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Want to own
a successiul
business?

Median Annual Membership Revenue:
$1.7 million (Industry Avg: $1.3 million)

Median Earnings Before Taxes:
$546,000 (Industry Avg: $320,000)

Median Payroll Expense Percentage:
12.3% (Industry Avg: 45%)

America’s fastest growing fitness franchise, with more than
700 units sold, invites you to begin your journey towards success
and profitability. For information visit www.planetfitness.com

or contact Mark Christie at mark.christie@planetfitness.com
or 603-750-0001, ext 104.

*Figures obtained from the median performing corporate store with more than 12 months of operating activity as published in Item 19 of
our 2009 Franchise Disclosure Document (FDD), and as adjusted for audited financials completed after filing of the FDD. A new franchisee's
results may ditfer from the represented performance. There is no assurance that you will do as well, and you must accept that risk.
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A lot can be said about
group fitness, and there are
many views of it in this industry.
Should a club go with a custom or
freestyle program or should they
install one that is professionally-
produced and pre-choreographed?
Is there an in-between route?
Others may ask, why offer group
fitness at all? This month, we
hope to tackle this topic head-

on by sharing the experiences of
five very successful club owners
and operators. The common
factor of success between them
is their group fitness programs,
and more specifically, their multi-
dimensional, pre-choreographed
group fitness programs, produced
by Body Training Systems, an
excellent company within our
industry that offers a variety of
programs that can produce great
results in any club.

Whenasked, “Whatisthe
single most important thing a club
owner or operator should consider
when contemplating making the
move to professionally-produced,
prechoreographed group fitness
programs?” Rich Boggs, CEO
of Body Training Systems,
responded, “Do your current
group fitness programs enable you
to sell memberships and control
the quality of your classes? If
the answer to either part is “No,”

00odytraining
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you should at least spend some
time investigating the concept.
Like many other owners, you just
might be pleasantly surprised at

Y &
N

what you find.”
Whether you already
have professionally - produced
(See BTS Page 12)

Trustmark Mutual Company Acquires Health Fitness Corporation

Trustmark Mutual Hold-
ing Company and Health Fitness
Corporation (NYSE Amex: FIT)
recently announced a definitive
merger agreement, pursuant to
which Trustmark will acquire
HealthFitness, an award-winning
provider of integrated health and
fitness management services, in
an all-cash transaction valued at
approximately $97 million.

Under the terms of the
agreement, Trustmark, through
a subsidiary, will commence a

tender offer to purchase all
outstanding shares of Health-
Fitness common stock at
$8.78 per share in cash. The
tender offer price represents a
premium of approximately 22%
over the closing share price of
HealthFitness common stock on
January 20, 2010, the last trading
day prior to the announcement
and a premium of approximately
23% over HealthFitness’ $7.12
average closing share price
for the 30 trading days ended

January 20, 2010. The tender
offer is conditioned on the tender
of a majority of the outstanding
shares of HealthFitness common
stock, calculated on a fully
diluted basis, and other customary
closing conditions.

The independent mem-
bers of the HealthFitness Board
of Directors have unanimously
approved the merger agreement
and are recommending Health-
Fitness’ shareholders adopt the
agreement. The transaction is

expected to close in the first
quarter of 2010, subject to
customary closing conditions, in-
cluding expiration of the waiting
period under the Hart-Scott-
Rodino Antitrust Improvements
Act. Corporate headquarters of
HealthFitness will remain in
Bloomington, Minnesota, and
the company’s current leadership
team will retain  ongoing
responsibility for HealthFitness’
daily operations.

Jerry Noyce, former

CEO of Health and Fitness
commented, “It appears to
be a great fit for both parties.
| understand Trustmark has
several assets that will help build
HFC including a large health
insurance commercial clientbase,
data analytics capabilities and
condition management expertise.
HFC will provide Trustmark
with health management and
wellness capabilities which will
round out Trustmark’s offerings
to its clients.”

IHRSA Heartily Applauds First Lady’s “Let’s Move” Initiative and Vows Support

The International Health,
Racquet & Sportsclub  Asso-
ciation (IHRSA) pledged its
support of First Lady Michelle
Obama’s “Let’s Move” initiative
and praised the First Lady for her
leadership in tackling the problem
of childhood obesity, a long-
standing issue that threatens both
the health of America’s children

and the future of our country.
“On behalf of the entire
health club industry, IHRSA
heartily commends Mrs. Obama
for standing up and leading
America in a nationwide effort to
solve the problem of childhood
obesity,” said Joe Moore,
IHRSA's president and CEO. “As
a devoted mother of two school-

aged children, Mrs. Obama
understands that the problem of
childhood obesity isn’t about
statistics. It’s about real children
and real families in need of
workable solutions. It’s about real
parents struggling to protect the
health of their children ina culture
and environment that often work
against them. Mrs. Obama’s

pragmatic, compassionate, and
hands-on approach to solving the
problem will serve as an inspiring
example on which all of us can
model our efforts.”

The health and fitness
industry believes strongly that
regular exercise is a pivotal
antidote to the obesity problem.
For almost 30 years, the industry

has been working to increase
physical activity in America,
while IHRSA has been speaking
out and working tirelessly on the
need to incorporate exercise into
the health care continuum as part
of preventive care.
Inaletterto Mrs. Obama,
Moore stated, “The health club
(See Let’s Move Page 20)
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Norm's Notes

eHello Everybody! This is your
Crue INsIDER Publisher and
Tribal Leader since 1993
checking in! Are you ready to
roll? Well, be prepared because
you won’t want to put this
edition of Crus INSIDER down
until you’re through! So, grab
something to drink, prepare to
learn and then dig in! My son
Justin and | hope to see you at
IHRSA 2010, Booth #3810 at
the convention center in beautiful
San Diego, California. Also,
please note our CLuB INSIDER
Advertiser’s Exhibit List at the
bottom of this page. Why not
copy the list and take it with you
and stop by and say ‘Hello’ to
all of our Great Advertisers at
IHRSA 2010 in San Diego? And,
if you aren’t going to make it to
IHRSA 2010, please realize that
all of the advertisers in this and
past issues are great companies,
and we urge you to contact them
and do business with them.

eThis Norm’s Note is to my Dad,
who’s now recuperating from an
awful accident he had at his home
on January 31st. Get well soon,
Dad! | Love You, Norm, Jr.

els America a great country or
what? Hmm... Hmm... Hmm...
What the United Stated has
done to assist the astonishing
humanitarian effort in earthquake-
stricken Haiti is incredible. An
estimated half billion dollars has
been collected from donations,
and we will do much more
before it is all said and done. All
Americans should be proud of the

aid our countrymen and women
are providing for the people of
Haiti, and our prayers are with
their country as they rebuild after
this horrible tragedy, resulting
in the loss of life of over two
hundred thousand people.

oMy condolences to ROBB
MERRITT and the MERRITT
Family in Baltimore, Maryland,
as they’ve lost their father,
LEROY MERRITT. Leroy
died on January 25th at age
79 from complications of
cancer. May he rest in peace.
Leroy Merritt founded Merritt
Properties, LLC in 1967, and
the company now manages and
owns two dozen office, flex and
industrial properties in Maryland,
with their main concentration in
greater Baltimore. The company
portfolio includes 13.8 million
square feet of managed space in
the Baltimore area. Along the
way, Leroy founded the Merritt
Athletic Clubs, now a chain of
eleven fitness centers inthe greater
Baltimore area, and they’ve been
IHRSA Members for 27 years.
Leroy stepped down from day-
to-day management of Merritt
Properties in 1997 but remained
Chairman of the company. The
company is now led by President,
SCOTT DORSEY, and Vice
President, ROBB MERRITT.
Dorsey said, “Leroy’s integrity,
generosity and good humor will
be deeply missed by everyone
who had the opportunity to work
with him. This is a very sad
time for all of us.” A statement
from Merritt Properties said,

“His commitment to forthright
business dealings was matched
by a generosity of spirit and a
passion for helping those in need.
Under his stewardship, Merritt
Properties became one of the
most altruistic companies in the
region, a tradition that continues
to this day.”

eHappy Birthday and best
wishes to Mr. RAY WILSON
who turns 82 on February 19th.
Mr. Wilson is enjoying life at his
resort properties down in Punta
Mita and Cabo San Lucas,
Mexico. Recently, he had some
health issues but has cleared those
hurdles now and is doing well. Be
well, Mr. Wilson!

eTo our Wonderful Canadian
friends, | can only say, “Oh
Canada!” and congratulate all
of you on a wonderful Winter
Olympics that are going on right
now in beautiful Vancouver!

eBody Training Systems (BTS)
is rolling along and adding more
clubs every month. They are
now also providing service for
clubs in Japan and Australia!
This month’s cover story about
the great company, led by
RICH BOGGS and TERRY
BROWNING, was produced by
my son, JUSTIN CATES. In
the report, you’ll clearly see the
differences between BTS and
all of their competitors, and you
will see the passion that BTS
customers have for this company.
Featured on the cover, and in
individual interviews with Justin,
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Thank You!

CWiII Phillips - Roundtables for Executives - Will@REXRoundtables.com

-

To The CLUB INSIDER Contributing Author Team

eRick Caro - President, Management Vision, Inc. - (212) 987 - 4300
eJohn McCarthy - 25-Year Executive Director of IHRSA
eAmanda Harris - VP of Fitness & Wellness Services, Atlantic Coast Athletic Clubs - amandah@acac.com
eBonnie Patrick Mattalian - The Club and Spa Synergy Group - (732) 236 - 2273

eBonnie Pfiester - Co-owner, Longevity Fitness - longevityclubs@bellsouth.net

eBruce Carter - President, Optimal Design Systems International - (954) 385 - 9963

eCasey Conrad - Communications Consultants - (800) 725 - 6147

eDale Dibble - Retired - dwdibble@hotmail.com

eDerek Barton - Owner, Barton Productions - derek@bartonproductions.com
eDonna Krech - Founder & President, Thin & Healthy’s Total Solutions - (419) 991 - 1223

e Jeffrey Keller - President, The Independent Health Club Networking Association - Jeffrey_Keller@msn.com
o Jeffrey Masten - Sales Makers - (914) 213 - 1307

eJim Thomas - President, Fitness Management USA - (800) 929 - 2898
eKaren Woodard-Chavez - President, Premium Performance Training - Karen@karenwoodard.com
el aurie Cingle - President, Laurie Cingle Consulting and Coaching - laurie@lauriecingle.com
eMike Grondahl - Founder and CEO of Planet Fitness

eSandy Coffman - President, Programming for Profit - SLCoffman@aol.com
eShawn Vint - Greenmaple Wellness, Inc. - (888) 355 - 1055

eThomas Plummer - National Fitness Business Alliance - (800) 726 - 3506

are: JOHN MILLER, President
of the Courthouse Athletic Clubs
in Oregon; JOHN BONICA,
co-owner of the Global Fitness
Centers in  Massachusetts;
STEPHEN S. ROMA, CEO of
WoW Work Out World, in New
Jersey; MIKE SILVA, owner
of The Edge, New Jersey; and
JASON WEST, co-owner of
two Gold’s Gyms in Columbus,
Georgia. If you have space in
your club to add group exercise
classes and are considering
installing a professionally-pro-
duced, pre-choreographed pro-
gram for your members, please
do take the time to read this
cover story, and contact BTS’
MICHAEL MAHLER at (800)
729-7837 - Ext. 244.Or, ifyou’re
now producing your own group
exercise programs for your club,
or if you are employing some
other company currently, you
really OWE IT TO YOURSELF to
read this month’s cover story so
you truly understand BTS. Please
realize that Michael’s goal will
be to educate you about BTS, not
sell you. Once you’re educated
about all that BTS actually does,
you’ll sell yourself. Actually,
once you’ve read this month’s
cover story, | believe you’ll end
up like those Justin interviewed...
as “Raving Fans” of BTS,
even if you’re a customer of
another company now. Enjoy the
article! BTS will be exhibiting
at IHRSA 2010 in Booth #411.

eBIG JOHN MCcCARTHY,
IHRSA’s highly-esteemed for-

Norm Cates

mer Executive Director for 25
years, is once again Chairman

of the 5th Annual Augie’s
Quest Bash Committee. John
has extended an invitation to all
of you who will be in San Diego
to attend The Bash on Friday,
March 12th, beginning with the
Reception at 6 PM. Check out the
Augie’s Quest Bash Ad on Page
#7, and please attend and support
this important effort to help the
one and only AUGIE NIETO
finda CURE for the horrible LOU
GEHRIG’S Disease, also known
as ALS. | hope to see you there!

eCongratulations to the new
incoming IHRSA Board Mem-
bers who will be introduced for
IHRSA Member approval at
IHRSA 2010. They are: BRENT
DARDEN, Partner/General
Manager of TELOS Fitness
Center and TELOS Consulting
in Dallas, Texas; SCOTT

(See Norm’s Notes Page 8)

[ Crus INsiDER Advertisers |
Exhibiting at [HRSA 2010
San Diego - March 10-13, 2010

ABC Financial - #4026
Affiliated Acceptance Corporation - #3319
Apex Fitness - #641
Body Training Systems - #411
CatesFit Media - #3810
Club Insider - #3810
Cybex International - #2500
Fiserv - #2826
fitRewards! - #816
Iron Grip Barbell Company - #1431
NFPT - #3930
Sports & Fitness Insurance - #3317
Thin & Healthy - #4116
\ Visual Fitness Planner - #4722
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MEMBERS

want to know how
YOU can help them...

What message is your
website sending them?

Send the RIGHT message:
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Success By Association®

TWO FOR ONE
TRADE SHOW N,
OFFER* we=yi 2013’1'3;?1"5?5'9“23&3}2?;?,;"3;“,,

The IHRSA 2010 International Trade show is just
days away. Take advantage of this

Club Insider promotion to purchase TWO TRADE —
SHOW PASSES FOR THE PRIGE OF ONE!* \J

: B . (e
*Offer expires March 10, 2010.

CLUB INSIDER SPECIAL PROMOTION—2 FOR 1 TRADE SHOW PASSES!
7 Nearly 400 companies spanning 400,000 square feet

7 Everything your club needs—under one roof SPECIAL BONUS:

 Special ‘show only’ pricing FEATURE PRESENTATION!
7 Free morning workouts Receive complimentary admission to

7 High- energy exercise classes the IHRSA Convention Feature

" 2 . Presentation on Saturday:
7 FREE educational session on Saturday

7 Free massage at the Twin Oaks Relaxation Stations The Courage to Shine:

7 Free Sanitizing Stations, sponsored by G0JO, Inc. Releasing Your Inner
Excellence
Sponsored by SPRI Products, Inc.

Cill-arn | asrm p—
Silken Laumann

REGISTER TODAY by visiting ihrsa.org/go2010 and use 2FOR1 when prompted
for your promotional code.

For more information, call 800-228-4772 (US/Canada) or +1 617-951-0055 (International)

International Health, Racquet & Sportsclub Association | Seaport Center, 70 Fargo Street, Boston, MA 02210 USA
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INorm’s Notes eWelcome to New CLUB INSIDER  business, in and of itself, and one  Diego, California areas. The Panel will be held on Friday,

continued from page 4 Advertiser, iGo Figure, an that you really should evaluate Powerhouse Gym folks sent March 12 at 11:00 AM. The

excellent company in the financial ~ today, if you have not examined cease-and-desist letters, but Panel Moderator will be Rick

GILLESPIE, President of
Saco Sport and Fitness in Saco,
Maine; CAROL NALEVANKO,
President of DMB Sports
Clubs, Arizona; and RICHARD
BILTON, President of Com-
panhia Athletica, Brazil. This
Convention will also present you
with the opportunity to network
and get to know more of the people
who are currently leaders of
IHRSA and to consider applying
for a position on the IHRSA
Board of Directors yourself.

oL ife Time Fitness has launched
a new, small upscale spa type
club in the 10,000 square-foot
range, and they call it Life Power.
One of the early locations is in
Scottsdale, Arizona.

services sector of our industry.
KYLE ZAGRODSKY, Foun-
der of iGo Figure, is a former
health club owner and was named
the 1999 Curves Owner of the
Year. He sold his Curves clubs
years ago to focus on his iGo
Figure business. This is a great
lead-in to my annual reminder to
you all that, if you’re still trying
to operate your back office with
your own employees, procedures
and software, you’re very likely
losing lots and lots of moola,
and | mean lots and lots. | speak
from experience. In my 20+ years
of owning and operating health,
racquet and sports clubs, | really
learned the hard way that, in the
club industry, one’s back office
business is a very complicated

JLR Associates

Announces the placement of

Ed Martin

General Manager
Wellbridge

lately. | urge you to consider
installing Third Party Vendors
like our great advertisers:
ABC Financial Services (See
Ad on Page #13), Affiliated
Acceptance Corporation (See
Ad on Page #9), Fiserv, formerly
CheckFree (See Ad on Page
#26), and now, iGo Figure, with
their Ad on Page #20. I’d bet |
could’ve bought and paid cash
for a large yacht with the money
| failed to collect during my club
career while running my own
back office! I'm just saying...
PROFIT from my experience! |
didn’t get bald for nothing!

eYou‘ll soon see a great deal
of press and news about First
Lady MICHELLE OBAMA’s
new effort to reverse obesity in
children with an initiative she is
calling “Let’s Move!” (See Story
on Page #3). Just so you all know
it, the First Lady has adopted,
and is using, the 10+ year old,
trademarked Body Training
Systems Slogan: “Let’s Move!”
Just thought you’d like to know
that BTS was right on the money
over ten years ago!

eSHANE FRANKLIN, an ex-
convict and would-be club owner
has been using Powerhouse
Gym’s brand without the com-
pany’s authorization in clubs
in the Reno, Nevada and San

he ignored them and persisted
with the Powerhouse name for
a significant period of time,
despite their protests. He seemed
to find it easy to make money
by renting shopping center
space, hanging up an old 3’ X 5’
Powerhouse Gym rug for his
signage and just started pre-
selling memberships. MITCH
BLACHER, San Diego ABC
10 TV News Investigative
Reporter, told me that Franklin
has reportedly pulled up stakes
and moved to the Indianapolis,
Indiana area. Blacher was the
reporter on an investigative report
the station aired in which video
was shown of Franklin declining
to be interviewed and telling
Blacher to leave. I’'m sure Mitch’s
report helped run Franklin out of
San Diego, so great job Mitch!
Blacher also informed me that
Franklin had first headed to
Mexico to lay low for awhile,
and since, has reportedly moved
to the Indianapolis area. So, if
you folks in Indianapolis see this
crook in your area, please let me
know. So, all you Hoosier club
owners, look out because it looks
like you’re going to have a bona-
fide bad guy on your hands, if you
don’t already.

o\Writing earlier about IHRSA
2010, let me add that RICK
CARO’S 14th Annual Financial

Whether you are seeking employment or are in
need of qualified candidates to fill your
vacancy, JLR Associates can meet your needs.
We specialize in executive recruitment for the
health, fitness, and wellness industry.

For all of your employment needs,
Contact JLR Associates!

Jeff Randall
Office: (781) 251 - 0094
Cell: (617) 823 - 9020
jr@jlrassoc.com

www.jlrassoc.com
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Caro and panelists include: PHIL
COLLINS, Managing Director
of Orchard Holdings Group;
ELISE DONAHUE, Director
of LA Fitness (UK); MIKE
ECK, Managing Director of
Morgan Stanley; and BRENT
KNUDSEN, Managing Partner
of Partnership Capital Growth.
They will share their big money,
financial views of the club industry.

eMICHAEL LEVY, former
owner of the Sports Clubs of
Canada, has launched a new club
group called eMbody Fitness
in partnership with MURRAY
KLINE. The Toronto-based
eMbody Team consists of Levy,
Chairman and  President;
Murray, CEO; and PAULA
COMFORT, COO. Comfort is
a long-time associate of Levy’s
all the way back to his Sports
Clubs of Canada days. They held
their Grand Opening Party on
February 16th and plan to open
two more eMbody Fitness Clubs
this year. Michael served IHRSA
and the industry very well as an
IHRSA Board Member and
Chairperson of the Association.
He now chairs IHRSA’s Public
Policy Committee efforts and is
making great contributions in that
regard, as well. The eMbody team
took great care in their two years
of planning and preparation for
their new venture, including focus
=~ groups and consumer interviews,
as they developed their 40+
focused niche club for launch.
Clear evidence of the thought
that went into this development,
Michael’s team produced and
offers their eMbody Fitness
members what they call, “The
EMBODY Service Promise,”
and it provides a truly great
service blueprint for any club:

“We are dedicated to helping
you achieve your health and
fitness goals and are committed
to providing an experience that
meets and hopefully exceeds your
expectations in a club.”

eOur commitment: We will
never treat you like just another
number. We want to get to know
each one of our members and help
you with your individual goals.
eWe will provide a timely
response to your questions or
concerns by returning your calls
or emails within two business
days. We may not always be able
to solve your problem within that
(See Norm’s Notes Page 10)
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more than muscle.

Automated hilling
Skip tracing
Credit hureau reporting

Pursuit of bad debt heyond
statute of limitations

Dedicated outhound call center
Continual late notices

Up to the minute web reports
Complete customer service
Facility management software
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continuum. Get the advantage with Medical Fitness Association membership.

MFA Membership

Become an integral part of the medical fitness industry and the healthcare

As an MFA member, you'll be perfectly positioned to move your career

and your facility in the direction the health and fitness industry is headed —
where people can find safe and effective health and fitness programs with

experts and facilities they can trust.

Learn more and request your free special report, America’s
Top 5 Health Crises and What You Need to Know About Them,
at www.medicalfitness.org or (804) 897-5701.

Get where you need to be.

Now.

MIF;

Medical Fitness Association

The Rx For Better Health
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...Norm’s Notes

continued from page 8

time, butwe will call you to let you
know what we are going to do and
when you can expect an answer.
oWe will honestly listen to
your ideas, suggestions and
comments. Whenever possible,
we will try to incorporate your
suggestions if we feel that it
would benefit other members
and be in the best interest of our
company. Our motto is, “we say
YES when we can.”

e\We will only hire the most
qualified, helpful and friendly
team members who have your
best interests at heart. If you ever
feel that you have not been treated
properly, please let us know.
o\We will work hard to ensure that
your club is immaculately clean.
We have high standards. We ask
that you help keep the club clean
for your fellow members, too.
o\We will invest in preventative
maintenance on our equipment
to ensure that it works properly
at all times. In the event that we
need to replace a part, we will
endeavor to have the equipment
up and running within 48 hours
whenever possible (barring un-
foreseen problems at the manu-

facturer’s end).

eWe will strive to ensure that
your billing is 100% accurate
100% of the time. If there is ever a
problemonourend, we will ensure
that it is corrected immediately.
eWe will provide an un-
conditional, 14-day guarantee
from the start date of your
membership. If forany reason, you
are not satisfied with the club, we
will refund your money. Unlike
other clubs who offer a guarantee,
there will be no strings attached
or limitations to our guarantee.
We just want you to be happy
at our club, plain and simple.

At eMbody Fitness, we are
passionate about creating an
exceptional experience for our
members and we will do our
very best to ensure you are
satisfied. There may be times
when, despite our best intentions,
we fall short. If we have not met
your expectations, and you are not
fully satisfied, please let us know,
and we will do our best to work
out an amicable solution for you.

eCongratulations to my friend,
TIM RICHARDS, Founder of
the Orchard Hills Athletic Club
in Lancaster, Massachusetts,

as he’s been honored as the
2010 GINNY’S GUARDIAN
ANGEL. Tim is being honored
on March 6th for his consistent
effort and commitment to
Ginny’s Helping Hand, founded
by GINNY WHITE in 1979 as a
valuable resource to the homeless
and the working poor of North
Worcester County. Ginny is well
known for her mission statement,
“A Hand Up, Not a Hand Out.”
| frequently talk and write about
the importance of community
service in the club business. Well,
Tim Richards wrote the book on
it! He is the Founder of the Boys
& Girls Club of North Central
Massachusetts. He has been the
recipient of the Philanthropist
of Distinction Award by the
Association of Fund Raising
Professionals of North Central
Massachusetts, the first recipient
of The President’s Award from
Fitchburg State College, the
Service Above Self Award from
Mount Wachusett Community
College, the Distinguished
Citizen Award of the Nashoba
Valley Council of the Boy Scouts
of America and other honors.
Keep up the great community
work Tim!

eEquinox, one of the top club
organizations in the world,
has completed a $425 million
refinancing, and the proceeds
are being used to pay down other
debt as well as finance additional
growth. MIKE ECK of Morgan
Stanley Investment Bankers put
the deal together. The capital will
be used to retire old debts and for
new club developments. Mike
will join RICK CARO at his
14th Annual IHRSA Financial
Panel at IHRSA 2010 on Friday,
March 12th at 11 AM.

ePlease do come to beautiful San
Diego by the bay, March 10-13th
for IHRSA 2010 and Network...
Network... Network! You’ll be
SO glad you did!

eSport&Health has launched
its newest fitness club --its
24th location-- in  Ashburn,
Virginia. The 38,000 square-
foot club’s preview center is
now open and has begun pre-
selling memberships with a
Grand Opening scheduled in
early June, 2010. “We have
been exploring the Ashburn
submarket throughout the last
year in search of an opportunity
to fill in our footprint and provide

the residents of the area a truly
spectacular fitness experience,”
said Sport&Health President
and COO, MARK FISHER.
“Sport&Health is committed to
bringing our wealth of fitness
programming to neighborhoods
throughout the Washington Metro
Area that are too often under-
served,” said JONATHAN
ADLER, Sport&Health’s CEO.
“This move falls precisely in line
with our strategic plan.”

eSpa Chakra filed for Chap-
ter 11 Bankruptcy in New
York on December 11, 2009
and an acquisition of all Spa
Chakra assets is in play by
Hercules Technology Growth
Corporation (Nasdag: HTGC).

ePOWER PLATE North
America is beefing up its
management team with GREG
HAMMANN, formerly with
Nautilus, and MARK DE
GORTER, recently being named
as the new Global CEO and
President, respectively. They
have now been joined by FRED
HEIM and SHAWN PATTON
in key sales and marketing roles.
Best wishes and good luck to all.

(See Norm’s Notes Page 26)
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group fitness programs in place,
you are considering installing
some in the future or you don’t
believe they are all that they
are said to be, this story is for
you. For those of you with
programs already in place, you
may learn how to squeeze out
even more results from them.
For those of you considering
an installation, you will see
that the only limit to success
is your level of utilization and
your imagination in promotion.
Finally, for those of you who
may still be skeptical about
group fitness in general, views
you may not yet have thought
about will be shared. They could
be a new eye-opener for you.

With that, let’s see what
the group fitness programs of
today are all about!

An Interview With
John Miller

John Miller

John Miller is President
of the Courthouse Athletic Club
chain in Salem, Oregon. They
currently serve 20,000 people
across six locations (five athletic
clubs and one tennis center).

CruB InsiDER (C.1.) - When did
you add Body Training Systems
(BTS), and what was the initial
member reaction?

John Miller (JM) - We launched
our first BTS format in November
of 2005. | got to know Rich
through IHRSA. | believe we
have a shared passion for not
just membership retention, but
also for exercise adherence.
How do we help people learn
to love exercise the way we do?
80% of people believe exercise
is important, and they know it is
beneficial to them. They know it
helps them live longer and live
better, but only 20% are able to
translate that into a lifestyle. So,

how do we reach the other 60%
and help them get over that hump
where it’s a lifestyle for them?
This industry has been banging
on that door for an awfully long
time with pretty limited success.

I have been doing my
own set of retention experiments
in a number of ways since the
late “80s, and Rich has too, so our
paths have crossed a number of
times. We have always had our
own homegrown group fitness
program, like most full service
clubs, and by our past measures,
they were successful. Then, in
2005, I went to a Business of BTS
seminar, and boy, they laid out the
case for how to do group fitness
right and how successful it can
be. It was just very convincing
and very powerful.

When we decided to
jump in, we really jumped in with
both feet. | think a lot of clubs
take the approach of, ‘Well, we’ll
do Group Power and see how
that goes.” Then, they wait and
evaluate. Maybe they come along
and do another format and again
take a wait-and-see approach.
That’s not how we did it. We said,
‘Okay, we’re doing this. This
is really going to be the core of
our business going forward.” So,
we put ourselves on a timeline to
launch a new format every 4-6
months until we had them all. The
philosophy and sound reasoning
| heard at that Business of BTS
Summit was so convincing to
me that | said, ‘Boy, this is the
future.” | say that especially for
a club like ours. We are a 50,000
square-foot club, with gyms,
pools, locker rooms, the whole
deal, and like a lot of industries,
this industry, or portions of it, are
being turned into commodities.
I knew we could not hinge our
future on delivering weight and
cardio equipment in a compelling
enough way that it was going to
keep people involved, so we had
to do something that we felt we
could do exceptionally well and
other operators could not. We’ve
had a lot of changes in a 35-year
history of running these clubs,
but I can’t think of any that were
bigger than this commitment to
group fitness.

I think all of our new
program launches have been
very successful. Because we
made such a big push about it,
people were really curious. We
were pretty good at packing the
rooms for the initial launch, and
then, there would be a little bit
of a drop-off because a lot of
the curiosity went away. Now,
you’re down to the core task of

getting people into a routine of Ez’

coming to these classes. So, the
launch is big, it drops off a little
bit, and then, we start turning the
graph back upwards, building
the program and the classes.
We’ve done that year after year.
The program has gotten bigger
and bigger, and the classes have
gotten bigger. This last month, for
the first time, our average class,
between all of our classes in all of
our clubs, was more than 30. It’s
amazing to think of an instructor
teaching to 25 or 28 people and
discovering that class was below
average, when not long ago, that
same class would have been
considered a huge success.

C.I. - Can you share some
numbers with our readers to give
them a before and after picture of
adding BTS to your clubs?

JM - As a percentage of total
club visits, between 10-12% were
going to group fitness in 2005.
Now, we are at 30% and working
toward 35%. If participation has
grown by about 300%, | would
imagine the average class size
has tracked pretty closely as well,
S0 our average class in 2005 was
probably 12-15.

C.I. - Recently, you have also
been a tester chain for The
Retention People (TRP) system
here in the United States. When
and how did this come about?

JM - I've always felt that if all
you measure is attrition, you
really weren’t measuring the
right thing to understand the
full picture. | felt like there was
a different way to look at the
population of our clubs. Think of
it like this, today, the death rate
in the United States is actually
higher than some undeveloped
countries which, on the surface,
you would find surprising
because the standard of living and
medical care in the United States
is so advanced. For those same
reasons, though, we have become
an older population compared to
an undeveloped nation where, on
average, people die at a younger
age. Does this mean the United
States is unsuccessful due to our
high death rate? No, it means
the exact opposite. It means the
United States has been successful
at increasing the average lifespan
of its citizens, but no matter what
we do, we can’t keep people alive
forever. As people get to be 70,
80 or 90, they do die, and they
die in large numbers. If you look
at the population of your club
the same way, | think the true
measure of a club’s success is not

r-- -

Group Fitness Room at Courthouse Athletic Club

the death rate (attrition), it’s the
lifespan. So, we began looking
at the lifespan of our members.
| started to look at when in the
lifespan we lost members. This
goes back to the late ‘80s, and at
that point, a third of the people
who left in a given month, on
average, were within their first
four months of membership. So,
if you are going to impact that
lifespan, you do it in a way that’s
very similar to what a developing
nation would do. They’d say, ‘We
have a high infant mortality rate,
let’s attack that first.” So, that’s
what we began doing, looking
at what, for us, would be infant
mortality. How do we drive down
the number of people that were
quitting so soon after joining?
So, we started doing much more
to integrate these people and
keep them involved, and just as
importantly, we began measuring
how we were doing in this area.

1’d say that’s how we got
involved with TRP. Rich has been
aware of what we have been doing
with this for a number of years,
and that’s an element of TRP.
Just like with BTS, the hard part
isn’t licensing the programming,
buying the releases and all of
those things. You’ve got to have
the staff to execute this stuff. It
really requires reorienting your
organization around a focus on
group fitness, and that’s a big
change for a lot of clubs. It’s the
same thing with TRP. You can’t
just buy the software and plug it
in. It doesn’t do anything without
the staff to work the system, so
| think that is why we started
talking early on. Rich knew we
had a staff of Fitness Coaches,
and their primary role in the
company was member retention.
He just asked us to redeploy them
in a new way.

C.1. - Please share with our readers

how the TRP system works.
JM - On one level, it is pretty
simple. When a member checks in
at the front desk, the TRP software
does an analysis of that member
and different factors about them,
which is based on research of
over 2 million records. So, it says
this member checked in, and they
have a very high risk of this being
their last visit before they resign
their membership. If you have a
person like that in your club, what
do you do with that information?
I think that every club operator
would come to the same
conclusion, ‘If | really knew that
this person was probably on their
last visit, | would go talk to them.”
In a way, the system is really no
more complicated than that.
Once we were up and
running, we quickly saw that
it was going to be hard for
our Fitness Coaches to have
interactions with as many of those
high risk people as we would
like. The first month, we only
interacted with about 40%, and
then, we got it to 50%, then 60%
and 70%. Now, for many months
in a row, we have been around
80%. It was uncomfortable for
our coaches to learn to work in
this new way, and at a new pace,
but it was a healthy discomfort.
The discomfort for staff,
at first, was just having to talk
to all these members they didn’t
know. Our staff worked through
that pretty quickly. In a matter
of weeks, the issue was out of
sight and out of mind. The other
element of discomfort was just
the work pace, but again, they
have adapted to that and are doing
great now.

C.lI. - Please share with our
readers the results you have had
from utilizing the system in each
of your five locations.

(See BTS Page 14)
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JM - From an anecdotal stand-
point, | can tell you for a fact
that this has definitely increased
the connection between our
staff and members. We connect
with so many more members
because, before TRP, a lot of the
connectionswere justattheservice
desk. Really, we don’t even count
that. We do a very good job of
greeting members as they come
in and saying goodbye as they
leave, but that is a non-counter.
The only interactions that count
are interactions that happen out in
the club as members are utilizing
the club, where they feel we have
purposefully sought them out to
talk with them. That element is
really key, and when | say that
we interact with 80% of our high
risk members, that’s the kind of
interaction I’'m talking about.

From a quantitative stand-
point, which is more important,
| would point to a few results.
We have increased the average
number of monthly visits of High
Risk Members from less than
three to above four. TRP tells us
that their research has shown this
increase in visits will decrease
attrition by 37%. Additionally,
between 1988 and 2008 (prior to
TRP), we increased our median
member lifespan from eight
months to fourteen months. In
2009, after the first full year of
TRP, we increased that lifespan to
eighteen months.

C.l. - Please share your view of
what it will take for our industry
to get past the low level of
penetration we have been stuck at
for the past few years.

JM - Early on, we coined the
term, ‘Exercise Independence,’
to describe what we are trying
to help most new members
achieve. 15% of the population
is naturally exercise independent.
If our clubs disappeared off the
map tomorrow, that 15% would
be out on the street the next day
exercising anyway. They don’t
need us to exercise. They use
us because we provide the tools
they want. They don’t need us.
They are committed to their
lifestyle. 25% are committed
couch potatoes. We’re not going
to move them with a stick of
dynamite, and that is not where
we want to place our efforts. 60%
believe that exercise is important.
They want to be an exerciser, but
they just can’t seem to make it
on their own. That is where our
clubs have been focused for 20+

years, helping people to become
exercise independent.

I would modify your
question a bit, though. Frankly,
| think the question is, ‘How
does the segment of the industry
whose business model is based
on exercise adherence move the
needle?’ | don’t think our whole
industry cares about moving the
needle. There’s a good portion of
the industry that is focused only
on grabbing as many of that 15%
as they can. These same clubs are
happy to sell memberships to the
other 60%, but they really have
no investment in changing their
behavior. When | say that, I’m not
suggesting these clubs are wrong
in some way. If they can make
that business model work, more
power to them; however, | think
bringing more of the population
into clubs will depend on more
clubs feeling like there is a viable
business around helping the 60%
become exercise independent.
I don’t think these are the only
tools, but I think group fitness
(BTS), TRP and the Fitness
Coach staffing model all fall
into the mix. There may be other
things we haven’t discovered yet,
and that’s the part of this business
that | enjoy the most, being part
of that whole experiment.

An Interview with
Stephen S. Roma

a

Stephen S. Roma is
the Chief Operating WoWzer
of the WoW Work Out World
chain in New Jersey. The
chain is family-owned and
operated with nine locations
spread across New Jersey.

CruB INsIDER (C.1.) - When did
you add Body Training Systems
(BTS), and what was the initial
member reaction?

Stephen S. Roma (SR) - That’s
an interesting story. If memory
serves me correctly, in roughly
1999, we added BTS, then the Les

Mills program. In 2001, we pulled
the programs and terminated our
license because we thought we
could get the same quality for
less through Bally’s program,
Power Flex. Based on member

and instructor feedback regarding ¢

the low program quality of Power
Flex, we then switched back to
BTS roughly fifteen months later

and were happy to start paying §

that licensing fee again. Then, a
few years ago, when faced with
the decision to stick with Les
Mills programs or stick with the
company and people that have
so greatly supported us over the
years, BTS. The decision was a
rather simple one. Executing the
details of that decision had its
challenging moments, though.
But, all along the way, we never
looked back and always knew it
was absolutely 100% the correct
decision for us in the long run, for
our relationship with BTS, for our
instructor team, and ultimately,
for our members (and our profits).

The initial response
from members was that they
LOVED the new classes but
were concerned about some of
the existing classes these new
classes were replacing. In a very
short while, both our instructor
team and our members fell
head-over-heels in love with
the BTS programs and quickly
grew to appreciate the high
quality ~ choreography, music
and workouts these programs
consistently deliver.

C.I. - You have since added
100-person group fitness rooms.
How many clubs do you have them
in, and what have been the results
from the increased capacity?
SR -Wehave 80-120 personrooms
in four of our nine facilities, and
it is a standard component to all

| of our new facilities. We position

‘exercise success at WoW’ being
based on members participating
in group fitness, participating in
personal training or participating
in a combination of both. So,
for us, the additional capacity is
being utilized on a regular basis to
service existing members through
group fitness and encourage more
members to try and participate in
personal training.

C.l. - Can you share some
numbers with our readers to give
them a before and after picture of
adding BTS to your clubs?

SR - Before BTS:

Average Class Attendance: 8
Maximum Class Attendance: 36
% of Members Serviced Through
Group: 8%

e

% of Members Participating in
PT: <1%

After BTS (current):

Average Class Attendance: 41
Maximum Class Attendance: 123
% of Members Serviced Through
Group: 31%

% of Members Participating in
PT: 6%

C.1. - Please share your view of
what it will take for our industry
to get past the low level of
penetration we have been stuck at
for the past few years.

SR - That’s an interesting
question. | think it’s basically
a case of Awareness-Desire-
Action COMBINED with our
industry developing a more
professional perception in the
marketplace. Some people need
to gain additional Awareness
about the positive health effects
of regular exercise. Other people
need to develop more Desire
to enjoy those health benefits
(or to ward off some of the
terrible problems that can come
up from not exercising). While
others, which I think is really
the population we can affect the
most, simply need a better place
to take the Action to enjoy those
benefits of regular exercise. This
last phase is where | think the
perception that we have in the
marketplace could use some
significant improvement in the
area of overall professionalism
and education of staff.

An Interview with
John Bonica

John Bonica is co-owner of the
Global Fitness Center chain,
comprised of four locations
across Massachusetts.

Crus INsIDER (C.1.) - When did
you add Body Training Systems

Group Fitness Room at WoW Workout World

(BTS), and what was the initial
member reaction?

John Bonica (JB) - We had the
opportunity to move our original
club into a much larger facility,
so | guess we approached the
crossroads of where we wanted
to be... We were either going to
continue on with group fitness,
or we were just going to take the
approach to go with equipment-
only. | think that’s where the
industry is right now; you either
need to commit yourself to group
or you just need to go equipment-
only because you just can’t do
it halfway anymore. That was
the real turning point for us. We
decided that we were going to
keep group fitness, but we needed
to do something different. That
was when | received my first
marketing piece from BTS, and
it offered a 90-day, money-back
guarantee. | said, ‘Well, if they’re
going to give me all my money
back if this doesn’t work, | really
don’t have anything to lose.” So,
I decided to take a chance. That
was about ten years ago.

A lot of people out
there think that we do something
radically different, and that’s
what makes us successful. The
way | approach it is | just take

(See BTS Page 16)

John Bonica
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everything they say to do and
implement it. 1 am a very big
believer in the Michael Gerber
style of entrepreneurship, where
you’ve got to have a systematic
approach to do everything. So,
when someone told me they had
a system of how to run and how
to market group fitness, and if |
could do that, it would increase
my business, | just said, “Well, I'm
not going to reinvent it myself, so
| am just going to do everything
these guys tell me to do to the
exact specification.” | still don’t
even apply the system as well as
some of the other guys out there,
but | have certainly been able to
take the biggest, most important
parts of it and really allowed it to
drive my business.

Once we brought the first
program in, the club just changed
dramatically. Membership went
through the roof. If we were
getting 100 people a week in
class, | would have been shocked,
but recently, we had almost 7,000
people go through group fitness
at our Leominster location alone
in a 2,500 square-foot room,
which is pretty undersized for
the number of people who want
to do it. At our Fitchburg club,
about 50% of usage is group
fitness. It has just radically
changed the way we approach
the whole fitness business.

What we finally figured
out was that clubs are clubs
are clubs and everybody has
equipment. The outside per-
ception of the health club is
that everybody is going to have
equipment and good service, so
really, the biggest differentiator
--the most unique selling pro-
position-- was to provide a
different way to get exercise.
Get off the treadmills, get off the
weight floor and get in with a big
group of people and have fun
doing it. That just really allowed
us to differentiate ourselves from
the other clubs in the area, and
that is what | think a lot of other
club owners still miss. Everybody
has equipment, and having the
newest treadmills isn’t going
to get someone to sign up. You
have to give them something
they can’t get anywhere else, and
you have to be able to make it a
consistent experience, too. What
| think BTS does is it gives you
that system so that every class is
going to be a great experience for
the participant, and it’s not going
to be so instructor dependent. |
think that’s the biggest challenge

for a lot of clubs who still do all
freestyle-type stuff; they need
to find those all-star instructors,
whereas at our clubs, 99% of
our instructors have never taught
group fitness prior to them
becoming certified in a BTS
program. We have been able to
create world class instructors
instead of trying to find that
diamond in the rough, and
that really drives participation.
Members don’t need to feel that
they have to find that ‘killer’
instructor, and that just opens
up their schedule. Another thing
BTS does really well is the way
they program their releases. You
no longer have to have beginner,
intermediate  and  advanced
classes. | feel just as comfortable
sending a non-exerciser into a
Group Power class, just as much
as | would take the most avid
weightlifter and put them in there.
They will both work out side by
side, get a great experience and
feel successful. That’s what BTS
does really well. They make
participants feel successful right
from the get-go, and that keeps
them coming back.

C.l. - Can you share some
numbers with our readers to give
them a before and after picture of
adding BTS to your clubs?
JB - At our Fitchburg club, we
are at about 2,500 members right
now. We opened that club right at
the beginning of the downturn in
the economy. It’s a good market,
but it has been slower growth
over there. The growth has been
fueled by participation in group
fitness, though, and the retention
rate over there is spectacular.
When we get our members,
we keep them because of their
participation in group fitness.
Over in Leominster, we are at
about 4,600 members right now.
Before we got into group fitness,
we were at about 2,000 members.
That has been several years now,
but what we have been able to do
is maintain a high retention rate.

| think the more im-
portant thing to think about,
though, is that the people who
participate in a group fitness
program are the best members.
They are the ones who will
participate the most. They are the
ones who are going to be excited
about membership promotions
where they can be rewarded for
bringing in guests and things like
that. | would say seven out of ten
new members we get are friends
or relatives of someone who
participates in group fitness. It is
that high. Those are the people

that buy drinks, buy personal
training and participate in other
things because they are much
more bonded to the club than

the equipment. Members aren’t §

going to bring their friends in
just because you have a treadmill.

That’s just not going to be enough |

of a unique feature.

C.1. - Please share your view of
what it will take for our industry
to get past the low level of B
penetration we have been stuck at
for the past few years.

JB - | think it is providing a
place that makes exercise less
about physical results and more
about just moving and creating
an enjoyable venue for people
to get their exercise. It has got
to be fun and different. | call our
group fitness program ‘Exercise
in Disguise.” A lot of times, they
forget about the physical results.
They know they are feeling better
and looking better, but a lot of
times, they just continue to come
in because it is a fun and a great
positive environment and they
have friends here. We just have to
keep plugging away and finding
different and unique ways to get
people in the club.

Another thing is to let
people try your clubs before you
try to sell them a membership.
We offer exclusive 30-day passes.
Everyone is offered a 30-day trial
membership to our club. There
are still a ton of club operators
out there who think that, if they
give away too much, they are
devaluing their membership, but
it’s actually the opposite. People
love the fact that they can kick
the tires and see what we are
really all about and make sure we
are not blowing smoke when it
comes to the philosophy of what
we truly believe in. They get to
see it firsthand before we ever ask
them to lay out any of their own
money. What have you really
given away if you let someone
work out for a month? At the end
of the 30 days, they are at the fork
in the road. They’re going to have
to choose whether they want to
stay or choose either no exercise
or a low-price option. | think this
is another thing that a lot of club
owners miss; even if they choose
the lower price provider, at least
they have experienced the higher
end club. So now, the differences
between the clubs are going to be
that much more apparent to them.
By getting them off the street and
at least trying your club, they will
remember the differences, even if
they choose a different provider.
Then, they end up coming back

Group Fitness Room at Global Fitness Center

several months later when they
are ready for something different.

An Interview with
Jason West

Jason West

Jason West is the co-
owner of Gold’s Gym Elite and
Manager of Gold’s Gym Max in
Columbus, Georgia.

Crus INsIDER (C.1.) - When did
you add Body Training Systems
(BTS), and what was the initial
member reaction?

Jason West (JW) - At Gold’s
Gym Elite, we started with Les
Mills programs through BTS
in March of 2002, starting the
journey of pre-choreographed
group fitness classes. Members
loved it, and the numbers started
to soar. We were able to raise
our price from $30 per month
to $39 over a couple of years.
We stayed with BTS during “the
break” in May of 2005. We were
the only club in the area to offer
Group Power, etc. The other
clubs stayed with Les Mills. We
started marketing the “new and
improved” group fitness program,
and because of its success, we
were able to raise dues to $49.99
per month in January of 2006. We
were at 8% participation prior to

pre-choreographed programming
and were at 31% before we chose
BTS solely as our group provider.
Now, thanks to some awesome
staff and BTS, participation is
currently running at 58%.

Gold’s Gym Max was
partnered with Les Mills when
it opened in January of 2006.
We just converted it to BTS in
September of 2009. The members
absolutely LOVE IT! Not one
single member has come to me
and said that they didn’t like
the change; in fact, quite the
opposite. The fanatics love the
options to challenge themselves.
They believe all the classes are
‘harder’ and love the variety of
the ‘new moves.” And, everyone
loves the music!

C.1. - You have had great success
in new membership sales utilizing
the BTS quarterly launches
(program updates). Please share
with our readers how you go
about this from the promotional
side, as well as some stories of
your most recent successes.
JW - This is probably my favorite
thing that we do, and we seem to
do it pretty well. It directly shows
how group fitness can impact
sales, and it is just as simple as
a cheesy fitness party. Let’s face
it, the more cheese the better. We
theme each party that we do and
try to get as creative as possible
on a $500 budget.

At Elite, in January
2009, we had a Group Ride
Beach Party. We had over 100
beach balls in the club, there
was a sand castle, instructors in
sun glasses and four overflowing
Group Ride Classes. We sold 35
memberships ($49.99 per month
- 24 month agreements) in one
day. Cost: $400.

At Elite, in February
2009, we had a ‘Back to Fitness’
(See BTS Page 18)
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Retro  Group Fitness Party.
We went back and structured
all the music in the classes to
be retro or old school music
tracks. There were a lot of retro
music posters for decorations

and some hideous workout
wear. We sold 42 memberships
in one day. Cost: $250.

At Max, in October

2009, we had a ‘Ghost Rider’
Group Ride Launch. It was a
beautiful Fall day outside, so
we took 75 spin bikes outside
to the parking lot. There were
Halloween decorations, balloons
and one crazy staff pulled this one
off. We sold 33 memberships in
one day Cost: $300

Our most recent party,
January 2010, at Max, we had
a ‘Poker Face’ Casino Night
Group Step Launch. There were
three slam full step classes,
poker  decorations, balloons,
Vegas-Style  buffet  provided
by Outback Steakhouse, a DJ
in the club and lots of black
jack. We sold 51 memberships
in one day. Cost: $500.

The biggest thing with
the party is the hype, and as
unusual as this may sound, the
party is more for the staff than
it is for the members (Of course,
the members get all the benefit).
It’s amazing what a highly-
motivated and enthusiastic staff
can accomplish. A party just
seems to get everyone excited and
focused on producing results. As
for marketing the parties, we use
the following:

eEmail blast to all members and
prospects

ePhone blast to all members
oSigns inside the club
oFlyers/BTS experience cards
e\Word-of-mouth

e And of course, lots of follow up
with prospects.

C.l. - Please share your view of
what it will take for our industry
to get past the low level of
penetration we have been stuck at
for the past few years.

JW - You know this is a great
question, and | have thought
about this for some time. For me,
it was as simple as one statistic
that | saw at a BTS Management
Seminar in December of 2004.
It stated, ‘90% of people prefer
to work out in a group.” Then, it
just clicked. No one really works
out alone, and everyone knows
how much more motivation and
accountability you have with a

workout partner. It’s the whole
‘comrade in arms’ thing. In an
industry that is always trying to
reach the ‘fragile eggs’ of the
market, there is no better area
than group fitness. There are no
machines to figure out or ‘steel
jerkers’ to navigate through, just
great music, great programming,
greatoptions, great instructors and
greatresults. BTS programming is
near perfect, and what | truly love
is the sense of accomplishment
when a first-timer takes a class.
They feel good about themselves,
and it keeps them coming back
for more.

Also, in an era of
the ‘low price model clubs,” |
truly believe that owners and
managers need to be motivated
and consulted, and the entire staff
at BTS does an amazing job with
that. They give you direction,
ideas and have their hands on the
pulse of the health club industry.
I have always heard that you need
to let the experts be the experts,
and they are certainly at the top of
our industry.

I think the biggest thing
to help group fitness penetration,

club retention and company
profit, though, is as simple as
one idea: Get INVOLVED!

Owners and managers need to
get out of their offices and start
doing battle on the front line!
Get involved in the sales process;
pre-tour a new prospect, tour the
club, present them a price and
sell them a membership. Work
the front desk during primetime,
walk the floor and ask members
to try a group fitness class and
talk to a member who is trying
to cancel. Get INVOLVED!
Have and attend departmental
staff meetings. Cast the vision,
develop the plan, share your ideas
and inspire those who work for
you. And, go take a group fitness
class! Obviously, this is not a new
idea. | am currently watching
Undercover Boss on CBS, and |
encourage everyone to watch. It’s
unreal what a manager can learn
by going to the front line. See you
in the trenches!

An Interview with
Mike Silva

Mike Silva is the owner of The
Edge in Ramsey, New Jersey.

CruB INsIDER (C.1.) - When did
you add Body Training Systems
(BTS), and what was the initial
member reaction?

Mike Silva (MS) - In 2003, when
we came in, | had never set foot
--even in the 20 years | had been

associated in fitness-- into the |
group fitness room besides telling =
someone the class was canceled, ™

a case where the stereo wasn’t
working or possibly adjusting
the HVAC. All | knew was it was
costing me $14,000 a month in
group fitness payroll, and | wasn’t
servicing any clients. My original
percentage before | started with
BTS was 9%. So, here you’ve

got this $14,000 a month bill

in payroll and payroll taxes,
and you’re sitting there and not
servicing any clients. Something
was wrong. Being in the industry
for a while, 1 had never paid
attention to that room being a
revenue-producing center, so in
2003, it didn’t hit me right away.

It was 2006, and | went
to the IHRSA Convention with the
plan to correct my group fitness
program. | was going to get as
educated as | could about group
fitness and anybody that could
teach me that side of it. | made
a criteria list and got in line with
the company that | felt was best
suited to be a business solution
company for me. | stepped into
one of the seminars with BTS,
and it really changed our whole
place. | signed on the dotted
line, and our first launch --Group
Power-- was in July of 2006.

The members embraced
the change after about two weeks.
They first waited outside the group
door waiting for other member
responses. As the smiling faces
exited the door, it empowered
others to try it the next time.
Then, the referrals started flowing
in, which amazed me how viral
the program spread through the
membership.  Everyone went
from talking about their favorite
instructor to talking about the
program! That’s when | knew we
were in control of our revenue
stream again. People were getting
results which prompted more
participation. This process took
place over a year, which if you

ask BTS, wasn’t quick enough

i
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Group Fitness at The Edge

for me. | frequently wanted to
add programs at a much faster
pace, but they educated me on
the process and slowed me down
just enough to ensure our success.
The members to this day look
forward to every launch with
great anticipation, and we use it
to attract new memberships every
quarter. Now, it’s the department
in the club | worry the least about.

C.l. - Can you share some
numbers with our readers to give
them a before and after picture of
adding BTS to your club?
MS - The big thing is the power of
it being a revenue generator. The
people that take group fitness,
which is my BTS program, renew
at a rate of 92%. So, if | put my
money intothe 38-40% who utilize
the programs, | get 92% there.
That means somewhere around
60-62% are people running free
on equipment, of which | have
a 50-50 shot at keeping them as
a member. So, we are trying to
aggressively grow that area even
larger. It’s bettering our odds.
The secondary thing,
which is probably the most
important, is we went through an
incredible integration period with
our staff. Now, everybody who
teaches in the program is invested
in other avenues of the club. They
could be trainers, they could be
front desk employees, they could
be salespeople, they could be
the owner; | teach Monday and

{81 Wednesday evenings, Thursday

Mike Silva

afternoons and Saturday mor-

J nings. | know | am not the norm

for most owners. But, what it
does is, through the integration
process, | am giving these people
back money and they are taking
care of the club in a different
capacity than somebody who is
a private contractor and comes
in and teaches at your club and
leaves. The investment and the

cross-pollination  of  different
programs have also fueled our
personal training. Now, my
personal trainers are in front of
40 people in a class. They are
highlighted, and it has increased
our personal ftraining revenue.
Years ago, when someone talked
about group fitness and personal
training, they were completely
different departments that didn’t
really get along. Now, they all
function together. I’ve grown
from four years ago as a guy
who never went into that room
to one that now knows exactly
what is going on in there. The
whole organization is completely
different. Every single prospect
that comes into this place is
placed into the group fitness
program. It’s the #1 referral
center. That’s the paradigm shift
that has occurred here. We are not
just selling fitness. We are selling
group fitness as our choice of
fitness, which is allowing us to
choose our members.

C.I. - Please tell our readers about
the product support BTS gives you
as a single club and not a chain.
MS - | have not been able to find
a weak link in that organization.
They are just A-list from top to
bottom. They treat me to this day
the same way they treated me
the day they were trying to get
my business. | work with them
weekly and monthly. The phone
calls have never stopped. | use
them as a business solution. |
call them about everything, ‘Hey,
what do you think about this?” It
could be related to group fitness,
training or the industry. They are a
sounding board; they are a testing
site. They are constantly looking
for another way they can better
the health and fitness industry.
‘How can we arm our clients with
more information, more data and

(See BTS Page 20)
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more revenue streams so that
they can be more successful?’
It’s never-ending. They are the #1
partner I have intheclubtothisday.
If you asked me what’s the most
non-dispensable system in our
club, it’s Body Training Systems.

C.1. - Please share your view of
what it will take for our industry
to get past the low level of
penetration we have been stuck at
for the past few years.

MS - | think there’s two parts to
that question. | honestly think
the industry has to blow up the
procedures and systems for
membership. | don’t think the
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we want for how we run our
businesses. Ultimately, the term
‘membership’ and how it’s set
up, | think the public really does
not want that. Anything you are
a member of, | think that there’s
always a connotation that you
are in some sort of contract or in
something. | don’t have all the
answers for it, but the bottom line
is 86% of the people don’t want to
be members. There has got to be a
way to figure it out.

Second, the investment
in health has not hit the American
people. | often say to my
customers, ‘I spend $60 a month
onmy Dunkin Donuts coffee.” The
value of a health club membership
is questioned, where that is not...
The perception of a health club

capacity for less. People don’t
value their health. They will get
their nails done and their hair cut;
everything has a value, but health
doesn’t. That means that there
is an underlying fear associated
with even discussing it. | think,
at some point, the Government
has to make a case where, if
somebody is a participant in a
health club, his health care costs
are cheaper. Then, you will start
to get better results.

| want to thank John
Miller, Stephen S. Roma, John
Bonica, Jason Westand Mike Silva
for their contributions of time and
effort to bringing their stories to
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great industry. | hope, through
their stories, the importance and
potential of group fitness can be
seen. If done in a focused way,
a professionally-produced group
fitness program can deliver
results for your members, and
thus, results for your club.
Additionally, | want to thank Rich
Boggs, CEO and Terry Browning,
President, for the opportunity to
see Body Training Systems in
action, as well as to connect with
some of their customers to bring
this story to you.

(Justin Cates is the President of
CrLuB INSIDER and grew up in
the health, racquet and sports
club industry. From the age of
eight, he spent his non-school
and sports hours in a home
which doubled as CLuB INSIDER
Headquarters. He has lived and
breathed this industry for 25
years, since his own day one.
Now, he is an integral part of the
““Story” of Norm Cates and CLuB
INSIDER. Justin may be reached at
Justin@clubinsideronline.com
or by phone at 770-595-6086)

LET'S MOV

L

public really wants a membership.  membership is something we you. Additionally, | want to thank
| think it’s something that should be receiving in some them for the contributions to this
“,Let’s Move disposal in the nation’s fight available research within the Health clubs of all sizes and Moore. “And, she will need

continued from page 3

industry is an important and
effective resource for introducing
young people to a lifetime of
exercise, fitness, and healthy
behaviors. We want to make sure
that this far-reaching network of
community-based fitness cen-
ters and professionals is at your

against childhood obesity and
that it is not overlooked...

By educating our youth
about exercise and nutrition,
by showing them how much
fun physical activity can be,
by instilling healthy lifestyle
habits at an early age and by
maximizing the innovative pro-
gramming, technologies and

fitness industry, health clubs can
make a meaningful and lasting
difference inthe lives of children.”

Health clubs play a
vital role in keeping Americans
of all ages healthy. With more
than 30,000 across the country,
they can be found in all 50
states, serving cities and towns
in both rural and urban areas.

business models  --including
thousands of small and medium
sized enterprises-- are integral to
community life. Together, they
provide a gateway to healthy
living for millions of Americans
of all ages and backgrounds.”
“Mrs. Obama has a
tremendous and tremendously
important task before her,” said

cooperation and help from all
industries and from both the
private and public sectors. We
are extremely grateful that Mrs.
Obama has taken on the issue of
childhood obesity,” Moore said.
“We want to see her succeed in this
initiative and in leading the way
to create a national environment
that supports health.”
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Monthly Management Meetings That Pay For Themselves
Step Six in the Series: Fifteen Steps to Paradise

By: Will Phillips

If you have a monthly
or quarterly meeting to review
your club’s performance, change
the name to Review and Action
Planning (RAP) meeting. The
emphasis in these meetings will
be action. In fact, one ground
rule is that 70% of the meeting is
devoted to action planning.

Who Attends?

The flavor of this meet-
ing is driven by the commitment
that managing is about improving.
Managing is not about overseeing
or insuring or adhering to policies
and procedures. Managing is
about making things happen for
the better, not just babysitting.
The goal of your RAP meeting
is improved results. This means
that the meeting needs thinkers
and that the meeting will
encourage the development of
thinking and problem solving.
In fact, this meeting is one of the
primary training tools you have
for developing your managers.
Thus, the RAP meeting has two
goals; better performance and
better thinkers. The best RAP
meetings include the CEO and all
department heads.

Scheduling RAP Meetings

The period of the
review (e.g. weekly, monthly or
quarterly) is selected so that there
is enough time between reviews
to collect meanmgful data and to

take meaningful action to impact
the results. In most organizations,
a four-hour RAP meeting is the
minimal time. It takes this long to
get used to the RAP process and
to truly solve problems. If all the
work is done sooner, just end the
meeting early. This is preferred
to setting a one- or two-hour
meeting and running short of
time. When the RAP meeting is
functioning well, it is at the very
core of the management process
to deliver the organization’s
desired performance.

Rap Meetings Are Data Driven

The data are the GAPS
between what you wanted
(budgeted) and what you got.
The most important numbers are
the Key Performance Indicators
(KPIs). The process of how to
design a handful of these was
outlined in last month’s article
in this series. These reports must
be published quickly after the
closing of the month or quarter.
First, increase speed, and then,
improve accuracy, not vice versa.
As a starter, work towards getting
your monthly report on the third
of the month. If this is not possible
now, design a flash report which
can be delivered by the third. A
flash report trades off 5% or so
of accuracy for timeliness. Just as
an airplane’s altimeter becomes
useless, even dangerous, if it has
a thirty-minute delay, monthly
reports cannot be late if they are
to have managerial usefulness.
The utility of these reports occurs
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'] the organization’s monthly RAP

or improve the way they manage
the next month to better achieve
the desired goals.

Data Format

Compare planned (bud-
geted) performance with actual on
both a period (this month or this
quarter) and year-to-date basis.
Comparisons with similar periods
last year are also very useful
(i.e. this month compared to this
month last year). Each department
or unit of the organization should
have their own set of KPIs.

Preparation by Managers

The RAP report is
distributed to each member of the
RAP team one or two days prior
to the session. Each department
head identifies any significant
GAPS in his or her area. A
significant GAP is a meaningful
difference between what you
planned for and what you got.
If there is an easy explanation
for why a GAP occurred, and it
is not something you could do
anything about, such as a short
week or an extra pay period in
the month, it is not “significant.”
You are looking for the deviations
that are big enough to impact the
organization, which you believe
you can nudge, influence or
control. If costs were high in
February due to plowing snow
out of your parking lot four times,
it is not something you control.
On the other hand, some might
feel they can nudge the costs of
™\ plowing by adding a plow to their
SUV and training a staff crew to
do the plowing. Each department
head selects a maximum of three
significant GAPS. More than
three loses focus. Always have at
least one GAP or area you wish
to improve in your department to
report on in the RAP meeting.

For each GAP be prepared to:

eJustify your rationale as to why

these are significant GAPS
eDefine the causes of the
deviation

ePresent a brief and concise plan
on what you will do to improve
performance on your significant
GAPs. Be sure to spell out what,
how and by when your actions
will begin to have an impact on

report. If you are not satisfied
with your solutions, say so to the
team and ask for help when you

meet. That is one of the primary =

purposes of the RAP Meeting.
There Are No Good GAPS

Some GAPS appear to

be positive and good. We planned §

for 100 new members this month
and got 120. This is good for the
company in the short run, but it

reveals poor planning, which is g
bad in the long run. If you plan &

low and produce high, the GAP
is significant. On the surface, it
seems completely good; however,
it is worrisome because it shows
that, even though you actually
performed well, you can’t plan
accurately or confidently. Next
time, you may plan high and
produce low. You are not in
control of the situation; you can’t
manage it.

The CEO’s Job

You should indepen-
dently review the performance
of each area and also identify the
key deviations for each area from
your perspective. This can be a lot
of work for the CEO. Be patient.
If you conduct your RAP sessions
well, your workload will be
reduced while the organization’s
performance improves because
your managers are truly managing
and making improvements.

In the Meeting

The CEO or owner
should lead the meeting, not
the CFO. When CFOs lead
management meetings, they use
words and concepts so far beyond
the others that a disconnect
occurs. This meeting is about
managing, not numbers. So, the
CEO leads, the CFO is a resource.

In the meeting itself, it is
necessary to minimize time spent
on explanations and justifications
and focus primarily on identifying
the truly significant gaps and
solving problems. Do not
spend more than 20-30% of the
meeting time on reports and their
explanations. It helps to divide
the meeting into two distinct
parts. First, review reports to
clarify significant GAPS (20-
30%). Second, work as a team
to uncover your ideas on the root

witl thlhps

causes and planning experiments
you can act on to see if your
opinion is correct (70-80%).
Each department head
presents his or her key GAPS

and the rationale for them
being significant. Be brief and
specific (Discussion as needed
to build understanding and
consensus before going on:
DANToBUACBeGO). The unit
head now presents his or her
opinion on the root cause for the
GAP  (DANToBUACBeGO).
And now, what is your plan
for  correcting the GAP
(DANTOBUACBeGO).  Make
sure results are spelled out as
well as actions. Have a clear
date set for when the results
will be achieved and when the
improvement will show up in the
management report.

If one person has
several significant GAPS, present
them in order of significance
and use the above process to
work through each one. If your
DANToBUACBeGO is taking
more than five minutes, shift his
GAPand its DANToBUACBeGO
to a list on the wall for the second
phase of the meeting. Keep
moving, review all the GAPS
in the first phase of the meeting.
Remember, however, for the time
taken in phase one, you must
double it for phase two, and even
that may not be enough time. In
which case, the team decides
when to meet to continue, and it
should be within 48 hours, not
next month.

CEQO’s Role In The Meeting

As CEO, you have three
responsibilities in a RAP meeting.
The most important one is to be

(See Will Phillips Page 23)
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continued from page 22

a coach and educator to develop
your people into managers
who are constantly engaged
in improving performance by
using their observation, thinking
and experimenting. Whenever
the CEO is concerned about
the correct identification of
significant GAPS, having
good opinions about the root
cause, having  appropriate
solutions or the timeliness of
the solutions, he should step
in as an educator/coach using
DANToBUACBeGO. If this is
taking more than a few minutes,
make a note of the concern and
add it to phase two of the RAP.
Avoid lots of discussion in phase
one. In phase one, participants
may ask questions to clarify
their understanding, but keep the
questions brief and to the point. If
the question and answer take more
than a few minutes, make a note
to come back to this in phase two.

The CEO’s second
responsibility is to manage the
time and interactions to clearly
distinguish phase one and phase
two of the meeting so that the
latter is at least twice as long as
the former. Phase one consists

Contact us at: Post Office Box 1967, Madison, MS
1-800-844-0536, Ext. 2222 or 2252 e 601-898-8464 e Fax: 601-707-1037 e Email: contactus(

of an overview of all the GAPS,
consensus on the easy ones so
they are ready for action and
off the agenda and moving the
challenging GAPS to phase two
of the meeting. Phase two of the
meeting begins with prioritizing
all the collected items. Let each
individual write down their top
three. Then, discuss and use
your  club-wide perspective
and business smarts to reshape
and fine tune to priorities. This
should take, at most, 10% of the
time in phase two. Now, begin
DANToBUACBeGO on the root
causes, proposed solutions and
scheduled actions for the highest
priority GAP.

Your third challenge as
CEO in a RAP meeting is to NOT
take over and give all the answers
and to NOT become impatient
and frustrated. Impatience or
frustration with someone learning
a new skill or perspective or
concept will short-circuit the
learning. In some clubs, almost
all the staff are short-circuited
already, and it will take a while
to reset their trust. If you are bold
and secure enough, you can ask
your RAP team for anonymous
feedback on this issue.

Problem Solving

Problem solving can take
several forms, some more formal
than others. Generally, the key to
tough problems is to engage others
so you have more perspectives
and ideas. As you work with
your RAP team, consider these
steps in  problem  solving:

1. Ensure you understand the
problem before you start the
solving. Understanding means
having a good opinion on the
root or underlying cause of the
problem. Without this, you are
only solving symptoms, and
the root cause will produce
reoccurrences.

2. Listen to alternate points of
view

3. Use a systematic process to
ensure everyone’s view is heard
4. Get out lots of ideas for
solutions

5. Take the time to create a
realistic solution

6. Make a clear decision as to who
will do what, by when and how
7. And, above all,
DANToBUACBeGO

A more elaborate prob-
lem-solving process is presented
in the author’s book Responsible

39130-1967

Managers Get Results (Chapters
5- 9). If you would like an
assessment of how well your
management team solves prob-
lems, email me at Will@
RexRoundtables.com with Prob-
lem Solving Assessment in the
subject line.

Ending the Meeting

Before you leave the
meeting, give all team members
a chance to read aloud their
personal action plans. Answer
any lingering questions about
these before leaving. Then, ask
for everyone’s evaluation of
the meeting by asking “What
Helped this meeting?” and “What
hindered this meeting?” And
ultimately, “How can we make
future RAPmeetings even better?”

Remember the goal of
a RAP meeting is not to end on
time, but to improve performance,
just like surgery the goal is results
not an on-time finish.

The Next Meeting

Follow-up is the key
to solid performance in action
plans. People should be reminded
of action items, and meetings
and deadlines should be actively

~

portsfitness.com

managed. Subsequent meetings
begin with a progress report on the
previous meeting’s action items.

The Evolution of RAPing
In Your Club

If you run your RAP
meetings well, you can expect
that, within a year or so, your
department heads who are
developing into managers will
begin Reviewing and Action
Planning continually throughout
the month. This, of course, is what
managers do since management
is all about improving. As the
regular RAP agenda moves
out from the meeting to daily
operations, your formal Rap
meeting can move to higher level,
strategic challenges.

(Will Phillips is the President
of REX Roundtables for
Executives. REX chairs eighteen
club owner Roundtables in the
U.S., Australia, New Zealand,
and Brazil. The newest REX
Roundtable will focus on Small
Giant businesses in all industries.
Your comments and inquires
are welcome by email at Will@
RexRoundtables.com)
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Uncertainty or Stability for 2010?

By: Karen Woodard-Chavez

The start of 2010 for
most clubs was a very good start
to the New Year. Whew! A lot
of club operators are breathing a
sigh of relief thinking that the un-
certainty of 2009 is behind them.
Well, let’s not fool ourselves, we
are in business, there is always un-
certainty. But, you have the ability
to control more of the elements of
uncertainty to create a more con-
sistent and solid foundation than
perhaps is consistently exercised.

Answer the following
five questions and assess how
your business performs with each
of them:

1. Are you measuring results,
analyzing them and readjusting?

| encourage you to
measure the following 20 Key
Performance Indicators (KPlIs)
daily, weekly and monthly:
eTotal members
eAverage monthly revenue per
member
eHourly revenue production for
all departments
e Cost to acquire new members
e Cost per member
e\Weekly cash flow (monthly
expenses)
eNumber of prospects walking in
and calling in MTD/YTD
eSales to tours MTD/YTD
e Appointments to calls
eMTD/YTD increase in daily
workouts
eMTD/YTD increase in ratio of
workouts to member

convenient testing locations.

years in the business.

hidden costs.

Are you NFPT
cthfled"

ata Jtrong personal
ation €an do for you

Get certified today at

www.NFPT.com/Clublnsider.

www.NFPT.com | 800.729.6378

ePercentage of members in group
exercise. Increasing by how
much?

ePercentage of members involved
in PT (Tennis, Pilates, Aqua, Spa,
etc.). Increasing by how much?
eNumber of billable sessions
increasing/trainer or pro

eNon-dues revenue as a
percentage of total revenue
increasing

ePercentage of members paying
more in non-dues revenue than in
dues revenue increasing
eRetention/Attrition rates
ePayroll to gross revenue
ePayroll to departmental revenue
oEBITDAR

Do not just measure
these KPIs, but turn the
information into insight into
income, meaning, once you track
the information, how are you
analyzing it and what actions
will you take to adjust where you
need to be? Who else needs to
be involved in the analysis and
adjustment to shorten the curve?
Does every department have
responsibility for measuring,
analyzing and adjusting it daily,
weekly and monthly to stay on
track for achieving goals?

2. Do you have good managers?

Good managers commu-
nicate expectations clearly and
unambiguously. They do not
tolerate incompetence or recal-
citrance. They staff only with
capable, positive people, and
they are able to get commitment
from every staff member and are
capable of measuring, reviewing
and rewarding performance on a
regular basis. What do you do if
your present management team
falls into that uninspiring and
underachieving category? You
must train and develop them to
meet the above standards. Those
who can learn and apply these
outlined principles will move
from the bottom management
level to the second, and some, to
even the first management level.
Reward them appropriately! And,
move out of management those
who continually fall short and/or
whose staff turnover is exacting
a high price in the company’s
reputation and revenue. What
are you waiting for? Only give
management roles to people who
meet these requirements. Only

give management roles to those
who want to manage. Do not
permit poor managers to hold
management  positions, ever!
Provide an alternative career path
with attractive compensation for
those in non-management roles,
and once you have your team in
place, clarify your expectations of
them regularly.

3. Are some of your managers
wasting time preparing and never
implementing?

| see this way too often

in way too many organizations. ~

Karen Woodard-Chavez

Some managers never act quickly
enough to hire another tennis
pro, massage therapist, personal
trainer or membership person,
so they miss out on growing the
business. Or, they are constantly
planning and preparing programs
rather than simply offering them
to the members to get them
involved, so they miss out on
non-dues revenue as well as
enhancing member results. If this
is the case, then these managers
need to be managed with tighter
timelines, clarity, consequences
and incentives. Management is
the ability to execute a plan or
achieve an end on time and on
budget. Managers who succeed in
making plans have succeeded in
communicating their expectations
clearly and without ambiguity
and have done so between and
among levels (sometimes many)
of management and across
disparate functions, such as sales,
operations and finance.

4. Does your selling staff (all
departments) have the attitude of
never giving up?

Or, if a prospect says no,
do they perhaps follow up a few
times then believe that the sale is
dead? This is not meant to mean
that they will stalk prospects and
guests, but instead, that for some
prospects, the sales cycle may
take longer and lead-nurturing
skills are a critical part of sales
success. This is also not meant to
imply that the selling staff should
not create urgency and close as
many first time sales as possible.
That, quite frankly, is simply
being professional and doing
your best job. It is imperative for
selling staff to understand that
relevance (customization) to the
buyer’s needs in the sales process
will create urgency and relevance

in the follow-up process and
will help to shorten the sales
cycle. Is the selling staff making
obligatory, generic contact, or are
they following up with something
that has value to the prospect to
get them back into the club? Ask
that question and get examples in
your next sales meeting whether it
is for membership sales, personal
training, tennis, etc.

5. Are basics covered every day?

eDo we, as  managers,
communicate clearly to all staff at
every level about how what they
do affects the bigger picture of
the business?

eDo we offer true differentiation
in the market through our
facility, programs, services, staff,
equipment and culture?

eDo we offer an environment
where all people feel welcomed?
eDo we have staff delivering
our service and programs with
confidence and esteem?

e Do we offer value every day?
eDoes every staff person perform
with the belief of making a
difference in the day of every
person that crosses his path?

There is no doubt that
constantly assessing the outcomes
of these five questions in your
organization takes a lot more work
and a lot more consciousness on a
daily basis. Those who choose to
do so will eliminate uncertainty
and create more stability in 2010
and into the future.

(Karen Woodard-Chavez is Presi-
dent of Premium Performance
Training in Boulder, Colorado
and Ixtapa, Mexico. She can be
contacted at 303-417-0653 or
karen@karenwoodard.com)



“Want the mest fiem your

PROFEIT CENTERS?
Add eur technology!”

CEOQO, Visual Fitness Planner

10 WAYS OUR TECHNOLOGY INGREASES YOUR BUSINESS PROFIT

1 Industry “BEST-PRAGTICE” membership sales system
Turn-Key NEW MEMBER INTEGRATION system
Complete PERSONAL TRAINING piatform
Emotional STIMULUS to purchase Q“%‘
Motivation through WISURLIZATION o
Distinct marketplace ADVANTAGE
Highly effective CORPORATE presentations )
RETENTION driven by education-based selling

Highly professional PRIGE PRESENTATIONS
BRANDED/CUSTOMIZED/CONSISTENT

A club chain in AZ reports — “The VFP is the standard presentation for both POS and
New Member Orientation. Upon implementing the VFP, our club went from
producing $0 per day in Program/PT at the point of sale to now producing
$12,000-$15,000 per day.”

w?; A club in Canada reports — “Fitness Managers are averaging PT packages of :
$3,500-$6,000 per PT deal.” g

7 “ Aclubin IL reports — “The VFP helped build our monthly PT drafts from $0 per month
i to over $40,000 per month in our 15,000 sq. ft. facility.”

HINESS

YOUR SALES SYSTEMSYOUR TECHNOLOGY. GREATER PROFITS

CALL'TODAY-1877-837-1212 - www.vin.us - sales@uipus
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It's like adding cardio to your health club. Compete™ from Fiserv is the most
comprehensive club management software in the health and fitness industry.
Yet it’s totally attuned to your club and to each member, helping clubs of all
sizes grow and retain membership while maximizing revenue and minimizing
day-to-day costs. For atotal approach to growth, Fiserv also offers EFT processing
and outsourced billing. With Fiserv, you have the unrivaled power to perform.

The power within. www.clubs.fiserv.com

fiserv.

Payments - Processing Services -+ Risk & Compliance - Customer & Channel Management - Insights Optimization

Larry Gulko Joins Cybex
As Chief Marketing Officer

MEDWAY, MA - Cybex International, Inc.
(NASDAQ: CYBI), a leading manufacturer
of premium, high-performance exercise
equipment for the commercial and
consumer markets, announced today that
Larry Gulko has been named its Chief
Marketing Officer. In this role, Gulko will
provide leadership and strategic direction to
strengthen the company’s market position,
drive growth, and maximize the value of the
CYBEX brand.

“Larry is championing our
top-line growth by introducing game-
changing global marketing and business
strategies,” says John Aglialoro, Chairman
and CEO of CYBEX. “His tremendous
energy, entrepreneurial passion, and depth
of relationships are already enhancing
CYBEX’s brand equity and creating
awareness for our distinctive heritage and
superior products.”

One of Gulko’s first initiatives
was securing a multi-year agreement for
PGA Tour legend Greg Norman to serve as
an official ambassador for the innovative
CYBEX Golf Fitness platform.

“CYBEX is authentic. We’re the
real deal. Focusing on our rich heritage
based on exercise science and building what
our customers consider the world’s best
fitness equipment, we offer a unique value
proposition designed to improve health,
wellness and performance,” says Gulko.
“As we identify and seize new opportunities
to build our brand, expand our markets and
drive demand, our goal is to position CYBEX
not only to succeed in today’s ever-changing
competitive landscape but to dramatically
improve business performance.”

Gulko has worked with a broad
range of high-profile brands including
Johnson & Johnson, Reebok, Gillette, PGA
of America, Kodak, Siemens and LPGA,
among others. A sought-after thought
leader and motivational speaker, he has
served as president and on the board of the
American Marketing Association, Boston;
advisory council at the George Washington
University; is a frequent gueston NECN-TV
Business Day and also created and moderates
the Annual CEO Brand Leadership Forum
for the Harvard Business School.

....Norm’s Notes

continued from page 10

eThe International Council On Active
Aging, a/k/a ICAA has named the
winners of its 2009 Innovators Awards
programs and products that support wellness
for adults ages 50-plus and they are:

oENgAGE by The Garlands (The Garlands
of Barrington, Barrington, Illinois)

0100 Ways to Wellness (Kisco Senior
Living-Heritage Woods, Winston-Salem,
North Carolina; Abbotswood at Irving Park,
Greensboro, North Carolina; and Heritage
Greens, Greensboro, North Carolina)
eEscape to Paris Challenge (Sunnyside
Communities, Harrisonburg, Virginia)
eGet Fit For Space (Schlegel-University
of Waterloo Research Institute for Aging,
Kitchener, Ontario, Canada)

eThe American Century (Classic
Residence by Hyatt, Chicago, Illinois)
ICAA also selected CogniFit Personal
Coach as this year’s Equipment Innovator,
an awards category that recognizes North
America’s most creative product for active
older adults. CogniFit Ltd., headquartered
in Yogneam llit, Israel, created this online
brain fitness program.

o|HRSA does an awful lot for its Member
Clubs and for our industry, but there is
nothing more important than the Public
Policy efforts IHRSA is involved in day in
and day out. | mean, whether you chip inand
pay IHRSA dues for your club or not, your
club still benefits from IHRSA’s work. That’s
why | urge you to join IHRSA and support
their efforts with your membership dues and
some dollars to help IHRSA Public Policy
efforts. To do that, contact MEREDITH
POPPLER at (800) 228 - 4772 - Ext.

129. Let me mention that you don’t have
to own or manage a club to be an IHRSA
Member. IHRSA also has very reasonably
priced Individual Memberships. For
IHRSA Memberships for your club or for
yourself as an individual, contact NICOLE
JOHNSON at (800) 228 - 4772 - Ext 197.
So, no matter what you do in this industry, if
you make your living in it, you really should
be a card-carrying, dues-paying IHRSA
Member! Please check out some examples
of the work on Public Policy IHRSA does at
www.clubinsideronline.com.

o| hope to see and speak with you at IHRSA
2010 in San Diego, March 10-13th! Justin
and | will be spending a lot of time at our
Exhibit #3810. During the Convention and
Trade Show, please keep an eye out for my
black hat. | wear it so you can find me at
these big events! Just come up to me and
introduce yourself if | don’t know you, as
I’d really like to meet and talk with you. If
I know you, I’m really looking forward to
seeing you again!

eGod Bless our troops, airmen and seamen
as they fight for our security in two Wars
“over there.” God Bless you, your family
and your clubs. God Bless America!

(Norm Cates, Jr. is a 36-year veteran of the
health, racquet and sportsclub industry.
Cates is the Founder and Publisher of CLus
INSIDER, now in its 17th year of publication.
Cates was IHRSA’s 1st President, and a Co-
founder of the Association with Rick Caro
and five others, in 1981. In 2001, IHRSA
honored Cates with its DALE DIBBLE
Distinguished Service Award, one of its
highest honors. Cates may be reached
by phone at (770) 850 - 8506 or email at
Norm@ clubinsideronline.com)
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Get Better Results in Less Time!

CYBEX manufactures premium exercise equipment designed to improve physical well
being, function and performance. Based on a sports medicine and rehabilitation heritage,
CYBEX leverages its expertise in exercise science to provide innovative and technologically
differentiated products and programs. Two excellent examples of this are the ArcTrainer and
Bravo. Both provide a unique exercise experience, allowing people of all ages and abilities a
way to improve their fitness level.

g ' BE X Call us at +1.774.324.8000 to learn how CYBEX can provide game changing training
possibilities to make a difference in your facility! Visit us at www.cybexintl.com

Serious about fitness.
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Get the most
from your

marketing dollars!

low cost
solutions

There are plenty of ways to get noticed without spending a bundle. We know how to get
maximum results from minimal resources. It's time to embrace the unconventional with
promotions that rely on time, energy and imagination rather than a big marketing budget. Our
low cost marketing solutions succeed best when they target consumers in unexpected places
with unique, engaging and thought-provoking concepts to generate buzz, and achieve a desired
response. Susan K. Bailey will help you identify what solution will work best, develop creative
concepts and produce unique advertising vehicles to engage your target market.

PCK-S  markelimmny  efsal

arketlngpackage a"‘e““g
Choose from door hangers, Perfect for internal marketing Creative way to reach
take ones, flyers, guest passes campaigns including member local prospects. Only
and hang tags to enhance your referrals, special events, personal 5 cents per email - no
external marketing efforts! training, gift certificates and more! minimums!

Call today and we will help you

choose your low cost solution! .
18883494594 SusSan E.?e}tli_,f?;{,’

info@clubads.com »
L)
www.clubads.com Wertising 2"

%
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Created in 1989, we introduced
the fitness industry to the benefits of Step Training.

We began the Group Fitness revolution in 1989 with the invention of THE ORIGINAL STEP. Today,
thousands of health and fitness facilities worldwide have discovered its superiority.

» The ORIGINAL Health Club Step

» Large step surface (36" X 14") covered with durable, non-slip mat
» Designed for safety - won't tip

» Adjusts, with support blocks, from 4" to 6" to 8"

» Inclines and declines, with the support blocks, for body sculpting
» Doubles as a weight bench

» MADE IN THE USA!

THE WEIGHTS
» Specifically designed for use in Group Fitness classes
» The center of each weight is tapered - easier to grip during hand-held exercises
» Weights are covered in a commercial-grade high-density polyethylene (HDPE) to improve durability
» Up to 300% stronger than standard weights

» Filled with DURACAST VX, a very high strength concrete developed by the US Army for protective
applications and used to build skyscrapers and bridges

» The HDPE material won't scratch or scuff your Group Fitness floor

» Flexural toughness/compressive strength 10 times over conventional fill materials
» MADE IN THE USA!

THE BARS
» Made of heavy gauge, powder-coated steel
» Bars will not bend or scratch

» 54 inches long with 8.5 inches available for weights on each end

THE STORAGE RACK

» Durable powder-coated steel construction

» Holds up to 24 sets of bars, collars and weights

THE COLLARS

» Quick release tab for convenient loading and unloading of the bar

» Will not scratch or damage the bar

THE 10 KG SIDE RACK

» Durable powder-coated steel construction
» Holds up to 8 of the 10 kg weights

- US Clubs & Instructors

« International Clubs, Retailers & Instructors

The ORIGINAL Since 1989

> 877.296.9990

stepfitness@thestep.com
www.thestep.com
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Programming Tip of the Month:
Yoga Bears!

By: Sandy Coffman

Last month, | wrote about
the importance of programming
for kids. Certainly, one of the best
places to start is with the very
young, together with their parents,
grandparents or caregivers. It will
encourage family fitness and family
retention. | love this one...

Description

The Yoga Bears class
is created for children 2-4 years
old and their parents. The purpose
is to provide a fun, unique
experience for children and their
parents, combining creativity and
imagination with fitness:

1. Identify body parts and
experience their movements.
2. Experience the difference

between moving in a personal
space rather than a general space.
3. Recognize and move in various

directions; right, left, forward and
backward.

4. Execute simple but specific
locomotor movements, such as
walking, running and jumping.
Learn body control by starting,
stopping and holding still.

5. Execute simple non-locomotor
patterns, such as bending, reaching,
pushing,  pulling,  stretching,
turning, lifting and twisting.

6. Move to music such as starting
and stopping with music cues and
reaching high or bending low with
music cues.

7. Use props, such as soft balls, to
develop hand-eye coordination,
hoops to learn space control and
balls or objects to kick. Learn how
to catch, roll, bounce, bat or toss a
soft ball.

8. Learn how to participate
cooperatively in movement group
activities by moving together,
holding hands, sitting down and
standing up or moving a big circle
in and out. The group activity will

CriB

1993

teach emotional control,
and patience.

sharing

Tips for Success
and Points to Consider

The music will be key
to getting the children to move
enthusiastically, but it will also help
to teach consistent reaction. For
example, play the same music that
encourages the same movement
every time.

eSpecific music selections are
a must: Try movie or television
themes, such as the Pink Panther or
the Charlie Brown theme. All the
Disney songs are terrific.

olf your facility is small, and so is
your budget, implement your kids’
programs with simple equipment
that is readily available, such as
colorful hoops, balls, parachutes
and tambourines. Simple activities
can be fun, educational and
challenging, such as balancing a
bean bag on your head or on your

) knee or foot, throwing it in the air

INSIDER
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and catching it, or throwing it to
another person to play catch.

eHaving a mat, such as a yoga mat,
for each child teaches the use of
space and movement. Each child

as well.

eConstant and positive rein-
forcement by the leaders --parents
and teachers-- is important, but
group cheers go a long way too.
eRecognition and awards using
ribbons or buttons will always
encourage a child to try harder.
Find a reason to reward every
child for something at one time or
another. Many awards can be given
for reasons other than performance,
such as perfect attendance, good
sporting  behavior, friendliness,
helpfulness, courtesy, perseverance,
being the most improved and...
birthdays! Building self-esteem is
a sure way to build a life of fitness
that incorporates the mind, body
and spirit.

e At young ages, 2-6 years old, the
ratio of students to teachers is best
at about 6-8 students per teacher;
therefore, the parent-child setup
enables the class to be bigger. A
larger class size encourages more
sociability and will encourage
children to make friends.

eHaving a club mascot, such as a
big Yogi Bear, will give you lots of

Successful
Programs for
Fitness and
Health Clubs

Profitable

with
60 rep

Sandy Coffman

marketing opportunities and will
surely be a fun and unique addition
to your kids’ programs.

(Sandy Coffman is the “Dean of
Club Programming.” To order
Sandy’s  great  programming
book, Successful Programs for
Fitness and Health Clubs: 101
Profitable ldeas, go to www.
humankinetics.com. Contact
Sandy at SLCoffman@aol.com or
visit www.sandycoffman.com)

View Sandy’s Author Profile at |

www.clubinsideronline.com |

could have his own step to work on
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Sincere Thanks and Great Appreciation To:

Allwho have advertised, purchased subscriptions, pitched inas Contributing Authors and read CLuB INSIDER!
We are now in our 17th year of publication! All of you are on the “Team” that makes this publication, and
we will be grateful to you forever. | appreciate and LOVE ‘Ya!

Very Sincerely,

Norm Cates, Jr.
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“I have never seen anything else in the industry have such a
high impact on guest fraffic, member
retention, member satisfaction and profits.
With BTS we've Increased monthly
group participation from 800 visits fo
6,000 visits, added over 2,600 new
members increased retention from 50% to 73% and

increased profits by over 400%!"

John Bonica
Co-Owner, Global Fitness Centers

“We have learned the impact that marketing BTS programs
can have on driving traffic into our clubs.
We have advertised FREE classes to non-
members in various media which has
increased traffic by over 25%. On top of
that, 90% of prospects who visit WOW! and
experience a BTS program, join that day!”

Stephen 5. Roma
Owner, WOW! Work Ouf World

“We began working with BTS in 2006 and within two years

we had dramatic impact on our business.
We went from only servicing 9% of our

members in Group to 37%. Our retention rate -
for Group members has skyrocketed to
93%! And amazingly, by executing one of
BTS' management principles of integration, &
we have developed a cohesive team of instructors and

personal trainers. This has resulted in our PT revenue
increasing by over 55%!"

Mike Silva
Owner, The Edge

“BTS is the single best investment | have ever made, not
only in Group Fitness, but also for my club
as a whole. It services our members, sells
memberships, markets our club and
motivates our members and staff, including
me! BTS has enabled me to increase my

membership price from $30 to $49 per month, and we no

longer compete on price.”

Jason West
Owner, Gold's Gym Elite

"

BTS Will Double
Your Profit.

CENTERGY"

800.729.7837

bodytrainingsystems.com
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- The bodybugg

The Most Accurate Weight Loss Device on the Market Today.

Apex and the bodybugg... What we can do for you!

» Give you great margins

* Provide the next level of service that health clubs need

* Increase client/member retention by giving better results

» Attract a completely different clientele

» Serve as a profit center with “two prongs” — programming and products
» Bullet proof your business in a challenging economy

* Help your club stand out from the rest

Call and let us show you how we can make you more profitable!

The bodybugg as seen on _ _
NBC's The Biggest Loser powered by apex business solutions®!

Call for more information bOdYbUg g c'pe)(((

1.800.656.2739 ext. 4067 AR ETEN T RTR A AL S

“The Apex logo and the BODYBUGG mark are trademarks or registered trademarks owned by 24 Hour Fitness USA, Inc. Reqistered in the United States Patent and Trademark Office.*



