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Mark Smith And TSI Team
Raise $100 Million!

By Norm Cates, Jr.

Mark Smith and his

executive management team of 11
individuals successfully completed
a management buyout of New York-
based Town Sports International
(TSI) about 1 1/2 years ago. Town
Sports International operates under
the names New York Sports Clubs,
Washington and Boston Sports
Clubs. Now, they have successfully
completed a capital acquisition ef-
fort which has raised $100 million
for rapid expansion. $85 million
was raised through high yield bonds
and $15 million through bank debt.

Town Sports International
is a 40-club chain with Mark Smith
the CEO of the organization which
has facilities in the New York, New
Jersey, Connecticut, Washington,
D.C., Maryland, Virginia and Bos-
ton. But, Smith will be the first to

tell you that TSI is truly a team
cffort all the way. Smith com-
ments, “ I'm just one of a team of
great people. Ourteam is really a
deep— experienced group and
each has his/her own defined area
of responsibility. All have grown
like I have over the years. With
an exception of a couple of indi-
viduals, each of our team mem-
bers have been with TSI for 12
years. It is very much a story of
teamwork. All of these individu-
als are pulling together very well
as opposed to one person being re-
sponsible for it all.

i A typical TSI club is
20,000 square feet and focuses
heavily on fitness and program-
ming. TSl likes to cluster four or
five units in the same vicinity, al-
lowing for membership sales
which provide amenities such as
squash, swimming, racquetball,
etc. in one location, but accessible
by all of the members. This for-
mula has been very successful as

TSI now generates approximately
$90 million per year in consoli-
dated and non-consolidated rev-
enues. TSI has 100,000 members.
Their membership dues are $68
per month and 95% of their dues
are collected via EFT.

Smith shared some fig-
ures which were recently com-
piled for his “Road Trip” pur-
poses, and the figures are very il-
luminating. Both sets of figures
were extracted from Prospectus
Documents: one for Bally Total
Fitness and one for TSI. Smith
comments, “ We are lucky to be
working with BT/Alex Brown
here. BT (Bankers Trust) is strong
on the debt side and Alex Brown
is strong on equity. With the
merger of those two companies,
it was a perfect fit for us. [ be-
lieve the vision we all have is that
ultimately TSI can become a good
public vehicle in the future.” A
quick examination of the analysis

(See Mark Smith page 8)

Sport Club Company
And Gold's Gyms
Deal Blows Up

Vcnicc and Los An-
geles, CA. - The Sports Club
Company, Inc. and Gold’s Gym
Enterprises, Inc. announced that
they had terminated negotiations
regarding the acquisition by the
Sports Club Company of the 32-
year old Gold’s Gym, which
owns one fitness facility and acts
as Licensor with respect to ap-
proximately 500 other clubs in
the U.S. and world-wide.

The Sports Club Com-
pany, Inc. operates upscale health
and fitness clubs under “The
Sports Club” and “Spectrum
Club™ names.

Sources say that Mike
Talla was rolling the acquisition
costs of Gold’s of $45-§50 mil-
lion into a total loan package of
$100 million intended to allow
the Sports Club Company to ac-

quire Gold’s and at the same time
consolidate some of its debt and to
acquire additional upscale clubs. It
is rumored that the huge Los
Cabalerros Sports Club in Fountain
Valley, California, a 23-acre com-
plex with 30 tennis courts, is one
target. Talla personally indicated to
The CLUB INSIDER News that,
“We terminated discussions with
the Gold’s Gym people. We're not
pursing that deal any longer. There
were a lot of reasons for it. We're
busy doing a lot of other things that
are more in line with what we do.
It’s a nice company and it is going
to be & good deal for somebody, but
for us right now, we're just
swamped with other things. For us,
it just didn’t work out. We have a
lot of new deals in the pipeline, and
we'll keep you posted when we get
the contracts signed.”

Life Fitness Acquires
Hammer Strength

Clllengn, IL.- Life Fit-
ness has expanded its line of
strength equipment with the acqui-
sition of Hammer Strength, the mar-
ket leader in plate-loaded exercise
machines, Life Fitness made the an-
nouncement at a press conference
during the Club Industry Trade
Show on November 13th.

With this line of popular

suengih—lnining_ equipment, which

combines the feel of free weighis
and the safety of traditional resis-
tance machines, Life Fitness
broadens its strength training of-
ferings to its core health club mar-
kets and solidifies its presence in
the athletic markets of colleges,
professional sports and body-

- building,

“Hammer Strength is a
perfect fit for Life Fitness; it is the
brand leader in plate-loaded

equipment with a product philoso-
phy similar to our own that fo-
cuses on innovation, quality and
reliability,” said Augie Nieto, Life
Fitness president. “This acquisi-
tion puts Life Fitness at the heart
of the current exercise boom in
strength training with the most
comprehensive line of top-qual-
ity plate-loaded machines avail-
able to meet the needs of our cur-

(See Life Fitness page 4)

Universal Gym Chapter 11
Leaving Customers High & Dry

By Norm Cates, Jr.

On July 24, 1997,

Universal Gym Equipment, Inc.
filed for Chapter 11 in the U.S.
Bankruptcy Court of Florida.
The Court allows a 120-day win-
dow of time for Universal to cre-
ate and have approved a Chapter
11 Reorganization Plan. Accord-
ing to sources, Universal Gym
has shut down operations in wait

of a new buyer-owner.

We received a phone call
from one of our subscribers, a cus-
tomer of Universal that had 50 Uni-
versal Treadmills in three locations.
The club owner was concerned be-
cause he had repeatedly called the
Universal Headquarters in West
Palm Beach, Florida with no an-
swer. He stated that he had been
unable to obtain any information
whatsoever about Universal, includ-
ing any spare parts or service.

(See Univeral Gym page 9)
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Med X's Jim Flanagan

Scores Big!

By Norm Cates, Jr.

Cllicago, IL.- Jim
Flanagan has been selling prod-

ucts designed by Arthur Jones for
over 20 years. First with Nauti-
lus and since its beginning, with
MED X. Recently, MED X, a
medically based company with a
terrific line of selectorized
strength equipment, rehab and

testing equip-
ment, received
asignificant in-
fusion of inves-

Jim Fnagan

tor dollars which bought Arthur’s

interest in MED X and pursuant to
(See Med X page 29)
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UNITED STATES TENNIS ASSOCIATION
- ALLOCATES $31.4 MILLION!

By Norm Cates, Jr.

On the heels of a tre-
mendously successfuly United
States Tennis Open, the USTA has
rolled out a terrific 5-year tennis
promotional program which will
invest $31.4 million dollars in a na-
tionwide effort to grow and pro-
mote the game of tennis.

According to Alan
Schwartz, Chairman of Chicago-
based, Tennis Corporation of
America®, USTA Board Member
and influential leader in the health,
racquet and sportsclub industry,
the USTA initiative will have three
primary thrusts: (1) to develop
800,000 new-devoted tennis play-
ers who play the game a minimum
of 2 to 4 times per month. This as-
pect of the iniative will be to de-

velop a seamless transition of be-
ginner players to more advanced
levels, to promote regular instruc-
tion across America and to in-
crease league play. This effort is
to be measured through a new KPI
System (Key Performance Indica-
tors) and the funding of the ini-
tiatives will be regulated to assure
that certain performance goals are
being reached. Inshort, the USTA
is not going to just throw the

money out there and see if it sticks.
The plan is to carefully measure,
monitor and adjust the promotional
efforts accordingly.

The second key compo-
nent of the USTA plan is to develop
on the other end of the spectrum,
top level-world class competitive
players through what is being called
PROJECT 2000. PROJECT 2000
will identify the top athletes in the
game and will begin the first indus-

try effort in years to focus on the de-
velopment of top players to compete
at the world level.

The third component will be
computer tracking by the USTA of the
results of all of the programs. It is
anticipated that this information will
help in USTA’s effort to continue the
strong and ongoing relationship with
television. USTA has just renewed its
contract with CBS for $60 million per
year through the year 2004.

PREPARE FOR THE NEW YEAR!

If you have been in the
health, racquet and sportsclub busi-
ness for awhile, you know that the
business is very predictable and that
with proper advance planning you
can take advantage of that predict-

ability. In this edition we are go-
ing to provide you with some ideas
for preparation for the New Year.
The information contained in this
edition is provided by some top in-
dustry professionals. Their ar-
ticles, if considered and applied,

will help you with planning and
execution for budget/cost control
issues, cost control on the supply
side, marketing planning, sales
management and direction, legal
issues and corporate wellness
marketing. This edition alone, in

addition to the news items and com-
mentary, provides true club indus-
try meat and potatoes that if applied
to your daily operation will save or
earn your business literally thou-
sands and thousands of dollars per
year. ( Many, many, many times the

cost of an annual subscription to The
CLUB INSIDER News!!) We urge
you to take the time to consider the
contents of this edition and use what-
ever you can for your planning for
1998.

...Life Fitness

continued from page 3

rent customers and expand into ad-
ditional markets.”

Hammer Strength will be
a separate and distinct product line
of Life Fitness, a division of
Brunswick Corporation, Hammer
Strength will be sold through a
combination of direct sales and

dealers, similar to other Life Fit-
ness equipment. All existing prod-
uct warranties and service agree-
ments will be honored by Life Fit-
ness.

Benefits of the
Hammer line

The country’s premier
provider of plate-loaded equip-
ment, Hammer Strength was
started in 1986 by Gary Jones and

Norm Caten’
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currently produces over 60 differ-
ent plate-loaded machines - typi-
cally introducing a new or rede-
signed plate-loaded offering about
“once a month. Plate-loaded exer-
cise equipment uses Olympic
plates and smooth leverage me-
chanics to provide controlled re-
sistance to strengthen muscles.
The machines have all the benefits
of free weights and the safety of
traditional, selectorized equip-
ment.

Hammer Strength prod-
ucts are known for “Iso-Lateral”
motion technology, a patented
movement pattern in which
muscles move in biomechanically
and physiologically natural arcs
towards and away from the body.
This results in unique, natural
ranges of motion and allows each
body structure to be worked in-
dependently, so stronger limbs
won’t be doing the greater per-
centage of work.

Despite  numerous
manufacturers entering the mar-
ket, Hammer Strength remains the
gold standard for plate-loaded
strength equipment because of the
innovative technology behind
each machine. Hammer Strength
is designed on a powerful com-
puter using a proprietary 3-D
CAD program developed by Gary

Jones. This program can render in-
formation on arc, weight, balancing
and movement of a machine prior
to actual physical production, en-
abling Hammer Strength to develop
the most biomechanically and
ergonomially correct strength train-
ing equipment on the market today.

“The prominence of plate-
loaded equipment in today’s mar-
ket was created by Hammer
Strength due to its products’ unique
motions, inherent smoothness and
durability,” noted Greg Highsmith,
Life Fitness director, product-man-
agement-strength. “In addition, as
withall Life Fitness exercise equip-
ment, Hammer Strength systems
accomodate users at all fitness lev-
els; a deconditioned individual can
use the same machine as an ad-
vanced weight lifter, and both can
attain optimal strength-building
workouts for their personal fitness
needs and goals.”

A reliable buy in a
growing market

For fitness facility own-
ers interested in minimizing main-
tenance costs and system downtime
while satisfying the preferences of
its members, Hammer Strength ma-
chines from Life Fitness are a sound
purchase. By design, plate-loaded

equipment generally requires less
maintenance due to fewer moving
parts, making Hammer Strength
equipment able to withstand the most
demanding use.

“Reliability is terribly im-
portant when machines are in high
demand - which plate-loaded equip-
ment is because strength training is a
hot fitness area right now,” explained
Nieto. “A circuit of plate-loaded ma-
chines provides a smooth, technique-
correct complement to free weights,
making them very popular machines
in fitness facilities that need to stand
up in heavy use - a challenge that Life
Fitness equipment meets and beats
every day.”

About Life Fitness

Lii'c Fitness, a Brunswick
Company, is the global leader in de-
signing and manufacturing comput-
erized fitness products and develop-
ing innovative, technology-based to-
tal fitness solutions. lts cardiovascu-
lar and strength training equipment,
including the renowned Lifecycle ex-
ercise bike, are among the most reli-
able in the world and are used in
health, fitness and wellness facilitics
worldwide. The company is head-
quartered near Chicago and distrib-
utes its commercial and consumer
products in more than 80 countries.
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4TH ANNIVERSARY!
This edition marks the conclusion
of our fourth year of publication
and I must tell you folks, it has been
fun! When my pals and | dreamed
up the idea of this publication at a
hotel in Chicago in January, 1993,
I never dreamed it would be this
much fun! But, | guess it all de-
pends on your definition of fun. If
you define fun as having a strong
conviction that what you are doing
is good and helpful to many oth-
ers, if you define fun as being so
dedicated to your cause that you
will do without material things to
foster your goal, if you define fun
as waking up each day excited
about the coming events of the day,
if you define fun as looking for-
ward to the challenges of each day,
week, month and year, if you de-
fine fun as having a passion for
success burning deep in your soul,
if you define fun as loving and
deeply caring for the people you
serve in your role......then folks, we
are all united.....on the same

page......looking at the same ho-
rizon. Those of us that define fun
as defined above are truly blessed
1o live a life which enables us to
pass on our convictions, our
dedication, our excitement, our
challenges, our deep passions
and our love onto others. Thank
you all for four great years of The

CLUB INSIDER News and
STAY TUNED for more!

BEST PHONE NUM-
BER - If you need to reach us
the best phone number to call is:
(770) 850-8506 or Fax # (770)
933-9698.

DAVEY BLEDSOE,
is a former National Champion
in racquetball on the Professional
Tour back in the 1970’s. | ran
into Davey, a former employee
of mine at the Downtown Ath-
letic Club in Atlanta, the other
day and it was nice to see him.
He has been with AT&T for over
10 years and is based in Atlanta.
He can be reached at: (404) 810-

Norm Cates’

Club lnsuler

Seeks
Contributing Writers

Contact: Norm Cates, Jr.
770/850-8506
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2349 or EMAIL dbledsoe@att.com
Great to see you Davey!

CORRECTION! Last
month in my Note about HARM
TEGELAARS and his new found
fortune I mentioned his “Home
Country” as being the ‘United King-
dom.” HANS MUENCH, the Di-
rector of International Development
for IHRSA (who is doing a terrific
job, by the way), sent me a memo
providing me with correct informa-
tion. Harm is from the Netherlands
and has been working in the U.K.
for 15 years. According to Hans,
Harm bought a house in Holland last
year. | guess that is why he has not
responded to my faxed request for
an interview and story about his ca-
reer and recent sale of Archer Lei-
sure Limited! Harm.....call us here
if you get this message! (770) 850-
8506 (USA) or Fax#: (770) 933-
9698. And, NO Hans, | have not
found the photo of you and
ARNOLD S. yet! But, I am sure it

Norm Cates, Jr.

Congratulation to JOE
(See Norm's Notes page 29)

is here and [ am still looking for it!

CLUB INDUSTRY Magazine
Awards Distinguished
Woman's Awards For 1997

Chlcago,ll..-T‘hc first
ever Distinguished Woman’s
Awards were awarded by CLUB
INDUSTRY Magazine at an Award
Ceremony Breakfast held at the
CLUB INDUSTRY Conference and
Trade Show. The Award Ceremony
was a breakfast sponsored by Life

host for the event.

The recepients of the
awards provided the audience
with a warm and fuzzy feeling
as they shared with the group
their experiences and the thrill of

Fitness.

The introductions for the
ceremony were done by Donna
Loyle, the 1997 Awards Chairper-
son. The keynote speaker was Ms.
Kate Bednarski, President of Ryka
Athletic Footwear. Mr. Terry having been selected as a final-
Moffatt, Publisher of CLUB IN- ists and ultimately the winners.

DUSTRY MAGAZINE served as (See Distinguished Woman page 29)

(L to R) Terry Ferebee Eckmann, M.S.,
Beth Jeffers And Robin DeSimio

J:Il Stevens Kinney,
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Examining The Mandated Costs

By Rick Caro

Whal is the ideal place

to save on club expenses? Any cat-
egory where the total savings all
flow to the bottom line and where
the member never sees any change
in the club’s operation. Further-
more, if the above situation occurred
with a state-mandated expense, that
is a world-class win for the club.

WORKERS'
COMPENSATION
INSURANCE

‘ » orkers' compensa-

tion insurance is just such a cat-
egory. Itis a required insurance
based on total payroll. It must be
paid on a timely basis. If the insur-

ance lapses or is not paid on a
timely basis, the club owners and
senior management can be held
personally liable.

Most club owners and
general managers just accept this
type of insurance as a necessary
evil without a great deal of scru-
tiny.

Scenario #1: Aclub has
an annual workers” compensation
audit scheduled. The club’s book-
keeper is told by the General
Manager to turn over all payroll
records to the club’s outside ac-
countant, The audit takes place
at the accountant’s office and
about 6 weeks later the club re-
ceives an audit bill of $14,000.
So, the club owes another $8,000
beyond what it had already depos-
ited. The insurance company re-
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fused any payment terms; so the
club had to pay the extra $8,000
within 30 days after the bill was
received. Since switching insur-
ance companies would not solve
this surprising dilemma, the club
paid it reluctantly.

But, much worse, the in-
surance company then imposed a
much higher deposit for the com-
ing year based on the new audit.
So, within 90 days of the audit,
the club paid both the $8,000 over-
age for the audit and an extra
$6,000 in advanced deposits for
the current year. All staff and
owners were incredulous at this
$14,000 negative swing.

Scenario #2: One year
later, that same club had a total
workers' compensation premium
3/4 with the same insurance com-
pany of only $6,500 with $75,000
more in total annual payroll. The
only difference was that the club’s
ownership hired a consultant inti-
mately familiar with both the club
industry and that state’s workers’
compensation regulations. The
$7,500 savings went straight to the
bottomline along with much re-
duced advanced deposits on future
years.

Each state governs ils
own workers’ compensation poli-
cies and procedures. In some
states, there are a variety of cat-
egories for clubs: Tennis Clubs,
Racquetball Clubs, Tennis Clubs,
N.O.C.(Not Otherwise Covered),
YMCA’s, Country Clubs, Exer-
cise/Fitness Institutes, etc. Clubs
need to know the categories and
the definitions of each.

VARIETY OF
CLASSIFICATIONS

Thc goal was to prop-
erly place as many categories of
club employees in other classifi-
cations and pay for them at lower
rates. Some of the categories used
were:

- Clerical - Executive -
Sales - Child Care - Restaurant/
Bar - Retail.

The prevailing rigorous
jobs in a club-fitness and aerobic
instructors, tennis/racquetball/

h pros, maint ¢ (house-
keeping and repairs) -all fell un-
der the main category. However,
the club was able to shift the oth-
ers successfully. Bookkeeping,
computer operators, member pro-
cessing, front desk, member ser-
vice, programming/activities, etc.
all fell under Clericals. All depart-
ment heads and above were
placed in Executive and Pro Shop

was under Retail. Sales
staff went under sales one
year and then moved to
Clericals the next.

INDEPENDENT
CONTRACTORS

Thc other

arca of savings in the
workers’ compensation
area is the insistence that
all of the club's indepen-
dent contractors buy their
own insurance. Techni-
cally, some clubs pay ten-
nis pros, personal trainers,
aerobic instructors, mas-
sage therapists and a host
of others as independent
contractors. In most
cases, many of those who

are being paid as indepen-
dent contractors do not

Rick Caro

qualify for this status and
should instead be paid as employ-
ees. If they did qualify, they must
buy their own workers’ compen-
sation insurance and provide a
certificate of coverage to the club.
If the auditor sees such a certifi-
cate, he will not hold the club ac-
countable. Without it, he will bill
the club.

Workers' compensation
is really one of those hidden costs
which the club can impact and
achieve some real savings.

UNEMPLOYMENT
INSURANCE

On a separate issue,

all clubs are subject to state and
federal unemployment insurance
rates. These are calculated based
on the club’s actual unemploy-
menl experience. Anew business
is given a high rate on both its
state and federal unemployment
insurance. For example, a new
club may be paying a combined
5% of its total payroll. As each
year passes, the state evaluates the
dollars contributed to the unem-
ployment insurance “bank”™ ver-
sus the dollars paid out to former
club employees by the state for
their unemployment claims. If
there is a favorable balance of
excess premiums paid in, the club
will receive a lower rate for the
following year; an unfavorable
rate will create a rate increase,
The importance of this
calculation is there can be a wide
fluctuation, especially in the first
five years of a business or if there
are several claims of well paid
former employees for long peri-
ods of unemployment wages.
This could mean a .5%-1% in-
crease. If that is multiplied by the

club’s entire payroll, the increase
may be $2,500-$5,000; for a large
club, it could mean $4,000-$8,000
or more. This may seem insignifi-
cant, but any savings can fall right
to a club’s bottom line this year and
may create a lower base for future
years.

It would seem obvious that
all clubs should contest any claim
by a former employee that seems
unwarranted. Yet, few of these ille-
gitimate claims are protested by
clubs and protested effectively. In-
stead, the club allows the former
employee to take advantage of the
club. However, what may be worse
is that the club has created a stan-
dard for other employees to follow
when they might leave the club.

THE INCIDENT

A club employee leaves
the club while on duty and goes to a
liquor store to buy a quart of vodka.
She returns to the club and offers
bloody mary drinks to both mem-
bers and working club staff. She
signs for 18 tomato juices at the club
cafe. This action creates a series of
violations of the club's personnel
policy manual and - more impor-
tantly; a violation of the state’s li-
quor law as the club had only a wine
and beer license. Dispensing alco-
holic beverages is a criminal offense
and could result in the club’s losing
its current liquor license. Also, no
insurance company provides cover-
age for clubs who break the law. So,
if any club member or staff gets into
an automobile accident and blames
the club, the club’s insurance com-
pany will deny coverage. Conse-
queritly, the club’s entire assets will
then be exposed.
(See Rick Caro page 7)
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continued from page 6

This sounds like a situa-
tion where the employee should be
terminated and immediately ruled
ineligible for any unemployment
benefits. This was not the case.

The next steps are gener-
ally procedural. The local unem-
ployment office sends a form ask-
ing for data on wages over the pre-
ceding 26, 39 or 52 weeks, the rea-
sons for termination or resignation
and whether the club would hire
the person back if an opening were
available. In this case, this was a
full-time employee, who earned
over $26,000 in wages and would
never be hired back.

For whatever reason, the
club had no further communica-
tion and thought the matter was re-
solved appropriately. However,
several weeks passed before the
club received notification that this

- former employee was collecting
$250 per week each week since
she was terminated. Obviously,
this was charged against the club’s
account and would affect its favor-
able unemployment insurance
rate.

UNEMPLOYMENT
HEARING

The club requested a
hearing in writing, since no oral
request would be honored. Since
the club wanted to bring several
people, the initial hearing dates
were changed to accomodate em-
ployee schedules. Then, the
former employee received delays.
The end result was that the actual
hearing occurred 4 1/2 months af-
ter the termination. By that point,
the ex-employee had received al-
most $5,000 from the state. This
was even more frustrating to the
club when it learned that she had
been working all during this pe-
riod for another local club “off the
books.”

The key to success at a
hearing is proper preparation. The
club needs to provide a complete
personnel file on the former em-
ployee with copies available for
the hearing. Ideally, the club
should have a written personnel
policy manual and each employee
should sign the front page indicat-
ing he (she) had received it and
was responsible for its contents.
This signed sheet should be in the
employee file folder. The person-
nel policy manual should enumer-
ate all of the club’s policies. It
should list some — but not neces-
sarily all —of the behaviors which
are unacceptable and subject to im-
mediate termination for cause. In
these cases, no written warnings
are required.

Other written evidence

should be assembled for the hear-
ing. The notarized affidavits of
eyewitnesses, the written chits at
the cafe for the bloody marys, the
name of the vodka brand, photo-
graph of the stacked up plastic
cups still on the former
employee’s desk found the next
day, a copy of the liquor license,
the time cards of that employee,
any photographs (including her
working out on a “sick” day), etc.

There was a range of
staff and club members who could
serve as witnesses in the hearing
— general manager, her direct su-
pervisor (department head), other
staff who were violators who ac-
cepted the drinks, club members
who were given the bloody
marys, the club’s owner, etc.
Since many of these were not able
to attend a hearing during the day
with little advance notice, the bur-
den generally falls on the senior
staff and other current employees.
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substantial dollars in preparation
and hearing time. Rather, the club
should designate a top person in the
organization (owner, general man-
ager, director of human resources,
controller) to take the lead. Often,
the judge will grant much more flex-
ibility in how the evidence is pre-
sented, the manner of questioning
and how the witness can be led, the
inclusion of non-essential informa-
tion and even, hearsay. Each side
can cross-examine the other’s wit-
nesses. Generally, the only witness
for the ex-employee is that person.
He (she) may bring a lawyer.

The hearing’s results were
not sent for another 3 weeks after
the hearing and the ex-employee
continued to collect unemployment
wages. The decision was granted
in favor of the club. The employee
was ordered to reimburse the state,
and the state had to garnish her
wages (10% per week).

The state never corrected

the club’s unemployment account
even after this favorable decision.
In fact, the club received an .8%
increase in its rates or a proposed
$5,600 additional payment for the
following year. After a series of
three letters over five months, the
account was clarified.

The actual preparation
time was 2 1/2 hours, the hearing
lasted one hour and the paperwork
another hour cumulatively. This
resulted in a $1,200 return per
hour expended. Not bad since this
could have been a compounded
cost going forward if not con-
tested.

Many clubs have had ac-
tual terminations due to proven
employee theft, an employee hit-
ting a child in the nursery, drug
abuse and selling drugs on the
club premises, damage to club
property and repeated no-shows
for member appointments costing
the club considerable revenue.

Many clubs have chosen not to
fight the unemployment process
because it seemed too unwieldy
and there was such a strong bias
toward the employee.

Perhaps, the unemploy-
ment situation should be re-thought
by the club. Philosophically, the
club deserves to-win and does not
want to create a climate for other
non-qualifiers to follow. Practi-
cally, it deserves to win and the
time and effort involved are not
substantial.

(Rick Caro is President of
Management Vision, Inc., a con-
sulting company to clubs and an
acknowledged expert in club fi-
nances, operations, feasibility stud-
ies, valuations and sales. Rick
Caro is the Founder and a former
President of [HRSA. Management
Vision, Inc. can contacted at (800)
778-4411).

Each should imme-
diately jot down his
(her) recollection
of all aspects of the
incident. They
should be asked
lots of questions to
help them refresh
their memory on
what happened be-
fore, during and af-
ter the incident,
how did it happen,
who was there,
where did it occur
and what was their
role. Honesty and
completeness are
crucial.

DYNAMICS
OF THE
HEARING

The

judge who admin-
isters the hearing is
often a civil servant
who is not a lawyer
nor trained as a
judge. The judge
may simply be a 50
or 60 year-old who
attended some
classes on the rules
of a hearing and the
basis of eligibility
for employment
benefits. Often, the
hearing is limited
to one hour. Each
person takes an
oath and a tape re-
corder is used. Itis
typically in a small
room —rarely a
court room — in an
old government
building.

The club
is not required to
bring its lawyer
along and spend

Go to
the HEAD of
the CLASS with
AD here.

an

By advertising every month in
The CLUB INSIDER News...
you will gain an edge on the
competition. You will reach
over 5,000 club locations and
decision makers every month.
The people who need your
products.

If you sell products and services
to club owners and managers...

The CLUB INSIDER News is

for you.

Next Issue: December
Ad Deadline: December 11th

Norm Catea’
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Saving Money Through Group Purchasing

By Cecil Spearman

WG all like to save

money, and a SURE way to save
“money as a club operator is to take
advantage of the group purchasing
opportunities offered by IHRSA (In-
ternational Health, Racquet and
Sportsclub Association). There are
S0 many savings opportunities
through IHRSA's SAVINGS CON-
NECTION that the cost of belong-
ing to IHRSA and attending the an-
nual convention could be offset by
the savings from Group Purchasing.
That means all that great informa-
tion you receive from THRSA dur-
ing the year is free!
One great example of the
opportunities available through the
Savings Connection is the money a

club can save on office supplies
by buying from Boise Cascade.

The prices of quality office sup-
ply products from Boise are much

better than any local
office supply discount
house. Our club was
buying from a large of-
fice supply discount
~ | house, and Boise saved
)| us over 20%. We will
save more than $2,000,
plus our service is bet-
ter and the quality is

better. We are buying computer
paper, copy paper, toner, post-its
and many other products, and we
are saving 20% to 30% on each
order AND getting next day de-
livery prepaid. It is a very good
deal, and any club not using Boise
for office supplies is leaving
money on the table that could be
used for salary increases for em-
ployees or bonus money for the
owner.

(Cecil Spearman is the
Founder and President of
Spearman Industries and the owner
of six racquet and health clubs lo-
cated in Orange County, California,
Phoenix, Arizona and Chicago, Il-
linois. Mr. Spearman is a former
President and Board Member of
IHRSA, The International Health,
Racquet and Sportsclub Associa-
tion).

continued from page 3
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Average revenue per year
per member

..Mark Smith

Sales & markeling expenses

as a % of revenue
Collections

Cash flow margins

Members per staff member

Smith
“When you throw out numbers
like that to an educated financial
analyst, they automatically appre-
ciate that what you have is two dif-
ferent businesses operating in the
same broad industry. If you take
the Sports Club Company, the
other public company, their ratios
are a lot different as well. But,
they cater to a lot smaller and a
higher end market niche than
Bally, 24 Hour Fitness or TSI
What | believe we are doing is
establishing a standard for the in-
dustry that is more real concern-
ing the good operators out there."

TSI's $90 million per
year number is soon lo increase
rapidly as TSI is embarking on a
significant growth plan with the
utilization of the fresh cash. The
long-term plan is to grow through
acquistions and new facility de-
velopment on a 50-50% basis.
However, for the near future, the
growth will be heavily based upon
acquisitions while TSI negotiates,

comments,

which follows shows ratios which are very favorable when compared to the largest health club
chain in the world, Bally Total Fitness.

PROSPECTUS FIGURE COMPARISON

BALLY TOTAL FITNESS TOWN SPORTS
INTERNATIONAL
$160/year $890/year
7.4% 2.8%
6.6% 1.6%
11.5% More than 20%
200to 1 45101

develops and builds new sites.
Smith comments, “ Our 3 to 5
year goal is expansion confined
primarily to the East Coast as it
is ripe for consolidation. We are
extremely well positioned for
growth. It's not hard to see hav-
ing 200 clubs within five years,
assuming basic industry funda-
mentals remain the same as they
are now. * We asked Smithif club
owners in the Northeast that
would like to sell their clubs
should contact TSI. He replied,
“Yes! Definitely. They should
contact Alex Alimanestianu, our
Executive Vice President in
charge of acquisitions. His num-
ber is: (212) 246-6700 extension
#212.*

Smith added, “Speaking
of standards, we have adopted the
SEC requirements about how to
treat Initiation Fees which is what
Bally’s has just done and what
other companies are having to do.
I think there is an important in-
dustry standardization that is
occuring through that change

which will give us much better mea-
surability in terms of comparing
companies that report to the public.
This will provide more closely
aligned information which is very
important to the industry when rais-
ing capital. It was one of the big
hold backs we previously had in
raising capital.

Smith has 2300 employees
in the TSI organization, of which
approximately 1/3 are full time.
Smith came to TSI from the ac-
counting firm of Coopers and
Lybrand after working for them in
New Zealand (his homeland), En-
gland and in New York City. Smith
was formerly a professional squash
player and that is how he became
initially involved with TSI. Before
becoming CEO at TSI, Smith was
in charge of growth and acquisition
for TSI for about 10 years. At age
38, Smith and his team have a ter-
rific future ahead of them!

We wish Mark Smith and
his TSI Team all the best in the fu-
ture!

The CLUB INSIDER News 770/850-8506
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IHRSA Board Passes Resolution On Women's Only Clubs
Re-Affirms Position That Health Clubs For Women Are Important

Bostnn, MA. - Follow-
ing the decision of a Massachusetts
court that requires a women’s-only
health club to open its doors to men,
the Board of Directors of the Inter-
national Health, Racquet &
Sportsclub Association (IHRSA)
passed a resolution in support of all
women’s-only clubs. The resolu-
tion states: “IHRSA recognizes the
importance of women’s only health
and fitness clubs and supports ef-

forts to guarantee the legal right
to operate as single sex facilities.”

Healthworks, an IHRSA
member which operates women’s
only clubs in Massachusetts, lost
round one of a court battle in Oc-
tober when a judge ruled that one
of the company’s Boston clubs
must open its doors to men. The
decision is going to be appealed
by Mark Harrington, owner of
Healthworks. Other Massachu-
setts clubs are supporting the ap-

peal along with IHRSA, which has
provided $10,000 to help fund the
fight.

“This case could effect
every women'’s-only club in the
country,” said Helen Durkin, Di-
rector of Government Relations
for IHRSA. “There is a legitimate
gender-based privacy interest that
needs to be protected.”

With the support of the
Massachusetts Commission
Against Discrimination,

Harrington and IHRSA are seek-
ing to have language included in
current laws concerning gender
discrimination that would guar-
antee that health clubs can oper-
ate as women's-only facilities.
On October 30, Massachusetts
legislators heard testimony from
supporters and opponents of such
achange. The legislation-House
Bill 5057— is in the Massachu-
setts Joint Committee on Com-
merce and Labor.

(Publisher's Note:
Women's-only elubs all across
America could be impacted by this
legal battle between a male lawyer
and a top women s-only health club
chain in Boston. If you would like
to contribute to help with the legal
battle send your check payable to:
The Fund C/O IHRSA, 263 Summer
Street, Boston, MA. 02210. Your
contribution might help win the

batile).

Universal
Gym...

continued from page 3

To investigate the status
of things, we contacted Frank
Canonica, formerly the Vice
President of Sales and Marketing
for Universal. We learned of a sad
story. Canonica indicated that he
and other employees of Univer-
sal had funded their own expenses

for travel, lodging, etc. on behalf
of Universal. He indicated that
they expected to recover very little
of nearly $50,000 in business ex-
penses individuallypaid by the
sales team. Also, Canonica per-
sonally lost six weeks of accrued
vacation as he indicated he had
taken only two days of vacation
in 2 1/2 years with Universal.
So, the temporary shut-
down and potential permanent
shutdown of Universal Gym
Equipment clearly leaves the cus-
tomers and former employees of

Universal in a bind. Pursuing this
spare parts and service issue fur-
ther, we contacted Mr. Michael
Seese, Attorney for Kluger, Peretz
and Berlin, Miami attorneys han-
dling the Bankruptcy case. Seese
snarled when asked about the sta-
tus of parts and service for custom-
ers and replied, “Are you the
owner of any Universal Equip-
ment?” My response was, “No.”
He then continued, “Then, just
what is your interest in the Uni-
versal Gym Bankruptcy? “ [ re-
plied, “ I am just trying to help my

readers by finding out where and
from whom they can obtain spare
parts and help on service of their
Universal Gym Equipment.” Mr.
Seese then replied, * | would sug-
gest that you have them contact me
personally for any information
realtive to that.” So, here is the kind
- Mr. Michael Seese, Esquire’s
phone number for any of you that
have Universal Equipment and
need parts or service: (305) 379-
9000.

Stay tuned for more infor-
mation as it becomes available.
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* Save money using National Gym Supply’s quality
replacement parts.

* Stop losing pins by installing NGS Weight Selector Pin

* Use our Replacement Belts and Decks. Ours last longer
at a fraction of the cost.

e (all NGS for electronics repair for StairMaster 4000PT,
Lifecycle (most models), Gauntlet, Gravitron, LifeRower,
ClimbMax, LifeStep, Trotter, Trackmaster, Precor and

* Make your treadmills last longer and draw lower amps
using our amazing new NGS Deck Lubricant.

* Call our toll-free number 1-800-GYMPART (496-7278) for
FREE technical support on all commercial fitness

To receive your
FREE CATALOG...
Call 1-800-GYMPART or visit our
web site at gympart.com!
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The Seasonal Approach To Membership Marketing

By Michael Chaet, Ph.D.

There is the FRUIT
TREE THEORY of Market Plan-
ning

When planning your
yearly membership schedule, it is
probably best to look at it on a sea-
sonal basis, very much like shak-
ing fruit from a tree.

There are certain times of
the year that you can shake an apple
tree and apples will fall out. Other
times of the year you can shake the
tree till it breaks and no fruit will
come out. So it goes with selling
memberships to your club. There
are certain times of the year when
people are ripe to join and other
times of the year when they are not
at all interested.

This buying cycle is de-
pendent upon several factors
such as weather, season of the
year, holidays, family obliga-
tions such as vacations and
school.

Two theories as to how
to tune into these buying cycles
go as follows:

1. Market aggressively
during the peak of the best buy-
ing cycles. This will produce
more memberships overall and
will reduce the cost per member-
ship ratio.

2. Market less aggres-
sively during the high buying
cycles because people will join
anyway and key in on low buy-
ing cycles which is the time
people need more prodding.
This will give a club a better year

Best in the business...and we can prove it!
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S&L's, credit unions, checking and/or savings accounts.
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round sales report.

Both theories have cred-
ibility, but the first has proven to
be far more effective in the follow-
ing ways:

1. It is true that people
will buy during the peak of the
cycle, but there is no guarantee they
will buy your club membership or
even a club membership at all....
they may choose another form of
recreation.

2. All marketing cam-
paigns are a risk and by tuning in
on the high buying cycle you reduce
your downside risk.

3. By marketing during
the high cycle, the potential mar-
ket is substantially greater due to
the heightened awareness.

4. If you wait until the low
buying cycle, you may be one step
behind the smart marketeer who has
already shaken the tree one or two
months before.

All in all, with the limited
amount of money available for
marketing at most clubs and the
lack of professional expertise, the
safest, most productive time to
shake the trees for members is when
they are most ripe...during the high
buying cycles.

We see a greater potential
for membership sales
throughout the year, thus in-
creased stability. Note:
from September through
March, the two type of fa-
cilities mentioned run par-
allel. In March, the club
with the outdoor facilities
starts to move to a high
cycle while the indoor fa-
cilities move to a low cycle.

THE SEASONAL
PLANNING
SCHEDULE

SEPTEMBER:
This should be your FALL
MEMBERSHIP
CRUNCH. It is when you
should have your biggest
membership season. Use a

Mike Chaet, Ph. D.

major campaign at this time of
year,

OCTOBER:

NOVEMBER: HOLI-
DAY SEASON. Run a SEA-
SONAL MEMBERSHIP PRO-
GRAM here with the use of gift
certificates. This is the hardest
season to do anything due to the
intensive competition from
Christmas. Start the day after
Thanksgiving.

HIGH L &
BUYING [ a /’4
CYCLE LA 0 e \
L] kY II'l \ \
MEDIUM L ', ‘.\ \
BUYING \ | \
CYCLE
\ .’f \ \
LOW \ \
BUYING *—
CYCLE :
S OND JFMAM]J Jy A
Buying Cycle for Indoor Clubs
-—-=------- Buying Cycle for Indoor/Outdoor Clubs

As you can see, the two
buying cycles for indoor and in-
door/outdoor facilities are quite
similar with the one exception that
the outdoor facility has one addi-
tional high buying cycle which oc-
curs when the weather turns good.
This has been used as an argument
for diversification of club facilities.

Best Number:
The
CLUB INSIDER

News
770/850-8506

JANUARY: This
should be your second big push
for membership sales. A major
campaign can successfully be
combined with a short burst pro-
gram in early JANUARY.

FEBRUARY:

MARCH:

APRIL: A solid ICF
(intermittant cash flow) PRO-
GRAM will do here leading up
to summer. A one-month trial
membership should work. If you
have outdoor facilities, consider
a major campaign featuring those
facilities.

MAY:

JUNE: Heavy program-
ming and summer specials. Of-

fer the entire summer as a package as
well as individual monthly participa-
tion.

JULY:

AUGUST:

THE MAJOR
CAMPAIGN

A combination of elements
are designed to bring in large num-
bers of members. The major cam-
paign is the backbone of your yearly
marketing strategy and is best de-
signed to be run during high buying
cycles.

THE ELEMENTS OF A
MAJOR CAMPAIGN:

1. EXTERNAL MARKET-
ING PROGRAM. Advertising at sev-
eral levels, usually direct response,
using newspaper and/or radio and/or
television.

2. INTERNAL MARKET-
ING PROGRAM. Utilizing some
type of membership referral program
or contest.

3. CAMPAIGN CAP. Con-
sisting of an open house type or spe-
cial event to cap off the marketing
campaign.

4. TIMING. To be run dur-
ing high buying cycles.

5. INTERNAL BACK-UP.
Full effort and support should be
given internally. Prospecting, phone
calls, mailings and more. (See Major
Membership Campaign Procedures).

The major campaign should
run approximately 45 days. This al-
lows sufficient time to get the mes-
sage out and build up to a sense of
urgency at the end. The following
graph depicts buying activity during

(See Mike Chaet page 16)
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Fitness FM™

if you've been looking into purchasing an
FM system, Fitness FM will make your deci-
sion a whole lot easier. Announcing Fitness
FM from CardioTheater. This entry level
system gives you superior performance,
strong value for your dollar and unmatched
protection of your investment with our exclu-
sive Upgrade Assurance Program.

Fitness FM allows your members to use
their walkman radios to tune into a variety of
audiovisual selections. Features such as Phase
Lock Loop (PLL) tuning for drift free reception
and easy to use front panel controls make
Fitness FM the most sophisticated, user-
friendly FM system on the market.

When your realize the need
for the power and perfor-
mance of a CardioTheater,
Upgrade Assurance pro-
vides you with a 100%
credit of your Fitness FM
investment towards the purchase of a
CardioTheater, the leading Exercise Entertain-
ment system.

CardioTheater pioneered and developed
systems that provide Exercise Entertainment
to clubs around the world. These systems have
proven to be an invaluable tool in attracting
and retaining members and give your club the
edge to stay ahead of the competition.

FiTNEss FM by caroro >

12 Piedmont Center, Suite 105, Atlanta, GA 30305 (800) 227-3461 (404) 848-0233
http://www.cardio-theater.com :
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Closing The Sale Through Fitness

By Jack Scammahorn, Ph.D.

There is nothing more
depressing to a sales manager than
seeing clients walk out of the door
of their club without joining. Most
health and fitness clubs put forth a
huge effort and expense in adver-
tising and promotion just to create
enough interest in the potential cli-
ent to motivate them to make the
effort to visit their club. But once
the client or guest finally decides
to visit, another set of factors are
set into motion that ultimately im-
pact the client’s final decision to
join (or not). The knowledge of
these factors and more importantly,
the ability to control these compo-

[

SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

nents ultimately determines the
decision process of all clients.

The control of these es-
sential components is fairly simple,
yet sadly, lacking in almost all of
the clubs I have visited or worked
within the past fifteen years. To
help your sales staff become more
effective in their client presenta-
tion, I would like to pass on some
of the basic concepts that have
proven to be effective in sales.

There are four essential
needs of all clients when they visit
any club:

1) Location: this means
how convenient it is for the client
to get there, either from work or
from home.

2) Facility: what does the
club look like? Does it meet and
exceed their expectations?
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Take the guess work out of your. . « «
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Commercial Products
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IFRSA
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P. O. Box 620189 + Atlanta, GA 30362
770/729-0700 + 800/241-2081 * FAX 770/729-0995

3) Service: another way
to express this is, will this club
effectively, truly help them reach
their goals (e.g. weight loss,
strength, muscle toning, etc.)
And finally,

4) Cost: questions such
as, is the club worth the cost, or
can 1 afford the membership, and
anything in between. That is the
bottom-line question.

To those in the fitness
business, these important com-
ponents are a must in touring and
showcasing your club to the cli-
ent. It is important to learn how
to present each of these four
components during the tour with
your client.

Touring: The most im-
portant word to remember in the
tour process is Control. By con-
trol, I mean that the client will
usually make an effort to gain
control of your presentation dur-
ing the tour. For example, when
a good tour has taken place, the
client/guest will ask, “How much
does it cost?” Just what you
wanted to hear, right? Actually,
no. If you answer this question
immediately, you have lost con-
trol. By responding to the client
in answering the cost question,
you have allowed the control fac-
tor to shift to the client. He or
she is now in control. Sure you
can get it back, but not without
creating a problem and espe-
cially at the most critical stage
of a sale: price presentation. |
will admit that it is tempting to
move your guest into the sales
office and start presenting the
membership costs. But, psycho-
logically, the control is now with
the guest, and it is the guest who
will evaluate you and your club
on the worth of the club. The
client will now tell you if they
will join. This is the most com-
mon mistake in price presenta-
tion.

To Maintain Control:
I focus my training on member-
ship service, number 3 of the tour
presentation. Although all three
areas are important, it is number
3, membership service, that is
the focal point of why the client
is there in the first place. It is
important to remember that the
client came to you for a reason
and usually it revolves around
some area of fitness they want
to achieve for themselves. Toig-
nore the client’s reason for be-
ing inside your club is a major
mistake. And, equally fatal is to

appear too quick in an-
swering the cost question.
During the tour,
it is important that you fo-
cus on the programs and
services your club offers to
all members. If the tour
goes well, the client will
be impressed and will be
wanting to join. In fact, if
they have no idea about |
the cost of the member-
ship, they may be so im-|
pressed with the club that
they will worry that the
membership cost will be
more than they can afford.
If this happens, you have
done an excellent job of
touring your client.

Ending  the

Jack Scammelhorn, Ph. D.

Tour: At the end of the
tour I instruct the staff to turn to
the guest and ask, “Is there anything
else about our club you would like
to know more about?” Or, “Are
there anymore questions about our
fitness facility you would like to
know more about?™ Notice that I
am soliciting the question and the
client is still responding. Behav-
iorally speaking, | am still in con-
trol. The client will usually answer
by asking “How much does it cost
to join?” At which point you may
choose one of several options by
recognizing the importance of the
cost of the club by saying, “Mem-
bership cost is an important con-
sideration, and I will be happy to
show you our membership options,
but more importantly, is there any-
thing else you would like to know
about our club’s health and fitness
programs?” By refocusing on the
client’s own reason for being at the
club in the first place you accom-
plish two things: 1) You restore the
importance of the fitness club by
reemphasizing the goals/needs of
the membership, and 2) You main-
tain control. By asking the ques-
tion about the club’s ability to meet
the client’s fitness concerns, you
have answered successfully the first
three major questions the guest
came in to have answered. Now,
they are ready to find out how much
it costs.

Closing

Up to this point in the
sales process, it is important to
know that the cost of the member-
ship is not the major concern. The
major concern of the guest is, and
always will be, about the ability of
the club to help the client to reach
his or her goals/needs. If the staff

has presented the club properly,
then I am confident in taking the
next step: the assumptive close of
the membership presentation.

It is important to know
that the client would not be there
(club) without having come to
grips with the potential cost of join-
ing. By this | mean that the client
would not be in your club without
mentally recognizing that cost is a
necessary factor in joining a health
club. In the minds of most clients,
they have already adjusted an
amount that they can live
comfortablly with. So, if you have
done your tour well, you have al-
ready qualified the guest, and you
also know what type of member-
ship the client is interested in.
(single, couple or family) All that
is left is the easiest and most pleas-
ant part of the sales process: the
presentation of the membership
cost.

When training a sales
staff in presenting the membership
rates, | have found this area of the
sales process to be the most feared.
Psychologically, if the sales staff
have followed their training they
will realize that they are in total
control of all aspects of the sales
process. This includes getting the
client to join.

Personally, l approach the
price presentation as one of the
most exciting aspects of the mem-
bership process. In fact, | coach
the sales staff to present the cost as
one of the more pleasant surprises
the client will see today. Addition-
ally, if the sales person has focused
on why the client is there in the first
place, i.e. to start working out and
to quickly get to a healthier lifestyle
and to start looking and feeling

(See Scammelhorn page 24)
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membership specialists

“Of all the things you wear, your expression
is the most important.”

&

You operate your club
365 days a year.

L

YOU SPEND THOUSANDS OF
DOLLARS IN MEDIA.

L3

How about investing 3 days to increase
your long term membership numbers?

&
3 Day “at your club” Training Seminars include:

4 Proven Profit Procedures

4 Sales Training

4 Prospecting & Telephone Training
# Marketing Guidance

4 Tours & Presentations

Sales Makers

Proven Profit Procedures

800-428-3334
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New ACE Study Determines Group Indoor Cycling

May Be Too Intense For Beginning Exercisers

Snn Diego, CA. - Pro-
moted as a “workout for all fitness
levels,” group indoor cycling can
be too intense for beginning exer-
cisers, according to a new research
study commissioned by the Ameri-
can Council on Exercise (ACE).

The study, conducted by
the exercise physiology laboratory
at California State University,
Northridge (CSUN), and reported
in the November/December issue of
ACE FitnessMatters, warns that the
intensity level of group indoor cy-
cling may go far beyond what most
novices or part-time exercisers can
handle and possibly subject them to
dangerous overexertion.

“Pressure to keep up with
better-conditioned classmates and

direction from instructors to keep
the pace compounds the problem
by pushing beginners beyond their
physical abilities,” said Richard
Cotton, editor of ACE Fitness-
Matters. “Beginners shouldn’t be
discouraged if they can't keep up
with the rest of the class and they
can protect themselves by staying
within their limit, in some cases,
by tuning in more to their bodies
than to a passionate, but overzeal-
ous instructor,” Cotton added.
Researchers put five par-
ticipants of various fitness levels
through a 30-minute, standardized
indoor cycling workout. Each par-
ticipant was given the same in-
struction in order to reproduce the
wide variety of fitness levels an in-
structor might encounter in a typi-

PROFESSIONAL CLUB MANAGEMENT
presents
The Sales Effectiveness Quiz

~

1. Has your sales team been trained or retrained

in the last 90 days? Yes____No__
2. Nawu%mﬁﬁod%mrmmm

habits, preduction levels, attitude and

? Yes___ No

3. Do you have key result areas and accountabllity

structures for all production staft? Do you use

them? Yes____No_
4. Do you track and analyze all sales stafistics and

staff production daily? Yes_ No.____
5. s your sales team trained and held accountable

for time efficient prospecting (or just order takers)?  Yes____No.
6. Do you have lead follow-up systems in place and

do you regularly inspect them? Yes  MNo_
7. Does your sales team have clear, written job

s, expectations, goals and well defined

time frames for completion? Yes, No,
8. Does your team close sales mainly on “benefits & Yes____No,

value*? Or just price. (Tell the truth)
9. Has your sales team consistently met their goal

the last six months? Yes___ No,
10. Does your sales team never complain, I don't have

any leads” or “there's not enough guest traffic*? Yes. No.

Scoring: 1 Point for each "Yes" answer

8:10 Effeciive:
. -
5.
Below 5 Wil Efeciive ot al
PCM specializes in *Sales
*Management *

You are doing well. Could you improve?

Yiou are trying but what would a 20% improvement do for you?
You nead a sales focus and
Do something NOW! Call PCM, we can haipl

Production *Marketing
Operations *Development

training!

Call Now for Our
Special Two Day Sales Solution
Call Now!

1-800-347-9711

cal class. (A good instructor,
however, will modify the class
to accomodate both beginners
and more advanced participants.)

CSUN researchers
found the heart rates of each of
the subjects to be between 75
percent and 96 percent of age-
predicted heart-rate maximum,
with the majority of the time
spent on the higher end of the
range. More significant is how
difficult participants perceived
the workout to be. Regardless
of fitness level, test subjects on
average rated their perception of
the workout as an 18 or 19 on
the Borg Perceived Exertion
Scale* (which rates physical Ex-
ertion on a scale from six to 20,
or zero to 10) — a level not only
uncomfortable for the low-fit,
but perhaps dangerous for people
not medically cleared for exer-
cise.

The high intensity lev-
els that make these classes diffi-
cult for novices is also what
makes them an effective, reward-
ing exercise for the very fit. The
caloric consumption of each
study participant ranged from 7.5

to 19 calories per minute (caloric
consumption depends on intensity,
fitness and body size), equal to a
150-pound person running a
seven-minute mile. Indoorcycling
burns about the same number of
calories as those burned in a typi-
cal step class. Compared to run-
ning or step aerobics, however,
indoor cycling is a considerably
lower-impact exercise. Beyond
the lab setting, ACE sent out 10 of
its certified fitness professionals
and 10 non-professionals (con-
sumers) Lo participate in indoor cy-
cling classes throughout the coun-
try. All participants (20) re-
sponded that instructors offered
adequate pre-class instruction on
how to use the equipment. How-
ever, more than half (12) re-
sponded that instructors should
provide better directions on how
to monitor and modify the inten-
sity of the workout.

“Harder and faster is not
always better,” said Jeff Vandiver,
an ACE-certified professional who
runs an independent cycling edu-
cation program. “Find a certain
(heart rate) zone and stay there for
acertain period of time...and build

strength.”

Responding to consumers’
growing confusion over misleading
fitness claims and a surge in home
fitness equipment offerings, ACE
continues to be a reliable, unbiased
source of credible information to
help people cut through the clutter
and enjoy safe and effective physi-
cal activity. ACE publishes these
findings in ACE FitnessMatters
available by joining ACE’s new pub-
lic membership program, “Friends of
ACE."

For just $25 a year, ACE
“Friends” receive a year's subscrip-
tion to ACE FitnessMalters, access to
ACE’s resource center to get personal
health and fitness questions answered,
special web site access, and more. The
program supports ACE’s mission of
promoting active, healthy lifestyles to
all segments of society. For more in-
formation, call (800) 825-3636.

* To learn more about the
Borg Perceived Exertion Scale visit
the ACE Web site al
www.acefitness.org. Information is
located in ACE Fit Facts, click on “all
article listing™ and select Monitoring
Exercise Intensity Using Perceived
Exertion.

ACE Tips For Indoor Cyclers

Some call it torturous,
others exhilarating. But there’s
no denying its popularity —
some see indoor cycling, as the
biggest thing to hit the fitness
industry since step aerobics.
What sets these classes apart
from the usual boredom of sta-
tionary cycling is the visual im-
agery provided by instructors.
Participants are led on a “virtual”

outdoor Road Race complete with
hills, valleys, straight-ways and
finish lines.

ACE offers these helpful
tips to make your cycling experi-
ence a positive one:

= Spend some time on a
stationary bike — endurance, built
by interspersed high-and low-in-
tensity cycling, will get you ready
to join-an indoor cycling class ina
few short weeks.

MAKE
IT

FUN!

* Make sure to bring
some essentials to your first class,
including padded bike shorts to re-
duce chaffing and discomfort, and
a full water bottle.

* Ask the teacher about
his/her training. In addition to spe-
cific training or certification in
group cycling, instructors should
have primary certification from an
organization such as ACE or
ACSM, and a group-exercise
teaching background.

* Know what your normal
rate of exertion is before taking a
class (heart-rate zone) and make
sure you stay within a safe zone
during the class. Or better yet,
wear a heart-rate monitor lo track
your exertion. Monitoring your
rate of perceived exertion also is
an excellent way to prevent over-
exertion.

+ Above all, concentrate
on exercising al your own pace.
Don’t be intimidated by the high
speeds and furious intensity of oth-
ers around you in the class. Listen
to your body, adjust the tension and
speed accordingly, and don’t be
afraid to take a break by pedaling
more slowly when necessary.
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MAXICAM

Muscle Dynamics - -

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

(800) 544-2944

Musde Dynamics

20100 Hamifton Avenue # Torrance, California 90502 » (310) 323-9055 » Fax (310) 323-7608
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BODY PUMP TESTAMONIALS

by Norm Cates, Jr.

Marleth, GA. - The
STEP Company based in Marietta,
GA. is in the process of rolling out
across the U.S., BODY PUMP, the
group exercise activity conducted
to music using barbells and The
STEP.

We contacted two leading
Atlanta Metro area club owners,
Jerry Alles, the owner of a chain of
six SPORTSLIFE Clubs and Tony
de Leede, the owner of 17 AUS-
TRALIAN BODY WORKS clubs.
Although these two club chains
compete intensively for the same
markets, they also share something
else in common. That is that they
are the first two club chains in
America to install the very success-
ful BODY PUMP program.

SPORTSLIFE clubs range
in size from the 135,000 square foot
CLUB COBB to units which are
50,000+ square feet. All of the
SPORTSLIFE Clubs are multi-pur-
pose facilities that are very well
equipped. SPORTSLIFE has over
60,000 members in the Metro At-
lanta area.

AUSTRALIAN BODY

WORKS' 17 clubs range in size
from 10,000 to 22,000 square feet
and are very well equipped, in-
cluding the very successful
CARDIO THEATER in each fa-
cility. AUSTRALIAN BODY
WORKS has approximately
30,000 members. Tony de Leede
has been regularly scheduled to
teach aerobic classes in his clubs
since he established his first loca-
tion in 1982. His background as
an experienced group exercise
class instructor, combined with his
first hand experience of having
seen Les Mills" clubs in action
with BODY PUMP in New
Zealand, makes deLeede some-
what of an authority on this new
phenomenon. de Leede is going
to team up with STEP Company
owner, Rich Boggs at the upcom-
ing IHRSA Convention in Phoe-
nix in March, 1998, to teach a
Master class for club owners and
general managers and a Master
class for aerobic instructors, per-
sonal trainers and others that
would like to attend. That class
will be taught by the Master In-
structors from New Zealand that
have seven years experience
teaching BODY PUMP.

Here is what these two
seasoned club owners had to say:

JERRY ALLES -
SPORTSLIFE - “ I first time | saw
BODY PUMP 1 was real im-
pressed. I think BODY PUMP is
going to be a great addition to our
group training programs. So far,
in our clubs, BODY PUMP has in-
creased attendance in all time
frames, prime and non-prime
time. We now offer two classes per
day in each of our six locations. |
expect to be up to at least three
BODY PUMP classes per day at
each location by mid-January.
BODY PUMP is hot with us and |
would expect that club owners ev-
erywhere are going to check it
out.”

Alles continues, “I'd ad-
vise club owners to go for BODY
PUMP and do it! I can’t imagine
any club operator anywhere who
is serious about trying to improve
their club, and not wanting to do
this. Frankly, it is inexpensive in
comparision to a line of exercise
equipment. If you go out and buy
a line of any equipment, it's go-
ing to cost you a bunch of money.
BODY PUMP can be installed
very inexpensively. And, look at
the number of people you service!
If you happen to be a single club
operator dealing with a lot of com-
petition, why not be the first club

in the market to have BODY
PUMP and get an edge on the
competition?”

TONY de LEEDE -
AUSTRALIAN BODY WORKS
-“The way BODY PUMP classes
are structured really gives the
consistentacy, which is what
members like and want. There is
no confusion. That side of it has
been wonderful. Our members are
high on BODY PUMP. It is go-
ing to be an excellent ongoing
group program for us.” Currently
deleede offers BODY PUMP at
5 of his 17 clubs. They are cur-
rently providing six classes per
week per club. He is in the pro-
cess of installing BODY PUMP in
all 17 locations as the instructors
complete their training and be-
come available. deLeede was
asked, * Is the BODY PUMP li-
censing fee a good value foraclub
owner?” His response, “ I think it
is because you get a tremendous
amount of training and support at
what | think are very reasonable
rates. From a club owner’s busi-
ness perspective, the way 1 look
at it, we need to be doing some-
thing to boost our aerobic atten-
dance. There are two big group
classes: One is group cycling. The
other is BODY PUMP. When you
look at the investment that you
have to make in spinning bikes,
when you buy even 25 Bikes, you
are looking at $15 to $18,000!
When you're talking about 40
BODY PUMP bars (and weights),
you're talking about maybe
$1500. Of course, the BODY
PUMP bars don’t break down ei-
ther. After a year or so on the
bikes, you're replacing all kinds
of parts. So, you can service twice
as many people and still pay about
1/10th of the amount you might

spend on group cycling. The way |
look at it is simple math. Even if |
pay licensing fees for the next 10
years, it is still going to be far less
expensive doing BODY PUMP than
cycling.”

deLeede continues, “ The
biggest thing I see with BODY
PUMP is there is now finally a class
that men feel very comfortable with.
I have male managers of some of my
clubs that never - | repeat NEVER -
set foot inside of any aerobic class.
These guys have now gone into
BODY PUMP and think it is great!
Another important aspect of BODY
PUMP is the control provided by the
class format forces instructors to
give a basic-simple class and rely on
motivating music and motivating
delivery by the instructors, rather
than fancy moves which have tradi-
tionally caused problems. The thing
is BODY PUMP is very controlled.
That is part of what you get from
the licensing agreement. This very
tight control delivers what the
masses want, not just moves for
what I call “the front row.” It deliv-
ers for the 80% of the members who
are intimidated by all this fancy foot-
work. Guys like the strength.
BODY PUMP attracts guys because
it is done with the barbells, but yet
women are flocking to it as well.
Our attendance in the class times in
which we’ve installed BODY
PUMP has more than doubled. Like
last Thursday night at 7:30 for ex-
ample. Our 7:30 Thursday night
class had been drawing 5-6 attend-
ees. Now we are pulling 30 per
class! The BODY PUMP program
is terrific and I'd recommend it to
club owners everywhere!”

Stay tuned to The CLUB
INSIDER News for more BODY
PUMP updates!

..Mike Chaet

continued from page 10
PEAK
BUYING |
INTEREST |
|
LOW |
BUYING |
INTEREST (DAYS) | |
1510 15 20 25 30 35 40 45 50 55 60
Start of Special End of Special  Held Over
MAJOR 2. Newspaper ads to be
MEMBERSHIP placed per schedule.
CAMPAIGN 3. Electronic media (radio
PROCEDURES and television) ads to be placed per

1. Prospect card system
should be set up and strictly ad-
hered to.

schedule.
4. Internal promotion fly-
ers mailed to existing members
(See Mike Chaet page 22)
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Villa Isla Azul e Villa Papagayo  \§

|cturc yourself relaxing in the elegant surround-
ings of a luxury villa. Strolling through the rain forest to the
howls of monkeys and the squawks of wild tropical birds, The
ocean view, revered as one of the most beautiful in the world,
15 so spectacular Conde Nast Travel magazine featured it in a
two-page color spread.

It is a magical world where everything is done for
you and your only responsibilities are to yourself and your
family and friends. Picture yourself dining in the candlelit
intimacy of a moonlit terrace overlooking the Pacific. Imag-
ine a world of elegant seclusion. This is a dream come true.... .
villa life,

Villa Papagayo and Villa Isla Azul are brand new
luxury villas with a full staff (cook, maid and butler) located
on the gorgeous Pacific coast of Costa Rica.

Villa Papagayo is a four-bedroom, five-bath villa.
Villa Isla Azul is a six-bedroom, six-bath villa. Both have
oversized terraces with swimming pools, swim-up bars and
waterfalls. Each has spectacular 30-foot ceilings in the great
room with TV, VCR, stereo, video libraries and air-condition-
ing in all the bedrooms.

Also available are the world’s best sports fishing for
marlin and sails; rain forest, tree top canopy and volcano and ]
giant sea turtle tours; birdwatching, scuba diving, snorkeling, . P
sunset and party boat cruises, Hoicback n'dingghealth club, Villa Isla Azul features six bedrooms and six baths
rafting, tennis, golf and a colorful Costa Rican beach town two miles away with beach bars, a disco and a gambling casino.

An all-inclusive plan provides all your food and drink (an open bar) for one price. Mouthwatering meals, from fresh seafood to Italian dishes, are prepared daily
from scralch by our talented Costa Rican cooks. The staff is there for your every need. Come to paradu.e' GUEST BOOK QUOTES:

', . \ \ A 5 & cr | "There are few times

in life when one is treated like
v Ty YT

royalty - we exploited our royal

day in the sun. Thanks for a
great 10th anniversary.”

Patti & Ken Irwin

Alpharetta, GA

"We have found a
much needed oasis to escape the
day-to-day desert of our lives.
This has been a wonderful
week, "

Karen & Glenn Grove,
Mobile, AL

"The view is breathtak-
ing. The accommodations are
great. The nature is fantastic.”

Jo Ann Milan, Joe & Ben
Loersch, Madison, W1

s ;z,f’;z:;:f‘;:,{f.ﬁz‘:;'.z b vio._ For availabilty call (404 255186
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U A Successful

and in most cases, not [

Corporate Membership Program

By Arman Eckelbarger

Ilet me give you a little

background on myself. I am the
Director of Corporate Wellness for
Australian Body Works, a chain of
17 locations, in Metropolitan At-
lanta, Georgia. I have been in-
volved in corporate membership
sales for four years and have been
involved in the enrollment of three
hundred companies. All of the three
hundred companies either pay dues
directly via electronic funds trans-
fers or pay by direct billing. Each
account provides for membership
for ALL of the employees of each

Wellness Program that | promote
has a retention rate of approxi-
mately 85% and because | en-
roll the entire company, | am
pulling virtually all of those
employees out of the market
from our competitors. A second-
ary effect of the EFT collection
or direct billing relationships we
have developed with these com-
panies is that they have dis-
played an increased willingness
to subsidize membership costs
for their employees. In the cases
where the company subsizes the
membership fees for the employ-
ces, many of them utilize the
savings to provide memberships

chases of personal training, pro
shops items, drinks, etc.

Currently, our organiza-
tion is enrolling three to four
companies per week with this
program. This is a program that
I have structured and developed
with training and help from
Royle Berry, a consultant for
corporate sales and marketing in
our industry. The information
that I am going to share with you
should help you to achieve true
corporate membership sales suc-
cess.

What Is a True Corpo-
rate Membership? A direct rela-
tionship with a company where
the company pays the club via
electronic funds transfers or di-
rect billing, providing all of its
employees membership access to
the club’s facilities. There is an
established relationship with a
specific high-ranking employee
or owner who has taken respon-
sibility and has made a commit-
ment to make sure the program
is a success. The company, as a
whole, is committing itself finan-
cially. The company is respon-
sible for enrolling its employees
and promoting the program inter-
nally. Of course, when provided
with the opportunity, we pro-
mote the program within the
company as well.

The “Average Corpo-
rate Membership” In Our Indus-
try Is Nothing More Than a
GROUP DISCOUNT Which
Works Something Like This: the
club will offer discounted mem-
bership rates if a minimum num-
ber of employees enroll. For ex-
ample, let’s say five people en-
roll at the same time. This nor-
mally will happen with no com-
mitment from the company at all.
With no accountability in the
“normal corporate membership,”
there is no long-term relationship
because the company is not in-
volved. The only commitment is
that whoever the “in-company
promoter” is, he will receive
cheaper membership rates for
himself and a select few associ-
ates. When negotiating this kind
of program you hear of large
numbers of employees who are
“interested”,
enroll the minimum number that
you set as the requirement for the
“corporate rate.”

§ this format to be disappointing

SERVICE

PROGRAMS

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

CASH FOR
CONTRACTS

¢/ No Credit Checks
¢/ No Turn-downs
¢/ No Term Limits

AAC Quick Cash’

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
E-MAIL: 74041,2525@compuserve.com
ﬂ‘iiited hlm_l

but rarely do you

FAX: (816) 753-1429

WEBPAGE: hitp: /fwww. mnessworld com/ prue’lrad /

I have found

e
b
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worth the time and effort in-
vested.

10 FOUNDATION
STEPS TO
ESTABLISH A
SUCCESSFUL
CORPORATE
MEMBERSHIP

1. Put together a
set structure that will be
used to promote to compa-
nies. | have had success
with the capitation method
because it is a totally differ-
ent approach and compa-
nies are willing to at least
try the program. It is con-
sidered a risk sharing ar-
rangement similar to an in-
surance plan. The defini-

Arman Eckelbarger

tion of capitation is: “An equal levy
among all things.” What this means
is that | offer a flat rate to the com-
pany to provide fitness/wellness ser-
vices 1o all of its employees even
though we both know that not all em-
ployees will participate. This is the
method that works best for us. [ have
also heard of some clubs that charge
a flat rate to the company and then
the employees pay a monthly co-pay
to the club when they are enrolled.
Again, you decide what will work
best for your club.

2. Design a proposal that
can be used to present to the com-
pany executive or owner. This pro-
posal needs to be impressive and
have lots of data to validate why the
company should consider investing
in a wellness program. You can ob-
tain a wealth of materials and infor-
mation as a benefit of membership
in IHRSA. Also, the Worksite
Health Magazine and the American
Heart Association are two other good
sources of information and materi-
als. As you enroll companies and
begin to develop a track record, tes-
timonials and letters of reference are
often made available to validate your
program. Your proposal should be
designed by computer using a desk-
top publishing program. This allows
for changes and modifications at a
later date as well as providing you
with the ability to customize your
proposal.

3. Setting up your markel-
ing plan. I'm often asked by people
in our industry how [ promote our
program. One of the things I learned

carly on through ownership of a
club myself was the most cost ef-
fective marketing program can be
your membership. Why try to go
out and sell your concept to some-
one that does not even understand
what your organization stands for?
It makes more sense to go to your
members who are owners or execu-
tive decision makers because they
already understand the benefits of
exercise and your club. They will
be more willing to listen and give
you feedback about what they like
and do not like about your proposal.
This is much more cost-effective
than spending money on an exter-
nal marketing campaign that may
not have an immediate return,
Also, once you've enrolled several
companies and have a proven pro-
gram, you should be able to get re-
ferrals from your existing corporate
accounts. If you want to do an ex-
ternal campaign, my suggestion is
to use a newsletter format that will
have member testimonials and suc-
cess stories about your program
that you can mail to Chamber
members or business lists pur-
chased from a list company. There
is a lot that can be covered in the
marketing of your program. | have
found these basics work the best.

4. Qualifying your first
prospects to present. Something
you need to do when discussing the
possibilities of a corporate wellness
program with a prospect is to have
intelligent questions lo ask them.
One of the tools we use is what |
call a Corporate Information Form.
(Sce Arman Eckelbarger page 26)
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WAIVERS AND RELEASES..
Why Waivers Sometime Fail to Protect

By Doyice J. Cotten

Il'l previous columns, we
have stated that well written, prop-
erly executed waivers, signed vol-
untarily by adults, can effectively
protect clubs and fitness profession-
als from liability for certain ele-
ments of negligence in most states.
Since you, as a club and fitness pro-
fessional, rely upon a waiver for
protection, you should know why
waivers sometime fail to protect.

There are many reasons
ranging from age of the signer to
administrative procedures to the
waiver law in a particular state.
Probably the most frequent reason,
however, is ambiguity in the word-
ing of the waiver document. States
are almost unanimous in declaring
that waivers, to be enforceable, must
clearly describe the intent of the
signers. In other words, if it is not
clear to the court that the patrons
signing the waiver intended to re-
linquish his or her right to sue the
club and/or fitness professional, the
court will not enforce the waiver.
Then the club and/or fitness profes-

sional will be subject to liability
if negligence is shown. The fol-
lowing questions and answers
should make the reader aware of
a few requirements for a valid
waiver:

Question #1: Does a
waiver have to specifically use the
word “negligence” within the
waiver?

In some states, yes.
However, in most states the courts
require only that it be clear that
the signing patron understood he
or she was relinquishing the right
of legal action if injured due to
the negligence of the club or fit-
ness professional. In thirteen
states, however, failure to use the
word negligence is likely to re-
sult in a waiver not being en-
forced by the courts. Those states
are: Alaska, Arkansas, Arizona,
California, Delaware, Florida,
Maine, Missouri, New Hamp-
shire, New Jersey, New York,
Texas and Wisconsin. While the
word “negligence” is not required
in most states, its use will reduce
ambiguity and increase the like-
lihood of the waiver being over-
turned.

Question #2: If the word
“negligence” would improve all
waivers, why doesn’t everyone
use the term?

Two reasons: most
people writing waivers are un-
aware of its importance and many
are afraid that the word will make
potential patrons less willing to
sign a waiver.

Question #3: 1 realize
that there are many guidelines for
writing waivers, but when boiled
down to its basic ingredients, what
should be in every waiver?

There are four basic in-
gredients. First, the waiver should
specify the consideration provided
for by the contract (In consider-
ation for being permitted to use
Valley Health & Fitness Club, |
(My Name) release Health & Val-
ley Fitness, Inc., its owners, its
employees and agents from...).
Third, the waiver must name the
parties who are relinquising their
right to sue by virtue of the waiver
(1, on behalf of myself, my spouse,
my heirs, and my assigns, re-
lease....). Fourth, the waiver
should specify what is being
waived. (..release Valley Health

& Fitness Club....from li-
ability for injury, death or
loss suffered by me|
caused by the ordinary
negligence of Valley|
Health & Fitness Club, its |
employees or agents). It
is important that the
reader realize that while
these four elements con-
stitute the basics of the
waiver, much less should
be included to help to in-
sure validity.

(Doyice and
Mary Cotten own their
own business, Sport Risk
Consulting, in which they
work with sport-related
organizations-i.e.
schools, recreation de-

partments, and health &
fitness clubs - in reducing

Doyice Cotten

risks, inspections and risk man-
agement training of employees.
Their book, Waivers & Releases
for the Health & Fitness Club In-
dustry, available for $18.95, in-
cluding shipping, includes 1) a
summary of waiver laws in each
state, 2) useful guidelines for writ-

ing waivers, and 3) suggestions for
administering waivers. They may
be contacted at Doyice J. Cotten,
Sport Risk Consulting, 403
Brannen Drive, Statesboro, GA.
30458; Phone (912) 764-4848; E-
mail doyice(@gsaix2.cc.gasou.
edu.)

PLEASE man, pHONE orR FAX YOUR ORDER:
Faust MANAGEMENT CORPORATION

10085 CarroLL Canyon Roap, Surte 210
San Dieco, CA 92131
(619) 536-7970 = (619) 536-7976 (Fax)
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speeches cannot. Accompanied by a detailed workbook with concept notes, provoking questions, exercises and guides that will give you an even greater insight into
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"MAKING MANAGEMENT HAPPEN'' by Gerry Faust. (Video cassette tape with workbook)
Organizations go through predictable patterns 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 |
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NEW YEAR PL PLAN NING
CHECKLIST FOR SUCCESS

By Brenda Abdilla

FOR CLUB
MANAGERS:
' Maximize your main promotion.
* Use same design and offer in auxiliary advertising
efforts (like news ads and inserts, etc.)
* Use same design on posters (where appropriate).
* Call two local newspapers and television stations and offer
your expertise/facility for their New Year’s resolution stories.
" Have the staff call every member to inform them about the
referral program (give the list to all staff members with a script).
" Start an employee referral program to encourage the staff to
bring you potential employees.
* Have a personal meeting with each sales representative to
discuss January goals and leads.
" Create a previous member mailer. Follow-up mailer with a
call.
" Have team call all old prospects during the first week of Janu-
ary and make them a special offer which expires January 31, 1998.
" Set a mid-month goal/incentive to make sure team is tracking
where they should be.
* Do the math:
* Figure exact budgetary expenditure
* Figure December ratios and apply to January plans
* Share the math with the team

FOR SALES REPS:

" Make 25 contacts per day.... regardless.

“ Take 5 motivational minutes per day.

" Ask..... Is what 1 am doing now going to
result ina sale?

* Complete paperwork immediately (or same
time every day).

" Reach 5 key decision makers per week.

“Track my performance everyday.....closing |

ratios, etc.

" Book 70% of my incoming calls to appoint-
ments.

* Confirm 100% of my appointments for a
90% show rate.

* Close 60% of my appointments on their
first visit.

* Close 30% of my walk-ins on their first
visit.

* Use all down time to organize files, leads,
calls and to-do-list.

" Get life organized too (car, home, etc.)

" Spend 10% of January setting up Febru-
ary.

——ELECTRONIC
—Billing & Collecting
——— SERVICES

o

B}'enda Abdzlla

(For additional information,
please contact Brenda Abdilla, Club Profit
Systems, at (800) 448-0180.)

No Omne Beats Our Service or Our Price

BILLING & PROCESSING

¢ Electronic Funds Transfer

* Credit Card Processing

¢ Volume Discounts Available
* Renewal Billing

* Payment Coupon Booklets

COMPUTERIZATION
* Front Desk Check-In

® Picture-On-Screen

* Point-of-Sale

e Scheduling

¢ Club Management Reports

e Customization Available

* Windows 95

FULL SERVICE COLLECTIONS

* Return Free EFTm

* 1-120 Day Delinquent Collections with no fee increase
* No Collection Activity On Your Part

» Phone Calls, Late Notices & Collection Letters

No Fee Increase For Delinquent Collections

25€ EFT

Free Cost Analysis

Call (800) 766'1 91 8 web: www.achbilling.com
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THE EX-PLAYER SYNDROME

ers commonly say, “l don’t have
time (or desire) to keep my game
up.”

By Spike Gonzales

Tennis is the most won-
derful activity for recreation, di-
version, exercise and social in-
teraction. Yet many of our most
competent in our sport stop play-
ing because of some ego-related
standard they’ve set for them-
selves. They no longer can beat
their old competitive peers or the
new group of younger players,
so they stop playing. They mea-
sure the worth of the activity ac-
cording to who they can beat!

Because of their handi-
capping system, golfers find
challenge and excitement with
almost any player pairings they
make. Golfers play to see who's

I often ask tennis players
and administrators to try to “think
out of the box” and recognize how
our management of the game has
fostered the extremes of ego-orien-
tation among our players. Doing
so, | am frequently faced with the
stone-wall stare reflecting, “Where
does this guy come from?” | might
as well be telling a medieval farmer
the world is round!

Nowhere in our tennis cul-
ture is the ego-orientation best ex-
hibited than when you come
across a former collegiate or tour-
nament player who doesn't play any
tennis at all anymore. These play-

PRO-FINANCIAL

The Ultimate Collection Service

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
E-MAIL: 74041,2525@compuserve.com
WEBPAGE: http://www.litnessworld.com/pro/trade/alfiliated.html

AAC...“We're Here To Work”

FAX: (B16) 753-1429

going to “have the better day;” ten
nis players play to see “who’s the
better player.” Golfers have a mini-
challenge with themselves every
time they play: “Can | beat my av-
erage score and increase my
chances of beating these guys?”
Tennis players simply play to out-
right beat other players; and when
their challenge is lost, or is simply
too steep, some stop playing alto-
gether.

The competitive tennis
player is faced with a further di-
lemma presented by our ego-ori-
ented culture. The normal medium
to unleash our competitive juices is
tournament play. Unfortunately,
there are numerous logistical vagar-
ies to tournament play. You don’t
know whether you'll play one
match or five in a weekend. You
don’t know exactly when you'll be
playing your matches, due to
weather conditions, scheduling nu-
ances and variable match lengths.
Sooner or later none but the most
fanatic of our sport's enthusiasts
will sacrifice their career or family
lives for the excitement of compe-
lition.

At best, the former com-
petitive player finds a small cadre
of playing partners of his or her
calibre and life-balance profile and
gels to continue o enjoy some
weekly competition. Frequently,
though, this delicate equilibrium
collapses and the player stops play-
ing altogether. How often ['ve
heard, “I stopped playing when my
regular game fell apart!" This
doesn’t happen in golf. Because of
the handicapping system, golfers
have expanded options for playing

partners who will give
them an unpredictable
outcome, experiencing
the fun of competition ev-
ery time they play.

With an appro-
priate handicap system
our competitive tennis
players will not only ex-
pand their playing partner
base, they will experi-
ence what golfers always
can - that feeling of com-
petitive excitement in
their everyday recre-
ational play.

There is an
irony that handicapping
would give us better com-

petition, but would also
significantly diminish the

Spike Gonzales

ego-orientation in our game. A
handicap system providing for
current and narrow-level player
ratings would first of all diminish
the status-labeling of our present
NTRP system. Secondly, and
most importantly, it would divert
players’ focus from proving who
is the better player to the concerns
of simple “recreational” competi-
tion to see who can become the
“winner of the day.”

Some people say that
handicapping would make tennis
too competitive. The fact of the
matter is that the lack of handicap-
ping has made recreational tennis
too competitive. For those wish-
ing to have a competitive outlet,
tennis often loses its appeal, and
they give up on a great healthful
activity. Bringing a handicap sys-
tem back into the game (as it was
in the inception of the sport) will

greatly improve the appeal of ten-
nis, especially to our more skilled
players!

(Spike Gonzales has been
building tennis markets since 1971.
He was a prime developer of Ten-
nis Corporation of America’s Ten-
nis 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
ennis Rating Program. He pres-
ently serves as an advisor to
Tencaps, Inc., a USPTA endorsed
tennis rating system and consults
with clubs wishing to improve their
marketing, management teams and
tennis professionals. Spike may be
reached at: (941) 774-2442.)

..Mike Chaet

continued from page 16

with cover letter.

5. External promotion fly-
ers mailed to prospects (old and
new). Should include newsletter or
brochure or cover letter.

6. External promotion fly-
ers mailed to club guests with cover
letter.

7. Follow-up telephone
calls should be started.

a. To existing

Best Number: The

prospects. b. To new prospects as
they become dated.

8. Existing members
should be called after the internal
promotion material is sent out.

a. To invite them to the
open house. b. To ask if they have
a friend that might like to join.
Bring the promotions to their at-
tention.

9. Upon joining, every
new member should be told of the
internal promotion and asked if
they have any friends they might
like to sponsor under the promo-

CLUB INSIDER

News 770/850-8506

tional programs.

10. Results of internal
promotion should be posted for
members to see (Newslelter, bul-
letin boards, etc.)

11. Thank you notes
should be sent to member spon-
SOrS.

12. Membership upgrade
promotion should be sent out.

13. Start open house
plans.

(Mike Chaet, Ph.D. is the
Founder and President of CMS
(Club Marketing and Management
Services, Inc., a Helena, Montana
based club consulting firm). CMS
may be contacted at: (406) 449-
5559).
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The Simple & Powerful

Club Management System

To bhe any easier to
use, it would have
to run itself...and it
practically does!

Photo-imaging Check-in
Unlimited Report Capabilities
Automated EFT

Full Service Customer Support
(Phone, Fax, Seminars)

A s AN |

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

Club

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

UNNEr " 50055252/ (107) 746 339
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1998 CLUB INSIDER News Editorial Content

In addition to reporting
the latest club news first, The
CLUB INSIDER News will cover
many important industry topics dur-
ing the year. Listed here are a few
of the topics we will cover. We wel-
come your suggestions and partici-
pation.

* Top Club Success Stories * Fit-
ness Certification Organizations
* Club Renovations and Expan-
sions * Human Resources Issues
and Ideas * Multiple Club Man-
agement [deas * Sales Training
Pros and Training Programs *Hos-
pital Health Clubs = Fitness Pro-

gramming * Family-Owned
Clubs * Women’s-Only Clubs and
Issues * Club Shopping - A How
To Blueprint 4 Wellness Program-
ming & Medically-Based Club
Programming * Personal Training
- A Business Within Your Business
* Weight Management Programs
*Creative Membership Retention

Ideas * How To Successfully Plan
and Open A Club * Small Club
Marketing = Strategic Business
Planning * Corporate Fitness Fa-
cilities * The Mind, Body, Spirit
Movement * Youth Programming
For New Profits * Club Capitali-
zation - How To Make It Happen
* Tennis Issues and Answers *Pro-

fessional Club Consultants - How
To Select and Hire the Best.
SUBSCRIBE TODAY!!
Send $49 - for 12 months
$69 - for 18 months to:

The CLUB INSIDER News
P.O. Box 671443
Marietta, Ga. 30006-0025

~Scammelhorn

continued from page 12

better, then price will not be a true
objection.

Again, during the price
presentation, the sales person must
control the situation. For example,
enthusiastically direct the client
where to sit, and confidently sug-
gest the type of membership they
are probably interested in (realizing
that this may change, I still want to
keep the presentation as simple as
possible). All of this is based on
the information the client has al-
ready given to the sales representa-
tive during the tour. At this point
the sales person must now assume
the role of personal counselor to the
client-helping the client select the
type of membership he or she will
be most comfortable with. | want
the sales staff to be confident in the
belief that the client wants to join
and that all that is left is to find a
way to get the new member started
on a new, exciting, more active and
healthy lifestyle.

Once the membership
rates have been presented, the sales
person can now focus on one of the

more pleasant aspects of the club
- getting the new member started
on his or her exercise program. At
this point, the sales staff should
point out that it is his desire to get
the client involved in an exercise
program as quickly as possible.
Next, the sales representative
should get the client to set a date
and time to begin his workout. If
there is an objection, it will usu-
ally come up at this point of the
presentation.

Objections

Two things are impor-
tant in covering objections: 1) al-
ways remember the basic reason
why the client came into the club
(to change their current way of
looking and living); and 2) be sure
to use the Three A's in meeting all
objections.

The Three A’s are:

Agree: always agree
with the client’s objection. You
say, whoa there fella! That goes
against the grain of convincing the
client they are wrong and you are
right. Technically speaking, you
are right. But, you risk losing the

Norm Cates’

Club lns1der

Seeks

Contributing
Writers

Contact: Norm Cates, Jr.
770/850-8506

sale in arguing a point. So who
ultimately wins? [ realize that this
concept is heresy in most sales
presentations, but from a behav-
ioral point of view (there I go with
that psychology again), it restores
control back to you. And besides,
it works! When you agree with
the client, all you are doing is tell-
ing them that you can see your side
of the issue. When you do tell the
client that you see his side of the
issue, you have validated him, thus
you are still in control of the pre-
sentation. If you disagree with the
client’s reason or objection, you
have lost control and you have set
up an adverserial environment or
relationship. Something to be
avoided at all cost. For example,
if you get a price objection, the
sales person should immediately
demonstrate sincere empathy for
the client's money concern.
Money is important to everyone.
That is how simple agreeing with
the client is. Now comes the next
step.

Appeal: to show the cli-
ent another side of the issue they
are objecting to. If you have done
a good job of listening to the
client’s concerns, they will be
more than willing to hear your
side.

The Appeal can go sev-
eral directions, depending on the
cues the client has given you. But
for the sake of simplicity, let's as-
sume the client is concerned about
committing to the monthly fee for
a period of one year. At this point
it is important to realize that the
initial cost is not the problem, it is
the long-term commitment that is
the objection. The Appeal should
focus on convincing the client that
his decision to make a change in
his current lifestyle by just being
here is the correct decision. Re-
emphasize the Service aspect of
the club: the club’s exercise staff
and the programs you have pointed
outon the tour are designed to help
the client, soon to be a member,
realize his health and fitness goals.
Agree with him that money is im-
portant, but more importantly (Ap-
peal) think of the small amount of
money the client will spend, to

take the big step to a new, excit-
ing and healthly lifestyle. He will
not regret that decision.

It is important that the
sales staff realize that the objec-
tion is not money. The objection
is the fear that the client cannot
meet the commitment to a more
active lifestyle. Do not make the
mistake of thinking that money is
the objection.

ASK: This means ask-
ing the client if they can see the
other side of the issue. Simply
ask, “Don’t you agree?” This is
the ask portion of the Three A’s.
If the sales staff Agreed properly,
and Appealed by using informa-
tion that the client has already
committed to, then Asking the cli-
ent if they see the other side is all
that is necessary in overcoming
the original objection. For ex-
ample: The objection to a long
term monthly commitment issue
is more of a concern as to the
client’s ability to commit to a fit-
ness program and not the monthly
fee. Isn't that true? The answer
is obvious and thus, the objection
has been overcome.

If you notice, all Ap-
peals are fitness-focused, which
is my first point in overcoming
objections. Too often, clubs make
the mistake of becoming a price
discount club in closing a sale.
The assumption in a price dis-
count is that the reason the client
is objecting to price is that the cli-
ent 1) can’t afford it, which may
be true and nothing can be done
about that or 2) the client has
gained control and forced the
club’s sales representative to de-
fend the price, or worse, agree-
ing that the price is too much by
offering a discounted member-
ship. Both options are losers and
are to be avoided if you are going
to establish an unshakable mem-
bership confidence: an essential
objective for long term viability
and profit.

It cannot be emphasized
enough: fitness is the reason the
client is there, Most objections
revolve around the need of the
client to be sold on making a com-

mitment to join a fitness center and
start immediately on a program that
will help him - - the client - to feel
and look better.

If your sales staff follows
this plan, the conclusion of the price
presentation will be one that cel-
ebrates the decision of the guest/
client in becoming a new member.
And, all that is left is to take the
new member through a proper ori-
entation that is designed to help him
reach his goals. Simple. Ulti-
mately, what you want is to have
cach and every new member walk-
ing out of your club telling every-
one about how great his experience
has been.

Conclusion

Somelhing I was taught
fifteen years ago still rings true to-
day. Whenever a client walks out
of your club, a sale took place. Ei-
ther you sold him that he had made
the right choice in joining or he sold
you that he did not need to change
his current lifestyle and did not need
to join. Or, as many of us have
come to know and understand, the
guest came in for the purpose of
joining the club, and the sales staff
talked him out of it. Both of these
messages are still true today. The
philosophy toward the client’s in-
tention is still true today, yet fitness
centers still make the mistake in not
training their staff to focus on the
reason the guest or client come to
visit in the first place.

It is my intention to help
all clubs to more effectively close
or sell each and every person who
takes the initiative in visiting a cred-
ible fitness center. There can be no
better reward than helping those
who want to be helped.

(Jack Scammahorn is an
active consultant for Professional
Club Management, Inc. (PCM). He
has owned and managed several
comprehensive fitness clubs. His
expertise is in helping clubs turn a
profit through meaningful client
service and focused sales control.
In his spare time, Dr. Scammahorn
is also a school superintendent.)
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LOOKING FOR THE BEST PRICED
ELLIPTICAL ON THE MARKET?

" YOU JUST
FOUND IT.

CALL FOR MORE INFORMATION

HOGEAN HEALTH INDUSTRIES 800.678.7888
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Sales Makers Checklist For A Powerful New Year

1. TIME MANAGE-
MENT, TIME MANAGEMENT,
TIME MANGEMENT.

Average sales personnel in
this industry spend 30% of their time
touring and selling, 16% in actual
prospecting, and 54% doing other
things. Look at your job description
for the membership staff. It should
require 60-70% of their time in qual-
ity prospecting. Train sales staff
members to be professionals, not just
order takers.

2. SET GOALS & RE-
WARDS

We are in a positive growth
industry. Set goals of a 10 to 30%
increase and reward your staff with
TEAM bonuses for achieving their

goals.
3. 12 DAYS OF FITNESS

An original Sales Makers
idea from 1979 that is the most
effective low-cost marketing con-
cept guaranteed to increase guest
traffic during December and Janu-
ary if properly managed. Mail to
members and take on systematic
outreach in wrapped packages.

4. PRACTICE PROFES-
SIONALISM for INCOMING
TELEPHONE INQUIRES

This is important from
the front desk staff through the
membership staff. Teach proper
phone techniquess for answering
phone calls.

5. SALES TRAINING

Sharpen your staff’s
skills with intensive training and
practice. Make sure these sessions
are professional and deal with im-

proving sales skills. These
should not be administrative
meetings.

6. PREPARE THE OF-
FICES

January is the biggest
sales production month of the
year. Have all the necessary ma-
terials and folders ready prior to
the start of the month. This helps
the sales staff to stay organized
and increases their professional
image. Remember time manage-
ment,

7. FITNESS DEPART-
MENT IN HIGH GEAR
The fitness department

:should prepare for the increase

in traffic. We don’t just want
January members, we want long-
term customers.

8. DIRECT MAIL

To be effective any di-
rect mail pieces must be mailed
on time.
printing sometimes takes longer
and any December bulk rate de-
livery is purely ‘guess-timation.’

9. CONTACT PREVI-
OUS GUESTS WHO DID NOT
JOIN

Remember that New
Year's resolution is our ally and
this might be the right time for
them to get started. Direct mail
and a motivational phone call can
play a major role here.

10. PREVIOUS TELE-
PHONE INQUIRIES WHO
POSTPONED TOURING
YOUR CLUB. SEE #9.

Remember December”

11. PREVIOUS MEM-
BERS
Pat Lawler of the
Women's Club in Missoula, Mon-
tana had the university do a research
study of previous members. 80%
said they were happy overall with
their club experience.

12. MOTIVATIONAL
CALLS

Most new members in
January are non-regular exercisers,
No excuses are allowed!! The new
member requires and deserves all the
attention and motivation necessary
to make them a happy, referring, re-
newing member.

Done properly this is the
most efficient process for achieving
and exceeding your 1998 goals!

...Eckelbarger

continued from page 18

On this form [ have basic questions
that I can ask to get information from
the prospect to close them, just like
you would do if the person walked
in asking for an individual member-
ship. The questions we use are simi-
lar to these:

y * How many full time em-
ployees are in the company? How
many part-time?

* If we were to help you
with a wellness program, who other
than yourself would be involved in
the final decision making process or
how does your company make a de-
cision on a purchase like this?

* Does your company have
a budget for a wellness program? If
50, how much have they budgeted?

* How much support is the
company willing to provide to make
the program a success? It can be fi-
nancial and emotional.

* Does the company offer
any Employee Assistance Programs,
like stress management, smoking
cessation, etc.?

* What kind of benefits
would the company like to see with
a wellness program?

Over time you will find that
you can add or delete more questions
to help with your information gath-
ering. The questions shown above
should help you get started.

5. Making your corporate
presentation. My rule of thumb on
doing presentations is this: if you are
making a presentation to someone
that is a member and the presenta-
tion is being given at your club, wear
your regular staff uniform. The rea-
son for this is because it is your en-
vironment and it is what the mem-
ber will be comfortable with. If you
meet the member at the club wear-

ing a business suit, they may feel
that you are really going to pour
on the sales pressure. If, on the
other hand, you are going to make
your presentation at the company
site, | strongly suggest that you
dress very professionally in a busi-
ness suit. When you go to the
company’s place of business you
wanl everyone in that company to
know you are serious about your
program and are willing to take the
extrasteps to prove it. If you come
in wearing your staff attire you
may be viewed as someone inter-
ested in selling memberships ver-
sus offering a company wellness
program. You need to be viewed
asa business person. Your presen-
tation should be no longer than 17
minutes in duration. Anything
longer than that you will find that
the person you are speaking to may
be distracted and begin to lose in-
terest. Your goal in the presenta-
tion is to find out if the company
is genuinely interested and what
information you will need to pro-
vide them about going ahead if
they cannot make a decision at that
time.

6. Creating and promot-
ing interest in the prospective com-
pany. The most common request
the decision maker will have con-
ceming proceeding with your pro-
gram will be the inevitable. “What
kind of interest is there within the
employees of the company?” The
decision maker will often wish to
survey the employees to ascertain
the level of interest. In my opin-
ion, this is one of the most under-
stood and overlooked areas that a
corporate salesperson has to deal
with. The prime question is, who
will design and prepare the survey?
The company or you? In the past,
I've allowed the company to do it

and in most cases, there was
never a good response. Why?
Because when the company does
the survey they usually send out
an email or black and white piece
of paper that is basically asking
them to participate in the pro-
gram and how much money they
would consider contributing.
From this experience, I've found
that it is best if | am able to cus-
tomize and print the surveys for
the company. In most cases,
when [ am able to do my survey
for the company, we end up do-
ing business. If you have a good
survey, the employees get ex-
cited and start talking about the
possibilities and it makes it
tougher for management to say
no. Plus, if you can do the sur-
vey, you can usually obtain a
commitment from the company
on what they would be charging
the employees if there was ad-
equate interest in the program.
You still need to define what “ad-
equate interest” means to the
company before the survey is
done.

The most affordable
way to do surveys is to use desk-
top publishing on your computer
and utilize a laser printer, pref-
erably 600 dpi. 1 suggest that
you use some photographs and
2 color or full color design to im-
prove response. The next ques-
tion is what to put on the survey?
My suggestion is the company
logo, photographs with quotes
explaining the service, an expla-
nation that this is just an interest
survey that the company is do-
ing, who to return the survey to,
a ‘return by’ date of when to give
the completed survey back, a
bulleted description of what ser-
vices the employee will receive
by participating in your corpo-

rate wellness program, what is not
included in the program, what the
maximum investment per pay pe-
riod would be if the employee
were to participate, a statement
saying that family members can
be added for a small additional
fee, a place for the participating
employees name and date, who to
contact in the company for further
questions with a phone number
and last of all, a map of how to
find your facility or facilities. |
also use a glossy coated paper be-
cause the photos reproduce bet-
ter.

7. Design a Corporate
Membership Agreement (Con-
tract) for the company. This can
be a tedious task but is a must if
you are going to work with com-
panies. You will find that the
company will go over the agre-
ment, in most cases, very thor-
oughly. You will also find that
companies will request an agree-
ment because they do not want to
have any misunderstandings once
they have made a commitment to
you and your club(s). You should
explain the structure of the mem-
bership in a clear, concise man-
ner. The easiest way to approach
this task is to work off your club’s
individual membership agree-
ment and design it on a computer
desktop publishing program. That
way you can always make
changes and updates and reduce
expensive printing costs.

8. A system for imple-
menting the program in the com-
pany. You will need to provide
support materials for what the
company contact person needs to
do to enroll the employees. Isug-
gest that you provide as many bro-
chures or informational pieces as

you can. The most common pieces
are maps, aerobic schedules, per-
sonal training brochures, welcome
letter, flyers, etc. Suggest to the
company contact person to put the
information together in packets for
each employee.

9. Be prepared to offer a
report system for the company.
One of the most common reports
would be a monthly or quarterly
usage report. If you can, provide
information on employees that
have lost weight, reduced body fat,
lowered resting heart rate or blood
pressure, reduced cholesterol, etc.
That data will quickly justify your
wellness program and probably a
rate increase in the future. Com-
panies just want to make sure their
resources and money are not being
wasted.

10. Prepare staff to roll
out the red carpet for every new
corporate member. To build a
strong-long-term relationship with
any company, use the ideas above
as a guide. If challenges arise in
the future, the company will be
more willing to listen and work
with you. Plus, you will have more
opportunity for add-on services
such as: family memberships, per-
sonal training, childcare and most
of all, more corporate referrals! As
you enroll companies you can put
up a display welcoming your new
corporate members. This will cre-
ate good will and establish your
Corporate Wellness Program as a
success in the community.

(Arman Eckelbarger is
the Director of Corporate Wellness
for Australian Body Works, a 17-
club chain located in Metropolitan
Atlanta, Georgia.)
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Group Exercise Program?

Are you looking for:

* A Program anyone at
any fitness level can do?

* Increased profits?

* A non-intimidating
program?

* Increased member
retention & referrals?

* A fun, new program?
* Increased memberships?
* A new service program?

* An edge on the
competition?

Consider PACE

PACE

Cross Conditioning Circuit

The Group Exercise Program for Every Body

Call Pro*Fit Enterprises toll free 888-604-2244 for details or visit our website at www.pacepro-fit.com
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Life Fitness Endorses FitLinxx As
Industry Standard-With New Agreement

Chlcago, IL. - Life
Fitness and FitLinxx, the two in-
dustry leaders in fitness network-
ing, announced that they have en-
tered into an agreement to unify
the standards for fitness network-
ing. Life Fitness is committed to
the widespread adoption of this
powerful technology and will
support the FitLinxx standard.
The announcement was made at
a press conference during the
Club Industry Trade Show in
Chicago on November 13, 1997,

Fitness networking
links a fitness facility’s cardio-
vascular and strength training
equipment to a computer, allow-
ing users to track workouts, pro-
viding fitness staff and trainers
the ability to prescribe and track
member and staff performance,
and documenting outcomes that
help fitness, health and wellness
facilities extend the heathcare
continuum.

Life Fitness, the com-
pany that pioneered fitness net-
working with the Lifecenter net-

working system, and FitLinxx, cre-
ator of the industry standard
FitLinxx Interactive Fitness Net-
work, believe they will better serve
the needs of the industry and expand
the market for this powerful technol-
ogy by collaborating to support one
standard.

“Since we started develop-
ment of the Lifecenter in 1990, Life
Fitness has been committed to pro-
viding the fitness industry with the
best networking experience,” ex-
plained Life Fitness President, Augie
Nieto. “We recognize that it’s time
to take this valuable tool to the next
level- ‘connectivity to all vendors’
equipment - and that the numerous
alliances FitLinxx has with manufac-
turers makes it ideally positioned to
achieve this goal. Both companies
can now focus on their core compe-
tencies: FitLinxx on expanding the
reach of fitness networking and Life
Fitness on providing equipment with
unique integration capabilities like
digital heart rate and superior inte-
gration with the FitLinxx network.”

“This agreement is a water-
shed for the industry,” commented

FitLinxx President Keith Camhi.
“Both Life Fitness and FitLinxx
have seen that this category pro-
vides extraordinary benefits to ex-
ercisers, and can help the indus-
try attract a broader market base
and retain members longer. Life
Fitness’ support of one standard
will greatly speed adoption of this
powerful technology.”

In addition to supporting
one networking standard based on
the FitLinxx networking system,
the two companies will work to-
gether to ensure the compatibility
of Life Fitness cardiovascular and
strength equipment with the
FitLinxx network. Life Fitness
equipment allows two-way com-
munication with the fitness net-
working computer, which will
provide enhanced functionality
when used with the FitLinxx net-
work. Users will not only be able
to track their workouts, but also
can have the network preprogram
any piece of Life Fitness equip-
ment with the settings from their
last workout. Life Fitness will
continue to invest development

resources into extending the net-
work capabilities of its products to
provide enhanced features and su-
perior integration.

As part of the agreement,
Life Fitness will continue to sup-
port Lifecenter customers and of-
fer a future upgrade path to allow
them to benefit from the new sys-
tem and open standards.

“Our current Lifecenter
customers have been asking for
enhanced connectivity through a
single standard and increased func-
tionality, so we’re confident they
will share in our excitement about
this agreement,” said Nieto. “We
want to assure customers that they
can rely on Life Fitness for contin-
ued support and a future upgrade
path to take advantage of the new
FilLinxx system.”

Life Fitness will continue
to sell and support Lifecenter in
markets outside the U.S. where
FitLinxx is not yet available. Life
Fitness will encourage U.S. fitness
networking customers to consider
upgrading to the FitLinxx solution.
Customers purchasing Lifecenter

outside the U.S. will be offered an
upgrade path to FitLinxx when it
becomes available in their respec-
tive countries.

Additionally, Life Fit-
ness has made a financial commit-
ment to assist FitLinxx with
timely completion of engineering
integration and compatibility and
to ensure a smooth transition for
the installed base of Lifecenter
customers.

“Itis rare to find a com-
pany with the strategic insight to
move from their own solution to
helping unify a standard for the
benefit of the industry,” stated
Cambhi. “By making this move
now, Life Fitness is not only help-
ing itself and its customers, but
helping the industry more broadly.
From the number of sites installed
so far, it’s clear that fitness net-
working has the potential to
greatly expand the fitness indus-
try. Life Fitness' endorsement of
FitLinxx is beneficial for the cus-
tomers and for our partner com-
panies on the FitLinxx network.”

PACE - The Group Exercise
For Every Body

Program

By Rande LaDue

While it is true that

the term “group exercise” is a
fairly new buzzword, it is no se-
cret that group programs have
been used by fitness facilities for
many years under many different

names (dance acrobics, step classes,
cycling, ete.). However, some of
these names intimidated many
people who felt too uncoordinated
or out of shape to participate.
“Group exercise” sounds much less
intimidating and more inviting.
People enjoy working out
with their friends, expecially those
in the same shape as themselves.
The instructor provides the motiva-

tion, inspiration and supervision
while the particpants feed off the
energy of a class. Group pro-
grams make excellent retention,
referral and service tools.

Fhe problem with most
group exercise programs, how-
ever, is that they are designed for
the already fit member and tend
to intimidate potential new
membes. Can you imagine what
an overweight 50 year old person
might think when seeing the
skinny seats on the group cycles
or hard bodies doing choreo-
graphed movements in the aero-
bics room? The PACE Group
Exercise Program is designed not
only to be an excellent workout
for fit members, it is also a very
non threatening program for the

deconditioned, overweight and se-
nior markets. Because of the
accomodating nature of it’s unique
hydraulic resistance, there is no
skill or coordination necessary and
no muscle soreness; PACE is a non-
intimidating, inviting program that
produces great results quickly. An
ultra-fit person can get a terrific
workout- and so can their grand-
mother!

Rande LaDue, owner of
Pro*Fit Enterprises, National Dis-
tributor of PACE says PACE has
also proven to be an excellent profit
center for clubs that charge an ex-
tra fee. “Some clubs use PACE as
a separate membership, often as
weight loss programs. Others use
PACE as an upgrade into their
“Gold Memberships”. One such

customer, the Merced SportsClub
in Merced, CA., is just beginning
both such programs at press time.
General Manager Peggy Hollister
says, “we are looking forward to
servicing a segment of the com-
munity that may have been too
intimidated to come in our doors
in the past. We will also be using
PACE as a part of our full-service
membership. We are looking for-
ward to the extra revenue that
PACE will generate.”

Those interested in more
information on a PACE Group
Exercise Program arc invited to
call PRO*FIT Enterpriscs at 888-
604-2244. Visit their website at
www.pacepro-fit.com.
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the deal with the investors, made
Jim Flanagan one of the owners of
the company and a member of the
Board of Directors of MED X.

It could not have happened
to a guy who deserved it more.
Flanagan has paid his dues with
Nautilus and MED X and is ex-
tremely well liked and respected by
his peers in the medical and fitness
industry.

With the purchase by Life
Fitness of Hammer Strength, several
of the Hammer Strength distributors
decided to move on. Contact was
made to set up a meeting to explore
possibilities of representing MED X
in various territories around the
country. The Life Fitness acquisi-
tion of Hammer Strength occurred

on November 11th. On November -

13th, Tom Grace, Dave Karsten,
Tony Tribolet and Mike Hamill
joined Jim Flanagan and MED X.
Joe Cirulli will continue as a dis-
tributor for the Southeast and North-
east territories.

The fact that MED X is

facturing was important to each
of these guys. The fact that they
had formerly represented the
best plate loaded equipment
company in the business at Ham-
mer and that now they could rep-
resent the best selectorized ma-
chines in the business (in their
opinions)weighed a lot in their
decisions. The fact that this op-
portunity was a perfect fit for a
company like MED X poised for
major growth entered into their
thinking. And, the fact that Jim
Flanagan, a friend of each of
them for years, made it a perfect
fit.

Now that MED X has
developed a world class team of
independent distributors who
know the U.S. marketplace in-
side and out, expect to see huge
gains by MED X in the market
place. Expect to hear from these
independent distributors. And,
above all, if you have not given
MED X a try, do so as soon as
you can because it is smooth as
silk and might just be the finest
selectorized weight training
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(L to R) Tony Tribolet, Tom Grace, Dave Karsten & Mike Hamill

product in the world today.

The fitness industry is
in a rapid state of change and
“onward thinking” like Jim
Flanagan displayed with this
great plan is going to help the in-

dustry overall. Congratulations to
MED X and Jim Flanagan and his
new team of independent distribu-
tors for taking a major change and
rolling with it! Best of luck to ev-
erybody involved at MED X, Life

Fitness and Hammer Strength!
And, special regards to Tom
Proffitt, who will stay on with Ham-
mer Strength and head up their
High School and University Divi-
sion.

Distinguished
Woman...

continued from page 5

There were 35 women nomi-
nated for the awards from all
over America.

The Industry Enhance-
ment Award was awarded to
Terry Ferebee Eckmann, M.S.,
Director of Wellness and Com-
munity Education, Trinity

Wellness Center, Minot, North
Dakota.

There was a tie for the
Entrepreneur of the Year be-
tween Robin DeSimio, owner of
Optimum Rehabilitation Center,
Brenham, Texas and Beth
Jeffers, owner, The Fitness Fac-

tor, Columbus, Mississippi.

The winner of the Business
Woman of the Year honor was Jill
Stevens Kinney, owner of 8 - Club
One facilities in San Francisco, Cali-
fornia.

Congratulations to all of
the winners and nominees for these

special awards. Also, congratula-
tions to CLUB INDUSTRY
MAGAZINE and Donna Loyle for
development of the idea provided
by Vision In Action devotees, Karen
Woodard and Janet Lossick. And,
thanks to Life Fitness for sponsor-
ship of the Awards breakfast.

Norm's
Notes...

continued from page 5

MOORE and the citizens and City
Commissioners for stopping dead in
its tracks a local hospital’s plan to
build a $9 million wellness and fit-
ness facility!

RAY WILSON and ERIC
LEVINE together with their joint
venture partner, First Pacific Davies,
continue to push hard on their Asia-
Pacific Rim developments with their
second and third locations now in
pre-opening sales in Hong Kong.
They are planning to pre-open their
fourth Hong Kong location in early
1998. First Pacific Davies is a sub-
sidiary of First Pacific which is an
Asian holding company that grosses
over Seven Billion Dollars (US) per
year. Their plans are to immediately
have four Hong Kong locations, each
less than one mile from the other, on
the "island area" of Hong Kong.
These locations are each over 30,000
sq. ft. and each have over one Mil-
lion Dollars (US) in fitness equip-
ment. Also, each of these four loca-

tions require leasehold improve-
ments of between one and a half
to two Million Dollars (US).
Ray says that they intend to build
eight more Hong Kong locations
in the surrounding suburban ar-
eas off of the "island." Those
upits will vary in size suited to
the size of individual markets
they will be serving. Also, they
are proceeding with their march
across the Pacific Rim with the
pre-opening of their first club in
Singapore and soon in Manila
and else were. Ray says that
their biggest challenge will be
finding good people to grow the
Pacific Rim market. Also, Ray
told me he is going into the
Tampa, Florida area with his son
PERRY WILSON. They have
signed a deal for a new club that
will be 31,000 square feet. Ray
states that he is also interested
in acquiring clubs in the Tampa
Bay area in the immediate future.
Ray has given 24 Hour Fitness
(the fastest growing health club
company in the world) an option
to buy the Tampa area chain once
he and Perry have developed the
market. Ray and Perry are still
stock holders in 24 Hour Fitness
and Ray sits on the Board of Di-

rectors for that company and is
an advisor to Mark Mastrov the
CEO. Ray and Eric Levine have
big plans in the Orient and Ray
and his son, Perry, also have big
plans for Tampa and my guess is
the Southwest. Ray Wilson is
still moving amazingly fast!
What is truly hard to believe is
that the MAN is less than three
months away from turning 70!
He looks and acts like he is 40!

IHRSA/Athletic Busi-
ness will hold its Annual Sales,
Marketing and Programming
Convention and Trade Show in
Orlando, Florida, December 3rd
thru 6th. To register call IHRSA
at: (800) 228-4772.

SEHRSA - The South-
east Health, Racquet and
Sportsclub Association will
conduct a meeting at IHRSA Or-
lando, December 5, 1997 at 2:30
p.m. at the Peabody Hotel. Great
news from SEHRSA's GOEFF
DYER who informed me that the
Association has received the
$5,000 pledged by LEE
HILLMAN on behalf of Bally
Total Fitness. Special thanks to
Lee and the approximate other

55 club groups that have joined in
the effort to repeal the Florida sales
tax law at the upcoming State Leg-
islature meeting in April, 1998.
Good luck folks!

EDITORIAL CON-
TENT and CALL FOR NEW
CONTRIBUTING WRITERS - In
this edition I've listed the Editorial
Content for 1998 for the The CLUB
INSIDER News. linvite any expert
in a particular area to step forward
and write articles relative to these
subjects. In case you have not no-
ticed, our publication is strongly
supported by writers from the indus-
try that contribute their time and
energy to write informative articles
on a varicty of health, racquet and
sportsclub topics. Call (770) 850-
8506 to discuss the possibilities.

Congratulations to TIM
and LIZ RHODE, the owners of the
Maryland Athletic and Wellness
Center in Baltimore, Md., as they
celebrate the 1st Anniversary of their
new facility! They have made many
terrific moves in the development of
the upscale facility, including hiring
RICK CARO for the feasibility
studies and site selection and the
person that may be one of the

world’s most terrific Wellness
Director’s, LAURIE CINGLE.
Laurie won the IHRSA/Cybex Fit-
ness Director of the Year Award in
1992 and was instrumental in the
turn-around of the Houstonian in
Houston, Texas. The Rhode’s are
planning for an expansion of the
new facility already! Good luck for
the future Tim, Liz and Team!

KEN LUCAS, the Na-
tional Sales Manager for Strive En-
terprises tells me that the company
has completed a major expansion
of their factory facilitics and that
will aid the company in keeping up
with their many new orders! Con-
gratulations Strive!

JULIE BOORSE of
Sports Club Management, Inc. has
anpounced that KATHY
SCHILLING has been named Ex-
ecutive Director of the Springfield
Racquet & Fitness Center in
Springfield, IL. The 60,000 sq. ft.
club will undergo a $2 million ex-
pansion adding a gymnasium, bas-
ketball court, climbing wall, indoor
pool, additional tennis courts and
office space. Phase | of the expan-
sion is underway.
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Bally Total Fitness Announces
Advisory Board

Chlcagu, IL. - Bally
Total Fitness has taken another step
toward professionalization of the
largest health club chain in the
America with the announcement of
a powerful new Medical Advisory
Board. Jason Conviser, Bally's
new Vice President of Clinical Ser-
vices has been charged by Bally
CEO and President, Lee Hillman
with coordination of the newly
formed Board.

BALLY TOTAL
FITNESS MEDICAL
ADVISORY BOARD

Dr. Jeff Quartner
Mid-Atlantic Cardiovascular Asso.
Baltimore, Md.

Dr. Quartner also serves
as a medical advisor to Sinai-
Wellbridge Health & Fitness

Dr. David Neiman

Dept. of HLES

Appalachian State University
Boone, N.C.

Dr. Neiman is a full pro-
fessor and author. His latest book
is: EXERCISE HEALTH CON-
NECTION.

Dr. Marian Fitzgibbon
Northweslern Medical Facility
Dept. of Psychlogy
Chicago, IL

Dr. Fitzgibbon special-
izes in eating disorders.

Mr. Nelson Rodriguez
Head Coach Soccer
Lafayette College
Easton, PA
Mr. Rodriques has a
strong focus on youth fitness.

Mr John Rude, President
John Rude & Associates
Eugene, OR.

Mr. Rude is an expert on
mature adult exercise program-
ming.

Dr. Neil Sol
Director of Outpatient Services
Valleycare Health Services
Pleasanton, CA.

Dr. Sol was a pioneer in
the development of the healthcare
- health club connection.

Dr. Gordon Nuber
Orthopedic Surgeon
Chicago Bears
Chicago, IL.

Dr. Nuber is the Co-chair
of the Dept. of Orthopedics at
Northwestern Hospital

Mr. Keith Camhi,
President
Fitlinxx
Stamford, CT.

Mr. Camhi is the
Founder and President of
Fitlinxx,
computer technology in analyz-
ing outcome measurements.

a leader in utilizing

Mr. Doug Heir
Cherry Hill, N.J.

Mr. Heir is the most
decorated Olympic athlete in the
u.s. in wheel chair
competition, an attorney and
sought after motivational speaker.

Dr. Cedric Bryant
Director of StairMaster
Sports Medical Insitute
Kirkland, WA.

Dr. Bryant’s specialty is
taking complex topics and conver-
sion of them into layman’s lan-
guage to facilitate fitness commu-
nication.

Dr. Barry Franklin
Dirctor of Cardiac Rehabilitation
William Beaumont Hospital
Birmingham, MI.

Dr. Franklin is a leader in
the American College of Sports
Medicine.

Dr. Steven Blair
Cooper Aerobic Institute
Dallas, TX.

Dr. Blair is one of the prin-
cipal editors of the United States
Surgeon General’s Report
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Norm Cates”’

Club Imnsider

Classified Ad Space - $50 For Up To 50 Words
Reach over 5,000 Clubs Every Month!
American Express & Discover Cards Accepted.

WOMEN?’S FITNESS CENTER -
MIDWEST 300,000 POPULATION
CUSTOM FREE STANDING
BUILDING ON 1/2 ACRE

BUILDING SIZE 5,476 Square Feet.
Tile Whirlpool, Dry Sauna, Steam Room,
6 Individual Showers, Aerobic Center,
State-of-the-art equipment with 55 units.

Excellent E.F.T. Dues Monthly.
All free and clear. Total $375,000.
Owner retiring. Mr. Wynn (972) 735-3866
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CLUB FOR SALE

The Lake Jackson Racquet &
Fitness Club - Lake Jackson, Texas,
south of Houston.

Features 14,500 sq.ft. clubhouse on a beautiful 4.5 acres
with 8 clay courts, 1 hard court, modern fitness center, pro
shop, locker rooms, snack bar, 2 racquetball courts, aerobic
studio, 25 meter pool and jogging track. Asking $400’s.
Contact George Schuldberg, (409) 292-0899.
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Call Toll Free 800-700-2120 or FAX 770/933-9698
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Tris Space Is Now AvaiLasLE
FOR & ADVERTISING

Reach The Decision Makers
Every Month!

Call (770) 850-8506 For Information
or FAX Inquiry To: (770) 933-9698
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AMMER STRENGTH

STEVE YOUNG
NFL All Pro
San Francisco 49’ers

Official Strength Training Equipment of

HAMMER STRENGTH

o receive more information on Hammer Strength® heavy duty strength training equipment contact:
HAMMER STRENGTH® » P.0.BOX 19040 ¢ CINCINNATI, OHIO 45219 « (513)221-2600 or 1-800-543-1123




