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50 MILLION MEMBERS BY 2010

A SPECIAL REPORT
By Norm Cates, Jr.

San Diego, CA.- In
1981, IHRSA, The International
Health, Racquet and Sportsclub As-
sociation was founded after the clos-
ing of the National Tennis Associa-
tion and the National Court Club

Association. Since that time
IHRSA has done more to foster
the professionalization and
growth of the club industry than
any organization in the history of
the business.

IHRSA has no peer. But
now it has a partner. That partner
is the Fitness Products Council, an
arm of SGMA, the Sporting
Goods Manufacturers Associa-

tion. This partnership was re-
cently created to pursue a newly
established goal for the industry.
The goal is to grow the industry
to 50 Million Members in the
U.S. and 100 Million worldwide
by the year 2010.

The idea of 50 million
U.S. members by 2010 came at
a meeting attended by IHRSA
Executive Director, John

McCarthy, Chuck Leve,
IHRSA’s Director of Sales and
Promotions and Greg Shapiro,
IHRSA’s Director of Associate
Membership.

IHRSA and the FPC
have published a book recently
released at the IHRSA Conven-
tion in San Diego entitled: “50
Million- Members By 2010."
The book was written by John

MeCarthy and begins with the fol-
lowing statements in the Forward
section:

“America is the fattest na-
tion on the face of the earth.”

“And in the last 20 years,
America has become the fattest na-
tion in civilized history. What does
this mean? To begin with, it means
that 97 million Americans - 55% of

(See 50 MILLION page 10)

JILL STEVENS KINNEY RECEIVES INDUSTRY SERVICE AWARD
CLUB ONE PRESIDENT APPLAUDED FOR INDUSTRY EDUCATION CONTRIBUTIONS

Snn Diego, CA.- Jill
Stevens Kinney, a 20-year veteran of
the health club industry, received the
IHRSA Industry Service Award at
the IHRSA 18th Annual Convention
in San Diego, March 24-27th.

Ms. Kinney is President of
Club One, a $25 million San Fran-
cisco-based company serving 11
clubs and 30 corporate fitness cen-
ters. Club One has been recognized
asan INC. 500 company for the past
five years. The Business Times ranks
it as the second largest club company
in the Bay Area and one of the Top
50 Women-Owned Businesses in the
Bay Area.

A former member of the
IHRSA Board of Directors, Ms.
Kinney has played a major role as
an industry educator as well as in
developing professional develop-
ment opportunities for the Asso-
ciation’s members. In the mid-1980s,

when the Association was in its
infancy, Ms. Kinney assisted in
the development of the IHRSA
Institute for Professioinal Club
Management and in forming the
agenda for the Association's an-
nual Spring Convention. Ms.
Kinney also served as a faculty
member of the Institute and has
been a popular speaker at many
IHRSA Conventions and meet-
ings. She currently is a member
of the IHRSA Advisory Council.

“Jill has been one of the
driving forces behind the
professionalization of the indus-
try,” said John McCarthy, Execu-
tive Director of IHRSA. “She has
given the industry a great deal of
her time and expertise.”

Ms. Kinney’s contribu-
tions to the industry extend be-
yond her work with IHRSA. She
is the Chairman of the Board of
the American Council on Exercise

(ACE) and currently sits on the
Executive Committee and Board
for that organization. She is work-
ing with the cities of San Fran-
cisco, Oakland and San Jose to
develop fitness facilities for inner
city children.

“Our goal is to bring fit-
ness and quality training to inner
city kids to build self-esteem and
personal health,”Ms. Kinney said.

A former lecturer at the
University of San Francisco’s
McLarent School of Business,
Ms. Kinney has served on the
Board of Directors for both the
Breast Cancer Fund and the Bay
Area March of Dimes. She was
the first recipient of the Club In-
dustry Businesswoman of the Year
Award in 1997.

Ms. Kinney lives in San
Francisco with her husband and
business partner, John, and their
three children.

(L) Jill Stevens Kinney &
THRSA President Annbeth Eschbach

IHRSA STATE OF INDUSTRY REPORT

A SUMMARY

San Diego, CA.- Paul
Leroue, President and CEO of
Reebok/CCS Fitness, the sponsor of
IHRSA’s Annual State of the Indus-
try Report, opened the IHRSA State

of the Industry Report with, “Like
previous years we hope to provide
you with a quick glimpse of the
industry and what’s going on.
There will be a more thorough
analysis available in the State of
the Industry Report available in
the hall today. The purpose of the
Report is really two-fold:

First, we want to help
you make decisions about your
business. Second, we want to
identify opportunities to help you
expand your business. Tonight,
we present the Report on the eve
of another fantastic year. I can
only give accolades to everybody
out there because we have done

a great job! We have grown
membership, total number of
facilities and health club rev-
enues in the U.S. illustrating an
increasing appetite of the
American consumer to get fit
and more importantly to stay fit.
This year’s Report also contin-
ues to indicate an overwhelm-

ing percentage of our membership
being in the 18 to 54 year category.
79% of our members are in this cat-
egory. With all this good news in
this report there are a lot of reasons
to be optimistic. All of you in this
room who either own your business
or are employed should feel proud

(See IHRSA REPORT page 12)
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CLUB SPORTS INTERNATIONAL ANNOUNCES
MANAGEMENT RESTRUCTURING

Denver. CO.- Club
Sports International (CSI) an-
nounced on April 14, 1999 that
Tom Lyneis, CSI Founder, has
resigned as President of CSI and
has assumed the role of Chairman
of the Executive Committee of
the Board. His new role will fo-
cus on the long-term strategy of

the company. Burnie Donoho will
have the titles of President and
CEO.

Tom Lyneis com-
mented, *We have grown CSI to
the point where it demands pro-
fessional and experienced man-
agement in running an organiza-
tion of 5,000 associates. We have
created a great platform for the fu-

ture growth of CSI and the op-
portunity for CSI to be a signifi-
cant player in our developing in-
dustry. Over the last fifteen years
we have come a long way from
a desk and an answering ma-
chine to the company we have
today. Along the way we have
assembled a top notch team of
people throughout the organiza-

tion to complement the quality prop-
erties. There are many directions and
opportunities CSI could go from
here. The question now is to sort out
which ones have the most promise.’

Lyneis will continue to con-
sult with Club Sports International
and other companies.

———ieafa
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THE INSIDER SPEAKS

(Publishers Note: IHRSA
Executive Director, John
McCarthy was quoted recently on
the 24 Hour Fitness website as
being supportive of the now famous
‘Alien Billboard' displayed by 24
Hour Fitness on Highway 101 out-
side of San Francisco. While we
agree with John McCarthy's com-
ments, we also see a certain con-
tribution by Laury Hamel in re-
spect to his letter to John. The let-
ter below is more like an in-depth
educational piece on obesity and
for that reason we are publishing
it for your review and possible use
in training your staff members
about obesity issues. John
McCarthy and Laury Hamel are
dedicated club industry profession-
als and we respect both of their
points of view on this subject.)

An Open Letter to John
McCarthy, Executive Director of
IHRSA

April 11, 1999
Dear John,

Congratulations on an-
other fantastic national convention
and for the great work you and
IHRSA have done to get the ‘50
Million By 2010” initiative up and
running. This is important work.
You and | have been industry col-
leagues and good friends now for
over twenty-five years. However,
I respectfully must share my deep
feelings regarding your response to
the billboard ad in San Francisco
placed by an IHRSA memberclub.
This particular ad stated “When
they come they'll eat the fat ones
first” and generated substantial
press, most of it negative. Your
photo and the following quote were
listed on the ‘24 Hour Fitness'web
site under the heading of ‘Industry
Response.’

“From a health club in-
dustry perspective, | congratulate
24-Hour Fitness for raising na-
tional awareness on this important
issue. As the recent NIH statistics
show, America is now the fattest
nation on the face of the earth.
55% of adults now carry so much
extra poundage that their weight
makes them substantially more
vulnerable to many serious health
problems. Over 59-million Ameri-
cans have now been classified as

“clinically obese.” Almost 20%
of America’s children are obese.
As Dr. Koop and others have
clearly stated, the obesity of
Americans is now a national
health crisis.

24-Hour Fitness" bill-
board campaign may not have
been ‘politically correct’, but
neither are some of the ads that
discourage smoking. Icongratu-
late them for their courage in
raising this vital issue.”

As you know, I'm the
owner of The Longfellow Clubs,
a health promotion organization
with six businesses and 10,000
members and serving thousands
of others in programs. One rea-
son your response to the contro-
versy was such a concern to the
Longfellow management and
staff is that IHRSA has been a
leader in promoting positive at-
titudes toward health and fitness.
IHRSA has worked hard 1o be a
thought-leader in our culture. We
strongly object to IHRSA’s pri-
mary spokesperson being in-
cluded on the ‘24 Hour Fitness’
web site congratulating them for
an ad that does not represent the
perspective of the majority of
IHRSA clubs. Placing IHRSA in
a position of justifying this em-
barrassing marketing strategy is
not appropriate. Please remem-
ber that when you speak publicly
as an [HRSA representative you
are speaking for our industry and
our organization and our busi-
ness. The attitude expressed in
this offensive ad needs to be ad-
dressed by IHRSA strongly and
specifically. This ad and your
response is a setback in our fight
to encourage healthy life-styles.
Please consider the following re-
sponse to this dangerous and
harmful marketing strategy:

1. Obesity is a serious
national epidemic directly re-
sponsible for chronic disease and
millions of premature deaths.
Most studies available clearly
state that no matter how positive
certain health indicators are, if
you are obese you are putting
yourself at great health risk. For
example, the number one cause
of Type Il diabetes is obesity
(good nutrition, exercise and
weight loss being the most effec-
tive cure). America is one of the
most obese nations on earth, 45%
of the adult population suffers

from obesity. There are over 100
million obese people in the USA—
1/3 of the world’s obese popula-
tion. What is of even greater con-
cern is the rapid increase of obe-
sity in our adult population which
is approaching the previously un-
thinkable number of 50%. If the
current rates of increase were to
continue, all of the adult popula-
tion will be obese in thirty years.
IHRSA has a moral and business
imperative to fight this serious
health problem.

2. The sources of this na-
tionwide epidemic of obesity are
primarily lifestyle-related. Our cul-
ture is currently designed to en-
courage high caloric and non-nu-
tritional eating as well as fostering
a sedentary lifestyle dominated by
computer terminals and television
screens. Add to this equation, the
increasing pressures on our time
and the emotional and cultural dy-
namics associated with food and
we’ve got ourselves a devastating
national health crisis.

3. IHRSA clubs have an
extraordinary opportunity to serve
an expanding market by meeting
the need of preventing or eliminat-
ing obesity. This market now num-
bers in the millions, and obese and
overweight individuals desperately
need the expertise and services our
clubs have to offer. Because obe-
sity is 70-95% related to lifestyle
choices, IHRSA clubs are uniquely
positioned to positively influence
the lives of obese people. The
quick-fix programs available are
not the answer—at best, they don’t
work and create demoralization
and at worst, they can cause long-
term physiological damage. Spe-
cially designed programs offering
a long-term approach toward
lifestyle behavior changes are ca-
pable of transforming a person’s
life forever.

4. IHRSA has spent years
looking for strategies and pro-
grams to bring the ‘deconditioned
market” into IHRSA clubs. If you
listen to the vast majority of pre-
senters at the [HRSA convention,
you will hear the plea for IHRSA
clubs to create a welcoming and
non-toxic environment in our clubs
for people who may not look like
the people who grace magazine
covers. Practically speaking, this
means that [HRSA clubs are

APRIL ISSUE

charged with developing
a club culture that under-
stands the seriousness of
this national health prob-
lem, but does not de-
grade or make fun of
people who already feel
badly enough about their
bodies.

5. If IHRSA
aims to grow to 50 mil-
lion members by 2010,
then IHRSA clubs need
to create a welcoming
and inviting environment

for obese and over-
weight people. THRSA

Lau;'y Hamel

clubs need to create a wide variety
of dynamic programs addressing
the particular issues overweight
people deal with. We need to cre-
ate a club culture and atmosphere
that is inviting, accepting and un-
derstanding. We should loudly
raise the health risks of obesity, but
love and care for people who suf-
fer from this health problem. One
IHRSA Vanguard Study stated
clearly and concisely that many
potential club members felt intimi-
dated by the atmosphere of our
clubs. They found our clubs un-
comfortable and felt that they had
to ‘get fit’ to even walk into our
clubs. Making overweight people
the brunt of a joke and establishing
a marketing strategy based on ridi-
culing people suffering from obe-
sity is counter-productive, As lead-
ers in the health field we need to
be honest with ourselves and ac-
knowledge the harsh reality that
being a member of an IHRSA club
is no guarantee (in fact it is highly
unlikely) that most of our members
will ever have bodies that even
closely resemble the so-called ideal
appearance promoted by our cul-
ture. If 24 Hour Fitness placed this
ad as a way of attracting overweight
people to their clubs, they took the
wrong strategy and they failed mis-
erably. This ad continues to present
the case to the world that health
clubs are not for deconditioned and
overweight people and adds more
fuel to the intimidation fire.

6. It is not courageous to
ridicule a population that needs to
have their self-esteem uplifted and
who have suffered through years of
abuse by poor and tasteless jokes.
Just as it is not courageous to use a
racial epithet, it is not courageous
to mock overweight people who

have it tough enough.

7. Bragging that this ad
stirred up dialogue on obesity is
like saying that burning a cross on
a lawn was cool because it stimu-
lated media coverage on racism.
Craig Pepin-Donat, President of
24-Hour Fitness, was quoted as
saying, “We had over 300 TV spots
covering the billboard story. We
also received coverage in London,
Paris and other countries. We de-
livered our message...” Ridiculing
and holding up a particular popu-
lation for abuse and then justify-
ing it by saying "See we raised the
issue and got a ton of press’ is dis-
ingenuous at best, and hypocritical
at worst. We need to look for dra-
matic ways to bring up this prob-
lem that are not mean and cruel,
but are powerful and meaningful.

8. This ad is not like the
anti-smoking campaign ads. Smok-
ers differ from obese people in sev-
eral ways. Smokers are still por-
trayed in the media as being cool.
Obese people in movies are the butt
of jokes, pranks and ridicule.
Smokers in general don’t suffer the
same degree of lack of self-esteem
as obese people experience. Smok-
ing is a single behavior. Obesity is
the result of a complex variety of
behaviors. Making fun of a particu-
lar behavior, although fraught with
risks, may sometimes be effective.
Singling out couch potato living
(obese or not), making fun of over-
eating or excessive junk food con-
sumption (by someone obese or
not), making fun of poor nutritious
habits (by someone obese or not)
would be a tactic comparable to the
anti-smoking campaign ads. But
singling out and taunting a particu-

(See Hamel page 5)
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continued from page 4

lar group of people (rather than be-
havior) should not be acceptable be-
havior in our country, let alone in
health club marketing campaigns.

9. It is those who degrade
over-weight people who are the
ones creating a “politically correct’
culture and making overweight
people feel belittled. The conven-
tional definition of being ‘politically
correct’ is when a culture narrows
the accepted area for dialogue and
public discourse to such a level that
people are not free to share their
feelings openly and honestly. It is a
question of balance. Honest dia-
logue, study and conversation is
qualitatively different than shaming
a group of people publicly. We need
to be able to discuss these issues
frankly and without fear of retribu-
tion. Let us establish cultural norms
that strongly encourage people to
take care of themselves, but we do
not want to harass and persecute
those who choose not to care for
themselves.

10. Even if some people
become motivated through humili-
ation, the overall effect is a loser.
Our culture thankfully has long ago
tossed the humiliation strategy for
motivating children or employees
into its rightful place-in the trash can
of history. Most people respond
negatively to humiliation. Those
who are motivated to make changes
by embarrassment generally do not
buy into the behavior change and the
change does not stick. In addition,
these people experience deep inter-
nal fear, distress and shame. Either
way the strategy is counter produc-
tive and doesn’t produce the results
we are looking for.

11. Just because some
overweight people think the ad is
funny is no justification for accept-
ing this disgraceful marketing tech-
nique. It is a common defense
mechanism for people suffering
from a particular problem to laugh
at themselves and joke about the is-
sue. Obese people often join in the
self-scorn as a way of making light
of the situation and denying the se-
riousness of the problem. But just
as diabetes is not funny, neither is
obesity a laughing matter—it’s not
funny to die early, not funny to have
heart disease and not funny to feel
ugly and embarrassed. Obese
people have a long history of jok-
ing about the problem, even though

atone level it may be tearing them
up inside.

12. It is sad to see indus-
try leaders sponsor and support a
culture of indifference and ridi-
cule toward obese people and
over-concern with image and ap-
pearance. Although obesity defi-
nitely impacts millions of men,
obesity is clearly a gender issue.
Women in particular suffer at a
very early age from unhealthy at-
titudes about their bodies ranging
from self-hatred to a preoccupa-
tion with their physical beauty.
This cultural issue has resulted in
millions of American women suf-
fering from such eating disorders
as bulimia and anorexia and mil-
lions more tormented by low self-
esteem and a negative self-image.
There are specific reasons why the
vast majority of people participat-
ing in weight-loss programs are
women. In general, women gain
weight easier than men, women
lose weight slower than men and
men’s metabolism is faster. Being
an over-weight man in our soci-
ety is much more acceptable in our
society than being an over-weight
woman. This fact has created one
of the greatest emotional and psy-
chological challenges of growing
up and living as a woman in our
world.

13. People suffering
from obesity may or may not be
lazy, gluttonous couch potatoes.
Although the common notion that
overweight people are fully re-
sponsible for their physical con-
dition has certain merit Lo it, it is
a gross oversimplification. The
source of obesity in our society is
acomplex and multi-dimensional
dynamic and is not simply a ques-
tion of will-power. Obesity is a
chronic discase and needs to be
treated as such. It has as its cause,
a world that constantly searches
for ways to decrease energy ex-
penditure and to make things
easier by eliminating any physi-
cal activity. We live in a world that
consciously pushes and markets a
high caloric and non-nutritional
diet. Italso has a basis in the psy-
chology of how our society treats
bodies and builds our self-image.
Consider the following:

a. We all know slim and
unfit people in our lives who get
away with their unhealthy life-
style psychologically and socially
unscathed. They are members of
the ‘unfit in disguise’.

b. We all know people
who exercise a ton (professional
athletes or models for example),
who look ‘good’, and whose diets
are dangerous and unhealthy.
These people may die early, but
they never receive the ridicule over-
weight people do. Unfortunately
many unhealthy but proficient ath-
letes or models are undeservedly
viewed as role models for health
and vigor.

c¢. Most research now in-
dicates that there are definite ge-
netic factors that make losing
weight more challenging for some
people. We all know people who
eat better than we do, exercise ev-
ery day and are still obese. It is
easier for some than for others.

d. The idea that all people
would look like a cover girl or boy
if they just joined our clubs and did
what we asked is simply not true.
A tiny minority will ever look like
this relatively new ideal standard
promoted through the media (a very
questionable ideal). Many of us
who are only slightly overweight
(but not obese) and have more fat
in us than we would like are still
very healthy and fit.

e. Overcoming obesity is
one of the most difficult tasks an
individual can endeavor to accom-
plish. Most of us know about this
problem from the personal experi-
ence of struggling to shed a few
pounds. Imagine that you have
been obese for many years and that
you feel embarrassed or ashamed
or are in denial. Imagine how dif-
ficult it is to overcome obesity
when the regimen required is a se-
vere behavior and lifestyle change.
Overcoming obesity is a battle that
few people in our culture ever win.
Why is the country that spends bil-
lions a year on weight-loss pro-
grams one of the most overweight
countries in the world and getting
worse?

f. There are millions of
women and men (more women
than men) who have eating disor-
ders that have as their origin a va-
riety of physical and psychological
traumas such as physical, emo-
tional or sexual abuse.

g. Finally there is a very
small number of people who have
biological, chemical and glandular
issues that are often beyond their
control and only partially related to
lifestyle. All of these people can of
course benefit from a improved

nutrition and exercise, but join-
ing a club will not make them
look buff.

14. There are degrees of
obesity and degrees of fitness.
There are good reasons for draw-
ing a line in the sand and classi-
fying a certain Body Mass Index
(BMI) as being obese. This line
cnables health professionals to
clearly and sharply state to a per-
son that their long-term health
risks are life-threatening. How-
ever, there are people who are
overweight, but not obese, who
are al great risk for early death.
And there are people who are
obese who are in an exercise pro-
gram and have much lower
health risks than other obese
people who do no exercise.
IHRSA clubs want to have as
members millions of obese
people who are working on im-
proving their health, some of
whom will never completely
overcome their obesity.

Similarly, there are de-
grees of fitness. Our clubs will
always be filled with people who
are overweight but not obese and
working to optimize their per-
sonal living experience and in-
crease their chance of living long
happy lives. We need to tread that
fine line of encouraging optimum
health without making people
feel ashamed if they don't
achieve this goal.

1 make the following
recommendations:

1. IHRSA should issue
a press release condemning this
ad, apologizing for previous
comments and offera perspective
that counters this damaging atti-
tude. ITHRSA clubs, their mem-
bers and the world of health need
to know that IHRSA is commit-
ted to walking the challenging
balance of working to establish
acceptance and inner apprecia-
tion for all of our bodies while at
the same time aggressively point-
ing out the immense dangers of
obesity.

2. IHRSA should pub-
lish articles in CBI about the is-
sues surrounding this national
epidemic.

3. Let’s make IHRSA
Clubs into community centers
that deal with the whole person—
mind, body and spirit. We are
more than just our bodies. We
have emotional, spiritual, intel-
lectual and social lives. Our clubs
are excellent venues to encour-

age an integration of our minds, our
bodies and our spirits. We should
create an atmosphere in our clubs
that honors our differences just as
we revel in our common commit-
ment to health and an active
lifestyle. We want to open up our
hearts with compassion and en-
couragement and hope for the fu-
ture. We must be strong, aggres-
sive and passionate in promoting
health, and simultaneously balance
this with love and care for every
individual.

4. Anyone who reads this
letter and still thinks this ‘alien ad’
is courageous and helpful in fight-
ing the obesity epidemic should be
required to:

a. Listen to the Gilmore
and Prochaska tapes and every tape
of the weight-loss/obesity track at
the 1999 IHRSA Convention by
May 1, 1999.

b. Have an open and hon-
est conversation with an obese per-
son who has tried to lose weight.
Walk in this person’s shoes for two
hours.

c. Read the recent People
magazine article about the grow-
ing epidemic of young college
women suffering from the tragic
eating disorders of anorexia, bu-
limia and binge eating. These eat-
ing disorders are the direct result
of our culture’s obsession with ap-
pearance and the abuse over-
weight people (especially women)
are subjected to in our society.

This ‘alien ad’ is obvi-
ously not an isolated case. Unfor-
tunately, the American Council on
Exercise(ACE) had a brochure dis-
tributed with the convention ma-
terials that also ridiculed the looks
of two overweight people.

My hope is that you,
IHRSA and other people who share
our compassionate and understand-
ing perspective on how to deal with
this challenge will join in a benevo-
lent and massive campaign to wipe
out obesity and all health risks in
our society. | also welcome re-
sponses from people who disagree
with the ideas | have presented.
Through open and honest dialogue
with people of goodwill we can
work together to bring about a
peaceful, healthy and happy world.

Yours in health,

Laury Hamel

(A nationally r. nked ten-
nis player and 6-1'" por 1ds over-
weight)
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THE INSIDER SPEAKS

* EDITORIALS * "INSIDER MAIL" « COMMENTS °

Norm Cates, Publisher
The Club Insider
March 30, 1999

Dear Friend,

| looked for you at the Trade Show in San Diego. Didn’t make
the meetings as | only had a quick day out there.

I'm sending you this (enclosed) deck of cards as a symbol of
what Las Vegas does when someone ‘shills’ for them.

Please know I love you, brother, and enjoy your newspaper
and its content.

However, I really feel that | was receiving quite an advertise-
ment for the past issue, which was covered with Bally’s - from start to
finish. Seriously, | hope you weren't taken advantage of, but a group of
us here in the Chicago suburbs feel you sent us a Bally's propaganda
issue! Yes - you covered their early weaknesses and their recent public
relations helps - but to wrap the entire issue in their logo and Front
Page? 50% plus took up the issue. My staff almost threw it away,
thinking it was an Advertisement-Commercial.

| personally don’t see any of these major changes occurring
around this market. We continue to prosper when their members realize
there is something nicer, cleaner and less intimidating, and professional.

However, I'm getting too old to fight issues and ‘shoveling
sand against the tide’ is too strenuous battling all the Y’s, hospitals and
Park Districts. | now feel IHRSA should just be “The"” Association to
represent the industry and do away with all the hypocrisy that exists
among its members and leaders (So called).

1 remember well, the opening gettogether of an IRSA Board
Meeting in Vail, Colorado many years ago when the “heavy hitters’
from Ballys and Alan Schwartz tried to intimidate us. Several of us did
give our emotional response that evening which then grew to the
Association coming of age and speaking up - in New Orleans.

I felt, at minimum, a bit intimidated by your issue and their
cover advertisement - the timing of it - coincidence or not - so I'm just
showing my personal opinion.

So what, where does Bally stand with the general member-
ship? You're one of the Advisory Board Members. What is the consen-
sus?

Norm - keep the content thought-provoking as that is what
separates your paper from those | do not purchase. "But, don't be like
my wife and sit and enjoy free play at the gambling table and then get
all the $8 back for bringing in a crowd." (Of course, her looks had
something to do with it, | hope).

Your friend,
Gary Taylor

Continental Athletic club
Rolling Meadow, IL

" Established 1993

PUBLISHER: Norm Cates, Jr.

EDITOR: Norman L. Cates, Jr.

AD SALES REPRESENTATIVE: Norm L. Cates, Jr.
DATA INPUT: N. Lester Cates, Jr.

MAIL ROOM MANAGER: Justin Cates
ELECTRONIC SUPER HIGHWAY DIRECTOR: Justin Cates
CONTRIBUTING WRITER MGR: Mr. Cates
ADMINISTRATIVE OPERATIONS: Lester Cates
CREATIVE DIRECTOR: "Chip" Cates

EGO MANAGER: Mr. N. L. Cates, Jr.

COMPUTER LAYOUT DIRECTOR: Ms. Cathy Brown

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

April 19, 1999

Mr. Gary Taylor
Continental Athletic Club
Continental Towers

1701 Golf Road

Rolling Meadows, 1. 60008

EClub Insider

Dear Gary,

Thanks for the deck of cards and interesting and “thought provoking’ commentary on our
February edition of The CLUB INSIDER News.

| read with great interest your letter to me dated March 30th. Your input is important, so I've
taken the liberty of transcribing your hand-written letter into easily readable type. 1've also responded
to your comments with the sincere hope that maybe, just maybe, your mind is not so closed that you
won’t give the article a fair and honest review with the concept of UNDERSTANDING what | was
really saying. So, with that in mind, here are my responses to your words:

(1) 1 used the Bally Total Fitness logo on our February cover because Lee Hillman declined
the opportunity to have his photo appear there. Gary, did you even notice the title of the article? Bally
Total Fitness Then and Now?

(2) The February edition was not intended to be as you have characterized it,”A Bally’s
Progaganda Issue.” To the contrary, my work was intended, not as an outright endorsement of Bally's
admission into IHRSA, but instead, a serious chronicling of the history of Bally Total Fitness and a
suggestion to IHRSA members that 13 years have passed since that meeting in New Orleans and both
Bally and IHRSA have changed. If you will just take the time to objectively re-read the article, I think
you will realize that is just what | did. 1 reviewed the history of the BTF organization, including a brief
summary of Bally’s legal problems. And yes, | covered new information about the path that Bally Total
Fitness is now on.

(3) You indicated that “I don’t personally see any of these major changes occurring around this
market.” Well Gary, tell me honestly. How many Bally Total Fitness clubs have you visited lately?
Have you been to any of the clubs Bally is remodeling and re-equipping, such as the one in Deerfield,
11,7 Have you visited the Bally Total Fitness club on 87th St. in Chicago, a very nice facility built in an
entirely black neighborhood? Are you aware of the scholarship programs that Bally Total Fitness is
sponsoring? What about the equipment donations that Bally has been making to schools and recreation
centers nationwide?

(4) You state: “I felt at minimum, a bit intimidated by your issue and their cover advertise-
meni-the timing of it-coincidence or not-so-just sharing my personal opinion.” I can only ask you Gary,
“why would you feel intimidated about learning something new, even if it might be in opposition to
something that you have become so comfortable believing and remained so closed minded about?” My
feeling is that you feel that way because your mind is so tightly closed to any viewpoint that might
differ from your own. If everybody in our industry had such closed minds as you do, it would have
been very detrimental to our success because change has been a real key to our now booming industry.
Change can only happen when those involved have open minds and are willing to listen to new ideas
and look at the POTENTIAL for events that might be in opposition to their current beliefs. For ex-
ample, where do you think the industry would be today had club owners not been willing to consider
switching their clubs from just racquet facilities selling hourly court time to multi-purpose sports clubs
selling monthly dues memberships? Instead of 14,100 clubs nationwide we would probably have 4,100
like we did 20 years ago.

(5)You ask,” What, where does Bally stand with the general membership? You're one of the
Advisory Members..what is the consensus? Funny you should ask. At the IHRSA San Diego Conven-
tion we had a meeting of the Advisory Board and the IHRSA Board of Directors to discuss the possible
admission of Bally into IHRSA. Because | attended that meeting as a member of the Advisory Board
and not as a member of the press, | can’t disclose what was discussed that day. In fact, if 1 do, | fully
expect to be hung from the highest tree by our beautiful IHRSA President, Annbeth Eschbach! How-
ever, my personal opinion and answer to your question is that I don’t think there is any consensus
amongst the IHRSA membership because they have not thought much about the idea for 13 years until
I brought it up during 1998 and in my February edition. However, | have spoken to a lot of non Board/
Advisory Board IHRSA members who are now O.K. with the idea. In fact, that is exactly why | have
brought the subject to the attention of the Association and the industry in general. Which leads to my
final item;

(6)You remind me, “Norm, keep the content thought-provoking as that is what separates your
paper from those I do not purchase. But, don’t be like my wife and sit and enjoy free play at the table
and then get all the $3 back for bringing in a crowd.”

Gary, | looked up the word *shill’ that you used in the beginning of your letter to me.
Webster’s defines ‘shill’ as: “ One who works as a decoy, as in a confidence game, by posing as a
customer or an innocent bystander.”

You have taken the time to write a letter to me questioning my personal and business integrity,
criticizing my work and accusing me of acting as a ‘shill’ for Bally Total Fitness. I suppose I could
become inflamed by such a communication, but | won't. | just realize that insulting comments such as
yours will happen and | must accept that reality. 1 hope that wasn't your intent.

However, let me just say that since you have known me for 20 years to be a straight shooter
who has always spoken candidly to members of the Association since day #1, | can only wonder how
and why you could reach a conclusion that | would now begin to purposely do anything that could

(See RESPONSE page 7)
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* NORM'S NOTES -

Y new is really paying off. Assisted by  Aliens!” It was a commentary on  information on the Manual andas-  one of those that has benefited greatly
es, a GREAT time the Sales Makers, RAY GORDON  the now famous 24 Hour Fitness  sociated training now, contact financially by becoming one of Ray’s

was had by all! The 18th Annual and EDDIE TOCK, Bob’s club is  billboard erected in San Francisco.  ISSA at: (800) 892-1SSA. partners (and there are a lot of people
IHRSA Convention and Trade increasing membership at therate of 1 quoted IHRSA Executive Direc- *Speaking to TERRY  that have become millionaires as Ray
Show is now history. And, what 100 per month net after all cancel- tor, JOHN MCCARTHY fromthe ROGAN after the IHRSA Con-  Wilson’s partners), give me a call and

a show it was! 3,700+ club pro-
fessionals attended the educa-
tional seminars presented by over
125 speakers. And a record num-
ber of over 10,000 attended the
Trade Show! All the vendors
seemed happy with the Trade
Show and the prospects for new
business generated there. And, as
you will read in this edition, the
IHRSA leadership announced a
number of new initiatives tar-
geted to advance the industry for
the next 10-12 years. Make plans
now to attend the 19th Annual
Convention and Trade Show in
San Francisco next March. For
IHRSA membership and conven-
tion information contact IHRSA
at (800) 228-4772 ask for
Meredith Ext.129 or Jill at Ext.
109. You’'ll be glad you did!
Qops, almost forgot! If you
missed the convention or were
there and couldn’t hit all the ses-
sions you hoped for, you can or-
der tapes of most of the presenta-
tions by contacting InfoMedix at
(714) 530-3454. Be sure to tell
them Norm sent you!

*My old friend, BOB
PROVOST, owner of the
Greenville Racquet and Fitness
Club in Greenville, S.C. tells me
the $1.5 million investment he
made in expanding and totally re-

modeling his club to look like

lations! It won’t take long at that
pace for Bob to reach the promised
land he has wished for over the past
20 years. Congratulations Bob and

team!

*MARK SMITH, the
CEO and President of Town Sports
International, owners and operators
of the New York Sports Clubs,
gave me a videotape while we were
in San Diego which had six of their
30 second TV spots on it. Very cre-
ative. Very humorous. And, I'll bet
very productive. One of the ads was
particularly humorous and was en-
titled “Viagra”. The scene was a
shot of an elderly couple in bed and
showed the man taking a Viagra tab-
let. The next shot after he swallowed
the pill showed him glancing down
under the covers and immediately
flashing a huge smile. Then he
turned to his wife with a smile and
lifted the covers for her to check it
out. She smiled and the scene ends
with the couple happily disappear-
ing under the covers while a caption
stating: “Too bad there isnt a pill to
take to make the rest of your body
hard,” appears on the screen. Some
might take offense at the ad, but per-
sonally I thought it was terrific and
of great humor. Now, since I'm writ-
ing about advertising, this leads me

to my next note.

*Last month I published an
article entitled: “Here Come The

24 Hour Fitness website. One
IHRSA member and CLUB IN-
SIDER News subscriber, LAURY
HAMEL, took extreme exception
to John’s quote and to my attitude
on the billboard as well. This edi-
tion carries a reprint of a letter writ-
ten by Laury Hamel to John. The
letter criticized John's support of the
Alien Billboard. Let me say that |
agree with both John and Laury in
respect to their positions. | agree
with John because he honestly ex-
pressed his opinion. | agree with
Laury because | think he has writ-
ten a terrific piece on the subject of
obesity and | think that will help
educate others on the topic. | dis-
agree with Laury's criticism of John
on the grounds that in my opinion,
if that billboard out there in Cali-
fornia and all of the press it got,
saves just ONE life of an obese per-
son that is influenced to think of
their condition and does something
about it, it will well be worth it. And
24 Hour Fitness will continue to do
just fine.

*ISSA, The International
Sports Science Association, based
in Santa Monica, CA. Has produced
a terrific new ‘BASIC TRAINING
MANUAL'. It is a basic fitness
training manual for all health club
employees. We will have a review
of the manual in our upcoming edi-
tion in May. Or, if you would like

vention about the new IHRSA 50
Million Members By 2010 book,
| learned a fact that is stunning and
summarized by this quote from
Terry: “It is absolutely disgusting
that there is only one state in the
union, Illinois, that REQUIRES
physical education in schools.”
Now there, is an excellent target
for IHRSAs governmental efforts
to target. Getting physical educa-
tion installed back in schools as
required curriculum.

*RAY WILSON gave a
speech at the IHRSA Global
Summit in which he encouraged
club owners to move their clubs
to monthly dues if they have not
already. He was very candid in his
presentation, in essence stating
that during his 50+ year club in-
dustry career he had tried every-
thing and had made every mistake
possible, including sales of “Life-
time Memberships.” He told the
audience that they should learn
from his mistakes and make ev-
ery effort to move to monthly
dues. Ray also announced that
now that he has sold his interests
in Asia to 24 Hour Fitness (Fit-
ness Holdings, Inc.), he plans to
start a chain of health clubs in
South America and is looking for
four partners to cover the several
countries there that he is target-
inE‘ If you would like to become

I'll pass your name and phone num-
ber on to Ray. Ray will continue his
involvement with his sons PERRY
and PACKY in Tampa, Florida and
Columbus, Ohio.

*Best of luck to young,
GREG SHAPIRO, the Director of
Associate Membership for IHRSA.
Greg is leaving the Association after
10 years to become involved in the
life insurance industry in Portland,
Maine. Greg has done a terrific job
at IHRSA, working his way up the
ladder to one of the top positions in
the organization.

=JUDI SHEPPARD
MISSETT, the Founder of
Jazzercise is celebrating the 30th
Anniversary of Jazzercise with
JAZZERJAM '99 in San Diego,
August 5-8th. Congratulations to Judi
who was recently honored by Work-
ing Woman magazine as a regional
finalist in the “Socially Responsible™
category.

Congratulations to
SportsNation, Portland, OR., Lake
Shore Athletic Club, Chicogo, IL.,
Australian Body Works, Atlanta,
GA., Club One, San Francisco, CA.
and The Sports Center at Chelsea
Piers, New York, N.Y., as they were
named Shape Magazine's Top 5
health clubs in the U. S.!

| o

—
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continued from page 6
possibly be detrimental to my
good friends who are members
of IHRSA worldwide! For
example, when IHRSA's
leadership attempted to change
the Association name to
Exercera in 1993, [ wrote then
in our December, 1993 edition
of The CLUB INSIDER News:”
IF THE MEMBERS AP-
PROVED OF IT AND
WANTED IT TO WORK, it
would work.” Well, they
DIDN'T LIKE THE NAME,
nor did they want the name of
the Association to be changed to
Exercera. | proceeded to publish
the messages from the ‘opposi-
tion to Exercera’ and through
those efforts and the dedication
of those IHRSA members that
cared, we convinced the IHRSA
Board of Directors to have an
‘Open Forum’ Membership
Meeting at the 1994 IHRSA
Convention in Reno, Nevada.
41 people stood to speak at that
meeting in opposition to the
name change. One (1) stood and
spoke in favor of it. The name

change vote by the Board was
rescinded and not long after, the
Board voted to add the word
HEALTH to the IRSA, making a
name that will last forever, The
INTERNATIONAL HEALTH,
RACQUET AND SPORTSCLUB
ASSOCIATION.

Now | think it is very
important for YOU and INTER-
ESTED IHRSA MEMBERS, to
REREAD entirely my Bally
article in our February,’99 edition.
You will note that | stated and [
QUOTE from our February
edition: “Well, I'm on my soapbox
again. This time it is not to
unequivocally endorse the
admission of Bally Total Fitness
into IHRSA. Instead, | am simply
saying that [ think now is the time
for the Association to get to know
the Bally Total Fitness organiza-
tion better and to CONSIDER
admission of BTF into IHRSA.™
Please NOTE. | did not suggest
any timetable, but suggested
simply that I think the process
should be started. That happened
at the meeting in San Diego, so
my request has been granted as far
as | am concerned. Please under-
stand that such a significant step

for the IHRSA Association must
be carefully considered and that
process could easily resemble a
marathon instead of a sprint. But,
in the end, I believe that the bright
and open minds of IHRSA will
prevail and that the best thing for
the Association will ultimately
happen, regardless of what the end
result is. I have no ax to grind on
behalf of BTF. It is just that | have
learned enough about BTF's Lee
Hillman and his Executive
Management Team to believe in
the changes they are making and
the results those changes will
produce,

In closing, old friend, |
forgive you for questioning my
motivations and integrity relative
to the February edition of The
CLUB INSIDER News. | forgive
you because | recall from years of
our friendship and knowing you
that you are an honest and straight
forward fellow who has expressed
his feelings consistently. And you
haven’t changed. Gary, please just
keep one thing in mind. | have
NEVER said or done anything in
my 18 year relationship with
IHRSA that has not been, in my
mind, in the best interest of the

Norm Cates, Jr.
Publisher and Editor

Association and its entire
membership. And, | don't plan
to start. The CLUB INSIDER News
Very sincerely yours, I1st IHRSA President - 1980/81

[_ Norm Cates’ - _l
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TOM MORRIS PROVIDES IHRSA CONVENTION
ATTENDEES WITH A FORMUILA FOR TRUE SUCCESS!

Sn Diego,ca.-  TRUE SUCCESS
As if the folks attending to New Philosophy
IHRSA Convention and Trade of Excellence
Show had not received enough
motivation when John By Tom Morris
McCarthy of IHRSA an-
nounced the IHRSA/FPC ini-

F rom Plato and Aristotle
to the present day, the wisest people
who have ever thought about per-
sonal achievement and excellence
have left us bits and pieces of pow-
erful advice for attaining true success
in our lives. I have put them all to-
gether as a framework of seven uni-
versal conditions which 1 call “The
Seven Cs of Success”. To build a
business, grow a family or change a
life, these are the things you always
need. Teach them to your associates,
pass them on to family members and

tiative to increase U.S. mem-
bership to 50 million and
worldwide membership to 100
million, along came Tom Mor-
ris, Morris is the Founder and
Chairman of the Morris Insti-
tute of Human Values. He pro-
vided a presentation at the
18th Annual IHRSA Conven-
tion that will rank as one of the
top ever. His topic, entitled:
“The Seven Cs of Success™ is
summarized here,

SPRINGFIELD CORPORATION
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Towel Purchasing
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The Supplies You Needed Yesterday!

[RRSA

ASSOCIATE MEMBER

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

put them into the hands of your cli-
ents for their personal success.

For the most satisfying
and sustainable forms of success in
our lives, we need:

(1) A clear CONCEPTION of
what we want, a vivid vision, a goal
clearly imagined.

(2) Astrong CONFIDENCE that
we can attain that goal.

(3) A focused CONCENTRA-
TION on what it takes to reach the
goal.

(4) Astubborn CONSISTENCY
in pursuing our vision.

(5) An emotional COMMIT-
MENT to the importance of what
we're doing.

(6) A good CHARACTER to
guide us and keep us on a proper
course,

(7) A CAPACITY TO ENJOY

the process along the way.
NOTES ON THE 7Cs

C1 Advice for Powerful Goal
Setting :

Know thyself!

Do not allow what is good to
be the enemy of what is best.

The Anatomy of Goals
Fantasy

Desire

Goal

C2 William James on Confi-
dence

Precursive Faith- Faith running
ahead of the evidence.

C3 Zeno on Focus: Divide
and Conquer
Start — Halfway Point — Goal

C4 The Etymology of “con-
sistency”: To stand together

The 3-Fold Diagnosis of Per-
sistent Inconsistency:

Ignorance

Indifference

Inertia

C5 The Dual Significance
Principle

Every job productive of any
good can be given a trivial descrip-
tion or a noble description. The only
source of ultimate motivation is a
noble conception of what we are
doing.

C6 Aristotle on Masterful
Salesmanship - Master 3 Things:

Logos (logic) - Know your
stuff

Pathos (passion) - Exercise
Emotional Intelligence

Ethos (ethics) -
Character Rules

C7 Advice for expe-
riencing True Success:
Enjoy Thyself!

The Periodic Per-
sonal 7C Check-Up
Check-Up Date:

It’s a good idea
on a regular basis to test
yourself on your ongoing
7 Cs performance. Many
of us who are successful
usually satisfy at least
five or six of these condi- (¥
tions relatively well, but |
we often come to realize ||
when we really think
about it that we are slack-

g

To Morris

ing off on one or two of
these crucial facilitators of suc-
cess. Rank yourself for each of
these conditions with respect to
any enterprise, endeavor or rela-
tionship, with whatever frequency
is most appropriate for you -
weekly, every other week,
monthly or quarterly. Less fre-
quent monitoring is much less
helpful.

Before you date and use
this form, you may want to make
two copies of it to use at future
dates. Then go ahead and commit
to the next date for your next
checkup and write it in on the first
copy of the form. Then, when you
are ready for your third check up,
copy the third form, and you will
be able to continue to repeat this
process.

Circle the number that
applies to you, “O" representing
the lowest possible self score and
“10" the highest.

(C1) CONCEPTION

I have a clear conception
of what | am pursuing in my ac-
tivities. 0___ 1 2

3 4 5 6

7 8 9 10

I have a vivid vision for
what | am doing which appeals to
my imagination. 0 1

2 3 4 5 6

S T

(C2) CONFIDENCE

I am confident in my
ability to attain my current goals
successfully. 0 1

I display a confident at-

titude in an appropriate way and
help to bolster the confidence of the
people I'm working with. 0

(C3) CONCENTRATION

I am focused on the next
steps | need to take to reach my
goals. 0 1__ 2
4 5 6 7 8

I am regularly taking ac-
tion to implement my plan. 0

6T g
10
(C4) CONSISTENCY

I am regularly monitoring
my behavior for consistency with
my goals and deepest values.

I am seeking to help make
sure that everyone whose aclions
are involved in the process of at-
taining this goal is as consistent as
possible in their work toward this
endi 0. 12 3

(C5) COMMITMENT

I am emotionally commit-
ted to the importance of the goals
I'm pursuing. | Think about and feel

their importance. 0 __ 1
2 - FiCUSJRCRAL NG
7 8 < 10

I am emotionally commit-
ted to the importance of the other
(See Morris page 28)
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.30 Million

continued from page 3

American adults -have been classi-
fied by the National Institute on
Health as carrying so much extra
poundage that their weight consti-
tutes a serious threat to their health.
It means that 148 million American
adults have now been classified as
“clinically obese.” As such, they are
substantially more vulnerable to al-
most every conceivable health
problem. And it means, says Dr.
Gordon Jenson, Director of Clini-
cal Nutrition at Vanderbilt Univer-
sity School of Medicine, that obe-
sity, which is now killing over
300,000 Americans every year, isa
“crisis of epidemic proportions.”
Forces of Inactivity were
also cited in the Forward Section
of the book as key causes of
America’s fat problem. Forces such
as the American educational system
that has progressively abandoned
its commitment to daily exercise for
children age six to 18,America’s
food industry and its relentless
spending of billions of dollars ev-

ery year urging Americans to eat
and drink more and to snack ev-
ery chance they get, America’s
television industry, the American
auto-dependent culture and the
American computer dependent
work force were all cited as con-
tributing factors to our fat prob-
lem.

The Forward Section of
the 50 Million Members By 2010
book ends with: “And so here lies
the great challenge facing
America’s health club industry:To
prepare itself to resist immense
cultural forces which, left to their
own inexorable ways, would drag
the country down into a collec-
tive lifestyle consisting of two
primary activities: sitting and eat-
ing. Itisin the context of this im-
mense challenge that IHRSA and
SGMA launch their 50 Million
Member Plan.”

The 50 Million Plan was
preceded by two events that
changed the way the fitness in-
dustry perceived itself and its po-
tential. On July 11, 1996, the
Surgeon General of the United
States released a first-ever report
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on the benefits of physical activ-
ity and health dangers of seden-
tary living. Second, in early
1998, IHRSA’s annual member-
ship number report showed that
U.S. health club membership was
approaching 25 million mem-
bers! Encouraged by these num-
bers McCarthy and his team be-
gan to assess the future growth
potential of the industry. It was
at that time that the goal of dou-
bling the size of the industry by
2010 arose and the goal of 50
Million Members By 2010 was
established. The subsequent alli-
ance between IHRSA and SGMA
brought fitness club owners and
fitness equipment suppliers to-
gether to achieve the specific ob-
jeetive of 50 Million by 2010.

The 50 Million Mem-
bers By 2010 Report, a collabo-
ration of IHRSA and the FPC has
four purposes:

1) To set forth the com-
mon objective of the two organi-
zations.

2) To define ten major
growth opportunities which are
currently available to the fitness/
wellness industry.

3) To prioritize these op-
portunities in terms importance
and the industry’s ability to grasp
them.

4) To identify specific
initiatives aimed at providing the
industry with the tools and re-
sources it needs to generate
health club membership growth.

CLARIFYING THE
OBJECTIVE

Thc Report contains
information set forth in Chapter
1 which is vital to the coopera-
tive spirit between IHRSA and
SGMA. Pages 8 and 9 contain an

explanation of the relationship
between IHRSA, SGMA and the
INDUSTRY. We quote those
pages verbatim here:

IHRSA, SGMA and
the INDUSTRY

The health club indus-
try is larger than IHRSA and
larger than the Fitness Products
Council of SGMA. Both of these
organizations are only parts of a
fast-growing, multi-faceted indus-
try. Nonetheless, these two
groups have come together to post
and pursue and industry objective.
The number 50 million, around
which this campaign is launched,
refers not only to commercial club
membership, but to membership
in all types of fitness venues.
These include membership in cor-
porate fitness centers, YMCAs,
Jewish Community Centers
(JCC), college and university fa-
cilities, public recreations centers,
etc:..

The commitments to
such inclusiveness, itself, raises
two immediate questions. First:
Why are IHRSA and the SGMA
interested in industry growth?
Wouldn’t it be better, and more
appropriate for trade associations,
to focus only on the growth of
their own specific industry seg-
ments? For example, shouldn’t
IHRSA focus only on the growth
in commercial club membership,
revenues, and profitability and
forget about overall industry
growth? And shouldn't SGMA
focus solely on growth in institu-
tional fitness and home fitness
sales? Why bother about the
growth of the industry as a whole?
Why bother about health clubs?

The answer to both of
these questions is a matter of BE-
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LIEF. IHRSA and SGMA believe
that INDUSTRY growth is a fun-
damental and essential condition
underlying the long-term growth
opportunities of the specific indus-
try segments they serve. IHRSA
and SGMA believe that unless the
industry as a whole is growing it
is unlikely that their specific seg-
ments of the industry will continue
to grow for long. IHRSA and
SGMA also believe that if the in-
dustry as a whole is growing, the
specific segments that they serve
will get more than their full and fair
share of this growth. To give one
example: between 1987 and 1997,
U.S. health club membership grew
from 13.7 million members to 20.8
million members. (F1.2). At the
same time, the tax-paying facility
share of that market grew from
60% to 66% (Figure 1.2).

Figure 1.2- Total U.S.
membership growth 1987-1997
1987 - 13.7 million members
1997 - 22.5 million

Figure 1.3-
Tax-Paying Market Share
1987- Tax exempt -40%

Tax paying -60%
1997- Tax exempt -34%
Tax paying -66%

In short, during that
1987-1997 period not only did the
industry grow, but the tax-paying
segment of thal industry prospered
substantially more than any other
segment.

The second question
raised by this initiative is this: Who
gave IHRSA or SGMA the right,
or the authority, to articulate and
spearhead an industry-wide initia-
tive? Wouldn’t it have been far
better if the development of this
initiative had involved all indus-
try segments, and not just IHRSA
and the SGMA.. Clearly, this might
have been preferable. On the other
hand, at this stage of the industry’s
development, the process would
have been much more cumber-
some, and the result might have
been much less focused. To wit;
IHRSA and SGMA are both trade
associations. Their focus has al-
ways been on the business of fit-
ness. Their goals have always been
to grow this business. For this rea-
son, IHRSA and SGMA can eas-
ily and naturally embark on a
growth initiative that would prove
far more circuitous, complex and
time-consuming to other organiza-
tions.

The growth opportunities
delineated in this preliminary re-
port, as well as specific initiatives
designed to leverage them to the
fullest, are stated here openly and
without reservation. We believe
that in reading this Report it will
become clear thal everybody
stands to gain when all existing
segments of the industry pursue the
growth opportunities that are ac-
cessible to them. Indeed, today’s
corporate fitness center member

(See S50 MILLION page 14)
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| CARDIO THEATER |

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

We're presenting our cast of wireless systems around the And last but not least is Wireless Fitness FM, our entry
world. And getting rave reviews. It’s the biggest variety show level performer. This player is second to none when it
ever introduced in the Exercise Entertainment™ business. comes to FM.

No one else can offer such a wide selection of wireless sys- Cardio Theater’s three wireless systems are:
tems. Priced on three levels, there's something for everybodly. * the most reliable
Presenting our three star performers: * easy to install

Wireless Cardio Theater, our veteran performer, sets the * easy to maintain
stage with an unbeatable 16-act show. * easy on your budget

Wireless LCS, our newest performer, brings audiences Contact us now for more information. Your members
to their feet with its show of up to 48 acts. will applaud your act.

Get a case of headphones free!

Purchase any Cardio Theater Wireless System and
we'll give you 80 headphones, free!

Manufacturer of 3 wireless systems:
CARD I o // / 5 Wireless CardioTheater
)/. / / Wireless Cardio Theater LCS
Wireless Fitness FM Plus

1-800-CARDIO-1, or 404-848-0233. www.cardio-theater.com
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Vice President of SGMA and the
Executive Director of the Fitness
Products Council.”

GREG HARTLEY,
VICE PRESIDENT OF
SGMA ADDS

" I

t's a pleasure to be
here this evening on behalf of the
Sporting Goods Manufacturing
Association and our 2,000 member
companies. And specifically our
Fitness Products Council and our
180 companies that are fitness
equipment manufacturers. About 8
years ago SGMA and IHRSA
started partnering on projects be-
cause we thought that would be a
good way to go. | remember spe-
cifically in the first year of the
Clinton Administration that we

worked closely with Helen
Durkin and Tom Scanlon and
John McCarthy and we had lan-
guage put into the ill-fated health
care bill that Hillary Clinton
pushed so hard to pass. If that
bill had been passed, it would
have assured us of a prominent
place in the health care industry
in the future. We then went on and
worked on the Surgeon General's
Report and kept pressure on
Health, Education and Welfare to
produce the Report. Then, we
produced materials and dissemi-
nated them to help people inter-
pret and use it. Then early in 1997
the Board of Directors of IHRSA
and the Board of Trustees jointly
committed $1 million to fund an
Ad Council program. The Ad
Council program was designed to
get young people involved in fit-
ness. Out from in front of the
computer and out of the malls and
out doing things that are more ac-
tive. Now we are moving into the

Buving Professional Fitness Equl
BUSINESS EXPENSE !

La

ity ve name beand. In faet, most of pur customers by

Tugher quairy fness equipment, and more of it, than

ey onginally budgeted

Waridwide Fitness Wil Help Your Busisess Crat
Overkead Expenses.

Plased s - o

We Knew Huziness awners Wonted To Save moncy
n Operating expenses Te Free Up More
Capital Far Advertising.

If You can save $30,000 when buymg fitness equsp-
ment ancl add thes new found capstal 1o your advertising
and marketing budget, you will see exponential growth.
i cash fow and profis A Health club can fum &
$30,000 savings into 200 new members. I you mike
5350 per new member in the first year, that’s $70,000
added to gross profits.  This s new found money over
and above what you are currently doang  Could. your

Iusaness use an extra $70,000 7

wam-dsmmhh-mul of $50,000, Moee
than 530,000 in building jeases. Over $20,000 8 month is
spend on replacement parts 1o reflicbish the e

If You Are Going To Buy Fitness Equipment And
Spend $40,000, Give Us Only $25,000 To Complete
The Same Order. Even If You Only Need One More
Treadmill And Expect To Pay $4,500, Give Us Only

$2,500 For The Same Kind Of Treadmill !

That's. why we gve YOU money saving solutions 1o Sefvics
el vouz businets cut coats withewt sacnfing durabd. el

r, statements a8 fact  We understand this, snd fake

O Yeur Sales Goals In My Firs 90 Days. Coli Me,
We Invest Chver 5250,000 Every Manth To Avsre Stephen Priest, At MS. Fitness tubd In
fuhwlluq: " . “Huntington Beack California.*
The whaok i With over

sco, the only equipment we il o the top brands:
LifeFimens, Cybex. Stairmaster, Trotter, Precer, Star
Track, Paramonnt, Tectric, Quinten and others
These manufacturers hve buill o national service net-
wotk that we have access 10 when our customers need
service 11 as easy for us to repair @ treadmill in New
Yotk as it i in California  We take care of your
Rusiness.

We Have Over 1,000 Happy Customaers That Fou

Can Speak With Te Give You Buying Confidence

In today's bumness chmate you have to protect your-
selll from mis-information.  You can't ke advertising

ncesssible 1o you our past customers o you can make
your own judgements, we don’t wam you o make 4
mustake  We want to make e this i the nght by for
your business

“Worldwide Fitness Saved My Gver SI560.008 And
My Madnterrance Staff Still Thinks The equipment
Wi Brand mew, I Don’s feel 1 Sacrificed Anyehing.
I Witl De All My Futire Purchaves With Warldwide.
Cali Me If Yau Have (uestions”
(Mike Boccieri is the CEO of 5 YMCA's in Alabama)

=1 Bought All My Equipment Fram Worldwide For
iy Second Club, | Saved Crver 525,000 And Used
These Savings To Increase My Advertising Budpe
This Extra Advertiring Maney Allowed me To His My

We mmﬁhmm So YouCan
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$150,000. The point is we have made the necessary
mnvestments 10 insure o consistent and reliable product
ior you

We've put ourselves in o postion that forces us t0
perform for you or we don’t make o profit. I'm not
Eryung 1o umpress You bt | went you 1o see our comumit-
ment We must sabisfy you so you will bary from us on
your next fitness room project and refer more cus-
tomers to s We can't service this huge overhead
without repent business.

Guaranteed To Look Like New, Wark Like New, Laxt
Like New, And Make Everpbody Think Veu Paid
Full Price,

When our cheni'’s come see omr Nubonal headquarters
n Orange, California, they ‘re amazed. They enter cur
warehouse with over |,000 machines on racks
3 stories high 1t looks kike 50 health clubs went out of
brusaness and we bought all ther uventory. When we

they say they will never buy brand new fitness

" We've grown to be the 6lth farten growing start up
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Get rour' FREE Video Tour and|
Packet From Worldwide Fitness
So.¥You Can See For Yourself.

Cal T14-283-0355 Today. Send an vmail to
wwisli@ninet; andior go to our sward winning
weblte
www.Worldwidefitness.com

Sincerely Steve Paterson
Wordwide Fitness, Inc

PS5 By focusing an saving moncy for our clients.

company in the USA, in only 2 years.
(Baved an 'Fart Company’ magazine statistice

50 Million By 2010 program.
People ask me why we did this
partnership. My initial reaction
reminded me of a conversation
that happened last year in New
York at a financial analysts meet-
ing that SGMA sponsored. Eli
Callaway the Founder and Presi-
dent of Callaway Golf Equip-
ment was up in front of 150 fi-
nancial analysts in New York
City. Financial analysts are the
people in New York who say
whether your company is going
to perform or not perform. They
basically set the stock prices of
your company. They can make or
break you. After about an hour
of Eli convincing this room of fi-
nancial analysts they should rec-
ommend Callaway as a wonder-
ful buy, Eli took questions from
the analysts. A rather precocious
young analyst stood up and
asked,”Mr. Callaway if your
company is such a good buy, why
did you sell 700,000 shares yes-
terday? Eli took a second and
looked at the young man and
said, ‘because | wanted the
money.” We don’t do this because
we want the money. We do this
because we have an altruistic
bent and we want people to get
involved in fitness and exercise.
1 think that the ads that the Ad
Council created in 1997 is a good
example of that. (Two minutes
were used to show the four pub-
lic service advertisements cre-
ated with the $1 million invest-
ment). The reason | wanted to
show you these ad spots is be-
cause this is what a good part-
nership can do. As | mentioned
carlier, the two organizations in-
vested $1 million in this pro-
gram. Seventeen months ago the
first ad ran October, 1997 and
through the end of February,
1999, those four ads have and ac-
cumulated advertising value of
over $38 million worth of air
time! A $38;return for every §1
we spent. What our two Associa-
tions have created is a $2.4 mil-
lion advertising network and
cable television budget for our
industry every month since we
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put the program in motion! 1 think
that is indicative of the kind of suc-
cess we can have working with
good partners and that's the reason
why we are so excited about work-
ing with IHRSA and going forward
with the 50 Million By 2010 pro-
gram.”

JOHN McCARTHY
CLOSED WITH THE
FOLLOWING

“I -
think you can see
why Greg is such a good partner
to work with.

Once again our objectives
in this launch are 50 Million U.S.
and 100 Million Worldwide by
2010. Our secondary objective is
to increase our share of the mar-
ket, our tax-paying share of the
market from 66% to 80%. When
you read this book, it's an easy

read, [ think you'll see the ten op-+

portunities we have for growth are
absolute
five immense mar
are ripe for us to go after and we
are developing five strategies and

new programs to address each of

these major initiatives. The chal-
lenge is for us to increase the com-
pound growth rate of the industry.
Over the last 10 years it was
4,77%. In the next ten years we
want to take it up to 7.11%. The
reason why we are so confident we
can do that is that in 1996, 1997
and "98 we've averaged better than
8%. As Greg said, ‘This is an ev-
erybody wins goal. If we do this,
club owners win, club managers
win, club suppliers win, the
economy wins, the country wins
and indeed, the world wins. It isa
privilege and a pleasure to be part
of this."

STATE OF THE
INDUSTRY FACTS
AND FIGURES
(Reprinted Courtesy of IHRSA)
The Scope of the
U.S.Health Club Industry

Number of Clubs - 14,100

Number of Health Club Mem-
bers - 29.5 Million (Revised pur-
suant to new Information received

humo?ous. We have
ets all of which

® 12% - 55+

from American Sports Data imme-
diately before IHRSA San Diego
Convention, March 24-27, 1999).

Number of U.S. IHRSA Mem-
ber Clubs - 2,872

Number of Members in IHRSA
Clubs - 6.7 million

Total Industry Revenue - $9.6
billion

Number of Full-time Employees
- 141,000

Number of Part-time Employees
- 564,000

U.S.Health Club Industry Rev-
enue Growth (Industry estimates at
the beginning of each calendar
year.

1994 - §7.3 billion

1995 - $7.75 billion

1996 - $8.25 billion

1997 - $9.0 billion

1998 - $9.6 billion

Who Is The Health Club Mem-
ber of 19992

An Older Health Club Member-
ship:

41% - 18-34 years of age

38% - 35-54 *

“ou

“

9% -6-18 “ * =
Health Club Membership By
Gender:
Men -
Women -

47%
53%

Health Club Membership Par-
ticipation By Geographic Division

New England - 9.2%

Middle Atlantic - 8%

East North Central - 7.6%

West North Central - 7.8%

South Atlantic - 8.8%

East South Central - 6.3%

West South Central - 8.5%

Mountain - 9.5%

Pacific - 11.5%

Reason People Left Their Club:
29% - Situational (i.e.moved,
injured,etc.)
25% - Club-related (i.e.over-
crowded,poor management,etc.)
24% - Personal (i.e.lost
motivation,etc.)
22% - Money-related (i.e.not a
good value,etc.)

.50 Million

continued from page 10

may well be the commercial club
member of tomorrow, and vice
versa. And those who frequent
recreation centers today may
well become the corporate fit-
ness center devotee of tomorrow.
In some respects, every part of
the industry wins whenever any-
one joins any type of club.

Still, in this business, as
in every service business, execu-
tion is everything. Going for-

ward, IHRSA and SGMA will fo-
cus their energies on empowering
their own respective member or-
ganizations to take the fullest pos-
sible advantage of the opportuni-
ties and initiatives outline in this
report. Remember, between 1987
and 1997, the tax-paying facility
share of the total market increased
from 60% to 66%. Over the next
10 years, between 2000 and 2010,
IHRSA’s objective is to increase
the market share of its segment
from 66% to 80%. IHRSA’s goal
going forward is not only to grow
the industry. Most assuredly, it is

-to increase the total market share

of its own members.
' THE REPORT
CONTINUES

The information above
was excerpted from the Report Part
I- Establishing the Objective For-
ward Section and Chapter One.
The Report totals 90 pages and in-
cludes the chapters and content
shown below. To obtain a copy of
50 Million Members By 2010 and
we urge you to do so, contact
IHRSA at (800) 228-4772.

(See 50 MILLION page 18)
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International Sports Sciences Association (f’oe.\‘?o
The World Leader in Fitness Certification 0_!
Since 1988

Personal Training
CERTIFICATION

JOIN THE MOST POWERFUL TEAM OF
FITNESS EXPERTS IN THE WORLD!

Fred Hatfield, Ph.D Tom Platz, B.S.,MSS Bill Pearl Bob Delmonteque, ND Dr. Sal Arria
Dr. Squat, 1ISSA Co-Founder, ‘The Golden Eagle' Worlds Leading Fitness Worlds #1 Senior Fitness ISSA Co-Founder and
1014 Ib Squal / Author of 50+ Multi-Mr. Universe Consultant, 5x Mr. Universe Consultant U.S. Olympic Team Doctor
texts & Over 30 World Records! 3x California State

Powerlifting Champion

NO OTHER CERTIFICATION CAN COMPARE! INTRODUGING ISSA's NEWEST GERTIFICATION PROGRAM
Here's What You'll Get When You Enroll: @ l l s l c 'I‘ n l l "l " a @
v FITNESS: The Complete Guide, (640 pages, 1997 IncReEasE MemBER SaTisracTioN & Your Grus Imace
4th Edition) and 2 CUIT‘I[)]EIE Step by Step Study Guide Our program provides club « Fosters Consistency Within The Industry

v ISSA Guide to Fiscal Fitness. (How To Start And Build owners with a tool to bring consistency | « Elevates The Professional Level Of Floor Instructors
of knowledge to their employees. When | o proyides Employees With The Best Presentation Skills
members come into your facility they To Encourage Member Adberence And Motivation

v NEW! 5 Hour Video Series on Fitness Training and look to your employees to be experts. | | 1.ves Each Member's Image Of The Facility
By enrolling your instructors in ISSA's

A Profitable & Rewarding Personal Training Business)

Sports Medicine for Personal Trainers : ; « Program Encompasses:
. o= o Basic Training program you give them | * 6, b2 Components of Total Fitness - Candiovascilar
v Unlimited Use Of I85A's 800 Technical Support Help the expertise to become a truly Conditioning, Muscular Strength, Flexibility, Nutrition,
professional fitness instructor. Relaxation, and Mental Fitness

line (During And After Certification)

v Free One Year 1SSA Membership And Subscription To CALL 1-800-892-ISSA TODAY!

www.issaonline.com
The ISSA Newsletter, PRO-TRAINER
v Two S(ud) ()p‘(i("u;: lndepeﬂdeﬂ( Stlld’y h Sllld}' At
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" TN T \ e | OR SIMPLY SEND IN THIS FORM WITH A CHECK,MONEY ORDER, OR VISA, MC,
Area At NO EXTRA CHARGE! | DISCOVER, OR AMEX FOR ONLY $495 PLUS $10 S&H (U.S. FUNDS)
7 YOU CAN EARN $50 - $150 Per Hour In Your Spare Inamp * PHONE._( )
Time Helping Others Enjoy a Lifestyle of Health & Fitness! | ADDRESS
lciTy STATE ZIP

lCREDlT CARD # EXP.D e el
CALL 1'800'892-4772 |SIGNATURE N DA}}l'Tl;ZF
IISSA « 1035 Santa Barbara Street, Suite 7 « Santa Barbara, CA 93101
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unparalleled numbers in the his-
IHRSA Report ;e e
continued from page 3 My second point tonight

of where we’ve taken this industry
in such a short amount of time.
From the cottage industry that we
were in the 70s to a ligitimate 9.5
billion dollar business that we are
today. We've come a long way.

In a few moments John
McCarthy is going to continue to
reiterate our industry challenge of
100 million worldwide members by
the Year 2010, a goal that in my
mind is not only doable, but per-
haps can even be broken or even
surpassed if we capitalize upon the
opportunities before us as an indus-
try.

Before we get into this
year's Report let’s look at some of
the opportunities based on trends
that can help you immediately
grow your business. These are in
cffect the underlying issues that are
facing us as an industry and they
are in this year's report. 1'd like to
make just three comments.

First, let’s talk about
today's consumers. More than ever
we are facing a diversified, infor-
mation-seeking consumer. Its no
longer the age of searching for in-
formation, but the age of having so
much information we don’t know
what to do with it. Just look at the
explosion for example with the
worldwide web over the last four
years. It is hard to believe that in
this short amount of time the web
has grown to 50 million users. To
give you a comparison, it took ra-
dio 38 years to get to that and TV
took 13 years to reach that same
amount of consumers. The more
basic fact about the web is that 76%
of the individuals are searching for
one thing: Information. What does
this mean to your business? It
means that now more than ever you
must adjust your thinking to fit the
needs of these information seeking
individuals. Their expectations
simply stated are that they want
more services and offerings from
the businesses that they go to. Its
critical that you answer that de-
mand by offering diversity in pro-
gramming, new equipment, new
personnel and added-value ser-
vices. If you don’t move with the
consumer, don’t expect the con-
sumer to move with you. The day
they assess state-of-the-art fitness
information, equipment and gen-
eral fitness advice you can rest as-
sured that you're going to lose a
member. So be cognizant of the in-
formation world that is going on
out there. Use it as your tool. To
be expert in health and fitness you
must stay one step ahead of today’s
information seekers. Understand
that your members are looking for
health and fitness alternatives in

is the emerging consumer out
there. Despite the fact that we've
grown at a rapid pace we must
recognize that only 8.5% of the
population belong to health clubs.
As we all learned from the Sur-
geon General’s Report of 1996,
there are 148 million that are con-
sidered categorically inactive.
25% or 68 million people are sed-
entary. Our greatest challenge in
the next few years is getting this
population into health clubs. Its
great to cater to the people that
are in shape, but our industry mis-
sion must simply be to get people
active or not. If we tap the inac-
tive market, Katie bar the doors
by 2010. We'll bust 100 million
easy. You’ll have a whole group
of consumers above and beyond
your current membership that
want to use your facility. And just
to support this, I'd like to show
you the Yankelovich Monitor that
was released in 1998,
Yankelovich performs in-house
interviews with customers around
the world to try to identify trends

and attitudes that are happening.-

Look at what the priority con-
cerns are for our potential mem-
bers. The highest priority in their
life is #1 their FAMILY, #2 their
current health, #3 their future
health, #4 their spiritual well be-
ing and #5 their physical appear-
ance.

I would venture to say
that based on our industry, with
these lifestyle trends in place,
who should be bringing more
people to health clubs? I think
your aggressiveness at getting
these individuals into your facil-
ity is the key over the next sev-
eral years. What they want is
relatively simple. They want a
safe, comfortable, encouraging
environment to work out in that
helps them transition to this new
lifestyle. This new healthly
lifestyle. I see this and 1'm sure
that each of you see this as an
opportunity that can’t miss.
Never before in our industry has
the iron been so hot with individu-
als seeking and wanting our ser-
vice.

Third, and probably
most important, is we need to
continue to have a consistent mes-
sage in your local community.
The health club of yesterday was
a stagnant free standing structure
where we expected people to
come to us. Today, health clubs
more than ever need to be a vital
part of the community. Many of
you have done a fantastic job be-
coming a community fixture.
However, we have not as an in-
dustry adopted a synergistic mes-

sage or approach to the consumer
that they recognize on a market
by market or national basis. Too
often we are out there fighting a
war with a series of message that
can be seen as confusing to fu-
ture members. | would challenge
you all to find the emotional ‘hot
buttons’ together that we could
build this industry on both a lo-
cal basis and a national basis. By
doing so the local health club will
be regarded as essential to the
community as the local gas sta-
tion or grocery store, a library or
even a church or synagogue. [t
will be something that needs to
be in every town in the United
States. When we build our indus-
try to that point we'll have 100
million members. By becoming
the health advocates in your com-
munity you will see the fruits of
your labor by more members sim-
ply walking in the door. So be
active in your community. Be
consistent and continuous with
your message and your approach.
You know, we’ve heard it from a
lot speakers tonight that we are
all really blessed. Very rarely in
history has an industry had a
chance to make a significant im-
pact on so many people. We, by
improving the lives of the people
of coming into our facilities are
making them healthier, happier
and we're improving their
lifestyle. Ilike to say that the best
gift I give my family every day is
the one hour investment in a
health club. By staying fit 'm a
better husband, a better father, a
better worker and am a more ac-
tive contributor to my commu-
nity. Each of you, | am sure can
tell the same story. What being fit
means to you and what it means
to your life.

We have a wonderful
and appealing message to tell all
these people out there seeking
exercise. Take advantage of the
opportunities that you will see in
this year's report. Its upto you to
make it work. And, | hope by the
Year 2010 we're laughing about
the 100 million member mark.
Without further ado, Now, 1'd like
to bring up John McCarthy who
will present this year's State of
the Industry presentation.”

JOHN McCARTHY

Bcforc publishing the
State of the Industry comments by
IHRSA Executive Director, John
McCarthy, | would like to make
some comments about this highly
esteemed leader of IHRSA.

John McCarthy has been
the IHRSA Executive Director for
18 years. By any measure he has
done an absolutely fabulous job
in that capacity. John has grown
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in his job over the years and has,
to me, become a visionary leader
in the assault on the decondi-
tioned non-exerciser segment of
the world population. Not only
has John worked extremely well
with the hundreds of IHRSA
Board Members over the years,
he has developed a world class
staff that continues to deliver
IHRSA member clubs and Asso-
ciate Members the highest level
of service and excellence.

Credit for a significant portion of
the progressive improvement of
IHRSA and the ongoing huge
impact the Association has had on
the industry over the past 18 years
can, and rightfully should be,
given to John McCarthy. It is
likely that the Association would
never have prospered to the ex-
tent it has without his leadership,
determination, vision and yes,
guts. |, for one, would like to ac-
knowledge and thank John
McCarthy for what he has done
and continues to do for all of us.

THE STATE OF THE
INDUSTRY AS
PRESENTED BY
JOHN McCARTHY

(13
Ldics and gentle-

man | had a fabulous day today
and | think you did too. My day
started in a particularly wonder-
ful way as I left the hotel early
this morning walking over to the
San Diego Convention Center
and an IHRSA member from Aus-
tralia came up to me on this glo-
rious morning with the sun shin-
ing and the wind blowing and said
to me: ‘It’s a great day to be on
this side of the grass."

Ladies and gentleman, it
is a great day to be on this side of
the grass! It's a great day to be
here. A great day to be in San Di-
ego.

My brief report this
evening is about five initiatives-
five breakthroughs-five launches
that IHRSA is involved in. A lot
of people know about them al-
ready.

For the first time in the
history of the industry, and this |
regard as major, the entire group
of fitness suppliers that rides un-
der the eggis of the Fitness Prod-
ucts Council of the Sporting
Goods Manufacturing Associa-
tion, has joined with IHRSA ina
partnership to accelerate the
growth of the health club indus-
try. That partnership has the code
name of 50 Million By 2010 - 100
million worldwide by 2010. That
means that the these two groups,
IHRSA and the Fitness Products
Council are committed for the
forseeable future to do everything
in our power to grow this indus-

try.

The second thing that has
happened for the first time in this
industry, and this too 1 think is
revolutionary, an industry group
has come together on their own to
raise $1 million to fight the war -
to win the war for fair competition.
This group of industry leaders was
defined as people with 10 or more
clubs or $20 million in revenue. We
went to every one of these people
and every one of them said, “I'm
in."” These industry leaders have
seen enough and heard enough of
tax exempt hospitals clubs. Tax ex-
empt YMCAs. And tax exempt
parks and recreation facilities serv-
ing upscale populations on a tax
free basis. So these people have
come together to win the war. |
think the operative word is win as
we began this campaign for fair
competition. In 1987 the tax ex-
empts had 54% of the industry and
the tax-paying clubs had 46%. By
1998 we had gone from 46% of the
industry to 66% of the industry and
our goal for 2010 is to take the 66%
and drive it up to 80%.

The third thing that has
happened for the first time in the
indusiry, when we began thinking
about this campaign our hope was
to get to 25 million members by the
year 2000. I am pleased to tell you
this evening that this year we shat-
tered the 25 million mark! We just
got the report from American
Sports Data and on January 1, 1999
there were 29.5 million health club
members! In other words, we are
off to a flying start to 50 Million
and 100 Million By 2010.

The first product that the
partnership between SGMA and
IHRSA produced is this book, 50
Million U.S. By 2010 and 100 Mil-
lion Worldwide. And, 1 think you
will agree with me after you read
this book that the question about
these opportunities is not whether
the opportunities are large enough.
The opportunities that Paul re-
viewed so eloquently are immense.
The real challenge is whether we
are going to be large enough to cap-
ture those opportunities.

I'want to tell you that | am
privileged and very fortunate in a
lot of different ways. But one of
those ways is that | am privileged
to work for a Board of Directors
and President of IHRSA that have
an absolutely riveting and clear vi-
sion as to where they want to take
this Association. They have tied
IHRSA to three absolutely clear
objectives: #1 to grow the indus-
try. #2 to protect the industry. #3
to promote the industry. It is a privi-
lege to work with great organiza-
tion,

It is also a privilege to
work with Greg Hartley who is the

(See IHRSA REPORT page 14)
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IHRSA AWARDS PRESENTED AT SAN DIEGO CONVENTION
IHRSA/Life Fitness Club Managers of the Year Chosen
Gainesville’s Lee and Cooper Center’s Darden Earn Top Honors

D ebra D. Lee,

MS, of the Fitness Connection
for Women by Gainesville
Health & Fitness Center in
Gainesville, FL, and Brent
Darden, MS, of the Cooper
Fitness Center in Dallas, TX,
were named the winners of the
First Annual IHRSA/Life Fit-
ness Club Manager of the Year
Awards and were honored at
the IHRSA Concention.

Ms. Lee won ‘the
award in the multi-club opera-
tions category; Mr. Darden
won in the single club cat-
egory.

A 14-year veteran of
the health club industry and of
the Fitness Connection for
Women, Ms. Lee has a BS De-
gree in Health Education and

(Left) Debbie Lee & Joe Cirulli

In his ap-
plication, Mr.
Darden notes, “The
information gained
in these meetings
was the foundation
for a culture of
change that included
termination of sev-
cral staff members;
staffing reorganiza-
tion; creation of a
mission statement
and core values; new
standards of profes-
sionalism; imple-
mentation of cus-
tomer service train-
ing and strategies;
utilization tracking;
philosophy of shared
leadership  and
bench-marking.”

an MS Degree in Health Sci-
ence from the University of Florida.
She supervises 75 employees at the
14,000 square-foot club, which
boasts 5376 active members.

A strong believer in the
importance of continuing education
for staff, she established the
Gainesville club’s “Fitness Univer-
sity”. Incentives and rewards are
given to staff members for complet-
ing continuing education units.
“The most significant contribution
I make to the development of staff
is fostering the intense learning en-
vironment that is part of our cul-
ture,” Ms. Lee commented in her
application.

Since taking over the role
of General Manager for the club
three years ago, Ms. Lee counts
among her accomplishments:

*increasing membership

for the past 5 years, he worked for
several health clubs over the pre-
vious 13 years. The 41,000 square-
foot facility has 118 employees
and 4,200 members.

With a goal of making
the club “a leader in the industry,
with or without Dr. Cooper's name
on the building”, Mr. Darden has
led his staff to receive numerous
industry awards. His first step in
increasing professionalization was
to meet privately with the 50 em-
ployees who worked 17 hours or
more per week. Each employee
was asked what they would
change if they were the new gen-
eral manager. He then asked each
to sign a commitment card that
“pledged their willingness to work
together toward a center of excel-
lence.”

Texan Named IHRSA/
Cybex Fitness
Director of the Year
Honor Goes to Health
Fitness
Connection’s Amy
Simpson

Amy Simpson of the
Health & Fitness Connection
(HFC)in Fort Worth, Texas, won
the 1999 THRSA/Cybex Fitness
Director of the Year Award. The
club is an Affiliate of the Osteo-
pathic Health System of Texas
(OHST).

Runners-up for the
award included: Lara Abernathy
of the Oxford Athletic Club in
Monroe, Pennsylvania; Kathleen
Lenzmeier of the White Bear
Racquet & Swim Club in White

by 19%;

*increasing an-
nual member traffic by [
26%;

*increasing
member retention;

*increasing
employee morale and re-
tention;

*creating fam-
ily programming to in-
volve women and their
families together.

Mr. Darden
holds a BS Degree in
Health and Recreation
and an MS Degree in
Exercise Education
from Baylor University.
Vice President and Gen-
eral Manager of the
Cooper Fitness Center

Amy Simpson

Bear Lake, Minnesota; and
Lina Lubbat of Lake For-
est Health and Fitness In-
stitute in Lake Forest, 11li-
nois.

Serving 4,507
members, Ms. Simpson
oversees a staff of seven
fitness instructors. All are
required to have CPR cer-
tification and a bachelor’s
degree in an exercise- re-
lated field or a nationally
recognized fitness certifi-
cation. Ms. Simpson notes
that displayed concern for
members is equally impor-
tant as educational qualifi-
cations.

“People don't
care how much you know
until they know how much
you care’ is the motto of the
HFC fitness department,”

she said.

Ms. Simpson's team
works closely with the sales de-
partment in helping to close the
sale. She notes that if a prospect
wants to “try before they buy”, the
sales team will arrange an ap-
pointment with a fitness instruc-
tor to insure that the individual
uses the equipment properly and
feels comfortable with the exer-
cise experience.

“The sales process does
not end when the new member
pays the first month’s dues,” Ms.
Simpson said. “On the contrary,
this process continues with each
and every visit the member makes
to HFC. We must remember to
treat our members with as much
enthusiasm and respect as the day
we encouraged them to join. Oth-
erwise, they will take their busi-
ness elsewhere.”

Among the club’s most
successful programs is the OHST
Healthy Lifestyle Incentive pro-
gram. The Healthy Lifestyle In-
centive program is aimed at en-
couraging employees of the Os-
teopathic Health System to adopt
healthier lifestyle habits and pro-
vide an avenue for additional
compensation to increase em-
ployee morale and reduce turn-
over. Employees have the oppor-
tunity to earn $500 for working
out at least three times per week
for 16 weeks, and accomplishing
two of the following:

1) reduce body fat by 4%;

2) decrease resting heart rate
by 7%;

3) increase max V02 by 5 ml/
kg/min;

4) decrease blood pressure to
124/82;

5) decrease blood cholesterol
levels below 190;

6) lose 10% body weight;

7) refer 5 new members to
join HFC.

“As a Fitness Director,
my goal is to educate people that
good health is a continuous pro-
cess, not an endpoint. The jour-
ney is the goal,” Ms. Simpson
said.

Pennsylvania Club
Honored for Racquet-
ball Programming;
Nautilus Fitness and
Racquet Club Wins
IHRSA Award

San Diego,CA.- Nau-
tilus Fitness and Racquet Club in
Erie, PA, received the 1999
IHRSA Racquetball Program-

ming Award.

With three part-time pros,
including program director Julee
Nicolia, the 45,000 square-foot
club has upwards of 20 percent of
its 4,300 members participating in
racquetball two or three times a
week. Ms. Nicolia noted that the
club’s racquetball members have a
90 percent retention rate as com-
pared to 69 percent for non-rac-
quetball members.

“Members should leave
anxiously awaiting the next event,”
commented Ms. Nicolia while ex-
plaining what it takes to have a
successful racquetball program.
She offered the following tips:

1) Telephone and per-
sonal contact from the racquetball
director, racquetball pro staff and
the front desk personnel are essen-
tial.

2) Always meet the needs
and interests of each member.

3) Always make it fun.

4) Occasionally include
guests who are potential members
and who provide “New Blood”.

5) Food, beverages,
awards and racquetballs should be
provided at a minimal fee.

6) The format should al-
ways be round robin and handi-
capped when needed to ensure a
fun and competitive atmosphere.

7) If successful, the pro-
gram should run without interrup-
tion.

8) A marginally success-
ful program should never be can-
celed, but it should be revamped
and reintroduced at a later date.

IHRSA/Keiser 50 Plus
Award Winner
Cascade Athletic Clubs
Honored for Mature
Market Programming

ascade  Athletic
Clubs in Gresham, OR, received
the 1999 IHRSA/Keiser 50 Plus
Award, which recognizes outstand-
ing mature adult programming by
a fitness facility.

Runners-up for the award
included The Clubhouse at Town
Center Village in Portland, OR, and
the Baylor Fitness Center in Dal-
las, TX. Cascade, which includes
four facilities ranging in size from
17,000 to 120,000 square feet, is
being honored for its Silver Power
program. Thirty-five percent of the
clubs’ 15,900 members are age 50
or over, for a total of 6,624; 20%
(3,713) are age 60 or over.

Anthony Slayen, Director

(See IHRSA Awards page 17)
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of the Silver Power program, spent several
years working with the senior population—
as the manager of a Health Maintenance Or-
ganization fitness and wellness program
with over 6,000 seniors—before joining the
Cascade staff two years ago.

In his application for the award,
Mr. Slayen noted that in order to success-
fully attract and serve the mature market,
he and his staff had to first examine their
own attitudes toward aging confront their
fears about their own aging, and understand
the special needs of this population.

“I update the fitness team on the
latest trends and research, and review pro-
tocols for training and evaluating seniors. |
also consult the sales staff on techniques to
communicate and promote our Silver Power
program,” Mr. Slayen said.

Among the programs that Mr.
Slayen has introduced at the Cascade clubs
is“Follow Forest Gump”, a cross-genera-
tion, inter-club challenge program in which
five teams engage in a “race across
America” from New York to Los Angeles.
The race takes place in the club, with each
participant being awarded 5 miles every
time they exercise. The members log- their
miles on a chart; the miles are then trans-
ferred to a large map of the United States.

In addition to fitness programs, the
clubs offer many social events for their 50+
members, such as picnics, potlucks, mov-
ies, arts and crafts, pinochle, bingo, travel
and others.

Joe Gold Named IHRSA’s
Person of the Year

J oe Gold, the Founder of both
the Gold’s and World Gym club
groups,received the 1999 Person of the Year
Award from IHRSA.

Previous recipients of the award
have included former U.S. President George
Bush, Arthur Ashe, Dr. Steven Blair, Dr. Ken
Cooper, Chris Evert, Arnold Schwarze-
negger and Oprah Winfrey.

Born in 1924 in Southern Califor-
nia, Mr. Gold began working inan East L.A.
gym called “The Dugout” when he was 12
years old. Wounded in battle in the
Phillipines during World War 11, he subse-
quently became a Hollywood stuntman, pro-
fessional wrestler and merchant seaman.

Mr. Gold entered the club business
in 1951 when he opened his first gym—the
Ajax Gym—in New Orleans. He started the
first Gold's Gym in Venice, California—
now called “The Mecca of Fitness"—in
1964. Over the past 35 years, many Holly-
wood stars and champion body-builders
have trained at Gold’s. "Pumping Iron," the
movie that made Mr. Gold's protege Arnold
Schwarzenegger famous, was filmed at the
“Mecca.”

“The original Gold's Gym has
been the most influential model for gym de-
velopment in the history of the industry,”
said John McCarthy, Executive Director of
IHRSA. “It has been the originating con-
cept for the development of at least 10,000

gyms worldwide.”

Mr. Gold sold Gold’s in the early
1970s. At the urging of Mr. Schwarzenegger,
Mr. Gold started the World Gym Group in
1977. Today, there are 275 World Gyms in
25 countries. There are more than 500 Gold’s
Gyms in 40 countries.

“The two organizations that Joe
Gold founded have triggered the worldwide
movement toward strength training that has
become one of the strategic cornerstones on
which the future development of the industry
is based,” said Mr. McCarthy.

Today, at the age of 75, Mr. Gold is
active advising World Gym licensees around
the world. He still works out daily in the flag-
ship World Gym facility in Santa Monica—
just four blocks from the original “Mecca”.

California Club Wins
First Wellness Best
Practices Award
Santa Barbara Athletic Club
Takes Top Honor
Jfor Cancer Program

The IHRSA Institute on Exercise
and Health (IIEH), supported by Technogym,
presented its first annual “Wellness Best Prac-
tices Award” to the Santa Barbara Athletic
Club (SBAC) of Santa Barbara, California.
The presentation took place at the [IEH
Wellness Banquet.

The award was established both to
recognize wellness best practices, and to en-
courage more clubs to develop exercise pro-
grams with measurable outcomes for special
populations. Clubs that submit best practices
have their programs publicized through the
IEH so that other clubs can adapt them for
use in their own facilities.

“When we began this project, our
goal was to support the growth of the wellness
industry worldwide by making the growing
body of scientific evidence on the benefits of
physical activity accessible to the fitness in-
dustry,” said Nerio Alessandri, President of
Technogym. “This goal would, in turn, en-
able us to realize our mission of making a
positive impact on the health, fitness and qual-
ity of life of literally millions of people. With
HEH information distribution here in the’
USA and our ongoing plans for expansion of
the IIEH on an international level, I feel sat-
isfied that we are reaching this goal.”

The SBAC is being recognized for
its Cancer WellFit Program, which was started
by Julie Main, General Manager, in 1994.
Since its inception, the program has helped
more than 500 persons who are living with,
or recovering from, cancer. Supported finan-
cially by the Cancer Foundation of Santa Bar-
bara, the ten-week program introduces par-
ticipants to a variety of fitness concepts and
disciplines, such as relaxation, flexibility and
stretching, aerobic conditioning and strength
training.

On average, the Cancer WellFit pro-
gram has been able to increase participants’
upper-body strength by 35%, and their lower-
body strength by 57%. Aerobic capacity also
improved. Related to these improvements,
and perhaps most significant, is the improved
quality of life reported by participants.

Participants are encouraged to work
independently in order to emphasize the fact

(See IHRSA Awards page 29)
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By Karen D. Woodard, President
Premium Pﬂformance Training

Have you ever found
yourself frustrated with the level of
service that your Staff does or does
not deliver to your Members? This
complaint has been consistently
howled from the lips of club own-
ers and managers for the past four
years. Some of them have recog-
nized how to remedy this ailment
that they (and their Members) have
suffered from and some... well let’s
just say ... they’re slower learners.
If you have suffered from this frus-
tration (and inflicted the suffering
upon your Members), this article
win provide you with a template to
correct the problem by defining
what the problem is and giving yon
tools to get what you expect.

What’s wrong with this
picture?: A large number of clubs
explain to their newly hired staff
during initial training that they
pride themselves in providing “im-
peccable” or “excellent” service to
their Members. The club will then
train the staff person to do their
duty, wear a uniform, name tag,
smile and greet Members before the
Member greets them. If they do
what has been explained, no prob-
lem. If they don’t, then the manager
gets frustrated and believes the staff
person won't do what they’re sup-
posed to do. Is there anything
wrong with this “scenario? Yes —
we have a few big problems here:

1. We are implying that we
expect impeccable/excellent ser-
vice delivery, but we're not defin-
ing what that is for the staff person.

2. The remaining part of
the paragraph contradicts our de-
sires to deliver impeccable/excel-
lent service because all we have
trained for is “basic” service deliv-
ery.

3. This club provided
weak initial training and needs to
provide consistent on-going train-

When | travel to clubs to
do on-site training, this scenario
occurs far too often. Below are
some tools to correct the problem
and achieve the service delivery
that you expect and your Members
deserve.

De

Service

ne
Xxperience

Il‘s not enough forus to
say that we expect impeccable/
excellent service — we need to
explicitly define what that is to our
staff. When we say it without de-
fining it — it leaves the door wide
open for interpretation, and inter-
pretation is typically based on our
experiences which can vary
greatly. Think about it this way, if
you have just hired a late teen/
early twenty-something person to
work at the Member Service desk,
chances are their impeccable ser-
vice experiences over their brief
lifetime have been fairly limited
and may not match the level of
service or experiences you want
delivered. In fact, they may have
never experienced the kind of ser-
vice which you expect them to be
able to give.

Case in point: One of my
clients is a very exclusive club and
spa in an up-scale resort. They hire
younger staff who generally come
to town to ski and need to work to
pay for their ski passes. These staff
people certainly cannot afford to
be Members of this club nor have
they ever belonged to a club like
this before to have experienced
what the Member is expecting.
The club was having difficulty
getting the staff to provide the kind
of experience they envisioned un-
til they defined the service expe-
rience.

Defining the service ex-
perience includes a detailed ver-
bal description, written descrip-
tions, discussions of relevant ex-
perience, skills practice, experien-

APRILISSUE

tial learning and most importantly,
follow-up observation, comments
and training.

When you define your
service experience, include what
it is and what it is not. For ex-
ample when you define how you
want the staff to interact with the
Members it might sound some
thing like this:

“We will show our
attentativeness to the Members
and carn their trust by consistently
being pro-active in exceeding
their expectations. We will do this
by being the first one to initiate
contact whenever we come into
contact with Members. Examples
include greeting them upon arrival
to the club, making eye contact
with Members throughout the
club and approaching them while
in the club to introduce ourselves
and inquire how their time in the
club is and how we can enhance
their visit. We will bid every
Member a goodbye upon their de-
parture and thank them for com-
ing in again. Our delivery with all
encounters will be one of warmth
and sincerity characterized by
soft, direct eye contact, approach-
able posture, attention focused on
the Member and engaged listen-
ing to their requests or conversa-
tion.

Versus defining service
this way: “always smile, be bub-
bly with the Members and talk to
them first.”

The difference is that the
first definition goes into detail on
how to deliver the experience we
intend and also the outcome we
desire-attentiveness, trust and
warmth. This definition would be
in all written training materials
that the new staff person would
be expected to have read prior to
coming to on-site training. At the
on-site training, you would dis-
cuss the definition to make sure
they understood it. The discussion
might go something like this:

"Katy, describe to me

rvice Experience”

what our definition of
service is to the Mem-
bers.” You would listen to
her interpretation and
make any necessary cor- |
rections to insure Katy is
on the same page. You
would then ask her to de- |
scribe another experience ||
she has had to doubly in- |
sure she understands. At
this point, you would go
into skills practice with
her to see how she deliv- [ §
ers the service you have
defined and give her
feedback on her delivery.
When you are assured
that she explicitly under-
stands the type of service
you expect, that’s when
you can turn her loose to
serve the Members im-
peccably.

At this point

Karen Woodard

you have a new staff person pro-
viding impeccable service to the
Members. Remember though, it
doesn’t stop here. As a club owner,
manager or department head, it
takes consistent observation and
follow-up to ensure that these
newly learned skills become a per-
manent characteristic of this new
staff person. That means that you
will need to reinforce good habits
by commending their behavior or
conversely, correcting their behay-
ior. You, as their manager, are ul-
timately responsible for their suc-
cess in your organization which
requires a consistent perspective
on your part of defining, practic-
ing and cultivating the behavior
you expect. If the staff person is
not delivering what is expected, it
requires a process of reviewing
and re-training. Certainly, there
are times when we have made the
wrong decision in the selection
process and don’t realize it until
later. If that is indeed the case and
the staff person is not the right
match for your organization, then
you will have to make the timely

decision for them to seek their suc-
cess else where.

The tools to relieve the
frustration and achieve the service
delivery you and your Members
expect are accessible to us all. Does
it seem too obvious or perhaps even
cumbersome to spend the time to
define service experience, have
detailed verbal and written descrip-
tions, discuss them, practice them,
observe, correct and consistently
follow through? What is obvious
to one is not to another. Addition-
ally, if you invest the time initially
in these tools, you will minimize
the amount of time you spend later
and the frustration you, your staff
and Members experience due to
awkward and inconsistent service
delivery. Remember, what gets
done right the first time rarely
needs to be done over again.

(Karen D. Woodard is the
Founder and President of Premium
Performance Training, a Boudler,
Colorado-based club sales and man-
agement consulting firm. Karen may
be reached at: (303) 417-0653.)
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ISITLLONELYAT THE TOP?

By Dr. Gerry Faust

Today it is nearly im-
possible for the head of any busi-
ness, large or small, to succeed
without the benefit of outside ad-
vice. While coping with day-to-day
management and operations, any
owner/manager must, from time to
time, rely on the experience and
expertise of others.

Large corporations are
able to obtain this guidance in a
myriad of ways. Some engage ex-
pensive consultants, Others hire
full-time experts to deal with spe-
cific responsibilities. And, in many
cases, many are able to obtain ex-
pert counsel from a Board of Di-
rectors.

These kinds of resources,
however, are not usually available
to the owners and managers of
small companies. They cannot af-
ford consultants who will come in
and handle each new problem. Nor
can they afford to regularly hire rec-
ognized experts in specialized ar-
cas. Where, then, can the owner/
manager of these smaller compa-
nies find affordable counsel? Who

can they turn to for management
insights and advice?

One alternative that
has gained wide spread accep-
tance, particularly among small
to medium-sized companies, is
the Executive Roundtable. Sev-
eral organizations now provide
this service to CEOs around the
world. Perhaps the largest of
these organizations is The Ex-
ecutive Committee (TEC) that
now has over 6,000 CEO par-
ticipants worldwide. The Young
President’s Organization has its
Forum groups and the Renais-
sance Executive Forum, with
over 500 members, now fran-
chises its roundtable approach
throughout North America.

Some roundtables
meet monthly, others less often.
Some provide face-to-face ses-
sions with the consultant/facili-
tator/chairperson of the group
between sessions. Others do nol.
However, there are commonly
four key ingredients to an effec-
tive roundtable:

1. Working together on
issues presented by individual
members.

2. An executive educa-

tion component.

3. A structured format.

4. A group leader/facilita-
tor.

Probably the most suc-
cessful examples of this executive
roundtable concept is in the club in-
dustry. Over 14 years ago Faust
Management Corporation, an inter-
national consulting firm based out
of San Diego, California, began
what’s known today as the Club Ex-
ecutive Roundtable program. The
“Faust Roundtables” are record set-
ters in terms of member retention,
rave notices and results. The famous
Roundtable #1, for example, has
had an average annual retention of
95% and Roundtables 2, 3 and 4 are
not far behind. The enthusiasm for
and value placed on the club execu-
tive roundtable experience matches
the record setting levels of retention
rates of the roundtables.

What is a Club Executive
Roundtable? It is 12-15 Club Own-
ers and General Managers who
meet three timesa year for1 1/2-2
days.

The group serves as an in-
formal board of directors or advi-
sors to one another and becomes a
resource for:

* developing
solutions to business
problems

* sounding out
and sharing new ideas
and successes

* support and
understanding from
people who work under
the same pressures.

The key to the
Roundtable is learning.
In a typical meeting ex-
perience, members will
identify important issues,
explain them, clarify for
the group and then jointly
brainstorm and suggest
alternative solutions. At
other times a major topic
will be jointly requested
and discussed - often
from many different

Dr. Gerry Faust

viewpoints - with several mem-
bers offering new ideas, alterna-
tive ways of looking at things or
simply a new way of dealing with
an age-old problem.

The chairperson, a pro-
fessional business consultant and
facilitator, provides a structure
for the sessions, teaches problem

solving skills and presents insights
and “mini seminars” at just the right
moments during the sessions. The
session is intense but rewarding. On
some occasions guest speakers are
used as resources, but in the Faust
Roundtables regular executive edu-
cation seminars are provided by the

You NEED 1O BELONG TO A FAust MANAGEMENT CORPORATION

A

IS NO ONE TO TALK TO?

CrLus Execunive RounDTABLE!

APPLY

Education...world class seminars by world class presenters with
opportunities for extensive dialogue, practical applications, work-
shop/exercise elements.

Sharing...sclect specific topics where all share what has worked,
not worked and new and innovative ideas.

THE HEAD OF A BUSINESS, DO YOU EVER FIND THERE

(See Faust page 22)

Projects.. work together to develop cooperative programs, re-
search projects, new tools, instruments or methods.
Issues...bring critical issues to an experienced group of col- l
leagues. Problem solving sessions on your issues will be expertly
facilitated to help you understand the issues and provide practical,
no nonsense advice. Your session will be taped and a copy sent to :
you. For INForRMATION ON HOW TO BECOME A MEMBER
f CALL » EMAIL |
"I look forward to each Roundtable session as a [ or |
;2:::; ft:.srep fb;{kn::z;jde:;my ;::d' e . "I consider the Roundtable a 1 FAX a copy of your bf&sr’ness i |
ation of friendship, ideas and renewa of chiticalresurce foriy | Barbara Garringer |
my own energy have made the sessions invalu- . S | |
able.” business, it gives me a at
* competitive edge. The seminar | Faust MANAGEMENT CORPORATION |
and new ideas, as well as a | 10085 CarroLL CANYON RoAp * Surte 210 |
chance to learn about myself, | San Dieco = CA = 92131 [
have helped me to become a | (619) 536-7974 Ext. 306 *= (619) 536-7976 (Fax) |
better manager." | faustmgmt@aol.com |
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Now look closdy at the new elliptical striding
systems from StairMaster — the FreeRunner™

5400 ESS. Because stride lengths are as
individual as we are, StairMaster has
revolutionized the elliptical movement with a
much greater range of motion. Instead of the
17" limit imposed by most elliptical machines,
the FreeRunner allows you to vary your stride
length from 12" to 36". More accommodating
and comfortable, this unique VSL™ technology
is available only from StairMaster:

With retractable handles for a total body
workout and your choice of 5 different exercise
programs, the StairMaster FreeRunner is the
next generation of elliptical machine whose
time has come.

FOrR A FREE BROCHURE
CALL 1-800-635-2936.
STAIRCLIMBERS
EXERCI;E BIKES
CROSS;{OBICS‘
TREABMILLS
STRENGTH :éQU IPMENT

ELLIPTICAL STRIDING SYSTEMS

12421 Willows Road N.E,, Suite 100,
Kirkland, WA 98034
1-800-635-2936

StairMaster. StAIPMaster . FreeRunner, and

VSL are registered trademarks or trademarks of
StairMaster Sporis/Medical Products, Inc.
© 1998 StairMaster Sports™edical Products, Inc

r
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Women-Only Clubs: To
Franchise or Not to Franchise?

v

By Rande LaDue

As discussed in this col-
umn before, once a new, innovative
piece of exercise equipment or pro-
gram comes along, there are bound
to be copy-cat companies that
spring up with their version of the
original. They usually sell on price
and say that “it’s a better value”,
meaning it's almost as good and
cheaper! This has happened to el-
liptical trainers to group cycling to
Rich Boggs’ Body Pump* and also
to The PACE Group Exercise
Program™.

There have arisen a few
copy-cal companies that work on a
similar principal as PACE, but are
down-scaled, less expensive ver-
sions of the original HydraFitness
(now PACE) equipment that has
been around over 20 years, As we
have said before, we will be happy
to let the club owners compare the
differences and make their deci-
sions; come on in, the water’s warm,
However, their main sales pitch is
that they offer a “turn-key” pro-
gram. They are marketing to
smaller, rural areas, usually to

people with no experience in the
fitness industry, selling the equip-
ment (about $20K), then getting
the lion’s share of their income
from monthly franchise fees (we
have seen fees ranging from $395
for ten years to $495 for the first
five years, then dropping down
to 11 only” $300). This is about
$48,000 in both cases!

What they offer are
standard business forms, start up
assistance, and in some cases,
some follow-up down the road. |
have heard some very negative
things about the long-term-fol-
low up with one company; an-
other company is too new Lo tell.

We asked a few recent
PACE women-only club owners
why they chose not to go with a
franchise. Kathleen E. Lyon, of
Ladies Fitness Express in
Waterlou, IA. admits that she
knew nothing about the fitness
industry before opening shop, but
she did have business experience
in other areas. She said, “] was a
member of (a copy-cat company)
and I said to myself, I can do this,
but | want better equipment and
I want to run it my own way. Why
should I pay someone $400 a
month to have them tell me what

I can and can’t do? Besides, the
PACE Marketing Manual and
Training Workshop taught me ev-
erything I needed to know.”

Keith Vazquez and his
wife/partner, Rene Christou,
owners of ten Dynamic Women
clubs in the Baltimore area with
PACE in 3 (and counting), have
earned themselves an exclusive
on PACE in womens-only clubs
in that Market. Keith said “I've
been in the women-only fitness
business a long time, | know how
to run a club. What | wanted was
the best equipment at the best
price, not to pay a franchise fee
for ten years for an inferior prod-
uct. Pro*Fit came through for me
with PACE. And Rande even
showed us a few new things that
other PACE clubs were doing
successfully and some pitfalls to
avoid”.

We at Pro'Fit Enter-
prises recognize that there may
be thousands of potential
women- only clubs out there that
need more hand holding than our
standard PACE Marketing &
Training Package, but we can not
bring ourselves to copy our own
knock-off companies and charge
a set monthly fee no matter if

business is good or bad.
That is why we have de-
cided to modify some of
our PACE equipment
and offer a PACE Li-
censing Program under a
different name than
PACE. This program
will have all of the in-
house financing, presell,
Grand Opening and
scheduled follow up
support necessary, but it |
will be based upon a li-
censing program rather
than a franchise. In this
way, our monthly fees
will be based on a per-
centage of your monthly
dues base rather than a
set fee - if you have a
good month, we have a
good month. If you have

Rande LaDue

a poor month, we don’t expect you
to pay us a huge fee written in
stone. Instead, we will work with
you as a team to get you back on
track.

Stay tuned for more de-
tails on our new Licensing Pro-
gram. For more information and
a free video on The PACE Group
Exercise Program, call 888-604-
2244 or visit our website at

www.pacepro-fit.com. Unlike our
competitors, you will see our
prices listed. Pro’Fit Enterprises
has been recognized by the Ameri-
can Council on Exercise (ACE) as
a Continuing Education Special-
ist.

* Body Pump is a trade-
mark of The Step Company (and
a great workout).

CLUB INSIDER News 1999
CONTRIBUTING AUTHOR TEAM

Here are the mem-
bers of The CLUB INSIDER
News Contributing Author
Team for our first four editions
of 1999. There are many more
new Contributing Authors
scheduled to join the team
during the year.

*MIKE CAMPTELLE

- Communication Consult-
ants- (401) 437-2951

*RANDE LADUE
- President, Pace*Fit Enter-
prises - (888) 604-2244

*MICHAEL
HOFFMAN - President-
Heart Communications -
(949) 489-0301

+ KLAUS
HILGERS -President, Ep-
och Consultants - (727)
447-1773

*SALLY GOLD-

MAN - Owner - Weymouth
Club -(617) 696-2627
*KAREN D.

WOODARD - President-
Premium Performance
Training -(303) 417-0653

(IR I o (O .
WHEATLEY - Owner -
Women'’s Fitness Center -
(540) 434-9692

*SIMON D’ARCY
-President-Businss Succ_:ess

Teams - (805) 566-8213

*TOM MORRIS -
Founder & Chairman- Mor-
ris Institute of Human Val-
ues-(888) - 279-1537

*DR.GERRY
FAUST -Founder and Presi-
dent, Faust Management
Corp. - (619)536-7970.

JFaust

continued from page 20

extremely experienced consultant/
leaders.

Some other benefits of be-
ing a member of an Executive
Roundtable are:

Trust -atrust is developed
among members. Most of the groups
have now been meeting together at

least 3 times a year for more than
a decade. Between times many
talk frequently by telephone or via
email. By doing this they have
developed a sense of complete
confidence in the group’s collec-
tive integrity.

Understanding - each
club owner/general manager is
engaged in the same operation. As
aresult, when a question is raised
about member service, attrition,

sales compensation, there is an
immediate understanding of the
nature of the subject. When expe-
riences are swapped members are
usually able to compare apples to
apples and oranges to oranges and
to easily implement the best ideas
within their own organization.
Continuity - it’s rare
when members of the group do
not find themselves in contact
with one another to discuss busi-

ness. Being a part of a Roundtable
is like having a knowledgeable,
dependable panel of consultants at
their beck and call.

Dr. Gerry Faust, who
personally leads 2 of the
roundtables, says the industry fo-
cus of the Club Executive
Roundtable adds considerable
“extra power” to the process.

Regardiess of the size of
the club, chances are there are

times when the “it’s lonely at the
top” feeling is experienced. That’s
why an informal advisory board,
structured along the lines of the
Club Executive Roundtable can be
so valuable. Membership in such
a group can provide the opportu-
nity to confer in confidence with
noncompeting peers - peers who
possess the same understanding of
the day-to-day business of club
operations.
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Sales and
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arketing Classic

at B

Fort Myers Beach, Florida
May 14, 15 & 16

Learn how fo use the
Sales Makers \S:’ys'fem /yfm'. e

e 3 Great summer promotions
® 14 proven low cost advertising ideas
® 6 required rules to increase refention
® Advanced sales techniques

e Effective management methods

It Person $395
2nd Person (same club) $245
Alumni Clients $245
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The Simple & Powerful

Club Management System

To be any easier to
uUse, it would have
to run itself...and it
practically does!

Photo-imaging Check-in
Unlimited Report Capabilities
Automated EFT

AR R A

Full Service Customer Support
(Phone, Fax, Seminars)

S0, make the first call right now. Dicil 1-800-554-CLUB

and see how easy it is to get ClubRunner working for you.

Club

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

"nner ™ JUPITER, FLORIDA 33477
1 (800) 554-2582 / (407) 746-3392
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Financing Fitness Equipment
Shouldn’t Be This Much Exercise!

B Application Only to $75,000 & N
B No Fee to Apply % & F %
B Versatile Lending Criteria - 4208

B Start-up Facility Programs

B No Equipment Restrictions
B Complete Franchise Programs

B Vendor Programs Available

Call Today! (800) 438-1470
or (760) 438-1470

“‘Committed to Supporting the Growth of the
Commercial Health Club Industry and Fitness/Wellness Community
with Unparalleled Professionalism and Service”

INNOVATIVE LEASE SERVICES, INC.
6120 Paseo Del Norte, Suite 0-2, Carlsbad. CA 92009
/ www.ilslease.com
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GOOD TIMES AT IHRSA SAN DIEGO
CONVENTION & TRADE SHOW
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GOOD TIMES AT IHRSA SAN DIEGO

Our Fool Proof Formula
to Increase Your
Health Club Sales...

“2250 Leads, 775 appointments,
250 tours for 100 new members”

Paul Bosley, owner CMMA - “If one of your goals is to
predict your new member sales each month, you must first
take control and manage the lead collection process. The
average club can generate at least 300 leads per month
internally by combining their 100 referral names, 100
missed guests and 100 alumni members.”

If you're in the Health and Fitness industry your job is
demanding. Marketing is vital, but advance planning is
hard to do when immediate, everyday tasks of managing a
health club are always distracting you. Off-the-cuff
marketing just won't do the job. Let us help you:

*Develop marketing budger & plan campaigns including lead
box routes, telemarketing & corporate sales systems

*Design cusiomized for vou by Focus on Fitness Graphics

*Mailing list acquisition, printing, bulk mail fulfillment
through Compu-Print

*Contact Management Software by Tools System Management

*Measure your results on a COST PER SHOW & COST PER
SALE Basis

*We specialize in Pre-sales, Grand Opening & Re-Grand
Opening campaigns

Call us today at 1-800 407-0334 or e-mail
bosleyp@worldnet.att.net

CONVENTION & TRADE SHOW

1t Wil sysi ol

e ey

RERY.
I ™

Ad design by Focus on Fitness Graphics - Customized & affordable mailers, brochures, guest passes, news!

o

G I0CAIINIE

—
i i

etters,

newspaper ads, lead box inserts or any type of promotion, call 802-897-2646 or e-mail: vikmart@sover.net
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THERE’S NO STOMPING IT!
STAIRMASTER LAUNCHES STOMP™

REVOLUTIONARY NEW STAIRCLIMBER GROUP EXERCISE
PROGRAM FOR CLUBS AND FITNESS FACILITIES

SA'N DIEGO, CA
(March 25)—First there was spin-
ning. Now there is STOMP™

StairMaster is launching
the next great craze in group exer-
cise with the advent of STOMP™,
a dynamic new program to be of-
fered in fitness centers worldwide,
featuring instructor-led group ses-
sions on the company’s renowned
steppers/stairclimbers.

Announced and pre-
viewed at the International Health
Racquet & SportsClub Association
(HIRSA) trade show in San Diego
Thursday, STOMP™ allows indi-
viduals of all fitness levels to par-
ticipate in a fun, music-driven
workout with others in a motivat-
ing environment on equipment con-
sidered by researchers to be the saf-
est and most condusive for weight
loss and toning.

StairMaster revolution-
ized aerobic exercise with its intro-
duction of the stepper/ stairctimber
in 1985, Stepper/stairclimbers have
since become one of the most popu-
lar pieces of equipment in fitness
centers around the globe.
STOMP™ revitalizes the exercise
environment for people seeking a
group experience to help rid the
boredom from working out. The
STOMP™ classes may be con-
ducted on existing stepper/
stairclimbers in the club, or on the
StairMaster FreeClimber Model,
which is ideally suited to the pro-
gram.

STOMP™ s a high-en-
ergy, but comfortable workout on
the stepper/stairelimber,” said
StairMaster Senior Vice President
of Marketing and Sales Michael S.
Stein, in introducing the new pro-
gram. “We beta tested it in South-

ern California with great success.
People found it easy to follow,
not overly stressful and fun to do.
Most importantly, they perceived
it as a rewarding exercise expe-
rience which gave them positive
results.”

The STOMP™ workout
is designed to tone and shape
muscles in the lower body, with
special focus on the gluteal and
hamstring muscles. By building
lean muscle mass, stepping is
also one of the most effective
ways to lose weight for people
maintaining good eating habits
and exercising regularly.
Stairclimbers with independent
stepping action, like those made
by StairMaster, are medically
proven to be among the safest
workout on knees. STOMP™ is
also physically less stressful for
many participants than cycling
because the upright posture
places less strain on the back and
neck.

Generally taking 20 to
30 minutes, depending on the
level of the participants, the
STOMP™ program can be tai-
lored to mild, general fitness,
competitive and senior classes. It
features a warm-up period, build-
ing into an intensive workout
stage, then dropping back before
revving up again—essentially an
interval training-type workout.
The STOMPers change speed
and stride length, incorporate dif-
ferent step movement patterns
and involve many parts of the
body. The back and upper arms
are also targeted for strengthen-
ing during the session.

Unlike cycling classes,
where all participants are exert-
ing the same performance level,

the STOMPpers may be conduct-
ing the same action, but the re-
sistance level can be set individu-
ally. As one increases in strength
and endurance, he or she can in-
crease the resistance without hav-
ing to graduate to another class.
Feedback from the console on
“calories burned,” *“floors
climbed” and “distance traveled”
provides further incentive, while
participants focus on the music
and steps rather than on the
drudgery of exercise.

STOMP™ is very easy

to incorporate in any club. If the
club does not have a group work-
out room, the steppers on the
floor can be used, provided the
students can see the instructor
during the class. The music is
broadcast over a transmitter to the
student’s headphones. The pro-
gram lets the club have maximum
flexibility over the number of
classes per day without interrupt-
ing the regular use of steppers/
stairclimbers.
If the club does have a group ex-
ercise room, classes can be con-
ducted with an instructor at speci-
fied times. However, during off-
hours, the equipment can be used
for regular exercising or for
STOMP™ classes withoutan in-
structor, using the video and a
big- screen television.

Participating clubs will
use the STOMP™ kit, a stand-
alone instructional program writ-
ten by fitness experts, along with
all other information needed to
implement and market the pro-
gram. Included are an instruc-
tional video, counter- top display
and a creative banner which pro-
claims, “Once You Start, You
Have to Stomp!” The kit is

h
~~

)

& StairMaster

fumished free with the purchase of
a product promotion involving
StairMaster’s FreeClimber model,
or provided for a nominal fee to
clubs that will utilize their existing
equipment.

“Branded exercise pro-
grams are not only critical to a
club’s current success, but also to
its future prospects,” said Stein.
“They play a crucial role in attract-
ing new members, establishing a re-
warding exercise habit and improv-
ing member retention. This initia-
tive from StairMaster has all the
markings of an innovative break-
through program that will drive
members to clubs for a renewed
love affair with exercise.”

A survey of fitness club
managers, owners and personal
trainers at a trade show in October

demonstrated widespread enthusi-
asm for the STOMP™, concept.
More than 84% said they would like
to implement the concept at their
clubs and 83% gave it an overall rat-
ing of “great.”

“StairMaster’s goal is to
have STOMP™ incorporated into
1,000 U.S. clubs and facilities by the
start of the new millenium,” affirmed
Stein.

Clubs wishing to step into
the STOMP™ mode, may sign up
through the StairMaster website,
www.stairmaster.com\stomp, or call
toll free (877) 279-1537. Sign ups
are being taken in the U.S. immedi-
ately and will be accepted in Europe
in April, after the international
launch at the FIBO show.

e

Morris...

continued from page 8

people | work with and depend on

in pursuitof my goals. 0___1

(C6) CHARACTER

| am sure that my recent
behavior in pursuit of my goals sat-
isfies high standards of moral char-
acteri On STl 21 63

I am avoiding partnership

with morally dubious individuals
in my work toward my goals.
ST e U
LR e el oy T
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(C7) CAPACITY TO ENJOY

I have been enjoying
pursuit of my goals lately. 0
Joadign - squir gt =2
I e ]
98 L= {8

My goals have been al-
lowing me to enjoy life lately.
oy 9 -3

4 5 6 7

8 9 10

GRADING
YOURSELF

Add up all of your

self-scores on this checklist and
write down your current total. If
it is over “120”, then you're in
pretty good shape in the recent
stages of your journey of success.
Keep up the good work and build
on your accomplishments.

If your score is under
“120”, you should very seriously
rethink the goals you are pursing
and how you are working toward
them.

If your total is over
“120™ but under “140”, pay at-

tention to what could use a little
work. You are fine tuning an al-
ready viable enterprise, for greater
levels of satisfying accomplish-
ment.

A SECOND OPINION

Yau might want an-

other person’s feedback in this pro-
cess too. Give a copy of the un-
marked questions to a co-worker,
spouse, friend or child and ask them
to mark the questions indepen-
dently in the way that they think
you should. Comparing their as-
sessments with your own can be in-
teresting on many levels, advanc-
ing your quest for self-understand-

ing and providing new and useful
information concerning the rela-
tionship the two of you have.

Life should always in-
volve a process of self-evaluation
and self-correction, self-knowledge
and self-mastery. Repeat this check-
up at regular intervals, act on the
information you generate and you
will move progressively more in the
direction of achieving all that you
are here on this earth to do!

The Morris Institute of
Continuing Education and Motiva-
tional Materials order phone # is:
(888) 562-0052. Available materi-
als include: Video Tapes, Audio
Tapes, Trade Paperback Books, and
Cards and Posters.
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Life Fitness Expands Strength Offerings With Introduction
of Hammer Strength Benches and Racks

Move Into Free Weight
Equipment Category Completes
Strength Line

SAN DIEGO - March
25, 1999 - Life Fitness introduced
a line of free weight benches and
racks bearing the Hammer Strength
brand at the International Health,
Racquet and Sportclub Association
(IHRSA) convention in San Diego.
The line will initially consist of 17
premium, heavy-duty benches and
racks designed to meet the needs
of health clubs, gyms, YMCAS,
athletic programs, the military and
other commercial fitness facilities.

“The introduction of
Hammer Strength benches and
racks represents both the end and
the beginning of a journey,” ex-
plained Augie Nieto, president of
Life Fitness. “It’s the end in the
sense that free weight equipment
completes our strength line, so we
now can offer customers the best
products in every strength cat-
egory: selectorized, computerized,
plate-loaded and free weights. But
it's also a beginning, because

we've really only scratched the
surface of our potential in the
strength market.”

“People think of Life
Fitness as primarily a cardio com-
pany, but with dedicated facilities
and development groups for each
product category, we're just as
focused on creating superior
strength products,” said Greg
Highsmith, Life Fitness Director
of Product Management,
Strength. “Hammer Strength has
long been the leader in plate-
loaded equipment, and free
weight benches and racks are a
natural extension of the brand.”

Hammer Strength Foun-
der Gary Jones designed the
benches and racks line, which
will be manufactured at the Ham-
mer Strength factory in
Falmouth, Ky. The products fea-
ture a sturdy, bolt-together design
and are constructed of the same
durable components as Hammer
Strength plate-loaded equipment.

The products in the
Hammer Strength benches and
racks line can be categorized into

three groups: Olympic, Free
Weight and Body Weight.

: Ol_wr:r:pi.i.;r Famsign
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Thc Olympic family
consists of three products that are
staples in any free weight pro-
gram: the Olympic Flat Bench,
Olympic Incline Bench and
Olympic Decline Bench. All of
the Olympic pieces share several
common features, including a
three-position racking system
that provides greater safety dur-
ing lift-off and re-racking. The
curved notches guide the barbell
upward and toward the bench
press starting position during
lift-off and then safely into the
resting position during re-rack-
ing.

The frames of the
Olympic benches are designed to
allow the spotter to be positioned
closer to the exerciser and to the
path of motion of the barbell,
providing superior leverage dur-

ing spotting. This feature is best
illustrated in the spotter’s plat-
form on the Olympic Incline
Bench, which minimizes the de-
gree the spotter needs to lean over
to assist the lifter.

Optional weight stor-
age, up to eight positions, can
also be added to the Olympic
benches to make changing plates
more convenient.

Free Weight Benches
and Storage

Ninc products com-
prise the Free Weight family, in-
cluding four fixed benches: the
30- degree Incline Bench, 55-de-
gree Incline Bench, Seated Util-
ity Bench and Flat Bench. These
free weight benches are designed
at fixed angles to provide opti-
mal stability and positioning
when training at high resistance
levels. They also utilize angled
dual back pads to provide maxi-
mum lumbar support. The other
members of the Free Weight fam-
ily are the Seated Arm Curl,

Standing Arm Curl, Weight Tree,
Single-Tier Dumbbell Rack and
Double-Tier Dumbbell Rack.

Body Weifkf Products
Round Out Initial Offering

The Body Weight family
rounds out the initial offering of
Hammer Strength benches and racks.
The five products in this group, the
Abdominal Board, Leg Raise, Ab-
dominal Workstation, Chin/Dip and
Chin/Dip/Leg Raise, all utilize the
exerciser’s weight as the form of re-
sistance.

Pricing and Availability

Ihe new Hammer

Strength benches and racks have list
prices ranging from $199 to $949 and
come in a variety of frame and uphol-
stery colors. They will be available
through Life Fitness sales representa-
tives and Life Fitness authorized deal-
ers in early May. For more informa-
tion, contact the Life Fitness commer-
cial sales department at 800-634-8637.

.JHRSA
Awards

continued from page 17

that they have control over their
own bodies, “Knowing they have
this control is important to cancer
patients,” said Ms. Main, who cre-
ated the program a year after she
was diagnosed with breast cancer.
“Often, they feel that they have lost
that control to disease, doctors, and
treatment.”

Participants receive a
complimentary club membership.
Though classes are held twice a
week, students are encouraged to
use the facility as often as they like.
SBAC offers 10 to 12 sessions per
year, for 10 to 15 people each, and
there are virtually no restrictions on
participation. Patients have ranged
in age from 23 to 72, and suffered
from a variety of cancers, includ-
ing breast cancer, prostate cancer
and leukemia.

“About 50 percent are re-
ferred by their doctor or other
medical professional,” noted Ms.
Main, “and the remaining 50 per-
cent come lo us through word of
mouth.”

“The Santa Barbara Ath-
letic Club has provided a valuable
service to area cancer patients,”
said John McCarthy, Executive

Director of IHRSA. “The model
that Julie Main has developed can
be adapted by other clubs, extend-
ing the opportunity to regain con-
trol of their lives to thousands of
cancer patients.”

IHRSA Honors Clubs
Fo,i Legislative

Four Club Owners
To Receive
President’s Award

IHRSA honored four of
its members for the leadership role
they played in lobbying for state
legislation that is favorable to the
health club industry. Annbeth
Eschbach of Club Sports Interna-
tional and IHRSA's current Presi-
dent, presented the ITHRSA
President’s Awards at the
Association’s 18th Annual Con-
vention. The following were the
recipients:

*Mark Harrington of the
Healthworks Fitness Centers for
Women in Massachusetts;

*John Gebhard of Lake
Country Racquet Club in
Hartland, Wisconsin;

*Ray O’Connor of the
Wisconsin Athletic Club in
Waukesha, Wisconsin;

*David Cohan of the
Sport Club in Woodlyn, Pennsyl-
vania.'

Mr. Harrington led the

charge to have legislation passed
in Massachusetts that guarantees
the right of women-only health
clubs to exist in the state. Gov.
Paul Cellucci signed the bill into
law in February, 1998. The issue
was brought to the forefront
when James Foster, a Boston at-
torney, successfully sued
Healthworks for refusing to ad-
mit him. A Massachusetts Supe-
rior Court ruled that the club vio-
lated the State’s public
accomodations law and ordered
the club to make renovations
within three months to accom-
modate men. Mr. Foster’s law-
suit prompted Mr. Harrington to
gather support from IHRSA,
other club owners and sympa-
thetic lawmakers to draft the leg-
islation and push for passage.
“This victory was im-
portant not only to Massachu-
setts women-only clubs and their
40,000 members, but to women-
only health clubs throughout the
nation,” said Jay Ablondi, Assis-
tant Director of Government Re-
lations for IHRSA. “This is a
precedent for other states that
might consider such legislation.”
Mr. Gebhard and Mr.
O’Connor rallied local clubs
around a bill that would elimi-
nate Wisconsin's state property
tax exemption for hospital-based
fitness facilities. Support for the
bill was overwhelming. The

measure passed
by a vote of 32-
0 in the Senate
and 92-2 in the
House of Rep-
resentatives.
Last April, Gov.
Tommy Th-
ompson signed
the bill into law,

“Wis-
consin lawmak-
ers recognized
that the services
offered at hos-
pital-based fit-
ness centers are
the same as
those offered at
many commer-
cial health
clubs. This law
is an important

(Left) John Gebhard & Ray O'Connor

step towards leveling the playing
field for taxpaying clubs which
have to compete with tax-exempt
hospital-based fitness centers,”
Mr. Ablondi said.

Mr. Cohan, who is
Chairman of the Public Policy
Committee of IHRSA’s Board of
Directors, led Pennsylvania clubs
to victory in getting unfair com-
petition legislation passed. Last
November, Gov. Tom Ridge
signed into law a bill that defines
a “purely public charity” for the
purpose of granting tax exemp-
tion. The law is significant be-

cause it contains a provision stating
that a purely public charity should
not use its tax-exempt status to com-
pete unfairly with small businesses,
and it gives business owners a cause
of action to address a tax-exempt
competitor, according to Mr.
Ablondi.

“Passage of this bill has
spurred clubs in other states to lobby
for similar legislation,”- Mr. Ablondi
said, noting that the Texas and Mon-
tana legislatures are now consider-
ing unfair competition bills.
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SPENCER SEMINAR HELPS CLUBS
MAXIMIZE GROUP FITNESS SUCCESS

Cathy Spencer and Casey
Conrad Teach Clubs How To Keep
Group Fitness Classes Full, Entertain

Members and Maximize Sales.

SeminarsAre Slated for 7 Metro Cities

Al.l.nnln, GA.- April 16,

1999- Health clubs around the coun-
try can easily learn how to turn lack-

luster, often declining group exercise
programs into hot ticket, growing

profit centers. All it takes is learn-

ing how to make the group fitness

experience exciting and a focal des-
tination point, says Cathy Spencer in
her new must-attend seminar “ 5

Steps to Take Control of Your Group

Fitness Program” scheduled for cit-

ies across the nation beginning this

month.

The Tm;kable Life Span

Spenocr is a noted Aus-

tralian fitness expert, aerobics spe-
cialist and one of only five Interna-
tional Master Trainers for Les Mills
International in New Zealand. She
warns that group aerobics programs
have trackable life spans that cycle

into ‘death knells’ and lost dollars if

not managed professionally.

She cites a 25% decline in
£roup exercise programs across the
board when club management
doesn’t get involved in effective
programs and solid marketing pack-
ages. Group programs can die when
members ‘check-out’ because they
lose interest in programs that are too
complex or too demanding.

Fun, Simple,
Challengi ngamf
Results Orented

(13
Grnup programs

must be fun, simple to do, and still
be challenging and results-ori-
ented,” says Spencer.

“There’s substantial capi-
tal invested in a club’s group fitness
area, but management must figure
out how to keep classes full. They
let the area become dead floor space
that doesn’t pay for itself. Either a
club owner/manager learns to uti-
lize this vital area and make it a
profit center, or purchase additional
cardio equipment to occupy the
floor space and satisfy member de-
mand,” she claims.

Conrad Joins Seminar

Spl:noer is joined in the

seminar series by Casey Conrad,
health and fitness strategist known
for her “Sales Talk™ series of pro-
grams and tapes on fitness center
marketing techniques. Spencer and
Conrad are taking the seminar se-
ries on the road to seven metropoli-
tan cities beginning May 20-21 in
Miami. The “Five Steps to Con-
trolling Your Group Fitness Pro-
gram” seminar first previewed at
the Dedham Racquet club in
Dedham, MA. Last December,
where 34 attendees hailed it as an
‘essential for optimizing club group
fitness operations. Additional dates
include: LA-, July 8/9/10; Seattle,
July 16/17 and Dallas, September
16/17. Detroit and Philadelphia re-
main to be scheduled.

Five Proven
Suggestions for Group
iness Success

The two-hour seminar
covers five major areas and offers
proven suggestions for 1) improved
attendance, 2) more effective use
of group facilities, 3) new programs
designed to keep the group area full
around the clock and 4) programs
designed to encourage group par-
ticipants to take advantage of other

100 WAYS TO BEAT TAX-
EXEMPT COMPETITORS

IHRSA's CAPITOL REPORT

IHRSA'S newest publi-
cation, “Winning the War: 100
Ways To Beat Tax-Exempt Com-
petitors,” written by John
McCarthy, is an inspirational look
at how (and why) commercial
health clubs will eventually prevail
over their tax-exempt competitors.

This 25-page document is
one of several products IHRSA will
develop this year to help taxpaying
facilities increase their market share
from the current 66% of all health
club consumers to 80% by the year
2010.,“100 Ways” is available to
IHRSA members at no charge
through the government relations
section of www.ihrsa.org or by call-
ing (800) 228-4772,

Here are four of
McCarthy’s “100 Ways To Beat
Tax-Exempt Competitors.”

#1. Never Say Never: The
Story of Federal Express. Fred
Smith took on the Post Office —
and won. Smith is the founder and
chairman of Federal Express, a $9
billion business. The feds did ev-
erything they could — legal and il-
legal — to knock him off. To this
day, they still won’t let him use the

mailboxes that we, the public, pay
for. But he totaled them — by be-
ing faster, smarter, and more ser-
vice-oriented. No matter what
their advantages, tax-exempts can
and will be beaten.

#28. Occupying Space:
The Entrepreneurial Imperative. In
America, in the 19th century, part
of the national strategy for expan-
sion was to “occupy every inch of
available territory.” So, also, in the
war between taxpaying and tax-
exempt fitness facilities. In the
mid-60's, the Y probably “owned”
70% to 80% of the fitness market.
Today, they 're down to about 20%.
Maybe lower. And every year,
we'll chip away another percent-
age or two. Not because the Y’s
are not doing well — they’re as
avaricious as ever. Bul because
we're occupying more lerritory
than they are.

Twenty-five years ago,
there might have been 1,000 health
clubs in the U.S. Today, there are
14,000. Ten years ago, there were
2,200 Y's. Today, there are 2,200
Y’s. It's a question of who's occu-
pying the territory. Don’t leave
markets open for tax-exempts to
develop. Get there first. Preempt
their growth opportunities.

#51. The Fast Eat the
Slow. In New York City, the Y was
once a power; the entire fitness
story. Today, though, the Y is mar-
ginal. Why? Because the big eat
the small and the fast eat the slow.
Once, the Y was big, but slow. The
Y, today, in New York City, has
begun a death spiral. It has less
and less market share; their facili-
ties are aging; they are tired and
beginning to crumble. They still
have a pulse, but with the excep-
tion of one or two locations, it
grows fainter every year. Mean-
while, as the Y continues its de-
scent, the private sector — exem-
plified by Mark Smith’s New York
Sports Clubs — is thriving as
never before.

#74. Fitness For All: The
Debased Logic of Tax-Exemption.
Healthy adults are not permitted
to deduct fitness club dues as
qualifying health expenses for tax
purposes. Yet tax-exempt fitness
facilities serving those same
healthy adults want to be exempt
from taxes because they are con-
tributing to health promotion and
disease prevention. Taxpaying
clubs are contributing to health
promotion and disease prevention
as well.

programs available at most qual-
ity fitness centers. Conrad will
provide the fifth component - how
to increase sales skills and tech-
niques.

Spencer Tape
InteevelewAmﬁable

Pcop!c unable to at-
tend the seminars but eager to find
out what Spencer has to share can
get the information on audio tape.
Conrad has prepared a probing
and informative audio interview
with Spencer describing her se-
crets for exceptional group exer-
cise programming. The cassette
is available for $9.95 with a
money back guarantee.

“The tape is a logical ex-
pansion of my Sales Talk series,”
Conrad explains. “Cathy has valu-
able information to share about the
dynamics of group exercise pro-
grams, how 1o sell them and make
them work, the reality of the group
floor space in a club and the ways
to maximize the profitability of
that space. People who hear the
tape may attend the seminar when
it reaches their area, or they may
give us a call to find out more

about the series,” Conrad adds.
Spencer and BodyPUMP

Spcnccr is a staunch advo-
cate of systematic programming and
is the National Training Director for
The STEP Company’s BodyPUMP
group fitness program. Originated in
1990 in New Zealand by Les Mills
International, BodyPUMP includes all
of the 5'steps in the audio tape so clubs
may experience the impact of profit-
able group fitness programming in a
turn-key package. BodyPUMP is a
progressively designed and choreo-
graphed routine that combines moti-
vating music with strength training in
a fun class that delivers results. The
good news is that BodyPUMP pro-
vides an exercise regime for both the
conditioned athlete and the new exer-
ciser in a friendly, enjoyable, non-
competitive group setting that makes
men and women equally comfortable,

To find out more about the
Cathy Spencer “5 Steps to Take Con-
trol of Your Group Fitness Program”
seminar, call 1-800-729- 7837 (SAY-
STEP) today, or visit www.body
pump.com and check out the ‘semi-

nars' page.

Norm Catan’
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FREE SEMINAR

ON MAXIMIZING GROUP FITNESS

'I'AKE 'I'HE GROUP FI'I'NESS 'I'ES'I'

If you answer yes to any of these questions, you may benefit from one of our FREE
“MAXIMIZING GROUP FITNESS” SEMINARS*

JHave you needed fo buy more cardiovascular equipment in the last five years to service your
members?

JHave you experienced a decline in your group fitness area?
Do you get limited guest referrals from your group fitness programs?

CWould you be reluctant to let a prospect take any class on your group fitness schedule to
determine whether or not to join?

-IDo you think you are overpaying instructors yet they think they are being underpaid?

[IWould your group fitness program suffer if your top instructor was hired away by the competition?

To find out when a FREE “MAXIMIZING GROUP FITNESS” SEMINAR is coming fo a city near
you, call The STEP Company today at 800.SAY.STEP or 770.424.8161 X427

*AS SEEN AT THE IHRSA ATHLETIC BUSINESS CONFERENCE
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MAXICAM

Musdle Dynamics

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

(800) 544-2944

20100 Hamilton Avenue * Torrance, California 90502 » (310) 323-9055 » Fax (310) 323-7608




