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Are you ready for me?

I am one of the many who make up the 50
plus market, the fastest growing segment in
your industry today.As a matter of fact, the
percentage of exercisers over 50 has risen
sharply to 30 percent, that's more than four
percent above the general population.

A "one-size fits all" approach doesn't work
with us.To succeed, your programs must be
as diverse as we are.The question is, are
you ready to get diverse!

At the International Council on Active
Aging, they'll help you embrace us because
they focus exclusively on active aging. They
know what it takes to attract, serve, and
succeed with us.

Using their approach, you'll empower us to
make healthier lifestyle choices with diverse
"active aging" programs that enhance our
total well-being.

Go ahead, call them today to find out how,
1.866.335.9777

International Ly,
Council on
Active Aging

Changing the Way We Age-

507-522 Moberly Road
Vancouver BCV5Z 4G4
1.866.335.9777

Tel: 604.734.4466

Fax: 604.708.4464
www.icaa.cc
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Steve Tharrett

Reveals ClubCorp's Recipe For Success:
How To Create Pride In Belonging

By Kori Garner

Conjuring images of
luxuriously groomed fairways and
historic clay court competition
amid country club splendor,
ClubCorp is the world’s largest

operator of country clubs, busi-
ness and sport clubs, business
clubs and golf resorts. For over 44
years, ClubCorp has provided top
quality golf, athletic, tennis and
other private club experiences to
its members, gaining a sterling
reputation along the way for its su-
perlative service and personalized

attention to the smallest detail.
An often-stated commitment to
constantly exceeding members’
expectations and a continuing
goal of providing world-class
service to each member at every
club has propelled the company
into the forefront of the hospital-
ity industry.

Created in 1957, with the
development of Brookhaven Coun-
try Club in Texas by visionary
Founder and Chairman, Robert H.
Dedman, ClubCorp has grown to
$1.7 billion in assets and is now rec-
ognized as a world leader in deliv-
ering golf, private club and resort
experiences. Internationally, the pri-

vately held company owns or op-
erates more than 200 golf courses,
country clubs, private business
and sports clubs, and golf resorts.
Setting high standards for the pri-
vate club industry overall,
ClubCorp has 20,000 plus em-
ployee partners serving the over

(Sece Tharrett page 8)
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OUR WORLD
AS IT IS NOW and
“LEAVING FAT
cIry”

By Norm Cates, Jr.

2001 i inos

over and | write this after having
attended both The CLUB INDUS-
TRY Convention and Trade Show
in Chicago and the IHRSA/Ath-
letic Business Conference and
Trade Show in Orlando in the last
30 days. A*“2001 In Review Spe-
cial Edition” would not be com-
plete unless I were to “Tell It Like
It Is” one more time. (Actually two
more times.)

Before getting into “2001
In Review” I would like to com-
ment on two items: #1- Our World
As It Is Now and my impressions
of both conventions and trade
shows recently attended. #2-

“LEAVING FAT CITY", a per-
sonal tale of my lifetime experi-
ence and battle with weight con-
trol that | am calling: “Leaving Fat
City.” After that | will have a head-
line-by-headline commentary on
2001 and events that have shaped
our industry during 2001.

Our World As It Is Now

Willl the exception of
those families that lost loved ones,
I believe our time of nationwide
mourning needs to come 1o an end.
It is time to move forward. All
club owners, managers and opera-
tors are, or should be, leaders in
your both their club and their com-
munity. You should positively in-
fluence the behavior of your club’s
members with your positive atti-
tude and upbeat approach to life.
I sense that some of you may not
be getting over the fact that this
WAR OF TERRORISM has been
declared on our country and our
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world is now very different than
it was before 911. But, different
itis. | am not saying that ALL of
you out there are letting this trag-
edy slow your pace of life. | am
just saying that if you are still
down in the dumps about the ter-
rorists attacks, now is the time to
get over it. Get back to your life
full-speed ahead. If these com-
ments hit home, then think about
what is going on in your head and
then do something about it. If you
are over it, that’s great! Just press
on! But, whatever you do, re-
member this. YOUR attitude will
heavily influence the attitudes of
thousands of your members and
guests. And, collectively Ameri-
can club people across this great
United States of America can
make a huge difference by lead-
ing our members on a positive
path to full recovery. If your at-
titude about the world is negative
and you manifest that feeling in
your behavior, it will discourage
your members from working out
in your club and it will hurt your
business for sure in both new
membership sales and member
retention, not to mention ancil-
lary income categories.

2001 - Was A Sad Year
- But
We Must Move On

Forallofus, 2001 has

been a very sad year. I, like all
Americans, still feel a deep - deep
sense of sadness about the murders
and injury of our fellow Americans
(and others from 80 nations) in New
York, Washington, D.C. and Penn-
sylvania. | do not think any Ameri-
can anywhere will ever - ever re-
ally be the same. But, maybe that is
not all bad because the attacks on
America have also brought about a
new unification and renewed patrio-
tism to the U.S. that is awesome.
The terrorists are probably thinking
to themselves something like this:
“Man, we really underestimated the
hearts and the spirits and the minds
of those Americans! What are we
gonna do now?” While we are all
deeply saddened by the deaths and
injury of thousands, the UNITED
STATES of AMERICA will pursue
these lunatics to the end of the earth
and they will be brought to justice.
Take THAT to the bank! So, it is
with great anticipation of success
that I say to each of you, LET’S
ROLL and lead this country in a
positive manner!

2001 - A Terrific Year
Both Business and
Personall
For Yours Truly

While 2001 has been

one of the toughest, if not THE
toughest years in the history of
America, 2001 has been a truly ter-

VIE

rific year for me personally and |
want to say thanks to many for
making that happen.
Thanks to all of The
CLUB INSIDER News advertis-
ers, Contributing Authors, Ron
Hudspeth and Cathy Brown of
Atlanta’s Pulse, The HUDSPETH
REPORT, Walton Press and the
great team there and my son Jus-
tin Cates. And, extra special thanks
to Rick Caro and the members of
the Faust Roundtable #1.
Thanks to The Interna-
tional Health, Racquet and
Sportsclub Association (IHRSA)
for honoring me in March, 2001,
with its DALE DIBBLE Distin-
guished Service Award, IHRSA’s
highest honor. The IHRSA DALE
DIBBLE Distinguished Service
Award is “given every year to a
person who, over a long period of
time, has made enormous contri-
butions to the development of the
industry.” Also honored at
IHRSA’s 20th Convention were
the Sales Makers, Ray Gordon,
Eddie Tock and Lyle Schuler who
were named to IHRSA Associate
Member “Wall of Fame!™ Other
IHRSA 2001 honorees included:
Helen Naples - Polar Community
Service Award Winner, ACE
Group Fitness Instructor of the
Year Award Winner - Donna
Brouillard and Personnal Trainer
of the Year Award Winner, Ann
(See 2001 In Review page 7)
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* NORM'S NOTES -

'Wowz 2001 has

just flown by and as I sit down to
write these NORM’S NOTES on
December 11, 2001, our country is
remembering those that were lost
in the lunatic attacks in New York,
Washington and Pennsylvania.
What a time for the families of
those killed and injured to live
through. But, the U.S. will prevail
in this WAR and we will never for-
get what these people did to many
Americans and the many others
from around the world. In this is-
sue I've commented on the subject
of POSITIVE THINKING and
LEADERSHIP by all of you. You
improve and enhance the lives of
millions of people across this coun-
try every day. And, | know it is not
easy to put on your “game face”
when you are down in the dumps.
But, you are leaders and you all
must press on with positive think-
ing and leadership for your mem-
bers. They are depending on you!
Check out my article this month
entitled “2001 In Review” for
more comments on this subject.

*Don’t miss IHRSA’s
21st Annual Convention and
Trade Show in Phoenix, Arizona,
March 5-9th. Go to IHRSA’s
website: www.ihrsa.org for infor-
mation on the event and hotel
accomodations. If you are not an
IHRSA member, call MEREDITH
POPLAR at: (800) 228-2772. And,
remember. Even if your club is not
an IHRSA member, you will still
be eligible to attend the giant
IHRSA Trade Show in Phoenix.

*Speaking of THRSA,
GEOFF DYER, IHRSA Presi-
dent and the CEO and President
of Tampa-based LifeStyles Fam-
ily Fitness Centers, has landed a

significant funding facility with
Quantum Capital Partners
providing $6.25 million. The
deal includes conversion of a
current debt of $3.25 million to
an equity position and funding
of an addition $3 million in cash
equity.

*Last month we pub-
lished a page #3 story about
FitnessMX seeking an acquisi-
tion suitor. Well, the ink wasn't
even dry on that issue when |
received word that the hunt was
over and that a new investor with
private funds had been found.
We spoke with RICHARD
WARREN, FitnessMX CEO
and President and he indicated
that the investors would not be
disclosed but that they were
moving into their ‘Beta’ phase

*The YMCA not only
enjoys at least a 33% financial
advantage over commercial for-
profit clubs, the Y is now appar-
ently engaged in illegal activi-
ties to boot! The Baltimore Sun
has reported that for two years
the YMCA received $132 per
head from DAVID C.
MARZANO, President of Glo-
bal Staffing, for helping
Marzano illegally process over
4,000 visas that were designed
for cultural exchange amd job
training. Marzano and Global
Staffing had already been in-
dicted for violations of immigra-
tions laws, but the YMCA con-
tinued to process work for
Marzano and receive money
from him. This went on even
though work and employment
were specifically prohibited by
this Visa Program. Earlier in
2001, YMCA officials acknowl-
edged the involvement of the Y

=Club

Norm Catewn’

Established 1993

The

News is published in Marietta, Georgia.
Those wishing to reproduce any portion of The
CLUB INSIDER News may do so provided it is not
for resale in other publications. Reprints for commercial
use will be provided upon written request.

PUBLISHER AND EDITOR: Norm Cates, Jr.
COMPUTER LAYOUT DIRECTOR: Cathy Brown
COMPUTER OPERATIONS/WEBMASTER: Justin Cates|
PRINTING AND MAILING SERVICES: Walton Press

Box 681241, Marietta, GA 30068-0021 + (770) 850-8506
FAX (770) 933-9698 Or E-Mail: clubinsidernews@mindspring.com
www.clubinsidernews.com

with a similar scam program oper-
ated by USA-IT that provided ille-
gally jobs to hundreds of foreign
electricians! More about the YMCA
came to light at the recent Florida
Health Club Association meeting
in Orlando where a member of the
newly renamed Association (it was
formerly the Southeast Health,
Racquet and Sportsclub Associa-
tion) disclosed that he had learned
that a Florida YMCA had claimed
on required reports they must file
that they had donated 300 member-
ships to local law enforcement offi-
cials when at this point, no one can
prove that at the Y. STAY TUNED.

*HERB LIPSMAN, the
Vice President for Development as
the world-class Houstonian Hotel,
Spa and Club in Houston, Texas,
brought it to my attention recently
that I had not included the Housto-
nian in my TOP 5 list of facilities.
Itold Herb that I knew when [ wrote
that piece that 1 would hear from
someone that felt left out and that |
usually do not make such comments
in my articles. I also explained that
my TOP 5 list ONLY included facili-
ties that | have personally visited, and
I had never been to the Houstonian.
So, my apologies to Herb and the nice
folks everywhere whom | may have
offended by leaving their club out of
my TOP 5. By the way, that TOP §
was: Red Lerille’s Health and
Racquet Club, Lafayette, LA., the
East Bank Club, Chicago, IL., the
Thoreau Club, Concord, MA.,
Cedardale Athletic Club, Haverhill,
MA. and, of course, The Atlantic
Club, Wall, N.J.

*| meant to mention last
month a new piece of equipment
that was advertised in our Novem-
ber edition. That was LOU
GAUDIO’S - ‘POLE-DANCER’,
anew weight stack leg machine that
really isolates the upper thighs.
Check out Lou’s ad in this issue on
page #29. Plus, you may go to

EClub Insider
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www.poledancer.org. or even
better than that, call Lou, a veteran
gym owner, at: (800) 474-2634
and be sure to tell him we said
“Hello.”

*ELYSE McNERGNEY,
the Founder and CEO of The
Xercise Corporation, has an-
nounced that BARRY HAYDEN,
Director of Fitness and Condition-
ing for the New York Mets, has
joined her company as a spokes-
man for the IM=X Programs.
IM=X offers a cross conditioning
system focusing on muscle effi-
ciency through core muscle power
and postural endurance to optimize
physical performance. Check out
Elyse’ ad on page #22 of this is-
sue.

*STEVE ROMA, the
President of WOW! Work Out
World, has announced the li-
censing of the WOW name to a
fitness facility in Randolph, MA.
That brings Roma’s total to 13
with 3 licenses in Connecticut,
3 in Massachusetts and 7 corpo-
rately owned locations in New
Jersey. Steve Roma and his team
are one of the leading 911 Fund
raisers in America with over
$50,000 raised so far. Way to go
Steve!

*Speaking of contribu-
tions, MARK SMITH’s New
York City-based Town Sports
International has donated
$300,000 to the American Red
Cross following the World
Trade Center attack. TSI con-
tinues to boom with 3rd quarter
revenue up 18% to $72.4 million.
TSI now operates 110 owned and
2 part-owned clubs. Mark also
serves IHRSA as a member of
its Board of Directors.

*STEVE and SALLY
GOLDMAN, owners of the
‘Weymouth Club in Weymouth,

Let Us Hear About Your NEWS!

E Mail - clubinsidernews@mindspring.com

MA., continue to mount up hon-
ors for their club. Their club was
named Boston Magazine's “Best
of Boston Award” and both the
Quincy, MA. Patriot Ledger and
the Community Newspaper
Company’s ‘Readers’ Choice
Awards three years running.
Now, the Weymouth Club has
been voted the “#1 Fitness Cen-
ter in the South Shore” in “Con-
sumers’ Choice Competition
conducted by the Award Publish-
ing Company. Contratulations
Steve and Sally!

*Insurance rates have
been projected by The Nowick
Group, insurance consultants, to
increase across the board from 10
to 25%, so it might be a good idea
to check into your club’s projected
renewals. Check out KEN
REINIG’s ad for the Association
Insurance Group on page #16
and contact him for a very com-
petitive bid on your club and other
insurance needs.

*There was word going
around that StairMaster might
lay off all its employees and shut
down due to the Bankruptcy fil-
ing a few months back. So, I con-
tact StairMaster’s BERNIE
BOGLIOLI and asked him spe-
cifically if that was the case. He -
told me for sure that was NOT
THE CASE and that the rumor
had gotten started because of a
mandatory action required by the
Federal Government called
WARN which must be done by
companies that file for Bank-
ruptcy Protection. So, forget about
it, StairMaster is working through
things and introducing new prod-
ucts.

*MERRY CHRIST-
MAS, HAPPY HOLIDAYS and
HAPPY NEW YEAR to you all.
And, don’t forget to STAY
TUNED!

HOT LATE BREAKING NEWS

PAUL BYRNE, Precor USA President, announced that Precor parent company, Illinois Tool Works”
(ITW) Board of Directors had voted to divest its consumer products division. Byrne commented, “Precor
eamed and reinforced a reputation for product innovation and quality, and a superior customer and end-user

- experience. Working with ITW, we complemented those strengths with operational practices that made us

even more efficient and financially stronger. Especially in today’s market, financial strength, product
quality and customer service are the critical measures of success."

The Surgeon General’s Office on December 14, in conjunction with the U.S. Department of Health and
Human Services, issued a “National Call To Action To Prevent and Decrease Overweight and
Obesity.” The 36-page report includes “action plans” for families, schools, health care organizations, the
media and business communities. Businesses are explicitly encouraged by the Surgeon General’s Report
to “create incentives for employees to join local fitness centers.” JOHN McCARTHY, the esteemed
ITHRSA Executive Director, should be congratulated because John has quietly worked behind the scenes
for years with the Surgeon General's Office to get the U.S. Surgeon General’s Office to issue its report on
Exercise in 1996 and now this! STAY TUNED as we will have more on these stories next month!
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continued from page 5

Gilbert, Fitness Director of the
Year Award Winner from Star
Trac was Scott Lewandowski,
Racquetball Programming Award
Winner - John Marshall, Alaska
Clubs, IHRSA Keiser 50+ Award
Winner was Pat Weir, the Atlan-
tic Club and the TCA Community
Tennis Development Award Win-
ner was Ken Harrison.

Thanks to the Italian Fit-
ness Federation as it honored me
in June, 2001, as the International
Fitness Journalist of the Year.
Congratulations to the other
American club people honored by
the Italian Fitness Federation in-
cluding: JOE CIRULLI and his
world-class Gainesville Health
and Fitness Center-World Fitness
Club of the Year, JOHN
McCARTHY, IHRSA Executive
Director- World Fitness Leader of
Excellence, SANDY COFFMAN,
President of Programming for
Profit, International Marketing
Speaker of the Year, HOWARD
RAVIS of the Club Industry, Edu-
cational Leader of the Year and
International Presenter, Madonna
Grimes.

“LEAVING FAT
CITY!” - Born Again
To Fitness

You are my people. |
love each of you in a special kind
of way and I have dedicated the
last 8 years of my life to serving
you with The CLUB INSIDER
News and I greatly appreciate
your support in return! | have
been honest with you from the
beginning and I don’t plan to stop
now. The following comments
have been on my mind for a long,
long time and now is the time for
me to be brutally honest with you.

While I was humbled
and very grateful to have received
the IHRSA and IFF honors, |
think 2001 was most significant
for me because 1 have been born
again. That rebirth was in my own
personal fitness. Iam very happy
to report to you that | have now
lost 93 pounds on my total weight
loss goal of 120 pounds! I began
on November 26, 2000. Last
month in my Norm's Notes, | re-
vealed my 82-pound weight loss
and also told you about a book I
am writing about my lifetime
weight battle. The name of the
book? “LEAVING FAT CITY!”
Just in case you think that | am
fixin’ to publish a book about my

expertise in losing weight and
keeping it off, think again. I am
NO EXPERT on weight loss and
how to keep it off. But, what |
think I am an expert on, because |
have lived with it, is OBESITY
and the pain and heartache it
causes. For the last 11 years, I have
been a “spy” living on the “Inside”
of the disease of OBESITY. In my
new book entitled “LEAVING
FAT CITY” I am going to share
with the world what it is like to be
fat in our society. Just in case you
have never had any kind of weight
problem, the truth is, being fat,
overweight and out of condition
really-really is awful. But, what to
do to (a) keep it from happening
in the first place and (b) fix it if it
does happen is another story en-
tirely. As all of you know, the an-
swers are really very simple. But,
those demons that get one there are
another thing entirely. And, that is
what my new book, “LEAVING
FAT CITY", will be all about. So,
I sit here writing these comments
after having lost 93 pounds so far
and | am truly grateful and thank-
ful to God for having been spared
to tell this story. And, special
thanks to my “Guardian Angel”
whose coaching has meant so very
much to me and has truly made all
the difference in this effort of
“Leaving Fat City!”

THESE HARD
I%I;IALIT IES

/ARRANT
MY APOLOGY

This is tough love and
these hard realities of “FAT CITY”
in my mind are:(1)l am damn lucky
to even be alive. (2)] owe a sin-
cere apology to each and every one
of you out there and to my son, my
wife, my family and loved ones,
my friends, my associates, and my
readers that | don't even know, for
what I had allowed myself to be-
come over the years. So, you heard
it first here. I am telling each of
you like it really is. I am sorry |
had become a ‘FAT SLOB’ folks!
Iam sorry for the SERIOUS “EYE
POLLUTION" [ have caused each
of you to endure every time you
had to look at me. Believe me. |
realize fully that I was not a pretty
sight! (But, at 93 pounds off, my
looks are getting better, I am told.)
I have NO EXCUSES. The tough
times in business - NO EXCUSE.
Our car wreck and my serious neck
and back injury in 1991 - NO EX-
CUSE. A serious battle with skin
cancer (which I won!) - NO EX-
CUSE. 8 years of newspaper
deadlines every month without
fail- NO EXCUSE. [ simply have
NO EXCUSES and I am really,

really sorry for what I had be-
come; and | take all of the
blame for it. It was nobody’s
fault but my own! (3) Once I
reach my goal of a total weight
loss of 120 pounds, I pledge to
MYSELF and TO YOU ALL
that I will then ALSO accom-
plish the really and truly hard
part of this challenge. I will
continue to exercise every day.
I will watch my diet and my
weight like a hawk. And, I will
one day share what 1 have
learned with others through my
book entitled: “LEAVING FAT
CITY” so that my experience
truly does make a difference to
the world after I am long gone.
(Don’t look for me to depart for
many years now that | have
been reborn to fitness!) So,
that’s it. I've got this burden off
my chest and [ just hope you
can find forgiveness in your
heart. Just keep in mind the fol-
lowing comment: “Fat people
do not want to be fat. For what-
ever their demons, they have
just lost control of their lives
and they need your encourage-
ment and help to get that con-
trol back. That is a huge part of
YOUR destiny.”

2001 In Review - A
Summary of This
Year’s Top Stories

JAN UARY-2001-
Our cover subject was - JOE
MOORE - Club Business
‘Gladiator” - Joe Moore has
emerged as one of the leading
health club operators in North
America, starting 30 years ago
in a $100 per month 1,000
square-fool space, which today
has become 12 locations gen-

GO TO OUR
NEW
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WWW.
clubinsidernews
com

Now
Accepting
Mastercard
and Visa

erating over $8 million annually.
Moore was nominated by IHRSA
to serve on its Board of Directors
at the IHRSA Orlando Conven-
tion Board Meeting. In the Janu-
ary issue we also covered: (1)
IHRSA’s announcement that
Bally Total Fitness had been in-
vited to join the Association and
had accepted. This event marked
the end of a significant journey
for Bally Total Fitness from an
organization that was black-
balled from joining the Associa-
tion in New Orleans in 1986 to
an organization that experienced
a true ‘renaissance’ under the
leadership of BTF CEO (and now
Chairman) Lee Hillman. (2) Sir
Richard Branson, one of the
world’s greatest entrepreneurs
and business promoters, an-
nounced the acquistion of South
Africa-based Health and Racquet
Clubs that recently had been de-
clared bankrupt by Leisurenet.
Branson has built an empire that
includes music, airlines, real es-
tate and much more. Branson was
aided in this foothold acquisition
in South Africa by Nelson
Mandela. (3)ICON Health & Fit-
ness announced that it would ac-
quire Ground Zero Design.
ICON, is the world’s largest
manufacturer and marketer of
home fitness equipment and the
Ground Zero acquistion marked
ICON’s initial foray into the com-
mercial equipment market.
FEBRUARY- 2001- In
our Special Edition for IHRSA's
20th Anniversary our cover sub-
ject was John McCarthy -
IHRSA’s Leader of Excellence
for 20 Years. John McCarthy is
now finishing his 21st year as the
highly esteemed Executive Direc-
tor of IHRSA and continues to do

Name (s):

Subsc nphon l orm

an incomparable job. At this point in
John’s tenure he has assembled a
very experienced and highly talented
IHRSA Staff of over 65 individuals
and has worked with over 60 Board
Members since IHRSA was founded
in 1981. Other stories we covered in
February included: (1) Netpulse/
Ezone Media Network, a newly
merged company that originally con-
sisted of Netpulse, Ezone and
Xystos, crashed before its wheels
were even up and locked. Netpulse/
Ezone Media Network filed for
Chapter 7 in Bankruptcy Court in
San Francisco on February 6, 2001.
(2) It was formally announced that
Bally Total Fitness had joined
IHRSA as of January 1, 2001.
MARCH- 2001- Our cover
subjects were Tim and Liz Rhode -
The Club of the Future Is Now! In
this special two-part club case study
we chronicled the meteoric rise of
Tim and Liz Rhode’s Maryland Ath-
letic Club and Wellness Center from
astart-up 5 years ago to a $5.5+ mil-
lion business with a 16% profit mar-
gin. The other lead story for March
was entitled: Tools Management,
Inc. and Brian Homan Decline Com-
ment. This article chronicled and dis-
closed that at press time The CLUB
INSIDER News had identified and
verified six clubs that had lost in ex-
cess of $120,000. At this December,
2001 press time, we've identified 8
clubs that have lost a collective
$200,000 plus to Tools Management,
Inc. Also, importantly in that issue’s
Norm'’s Notes I reported that Lynne
Brick, Co-owner of Brick Bodies in
Baltimore, was recovering very well
from brain surgery to remove a tu-
mor. And, I just saw Lynne in Or-
lando and she looked terrific and
feels great!
APRIL- 2001- Our cover
(See 2001 In Review page 9
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ECluh Insider:

l

Club Name:

Attach List For Additional Subscriptions

Address:

City, State, Zip:

Telephone:

__MC___ Visa

$89 (U.S.) - 18 Issues (Includes Canada)
$69 (U.S.) - 12 Issues (Includes Canada)
$149 (U. 8.) - International (One Year)
Check Enclosed or Charge To:

—_AMEX __ Discover ___

Exp.

P. O. Box 681241, Marietta, GA 30068-0021 or Fax 7?0!933 9698 |



PAGE 8

continued from page 5

500,00 club members and
250,000 guests who visit
ClubCorp properties each year.
Principal affiliates are ClubCorp
USA Inc., ClubCorp Interna-
tional, Inc., and the Pinehurst
Company.

Club Insider News
writer, Kori Garner, recently had
the privilege of interviewing
Stephen J. Tharrett, ClubCorp’s
widely known and well-re-
spected Vice President of Stra-
tegic Operations. Stephen has
primary responsibility for the
athletic and tennis lines of busi-
ness within ClubCorp, which
generate over $60 million in rev-
enues for the company on an an-
nual basis. He presides over the
nation’s largest tennis operation-
70 plus tennis properties with
more than 725 courts and 53
tastefully equipped athletic cen-
ters among its family of clubs.

The majority of
ClubCorp’s athletic facilities are
housed within country or tennis
clubs; only nineteen (includes
sports clubs and business &
sports clubs) are free standing.
These clubs are among the
nation’s most expensive to join,
but also enjoy the highest trainer-
to-member ratio of any club out-
side private corporate executive
fitness centers, where key man-
agers are assigned personal as-
sistants to maintain their health.
Retention rates at ClubCorp’s
sports and business and sports
clubs are 74%.

Club Insider News was
interested in finding out more
about ClubCorp’s vaunted corpo-

rate philosophy of “STAR Ser-
vice,” how Tharrett and his team
have utilized this philosophy as a
management tool within the Ath-
letics and Tennis product line and
how employee partner commit-
ment to its “Pride in Belonging”
corporate values at the club level
has contributed to ClubCorp’s
outstanding success.

Club Insider News:
Steve, many people think of
ClubCorp purely in terms of
luxury resorts and country clubs,
but there is a lot more to the com-
pany than just those clubs with a
high-recognition factor, isn't
there?

Steve: Yes, there cer-
tainly is. We do own many nation-
ally-recognized properties such as
Pinehurst in North Carolina (the
world’s largest golf resort, home
to the 1999 and 2005 U.S. Opens);
Firestone Country Club in Akron,
Ohio (site of the 2002 Senior PGA
Championship and home to the
NEC World Championships); In-
dian Wells Country Club in Indian
Wells, California (site of the Bob
Hope Chrysler Classic); the
Homestead in Hot Springs, Vir-
ginia (America’s first resort
founded in 1766); and Mission
Hills Country Club in Rancho
Mirage, California (home of the
Nabisco Championship). These
are the clubs regularly seen on
television and connected in the
public’s mind with the ClubCorp
name.

But, we own a lot of
other properties, too, such as busi-
ness and sports clubs, resorts,
family-oriented suburban country
clubs, international clubs, sports
clubs and semi-private golf clubs.
ClubCorp is currently providing
a model for sports and fitness

clubs everywhere with millions of
dollars being dedicated to convert
many of our existing country, busi-
ness and sports clubs into “genera-
tional centers.” These include
newer properties, such as the Coun-
tryside Country Club in Clearwater,
Florida; and many metropolitan
business and sports clubs, such as,
the Metropolitan Club in downtown
Chicago; the Athletic and Swim
Club at Equitable Center in New
York City; the Downtown Club in
Houston, Texas; the Rivers Club in
Pittsburgh; and LeClub in Milwau-
kee, Wisconsin.

Each and every one of
these clubs is part of the ClubCorp
family, a community united by
common goals and values, and this
is one of the secrets of ClubCorp’s
success. Itisn’t the bricks and mor-
tar of our facilities that keeps people
coming back year after year...it"s the
sense of belonging to something
bigger than themselves, of being in
a place that is almost a second
home...with employees that always
put members’ needs first. Yes, we
teach people how to play tennis and
how to exercise, but more than that,
we provide them with a trust-based
relationship. This is really the se-
cret of our “STAR Service” phi-
losophy.

The Club Co.
of America *

oration
ecret”

Club Insider News:
This philosophy of service is one
of ClubCorp’s trademarks, isn’t it?
Can you give our readers some
background on how it began and
who was responsible for introduc-
ing it into the corporate conscious-
ness?

Steve: It really goes back
to our Chairman and Founder, Rob-
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ert H. Dedman. His son, our
present CEO, Robert H. Dedman,
Jr. writes in his 1998 handbook,
Our STAR Service Journey, that
“the club business (and
ClubCorp) isn’t just a business to
my father, it is a way of life, a
passion.” Dedman, Sr. likes to
quote Longfellow's poem, A
Psalm of Life, about the impor-
tance of leaving a legacy for the
future, “footprints in the sands of
time.” That idea has really shaped
the ClubCorp business model.

The Dedmans, both fa-
ther and son, are passionate about
wanting ClubCorp’s legacy to be
“huge,” to have ClubCorp men-
tioned as one of the great cus-
tomer service companies in the
world, in the same breath as Fed-
eral Express, Disney, Nordstrom,
and Southwest Airlines...They
believe we can be the absolute
best in the world, a leader among
leaders. They believe this is our
shared journey together, our com-
mon purpose built on the values,
philosophies and traditions of the
past 44 years.

In 1994, Bob Dedman,
Jr. began to write Our STAR Ser-
vice Journey, to provide a guide
for our employee partners that
synthesized ClubCorp’s core val-
ues, common purpose and goals.
He very concisely summarizes his
(and Bob, Sr’s) thesis that it’s all
about the heart, not about beauti-
ful buildings or luxurious facili-
ties. Father and son are totally sin-
cere in these beliefs, and their
passion for developing human
relationships based on service is
what permeates the entire corpo-
ration, It’s what attracted me to
ClubCorp 18 years ago. They re-
ally walk the talk.

A Terrific

Club Corp Career

Ciub Insider News:
So you've worked for ClubCorp
for a good part of your career?
Tell us how you got started in the
company and the industry.

Steve: I've been in-
volved with the fitness and sports
industry for over 22 years, but |
got into it quite by accident. In
1975 1 graduated from college as
a premed student. [ was 22 years
old and a wild man. | was ac-
cepted into medical school at
American University in the Phil-
ippines, but at that time the Phil-
ippines were under martial law,
50 | decided to take a job, first as
caddy master and then as assis-
tant golf pro at a local country
club instead. [ soon changed jobs
and spent nine months as man-
ager/head pro at Forest Hills Golf
Club in Elyria, Ohio. But, it was
an all-day, all-night job. | was
newly married. My wife wanted
me to look for a new job, one with
more regular hours!

My wife was a teacher
at that time, so | obtained a sec-
ondary education certificate and

from 1976 to 1979 I was a high
school teacher in Wellington, Ohio,
coaching football, wrestling, etc.
before and after school. I loved
coaching. | established really good
relationships with my students and
felt that | helped them to make posi-
tive changes in their lives. I found
that there was no better thing to do
than help people... | think that was
my Dad’s influence. He always
supported me one hundred percent
and wanted me to achieve my
dreams. He was close to legally
blind, but he was always helping
people.

>From the time [ was 11
years old I had always enjoyed ex-
ercise, and | felt the kids I was
teaching needed more of an incen-
tive to embrace fitness themselves.
So I started an after-school fitness
club at the high school that proved
to be very popular. But I felt |
needed to extend my knowledge of
sports and fitness if 1 were to be
able to really help people in that
arena, so | applied to and was ac-
cepted by the graduate program in
Exercise Physiology at the Univer-
sity of Michigan in Ann Arbor. At
the same time, | took a full time job
as Fitness Director, with no previ-
ous experience, at the YMCA in
Flint, Michigan. So | worked full-
time and went to school full time,
and tried to take as many of the
“Y’s” certificate courses as I could
fit into my schedule.

I received an extremely
valuable practical education during
the time I spent with the “Y.” |
learned all about the fitness busi-
ness and | learned how to work with
and empower volunteers. But when
I decided to start on my doctorate,
the “Y” and I parted ways. My son
and daughter were born during this
time-my son in 1979 and my
daughter in 1981. 1 also started vol-
unteering at St. Joseph’s Hospital
in Flint, Michigan, where | learned
all about cardiac rehabilitation and
patient recovery.

Then, in 1982 I accepted
a job as a corporate fitness special-
ist with Chemical Bank in New
York City. | worked at both of their
fitness centers and was paid more
than I'd ever made previously. Be-
cause we were financially better off
during the two years 1 spent with
Chemical Bank, I started to get
more involved with fitness indus-
try and professional associations.
But, I needed more of a challenge,
so | also became active on local
community committees. This expe-
rience really broadened my hori-
zons.

Finally, in 1984, | was of-
fered the position of Fitness Direc-
tor at the Atrium Club, a ClubCorp
property. I was dazzled by the com-
pany and by the job. I've been with
ClubCorp ever since.

A Club Corp “Family

Club Insider News: It
sounds as if you really found a
(See Tharrett page 10)
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subjects were IHRSA President Joe
Cirulli and incoming President,
Geoffrey Dyer - IHRSA Celebrates
20th Year Anniversary In San Fran-
cisco. A bottom headline on page
#3 also announced: NETPULSE
REVIVED! This was our Special
IHRSA 20th Anniversary Edition
and it chronicled IHRSA’s first 20
years as well as provided a full re-
port on the happenings at the 20th
Anniversary Convention and Trade
Show in San Francisco, including
the IHRSA Founders Reunion Din-
ner.

MAY- 2001- Our cover
subject was Ground Zero's Roy
Simonson - A Prolific Fitness En-
trepreneur. Other cover stories were
ClubCom and CardioTheater Pur-
chase E-Zone Assets & Installation
Base, Ed Williams Named Presi-
dent and CEO of Wellbridge and
Busy Body Bankrupt!

JUNE- 2001- Our cover
subjects were Ed Williams CEO
and Art Curtis, COO, Leading
Wellbridge. In this cover story we
chronicled the long career of Ed
Williams, Co-founder of Club
Sports  International (now
Wellbridge) and his recent selection

to the position of CEO of
Wellbridge. Other cover stories
in June were ClubCom Rises To
The Challenge and The STEP
Company Becomes BODY
TRAINING SYSTEMS.

JULY- 2001- Our cover
subject was Mike Minton -
“Thinking Outside The Box” -
How Minton’s SportPlex Domi-
nates Its Market. This cover story
on Mike Minton was a terrific
tale of how his club rules his
Texarkana, Texas market of
60,000 with his indoor/outdoor
SportPlex facility and how he has
grown it over the years. Other
cover articles included Red
Lerille named to Business Hall
of Fame and Joe Cirulli Finishes
Term As 20th IHRSA President.
Red Lerille and Joe Cirulli re-
main two of the very best health
and fitness club operators on the
planet. Red is just finishing up
his 38th year in business in
Lafayette, Louisiana and Joe is
in his 23rd year of business in
Gainesville, Florida. Both men
are giants in the club industry!

AUGUST- 2001- Our
cover subject was Mike Motta -
Plus One In The Big Apple!.
Mike Motta came to New York
City as a former college coach
and became a Manhattan Per-
sonal Trainer. Now Mike com-

Eglﬂl;“:!:l;gigil:

DECEMBER ISSUE

mands 14 corporate fitness cen-
ters and a number of hotel fitness
centers as well as a huge physi-
cal therapy and massage business.
Motta told me in Orlando that his
recently opened Merrill Lynch
Fitness Center, a show piece for
his company, was totally de-
stroyed during the 911 attacks,
but his company is doing O.K. in
the aftermath of it all. Mike is a
survivor as his office was lost as
well as two other of his facilities.
Other cover stories were: Geoff
Dyer Becomes IHRSA's 21st
President and Frank Trulaske
Wins Fitness Industry Lifetime
Achievement Award,
SEPTEMBER- 2001-
Our cover subject for this month
was scheduled to be Mike Arteaga
- Playing On and Coaching An All
Star Team! But, with our dead-
line scheduled for Friday, Sep-
tember 14th and the 911 attack on
September 11th, I was able to
contact Mike in Brazil to tell him
that with his blessing, | would like
to put our American Flag on the
cover of the September, 2001 edi-
tion and move his team’s cover
photos to our inside front page.
He agreed without hesitation, and
we thank Mike again for his kind-
ness and understanding. Other
cover stories for September were
Gold’s Gyms Galiani Brothers
Change Roles, ClubCom and

CardioTheater Merge, StairMaster
Files For Chapter 11 Bankruptcy,
Direct Focus Acquires Schwinn In
Bankruptcy.

OCTOBER- 2001- Our
cover subject for this month was
Pat Laus - World Class Vision-
ary and Creator of The Atlantic
Club - One of the World’s Top
Clubs. The Pat Laus story is an
amazing tale of true visionary
thinking, planning and dedica-
tion to that vision. Pat has over-
come many obstacles in her ca-
reer and this story is truly heart
warming. Other cover articles
were: Club Performance Net-
work and Health Fitness Corpo-
ration Announce Agreement and
Bally Total Fitness Contracts To
Buy Crunch Fitness.

NOVEMBER- 2001-
Our cover subject for this month
was Kenny Germano - Leading
ACE Into the 21st Century. Ken
Germano has had a very inter-
esting and productive career in
the fitness industry and his role
now as Executive Director of
The American Council On Ex-
ercise is perfect for his educa-
tional and business background.
Ken has joined ACE’s forces
with IHRSA to promote and ex-
pand professionalism on all lev-
els and he is a real asset to ACE
and our industry in general.
Other cover articles included: 9

Years and Counting!, IHRSA
Clubs Help War Victims and
Families and Fitness MX to Seek
Suitable Suitor.

DECEMBER- 2001-
Check it out and enjoy! And,
STAY TUNED!

So, that’s a wrap. 2001 In
Review has just been a sample
taste of what we’ve published in
our last 12 months. Our Decem-
ber and 98th issue is now in print
and we welcome you to order any
of the past issues we’ve published
over the last 8 years of publica-
tion. Past issues are available for
$5 each plus postage and handling
of $2. 12 past issues are available
for just $39. To order by email go
t o :
clubinsidernews@mindspring.com
and provide the issue months de-
sired, a Mastercard, VISA or
American Express Card number,
exp. date and authorization state-
ment or fax your order to: (770)
933-9698 and we will get your
past issues out to you.

(Norm Cates, Jr. is the
Publisher and Editor of The CLUB
INSIDER News. Cates is a 28-year
club business veteran. He was the
1st President of IHRSA and a Co-
founder of the Association in
1981/82.)

Holiday Season Brings “HEALTHY” Profits to
New, Entrepreneurial Club Owners

When you think of December in the health
club business, you think of slow sales and
low member traffic, but not for Dave &
Cheryl Watson who own three, small
fitness centers in Minnesota and
Wisconsin. The Watsons are defying the
normal holiday slowdown and enjoying
both high sales and cash collections at their
Winona, MN location. In fact, between the
7th and the 11th of December the club has

in contracts. Even more dramatic is that
they have had 10 walk-in’s, in the last two
days, when it’s less than two weeks away
from Christmas.

What is making the difference for the
Watsons is the incorporation of the

HEALTHY INSPIRATIONS weight loss
& lifestyle program into their center.
Dave, who has a background in
neutraceuticals, got into the fitness
business a short 14-months ago. He
opened all three of his locations in a 6-
month period. Although these smaller,
boutique like fitness centers are doing
well, Watson realized that two things were
missing. One, a weight loss solution and
two, a better income model because the
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sold 25 memberships representing $17,000 ‘-
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$29 per month dues wasn’t bringing in
enough revenue to build he and his wife’s
retirement on.

Busy overseeing the three centers and
lecturing around the country, Watson
didn’t have time to create a program.
Enter HEALTHY INSPIRATIONS, which
Watson discovered in a Club Insider ad.
He wasted no time making a decision
about the program, going from information
gathering and evaluation to launch in just 6

INSPIR AT IONS

Loss & Li‘oshie Cente

weeks! Says Watson, “From the minute [
received the information I knew that this
had potential to be the solution I was
looking for. After visiting the corporate
offices, I wrote a check before I got back
on the plane. It’s a turnkey system that
now has a track record and we’re proof
that if you follow the system you will
succeed”

What really excites the Watsons is that all
of the sales to date are to existing members
who are already paying monthly dues.
Their plan is to market to members during
the month of December and prepare the
staff for an external marketing campaign
when the New Year comes. “I can only
imagine what our sales will be when
people start making their New Years
resolutions,” notes Watson.

HEALTHY INSPIRATIONS is a growing
licensed weight loss program founded by
industry consultant, Casey Conrad.
Licenses are available to existing clubs
wishing to add a profit center and provide
their members with real, long-term
solutions to weight loss. For an
information packet call 1-800-725-6147
today.
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match with ClubCorp. What was
it about the company that attracted
you so strongly?

Steve: The Atrium Club
was a top-notch facility and the pay
was good, but it was actually the
“intangibles” that made me stay.
There was a feeling of “family” at
the club, a philosophy of service
that really appealed to me. I also
liked the company attitude of reach-
ing for the best, of encouraging
employee partners to be the best
they can be. Steve Plakataris, the
Atrium Club Manager at the time,
became a mentor to me. | guess you
could say my values were in align-
ment with ClubCorp’s values. It
really struck a chord with me. Ac-
tually, they made me what | am to-
day-ClubCorp molded my best
traits and showed me how I could
obtain my goals.

Club Insider News: That’s
pretty amazing. It sounds like

)

ClubCorp truly “grows” its em-
ployees. You're telling us that this
is a corporate culture that encour-
ages continuing education, ad-
vance certification, and profes-
sional activities for every em-
ployee! We know that you have a
reputation for providing educa-
tional presentations and seminars
on creating great employees
within a corporation... is that sort
of development encouraged
within ClubCorp even at the club
level?

Steve: Absolutely. There
is just so much integrity in this
company. They will help each
employee develop as far as they
want to go. ClubCorp gives you
the freedom to apply your trade
and if you're willing to learn and
grow, they’ll make it happen.

I am a perfect example
of their commitment to employee
partners. | was always a maver-
ick and a pit bull...l never did
things the way everyone else did
them. 1 always questioned author-
ity, and if I hadn’t left my former
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jobs, I probably would have been
fired from them at some point.
Steve Plakataris at the Atrium
Club gave me a chance to prove
my worth even though I scored in
the bottom ten to twenty percen-
tile range on the company’s per-
formance test. He sent me to Dale
Carnegie classes to learn public
speaking and human relations; he
helped me increase my ability to
deal positively with other human
beings. He really made changes
within my life possible.

I've been with ClubCorp
for nearly 18 years now. I started
as a fitness professional at the club
level, worked my way up to the
department head level, then fi-
nally moved on to the corporate
office. I served as ClubCorp's
National Director of Athletics for
several years, and for the past 6
years ['ve been Vice President of
Strategic Operations.

Tharrett’s Service
To The Industry

During my tenure

with the company I've been ac-
tive in IHRSA and ACSM and
served on many ClubCorp em-
ployee-based committees. | edited
ACSM'’'s book entitled, Standards
and Guidelines for Health Fitness
Facilities, 2nd Edition. I've been
lucky enough to have been asked
to be a keynote speaker and fea-
tured speaker at conferences and
meetings all over the world, in-
cluding IHRSA’s International
Conventions; Sports Industry,
England; Asia Fit, Hong Kong;
Bodylife, Europe; Australian Fit-
ness Network, Australia; Euro-
pean Leaders Conference, En-
gland; and others. | even made a
video for ACSM on “Developing
a Great Staff” in 1998. We're ex-
perts on the subject of employee
development here at ClubCorp
and I like to think that [ am help-
ing to grow and develop new po-
tential, just as years ago my men-
tors inspired me to find my own
road.

Club Insider News: You
forgot to mention that you served
on the Board and also as President
of IHRSA. Plus, you’ve served on
several committees of the ACSM,
including chairing the Committee
on Health and Fitness Facilities.
You’ve also been on the Advisory
Boards for Star Trac, Stairmaster
and Intelligent Health, Inc. All of
this implies a substantial level of
commitment and support for these
activities, both in money and time,
from ClubCorp.

Steve: I'm lucky enough
to be a part of an organization that
has the wherewithal and commit-
ment to support my travel and pro-
fessional development activities.
I've always tried to participate in
activities that other companies
might find difficult to support,
either because they are being held
in a remote part of the world or
require a sizeable investment of

Key Personnel in ClubCorp’s Athletics

and Tennis Division

Robert H. Dedman, Jr. -President and CEO of ClubCorp, Inc.
and Chairman of ClubCorp USA, Inc.

Stephen J. Tharrett -Vice-President of Strategic Operations

Members of the Athletics Committee:
Richard Andre - The Center Club, Houston
Pam Koch - LeClub, Milwaukee
Ladonice Song - The Capital Club, San Jose
Jim Franklin - The Rivers Club, Pittsburgh
Robert Reed - The Westlake Club, Houston
Anita Palmer - ClubSource Purchasing

time or money. It’s basically giv-
ing back to the industry. We can
do it so we do.

Club Insider News:
You’ve mentioned your Dad and
Steve Plakataris at the Atrium
Club as important mentors in
your personal and professional
life. Were you influenced by
anyone else as you moved up the
ClubCorp ladder?

Steve: My Dad was
really my hero. | was adopted
and had some self-esteem prob-
lems in school. | got into com-
petitive weight lifting and my
Dad supported me all the way.
He was always there for me. |
always knew exactly what [
wanted to achieve and he en-
couraged me to be the best |
could possibly be. My goal was

oping good international relations.
Steve Plakataris, besides
giving me a chance to develop as a
human being, also taught me strate-
gic planning-how to put visionary
thinking into action and how to de-
velop and influence teams.
James M. Hinckley, our
Chief Operating Officer, joined
ClubCorp as a teenager in a pro shop
and now is responsible for growing
all aspects of our domestic and in-
ternational operations. He and Doug
Howe, our Executive Vice President
for domestic club operations are
truly inspiring success stories. Doug
joined ClubCorp in 1975 as a bus-
boy at the Lakes Club in Arizona.
And, of course, every em-
ployee I've ever worked with over
the years has made a difference. I've
probably learned as much from them
to be the number one person in  as anyone. Here at ClubCorp we talk
my industry by the time | was about “having a servant’s heart,” and
40. so many of our employees just give
Once | becameamem- and give and give. Two that stand
ber of the ClubCorp family, outin my mind from my early days
Robert H. Dedman, Sr. became  with the Atrium Club are Yami
a powerful influence on me. Ortiz, who was a locker attendant
He’s been described by one in-  when | first got to know her, and
dustry executive as “the Henry now works as an assistant accoun-
Ford of the club management tant at the Athletic and Swim Club
business.” He won the Horatio  at the Equitable Center in New York
Alger award in 1989. He’s not  City. | would love to clone Yami-
only the founder of our com- she always goes the extra mile with
pany, but a great human being. everyone.
His influence is felt by every- Another outstanding em-
one who works at ClubCorp. ployee was Victor, a locker-room
Robert Dedman, Jr. has also attendant at the Atrium Club who
been very influential, not least was fanatical about taking care of
because he succeeded in getting members’ needs. He rubbed lotion
his father’s vision and philoso- on the back and legs of an 87-year-
phy of service codified into a old member of the club every day,
coherent message. By 1984,the  because the elderly gentleman
company had grown so big that  couldn’t do it for himself.
it was essential everyone in- Club Insider News: Out-
volved with ClubCorp was standing employees like Yami and
working from the same page.  Victor generally require outstanding
In my early years with  leaders. What is your personal ap-
ClubCorp, | read a lot of Ken proach to leadership and how does
Blanchard’s One Minute Man- it fit in with the ClubCorp corporate
ager books. They got me tothink  philosophy and culture?
about taking care of people and Steve: | guess you could
how important good communi- say that my approach to leadership
cations skills are to the smooth  is very Taoist, very influenced by the
running of a service business.  writings of Lao-Tzu, an ancient
Richard Poole, one of Chinese philosopher who stressed
the original founders of harmony and oneness with the uni-
ClubCorp back in the ‘50’s, verse. | was introduced to Asian
mentored me for months while  philosophy at a very early age. My
we developed a club project in  Dad was passionate about it; we had
Beijing, China. | gainedsomany many friends in Chinatown. The
insights from him on successful  Taoist approach to problem solving
project management and devel- (See Tharrett page 12)
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and leadership is very much in
synch with my most innate beliefs.
Taoism stresses that leadership is
like the ocean to the river-it's al-
ways there, it lets the river find its
own direction. We are all walking
along a path to the same destina-
tion and our job is to help each
other along the way. One of my
favorite sayings is “Bad leaders are
those whom the people revile,
Good leaders are those whom the
people praise, But great leaders
allow the people to say, ‘We did it
ourselves.’” | look upon leadership
almost as if it is the role of a part-
ner. A leader’s role is to encour-
age and assist, then stand aside so
that the other person receives the
credit or recognition.

ClubCorp is very much in
alignment with this approach to
management. Bob Dedman, Jr.
continually stresses personal integ-
rity and character in connection
with the core values and purpose
of the ClubCorp “STAR Service”
business model, and underlines the
importance of win/win relation-
ship building throughout all levels
of the company. He believes very
strongly in the necessity of align-
ing shared values, company core
strength and personal behavior to
create an optimal business climate
that benefits everyone. We all work

" toward a shared vision of success.

Club Insider News: We
understand that you are a cham-
pion practitioner of several Asian
martial arts forms, including
kickboxing, shorin-ryu and Brazil-
ian ju-jitsu. In fact, you have two
black belts in kickboxing, don’t
you? Do you feel this is an exten-
sion of your Taoist approach to
life?

Steve: lactually got into
martial arts as a means of having a
shared activity with my son, but |
suppose it also serves as a means
to achieve focus and reach deep
within myself. | tend to want to be
the best 1 can be in whatever ac-
tivity 1 undertake. My wife and |
took up ballroom dancing a while
back as a means of staying con-
nected with each other, and we are
now silver-level amateurs in the
waltz and tango!

Respect and
Admiration For
Tharrett

Cluh Insider News:
We recently talked with your
kickboxing teacher, Joe Lewis, of
Joe Lewis Fighting Systems. He is
a 10th Degree Black Belt Grand-
master, a 1st Heavyweight World
Karate Champion and 1st Heavy-
weight World Kickboxing Cham-
pion. He says courage is your
greatest quality, and that because
of your courage you are always in
the lead. He feels his motto-Cum
Corde Et Animus-describes your

character perfectly. This translates
as “having heart and being infused
with the spirit of courage.”

There is widespread ad-
miration of you and your achieve-
ments within the industry. Rick
Caro, President of Management
Vision, Inc. in New York City says
that you “have a knack for find-
ing the right people and helping
them to develop.” Also, that you
are “good at identifying star per-
formers and empowering and re-
taining them." John McCarthy,
Executive Director of IHRSA
characterizes you as an “enor-
mously productive and inspiring
leader who is exceptional, hard
working and committed.”
McCarthy also says, “There’s no
one who couldn’t learn something
from Steve and his leadership
style...He truly walks the walk and
lives his values.” Is this star bill-
ing hard to live up to?

Steve: As I mentioned
before, | have had inspiring men-
tors to emulate and ClubCorp has
provided an environment that is
allowing me to make a difference.
I can’t say it enough times-it is
really the people here that are the
company. The company recog-
nizes, values, supports and re-
wards its people, as well as pro-
viding all of its employee partners
with tremendous opportunities for
growth and development.

Our Star Education Sys-
tem does a great job of reinforc-
ing job performance. This is self-
directed learning with a mentor
that promotes ClubCorp’s culture,
philosophy and mindset. It's now
available on streaming video, CDs
and books, with regularly sched-
uled regional workshops and edu-
cational programs to enhance the
learning opportunity. Any em-
ployee partner who wants to
progress in the company can take
advantage of numerous avenues
for doing this.

A favorite saying here at
ClubCorp is “hire tough, manage
easy and promote from within.”
We have what I call the “4Es” of
performance management: 1) es-
tablish expectations; 2) equip with
education and resources; 3) pro-
vide encouragement; and 4)
evaluate performance against ex-
pectations. The whole process
works very well-our employee
pariner retention rates and mem-
ber retention rates are way above
industry average. For instance,
our retention rate for department
heads is 70%. We obviously are
doing something right!

ClubCorp really takes a
team leadership approach to man-
aging its employee partners,
rather than using an old-fashioned
supervisory mentality. As you've
probably noticed, we refer to em-
ployees as “employee partners”
rather than employees or staff, and
that attitude defines our approach
to performance management. We
encourage leadership, empower-
ment and problem-solving, rather

than directing, dictating or at-
tempting to achieve compliance.

Club Insider News: Ev-
erything seems to lead back to
your concepts of “STAR Service”
and “Pride in Belonging.” What
components actually go into these
performance models?

Steve: The concept of
“STAR Service” provides the
common values, philosophy and
culture for all our employee part-
ners. This includes the values that
tell us “the member/guest is
king!” and gives us our ten mem-
bership commandments. It also
defines the most important ele-
ment of value, the “intangibles”
that make people happy.
“P.R.LD.E.” is the process that
results in our members and guests
feeling a “Pride in Belonging” to
the ClubCorp family.

“P.R.L.D.E.” consists of
personalized service, recognition
and acceptance, involvement and
communication, developing rela-
tionships, and education and
growth. Personalized service is
defined as taking the time to know
members as individuals, getting
to know their personal prefer-
ences, idiosyncrasies and tastes.
They then become part of our
extended family. Recognition and
acceptance is characterized by
calling each member by name,
complimenting them on their con-
tributions to the community,
thanking them and making them
feel welcome and accepted...By
involvement and communication,
I mean letting members plan
events, sit on committees, make
decisions. It’s cheaper and easier
to keep a member or employee
partner than to create a new one,
so you gain their acceptance to
ensure keeping them. Developing
relationships means creating per-
sonal relationships that makes the
club experience valuable to
people and makes them proud of
belonging to their club. It’s all
about the club making a differ-
ence in the community. Education
and growth is accomplished by
helping employee partners fulfill
their life potential. Oliver
Wendell Holmes said, “Most of
us go to our grave with our music
still inside us.” We want to bring
out our employee partners’ “mu-
sic.”

Club Insider News:
What do you say to the nay-say-
ers who claim that ClubCorp’s
high level of customer service,
state-of-the-art facilities and team
management style is only pos-
sible because of your affluent de-
mographic and unique locations!

Steve: | admit that our
very favorable club circum-
stances, such as country club lo-
cations, contribute to our Athletic
and Tennis Division’s industry-
leading retention rates. But, | sin-
cerely believe that if it is scaled
to local realities, our business
model can be used successfully
by anyone, anywhere. You can’t

of STAR Service.

that:

Member.

differently.

with the membership.

club.

ClubCorp’s Ten Membership
Commandments

1. We shall constantly focus on creating value for
our Members by living the values, philosophies and culture

2. We shall have a membership admissions process

a, is exclusive, and not exclusionary;

b. has membership by invitation and helps
create a waiting list to belong;

c. creates a “Warm Welcome” for each new

3. We shall have an active Board of Governors that
is involved in the growth and retention of the membership
and supports a variety of committees and events that reflect
the varied interests of our Members.

4. We shall listen, learn and serve the needs of our
Members and communicate with them to enhance mutual
respect, trust and credibility.

5. We shall consistently provide personalized service
by treating all Members the same by treating each one

6. We shall constantly focus on the recognition and
acceptance of our Members.

7. We shall foster involvement with the club by
actively listening and having an open and honest dialogue

8. We shall develop relationships among the Mem-
bership, foster camaraderie and facilitate the club’s role as a
good steward within the communities we serve,

9. We shall assist in the personal and professional
education, growth and fulfillment of our Members.

10. We shall help the Members establish, perpetuate
and protect the traditions, growth and profitability of the

DECEMBER ISSUE

be in what I call “sales mode,”
however. We are a people-inten-
sive business, and it really de-
pends on where you put your dol-
lars. We spend more on payroll
than on marketing and sales.
Other clubs in the billion-dollar
category put their most intensive
efforts into sales and marketing.
We're a different model-we are
not interested in simply provid-
ing a facility with workout equip-
ment. Our whole outlook is on
developing long-term relation-
ships that keep people coming
back-hopefully over several gen-
erations.

Club Insider News: So
where do you see ClubCorp and
the Athletics and Tennis Division
heading in the future?

Steve: The direction we
must take is being dictated right
now by the rapidly aging
“Boomer” population. More and
more they are looking to us to
provide that sense of belonging
and community that they may not
get elsewhere. The market is
growing for our type of club ex-
perience, where personal relation-

ships and the comfort of a home
away from home are provided to
members of all ages, many of whom
belong to multi-generational fam-
ily units. And this population is
willing and able to pay for their club
services, as long as they believe
they are getting good value for their
money. ClubCorp is involved in a
multi-million dollar expansion of
many of our properties for just this
reason-a growing need for what
Bob Dedman, Jr. refers to as “gen-
erational clubs.”

Club Insider News:
Any final thoughts for
our readers?

Stevc: John McCarthy
(Executive Director of IHRSA) re-
cently said that, “ClubCorp is do-
ing a brilliant job serving their cho-
sen market.” With our unique loca-
tions, pride in belonging, shared
vision, participatory management
style, loyal members, and high cali-
ber of employee partners, | have to
ask the question-who would want
to work anywhere else?
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The Inside Scoop on ClubCorp's

By Kori Garner

With more than

250,000 family memberships,
ClubCorp’s tennis and athletic
clubs abound with real-time sto-
ries of employee partners going the
extra mile for their members to
create what CEO Robert Dedman,
Jr. calls, “magic moments.” A
“magic moment” is more than the
simple fact that every employee
partner knows every single
member’s name and greets them
by name every time they visit. It
is always a situation in which an

Star Service Culture

employee partner exceeds the
member’s expectations by provid-
ing a service that is both unex-
pected and personally helpful.
Over time, ClubCorp members are
treated to so many “magic mo-
ments” that their club experience
takes on a flavor of its own, which
Steve Tharrett refers to as the “in-
tangible quotient,” that trusting
relationship between club and
member.

Club Insider News
writer, Kori Garner, recently inter-
viewed managers, employee part-
ners and members at several
ClubCorp clubs across the coun-
try to get the “inside scoop” on
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ClubCorp’s *“star service” and
“pride in belonging” approach to
customer service. Clubs partici-
pating in the interviews include:
the Rivers Club in Pittsburgh,
PA; the Downtown Club in
Houston, TX; LeClub in Glen-
dale, WI; the Athletic and Swim
Club at Equitable Center in mid-
town New York City; and
Kingwood Country Club in
Houston, TX. We asked our par-
ticipants to speak specifically on
tangible examples of the five el-
ements of ClubCorp’s P.R.1.D.E
Initiative-personalized service,
recognition and acceptance, in-
volvement and communication,
developing relationships, and
education and growth.

Here is what they had to
say on-

Personalized Service

The Rivers Club,
Pittsburgh, PA

Mitchell Laskowitz
General Manager
With the Rivers Club
for 1.5 years

Every Wednesday on
the business level, all of our
members are given an opportu-
nity to host a company introduc-
tion meeting that we call “Elbow
to Elbow.” The club provides
fruit and cheese, as well as red
or white wine, for up to 75
people. The members get a
chance to network and connect
with others and learn about their
businesses. The idea of these
meetings came from our vision
of the club as a “home away from
home and an office away from
the office.” We're here to help
people grow personally and pro-
fessionally,

Happiness is ‘our busi-
ness. We provide a new lifestyle
for our members and we continu-
ally listen to them and try to meet
their needs.

George Moray
Rivers Club member
since 1988

I lost my sight to Retini-
tis Pigmentosa in 1972. I've al-
ways been athletic and love to
work out; it keeps me going and
is a great release. | come to the
club every day. The entire staff
on the sport and weliness level
assists me with everything I do -

from the lockers to the treadmills.
I really appreciate their assis-
tance. They are pleasant and will-
ing, almost too willing, to help.
If there isn’t a person available at
the moment | get there, somehow
someone finds the time. They
make sure I can get from machine
to machine and they help with
adjusting seat levels and weights
if needed. The staff makes sure
my next workout station is ready
and even assists me to the River’s
Edge CafE if | need a break.
There is no additional
cost for this service. | know this
is not part of the staff’s job de-
scription-it is done out of the
goodness of their own hearts.

Craig White
Program Director 4
With the Rivers Club for 4 years

About a month ago I no-
ticed member Lisa Gordon liked
to do crossword puzzles as she
worked out on our cardio equip-
ment. | put together some cross-
words for her and so the next time
she came into the club to do her
workout she was greeted with a
clipboard of crossword puzzles
and a pen.

My goal is to see the
problem so I can have a better
chance of fixing it. Every day is
different. 1 just try to have fun
each day.

Lisa Gordon
Rivers Club member

My workout includes
one hour of cardio exercise. To
keep from getting bored, I multi-
task by watching TV, listening to
my Walkman and working on
newspaper crossword puzzles.
When | found the clipboard of
crosswords that Craig had put to-
gether for me, | was extremély
touched and surprised...

The Rivers Club is a
great place to be. 1 am a private
person and can keep to myself,
even though [ know that the statf
is open to my needs.

As a special example of
this extra care, about six weeks
ago my grandmother died and the
club employees sent a flower ar-
rangement to my home. |
couldn’t believe they would go to
all that trouble!

Judge Richard Morgan
Rivers Club member since 1997
I had a reaction to some

kind of chemical at the club. I
wasn't sure if it was the chlorine in
the pool, the towels or what. The
club employees worked with me to
discover what was causing the re-
action. They tested the chlorine in
the pool and changed the detergent
when washing the towels. Then
they discovered that it was the
bleach that was being used to
brighten the towels that was caus-
ing the problem. To fix the situa-
tion, they now use a setting in the
wash cycle that doesn’t require
bleach. This setting is referred to as
the “Judge Morgan Setting.” A load
of towels is done just for me on that
selting on a regular basis!

The Athletic & Swim Club

. at Equitable Center, Midtown

New York City

Jill Bauman
Club Manager
With ClubCorp for 10 yrs./at
Athletic and Swim Club for 3 yrs.

At ClubCorp we take the
exceptional things for granted. We
know our members as individuals-
we know their preferences, needs
and desires. We treat everyone the
same; we treat them all as individu-
als, whether they’re a celebrity, a
CEO or just someone who wants
their privacy respected. If you treat
people well by getting to know their
personal preferences, they become
your repeat and permanent custom-
ers.

As an example of small
services we take for granted, our
club offers complimentary
shoeshines to our members; the at-
tendants always have the correct
pair of shoes ready and waiting
when the member returns to pick
them up. The same thing happens
with our front desk personnel-they
get to know members’ locker num-
bers and have members' locker keys
ready for them as they approach the
desk.

Morette Chery,
Locker Room Attendant at
Athletic and Swim Club

One of our members re-
cently had surgery done to both of
her hands.. After her workout she
had trouble combing out her very
long hair. She looked like she could
use some help, so | asked if she
needed any assistance. She was
very surprised, but extremely grate-
ful for the help.

(Sce Tharrett Pride page 16)
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Tony Berkman
Trainer at Athletic and Swim
Club for 11 years

Club member Richard
Goldstein REALLY LIKES a cer-
1ain iced cappuccino after his work-
out, which is made at a coffee bar
outside the club. 1 usually go out
and get one for him, or if | can’t,
another staff member goes. As the
weather becomes colder, we get
him a particular hot tea that he
likes. | also get Richard’s gloves,
headphones and water bottle from
his locker to have them ready when
he arrives for a session.

I think of personalized
service as a by-product of know-
ing your client, developing a long-
term relationship with him/her and
taking the extra step(s) necessary
to relieve his or her stress.

Recognition
& Acceptance

Phillip Stika
General Manager
Kingwood Country Club,
Houston TX
With ClubCorp for 21 years/ At
Kingwood for 4.5 years

Some people are justborn
with a “servant’s heart”. They en-
joy the feeling they get from help-
ing others. All that is needed for an
employee partner to advance in this
company is a great attitude and per-
sonality, and a constant striving to
exceed members’ expectations.

Many of our members
find that they develop close rela-
tionships with the employee part-
ners who serve them every day.
Take, for instance, Kathy
Sonneman and her husband, who
have been members of our club
since the late *70’s. Kathleen plays
bridge at the club every Thursday.

A SIMPLE FACT
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Association
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Group, Inc.

“Health Clubs are our

ONLY business.”

Property, Liability, Workers Compensation
and Bonds
Call now for a brochure and application

1-800-985-2021
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She is in a wheel chair and the staff
makes sure that they know when she
arrives so they can be ready to as-
sist her to get to her game on time.
Marie, our receptionist, is called by
Kathy from her cell phone to alert
the staff that she is on her way and
Marie makes a point of letting a
member of staff know that Kathleen
is about to arrive. Kathleen looks
forward to her bridge games and this
added attention makes it possible
for her to make each game free from
interruption.

Kathleen (Kathy Sonneman)
Longtime Kingwood Country
Club member

Ifeel like the club staff are
family. They are always happy to
help.

For the past four years the
Kingwood High School Drama
Club has used part of the country
club for a fundraiser. With help
from many Kingwood employee
partners, they create a “haunted for-
est” for Halloween. The staff clear
away an area behind the club and
get it ready for the high school stu-
dents to set up. All proceeds raised
by this charity event go to the drama
club.

Also, each year, just be-
fore the Little League baseball sea-
son approaches, John Freeman, our
club superintendent, lends his time
and the club’s equipment to getting
the Little League playing fields
ready. John rebuilds the pitching
mounds and gets the fields in shape,
so that when the parents and offi-
cials come out to prep the fields,
there isn’t much work left for them
to do.

And, finally, I have to
share a story about Rufus Loud, the
lead chef in our clubhouse kitchen.
After speaking with one of our
members and hearing about her love
of exotic dishes from around the
world, then learning that she has a
collection of international recipes,
Rufus asked her to bring in her fa-
vorite recipes so that he could cre-
ate a very special dinner for her
birthday. Our member invited a
couple of friends to join her, and on
the evening of her birthday, in ad-
dition to cooking dinner for the rest
of the club, Rufus created a special
dinner from her recipes especially
for her and her friends to enjoy.

Involvement
& Communication

The Downtown Club,
Houston, TX
Mike Saldivar
Revenue Manager
With ClubCorp for 17 years;
with the Downtown Club for 3.5
years
Member involvement on

various club committees is criti-
cal to our success. We try to cre-
ate an environment where mem-
bers drive the fun. Fun is the
magic created by our members
who feel a sense of passion and
ownership for the club. This is
done through active member
committees and boards.

For example, our mem-
bers planned a Halloween party
that 200 people recently attended.
Funds were raised for a local
charity that was chosen by the
members. We also encourage club
members to join different sports
teams in the community-from
basketball to softball.

One of our group exer-
cise instructors came up with the
idea that each member introduce
himself at the beginning of his
class by giving his name, com-
pany and role he plays in that
company. I've been told by mem-
bers, “That is so great. | wanted
to know who that guy was” or “I
have been wanting to speak to
someone from that company.” It’s
a great method for getting mem-
bers involved with each other. We
are all trying to connect and this
is just another way to open up to
each other. The more successful
our members are, the more suc-
cessful we are.

Another example of per-
sonal involvement with our mem-
bers happened after the attack on
September 11th, when one of our
locker room attendants overheard
that a longtime club member was
killed in the World Trade Center
collapse. 1 attended this
gentleman’s memorial service
and heard his 34-year-old son
speak movingly of his memories
of spending time at the club with
his father.

I really took this mes-
sage to heart. I've since shared
the story with all our employee
partners and told them that what-
ever they do each day for our
members can really affect them
in untold ways.

Developin
Reiaﬁou’is*h:%s

David Coffey
General Manager
LeClub, Glendale, WI
With ClubCorp for 26 years/ at
LeClub for 18 years
We become valuable to
our members by developing per-
sonal relationships with them. We
do this in a variety of ways right
from the beginning with new
members. In our Quick Start ten-
nis program our tennis pro sets up
time to evaluate a new member’s
skill level. At this point, up to
three matches are set up with

other members of an equivalent
skill level. Likewise, in our Quick
Start Fit classes, new members
meet with our fitness instructor
and are given equipment orienta-
tions and introduced to other mem-
bers who have similar fitness
goals.

I remember that one of
our members got to know another
member who was a doctor. One
day, the doctor started to feel ill
during his workout and his work-
out partner suggested HE see a
doctor. He listened to that advice
and, ultimately, went into hospital
for a triple bypass operation.

Susan Zuelke
LeClub Pro Shop Manager/
chairs LeClub Charity
Committee
At LeClub since 1978

I enjoy helping people. 1
was so excited about chairing this
Committee and helping to make
community service a priority in
our club. I am really fortunate that
my Manager, David Coffey, en-
courages me to do this kind of
community outreach.

A club member and I col-
lect warm-up suits from other club
members to be donated to the
sexual assault treatment center at
our local hospital. In sexual assault
cases, the authorities need to keep
clothes as evidence, so the warm-
up suits give the women something
warm and comfortable to wear at
this time of crisis.

Another member of the
club teaches tennis to deaf and
hearing-impaired members of our
community. Other club members
donate their rackets and tennis
balls, as well as volunteering to
help with the teaching.

We have so many ways in
which employee partners and
members can reach out to the com-
munity. We're currently collect-
ing coats for the Salvation Army,
and for 20 weeks out of the year,
on Saturdays, the club holds ten-
nis clinics for inner city children.
Club staff lead warm-up exercises
before community runs/walks,
and, since several of our members
are Little League coaches; our club
sponsors several of the local teams.

The Rivers Club,
Pittsburgh, PA
Mitchell Laskowitz
General Manager
With the Rivers Club
for 1.5 years

Our employee partners
are leaders. They need to be sin-
cere in who they are and what they
do. They understand that each in-
teraction they have with a club
member matters and counts. Our

(See Tharrett Pride page 18)
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Focusing on Three Perspectives

€S

By: Mike Campetelle

Givcn the times in

which we live, it is not difficult for
one’s mind to wander in contem-
plation about the future, reflection
about the past and trepidation about
the present. It is of paramount im-
portance that fitness sales profes-
sionals renew their focus on the
skills and techniques that enable
them to help others along their way
to enhanced health and a better
quality of life. In addition to basic
sales techniques and systems, an
understanding of the following
three perspectives will aid in the
conversion of prospects to mem-
bers. These perspectives are:

1) Understanding pros-
pects’ needs.

2) Understanding the
club’s role as a destination,

3) Understanding the
club’s value.

Undemrandinﬁr
Prospect’s Nee

Each and every pro-
spective health club member has
his own personal and specific
needs that he is seeking to be met
by becoming a member of your
facility. The only way to determine
what those needs are is to perform
an in-depth needs analysis. The
needs analysis should be the sec-
ond step in the sales presentation
following the meet and greet stage
and should be done sitting down,
in a semi-private, non-threatening
environment, using a profession-
ally printed needs analysis form. It

for Increased Sal

is here that the fitness salesper-
son can continue building rap-
port and ask the type of ques-
tions, the answers to which will
provide the content and struc-
ture of the sales presentation.

What makes a needs
analysis effective is not only
discerning what a prospects’
motivation is for joining but
also the underlying reasons as
to why this decision is impor-
tant at this particular time. It is
important to uncover the whys
to the whats, because people
make decisions based on emo-
tion and justify them with logic
later. As an example, if a pros-
pect responds to the question
“What goals would you like to
accomplish at our facility” with
the answer, “I’d like to lose
some weight... abobut 25
pounds™ losing 25 pounds is'a
logical goal in that 25 pounds
of weight is merely a substance,
The emotional component to
losing the weight is elicited
when a prospect responds to
questions like, “Why is that
important to you now?” “What
would losing that weight do for
you?” or “How do you think
losing that weight would impact
your life?” The answers to these
types of questions will help to
uncover the emotional motiva-
tion of the prospect and thus in
a more emotional charged state,
the prospect is more likely to
say “Yes" to joining your facil-
ity.

It is important to real-
ize that prospects join health
clubs for reasons other than for
physiological change. This
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point leads to the next perspective.

Understanding
the Club’s Role as
A Destination

Hcalth Club is a fairly

generic name associated with fa-
cilities, which provide exercise
equipment, instruction and pro-
grams. Whether a facility has the
word “club” in it’s name, or not,
it is still a “club” which, as de-
fined by The American Heritage
Dictionary, is “A group of people
organized for a common
purpose...the building or other fa-
cilities used by such a group.” The
health club is a destination where
people with like interests can go
and be together, share conversa-
tion, watch television monitors
and commiserate together. This
opportunity that the health club
offers to enhance the feeling of
community and increase “social
currency,” a feeling of connected-
ness among individuals, is more
important now than ever before.
In his book entitled “Bowling
Alone-The Collapse and Revival
of American Community,” Rob-
ert Putnam reports that “In 1992
three-quarters of the U.S.
workforce said that the break-
down of community and selfish-
ness were serious or extremely
serious problems in America.”
The events of the past few weeks
in America have served to
strengthen social cooperation, re-
new a spirit of common purpose
and forced most people to re-
evaluate life priorities.

Fitness sales profession-
als need to be aware in this

psychographical shift and realize
that for many members and pro-
spective members, the health club
as a home -away-from-home desti-
nation provides a gathering place for
people interested in their own health
as well as the health of their com-
munity.

By asking a prospect
lifestyle related questions such as,
“How do you currently spend your
discretionary time,” or “what other
roles aside from fitness do you think
the club could provide for you?”, the
fitness sales professional can either
confirm the prospect’s need for in-
creased social currency, or enlighten
the prospect as to that available role
of the club.

For some members and
prospective members, current events
have provided a catalyst for re-evalu-
ation of how discretionary income is
spent. This brings us to the final per-
spective:

“Understanding the
Facilities’ Vcﬁue

Ccnainly in times of
economic flux certain non-essential
purchases and travel are assigned
lower priorities for most individuals.
Fitness sales professionals realize
that in these times health club mem-
bership presents an even greater
value than ever. The reason? Com-
parison. When one looks at the com-
parison between the monthly dollar
investment of health club member-
ship and other options, the club mem-
bership option emerges dramatically
attractive. Assuming +/-$65/month
for club membership, consider the
following:

* Ski for ONE day per

month or have the option to go to the
club EVERY day.

* Dinner and drinks for
ONE or have the option to go to the
club EVERY day.

* Buy ONE HALF pair of
the latest athletic shoes or have the
option to go to the club EVERY day.

* Attend a concert ONCE
or have the option to go to the club
EVERY day.

* Have a comfortable en-
vironment, filled with attractive
people (in body, mind and spirit),
sharing commonality in health, fit-
ness and social community... PRICE-
LESS!

In Closing

itness sales profession-
als always need to have their finger
on the pulse of the marketplace feel-
ing for changes in such things as buy-
ing motivation, personal priority as-
sessment and shifts in what consum-
ers’ expectations are relative to their
health club experience. By truly un-
derstanding a prospect’s needs, real-
izing that the club provides a desti-
nation farther reaching than fitness
altainment, and knowing that dollar-
for-dollar a health club membership
is one of the best investments in the
marketplace today, fitness profes-
sionals can help more people, have
more health and happiness than ever
before!

(Mike Campetelle is a
speaker, trainer and consultant to
professionals in the health and fitness
industry worldwide. You may contact
Mike at: PO 272, Storrs, CT 06268,
Ph.# 860-487-5905, Fx.# 860-429-
7018, Wondermike@rcn.com )

...Lharrett
Pride

continued from page 16

club members recognize and applaud
this sincerity and integrity.

Our club creates lifelong,
memorable relationships. It plays a
role in people’s lives. Many of our
members are influential in the sur-
rounding business and civic commu-
nities and by anticipating and meet-
ing their needs we receive back their
generosity in time, influence and cre-
ativity.

Developing relationships
with our members leads to the form-
ing of greater relationships. For in-
stance, our members have helped
opened the doors of the leading com-
panies in downtown Houston, so that
we can create additional relationships

with additional opportunities for

The support our mem-
bers give to local and national
charities is endless, For ex-
ample, after the attacks on the
World Trade Center in Septem-
ber, our club chose to raise
money for the New York Police
and Fire Department Widows
and Children’s Benefit Fund. In
October, new members were
able to donate their club initia-
tion fee directly to this fund.
Also, all the country clubs in the
city of Houston, including the
Rivers Club, opened to the pub-
lic for one day in October,
dropped their fees to $50 per
round with a golf cart and do-
nated the day’s proceeds to this
charity. Club members interact-
ing with the community have
driven all these efforts and more.

Education & Growth

The Athletic & Swim Club at
Equitable Center, Midtown
New York City,
Jill Bauman

Club Manxgsg
With ClubCorp for 10'yrs./at

Athletic and Swim for 3 yrs.

ClubCorp strongly be-
IieveSinpromoting from within, so
continuing education is a high pri-
ority with the company. They actu-
ally have a scholarship program for
employee partners. At the begin-
ning of each year, members of our
staff pick their choices for classes
held both nationally and locally, and
submit their requests. ClubCorp
grants each club a certain propor-
tion of the requested classes. It’s
really great. Trainers look forward
to this for keeping their skills cur-

rent. It expands their ability to train
their clients-our members. It’s
unique because our trainers get the
opportunity to choose the specific
training that is most useful to them
personally...

Each year ClubCorp also
hosts a national athletic meeting at
one of its resorts. This is a marvel-
ous opportunity for our club’s em-
ployee partners to network with
other ClubCorp employees and leam
more about our company and the fit-
ness industry in general. It’s also a
great time for teambuilding

Michael Walker
Personal trainer with Athletic
and Swim Club for 13 yrs,

Overthe years I've worked
throughout the entire club. | started
in the laundry room, worked the
front desk, and then was the fitness
floor manager. Now | am a personal

trainer and teach group exercise
classes. I really know this club and
I’ve been told that I’m one of its most
requested trainers.

I've been training for five
years and became certified three years
ago. Thanks to the club’s certification
and educational opportunities I've been
able to learn how to teach the most in-
demand classes, like body sculpt and
athletic conditioning, Pilate’s allegro and
trekking (like spinning, but on tread-
mills). I always want to learn whatever
is the latest in fitness training to bring to
the club and our members, and
ClubCorp makes that happen.

Obviously, ClubCorp inspires
passion, loyalty and a sense of esprit de
corps in both its employee partners and
its members. No wonder then that John
McCarthy, Executive Director of
IHRSAsays, “ClubCorpand its“STAR
Service” philosophy is a wonderful
model for the entire industry.”



In clubs equipped with Cardio Theater, members~”

look forward to their workouts. They know they will
be entertained, and motivated in their own way. And
that means watching Oprah ifthey choose.

Cardio Theater is the.acknowledged world
leader in Exercise’Entertainment. With a
high-quality Awireless technology system

to fit every budget and our new LIFETIME

Every member s molivaled arfferently. WARRANTY, it is the clear choice for your club.

CLardio- Thealer mofivaies Them all.
Ofder a new Cardio Theater system (or upgrade

your current Cardio Theater system) and get
B our Lifetime Warranty FREE for 4 years!
For details, call us at 800-CARDIO-1 or visit

our website at www.cardiotheater.com today.

CARDIOZ . .

EXERCISE THE BODY. ENTERTAIN THE MIND.™
1-800-CARDIO-1, 503-645-8881
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rships Is Easy!

Prospecting, Production and Accountability. That’s the Hard Part

By: John M. Brown
President - Professional Club
Management, Inc.

Iuﬂ:emmpeuuve‘ ive world of
the club industry the major difference
between the havesand have not’sis the
profitable clubs produce and generate
revenue for the club on a consistent
basis. All the walk-in’s and Telephone
Inquires are a bonus. Remember you
can’t predict on whether the phone will
ring or someone to walk in everyday
orevenonaconsistent basis. Clubs who
operate under that mentality and phi-
losophy are like “Leaves being blown
in the Wind™, subject to all the possible
things that can affect traffic or interest.
Profitable operations “Plan to Make
Money™, everyday, yes including Sun-

days

Profitable long-term success-
ful clubs seem to have several impor-
tant characteristics. I will list them be-
low. See how many or if any you have.

1. They seem to wake up in
the moming and think; We're not go-
ing to make any money today! They
spring from the bed considering them-
selves basically unemployed for today
unless they act to produce and gener-
ate revenue. Every day is a clean slate,
what happened yesterday is only im-
portant in the total scope of things. The
trick or theory is to leam to string to-
gether day after day after day after day
(You get the idea), of production and
income generating days. Kind of like
“Groundhog Day™ only with you de-
termining your own positive outcome
daily. Someone really smart once told
me “Basically this business is being able
to do the same basic things day in and
day out and do them very well all the
time”. Ask yourself, Are the basic fun-
damental processes and operations of
our sales process being done everyday
and are they being done well? I could
tell you a bunch of new fangled, top
secret, consultant ideas right now but if
the above is not occurring that is where
you need to start first. When you ask
your staff if this is being done or that
being done then go further and ask them
to verify it. If you give them instruc-
tions regarding something you think is
important or useful and they say “Were
already doing that” or “ Know that”, it
usually means they are doing it how-
ever they damn well please. Check!
Verify! Validate! Reconcile! Don't
fall into the trap of “The illusion of
Perceived Reality”, thinking one way
then only to find out after close in-
spection that practically nothing is
being done and if it is its not being
done proficiently.

2. Successful Clubs have a
production environment, production
attitude, production philosophy and
what I call a “Production Conscious”.
“Production Conscious” occurs
when you and your staff feel respon-

sible, duty bound, and a moral ob-
ligation to produce revenue every
day. I may have even said this in
my last article but it seems appro-
priate here again. Peter Drucker, the
father of modern management phi-
losophy, and the foremost author-
ity on business management says
this, “A Business has a moral obli-
gation to make a profit” “An obli-
gation to the customers, venders,
employees, and shareholders”.
There is nothing evil about mak-
ing money if you do it legally and
ethically. Your production people
are there for this and only this rea-
son. If they are not doing it or don’t
want to do it or just want to be “Or-
der Takers”, start looking for people
who have a conscience and work
ethic. Remember this simple but
difficult management theory; Your
people do what you allow them to
do. If they are not performing its
usually not their fault. Go look in
the mirror. That’s whose fault it is.
Your role as a manager or owner is
to manage, guide, direct, monitor
and ensure you people have every
tool they need to do their job effec-
tively and most important but most
neglected adequate training and
skills.

3. Successful Clubs Plan
to make money, IN ADVANCE!
Making it up as you go along is
something we all have been guilty
of one time or another. Successful
clubs plan (in advance) daily,
weekly, monthly, yearly and even
forward plan for the near future
usually the next 3-5 years. Every-
thing from rate increases to growth
strategies to marketing and even
projections based on that forward
plan to see if its achievable and to
use it as a road map and score card
to gauge success. If a salesperson
wakes up in the morning and has
no appointments or even a specific
plan as to how they are going to
get appointments then they are ba-
sically unemployed. Think about it,
you pay them some kind of salary
as part of their pay package right?
Well that’s not “Free Money”, Re-
member, in most settings, sales-
people are compensated a commis-
sion when they sell something, pos-
sibly a bonus if they are meeting
or exceeding your standards for
them. What’s the salary for? I tell
you what its for. Consistent, day in
and day out multi faceted efforts
and results in generating revenue.
Yes, that dirty word many sales-
people loathe, Prospecting. In my
humble opinion, there is no other
skill or requirement that is more im-
portant for a salespersons success
then prospecting. I hate to break the
news to you but if this industry is
going to grow as it’s predicted to
or we hope it will then “You gotta
go get them”. My God, it’s hard

enough for a poor prospect just to
walk in the club for information,
but they have to be self-confident
and self motivated too? Good luck.
It isn’t reality. My perspective is
and has always been that all those
people who are out there and not
in our clubs haven’t had even a per-
sonal invitation to come try the
club. Fact: Most of them don’t even
know you exist or that you are
there. Fact: Even if they do know
you are there they have already for-
gotten. It’s not something people
drive around everyday and think
about. Fact: Most of them who
have been asked to come to the club
cither haven’t been asked in the
right way, often enough, with any
passion or compassion, or have
“Dropped through the cracks”
somehow. Believe me there are a
lot of cracks to fall into. Fact: Hate
to tell you but most people don’t
think or perceive exercise to be
much fun. In fact many of them
think it has to be painful to be good
for you. You know the “No Pain
no Gain” quote. I bet you 80% of
those that aren’t with us can recite
that verse. Fact: Many people out
there have had bad experiences or
have suffered frustration, difficulty
and most importantly failure. It’s
the end result, failure that hurts the
most and keeps them away. Who
wants to subject themselves to
something that they’ve failed at be-
fore? You may see the as road
blocks but when 1 sit around long
enough and start think about it the
opportunities that exist for us to
reach, touch, help, change their
opinion of us, and most importantly
change their lives, it give me chills.
How do you reach these people?
Yes thru various advertising and
marketing mediums, but where the
exponential growth exists is in our
disciplined, professional, consis-
tent, persistent efforts to “Go get
them”. There are literally thousands
of creative ways to prospect and
none of them have to be “Cold
Calls”. I have a list of some 50-75
basic 101 prospecting vehicles that
could be helpful. Anyone who
wants a copy of one, just call, email,
write, yell and I will send it to you
for free.

4. Successful clubs have
nearly “watertight” guest proce-
dures, policy’s, control, and knowl-
edge of every puest’s whereabouts,
who's responsible for them, what
the current status is. I’ve said this
before but, Salesisa managed pro-
cess. If managed properly and well
the natural conclusion and result is
a new member.

5. Successful Clubs have
performance targets and hold
people accountable for producing
their share. Accountability in the
club industry, now that’s something

to ponder on. Everyone from where
I'm from always asks me, “What is
it you do”? “When are you going
to get a real job™?, or my favorite,
“When are you going to buckle
down and make something of your-
self"?. They have no idea what we
do and that it is real work. My point
is this, those same people, or the
people who are out in the “Real
World”, have reasonable levels of
performance and accountabiity for
what occurs or doesn’t occur. They
didn’t teach me in college about
accountability. I had to find out the
hard way. But why should our in-
dustry standards and expectations
be any different than any other suc-
cessful business? I'm not saying
holding people accountable is easy
or fun. It takes time to know how
to deliver this message to someone
and many times you have to deliver
it in different ways to different
people. But at least begin. Start.
Make mistakes, but start making
people accountable. Not holding
people accountable is of epidemic
proportions in the club industry.
Status Quo behavior will not be
acceptable, if you have a Status Quo
attitude towards production and the
accountability associated with it [
promise you are going backwards.
Lasssie Faire attitude wont work
either. “What happens, happens”
means you are at the mercy of in-
consistent, unpredictable sales and
performance. You are doing them a
service and your duty in holding
them accountable and being up
front and fair about where every-
one and their contributions stand. |
know it’s hard. But start. You will
see improvements.

In my humble opinion,
actually selling the membership is
the easy part. In fact it's so easy that
people complicate it. Many times |
have witnessed a prospect teetering
on the verge of making a good de-
cision and the salesperson talking
them out of it. Sometimes you have
to just “Get out of the Way” and let
them join. The more a salesperson
talks generally the worse the results
are. | don’t know about you but |
like salespeople who make me feel
recognized, make me feel impor-
tant, actually listen to me and re-
tain what I said, and most impor-
tantly, let me talk about my favor-
ite subject. Me. Anybody, I repeat,
anybody who can follow a few ba-
sic guidelines can actually sell the
membership. | could train the wa-
ter fountain to sell a membership.
But the difficult part lies not in ac-
tually getting them to join but in just
getting there at all!

These are just a few of the
characteristics | see as a common
thread in successful and profitable
clubs. I hope you are doing all of
them and if not try to emulate some

orall of them. Below I will give you
some key concepts, thoughts and
specific advice, which I believe used
wisely, can improve any operation.

* Without prospecting and
outreach by your staff you are basi-
cally paying for order takers. If
you’re going to do that you would
be better off setting up a table at the
front door and take orders. When |
train salespeople the first thing |
teach them about is prospecting and
creating business.

* If you don’t have writ-
ten, formal production targets both
individually and as a group it’s go-
ing to be hard for you to hold any-
one accountable. Set written, formal
targets, which are achievable and do
them in advance. Also sit down with
each individual and explain to him
or her what all this means and frame
it to him or her as this is going to be
your contribution. Then monitor it
daily and coach them a little bit at a
time not explode on them all at once
at the end of the month when it’s to
late to do anything. Get or develop
adaily sales flash report and demand
it to be done and accurate everyday.
Then analyze it daily so you can
change the direction of an individual
or the group today not later. If you
don’t have a daily sales flash report
or would like one call me, email,
write, shout and I will send you a
template, which you can customize
for free.

* Remember that the money
inthis business is in the details and how
well you manage them. Eliminate as
many cracks as you know how to.

* Invest time in training and
retraining your staff consistently it is
absolutely necessary to a profitable or-
ganization.

* Make sure you know for
sure what is going on from a sales op-
erations standpoint. Validate, Verify,
Reconcile, Inspect, but make sure.

* Remember the harder it is
to “Beat the Club” the more members
you will have. Stick to your policy’s
and rules and make prospects com-
pelled to join through controlling ac-
cess and usage.

I'wantto end this article with
some very important business prin-
ciples I heard one day from anold lady
from the south part of Missouri. She
said this; I have three principles of busi-
ness. I said what are they? And she an-
swered

1. Get the Money

2. Get the Money

3. Get the money

Make the most of every op-
portunity and make sure you are “Get-
ting the Money™.

(John M. Brown is the Presi-
dent of Professional Club Manage-
ment and may be reached at: (913)
557-9018.)
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IHRGA 2007

MARCH 6-9, 2002 « PHOENIX, ARIZONA
Phoenix Civic Plaza

IHRSA’s 21st Annual International Convention 4, Trade Show

4 ee all the leading companies and many newcomers under one roof at IHRSA 2002.
With almost 10,000 people attending the show, the 350+ exhibitors have larger
displays at IHRSA than anywhere else in the world.

% B
>> Aﬁ ATTENDS AN IHRSA TRADE SHOW?
* Health clubs » Physical therapy centers e Hospitals
* Spas and resorts Y's and JCC's * Studios
* Park and Recs » Indoor sports facilities * Tennis/golf/swim clubs
* Weight loss centers * Military fitness » Universities/colleges/schools
» Residential complexes » Senior centers » Fire, police, correction centers
* Developers » Distributors * Retailers

>>Fz ﬁﬁ ADMISSION PASS AVAILABLE ONLINE!

Log on to IHRSA's web site at www.ihrsa.org/mee egisterhtml to register for a FREE Trade Show pass. Good
foradmislontoall3daysofthetradeshowinchnd&agMMDmmgW«komsonlhmﬁaymdFﬂday!Thlssyourdmnem

“try before you buy"!

; / H é GET A 2-DAY NETWORKING PASS...AVAILABLE ONLY ONLINE!

. . Register online for a special 2-day Networking Pass for only $75! This special “online only” pass will give you access to 2
e Keynote Speaker presentations (Robert K. Cooper, PH.D. and Dr. Ken Cooper), all 3 days of the trade show, Early Morning
_ ~ Workouts and IHRSA's Closing Reception.

4

For more information on attending IHRSA 2002, including a complete agenda, visit IHRSA
online at www.ihrsa.org/meetings/convention or call 800-228-4772 or 617-951-0055.

@]
The International Health, Racquet & Sportsclub Association
263 Summer Street, Boston MA 02210
800-228-4772 = 617-951-0055 © fax: 617-951-0056 » www.ihrsa.org ¢ info@ihrsa.org » www.healthclubs.com
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Keys to Long-Ter Success with
Pilates-Based Programming

By Joy Karley, MA

Wilh all the recent buzz

surrounding Pilates and Pilates-
based programming, many clubs
have either added or are looking into
adding this popular new service.
While the traditional, studio-based
Pilates programming is thriving in
many areas, club owners and fitness
entrepreneurs have been cautious to
Jump in with both feet. As the initial
success of many clubs and chains’
first attempts at Pilates-based pro-
gramming has fizzled or failed as the
months draw on, second-thoughts
about investing in this programming
are understandable.

The key to starting and
maintaining a successful, profitable
Pilates-based program is to recog-
nize and address the barriers to en-
try. There are three primary barriers
to entry for a successful Pilates-
based program:

1. Finding - and keeping -
good instructors

2. Meeting space and
equipment requirements

3. Creating member aware-
ness and demand for a premium ser-

vice

First, the instructor is es-
sential to a profitable program.
Without the instructor, it is impos-
sible for the machines to earn rev-
enue. Many clubs purchase an
abundance of equipment and hire
one instructor. To maximize your
return on investment, we suggest a
reverse formula - purchase the
minimum amount of equipment
necessary to start your program,
and invest heavily in your staff.

The machines can only
generate revenue when they are in
use, and they can only be used when
there are instructors available to
teach on them. The more instruc-
tors you have, the more sessions
you can sell, and the more revenue
you will earn. The instructors must
be well trained and knowledgeable,
They must teach safe, quality, re-
sults-oriented programming to at-
tract and keep members in the pro-
gram. They - and their clients - sell
the program.

As with anything, there
will be turnover and a need for
growth, To maintain a successful
program, it is necessary to continu-
ally train new instructors to replace
any who have left as well as meet

the demands for expansion. Equally
important is the continuing education
for instructors. This prevents instruc-
tor burnout and client drop-off due
to boredom or plateaus.

Next, it is imperative that
the appropriate space be created and
devoted to the program. The rooms
for both group/floor and machine
programming require adequate space
for movement, at least two mirrored
walls, and some degree of privacy or
separation. Clients need to be able
to use the equipment and perform the
exercises without interference from
other members. They need to be able
to check their form in the mirrors to
perform exercises safely and cor-
rectly. And they need to be able to
hear and communicate with the in-
structor without having to shout over
background noise.

Not only do the above mea-
sures ensure a safe, pleasant environ-
ment for your Pilates-based program,
it physically sets it aside as a pre-
mium product. Clients feel they are
getting ample value for their dollar,
and they enjoy even a more private
atmosphere. If they feel they are get-
ting an elite service, they will be will-
ing to continue paying for it.

Lastly, members must be

aware of the value of this type
of programming and willing to
pay for the premium service.
The program must be marketed
and promoted as a premium
product offered above and be-
yond the basic club services and
programs. This is a specialized
program requiring extensive
training for instructors. The
members need to pre-register for
sessions, and should be able to
choose from a menu of services.

Marketed as more than
just Pilates, your program
should be sold as a series of dif-
ferent products to attract differ-
ent clients. Options should in-
clude choices of group size, ses-
sion length, and training focus.
Private training is obviously the
premium service, but small
group training can be sold for
groups of 2, 3, and 4 members
to keep costs down for members
while still generating premium
revenue and offering the benefits
of a semi-private session. Mem-
bers should be able to choose
among various session lengths -
30, 60 and 90 minutes. And
while retaining the core concepts
and philosophy of traditional

Pilates, the formats offered should be
progressive, contemporary, and meet
a wide range of client demands. Mar-
ket the benefits not just for the client
typically attracted to “Pilates™ -
women who read about how it can
“tone your butt and thighs” - but also
for men, athletes, anyone with posture
issues or back problems, anyone want-
ing an effective strength and flexibil-
ity program, etc.

With any major investment,
start-up costs, maintenance, and return
on investment are a concern. As many
have experienced, however, bargain-
basement deals and cutting corners can
backfire down the road. Cheaply
made equipment and poorly trained
staff is a quick road to failure as cli-
ents lose interest due to stagnant pro-
gramming, lack of results, or worse -
injury - and irreparable machines.

Rather than thinking of
Pilates-based programming as just
another group fitness program or some
new exercises for personal training,
take a different approach. Think of it
as you would a premium spa service.
You wouldn't seek out massage thera-
pists willing to work for minimum
wage. While you might not seek out
the most expensive, either, you'd prob-

(See Joy Karley page 24)
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THE XERCIZER, MANUFACTURED BY MEDX 96 INC,
IS THE BEST PILATES MACHINE! BUILT TO LAST!

PILATES CLUB PACKAGE

1 800 IMX 1336

ORDER NOW & RECEIVE A 20% DISCOUNT INCLUDES:
IN-HOUSE CERTIFICATION OF STAFF, EQUIPMENT, MARKETING KIT,

BUSINESS SUPPORT - GUARANTEED REVENUE'
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g Days of Kick Butt Education, 7 Mile Hike to the Top of the Rockies, Pontoon Trip on an Alpine Lake...
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THE MILNER REPORT

News and Views on Agmg

In a recent article that |
wrote, linterviewed a variety of hos-
pital wellness center directors to get
a better feel for their involvement
with the older adult market. Accord-
ing to current research, the 50-plus
market accounts for 45% of hospi-
tal wellness centers memberships, as
opposed to 13.9% for the club mar-
ket. My findings concurred with the
research, showing between 45%-
50% of these hospital wellness
members were over the age of 50.
The burning question was why?

The consistent and undis-
puted answer to this question, ac-
cording to the directors interviewed,
was the inherent credibility these
facilities gained from being part of
the hospital. A consistent theme
throughout my interviews was the
need for highly educated staff to deal
with the specialized conditions of
this market as over 50% of their
members had some form of chronic
or health-related issues. This was the
key to their extremely high level of
physician referrals, In the case of
East Jefferson Hospital Wellness
Center, 2000 of their 3500 members
came from physician referrals,
Imagine the type of impact this type
of referral would have on your busi-
ness, Now ask yourself this question:
What's stopping me from partnering
with a hospital in my community?

It’s a different business
madel, but so was aerobics when it
changed the landscape of the indus-
try in the early '80s. To catch the age
wave, the model needs to change.
The needs of the older adult are not
the same as the younger adult.

The objective of this col-
umn is to highlight the many chal-
lenges and opportunities that occur
within this market and to challenge
you to ask, What if? If I did that, how
would it impact my business now

and into the future? They say knowl-
edge is power, but that only applies
if you do something with it.

In this issue of the Milner
Report we cover the latest headlines
associated with the health and well-
being of the older adult. | encourage
you to take this research and ask
yourself how you can benefit from
it? Then create your action plan.

Older Men
Show Their Power

Older men with low lev-

¢ls of testosterone can literally drag
themselves away from frailty and
dependence by combining supple-
mental doses of the male sex hor-
mone with rapid-movement weight
training, a study finds.

The participants in the
study did eight-repetition power lifts
twice a week to strengthen their legs,
progressing to heavier weights as
they experienced strength gains.
However, the objective of the re-
search was not only to make the men
stronger; it was 1o have their muscles
respond quickly, as they would to
prevent falling.

At the end of the year, both
exercise groups that participated in
the study had improved, however the
participants who got testosterone
supplements improved more. The
exercise-plus-supplement group had
raised performance by close to six-
fold, while the exercise-alone group
had improved by almost fivefold.
Some of the men were lifting 600
pounds - weight you would typically
see their younger counterparts use.

The gains were almost mi-
raculous, as men who had walked
with canes no longer needed them.
The exercisers walked faster and
could get out of a chair more easily.
And even after the study, the men
continued to do exercises,

The study shows the
distinct need for and benefits of
power training for older adults-
of course through a well-super-
vised and monitored program.

The Power of the Mind

‘i hen scientists

looked at the medical records of
1306 Boston men who took part
in an aging study, they found the
ones who developed heart dis-
case were largely the ones de-
scribed by standardized person-
ality tests as pessimistic.

In assessing mental
states, the Harvard study used the
Minnesota Multiphasic Person-
ality Inventory determining
whether a person was an optimist
or pessimist. In general, optimists
attributed bad events to forces
beyond their control, while pes-
simists tended to blame them-
selves when things went wrong
in life. Optimists also tended to
think unfortunate occurrences
were fleeting, while pessimists
thought they were chronic.

*'For hundreds of years
we have had this intuition that
positive thinking is good for your
health,” said the researchers,
“‘now we have documentation
for that.”

SOURCE: Harvard
Medical School

Eat More Often

By George, I think
we finally got it right: eat more
often. Okay, maybe this is a little
misleading. But according to re-
search published in the Decem-
ber 1st issue of the British Medi-
cal Journal shows a person’s cho-
lesterol levels may depend not
only on what they eat, but also

how often.

The researchers
found that middle-aged and
older adults who ate frequently
throughout the day had lower
“bad” cholesterol levels and
showed a decrease of approxi-
mately 5% in concentrations of
total cholesterol and low den- |
sity lipoprotein (LDL) choles- f§
terol, compared this with those
who tended to indulge in one
or two huge meals per day. And
this decrease was despite the
fact that the frequent eaters, on
average, had a higher calorie
and fat intake.

The findings author
stated that the reasons could be
“that frequent eaters metabo-
lize what they eat rather differ-
ently than infrequent eaters.

“We should stress
that our data does not provide

Colin Milner

evidence for advocating frequent
snacking on junk food, said the re-
searchers, “ we should first and fore-
most eat more fruits and vegetables
and cut the saturated fat intake.
SOURCE: British Medical
Journal 2001;323:1286-1288.

Eat More Often...
But Eat Less

Cutling calories has been
shown to extend the life span of mam-
mals, and now it seems a strict diet
can even buy extra time for an already
long-lived mutant mouse.

Scientists say their success
in extending the lives of the unusu-
ally aged rodents was a surprise—one
that gives more weight to the idea that
counting calories may help people
lead longer lives.

There is “an emerging con-
cept that limited availability of food
can lead to physiological adaptations
that favor survival,” said the research-

ers.
SOURCE:
2001;414:412.

Nature

If you would like additional
information on any of the above re-
search or have a question you would
like answered, please email me at
Colinmilner@icaa.ccor call toll free
1-866-335-9777

(Colin Milner is the CEQ
of the International Council on Ac-
tive Aging. He has 19 years of in-
dustry background including club
management, consulting, and pub-
lishing, and is the former President
of IDEA Health and Fitness Asso-
ciation and Chief Operating Officer
of the Keiser Institute on Aging. He
has authored over 60 industry ar-
ticles and has been interviewed ex-
tensively in leading publications
such as, The New York and Los An-
geles Times and The Wall Street Jour-
nal.)

.Joy Karley

continued from page 22

ably seek out candidates with a rea-
sonable amount of training and ex-
perience willing to work for a rea-
sonable wage. You’d do this to en-
sure the safety and satisfaction of
your members, and to justify the
added costs of this service.

While successful Pilates-
based programming is not rocket
science; it is not simple either. It
entails a formula that is accessible,
marketable, palatable and profitable.
If you are considering adding this
type of programming seek the ad-
vice of other professionals. Look to
those who have a proven level of

success with this type of program-

ming. Find out what they did and
with whom they consulted to de-
velop the program.

Don’t try to recreate it your-
self. This is more akin to starting a
martial arts or ballet program than a
traditional fitness program If you've
not trained in these disciplines, you
wouldn’t try to create your own mar-
tial arts or ballet program with just a
little research and a brand-new instruc-
tor fresh from a 3-hour crash course.
Likewise with Pilates-based program-
ming, turn to a professional consultant
mhelpyousetupandlaunchyour
Pilates-based programming.

And remember, once you
launch your program, the work is far
from over. Upkeep is vital to growth
and profitability. Yes, additional
costs are involved, but if the pro-

gramming is generating suffi-
cient revenue, it substantiates the
cost of the upkeep in order to
facilitate growth and yes, increased
profitability. A stagnant program
will suffer attrition, so variety in
programming is the key 1o keep-
ing clients in the program. Once
the instructors are trained and have
a basic level of experience teach-
ing the program, they must continu-
ally leamn new programming and
take advanced training to keep the
program interesting and dynamic.

Something many clubs
overlook when launching a new
program is turnover. Any busi-
ness, no matter how loyal and
well-compensated the employ-
ees, suffers turnover. Whatever
the circumstances, it is a natural

part of business and can be offset if
addressed in the planning stages.
Whether 2 of your 3 instructors move
out of state or your program is growing
so fast that the initial 3 can’t handle the
client load, if your program is success-
ful, chances are you will need to add
instructors on a yearly basis.

Look for educators that of-
fer not only group rates, but also long-
term relationships to save on educa-
tion costs down the road. Better yet,
look for consultants that will create
customized packages for your club -
education/certification, equipment,
programming, and marketing inclu-
sive. Consider licensed programs,
which provide marketing and recog-
nizable branding. Some providers
and consultants will even come in-
house for education and training.

Pilates-based program-
ming is hot right now, so now’s the
time to make your move. Just do
your homework, choose the best pro-
gram and equipment for your mar-
ket, and don’t get burned trying to
cut corners or re-create the wheel.

(Joy Karley is Executive
Vice President of The Xercize Cor-
poration - creators of IM=X(c) (In-
tegrated Movement eXercise) inno-
vative, new Pilates-based program-
ming and equipment that capitalizes
on the demand for the Pilates exer-
cise system, enhances its benefits,
and introduces a lucrative new
source of revenue for club owners.
Joy can be reached at 212.997.5550
(800.IMX.1336 outside New York) or

Jjkarley@att.net.)
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THRSA’s Capitol Report

Capitol Report Reprinted Courtesy Of IHRSA

SHARE YOUR
THOUGHTS ON
IHRSA’S PERSONAL
TRAINING

GUIDELINES

IHRSA is writing “Ten
Commandments for Personal Training
in Health Clubs™ which are intended
as guidelines to ensure the safety of
clubs’ personal training clients. Please
sendany commentson the current draft
to gr@ihrsa.org. Thank you!

Draft: Ten Command-
ments for Personal Training in
Health Clubs

1) Personal trainers shall
not diagnose disease or treat inju-
ries, except for the preliminary treat-
ment of an injury following basic
first aid measures.

2) Personal trainers shall
not recommend specific supple-
ments, medicine or curative prac-
tices to clients for specific illness,
injury or health condition unless the
personal trainer has additional ap-
propriate credentials/certifications to
make such a recommendation.

3) Personal trainers shall
not train clients with a serious diag-
nosed chronic health condition un-
less they have been specifically
trained and certified to provide train-
ing to individuals with such condi-
tions or are following the procedures
prescribed and supervised by a phy-
sician.

4) Personal trainers shall
not begin training a client before the
personal trainer has received and re-

viewed a signed, comprehensive
health history from the client.

5) Personal trainers shall
ask the client, before each training
session, if they are currently ex-
periencing any specific pains or
health problems or if they are tak-
ing any specific medications that
might be affecting them.

6) Whenever a personal
trainer becomes aware of an undi-
agnosed illness, injury or a risk fac-
tor, the trainer should immediately
advise the client to contact the ap-
propriate medical or allied health
practitioner.

7) No personal trainer
shall offer specific and individual-
ized nutritional advice, unless they
have been specifically trained and
certified to do so.

8) If, in the course of per-
sonal training, a client experiences
any unusual pain or discomfort, the
trainer should immediately discon-
tinue the training session and ad-
vise the client to see a physician or
appropriate medical professional.

9) No personal trainer
shall engage in personal training
unless he or she has had first aid
training and certification to use
CPR and an AED (if an AED is
available on site for use).

10) Personal trainers
should be certified or be licensed
in a related field such as physical
therapy or athletic training.

THE YIN THE NEWS

(1
‘Thcre is no doubt

the health clubs lure away some of
the single- adult members...”

- Rick Reece, Develop-
ment Director, YMCA of Crystal
Lake, lllinois

“The YMCA has had its
struggles. Some local chapters are
finding it difficult to compete
against private health clubs and
park districts’ recreational and fit-
ness facilities...”

- Chicago Daily Herald
Editorial

MORE “SICK” DAYS
IN 2001 DRIVE UP
OPERATING COSTS

Mure employees

called out “sick” this year than in
2000, pushing costs associated with
unscheduled absenteeism up 24%,
the Society for Human Resource
Management reports. Missing
workers means losing money for
most companies, according to the
survey findings. As already lean
workforces have to make up for
those absent, productivity drops and
overtime soars.

Human resource execu-
tives say the most effective pro-
grams for reducing unscheduled
absences include alternative work
arrangements, telecommuting
(when possible) and compressed
workweeks. Paid leave banks are
seen as the most effective, specific
control over unscheduled absences.
With a defined number of days to
“spend” as they like, employees can

plan ahead with their managers
which days they will be off, and are
less likely to call out sick for an ap-
pointment they knew about well in
advance.

THRSA MEMBERS
DEFEAT
RECREATION
REFERENDUMS

chtcrday, volers in

Grand Junction, Colorado soundly
rejected a proposal To increase taxes
fora $25.5 million city-owned rec-
reation center. By a 3-1 margin,
voters turned down the measure that
would have increased taxes $2.9
million annually.

Dan Thurlow, owner of
Grand Junction Athletic Club, led
the efforts to vote down the 75,000
square-foot center, which would
have included two swimming pools,
two gymnasiums, a senior activity
center, a running track, a cardiovas-
cular weight room, a drop-in child-
care center, racquetball courts, an
acrobic and dance room and office

Elsewhere, residents of
Park City, Utah voted 53% to 47%
against a $2million bond for im-
provements to the community’s
“Park City Racquet Club.” Resi-
dents have almost paid off the last
bond to improve the Racquet Club,
and thanks to the “no” vote, the
owner of a $350,000 home will now
save $12 a year in taxes. Congratu-
lations to Michael Smith, general
manager of the Silver Mountain

Club, who worked tirelessly to de-
feat this referendum.

Finally, last week we re-
ported that Hampden Township,
Pennsylvaniacommissioners will
decide in January whether to build
an 86,000 square-foot community
recreation center. An incumbent
commissioner who was a strong ad-
vocate of the center appears to have
been defeated yesterday by a chal-
lenger who strongly opposes the cen-
ter. This is a major victory in the
battle to stop this $17 million project!

Please send your local rec-
reation vote results to gr@ihrsa.org.

FUNDS AVAILABLE
FOR OBESITY
PREVENTION

STUDIES

Thc Centers for Disease
Control and Prevention has an-
nounced the availability of up to $4
million in grants for those who will
study primary and secondary preven-
tion approaches targeting environ-
mental factors that contribute to in-
appropriate weight gain in children,
adolescents, and adults.

Applications may be sub-
mitted by domestic or foreign for-
profit and non-profit organizations,
public and private. Among the disci-
plines and expertise that may be ap-
propriate for this program are: obe-
sity, nutrition and dietetics, exercise
physiology and public health.

For more information, go to
http://grants.nih.gov/grants/guide/
rfa-files'RFA-DK-02-021.html.

CLUB INSIDER News Contributing Author Team

A National Gym Supply Exclusive!

Get your
SCHWINN

SPINNER
Replacement

Parts Here!

Keep your Spinners in business!
Contact us for all Schwinn Spinner
replacement parts and repair
advice. Or call for our new catalog!

1-800-GYMPART

Matlonal Gym Supply caline: www.gympart.com

The 2001 CLUB
INSIDER News 2001 Contrib-
uting Author Team is listed be-
low. Our thanks to all of our
authors for sharing their exper-
lise and taking the time to write

for The UB INSID

News.

*KAREN D. WOO-
DARD -President-Premium
Performance Training- (303)
417-0653

*DR. GERRY
FAUST- Founder and Presi-
dent-Faust Management Corp.-
(858) 536-7970

*RAY GORDON-
President- Sales Makers- (800)
428-3334

*EDDIE TOCK- Vice

President- Sales Makers - (800)
428-3334

*MICHAEL SCOTT
SCUDDER- President- FIT-
NESS FOCUS- (505) 751-4236

*CASEY CONRAD -
Communications Consultants -
(800) 725-6147

*RICK CARO - Chair-
man, Spectrum Clubs Inc. and
President, Management Vision,
Inc. - (212) 987-4300

*BONNIE PATRICK
MATTALIAN - Fitness Com-
pany - (732) 548-0970, Ext. 111

*JIM EVANS - Presi-
dent & General Manager - Pen-
insula Athletic Club - (619) 224-
4644

*MIKE CHAET - Ph.
D. President - Club Marketing
& Management Systems - (406)
449-5559

*SANDY COFFMAN -
President - Programming For
Profit - (941) 795-7887

*NANCY FRIEDMAN
- President - Telephone Doctor -
(314) 291-1012

*JOE MOORE - Presi-
dent - Moore's Fitness Centers -
(937) 435-0072

*KIM DONOVAN -
Brick Bodies Director of Market-
ing and Advertising - (410) 252-
8058

*COLIN MILNER -
VP Sales/Marketing - Idea
Health & Fitness Assocation -
(800) 999-4332

*PAT NECERATO -
President - www.success-
ercise.com

*PAUL GOLDNER -
Sales & Performance Group
(914) 232-4682.

*CARRIE MORROW -
Legal/Fitness Consultant - carri-
emorrow(@ aol.com

*MIKE CONNOR -
President - Optimal Fitness -
(413) 567-7300

*TOM LINCIR - Presi-
dent - Ivanko Barbell Company -
(310) 514-1155

*JOHN BROWN - Pres-
ident - Professional club manage-
ment - (913) 557-9018

*‘ARMAN ECKEL-
BARGER - President - Compa-
ny Wellness Plans, Inc. - (727)
372-3882

*MIKE CAMPETELLE-
(860) 487-5905

*JOY KARLEY - V.P. of
The Xercise Corporation- (212)

997-5550
1
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AT
Pole Dancer

It's called the PoleDancer to get your attention!

If you want attention use it.

NO Gym should be without it!

Fore more info call 1'300'474'2634 Ask for Lou Gaudio

or visit our web site at www.poledancer.org.
24941 Dana Point Harbor Drive * Dana Point, CA 92629
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MAKE IT FUN!

PROMOTION! PROMOTION! PROMOTION!

By Sandy Coffman

Ikeep reminding every-
one how important promotions are
to your programs. Why?

1. Because the goal of
programming is retention.

2. And it costs six times
more fo get a new member than to
keep one.

3. So retention goes right
to your bottom line.

4, Because happy active
members bring in referrals.

5. But it takes exciting,
FUN programs keep your mem-
bers coming in.

6. So you need exciting,
FUN promotions to get your mem-
bers active in the first place.

7. Therefore, a good hard
look at your promotions is neces-
sary.

Are your promotions
VISIBLE, MEMORABLE,
AND EXAGGERATED? Let's
face it. Promotions create the ini-
tial interest in any activity, pro-
gram, or buying decision. That
initial interest is piqued by some-
thing out of the ordinary, you
know, as Steve Martin would say,
“something wild and crazy,” yes,
something FUN!

HAPPY
HALLOWEEN

Every holiday lends
itself to great promotions and cre-
ating initial excitement and enthu-
siasm. Forexample, if you didn’t
have every one of your staff dress
up in a FUN costume for the en-
tire week of Halloween, you
missed a great opportunity. If

your group exercise instructors
would have dressed up for every

Norm Caten’

Insider
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class for the week, I can prom-
ise you that all your members
would have joined in on the
FUN. What would the result
have been? Your members
would have tried to out do each
instructor. Your members would
have teamed up with one another
to out do other members.

HAPPY
THANKSGIVING

Did you run special

events, challenges and tourna-
ments that give you the oppor-
tunity of giving turkeys away for
prizes...well, for the first prize
that is. Second place prizes
could be chickens and third
place or runner-up prizes could
be little cornish game hens!.
Can you imagine the laughter at
the “awards ceremony?!”

MERRY
CHRISTMAS!
HAPPY HOLIDAYS!

Santa is a very “jolly
old man.” Bring him into your
clubs so that all your members
experience the joy that children
do when they see Santa. Every
staff person should be wearing
a Santa hat, tie, or Christmas
vesls as part of their uniform for
the whole month of December.
Costumes and dressing up
makes everyone smile, and
smiles help make people feel

comfortable, familiar, and happy.

You could pass out little
jingle bells to put on every one’s
shoes while doing a step class.
The music addition is terrific!
Adding one holiday tune to the
choreography of each class will
probably result in the entire class
breaking out into a sing-a-long.
I love it!

HAPPY
VALENTINE’S DAY

Dcccmher is nearly

out, and January will go so fast
that our resolutions may not get a
chance to get started till Febru-
ary. Let’s look ahead and begin
our promotions for Valentine's
Day. Get the club decorated by
January 15th, run special promo-
tions for couples’ personal train-
ing sessions or a strength train-
ing class called, “Weight Train-
ing For Lovers.”

Take advantage of every
calendar opportunity to promote
your business.

FOLLOW THE
LEADERS

Pancm yourself after
businesses that know the impor-
tance of creating interest with vis-
ible promotions way ahead of
time. The retail markets put up
Thanksgiving decorations at Hal-
loween time and Christmas deco-
rations before the Thanksgiving

I Am Seekin

To Acquire A

ub

I am currently working with a group that is seek-

ing to acquire or assume control of a club. This
club may be currently losing money now, but has
upside potential. Most interested in clubs in major
or mid-size Midwestern or Eastern U.S cities.
CALL LARRY TOTH - (330) 722-3776

Sandy Coffman

| HEALTH CLUB

FOR SALE

Full-service women's only health club in the affluent

Washington, D.C. suburb of Silver Spring, Maryland.

10,000 square feet with room for expansion. Easily
convertible to a coed club. Fully equipped with
LifeFitness, Paramount, Startrac, free weights,

Bodybikes and more. Call 443-996-4309 for more
il information or email IMTS1353@aol.com.

=

holiday. They know people make
buying decisions based on their
emotions and sense of happiness.
Their marketing departments are
constantly challenged to create that
excitement, and even more impor-
tantly, to do it at least three, four or
more weeks ahead of an event. It’s
all done to promote new business
and to grow the existing business.
Have you assigned specific promo-
tional responsibilities to your staff
to create professional and FUN pro-
motions for the upcoming holidays,
lournaments, or special events? Do
you have people on staff that under-
stand and embrace the fact that the
key to successful programming
starts with successful promotions,
and that your promotions have to
send the message that your pro-
grams will be FUN?!

THE POWER OF
PICTURES AS
PROMOTIONS

Be sure to take pictures
of all the special promotional gim-
micks, costumes and programs you
employ. Keep the pictures in an al-
bum at the front desk for everyone
to see throughout the year. Put the
pictures from each event this year
on a bulletin board three to four
weeks before the same event next
year and you will remind all your
active retained members of how
much FUN they had last year, and
you will encourage your new mem-
bers to join in the FUN.

Your members want to so-
cialize, to get a little recognition and
to have the excuse to have FUN, All
your members need is to have you
show them the way. Let your pro-
motions send the message, “WE
MAKE IT FUN!”

(Sandy Coffman is Presi-
dent of Programming For Profit, a
Florida-based club consulting firm.
Sandy is the world’s top club pro-
grammer and she may be reached
at: (941) 795-7887.)
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it's quite a claim to make. That you can double your group fitness numbers Make plans today to attend our
revolutionary Group Fitness
Management Training which
Body Training Systems. Other key sales and profit numbers also increase dramatically. delivers real solutions proven in
over 5,000 clubs using Body
Training Systems worldwide.

within 12 months. Yet time after time, that's exactly what happens when clubs take on

Here are some actual U.S. examples - “$120,000 membership sales (3 clubs) in 1
week with the launch of BODYATTACK"” - “52% decrease i t ember
i S TR e U.S./Canada clubs call

serviced in Group Fitness since 1999”. These results are possible in your club by 800-729-7837
www.bodytrainingsystems.com

) y o International inquiries see
operators of one of the most profitable and innovative club chains in the world. www.lesmills.com

following the system developed over the past 21 years by Les Mills International,

bodytrainingsystems®

PROVIDING GROUP FITNESS SOLUTIONS WORLOWIDE




AWARDWINNING REsuLTS wiTH OVER 600 CLUBS
INcLUDING GRAND OPENINGS AND PRE=SALES

IHRSA
ASSOCIATE
MEMBER
of
THE YEAR
2001

“Sales Makers ability to
teach ethical membership
service techniques and
their extensive experience
in the industry brought
forth a combination of
growth, team spirit and
RESULTS.”

Lori Lowell ,
Virginia

Let us help you achieve greater membership sales in 2001!
Sales Makers delivers a complete membership system personalized
to vour club and professionally trained to your staff at your club in

3 days. Performance/Improvement programs available.
* 3 Day On-Site Seminars
* Expansions, Presales, and Turnarounds
* 6 Month Performance/Improvement Programs
*Grand Openings g

’.s, I\/I! EIES

T ——

A Consulting Firm Specializing in Marketing and Membership Sales Since 1981

51 Old West Point RoadE. ~ info@sales-makers.com
Garrison, NY 10524 e WWw.sales-makers.com
845.736.0307  jumen Fax 845.736.0508




