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These satisfied CheckFree
clients wrote this Ad.

“"S VERY
USER-FRIENDLY...
With CheckFree,
everything is done

“POINT OF SALE GIVES US
GREATER CONTROL...

We can account for everything...

every product and each drink.”

automatically. It's flexibie
and grows with the club.”

“IT IMPROVED OUR CASH FLOW...
On a regular, ongoing basis. Even
in lean months.”

NED OUR COMPUTER-ILLITERATE STAFF...

“FOR EFT YOU HAVE TO GO WITH CHECKFREE... o our billing internally.
It's the only sure way to have a solid cash base.” “CHECKFREE STAYS WITH YOU...
You have ongoing support long after

the contracts are signed.”

“MADE US MUCH MORE PROFITABLE...
You can get a fast turnaround on your investment.”

E ‘\.\i |

*THE MOST FLEXIBLE BILLING SYSTEM..,

We've seen a real decrease in our monthly
billing costs.”

“ESSENTIAL TO RUNNING A CLUB...
| would recommend CheckFree to all club owners.”

*THE BEST THING THAT EVER HAPPENED TO US...

It helped our sales staff generate leads and follow
up on those leads.” CLUE CHECKFREE

Isn't it about time you joined Club CheckFree? Over 75 percent of the nation’s =
leading clubs already have. But please, d.on t take our word for it. Call F‘heckFrec 5 Health & F,

to hear other satisfied club owners describe how CheckFree has put their health Join The Club: 1-800

and fitness clubs in the best shape ever with ZAP ID, SALES PROSPECTING, POINT OF SALE, SIRTRECHIN; 1-000-24259 522
ACTIVITY MANAGEMENT, BILLING, A/R, and ELECTRONIC FUNDS TRANSFER.

CheckFree Health & Fitness would like to give special thanls to the foflawing clients for participating: Bobbette Auscre-Lower Valley Athletic Club, Gale Landers-Gold Comst Multiplex,
Gloria Rexing-Grant Fitness Center, Jane MacFartane-Fitness for Women, Jariie Sidall-Fitness Barn, Karen Owen-Evergreen Racquet Club, Ken Katz-Owings Mills Athdetic Club,
Mark Mayes-Fitness Resources, Michael Cassady-Global Afilfates, Pete Peterson-Frogs, Stephen Grill-Warld Gym Fitness Center and Steve Swartz-Columbas Sports Connection
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CLUB SPORTS INTERNATIONAL PURCHASES
NORTHWEST RACQUET, SWIM & HEALTH CLUBS
CSI Grows By 12 Clubs, 1,400 Employees and 120,000 Members

LATE BREAKING NEWS!

D ENVER, COLO-
RADO - March 6, 1997 - Club
Sports International (CSI) today
purchased Twin Cities-based
Northwest Racquet, Swim &
Health Clubs, making CSI the
nation’s largest full-service athletic
club operation. Terms of the pri-
vale transaction were not dis-
closed. The combined CSI com-
panies will have more than 49 lo-
cations in 12 states, 3,500 employ-
ees and more than 316,000 mem-
bers,

The sale concludes an
eight-month effort by Harvey
Ratner and Marvin Wolfenson,
founders and owners of the North-
west Clubs, to identify a buyer
who would continue and enhance
the position of the group as one of
the preeminent health club organi-
zations in America. * We are
pleased to become a part of the
Club Sports family, * said Mr.
Wolfenson. “Their tradition of

cuslomer service gave Harvey
and me confidence that we are
leaving our members, many of
whom are our long-time friends,
in good hands.” Mr. Ratner em-
phasized the continuity of man-
agement, noting that Jerry Noyce,
who has been associated with
Northwest for twenty-three years,
including serving as Director of
Operations for the last nine years,
will continue in that position. Mr.
Wolfensen will also remain on
site and serve as a consultant to
Club Sports International. Club
Sports International said it will in-
vest more thant $3.5 million this
year to improve its Twin Cities fa-
cilities and add new, state-of-the-
art fitness equipment, televisions
and additional member services.

Established in 1968 with
one club, Northwest Racquet,
Swim & Health Clubs now oper-
ates 12 clubs in the Twin Cities
area. In 1991, as an acknowledg-
ment of and to honor their excel-
lence in the club business, Harvey

Ralncr and Marvin Wolfenson were
inducted into the CLUB INDUS-
TRY Hall of Fame alongside indus-
try giants such as Ray Wilson, Alan
Schwartz and Jack Lalanne.

The high quality North-
west Club group attracted consider-
able interest from a broad spectrum
of buyers, according to Buccino &
Associates, Inc., a Chicago -based
financial advisor, which represented
Northwest in the sale. Michael
Smith, a Managing Director of
Buecino, revealed that more than
twenty-five prospective buyers re-
ceived information packages on
Northwest and that eight submitted
offers for the company. * It was
evident from the start of this assign-
ment that the owners of Northwest
were seeking a buyer who would
value and build upon the tremendous
image of quality and service which
has resulted in the company being
named * Best of the Twin Cities’ for
six years in a row and the #1 club in
the nation by the United States Ten-
nis Association in 1994. Club Sports

brings the customer service phx-
losophy and the financial re-
sources to continue this tradi-
tion.”

“Northwest has long
been recognized as a model for
operating premier athletic clubs,”
said Tom Lyneis, Club Sports In-
ternational President. “ We’'re
excited about the opportunity to
build on that success and offer
all of our members nationwide -
12 more top-notch clubs to uti-
lize.”

“For more than 29
years, Northwest has been a Twin
Cities icon and an international
model for operating premier ath-
letic clubs,” said Ed Williams,
Club Sports International Senior
Vice President. “ This is a fan-
tastic opportunity for CSI to
build on that tradition of excel-
lence and offer even more to our
members, especially Twin Cities
families. Inother markets we've
added kids-only gymnasiums,
outdoor swimming_ pools, water

parks and day spas to our clubs.
We're already investigating the
possibility of bringing these types
of added benefits to our Twin Cit-
ies members.”

According to the most re-
cently published industry data, CSI
is the fourth largest chain in the
country, with annual revenues of
$74 million. The Northwest group
is the 8th largest chain with rev-
enues of $48 million. The newly
expanded CSl should expect future
annual revenues of $125 million or
more,

Club Sports International
has, for years, been known for the
quality clubs that its owns and op-
erates across the continental U.S.
and Hawaii. The acquisition of the
outstanding Northwest Club group
will position CSI even more signifi-
cantly as key operators of premier
athletic clubs around the world.
Tom Lyneis, Ed Williams, Bud
Rockhill and Art Curtis lead an or-
ganization that is truly * setting the
standard * for the club business.

Karen Wood

By Norm Cates, Jr.

Therc are over 13,000
commercial health clubs in
America and in each club there is
ownership and management striv-
ing for success and profits, All
clubs have their own history and
challenges and each is seeking to
succeed in its own way. This is
about Karen Woodard...truly * a
rising star’ in the health club in-
dustry. Karen is a 12-year veteran

club owner and club business
consultant who has developed
and currently operates two suc-
cessful fitness facilities and two
indoor sport climbing facilities.
Her experience has led her to a
rapidly advancing position in the
world of club continuing educa-
tion and consulting.

There are not many suc-
cess stories in the club industry
in America as bright as Karen
Woodard’s. Woodard, a sharp, fo-
cused, articulate and detail-ori-
ented woman, has used a combi-
nation of experience and talents
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to lead her club organization to suc-
cess in her very competitive market
(23 facilities in Boulder, Colorado,
a city of 100,000). Along the way,
she has found a new passion. That
passion is the world of teaching,
sharing of business knowledge and
motivating others. She recently
gave a presentation at the IHRSA
Orlando Sales, Marketing and Pro-
gramming Convention and received
a very positive rating of #3 out of a
total of 12 speakers in her category.
She is also scheduled to speak at
IHRSA San Francisco. Her topic is:

"HOW TO AVOID THE
MONSTER MISTAKES IN
MEMBERSHIP SALES."

Karen Woodard is the
Founder of Premium Performance
Training, a club training and consult-
ing firm which specializes in club
sales, operational and bottom line
consulting and training. This is her
story.

Sih

EARLYAGE
BUSINESSWOMAN

WOodard was born

in Norwood, Massachusetts and
as a child relocated frequently
with her family as her Dad was
employed by Hewlett Packard.
She lived in Connecticut and a
number of other cities and was
raised in Fort Collins, Colorado.
She spent her childhood differ-
ently than others, as she found,
at an early age an insatiable in-
terest in business. She com-
mented, * Business always en-
ticed me. In fact, when | was
younger, [ used to get teased a
lot because | carried my Dad’s
briefcase. When I was 5, I would
pick apples and sell them to the
neighbors. | was always selling
something. My interest in busi-
ness carried on into high school.
I was the President of my high
school’s business club and was
always putting together-different
business functions in school.

g Star!

Different programs to get kids in-
volved other than just on an aca-
demic level."

ONE OF YOUNGEST
CLUB OWNERS &
DEVELOPERS

Karcn and her hus-

band-to-be, Scott Woodard, along
with a partner, started their first fit-
ness center, the PULSE Fitness
Center, in Boulder in 1985. She
was only 23 years old. That would
make her one of the youngest health
club co-owners in the country. The
PULSE Fitness Center has now
been in business for 12 years and
is located in a small shopping cen-
ter that she and Scott own. The fa-
cility is 18,500 square feet. The
“feel” of the PULSE Fitness Center
isone of a *No Attitude Fitness En-
vironment®. When this writer vis-
ited the facility in late February, 1
was surprised to see such high us-
age on a Sunday afternoon. The

(See Karen Woodard page 4)
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LEARN! LEARN! LEARN!

Karcn Woodard, the
President of Premium Performance
Training, our cover-person for this
month’s edition, has a motto on her
voice mail that 1 would like for you
to hear and consider. The reason |
am pointing this out is that you still
have time to make plans to attend
the 16th Annual IHRSA Conven-
tion and Trade Show in San Fran-
cisco, April 9-13th. I've said it be-
fore and I'm going to say it again.
In addition to the largest club busi-
ness trade show in the United
States, the IHRSA 16th Annual In-
ternational Convention offers an
absolutely unbeatable four-day
learning event for professionals in
the health, racquet and sportsciub
business. Check out the sample list
of topics and expert speakers shown
below. You can rise to new heights
in your business by taking the time
and making the investment neces-
sary to attend this convention and
trade show. Call (800) 228-4772
for information. 1 hope to see you
there!

KAREN WOODARD’S
MOTTO:
Even if you are on the right
track,you’ll get run over if all you
do is sit there!

INTERNATIONAL HEALTH,
RACQUET AND SPORTSCLUB

ASSOCIATION (IHRSA)
16th ANNUAL CONVENTION
AND TRADE SHOW
SAN FRANCISCO,
CALIFORNIA - APRIL 9-12,
1997

There will be over 200
topics and speakers and here is a
representative sample of them:

WEDNESDAY - APRIL %th

* Tennis Forum * 4th
Annual Leadership Conf.- Strate-
gic Pricing: New Methods For
Profits.

* Pre-Convention Work-
shops - Developing A Creative &
Unintimidating Ad Campaign to
Reach the Deconditioned Market
- Doug Levine & Liz Petersen * An
Introduction to Club Finance- The
Basics You Must Know - Charley
Swayne * Service Breakthrough
Laury Hammel and Panel

* Strategies For Develop-
ing A Hospital-Affiliated Health &
Fitness Center- Dave Pickering
and Panel

*» The Closing Clinic: A
Hands-On Experience To Help
You Increase Sales-Casey Conrad.

* Determine What Your
Club Is Worth - Cecil Spearman
and Panel * State of the Industry -
Frank Napolitano and Jill Stevens
Kinney.

THURSDAY - APRIL 10th

* Opening Session-
Health & Healing: Discover &
Enhance the Powers Within-An-
drew Well, M.D.

* Boom, Bang, No Fire-
works Here, Just The ABC’s of
Selling- Charles Lindsey and
ACS Team

» Hospital-Based Facili-
ties Forum Session - Wellness:
The Key Transformational Agent
of Clubs - Jeff Bensky * Anatomy
of A Club/Hospital Relationship
- Jason Conviser, Ph.D. * Repu-
tation Management -: 10 Steps To
the Public Image You Want-
Michael Hoffman and Seliece
Mignogna

= Keys To Excellence In
Club Design. Construction & De-
velopment-David Armstrong and
Donald DeMars

* Lunar Leadership-A
Case Study In People Manage-
ment- Frank Ancharski

* Global Industry Sum-
mit General Session - Paradoxes
Of Future Health,Fitness & Ex-
ercise Markets-Roger Selbert,
Ph.D.

» Staffing Your Club:
How To Hire & Fire, Legally &
Fairly-Helen Durkin

* The Latest News On
The $3§ Corporate & $35 Health
Insurer Markets- Dave Pickering

+ Team Building For
Sales Success-Craig Pepin-Donat

+ 30 Retention Programs

in 90 Minutes.

FRIDAY - APRIL 11th

* Global Industry Summit
Breakfast - “Key Issues Facing The
Club Industry™ - Tony Harmon and
Herman Rutgers

+ Global Industry Summit
General Session - * The Great
Game of Business-Jack Stack

+ Small Group Tutorials -
Designing & Implementing An Ef-
fective Strength Training Program
For All Levels - John Philbin, M.A.

* Lighting A Fire Under
Your Average Sales Performers -
Ed Tock

* Internal Promotions -
Making Your Walls Speak For You
- Fern Pessin

* A Step By Step Guide
To Creating A Home Page For Your
Club - Spencer Garrett

*» 25 Practical Strategies
For Getting & Keeping Long-Term
Members-Glenn William

= Concurrent Sessions -

* New Ways To Compen-
sate Employees - Rick Caro

*» Global Industry Summit
Open Forum-Key Issues Facing
The Club Industry - Facilitated by
Stephen Tharrett and Harm
Tegelaars

» Concurrent Sessions -
How To Plan A Corporate Market-
ing BLITZ - Brenda Abdilla

* Leveraging A Network
Of Family Doctors To Refer New

Members To IHRSA Clubs - E.Lee
Rice

* Knock M'Dead Sales &
Marketing Tools For In-Club Per-
sonal Training - Bob Damashek

*» Around The World In 90
Minutes: Current Trends In The Club
Industry - Hans Muench & Panel

SATURDAY - APRIL 12th

» Concurrent Sessions -
Practical Applications of the Sur-
geon General’s Report - Jennifer
Barry Turgiss

« 12 Sizeling - Hot Sales
Tools That Guarantee Increased Pro-
ductivity-Mike Chaet, Ph.D.

* Creating and Promoting
A Successful In-Club Cancer
Wellness Program - Julie Main and
Eric Durak

+ Mentally R.I.C.H: The
Ultimate Peak Performance Training
Program (Part 1)- Richard Gerson,
Ph.D.

* 10 Tips To Improve Your
Staff’s Attitude & Performance - Jeff
Stokes

« Creating Job Value
Through Emotional Compensation -
David Bradshaw

« Avoiding Monster Mis-
takes In Sales - Karen Woodard

* Closing General Session
-The Adventure of Change-Jeff Salz,
Ph.D.

DON'T MISS THE IHRSA CON-
VENTION AND TRADE SHOW !

..Karen
Woodard

continued from page 3

staff also displays a warmth and
hospitality similar to the hospital-
ity you get walking into Red
Lerille’s Health and Racquet Club
in Lafayette, La. or Joe Cirulli’s
Health and Fitness Center in
Gainesville, Fla. (Red and Joe have
been in business for 33 years and

23 years, respectively). The inte-
rior is very colorful with a warm,
resort-like feel. Close attention to
detail is evident in all areas of the
PULSE Fitness Center, a key as-
pect in the success of any business.

HEAVY EMPHASIS
ON PROGRAMMING

The PULSE offers a
complete line of fitness services
including selectorized weight ma-
chines, an extensive free weight

EC lub insider Subscription

CONVENTION & TRADE SHOW

" SPECIAL OFFER

$49 for 18 months if received by
April 12,1997

Club Insider News, P. O. Box 671443
GA 30006-0025 « AMX

Welcome

area, a 4,000 square-foot aerobic
studio, (80 group classes per
week) a spinning room, a stretch-
ing/conference room, two cardio-
vascular equipment rooms, mas-
sage therapy rooms, a child care
center and locker rooms with coed
spa amenities. The club also of-
fers a vast array of programs
suited to appeal to the outdoor-
oriented clientele of Boulder, an
upscale community about 30
miles northwest of Denver. The
programs include everything from
outdoor inline skating classes to
fly fishing! Woodard’s concept is
to provide the best possible facili-
ties, equipment and services and
to add the important ingredient of
special, community outdoor pro-
gramming to suit the outdoor-ori-
ented market that she serves, Itis
this programming ° differentia-
tion® and the goal of becoming a
community resource for health
and fitness that is the formula for
success that works for the PULSE
Fitness Centers in Boulder.

DOWNTOWN PULSE
FITNESS CENTER
AND ROCK CLIMBING

BUSINESS IS GROWING

Thc success of the first
PULSE Fitness Center has led to
the development and ownership of
three other facilities by the
Woodards. 6 1/2 years ago they
opened the PULSE Fitness Center
Downtown, which is a 10,000
square-foot fitness facility located
in an office building. Combined,
the two PULSE Fitness Centers
serve 4,000 Boulder area members.
6 years ago they built and opened
a rock climbing facility in the space
next to their first PULSE Fitness
Center. And, a little over a year
ago, the Woodard’s opened a state-
of-the-art, 9,000 square-foot rock
climbing facility that is a flagship
facility for one of the fastest grow-
ing sports in the United States, in-
door sport climbing. In addition
to supervising building and remod-

eling of their existing PULSE Fit-
ness Centers, Scott Woodard built
the rock climbing facilities and now
has developed an expertise in the in-
stallation and operation of rock
climbing facilities. The wall busi-
ness, Eldorado Wall Company, spe-
cializes in the installation of new
rock climbing facilities on a contract
basis. Clubs across the country are
intalling indoor and outdoor rock
climbing facilities inside racquetball
courts, tennis courts and other spaces
which are available. The sport of
rock climbing is actually quite safe,
even though at first glance-many per-
ceive it to be dangerous. The
Woodard's insurance cost for their
rock climbing facilities is about the
same as for their clubs. Rock climb-
ing is emerging as another potential
and safe profit center for club op-
erators to consider. For information
on rock climbing facilities, Eldorado
Rock Company may be reached at:
(303) 447-0512.
Karen Woodard has put a
(See Karen Woodard page 10)
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SPORTS SPECIFIC
INTERNATIONAL is the com-
pany that launched the
SKYWALKER machine at the
Club Industry Show a couple of
years back. The machines that they
began to deliver nearly a year after
the first orders, turned out to be
faulty and had to be virtually rebuilt
in the field. Then along came
REEBOK to reportedly become a
partner with SSI to market the
Skywalker. Since the alliance be-
tween Skywalker and Reebok be-
gan, SSI has reportly filed for
Bankruptcy in December, 1996,
but I have not been able to confirm
that because | haven’t but been able
to get through the phone lines to
confirm any information from
them. The lines, including the fax
machine, are busy around the clock.
A few days ago, I received a call
from one of my readers who was
upset because he can’t get parts or
service on his Skywalker machines.
He expressed surprise at the status
of the Skywalker situation because
he felt secure in investing in the
Skywalker because the Reebok
logo was on the machine. | also
spoke with MINDY PAYNE, a top
manager with Australian Body
Works. Mindy informed me that
ABW had purchased a number of
the Skywalkers and also had no suc-
cess in getting parts or service. She
commented, “ We expect to be able
to use our Skywalkers until they
break down......at that point, we
don’t have much hope for fixing
them and just plan to remove them
from the floor until hopefully some-
thing happens to get parts and ser-
vice on them.” I contacted Reebok
Headquarters and was told they
would * have somebody get back
tome’, but | haven't heard anything
at press time. Personally, Ithink it
speaks poorly for SSI and Reebok
to allow club operators to go high
and dry for parts and service, no
matter what their problems are!
Maybe we can raise enough hell
about this to get the giant Reebok
Corporation to step in and do the
right thing and take care of the
people that trusted their repuation
when they bought the machines !

PER-ANDERS
DAGBORN, the owner of the
SPORTS CLUB STOCHHOLM
group of clubs, which are said to
be some of the finest in Europe, has
done an extensive study on Mem-
bership Attrition Rate - Definition
and Use, which contains a number
of interesting considerations with
respect to this very important club
business issue. In future editions,

we will be publishing excerpts
of his work. P.A. hopes to gather
input from operators around the
world on the subject. You may
communicate your ideas to P.A.
at: Fax#: +46(8) 728-8720 or
wrile to P.A. at:

Sports Club Stockholm,

Norrtullsgatan 6, 113 9

Stockholm,.Sweden.

ICON, the giant home
fitness equipment company has
taken a step into the commercial
world by acquiring HOGGAN
HEALTH INDUSTRIES. It
seems that every month we hear
about more consolidation of the
equipment side of the industry.

CORY EVERSON’S LI-
CENSING PROGRAM which
is being marketed and managed
by CHARLEY LINDSEY and
American Club Systems is
cranking out the new locations.
In just a year they now have 11
facilities open with a total of 27
licenses sold. 16 new facilities
are in various stages of develop-
ment. The two newest Cory
Everson Aerobic & Fitness Cen-
ters that opened were in
Wilmington, N.C. and
Gainesville, Ga. The facilities
opened with 601 and 692 mem-
bers respectively, memberships
sold in a short 60 day pre-sale
period ! In addition to being a
fitness guru, Cory is also an art-
ist and her work was displayed
at the Ritz Carlton in Atlanta
during the Super Show. The
success of the Cory Everson Li-
censing Program is in stark con-
trast to the LINDA EVANS
Franchise program which has re-
portedly stopped selling fran-
chises. It is reported that Linda
Evans is now going into
infomercial sales,

M TI'€C H A-E L
HOFFMAN, one of our contrib-
uting writers and President of
Heart Communications, was
spotted on the A & E Network
with President George Bush and
Arnold Schwarzenegger. The
scene was on tape compiled for
adocumentary on Arnold’s life.
The setting was on the South
Lawn of the White House at a
fitness carnival called The Great
American Workout. Hoffman
was shown pressing a Life Cycle
button and programing the bike
for President Bush who was
pedalling without resistance. In
the scene, Arnold was observing
and said to Hoffman, “Don’t get
him too fit!"

24 Hour Fitness has
named wellness entrepreneur,
KAREN BEHNKE, of San
Francisco, to the Board of Direc-
tors of 24 Hour Fitness, Inc.

SALES MAKERS,
RAY GORDON AND ED
TOCK have a terrific sales train-
ing seminar set for May 1,2 and
3 in Fort Myers Beach, Florida.
Check out their ad on page #23.

RON THOMPSON, a
long time leader in RAY
WILSON’S Family Fitness Cen-
ters in Southern California, has
been appointed President of the
Southern Division of 24 Hour
Fitness by MARK MASTROY,
CEO. Also, PACKY WILSON,
LARRY GURNEY AND JOE
BARTELS have been promoted
to Vice President of the South-
ern Division.

RICH O’'REAGAN
formerly with the BMW Corpo-
ration, has been hired as the new
V.P. of Marketing for Trotter/
Cybex.

BALLY TOTAL FIT-

NESS has opened a new 29,000
square-foot facility in Lakewood,
Colorado. Their press release re-
minds me that since LEE
HILLMAN took over as the
CEO and President of Bally To-
tal Fitness, he has stone walled
any communication with The
CLUB INSIDER News. The ex-
perience for me has been amus-
ing, as apparently Hillman either
doesn’t have anything newswor-
thy to say or he is still annoyed
at me because about three years
ago, I reported on all of Bally’s
legal battles month after month.
Instead of returning my calls like
his predecessor, MIKE LUCCI
alwaysdid, Hillman, instead, had
a PR guy with an attitude call me.
The PR guy MICHAEL
KEMPNER of MWW/Strategic
Communications, Inc. called me
one day in response to my calls
to Hillman. He attacked me like
a crazed Pit Yorky, launching into
a tirade about how | was going
to “make up a story” about Bally
Total Fitness and that my facts
were not correct, etc. | responded
to him that the reason I was call-
ing Hillman was to get the facts
exactly right.  Well anyway, |
have given up any hope of hav-
ing a civilized dialogue with
Hillman. And, I am going to
definitely avoid contact with the
(See Norm's Notes page 14)
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Tennis Corporation Of America Fosters

Chlcago, Illinois - It
wasn’t long ago that the youth of
this country were batting tennis
balls against the wall with visions
of becoming the next Jimmy
Conners or Billie Jean King. But
the times ....they are a changin’:
Today, it’s more likely that the
younger generation have aspirations
of dunking like Michael, driving
like Tiger or gliding like Flo-Jo.

Given this situation, tennis
industry leaders have taken mea-
sures to restore the lifeblood of the
game of tennis, Armed with a
newly-drafted mission statement,
the USTA and private industry lead-
ers are determined to “ grow the
game.” The industry consensus is
that this can best be accomplished
through an aggressive grass roots
movement.

In an effort to do just this,
Chicago’s Mid-Town Tennis Club,
the world’s largest indoor tennis fa-
cility, joined forces with the Chi-

AAC

cago Park District, a 61 year-old
governmental agency that man-
ages more than 7,000 acres of
“green space” throughout the met-
ropolitan Chicago area. Together,
they dre pioneering a model
“grassroots” level tennis program.

Mid Town, now in the
third year of a five-year agreement
with the Park District, manages
several of the city’s court sites and
provides professional instruction
at low or no cost. With roots in
virtually every neighborhood in
the city, the Park District views
this partnership with Mid-Town as
a tremendous opportunity to re-
vitalize the game of tennis in Chi-

Mighkacl Mahoney, re-
gional General Manager for Ten-
nis Corporation of America
(TCA) who owns and manages
Mid-Town Tennis Club, worked
with Randy Mehrberg, Lakefront
Director and General Counsel for
the Chicago Park District, to

Succens Thack
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structure a cooperative relation-
ship between the tennis club and
the Park District. Mahoney, a 20-
year veteran of the tennis indus-
try, felt a strong affinity for the
city's Park District couris. His
own love of the game developed
on Park District courts in Roch-
ester, N.Y.

“ When | was learning
to play, the park courts were al-
ways immaculately maintained,
“ remembers Mahoney. “ They
were busy places.... you'd have
to wait an hour or more just to
get a court. *

Mahoney wanted to
resurrect this same spirit of ex-
citement in the Chicago parks
and expose children, who might
not otherwise have the opportu-
nity, to the game of tennis. With
a steadfast TCA policy of donat-
ing 5 percent of their annual net
income to the community,
Mahoney viewed the ensuing
relationship between Mid-Town
Tennis Club ® and the Chicago
Park District as the perfect op-
portunity for the club to make a
substantial contribution to the
industry movement,

“We've been in Chi-
cago since 1969, and we’ve al-
ways believed in giving back to
the community,” explains
Mahoney. “ By focusing on the
city’s parks, and making low-
cost programming more of a pri-
ority, there is an opportunity to
have a great impact on revitaliz-
ing the sport.”

Following a major reor-
ganization in 1994, the Chicago
Park District began pursuing
partnerships with many of
Chicago’s top businesses to en-
hance resources and bring in pro-
fessional expertise. After find-
ing much success through part-
nerships with various industry
leaders such as the Chicago Bulls
and the Chicago White Sox (to-

gether, they renovated virtually
every basketball court and ball field
in the city), the time was ripe for a
relationship with Mid- Town Ten-
nis Club®.

“ As part of our commit-
ment to continually improve the
quality of programs offered to Chi-
cago patrons, we were actively
looking for someone with the ca-
pability to provide top-quality ten-
nis instruction, recalls Mehrberg.
“ We saw a relationship with Mid-
Town as an opportunity to benefit
from their expertise and to work
with an organization that is a clear
leader in the tennis industry.”

Not only was Mehrberg in
favor of having Mid-Town develop
a lesson program, he asked if they
would be willing to manage sev-
eral of the courtfee sites around the
city. Inshort, Mid-Town's respon-
sibilities would include organizing
and promoting low or no-cost len-
nis instruction and providing loaner
racquets for participants who didn’t
have equipment. Both parties
agreed that the partnership would
be strictly a not-for-profit venture,
in the sense that all profits would
be plowed back into the program.

Mahoney and Mehrberg,
along with a handful of Park Dis-
trict supervisors, nailed down ob-
jectives for a five-year agreement.
The program’s chief focus would
be to improve tennis offerings to
beginning players and upgrade the
programs for existing players - and
to do so at low or no cost to the
city residents.

The Park District required
that Mid-Town provide lessons in
all six regions of the Park District.
They also asked Mid-Town to ac-
tively recruit a professional staff
that would be representative of the
neighborhoods where lessons
would be given.

John Trump, Mid-Town’s
head Tennis Professional, was in
charge of the recruitment process

"Play Tennis Chicago"

and with the help of Rex Nyquist,
another Mid-Town pro, 25 ethni-
cally-diverse instuctors were se-
lected to teach lessons at the dif-
ferent locations. In all, nearly 50
employees were hired for the sum-
mer; most were tennis profession-
als and the rest were stationed at
courtfee sites, under the direction
of Mid-town’s Dawn Williams, to
collect city rental fees. (Twoof the
recruited pros later became perma-
nent members of Mid-Town's pro-
fessional staff).

The deal was officially
inked in May of 1995, and within
weeks, the first summer of * Play
Tennis Chicago “ was underway.

With the help of the Ten-
nis Industry Association (TIA) and
various equipment manufacturers,
Mahoney secured the donation of
racquets, tennis balls and a $15,000
advertising budget for an initial
free-program launch.

To spread word of the pro-
gram, Mid-Town'’s Debbie Koncel
coordinated a joint effort between
the club’s public relations firm, Bev
Kennedy and Company, and the
Park District’s communications
department. Together, they ar-
ranged television appearances and
public service announcements to
notify the city’s residents about
when and where the lessons were
held.

“ It was truly a team ef-
fort,” notes Trump. * The combi-
nation of our seasoned Mid-Town
staff and top quality group of sum-
mer instructors made for a very
successful first year. *

Although it was a bit of a
scramble to get things underway
the first summer, * Play Tennis
Chicago™ netted roughly $20,000
from low-cost lessons and court
rental fees. Lessons were taught at
more than 30 sites around the city,
many of them enhancing existing
Park District activities. At one site,

(See Tennis Corporation page 18)

CLUB INDU

C:II] forentries for the

first annual CLUB INDUSTRY

Distinguished BusinessWoman'’s
Awards have begun. “ The awards
will recognize the important role
women club professionals play in
the industry”, said Terry Moffatt,
the magazine's Associate Pub-
lisher and Editor in Chief. “ These
important awards will highlight
the leadership, innovation, and vi-
sion that women bring to the
field”, he said.

Awards will be presented
in the following categories:

BUSINESS WOMAN
QFTHE YEAR - Who is eligible:

Fitness facility owner, operator,
president or general manager.

This award will recognize an in-
dustry veteran who demonstrates
the highest level of professional-
ism and leadership both at her
company and in the club indus-

try.

- Who is eli-
gible: Fitness facility owner or
operator who has owned her com-
pany no more than three years.
This award recognizes the woman
entrepreneur who has successfully
developed a member-directed fit-
ness business that reflects the
changing paradigm in today’s fit-
ness industry, and who represents
entrepreneurial spirit and success.

HANCEMENTAWARD - Who

STRY Magazine to

Recognize Leading Business Women

is eligible: Fitness facility owner,
operator or senior manager. This
award recognizes the woman who
is actively involved in advancing
fitness and wellness within her
community through charitable/vol-
unteer programs.

Candidates can be nomi-
nated by their colleagues or self-
nominated. Aspecial judging com-
mittee will select the finalists in
each category. CLUB INDUSTRY
readers will have an opportunity to
choose the honorees from these fi-
nalists. Recipients will be honored
at a ceremony at CLUB INDUS-
TRY '97 in Chicago. — Donna
Loyle - CLUB INDUSTRY Maga-

zine
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THE NECESSARY BAIL ANCE?
NEW EQUIPMENT AND TRAINING!

The CLUB IN-
SIDER News is made pos-
sible every month by the
support of our advertisers,
our contributing writers and
our paid subscribers. Aswe
move rapidly into 1997, we
thank them all for their sup-
port. Our current advertis-
ers are listed on this page
along with their company
description and IHRSA San
Francisco exhibit number if
they are exhibiting.

(1) BUY FROM
THEBEST! The CLUB IN-
SIDER News advertisers
represent the best of the best
on the supplier side of our
business. By communicat-
ing with them in advance of
the THRSA Annual Trade
Show and by visiting them
at their respective exhibits at
the IHRSA San Francisco
Trade Show, April 9th - 13th,
you will learn about the lat-
est products and services
available in the industry to-
day. Please be sure to tell
them that you read their ad
in The CLUB INSIDER
News!

(2) TRAIN YOUR
PEOPLE! Keep your mind
open to training opportunties
for your employees. The
very best club business train-
ing opportunity in the world
is coming to San Francisco,
California, April 9-13,
1997, when IHRSA (The In-
ternational Health, Racquet
and Sportsclub Association)
holds its 16th Annual Inter-
national Convention and
Trade Show. Come by
plane, train, automobile,
wagon, roller blades, bike,
on foot or any other mode of
transportation, but be there!
A small investment to be-
come a member of [HRSA
and this huge annual event
will pay off 15 or 20 times
during the course of a year!
And, your investment in be-
coming an IHRSA Member
Club and taking your loyal
and key people to the Con-
ventions and Trade Shows
will provide you with a va-
riety of training opportuni-
ties during the coming year.

For information on
IHRSA and the 16th Annual
Convention and Trade Show
call: (800) 228-4772. Re-
member.... balance is the
key!

COMPANY NAME DESCRIPTION

EXHIBIT #

PHONE #

AFFILIATED ACCEPTANCE CORPORATION- Professional management and collection of accounts receivable. #887

AMERICAN COUNCIL ON EXERCISE - ACE is a not-for-profit organization comilted to enriching quality of life through safe and #3719
effective physical activity.

ATA INFURMATION SYSTEMS - ATA's Club Vision for Windows Membership Management Software combines fast front-desk check-in,
comprehensive reporting and el i fer into one less package. #1178

AUDIO VISUAL ENGINEERING - Quict the confusion with the FM100 Audio transmitter. The FM100 transmits audio from your
television set over the FM tuning band on stations preset by you and listened to by your customers on their own *FM Walkman" radio
or one provided by you. Easy to install free Sony Walkman included and a Lifetime Product Warranty. #422

BEST LIGHTS - Commercial Building and Retrofit - White reflective insulation systems for ceiling and walls. Lighting systems, curtains,
roof coatings and gi I ing. Best Lights. #1909

BIRDAIR - Birdair is a fabricator & installer of air supported and membrane structures. Uses for these structures include: Sport Facilities, #420
walkway canopics, entrance ways, sky lights. Birdair offers services from design through construction including consullant services and
Turnkey products. :

BROADCAST VISION - Broadeast audio or music to FM headphones without hard wiring and cardio equipment. Eliminates service and
i nightmares iated with hard wired systems. Sterco Hi-Fidelity broadcast. Coverage for any size facility, FCC approved.
Nationwide health club audio/video design & installation. #682

CARDIO THEATER - CardioTheater enables members to listen to any one of up to 16 different TV's, radios, tape decks, and CD players #568
while exercising on any piece of cardiovascular equipment simply by using headphones. Create the ultimate motivation for your members.

CHECKFREE CORPORATION - Experi i | b ion, steady hly cash flow, and lower billing costs with CheckFree.  #640
Whatever your needs - EFT, computer hardware, club management software, or a combination, we provide a complete effective solution,

CLUB MARKETING & MANAGEMENT SERVICES - CMS isa Iting comy d 1 to helping club operators run profitable clubs,  #100
CMS won the IHRSA Industry Service Award for work in this area. CMS provides in-depth operational consulting, along with management
training in the form of training Is, videos, advertising campaigns, lead boxes and graphics.

CLUBRUNNER - ClubRunner software introduced in 1985 was first to feature color graphics, pop up window, and rapid entry barcode check-in.
Other fi include: Hand Scanning, Photo check-in, and multi-club data exch Software is rk ready, Low EFT rate and monthy
payment available.

CORY EVERSON LICENSING - Cory Everson’s Aerobics & and Fiiness For Women Licensing is a women’s health club licensing program #1080

offering potential and existing club owners the opportunity 1o increase profit due to the name iation of an i ionally recognized fitness expert.

EMERGENT BUSINESS CAPITAL - A lcading non-bank U. S. Small Business Administration lender p
real estate loans from $100,000 to $2 million.

FAUST MANAGEMENT CORPORATION - FMC provides powerful tools services, includi g Club Versions of E ive Insight and FREP #1382
Personnel Profiling, and the Club E ive Roundtables, all designed 1o help those responsible for driving the club to belter understand the
challenges, and fo think more strategically, while effectively managing.

lizing in providing owner-occupied # 1587

FITNESS PAK INSURANCE - Fitness Pak is a property/liability Program that has been insuring quality clubs since 1985. Ken McKay and #1916
Steve Azevedo can be reached in our Sacramento office at (800) 999-FPAK.

FRIDAY REPORTS - Weekly Marketing Insights For The Club Industry. A mini-Wall Street Journal for clubs. The only “how-to™ FAX Leiter
for club rs, general g sales/marketing di

-]

HAMMER STRENGTH - The Hammer Strength “design and feel” is a result of extensive analysis of human motion. Proper ergonomics allows #878
reduced joint stress while offering superior muscle group isolation. Our machines offer a minimal starting resi giving you the opportunity
1o train the most serious lifters to those needing rehabilitation.

JAZZERCISE - Judi Sheppard Misseti combined effective exercise with jazz dance-based choreography and popular music to create Jazzercise,
the largest dance-fitness program world-wide. Corporate divisions include Jazzertogs, a Jazzercise merchandise retail catalog, and JM Television
Productions, a video production company.

LIFE FITNESS - Life Fitness is a leading fi of ise equip for co inl and ¢ use. The company’s i i #743
bic and strength training equip is utilized in health clubs, hotels, & resorts, hospital & medical facilities, athletic training rooms,
corporate filness facilities, military & government installations and private homes worldwide.

MUSCLE DYNAMICS - Muscle Dynamics Equip is ped into four categori each p

Over 30 variable resi: and 50+ ',,‘u hines make Muscle Dy

line having its own distinctive design features,
a one-stop supplier for your fitness needs.

NATIONAL GYM SUPPLY - Is an after market provider of pl
exercise equipment found in fitness centers.

parts and el repairs and accesories for most major brands of

SALES MAKERS- Established in 1979, Sales Makers specializes in sales of hips to multi-purpose athletic clubs on an international #502
basis. Services are rendered on a one, Iwo, or three day seminar/consultation. Six days per month contracts and annual owners/sales manager
seminars are available.

SOS (SALES ON SITE) - Is a company which provides comprehensive on site sales training seminars to health and sports clubs. Nationally
recognized sales experts teach your sales staff every aspect of the health club bership sales p - The mission of SOS is to dramatically
i your club’s g ivity, sales and profils by turning your sales staff into a sales force. For booking information call toll free;
1-888-767-4362

SPRINGFIELD CORPORATION - Full line of domestic and imported terrycloth towels and kimonas. 100% polyester meshlaundry bags,
bed linen and table linen.

STAIRMASTER SPORTS/MEDICAL PRODUCTS - StairM Sporis/Medical Prod LP. is a leading fe
equipment, addressing the needs of a diverse amay of fitness and medical facilities throughout the world.

of sports/medical #1144

STRIVE ENTERPRISES - STRIVE ENTERPRISES, Inc. is breaking barricrs again with the addition of four new patented iso-lateral #1662
products featuring STRIVE'S revolutary target loading. STRIVE technol gy enables user’s to g specific parts of the muscle
that variable or i i b

U JF

TRACKMASTER TREADMILLS - Since 1978, Trackmaster has specialized in heavy-duly, institutional treadmills. Now with 5 models, #150
Trackmaster addresses any exercise, rehabilitation, fitness testing or stress testing requirement. Controls range from very basic up to full
il ive & ble including individual data files. TV and VCR hook-ups available,

(800) 233-8483
(619) 535-8227

(800) 282-0031

(B88) 938-9919

(800) 5452028

(716) 633-9500

(800) 770-9770

(800) CARDIO-1

(800) 242.9522
(406) 449-5559

(800) 554-2582

(706) 321-0999

(864) 232-6197

(619) 536-7970

(800) 999-FPAK

(800) 778-4411

(800) 543-1123

(800) 348-4748

(800) 634-8637

(800) 544-2944

(800) 496-7278

(800) 428-3334

(888) 767-4362

(800) 241-2081

(800) 635-2936

(800) 368-6448

(800) 965-6455
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Creating The Partnership Between
Membership Sales and Front Desk

By Karen D. Woodard, President
of Premium Performance Training

(The following article is
the 5th in a six part series on how
to maximize the membership sales

process).

How many member-
ship sales have been lost at your
club before the membership sales
staff even got the chance to talk with
the prospective member ? If that
question is unclear to you or you're
not sure how that happens, | invite
you to read on and stop the leak-
age.

A few of the ways our
clubs lose membership business
without even having the opportunity
to even talk with a prospective
member include reputation, compe-
tition, word of mouth, club appear-
ance — which some or all have been
touched upon in previous articles.
What this article will focus on is
how we lose business due to lack of
partnership between the Front Desk
(FD) operation and the Membership
Staff — an area over which we have

direct control.

In a partnership, there
are two or more parties who par-
ticipate and contribute to a joint
interest in addition to sharing the
risks and profits. Using this defi-
nition, how does the relationship
between your club’s front desk
and membership department com-
pare ?

If you're seeing qualities such as:

* clear understanding of
their role as it relates to member-
ship sales

* accurate information
being given by the front desk

* understanding of ex-
actly how much information to
give

* consistently positive
and friendly greetings

* creating a good first
impression of membership rep,
then you've got a solid partner-
ship happening. Conversely, if
you're seeing things happen that
look like this:

* incomplete guest reg-
isters

= inconsistent greetings

* inconsistent verbiage

» lack of flow in the
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membership process

* inability to take control

#lack of knowledge

* poor attitude toward
membership, then energy and fo-
cus needs to be put into creating
or strengthening the partnership.

Roadblocks to Partnership....

The temporary road-
blocks that I've seen in my own
clubs as well as those throughout
the country are usually due to
misperception or lack of commu-
nication and are simple to re-
move. Partnership barriers in-
clude:

1. Misunderstanding of
the work process in the member-
ship department. Often times |
hear desk staff comment “ all they
(membership reps) do all day is
talk on the phone.”

2. Lack of clarity on
what the partnership should look
like and why.

3. Animosity toward
membership staff with regard to
compensation.

4, Misperception that
the membership job is “the cake
job" in the club.

5. Lack of integration/
communication between member-
ship and other departments.

6. Prima-donna attitude
that is sometimes adopted by high
producing membership reps.

7. Lack of appreciation to
and from membership staff and
front desk staff.

8. Lack of support by
membership.

9. Misperception of FD
role in the sale.

Triple “A” Tools to Strengthen the
Partnership....

Strong partnership - - just
as lack of partnership — is a
choice that we make and requires
consistent awareness, attention
and action — what | call the
“Triple A”. It’s not difficult to cre-
ate if we practice the “Triple A"
regularly and that’s the key —
regularly. Here are some tools you
can implement expediently and in-
expensively to strengthen your
club’s sense of partnership.

Communication

1. Choose a liaison rep-
resentative from the front desk to
attend specific membership de-

partment meetings and the same
from membership to attend front
desk meetings.

2. Issue a weekly update
between the two departments that
includes promo updates such as
where advertisements may be run-
ning, when they start, upcoming
membership events to be familiar
with, upcoming projects the depart-
ment may need help with (espe-
cially if you pay them) — anything
you need them to know about and
will make them feel more a part of
the process in advance rather than
“ the last to know.”

3. Keep a laminated 8 1/
2" X 11" appointment sheet at the
front desk. As each membership
rep comes in for the day, they will
write their appointments on the
sheet with any special notes the
desk staff needs to know about that
person. By doing this, the front
desk staff feels more clued in to
what is coming for the day and can
have a more familiar greeting when
the prospective member comes in
— which will create a much more
positive impact on the member. At
the end of the day, the closing per-
(Sce Sales & Desk Partners page 22)

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

e Stop losing pins by installing NGS Weight Selector Pin

Leashes. 1

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

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

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

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

To recieve your FREE CATALOG...

Call 1-800-GYMPART, or fill out the back
side of this card and drop it in the mail...
or visit our web site at gympart.com!

SUPPLY
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Trackmaster's TM-TV-
The one o watch.

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

This highly personal approach to on-the-

run entertainment means the user watches

Some clubs spend thousands of dollars on expensive what they want rather than whatever happens
theater wall installations when what their users to be on a common theater wall display—and

really want is up-close viewing of their favorite that makes their workout easier.

television programming and a chance to choose the TM-TV is anchored solidly to a frame-

programs themselves. welded display stand painted to match the
Trackmaster’s TM-TV is a 13” high-resolution color of the treadmill.

cable-ready color television monitor that lets the user It's a quality, user-targeted option that

watch television, change channels and even adjust makes a real difference, and it's now available

the volume in their plug-in headphones. on every Trackmaster model.

TRACKMASTER

TREADMILLS
FOR INFORMATION, CALL TOLL FREE (800) 965-6455.
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...Karen
Woodard

continued from page 4

huge amount of work in the devel-
opment and training of her staff in
all four of their facilities and it is pay-
ing off. Combined, the two fitness
centers generate revenues of $1.9
million per year and throw off prof-
its of 8%. Adding the revenues from
their rock climbing businesses, the
total revenues of the four businesses
owned by this young couple are: $2.7
million. These figures enabled their
organization to be listed in the Top
25 up and coming facilities in CLUB

Magazine’s 100 Top
100 Clubs Survey.

PREMIUM
PERFORMANCE
TRAINING

A PASSION FOR
WOODARD !

About a year ago,

SERVICE

Woodard launched a consulting
business called Premium Perfor-
mance Training. In this business,
she is available to work with club
owners and staff members on
sales, operational and bottom line
management issues.

In January, '97,
Woodard conducted a full-day
seminar for the Great Lakes Club
Management  Association
(GLCMA) entitled: "Polishing
Your Sales Skills For Shining
Success." Shelly Sanders, Execu-
tive Director of GLCMA, com-
mented: “ Karen received very
positive evaluations from our at-
tending members. People liked
her and found her easy to ap-
proach. She is also very flexible
as the airline lost her luggage and
she had to conduct the all day
seminar with just the clothes on
her back ! She provided our
members with new ideas on how
to look at things. She gave in-
sight into how to read prospec-
tive members during the sales
presentation. She also covered

PROGRAMS

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

“MAIL-IN" PAYMENTS

(FROM COUPON BOOKS)

Payments processed for
Two Bucks...or LESS!

($25 payment or $250 payment...same price!)

PLUS
Pro-Financial Collection

Ask for our FREE money-saving analysis worksheet

“IMPROVE YOUR PROFIT
EVERY DAY”

Call BUSINESS DEVELOPMENT Today!

1-800-233-8483

AFFILIATED ACCEPTANCE CORPORATION

Main Post Office Box 419331, Kansas City, Mi

FAX: (B16) 753-1429

E-MAIL: 74041,2525
WEBPAGE: hitp://www.fitnessworld.com/pro/tr

ouri, USA 64141
mpuserve.com
atfiliated.html
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numerous responses to objections
that prospective members typi-
cally use to say no. She did an
excellent job!"

Julie Main, a club vet-
eran and General Manager of the
Santa Barbara Athletic Club com-
ments on Woodard, “ She was
great! She did a full-day seminar
for us with the morning devoted
to front desk staff and the after-
noon to sales. She is really in tune
with the club business. It is great
to have a person that is so close to
the business to come in and do this
training. We had a very a good
reaction from our staff as they
were able to immediately apply
what she taught to their daily
work. The seminar was very prac-
tical, enthusisatic and energetic. In
preparation, she even came in the
night before and did an informal
survey with our members, asking
them about any areas that they
would like to see addressed.
Thank goodness, they praised our
staff’s performance very highly !
1 am very careful and selective in
my choice of continuing education
teachers and after spending a good
deal of time with her at IHRSA
San Diego last year, | was totally
confident that she would do a great
job and she did!"

Woodard’s new and sec-
ond business has become a true
passion for her. From the begin-
ning of her club career, she has
worked in every single department
in her centers, including sales rep-
resentative, front desk attendant,
sales manager, general manager,
aerobic instructor, fitness instruc-
tor, bookkeeper, etc. This experi-
ence, combined with her un-
quenchable thirst for self improve-
ment/education, has given her the
ability to work with other club
owners to help them identify their
problems, create plans to solve
those problems and teach staff in
those clubs the necessary skills to
implement the plans. The words
TRUE PASSION, used above,
may be understating her level of
dedication to this new aspect of her
life ! Not only does she spend the
time and money necessary to at-
tend our industry conventions and
gatherings, she is also an active
member of the National Speakers
Association, the Colorado Speak-
ers Association and the
Internationa Dance Exercise As-
sociation (IDEA), as well as be-
ing an ACE Certified group exer-

. cise instructor.

Woodard’s dedication
and passion to her new consulting
business can best be summed up
with here comments: “ We are in
an incredibly positive industry !
An energetic industry where if you
give a little, you get a lot back.
What has always driven me is the
ability to give and be able to teach
someone to go to a higher level.
Whether working with a member
that gets to another level with their
health or appearance; a staff per-
son that reaches a higher level pro-

fessionally or a club that hits the
next level of profitability, that has
always been very rewarding."

KEY CHALLENGES

‘ & oodard says that

"the key challenges in our indus-
try are: (1) Non-profit competi-
tion. (2) Developing pricing
strategies that allow us to pro-
duce a service profitably. (3) Not
just getting members, but keep-
ing members and in that process,
reaching out to members that are
not necessarily the * high-usage’
members. (4) Creating a consis-
tent message about what we of-
fer. Sending a clear message to
the non-using public about what
exactly our industry has to offer.
(5) As an industry, learning how
to develop more dollars per mem-
ber throughout the entire mem-
bership relationship. (6) Avoid-
ing a ‘myopic” perspective. In
other words, to look outside the
box for new ideas. | believe most
club operators lack fresh ideas.
There appears to be an attitude
out there of,"Hey, | know how to
do this. | know how to do every-
thing in this club !'

And, being small busi-
ness owners, we tend to be in-
volved in everything because tra-
ditionally we’ve wanted to and
couldn’t afford to pay anyone
clse. Because of that, we limit
what we can personally produce
and how we can grow. “

From the perspective of
her organization she states "her
most significant challenges to be:
(1) To create opportunities for
staff to grow. (2) Differentiation
in the marketplace. (3) Being
able to find staff that we feel fits
the vision that we have for our
centers. (4) Insuring staff clearly
understands the vision for our
organization. (5) Getting all staff
focused on the objective of bring-
ing our service to a higher level.

WHY SHE STARTED
PREMIUM
PERFORMANCE
TRAINING

U ‘ hen asked, “Why

did you decide to develop Pre-
mium Performance Training?
she replied, “ It relates to being
able to help staff and clubs rise
to the next level. Over the last
12 years | found what works and
more importantly what doesn’t
work. We waste a lotof time and
money doing things that don’t
work. So, from those 12 years,
I've gained the ability to evalu-
ate what club owners/manage-
ment is doing well or not so well
and provide a path and plan for
correction. My expertise and
experience is in the three areas
of sales training, operational
training and bottom line consult-
ing. Some consultants are, for a
lack of a better description, *
Jacks of All Trades’. They may

believe and say they can do every-
thing well. Well, I don’t say that.
In fact, if I don’t feel that I can
serve you, [ will recommend some-
one who can. I could say that I'm
a marketing expert, but I'm not a
marketing expert. That’s not where
my desire lies. That is not where
my expertise lies. My expertise is
in sales training, staff operations
training and in bottom-line consult-
ing. 1 started Premium Perfor-
mance Training because | have a
passion for helping people rise to
a higher level in their business per-
formance.”

GOOD ADVICE FOR
CLUB OWNERS/
OPERATORS

Asked if she could pro-

vide club owners/operators with
some good advice about things
they can do to bring their clubs to
another level, she replied: “ Three
things: (1) Network - join your
Regional Club Association and
IHRSA. And, attend all of the
IHRSA and CLUB INDUSTRY
Conventions and Trade Shows.
Visit with other clubs and club
owners whenever you can. Go to
their clubs and talk with them. (2)
Spend a lot of time reading. Not
just about our industry, but about
other industries as well. (3) Go out
and really observe what other in-
dustries are doing. We tend to get
so focused on our own industry that
we forget that there is anything else
out there! The reason | suggest
looking at other industries is that
what generally works well in other
industries will work well in ours,
if adapted properly. Overall, be
open to learning from other club
owners, consultants and seek re-
sources not previously sought.

MENTOR PROTEGE
PROGRAM
INTENDED TO
ADVANCE
WOMEN’S

FESSI

W(wdard has devel-

oped, in cooperation with Janet
Lossick, a Mentor Program for
women. This program is intended
to partner women with other
women in the industry who seek
expertise in a specific arca. How-
ever, it is not necessarily to match
experienced with inexperienced
women. Women that are very ex-
perienced may be matched so that
they can both share their high level
of experience in a particular area.
If you are interested in the
Mentorship Program and are West
of Colorado, call Janet Lossick at
(714) 644-5063. If you are in Colo-
rado, or East of that state, call
Karen at: (303) 417-0653. The pro-
gram will kick off on March 1st
with the distribution of applica-
tions. This program stemmed from
the Vision In Action Program that
Woodard and Lossick developed

(Sce Karen Woodard page 18)
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ARDI 0 "ONE CALL GETS IT ALL"
C ENTERTAINMENT SYSTEMS

JEM BROADCAST
TRANSMITTERS

» TOP QUALITY SOUND

* EASY TO SET UP

* NO HARD WIRING NIGHTMARES

* DIGITAL TUNING

* FCC APPROVED

® LIFETIME WARRANTY

* 30 DAY MONEY BACK GUARANTEE

FREE

We WILL B€ INCLUDING 1 FREE SONY WALKMAN PHYSICAL MEASUREMENTS
(OR €EQUIVALENT) FOR €ACH FM100 PURCHASED 4.5" x 3.25" x 1.25"

AND WEIGHS ONLY A FEW OUNCES

PRODUCT LINE

NeEW!
® WIRELESS MICROPHONES SPINNING ROOM SOUND TRANSMITTING
SHURE BROTHERS WIRELESS MICROPHONES SYSTEMS
® SONY PRODUCTS
bas St s e BERT ® CABLE TV ACCESSORIES
SOUND SYSTEMS NOVAPLEX CONVERTERS, REMOTES
STEREO WALEMAN AND CABLE ACCESSORIES

® VIDEO BULLETIN SYSTEMS
® TELEVISION MOUNTING SYSTEMS VIDEO MESSENGER CHARACTER

PEERLESS INDUSTRIES INC. GENERATORS.

LUCASEY MOUNTING SYSTEMS
Fl NESS
TECHNOLOGIES
e
: MasterCard,
E h . 15 CRANES CRT. WOBURN, MA 01801

A DIVISION OF AUDIO VISUAL ENGINEERING INC.

TOLL FREE 1-888-938-9919

LEASING AVAILABLE
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SALESPERSON... "AMATEUR OR PRO?"

By Jack Tiller

If you are in sales for a
living and are satisfied with your
sales career, you're at 125% of
quota and money is no longer an
issue in your life, then turn the page
and don’t read this article!

Sales professionals are
some of the highest paid wage camn-

MIDDLE

ers in the world; however, the
amateurs are some of the lowest
paid. So, what’s the real differ-
ence 7 1 feel it’s a combination
of self confidence, learned skills,
and applied knowledge in a con-
sistent, laser-focused marketing
game plan. Many times it's so
easy to hide behind the myriad of
excuses: “ The markets off, the
competition is too tough, our
prices are too high, etc.....”

Here comes the good

S 36 8 L 6Agus. W wiwi hroiE T ew

news. Let’s take a hard look at the
PARETO PRINCIPLE (80/20
rule). The nation’s second largest
insurance company, employing
literally thousands of sales people,
studied their behaviors, attitudes
and skill levels and here’s what
they found. The top 20% of the
sales force earned 16 times more
money than the average of the re-
maining 80%;. The top 49 earned
32 times more and the top 1%
made 54 times more.

You'll be
amazed as | was when |
share the real “cutting
edge” differences; but
first, let’s explode a few
myths. Myth #1 “ Prac-
tice makes perfect.” Not
even close | Improper
practice with old tech-
niques and faulty com-
munication styles will
create average results at

best.

Se
BEGINNING

com/STRIVE/

“ Practice makes
permanent.”
Myth #2 * Hard
work and intelli- A
gence will make
you rich.” The
world is full of
intelligent, hard
working people
who unfortu-
nately, in 65% of
the cases, ac-
cording to the
Department of

Jack Tiller

Health, Education and
Welfare, will retire with
less than $1,000 a month
in earnings. Working
smart with predeter-
mined goals and strate-
gies will create incred-
ible results. Myth #3
“t’s too late for you to
get started and really
change or correct your
outcomes.” Poppycock !
Change can be immedi-
ate and there are more
opportunities in the
world today for those
who are commitied to
grabbing “The Brass
Ring.” Please read
thoughtfully the follow-
ing coaching tips that |
send with conviction
and passion.

« SET CLEAR
GOALS - Clearly de-
scribe in writing what
you really want out of
life, where ycu want to
live, who you want to
surround yourself with,
and the other details of
your desired lifestyle.

+ CALCU-
LATE DESIRED IN-
COME - Calculate the
desired yearly income
you seek and then deter-
mine the monthly re-
quired phone calls, ap-
pointments, and presen-
tations to hit that mark.
(35% is a great closing
ratio for most sales ca-
reers.)

+ CREATE A
DAILY TRACKING
SYSTEM - Create a vi-
sual “tracking” system
that holds you account-
able for your daily ac-
tivities.

*» ADJUST
YOUR ATTITUDE -

Adjust your attitude to an all-time
high, stay away from negative sub-
stances, people, and environements
that bring you down.

« STAY SOLUTION-ORI-
ENTED - Stay solution-oriented.
Nobody likes a doomsayer- whiner
that always complains.

« INVEST IN PERSONAL
EDUCATION - Invest in your own
personal library of books, tapes, and
videos to truly become a master at
your profession. Learn from the ex-
perience of others.

* BECOME A PROFES-
SOR OF TIME MANAGEMENT -
Become a professor of time manage-
ment. The best hand carried system
in the world is called a “ My Time
Success Planner” and can be ordered
for about $50 @ 1-800-678-1689.

* DEVELOP A DOGGED,
NEVER QUIT MINDSET- Develop
a never quit mindset and always
build other peoples’ and your own
self esteem. Praise good works.

+ STUDY HUMAN BE-
HAVIOR - Study human behavior
and watch for the many “unspoken”
messages.

* BE KIND TO YOUR-
SELF - Be kind to yourself and re-
ward achievements. Take vacations
and learn to relax.

+ AVOID BEING JUDG-
MENTAL - Avoid being judgmen-
tal. Being right all the time can be a
lonely place.

« WATCH THE “ SUPER-
STARS" - Watch the “SuperStars”
in your industry and role model their
success habits.

It has been a pleasure
bringing this to you! 1 truly hope
you find value. Great selling !

(Author - Jack Tiller, The
Tiller Group and “ Coach” Tiller
can be reached at 2900 Delk Rd.,
Suite 70016, Marietta, Ga. 30067.
(770) 984-1112.)
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CARDIOTHEATER®

THE HEART AND SouL oF EXeErciSE ENTERTAINMENT ™

Exercise Entertainment has proven itself to be an
invaluable tool in attracting and retaining members.

Now CardioTheater, the inventor of user friendly Exercise
Entertainment, offers you the broadest line of systems that
provide fun for every member in your cardiovascular area.

CardioTheater

The Power Behind Exercise Entertainment
Individual channel and volume controls allow your
members to personalize their audiovisual selections
while exercising.

WIRELESS CardioTheater

Setting the Stage for the Future
Combining the features, reliability and power of
CardioTheater along with sophisticated wireless
technology allowed us to ereate wireless CardioTheater
enabling members to enjoy digital quality sound without

the wiring between each individual piece of equipment.

Fitness FM™
FM Broadcast with UPGRADE ASSURANCE

This entry level system allows members to use any
walkman-type receiver to tune into a variety of
audiovisual sources.

After purchasing Fitness FM, you may quickly
decide to add the significant advantages
of CardioTheater. Our exclusive
Upgrade Assurance Program
guarantees you a 100% credit toward
the purchase of a CardioTheater.

CardioTheater provides the solution to your Exercise
Entertainment needs. To see and hear for yourself the
benefits of CardioTheater, please call 800-CARDIO-1.

CARDIO 2 /i

12 Piedmont Center, Suite 105, Atlanta, GA 30305 B00-CARDIO-1 404-848-0233
http://www.cardio-theater.com
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WHY TENNIS S HAS DECLINED

(More Reasons You May Not Want To Hear - Reason S of 10)

By Spike Gonzales

Rcason #5: “ It’s just
too competitive ! “ Yes, this is what
you hear among those who have
quit the game. A lot of people say
it. They have negative feelings
about the tennis environment, even
if they appreciate the health, fitness
and recreational attributes of the
game.

What are they referring to?

First, tennis is seen as a
win/lose activity. You either win or
lose. This is not the case in many
sports such as skiing, jogging, fish-
ing and hiking. You're a wmnerby
just participating ! There is a gain,
and nothing to lose. In other sports
such as golf and bowling where
there are “winners”, the partici-

pants’ sense of losing is mitigated
by being able to measure their
performance by averages. They
evaluate themselves by how they
did against their past personal
records, rather than by a
hierachical outcome in relation to
another human.

In golf and bowling, fur-
ther, the sense of losing is not
magnified as it is in tennis by the
common consequence of being
ousted from the activity. In most
tennis events, tennis players not
only suffer the blow of “losing”
directly to someone else, but they
are told intrinsically, “ They can-
not play any more.” They're out
of the draw.

Administrators have
heightened the “win/lose™ men-
tality of tennis in many ways.
They have used elimination-
based tournaments as the staple

* Brokers Welcome

Corporate
Brad Christensen « (864) 232-6197

EB@v

EMERGENT BUSINESS CAPITAL

Giving Small Business The Credit It Deserves
A Federally Licensed Small Business Lending Company

WHEN IT COMES
To SBA LOANS,

WE TAKE CHARGE

Small Business Administration loans are our only
business. If you need financing that may not meet
traditional lending criteria, give us a call. Our loans
feature longer, more affordable terms, competitive rates
and higher loan-to-value. Emergent Business Capital is
one of the largest SBA lenders in the nation.

* Exclusively Owner Occupied Properties

* Long Term Financing Up To 25 Years

» Commercial Real Estate Specialists

* No Calls or Balloons

« Loans From $100,000 To $2,000,000
Yes, we will have a booth at the San Francisco IHRSA Convention

Office

of tennis activity. Players have
been penalized by not being able
to continue participating if they
“lose”, so gencrally, the vast ma-
jority of players in an event ulti-
mately feel like “losers !” The
more club and park leaders orga-
nize tennis events based on ongo-
ing round-robin play or no-elimi-
nation formats, the better it is for
the tennis culture !

Administrators have also
allowed for the “win/lose” mental-
ity in tennis to grow by pulling
huge external incentives into our
playing culture. We probably have
to live with the realities of gross
prize money for professionals and
the exorbitant value of college
scholarships for junior players; but
do we have to add to the success/
failure issues in our own day-to-
day events ? Do we have to offer
valuable racquet frames as prizes
for junior tournament winners, or
family vacations for adult league
and tournament champions ? The
better alternative: give event par-
ticipants equal chances to win the
material prizes via drawings, while
the winners still get token trophies.
Reward participation more than
winning !

Tennis administrators
have also allowed for the develop-
ment of broad and inflexible cat-
egorization of player ability levels.
We have created a caste system for
our players ! People have deep
strata of players just “below™ them
who are labeled as inappropriate
partners. It has become an issue
in the minds of tennis players as
to whether they’re called “4.0s" or
“3.5's". It has actually become a
factor in people leaving the game
because of discontent with what
they’ve been labeled !

In the 1979 launch article
for the National Tennis Rating Pro-

_ gram it was a self-fulfilling proph-

ecy when we wrote:
Avoid the greatest pitfall

that the rating program |,
could bring your tennis,
that is attaching your
own self-image to your
rating. The numerical
value given to your play-
ing ability does not
“brand” you for life, or
even for a moment: it is
merely an administrative
aid to help place tennis
players in appropriate
programs and to help in-
dividuals find more
compatible games be-
yond their present close-
knit circles of playing
partners.

The NTRP has
been wonderful in help-
ing organize national
leagues, but it has fallen
far short in its design to

help tennis. It was, first

Spike Gonzales

of all, meant to be a sys-
tem of 65 different playing lev-
els, providing categorization in
tenths of a point rather than the
commeon half-points such as 3.0,
3.5,4.0 and so on. This would
have allowed tennis players to
feel a sense of changeability to
their ratings, seeing them go up
or down slightly according to
their current form and effort.
More importantly, it
would have enabled tennis orga-
nizers to change category levels
periodically so players of any
ability would have chances to
win. Club events, for example,
could have been adjusted by ad-
ministrators tobe at 3.7 - 4.2 lev-
els in the spring and 3.3-3.9 in
the fall. Players would not have
been concerned with being at
permanent “labeled ability lev-
els” such as 3.5 or 4.0.
Unfortunately, enhanc-
ing the issue of win/lose in the
tennis environment is this result-
ant broad half-point categoriza-
tion of players (virtually paral-

leling the old “A/B/C/D” categori-
zation the NTRP was meant to re-
place). It places many players into
groupings they may deem as “sec-
ond class.” Not only do they feel
helpless about their player ratings,
they feel like winners or losers ac-
cording to the label applied to them
by some other human beings !

(Spike Gonzales has been
building tennis markets since 1971.
He was a prime developer of Tennis
Corporation of America's® “Tennis
In No Time "®, and an advisor to the
USTA in starting Play Tennis
America. An influential member of
the USPTA, USTA, and IHRSA, he
helped bring those organizations to-
gether to found the National Tennis
Rating Program. He presently
serves as an advisor to Tencaps, Inc.,
a USPTA - endorsed tennis rating
system, and consults with clubs wish-
ing to improve their marketing, man-
agement teams, and tennis profes-
sionals. He may be reached at: (941)
774-2442.)

Norm's Notes

continued from page 5

Pit Yorky, Kempner! My predic-
tion and this is only a prediction?
The next report about Bally Total
Fitness you will hear from me will
be when | report that they have
filed for Bankruptcy after years
and years of red ink. If that hap-
pens, and again, | am only specu-
lating, | will be able to give you a
factual report because it will be re-
corded in the court records, will be
public record and I won’t have to
put up with Hillman or Kempner’s
rudeness. Stay tuned.

A CLUB INSIDER News
EDITORIAL CALENDAR is in
the works and | welcome your in-
put on what you would like to see

us cover over the next year. ‘| am
always secking CONTRIBUT-
ING WRITERS who are experts
and experienced in a specific area.
The editorial lifeblood of The
CLUB INSIDER News is our Con-
tributing Writer Network. No is-
sue or fopic that is important to our
industry will be ignored, so call me
at: (B00) 700-2120 or Fax your

suggestions to: (770) 933-9698.

WAYNE WESTWOOD,
long-time owner of the Griffith
Park Athletic Club in Beaverton,
Oregon, and former IHRSA Presi-
dent and Board Member, has taken
on a club management contract for
the Murray Hill Athletic Club.
Good luck with the new project
Wayne!

Look for a new company

out of Europe called HYDRO-
FORCE which will be producing,
get this, underwater stationary bikes
and cross country ski machines.

DON WHITNEY, the
Founder and CEO of Corporate
Sports Unlimited, an Atlanta-based
company that specializes in Corpo-
rate Event Planning and Corporate
Fitness Center Management, has
created a new - very successful La-
bor Day Road Race called the U.S.
10K CLASSIC. The race drew over
10,000 participants last Labor Day.
Now, Whitney has added The Na-
tional Inline Skating Champion-
ships to the days events.

Congratulations to TONY
De LEEDE and his Australian
Body Works team as they celebrale
their 15th anniversary!
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For a complete brochure on our more than 95 selectorized and free weight machines, call:

(800) 544-2944

20100 Hamilton Avenue * Torrance, Califomia 90502 « (310) 323-9055 » Fax (310) 323-7608
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When it comes to

FITNESS CERTIFICATION

there really is

NO GOMPARISON!

But for those who like to compare, see for yourself...

——————————————————————————————————— i ————————— ——————— ——— — -

Since 1988, the International Sports Sciences
Association has provided certification and
continuing educational programs to well over
ten thousand club owners and staff, health &
fitness professionals, and students worldwide.

We are proud of our world-renowned program
directors, professors and instructors like:

Dr. Fred Hatfield, Bob Delmonteque,
Bill Pearl, Dr. Sal Arria, Dr. Karl Knopf,
Dr. Jim Wright, Dr. James Peterson,
Eric Durak,MS, E.J.“Doc” Kreis, and

Charles Staley, MSS, just to name a few
who together have literally HUNDREDS of
years experience teaching health and fitness.

We also feature:

Hands on, two or three day, weekend seminars world wide that are also
available at your facility at no extra charge.

ELEVEN specialized certification and continuing education programs
(from youth fitness to senior fitness to nutrition and weight management).

Our 800 HELP line is available FREE for all students during and after
certification.

NO hidden charges i.e., study materials, testing fees or re-examinations.

ISSA will specifically customize any of our certification or educational
programs to meet the specific needs of your facility.

The ISSA has several different levels of certification based on individual
experience to enable each of your staff members to hold credentials befit-
ting their qualifications.

» P

SO, compare us with any other organization
and you’ll see why the most respected leaders
in the health & fitness industry have joined the
ISSA! Call us today and we’ll show you how
our team of experts can educate your staff!

1-800-892-155A
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Georgia Health Club
Legislation Introduced

Atlanta. Ga. - House Bill
118, introduced in the Georgia Legisla-
ture by Representative Larry Smith,
(Democrat-District 109), would allow
health club members or operators to can-
cel a membership contract for any rea-
son upon 30 day written notice.

Under the provision, the mem-
ber must be reimbursed for any prepay-
ment for unused health club services and
a monthly contract could be terminated
for any reason.

According to Representative
Larry Smith, “ The House Bill 118 has
been referred to the House Committee on
Health and Ecology and will not be heard
by the Legislature in the 1997 Session.”
He added * This bill was introduced to
‘get the attention” of the unethical health
club operators in Georgia. “

The delay and further study of
this Bill is wise and appropriate. Be-
cause, if it was passed in the original
form, it very easily could put a lot of
Georgia clubs in serious financial trouble
and some clubs out of business altogether.

Among supporters of the Bill
were Tony de Leede, the owner of 14 At-
lanta area Australian Body Works facili-
ties. de Leede has, for years, been oper-
ating his clubs on a monthly dues basis
with a maximum timeframe for member-
ship contracts of one year.

Those opposed to the Bill include
the Sportslife group (6 locations) and Bally
Total Fitness (9 locations). Both Sportslife
and Bally Total Fitness sell membership con-
tracts for up to 3 years with no contract can-
cellation provisions after the 7-day State Law
mandated cooling period.

Tim Mansour, the President and
owner of 4 Atlanta-area Fitness International
facilities indicated that while he did not fa-
vor the Bill in the form presented, he would
favor some form of state standards criteria
to limit the ease of entry into the business by
inadequately prepared operators that typi-
cally set up shop in strip shopping centers.
Mansour indicated that had the Bill been
passed as proposed, he would “ increase our
initiation fees and continue our monthly dues
program”. He also expressed confidence that
the Bill would not significantly impact his
clubs because their operation is heavily fo-
cused on quality service for the members.

IHRSA, ina memo to Georgia mem-
ber clubs, commented on the Bill as follows:
* Under this legislation, club operators would
not be able to accurately forecast their mem-
bership revenue and club members would be
forced to pay a higher price for a cancellation
option they may not want. While IHRSA rec-
ommends that clubs offer a monthly member-
ship option, consumers should be able to buy
longer term contracts which offer a better value
for health club membership and budgeting re-
liability for the health club operator.

Atlanta's Australian Body
Works Celebrates 15 Years

Allnnta, Ga. - March 1,
1997 - Australian Body Works will cel-
ebrate its 15th birthday with a month-
long series of community projects, fes-
tivities and special activities at each of
the 14 locations on Wednesday, March
12, 1997. Australian Body Works opened
its first club in March 1982. Today, Aus-
tralian Body Works boasts the largest
number of health clubs owned by a single
organization in Atlanta, providing fitness
to some 26,000 members through 10 full-
service co-ed health clubs, one “Express”
facility and three “ABW Women’s Fil-
ness Centers,” all featuring
CardioThealer.

“The fitness industry is a tough
business, but Australian Body Works is
a strong company that continues to
grow,"” said founder and owner Tony de
Leede. “We always want to give some-
thing back to the community that has
been so good to us.”

Australian Body Works will
kick off its birthday celebration by spon-
soring the USA Indoor Track and Field
Championships at the Georgia Dome on
March 1, 1997, incuding holding a “Baby
Dash Down Under.” Throughout the
month, each Australian Body Works club
will host at least one free, public semi-
nar on topics such as health and longev-
ity, children’s safety, stress management,
weight management, and vitamins and
minerals. In addition, Australian Body
Works will team up with the American
Red Cross by hosting blood drives five
Atlanta area locations. (March is Ameri-

can Red Cross Month) And, Zoo Atlanta’s
only pair of Emus from the land “Down Un-
der” will be adopted by Australian Body
Works and native Australian owner, Tony de
Leede. De Leede will also be visiting differ-
ent clubs during the month to teach his “Head
Roo” double-step class.

On March 12, each club will treat
members to a birthday party complete with
balloons, cake and prizes. Several locations
have other special events planned for that day,
including a “Birthday Beauty Bash” at Stone
Mountain with free hair, nail and make-up
care, and a “Member Appreciation Day” at
Parkaire, where member-vendors will be able
to set up their crafts to create a mini-market.

As for what the future holds for
Australian Body Works, De Leede said, “ It
will be hard to top providing the first-ever
Olympic Village Health Club like we did this
past year for the 1996 Centennial Olympic
Games, but I have my eyes on Sydney 2000
of course and there is a lot of unchartered
territory in the Atlanta fitness market. In fact,
[ will be making an important announcement
in the next few weeks about a new “concept”
club that we think will be the direction for
the future of fitness facilities.” De Leede has
plans to open one, if not several, other new
clubs during 1997 and to move the two larg-
est Australian Body Works clubs into new,
even larger facilities, “ one of which will be
a re-creation of our Olympic Village Health
Club,” DeLeede said. Installations of the
Exercise Entertainment system, Cardio The-
ater, an affiliate company of Australian Body
Works, continue to grow and have recently
topped 1,200 locations including over 300
in international markets.
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Still Living in the Stone Age?

It’s time o take a look at
Club Vision for Windows 95

IT CAN HAPPEN RIGHT BEFORE YOUR EYES.
The software that was once cutting edge, now is...
well, prehistoric. You're not alone.

Every day we talk to people facing the challenges of
using an outdated software product. Most people are
surprised that upgrading their computer system is a
simple process.

We've spent the last 21 years converting customers
from older products to ATA software. Making the
change means you'll enjoy Club Vision’s countless
features in a Windows 95 environment.

And, as one of the nation’s largest EFT processors,
we've already taken member billing into the 21st

century.
Isn’t it time to get rid of the dinosaur in your club?
ST
Call for a free brochure and presentation diskette

800.282.0031




PAGE 18

ECIul Tsider

MARCH ISSUE

Tennis Corp.
continued from page 6

“Play Tennis Chicago” combined
with a Park District day camp and
the class size averaged more than
60 children every Friday.

As originally planned, all
revenues were plowed back into
the program. There was enough
generated to resurface nearly 20
Park District tennis courts — some

on the north and some on the south

side of Chicago.

Itits second summer, par-
ticipation doubled and revenues
increased. Again, the money went
towards the improvement of city

court sites and “ Play Tennis Chi-_

cago “ branched out to cover even
more territory.
The partnership between

Mid-Town and the Park District
is now moving into its third year
and Mahoney expects participa-
tion will continue to increase.
This summer, they plan to intro-
duce a USTA National Junior Ten-
nis League. The league, which
will provide loaner racquets and
lessons at low or no cost, fits all
the Park District criteria and will
increase participation by more
than 400 juniors.

“ Of course, it's a grow-
ing and maturing process,” says
Mehrberg, “but I consider this
program a terrific success. Our
relationship with Mid-Town has
evolved quickly and broadly and
we're very pleased with their
product.”

Although most would
categorize “Play Tennis Chicago™
as a picture-perfect model of a

grassroots movement, the pro-
gram has a few skeptics. As
privatization becomes more
prevalent in the public sector,
some suspect these synergistic
relationships are more than altru-
istic.

* The rap we’ve taken
from some people is that we’re do-
ing this to create a feeder system
for our club,” says Alan Schwartz,
Chairman of the Board of Tennis
Corporation of America.

Schwartz explains that
most participants live in areas
quite remote from Mid-Town Ten-
nis Club®, and “ a majority of
them probably couldn’t affort to
join an indoor club at this time.”

Mahoney points out that,
contrary to what some believe, the
relationship Mid-Town has with
the Park District is primarily a ve-

hicle to carry out the company’s
philosophy of doing their share to
“grow the game.”

“ We see the benefit of a
program like this as the chance to
increase tennis activities for the
existing player and provide oppor-
tunities for the non-player,” he
says. “ Assuming there was a ben-
efit of increased memberships, it
would exist for all the indoor clubs
in the city, not just Mid-Town.”

Both Mahoney and
Schwartz hope to see * Play Ten-
nis Chicago “ develop into a pro-
gram that other cities could imple-
ment.

“ With more than
500,000 members nationally, the
USTA has a tremendous volunteer
core that is looking to thrust them-
selves into the grassroots move-
ment,” says Schwartz, who in ad-

dition to his capacity at TCA is also
a current Vice President of the
USTA. “If ‘Play Tennis Chicago’
can serve as a road map for other
cities, the USTA can be a delivery
arm for this type of non-profit pro-

Mid-Town and the Chi-
cago Park District are not alone in
“growing the game.” There are
other advocates of tennis through-
out the country who are utilizing
the parks in a similar fashion. It’s
a collective effort on many fronts,
Mahoney points out, to not just “
talk the talk, but walk the walk”
and really contribute the revitaliza-
tion of the game where people live.
With the help of the USTA and the
TIA and other private industry
leaders, Mahoney is optimistic that
the game will indeed grow.

...Karen
Woodard

continued from page 10
four years ago.

WOMEN
ENTREPRENEURS
AWARDS
: Howard Ravis and
Donna Loyle of CLUB INDUS-

TRY Magazine have embraced the
concept of a Women’s Manage-

ment Track at CLUB INDUSTRY

Conferences. Through the
Women’s Management Track,
Donna and Howard developed a
concept of a Women’s Entrepre-
neur Award. If you know of a fe-
male club industry entrepreneur
that you feel might be deserving,
check out the article in The CLUB
INSIDER News this month and
contact

Magazine for details on how to

enter the woman of your choice
for recognition of her efforts.
Woodard comments on the devel-
opment of the Women’s Entrepre-
neurs Awards, “ | want to give

credit to Donna Loyle and a thou-
sand thank yous to Howard Ravis,
as they have embraced this project
when no other organization did.
Howard and Donna have taken on
the Female Entrepreneur Awards
full force.”

OPPORTUNITIES
FOR WOMEN

Woodard is high on

the potential opportunities for
women in our industry. She com-
menls, “ Being successful in the
club industry requires different
skills now than 20 or even 10

years ago. Women have a unique
opportunity because of the in-
nately feminine qualities of sup-
port, nurturing and detail orienta-
tion to welcome and integrate the
relatively new markets and pro-
grams into our business success-
fully."

PREDICTIONS FOR
THE FUTURE

Woodard has some

definite thoughts about the future
of the industry and she shared
those with us: “ The bar is being
raised for our industry as it is with

Non-Impact
Exercise

Upper & Lower
Body Movements

No Electrical
Requirements

Low Cost to
Own and Operate

Get on and Go
User Friendliness

any other industry and those clubs
that creatively rise above the stan-
dard will succeed. The factors that
will continue to be a large influ-
ence on our business include: (1)
More players than ever in the mar-
ket. (2) Bigger and better finan-
cially backed players such as hos-
pitals, corporate centers and mu-
nicipalities. (3) Acquisitions and
merger of clubs that can create
stronger recognition in the market
and advantages that single club
operators don’t enjoy.
These influences provide
both a positive and negative effect.
(See Karen Woodard page 24)
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BroadcastVision..
WIRELE =SS

Cardlo Entertamment®

Broadcast TV Audio or Music to Walkman Style Radios
In Cardio, Spinning and Free Weight Areas
Without Hard Wiring Any Exercise Equipment
"After | Replaced My Hard Wired System with BroadcastVision™, My Service and Maintenance Nightmares Disappeared."

* Easy Install No Expensive Hard Wiring * 100% Satisfaction Guaranteed
* Coverage For Any Size Facility * Stereo Hi-Fidelity Broadcast

* Used In Over 1000 Health Clubs Worldwide * FCC Approved
— Systems Starting at $395.00 : >

.

Natwnmde Health Club Audio/Video System Design & Installation

Including: Aerobic and Spinning Rooms, Distributed Music & Paging, TV & Mountmg Systems
Call for a Free Estimate or Full Product Catalog

1-800-770-9770

www.broadcastvision.com
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MARKETING MATTERS

By Mike Chaet, Ph. D.

This MARKETING
MATTERS contains excerpts of
marketing questions asked of Mike
Chaet in a recent interview with
Hubert Horn, the Publisher of the
German based BODYLIFE IN-
TERNATIONAL Magazine.

Hubert Horn (HH) -

“What marketing suggestions could
you give to clubs that are compet-
ing with high volume - low priced
fitness centers and clubs ? *

Mike Chaet (MC) - “ First,
create a high quality video, which
should be the very first thing that

you show a member prospect.
This video should be used to
presell the prospect and give them
anoverview of your TOTAL prod-
uct. Second, use testimonials from
satisfied clients. Third, always
stress the length of time that you
have been in business - - many of
the low-service clubs will be new
to the market. Finally, provide a
measurable service of the highest
quality, develop relationships
right from the start and continue
these relationships after they be-
come a member of your club. The
key to long-term success will be
in the relationship building pro-
cess you have in place,"

HH - "What simple mar-

keting tools would you recom-
mend to club owners?"
MC - “ Things like * Do a Friend
a Favor * cards are very success-
ful - - a simple referral card with
five spaces for names and phone
numbers. If members return the
cards to the club they can get
seven-day passes for their friends
- the secret is low key, high qual-
ity - an easy way of getting mem-
bers to think of their friends.
Another tool 1 like is
what I call a Four-Week Fitness
Planner which can be used while
you are showing a prospect your
club. This is used by the sales
person (who can also be a fitness
person) to plan the activity of the

) ‘-'~----w}:§ S
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Get

2 Increase mem

2 Reduce churn
2 Increase mem

sales tool that's diffe

" Travel has universal appeal.
~Mmotivates members to joint

Spirit travel incentives perform!

< Lower acquisition cost

2 Generate more referrals

- 2 Break through media clutter ifi
Competition's heating up big time. Giving away f'r' /
' tee-shirts and gym bags is old, boring and
everyone's doing it. You need a marketingand '

works! Nothing beats travel as an incentive.

Call us at 800-860-5880 Ext 131
3300 Corporate Avenue, Suite’112
Fe. Lauderdale, FL 3333

-Aways

Business!

berships

ber renewals

rent and unique.....one that

prospect during their first
few weeks at the club.
This helps give people
the security and disci-
pline of a plan which has
been tailored to their
needs - - helps the pros- &
pect to visualize their
progress." {

HH - “What|
about the quality of pros-
pects from various types|
of marketing?"

MC - “Good|
question. The way we
break this down is into
high profile and low pro- |
file prospects. The tools
I have mentioned are pri-
marily to provide us with
the highest profile pros-
pects. The wonderful
thing about using these

Mike Chaet, Ph. D.

kinds of tools is that they
are extremely cost effective. The
low profile prospects, i.c. people
who are less likely to join, will
come from promotions like lead
boxes. The low profile prospects
tend to come from highly dis-
counted membership clubs, and
very often, if they do join, they
don’t stay. * Very often, low pro-
file prospects actually cost your
club significantly more, than a
high profile prospect such as a
referral.

HH - * What about trial
memberships?"

MC- “ If the trial mem-
bership is free, you will generate
a lot of low profile prospects. |
recommend that you charge up to
125% of the standard monthly
dues - for a four week program.
If your dues are $40 per month, a
good price for a ‘trial” member-
ship would be $50. The logic be-
hind this is perceived value,
When people pay for something,
they give value to it, and they are
more serious about it. Itisalsoa
very good way to get people
started on a fitness program with-
out having to make a long-term

commitment.

One word of warning on
trial memberships. If you use them,
make sure that they are used as part
of a long-term marketing strategy.
It is also very important that free
trials are used at the right time of
year - selling a cheap six-week
membership in January, for ex-
ample, simply does not make sense
as this is the prime time of year
when people are most likely to
make a long-term buying commit-
ment. As a rule, schedule trial
memberships away from peak
times of October, November, Janu-
ary and February.

(Mike Chaet is the
Founder and President of Club
Marketing and Management Ser-
vices, a Helena, Montana club con-
sulting firm. If you have a ques-
tion for Mike, please submit it to
him by fax at: (406) 449-0110, E
Mailto CLUB IDOC @AOL.COM
or mail to: Marketing Matters, clo
CMS, Box 1156, Helena, Montana,
59624. For additional information
you may call Mike at: (406) 449-
5559.)
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Feel ThEICUAIE

A

Club members will feel the
difference the first time they
use Arcuate strength
equipment—a new line of
strength products from
StairMaster”. Designed to wark
the way your body works,
strength training has never felt
so good.

THE SCIENCE OF
MOTION

Arcuate technology offers users
a curved, guided (arcuate) path
of exercise. Each Arcuate
machine guides you to move
in a controlled arc-like
direction about the body—
allowing you a more complete
and natural range of motion.
Arcuate equipment also
permits independent arm or leg
movement.

ALWAYS A STEP AHEAD
StairMaster now offers your
club or fitness facility over 23
different strength products—
consisting of the Arcuate line,
the SPF 2000 line, and the
Gravitron® 2000 AT. Designed
to satisfy both the body builder
and first time user, these are
exciting new fitness products
which offer the user
exceptional safety,
effectiveness, and comfort.

FREE CATALOG OFFER
For a free StairMaster strength
equipment caralog, contact
your StairMaster
representative, or call...

1-800-635-2936
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Sales & Desk

continued from page 8

son simply wipes the sheet off and
we start again the next morning.

INCENTIVES

Incentives are one of the
best ways to create a direct relation-
ship between behavior and results.
Isn’t that why so many clubs have
commission as a large part of their
membership compensation pack-
age? If the front desk is a partner in
membership, then why aren’t we
compensating them in a similar
way? Clearly, it would not benefit
the club to have a large part of the
FD compensation be commission,
however, they should get some perk
for the club reaching it’s goals.

1. A small percentage of
total membership commission split
between the FD staff. The split can
be based upon the percentage of to-
tal hours worked by each FD per-
som.

2. Dinners, movie tickets,
club services are also valuable incen-
tives.

3. Don’t get stuck on giv-
ing an incentive based on the end
result, To reach the end successfully,
the process has to work well — con-
sider rewarding specific aspects of
the process that are crucial at the FD
(i.e. greetings, phone verbiage, how
they receive prospective members,
looking for expired cards, etc.).

4. Make sure all staff that
are chigible for an incentive know
that they are and how to get it. We
often assume that our staff has all
the information they need to do their

jobs well when this is not always
the case. There are some big gaps
out there!

SUPPORT THE RE-
LATIONSHIP

1. The FD is a hectic
place throughout the day. When
was the last time that you as a
membership rep offered to go out
and give the FD a break without
them asking first ? Don't you agree
that having someone looking out
for you always makes you want io
reciprocate ? Having the FD look
out forusisa good thing. Inshort,
when people feel supported as op-
posed to always struggling, perfor-
mance skyrockets.

2. When a FD staff per-
son does something well or verbal-
izes something just right, let’em
know how it was good, why it was
good and remember to thank them.
Even if they need to improve on
something, let them know they
“did it 90% right and here’s how
you can make it 100%". Then
model it for them several times.

3. Support the relation-
ship by treating all the FD staff to
lunch with the membership staff.
Create some camaraderie that
sometimes we’re too busy to cre-
ate in the club. At this lunch, rec-
ognize one or two of the FD staff
for something they do that is par-
ticularly outstanding.

4. The most important
thing we can do to support the re-
lationship is to make sure that our
FD staff gets the appropriate train-
ing from the very beginning. Wha
I commonly see is that the FD staff
is trained by a FD manager/Opera-

tions manager/Owner and the em-
phasis is primarily on answering
phones, receiving members and
guests, scheduling, etc. This is
all good and necessary, however,
there is very little emphasis placed
on the importance of the member-
ship process and how to impact it
positively. Incorporate member-
ship and new prospect training
into your program by having the
membership sales director/trainer
do that part. By having the mem-
bership staff do this part of the
training, a better relationship will
begin earlier.

The creation of a part-
nership is done because one can-
not usually do all things well,
therefore, there is a need to bring
in another whose assistance will
allow for a more productive, cre-
ative or profitable scenario. It
creates synergy. | urge you to
examine the strength of the part-
nership between your FD and
membership depariment. Re-
member, it’s a “Triple A" move
and after all, aren’t we all really
involved in the membership busi-
ness?

(Article #6 next month
will be entitled: "Successful $ales
$tandards... How Do You $core?”

Karen D. Woodard is
President of Premium Perfor-
mance Training and provides suc-
cessful sales training, operations
training and bottom line consult-
ing to the health and fitness in-
dustry. You can phone or fax
Karen at (303) 417-0653).

Cory Everson International:
Aerobics and

26t St

~ Al iy =A-T1C
ol LS, &/

(706) 321-0999 = FAX (706) 321-9978

Fitness For
Women Health
Clubs

SALESMAKERS
Tip Of The Month
Are You A Sales Person?

Whal does it mean to be a successful sales person? Here'w
what some experts say:

“Salesmanship consists of having the goods; being enthusi-
astic about them; telling your story to the customer or prospect sin-
cerely and in the fewest possible words; feeling deep down inside that
you are truly rendering them a service rather than merely being inter-
ested only in getting his money.” - Jerry Heischman

“Personal magnetism is a mixture of rugged honestly, pulsat-
ing energy, and self-organized intelligence. I believe, absolutely, that
the truth is the strongest and most powerful tool a person can use,
whether they are fighting for reform or for a sale.” - Arthur Dunn

“Successful salesmanship is 90% preparation and 10% pre-
sentation". - Bernard Canfield

Salesmanship is transferring a conviction or belief from a
seller to a buyer.

MASTERCARD-VISA

Electronic Debits

ASc

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

i PLUS
Pro-Financial Collection

Ask for our FREE money-saving analysis worksheet

“|MPROVE YOUR PROFIT
EVERY DAY”

Call BUSINESS DEVELOPMENT Today!

1-800-233-8483

| AFFILIATED ACCEPTANCE CORPORATION

Main Post Office Box 419331, Kansas City, Missouri, USA 64141
FAX: (816) 753-1429

E-MAIL: 74041,2525@compuserve.com
WEBPAGE: hitp://www.fitnessworld.com/pro/trade/affiliated.html

AAC...“We're Here To Work”
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it Only Happens Once a Year!

May 1, 2 & 3
Ft. Myers Beach, Florida

10th Annual
Sales & Mark‘eting Classic

presented by

Sales Makers

Proven Profit Procedures

With Special Guest Speaker

Sandy Coffman, President

"Programming for Profit"

Learn how to use the Sales Makers System plus...
* 3 Great summer promotions
* 14 Proven low cost advertising ideas
®* 6 Required rules to increase retention

$395 per club. Bring as many valuable staff

members as_you want for one low price !

800-428-3334

. To Register to Win a FREE On-Site Seminar
Bring this form to Sales Makers Booth #502 at I[HRSA in San Francisco.
or mail to: 1509 S.W. 53rd Terrace, Cape Coral, F. 33914
or Fax to: 941-945-3029
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operational perspective.
There is no reason to be
anything but optimistic about our
industry’s future. We are in the
best position in the evolution of
the industry to embrace the chal-
lenges and explode into the next

...Karen
Woodard

continued from page 18

From a positive perspective - over- millenium to impact our
all awareness of fitness in the com-  member’s lives as well as our bot-
munity increases and the competi- tom lines. “

tion gives us further opportunity to
customize our product and service.
The negative effects include not
being able to enjoy economies of
scale as the larger operators do,
having the larger operators create a
* perception * or * standard * of what
is expected in the market and, of
course, market saturation.

Small orsingle club opera-
tors will maintain a stronghold in the
market if they:

(1) Differentiate or create a niche.
(2) Streamline and better utilize
their administrative and information
gathering systems. (3) Provide
customization from a service and

Imported & Domestic Textile Products

Take the guess work out of your. . . .

Towel Purchasing
Satisfaction Guaranteed

‘A RISING STAR ¢

Karcn Woodard is a

‘Rising Star * in the club business
and is already one of the top edu-
cators/trainers in the trade.
Through her ownership and role
as Vice President of her centers,
she stays in close touch with the
day-to-day details of the club busi-
ness and for that reason will con-
tinue to relate well to her consult-
ing clients and seminar attendees.
An avid-regular exerciser herself,
Woodard ‘walks-the-talk”. Her
unique role of being one of the few

SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

QUALITY PRODUCTS
at

COMPETITIVE PRICES

Rubbermaid -

Commercial Products
Authorized Distributor

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

InRSA

ASSOCIATE MEMBER

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

industry educator/cousultants
who actually owns and operates
facilities on a day-to-day basis
differentiates her from most of
the competitors in her field.
This close relationship bei ween
the day-to-day realities of the
business and the needs of her
students benefits everyone she
trains or consults with. She is
mature and talented beyond her
years and is dedicated to the
goal of helping others rise to
new levels of success.

(Norm Cates, Jr., is the
Publisher of The CLUB IN-
SIDER News, * The Puise of the
Health, Racquet and Sportsclub
Business’, A club veteran of 20
years, Cates was the 1st Presi-
dent of IHRSA and one of
IHRSA's co-founders in 1980).

==
|

has determined that lack

The Surgeon General
of physical activity is
detrimental to your health.

The Surgeon General
has determined that lack

of physical activity is
detrimental to your health.

~ Karen Woodard
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OPERATIONS MANAGER

The Bel Air Athletic Club, a 90,000 square foot fam-
ily oriented health club located 30 minutes north of Balti-
more, seeks an Operations Manager. This person must have
at least five years industry experience, possess strong mana-
gerial skills, and be a skilled administrator. Responsibili-
ties will include supervision of the club's front desk, the MOD
system, member service and retention programs, nursery,
club rentals, and programming departments. Send resume
and salary requirements to Carol Rader, Club Administra-
tor, Bel Air Athletic Club, 658 Boulton Street, Bel Air, Mary-
land, 21014.

Does YOUR CLUB ordo YOU NEED
TAX RELIEF????

The Walton High School Facilities Foundation, Inc.,
Marietta, Georgia, is seeking the donation of used weight equip-
ment for the new 3,000 square-foot weight room located in the new
field house. Contact: Mr. Maury Stead/Walton High School Facili-
ties Foundation, Inc. (IRS APPROVED TAX DEDUCTIONS) *
(770) 319- 9889 or Fax (770) 801-1222

EARN $500 A WEEK! (PartTime)

$500 A DAY! (Full Time)
$P5E5555588555558 8
NOT Multi-Level Marketing
“NEW?” § 5 + Billion Industry
NO Inventory & No Deliveries

Greatest Opportunity in US Today!

- 24 HOUR MESSAGE - FREE TAPE
& INFORMATION
770- 496-4316
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The Simple & Poweriul

Club Management System

TOo be any easier to
use, it would have
to run itself...and it
practically does!

Photo-imaging Check-in
Unlimited Report Capabilities
Automated EFT

Y. ' ¥ "N ¥

Full Service Customer Support
(Phone, Fax, Seminars)

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

Club

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

UNRNEYr" oo s wonrsan
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NEIL SOL'S HEAILTHCARE CONNECTION
Health Care - Health Club Education

By Neil Sol, Ph. D,

(Publisher s Note: Be sure
fo take the time to read this article
because Neil Sol has pinpointed a
syndrome which is now taking place
in the club industry across the coun-
try. The syndrome is health club
owners/managers who are attempt-
ing to engage in an arena in which
they are ill prepared to be in-
volved..... the arena? Health care
relationships with health clubs.
This same thing happened 15 years
ago when many health club owners
attempted to attract and sell health
club memberships to corporations.

At the time, the health club indus-
try was ill prepared and lacked the
necessary evidence to convince
corporations that fitness was good
business. As a result, thousands
of club owners/managers spun
their wheels to no avail. Shortcut
the wheel spinning by reading this
article. Consider developing a re-
lationship in health care with the
guidance and leadership of Neil
Sol, Ph.D, and Dr. Jason
Conviser. Be on the leading edge
in your community and differen-
tiate your facility from all others
in the marker. Open your eyes to
the vast new apportunities before
you! Your time will be well in-
vested!)

*jazzercise

Fits Your
Facility’s

Needs

Jazzercise

is an internationally
recognized program with
12 different class formats
to accommodate your
scheduling and
community needs. All
classes have been
screened for safety and are
taught by a certified
instructor. Jazzercise is an
AFAA Corporate Affiliate.

“We've had Jazzercise here since before 1986. It's a terific program
and everyone that does it just loves it! The classes are so much
fun...it has taken over our aerobics program! Everyone just loves our
instructor. She teaches in a way that everyone can do it.”

— Linda Lunsford

— Huntsville Athletic Club, Huntsville, Alabama
Call Jazzercise, Inc. (619) 434-2101
to Locate a District Manager in Your Area
Visit us on the World Wide Web at http://www.jazzercise.com

HEALTH CARE -
HEALTH CLUB
EDUCATION

Onc very clear mes-

sage the health club industry is
beginning to understand about
American adults is that they have
a desire o assume the responsi-
bility for their own
health....which includes regular
exercise, healthy eating habits
and simply leading a healthy
lifestyle. But, they lack the
know-how and as a result have
and will continue to solicit lead-
ership from professionals: the
health club and its staff.

What this writer has
been realizing is that the health
club owner/manager is in a simi-
lar position to the American
adult. Many want to establish a
relationship with a health care
institution or provider, because
of the obvious benefits to both
parties, but lack the know-how
to establish and launch the rela-
tionship. Clubownersand man-
agers should seck leadership
from individuals who have a
clear understanding and experi-
ence in the area of establishing
health care relationships.

Since | began writing
this column for The CLUB IN-
SIDER News, I have heard story
after story from club owners/
managers that have made at-
tempts to create relationships
with health care institutions, but
have not been successful. And,
in the cases where relationships
with health care institutions were
created, they were often one-
sided and in favor of the health
care entity. Many have told me
that they felt they had no cred-
ibility with the health care entity
and simply did not even try to
create a relationship.

I'have also heard stories
from health club owners that
were successful in establishing a
relationship with health care en-
tities. These club owners/man-
agers studied the opportunities
fora relationship, obtained infor-
mation through reading or con-
ference participation, realized
their value to health care institu-
tions, and either solicited lead-
ership or negotiated with confi-
dence to create a mutually ben-
eficial and profitable relationship
with health care.

As the American adult

_ment from their local

has attempted to assume
responsibility for their
own health by:

* purchasing and
exercising with equip-

home fitness equipment
store

* purchasing ex-
ercise videos and/or
books from their area Tar-
get Stores or WalMart

* becoming de-
vout ESPN exercise show
viewers they soon come
to realize that the lack of
interaction available with
the exercise methods
shown above leaves them
looking for help or quit-

ting. When they seek

Neil Sol, Ph. D.

help, they turn to their lo-
cal health club professional to pro-
vide it.

Club owners/managers
that are trying to establish health
care relationships without help will,
in most cases, end up like the home
exerciser.......either quitting or
eventually giving up the solo effort
and seeking help.

THE HELP IS
THE TIME IS NOW !
This need has become
obvious to me as | interact with
club owners/managers who are
starting to wake up to their need for
help. For that reason, Dr. Jason
Conviser and | have developed a
one day seminar entitled: “ Devel-
oping the Health Care - Health
Club Relationship™ , where club
professionals can learn and under-
stand the opportunities and strate-
gies in leveraging a relationship
with health care.

INTERACTIVE
EDUCATION

Our seminar philoso-
phy is to limit participation to a
group size that enables interaction
among the seminar participants and
Jason and myself, so that partici-
pants can receive the education and
direction that is specific to their
situation. We believe that sitting
in a large lecture hall listening to a
speaker on the topic of health clubs
and health care is similar to watch-
ing an exercise video on your tele-
vision.... there is little opportunity

for interaction. And, individual
needs are rarely, if ever addressed.

Our previous seminars
have been successful because we
encourage and facilitate interaction.
We believe the concept of specific
interaction is so important that we
offer each seminar participant one
hour of consultative direction cov-
ered by the base seminar fee. This
one hour of one-on-one consulting
time is provided after the seminar,
when ideas and concepts of the
seminar have been assimilated by
the attendee. Our goal is not just
to disseminate information, but to
serve as personal trainers to the
health club owner/manager inter-
ested in establishing a beneficial
relationship with health care.

A relationship with health
care presents a profitable opportu-
nity for the club owner/manager. It
will help insure future success. It
will enhance your club’s status in
the community in which you oper-
ate. It will increase sales of all
kinds within the club. It will en-
hance the professionalization of
your organization.

Treat your investment in
education in this new aspect of the
industry as an investment in the
future of your club. Your time and
dollars will be more than well
worth the investment !

(Neil Sol, Ph.D. is the
President of Health Vantage, Inc.,
a consulting firm for the health club
industry which specializes in the
relationship between the health
care community and health clubs.
Neil may be reached at: (303) 399-
3224).
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% The FINANCIAL SUCCESS of YOUR CLUB rests on the effectiveness of “\g
your sales staff. However, it is a simple truth that most health club 9
sales staffs are functioning 40-50% below their potential. This means “ ‘ : A i
that most clubs are literally losing thousands of dollars monthly in |
personal and club profits. We can change that! ?? M I

S.0.S. will turn your sales staff b
into a SALES FORCE,

I with an energy-packed, information- Ioaded program of unforgettable on-site sales (=5
seminars. If you haven't heard "Doc” before, be prepared: he'll knock your socks off! :
His seminars will simultaneously educate, motivate and entertain you.

DRAMATICALLY INCREASE YOUR
PRODUCTIVITY, SALES AND PROFITS!

THE #1 SALES TRAINER

IN THE FITNESS INDUSTRY TODAY

...slmpfav the best...”
Steve Donald, Manager, L.A. Fitness Sports Clubs

“...best in the industry...”
Jamie Charles, Director of Sales,

# Salésperson in the Company, L.A. Fitness Sports
1 Clubs - over 35 clubs in California and Arizona

# ]. Salesperson in the Company, New Life Fitness

New Life Fitness World World — Florida, lowa, South Carolina
“...in a ’ea%’"e bJ’ himsell..." # Salesperson in the Company, Exertech 24 Hour
Louise Newman, Manager, Swim and Fitness Centers - Kansas

Exertech 24 Hour Swim and Fitness Centers
“...a real superstar...”

Stevaé Weible, Director of Sales,

New Life Fitness World

“...a selling machine...”
Tim Rosia, Manager, L.A. Fitness Sports Clubs

,,.nobodz does it better...” i e During his sensational sales career, “Doc”
Jeff Roberts, Manager, New Life Fitness World - i sold an average of nearly 2,000 member-

“..an incredible teacher...” 278 L ships, worth almost 51 million in contract

% = - MEMBERSHIPS SOLD
Edgar Smith, Vice President and General Manager, IN JANUARY value, per year. At one stretch he went
Fitness 2000

LA ;;l_‘;';;f:g;nk ;‘;t‘-‘ORu over 60 months in a row as the top sales-
L HIEVE] Y . ;
...dil exl raordinary # person in the company, setting numerous

learning opportunity...” W " records in sales performance — many that
Andy Volz, Manager, New Life Fitness World - -y still stand today.

“...a game plan for - w .
increasing sales — GTEPHEN “DOCG” DOEREN, Ph.D. eh.p., Louisiana tate University-
th 3t rea Wﬂrks ! = 20 years of teaching experience as an award-
Doric Habi;:s_La:,I{fanagec Nautilus Fitness Canters Preﬂdent! s'o's' winning university professor and public speaker

Salesperson in the Company, Family Fitness
Centers — Georgia, South Carolina

Booking Information

For information on booking “Doc” for an eventful
on-site sales seminar at your club which
r_ L will teach your sales staff
9, O { B

verything they need to know
to become top producers:
T Call TOLL-FREE
{’?. - 1-888-50S-4-DOC
(1-888-767-4362)
...-—*—... 209 --—9000 P99 ~-—-—-000 00 ~-~-=-000 900 ~~-=-000
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SALES INDEPENDENCE - PARTT

By Ben Midgley

J ust for a moment, think
about membership sales if there were
no walk-ins or people calling on the
phone. How many memberships
would you sell then ? Would you
still meet your monthly goals ?

Lets add to this formula no
club-based referral promotions, (win
atv.ora trip or a free whatever) and
on top of that, let's, just for fun, add
in that you cannot even ask for the
referrals, they have to be given to
you!

Does this change your an-
sweratall ? It very well may as long
as you are being totally honest with
yourself. The only way for you to
answer | would sell a lot anyway, is
if you receive and then in turn sell a
large amount of referrals from happy
members.

There is a way to confi-
dently say I would sell a lot anyway

if someone were to ask you that
question with the restrictions im-
posed above. It is only when you
can positively answer questions
like this one without hesitation and
without question, that you can be
considered an independent sales-
person. Once you are an indepen-
dent salesperson you are not only
free from worries of finding some-
one tosell to, you are also free from
worrying about hitting your
monthly goals and deadlines, you
are free from stress and able to en-
joy your position and the people
around you much, much more.

In order to accomplish
this type of sales independence you
need to be a well rounded salesper-
son. This means you understand
the entire process from both per-
spectives:  yours and the
customer’s. In this article we are
going lo look at the sales process
from the point of view of our cus-
tomers, the membership prospect.

Two things before we get
going. The question is: “How was

SERVICE PROGRAMS

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

CASH FOR
CONTRACTS

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

AAC Quick Cash®

CASH ADVANCE OPTION

PLUS
Pro-Financial® Collection

Ask for our FREE money-saving analysis worksheet

“IMPROVE YOUR PROFIT
EVERY DAY”

Call BUSINESS DEVELOPMENT Today!

1-800-233-8483
AFFILIATED ACCEPTANCE CORPORATION

Main Post Office Box

FAX: (816) 753-1429
WEBPAGE: hitp:

AAC...“We're Here To Work”

419331, Kansas City, Missouri, USA 64141
E-MAIL: 74041,2525@compuserve.com
www.lilnessworld.com/pro/tr

g/affiliated.himl

your experience at the health
¢club?” and the person answering
the question is you, so you need
to pretend and set yourselfinto the
role of this person. [ will set the
stage; your name is Jerry. You
work locally, you are married with
one child on the way and you en-
Jjoy fishing. This article will be
written from this perspective from
here on. Don’t forget to think as
if it were you.

Jerry how was your ex-
perience at the health club ?

Answer: “ A friend of
mine, by the name of Don, works
out at a health club and told me
aboutit. He hasbeen trying to get
me to go to the club with him. He
mentioned that the club has a lot
of equipment, an aerobic studio
and a few racquetball courts. Don
also mentioned that if I go down
to the club I need to see someone
named Gary who works there and
sells memberships. He said Gary
would look out for me.

So one day | went down
to the club to take a look around.
When I got there, | asked for Gary.
Luckily, Gary was in. He came
over and shook my hand and
asked: * How are you doing and
how can I help you ? * 1 told him
Don mentioned | should stop by
and see him. He kind of chuckled
and said that Don was a terrific
guy and that he was really enjoy-
ing himself at the club. He then
asked me what | was looking to
do, so | told him | have been very
busy at work and my wife and |
had a baby on the way. So, |
thought it might be good for me
to get into a regular exercise pro-
gram. He congratulated me on
expecting a baby and asked what
1 did for work. Itold him | was an
insurance adjuster. He said his
brother -in-law was also in the in-
surance field. So, after talking to
each other for a little while and
seeing the club, he asked if |
wanted to see the different mem-
bership options and prices. | said
yes.

As we were going over
the options he offered me a bev-
erage, which I declined. He ex-
plained to me that there were sev-
eral options that might work out
well for me; but, he reminded me
1o keep in mind that | should go
with the most economically sen-
sible decision. Also, to make sure
if I commit to an extended mem-
bership, like a year, that I really
be sure that I would use it all.
After going over all the pros and
cons of each membership option
with Gary, | decided that a month-
to-month membership billed
through electronic transfer from
my checking account would be the
best plan for me. 1 felt a little un-
sure at first about giving my
checking account number, but
Gary told me if | had any prob-
lems to contact him directly and
he would take care of it for me.
As we were filling out the paper-

work, he mentioned that there
was a thirty-day money back
guarantee and that [ could ter-
minate the agreement during
that period if 1 was not com-
pletely satisfied and happy | &
with my membership. That
also made me feel very com-
fortable.

After completing
the membership paperwork,
Gary shook my hand and
thanked me for joining. Ithen
left. | came inabout three days
later for my first workout with
my friend Don, who was glad
I had finally joined. After
working out for about twenty
minutes Gary approached
Don and | and said hello tous
both by name. He asked if

: J

there was anything he could
do forus. We replied that we

Ben Midgley

were all set for the time be-
ing. He then stayed and chatted for a
few minutes. After he left | mentioned
10 Don that I'was surprised Gary re-
membered my name. Don said Gary
knows everybody in the club and that
he is always ready to help someone if
they need assistance.

I came in again about three
days later feeling a little sore. As Don
and | walked in we saw Gary on the
phone. He still acknowledged us and
waved hello while on the phone, .We
went downstairs and tried out a few ma-
chines in addition to our regular work
out and had a real pood time. We stayed
for about forty-five minutes and then
as we were leaving Gary was still very
busy, but none the less, he said good-
bye to us both as we were leaving.

Well, it has been about two
months now and every time | am in
the club it seems like Gary is right there
checking up on me. As it tums out,
Gary is married and he and his wife
are planning on having a baby too, so
he is always asking me about how my
wife is doing with our baby. Over the
past two months we have really gotten
to know each other pretty well. Aswe
were talking | mentioned to him thata
friend of mine at the insurance com-
pany, who is a salesperson, is very
stressed out and that | would like to
bring him down 1o the club. Gary of-
fered to give me a guest pass for him
and even offered to meet us at the club
when we come down just in case my
friend has any questions or needs....he
will be right there. He gave me a pass
with my friend’s name on it and I told
him I'will call him to set up a time for
usall to meet. Gary also gave me atip
on a new fishing lure.

THE WAYIT
SHOULD BE...
IF YOU MAKE

ITHAPPEN !

Thal's how the member-
ship experience could look to a pros-
pect if you make it look that way !
What could be better than that sce-
nario? A happy member, a good re-
lationship with that member and a
referral to top it off! Very often sales-
people get caught in the intricate as-

pects of selling and lose sight of the
simple things that make a sale. The
other problem is that sometimes
salespeople feel their job is to sell
and not to overdo mingling with the
members. They forget to follow-up.
Sell the prospect and ask for a refer-
ral immediately because they are
excited about joining and want to
give you the names of their friends
and neighbors! NO! [f you conduct
yourself in that manner, you lose the
opportunity to position yourself as
the sincere and genuine person that
you are. You have then officially
placed a dollar sign on the sale rather
thana bond of trust. Inaddition, you
make developing a relationship more
difficult for yourself.

Spending money to buy
something, no matter what itis, isa
partoflife. You can’t have what you
want without spending money. You
buy things everyday, so do I. The
issue is not the money. The point is
that people are more concerned
about feeling good about spending
the money, than spending the money
ifself. So, don’t be worried about
getting to the buck...... be concerned
about getting to the person.

For years | have seen new
sales approach after new sales ap-
proach. All of these approaches are
designed to outmaneuver the buying
defenses of people. This is not nec-
essary. You are not selling to out-
think anybody. We are selling to be
ethical, professional and concerned
about the people we work with.

Ask yourself this question:
What qualities would I like to see in
asalesperson that | was working with
if | was making a purchase? ' (No
matter what that purchase might be,
a car, insurance, club membership,
etc.)

Now, think about your an-
swer for a moment. How many
people out in the world would have
said something different than you
justdid ? Honest, sincere, trustwor-
thy. Nobody. Everyone out there to
one extent or another has the same
wants in life: family, friends, health
and happiness just to name a few. So,

(See Midgley page 30)
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YOUR CLUER
WIT

Now under new ownership, Body Drench offers:

» The same spa-quality, earth-friendly skincare
products you know and love

= Better service that delivers
* Custom Corian® and acrylic dispensing systems
= And a full retail line for complete cost recovery

Compare then call us at

800-722-B:0OsD:Ys

extension 262 or 263
800-392-8337/West Coast » 071-493-3830/London
Come see us at booths #649 & 650 at IHRSA!

BODY DRENCH SYSTEMS
A DIVISION OF STYLING TECHNOLOGY CORPORATION

All logos are 1 trademarks of the comg they ropresent

AD #C1497
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Best Lights Doing The Job Right and Savmg $

costs have been reduced $25,000
Mklland Michigan - to $30,000 per year!
Brett Hobden is formerly from Aus- Before the BEST Lights

tralia by way of Vancouver, British
Columbia and is the Managing Di-
rector of The Midland Community
Tennis Center in Midland, Mi.

The Midland Community
Tennis Center is in its 25th year of
operation. Funded and owned by the
Dow Corporation, Dow Corning
Corporation, and several related
Foundations, the 32-court (16 indoor
and 16 outdoor) 100,000 square foot
facility recently underwent a $1.5
million renovation which included
the installation of a BEST Lights,
Inc. lighting system.

Hobden raves about the
quality of the BEST Light Products,
the quality of the work performed by
the BEST Lights Team, and the ac-
tual dollar savings that the BEST
Lights Systems is providing. “The
Bonus,” says Hobden, “ is that we
expect the payback on our invest-
ment, for the entire lighting system,
to be within 2 1/2 to 3 years based
on the savings in electrical costs that
we are experiencing! “Our lighting

installation, the facility had 276
light fixtures generating 50-55
fool candles of light. The BEST
Lights System allowed the re-
moval of 100 light fixtures
(100,000 watts !) to light the
same number of courts. The sur-
prising thing was that after the
installation of the BEST Lights
System, we increased our light-
ing levels by 36% to 80-85 foot
candles evenly across the courl.
Hobden is particularly happy
with the lighting levels that
BEST Lights, Inc. has provided
in the “Hard-to-light” areas at the
baseline and in the corners of the
courts, Hobden comments, “ We
carefully researched the available
lighting systems on the market
and we determined that the BEST
Lights system produced signifi-
cantly higher lighting levels than
any other lighting product in the
market. The concept is simple.
The BEST Lights fixtures, be-
cause of their unique, Patented

design, simply produce more light
for your energy dollar. Our mem-
bers are particularly happy with
the high, even lighting levels
along the baseline and in the cor-
ner areas which are traditionally
darker than the rest of the court.
Lighting over the entire surface of
the court is significantly better.”
Hobden was also happy
and impressed with the installa-
tion work of the BEST Light
Team. Hobden adds, “ The owner
of BEST Lights, Inc., Gary Yurich,
is a really nice guy to work with,
and he is an honest professional.
He accomodates whatever you
need for your facility willingly.
For example, we needed to replace
the existing ballasts for our lights
because of a bad “ Buzzing” prob-
lem. The job was well done, and
completely eliminated the prob-
lems we had with the ballasts. The
BEST Lights Team provided great
service to this club, and 1 like the
fact that they have a relamping
program. The program is “Turn-
Key", and makes sure that the
relamping, which is normally nec-

essary every
two years, is
done quickly
and profession-
ally. We are
happy and con-
fident that
BEST Lights,
Inc. was the best

COMMERCIAL Bt
& RETROFIT,

choice in tennis
court lighting
that there is.”
(BEST |
LIGHTS, Inc.
has been an ad-
vertising spon-
sor of The
CLUB IN-
SIDER News
for over two
years. Gary
Yurich and the
BEST Lights,

Inc. team may

=
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be reached at: 1-
800-KIL-A-J
WAT or -800-
545-2928.)

Gary Yurich & Best Lights Fixture

Advantage IHRSA Tennis Open Forum Set

You're invited to attend
“Advantage IHRSA”, a one-day
program designed to focus on ten-
nis and its impact on the health and
fitness industry. The day includes:

When:San Francisco, California
When: Wednesday, April 9, 1997

Sponsored by: Commercial Building

& Retrofit

industry

cussions

« Informational seminars with
leaders
* Interactive round-table dis-

* Luncheon presentation with

PLANNING AN AIR SUPPORTED STRUCTURE ¢
BIRDAIR HAS ANSWERS.

Birdair's association with dependable, long lasting
air-supported buildings began when we pioneered
the technology in the early 60's. We remain dedicated
to designing and manufacturing the finest custom or
pre-engineered air-supported structures at competitive
prices. Our engineering staff, with sophisticated com-
puter technology is available to help you develop
projects of any application size or configuration.
Birdair offers you:

d Complete turnkey installations

Q Fast turnaround times

O Easily erected and dismantled seasonal systems
0 Selection of membranes to match requirements
1 15 to 20 year life cycle depending on fabric

For additional information including comprehen-
sive technical assistance call or write:

=BRDARE

65 Lawrence Bell Drive, Amherst, New York 14221
716 633-9500 - 800 622-2246 - FAX: 716 633-9850

guests of honor:
- Rick Ferman and Pat Freebody - USTA
-Kurt Kamperman - TIA

« Dave Silverton and Gordon Collins speak
on Net Profits; the Pro’s Role in making the CLUB
More Profitable

* Spike Gonzales - Leveling the Playing Field
on the Tennis Court
* IHRSA Person of the Year Award to Chris
Evert

.Midgley

continued from page 28

never for amoment think that you are very different than
anyone you sell to. Look out for your prospect’s best
interest. Be interested in them after the sale. Do every-
thing you can for them and you will stand out. Make
your relationship with your members the most important
part of your job.

Sales consultants all over the world will argue
their techniques until they are blue in the face, but that is
a difficult argument for them to win. Stick with what
you believe in and what you know is right and you will
go far,

(Ben Midgely is the Sales Director and Corpo-
rate Fitness Director for Saco Sport and Fitness in Saco,
Maine. Ben won the 1995 IHRSA Sales Person of the
Year Award by personally selling over 900 memberships
in one year ! Ben received the last Salesperson of the
Year Award that IHRSA will present.  The honor has
now been changed to IHRSA's Sales Team of the Year
Award beginning in 1996. The Sales Team of the Year
Award for 1996 was presented by IHRSA in December,
'96, to Joe Cirulli’s Gainesville Health and Fitness
Center’s Sales Team.)
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Lower Energy Cost
No One Even Comes Close!
Pend t" -:"“'_'_ E

| - Brilliant
| _Energy

(OURT-0F
. wam Saving

THE-YEAR /.

[ENNIS
WUSIYS Technology
AWARD | .
WINNERS | 400 & 1000 Watt Indirect Fixtures
INDOOR Easily Installed
w“" > Gyms > Manufacturing

[> Warehouse
[> Rerail

Financing & Leasing available.

> Indoor Tennis
[> Air Structures

BEST

LIGHTS, INC.

Brilliant Energy Saving Technology ™

1-800-KIL-A-WAT

1-800-545-2928 * Fax: 810-589-0134

e ? -‘-"‘\ = e —
“We knew this-would be a world class facility. The lighting levels have surpassed all our expectations and calculations.
We now exceed USTA tournament standards, with only 14 — 1,000 Watt BEST Lights™ per court, averaging 160 footcandles. —
Steve Krum, President, Greenwood Athletic Club, Englewood, Colorado.
3 Call for a free brochure . . .

P

Air Structure Unistrut ‘i] N
.-\ “I. .

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

For Insulated Ceilings . . . Call Our Other Company

COMMERCIAL Call for a free brochure . ..

“The reason we chose BEST Lights™ ? Because it is the latest in
technology." — Todd Pulis, President, The Thoreau Club of Concord,
Concord, Massachusetts.

BUILDING &
RETROFIT, inc.

1-800-423-0453
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EMMITT SMITH

All-Pro Running Back
Dallas Cowboys




