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1, 2 & 3 user systems

also available at

low lease rates.

Call Today!

CONSIDER THIS YOUR PERSONAL TRAINER

NEW RCM2001 WITH WINDOWS® PUTS
MORE MUSCLE IN YOUR EFT AND CLUB
MANAGEMENT SERVICES.

CheckFree's RCM2001-The Next Generation™
introduces a new Windows®-based system of
hardware/software/EFT services for easy manage-
ment of your entire financial, operating and
membership management functions.

RCM2001 helps increase member retention,
steadies your cash flow, lowers billings costs,
reduces delinquency rates, and gets your bottom
line in shape—pronto!

With advanced features like membership account-

ing, front desk control with usage tracking, and
EFT, RCM2001 frees you from accounts receivable
hassles associated with the financial management
of your club. RCM2001 is also flexible, running on
virtually any platform: DOS, Novell, Windows NT,
SCO Unix, and SCO Open Server System V.

Plus, RCM2001 is brought to you by CheckFree
Health & Fitness Services—a pioneer in secure
electronic payments since 1981, and the leading
provider of electronic funds transfer (EFT)
services to the health and fitness industry.

For more information on RCM2001 with
Windows, or for a remote demonstration,
call us at 1-800-242-9522 or e-mail
rem-info@checkfree.com.

Check{free
Health & Fitness Services

CheckFree Corporation is an IHRSA Vanguard
member and proud sponsor of the

IHRSA Institute

Visit our Home Page on the World Wide Web at
http://www.checkfree.com.

=

POWERED &Y

PROGRESS.

Windows is a registered trademark of Microsoft Corporation
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JOIN THE CLUB!

By Norm Cates, Jr.

If you are a club veteran
of many years, you can probably
remember the days when you first
entered the club business. Ido. Or,
if you are just getting started, you
should read this so you will be bet-
ter prepared for what you will face
in the club business before and af-
ter you open. Some of us lacked
the business experience and back-
ground to set up and administrate
the collection, accounting and
other financial matters of the busi-
ness and found ourselves * chas-
ing our tails’ at a rapid pace. Over
the years, Pete Kight, the Founder
of CheckFree Corporation and
Dick Mitchell, the Founder of
RCM Systems, Inc., helped stop
that chase for many club owners
across North America,

Millions and millions of
dollars are lost in the health club
industry every year by club own-
ers/operators who have failed to
establish and operate the necessary
collection systems, member iden-
tification, membership accounting,
marketing management and usage
tracking systems. Just think about
it. Each month, literally thousands
of very important transactions take
place in the average club. Those
transactions include dues collec-
tions, membership documentation
and record keeping, membership
income accounting, membership
and guest communications and
mailings, daily usage tracking and
the list goeson. Alltotalled, these
many transactions boil down to
huge sums of money for each club
on an annual basis. From the be-
ginning, the highly successful
clubs do it right and do it right over
and over, year-in and year-out. The
less successful clubs fail to recog

Club Insider News
Celebrates Third

Anniversary

Brcak out the cham-
pagne! Isn’t it amazing how fast
time flies! This month marks the
end of our third year of publica-
tion!

I would like to thank our
advertisers, our contributing writ-

ers, our paid subscribers, my Dad,
Norm,Sr. and his wife Louise, and
Dr. Gerry Faust and the members
of the Faust Executive Roundtable
#1, for their support and contribu-
tions over the past three years.
We will look forward to

serving you all in the future!

nize the need for sophisticated sys-
tems and fail to invest the most im-
portant dollars they can invest in
the club business in this very im-
portant area of club operations.

CHECKFREE
CORPORATION
GROWING
AGGRESSIVELY
TO SERVE CLUBS

Pcic Kight created the
CheckFree Corporation in 1981 to

om back row, far left) Ken Dray, Victor Pezzi,

collect health club dues via Elec-
tronic Funds Transfers. His
CheckFree Company has grown
dramatically since that time and
went puble on September 28,
1995, going from 400 employ-
ees to more than 1300 in a span
of one year. In the last year,
CheckFree Corporation has ac-
quired Servantis Systems, Inc.,
Security Interactive Solutions,
Inc. and Intuit Services Corpo-
ration and has established itself
as the nation’s leading provider

e

of electronic commerce solutions.
In 1995, CheckFree processed
more than 79 million transactions,
moving $15.4 billion.

The Health & Fitness Di-
vision of CheckFree, headed by
Dick Mitchell, has earned the repu-
tation of being the leading club
management software provider for
the health and fitness industry.
CheckFree’s Health & Fitness Di-
vision continues to lead the indus-
try with the partnerships it has de-
(See Join The Club page 8)
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For 16 months we have
provided you with a monthly free
copy of The CLUB INSIDER
News. This was done at signifi-
cant expense... expense which con-
tinues to rise.

We hope you have en-
joyed receiving The CLUB IN-
SIDER News and have been able
to use the publication to improve
your business and stay abreast of
what is happening in the health,
racquel and sportsclub industry.

By reading The CLUB
INSIDER News every month and

using the ideas and concepts de-
livered by our excellent contrib-
uting writers, you are better pre-
pared to stay ahead of your com-
petition.

Unfortunately, we must
discontinue the regular free
monthly editions.

So that you may con-
tinue to stay close to the latest
industry news and innovations,
we invite you to subscribe today.
Just $49 for 12 editions or $79
for 18. For your convenience we
have enclosed an invoice for you.
All that is needed is for you to

complete the form and mail a check
for $49 or $79 or charge the sub-
scription to your American Express
or Discover Card.

We have enjoyed the op-
portunity of providing you with the
publication that "Tells It Like It Is,"
The CLUB INSIDER News. We
hope to continue to do so in the fu-
ture,

Our very best regards,

Norm Cates, Jr.

Publisher and Editor

The CLUB INSIDER
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THE INSIDER SPEAKS

 EDITORIALS ¢ "INSIDER MAIL"

COMMENTS -

IHRSA 'VALUE CHECK'"

mcc we began publish-
ing The CLUB INSIDER News in
December, 1993, we have devoted
a significant amount of ink to
IHRSA - The International Health,
Racquet and Sportsclub Associa-
tion.

We support the Associa-
tion and have promoted member-
ship in the organization to you, our
readers, whenever we have the op-
portunity.

“"Perceived value", as we
all should know in the club indus-
try, is what the consumer thinks of
that product in relationship to what
he or she pays or is asked to pay for
said product.

The *perceived value’ of
IHRSA membership varies depend-
ing upon the interest level and par-
ticipation of the Association mem-
ber.

It appears that the growth
of IHRSA Membership is on the
upswing internationally and may be
somewhat stagnant in the U.S.

If that is the case, maybe
it would be a good idea to have an
‘IHRSA Value Check’ so that our
readers know exactly WHY it
would be a good idea for them to
join IHRSA now, and if they are
IHRSA Members, WHY they
should stick with the Association
and support it with more active par-
ticipation.

WHY JOIN AND
MAINTAIN IHRSA
MEMBERSHIP?

Our industry is ap-

proximately 60 years old. During
the first 45 years in the history of
our industry, very little was done to
professionalize the industry. Since
IHRSA was founded in1981, more
has been done to professionalize the
health, racquet and sportsclub busi-
ness than in the previous 45 years
combined. How has this happened?

It has happened in many
ways:

IHRSA BENEFITS
AND FEATURES

IHR SA was the first club
Association in history to do the fol-
lowing:

+Adopted a Code of Con-
duct and Membership Pledge by its
membership.

* Produces Annual Indus-
try Data Survey for its member
clubs to help them understand the
financial end of their business.

* Provides two annual
conventions for its membership...
one Annual International Conven-
tion & Trade Show and one An-
nual IHRSA/ATHLETIC BUSI-
NESS Sales, Marketing and Pro-
gramming, Convention and Trade
Show.

* Publishes a 4-color
magazine for the membership
called Club Business International
(CBI).

* Set and enforces stan-
dards for member clubs.

» Established a summer
University Program for Manage-
ment Level employees. (IHRSA
Institute).

* Created a group buying
program for member clubs.

« Establish a fully staffed
government relations and legal as-
sistance department for members.

* Created a Fitness Club
Network to provide a connection
between IHRSA Clubs and
HMO’s,

* Established the IHRSA
Institute on Exercise and Health to
provide research on all aspects of
exercise and health.

* Conducted a consumer
outreach program called Commit
To Get Fit.

* Funds numerous re-
search projects and publications on
the health club member and the
benefits of regular exercise.

« Established * The Fund®
a coalition of IHRSA Members
united to oppose tax-exempt and
non-profit competition.

+ Publishes ‘Fair Game’ a
Newsletter to update activities of
“The Fund.’

* Created a significant
Resource Center for IHRSA Mem-
bers to provide a source of
eductional materials.

IHRSA also provides
the *Passport Program” which is a
world-wide reciprocal usage pro-
gram for members of participaring
IHRSA Clubs.

In addition to the many
services and results-oriented things
that IHRSA does, it has also been
very supportive of the network of
Regional Club Associations, the
Fitness Products Council, the
American Council on Exercise, the
President’s Council on Physical Fit-
ness and Sports, the American Col-
lege of Sports Medicine, the United
States Tennis Association and many
other organizations.

Collectively, IHRSA and
these many other fine organizations
have moved our industry forward
with giant steps over the lasl 15
years,

So, if you have ever been
a member of IHRSA and have
dropped out, maybe it would be a
good time to consider rejoining
and getting involved. And, if you
have never been an IHRSA Mem-
ber, now is a great time to get in-
volved, as in December in Or-
lando, Florida, where IHRSA will |
hold its 10th Annual Sales, Mar- |
keting and Programming Conven-
tion. And, in April, 1997, in San |
Francisco, IHRSA will host its |
16th Annual International Con- |
vention and Trade Show. These |
conventions will provide you with |
several positive resulis: (1) You |

will have your choice of many ex- | =

cellent educational seminars pre-
sented by club professionals who |
contribute their time and energy

to make our industry better. (2) [

You will have the chance to net- Yaaic
work and make new friends with e

club owners and managers liter-
ally from around the world. That
alone makes every convention trip
worthwhile. (3) You will have the
opportunity to attend the Trade
Shows and see the latest and fin-
est of technology and equipment
for our industry. (Membership in
IHRSA is not required to attend
the Trade Shows, but you really
should not miss the learning and
sharing opportunities provided by
membership and attendance at the
convention seminars.)

There are a lot of terrific
people involved in the IHRSA op-
eration. Over 15 years, there have
been several hundred club own-
ers and managers that have served
as [HRSA Board Members. And,
the IHRSA Staff is composed of a

group of true professionals who
make IHRSA their passion and do
a terrific job.

By joining IHRSA now,
you can attend the Conventions
and Trade Shows and learn more
and more about your business.

Norm Cates’

EClub Insider

Subscription Form

Name (s):

And, no matter how long you have
been in the business, it is a good
idea to do that.

To connect with IHRSA,
just call: (800) 228-4772. You
can’t go wrong!

Attach List For Additional Subscriptions

Club Name:

Address:

City, State, Zip:

Telephone:

$49 Per Year

Provides 12 CLUB INSIDER Issues Delivered
| Monthly to U. S. & Canada

International - $199 (U. S.) Per Year

Check Enclosed or ___ Charge My:
American Express: Exp.
Discover: Exp.
Authorization

| P.0. Box 671443, Marietta, GA 30006-0025 or Fax: 770-933-9698

OR Call Toll Free Hotline 1-800-700-2120

The Surgeon General
has determined that lack
of physical activity is
detrimental to your health.

Copyright © 1996 CLUB INSIDER, INC. All rights reserved. Material may not be copied in whole or in part in any form whatsoever.
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*‘NORM'S NOTES:

KAREN

WOODARD, the President of Pre-
mium Performance Training and
JANET LOSSICK, the Vice Presi-
dent of Los Caballeros Sports Vil-
lage in Southern California, two of
the sharpest and top professionals
in our industry, hosted a workshop
and Executive Roundtable for
Women In the Industry at the recent
Chicago Club Industry Show. The
sessions were provided under the
auspice of * VISION INACTION,
(VIA) a foundation that Woodard
and Lossick founded five years ago.
The purpose of VIA to support,
nurture and empower both the pro-
fessional and personal growth for
women in the industry and create a
dynamic process to turn their vi-
sions into action. The response to
the workshops and roundtable were
strong especially with the introduc-
tion of the VIA Mentor/Protege
Program. For more information on
VIA or Mentor/Protege Program,
send a self addressed envelope to
Vision In Action, 711 Heliotrope,
Corona Del Mar, Ca. 92625

RAY WILSON of 24
Hour Fitness (Formerly Family
Fitness and 24 Hour Nautilus) has
done a lot in his nearly 70 years of
life, but this may top it all. Recently
when the fires hit the Carlsbad/
LaCosta, California area, Ray’s son,
PACKY WILSON’s brand new
home got into the path of the wind
driven fires. Ray, his son PERRY
WILSON and Son-In-Law, JUS-
TIN, went to the scene and found
the fires lapping at Packy's two
neighbor’s home and precariously
close to Packy’s new home. Ray
and the guys pulled out the hoses
and fought off the fires from both
of the neighbor’s homes and
Packy’s home, saving those three
properties from the raging fires
which claimed over 70 homes in the
neighborhood. Incredible! To give
you the idea of the kind of guy Ray
is, I spoke to him about two weeks
ago and he didn’t even bring it up,
I learned about it from MARK
MASTROYV at the Club Industry
Show.

MARK MASTROYVY, the
President of 24 Hour Fitness, in-
forms me that they have recently
acquired 16 facilities making their
current total: 135 clubs. They
bought 12 Gold’s Gyms in Hous-
ton and Dallas, Texas from
BRUCE NICHOLS, RICK
ZIMMER and MIKE
SCHNAKENBERG. Following
their plan for acquisitions, Mastrov
cxplained that the former partners
will stay on with the company and
continue to operate the 12 locations
and will be involved in future ex-
pansion plans with 24 Hour Fitness.
Mastrov also revealed that they had
just bought four of MIKE
TALLA'’S Sports Connections in

Southern California. 24 Hour Fit-
ness will operate them. I discussed
the future of BALLY TOTAL
FITNESS with Mastrov and he
says, “I think Bally’s will be fine.
I'hold Bally Chairman, ARTHUR
GOLDBERG in the highest re-
gard and | think he is a brilliant
businessman. [ think they will
raise the capital they need and they
will be fine.”

TONY de LEEDE, co-
owner of Cardio Theater, hosted
a reception for the many club in-
dustry manufacturers and suppli-
ers that provided equipment and
services for the first ever OLYM-
PIC VILLAGE HEALTH
CLUB. The facility, located
smack-dab in the middle of the
Olympic Village at Atlanta’s Cen-
tennial Olympic Games, served
an average of 500 users per day
during the Olympic Games.
Tony’s Cardio Theater Company
has come out with new wireless
technology which should make the
already very popular Cardio The-
ater systems even more popular
with club operators.

Congratulations to 10
year old AUSTIN NIETO for
winning the leadership award for
1996 on his football team, the
Winnetka Eagles! [ spoke to
AUGIE NEITO, Austin’s Dad
and the Founder and President of
Life Fitness at the Club Industry
Show in Chicago and you will
never find a prouder Dad. Way to
go Austin and keep on leading ‘em
just like your Dad does!

Speaking of football,
JUSTIN CATES, 11, my son,
(just-in-case you forget his name,
just remember- Justin Cates), fin-
ished his first year of football with
avery good performance in his last
game of the season. Way to go
Justin C.! He is a 6th grader, play-
ing on the Walton High School
Raiders 7th grade team. You will
notice a classified ad in this issue
from the Walton High School Fa-

i / .:4t

Justin Cates, 11

cilities Foundation. The Walton
High School Booster club has just
built a new field house and they
have a 3,000 square-foot weight
room we are trying to equip with
flooring and used weights. In 1985,
| donated 16 Nautilus Machines to
my high school in Rome, New York
and wrote off the depreciated value
of the equipment as a donation.
Since the organization that built the
fieldhouse is the Walton High
School Facilities Foundation, Inc.,
you can legally write any donation
of ewuipment off of your personal
or club taxes for 1996. Give
MAURY STEAD a call at: (770)
319-9889.

CARL PORTER is a
good friend and the President of
Michigan based MED SPORTS,
INC,, the operator of the awesome
170,000 square-foot, Michigan
Athletic Club in East Lansing,
Michigan. He told me about an ex-
pansion of the hospital owned fa-
cility that he has under way. Get
this! The expansion of facility will
add 100,000 square feet and will
cost nearly $9 million! Can any-
body out there top that one fora club
expansion plan? Good luck Carl!

I spoke with RAY
O’CONNOR of The Waukesha
Athletic Club and JOHN
GEBHARDT of the Lake Coun-
try Racquet Club and KAY
YUSPEH in Chicago and learned
that even though they were success-
ful in blocking the Waukesha Hos-
pital from building an $11 million
tax-exempt health club, the hospi-
tal is going ahead with the project
using other financing. Looks clearly
like a sham to me — in that [ would
expect the hospital to try an “end-
run” and try to switch the status back
to a tax-exempt status. If they try
that, I'll bet that Congressmen,
Gerald Kleczka and F. James
Sensenbrenner will have a thing or
two to say about that! Give ‘em hell
boys!

Speaking of The CLUB
INDUSTRY SHOW in Chicago,
congratulations to TOM MOR-
GAN and TERRY MOFFATT and
their team for delivering another
excellent Conference and Trade
Show!

DAVE PICKERING
heads up IHRSA’s Corporate Fit-
ness Network and is getting some
reallY terrific results for the partici-
pating IHRSA Members. Next
month we will have a report on what
Dave's IHRSA Corporate Fitness
Network has been able to accom-
plish.

My apologies for the de-
lay, but I'm late on the report on the
new Legislation that is being passed,
I'll have that report in the next edi-
tion.

,,.?;-‘u,.- ) - T LT

Norm Cates, Jr.

EXPANSION IN
HONG KONG

Average weekly commission over
$2,000 per week (U. S. dollars)

WORLD'S #1 FITNESS CENTER
looking for only the best.

Hong Kong's new Ray Wilson California
Fitness Center is looking for
professional salespeople.

Tremendous location in Hong Kong's top
financial area with rent of $156,000 (U. S.)
per month for 31,000 square feet.
Over one million dollars (U. S.)
of fitness equipment.

Y ou must be a great closer with

an excellent, stable track record

(we will verify all) and have an
adventurous spirit. Come to Hong Kong.

There has never been a bigger
opportunity, as we are going
to expand throughout Asia.
Get in on the ground floor for our
development of the Asian market.

Contact Eric Levine at Fax number: 011-852-2805-5462
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MICROFIT'S HEALTHCARE CONNECTION
THE CLUB NETWORK TIDAL WAVE

Don't Shoot The Messenger

inevitable that they would have to
become part of a network of clubs
to remain in business in the future
and become a preventive provider
to an MCO. They also became
upset because they realized that
they potentially could lose some
control of their businesses and
might have to capitulate to the
desires of a MCO attempting to
secure services and membership
for its large subscriber population.
In other words, an MCO presents
club networks with somewhat of
an ultimatum, in that the network
of clubs will have to provide qual-

By Neil Sol, Ph.D.

I recently had the oppor-
tunity to present a seminar to health
club professionals on the growing
phenomenon of health clubs devel-
oping into preventive provider net-
works to fulfill the needs of health
insurance company's managed care
plans. In giving this presentation, |
experienced an interesting reaction
on the part of the attendees. Many
were getting upset that it might be

FRIDAY
REPORTS.

Weekly Marketing Insights For The
Club Industry

The only “how-to” FAXletter for club owners,
general managers & sales/marketing directors!

Immediately-useable marketing action ideas in
each issue!

We do research; you reap the benefits!
We research 100+ business periodicals for you!

Plus! Plus!

Plus!
pecial, In-depth Reports eac

Fax- to: ; : y
2129874227

A publication of
Club Market Vision _,

177 East 87th Street, Suite 301, New York, NY 10128
(212) 987-4300

ity preventive services and mem-
berships at preferred pricing (dis-
counts) or the MCO will direct
their subscriber to another club
chain or network.

The discomfort | ob-
served in these club profession-
als seemed to not only arise from
the possibility of an MCO ulti-
matum, but also from the idea
that all clubs in the network are
not equal in provision of quality
services, However, by virtue of
being part of the network and
signing a contract with the MCO
purchaser, all clubs will be per-
ceived as equal and will receive
similar payment for member-
ships and services rendered.
Additionally, to gain access to
the large subscriber population
the MCO offers, the club mem-
ber of a network would have to
decrease their prices, risk high
club utilization from members
paying a discounted fee and limit
the amount of club space avail-
able to full paying non-MCO cli-
ents.

The club professionals'
concerns as they relate to these
issues about networks is cer-
tainly understandable. However,
my role in this seminar was to
offer insight to the future poten-
tial of large purchasers dictating
to clubs on pricing and quality
as they do and have done to the
medical industry.

Clubs forming into net-
works to support the needs of
MCOs is a current reality. Club
networks have and are forming.
We cannot and should not turn
our backs to this eventuality. The
Arizona Fitness Network, Colo-
rado Fitness Networks and the
IHRSA Network currently exist
and are operational with
contractural relationships with
numerous health insurance
MCOs.

Additional private
companies are popping up in our
industry organizing club net-
works and representing these
networks to insurance companies
and other purchasers throughout
the country.

The future suggests that
like physicians and hospitals,
clubs will be members of pro-
vider networks; listed in com-
pany directory; and subscribers
will be incentified to use network

(club) providers to obtain
the financial and pro-
grammatic benefits of the
pre-negotiated relation-
ship.

Becoming part
of a network is however,
NOT.... I repeat NOT, a
requirement for your club.
You can choose to be in-
dependent. The choice is
strictly a business deci-
sion. If you believe your
club offers better quality
and is a step above your
competitors and enjoys a
relationship where you
believe members will
want to pay full price for
your services and mem-

bership, it probably is best

Neil Sol, Ph. D.

that you pot become in-
volved in a club provider network.

Individuals who have pur-
chased health insurance with com-
panies that offer club networks
have the option and the right to
purchase services outside of the
network. If asubscriber in this situ-
ation obtains services from a club
out of the network they would have
to pay more and may nol receive
any reimbursement. It is important,
however, to note that the insurance
company who is the primary payer
for this service will disincentify
their subscribers from purchasing
services outside the network by re-
quiring a higher co-pay or full pay
from the subscriber. Additionally,
you can bet that the insurance com-
panies will not promote out-of-net-
work clubs to their subscribers be-
cause of the additional expense.
The out-of-network club would
have to promote itself (at a signifi-
cantly higher expense) and hope
that the MCO subscriber can dis-
cern quality and a difference in ser-
vices between their club and one
in the network and that the differ-
ence is worth the additional ex-
pense.

Social, recreational and
dining type clubs that have a coun-
try club feel probably will be insu-
lated from needing to join a club
provider network because their
member will probably self pay for
the membership and not consider
their club membership as some-
thing that would be subsidized by
their insurance.

However, the generic fit-
ness club will not be as well insu-

lated from MCO demands. Their
leverage with clubs will be the large
population of people they are pur-
chasing services for, their willing-
ness to create their own club net-
work of providers and their will-
ingness to direct their subscribers
to another network other than
yours.

This sounds like a scary
proposition. The club has to join a
network or become a passive by-
stander in this wave of change. It
comes down to a decision to join a
network or stay indepedent.

It does not, however, have
to be where the club is controlled.
If clubs organize into networks,
establish quality criteria that must
be achieved for membership in a
network and approach the MCO
with an attitude that we offer a ser-
vice and commodity that will be
beneficial to the MCO, we will be
able to dictate our destiny. The
network can then obtain fair pric-
ing although preferred for the ser-
vices rendered. However, if we put
our heads in the sand and not ac-
knowledge the potential of this
change to our business, we will
surely get the short end of the stick
and be at the mercy of the insur-
ance company and any other large
purchaser, such as hospitals and
corporations.

Although the health insur-
ance industry is a big industry,
much larger than the club industry,
we still can negotiate on an equal
footing because we have services
the MCO needs (for their sales and

(See Neil Sol page 14)
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Upgrade to Interactive

Fitness Assessments.
----It’s This Simple---

I Simplified interactive operation.
State-of-the-art performance and
s curacy. Real-time graphlc displays.
ﬂexlblhty of modified tests and reporti 3 functlon
Powerful client database and contect (s
; features. Customized | EENRSE—
! \w-‘ B} cercise plans. Umque H..
A s e elness appraisals

o  The perfect tool or testing and retenrion.

For Version 8 call 800 8220405 gt
MIC RO ES
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1. Make your: traadm’lls last longerand draw
lower amps using our amamng new NGS

2. Stop losing weight selector pins
by installing NGS Weight
Selector Pin Leashes.

3. Use NGS Replacement
Belts and Decks. Ours last
longer at a fraction of the

4. Try our Replacement Grips
for StairMaster, LifeStep,
Trackmaster, and ClimbMax.
They're long lasting, -
inexpensive and easy to
install.
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5. Call NGS for electronics repair for StairMaster 4000PT,
Lifecycle (most models), Gauntlet, Gravitron,
- LifeRower, ClimbMax; LifeStep, Trotter and

Trackmaster.

Trackmaster.

questions.. .

6. Use our quality replacement parts for
StairMaster, Lifecycle, Tectrix, ClimbMax,
BikeMax; Airdyne,; DX 900 and

7. Call our toll-free number 1-800-
GYMPART (496-7278) for FREE

e technical support on all commercial
I fitness equipment.

8. Contact us by faxat 310.287-1747

or on the internet at
gympart@primenet.com with your
replacement part and‘maintenance

CALL 1-800-GYMPART FOR
AF EMALIIG OF PRODUCTS
CE YOUR ORDER

Join
The Club

continued from page 3

veloped with Life Fitness, MicroFit
and Collectech.

CHECKFREE
AND LIFE FITNESS

To provide club owners/
operators with greater efficiency,
CheckFree has also established
working relationships with Life Fit-
ness to establish front desk check-in
systems which interface with Life
Fitness’ LifeCenter® interactive fit-
ness system, a multimedia kiosk that
makes it easy to create customized
workout programs for all fitness fa-
cility members." “The connection
of these two systems eliminates the
need for club members to check-in
at both the front desk and the

TO HELP KEEP IT
STRAIGHT, SEE OUR
AD_ : ON paGE27 -

e Club Marketing &
[ Services
235 N. Las! Chance Guich
Hedena, Montana 58601
A06-449-5553 or fax 406-445-0110

g
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LifeCenter kiosk,” said CheckFree
Health & Fitness Services Vice
President, Dick Mitchell. “ Mem-
bers simply swipe their member-
ship card through CheckFree's
system when entering the club, and
an electronic message is automati-
cally sent to the LifeCenter system.
The LifeCenter system registers
the club member and makes avail-
able his customized computer
workout”, adds Mitchell.

CHECKFREE AND
MICROFIT

CheckFree has estab-
lished a working relationship with
MicroFit which will interface
Microfit’s Computerized Fitness
Evaluation Systems with
CheckFree's club management
software products. “Creating this
link between the systems allows
clubs to offer their members the
most advanced services, without
creating a lot of extra non-produc-
tive work for the club owners,”
comments MicroFit Vice Presi-
dent, Rob Rideout. “With this link,
member information will be en-
tered in CheckFree's club manage-
ment system once, and then eas-
ily transmitted to the MicroFit sys-
tem so that members enjoy the
most accurate fitness evaluations
available today, without taking
club owners and personnel away
from other facets of growing their
business,” adds Rideout.

CHECKFREE -
FIRST CREDIT AND
COLISE CTE SC H

Tu enhance the collec-
tion capabilities of clubs,
CheckFree has established a rela-
tionship with First Credit Ser-
vices, the leading collection
agency for the health and fitness
industry that will allow club own-
ers to electronically send member-
ship contracts to collections and
with Collectech Systems, Inc.,
that provides third-party collec-
tions and first party customer re-
tention services.

CHECKFREE AND
RCM %]\’% TEMS,

In July, 1992,
CheckFree acquired RCM Sys-
tems, Inc., which was owned by
club financial veteran, Dick
Mitchell. Dick Mitchell has long
been recognized in the club indus-
try as the greatest computer mind
in the business. He has been a
leader in the NCCA (National
Court Clubs Association) and
IHRSA (International Health,
Racquet and Sportsclub Associa-
tion) as its Chairman of the Asso-
ciate Membership Committees.

From the union of
CheckFree Corporation and RCM

Systems, Inc. was spawned the
CheckFree Corporation’s Health
& Filness Services Division.
The Health & Fitness Services
Division provides a number of
financial services for clubs in-
cluding the new RCM2001-THE
NEXT GENERATION ™,

THE RCM2001 -
THE NEXT
GENERATION ™

RCMEOO] - The

Next Generation™ was devel-
oped with one goal in mind: to
make the club more profitable.
It’s a total system combining
hardware, software and Elec-
tronic Funds Transfer (EFT) ser-
vices with simple, efficient, cost-
effective club management,
And, its equipped with Windows
for greater automation.

The five major func-
tions of RCM2001-The Next
Generation ™ are:

Electronic  Funds
Transfer - You manage the elec-
tronic funds transfer of your
members’ fees from their check-
ing or credit card accounts. [t
also provides direct deposit of
your receivables into your busi-
ness account and automatically
updates members’ payments
and/or returns in-house.

Membership Database
- Organizes and tracks all mem-
bership information, permitting

retrieval by member name, num-
ber or bar code.

Membership Accounting
- Performs all accounts receivable
functions, including daily cash re-
ceipts and charges, monthly/an-
nual membership billing and on-
line transaction history.

Marketing Management
- Allows you to fully analyze your
membership and guest files for
special marketing programs,
trends and demographics. You can
also produce lists and labels for
guests and members,

Usage Tracking - Pro-
vides a detailed diary of each
member’s club usage by time, day,
week, month and year for two
years. Low usage or corporate us-
age may be identified through spe-
cial features of the program.

Additional special op-

tions give you the following ca-
pabilities:
(1) Sales prospecting (2) ZAP-ID
(Photo) (3) Point-of-sale with in-
ventory (4) Touchpad (To elimi-
nate costly point-of-sale transac-
tion errors) (5) Activity registra-
tion for program tracking (6) Front
Desk Check-In using the Card
Reader (7) Progress results report
generator-provides formal reports
for corporations and other special
tracking users. (8) Electronic
credit card processing for rapid
transfers of funds.

(See Join The Club page 20)
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Crunch Fitness... Way Out and Right On!

PART IT

By Norm Cates, Jr. With
Crunch Founder, Doug Levine

In Part 1 last month we
heard from Doug Levine, Founder
and President of Cruch Fitness, who
gave us an interesting and in-depth
interview about his very unique and
successful organization, New York-
based, Crunch Fitness. In Part Il of
this report we've covered a number
of other topics with Doug with a
continuation of his interview.

Q. CLUB INSIDER -

"How do you go about selecting
employees and training them for
your clubs?”

A. Doug Levine -"We in-
terview them and talk about the kind
of place it is. We emphasize that we
are not looking for Barbie and Ken
types that are going to intimidate
people. We don’t care what you
look like, but, we are looking for
you to go out of your way to be very,
very accomodating and at least for
the time you are working for us, not
be snickering and making inside
jokes at the expense of other people.
And with managers, that philosophy
is really indoctrinated into them.
We work with these people and |
guess we actively try to hire a di-
verse group of people.”

Q.CLUB INSIDER - “You
are doing a host of things, includ-
ing publishing a book, marketing
video tapes, C.D.'s, T.V. shows, ap-

parel, “Internet Dream Shop”, inter-.

national licensing, Crunch Course
Infomercials, Crunch Course for
Kids, Hypoxic Training, etc. and
you are just one guy.... how do you
keep up with all this?"”

A.Doug Levine - “What
we do is we really are focus from
day one on creating fun environ-
ments in the gyms. Then, what we
are looking to do is to joint venture
or to license to very substantial
manufacturers and distribution part-
ners. We don’t call Barnes and
Noble book stores and say, ‘Hey-did
you see our Crunch book?”

call Tower and Virgin Records
and say, * Would you take our
C.D.’s?" We did our project with
RCA Records....they have a 50-
year relationship (or longer) with
the retailer. The same thing is
true with our video tapes. |
wouldn’t know how to sell K-
Mart no matter what.
Handelman is in that business -
they are the largest distributor of
music and tapes in the world.
They have that relationship. The
same thing is true with our ap-
parel licenses. So what we like
to do is pick strong manufactur-
ers and distribution partners and
we provide the advertising and

marketing creativity.”
Q.CLUB INSIDER -

“For club owners out there that
would like to ‘build-a-brand’,
what does this really mean?”

A.Doug Levine -
“Let’s say you're in Gary, Indi-
ana - and there are other busi-
nesses that are unique to Gary,
Indiana. There are all kinds of
things that you can do together.
I mean there has got to be a local
bottled water company. There’s
got to be the advertising of the
club. | was in Nike Town yes-
terday. The door knobs on the
bathroom stalls have the little
Nike swooshs on them. So,
when you push down you're re-
ally pushing down on the Nike
swoosh logo. That's branding.
Every little aspect. So, first you
have to figure out what your im-
age is and then you have to re-
enforce it through advertising
and your promotional materials
and the looks and the designs of
the clubs. Through your whole
philosophy. Through the way
that you train your employees to
the image that you want to have
that’s consistent. To the events
that you sponsor. You know....
becoming a part of the commu-
nity and having every part of the
community see what your name

is. A huge company.... Oxford in-
dustries, the HMO, doesn’t spend
money on consumer advertising to
speak of, but they sponsor Little
League teams that have their Ox-
ford logo and their corporate phi-
losophy on the back of all these
kid's jerseys. To me that’s a grass
roots way for for somebody to build
a brand. The problem is the
clubs.... you have to do a little soul
searching and figure out what it is
that they are all about. There are
many different brands out there and
not all of them have non-judgmen-
tal philosophies beyond the edge.
There are brands that stand for
quality, for example, Master Lock
- they advertise every year on the
Super Bowl with somebody shoot-
ing at that lock. Over and over.
O.K. There are a thousand differ-
ent images out there. And, a lot of
clubs have spent a lot of money and
the image of quality and service is
there. You can get that image
across, but that’s what you’ve got
to do.”

Q.CLUB INSIDER -
“Are you going to do licensing for
Crunch clubs in the U.S.?”

A. Doug Levine - “We're
going to open the major markets
ourselves, then we are going to play
it by ear.”

Q.CLUB INSIDER -
“How many locations do you
project for L.A. and what are your
next target cities?”

A. Doug Levine - “3 in
L.A. and we’re looking in Miami,
San Francisco and Chicago after
that. Tokyo would be a licensing
deal if we do it.”

Q.CLUB INSIDER -
“Could you tell me a little about the
Hypoxic Training Room and how
that is going?”

A. Doug Levine - “The
Hypoxic Room has became sort of

a self-fulfilling prophesy- be-
cause we get as much publicity
as we get - different inventors,
whether they be equipment
manufacturers or people that
have new different teaching tech-
niques, come to us because they
think we are a good partner for
them to get exposure with. So
this gentleman brought a Hy-
poxic Room that simulates train-
ingat 9,000 feet above sea level,
which is where the Olympic
Training facility is in Colorado
We have one bike and a tread-
mill in there. The idea is New
York City is basically at sea level
and the best way to live is to live
at sea level and train at 9,000 feet
above sea level, so that gives you
the best of both worlds. Itisa9
x 9' room.

Q.CLUB _INSIDER-
"What is the story on your ESPN2

T.V. Shows and your VH1 Thanks-
giving TV Special?”

A. Doug Levine - “The
ESPN2- TV show airs Monday
through Friday at 9am and 10:30"
am. Our one haur VH1 Special will
be on Thanksgiving Day at 3 pm
and will re-run again at 3pm on
Saturday and Sunday of Thanksgiv-
ing weekend.

CLUB INSIDER -
“Doug, thanks for your time for this
interview.”

Doug Levine - “Thank
you Norm.”
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business...and we can prove it!

**x* SALES * **
PROMOTION

Receivables Management

The AAC Promo Program® will yuarantee success Short Term and
Long Term for the facility owners and the promotional sales team.
AAC will establish a Cash Trust account for each party. Division of
the funds to the penny each dispersal. Division of funds include all
payments by EFT, credit card, mail, delinquent payment collections,
renewals, payments received at the facility, etc. All cancellations
must be approved by the facility manager and promotion manager,

Optional, Response-Proven Direct Mail Campaign

All successful promotions must include a response-proven direct mall cam-
paign. As the industry leader, AAC can provide you with a comprehensive pro-
gram targeted to specific and various demographics such as age, gender, zip,
income, etc. Explore this optional enhancement to your promotional program

Now offere

‘with exclusive

AAC Fee-Share’

call JERRY LEE Today!
1-800-233-8483

AFFILIATED ACCEPTANCE CORPORATION

Main Post Office Box 419331, Kansas City, Missouri, USA 64141
E-MAIL: 74041,2525@compuserve.com

Doubleday, which is one of the larg-
est publishers in the world, calls
Barnes and Noble and sells the
book. They have the clout. We don’t

FAX: (816) 753-1429
WEBPAGE: http://www.fitnessworld.com/pro/trade/affiliated.htm|

AAC...“We're Here To Work”




PAGE 10

Q_m Insxder

NOVEMBER ISSUE

Analyze Your Competition
To Find Your Strengths

By Karen Woodard
President,
Premium Performance Training

(The following article is #2
in a six-part series focusing on en-
hancing your sales process)

If you're going to be an
expert in your field you need to not
only know your businesss inside and
out, you also need to know your
competition as well. The knowledge
of what they do well, don’t do well,
what they offer, what is unique, what
they charge for fees, etc. is impera-

tive to your success in being able
to make an accurate comparison
of your facilities, programs and
services. That knowledge will
help you address concerns of a
prospective member. It is also a
key step in developing a strong
U.S.P. as discussed in article #1 in
the October edition of The CLUB
INSIDER. If you are still not sold
on the importance of performing
regular competitive analysis, think
aboul this: how often do you make
improvements/changes in your fa-
cility whether they be new equip-
ment, new services, programs or
renovations? If you're making
regular changes, then what makes

SPRINGFIELD CORPORATION

\WHOLES“LE DISTRIBUTOR OF INSTITUTIONAL LINEN

Imported & Domestic Textile Products

Take the guess work out of your. . . .

Towel Purchasing
Satisfaction Guaranteed

QUALITY PRODUCTS
at
COMPETITIVE PRICES

ey

Commercial Products
Authorized Distributor

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

IRRSA

ASSOCIATE MEMBER

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

you think your competition is
standing still? That's why it's
called “competition” — we’re al-
ways trying to “best” the others
in the market. We want to know
when our competitors make those
changes and the potential impact
the change has on the marketplace
as early as possible so we can stay
ahead and choose the best posi-
tion for ourselves.

The optimal timeframe
for doing regular on-site analysis
is every two or three months and
phone analysis should be done
every month to know what your
competitors are doing for promo-
tions.. Regarding phone analysis,
simply call the clubs and let the
receptionist know you're inter-
ested in membership information.
When they transfer you to the
membership department, you
have two choices: to either iden-
tify yourself and what you're do-
ing or to present yourself as a pro-
spective member. Your choice
depends on how good of a rela-
tionship you have with your com-
petition and how forthcoming you
believe they will be when you
identify yourself. If you chose to
identify yourself, the following
verbiage works well: “Hi Bob,
this is Karen at ABC Club. Hey -
the reason for my call is that from
time to time we get prospective
members coming through our
doors that we know are better
suited for your club than ours so
we want to be able to give them a
feel for you — what’s going on in
membership this month so I know
what to tell them?” If you have a
good relationship with your com-
petitors, this will work 80% of the
time. If you don’t, they may re-
spond with “Well just tell them to
come over here and we’ll tell
them what’s going on.”

The other choice is to not
identify yourself and simply call
and say “Hi—I'm interested in
membership information” and let
them roll. The choice you make
on deriving the information is en-
tirely up to you.

On-site analysis is a bit
different and still presents the
same choice as phone analysis —
whether or not to reveal your true
identity. The problem with reveal-
ing your true identity is that we
know that the presentation/tour
will immediately change because
we are no longer a prospective
member for the membership rep-

resentative. That’s a
problem if one of the
pieces of information
you want involves their
sales style. Ifall you’re
doing is analyzing the
facility, services, pro-
grams, fees, etc., then
there is no reason for
you to not identify your-
self.

Prior to going
on-site, mentally pre-
pare yourself for what
you are about to see by
being observant of the
following details:

* exterior impres-
sion: trash, fresh paint,
signage, etc.

* overall feel and

smell of the facility
upon entering

Karen Woodard

* greeting/acknowledgement
upon entering

» cleanliness and organization

* level of usage at that time

* demographics of the mem-
bership

* unique programs, services or
amenities and how they’re pro-
moted

* amount, type, condition,
placement of equipment

* facilities

» staff appearance/availabil-
ity/approachability

* listen to how the members
and staff interact with each other
and about the facility

These are just a few of

the areas you'll want to be obser-
vant of on the tour. You'll also
want to get as much literature as
possible on pertinent programs/
services/fees. Upon completion of
the tour, go toa quiet place off site
where you can document * what
you've seen. The purpose of the
documentation is to share it with
the other membership representa-
tives at your club to have a stron-
ger position with which to work
through the objection of “I still
have other clubs to see™. You’ll
now be able to respond with: “Ms.
Prospect, | understand how you
feel — this is a significant deci-
sion and you want to know you've
made the right one. Maybe I can
help— you see our training not
only requires us to stay on top of
what is happening in the industry
from a big picture perspective but
also on a local perspective so that
we can continue to provide the
best there is to offer. That means

we regularly visit the other clubs
in town to know what we all have
and are doing. Which clubs will
you be seeing and what can | tell
you about them?”

My experience as a
Membership Representative, Sales
Director, Club Owner and Con-
sultant tell me that for some
people, competition analysis is
one of those sticky, uncomfortable
duties of selling. If this sounds
like you, it may be time for a para-
digm shift. There is no successful
business alive today that does not
know intimately what their com-
petition is doing. By doing a com-
petitive analysis, it not only gives
us a more accurate picture of our
placement in the market, it also
gives us another opportunity to
make our clubs that much better
and improve our closing skills.
When we can speak intelligently
and with authority about our com-
petition, we have that much more
credibility in the buyer’s mind cre-
ating a stronger desire to buy from
you.

*If you'd like a free copy
of a Premium Performance Train-
ing competition analysis form,
please send a self addressed
stamped envelope to the address
below.

(Karen D. Woodard is
President of Premium Performance
Training located in Boulder, Colo-
rado, She has owned and operated
fitness facilities in Colorado for
over 12 years and can be reached
at: (303) 417-0653 and Premium
Performance Training, 100 County
Road, Boulder, Co.80302.)
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Earning our |
Personal Trainer | - g"
Certification
raises your credentials
to the next level.
Not to mention
your careetr.

Earn the American Council on Exercise’s Personal Trainer Certification, and you'll be among
the elite in your field — which is especially important if you're interested in pursuing an equally
elite clientele. By becoming ACE certified, you're showing clients that you’ve earned the
industry’s highest credential. That you’ve mastered all aspects of exercise principles and one-
on-one training. What's more, the knowledge you can gain from ACE doesn’t stop when you
earn your certification. Through our Specialty Recognition Program, you can continue to’
expand your expertise and credentials in a variety of related areas. As an ACE-certified
Personal Trainer, you'll also have the employment resources of ACE’s Professional
Registry behind you. Your name will be included in the Registry and promoted
to clubs and clients all across the country. To learn about all the ways ACE can v
raise your fitness career to the next level, call the ACE Certification Infoline at | american

COUNCIL ON

800-825-3636. It's the best way to make sure your star keeps rising. EXERCISE®

®
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'Good Start' Guidelines For New Club
Developers And Guidelines On

How To Close A Club (If You Must)

By Norm Cates, Jr.

Lasl month | promised

I would publish an article on "How
To Close A Club." However, a
friend of mine with whom I was dis-
cussing the article suggested that to
entitle the article: "How To Close A
Club" was too negative and that |
should change the title. I decided

to change both the title and the con-

PRO-FINANCIAL

The Ultimate Collection Service

tent. This article is about some
guidelines for those of you who
are just getting started in the club
development world. And, it also
is about How To Close A Club.
Because, when you really think
about it, club closings are often
about what happened or did not
happen during the initial club de-
velopment stage. In other words,
if you do your homework care-
fully when putting a new club to-
gether, you greatly enhance the
odds of your club’s long-term sur-

Best in the business...and we can prove it!

Bad Debt Collection

TURN DELINQUENT ACCOUNTS INTO

Cash Today!

The Pro-Financial collection system is designed spe-
cifically for the Health Club and Martial Arts indus-
tries. Using a combination of gentle, but firm cus-
tomized letters, sophisticated telephone collection
techniques and national credit reporting agency as-
sistance, we are able to collect significant delinquent
revenue percentages without creating a negative

image for your facility.

Call BUSINESS DEVELOPMENT Today!

1-800-233-8483
AFFILIATED ACCEPTANCE CORPORATION

Main Post Office Box 419331, Kansas City, Missouri, USA 64141

FAX: (816) 753-1429
WEBPAGE: hitp://www.litnessworld.com/pro/trade/affiliated.htm|

AAC...“We're Here To Work”.

E-MAIL: 74041,2525@compuserve.com

vival. And, if you have a club that
is having some difficulty, you
might even use these ‘Good Start’
Guidelines to turn your club
around.

GOOD START’
GUIDELINES FOR
NEWCLUB
DEVELOPERS

Sn, you want to be in
the health club business. You may
have decided that because you
spend so much time in the gym
working out that you might as well
build your own. Or, you may have
gotten an inheritance and don’t
know what to do with it. Or, this
may be your lifelong dream that
has or is coming to pass. Regard-
less of your reasons for getting into
the business, here are some time
tested ' Good Start” Guidelines on
club development.

(1) Financial Qualifica-
tion - Avoid undercapitalization!
The #1 ‘Kiss-of-Death in the club
business is undercapitalization.
So, if you are thinking of develop-
ing a health, racquet or sportsclub,
you had better be financially quali-
fied to do so. To determine if you
are qualified you must know: (1)
What kind of facility you want to
build. Is it a gym/fitness only fa-
cility? Is it a multi-purpose facil-
ity which offers a fitness facility,
swimming pool, racquetball and
squash courts? Or, is it a full-blown
‘sportsclub’ which offers several
fitness facilities(co-ed, women
only, and kids club), several pools
(indoor and out), all racquet
sports(indoor and outdoor tennis,
racquetball, squash), basketball
courts/ outdoor volleyball, spa fa-
cilities, child-care, bar/lounge/res-
taurant. Depending upon what you
want to build, you and your part-
ners must be able to ‘ante-up’ as
little as a half million up to $10-
$12 million.

The reality of the ‘real
dollars’ necessary is undeniable
and you should not ‘kid yourself’
into thinking you can build your
club from pre-sale membership
revenue, because that is the easi-
est and most frequently made mis-
take in the business. It is a good
idea o have developed a clear fi-

nancing plan before you move
forward. This is done by taking
‘ball-park’ figures along with
conceptual drawings to the
banks or investors that you think
might help fund your project. By
taking this step you rapidly
move toward the reality of the
deal or you find out that there is
little chance that you can pull the
deal together. As part of this
process, but for your use only,
not for the lender’s eyes, it is a
good idea to prepare a ‘Best-
Case- Worst - Case’ Scenario in
which you project your esti-
mated business numbers from a
profit and loss standpoint using
any rents, debt amortization and
all estimated operating costs you
expect to experience. This will
give you a start on the prepara-
tion of your five- year pro-forma
that you will need for your fi-
nancing package and it might
also be a dose of reality that you
need at this stage. Proven ex-
perts should help the newcomer
at this phase.

2) Feasibility Study -
Your site selection may be the
single most important decision
you make. A professionally
done feasibility study on the pri-
mary site and others you are con-
sidering will provide you with
important information about
whether the population density/
income levels around your site
will be adequate to support a
profitable venture. It analyzes
the relationship between supply
and demand. Feasibility studies
are done using demographic in-
formation from census bureaus
and it is a somewhat technical
process. The investment you
make in a feasibility study is the
wisest and first investment you
should make. The most experi-
enced company | am familiar
with that does professional fea-
sibility studies is Management
Vision, Inc. in New York City.
(212) 987-4300.

(3) Architectural
Drawings- Once you have con-
cluded from your feasibility
study that your desired site is
good, you should take the next
step. That step is the crucial de-

sign step. You should use an ex-
perienced club architectural firm,
preferably one that has had deal-
ings with the building department
governing your chosen site. Your
plans and specifications should be
complete and will need to be
stamped and approved by the
building department for your site.
Remember also... carefully done
plans for the bidding will save you
significant dollars in the end. And
also remember... every change or-
der you make after the bid has been
accepted by the contractor will cost
you significant dollars. Avoid
change orders like the plague by
doing the initial planning carefully
and sticking to it.

(4) GENERAL CON-
TRACTOR- Once you have com-
plete plans and specs and before
those plans and specs are submit-
ted to the building department in
your city, it is a good idea to inter-
view bonded General Contractors
by thoroughly reviewing the plans
and specs individually with each
contractor candidate. This process
accomplishes several things: (1)
You will get to know how the Gen-
eral Contractor thinks. (2) You may
uncover some serious problems
with your plans before the final
plans are submitted to the city. (3)
You should be able to develop a
‘working relationship” with the
contractor prior to the formal *bid-
ding process’ actually begins.
Once you have interviewed several
bonded building contractors from
your area and have actually visited
sites that they have built, you can
then submit your final plans to the
city (after the architect has made
any modifications per input from
the builders). Once the city has
stamped and signed off on the
plans, you should then submit the
plans to your choice of the top
three General Contractors for com-
petitive-sealed bids. Do not get
caught in the trap of allowing the
*halo-effect’ of a contractor’s nice
personality to convince you he is
the one. Only the numbers on his
sealed bid should convince you.
Make sure the bids are really com-
petitive. Naturally, once the num-
bers show that the guy with the
nice personality is also
(See '‘Good Start' Guideline nage 18) 1
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Trackmaster’s TM-TV:
The one 19 watch.

AN AFFORDABLE WAY TO BRING
PERSONAL VIDEQ
ENTERTAINMENT TO YOUR USERS.

....

ome clubs spend thousands of dollars on expensive

theater wall installations when what their users
really want is up-close viewing of their favorite
television programming and a chance to choose the
programs themselves.

Trackmaster's TM-TV is a 13” high-resolution
cable-ready color television monitor that lets the user
watch television, change channels and even adjust
the volume in their plug-in headphones.

This highly personal approach to on-the-
run entertainment means the user watches
what they want rather than whatever happens
to be on a common theater wall display—and
that makes their workout easier.

TM-TV is anchored solidly to a frame-
welded display stand painted to match the
color of the treadmill.

It's a quality, user-targeted option that
makes a real difference, and it’s now available
on every Trackmaster model.

TRACKMASTER

TREADMILLS

FOR INFORMATION, CALL TOLL FREE (800) 965-6455.
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MANAGEMENT HAPPENS WITH GERRY FAUST...DON'T MISS OUT!

" MANAGING TO PRIME" by Gerry Faust. (Audio tape series with workbook)

This six-tape audio casselie series provides an in-depth discussion of management roles, managerial styles, organizational life cycles, and the process of crealing
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 of the shorter
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 patterns of growth and developmerit, 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 1o ensure
steady life cycle progress, and how o take charge of your organization’s drive 1o PRIME.

"EXECUTIVE InsiGHT® NEWSLETTER" YES! 1 want to receive a FREE one-year subscription to this new quarterly publication. D

--—---“-—-—----———-——---——----——--—-----————---——--

PLEASE MAIL. PHONE 0R FAX YOUR ORDER: YES! PLEASE RUSH ME THE FOLLOWING:

FaustT MANAGEMENT CORPORATION
10085 CarrorL CanyoN Roap, Surte 210
San Dieco, CA 92131
(619) 536-7970 ++ (619) 536-7976 (Fax)

"MANAGING TO PRIME" $89.95 |
"MAKING MANAGEMENT HAPPEN!" $79.95
(Please indicate nnm_bcr of sets ordered. CA residents please add sales tax.)

Name [0 Check. Amount.

Shipping & Handling
C v i charges:
e Q Q Add $5.00 per set
Street Address

City/State/Zip

Daytime Phone

Dieters Take Heart: New Advice
| Still Cuts Fat, But Trims The Guilt

Sn instead of vegetables,
you had three slices of carrot cake
with cream frosting? Don’t tortare
yourself with guilt. Just try to do
better in the next few days.

That advice comes from
the American Heart Association,
which has issued reduced-guilt
guidelines aimed at getting people
to eat right over several days or a
week, instead of obsessing over ev-
ery day or every meal. :

The guidelines don’t

change the recommended maxi-
mum levels of fat and cholesterol
in an overall diet, but they do cut
people a little slack, allowing
glutony one day if people eat less
the rest of the week.

These are the first
changes since 1988 in the Heart
Association guidelines, which
were first published in 1961. They
appear in today’s issue of the
Association’s journal, Circulation.

The updated guidelines
recommend that people avoid

foods high in sugarand limit daily
sodium intake to 6 grams. Other
advice:

* Get 25 to 30 grams of
fiber per day from foods, not
supplements.

» Balance food intake
with exercise and mairitain or re-
duce weight.

* Choose a diet low in
fat, saturated fatty acids and cho-
lesterol and high in vegetables,
fruits and whole-grain products.

...Neil Sol

continued from page 6

for decreased health care use.) We
must remember that and must not
break ranks to negotiate separately
or under-cut our fellow network
member. We need to be unified and
demand fair negotiation.

MD’s have finally realized
that they needed to be organized to

negotiate with MCOs and form
IPA’s to negotiate their network
contracts with insurance compa-
nies.

The club industry must
do the same. We are at the early
stages of club provider network de-
velopment., let’s do it right..... right
from the beginning.

Don’t get upset about the
development of club provider net-
works and the influence larger pur-
chasers may have on the future of
the club industry. Use this knowl-

edge as power lo realize a fair re-
lationship..... if and when you are
faced with a decision of becom-
ing part of a club network or not.

(Neil Sol, Ph.D., is the
President of Health Vantage, Inc.,
a consulting firm for the health,
racquet and sporisclub industry
which specializes in the relation-
ship between the health care com-
munity and health clubs.- Neil may
be contacted by calling: (303)
399-3224,)

$16.95 each plus shipping and handling

ACHIEVE
OLymric LEVEL

B

Featuring:
PERFORMANCE IN r%;'i.,.ﬁ
BUSINESS N hae
& St st
Warren Greshes

PERSONAL e |
Bill Brooks
ADVANCEMENTS bon oo
Jim Clack

This book represents.the thougihts of
twenty of the naton's leading cham-
pions in the search for success. Take

George Walther
Francis X. Maguire

. Jeff Davidson
advantage of their insights and guid- J'mff I,,_:d‘:“
ance to create your own Olympic ex- Desnis Fox

perience and to discover

"The
Winning
Spirit”

Bonnie St John Deane
Dennis E. Mannering
Dennis & Niki McCuistion

Published in association with
the United States Olympic

Commitiee
Order now from:
Faust Management Corporation
San Diego, California 4z
<Y,

(619) 536-7970 Phone @ /"6 %,
(619) 5367976 Fax o %"
faustmgmi@aol.com < G, %,

('0} fa
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Lower Energy Cost

No Omne Even Comes Close!

O e g Bl‘illiallt
i) Energy
Lo | Saving

[ENNES
s 4 Technology

WINNERS B8 - : 400 & 1000 Watt Indirect Fixtures
INDOOR ’ ' A Easily Installed
: > Gyms > Manufacturing
| [>Indoor Tennis  [> Warchouse
> Air Structures  [> Rerall

Financing & Leasing available.

BEST

LIGHTS, INC.

- 0 Brilliant Energy Saving Technology ™
e /B i o ™ T e B 8 )

“We knew this would be a world class facility. The lighting levels have surpassed all our expectations and calculations.

We now exceed USTA tournament standards, with only 14 — 1,000 Watt BEST Lights™ per court, averaging 160 footcandles. - I-SOO-KIL-A-WT

Steve Krum, President, Greenwood Athletic Club, Englewood, Colorado. Call ﬁ:ra _ﬁ'ee brochure ... 1-800-545-2928 * Fax: 810-;589-01 34

4 | 3 : -'.:*_j%f:f'ﬂ
N\ | \ ==

AALE I,

“We doubled our light levels with 4,000 Watts less per court.” -
Will Cleveland, Gen. Manager, Wildwood Racquet Club, Ft. Wayne, Indiana.

For Insulated Ceilings . . . Call Our Other Company

COMMERCIAL Call for a free brochure . . .

BUILDING & 1-800-423-0453

RETROFIT, inc.

“The reason we chose BEST Lights™ ? Because it is the latest in
technology.” — Todd Pulis, President, The Thoreau Club of Concord,
Concord, Massachusets.
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THis Space Is Now AvaiLABLE
FOR &5 ADVERTISING

Reach The Decision Makers
Every Month!

Call (800) 700-2120 For Information
or FAX Inquiry To: (770) 933-9698
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MAXICAM

Mus,de“-ﬂbyhém)cs =

For a complete brochure on our more than 95 selectorized and free weight machines, call:
(800) 544-2944

Musde Dynanmics

20100 Hamilton Avenue * Torrance, California 90502 » (310) 323-9055 » Fax (310) 323-7608
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FREE MARKET TEST

Advanced Solutions will test your mar-

ket with television and direct response market-
ing for one week! NO CHARGE! If Advanced
Solutions Team, Inc. and you are satisfied we
continue with our "Cash + Dues Marketing Plan"

SUITE 800

$100,000 PROFIT... IN 90 DAYS!

SAGGING SALES? « NEED CASH NOW? « NEED DUES INCREASED? + NEED MORE GUESTS?

ADVANCED SOLUTIONS TEAM, INC. has the answer!
NO CLUB OR AREA TOO SMALL FOR SUCCESS

Our team sends a representative to your club to begin a sales program that
combines television commercials, direct mail brochure card, telemarketing|

and other creative interior and outside marketing programs.
YOUR NORMAL SALES NOT AFFECTED!
1,000 NEW INFORMATION CALLS... 500 NEW MEMBERS IN FIRST 8 WEEKS!
TOTAL AREA WITHIN 8 MILES IS REACHED!
Have you ever questioned how to reach
the 97% of the prospects that NEVER respond?

THIS IS IT!

ADVANCED SOLUTIONS SELECTS ONE CLUB PER MARKET AREA. PHONE 800-938-0234 FOR FREE PROJECTION ANALYSIS

DALLAS, TEXAS 75251

... .Good Start'
Guidelines

continued from page 12

competively bidding the project,
you can then make the decision to
award the bid to him. Remember,
1o carefully check the references of
several clients of the General Con-
tractor before you move forward
and sign a legally binding contract.
And, remember that the contract
should include a ‘subject to accept-
able financing’ paragraph which re-
leases you from any obligation if
you are unable to obtain acceptable
financing for the project.

(5) FINANCING - Once
you have your final bid, you can as-
semble your final numbers package
for financing. This package must
be comprehensive and should in-
clude: (1) Total building costs. (2)
Total furniture, fixtures and equip-
ment cost. (3) Pre-opening and 1st
Year marketing plan and plus work-
ing capital costs. (4) Pro-forma bud-
get for your project for the first five
years. (5) Financial statements for
you and your partners. (6) A state-
ment of how much actual cash you
and your partners will invest and

how much you wish to borrow and
the terms under which you would
like to obtain the loan, Naturally,
this will be decided by the lender,
but it is always good to ask for
what you want first and then leave
the ball in their court. (7) A copy
of your feasibility. :

(6) PRE-OPENING
AND 1ST YEAR MARKETING
PLAN - You should conduct a
‘pre-opening’ membership sale
whose length of time is deter-
mined by the estimated construc-
tion time of the club. The pre-sale
of memberships is very important
to the start of the club because the
energy level in the club during the
first few months and the early fi-
nancial performance of the club
during the first year or two will be
determined largely by the success
or failure of the pre-sale. Be sure
to note any state laws regarding
Pre-Sales.

(7) MEMBERSHIP
SALES MANAGEMENT- As
part of the pre-sale it is impera-
tive that you develop a member-
ship sales management structure
and install a sales manager who
will select and train your member-

ship sales department. The most
experienced organization in the
business to develop and install a
results oriented sales team is
SalesMakers. Contact Ray Gor-
don, the President of SalesMakers
at : (800) 428-3334.

(8) OPERATIONS
MANUAL, CLUB PROCE-
DURES AND STAFF SELEC-
TION- Every aspect of the club
operation from front desk proce-
dures, new membership guest pro-
cedures, maintenance and clean-
ing procedures, opening and clos-
ing procedures and inspections,
workout floor management, aero-
bics procedures, scheduling and
staffing, pool and whirlpool sys-
tem management, etc. must de-
scribed in a written job descrip-
tion and a manual. All new em-
ployees must understand and be
trained in their job responsibili-
ties. It is a good idea to have writ-
ten exams for each department
and each employee should sign an
acknowledgement that he has re-
ceived his job description and the
manual of club policies that he has
agreed with.. This step will save
you a lot of aggravation later on.

(9) BUSINESS MAN-
AGEMENT OFFICE- A crucial,
but often overlooked aspect of the
club business is the business man-
agement office. This is the true
‘nerve center’ of the business.
Whatever you do, get this part
right.  Because if you don't, you
will lose control of the financial
end of the business and you may
never get control again. (See our
cover story this month entitled:
*Join the Club’).

(10) MAKE IT FUN!
From the beginning, you should
make your best effort to provide
both your employees and your
members with a fun place to be.
This concept of fun has taken a
back-seat as the club industry has
marched relentlessly toward a
union with the health care world.
But, never forget this. Showing
up and working out on a regular
basis is HARD WORK for a lot
of people. And, there are plenty
of competing ‘fun-things’ that
your members can decide to do if
they don’t view coming to your
facility as ‘fun.” It is very impor-
tant that you use great care to find
and hire friendly, gregarious,
people loving staff and that you

train and give them the best place
to work that you can. For it is your
happy staff that will pass your love
and affection on to your members
every day. This item, above all,
should be considered and made a
high priority. Good ideas about
how to MAKE IT FUN! * Monthly
Member Appreciation Parties, Sur-
prise, - In-Club Birthday Celebra-
tions for Staff Members, Give A
Rose To Every Lady Who Enters
Your Club on Valentines Day, An-
nual Christmas Party For All Mem-
bers, Know The Member’s First
Names and Use Them, Birthday
Cards for Every Member Every
Year, Annual Staff Retreats To
Bond and Be Happy, Annual Road
Race for Members and Friends,
Monthly Newsletter focused on
fun(with cute jokes) and education
(lifestyle tidbits for results), Funky-
Off-Beat Aerobics Classes, (See
Crunch Fitness - Part 1), etc.

HOWTO CLOSE
ACLUB

OK | understand

that an article on How To Close A
Club is a bummer and is definitely
not a positive subject. But, it sure
(See ‘Good Start’ Guidelines page 20)
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New Rock
Top 405

‘ 50ap5 F
weather sitcom

Classical
L nTs

travel

Easy listening

book/magazine Rock & Roll
reading

Pick a channel...any channel.

The variety of entertainment choices is unlimited. CARD I o 6“"
With CardioTheater, your members individualize / ﬁ( ®
their cardiovascular workouts by remote control.

i . ) 12 Piedmont Center, Suite 105 » Atlanta, GA 30305
Offer your members CardioTheater. They'll love the X ? 5 5

selections, they'll enjoy exercising and they'll love

the results. All thanks to you. Ca" (800) CARDIO"1 or (404) 848'0233

' WE PUT FUN INTO FITNESS 2
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continued from page 8

THINKING ABOUT THE
‘GOOD OL’DAYS’

When I think back on my first
days in the club business in the mid 1970’s,
I can remember when my partners and | spent
over $100,000 for a computer hardware and
software system that did a fraction of the
things the CheckFree RCM2001 can do!
How times have changed!

Today, some of America’s largest
clubs including TCA, Smith Club Manage-
ment, TSI and Saw Mill Club, are using
CheckFree's services to truly maximize their
club’s results and financial success.

Pete Kight, Dick Mitchell and the
CheckFree Health & Fitness Services Divi-
sion have helped their clients who have
“Joined The Club” (The CheckFree Club)
and they can help you and your club as well.

If you are just starting in the club

business, don’t fail to organize your finan-
cial matters in advance. If you are already
in the business and realize that you are los-
ing money due to lack of organized sys-
tems or because your current financial ser-
vices provider is dropping the ball, call
CheckFree. You owe yourself and your
club members - excellence in your finan-
cial operations! And, if you make the de-
cision to contact CheckFree Health & Fit-
ness Services Division, that is what you
will get! But, no matter who you select
for financial management guidance and
support, you should spend the time and in-
vest the necessary dollars to get it right
from the start and keep it right, because it
could mean literally millions of dollars to
you over the life of your club! (Call
CheckFree at: 1-800-242-9522)

(Norm Cates, Jr. is the Publisher
and Editor of The CLUB INSIDER News
and a veteran of 20 years in the health,
racquet and sportsclub industry. Cates
was a co-founder and the Ist President of
IHRSA in 1980/81.)
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(Back Row From Left) Debra Neff, Anthony Treboni, Barry Bluer, Brian

Kappler, Tamara Loh, Darcy Speaks, Dick Mi

tchell and Debbie Pitzo
LB 4

(Back Row From Left) Jeffrey Holmes, Bruce Obenour,
Vannesa Winnstaffer, Susan Sproul, Elizabeth Robins, Tim Waggner,
Christy DeVoe, Sylma Eckert and Mike Andrews

(Back Row From Left) Sherri Stephens, Denise D'Andrea,

Beth Coughlin-Fox, Jane Wrzyszczynski, Karen Martin,
Lawanda White, Michelle Power and Judy Rowland

...'Good Start'
Guidelines

continued from page 18

as heck is a reality in the club business. So,
here are just a few guidelines that you should
study and follow if you ever find yourself in
this fix. You, your staff, your members and
your former competitors will come out of it
a lot better off.

(1) DON'T GIVE UP WITHOUT
USING ALLTHE TOOLS AVAILABLETO
YOU! When the going gets really tough,
don’t forget that the U.S. Bankruptcy Laws
of our country are designed to help busi-
nesses and individuals that have gotten into
serious financial situations. Remember, if
you have a landlord that is trying to railroad
you, he/she musi ¢ dus process and must

comply with the laws of your state. Seek
legal counsel, but be sure that the counsel
is ethical and genuinely has your best in-
terests in mind. Cofisider going to your
members to raise capital and save the club.
Don’t be afraid to write to them, tell them
the truth and ask for their help as a group.
Don’t let the IRS or utility or mortgage
companies or landlords shut you down.
Go to them, show them the list of things
above and describe to them how you are
going to use some of the ideas to save your
business. Give them a plan that describes
what you are going to do and ask for their
cooperation in giving you the time and
help to keep on trying. DO NOT GIVE
UP WITHOUT A FIGHT!

(2) COMMUNICATE EARLY!
If all of your efforts to save your club have
failed, you should establish a closing date,
hopefully with the cooperation of your

landlord, lenders and utilities, that will al-
low you to give adequate advance notice to
your staff and members. As soon as you
are able to pinpoint a definite closing date,
begin to communicate. First, sit down with
your staff and explain to them the efforis
you have made to continue, but to no avail.
Then ask for their help and cooperation as
you continue the operation until the speci-
fied closing date. Explain to them the im-
portance of executing the closing in a man-
ner which will give all of you a degree of
pride after it is all over. Be prepared to deal
with high emotions and sadness. But, don’t
fail to communicate with your staff imme-
diately, before the word gets to them from
other sources.

Next, immediately prepare letters
to your members announcing the fact you
are closing, when you are closing and if you
have easily understood reasons for the clos-
ing, mention those too. Then communicate

the information developed from item #3 be-
low. Also, be sure to immediately post the
announcement letters in several locations in
your club so that those that don’t read their
mail or don’t get your letter for some reason
will be informed. And, have a supply of your
announcement letters to hand out at your re-
ception desk as members depart.

(3) SEEK MEMBERSHIP
TRANSFER OPPORTUNITIES! Don’t
communicate to your staff or your members
until you have proposed and hopefully ar-
ranged a transfer of membership to your
competitor's locations. Hopefully, this is
where your good citizenship in the commu-
nity will pay off. Make your best efforts to
arrange a transfer of all memberships to two
or three locations which vary in distance
from your club. Naturally, one transfer to

one location might be easiest, but in most
(See 'Good Start' Guidelines page 21)
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90% o our clups renew with

Fitness Pak maintains one of the highest
renewal rates in the insurance industry. The
reasons? Superior coverage tailored to the
special needs of the club industry and a long
standing commitment to personal service. And

many of our satisfied clients have been with us

Us evevy yea.

since the first day we opened for business.

We visit each club because it’s impossible to

underwrite quality insurance on the phone. During these

)/

(We've not perfect; but we've wovking om it)

for ways to reduce costs - but not at the risk of
leaving your club underinsured. Find out why
$0 many quality clubs continue to renew with
Fitness Pak. Call 1-800-873-FPAK

or 1-800-999-FPAK.

FitnessPak

Club Insurance Specialisis
A Division of Inedex

Our Visit Makes The Difference

on-site assessments, we're always looking

...'Good Start'
Guidelines

continued from page 20

cases, that situation will not satisfy
the club to where they would be
transferred because it will overcrowd
and overburder the facility. And, one
location may be suitable for some
displaced members while it may be
way out of the way for others. Also,
some may offer certain facilities or
programs different from others
(pools, racquet-sports courts, seniors
programs, etc.). Remember that if
you have sold many prepaid mem-
berships, you will most likely have
some difficulty in finding a competi-
tor that will honor all of them. But,
if you have a significant number of
monthy dues paying members, you
can use those as leverage to hope-
fully negotiate a fair arrangement for
all. The idea of involving several
clubs in your area is the best of all
worlds and could be the best for you
and your competitors. Give every
effort to give your members the best
possible consideration and help as

you go through this difficult time.

(4) KEEP GOVERN-
MENT, THE MEDIA AND
OTHER AGENCIES AD-
VISED. As soon as you have
clearly determined your closing
date and if possible your mem-
bership transfer arrangements,
contact in writing your State’s
Office of Consumer Affairs, your
State’s Attorney General Office
and your local Better Business
Bureau and advise them of all of
your plans including membership
transfers, closing date and times,
and any other special or impor-
tant information. Contact your
local newspaper, TV Stations and
Radio Stations and give them the
news immediately. Most likely,
it will disarm them because it will
not be really be ‘prime-news’ at
that stage and by the time your
facility does finally close, it will
be ‘old news’ and will not meet
their requirements for ‘prime
time’ coverage, such as TV and
Drive-Time Radio. The key is to
be totally forthcoming and be
willing to let the chips fall where
they may. This approach is
much, much better than to close

without any notice to anybody and
then let the media get into a feed-
ing frenzy about the story. Re-
member.... candor is king!

(5) QUIT SELLING
MEMBERSHIPS! Do not con-
tinue to sell any pre paid member-
ships or monthly memberships
with registration fees or upfront
cash. Don’t sell anything but
clearly documented one week
memberships and daily passes. It
is a good idea to quit selling any
prepaid memberships at least two
weeks prior to your closing date.
The last thing in the world you
want to be accused of is “ he/she
sold memberships right up until
the day/night they closed.” That
rap is not good for our industry
and certainly is not good for you!

(6) PAY YOUR EM-
PLOYEES AND THE IRS IN
FULL! Remember that your em-
ployees have trusted you and they
have worked for you with an
agreement to be paid in full. Don’t
fail to pay them in full - every
dime - including commissions due
to sales staff. And, don’t forget to
reserve money and pay the IRS

941 Witholding Taxes, because
if you don’t, that is one of the li-
abilities from the club that you
will not get rid of until it has been
paid. And, the penalties they as-
sess on 941 delinquent taxes are
very stiff. You are also person-
ally liable for payroll and taxes.

(7) KEEPA POSITIVE
SPIRIT AND BE VISIBLE. A
really tough thing to do. But af-
ter you have accomplished the
above planning, you have every
reason to hold your head high
and be proud of how you have
handled a difficult situation. Re-
member.... you probably have
many, many friends in your club
that you have not seen or talked
to lately. Make a point of being
with them for the *final days’ and
be sure to express your apprecia-
tion for their support and partici-
pation in your club over the
years.

(8) BE PREPARED
FOR THE PAIN. If you truly
love your members and truly
love the club business, the clos-
ing of your club will be a painful
experience for you and YGuP fars.

ily. Be prepared for that pain. Try
to be ready for the negatives that
most likely will come and realize
that these problems are part of the
process. Keep your head up and
work through this time with the un-
derstanding that for as long as your
club has been open, you have been
doing something good for every
member and guest that worked out
there. In the end, be at peace with
yourself, that you did the best you
could do in a tough situation.

BEST OF LUCK AND
GOD BLESS!

(Editor’s Note: Ken
Estridge, former owner of eight Bos-
ton area ‘Joy of Movement® clubs,
experienced a very difficult closing
of his clubs. He was kind enough to
write an article for The CLUB IN-
SIDER News, February, 1994 edition
entitled: “How To Successfully
Close A Club" in which he
chronicled his experience. To order
that edition, send a check for $10 to:
CLUB INSIDER News, PO. Box
671443, Marietta, Ga.30006-0025,
along with a 9" X 12' self addressed
envelope with 31.01 postage.)
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TWO EASY WAYS TO MANAGE
YOUR FITNESS INSTRUCTORS

Personal Trainer Business Manager for Windows™ is the first and
only software specifically designed for managing personal trainers
in a gym or health club. It is an appointment book, client database,
trainer database, and accounting package all in one.

Fitness Class Scheduler for Windows™ simplifies the task of
scheduling fitness classes and keeping track of fitness instructors.
With Fitness Class Scheduler for Windows™, you will be able to
create better class schedules with less time and effort.

€ Schedule and reschedule
classes simply by arranging
classes on the screen

@ Keep track of training sessions

4 Maintain separate schedules
for each trainer

4 Maintain separate schedules
for each room and location

4 Print trainer schedules for a
day, week, or month

& Keep track of instructor
names, addresses, and
telephone numbers

@ Quickly find a training session

# Record the days and times
each instructor is available

€ Automatically update client

balances to reflect training i ] : ) :
sessions - % % Aui_ummn_:al]y display lists of
e -0 [ el — available instructors
@ Record trainer income and [ i @
expenses e e | # Quickly find an available
[ — - —— || substitute instructor
# Keep track of client names, 5 e e it [E ] |

addresses, and telephone
numbers

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

@ Generate invoices and receipts
for training sessions
@ Record client payments

@ Create mailing lists of clients @ Easily customize a schedule’s

appearance to suit your needs

@ Maintain client training logs, :
and print progress graphs @ Print monthly, quarterly, and

yearly reports of income and

@ Record client medical history
and fitness assessment

expenses generated by each
trainer

Item# 3003 Personal Trainer Business Manager for Windows $249.95

L

Ve are avaianie 24 hours a day, 7 days a week. So call anytime.

(Be sure to specify the Club Edition when ordering)

EASY TO INSTALL!

Installs in le

@ Create reports of hours and
classes taught by each
instructor

Item# 4004 Fitness Class Scheduler for Windows $149.95

ss than 5 minutes!

System Requirements: An [BM®
compatible machine with a 80386 or
higher processor, 4 megabytes of RAM, a
hard disk with at least 2 megabytes of
available space, a 3 1/2" or 5 1/4" disk
drive, a VGA or SuperVGA display, and

| Microsoft® Windows™ version 3.1 or later.

1-800-823-3488 EXT 131

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 NTISF4

30 days. We are sure that you will like it. If not, however, simply return the product to us, .1.5 02-,

and we will glady provide you with a complete refund. § %

To order, send check or money order to U"?é‘_‘éi‘f""al

SHIPPING Willow Creek Publications, P.O. Box 86032-A31, Gaithersburg, MD 20886 P A
Shipii i Tike s f' Maryland customers add 5% sales tax Clidteatie
orders shi
S FOR FASTEST DELIVERY
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CAFD i "ON€ CALL GETS IT ALL"

ENTERTRINMENT SYSTEMS

JEM BROADCAST
TRANSMITTERS

FM BROADCAST SYSTEM

JEM ELECTRONICS FM100 TRANSMITTER (FCC APPROVED) Sreeent®

NOW CAN B€ USED WITH TELEVISIONS
WITHOUT AUDIO OUTPUTS !

THATS RIGHT, FITNESS TECHNOLOGIES HAS ADDED TWO NEW PRODUCTS
THAT WILL ALLOW YOU TO USE TELEVISIONS WITHOUT AUDIO OUTPUTS.

CALL FOR MORE DETAILS

¥ SONY

We NOW CARRY SONY @
DSS SYSTEMS AND OTHER =

SONY PRODUCTS.

FIT S o00s >

15 CRANES CRT. WOBURN, MA 01801

LensING AVAILABLe TOLL FREE 888-938-9919
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Eliminate Your Time Management Problems...
Stop Procrastinating And Read This Now!

By Jack Tiller

You've been to five
Time Management Courses, read
three books, invested in a Daytimer,
DayRunner and a Franklin Planner,
and still you have guilt pangs and
frustrations from not really reach-
ing a comfortable level of produc-
tivity. Don’t feel like the Lone
Ranger because most of us are hav-
ing the same challenge. But here’s
the great news.... it's fixable... to-
day!

Suppose | made you this
offer, “I’'ll meet you at the Waffle
House of your choice every mom-
ing at 7:00 a.m. We'll have coffee
and I'll give you $1,440 in cash with
this proviso - you have to spend
every dime of that money before
midnight or you have to give it
back. Now, for you left-brain
analyticals, that is $43,200 per
month or $518,400 per yearand I'm
talking tax free.

Name

Well, guess what? Ev-
ery day we're given 1,440 min-
utes to invest as we see fit. We
make choices that determine our
destinies. The reality of this is-
sue is that we all waste a lot of
time! There’s a quote that states,
“Yesterday is a cancelled check,
Tomorrow is a promissory note,
but Today is cash.” Count how
many times in a day you hear
someone say, “I just don’t have
time."” What they are really say-
ing is that the request is not a pri-
ority or they're so disorganized
and out of focus, that they have
no idea how to finish existing
commitments. So, what do we do
to fix this universal problem?

Let’s take a hard look at
the real “bad guys” in this story.
Their names are Procrastincation,
Interruptions, Poor Planning, Poor
Delegation, Perfectionism, and
The Inability to Say No.

Now here’s the great
news | promised:

Step One - Take a good
look at what’s really important in

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

your life and ask yourself
some serious, thought pro-
voking questions. Am [ re-
ally happy with how things
are going at work? How
about at home or in your re-
lationships with loved ones?
A friend once told me his
kids spell love t-i-m-e. Ex-
amine your value systems
and see if you may be a little
out of balance. If your are,
slow down, smell the roses,
and reset some clearly de-
fined goals.

Step Two - What is
a clearly defined goal? It
must fit the following crite-
ria - be specific in relation to
amount, be measurable, be

&

you almost always.

Step Six - Schedule
all appointments on a monthly
calendar so you can see the big
picture at a glance.

Step Seven - Sched-
ule 2 to 3 hours to plan each
month’s commitments.

Step Eight - Track
your progress daily on your
most important goals, both per-
sonal and professional. Re-
member, it builds your self-es-
teem when you complete tasks.

Step Nine - Have fun
doing Steps 1 through 8. Re-
member, “Life is not a dress re-
hearsal... this is all we get. So
make the most of it!"

Tip: Do all of your

action-oriented, be realistic,

Jack Tiller

scheduling in pencil because it

and most importantly, must
have a target date for completion,

Step Three - Create a
sample time picture that outlines
a perfect week...... just a snap-
shot that shows existing commit-
ments. It will disclose other op-
portunities for you to “fit-in" re-

[ Check.

Company,

Street Address,

City/State/Zip

0 =] & o

ally important items. (Winners
make commitments; poor time
managers make excuses.)

Step Four - Get rid of the
multiple systems you use and re-
duce them to one system.

Step Five - Keep it with

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

" MANAGING TO PRIME" by Gerry Faust. (Audio tape series with workbook)
This six-tape audio cassetie series provides an in-depth d
organizational changes. Done with the same style, humor,
speeches cannot. Accompanied by a detailed workbook with concept noies, provo
your people, your business and yourself.

iscussion of management roles, managerial styles, organizational life cycles, and the process of creating
and enthusiasm of Dr. Faust's speeches on these topics, this series provides the depth that many of the shorter
king questions, exercises and guides that will give you an even greater insight into

"MAKING MANAGEMENT HAPPEN" by Gerry Faust. (Video cassette tape with workbook) ¥
Organizations go through predictable pauerns 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 1o take charge of your organization's drive to PRIME.

"ExecuTive INSIGHT® NEWSLETTER" YES! 1 want to receive a FREE one-year subscription to this new quarterly publication.

e BN D B BN W M S S R SRS e G R e S

YES! PLEASE RUSH ME THE FOLLOWING:

"MANAGING TO PRIME"
"MAKING MANAGEMENT HAPPEN!"
(Please indicate number of sets ordered. CA residents please add sales tax.) I

will change and you’ll need to
make corrections, deletions, etc...

(Jack Tiller, “The
Coach" of the Tiller Group, spe-
cializes in Time Management sales
training. He may be reached at:
(770) 984-1112. )

a

$89.95
$79.95

Amount.

Shipping & Handling

Add $5.00 per set

charges: I

Card Number

Exp. date

Daytime Phone

Signature
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The Top Ten (Odd & Ironic)
Reasons Tennis Has Declined

By Spike Gonzales

REASON #1 -Tennis is

too inexpensive! Unlike golf, ski-
ing and bowling, tennis can be
played for free! It can be played at
high schools, colleges and public
parks just by walking on the courts.

How does this hurt us?
First, much of the game is played in
‘non-user friendly’ environments.
Participants have to contend with
the elements of wind, rain, heat,
5 cold, sun, darkness and humidity.
These all combine to diminish play-
ing enjoyment. These environments
also usually have low-quality nets,
lines, surfaces, backgrounds, fences
and sitting and social areas — all
further making play sometimes ar-
duous and non-aesthetic,

The surroundings and fa-
cility factors of free tennis have per-
haps discouraged some people from
continuing to play. More important,
however, is that we in the club in-
dustry haven't distinguished the
value of our product from the free
product! We've aliowed “tennis” to
be “tennis”. Why should partici-
pants pay what it costs to be a club
member when they perceive the
same product available at public
facilities is what you offer at your
club?

Not perceiving, publiciz-
ing or promoting the differences
between “public” tennis and “club”
tennis, many owners have suc-
cumbed to “apologizing™ for their
pricing and have kept the reins on
fee increases. Many operators are

Spike Gonzales

I've seen many tennis
“clubs” simply provide the

bare bones necessities of

playing the game. Some
owners of these facilities
have lamented even when
they’ve got high occupan-
cies, “We just can't make a
profit!”

Their problem:
they haven’t upgraded the
perceived value of the prod-
uct. They haven't created a
membership environment
and charged dues as mem-
bership organizations do.
Their revenues are depen-

dent on the vagaries of

weather. They have huge

variances in cash flow.

still struggling with price structures
that simply make it impossible to
make a reasonable profit. Their in-
abilities to upgrade facilities ulti-
mately hurt the image of the game,
along with their inevitable closings
of the business.

In some areas of the coun-
try such as Long Island, northern
New Jersey and western Connecti-
cut, owners have failed to recog-
nize the potential of selling tennis
as a club membership activity.
They have not seen the sport as an
affiliation activity, bringing to-
gether people sharing a common
interest. They haven’t actively de-
veloped social and club-like activi-
ties or put out club newsletters and
informational mailings.

They have simply sold
court time, not much differently
than bowling establishments that
rent alleys. I've never heard of
bowling centers called “clubs”, yet

I think the ideal way to
price our product is with a mix-
ture of dues and court fees. Dues
should reflect the value pre-
sented by the owners in “just
having the facility there.” They
should represent the customers’
share of the capital investment,
utilities, taxes and staffing.
Court fees should reflect the dif-
ferences of utilization of each
member. Those who play more,
should pay more!

Commercial clubs
without dues are simply going to
keep struggling to be profitable.
Commercial clubs offering un-
limited play with a dues-only
structure often simply can’t meet
the'expectations theyve laid out
for bargain hunting players.
Even when they can avoid the
consequences of having “court-
hogs”, they frequently lose
members who start feeling they

The

To Subscribe To

CLUB INSIDER News!

Send $49
To: The CLUB INSIDER News
P. O. Box 671443 « Marietta, GA 30067

aren’t playing enough to justify
the expense.

The degree of success of
member-owned and commercial
tennis clubs is a huge factor in the
growth and image of our sport.
That success greatly depends on
how well we've portrayed and
priced our product! (Reasons 2-
10 to follow in future editions of
CLUB INSIDER.)

(Spike Gonzales has
been building tennis markets since
1971. He was a prime developer
of Tennis

Corporation of

Swceens hack

PROGRAMS

SERVICE

America’s “Tennis In No Time"©,
and an advisor to the USTA in
starting Play Tennis America. An
influential member of the USPTA,
USTA and IHRSA, he helped bring
those organizations together to
found the National Tennis Rating
Program. He presently serves as
an advisor to Tencaps, Inc., a
USPTA-endorsed tennis rating and
handicapping system, and consults
with clubs wishing to improve their
marketing, management teams and
tennis professionals. He may be
reached at: (941) 774-2442,)

Best in the busmess...and we can prove it!

Customer payments via Electronic Funds Transfer from banks,
S&L's, credit unions, checking and/or savings accounts.

—~

Per Payment Processed
($10 payment, $100 payment...same price!)

PLUS
Pro-Financial Collection

Ask for our FREE money-saving analysis worksheet

“IMPROVE YOUR PROFIT
EVERY DAY”

Call BUSINESS DEVELOPMENT Today!

1-800-233-8483
AFFILIATED ACCEPTANCE CORPORATION

Main Post Office Box 419331, Kansas City, Missouri, USA 64141

FAX: (816) 753-14290
WEBPAGE: hitp://www.fitnessworld.com/pro/trade/affiliated.htm!

AAC...“We're Here To Work”

E-MAIL: 74041,2525@compuserve.com
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The Simple & Powerful

Club Management System

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

Automated EFT

>
> Unlimited Report cupul:lllities
>
>

Full Service Customer Support
(Phone, Fax, Seminars)

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

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

Club

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

Illll'ler = 1 (800) 554-%5?55?37?@'5?—333%
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American Fitness Centers Close

].louisﬁlle. Kentucky -

(Oct.4,796) - Like many club mem-
bers who showed up for their work-
out yesterday at Lousiville-area
American Fitness Centers, Sara
Fernkas was stunned to learn that
the city’s largest health club chain
was going out of business.

“They’re closing?” asked
the Middletown resident in disbe-
lief. “I took a three-year member-
ship for $300 - a month ago. Dol
get my money back?”

That was one of many
questions being asked by thousands
of American Fitness members since

SERVICE

PROFESSIONAL RECEIVABLES MANAGEMENT

--\

owner Bill McDowell announced
Wednesday that he would be clos-
ing the Jefferson County clubs.

Employees were wonder-
ing if they would be paid and
where they would find work.

Hundreds of members
telephoned the Kentucky Attorney
General’s office inquiring about re-
funds, said Communications Di-
rector Jennifer Schaaf. It's unclear
how much money members will
get back or how long it will take
to receive a refund.

Schaaf said American
Fitness was required to post a
$50,000 bond for each of the three
clubs, and members can file a
claim for refunds. She said the
Attorney General's office is in the
process of contacting the bonding
company and other clubs regard-

PROGRAMS

Best in the business...and we can prove it!

MASTERGARD-VISA

Electronic Debits

AS<

Per Monthly Debit .
($10 or $100...same price!)

PLUS
Pro-Financial Collection

Ask for our FREE money-saving analysis worksheet

“IMPROVE YOUR PROFIT
EVERY DAY”

Call BUSINESS DEVELOPMENT Today!

1-800-233-8483
AFFILIATED ACCEPTANCE CORPORATION

Main Post Office Box 419331, Kansas City, Missouri, USA 64141

FAX: (B16) 753-1429
WEBPAGE: http://www.fitnessworld.com/pro/trade/affiliated.html

AAC...“We're Here To Work”

E-MAIL: 74041,2525@compuserve.com

ing the possibility of transferring
memberships.

Yesterday the clubs esti-
mated 14,000 members were be-
ing told that their contracts would
be honored at SuperFitness Cen-
ter on Bardstown Road. However,
Jeff Bair, spokesman for
SuperFitness, said he is still try-
ing to work out details with the
Attorney General's office.

Bair said the 15,000
square-foot club in the Eastland
Shopping Center can accomodate
800 to 1,000 users daily.

Joseph Lelea, who trav-
els frequently, said he would be
willing to give SuperFitness a try
for the remaining months he has
on his membership. But Jan
Parrott, a nine-year member, said
SuperFitness’ location is inconve-
nient for her.

Some members were not
completely surprised by American
Fitness’ closing.

Diana Hughes, one of
110 members who notified the
Better Business Bureau last month
about malfunctioning equipment,
faulty cooling and heating systems
and health hazard concerns, said
she and the others have already
sought relief and joined other
health clubs.

“He promised so many
things that had not materialized,”
Hughes said of McDowell.

“That’s why a lot of people are
gone.”

Employees say the
clubs - at 9913 Shelbyville Road,
2464 Bardstown Road and 4150
Outer Look- have had extensive
maintenance problems for more
than 18 months.

McDowell “Band-
Aided the issue,” said Sherry
Marshall, an employee of the
Shelbyville Road club. “He got
the pool up, but it wasn’t com-
pletely fixed. The air condition-
ing worked in some parts of the
building but not in others.”

Scott Bland, manager of
the Shelbyville Road club, said
all three American Fitness clubs
are expected to remain open un-
til 6 p.m. tomorrow. However,
that depends on whether employ-
ees return to open and operate the
clubs. Of the 100 American Fit-
ness employees, the child-care
workers and some aerobic in-
structors had already been laid
off, Bland said,

I don’t know if I'm
working right now for free,”
Marshall said. “Bill hasn’t told
us anything. The news told us.”

McDowell unexpect-
edly moved out of his corporate
offices in Lyndon overnight
Tuesday, according to his land-
lord, Allen Philpot.

Several attempts to

reach McDowell at home and at his
clubs yesterday were unsuccessful.

McDowell said two
weeks ago that he was working on
a deal to sell the clubs and that he
expected them all to remain open.
Employees at the Shelbyville loca-
tion said prospective buyers even
visited the club and introduced
themselves to the members.

“They were in here shak-
ing hands, saying they were the
new owners,” Bland said.

But the deal apparently
fell through.

(Reprinted courtesy of
Louisville Courier Journal.,)

(Editor's Note: The
CLUB INSIDER News contacted
SuperFitness Center new-owner,
Bob Moffett to determine if an ar-
rangement had been made for
SuperFitness to service some of the
displaced members. Bob informed
us that the Attorney General had
determined that once the clubs be-
came insolvent, the contracts be-
came null and void and could not
legally be transferred. He also in-
dicated that as far as he knew, there
was a $50,000 bond in place for
each of the 3 American Fitness
Centers which means that at least
some of those who had pre-paid
membership fees should receive
partial refunds.)

lub Insider

Norm Cates’

©

Contact: Norm Cates, Jr.
1-(800) 700-2120
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Meel The Neww SfairMaste

Want to add a real boost to your
member's workout programs? Try
the new state-of-the-art computer
console from StairMaster®... it's
like having your own team of

personal trainers on staff,

Installed in every new StairMaster
FreeClimber® console are new

workout options like fat

burner...rolling hills...aerobic
training...and cross country which

really burn calories and help your

members get in shape. To save
time, the new quick start option

lets them start exercising
immediately.

health benefits.

For more informarion, call

© 1996 SuarMaster SpoenfMedical Produces, L1,
Termarks of SeairMaster Sp

tndemaris or

1-800-635-2936

Try out the new StairMaster personal
trainers at your club—they work hard,
have years of experience, and great

+ Seairbaster and FroeClimber ate either regietered

Medical Produces, LI in the United Soates andlor other eoupsteies

24-Hour Fitness/HARD Fitness

Means Dollars For At-Risk Youths

Pleasanton, Ca. - 24
Hour Fitness, the largest privately-
held fitness club company in the
U.S,, has developed a unique part-
nership with Inkarcerated Indus-
tries, a privately-owned, screen
printing company that hires and
trains San Quentin inmates to pro-
duce clothing for sale in retail
stores. 24 Hour Fitness is launch-
ing this unique line of fitness wear
HARD TIME, exclusively in their
facilities across California, Nevada
and Hawaii beginning this month.

In November of 1990,
California voters approved the In-
mate Work Initiative (Proposition
139), an initiative which allows
businesses to own and operate ven-
tures which hire and pay selected
inmates. 24 Hour Fitness recog-
nized this as a unique business en-
terprise, because the program does
much more than just give inmates

something to do with all their free
time. * When Inkarcerated Indus-
tries first approached us with their
line of clothing we were naturally
curious just how joint venture pro-
grams work. It appears that both
the taxpayers and the inmates ben-
efit from this innovative joint-ven-
ture approach,” said Mark
Mastrov, CEO, 24 Hour Fitness.
With the realization that
corporate America can play a
much larger role in bettering their
communities, 24 Hour Fitness has
a long history of seeking out or-
ganizations that are truly “making
a difference” in the lives of the
American people. Past contribu-
tions have included such causes
as AIDS/HIV research funding,
Multiple-Sclerosis, as well as pro-
grams promoting sports/educa-
tion, programs that teach kids
how to improve their attitudes,
self-esteem and grades, “ As a fit-

ness organization, we try to help
our members reach their goals to-
wards a more healthy, productive
lifestyle. Given the opportunity,
people do want to better them-
selves, and not just physically,”
Mastrove added.

24 Hour Fitness has cho-
sen the National Association of
Midnight Basketball Leagues, Inc.
1o be the recipient of a sizeable do-
nation from the sales of the HARD
TIME clothing line. The Midnight
Basketball League is a nationally
heralded community outreach pro-
gram that offers safe, constructive
alternatives for at-risk young adults
between the ages of 17 and 25 dur-
ing the “high crime” hours of 10:00
pm and 2:00 am. It is one of the
most effective outreach programs
for the targeted population. The do-
nation from 24 Hour Fitness will
be used to provide case manage-
ment of participants, counseling,

mentoring and mandatory work-
shops focusing on areas such as
education, personal development
and responsibility, health and
conflict resolution. With well-
run, organized basketball games
as the incentive to participate in
the program, the Midnight Bas-
ketball Leagues have been ex-
tremely effective in strengthen-
ing their communities and reach-
ing at risk, inner-city kids.

“We saw the program

as one that fit our philosophy as

a company as well as an opportu-
nity to reach out to many commu-
nities across the country where we
have facilities. It’s ironic that the
clothing line is being made by San
Quentin inmates. That alone made
us think, ‘How can we help get to
kids BEFORE they go down the
wrong path’, and that’s how we
chose the Midnight Basketball
Leagues. We think this wiil be a
starting point for a positive part-
nership,” said Mark Mastrov.
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How much does it

cost your club to

not perform at it's
full potential?

%k k% k

MEMBERSHIP SPECIALISTS
"THANK YOU"

to the 147 participants
who attended our
"Charting a Course:Pre-sales
& Expansions” Seminar at
Club Industry in Chicago!
Thanks to you it was a
great success.

Sales Makers
(800) 428-3334

SALESMAKERS

TIP OF THE MONTH
KNOW YOUR PRODUCT!

Devctnp an accurate explanation of all programs and equipment in your club.
The best way to accomplish this is by participating yourself in as many things as pos-
sible, It’s impossible to sell something effectively if you don’t know it. Even if you are
unfamiliar with an area, for example, the fitness equipment, you should go through a
workout yourself. Ask the trainers to explain things and do some reading on the subject
so you are equipped to give an educated basic explanation of what it is about. If a
customer wants more in-depth information, don’t hesitate to call on a trainer to help with
the explanation. Telling the customer, “I would like to talk to John, he has a much more
extensive knowledge and can do a belter job answering your questions than I can.” Don’t
ever try to bluff your way through. You will lose your credibility and possibly lose the
sale.

Along with knowing your product, current details, procedures, etc., understand
that sales ability is not a skill you are born with, It is a skill that is learned and can be
developed like any other skill, with training and practice.

As health club employees, we have a relatively easy product to sell since every-
one on earth needs our product. In the 90’s we have a national fitness awareness helping
us with prospective members. 1t’s our job to sell these prospects. Most of them have
taken the trouble to go out of their way to enter the club.... TO JOIN!

It’s harder to conceal ignorance than to acquire knowledge.
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NORTHWEST OHIO COMPLETE.

Including Indoor tennis courts, racquetball,
aerobic studio, tanning beds; also physical therapy
tenant. 36,000 SF floor space on 10 acre site.
Fast growth area. Principals only.

'MULTIPURPOSE
CLUB FOR SALE

31,000 Square Feet on 5 Acres
ESTABLISHED 1987
Nashville, Tennessee Area

1300+ Members |
Heavy Eft Monthly Dues

Outdoor tennis, pool, track & volleyball, indoor pool, MOVING TO ATIANTA? l

Reply to: Health Club, 12936 County Rd. 8,
Delta, Ohio, 43515.
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basketball, 2 racquetball courts and indoor track I will help you find vour new home.
Owner Retiring - Serious Inquiries Only I . Conptﬁct {Ski::” Slaeiim

$1.5 Million
Century 21
Call (512) 266-1481 (Office) (770) 621-9009 r(p}*’Ax) (770) 621-0850
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GYM/FITNESS CENTER FOR SALE
DAYTONA BEACH, FLORIDA
* Established 17 years
* 400 + Members
* Low Overhead
* Excellent location

Does YOUR CLUB or do YOU NEED ‘
END OF YEAR TAX RELIEF?

The Walton High School Facilities Foundation, Inc.,
Marietta, Georgia, is seeking the donation of used
weight equipment for the new 3,000 square-foot I

* Great opportunity
Call (904) 756-7915
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weight room. Also, floor covering is needed.

Classified Ads $100 Up To 50 Words
Delivered NATIONWIDE!

Contact: Mr. Maury Stead

Walton High School Facilities Foundation, Inc.
(IRS APPROVED TAX DEDUCTIONS ARE LEGAL) |

Send Ad Copy And $100 Check To:
The CLUB INSIDER News
P. O. Box 671443
Marietta, GA 30060

(770) 319-9889 or Fax (770) 801-1222

Norm Cates’

PAY
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T SPACE Is Now AVAILABLE

Reach The Decision Makers Every Month!
Call (800) 700-2120 For Information
or FAX Inquiry To: (770) 933-9698
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EMMITT SMITH

All-Pro Running Back
Dalias Cowboys




