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An important element in the MedX exercise and
rehabilitation programs is the MedX Stretch
Machine®, Better stretching means fewer injuries,
enhanced flexibility, plus more productive strength
and cardiovascular training.

VERTICAL ANGEE

g
3
ru

1

-

KNEE ANGLE

It's The = & & «— ¥« F» & #» <y Machine!

Better stretching means less injuries, plus more
productive strength and cardiovascular training.
The MedX Stretch® encourages flexibility fraining and pro-
vides a safe, biomechanically-correct assisted strefch without
requiring assistance from a pariner. It's fun, very user friend-
ly and inspires persistent fraining. The highly adjustable
MedX Stretch® accommodates stretchers from beginner level

ZMed

800-876-6339

to experienced athletes. It provides a highly effective 6-
stretch flexibility program that enhances movement around
the joints of the knee, hip, spine, shoulder, elbow and wrist,
in addition to seven major muscle groups. If your members
are looking for objective, quantifiable results, that are easily
and accurately measured, you needn’t look any further. For
more information on the MedX Stretch®, call us foday.

MEDICAL e S PORTS o FITNESS
MedX Inc. » 1401 NE 77th Street, Ocala, FL 34479, USA  Phone (352) 622-2112 » Fax (352) 629-8670 * www.medxonline.com
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CLUB INDUSTRY HONORS WOMEN

H annah Karass, Liz
Neporent and Bonnie Patrick Re-
ceive Club Industry Awards

Chicago, IL.- Club Indus-
try Magazine presented the 2nd An-
nual Distinguished Women'’s
Awards on October 14 at a luncheon
held at the Club Industry Annual
Conference and Trade Show venue,
McCormick Place.

The Club Industry Distin-
guished Women's Awards, the cre-
ation of two club industry veterans-
Karen Woodard of Premium Perfor-
mance Training, Boulder, Colorado
and Janet Lossick of Club Sports In-
ternational, Denver,Colorado hon-
ors women in three separate catego-
ries: Business Woman of the Year,
Entrepreneur of the Year and Indus-
try Enhancement Award. These
awards are the only such North
American club business awards
honoring women. For the second
year Life Fitness has served as the
sponsor for the Distinguished
Women's Awards. A panel of indus-
try experts served as judges for the
awards and included: Karen Gregg,
Marketing Manager Fitness Facili-
lms, Life Fitness, Dan Horan, part-

ner, Keystone Health & Wellness
Group, Donna Loyle, former
Managing Editor, Club Industry
Magazine, Frank Margarella,
President, DEMAR Consulting
and owner/operator, Imperialakes
Country Club, Howard Ravis,
Program Director, Club Industry
Trade Shows. The judges nar-
rowed the field of nominations to
three per category and the Club
Industry Magazine readers voted
to select the winners. The nomi-
nees were: BUSINESS WOMAN
OF THE YEAR- Hannah Karass,
Judi Sheppard Missett and Debra
Siena; ENTREPRENEUR OF
THE YEAR- Desima Dawdy,
Angela Monteleone and Liz
Neporent; INDUSTRY EN-
HANCEMENT AWARD- Karen
Demski, Bonnie Patrick and
Linda Wright.

The stories of these la-
dies are all different and intrigu-
ing:

HANNAH KARASS -1998
CLUB INDUSTRY
BUSINESS WOMAN
OF THE YEAR

D

up in Marblehead, Massachusetts
and graduated from UMASS at
Ambherst in Exercise Science in
1984. She is now a 14-year club
veteran and the Vice President of
Boston-based Healthworks, a
group of four-upscale women's-
only clubs. Hannah began her
career right after college work-
ing in the first Healthworks in
Salem, MA as areceptionist. She
has since worked her way up the
corporate ladder at Healthworks
and as Vice President, serves as
the ‘right-hand-person’ for own-
ers Mark and Patti Harrington.
Healthworks has facilities rang-
ing in size from 11,000 square-
feet to a premier and posh 35,000
square-foot facility in Back Bay
at Copley Square. The
Harringtons have also just
opened a brand new-19,000
square-foot replacement facility
at Cambridge, MA .that will pro-
vide members there with an ad-
ditional 8,000 square-feet. The
four club group serves 13,000
Boston area women al rates of
$60 per month for prime time and
$46 per month non-prime. The
prognosis for growth is for one
or two new Healthworks loca-

tions in the next few years.

Healthworks Sued By
Local Male Attorney

In 1996, the new
Back Bay Healthworks was
sued by a local male attorney to
gain access for males. After a
tough legal battle, Healthworks
lost the case and in the Fall of
1997 was ordered by the Court
to admit men to the club.
Healthworks immediately ap-
pealed the case. Shortly after the
appeal was filed, Healthworks
owners, Mark and Patti
Harrington, teamed with IHRSA
and 30 other Massachusetts
women's-only clubs to set in
motion fast-track Massachusetts
Legislation legalizing the opera-
tion of women's-only health
clubs. Karrass was the point per-
son for Healthworks and the
Harringtons, along with lobby-
ist, Al Minehan. After much ef-
fort, the Massachusetts Legisla-
ture passed Bill #5124 legaliz-
ing women's-only clubs in Mas-
sachusetts and in effect, offset-
ting the Court Order to admit
men into the Hcalthworks Back

Bay- Copley Square. The new Mas-
sachusetts law, passed through the
efforts of IHRSA and Healthworks,
should set a precedent nationwide
for other states to follow and will
probably significantly influence
similar legislative efforts across
North America. We congratulate all
of the parties involved for this pre-
cedent-setting effort, especially the
male lawyer that filed the lawsuit at
Healthworks Back Bay - Copley
Square! Hannah Karrass, upon re-
ceipt of the Club Industry Business
Woman of the Year Award com-
mented, “I am truly honored to re-
ceive the ‘Club Industry Business
Woman of the Year Award’ | would
like to thank a number of people.
First and foremost, I would like to
thank both Life Fitness and Club
Industry for sponsoring this award.
It is wonderful that both of you rec-
ognize the achievements and impor-
tance of women’s leadership. Rec-
ognition such as this is what inspires
the leaders of the future for our in-
dustry. A special thanks also to
Rence Cocchi for organizing these
awards. | am sure it took a tremen-
dous amount of work to conduct the
competition and put this event to-

(See Club Industry page 17)

"Burnette Donoho Named As Chairman and
CEO of Club Sports International

30 - Year Veteran Rel'qi!
Executive To Provide Leadership
With Public Company Experience

Denver, CO.- The
nation’s leading upscale club opera-

LATE BREAKING NEWS!

tor amlouncad on November 3rd
the appointment of Burnette
Donoho as interim Chairman and
CEO of Club Sports International.
Burnie comes to CSI with a 30 -
year history of operating large re-
tail companies, and acted as CEO
for Marshall Fields, Macy’s East,

Nautilus Under Contract To Be Acquired

By Direct Focus, Inc.

- Bowflex Makers
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Broadway Department Stores
and Montgomery Ward. “We be-
lieve that the club business is a
retail business, and we are very
excited to capture the manage-
ment expertise that Burnie can
bring to this industry and CSI,”
said Tom Lyneis, President of
Club Sports International. Over
the past year, CSI’s operating in-
come has increased 86% prima-
rily through aggressive acquisi-

tions in the upper end of the in-
dustry. “The significant growth
we've experienced, coupled
with the fact that we are posi-
tioning the company to go to the
next level, requires that we bring
on leadership with public com-
pany experience to guide us
through the next few years.” Tom
Lyneis, one of the founders of
CSL, will remain as President and
concentrate on new development,

as well as new business opportunities
to fuel CSI'’s continued growth plans.
The company is actively seeking
growth and acquisition opportunities
in its core business of upper end large
athletic clubs, as well as development
of its spa business and third-party man-
agement business. Club Sports Inter-
national owns and operates 40 athletic
clubs and spas in 14 markets with
200,000 members and 4,000 associ-
ates.

Bollinger Acquires Retail Products Division of The
Step Company Second Acquisition in Recent Months

Gnmd Prarie, Tx.-
“This is a combination of two ex-
cellent brands,” comments
Bollinger President, Bob
Bollinger. Bollinger, a major
brand in fitness, announced re-
cently that it had purchased

Multi-Grip, another maker of
fitness products. It followed that
announcement on October 22nd
with news that it had completed
an agreement for asset purchase
and licensing with The Step
Company. The Step Company
started the explosion of Step

aerobics worldwide with the launch
of the Original Step in 1989.
Bollinger immediately began distri-
bution of Step Company products to
retail. The Step Company will con-
tinue to serve the commercial mar-
ket. “We're excited about this tim-

(See Step Company page 17)
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The Importance Of Fair Competition

By Ramiro Galindo- Chairman of
Texas Health, Racquet &
Sportsclub Association (THRSA)

Il is impossible to grow a
company that has to give a fair re-
turn to stockholders, pay commer-
cial rates of interest on borrowed
money, contribute all sorts of taxes
to local, state and federal govern-
ments, receive no operating subsi-
dies from anybody, and provide for
future growth with internal cash
generation when the competition
across the street is not affected by
some, and often none of these cir-
cumstances. Competition on even
playing grounds is the seeding
ground for quality improvements
and greater affordability. THRSA
welcomes fair competition. It makes
our member clubs more responsive
to the market place, better at cus-
tomer service and more accessible
to the public. But competition on an

uneven playing field spells disaster
for the long term prospects of our
industry as a whole in an environ-
ment of fair competition; our indi-
vidual abilities and dedication de-
termine our success. With unfair
competition, however, ability and
dedication give no assurance of suc-
cess, as legally sanctioned, unfair
competition from tax-exempt and
tax-subsidized entities devastate our
local fitness marketplaces, depriv-
ing our taxpaying businesses of
market share and access to capital
to fund our growth.

IMPOTENCE AND
FRUSTRATION

Mos! of us have expe-

rienced the impotence and frustra-
tion associated with a case of unfair
competition. Our industry is fraught
with examples of abusive behavior
by privileged organizations. We
have all learned that in these cases
we cannot do much individually. To

achieve success in creating a legal
environment in which we , our in-
vestors and lenders, and our man-
agement teams can feel confident
to operate, we must join together
and educate our lawmakers about
the importance of fair competition.

HISTORIC MOMENT

Unfair competition in
many small businesses, not just our
industry, is becoming an insur-
mountable wall stopping our hopes
for growth and maturation and, in
many cases, for just survival. Ben-
jamin Franklin’s admonition dur-
ing the Constitutional Convention
of 1787 “We either hang together
now or they will hang us together
later” should become THRSA's
motto during the upcoming session
of the Texas legislature where we
intend to pass a “Small Business
Fair Competition Bill”, Will we be
able to create a legal environment
“in which our entrepreneurial ef-

forts can succeed in creating a
thriving industry capable of at-
tracting the capital necessary for
sustained growth? This is the cru-
cial question we must answer at
this historic moment in the evo-
lution of our industry,

OWNERS AND
MANAGERS
RETREAT

I urge all owners and
managers of Texas health and fit-
ness clubs to join us in Austin next
week, on November 18 at Barton
Creek Conference Resort to be-
come more informed about the
economic and political environ-
ment in which we operate in
Texas, and to learn how each of
you can play a role in protecting
our industry. We are privileged to
have a distinguished group of
lawmakers and political analysts
that have agreed to come speak
with us and coach us to be suc-

cessful in our efforts to pass fair
competition legislation this session.

TWO WAYS TO HELP

Tbere are two ways in
which you can help in this effort:
One is to meet face to face with
your elected representative (House
and Senate). The other is to make a
monetary contribution to THRSA's
fund for the fight for Fair Compe-
tition.

(Publisher's Note: We
think this article reprinted from the
THRSA November, 1998 Fax Flash
Newsletter contains a message that
applies not only to club operators
in the State of Texas, but to club
owners in every state. Maybe the
plan described here by Ramiro
Galindo can serve as a blueprint
for club operators in other states
who are ready to band together to
promote legislation to level the
playing field. Stay tuned.)

Greenville Racquet And Fitness
Celebrated

Club Ribbon C uttin

Greenville, S.C. -

Greenville Racquet and Fitness Club
owner, Bob Provost, his staff and
honored guests celebrated the Grand
Re-opening of the 60,000 square-
foot club on Thursday night, No-
vember 5th. On Saturday night,
November 7th, over 750 club mem-
bers and guests attended a Gala cel-
ebrating the $1.5 million renovation
of the club and the 25 years of con-
tinuous operation. Provost recently
made an excellent decision on be-
half of the community and the in-
dustry in general when he agreed to
honor all memberships from a local
‘World Gym that had closed without
notice on September 8th. The ex-
panded and completely remodeled
Greenville Racquet and Fitness Club
now features over 100 pieces of Life
Fitness exercise equipment, Cybex

selectorized machines and Hammer
Strength equipment. Additionally,
the basketball gym, group exercise
rooms, locker rooms, childecare fa-
cilities and lobby have been signifi-
cantly expanded and improved. Pro-
vost has converted the club from a
6-court indoor tennis facility open-
ing in February, 1975, to a facility
which clearly rates as one of the top
50 clubs in North America. Con-
sidering there are over 13,800 com-
mercial clubs in the U.S., that is
quite an accomplishment. Bob Pro-
vost comments, “ This renovation
and expansion fulfills all of the
dreams that I've had for our club. It
gives us the capacity to provide un-
paralleled facilities and services for
the health and well being of our
members. We look forward to the
next 25 years here in Greenville.”
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'N ORM'S NOTES-

YEARS! Yes,
we've arrwcd al a milestone in
the publishing business! Our up-
coming December issue will be
our official Sth Anniversary
Edition and will be really inter-
esting. (Of course, all our issues
are interesting!) We will walk
down ‘memory -lane’ and review
the many news stories and events
reported during the period from
December, 1993 until December,
1998! My sincere thanks to all
of our advertisers, subscribers
and contributing writers for all
they have done to make The
CLUB INSIDER News over the

years.

OOPS! Even though
we've been publishing for 5 years
we still make mistakes. Our
apologies to the folks at Life Fit-
ness for last month when we pub-
lished a photo of the Original
Lifecycle we accidently printed
1998 beside the bike when I had
intended to have 1968 appear.
(See both bikes on page 10.) The
story of Life Fitness and how
RAY WILSON and AUGIE
NIETO just wouldn't quit in their
efforts to launch the Lifecycle is
a great one and one that truly has
changed the industry. In this is-
sue we have a report on the Win-
ners of the 30th Anniversary of
the Oldest Lifecycle contest.
Don’t miss it. Also, let me men-
tion an omission in the article |
published last month on the
LEGEND OF THE LIFE-
CYCLE. That was that Ray Wil-
son had hired JIM DOODY, now
the Chairman of Star Trac, to
help him perfect the Lifecycle. I
thought that was an important fact
of the story that had somehow
been left out. I thank MICHAEL
HOFFMAN for bringing it to my
attention. Jim Doody went on af-
ter his work for Ray Wilson on
the Lifecycle to create the Star
Trac Company, one of the great
high technology companies now
providing the club industry with
excellent products.

Warmest congratula-
tions to the one and only BOB
DELMONTEQUE as he and his
wife MADELINE celebrated his
79TH BIRTHDAY on Novem-
ber 9th. If you don’t know Bob,
just picture this. Picture a 6’4"-
220 pound man with a full head
of silver hair and one of the best
physiques you've ever seen. Bob
looks like he is in his fifties (See
page 12). Years ago in Califor-
nia Bob was the personal trainer
for Hollywood Stars such as
Clark Gable and Paul Newman.
During Bob's career he was part-

ners with the legendary Ray Wilson to keep up with Life Fitness and
in clubs inthe U.S. and Mexico. Bob  Cybex. The way I look at it, that is
has appeared in the last yearon four good news for club owners and ven-
or five news magazine T.V. shows dors alike because club owners gen-
featuring his amazing ability tostave  erally foot the bill in the form of
off father time. more expensive prices from ven-
dors. Vendors will be able to cut
More from Club Industry  expenses and hopefully will pass on
in Chicago. Probably the biggest some of those cuts to the club own-
news from the manufacturer side of  ers that buy their products. If this
the business was that it became trend continues beyond the Club
knowledge during the show that Life  Industry Show such as to The
Fitness and Cybex have both dra- IHRSA Annual Convention and
matically cut their space reservations Trade Show, the IHRSA/Athletic
for the future Club Industry Trade Business Trade Show and the
Shows. The word [ get is that they Club Industry East Show, that will
cut their space reservations in the be bad news for those show produc-
neighborhood of 40 to 50%! My ers.
guess is that there will be a domino
effect with other vendors that have Congratulations to my
most likely taken more space than friends and former pariners, RICH
they need in the past in ordertotry BOGGS and RAY IRWIN,

LATE BREAKING NEWS!

founders of The STEP Company  month, | had the opportunity to spend
on the sale of the Retail Division a day with the folks at Bally Total
of The STEP Company to the Dal-  Fitness. | spent time with CEO and
las-based Bollinger Corporation.  President, LEE HILLMAN and
about six of his key people. In an up-

Also, congratulations to  coming issue | am going to publish a

JIM WORTHINGTON and the  full report on Bally Total Fitness that
Newtown Athletic Club as the will help my friends out there under-
club has been named to the 1998  stand why | am now a Bally Total
Philadelphia 100 as one of the Fitness supporter and predict good
fastest growing privately held things for the future at BTF. Recent
firms in the Philadelphia metro agreements with Kessler Rehabili-
area. tation, Time Magazine and Sports
Display, Inc. all demonstrate the in-

The owners of WOW! novative new ideas that Hillman’s

Work Out World, operators of Executive Management Team is uti-

six New lJersey-based fitness fa-  lizing. In case you haven’t followed
cilities, have signed a master li- it, Bally Total Fitness stock is back
cense agreement with upto 23 at press time.
T.F.P.CO.LTD. of Japan

whereby T.F.P.Co.LTD. has been MIKE CHAET, the Presi-

granted the exclusive right to li- dent of Helena, Montana-based Club

cense the WOW! Work Out World  Marketing and Management Sys-

name, logo and WOW!’s slogan, tems has created an excellent CD

“The Exercise Capitol of the Rom Training Program that was one

World.” of the most impressive new products
at the recent Club Industry Show.

As | mentioned last (See Norm's Notes page 17)

NAUTILUS

UNDER CONTRACT

Direct Focus, Inc., the makers of Bowflex
fitness equipment, announced that it has entered

into a contract to purchase the assets of Nautilus
from Delta Woodside Industries, Inc. Under the
agreement, Nautilus will acquire substantially all
of the assets of Nautilus, including all intellectual
property, the Nautilus name, existing equipment,
inventory and facilities located in Virginia. The
purchase price Direct Focus will pay is $18.8 mil-
lion - $16 million in cash and debt assumption of
$2.8 million. Stay Tuned!

Norm Cates’ —T
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Early “Prospect Identification”
~ Helps Increase Sales Effectiveness

pressures associated with work-
ing with a new prospect, the
faster a salesperson can “iden-
tify™ a prospect, the quicker rap-
port can be established and the
more customized each tour can
be. Although every prospect is
unique in many ways, all pros-
pects can really be placed into
one of three categories; the ex-
erciser, the previous exerciser
and the non-exerciser. With a
general working model of the
attitudes, fears and points of in-
terest of these three types of
prospects, you can, in seconds,
have an incredibly powerful
base of information with which
to structure an effective presen-
tation. 1. The Exerciser: The

By Mike Campetelle,
Communication Consultants

Onc of the most unique
and challenging aspects of a fitness
salesperson’s job is having to meet
and greet a total stranger at the club
front desk, build rapport, gather
personal information, create a trust-
ing relationship and then try to per-
suade that person to make the po-
tentially life-changing decision of
buying a membership. To make the
job even more interesting,the fit-
ness sales professional needs to
complete this sales process all in a
time span of 15-30 minutes. No
small task. Because of the time

SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

Irnporler:i & Domestic Textile Products

Take the guess work out of your. . . .

Towel Purchasing .
Satisfaction Guaranteed

QUALITY PRODUCTS
at

COMPETITIVE PRICES

Rubbermaid E

Commercial Products
Authorized Distributor

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST §

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

[NRSA

ASSOCIATE MEMBER

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

exerciser is the prospect who is cur-
rently exercising somewhere. That
somewhere might be at home, an-
other club in the area or they may
have recently relocated into your
area. The exerciser has probably
been exercising for some time, they
probably already have an exercise
routine that they are comfortable
with, they are already familiar with
the benefits of exercise and may
even say something like,"I don't
want to hear the spiel, just tell me
the rates!” With 56% of new mem-
bers coming from prior club expe-
rience, I'm sure you have encoun-
tered this type of prospect. The ex-
erciser already has a point of refer-
ence of club experience and is more
sensitive to being treated like a neo-
phyte by a salesperson using a
“Disneyland” type presentation. If
a person is currently exercising
somewhere, two key questions you
should be interested in answering
are: “What are they looking for that
they're not getting now, and how
does the facility meet their needs?”

2. The Previous Exer-
ciser: The previous exerciser is
someone who was exercising but is
not currently doing so. Research
has shown that many times the rea-
son a person has stopped exercis-
ing is because they tried and failed
to reach satisfactory personal goals.
We know that fear of failure is a
powerful human emotion. When we
are meeting with a prospect who
has previously failed at attaining
their exercise goals we know that
this person is not coming from a
place of confidence but a place of
uncertainty. It is very possible that
this person is thinking, “What if |
try and fail again?" The questions
you must answer with this prospect
are: “What is motivating them to
be at the club now, and what is im-
portant for the club to offer to help
make that person stay?”

3. The Non-Exerciser:
Many in the health and fitness pro-
fession have thought that we just
keep “recycling” members from
club to club, The exciting news, as
aresult of a study performed by Dr.
Christie Brooks shows, is that 44%
of new club members are first-time
joiners! This fact reveals a host of
opportunities and challenges, to our
profession. The exerciser and pre-
vious exerciser share in common a
reference point relative to club
membership. The non-exerciser has
none. Many times, the only infor-
mation a non-exerciser has about a
health club experience is from

whatever advertising he
may have seen or heard.
Unfortunately, for years a
majority of print and tele-
vision advertisements have
portrayed health and fitness
clubs as buildings popu-
lated with men possessing
tiny waists, huge chests and
bulging biceps working out
with bikini-clad, beautiful
women of perfect propor-
tion. It should be of no sur-
prise that recent studies
support the fact that the
number one fear a non-ex-
erciser has of joining a
health club is the fear of not
“fitting in.” Again, the fear
of not belonging, being an
outcast, carries deep and
negative emotional attach-
ment. The number two fear
is the concern of not being

Mike Campetelle

able to perform what is asked of
them. The questions that must be
answered for this prospect are:
“Will I ever feel comfortable in
this environment and who is go-
ing to teach me what I need to
know?"” With an understanding of
the types of prospects walking
through the club doors, let us now
turn to the different aspects of your
club that will be of interest to
them. Basically, your club can be
broken down into three areas: the
physical plant, the programs and
the staff.

* Physical Plant: Physi-
cal plant features include the num-
ber and types of exercise equip-
ment your club offers,
freeweights, selectorized equip-
ment, cardiovascular equipment,
locker room amenities, type of
flooring in the aerobics room,
number of racquet courts etc.

* Programs: Programs
include the number and type of
exercise programs available, day-
care hours, club hours, nutritional
counseling, weight loss manage-
ment, personal training services
provided, availability of fitness
staff, etc.

* Staff: Staff encom-
passes the certifications of aero-
bic instructors, what medical
qualifications or training the day-
care staff possess, the educational
degrees and or certifications of
personal trainers and other fitness
staff, etc.. The key to success for
a fitness salesperson’s presenta-
tion is quickly “identifying” the
prospect and then matching the

prospect with the aspects of the club
that are most important to them.
Take for example our “exerciser”
prospect. The exerciser is currently
working out, most likely at a club,
has a routine already and may think
that he does not need suggestions
or supervision. He is looking for a
place to exercise that has the types
of equipment he prefers and the
types of amenities he likes, in short,
the physical plant. This is not to say
programs and staff are unimportant
to him, but generally, the physical
features have priority. Therefore,
the tour should focus on the physi-
cal amenities the prospect wants.
Our previous exerciser prospect
that has tried and failed before is
less likely to be concerned with
physical features of the club or the
staff qualifications. The previous
exerciser wants to know what pro-
grams are available at your facility
that are going to promote and en-
sure reaching success in their exer-
cise endeavor and turn him into a
long-term exerciser! Consequently,
the tour should focus on the spe-
cific programs and services your
club has that will address this
prospect’s concerns. The non-exer-
ciser doesn’t know or care about the
differences in types of equipment
or if your club has 50 or 150 differ-
ent exercise classes per week! Re-
member that they are intimidated,
worried about not “fitting in” and
concerned about not being able to
perform what is asked of them on
our, high-tech, space-age, exercise
apparatus! What is going through
their mind is “Who is going to show
me what to do? Can | trust them?
Can I put my confidence in them?”

(See Mike Campetelle page 17)
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HELPING MEMBERS SUC

By Tom Cotner

Why is it so difficult

for your club members to fit exer-
cise into their daily schedule? Let’s
look at the typical weekday of the
average American. Time manage-
ment studies tell us that they look
something like this....

8.5 hours - Work

7.5 hours - Sleep

2.0 hours - Bathroom (what are
we doing in there for two hours?)

2.0 hours - Eat

1.0 hours - Travel to and from
work.

21 hours - Total committed week-
day time

This leaves a balance of
only three hours per weekday.
These are quickly eaten by other
activities. Committee meetings,
children’ssoccer and managing our
home lives are just a few examples.
What do we do to free up more
time? Most of us cut into our sleep
time creating even bigger problems
of sleep deprivation and chronic fa-
tigue. This illustration clearly dem-
onstrates a common problem in the
club industry. Our American cul-
ture (the society in which we live)
makes it extremely difficult for our
customers (our members and our
customer market) to use and ben-
efit from our product. How can we
manage this problem? Strategy #1:
Be aware of time overload and how
it can sabotage even the most dis-
ciplined club members. Discuss the
issue at staff meetings. Understand
the time crunch your members are
facing. Know the incredible impor-
tance of acknowledging a member’s
presence each and every time they

use your club, They’ve accom-
plished a significant task. Your
club was a priority that day.
Reinforce their decision with
club cleanliness, service and
staff/member interaction. Strat-
egy #2: Prepare your members
for battle. Many members join
a club without considering how
it will fit into their schedule.
They want to get in shape and
make the first step by joining
your club. Don’t make the mis-
take of giving them a program
without thoroughly discussing
when they'll use the club. Ask,
“When will you be coming to the
club?” It may take some prod-
ding, but firm up their commit-
ment, Say, “O.K., you've agreed
to be here on Monday, Wednes-
day and Friday at 12:00 noon.”
Next, determine the obstacles
they'll encounter. Ask “Is there
anything that will get in the way
of you coming at 12 noon?"
“How will you eat lunch if
you're exercising?” “What will
happen if you have a noon meet-
ing?” Cover these obstacles be-
fore they happen and create a
back-up plan. If they have a
noon meeting, perhaps they can
exercise at 5:00 pm that day. The
following is a page from my
book Helping Members Suc-
ceed. Icreated this form to help
Club Professionals help their
members win the battle of exer-
cise compliance.

DETERMINE YOUR
EXERCISE
SCHEDULE

How many days can you real-
istically exercise?
12 34 5 6.7

The days of the week | prefer
to exercise are:
MTWTF S S

The number of minutes | can re-
alistically spend at the club on
these days is:

20 30 40 50 60 70 80 90

The weekday time | prefer to exer-
cise is:
____ Early Moming (5:30 am to
8:00am)
____Mid-moming (8:00am to 11:00
am)
____Noon time (11:00 am to 2:00

____Afternoon (2:00 pmto 4:00 pm)
Early evening (4:00 pm to 7:00

pm)
Evening (7:00 pm to 11:00 pm)

The weekend time | prefer to
exercise is:
__ Moming (7:00 to noon)
Afternoon (noon to 5:00 pm)
____ Evening(5:00 pm109:30 pm)

Based on the information
above, my exercise schedule will
be:

Identifying Obstacles That May
Prevent Me From Exercising....
Check all that may interfere with
your exercise schedule.

Schedule Obstacles
____It’s hard for me to get out of
bed in the morning.
___lgotobedtoo late the night
before.
____ Preparing for the day may
interfere with my morning exer-
cise session.

I don’t have enough time
over the noon hour.

____ldon’tlike having to
undress and re-dress over
the noon hour.

_ I'm too tired right
after work so [ “don’t feel
like exercising.”

____ I'mtoo full right af-
ter the evening meal to ex-
ercise.

____lenjoy television in
the evening.

____lhave evening com-
mitments (meetings, pro-
grams, elc.)

__ When | exercise too
late in the evening, | have
insomnia.

Personal Obstacles
____ldon’t have enough
time to exercise.

I find exercise bor-

Tom Cotner

ing.
____ Exercise aggravates injuries
I have or causes pain.
_____ I'm embarassed to be seen
exercising.
__ ' may lack family support.
__ | may lack the support of
people at work.

| sometimes lack personal
energy.
_____ | may not have the motiva-
tion and discipline.
_____ldon’t see any results when
| exercise.

1 PLAN TO OVER-
COME THESE OBSTACLES
BY:

Your trainer will help you
create a detailed plan to overcome
each obstacle. The member’s an-
swers to this questionnaire helps
you discuss compliance problems
before they occur. If a member
plans to exercise at noon, review

the obstacles of hunger, travel time
to and from the club and “dress-
ing out” over the noon hour. If a
member thinks exercise is boring,
discuss group exercise, a personal
stereo, and/or watching television
during exercise. If they have an
injury, prescribe an exercise pro-
gram that will not aggravate the
injury. A well thought out, realis-
tic exercise plan will increase ex-
ercise compliance. Firm up exer-
cise schedules and address ob-
stacles ahead of time. You'll help
many “too busy” people fit a
healthy activity into their already
“too busy” day.

(Tom Cotner is the
Owner|/Operator of Employee
Health Management, a consulting
firm specializing in employee
health and wellness. Contact Tom
at: (605) 692-2071 or e-mail
www.colner@brookings.net)

WESTERN ASSOCIATION OF CLUBS (WAC)
FILES TO DISSOLVE THE ASSOCIATION

Demer, CO.- Patrick
Pine, President of the National Fit-
ness Therapy Association (NFTA)
and WAC Executive Director, an-
nounced that WAC, a nonprofit
Trade Association and one of eight

regional associations recognized
by the International Health,
Racquet and Sportsclub Associa-
tion (IHRSA), has filed Intent to
Dissolve Corporation papers
with the Secretary of State effec-
tive November 1, 1998. WAC
was formed in 1989 as a response

to concerns by Colorado for-profit
health club owners that tax-exempt
community recreation centers
would compete unfairly and harm
their business. After trying unsuc-
cessfully for five years to get leg-
islation passed to protect the for-
profit health clubs from unfair
competition from the tax-exempt
recreation centers, support for the
Association started to go away.
Pine said, “Once the main reason
the Association was formed goes
away, most of the other benefits
fall by the wayside because the
majority of WAC clubs were also

IHRSA members and were able to
get the educational training and
programming from them.” The one
WAC program that was successful
was the Colorado Fitness Therapy
Network. Out of this program
evolved the National Fitness
Therapy Association (NFTA).
“NFTA was formed by a small
group of WAC members and other
fitness professionals that wanted to
bridge the gap from a health club
1o a health care provider,” Pine said.
Its purpose is to establish and
monitor a uniform set of opera-
tional standards for health, fitness

and wellness facilities providing
preventive healthcare services and
post-rehab fitness therapy pro-
grams. “If health clubs want to be
recognized as true health care pro-
viders and be eligible for reim-
bursement, they must meet a higher
set of standards. It's NFTA's mis-
sion to provide those standards.”
NFTA is a nonprofit association
based in Denver, Colorado . Ac-
credited Members must comply
with the highest operational stan-
dards in the industry and pass an
extensive on-site compliance audit.
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- Life Fitness Announces Winners of the
Oldest Lifecycle Exercise Bike Contest

FRANKLIN PARK,
IL- Oct,19,1998 - From Nevada to
New York exercisers have pedaled
many models of Lifecycle exercise
bikes in some interesting locations,
including a fire station and even a
cave. The winners in the Life Fit-
ness Oldest Lifecycle Exercise
Bike Contest were announced Fri-
day, Oct. 16, at the Life Fitness 30th
Anniversary Celebration of the
Lifecycle Exercise Bike held at the
House of Blues, Chicago. The con-
test, which kicked off in June to
commemorate the 30th anniversary
of the Lifecycle exercise bike, in-
cluded a search for a grand-prize
winner and runner-up in three cat-
egories: the Oldest Lifecycle Ex-
ercise Bike in Existence, the Old-
est Lifecycle Exercise Bike Still in
Operation in a U.S. Fitness Facil-
ity, and the Oldest Lifecycle Exer-
cise Bike in a Unique Setting. The
three grand-prize winners were
awarded a trip to the 1998 Club
Industry Conference in Chicago
last week and attended the
Lifecycle Exercise Bike 30th An-
niversary Party. In addition, each
will receive a Lifecycle 9500HR
exercise bicycle. The three runners-
up each will receive a Lifecycle
9100 exercise bicycle. “When Ray
Wilson and [ formed Lifecycle, Inc.
in the late '70s, we shared a strong
passion for the Lifecycle exercise
bike. We also firmly believed in the
benefits of cardiovascular training
and its important role in overall
health and fitness for exercisers at
all fitness levels,” said Augie Nieto,
Life Fitness president. “I'm happy
the vision Ray and | shared became
reality, and that the Lifecycle bike
has endured the test of time and is
the No. | staple in health clubs to-
day. It is an honor to celebrate the
30th anniversary of the Lifecycle
exercise bike with other fitness en-
thusiasts who have enjoyed the
many benefits of the bike over the
years.”

Oldest in Existence

In the ‘Oldest Lifecycle
Exercise Bike in Existence’ cat-
egory, Ken Melby, owner of
Lifestyles Corp., a four-location
chain of fitness facilities in the Salt
Lake City area, was named grand-

prize winner. Melby owns two
1968 prototype Lifecycle exer-
cise bikes given to him by friend
and fitness pioneer Ray Wilson.
Wilson, cofounder of Lifecycle
Inc., the predecessor to Life Fit-
ness, gave the prototype
Lifecycle bikes to Melby to test
the relatively new concept of a
bike that provided a cardiovas-
cular workout in a stationary set-
ting. Melby was so impressed
with the product he has kept the
carly Lifecycle bikes throughout
the years. Runner-up honors in
the “Oldest Lifecycle Exercise
Bike in Existence’ category went
to Chad Smith, executive vice
president of the family-owned
chain of four Las Vegas Athletic
Clubs in the Las Vegas area.

Smith acquired a 1968 prototype

Lifecycle bike a year and a half
ago. A gentleman who had the
prototype Lifecycle exercise
bike in his basement asked
Smith, a known collector of nos-
talgic fitness equipment, if he
wished to purchase it. Smith so
strongly wanted the bike that he
persuaded Life Fitness President
Nieto to provide a new Lifecycle
bike to be offered in trade for the
prototype. Smith now displays
the 1968 Lifecycle exercise
bike, complete with a manne-
quin pedaler, in one of his Las
Vegas Athletic Clubs as part of
a historical collection of exercise
equipment illustrating the ad-
vancement in fitness equipment
technology and the fitness indus-

try.
Oldest Still in Use

Shandi Jarman, man-
ager of Sooner Fitness in
Norman, Okla., was announced
grand-prize winner of the ‘Old-
est Lifecycle Exercise Bike Still
in Use' category. Jarman pur-
chased her Lifecycle 2000 exer-
cise bike, manufactured in 1978,
at an auction 10 years ago. The
bike is still used by more than
60 people per day in the Sooner
Fitness exercise facility. Summit
Hill Athletic Club owner Paul
Mademann received runner-up
honors in the *Still in Use’ cat-
egory. In 1987 Paul Mademann
needed to purchase exercise

Original Lifecycle

1968

Lifecycle 1998

equipment for his growing fitness
facility, and he wanted products that
would lastFamiliar with Life Fit-
ness’ reputation for producing
sturdy and reliable equipment, he
purchased a Lifecycle 5000 exercise
bike for his Catskill, N.Y., athletic
club. Nearly 12 years later, exercis-
ers at the 900-member Summit Hill
Athletic Club still enjoy pedaling on
this Lifecycle exercise bike and
other Lifecycle bikes in the facility
that include advanced technologies,
such as Life Fitness' interactive
Heart Rate Zone Training programs.

Oldest in a
Unique Setting

In the *Oldest Lifecycle
Exercise Bike in a Unique Setting’
category, fire fighters Jay Williams
from Fire House No. 2, Norman,
Okla., was named the grand-prize
winner. Williams purchased his
Lifecycle bike, manufactured in
1978, for his own personal use
nearly 12 years ago. After determin-
ing he was spending 10 days each
month at the firehouse, Williams
took the bike to the station’s weight
room so fellow fire fighters and he
could workout while not respond-
ing to fires and emergencies. As the
only piece of cardiovascular equip-
ment at the station, the Lifecycle ex-
ercise bike still receives regular use
from the three crews of eight fire
fighters who live and work at Fire
House No. 2. A close runner-up in

the ‘Oldest Lifecycle Exercise
Bike in a Unique Setting’ category,
Lester Turilli, Jr., owner of the
Muscle Hut, Stanton, Mo., knew
that many of his facility’s mem-
bers spent the summers working
at the nearby tourist attraction,
Meramec Caverns, and didn't
have many opportunities to get
cardiovascular workouts 300 feet
below the ground. Last June,
Turilli decided to take the Muscle
Hut’s Lifecycle 9000 exercise bike
down into the caverns for his ap-
preciative club members to use
during the summer months.

Celebrating Three
Decades of Innovation

Thc Lifecycle exercise
bike is currently the No. 1-pre-
ferred bike in commercial facili-
ties across the country. It also
ranks first in its category among
consumers worldwide. Developed
by Dr. Keene Dimmick, a re-
nowned chemist and inventor, in
the late 60s, the Lifecycle exercise
bike was one of the first exercise
bikes available for use in U.S. fit-
ness centers. Realizing the poten-
tial of aerobic and strength train-
ing equipment for the emerging
fitness market, health club pioneer
Ray Wilson bought the rights to
the Lifecycle bike, and with part-
ner Augie Nieto, established
Lifecycle Inc. in 1977. Through
three decades and eight models,

Lifecycle exercise bikes have set
the standard for computerized ex-
ercise equipment around the world,
having pioneered virtually every
major improvement in technology,
ease of use and comfort. Lifecycle
bikes continue to lead emerging
trends in fitness machines with fea-
tures such as interactive Heart Rate
Zone Training programs and the
patented Lifepulse digital heart rate
monitor. Nearly 400,000 Lifecycle
bikes have been produced since its
introduction 30 years ago.

About Life Fitness

Life Fitness, a

Brunswick company, is the global
leader in designing and manufac-
turing a full line of reliable, high-
quality fitness equipment for com-
mercial and consumer use. Its car-
diovascular and strength training
products, including the renowned
Lifecycle exercise bike, are used in
health, fitness and wellness facili-
ties, as well as in homes, world-
wide. The company is headquar-
tered near Chicago and distributes
its equipment in more than 120
countries.

(Life Fimness, Lifecycle,
Lifepulse and Heart Rate Zone
Training are trademarks andjor
registered trademarks of Brunswick
Corporation. Life Fitness, 10601
West Belmont Ave., Franklin Park,
. 60131 Phone: 847-288-3300)
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By Joe Senate

Imaginc walking into
the doctor’s office for an exam and
the nurse taking your vitals placed
the blood pressure cuff around your
leg! Would you be surprised?
Would you question the methodol-
ogy of the nurse? You would prob-
ably prefer the nurse who always
places the cuff around your arm.
The reason you would find this
practice so odd is because you have
consistently had your blood pres-
sure taken the same way all your
life and are hesitant to assume a
different way would be effective
and accurate, This reminds me of a
dilemma facing health club own-
ers and managers today.  Accord-
ing to ISSA (International Sports
Science Association) spokesmen,
Dr. Bob DelMontique and Bill
Pearl, (who have over a hundred
years combined experience in the
fitness industry), “All experienced
trainers know that there is more
than one correct approach to train-
ing the novice client; however,
clubs need to look at the situation
through the eyes of their new mem-
bers. When one member is told to
do one set per exercise using ma-
chines, and the very next day her
friend (whom she brought to your
facility) is assigned three sets of ten
on free weights, both members
(rightly) begin to question the qual-
ity of the instruction they have re-
ceived.” One might take this step
further and suggest that this lack of
trust compromises the member’s
commitment to the exercise pro-

gram, which in turn will have a
" negative effect on the benefits that
the program could potentially de-
liver. After five years of research,
ISSA’s Elizabeth Donati has devel-
oped Basic Training, a comprehen-
sive certification course designed
to standardize the developmental
stages of new fitness enthusiasts,

EClub insider
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‘BASIC TRAINING’ PROGRAM
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Bill Pearl
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Bob DelMonteque

and clearly outline peripheral
tasks essential in the successful
running of your health club.
ISSA’s Basic Training creates a
clear pathway to fitness, from
the day someone makes the de-
cision to walk into your facility,
to the day they see the body they
want in the mirror. Now, your
own fitness instructors can effec-
tively lay the proper foundation
for the sedentary client to
achieve the humble goals that
most all new members visualize
when they join your facility.
And, through ISSA’s new Basic
Training, your members can
achieve their goals without the
inconsistency that sometimes
leads them to doubt the credibil-
ity of your staff. Basic Training
assures that your staff is on the
same page. Whether a trainer of
yours is giving nutritional ad-
vice, demonstrating an exercise
or even selling a membership,
Basic Training will guarantee
that all your clientele are getting
a consistent message. Most new
members are completely out of

shape. They need constant encour-
agement- seemingly a lost art in
health clubs today. According to
Dr. DelMonteque, “In order to re-
tain members and draw them into a
fitness lifestyle, we need to flavor
fitness to make it taste good.” In
order to make fitness “taste good,”
mmembers need simplicity, consis-
tency and a direct route to their
immediate goals. Often, in an ef-
fort to impress a client, an outside
personal trainer charging $50-$150
an hour will over-complicate a be-
ginning client’s program. In fact,
they could have and should have
started their client on a basic cir-
cuit, leaving the new member with
the feeling that they are in safe
hands. Instead, your new member
drops out because a personal trainer
(probably not employed by you)
conveyed a message that the new
member just couldn’t believe in or
relate to. Basic Training is based on
information that has proven itself
year after year. Basic Training
gives you a way to educate and
equip your employees with infor-
mation that works with already

proven methods. The truth is, your
own instructors, trained by you
and supported by the ISSA and
their Basic Training club standard-
ization program, can teach new
members how to exercise as well
as heavily credentialed personal
trainers can. In fact, a Basic Train-
ing certified instructor will be
more successful than the personal
trainer, because they do not chal-
lenge the philosophies of your
club and your new members will
be heeding the same message that
their friend received who joined
the club six months ago. Basic
Training goes a step beyond the
complex science of training and
addresses the simple side of your
business - the hellos and good-
byes at the door, the constant en-
couragement and the sharp image
that separates your club from on
down the street. The club down
the street has four walls and a pile
of exercise equipment just like
yours; however, your trainer says,
“Hi Mary, what does today’s
workout consist of?” as she signs
in and offers her any assistance she

needs. Often it’s not how much you
have or how much you know, but
how much you care! What does this
mean? Greater member retention,
increased member satisfaction and
free word-of-mouth advertise-
ments. Executive Director, ISSA,
Dr. Sal Arria says “service is the
hallmark of ISSA success.” There
is a direct relationship between ser-
vice and success - greater, more
organized service..greater, more or-
ganized success. ISSA's prestigious
faculty is comprised of some of the
greatest fitness industry experts in the
business including Dr. Fred Hatfield,
Dr. Sal Arria, Bill Pearl, Dr. Bob
DelMonteque, Tom Platz, Charles
Staley, Dr. Jim Wright, Dr. Karl
Knopf, E.J. ‘Doc’ Kreis, Matt
Mendenhall, Eric Durak and dozens
more. ISSA was the first and is the
only fitness certification organization
in the world to offer both toll free
and online technical support to its
members both during and after cer-
tification. For more details on the
ISSA Basic Training certification
course, contact Frank Meile or Neil
Rubin at: (800) 892-4772.

Sport & Health Company On The Move-Washington’s
Largest Health Club Family Grows to 25 Clubs

McLenn, VA.- The

Sport & Health Company has an-
nounced four club acquisitions as
it continues to grow in the metro
area. This latest expansion brings
the Sport & Health family of health
clubs to 25 in the Washington met-
ropolitan area. In mid-October, the

Company purchased The Fitness
Equation, a group of three full-
service clubs, located in
Fredericksburg (opened in the
early 90’s), Reston (opened in
’04) and Dale City (opened in
'08). Each club offers a com-
plete range of fitness equipment,
an extensive child care program,

beauty salons, snack bars and chi-
ropractic clinics. The clubs will
continue to operate under the name
“Fitness Equation” until the integra-
tion of the two companies is com-
plete. “The Fitness Equation fits
very well into our existing network
of clubs. They fill an imporiant
{medium-priced clubs) gap in our

existing market area and addition-
ally, give us a presence in
Fredericksburg, a strong, rapidly
growing market,” said Don Konz,
the Company’s CEO. In addition
to the purchase of The Fitness
Equation, Sport & Health adds a
DC location to its family by ac-
quiring management of the former

SportFit Club, located at 1901
Pennsylvania, NW. SportFit will be
the Company’s second franchise,
and has been named Sport &
Health at 19th and Penn. With the
addition of the three newly-ac-
quired clubs and the management
of the former SportFit, Sport &

(See Sport & Health page 17)
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FORGETTHE SHEEP, CLONE YOURSELF

By Amy Redfearn

Iflonrymm&uérme,'

I could get so much more done.
Have you ever caught yourself
making such a statement? If Dolly,
the Scottish sheep, can be cloned,
why can’t you? Well, you can, and
the procedure is called outsourcing.
Outsourcing has been on the rise
in the public relations field for the
past few years and is predicted to
increase through the next
millenium. In a nationwide survey,
42 percent of companies said they
have increased their budgets to in-
clude outsourcing expenditures,
and 79 percent of companies sur-
veyed plan to maintain or increase
their current level of outsourcing
for the next two years. However
these results are not specific to the
fitness industry, so [ conducted my
- own research to discover how
much public relations outsourcing
is utilized in health clubs. The re-
sults were pretty alarming. In honor
of the International Health Racquet
.and Sportsclub Association’s
(IHRSA) Sales Conference that
will be held in Florida this Decem-
ber, 1 narrowed my research to
Florida IHRSA health and fitness
clubs only. Out of the 90 clubs that
responded to the research, only one
club reported that they use a pub-
lic relations consultant, and only
four clubs reported having a pub-
lic relations professional on staff.
So what are all the other clubs do-
ing? The most common response
was, “The owner or manager does

all the public relations stuff.” So
if the owner or manager is con-
ducting all of the public relations

tasks in addition to all of their

other duties, he is either work-
ing too hard or not reaching his
club’s public relations potential.
Or possibly both. Depending on
the level of results you desire for
your club, you may need more
than just one person doing all the
public relations. Some compa-
nies outsource public relations
services even when they have an
entire public relations depart-
ment. The nationwide survey re-
ferred to above determined some
of the most frequent public re-
lations outsourcing activities:
Writing and Communications
(73%) Media Relations (45%)
Publicity (38%) Strategy, Coun-
seling and Planning (37%)
Event Planning (32%), Speech
Writing, Researching, Commu-
nity Relations, Crisis Commu-
nication, and Graphic Arts/Pub-
lication Design (also contracted,
but not as often).

Why Outsource PR?

The survey also

showed why companies
outsource public relations activi-
ties. Most companies outsource
for the opportunity to bring re-
sources into the company that
are not available internally
(70%). Others outsource to
supplement staff during peak
work periods (67%) or to utilize
a consultant’s expertise (59%).
And some outsource in order to

free up their staff inr other purposes
(33%). If you choose to outsource,
make sure you do so for the right
reasons. There are many factors that
you should consider before hiring
a public relations consultant. Iden-
tify a specific public relations need.
Be clear with what you want the
consultant to accomplish. Do you
need more publicity? Do you need
an event campaign for the year? Do
you need an innovative member
retention program? Do you need a
program to increase productivity
and teamwork among your employ-
ees? Knowing what you need be-
fore you seek help will save you
money. If the consultant has to
spend an entire day determining
your need, that’s an entire day of
billing. It’s just like going grocery
shopping without a specific list of
items. You end up spending much
more than you planned from wan-
dering aimlessly down every isle of
possibilities. Determine your needs
before you seek services. Under-
stand your current staffs’ strengths.
If you already have a public rela-
tions staff, at what functions of pub-
lic relations are they best? Don’t
outsource these functions. Instead,
outsource the projects that they do
not have time for or cannot do as
effectively as a consultant, If you
depend on your regular staff or
yourself to do most of the public
relations work, the same rule ap-
plies. If your staff is well trained
on member retention and can do an
efficient job of it, don’t hire a con-
sultant to do the same thing.
Outsource some other public rela-
tions needs that your staff may not

JLR
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as Tennis Director
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have the time or
resources to do
such as media re-
lations, publicity,
newsletter pro-
duction or event
planning. Deter-
mine whether
oulsourcing
would ‘be more
beneficial for the
short or long
term, and con-
sider the ramifi-
cations of each.
Are you inter-

ested in
outsourcing for
an event that

would take mini-
mal time and in-
crease your rev-
enues quickly, or
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are you more in-
terested inalong-
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term campaign
with a series of

781.431.0868 » fax 781.431.0830 » email: larcom@mediaone.net

events through-
out the year that

will change your
| company’simage

in the community over
time? If you are interested
in long-term outsourcing,
be clear of the costs in-
volved. Nothing is more
embarrassing than having
to stop a project mid-term
because of a lack of re-
sources. In addition, you
will lose the investment that
you already paid and not re-
ceive the benefit of the fin-
ished project. Set clear, re-
alistic goals. Whether you
want to save money, in-
crease membership, in-
crease community aware-
ness and referrals or just
free yourself and your staff
from projects so you can be
more effective in other
realms of the b ,itis

important to understand
what your motives are for

Amy Redfearn

hiring a consultant.

Selecting A PR Consultant

Oncc you have deter-
mined your goals, this will help
you pick the right consultant.
When interviewing a consultant
for the position, make them clear
of your goals and specific contract
requests. Remember, you are the
boss. Don’t let a consultant come
in and simply “take over.” You set
the guidelines. Make sure you
know what they are before you
hire them. Be sensitive to your
current staff. Outsourcing can be
very threatening to members of a
staff, especially if they feel their
job is being “taken over.” Let your
staff know that you are
outsourcing in order to increase
productivity or gain added exper-
tise in a certain area. Assure them
that this will benefit the entire
club, including their job. The last
thing you want is your entire staff
to be disgruntied with the consult-
ant you hire. The consultant and
the staff should be able to work as
a team. Since the consultant is
seen as an “oulsider,” this can
cause possible problems. Make
your staff aware that you are in-
terviewing consultants to
outsource some of the club’s du-
ties, especially if the consultant
will be doing some of the work
that employees are already as-
signed to do. Get their input and
suggestions on possible candi-
dates before making a decision.
Let them feel part of this process
s0 they will be more willing to
work with the consultant instead
of against the consultant. Make
sure you keep communication
lines open, so employees will
share their concerns with you and
be willing to assist the consultant.
Select a consultant carefully. What

type of outsourcing do you need
and which consultant has the most
expertise in that area? For instance
you wouldn’t hire a sales consult-
ant to do public relations consult-
ing or visa versa. You wouldn’t hire
anyone other than an accountant to
do your taxes, so why would you
trust just “any consultant” with your
public relations? Also when choos-
ing a consultant, make sure he is a
professional in his field. Just be-
cause someone tells you he is a pub-
lic relations consultant doesn’t
mean he is the best person for the
job. Look at their educational back-
ground. Does he hold an accredita-
tion in public relations? What is his
expericnce level? Is he familiar
with your professional industry?
Find out who some of the
consultant’s past clients have been
and call for a reference. Don’t de-
pend on the recommendation letters
he provides you from his clients. Of
course he is going to show you the
good ones. But a good consultant
will have no problem with your
calling his past clients. If he does,
this should tell you something and
cause you to think twice before hir-
ing him. Be available and acces-
sible to the consultant. Remember
that even after you hire a consult-
ant, this will not alleviate you from
the project at hand totally. The con-
sultant will free you from much of
the work, but he will still need to
meet with you from time to time in
order to be effective. Be available
to the consultant and give him the
power to deal directly with you in-
stead of wasting time weeding
through your entire staff in search
of answers. Keep in mind that time
is money, and you don’t want your
consultant lo waste any time on the
project for the simple reason that
he could not get in touch with you
that day. Teamwork is the key to a

(See Amy Redfearn page 17)
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BALLY TOTAL FITNESS AND SPORTS DISPLAY
ENTER IN-CLUB MARKETING AGREEMENT

Chlﬂlgo, IL..- Bally To-
tal Fitness (NYSE:BFT) has entered
into a multi-year agreement with
Sports Display, Inc. (“SDI”) to install

uniform advertising boards in all of

its 325 fitness centers nationwide.
These boards will allow advertisers
to reach Bally’s approximately four
million members as they visit the
Company'’s clubs more than 110 mil-
lion times each year; and at the same
time, enable Bally to promote its pro-
prietary products, services and group
fitness classes to its members in a

consistent professional way
throughout its facilities. According
to Paul Toback, Bally Total Fitness’
Senior Vice President, Corporate
Development, “This arrangement
with SDI will benefit our Company
intwo important ways. First, given
the sheer size of audience and
unique focused environment we
offer, SDI and Bally should be able
to generate significant revenues as
a vertical media option for adver-
tisers wishing to target active,
fitnesss-conscious adults. This
program also strengthens our abil-

ity to professionally merchandise
the value-added services we offer
through our fitness centers, includ-
ing personal training, nutritional

supplements and convenience retail

items.” Under terms of the agree-
ment, SDI, at its cost, will create
custom display boards and install
them at Bally’s fitness centers na-
tionwide by the Summer of 1999.
SDI will pay Bally in excess of
$700,000 over three years, as a
minimum, with revenue sharing for
ad revenues above certain stated
levels. According to Steve Weeden,

SDI's Division Manager, “We feel
confident that this agreement will
be a great benefit to both SDI and
Bally Total Fitness. We've been
making these kinds of revenue shar-
ing agreements for over 20 years
and look forward to both generat-
ing ad revenues and helping Bally
to boost sales of its proprietary
products and services.” Advertisers
wishing to investigate media oppor-
tunities should contact Bern Dayley
of SDI at 1-800-854-3476. Bally
Total Fitness is the largest and only
nationwide, commercial operator of

fitness centers in the United States,
with approximately four million
members and 325 facilities in 27
states and Canada. Sports Display,
Inc. isan international privately held
company founded in 1977 that in-
stalls advertiser-supported “Informa-
tion Centers” in over 3,500 high traf-
fic sports facilities throughout the
North America. These “Information
Centers” are serviced by over 140
SDI sales representatives and used
by the sports facilities for commu-
nicating to members and guests
about their programs and events.

Jeff Randall Starts Health Club Recruitment Firm

Boston. MA. -Jeff
Randall, a 20-year club veteran and
former owner and operator of two

clubs in the Boston area, sold his
clubs in 1997, He sold his 35,000
square-foot Squash Club to Town
Sports International and his 17,000

sesssans
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calendars, cork & plug-in letter boards, and
literature/brochure racks. All products and services
because they are supported by local
advertisers of which the club has complete approval.

O

FOR MORE INFORMATION...
CALL TOLL FREE ASK FOR MR. GREEN...

1-800-854-3476 «

30051 Comercio, Rancho Santa Margarita, CA 92688

square-foot Wellesley Athletic
Club, a fitness-only facility, to Paul
Kearney. Randall retained owner-
ship of the real estate for The
Squash Club and remains as the
landlord of the facility. Jeff Randall

d the club b in 1979
when he was contacted by his step-
father to see if he would like to be-
come involved in the development
of a commercial squash club in the
Boston area. Entering the club busi-
ness at age 22, Randall and his step-
father developed The Squash Club
in Boston, the second such club in
the United States at the time. After
that he developed a second facility,
the Wellesley Athletic Club.
Randall says he sold his club busi-
nesses for two very “real” reasons:
(1) He had been in the business for
20 years and was just ready to do
something else. (2)He had done a
calculation of the amount of capi-
tal that would be required for rein-
vestment in the clubs over the next
four or five years. He realized that
he’d need to leverage the real es-
tate to finance the improvements
and he didn’t want to do that. So,
Randall successfully sought buyers
for the club businesses. After the
sale of his clubs, Randall, age 42,
took five months to step out of the
club industry to reflect on what to
do next. In the process of deciding
he bought books on career oppor-
tunities and signed up for aptitude
tests that direct people to the career
that they are most suited for. He
even wrote a resume’, something
that he had never done before in his
life. Instead of reading the books
and taking the test, he decided in-
stead, to open an employee recruit-
ment and placement company, JLR
Associates, Inc. Randall com-
ments, “ | had some parameters. |

wanted to open a company that
didn’t require a lot of capital start-
up cost. Having been in the labor
intensive club business, | wanted to
open a company that had very little
operating overhead and few person-
nel management concerns. [ wanted
to open a business that would at
least keep me peripherally involved
in the health and fitness club indus-
try. This fit every one of those pa-
rameters. The key was, | decided,
having never worked for anyone
clse in my life, I didn’t want to start
now.” Randall’s new JLR Associ-
ates is focused on delivering the
people that are needed by club op-
erators and that ‘fit’ the organi-
zations that hire them. Randall com-
ments, "There are a tremendous
number of qualified people out
there, but not everyone is the per-
fect fit for the work environment,
the management philosophy and
management structure. That’s the
name of the game.” Randall encour-
ages club owners to ask the follow-
ing questions when considering the
hiring of people: (1) Do I have the
very best people in the position?
(2)What are the economic costs of
sanctioning incompetence? (3)
What are the economic costs of a
wrong hire? (4) How effective will
my job ads be? (5)Will they attract
the very best people for the job? (6)
Is my time most effectively spent
on a position search? Club owners
often lack perception of the value
for the services provided by recruit-
ment specialists due to their lack of
experience in the utilization of such
services. Randall comments,
“There has been no significant his-
tory or growth of employee recruit-
ment firms in the club industry. 90%
of the clients I've had so far are
people that have been involved in

Jeff Randall

other industries and have either
switched to the health and fitness
club industry or have added the
health and fitness club industry to
their other businesses. They have
come from industries that have used
and seen value in the type of services
I provide and have paid for them. Be-
fore becoming President of JLR As-
sociates, | owned and operated com-
mercial and private clubs for 20
years. During that time [ interviewed
and hired hundreds of staff. I know
the qualifications necessary for staff
to succeed and excel in various po-
sitions. 1also know the tremendous
amount of effort and frustration ex-
perienced in making a wrong choice.
JLR Associates is national in scope.
Our candidates come from all over
the country from commercial, pri-
vate, resort, corporate and hospital-
based operations. JLR Associates
can help structure compensation
packages to hire and retain key per-
sonnel. We're in touch with club
operators throughout the country and
know the pay scales and the com-
pensation packages that work. It'sa
simple fact: your business is only as
good as the people you hire.” Jeff
Randall may be reached at JLR As-
sociates at: (781) 431-0868.
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continued from page 3

gether. Congratulations to Bonnie
Patrick and Liz Neporent who are
being honored today, also. | would
like to congratulate both Judy
Sheppard Missett of Jazzercise and
Debra Siena of TCA for their out-
standing accomplishments and tre-
mendous commitment to our indus-
try. Both of them have played a role
in advancing our industry. Today, |
think we are all winners. | am so
thrilled to be presented with this
award, but | have to say, that when
you give this award to me, you are
also honoring some of the finest
people who have guided and sup-
ported me throughout my career. |

would like to take this opportu-
nity to thank them - without them,
I would not be here today. The
Healthworks Senior Management
Team: they are a dedicated, dy-
namic and talented group of
women who run our clubs. They
are the ones that make it all hap-
pen every day at our company.
They are Healthworks’ most valu-
able asset. I am honored and
proud to work and learn with such
a special group of people. My
very special friend, Rick Caro.
Rick, we became friends only 5
years ago, but it feels as though |
have known you for 20. You are
always willing to give me your
honest opinion, offer a fresh
perspective, challenge me when |
need it - | really appreciate your

EClub Insider
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guidance and friendship. Mark
and Patti Harrington, the owners
of Healthworks. 14 years
ago,when they had one small club
and | was the receptionist, they
approached me about becoming
the Manager. I told them I didn’t
think I could do it, and they said,
“yes you can, you can do it.”...
and now 4 clubs later, numerous
reorganizations, transitiions, ex-
pansions, renovations and new
directions, they are still saying to
me “you can do it Hannah, we
trust you and we believe in you.”
They have maintained patience
throughout my enormous learn-
ing curve. Together, we have ac-
complished a lot, but what has
remained ‘continuous is our re-
spect for our mission and our re-

spect and trust for each other. |
am grateful for the opportunities
that they have provided me and
the trust they have placed in me.
Their support has sustained me
and 1 am here today because of
them. As many of you know, in
1997 Healthworks and 30 other
women’s only clubs were legally
challenged, and lost our right to
operate as women's-only clubs.
The Court ruled that our clubs
would have to become co-ed in
a matter of months. In all, there
were about 40,000 women in
Massachusetts that were affected
by this Court ruling. lronically,
this ruling came just days after
the Massachusetts Department
of Health issued the findings of
a study that indicated that over

70% of Massachusetts residents
did not get enough exercise! To
some of our members, they could
work out anywhere - our clubs
were simply convenient. To an-
other section of members, they told
us that maybe now that they had
been working out, they might have
the confidence to exercise in the
presence of men. But to the larg-
est segment of members, they ab-
solutely could not exercise in the
presence of men for many personal
and private reasons. If our club had
to become co-ed, they would stop
exercising, either completely or be
forced to do it outside or at home.
It was then that we, along with
IHRSA, worked to submit a fast
track bill through the House and

(See Club Industry page 28)

..Step Company

continued from page 3

ing,” Mr. Bollinger continued. “Next
year is the tenth anniversary of in-
troduction of the Step and step aero-
bics to the fitness world. Few things
have impacted any industry the way

the Step hit fitness. It swept
through clubs, classes and the
home market. Today, more than
18,000 health clubs worldwide
offer classes using the Original
Step. Steps are a mainstay prod-
uct both in clubs and at retail.
Bollinger has been a major player
in sales of steps for home use with

products like our SoftStep,
FlexStep and PrimeStep. We're
glad to be able to add the Origi-
nal Step to our line and look for-
ward to helping make the tenth
anniversary and the next decade
memorable for both retailers and
consumers.” “We're about depth
and breadth in fitness products,”

continues Mr. Bollinger. “And we
know the importance of innova-
tion and creativity in our indus-
try. That’s why we feel so good
about this deal. We increase our
basic offerings, in terms of prod-
uct and price point, and we con-
tinue our history of fresh product
offerings and ideas.”

Specific terms of the deal
were not disclosed.

Bollinger is a major dis-
tributor of fitness accessories and
fitness products. [Its products are
sold at mass merchants and sporting
goods stores throughout the U.S. and
in foreign markets. Its stock is traded
over the counter (BOLL).

....Norm's Notes

continued from page 5

Business Traveler Interna-
tional Magazine selected The Fitness
Company at the World Trade Cen-

ter as the “World’s Best Health
Club”, The 22,000 square-foot fa-
cility will be featured in the No-
vember issue of Business Trav-

Bonnie Patrick, the recent winner
of Club Industry Magazine's In-
dustry Enhancement Award, is the

General Manager at the World
Trade Center Club.
Contratulations to The Fitness
Company and Bonnie Patrick!

JOHN BROWN, the
President of Professional Club
Management, tells me he is

working with a 17,000 square-
foot club in Lima, Peru and busi-
ness is going through the roof.
Best of luck John!

Congratulations to
VICKI BRICK, the 1997 Bal-
timore area All-Metro girls bas-

ketball Player of The Year on her
decision to play basketball at the
University of Maryland! Vicki is
the daughter of Victor and Lynne
Brick, two of the industry's top
club entrepreneurs and the owners
of several Baltimore-area fitness
facilities.

...Campetelle

continued from page 6

Obviously, the tour with this prospect
should focus on the staff and the com-

fortable environment. We have all
heard the phrase before; “knowl-
edge is power.” More accurately
though, “applied knowledge is
power.” You now have the knowl-
edge to discern, in a matter of mo-

ments, what type of prospect you
are consulting with. Further, you
know the general attitudes, fears
and interests that such a prospect
has when they visit the club. Your
task now is to match the appro-

priate club aspect with the type
of prospect you are working with
to create a compelling, custom-
ized presentation that motivates
the person to buy a membership.

(For additional informa-
tion please contact: Mike
Campetelle - Communication Con-
sultants, 226 Becker Avenue East
Providence, RI 02915 - 401-437-
2951)

Sports & Health

continued from page 12

Health adds 250 employees, 12,000
new members and almost 100,000

square-feet of fitness. “(With) this
expansion, we estimate that the
Sport & Health Company is now
the fifth or sixth largest health and
fitness company in the country,”
added Konz. Earlier this month,

Sport & Health also opened a new
club in the Ballston Common
Shopping Mall in Arlington, VA.
The club’s 30,000 square feet
makes it one of the largest one-
level fitness centers in the area.

The Sport & Health Company is
Washington’s largest provider of
health clubs in the metropolitan
area. In 1997, the Company’s
revenues were $25 million with
approximately 21,000 members.

Now with 25 clubs, the company
expects annual revenues to exceed
$60 million and will serve more
than 50,000 members.

L

Amy Redfearn

continued from page 14

successful outcome and relationship.
The more you work together with
your consultant, the more successful
your combined efforts will be. Hav-
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* DETROIT SUBURB AREA'S FINEST 72,000 SQUARE FOOT
FACILITY SEEKING SALES MANAGER AND SALES
PEOPLE. IMMEDIATE OPENINGS FOR FULL TIME

CAREER ORIENTED INDIVIDUALS. APPLICANTS WOULD

POSSESS 3-5 YEARS EXPERIENCE IN CLUB SALES AND
PRODUCTION MANAGEMENT. POSITIONS INCLUDE:
SALARY, COMMISSION, BONUS, INSURANCE BENEFITS
EARNING POTENTIAL - $40,000 - $60,000.
CONTACT: TERRY NALIAN —

ing a consultant can be just like
cloning yourself. He can increase
your productivity, add a wide
range of expertise and make you
even more successful than you al-
ready are. But he can also have the
opposite effect if you are unsure
of what you want. Make sure you

stay in control, know what you
want and be able to communicate
these requests to him in order to
get the results you want. The last
thing you need is to pay a bunch
of sheep to walk aimlessly around
your business.

(Innovative Concepts
& Consulting is a full-service
public relations firm specializing
in training workshops and coun-
seling. Call (352) 379-8301 for
more information or send request
letters to: Innovative Concepts &

Consulting, P.O. Box 142335,
Gainesville, FL, 32614-2335. Amy
Redfearn will speak at the IHRSA/
Athletic Business Convention in
Orlando on Friday, December 4th
at 3:30 p.m.)

* Managers
* Fitness directors

ARE YOU GOOD AT WHAT YOU DO?
If Yes..... We want you!

* Assistant Managers
* Personal trainers
* Membership sales persons * Aquatics instructors

BODYTECHNIQUES FITNESS CENTER
1460 N. ROCHESTER ROAD
ROCHESTER HILLS, MLI. 48307
248-650-3060
FAX RESUME TO: 248-650-9784
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* Aerobics/Group class instructors

* Physical therapists

Fax resume to: (423) 429-1918 or send to:
P.O. Box 70232, Knoxville, TN. 37918




- Karen D. Woodard

PRESIDENT

‘ Karen has been an owner and operator in the fitness
industry for over thirteen years, and here's what
b 4 audiences consistently say about her:

“Karen is a high-energy, impacting teacher!”
'< “Refreshing. Love the interaction!”

“Presents practical tools in a creative way.”
“She took me to a new level, this stuff really works!”

PLEASE SEND'ME: ___ Books @ $15.00 each Tapes @ $20.00 each MAIL YOUR ORDER TO ADDRESS

ITABILITY

Y Isolate costly mistakes in your sales strategy

}‘,’f{ Increase your traffic in 30 days
WITHOUT slashing prices!

)‘,’}r Build loyalty and enthusiasm in your staff with
the R.O.A.R.! philosophy

‘;ﬁ’ Professionalize your staff and management
' On Site Training & Consulting Available:

Premium Performance Training provides a selection of proven, successful programs to choose
from, and all programs are customized to your club's specific needs and goals. Choose from the
programs below, or have PPT develop an entirely new program for your organization.

SALES TRAINING

* Polishing Your Sales Skills for Shining Success * Turning Calls Into Appointments

* Low Profile Sales Skills for High Profile Success * 20 Tips to Increase Traffic in 30 Days
* Avoiding the Monster Mistakes in Membership Sales  » 15 Hot Tools to Close More Sales Now
* Mastering the Emotional Energy in the Sales Process  « Dancing Through the Cycles of Selling
* Are You Qualified to Close? Develop A System

That Makes Asking for the Sale Simple

SERVICE TRAINING

» Personally and Profitably Strengthening the Partnership Bety the ber and the Club
* Creating A Partnership Between Front Desk and Membership Sales Staff

* Are You Engaged Yet?

* Front Desk and Fitness Staff: 20 Tips to Be Your Own “PR.” Expert

MANAGEMENT TRAINING

* Service Systems at Our Clubs: Who Do They Really Serve?

*» Tools to Create and Manage A Super Star Sales Team

* Time Management and Pricritization: Do You Manage Time or Does Time Manage You?
* Who's Running the Show: Your Team or Your Ego?

* Results Driven Training by Training the Trainer

S'¢ Books, Tapes & Other Tools:

| 20Tipsto [ Cihome
=~ Close More 20 Power Tools
d $a|es NOW' To Build Surceess

|
Twenty thodt
for Booiting Youusales Production |

Flash packs @ $10.00 each Information on PPT services et O
Name Club Position
Address Phone

VISA / MC

Please include $4.95 for shipping and handling on total order. Check enclosed for:

Exp. date Your signature
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BALLY TOTAL FITNESS REPORTS
STRONG THIRD QUARTER RESULTS

Caiugo, IL.- October
29, 1998- Bally Total Fitness Hold-
ing Corporation (NYSE:BFT) an-
nounced results for the quarter
ended September 30, 1998. Oper-
ating income for the quarter was
$13.8 million, an improvement of
$12.9 million over the 1997 quar-
ter, while operating income before
depreciation and amortization
(“EBITDA") grew to $25.8 million
in the third quarter of 1998 versus
$13.8 in the comparable period a
yearago. Netincome was $4.3 mil-
lion ($.18 per basic share and $.16
per diluted share) compared to a net
loss of $10.5 million, more than tri-
pling the prior year’s operating in-
come of $10.3 million ($.60 per
basic and diluted share) during the
prior years’s quarter. Operating in-
come for the nine months ended
September 30, 1998 was $37.4 mil-
lion, more than tripling the prior
year’s operating income of $10.3
million, and EBITDA improved
45% to $73.9 million in the first
nine months of 1998 versus $51.0
million in the comparable period a
year ago. Net income was $8.3 mil-

lion ($.38 per basic share and $.32
per diluted share) for the 1998 pe-
riod compared to a net loss of
$23.2 million ($1.68 per basic
share and diluted share) for the
1997 period. Lee Hillman, Presi-
dent and Chief Executive Officer
of Bally Total Fitness, noted, “The
improvements achieved to date in
our operating results and cash
flows are closely in line with the
business plan we first articulated
early in 1997. We have been work-
ing hard to provide greater value
to members, which in turn, is help-
ing to attract new members into
our fitness centers. By expanding
our offerings to include amenities
such as personal training, ex-
panded group fitness training, nu-
tritional supplements, credit card
programs and fitness apparel and
supplies, we are more fully meet-
ing the needs of our members,
Adding exciting strategic alliances
- like the agreement we recently
announced with Time Incorpo-
raled - continues to enhance the
value we provide to members.”
Commenting on quarterly cash
flows, Mr. Hillman observed that,

“Collections of installment contract
payments and dues continued to
grow as planned during the third
quarter. Incremental cash flows from
these sources now nearly equal the
foregone cash flows from selling
lower margin paid-in-full member-
ship and dues accelerations in prior
years. This improvement is well
ahead of plan, indicating our strat-
egy is working and should result in
positive cash from operations next
year.

COMPARISON OF THE
NINE MONTHS ENDED
SEPTEMBER 30, 1998
AND 1997

th revenues for the first
nine months of 1998 were $555.00
million compared to $495.4 million
in the 1997 period, an increase of
$59.6 milliion (12%). This increase
is in part a result of an increase in
initial membership fees originated of
$31.9 million (10%), consisting of a
$55.1 million (21%) increase in fi-
nanced memberships originated off-
sel, in part, by a $23.2 million (49%)
decrease in paid-in-full memberships

originated. The weighted av-
erage selling price of member-
ship contracts sold increased
22%. Total membership units
sold during the first nine
months of 1998 declined
slightly compared to the prior
year period due primarily to the
planned curtailment of sales of
the lower priced, lower margin,
single-club and discounted up-
grade and add-on membership
plans in 1998. Unit sales of all
other membership types in-
creased period over period by
12%. Dues collected increased
$5.6 million (4%) from the
1997 period while prepaid dues
decreased by $.7 million dur-
ing the 1998 period. The
weighted average number of
fitness centers selling member-
ships during the first nine
months increased to 319 from
318 during the comparable
1997 period. New membership
revenue and dues collected
from comparable fitness cen-
ters increased 9% over the prior
year period. Deferred revenue
accounting decreased revenues

by $6.5 million during the 1998 pe-
riod compared to a decrease of $4.4
million in 1997. Finance charges
carned increased $7.4 million
(25%) in the 1998 period due to
the increase in the size and quality
of the receivables portfolio. Fees
and other revenues increased $16.8
million (146%) over the 1997 pe-
riod. Operating income for the first
nine months of 1998 was $37.4
million compared to $10.3 million
in the 1997 period. The increase
of $17.1 million was due to the
aforementioned $59.6 million in-
crease in revenues and a $4.2 mil-
lion decline in depreciation and
amortization, offset, in part, by a
$36.7 million (8%) increase in op-
erating costs and expenses. The
1997 period includes a $3.9 mil-
lion one-time charge. Depreciation
and amortization expense, as ¢x-
pected declined $4.2 million, of
which $2.1 million related to the
amortization portion of the afore-
mentioned $3.9 million one-time
charge. The provision for doubtful
receivables, included in operating
costs and expenses above, for the

(Sec Bally Results page 20)
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YOUE FITRESS TOOL KT

« Save money using National Gym Supply’s quality
replacement parts.

¢ Stop losing pins by installing NGS Weight Selector Pin

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

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

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

e 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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0 LOCATIONS,ALL

WE HAVE OVER 19,00

WITH ONETHING IN COMMON...FUN,

JdZZerCISE

Add Jazzercise to your facility! Meet your

scheduling and community needs with over
12 formats to choose from -
each taught by a certified instructor.

“Bring In This Ad & Join Us For A

Complimentary [AIJF'HiSE. Class

Narw Stzadanes Ordy. Expires | 173059

For worldwide class information go to
www.jazzercise.com or call 1(800) FIT-IS-IT.
Call jaxzercise,Inc.(760) 434-2101
to Locate a District Manager inYourArea.

Norng Caten”

Bally Results

continued from page 19

first nine months of 1998 was
$92.6 million compared to $72.6
million in the period, an increase
of $20.0 million (28%), due to the
increase in initial membership fees
on financed memberships origi-
nated. The total provision rate, in-
clusive of provisions for cancella-
tions which are reflected as a di-
rect reduction of initial member-
ship fees on financed memberships
originated, was 41% of gross fi-
nanced originations during each of
the periods.

CASH FLOW

Cnsh used in operating
activities for the first nine months
of 1998 was $26.2 million com-
pared to $25.0 million in the 1997
period. Net installment contracts
receivable grew $72.0 million dur-
ing the 1998 period compared to
$26.6 million in the 1997 period.

EClub Insider

INFORMATION REQUEST

If you would like to receive information from or be contacted by advertis-
ers in this issue just clip or photocopy this form, mark the block(s) of the respec-
tive companies, complete the information requested in the blanks and fax to the

number shown.
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Interest paid during the 1998 pe-
riod declined $13.7 million re-
flecting a combination of lower
average rates and timing of semi-
annual payments. Excluding the
growth in receivables and
changes in interest payments, op-
erating activities provided cash
of $32.1 million compared to
$1.6 million for the first nine
months of 1998 and 1997, re-
spectively. The period over pe-
riod improvement of $30.5 mil-
lion principally reflects the $31.6
million increase in profitability
for the first nine months of 1998
compared to the 1997 period.
During the third quarter of 1998,
normal collections from install-
ment contracts receivable, down
payments and monthly dues im-
proved $16.1 million compared
to the 1997 quarter, entirely off-
setting the planned curtailment of
discounted paid-in-full member-
ships and discounted collection
accelerations of installment con-
tracts receivable and monthly
dues. During the first nine
months of 1998, normal collec-

tions improved $28.5 million com-
pared to the 1997 period, largely off-
setting the $41.2 million foregone in
the planned curtailment of discounted
paid-in-full memberships and dis-
counted dues collection accelerations
of installment contracts receivable
and monthly dues. This improve-
ment in cash flows is well-ahead of
plan and should result in positive
cash from operations early next year.
As of September 30, 1998, the
Company’s $70 million revolving
credit line was unused except for
outstanding letters of credit totaling
$6.8 million. On August 6, 1998 the
Company announced that it was au-
thorized to repurchase up to
1,500,000 shares of the Company’s
common stock on the open market
from time to time. To date the Com-
pany has repurchased 554,8000
shares at an average price of $17.11
per share. Bally Total Fitness is the
largest, and only nationwide, com-
mercial operator of fitness centers in
the United States, with approxi-
mately four million members and 325
facilities in 27 states and Canada.

Complete Your Fitness
Center 40% Under Budget

Economical FitnessRoom Solutions
with Bank Repossessed, Brand New, Refur-

[_IPlease contact me at the number
written below.
Club or Company

[ Please mail information to me. bished, Factory Blemished & Trade-In

Name:

Name:

Address:

City:

State:

Zip: -

Phone #: ( ) -

Fax#: (

-

E-Mail:
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Fax#:(352) 629-8670
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Fax#:(816) 753-1429
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Fax#:(941) 945-3029
Fax#:(770) 729-0995
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Fax#:(425) 821-3794
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Fax#:(410) 252-9367
Fax#:(214) 521-6644
Fax#:(310) 323-7608
Fax#:(888) 604-2244
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Fax#:(619) 536-7976
Fax#:(781) 431-0890
Fax#:(954) 796-9010
Fax#:(561) 746-5822
Fax#:(714) 283-0935

Fitness Equipment.

On-Line &ym Egquipment AUCTION
www.WorldwideFitness.com

call for FREE video, samples & photos. Ask
for Mike Gass, Zach Light, Steve Paterson

Phone (714) 283-0355

Email wwfsi@ni.net
Toll free voice mail (888)778-3927x3
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HOME RUN
HEROES

This is the stuff of legends. Two of baseballs

brightest stars shattering every home run record

in the book.

As a fitness company, this remarkable baseball
season has reminded us of how good it feels to
accomplish what you set out to do. Whether it’s
an exceptional athletic performance, or in our
case, introducing new products that break a few

records of their own.

Fifteen years ago, StairMaster whalloped one out
of the park with the introduction of the
stairclimber — a revolutionary new product that
took the fitness industry by storm. Today, there
are more StairMaster® stairclimbers sold
worldwide than any other brand.

R - StairMaster” 4000 PT*
Our most exciting new product, the StairMaster

FreeRunner™, is a revolutionary elliptical
striding system. According to the Fitness
Directors and health club members who have 4
tried it, the FreeRunner just knocked the bgll out
of the park.

#
For more information about all of S)eraslerk
new products — including the exceptional new
FreeRunner, call 1-800-635-2936.

And while we can't offer you a piece of birthday
cake, we can offer you some special prices during
StairMaster’s 15th Year Birthday Celebration.
Call us for details!

12421 Wﬁlowq RoadN E., Suite ‘IDO..Kiddand, WA 9 308
' ;__-_80&63‘5 29,3:6 - -
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SALES MAKERS CLUBINDUSTRY
SHOW WINNERS ANNOUNCED

lee Sales Makers con-
ducted a drawing at the show for 2
tickets to the Chicago Bears vs the
Dallas Cowboys played Sunday,
October 18th. The winners were
Carole Schmidt of Hood, Oregon
and Carrie Zakaris of Chicago. The
Bears defeated the Cowboys in a
close game decided in the final
minutes.

Winners of the Sales
Makers 20th Anniversary/20
Minute Free Phone Consultation
drawing are: Scott Orlando - Life
Center Plus, Hudson, Ohio, John
Lamb - Pro Fitness, Beavercreek,
Ohio, Diane Emery - Royal Ath-
letic Club, Warren, Ohio, John
Vida, Ir. - John’s Gym & Aerobics,
Adrian, Michigan, Todd Chelius-
World Gym, American Forks,
Utah, Karen Tillett-Reno Athletic
Club, Reno, Nevada, Tom
DiGirolamo-Olympic Gym & Fit-

ness, Kansas City, Missouri,
Kathie Brown-Victory Fitness
Cenler, Columbus, Ohio, Scolt
Flanagan-Central Park Athletic
Club, Lisle, Illinois and Dan
German-Creative Health & Fit-
ness, Millford, Connecticut.

SALES MAKERS
TIP OF THE DAY

Sell (sel) def: to
transfer goods in exchange for
money. Convince (kon vins')
def: to persuade by proof.

Our industry is dealing
with a well educated public. It
would take an IQ of room tem-
perature not to realize that regu-
lar exercise is necessary. When
an exercise-deficient individual
comes into your facility, do you
have to sell them? Or is it merely
necessary to convince them that
they can do it, with your help at
your club?

CONGRATUIATIONS
Sales Makers
On Your

20th Anniversary!

you will be able to:

e ——————

Responsible Managers Get Results shows you how to master the two crucial skills of a responsible manager-problem solving
and getting people to work together. With those skills and the detailed, step-by-step guidelines and procedures the book provides,

* Focus your organization (and yourself) on producing the skills, attitudes, and abilities that form the foundation of responsibility
* Focus people on taking responsibility for RESULTS not just activities
* Develop responsibility to the customer and the organization
* Break down barriers to taking responsibility that exist in society as a whole, as well as in individual and corporate mind-sets
* Initiate and sustain meaningful change
* Enhance collaboration and team efforts throughout your organization
* Elevate problem solving to a strategic, ongoing process and develop optimal solutions to problems using a proven seven-step method
* Overcome organizational cultures that block teamwork
= Create an organization that inspires responsibility in its workforce, and more.
---—-_---—-_---_----------._------——-----—--——-----_
PLEASE manL, PHONE Ok FAX YOUR ORDER: YES! PLEASE SEND ME THE FOLLOWING:
FaustT MANAGEMENT CORPORATION
10085 CarroLL Canyon Roap, Surre 210

WANT RESULTS? “ResponsiBLE ManaGers GET REsuLTs" <—|
How the Best Find Solutions - Not Excuses
BE RESPONS I F' by Gerald W. Faust, Richard |. Lyles and Will Phillips
9] Wl VN -~

-

"RESPONSIBLE MANAGERS GET REsuLTs!" $24.95eA
(Please indicate number of books ordered. CA residents please add sales 1ax.)

Shipping & Handling:
O Check Amount._ Add $3.00 per book

= International rates slightly

SanN DiEco, CA 92131
(619) 536-7970 == (619) 536-7976 (Fax)
i Name
Company
Street Address,

-

O WI [@ a higher. Please call/fax

— =~ Sor exact amount.

City/State/Zip

Daytime Phone

Card Number Exp. date

Signature
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membership specialists

“If you want a thing to be done well,
don't do it yourself-- hire a specialist.”

You operate your club
365 days a year.

YOU SPEND THOUSANDS OF
DOLLARS IN MEDIA.

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

B

3 Day “at your club” Training Seminars include:

4 Proven Profit Procedures

4 Sales Training

4 Prospecting & Telephone Training
4 Marketing Guidance

4 Tours & Presentations

Sales Makers

Membership Specialists

800-428-3334
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Used PACE, A COPY or New PACE? Beware'

By Rande LaDue

Nuw is the time to
consider buying The PACE
Group Exercise Program for your
existing members and all those
New Year’s Resolution people
who will be showing up in a few
weeks. As with most successful
products or programs, you are
bound to see some used PACE
equipment and “knock-off” com-
panies show up in the market-
place. We thank these companies
for recognizing us as the leaders
in the Group Exercise Programs
for deconditioned, seniors, etc.
and trying to imitate our Pro-
gram. We say to them, come on
in, the water’s warm! We live in
a consumer driven society. The
consumer will ultimately decide
what product is the best value for
their money, If a consumer wants
to save a few thousand dollars by
buying a “reconditioned” line of
old HydraFitness machines and
try to present it as PACE, or they
decide to buy a copycat line, we
have some questions they should
ask themselves and our imitators
first. * No factory warranty. This
is very similar to buying a used
car “as is". The original PACE

equipment has been manufactured in
the same plant for over 20 years and
carries a full factory warranty. Want
to buy a new hydraulic cylinder not
covered under warranty? Prepare to
spend between $600-$800. Of
course, some of these companies do
not offer adjustable hydraulic cylin-
ders, only non-adjustable shock ab-
sorbers. Used equipment is often
“brokered"”; that is sold by a middle-
man who never sees the equipment
but receives a small percentage for
his phone work in putting two people
together. * No rights to use the name
PACE or any of our trademarks,
logos, etc. in any advertisement or
business name. Henley Healthcare,
the manufacturer and Pro*Fit Enter-
prises, National Distributor, enjoy
the exclusive use of all PACE trade-
marks and do not allow any unau-
thorized use. * No PACE Marketing
Package or ACE Certified Work-
shop. Every new PACE Program
includes a complete Marketing Pack-
age (banner, T-shirts, ad slicks, mu-
sic tapes,etc.) and an on-site ACE
Workshop (we come to you, you
don’t have to come to us). * No fran-
chise fee. At least one such com-
pany (whose “founder” used to work
for us), has copied the PACE line and
is selling a franchise package with a
franchise fee of about $400 per
month for ten years ($48,000), plus

the cost of equipment. (That will
buy 2-3 full PACE Circuits and is
about the cost of a PACE monthly
lease payment!). They will also
charge ad fees from your gross
income which you will probably
never see used in your area. With
PACE, we teach you everything
you need to know, then let you run
your business the way you want.
No one will dictate to you when
you must open or close, whether
you want to run classes or not,
whether you offer baby-sitting,
whether you hire new staff or not,
etc. We will share with you many
PACE success stories and some
pitfalls to avoid and you keep your
profits! Never been in the fitness
business and still nervous about
doing it on your own? No prob-
lem. We have a consultant who
used to own one of the
competition’s franchises until she
tried our PACE equipment in an-
other club. She immediately got
on the phone, ordered a PACE
Circuit, sold her franchise and
starter her own franchise/consult-
ing company using PACE and has
sold several PACE Circuits for us.
She is available for a small fee for
start-up consulting. Another club
in California wanted to attract the
overweight population in their
community. By using our PACE

_short-term—members in

Marketing Package, it
signed up over 500 new

the first month, then con-
verted most of them into
full-service memberships.
Still want used equipment
or a copy? Don’t call us
at 888-604-2244 for a free
video and PACE quota-
tion. Or don’t bother vis-
iting our website at
www.pacepro-fit.com.
Actually, we highly rec-
ommend comparison
products; please check
out our competition first,
then call us. Pro*Fit En-
terprises is recognized by
The American Council
On Exercise (ACE) as a
Continuing Education
Specialist.

(Rande LaDue,

Rande LaDue

the President of PRO*FIT Enter-
prises, Inc., National Distributor
of The PACE Group Exercise Pro-
gram has appointed Kevin and
Tracy Nedd, dba Personal Train-
ing by Kevin Nedd, to cover the
State of Florida. The Nedds pur-
chased a “We Come To You”
PACE Trailer knowing the first
question a potential customer will
ask is: “Where can I see it?” Ad-

ditionally, LaDue announced that
Ray Olsen will become the PACE
rep for Pennsylvania on an exclu-
sive basis and Ohio non-exclusively
and Tom McHugh will rep for New
York state exclusively and for the
New England states non-exclu-
sively. Call the Nedds at (561) 879-
7016 or 888-604-2244 for free in-
formation on the PACE Circuit pro-
gram.)

————ELECTRONIC
—Billing & Collecting
SERVICES

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

* Scheduling

No Fee Increase For Delinquent Collections
» Club Management Reports
= Customization Available

* Windows 95 and Windows 98

Custom Software - Year 2000 Comptabile
Already Tested And Approved For Windows 98

(800) 766'1 91 8 web: www.achbilling.com

FULL SERVICE COLLECTIONS

* Return Free EFTty

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

Phone Calls, Late Notices & Collection Letters
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WIRELESS
CARDIO THEATER

Presenting three wireless systems at different price levels.
They're easy to install, easy to maintain and easy on your budget.

We're presenting our cast of wireless systems around the
world. And getting rave reviews. It’s the biggest variety show
ever introduced in the Exercise Entertainment™ business.

No one else can offer such a wide selection of wireless sys-
tems. Priced on three levels, there’s something for everybody.
Presenting our three star performers:

Wireless Cardio Theater, our veteran performer, sets the
stage with an unbeatable 16-act show.

Wireless LCS, our newest performer, brings audiences
to their feet with its show of up to 48 acts.

And last but not least is Wireless Fitness FM, our entry
level performer. This player is second to none when it
comes to FM,

Cardio Theater’s three wireless systems are:

* the most reliable

* easy to install

* easy to maintain

* easy on your budget

Contact us now for more information. Your members
will applaud your act.

Get a case of headphones free!
Purchase any Cardio Theater Wireless System and
we'll give you 80 ht‘adph(}ncs, free!

CARDIOC . /o

EXERCISE THE BODY. ENTERTAIN THE MIND.

Manufacturer of 3 wireless systems:
Wireless Cardio Theater

Wireless Cardio Theater LCS
Wireless Fitness FM Plus

1-800-CARDIO-1, or 404-848-0233. www.cardio-theater.com
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The Simple & Powerful

Club Management System

To be 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)

b AR SRR (5GE, /

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

Club

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

UMY " 000 550358/ (107) 746 3992
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The New Cross Trainer offers
you a smooth elliptical footpath,
now with more refined styling and

smaller base dimensions making it
more attractive in your facility.

e g
i
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treadmill which resultllnh
use of the natural runnin
muscles during a worke

HEALTH IN
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continued from page 17

Senate to amend the laws and pro-
tect the privacy of our members and
potential members. Everybody told
us that this could not be done and
that we would never change the
laws in Massachusetts. But our
message throughout the Massachu-
setts legislature was consistent -
That this was not discrimination at
all...this was a health issue. The real
force behind the victory was Mark
Harrington, owner of Healthworks,
who never lost sight of our mission.
It would have been easy for him to
turn the clubs co-ed and to give in,
but he never did. He and our lob-
byist, Al Minehan, were relentless.
We are grateful to IHRSA, Club In-
dustry and the hundreds of support-
ers nation wide who came forward
to offer support. Some of you are
here today and some we still have
not met; but on behalf of the 30
women’s-only clubs, we can not
thank all of you enough. In Febru-
ary this year, the Governor of Mas-
sachusetts signed the bill into law.
This is a victory for women, not
only in Massachusetts - but for
women across our nation. Today, |
accept this award not only as rec-
ognition for what | have accom-
plished in the past but also as a re-
sponsibility to the future. | accept
this award as a promise to confinue
to do my best at creating opportu-
nities for women both as members
in our clubs and as leaders in busi-
ness. Thank you.

BONNIE PATRICK-1998
CLUB INDUSTRY - INDUS-
TRY ENHANCEMENT
AWARD WINNER

Bonnie Patrick is origi-

nally from New Jersey. She gradu-
ated from the University of Mary-
land in 1980 with a degree in com-
munications. Shortly after gradu-
ating from college, she became a
dancer on Broadway in the hit mu-
sical "42nd Street." After 3 1/2
years on Broadway, Bonnie expe-
rienced a devastating injury to her
back which prevented her from
walking. Determined to walk again
and after 8 months in traction, in-
vasive surgery and two years of
physical therapy, she recovered.
She learned to walk and dance
again and returned to Broadway and
the "42nd Street" production. It
didn’t take long before she realized
that she wasn’t going to be able to
continue dancing for a full-time oc-
cupation. She enrolled at
Marymount College in a one-year
Fitness Specialist Certification. She
also became certified as a personal
trainer through ACE, AFAA and

ACSM. After that, she went to
Europe with the "42nd Street”
Production. While in Europe she
consulted with some clubs and
worked as a personal trainer. Re-
turning to the U.S., she continued
her career in the fitness industry
with jobs in several locations.
Bonnie is now the General Man-
ager of The Fitness Company’s
facility in the Marriott World
Trade Center in New York City,
a facility that was just recently
honored by Business Travel In-

tiona ine as the #1
Health Club in the World! While
at the World Trade Center, Patrick
became aware of a young lady
Abby Rutgers, age 15, who hada
faulty heart. Bonnie became in-
volved in the fund raising efforts
to raise money so that Abby could
receive a new heart. The story is
very heart-warming and can only
best be told by a reprint of Bonnie
Patrick’s comments made at the
Distinguished Women Award
Ceremony in Chicago where she
received the Industry Enhance-
ment Award. Bonnie Patrick,
commenting at the awards lun-
cheon, “Thank you Annbeth, and
thank you Club Industry and Life
Fitness for recognizing and sup-
porting accomplishments all
women have made in our indus-
try. | share this honor with you
because you matter! The last time
I was in Chicago was about this
time of year in 1982. Little did |
know that in three years | would
suffer a horrible injury that would
change my career and my life.
Just out of college, I was hired in
a featured role in the Broadway
Musical “42nd Street”. We were
part of the National and later In-
ternational touring company. |
had been training extensively,
running 10 miles each day, doing
hills, wearing ankle weights. Ob-
viously this was before we knew
better. But | was getting in
“shape.” One night while perform-
ing in the show, I felt a sharp pain
in my back. I thought I had pulled
a muscle. Unfortunately, when |
awakened the next morning, |
could not move my legs. | had se-
verely herniated two discs in my
back, which had seriously injured
my spinal cord. | was placed in
traction for 8 months, and air-
lifted back home to New Jersey.
I decided to go with an invasive
surgery, which had a 50/50
chance of making me better or
worse. It was unbelievably pain-
ful. I learned how to walk again
and gradually 1 learned to dance
again. A year later, there I was
on Broadway, surrounded by my
friends and family who had
helped me through. I'll never for-
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get the feeling of accomplish-
ment, finishing that first big
dance number to thunderous ap-
plause, with tears streaming
down my face and on the faces
of those around me. We had
made it! That's how I got into the
fitness business. Through
months of physical therapy, |
learned just because we read
about a training program in a
consumer publication, doesn’t
make it right for me. We are all
individuals. And that’s why
people come to us and our clubs.
To help them achieve the results
that are important to them. I tell
people all the time, I'm just like
you. Learn from my mistakes.
While on Broadway | went back
to school for an advanced degree
in exercise physiology and began
working in clubs around the
country and the world. Four
years ago | joined The Fitness
Company in New Jersey. The
Fitness Company is a network of
over 70 clubs, primarily on the
East Coast. As general managers,
we network and share ideas of-
ten. Chris Rutgers, of our
Chatham Club and 1 became
close friends. Her daughter,
Abby, was born with a congeni-
tal heart disease and was badly
in need of a heart transplant. Last
December they decided to put
her on the organ donor transplant
list. With the go ahead from The
Fitness Company’s CEO, Steve
Smith, we rallied the general
managers together to start rais-
ing money company-wide for
Chris and Abby. Costs are well
into 6 figures despite insurance,
and she will need many medica-
tions for her entire life. We set
ourselves a fund raising goal of
$30,000. In March, our club in
Parsippany had a Spinning Mas-
ter Class for the cause, which we
coined the name, “Have a heart
for Abby.” The next day the club
was broken into. Someone had
taken the safe with the $2500
raised for Abby’s fund. The man-
ager called me crying. | told her
not to worry, that by the end of
the week, | believed we would
find the silver lining in what hap-
pened. | had put out press re-
leases to all of the major news-
papers, television and radio sta-
tions detailing our fundraising
efforts nationally a few weeks
earlier. | did the same again, with
the news of the unfortunate
break-in, looking for help in re-
placing those funds. And you
know what happened? Every-
thing! Radio stations preempted
their daily programs to start rais-
ing money. Record producers
called wanting to hold concerts.

Every newspaper and television
station was vying for an interview
with Abby and her family. The
Gund Foundation made an imme-
diate $2500 donation to replace all
of the stolen money! Abby's
school friends also got into the act,
holding dances, bake sales, car
washes, whatever. The drama
didn’t end there. Four days later,
Abby got the call she was waiting
for! A heart had been found that
matched her type. She had two
hours to get to the hospital. All of
us held our breath for this pretty
15-year old girl and her family.
When I got to the hospital, after the
surgery, Abby's Mom Chris’ first
words to me were, “She’s pink!
She’s never been pink!” As you
know, without proper blood flow,
the skin takes on a blue tinge.
Now, Abby can wear lipsticks, nail
polish and pastels that she couldn’t
before because she was so blue.
And she is now able to walk,
rollerblade and dance like every
little girl wants to. Does that mat-
ter? You bet it does! Abby has fully
recovered and just started school
this past September. All of the
staffs and the members ar The Fit-
ness Company clubs contributed
greatly to the fundraising which
reached far out into our communi-
ties as never before. As of right
now, the fund is just over
$300,000. I have danced on Broad-
way. | have lived around the world.
I have been lucky enough to man-
age the top club in the Fitness
Company at the World Trade Cen-
ter. Nothing has mattered more to
me than knowing that | played
some part in saving the life of this
little girl. Do you know how many
more people out there need us?
How do we reach them? How do
we show them they're welcome
and that our clubs are run with in-
tegrity? The unfortunate image that
is out there is that health clubs are
sharks, ready to take money just to
do it and that we’ll probably go out
of business in a few months. What
can we do to change this image?
How can we be different? Passion
comes from what you contribute
rather than what you get. Are you
a problem finder or an opportunity
finder? Break down your club’s
walls. Take a chance on people -
our staffs, our members and the
community. We are the experts.
Isn’tit funny how when you refuse
10 accept less than the best you, you
get it? How can we change the face
of our industry? Each one of us
can. It starts with PMS - that's a
Personal Mission Statement. Tony
Robbins inspired mine. My pur-
pose in life is to do something that
contributes and helps me to touch
people beyond our lifetime. I think

the purpose of life is to do some-
thing that will outlast it. I'd like
to close with a story from Loren
E. Eisely’s The Star Thrower. He
talks of the day when he was walk-
ing along a sandy beach where
thousands of starfish had been
washed up on shore. He noticed a
boy picking them up and throw-
ing them back into the ocean. He
asked the boy what he was doing.
The boy replied he was returning
the starfish to the sea, for other-
wise they would die. Eisely asked
how saving a few, when so many
were doomed would make any dif-
ference. The boy picked up a star-
fish and as he threw it back said,
“It’s going to make a lot of differ-
ence to this one.” It's up to you -
to accept a lower standard or to
find the one or many starfish to
give purpose and life to. It doesn’t
matter how wealthy or famous we
are. What does matter is that each
of us has a purpose in life to some-
how make a positive contribution
to the world in which we live. You
matter. Thank you!

LIZ NEPORENT - CLUB
INDUSTRY ENTREPRE-
NEUR OF THE YEAR

IA: Neporent and her
husband, Jay Shafran are co-own-
ers of 8 New York City-based coed
fitness centers called Front Line
Fitness. They have been in busi-
ness for themselves for 10 years
having entered the fitness indus-
try right out of college where she
had a double major in Biology and
English. She started her career at
Jack Lalanne’s and from there be-
came involved in corporate fit-
ness. She went back to school to
obtain her Master’s Degree in Ex-
ercise Physiology at New York
University. Along the way she
obtained certifications from
ACSM, NFTA, ACEand NASM.
The 8 Front Line Fitness clubs
range in size from 5,000 square
feet up to 25,000 square feet.
There are 8,000 members in the
club chain, In mid-November,
Liz and her husband are merging
their clubs with another New
York-based club chain, Plus One
Fitness. Plus One Fitness is owned
by Mike Motta and Bill Horne.
The two club groups combined
through merger, will have 16 lo-
cations, including commercial,
corporate and hotel facilities. The
wisdom of the merger with Plus
One Fitness came to the parties be-
cause they were competing head-
to-head in a lot of areas. They
decided it would be better to join
forces than to continue to dupli-
cate services in the competitive
manner that had been happening.



GetActive
Go to your nearest
computer, get on the
internet, and punch up
totalwellness2000.com
right now. You'll find
our site. It'll tell you
everything. Do it now.

BeHappy
Before you log off, your
club will be on the
internet, at no cost to
you, marketing your
club 24-hours-a-day,
and profiting on all
kinds of products and
services, without doing
a thing!

Free web site.
Easy money.

Is this a great concept,
or what? Visit
totalwellness2000.com

and stake your claim -
NOWI

WWW.TOTALWELLNESS2000.COM

1.877.762.2848
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Body Pump Enters New Frontier
For Training & Standtlon

Marlvetta. GA - Rich
Boggs and Ray Irwin, partners in
The Step Company, the creators of
the Original Step, impacted the
health, racquet and sportsclub in-
dustry enormously when they
rolled out the Step in 1989.

Over the past 10 years
The Step has provided the club and
fitness industry with a huge injec-
tion of energy and success at a time
when it was sorely needed.

The Step is now in 18,000
clubs worldwide, but Rich Boggs
will be the first to tell you that what
happened with The Step in respect
to the training and standardization
left a lot to be desired. In fact, he
says, "Due to a lack of formal cho-
reography and instructor standard-
ization, we had instructors all over
the country changing The Step
training programs randomly and
the creation of Step classes that
were too difficult for the average
member to follow. The result was
a decline in member participation
over time."

Now Boggs and Irwin are
rolling out a new-wave of group
exercise call BODY PUMP. Tak-
ing the country by storm, Body
Pump is in place or scheduled to
be in place in over 850 clubs in the
u.s. -
Conducted properly,
Body Pump classes provide mem-
bers with an extremely high level
of satisfaction, a feeling after ev-
ery class that Boggs calls "The
WOW Feeling." However, Boggs
is convinced and bull-dog deter-
mined to avoid the same mistakes
experienced with The Step. Enter
Video Assessment and Monitoring.

Boggs’ explanation of the
evolution of aerobics and group fit-
ness over the past' 15 years seems
to be a reasonably accurate descrip-
tion of what really happened. He
comments, “in the 70's and 80's,

aerobics was simply - if it feels
good and looks good, then do it.
Safety was neither an issue nor
aconcern. As aerobics grew and
injuries became an increasing re-
ality, the pendulum swung to a
total focus on safety. IDEA.
ACE AND AFAA made signifi-
cant contributions to educating
instructors. In the 90’s we saw
the evolution of great athletes as
presenters of complex choreog-
raphy that was immediately
translated by enthusiastic in-
structors to average participants
back at the club. Unfortunately,
those club participants wanted
classes that were simple, fun and
delivered results. To ourknowl-
edge there are few, if any clubs
who quality control the physical
execution, content and perfor-
mance standards of their instruc-
tors.”

BodyPUMP and other
Body Training Systems pro-
grams that will be introduced in
the future are all about training
and quality control. Boggs has
stacks of testimonials from in-
structors completing the 22-hour
rigorous training program re-
quired by BodyPUMP.
BodyPUMP instructors are held
accountable for absolute adher-
ence lo physical execution to en-
sure safety. Additionally, in-
structors must know and be able
to perform the choreography ex-
actly. Finally, performance
skills are stressed to ensure the
instructor delivers the class in a
very personal and enjoyable way
10 every participant.

According to Boggs,
“the glue that ensures a great
concept like the BodyPUMP
barbell class has the desired ef-
fect on each and every partici-
pdnt lies in Ihl: qudlit} control

ment. I:ach BodyPUMF In-

Seeks
~ Contributing
Writers

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

structor is given a “learners permit”
to teach for 90 days following the
completion of the 22 hours of train-
ing. This “learners permit” enables
the instructor to hone the skills
which they learn during training.
Each instructor is required to sub-
mit a video of them teaching an
entire class within 90 days of their
completion of the training.”

An assessment team lead
by International Master Trainer
Cathy Spencer at The STEP Com-
pany goes through extensive train-
ing to ensure consistent interpreta-
tion of the instructor videos. Each
video is carefully reviewed and
rated in the following areas: pos-
ture, control, range, timing and
form. Each song is graded in the
above areas plus the adherence to
the prechoreographed routine. In-
structors are then given a grade of:

PASS - eligible to teach
BodyPUMP for a two-year period
providing attendance at three Quar-
terly Workshops out of four annu-
ally during the two-year period.

PASS WITHHELD - the
instructor has a few items that need
improvement and must be signed
off by either the Head BodyPUMP
instructor of the facility or another-
qualified BodyPUMP instructor.

FAIL - the instructor did
not meet the minimum require-
ments to teach BodyPUMP in a
safe and effective manner. The in-
structor must discontinue teaching
BodyPUMP until they have resub-
mitted a new video that qualifies or
goes through Module Two of the
training again (at no cost to the in-
structor) and resubmits the video.
“Training and Video Assessment
are not profit centers,” says Boggs.”
They are the quality control assur-
ance that allows clubs to offer
BodyPUMP and other Body Train-
ing Systems programs with the con-
fidence that certain standards are re-
quired and monitored. Following
are some examples of feedback that
The Step Company has received
from the Assessment process.

“I am so thrilled that
you're assessing my instructors.
Being a young coordinator | have
enormous problems with some of
my older staff members. Some of
them are not very good and I have
been too scared to take them off the
roster. Now | can.”

Rich Boggs (left) And Mary Brown
After Teaching Body Pump Class At
Greenville Racquet And Fitness

"I have been instructing
for 12 years and | can’t believe that
I received a pass withheld. How
dare you question my ability. 1am
one of the most popular instruc-
tors at the gym, the members love
my classes” (from an instructor
who had deadlifts reaching her
ankles and participants in view of
the camera all doing lhe same
thing).

“Wow. Thank you so
much. Invaluable feedback and
the certification actually means
something to me because | work
hard at it.”

“You mean it gives me
international portability.”

“I wanted to call to say
thank you so much for assessment.
| can only imagine how big a job
it is for you. |am particularly glad
because some of my teammates
received pass withheld. Funnily
enough, they are the ones who did
have some work to do. Both had
slightly lazy technique and neither
was as fussy as | was about the
choreography. | wondered
whether anyone was ever going to
know. I guess you do.”

Boggs continued, “we
found that the great clubs with vi-
brant group fitness programs have
great classes every time. All of
these classes provide that “WOW”

factor. Our mission is that every
person that goes through Body
Training Systems program should
say “wow” at the end of every class.
Not just some classes. Not half of
the classes. Every class!! If they
do that, your members will keep
coming and bring friends. If they
are bringing friends that is the most
powerful internal marketing cam-
paign that your club could run,”

Speaking of marketing,
The STEP Company has contracted
with Casey Conrad and Communi-
cation Consultants to develop pro-
motions specifically for Body-
PUMP clubs. The STEP Company
is subsidizing a portion of the cost
for the promational effort. For a
very nominal price, clubs can buy
turnkey promotions that will gen-
erate membership sales utilizing
BodyPUMP. This is just another
tool that BodyPUMP offers clubs.

Rich Boggs, Ray Irwin
and the BodyPUMP team are on the
right track. One sure thing about
this situation is that experience is a
great teacher. Learning about the
pitfalls of group exercise over the
past ten years through the experi-
ence of The Step will serve The
STEP Company and their custom-
ers well as they move forward with
the challenges ahead.

Stay tuned!
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Try BodyPUMP
Risk-Free For

90 Days

If you’re not completely satisfied, we’ll
refund your money. Guaranteed.

BodyPUMP is not increasing your memberships - and
your profits, we'll repurchase the barbells including
freight and reimburse the entire three months license fee.
There is absolutely no risk and no better time to put

BodyPUMP on your schedule. Guaranteed.

Simply try BodyPUMP in your club for 90 days. If

BODY

LES MILLS INTERNATIONAL

ANV4WO) 4315 INL

This offer is limited, so call The STEP Company today.

800.SAY.STEP ¢ 770.859.9292  www.bodypump.com



One source for eve
Life Fitness.

The:Best. The Lifecycfs" Exercise Bike pioneeref] the success of.
mativating fesdback.

The Bnghresr The revolution continues. Our full line of CV eguipment with Heart Rate Zone
Training programs makes exercise smarter. Safer. And more motivating,

The Str OHJESI From CV to strength, the Life Fitness praduct line continues to grow with a
strong line-up of computerized, selectorized, and plate-loaded equipment.

0

Rely on Life Fitness to deliver
exactly what you need — the
world’s most reliable CV and
strength equipment that keeps
members motivated and coming
back for more. And since we give
you the best in all product
categories, there's no more
shopping around. You'll save wear
and tear on yourself, and money
in the long run. And tallk about
all-in-one service . . . we tailor
it to your needs — training, marketing,
layout services, and financing.
Looking for the best of everything?
It takes just one call.

.800.634.8637.

Rely on it.




