business. Certifica-
tions became a natural extension
of many of those programs.

In recent years we have
seen the proliferation of new and
more exacting degrees such as
exercise science and exercise
physiology, but graduates in these
studies are often no better pre-
pared for employment with us
than were their early predecessors
in physical education. Many of
them who have attempted to be-
come certified to enhance their
degrees and improve their pros-

pects for employment are unable
to pass some of the certification

tempt to standardize program-
ming in a burgeoning industry
which was changing rapidly.
Training techniques were usually
based on the experience of the
owners which might not compare
favorably with today’s modern
techniques, but it was all that was
known at the time. The educa-
tional community was not yet in
sync with the needs of the indus-

~ - amerview | mquired about her

When I started in the
health club business more than 28
years ago it was often a standing
joke if we hired people with physi-
cal education degrees because we
ususally had to train them all over
again from scratch. Most had
little or no knowledge of exercise
prescription and worse, had no
knowledge of how to use our ex-
ercise equipment. They had no
business, accounting, manage-
ment, sales or other skills indig-
enous to our day-to-day opera-
tions even though they might be
able to recite the names of every
muscle group verbatim. They
were taught to work primarily
with youngsters within the context
of recreation or team sports - the
perfect scenario for someone
working in an educational envi-
ronment but not applicable to the
adult commercial or corporate fit-
ness industry. We were forced to
continue developing our own

exams despite their college edu-
cation. While this does not dimin-
ish the value of their education,
it does emphasize the difference
between what they have learned
and what is needed in the real
health club world.

I recently interviewed a
woman who was applying for a
management position at a well
known fitness center in the Mid-
west and during the course of our

Master's degree in health manage-
ment. Specifically, I asked her
about what previous experience
the instructor had in health club
management and she replied that
he had never worked in the indus-
try before but that he had written
a book about it and was, therefore,
“qualified” to teach the course.
Enough said.

Debating the merits or
demerits of certification compared
to a college degree is only divi-
sive and creates unnecessary an-
tagonism between educators and
the purveyors of certification pro-
grams. Some people imply that
certification programs are the in-
ferior and illegitimate offspring of
greed, but most certification pro-
grams would not exist if there was
not something lacking in our edu-
cational institutes in the first place.
If our educational institutes can
adapt to the needs of the industry,
certifications may one day be-

To SUBSCRIBE To THE CLUB INSIDER

Send $49 to: The Club Insider News
P.0O. Box 671443, Marietta, GA 30067

come redundant. But, for the
present, they play an important
role in the growth and increasing
credibility of our industry and pro-
vide us with a ready supply of
qualified employees. There is a
need for both.

At the same time, let us
not forget to draw on the experi-
ence of those industry veterans
who may have neither degree nor
certification, but can still contrib-
ute to our overall knowledge. De-
grees and certifications are not the
only valid credentials in today’s
workplace - practical experience
counts for something too.

(Jim Evans is Executive
Director of Heartland Health Cen-
ter in Boone, lowa and President
of Evans and Associates Consult-
ing since 1984.)

(Editor’s Note: This ar-
ticle illuminates a club industry is-
sue which impacts virtually all club
operators: how to go about recruit-
ing and hiring the right people for
the right positions. One excellent
tool comes to mind. It is an evalu-
ation system called PREP which
tests applicants for various job de-
scriptions and provides ratings as
a tool for the operator to evaluate
a person’s personality and traits for
the specific job description (such
as program director). The PREP
results serve as a tool to be used as
part of the hiring process. The pro-
gram is produced and marketed by
PREP Profile Systems in Bend,
Oregon. Information can be ob-
tained by calling JoAn Mann at
(503) 382-1402.)

Suceess hack

SERVICE PROGRAMS

your facility.

| BADDEBT -
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 -
Best in the business, and we can prove it!

08 |

KCMO 64141

Call Gary Piper or Jerry Lee

1-800-233-8483
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HRSA/ATHLETIC BUSINESS

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 IHRSA/AB SHOW OR BY PHONE AT (813) 975-1545.

i E)(TENDED TO DECEMBER 31 1995
R NEGOTIATED PRICE.

.IIIS'I' CAI.I. 'I'RACI(MAS‘I' iR |

TO TAKE ADVANTAGE OF THE 4 FOR 3 OFFER CALL: CHIP MAYBERRY: 813-975-1545
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There is no place on earth like Costa Rica!
Villa de Papagayo

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
includes an oversided deck with
swimming pool and waterfall.
There is also a spectacular great
room with 32-foot ceilings, TV,
VCR stereo and air-conditioning.

Those who have
seen the view
from Villa de
Papagayo call it
one of the most
spectacular in

Guests at the villa also have use of | the world. With
the amenities at the nearby Ocotal parrots and
Resort Hotel, which includes three monkeys in
swimming pools, tennis, scuba nearby trees one
diving, snorkeling, beach and soon realizes he
health club. orsheisina
Also available are the nature’s para-

world’s best sports ﬁshing TOE s

A

blrdwatchlng, horseback riding, whjtewater rafl:mg and various other nature
tours,

An all-inclusive plan provides all your food and drink (an open bar)
during your stay at Villa Papagayo. The staff is there to provide for your every
need and your will enjoy daily wonderful meals of fresh seafood, fresh veg-
etables and fruits like you’ve never tasted before. The villa is ideal for parties of
four, six or eight persons. Beds can be arranged as kingsize or single for your
personal needs. [ opening to

L the ocean, a
catwalk with
spectacular
views,
television,
VCR and

Slereo.

The villa has
four bed-
rooms,
WY including

il three master
suites with
ocean views,
W private
il terraces, air |
conditioning,
overhead fans
and full baths.
' A fourth

full bath and
bunkbed.

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

B o
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Nancy Georges
Ms. National Filness

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

20100 Hamilton Avenue * Torrance, California 90502 * (310) 323-9055 * FAX (310) 323-7608
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THE BODY PUMP®

A Whole New Exercise Experience

The commercial model
A40™ is the club industry’s
first integrated whole-body
aerobic conditioning system.
Your newest weapon in the
battle for market share.
The A40™ lowers user stress
by combining a natural,
biomechanically ideal body
position with maximum ROM
and precise control of
gravitational load. Result:
unprecedented flexibility and
dcceptance.
Intuitively user-friendly, the
A40™ offers intensity levels 1o
suit all of your members.
Incredibly smooth, quiet and.
durable, the A40™ takes up
lirele petc s 0 'uf

Weight assisted whbole body
stepping and squatting.

The seat
provides smooth,
gentle buoyancy

external power source to operate.
| It's priced less than you might

e think . . .and gives members
more than they expect! What
else is there?

WHAT’S NEW AT YOUR CLUB?

People want to know. Today, people have more options than ever.
And they are spending ivike crazy to try revolutionary new
exercise machines! People want something different,
better than before, not just new bells and whistles.

New hopes, new motivation, if you will. That’s the way people are.

So, what's REALLY new at your club?

‘Inventing the Future of Fitness”

fitness & medical group, inc.

1-800-474-PUMP

AEREX, Santa Clara, Ca 95051, Tel: (408) 245-9550. Fax: (408) 245-9551
©1995 AFM. All righes reserved. US PAT. #5201694 and patents pending
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The Body Pump: The Unfoldmg

By Albert Mroz

Speculation about the
fitness industry future:

QUESTION: Do public
expectations and new scientific
data signal a paradigm shift from
high stress to lower stress exercise?

ANSWER:  Exercise
clearly is moving to lower stress.....
the walking boom is a perfect ex-
ample.

Now, AEREX Corpora-
tion brings you the BODY PUMP.
The Body Pump is based on a tech-
nique used in physical therapy
called “unloading”, incrementally
reducing load on the body during
rehab. Supporting from 5 to 250

Call Us At
1-800-622-6290
And We'll Tell
You How We
Do It.

) ABc

We Can Collect
More Money,
From More of

FINANCIAL
SERVICES, INC.

P.0. Box 6800  North Little Rock, AR ?212 » Fax 501-835-0376

pounds, the user performs smooth,
rhythmic strokes in a wide range
of motion, conditioning all major
muscle groups while effectively
engaging the cardiovascular sys-
tem. Low stress squats, stepping,
leg lifts, pull ups, lat pulls and more
are all combined in one, Virtually
anyone can use this machine, from
athletes to the extremely decondi-
tioned, injured, arthritic or elderly.
"When we started this
project we wanted input from ex-
perts at the highest levels as well
as average people, so our beta test
units went to both”, says AEREX
President, Peter Zappel. Prototypes
went to Mark Grabiner, Ph.D., in-
ternationally recognized researcher
in biomechanics at the Cleveland
Clinic Foundation, Ray Wilson,
legendary fitness industry vision-

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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ary, Jerry Yost, recipient of the
prestigious President’s Council
Silver Eagle Award, and to John
DeLuna, consultant to Dr. Ken-
neth Cooper’s Aerobic Center and
Pritikin Longevity Center. “ We
also worked extensively in clubs
with all kinds of people,” Zappel
says.

“As information came in
during two years of testing, we
soon became convinced that the
BODY PUMP represented a new
paradigm, opening up new possi-
bilities for clubs, physical thera-
pists, athletic trainers and other fit-
ness specialists”. Ironically, for
that reason, we knew we had a
problem. Radical change does not
always receive instantanious ac-
ceptance,” Zappel explains. His-
tory shows that while incremen-
tal improvement to an accepted
idea is readily embraced, the ac-
ceptance of a fundamentally dif-
ferent approach (a paradigm shift)
is never automatic. Truly new
ideas always threaten the status
quo. The German philosopher,
Arthur Schopenhauer said it best
when he wrote, “ First, the new
idea is ridiculed. Second, the new

the new idea is accepted as self-
evident.” Witness HealthRider,
the biggest exercise machine sales
success in history. In the begin-
ning, that ground breaking prod-
uct was not nearly as successful
as it is now.

One of life's most vex-
ing challenges is change. The
human mind clings to the “com-
fort zone”. But, according to
Zappel, when it comes to exercise
machines, the public, unlike in-

dustry insiders, have no accepted
“comfort zone”, no commitment
to existing cquipment or ideas, no
loyalty whatsoever ! In fact, just
the opposite. Club members wel-
come change, new innovative
ideas and equipment.

Enter the BODY PUMP.
The birth of the BODY PUMP
occured in 1992 in the mind of a
fitness industry outsider with back
trouble. He also happened tobea
prolific inventor.. “My wife and I
couldn’t find a machine we could
both use for aerobics. With my
back and her foot problems from
a car accident, nothing seemed to
work,” explains Joe Zappel, a me-
chanical engineer who runs a suc-
cessful R & D consulting com-
pany specializing in automation
systems for numerous Fortune
500 clients.

Joe Zappel arrived
pennyless in 1958 with wife and
young children from war-torn
Hungary. Although he possessed
an advanced engineering degree,
Zappel initially took low paying
jobs while he studied English at
night. He landed a job with
Bq.mng and iatcr FMC where he

manager. [n 1985 Zappcl re-
tired to start his own engineering
consulting company called
AEREX. In 1992, Zappel men-
tioned his idea about a new exer-
cise machine to his son and gen-
eral manager, Peter. “ I didn’t give
it much thought at first, but after
a while, this idea of a machine
buoyantly supporting weight
wouldn’t go away. The more we
thoughl about it, the more we liked

.

Story

Now, AEREX sees the
BODY PUMP as the perfect tool
for clubs to respond to the massive
demographic shift which is taking
place. They believe the biggest
marketing opportunities for clubs
now and in the future will be the
over 40 group. And, since those
over 40 are often deconditioned
when they join a club, they feel
the BODY PUMP is perfect to sat-
isfy their needs.

For example, Jerry Yost,
director of fitness development at
the Robson Communities in Sun
Lakes, Arizona, is using the ma-
chine as part of a pioneering effort
by the Arthritis Foundation and the
Robson Communities. Over 80%
of our people are using it. It's ex-
tremely safe and gives you unlim-
ited programming capability”, he
reports. It is an important part of
the national model MAXLIFE Pro-
gram developed by Yost.

Encouragement from
club industry elite such as Ray
Wilson, Shelia Wilson, and experts
like John Rude, Jerry Yost, John
DeLuna and others, many who
have worked with AEREX from
the blaﬂ gave us motivation lo

ence on our 51(: .
explains. (Editor’s Note: Be sure
to see the AEREX ad for the new
BODY PUMP in this issue !)

(Albert Mroz is a profes-
sional magazine writer and author.
His new book, The ﬂ[m;_gd En-

di
nd C 1 !e will be
out by Krause Pub!’ican‘ans in
Spring, 1996.)

NACA Leaders Open
New Fitness Center

Vancouver, Wa. - The
Cascade Park Fitness Center, a
new 26,000 square-foot fitness
center was opened the week of
October 9, 1995. The new state-
of-the-art facility was developed
in partnership by Northwest Ath-
letic Club Association leaders,
Wayne Westwood, the
Eisenzimmer Family and Bob
Breckenridge.

The facility features
16,000 square feet for strength
training, two aerobic rooms and

a state-of-the-art cardiovascular
center. The facility will feature
Healthlinks corporate wellness
services, fitness evaluations and
orientation for new members, per-
sonal training by Body Balance,
nutritional consultation, a
children's center, snack bar, mas-
sage therapy and tanning. Mem-
bership prices will range from $26
per month to $45 per month.
The new facility brings
the club count to four for the
Eisenzimmer family with the
130,000 square-foot Cascade Ath-

letic Club in Gresham, Oregon
leading the way. Wayne Westwood
owns and operates the Griffith
Park Athletic Club in Beaverton,
Oregon. The group has been in-
strumental in building NACA into
one of the premier regional club
associations which serves many
Northwest Region quality clubs.

Good Luck to Wayne
Westwood, the Eisenzimmer Fam-
ily and Bob Breckenridge on their
new operation!

—
=
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THE SENIOR SIZZLE

By Sandy Coffman

Il’s “HOT, HOT,
HoT!mn”

We all know the statistics
by now. “In less than 30 years the
50+ market segment will increase
by 74%; the under 50 segment will
increase by 1%”"!

Those statistics refer to
our business, our industry. The
club business is positioned per-
fectly to make positive changes in
the lives of more than 76 MIL-
LION mature adults entering our
market as potential members of our
clubs. They need us, we need them
and together we can change the
world and grow our businesses at
the same time.

But, this isn’t “new”
news. It's been nearly 10 years
since our industry has known about
this market and should have been
preparing forit. In 1989 IRSA de-
voted an entire issue of CLUB
BUSINESS INTERNATIONAL
(CBI) Magazine to identifying this
market for us and challenging us
to get it. "I‘hal cha[lengc is as nlwe

have a "seruor program” mcluded
in their agenda. For the most part,
it consists of a few classes a week
that have been established one, two
or even three years ago and has
seen little, if any, growth or diver-
sity. It usually consists of a group
of older individuals who have
found security in a club (a loca-
tion), a schedule, an activity, and
perhaps one staff member on board
who they have come to trust and
respond to.

1996 and BEYOND

Aﬁer having the oppor-
tunity of presenting with John
Rude and Associates at his recent
symposium held in Eugene, Or-
egon, entitled: MIND, BODY,
SPIRIT: Tapping the Potential of
the 50+ Market, I have become
increasingly aware of how much
we have not done to date. In pre-
paring for our next symposium in
February at the Gainesville Health
and Fitness Center in Gainesville,
Florida, I've interviewed several
club owners, equipment manufac-
turers and other health care provid-
ers, such as wellness centers, re-
tirement communities and nursing
home facilities, trying to get to the
real reasons why we aren’t more
successful. Well, my observations
are quite simple; not “easy”, but

“simple.”

“Simply put”, Ithink we
have put all our emphasis on try-
ing to educate the mature market
on the benefits of exercise and
asking them to come to us, but
we have neglected educating our-
selves first on understanding the
complexities, diversities, needs,
wants and perspectives of this
enormous and growing popula-
tion. Because we haven’t taken
the time to learn about the vari-
ables of this market, we have seen
only the tip of the iceberg in re-
spect to the potential health of
older consumers and financial re-
wards for the industry. The first
step to success in business is to
learn everything you can about
your market before you promote
your product.

Don’t misunderstand
me. I'm not suggesting that we
shouldn’t educate people. I'm
suggesting that we must educate
ourselves FIRST. I'm suggesting
that there are several steps to take
in order to achieve an end result.
A step not taken dilutes the results.

OUR GENER-&L

Lcl‘s first look at our

perspective of the market. Let’s
look at the word “Senior”. What
does that mean to you? Who are
you talking to? I remember when
we first put a “senior division” in
our racquetball tournaments. It
meant “over 35 years of age”.
Then IRSA put out a publication
called the 40 Plus Market. We
then jumped to targeting age 65
and older. There even was a pe-
riod where we used words “se-
nior” and “deconditioned”
synomously. Clearly, we all know
many fit, active, older people who
would not care to respond to an
invitation to the deconditioned.
We recently seemed to
settle in on 50+. Well, 50+ is ME
you are talking about, and I don’t
consider myself a “senior” in the
sense that most people refer to
one. I am proud of reaching this
age. [ don’t feel “old”, “painful”,
“tired”, or “bored.” I'm becom-
ing aware of a few limitations, but
find them challenging. I have a
renewed commitment to over-
coming some of those limitations
and have found many friends who
feel the same way. I'm actually
taking up new activities and find-
ing new ways to enjoy old ones.

On the other
hand, there are many
older people who are in-
experienced as members
of fitness clubs; petrified
by a club’s expectations,
uninterested in a fast
paced 30 minute workout
and/or intimidated by a 90
minute power quest.
They haven’t spent the
last 20-30 years in this in-
dustry and indeed may not
ever have engaged in or-
ganized exercise routines
or recreational activities.
They probably don’t have
a group of friends eager
to jump into a new lan-
guage, physical chal-
lenges or strange environ- |

ments. They probably
don’t feel comfortable

S’andy ffman

thinking that they have to work
towards wearing a muscle shirt or
a thong to feel successful.

First, let's check your
readiness or general attitude to-
wards dealing with older adults.
At your next staff meeting have
everyone list one or two words that

immediatcly come to mind when
g ng the “senior popula-

tion”. Take note of how many
words listed are negative rather
than positive. This may be an in-
dication of why there isn’t a higher
degree of success or growth in
your program.

The two most important
characteristics in a leader are “em-
pathy” and “energy”. A good
leader can create a positive envi-
ronment within 60 seconds if he
orshe sincerely enjoys and under-
stands his/her audience. The ma-
ture adult audience, more than any
other, offers the exciting chal-
lenge of the true, pure, wholistic
need. The social and psychologi-
cal benefits of health, fitness and
wellness have never been so
clearly defined as with this popu-
lation. Fit bodies will not exist
without fit minds; and minds are
made more fit by fit bodies.... So,
let’s examine some of the basic
principles - the positive principles
- to guide our leaders.

Hire the right staff and
seek out staff training to develop
special leadership skills to effec-
tively communicate, teach and de-
velop progressive exercise pro-
grams for the mature adult. The
best performer or the most knowl-
edgeable employee may not be the
best teacher. Communication
skills, teaching skills, selling skill,
and the ability to relate to all types

of people are qualifications that
can be learned. Professional
training by knowledgeable, expe-
rienced people in dealing with and
programming to the mature mar-
ket is essential before beginning
asenior program - if you are look-
ing for success.
IDENTIFY THE
DIFFERENCES

The mature, older,
adult market did not “grow up”
within our industry. Most feel for-
eign or not accepted as the popu-
lation that belongs or is even in-
vited to participate in our pro-
grams. Therefore, more than any
other group, they look to the lead-
ership for guidance, acceptance
and sincere appreciation of their
being. None feel as though they
can or should be labeled as an
“age” or “condition”. The mature
adult niche, (senior, if you prefer),
is actually a niche within the
niches.

We have no problem
looking at our “general” member-
ship (ages 0-50) and providing
programs for them based upon
their:

*Age (Under 20-30),
(30-40), (40-50)

*Interest In Fitness -
Cardiovascular or Strength Train-
ing, Aerobic Classes, Court
Sports, Swimming

*Ability: Beginner, In-
termediate, Advanced, Experi-
enced, Inexperienced, Fit, Unfit,
Athletic, Uncoordinated

Yet, when we ask most
clubs about their “senior pro-

gram” or “older adult” program,
we find that we talk about the par-

ticipants being somewhat slow,
disabled, apprehensive, negative,
cranky, ignorant, senile and/or ar-
thritic. Many clubs feel the pool is
the only source of exercise appro-
priate for the mature market.

This is not to say that wa-
ter exercises aren’t good. They are
fantastic! But, I'd like to challenge

- | you on the marketing capabilities

and programming opportunities not

! | yet tapped.

The Marture Market
“NICHE”

*Age (40’s, 50’s, 60’s,
70’s or 80’s)

*Interests: The mature
adult is eager to learn new things,
accept new challenges and have
new experiences. Most of which
may have to be introduced and
taught for the first time.

- Court sports

- Free weights, Cardio-
vascular training, Strength training

- Unlimited exercise
classes

- Dance classes.... Ball-
room, Country Lines, Tap

i bs

- Biking clubs

- Circuit training classes

You will never have a
more willing, eager, accepting, ap-
preciative group of “students”,

*Abilities: Beginning....
Continuing... Strong.... Limited...
Younger...Older... Fit... Decondi-
tioned.... Experienced...... Inexpe-
rienced.

These are the differences
within the market. Let's examine
some similarities.

Generally speaking, you
will find the mature adult market
to have a penchant for learning.
They enjoy new challenges and
take pride in accomplishments and
personal achievement. But, we
must learn how to approach them
using language that they under-
stand and respond to and create an
initial environment that will make
them want to learn more.

Mature adults are gener-
ally very sociable and talkative.
They have an unequalled sense of
humor in that they have gained the
confidence to laugh at themselves
and with each other. They are
proud of their achievements and
respond, like no other population,
to recognition from their leader or
teacher. They like to tease and
laugh. They find true joy in move-
ment and activity. they like com-
petition, as long as everyone wins.

(See Coffman page 22)

N\
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The Simple & Powertful

Club Management System

To be t_my easier to
use, it would have
to run itself...and it

Photo-imaging Check-in
Unlimited Report Capabilities
Automated EFT

Full Service Customer Support
(Phone, Fax, Seminars)

Y. ¥R Y rY

S0, make the first call right now. Dicil 1-800-554-CLUEB

and see how easy it is to get ClubRunner working for you.

Club

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

“nner ™ JUPITER, FLORIDA 33458-8901
A 1 (800) 554-2582 / (407) 746-3392
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COMPUTER FITNESS

By Ed Gaut

If you are like many in the
fitness industry, you are more than a
little apprehensive about computers
and computerization. Afterall, you
are a fitness professional, not a com-
puter professional. Reps and sets you
know; bits and bytes are another mat-
ter. Even so, computers are becom-
ing an indispensable part of all busi-
nesses, fitness facilities included. If
your organization is not yet comput-
erized, you will probably be adding
a computer system soon. And, with
the fast pace of change in computer
technology, if you are already using
computers, chances are you will be
upgrading or replacing your com-
puter system sometime soon. Here
are a few tips to make the process of
adding or upgrading a computer sys-
tem a little more manageable.

1. SET GOALS. The first
mistake fitness facilities make when
computerizing is buying a computer
system without f'm undcrstandmg
what they hope ¢
it. You would not cmalze an emcise
program for one of your members
without first determining his or her
fitness goals. Similarly, you should
not buy a computer system without
first determining your computeriza-
tion goals.

Your goal for adding a com-
puter system might be to reduce the
amount of time you or your staff
spend checking in members. Or, it
might be to manage your facilities’
finances better. Or, it might be to
increase retention by targeting mem-
bers with promotional mailings.
Whatever your goals for adding a
computer system, be sure that you
have a clear idea of what you hope to
accomplish with the system before
you purchase it.

2. DETERMINE YOUR
CRITERIA FOR SUCCESS. Once
you have established the goals of add-
ing a computer system, it is time to
determine what criteria you are go-
ing to use to judge the success of
computerization. To continue the fit-
ness analogy, if you are setting up an
exercise program for someone whose
goal is to lose weight, your criteria
for success would be a target weight
he or she hopes to achieve. Similarly,
if the primary goal of adding com-
puters is to reduce the amount of time
spent checking members into the fa-
cility, your criteria for success might

be to reduce the number of front
desk staff by one.

3. CONSULT WITH
YOUR EMPLOYEES. Once you
have established goals and crite-
ria for success and before you start
evaluating actual computer sys-
tems, consult with the employees
who are going to be using the new
computer system. These front-line
workers deal everyday with ex-
actly the problems you are trying
to adddress by using computers,
so their input is invaluable when
selecting a system. Be sure to in-
clude at least one of these employ-
ees when visiting club manage-
ment software vendors and view-
ing demonstrations of prospective
computer systems.

The ultimate success of
computerization will depend as
much upon the people who use the
computer system as it will upon
the actual system you purchase.
By involving your staff early in the
process of selecting a computer
system, you will reduce the chance
that employees will feel you are
forcmg computers on thcm or

oompnﬁm Gettmg your employ-
ees excited about computerization
will go a long way to ensuring suc-
CEsS.

4. TALK TO OTHER
FITNESS FACILITIES. Once
you know what you hope to ac-
complish by computerizing, it is
time to begin comparing actual
computer systems. Contact club
management software vendors and
request information and demon-
strations. Most of the major fit-
ness facility publications have ad-
vertisements and listings of club
management software companies.

While club management
software vendors will provide you
with a wealth of information, you
should also contact other fitness
facilities who are using comput-
ers. If possible, find facilities simi-
lar to yours who are doing the
kinds of things with their computer
system you want to do with yours.
For example, if you want to auto-
mate personal training scheduling,
finding a facility which is simply
using a computer system for front
desk check-ins is not going to be
very helpful. You need to find a
facility which is scheduling per-
sonal trainers. Fitness facilities
will give you information about
computer systems which you will
not get from even the most honest
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and knowledgeable software
salesperson.

5. PURCHASE SUFFI-
CIENT TRAINING. To reduce
the cost of acquiring a computer
system, facilities will often dis-
pense with training on the premise
that people can just read the in-
struction manuals. This is a pre-
scription for disaster. Do not even
think about purchasing a com-
puter system without getting ad-
equate training for you and your
employees. How knowledgeable
your employees are about how to
use the software is as important a
factor in determining the success
of your computerization as the
quality of the software itself.

6. MAKE SURE YOU
HAVE SOMEONE TO CALL.
No matter how good the club
management system you pur-
chase is, problems and questions
will always crop up. Itis at these
times that you will need to call
your vendor’s technical support
staff. Pay attention to the type of
support your computer system
wvendor offers. Do they offer on-
site support or only telephone sup-
port? What hours is support avail-
able? If you are buying not only
the software, but also the com-
puter equipment from the vendor,
do they offer replacement equip-
ment while yours is being re-
paired?

Support is one area
where club management software
vendors are frequently willing to
negotiate on price. It is not un-
common for a vendor to throw in
several months of free technical
support as an inducement to pur-
chase their system. Once you
have decided on a system, be sure
to get the best deal you can on
technical support.

7. BE WARY OF
BELLS AND WHISTLES. Com-
puters can be very seductive with
lots of fancy sound and graphics.
Club management systems are no
exception. When evaluating a
computer system for your facil-
ity it is important to not get car-
ried away with the bells and
whistles and instead keep focused
on your goals.

This is difficult. Club
software salespeople love the
bells and whistles. With so many
packages on the market, the
showy features are one of the easi-
est ways that many companies

have of distinguishing them-
selves from the competition.
We have full-color member
photo at front desk check-in”, a
saleperson will tell you. “Just
run the member’s card through

the scanner and a beautiful full-

color photo of the member will
appear on the screen.” And it is
beautiful. Just looking at the
sample screen in the brochure
makes your mouth water.

But ask yourself, do
you really need full-color mem-
ber photos? How much will it
cost? How much space will all
these full-color photos take up in
your computer? Wouldn't a
black and white photo be just as
useful at a fraction of the cost?
Maybe. Maybe Not. The impor-
tant thing is to keep asking your-
self these sorts of questions.

8. ALLOW SUFFI-

FOR

CIENT TIME. In the long run,
computerizing your facility will
save you time. In the short run,
however, it will cost you time. Be
prepared to spend time not only
selecting a system, but sefting up
the system and training your em-
ployees. Adding a computer sys-
think it will. Just remember that
time spent up front getting things
right initially will save you a lot
more time and headaches later on.

(About the author. Ed
Gaut is a nationally-known per-
sonal trainer and fitness author. He
is also Vice President of Willow
Creek Publications, maker of Per-
sonal Trainer Business Manager
for Windows and Fitness Class
Scheduler for Windows, software
for managing personal trainers
and aerobics instructors in fitness
facilities.)

000000000000 RORROO000RDO0OBORRORS

*TREADWALL: The “ Eight Wonder of The &

s Exercise World”. Adjustable for all levels, 12-foot high §
o original model. $10,000 new - Excellent condition - $4,995. s

e *KEISER 9 piece chrome line with compressor - $
t $11,995 .
4 *TRACKMASTER Treadmills - 200E - $2,395; ¢
* 300-E - $2,695 @
. *LIFESTEP - $1,495 .
. *YERSA CLIMBER with heart rate control =
o $2,395 E
: *CYBEX U.B.E. - $1,495 :
o CALL (800) 800-7279 (MA) ™
........-............‘.............

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




PAGE 21 EClub __I-l_lsidel; NOVEMBER 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.
_IJ & Keep track of training sessions @ Schedule and reschedule
classes simply by arranging
ﬂ' " L 4 Maintain separate schedules classes on the screen
h-..—__ |w‘| | = 1
: — | for each trainer -
’-" P | e — € Maintain separate schedules
t | REESE | | & Print trainer schedules for a for each room and location
ol ol 2 || e E— day, week, or month :
?;_’:_L_; il & Keep track of instructor
g | = 5 . k Sl 5
lGanmnms!| 4 Quickly find a training session names, addresses, and
L L L telephone numbers

Record the days and nmes

each instructor is available

~ SCSA = . (mie - y Bl T 0‘, u
g | i [ i available instructors 041'98
G 4 Record trainer income and f,;, 14,.

. expenses

Quickly find an available
substitute instructor

_® Keep track of client names,

“~addresses, and telephone el : T J i i
numbers, & Generate invoices and receipts s o Vi o =

— for training sessions e ]

@ Record client payments T E T

Mlﬂl [ }

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

: @ Create mailing lists of clients € Easily customize a schedule’s
€ Maintain client training logs,

.  hankiing . - appearance 1o suit your needs
and print progress graphs @ Print monthly, quarterly, and | rr— PP :
s ” : yearly reports of income and e ey Tl @ Create reports of hours and
# Record client medical history expenses generated by each i 8 b e e - classes taught by each
and fitness assessment trainer e S

instructor

Item# 4004 Fitness Class Scheduler for Windows $149.95

EASY TO INSTALL!

i 1
less than 5 minutes!

Item# 3003 Personal Trainer Business Manager for Windows $249.95
(Be sure to specify the Club Edition when ordering)

= e |

System Ruqmremenu An IBM®
compatible machine with a 80386 or
higher processor, 4 megabytes of RAM, a |
hard disk with at least 2 megabytes of
available space,a 3 1/2" or 5 1/4" disk
drive, a \/(:A or SuperV(rl\ display, and
Microsoft® Windows™ version 3.1 or l:llLI'

Installs in

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 shﬂsﬁio\

30 days. We are sure that you will like it. If not, however, simply return the product to us, /lo/ ~E2N
and we will glady provide you with a complete refund. S/ \_O
FREE To order, send check or money order to [ .“/ U“C:‘(T]‘_‘éi_‘liv"““] \
SHIPPING Willow Creek Publications, P.O. Box 86032-A31, Gaithersburg, MD 20886 [y 2N |

| | ~back
T Maryland customers add 5% sales tax \ Money-back
Shipping is free and all

Pl a FOR FASTEST DELIVERY

i
'CALL 1-800-823.3488 EXT 131 “==

We are available 24 hours a day, 7 days a week. So call anytime.

\ "\ Guarantee / ,’
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i Co.ﬂ"'m n I'm getting more and more people  They include music (beyond “In
y my age to play at that level and  the Mood”)..... and laughter. You

continued from page 18 on those terms. It’s only a new -  shouldn’t run a program without

: additional - way of looking at the  laughter.

The simple answer.......
MAKE IT FUN!!!!!!

For example, I may
not be as fast in the racquet-
ball courts as I used to be, but
I now take a little more time
with my shots and I find I can
play smarter. Some of my
friends and I have recently dis-
covered that a long volley does
not mean you are a poor player.
We tend to appreciate our
stamina, enjoy the exercise
and laugh at the funny bounces
the ball takes, Is that okay?
We think so. It makes us want
to come back and play more
instead of being discouraged.

sport.... or marketing it...and, of
course, teaching it. New, differ-
ent, additional training may be a
key. Racquetball: Try it again,
for the first time!

I got a bit tired (and
sore) from years of teaching high
impact aerobics, but have re-
cently gotten renewed energy and
an exciting “high” on introducing
new, creative, fun, sillier, easier
exercise routines and classes. Oh
yes, they are progressive and ef-
fective, too. They include props,
hats and costumes. They include
equipment, apparatus and creative
weight training and stretching
devices. They include group for-
mations, routines and games.

Yes, there are may of
you that are doing a good job.
Roger Grady’s club in Newport,
Rhode Island, was running a
fabulous program for mature
adults - at all levels - 10 years ago
and has continued to grow the
program. The Courthouse in Sa-
lem, Oregon, had a regular rac-
quetball round robin group in-
structed by a 62-year-old lady that
drew more spectators than the 20-
year olds in the wallyball court.
You can’t get a court at the
Westbay Athletic Club in
Bradenton, Florida on Monday,
Wednesday and Friday mornings
unless you want to join the seniors
doubles competition and drink

EClub Insider
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your share of coffee. They are
there from 8:30 a.m. to 11:00
a.m.

The e3 (pronounced e
cubed) - Exercise, Experience
and Expedition program (de-
signed by John Rude and Asso-
ciates) at the Downtown Ath-
letic Club in Eugene, Oregon,
is an immensely diversified pro-

* |nexpensive

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 VCR. Workouts become more enjoyable.

* Works With Any TV Or VCR Audio Output
* Easy To Install

* Use With Any "“Walkman'’ Type FM Receiver
and Headphones
e Excellent Sound Quality

* Better Utilize Your Existing TV System
¢ Promote Club Functions

¢ Increase Club Profits:
« Walkman Rentals

+ 30 pay Money Back Guarantee

« 1 Year Warranty
« FCC Approved

Join the increasing number of Health Clubs presently usiqg
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

gram with participants who were eager to
share their “experiences” with the Sympo-
sium (Mind, Body, Spirit) audience this past
July.

Anyone would have a tough time
keeping up with the aerobic class at the
Courthouse in Florence, Alabama. It’s a
packed room, ranging in age from 50-90!
Although they reach a high intensity level
in their floor routines by the end of class,
they still prefer to use the first half hour to
warm up, stretch and secure their balance
while exercising on chairs. (They used to
only be able to exercise on chairs.) One lady
takes class wearing white gloves and a hat
because she gets chilled, but she’s always
in attendance.

There are many other success sto-
ries. But, not enough. :

We're getting support, too! Keiser
has made a major commitment to sponsor-
ing our MIND*BODY *SPIRIT - Tapping
the Potential of the 50+ Market Sympo-
siums in 1996. LifeFitness, NuStep,
Microfit and MedX have committed to fur-
thering education and training for this mar-
ket as well.

I think we can learn a lot from the
mature adult population, too. —

Maybe we have to take the time
to learn how to fit into their world instead
of them fitting into ours. Then we can take
the next step - to use our knowledge, ex-
pertise, resources, clubs, equipment and
creativity to teach, guide and encourage the
mature adult to live a long, happy, healthy,
quality life. No one wants or needs it more
than they do and no one is better positioned
to give it to them than we are. We need to
educate the educators and train the train-
ers.

A NEW BEGINNING

Crcating a healthier, more in-
dependent aging population is in everyone’s
best interest. Let’s begin again to look at
older adults in a whole new light so we can
better understand their wants, needs and
contributions. By incorporating these new
perspectives on aging, we will have a
clearer direction on how to effectively serve
the mature market....., it's the SENIOR
SIZZLE, it’s “HOT, HOT, HOT!”

(Sandy Coffman, a 20-year club
industry veteran is the club industries most
experienced trainer and teacher of pro-
gramming for member retention. Her com-
pany, PROGRAMMING FOR PROFIT, is
based in Brookfield, Wisconsin. Sandy may
be reached at: (414) 782-5490)
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MIND+=BODY+*SPIRIT

ARE YOU TAPPING
THE PQTENTIAL
OF YOUR
50+ MARKET?

The mid-life to older adult market
is your biggest growth opportunity.
The psychology, programs and
marketing strategies for the 50+
market segment are significantly
different than the traditional markets
you have served in the past. Don't
leave your business vulnerable to
competition and out of step with the
shifting market.

Learn the skills needed to be
successful by attending this
timely educational experience!

February 2, 3 & 4,1996 | L
GAINESVILLE FRIDAY, FEBRUARY 2
HEALTH & FITNESS | = Lesm Soew aging princpies

SATURDAY, FEBRUARY 3

* Develop effective programs for
mid-life to older adult consumers.

* Observe “live” land and water
exercise programs

SUNDAY, FEBRUARY 4

* Discover the values and motives of
mature adult consumers.

* Learn how to attract and
retain the 50+ market segment.

FEES:

Early registration (before Dec. 20, 1995)

Gainesville, Florida

/|

Sandy Coffman

President, Programming for Profit

Michael Pollock Ph.D.
Director, Center for Exercise Science
University of Florida

$325 - single  $295 - two or more, same club

Postmarked after Dec. 20, 1995

Mary Essert

President, Essert Associates, Inc $375 - single  $345 - two or more, same club

REGISTER TODAY!
or call John Rude & Associates 1-800-929-2719 for more details

Sponsored by: MedX and NuStep
WY liNeEd s{0)B) EIUINaM “Tapping the Potential of the 50+ Market”
Gainesville, Florida, February 2, 3, & 4 1996

(please print)
Last Nume First Name Middle Initial Nickname for badge
Club / Company Name Title / Position
Club / Company Addiess City State Zip Code:
Telephaone Fax
Payment Method:  Check Encloced ) Crodit Cand (check o) VISA [ MuvterCard O Ame pa s
Cardhokder' s name Signature i
Credit Cand Number | l l 1 l i [ f E | | [ l l | |j Fxp. Dute :D =]l ]

TO REGISTER Call: 1-800-929-2719 = Fax: (541) 343-3697
Or Mail: John Rude & Associates, 907 Crest Drive, Eugene, OR 97405
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Need more sales?
Need higher guest traffic?

Need more telephone inquiries?
Need high energy/no excuse salespeople?

Need help?

ADVANCED SOLUTIONS TEAM, INC.

AD

May have the answer!

*$20,000 worth of advertising
*No financial commitment by the dub
1,000 new information calls
*500 members in 8 wecks
*Normal sales maintained
cimproved competitive edge
*improved community awareness

CED SOLUTIONS TERN :

¥
o

ONE dub in a market, so be the first to get

ADVANCED SOLUTIONS TEAM, INC.
| Fitness Management, Consuiting and

Promotions

AST also provides these dient services: |

*Mecdia Buying
*Direct Mail
*Consulting
*Buyers for Clubs
eSales Incentives

«Club Analysis
800.938.0234

ADVANCED SOLUTIONS TEAM, INC.

8131 LBJ, Svite 800
Dallas, Texas 75251

the edge in your market! 800.938.0234
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ome to Atlanta,
Georgia December 7-10th, 1995
for the 10th Annual THRSA/Ath-
letic Business Conference and
Trade Show! If you are not an
IHRSA Member, you can geta
pass at the Trade Show fora $10
fee or if you would like a free
pass, send a self addressed and
stamped envelope to IHRSA,
Attn: Trade Show Passes, 263
Summer St., Boston, Ma. 02210,
IHRSA also has planned a Small
Club Forum and a Tennis Forum
which non-members are eligible
to attend for a $75 fee. Pre-regis-
tration for those Forums is re-
quired and may be made by call-
ing: (800) 228-4772.

Here is a list of some of
our advertisers who are Exhibit-
ing at the Trade Show. Be sure
to stop by and visit with them and
tell them thanks for sponsoring
The CLUB INSIDER News!

AFFILIATED AC-
CEPTANCE CORPORA-
TION- Booth #2657 - Contract
financing, EFT, credit card and
“mail-in" processing, profes-
sional collections, front desk

=i

THRSA/A
g

PLEASE maIL, pHONE OR FAX YOUR ORDER:
FausT MANAGEMENT CORPORATION

velopment: 1-800-233-8483.

A. P.ACOUSTICS, INC.
- Booth #2127 - CLUB FM systems
which provides your members with
sound from any TV Channel in FM
Sterco. By simply tuning an ordi-
nary “FM Walkman” to the desig-
nated radio channels you broadcast,
members can exercise to MTV, VH-
1, News, Soap Operas or any VCR.
Workouts become more enjoyable.

(908) 638-5134.

BEST LIGHTS, INC. -
Booth #413 with Birdair,Inc. - 400
walt and 1000-watt indirect Metal
Halide fixtures. The BEST LIGHT
has the ultimate engineered indirect
reflector which produces up to 35%
more light than any other lighting
systems, without obstructions, using
the same light bulb. Easily installs
with Chain, Pendant or Unistrut.
BEST LIGHTS use fewer fixtures,
produce more light and reduces util-

ity costs.

CARDIO THEATER -

ables members to listen to any of
up to 16 different audio visual
components (TV’s, radios, tape
decks, CD players, etc...) while
exercising on any piece of cardio-
vascular equipment simply by us-
ing headphones. The system pro-
vides entertainment to as many as
100 users simultaneously. For
more information, call 1-800-
CARDIO-1.

CLUBRUNNER -
Booth #2550 - Since 1985
ClubRunner has developed the
most powerful management soft-
ware package in the health club
industry. ClubRunner’s network
ready system includes an inte-
grated front desk check-in, POS
with real time inventory, member
and guest tracking, “in-house”
coupon and statement billing.
“Automated EFT” service and an
unlimited report generator. Call
today! 1-800-554-CLUB (2582).

HAMMER STRENGTH
CORP. - Booth - #2630 - Ham-
mer Strength manufactures plate
loaded strength training equip-
ment that offers superior free
weight feel and look with the safe-

Plate loading allows for greater
control over workloads when in-
creasing or decreasing weight.

HOIST FITNESS SYS-
TEMS - Booth #2438 - (Be sure to
see our ad page 11)

MICROFIT CORPO-
RATION - Booth # - 2132 - The
MicroFit system provides accurate
wellness profiles (including body
fat, strength, flexibility, heart rate,
blood pressure cardiovascular fit-
ness, group reports, exercise plans
and nutritional assessments). The
system is completely self-con-
tained and features on-line evalua-
tions using ACSM -accepted stan-
dards, 3-D graphic displays and
simple menu-driven operation.
(800) 822-0405.

STAIRMASTER
SPORTS MEDICAL PROD-
UCTS, L.P. - Booth #-2131 - Re-
discover the stairclimber that
started it all. The legendary
Stepmill 7000PT from Stairmaster
features a new belt system and re-
vised gear ratio that has improved
the performance of the Stepmill-
especially for larger users. The
Stepmill is now also quicter to use,

MANAGEMENT HAPPENS WITH GERRY FAUST...DON'T MISS OUT!

" MANAGING TO PRIME" by Gerry Faust. (Audio tape series with workbook)
This six-tape audio cassette series provides an in-depth discussion of management roles, managerial styles, organizational life cycles, and the process of creating
organizational changes. Done with the same style, humor, and enthusiasm of Dr. Faust's speeches on these topics, this series provides the depth that many o{ the ..';hom:r
speeches cannot. 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 patters 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.
"ExeEcuTIVE INSIGHT® NEWSLETTER" YES! 1 want to receive a FREE one-year subscription to this new quarterly publication.

YES! PLEASE RUSH ME THE FOLLOWING:

thletic Business Trade Exhibitors

do-it-yourself software, featuring
video photo imaging, scheduling,
point of sale, etc. Affiliated Accep-
tance Corporation, call business de-

but still delivers the high quality
workout and superior results its
users have come to expect. For
more information on the Stepmill,
as well as the complete line of
extraordinary StairMaster fitness
equipment, call 1-800-635-2936.

TRACKMASTER
TREADMILLS - Booth $#-
2554-2556 - IHRSA/Athletic
Business Show Special. Buy the
best treadmill in the business!
Buy 3 Trackmaster Treadmills and
get the 4th one free ! You must
mention The CLUB INSIDER to
qualify, It is the only place this
offer will appear. Contact Chip
Mayberry directly at booth #2554
at the IHRSA/Athletic Business
Show or by telephone at (813)
975-1545. Offer expires Decem-
ber 31, 1995. NOT VALID IN
CONJUNCTION WITH ANY
OTHER OFFERS OR NEGOTI-
ATED PRICE.

TREEFORMS - Booth
#520 - Drop by to see our new
solos (TM) Electronic Lock for
wooden and laminated lockers.
See our ad on page 7. Treeforms:
(800) 447-8733)

Q

10085 CARROLL CANYON RoaD, Suite 210 ::M*\N’\UING TO PRIME" . $89.95
SaN DiEGo, CA 92131 MAKING MANAGEMENT HAPPEN! $79.95
(619) 536-7970 »= (619) 536-7976 (Fax) (Please indicate number of sets ordered. CA residents please add sales tax.)
Name [ Check. Amount.
Shipping & Handling
\ charges:
o a a Ada S5 00pr st
Street Add
City/State/Zi
| = 4 Card Number Exp. date
Daytime Phone
Signature
;—— —_— —_—  — _=|
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How To Keep A Captive Audience

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

CARDIOLJ/“% Lpes

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

continued from cover

days from November 15th at a $5
per share price. The stock will trade
on the NASDAQ Exchange under
the title: BFIT.
FRANCHISE PROGRAM
- Tom Vitacco, the Bally Franchise
_ Program Director, has now obtained
Bally Franchise Licensing rights in
every state in the U.S, except for two
and Lucci expects those states to be
licensed in the near future. Lucci
indicated that there has been a lot of
interest in the new franchise program
with over 250 inquiries to date.
From those 250 inquiries, they have
received 150 applications and 25-30
of the applicants appear to meet the
Bally Franchise financial require-
ments after initial review. Interest-
ingly, they are receiving a great deal
of foreign interest in the franchise
program.

ACE CERTIFICATION -
They are preceeding with the ACE
certification training program and
it is going well. Lucci mentioned
that they are attempting to incor-
porate their new “FRIENDLY OA-
SIS CONCEPT” into the training.

NEW SALES TRAIN-
ING PROGRAM - They now have
14 trainers who are traveling the
country retraining the Bally mem-
bership sales people. The objec-
tive is to retrain every single em-
ployee within the company.

LEGAL BATTLES - |
asked Lucci his feelings about the
recently imposed $300,000 fine
and requirement for restitution to
affected Bally members imposed
by the State of Massachusetts in
settlement of a lawsuit filed against
Bally by the Massashusetts Attor-
ney General. He responded that
they were disappointed, but it was
just something they would have to
deal with. He also mentioned that
he replaced the entire management

Suceers hack

SERVICE PRO GRAMS

'NMIONTHLY
BILLING

(BY COUPON BOOK)

TWO BUCKS

Payment Coupon Payments
Processed for Two Bucks
...or LESSI

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

Affiliated Acceptance Corporation
PROFESSIONAL RECEIVABLES MANAGEMENT

AAC...“We're Here To Work”

group in the Boston Bally clubs.
CLUB CLOSINGS - 1
mentioned the three recently
closed clubs in Tampa and one in
Atlanta. Lucci explained that they
are in the process of removing
some of their clubs which are no
longer competitive and are replac-
ing them with new-up-to-date
products. He said, “ Our goal isa
quality product in everyone of our
locations.” He has brought in
Dave Tolmie, formerly with U.S.
Health, Inc. to assist in the new
location process. He explained
that they have about $30 million
on hand to work with to upgrade
the quality of their clubs and they
are having to “pick our spots”. He
indicated they will have opened
12 new clubs by years end. _
BALLY CLUBS FOR
SALE? I inquired about a rumor
floating in Atlanta about selling
off two or three of the clubs in our
area. He explained it was not true,
but that they would consider sell-
ing off some of the clubs in
smaller markets where they might
only have a few in each city.

A CLUB INSIDER
COMMENT

AI the end our conver-

sation Mike Lucci and I were dis-
cussing the challenges he is fac-
ing with this massive turn-around
effort. He quipped,” This is not
like a ski boat which will turn on
adime.” He was referring, I think,
to a previous conversation which
I had with him in which I used an
analogy about the challenge he
was facing. I compared the giant
Bally Total Fitness Company with

NEW PRODUCT

The BAR JACK was
designed by a chiropractor and
abody builder to aid in the load-
ing and unloading of weighted
plates on barbells and curl bars.
The principle behind the BAR
JACK isto lift and securely hold
the bar at the ideal height so the
user may interchange weighted
plates while using correct form

to prevent injuries. The BAR |,

JACK’S cradle fits all sized bars
and provides a deep trough for
lifting, lowering and securely
holding barbells or curl bars in
place. The BAR JACK is
contructed of steel tubing mak-
ing it very strong, yet light-
weight. It comes with a powder
coated finish to resist fading and
chipping. White is the standard

18,000 employees to a 1,200 foot
long oil tanker out in the ocean.
My comment was that on a huge
ship such as that, the Captain
might turn the ship’s steering
wheel to head on a new course,
but it would be a while before the
turn would actually develop and
the ship would turn to the new
desired course. In the case of his
challenge, the efforts of his man-
agement team and their new train-
ing thrusts will not cause imme-
diate identifiable differences in
the reputation or performance of
the company. It will take time and
it will not be easy. I think Lucci
agrees with that and | might ad,
the thought ought to be helpful in
keeping his eye on the target.

I am sure those of you
who compete head to head with
Bally Total Fitness every day
would like to see the Bally ship
sink to the bottom of the sea. I
know how you feel because I used
to be in your shoes. On the other
hand, if Lucci and his team’s ef-
forts fail and their ship does not
£0 onto a successful course, what
then? How much damage would
it do to the health club industry to
have millions of Bally's members
put into the street - empty handed
- and with nothing to show for the
money they spent to be a Bally
member? 1 think the answeris: A
hell of a lot of damage would be
done! The health club industry’s
reputation would be set back 10 -
maybe even 20 years. It would
be a black eye on our industry the
likes of what we have never seen.
And, it would not be pretty.

Therefore, at the risk of
angering some of my readers who

color, but custom colors are also
available. For convenience, two

must compete with Bally everyday,
I am going to tell you I am pulling
for Mike Lucci and his manage-
ment team to accomplish their
goals. I think if they are able to
bring the level of their operations
up in the area of ethical advertis-
ing and sales practices while at the
same time, provide their members
with great results due to the impact
of the ACE training, then all club
owners will be winners in the long
run. When you realize that there
are still over 250 million prospec-
tive members out there in America
who aren’t health club members
and who could and should join,
then you will feel better about the
idea of the Bally Total Fitness
clubs being successful in their ef-
forts to improve their operations
and reputation. For those of you
who have been reading The CLUB
INSIDER News since we began
publishing two years ago, [ know
you realize that 1 have been on
Bally’s case in a major way. 1 pub-
lished what I published over a year
ago because it was the truth and
because | knew then and I know
now that Bally was hurting the
health club business for all of us
when they would have to go'to
court and the press would report it
to all of those potential members
out there. Now, [ feel that Mike
Lucci and his Exccutiye Commit-
tee have developed a good plan and
Mike is giving his very best effort
to this challenge. And, just be-
tween you and me, since | am.a
former football player J.no;-‘l'%'ld
not bet against him. Determina-
tion is one thing those of us who
played the game learned very well.
Good luck Mike!

ommended. For more information
or to order, call 1-800-644-

BAR JACKS per station are rec-

JACK(5225).
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A FREE
ONE-DAY SEMINAR

Fithess - Wellness - Exercise

Understanding the
Challenge of
Orthopaedic Spinal
Rehabilitation

Hosted by the University of

Florida through the ' e
College of Medicine

You are invited to attend a free one-day
seminar red 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

E ﬁ B For more information call 800/582-9771




For a Clear Shot at

No One Even Comes Close!

Brilliant
Energy

' Saving
Technology

400 & 1000 Watt Indirect Fixtures
> Gyms

> Indoor Tennis
> Air Structures

Adaptable to all systems!
Financing and leasing available.

BEST

LIGHTS, INC.
Brilliant Energy Saving Technology
1-800-KIL-A-WAT

1-800-545-2928 = Fax: 810-589-0134 _
/“'/

For Insulated Ceilings . . . Call Our Other Company
COMMERCIAL

Riontne_1-800-423-0453




