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The Talk of
IHRSA.

(Again.)

See It for Yourself by Calling 1.877.363.8449.

When it Comes to Stealing the
Show, Once Is Never Enough.
At the 2000 show, Ground Zero started a revolution with the

Free Motion System, an engineering marvel that makes true
functional training possible, practical and simple. This year at
IHRSA, the industry witnessed The Evolution of the Revolution—
the next wave of big things from the rock solid industry innovator,
including:

Group Free Motion-A trend-setting group workout that
takes FUNctional training to the next dimension.
NordicTrack Cardiovascular-Rugged, reliable
cardio products that take your breath away with
innovative design and technology, including
interchangeable consoles with cable TV and
iFit.com (the patented, interactive Internet
system you've got to see to believe).
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Ground Zero's Ro
A Prolific Fitness Entrepreneur

By Norm Cates, Jr.

In the history of the
health club business there have
been three inventions that have
shaped the industry more than any
other. The first was when the first
barbell was invented. Then, in the
1970s, Arthur Jones brought us
Nautilus. Not long after that, Ray
Wilson and Augie Nieto brought

us the LifeCycle and the world of
health and fitness has not been the
same since. Those three innova-
tions caused the development of
a major worldwide industry, the
fitness equipment industry. Since
the LifeCycle arrived, Nick Or-
lando brought us the StairMaster,
Rich Boggs and Ray Irwin
brought us The STEP and then
came the elliptical machines. All
of these innovations have been
followed by a wave of new prod-

ucts and companies. But, there
has not been a new, earth-shak-
ing, truly innovative strength ma-
chine product to come along
since Nautilus, until Ground Zero
Free Motion™ arrived.

It is the opinion of this
writer that Ground Zero Free
Motion ™ equipment will one
day hold a place in health and fit-
ness industry history as a prod-
uct that triggered a whole new
wave. That wave is Free Motion.

0y Simonson

Free Motion is a fun workout. And,
as Ground Zero Founder and Free
Motion inventor, Roy Simonson
said in this interview, “Life is too
short not to enjoy yourself. Make
your gym a positive, fun experience.
Your members will get results. They
will come back.”

If you are in the health,
racquet and sportsclub business you
very likely have heard about
Ground Zero Design Free Motion
equipment. What you may not

know is that Ground Zero was cre-
ated by Roy Simonson, one of the
most prolific fitness business en-
trepreneurs in history.

Ground Zero
Mission Statement

Roy Simonson shared
the Mission of Ground Zero when
he said, “We’re 'leading with in-
novation.' Everything we do is just

(See Simonson paﬂ

ClubCom and Cardio Theater Purchase
E-Zone Assets & Installation Base

PITTSBURGH &AT-
LANTA - On May 7, 2001,
ClubCom and Cardio Theater suc-
cessfully completed the acquisi-
tion of all the assets of the bank-
ruptcy estate of E-Zone Networks,

Inc. The purchase includes the
installation base of nearly 400
health clubs together with all in-
ventories, intellectual properties
and programming content needed
to service and operate the E-Zone
installed facilities.

ClubCom is a leading
provider of private television net-
works for place-based communi-
ties with an emphasis on com-
mercial health clubs. Its net-
works include some of the
nation’s Ia:Eeil private television

networks including the Gold’s Gym
Broadcasting Network. It is finan-
cially backed by some of the world’s
leading institutional funds, includ-
ing Draper Triangle, an affiliate of
Draper Fisher Jurvetson, and
Residentie Investments BV, part of

the Achmea Group of the Nether-
lands.
“The integration of the
E-Zone installation base further
facilitates our quest for a standard-
ized bmadcastmg Eatform for the
Zone page 22)

Fid Williams Named President
And CEO Of Wellbridge

Founder and 20 Year Fitness Industry Veteran Brings Experience and Expertise to National Athletic Club Operator

DENVER, Colo.,-
Starmark Holdings, Inc. has an-
nounced the appointment of Ed
Williams to the position of Presi-
dent and Chief Executive Officer
of Denver-based Wellbridge, the
nation’s 4th largest athletic club
company.

Williams co-founded the
company originally named Club
Sports International, in 1982, In
January, 2000, the company was
renamed Wellbridge to reflect its
commitment to lifelong fitness and

Markeun Matmew Sle\rcns. a.nd

wellness. Williams' most recently
served as Senior Vice President of
Mergers and Acquisitions, where he
focused on the successful growth of
the company.

“1, along with the mem-
bers of the Wellbridge Executive
Team, look forward to helping
‘Wellbridge continue the growth
we have achieved during the past
five years,” says Williams. Mem-
bers of the Executive Team in-
clude Chief Operating Officer Art
Curtis, Vice President of Sales and

Chief Financial Officer Tracey
Dunlap.

“Our company is in a
growth mode,” says Williams.
“We recently broke ground on a
$10 million, 40,000 square foot
club in the Denver Technology
Center and recently embarked on
a $3 million expansion at our
Colorado Athletic Club in
Inverness, Colorado.” Other de-
velopments include two new cor-
porate fitness centers for the in-
ternationally acclaimed invest-
ment banking firm, Deutsche

Bank, in New York City; manage-
ment of a new spa property in Ha-
waii in May; and a five-star Penin-
sula Spa in Chicago this summer.
“This opportunity will al-
low me to help Wellbridge achieve
its overall objectives,” says Will-
iams, “including shifting focus from
a centralized business model to a
regional approach that provides our
key properties and club chains the
support they need to tailor their of-
ferings to the specific needs of their
members. We believe this approach
strengthens our position in each sub-

market and allows us to be incred-
ibly responsive to what our mem-
bers want throughout the country.”

Wellbridge, with more
than 45 upscale athletic clubs,
flagship clubs and spas across the
country, is a fitness industry leader
known for its innovative program-
ming and proprietary products.
Formerly Club Sports Interna-
tional, Wellbridge is headquar-
tered in Denver, Colorado. For
more information, visit www.well
bridge.com or call 303-866-0800.

% By Norm Cates, Jr.

Just a few mouths

ago, Busy Body Fitness President,
James A. Miller, announced that the
company was eliminating its Com-
mercial Products Division. On May
2, 2001, Busy Body filed Chapter

Busy Body Bankrupt!

11 Bankruptey in the United States
Bankruptcy Court of the Southern
District of Texas, in Houston. An
examination of the list of the Top'

(See Busy Body page 9)
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- NORM’S NOTES -

SPRING to
you alll This May edition will
reach you in the middle of Spring,
the most enjoyable time of the year
in my book. But, in the club busi-
ness, Spring means only one thing
to some of you! Time to batten
down the hatches and get ready for
the Summer! Well, I disagree if
that is your approach to the busi-
ness and included in this edition,
I've brought you a number of great
articles that will boost your busi-
ness. In fact, lets just throw a
“Little REVIVAL” right here and
now. We have “BROTHER"
CURT BEUSMAN’s 10 Com-
mandments Of Recreation Mar-
keting for you. Brother Beusman
is absolutely one of the brightest
minds in the history of the club in-
dustry and he shared once again
with us at the IHRSA Founder’s
Dinner, his 10 Commandments.
Plus, he added two more. Check
out page #16. Also, on page #23
we offer PAULGOLDNER'S Ten
Commandments of Prospecting. To
round those two great educational
pieces out, we have more from
RAY GORDON, the President of
SALES MAKERS and (IHRSA’s
Associate Member of the Year for
2001) and SANDY COFFMAN,
programming guru. These two in-
dustry veterans will give you more
ammo for the Summer. Plus, we
have an awful lot of industry news
as well as some excellent education
content on this issue from COLIN
MILNER, President of IDEA
Health and Fitness, MIKE
CONNOR, President of Optimal
Fitness and CARRIE MORROW.
So, STAY TUNED and READ ON!

And, enjoy your Spring!

*SCOTT WATTERSON
and GARY STEVENSON, the
Founders of the giant ICON
Health and Fitness, Inc,, have
made one very smart acquisition.
By acquiring ROY SIMONSON’s
and JEFF LEESON's Ground
Zero Design Company, ICON
Health and Fitness has, in one fell
swoop, positioned itself for years
to come to compete quickly and ag-
gressively in the commercial sec-

tor of the fitness equipment in-
dustry. I hope you enjoy reading
our Cover Story about Ground
Zero and Roy Simonson!

*It is great to see that
Club.Com’s TOM LAP-
CEVIC and Cardio-Theater’s
TONY deLEEDE have teamed
their two companies up to save
the E-Zone Network from ruin.
This is one of the most impor-
tant situations to come down the
pike for some time and it is en-
couraging to see these guys step
up to the plate like this. I urge
everybody in the industry to sup-
port their efforts by checking out
their new program and giving it
consideration. Tom has promised
an interview with details of what
is going on for our upcoming
June edition. DeLeede, the “Fa-
ther of Exercise Entertain-
ment”, has done a wonderful job
for the industry with his Cardio-
Theaterthat is now in over 6,000
worlwide locations and com-
bined, | believe these two will
make it work. And, it certainly
won't hurt to have one of the
brighest club operators in the
world as their biggest customer
and a close ally, MARK
SMITH, CEO of New York-
based, Town Sports Interna-
tional! Good luck to you all
guys. We're pulling for you!

*Speaking of leaders,
AUGIE NIETO, fitness indus-
try legend and the Founder of
Life Fitness, has announced that
he has joined the Stamford,
Connecticutt-based North
Castle Partners as a member of
their Operating Advisory
Board. Augie has joined some
serious high-rollers. North
Castle Partners is the same
company that just a few months
ago acquired 10 New York area
Equinox clubs for a figure re-
ported to be in excess of $175
million!

*Life Fitness has re-
cently received kudos from
Brunswick Chairman and
CEO, GEORGE BUCKLEY,
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who commented, “Life Fitness sales
rose in the 1st Quarter of 2001 with
significant contributions from our
international division and consumer
products.” Life Fitness also an-
nounced that its parent company had
acquired the 60-location Omni Fit-
ness, a retail fitness equipment chain
of stores located throughout the
company.

*In Seattle, KEVIN L.
LAWRENCE and Health Mainte-
nance Centers, Inc. have received a
SUMMARY ORDER TO CEASE
AND DESIST because of their viola-
tions of the Securities Act of Washing-
ton. Kevin Lawrence is the President of
Znetix and according to a recent report
on MSNBC, recently raised $9 million
from 1,100 investors in 25 states. More
on this story next month.

*Speaking of retail fitness
equipment chains, how about Busy
Body Fitness filing for Bankruptey?
As far as | am concerned, we are
hearing the BR word way to much
and | am not excited about that in
the least. But, I've seen the old eco-
nomic axiom at work in America all
my life and I'll bet that axiom is in
play in the Busy Body case. The
Economic Axiom? “Excess profits
breeds ruinous competition!”
Speaking of which, check out The
CLUB INSIDER News WorldView
this month on page #26. We have a
very interesting interview from
FRED TUROK, the Founder and
Chairman of LA Fitness in the
United Kingdom. I've made some
comments in that article that relate
to this Economic Axiom.

*ANDREW SCHALLER
is the President and owner of Palm
Beach Financial Exchange, Inc.
and a veteran in the world of EFT
(Electronic Funds Collections).
Schaller has sent me a letter respond-
ing to last’s month’s interviews with
BRIAN HOMAN of Tools Man-
agement, Inc. and FRANK
ANDERSON, President of Com-
puter Outfitters. His letter appears
on page #5 and objects to several
points made in the quotes | pub-
lished. Also, check out Schaller’s
Palm Beach Financial ad on page
#25 for details of how his company
does business. There are a lot of ex-
cellent companies in this area of our
industry such as: CheckFree Health
and Fitness Division of the giant
CheckFree Corporation (email
dmitchell@checkfree.com), Affili-
ated Acceptance Corporation,
(See ad on page #25) and Alphelion
Software, Inc., and it is a shame that
Homan got himself and his custom-
ers in such a mess.

*Terrific IHRSA Presi-
dent, JOE CIRULLI, never rests!
About five years ago, he opened a
new building in Gainesville, Florida
to move his 22+ year old club (at that
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time) to. He had been in business
in the land of the Florida Gators
in a shopping center and his new
facility was absolutely awesome.
I'll never forget his Grand Open-
ing Night. It was raining cats and
dogs as I arrived for the event and
there were cars lined up for a mile
in both direction entering the park-
ing lot of the club. When I went
in, I was excited to see one of the
nicest places you could ever imag-
ine. And, the paint had hardly
dried on his new club when Joe
announced that he was going to
expand! His GHFC is now
60,000+ square-feet and hardly 5-
years old, but 1 just received a
memo from Joe that he “will be-
gin a renovation to the club. The
existing open courtyard area will
be enclosed and the lobby will be
expanded, adding a juice bar,
lounge area, televisions and Internet
kiosks!" Joe says, “We strive to im-
prove the clubs by reinvesting in
them and adding new features.
Members will now have more room
and more opportunities for network-
ing.” The renovation will be com-
pleted by the end of the year.

*And, speaking of reno-
vations, my sources tell me that
the already fabulous HOUSTO-
NIAN, Club, Hotel and Spa is
getting a, and get this, $70 million
renovation! That is amazing and
terrific testimony to the manage-
ment skill and leadership of HERB
LIPSMAN, the GM there and
former IHRSA Board Member.

*l am mad as hell and I'm
not going to take it anymore! The
truth is, if 1 were a club owner/
operator in the United States to-
day, [ would be absolutely LIVID
with the news from an article pub-
lished in Athletic Business Maga-
zine (page 55) this month! (May
2001 edition) Thanks to
RAYMOND LONG, the 33-year
veteran of the Florida health club
scene and owner of Personal Best
Fitness, in Deland, Florida, for
contacting me about this. I re-
ceived my issue of Athletic Busi-
ness in the mail the day after
Raymond called. He called me to
tell me about this article entitled:
DOWNSIZE THIS! In this ar-
ticle, the author, GEORGE
BABISH, the Vice President of
strategic development and
‘imagineering’, at the YMCA of
Metro Chicago, tells readers
about how the YMCA of the USA
is now building small shopping
center satellite YMCAs of 10-
12,000 square-feet in size. He says
they are costing just "$800 to
$900,000" including renovation
costs of “$40,000 to $50,000 per
square foot” per location. (I am
sure that was a typo and he meant
$40 to $50 per square foot!),
equipment of $300,000 and *soft-
costs’ of up to $150,000 per loca-
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tion. Enough is a damn nuff! If this
is not stopped, there are many of you
out there that may just have to goon
out and get a new job and forget
about your club. This is the most
outrageous development in the his-
tory of our industy. Bar none. For
the YMCA of the USA to continue
to fool the American public by con-
tinuing to claim that they are a
“Charitable Organization” and are
NOT IN THE HEALTH CLUB
BUSINESS, is an affront and insult
to the intelligence of everybody in
our commercial club industry and
especially to every citizen in
America! Here is what | propose. |
want to call a meeting right here in
Atlanta, Georgia, where we that are
concerned about this Tax-Free bull
that is happening will map out a
battle plan to accelerate this slow
moving war against the YMCA. If you
are with me on this, just send me an e-
maillo “clubi 2

. I'will also create a YMCA file
for lhis article and I will email it to
anyone that responds to me. Or, you
can contact Athletic Business
Magazine and request a copy of the
May edition. Single copy cost is $8
and may be obtained by calling
ABM at: (920) 563-1761. We need
to go PUBLIC by creating a seri-
ous battle plan to STOP THE
YMCA OF THE USA FROM
THE CONTINUATION of their
tax-free invasion on the commercial
health club industry. We need to
mount old fashioned street protests
that involve club owners and opera-
tors marching and holding signs on
sticks and raising all grades of hell
until the local TV News, CNN and
every damn body else with a cam-
era, a reporter’s badge or anyone else
that can tell the truth about this story
gives this FRAUD appropriate cov-
erage. If you are concerned after
getting a copy of this article and
reading it, then DO SOMETHING!
If you make your living in the health
club business and you don’t take
action now, there is no telling where
this YMCA invasion is going to hit
again and again. YOUR club could
be the next one impacted by the tax
free YMCA of the USA! Please be
in touch with me about this very im-
portant issue!

*Once again, the New York

Post has lit into Bally Total Fitness
with a negative article entitled:
“COMPLAINTS vs, BALLY ARE
PILING UP in their April 23, 2001
edition. My assessment of the Post’s
series of 5 articles attacking Bally
right after the New Year, Jan. 2,3,4
and 5th, was that they were princi-
pally rehashing old news that gen-
erally had happened before LEE
HILLMAN had taken over the lead-
ership in the company in October,
1996. So, I decided to do a little in-
vestigation on my own when |
learned of this latest attack. 1 con-
tacted the New York Attorney Gen-
(See Norm's Notes page 5)
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Norm's Notes

continued from page 4

eral ELIOT SPITZER’s office to
learn the truth. And, the TRUTH
is very revealing. According to
N.Y. Attorney General Spokes-
man, BRAD MAIONE, the
N.Y.Attorney General had re-
ceived 81 complaints on Bally in
1998, 49 complaints in 1999 and
32 complaints in 2000! I mean, we
are talking about the entire State
of New York that has 39 Bally To-
tal Fitness clubs! How can the
New York Post justify describing
32 complaints in 39 locations as
NUMEROUS? This article was an
amazing abuse of the truth and
nothing more than a continuation
of the BS the New York Post pub-
lished in early January. There is
something else going on here with
this vendetta and I want to get to
the bottom of it. Just in case you
wonder, bad press like this hurts
ALL OF US in the industry, no
matter whether it is true or not. So,
if it is being done due to a grudge
someone at the New York Post has
against former Bally Chairman,
the late ARTHUR GOLDBERG,
then that story really needs to be
told. STAY TUNED.

*BRANDON IVEY isa
Senior student/athlete at Klein
High School in Houston, Texas.
He is also the son of Alphelion’s
Software’s, RANDY IVEY, who
told me about his son in a recent
phone conversation. Brandon is an
amazing young man who has the
disease, Spina Bifida, a terrible
crippling disease that debilitates
the spine and forces him to use a
walker to get around. But, Bran-
don has not let this awful disease
stop him! 3 years ago, Brandon

Coach MATT STOEBERL’S of-
fice and told him he wanted to go
out for wrestling. He has done
amazing things just to be involved
in that sport. He does his required
running using his walker loaded
with extra weight. He lifts weights.
He runs the stands, just like his
teammates. In one of his matches,
he pinned his opponent in just 58
seconds! Brandon was on Hous-
ton TV ABC Channel 13, in a heart
rendering report done by news-
man, BOB ALLEN, not long ago.
In that interview, Brandon was
quoted as saying, “Anyone can do
whatever they want if they want
it bad enough!” His Coach, who
Brandon says is one of his best
friends, says, “He was very confi-
dent. He said I am going to do this.
Sometimes when you are a Coach,
you learn from your kids. I'm a
better person now.” Next Fall,
Brandon is going to Abilene
Christian College to study the
Ministry. Here is what I want to
ask all of you to do. Take a mo-
ment to mail your business card
with a NOTE written on the back
to Brandon saying, BRANDON
KEEP UP THE GOOD WORK!
Send it care of his Dad, Randy
Ivey, at Alphelion, Inc. 100 Nasa
Rd. #1, # 606, Houston, Texas,
77058. 1 am sure Brandon will
appreciate hearing from all of us.

*The folks down in Texas
at THRSA are working hard to get
the State Sales Tax on health club
memberships repealed and recently
succeeded in reaching one of their
goals: to have a hearing with the State
Legislatures in Austin. THRSA Board
Members and leaders, MIKE
MINTON, LORI HORVATH and
DAVE CARDONE, recently testified
to the Texas Ways and Means Com-
mittee to argue why the tax is un-
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they do not expect to get results
this legislative year, they are on
their way. Good luck folks.

*BONNIE PATRICK
MATTALIAN, was honored by
ine a few
years back and is a really special
person. She sent me great news
about a new club she is the
Project Manager for The new
Fitness Company facility is
38,000 sq.ft. and is called:
FitCare LifeCenter and will be
the centerpiece of the Health
and Wellness Center of the
Doylestown, PA. Hospital.
Bonnie says the pre-opening mem-
bership sale is going great! Good
luck Bonnie. The Fitness Com-
pany is really lucky to have a per-
son of your caliber running that
show!

*Speaking of Club In-
dustry, don't forget to go to the
Club Industry East Show at the
Jacob K. Javits Center in New
York, June 18, 19 and 20. For in-
formation call: (800) 927-5000.

*BRIAN COOK, the
CEO of Direct Focus, Inc., the
owners of Nautilus and

BowFlex, continues to kick butt
with sales up 58% in the 1st quar-
ter and net income up 65% from
$8.9 million to $14.7.

*FitnessMX.com, the
company that industry leader and
champion, MITCH WALD, has
hung his hat with, just announced
an alliance with Staples Business
Advantage, Inc. This is a continu-
ation of one of the few companies
in the DOT.COM World that has
prospered in the club industry.

*Recently released infor-
mation confirmed that products
containing the drug EPHEDRA
can kill. The supplement that the
woman at the Crunch Club was
allegedly taking when she died un-
expectedly in New York City con-
tained EPHEDRA, according to
sources.

*Why don’t we all write
a letter to President GEORGE W.
BUSH to urge the selection of
DR. KENNETH COOPER of
the Cooper Clinic in Dallas,
Texas, as our next Surgeon Gen-
cral? DR. SATCHER leaves the
position next February, 2002.

*I've learned that the
FIBO Trade Show this year in
Germany was again, a monster.
Over 50 metal companies and 50
cardio companies showed their
wares. Talk about competition!

*JOHN AGLIALORO,
Cybex Chairman and acting CEO,
has reported net income of $329,000
on sales of $23.4 million. This is
good because John inherited a can of
worms and has stepped in to tighten
credit terms, reduce administrative
costs and streamline operations. |
wish John and his Cybex folks the
best as they work things out.

*Gold’s Gym Interna-
tional, working with the Fitness
Venture Group and Bob O’Leary
Sports Science (BOSS) will
launch a website Pro Shop with
more than 700 products from lead-
ing brands such as Met-Rx, Twin
Labs, AST Sports Science,
Labrada and CHf Bar. The new
pro-shop can be reached through
the company’s official website;
www.GoldsGym.com

*See World View on page
24. And, STAY TUNED!
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I cannot imagine a situation where PBFE would ever test a software
program using real account information belonging to a club There
is absolutely no way tests would be performed with information
belonging to a club for whom we do not provide billing services.

PBFE does not use IC Verify software. All software used for billing
is produced in-house and is time tested and results proven.
Whenever tests for software modifications are required, PBFE uses
"test card" numbers with "test merchant" numbers. Processing one
company’'s credit card transactions under another company’s merchant
number would be a direct vicolation of credit card processing rules.
This type of offense could be grounds for being "black listed® and
denied the privilege of credit card processing for lifa.

The most troubling quote in the article, in my opinion is, "We
could have done that. It is just one of those things that on a
computer test, you could do that. It could happen.® I don't feel
that using club members real banking information for a test and
jecpardizing the club owner’'s livelihood is *...just one of those
things."®

When a test is being performed,
if not eliminate, the risk of

Mistakes can and will happen.
there is a responsibility to limict,
injury to innccent parties. What standards do other businesses
seem to find acceptable? That is one gquestion I would ask of
anyone handling my financial future.

Sincerely;

Andrew F. Schaller
President

www.pbfe.com
Tel 561.746.0777 + Fax 561.746.0705
1080 East Indiantown Road, Saite 205, Jupiter, F1 33477
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THE BEST JUST GOT BETTER!

SAN DIEGO, CALIF.
— Faust Management Corporation,
Club Performance Network, and
MentorU.com has announced the
formation of a new joint venture
company designed to offer clubs a
comprehensive training system and
new set of tools for improving the
performance of their people and
their businesses. “We’ve just com-
bined the two best club training
programs available,” announced
Dr. Gerry Faust, the new
company’s chairman.

“There is no more ad-
vanced, more practical, nor more
value-added training system avail-
able in any industry” according to
Faust. The program is available
now from the new Club Perfor-
mance Network. Bob Chaiken, a

co-founder of Club Performance
Network adds, “Both of our origi-
nal programs [the original Club
Performance Network and the
Club Excellence Program from
MentorU and Faust Management
Corp.] had a great deal to offer to
any club, but the new combined
organization capitalizes on the
strengths of both programs and
three strong teams to offer one
tremendous resource to the club
owner who wants to really raise
the bar.”

The new “Club Perfor-
mance Program” product offers
over 75 courses organized into
learning tracks for Club Owners,
Club Managers, Department
Heads/Supervisors, Sales and
Front Line personnel. The blue
ribbon faculty includes Brian

Tracy, Tony Alessandra, Rick
Barrera, Patricia Fripp as well as
industry notables Brenda Abdilla,
Sandy Coffman, Rick Caro, and
company co-founders Bob and
Mary Jo Chaiken, Janet Lossick,
Kelly Herrin and Gerry and Steve
Faust, The company has an am-
bitious production schedule and
plans to double its course offer-
ing over the next 12 months.
The Club Performance
Program makes the best ideas and
the best trainers available to your
team 24 hours a day, seven days
a week, at home or in the club.
Now club owners can truly make
their clubs learning organizations
while reducing training costs.
New employees can be trained in
their first hours on the job or even
before they report for work.
The Club Performance
Program can be accessed via a
stand-alone or Internet-connected
kiosk in the club or from any
internet connected computer.
Learning is fast and fun with
streaming video and other multi-
media presentations. Managers
can set deadlines for completing

courses and the standards for
online testing. Real-time reporting
lets managers know who is on
track and who is performing well.
They can compare results from
different departments and/or clubs
within the same organization.
Soon managers will be able to
compare their results with national
norms and get just-in-time
“mentoring advice” to help them
follow through on the training and
best ensure application.

Participants get feedback
on how they are doing and how to
apply what they have learned.
They can take practice quizzes
before completing a test and re-
view just the content they need
when they miss a test item or need
a refresher. Managers and partici-
pants are provided with lesson
specific outlines and activities that
can be used individually or as part
of a team learning experience
(such as a staff training/meeting)
to add internal content and/or to
help support application of what
has been learned.

Subscribers can access
the program as is off the shelf. Or

they can design their own private
label Learning Center that includes
the ability to add internally devel-
oped courses, or work with Club
Performance Network experts to
produce custom courses, or design
an entire Team Development Sys-
tem. Club operators can train their
entire team for the whole year for a
low monthly membership fee.

The Club Performance
Program also includes a complete
online service that brings you the
latest and best marketing and pro-
motion ideas and a ready source of
royalty free photos, templates and
other resources that will make it
casy for you to create fresh new
sales support and marketing mate-
rials that are proven results produc-
ers.

For more information the
Club Performance Network office
can be reached toll free at 866-850-
2582 or on the web at www.club
performance.net

Contacts: Stephen Faust -
(858) 536-7976, Janet Lossick -
(866) 850-2582

—

TRUST

You should trust anyone with your club's money, right? Wrong!

Price is always an issue. So is security and financial stability. When it comes right down to it, Who are you trusting with your money?
The new guy on the block? A friend of a friend? Someone who doesn't deserve your trust?

Palm Beach Financial Exchange, Inc. has been serving the Electronic Funds Transfer (EFT) and Credit Card needs of the health club industry for
nearly 10 years. Our goal is to provide the best possible service at the fairest rate.

Here are a few reasons why our excellent reputation is well deserved:

+ Our $0.20 EFT debit price has never changed. Ever!

+ We use only our time tested and results proven in-house software.

+ EFT Funds are deposited in two business days.

+ Credit Card funds are never held by us.

* No Contracts. As long as we provide you with the service and price you expect, you will be a valued customer. No company should ever
lock you into a contract that is not in your best interest. Their lack of performance should not be your club's demise.

Our customers use the club management software program of their choice. This combination of flexibility, low rates and great reputation gives
you the piece of mind that lets you sleep well at night.. You too can enjoy the same stability and reliability that has become the standard for EFT
comparison. Call us for the stability and financial security you need in handling your money.

Palm Beach Financial Exchange

—

Electronic Funds Transfer

www.pbfe.com
Tel 561.746.0777

Fax 561.746.0705

1080 East Indiantown Road, Suite 205, Jupiter, FL 33477

1
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continued from page 3

all about innovation. Our Goal
is to advance the industry. We
want to help clubs grow their
business and become more prof-
itable. You can’t keep doing the
same thing year after year. The
clientele is changing. Their
needs and their goals are chang-
ing. We feel we have a product
and a company that helps ad-
dress the changing marketplace.
The Free Motion products are
the safest, the easiest to use and
are the most intuitive. You don’t
have to make any adjustments.
You just get on it, and go. The
body won’t do what it wasn’t
designed for. The body will do
what comes naturally. The body
knows movement patterns. The
body doesn’t know muscle iso-
lation. That is counter intuitive
to how the body works. The
Cooper Clinic, for example, has

)

a complete circuit of Free Motion.
Half of the people in there are over
age 60. Users just get on them and
go! They are having a ball. They
don’t have aches or pains because the
machine isn’t forcing them where
they don’t want to go. They are mov-
ing where their body tells them to
go-“

A Young Businessman

Simunson ’s business ca-
reer began when he was a high
school athlete. A goalie in ice hockey
in the cold northland of Minnesota,
Simonson was one of the first gen-
eration of goalies to use face masks.
Simonson recalls, “1 needed a face
mask and didn’t know where to go
to get one, so | started making my
own. By the time I was 17 years old,
1 was making face masks for high
schools, colleges and professionals.
I made faces masks for the National
Hockey League and the Winter
Olympics. Also at age 17, I had my
first knee operation for an injury
from ice hockey. The Minnesota

SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

Imported & Domestic Textile Products

Take the guess work out of your. . . .

Towel Purchasing
Satisfaction Guaranteed

QUALITY PRODUCTS
at

COMPETITIVE PRICES

Rubbermaid =

Commercial Products
Authorized Distributor

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

[RRSA

ASSOCIATE MEMBER

P. O. Box 620189 - Atlanta, GA 30362
770/729-0700 * 800/241-2081 * FAX 770/729-0995
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Viking’s doctor did the surgery.
The team’s trainer did the
therapy. They asked about what
I was doing and they said, ‘Well,
maybe you can make some stuff
for us.” Pretty soon I started
making protective equipment
for the National Football
League. Stuff like thigh pads,
shoulder pads, lots of other
items like that. My company
was called Zephyr Custom
Products. I named my company
after my high school mascot. I
had another knee surgery a
couple of years later and I
wasn’t recovering very well
from the physical therapy I was
given, so | made up my own pro-
gram. Part of that program was
lots of cycling. Soon 1 started
racing. I've raced competitively
on the Velodrome (banked oval
track) for 27 years now, and hold
several National and World
records for my age category.
Pretty soon I started making
bikes. That was just kind of a
natural extension. I've made
bikes for the French Olympic
Team and Jeannie Longo, a
woman who has set more world
records than everybody else
combined, and she always rode
my bikes. I called my bike com-
pany, Rainbow Cycles.”

Weight Equipment
anu&c;ctunng

Began With Eagle

iness Systems

In 1979, Roy
Simonson and his brother, Mark,
were talking about what they
were going to do when they
graduated from college. Al-
though Mark is 4 years younger
than his brother Roy, they were
scheduled to graduate from col-
lege at about the same time.
Simonson remarks, “That shows
you how well I did in school!”
They were considering starting
a business. One business they
considered was a tree trimming
service. The other was a weight
lifting equipment company.
Because they lived in Minne-
sota, they decided to try the
weight lifting company because
it was a year-round business.
They started a business called
Eagle Fitness Systems in 1979.
In 1983, they were contacted by
Cybex, who was looking at ac-
quiring a strength training com-
pany. In short order, Cybex pur-
chased Eagle Fitness Systems,
the Simonson’s 4 year old busi-
ness. “We traded Lumex stock
worth a couple of million for
Eagle Fitness Systems stock,”
recalls Simonson. Roy was in
his late 20s and his brother was
in his mid 20’s. They both went
to work for Eagle/Cybex for a
few years. In 1984, Roy
Simonson and his wife of 15
years now, Cindy, moved out to
Jackson Hole, Wyoming and as
he describes it, “We just played

for about 5 years. We did a lot of
skiing and just had fun. When we
sold the company, we had a five-
year non-compete agreement, so
we used that time in Jackson
Hole.” Roy and Cindy Simonson
have 3 children: Michelle, 14,
Eric,12, and Kelly, 10.

In 1989 the non-com-
pete with Cybex expired.
Simonson had an idea on a prod-
uct and Cybex wasn't interested.
But, the Loredan Biomedical
Company was. Simonson went to
work for Loredan, a competitor
of Cybex. Loredan wanted to
develop a strength equipment line
and Simonson designed a prod-
uct line for them called Lido.
Loredan was a company owned
by a venture capital group.
Simonson recalls, “In real short
order, they thought they knew
more about the business than the
founder. They put themselves into
the equation and about a year and
a half later, we were out of busi-
ness." In 1992, Simonson was
contacted by Cybex VP of Mar-
keting, Steve Williams, who
asked him if he was interested in
doing equipment design for
Cybex again and Simonson ac-
cepted the offer, going back to
work for Cybex in 1992. In 1993,
he and his family relocated to
Colorado Springs, Colorado, and
set up a research and development
facility. From 1993 to 1997,
Simonson and four others did the
majority of the product develop-
ment for Cybex. They designed
the VR line, The VR2 line, the
plate-loaded machines and a few
other projects. Simonson recalls,
“That was a real fun time. Cybex
was going real strong. We had a
great team. It was really a great
time for Cybex. When Trotter
and Cybex merged, Trotter gave
me a ‘take-it-or-leave-it” offer
and I decided to leave it. They ba-
sically fired me in September,
1997. When they fired me I had
an 18-month non-compete agree-
ment as part of my severance
package. That non-compete ex-
pired in March, 1999 and the day
after my non-compete ran out in
March of '99, I started up this
Ground Zero business. So, that’s
how we got to this point.”

How Ground Zero
‘as Born

Dun’ng the period af-
ter Roy Simonson departed
Cybex he had plenty of time to
think about his future. An avid
skier, he started snow boarding
that winter and doing a lot of
mountain climbing in the Spring
and Summer. These two new ac-
tivities got him to thinking.
Simonson recalls, “During the
term of my non-compete, [ had a
lot of time to think and prepare.
That winter [ started snow board-
ing. Then I started doing a lot of
climbing in the mountains as
well. I have been a life-long par-

ticipant in sport and athletics, but
when [ started doing these two new
activities, it became very apparent
that my gym training had little or no
carry-over to these new sports. The
problem is that everything [ was do-
ing in the gym was this fixed, one-
dimensional training and snow board-
ing and rock climbing is a three di-
mensional thing where no two move-
ment patterns are ever the same. It
became pretty apparent that the gym
wasn’t preparing me for real life en-
counters. So, that kind of triggered
the whole thought process. The more
I"d go into the gym and try and come
up with stuff, grabbing cables and
tubing and doing a lot more of func-
tional training, it became apparent
that the standard machine training
was making me good at standard
machine training, but it wasn’t mak-
ing me good at anything I did in real
life. There is a huge amount of dif-
ference in being able to bench press
or squat or push a standard chest press
machine and being able to function
in sport or in real life. They are just
totally different things. The football
lineman who can bench press 500
pounds might be a great bench
presser, but unless they can transfer
that strength through multiple planes
while moving against an opponent
who is also moving, that bench press
training isn’t getting the job done.
The thought process is: what kind of
tools can we create to prepare you for
real life activity? That winter and
spring I was experimenting with dif-
ferent modalities and trying different
things. The first machine I made was
the ‘Free Motion Chest Machine.’ As
soon as [ made that first one, | knew
we were on to something. We devel-
oped the full Free Motion line very
quickly. By the Summer of 1999 we
pretty much had the full-line
prototyped out and we were on the
right path. It was just like a light bulb
had gone on.”

We asked Roy how he came
about the name of ‘Ground Zero
Design’and this is what he said: “We
were starting from ground zero,
throwing out the old, outdated rules.
We thought let’s start with a clean
sheet of paper, think unconvention-
ally, and see if there is a whole new
way to help people reach their goals.
We are challenging how you train.
We are starting from ground zero and
we encourage you to do the same.”

H, and Satisfied
ap%ustomers ﬁ

‘ ¥ e contacted some of

the Ground Zero Design customers to
hear their comments about their de-
cision to buy Ground Zero Free Mo-
tion equipment and how their mem-
bers liked it. Here are some of their
comments:

ART CURTIS- Chief Op-
erating Officer, Wellbridge- (47
clubs)- “We think very highly of it
and like Ground Zero a lot. We feel
like it helps us with at least a couple
of things. Number one, it provides a
great set of tools for our personal

(See Simonson page 10)
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Club One, Inc. Announces Promotion
of Larry Krieger to EVP of Operations

On May 11th, Jill and
John Kinney, founders of Club
One, Inc. announced that Larry
Krieger has been promoted to the
position of Executive Vice Presi-
dent of Operations. Mr. Krieger
joined Club One in June 2000 as
the President of the Northern Cali-
fornia commercial club division
overseeing nine high quality fitness
and sports clubs in San Francisco,
Oakland and San Jose. In his new
capacity, he will assume the duties
of Richard Meyer, former President
of the Southern California com-
mercial club division, who is leav-
ing the industry to become the CEO

of an international company later
this summer. The Southern Cali-
fornia commercial club operations
include seven Frog’s Club One
sites in San Diego and Long Beach
and The Sporting Club One in La
Jolla, California.

“Over the last few years,
our company has grown from 2
sites to 68 sites through acquisi-
tions and new development and
despite the economic slowdown,
we are seeing continued growth in
both our membership and our pro-
fessional services. “ said Jill
Kinney. “This increasing demand
requires that we have a strong team
in place, and we're thrilled to have

Larry lead this team. His track
record of building and operat-
ing successful, service-oriented
clubs is ideally suited to con-
tinue our enhancements of our
Southern California opera-
tions.”

Prior to joining Club
One, Mr. Krieger was the Presi-
dent of WellBridge, a cutting-
edge health club network devel-
oped by Monsanto to serve the
aging baby boomer market. He
also served as the General Man-
ager of one of the most presti-
gious multi-sport clubs in the
U.S., The SawMill River Club
in Mount Kisco, New York.

Larry has been an active fitness
enthusiast throughout his life and
is a nationally ranked masters ten-
nis professional. His contribu-
tions to the industry personally
and professionally have been sub-
stantial. He served as the Presi-
dent of the Board of Directors of
IHRSA, the International Health,
Racquet and Sportsclub Associa-
tion , the industry’s largest trade
association and the Advisory
Board of the Tennis Hall of Fame.
Currently, he is a member of the
Board of Directors of the Inter-
national Lawn Tennis Club.
Club One, Inc. is one of
the country’s leading fitness club

companies with significant opera-
tions in Northern and Southern
California. The Company is also one
of the country’s leading contract op-
crators of managed corporate fitness
facilities for America’s Fortune 1000
companies. Through its subsidiary,
Club One ProServices, Club One
manages 48 corporate sites in 6 states
from Massachusetts to California.
Club One was founded in 1990 by Jill
and John Kinney, COQ and CEO, re-
spectively, and is privately owned.

(For additional information,
contact: Jill Kinney@ClubOne.com or
visit the Club One website at:
wiww:ClubOne.com)

...Busy Body

continued from page 3

20 largest unsecured creditors re-
vealed some prominent names in
the commercial fitness industry.
The largest unsecured creditor
listed was Precor,Inc. with
$8,240,729.96 shown. The second

largest creditor was another promi-
nent commercial fitness supplier,
Cybex, with $1,907,843.24 shown.
The third largest amount was yet
another big commercial supplier,
Schwinn, with $1,057,486.26 on
the form. These huge, unsecured
claims were contained in a plead-
ing filed by Busy Body that is 79
pages long. Ernest Cutter, Chief Fi-
nancial Officer for Busy Body, in

a letter dated May 7, 2001 and
obtained by The CLUB IN-
SIDER News from one of our
sources, commented, “For the
foreseeable future we will be
pre-paying all product pur-
chases.” The Chapter 11 filing
should afford Busy Body with
the time necessary to emerge
from the situation and to, ac-
cording to Cutter, completely

implement a plan that began with
the “elimination of the Commer-
cial Division, outsourcing of ser-
vice and delivery, and consolida-
tion of our logistics infrastruc-
ture.” This event could not come
at a worse time for Cybex or
Schwinn. Cybex is in effect, re-
organizing without a Court, which
is tough, I am sure. But, it ap-
pears to be a challenge that John

Agialoro, Cybex Chairman and
CEO, seems up to. And, Schwinn is
for sale. Precor is strong, but the
number one spot on this Form #4
from the U.S. District Court filing is
certainly going to make things more
interesting for that giant company.
We wish all of the parties the best of
luck in all of this. STAY TUNED.
M h

JRUS— |

New, In-Club Weight Loss Program Projects 200+K Annual Profit
With Using Just 750 Sq. Ft. of Space in Your Club

Casey Conrad, long-time industry consultant, has developed a complete turnkey weight loss business that’s designed to be installed within
health clubs that combines proven weight loss programming with sales, service and marketing systems. It’s easy to fit into almost any layout. It
can add a valuable service to your existing members and help you attract an additional target group within your local area. Most importantly, it
is proving to be a huge profit center. It’s called HEALTHY INSPIRATIONS and here are the results from three of the nine existing centers:

HEALTHY INSPIRATIONES at Westerly, RI (Stand-alone facility):

HEALTHY INSPIRATIONS at Contours Express for Women, Warrenton, VA:

HEALTHY INSPIRATIONS at Bodez by Tasso, Ormond Beach, FL:

$110,000 gross 43% cash
$42,000 gross 40% cash
$92,000 gross 51% cash

Call today to receive a FREE 12-page info-pack that gives you an executive summary of how HEALTHY INSPIRATIONS can give you
extra profits and a valuable service to your club.

A
A A
HEALTHY

INSPIRATIONS

FOR A FREE INFO-PACK CALL TODAY

CALL TODAY 1-800-725-6147
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trainers to use that allows them to
really and truly do a lot more
customization for individuals they
train. One of the exciting things to
me about Ground Zero and the
whole idea of functional training is
essentially that it recognizes the
needs of the individual and allows
us to do things that make sense. It
also allows us to train people in a
very practical fashion. There are
very few things that we do as hu-
man beings that somehow don't in-
volve the stabilization of the core.
Yet, for years, there has been very
little done in training to focus on it.
So, with Ground Zero equipment,
along with a lot of other things that
we are now doing in core training,
we are really able to train the whole
person and train him in a way that
is going to help better prepare him
for everyday life. We've purchased
entire lines of Ground Zero Free
Motion equipment for most of our
clubs, “

MIKE McNEESE, Man-
aging Partner, World Gym, Colo-
rado Springs, Co.- 5 locations
ranging in size from 10,000 sq.ft.
to 25,000 sq.ft.- “We’ve installed
Ground Zero in all 5 of our loca-
tions, There are a number of things
that attracted us to this product. [
am an independent operator offer-
ing service in a community that is
used to typical low service gyms
with low membership dues. I have
sought a niche in the marketplace
where we offer more and charge
more. | would rather have 3,000
members paying $50 per month
than have 6,000 members paying
$25 per month. Everybody has
treadmills, aerobics, selectorized
equipment and free weights, etc.
So, | want to differentiate our clubs
from others by offering a better
product that is cleaner, less
crowded, more adult-oriented and
much more service-oriented. Ev-
erybody says ‘Service’, but what
does that mean? Everybody says it,
but what are they going to do about
it? What I am in the process of
doing is to offer the members some-
thing that will help them achieve
their goals more efficiently, more
safely and a big word for me, in a
FUN environment. When I was in-
troduced to Ground Zero, a lot of
bells rang for me, being an ex-ath-
lete, understanding stability and
safety. Also being a student of ger-
ontology, the aging of America,
knowing the demographics, etc.
that is the market that | want to at-
tract. Most of those more mature
people could care less about build-
ing big pecks. What they care about
is losing some weight, losing some
body fat and improving overall fit-
ness. Most of them are just normal
people who want to look and feel
better and want to accomplish that
in a fun, safe and efficient environ-
ment. That’s where Ground Zero
comes in. When I saw Ground Zero
and had the opportunity to train and
workout on it and get some other
trainers on it, [ came up with a way
to differentiate our club from the

others. I bought a full line of
Ground Zero and installed itin a
circle in a prime area of the club.
Inside the circle we have medi-
cine balls, stretching mats, step-
ups, etc. The layout takes only
about 500 sq.ft. We've created an
environment that is fun and in the
center of the club where it is seen
when prospects walk in and is
also seen from the cardio area. It
creates an excitement in the club
and makes people feel better
when they come in. It is really a
culture change.”

LORI HORVATH,
General Manager, Signature
Athletic Club, Dallas, Texas -
Our club was among the 1st 5
clubs in Texas to get Ground Zero
and among the first 25 in the na-
tion. I believed in Ground Zero
the minute I saw it for many rea-
sOns:

1.0ur industry was
starved for new innovation in
strength equipment!

2."It’s like someone fi-
nally looked at the human body
and realized how it really
moved!”

3.Members and staff
alike will say that, “Ground Zero
allows you to strengthen your
body in the patterns we move in
every day life”

4.Finally something to
compliment fixed equipment.

5.A real plus to personal
training dollars!

JOHN TUREK, Head
Coach Cross Country, Track
and Field, St. Mark’s High
School, Dallas, Texas- “St.
Mark’s is a private, all boys prep
school and we've had 15 Ground
Zero pieces installed since last
August. There are two primary
reasons I selected Ground Zero.
I have a Master's Degree in Bio-
mechanics. When [ look at equip-
ment, I look for applicability to
all different body types and also,
the ability to do specificity of
training. Ground Zero allowed
me both. I allow 5th and 6th grad-
ers to go in there and work out. |
only have to instruct them once.
This allows me to have the free-
dom that most machines don’t. It
can take on a football player as
well as a 5th or 6th grader. I like
the ability to do that. The other
thing with the specificity, I do a
lot of cross coaching of other
sports. The ability to adapt the
machines for a variety of range
of motions was very appealing to
me. It takes you from a baseball
swing to a football kick or punt,
a golf swing, to throwing the jav-
elin, to throwing the shot put, dis-
cus, ete. I am also very much in
tune with this line of thinking
about core stability. I think a lot
of times the machinery of old did
all that for you. It put you through
a specific range of motion, did all
the balancing for you and the
counter balancing. So, it limited
what you could do a great deal.
A lot of times those limitations
were never applicable to a range
of motion that would actually be
done in a sport. So, this Ground
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Zero came out and | immediately
gravitated to it, because I can do
so many things with each ma-
chine. I could do them indepen-
dently, right leg from left leg,
right arm from left arm or do them
together. It also allowed me to just
use more than that muscle group.
So, for all of those reasons,
Ground Zero is very appealing for
me.”

APRIL MORGAN,
Vice President for Sports and
Fitness for the Sports Club
Company- “Our members and
trainers just LOVE the Ground
Zero equipment. It is the best new
equipment to come along in
years. It is a great concept. Very
innovative. Very unique and built
very well. It’s built like a tank! It
is also extremely member-
friendly because of minimal ad-
justments on the machines. The
machines are very easy to use.
Each one of the machines pro-
vides variety. Ground Zero is the
favorite of our personal trainers.
They can be very creative with
their exercise programming with
Ground Zero equipment, and the
equipment focuses on muscle sta-
bilization for strength. We ac-
quired a full line of Ground Zero
for each of our clubs and every-
one is extremely pleased with it.”

Pi:miging ﬁﬁlaghin;s
or Specific s
augfictiﬁn‘gg

We asked Simonson

if there was a machine-by-ma-
chine explanation of the Ground
Zero line in terms of what each
machine will specifically do for
the user. Simonson said, “Abso-
lutely. We’re putting that out
right now. For each of the 15
machines we have developed in-
structional placards. And, for
each machine we have a 9-step
progression from its most basic
movement pattern to the most
advanced pattern. Plus, we have
several sample programs. For
example, we have one for golf,
one for high-caloric expenditure
and one for general body condi-
tioning. We have a whole series
of those. You can use these to
customize your own program.
This real programming is another
way we are helping people reach
their goals. There is tremendous
value in providing a tool for
people to design a program that
meets their needs.”

I asked Simonson, “Do
your machines offer specific
training functions for a sprinter
and running back, for example?”
Simonson replied, “Absolutely.
Here is an analogy that will
clarify why Ground Zero can help
athletes in all sports. Two of the
best conditioned and longest lon-
gevity athletes in the history of
the football were Walter Payton
and Jerry Rice. Both of these guys
were not guys that spent hours in
the weight room. These were
guys that spent hours running up
and down hills and through chal-
lenging conditions. They both set
records that may never be ap-

proached. They weren't spending
hours in the weight room or grab-
bing machines. They were doing
things that challenged their bod-
ies far beyond so called ‘tradi-
tional gym training.” They did a
lot of things that were non-tradi-
tional then, but today are very well
accepted by the cutting-edge train-
ers as ways to really prepare
people. As an athlete, you may
be able to squat 600 pounds, but
unless you can move three dimen-
sionally, you have speed, quick-
ness and balance and coordina-
tion, none of that strength is use-
ful Specifically, the two machines
I would recommend for running
backs and sprinters are the Ground
Zero Free Motion Cable/Cross
Machine and the Squat Machine.”

Simonson and Leeson -
Partners With Balance

We asked Simonson

how he and his partner, Jeff
Leeson, had gotten together. He
recalls, “Jeff and | worked to-
gether at Cybex. Jeff was hired at
Cybex in 1995. He was the op-
erations guy. He made sure all the
product got built and shipped on
time. Jeff is a bit like my brother.
We are totally opposite in person-
ality and skill sets, but we work
really well together. Jeff does nine
out of ten things it takes to run the
company. I've said before, I'm the
perfect guy to start a company, but
I’m the wrong guy to run the com-
pany. Jeffis a great guy to run the
company.” Simonson and Leeson
are still doing the same jobs with
the company now, after the ICON
Health and Fitness acquisition, as
they were before. Roy designs
product with his team and Jeff
makes sure things run as smoothly
as possible. Approximately one-
third of the current Ground Zero
Team consists of former Cybex
people. Simonson comments,
“They have terrific experience and
do a great job.”

The Right Place
At The ﬁ:ght Time

Wc asked Simonson

to share with us how the acquisi-
tion by ICON Health and Fitness
happened. He said, “Sure. I'll
kind of use the old Eagle/Cybex
analogy. When my brother and |
were running Eagle, we were in
the right place at the right time.
But, to really get some traction,
to really get the company to grow,
we needed more resources. Not
just money, but expertise in manu-
facturing and marketing and so on.
When Cybex acquired Eagle it
was a ‘win-win’ for everybody.
This is a similar situation. We re-
ally feel that with the ‘Free Mo-
tion’ products and other things we
are doing, we are on the cutting
edge, really leading with technol-
ogy, leading with cutting edge
product. We're growing and we
are growing rapidly. And, to grow
rapidly, it takes money, manufac-
turing, time and space, expertise,
research and development. The
whole thing. When Jeff and | were

doing it on our own, we had very
little advertising. We had abso-
lutely no PR support. We had very
limited resources to grow. It was
obvious that we were on the right
track. But, to allow us to grow and
really serve our customers and the
industry and to take this thing to
the next level, partnering up with
someone would be the best thing.
We were approached by the ma-
jority of the leading players in the
commercial industry, but we were
just looking for the right kind of
partner to team up with. There is
just lots of good chemistry re-
quired. The old Eagle/Cybex
chemistry was just awesome! It is
more than just a matter of dollars
and cents and all that other busi-
ness stuff. It's whether you felt like
you are all on the same page. Be-
fore and since the acquisition on
December 20th, the ICON people
have just been terrific. They said,
“We want to be in the commercial
industry. We’ve looked at it for
years. We've just never felt that
we could partner up with someone
where we could take advantage of
both of our strengths. Their
strength is not only manufacturing,
but they are tremendous with prod-
uct innovation. They are totally
vertically integrated. Our strength
is product design and being cre-
ative in taking things to the mar-
ketplace. The ICON people have
really been fantastic to work with,
and they have been totally support-
ive. So, | have been thrilled work-
ing with them. We're just five
months into it, but they have been
outstanding to work with.”

The ICON Giant Moves
Into Commercial

ICON Health and Fit-
ness was recently named by retail-
ing giant, Sears and Roebuck, as
their “Vendor of the Year.” ICON
was founded in 1977 by two Utah
State University business majors,
Scott Watterson and Gary
Stevenson. The original company
was a small importing business and
has grown into a company with
$800 million in annual sales and
4,800 employees! Weslo was the
name of ICON in the beginning.
In 1985 part of the original com-
pany was sold to Weider Health
and Fitness and again in 1985,
Weider purchased a greater stake.
Through each sale, Watterson and
Stevenson maintained manage-
ment control and ownership in the
company. In 1994, Watterson and
Stevenson and other executives
teamed with Bain Capital of Bos-
ton to form ICON Health and Fit-
ness, Inc., the world’s largest
manufacturer and marketer of
home fitness equipment. ICON
brand names include: ProForm®,
HealthRider®, Weslo®, Weider®,
IMAGE?®, JumpKing®, Reebok®
and NordicTrack®.

ICON Health and Fitness
Founder and Chairman, Scott
Watterson commented, “The acqui-
sition of Ground Zero has enabled
us to leverage our focus on innova-
tion to create a full line of commer-

(See Simonson page 12)
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TIME FOR A CHANGE?

By Mike Connor

When club owners

start thinking about making a
change, there are usually a few very
good reason: 1) In some instances,
the club is running smoothly, sys-
tems are in place, profitability is
strong and predictable, but they
want to do more. The better clubs
in the industry usually hold that
attitude. 2) Other club owners have
an attitude that they want to be the
leader in the market and will do
whatever is necessary to get to, or
maintain, the leadership role. 3)
Some clubs thinking a change is in
order have had better success in the
past or haven't achieved what they
feel are maximum results. 4) The
last group of club owners contem-
plating a change would be those
that feel vulnerable to a newer or
?iﬁer club in the market. What

all these clubs have in common
is a desire to make changes to put
themselves into a stronger and
more profitable position.

Types of change

There are 4 major op-
tions for these forward thinkers.
The specific situation that the
club is in will dictate which is
the best choice for that particu-
lar club.

Renovation - ‘A club
should do at least a minimal
renovation every three to five
years’, says Bruce Carter of Op-
timal Design Systems Interna-
tional, one of the world’s lead-
ing club designer/decorators in
the industry, This minimum
renovation should include new
paint colors to create new energy
and a new environment, new up-
holstery to match the color
schemes, chﬂges to liEhﬁng and

maybe some mirrors and plants.
You also need to take a look at
your equipment offering. When
is the last time you added new
equipment? How old is the
equipment you have? Do you
have the latest pieces on the mar-
ket or does your competition?
Many times, adding some new
equipment and making these
minimal renovation changes can
be done fairly inexpensively.
When looking at the upside, the
wise club operator sees the im-
provements as money well spent.
The result: The energy and at-
mosphere of a new club that helps
increase sales and improves re-
tention and helps keep the club
ahead of the competition and new
clubs out of the market. What is
all that worth?

Expansion - Whether
you own the building or lease
Space, you may be able to add to
your club to make it bigger. In

conjunction with the above reno-
vation, an expansion can have a
bigger and even better effect to
your club. You need to have adja-
cent space and the proper design of
your existing club or it may not be
cost effective. Another alternative
may be a mezzanine if you have the
proper ceiling height.

Relocation - In some in-
stances, for clubs in a lease situa-
tion, it may be a wise decision to
move the club to a new and better
location. There are many good rea-
sons to do this that will be ad-
dressed later in this article.

Additional Club - Many
club owners realize that their suc-
cess is due to strong systems and a
good location. When a club be-
comes systematic in every aspect
and leads in the market, owners be-
come less involved in the day-to-
day operation of the business and
start to work on a new business.
Duplicating success in another

market can help both clubs in the
long run, as long as it's done prop-
erly!

Reasons to change

There are many rea-
sons to make some of the above
changes. Many changes are fea-
sible, while some are not. When-
ever contemplating a change, have
good reasons to do so. Don't
waste the effects of change with-
out proper analysis.

Rejuvenate the club’s
environment - One of the most
difficult challenges for the club in-
dustry is to continually find ways
to motivate members. According
to Carter, not only does a renova-
tion renew the member motivation
and energy level, it revitalizes the
staff and owners. ‘It helps to alle-
viate the boredom', says Carter,
which is a major reason for in-

(See Connor page 23)

.dimonson

continued from page 10

cial equipment that will propel the
industry into a new era of fitness.”

We asked Simonson, “On
one hand you have this giant ICON
Health and Fitness Company that
does over $800 million per year and
on the other hand, you have Ground
Zero from the commercial sector.
Is there going to be a development
of a residential Ground Zero prod-
uct to go under the [CON residen-
tial marketing banner? Or, is
Ground Zero going to continue
only as a commercial product?”
Simonson replied, “Ground Zero is
commercial. ICON is consumer.
‘What they would like to use is some
of our design expertise to bring
some product to the consumer mar-
ketplace.

We will see some of the
first consumer product that Ground
Zero Design has created for ICON
in the near future. ICON acquired
Ground Zero and partnered with us,
because we have the ability to in-
novate and create unique prod-
ucts.” We asked, “Will the name
Ground Zero be on the consumer
products you design, or will
Ground Zero remain an exclusive
name for the commercial side of the
industry only?” Simonson replied,
“Ground Zero will remain exclu-
sively commercial, but there may
be some sharing of some product
names. We're still working on
that.”

ICON Backed Ground
Zero Warranty

We asked Simon-son,

“As you know Roy, without point-
ing at the giant ICON in any way,
commercial club owners and opera-
tors generally view consumer
equipment as product intended for

low volume use. One question
that surely has or will arise is;
will the Warranty offered on
Ground Zero change in any
way?" Simonson replied, “No.
And, we offer as good or better

Warranty as any commercial

equipment company out there.
None of that has changed. Ex-
cept that now, the Ground Zero
Warranty is backed by an $800
million company, ICON! It is
true that ICON has made a liv-
ing in the consumer market-
place. What we should not lose
sight of is that ICON has thrived
and prospered even though
we've see the demise of compa-
nies like Marcy and Diversified
Products. Right now, ICON
makes 6 times more treadmills
in one year than the entire com-
mercial side of the industry com-
bined. ICON makes over 1.2
million treadmills a year! You
can’t make over a million tread-
mills a year and have service and
warranty issues and expect to
survive. They do it right. They
are an unbelievably efficient and
high quality manufacturer. They
are ISO 9001 Certified. If you
ever took a tour of their facility,
it would just blow your socks
off. They are completely verti-
cally integrated. They even do
all of the injection molding. They
do everything from A to Z. They
design their own motors. They
spec out every single component
that goes into that machine. They
test them extensively.*

The Ground Zero War-
ranty Plans include:

Free Motion Strength
Line: 10 years on structural
frame, 3 years on bearings, guide
rods, pulleys, cams and weight
stacks, 120 days on handles and
upholstery and 1 year on cables.

NordicTrack Incline
Trainer and Treadmill standard
warranty is: Lifetime warranty

on the drive motor and frame, 4-
year warranty on the rollers, 2-
year warranty on parts and 1 year
on labor.

NordicTrack Recum-
bent Bike and Elliptical standard
warranty is: Lifetime warranty on
the frame, 2-year warranty on
parts and 1-year on labor.

IHRSA New Product
ollout Very Impressive

Roy, your Wall-to-

Wall” product rollout at IHRSA
was very impressive. Give me a
rundown on two of the new prod-
ucts I noticed at IHRSA San
Francisco for the first time: the
Incline Trainer and the Group
Free Motion Program.

INCLINE TRAINER

66
The new Incline

Trainer is a fantastic product. Ev-
erybody that gets on the incline

trainer absolutely loves it! I'm not
an indoor cardiovascular guy, but
I love that machine. The Incline
Trainer goes from a minus 5 degree
decline to a 50 degree incline. It
goes up to 8 miles an hour. You can
walk or run on it. It has a bunch of
preprogrammed modes in it so that
you can go for a mountain hike
where the machine will automati-
cally adjust the incline grade, the
speed and the intensity. There are
a whole series of preprogrammed
workouls, or you can customize
your own.”

GROUP
FREE MOTION
“Group Free Motion
was a huge hit as well. For years,
group classes have been focused on
cardiovascular training. With
Group Free Motion it is the first
time that cardiovascular condition-

ing, core training, flexibility, bal-
ance, muscular endurance and

Incline Trainer

muscular strength are all combined
into one program. At the show we
just unveiled one program that con-
tained a high energy, high cardio-
vascular content. We have a vari-
ety of classes that will appeal to
various groups, such as our Seniors
Program, with emphasis on func-
tional movements and balance. We
can now combine all of the ele-
ments of fitness into one class. The
Group Free Motion trainer has four
wheels, is more easily moved than
an exercise bike, and they don’t
take anymore space than an exer-
cise bike.

We also provide a train-
ing course with materials for the
trainers. This Group Free Motion
Program is really fun too! We be-
gin shipping our first Group Free
Motion product next week.”

Clearly, the Ground Zero
equipment is making a big differ-
ence in the club industry and it
looks very much like they are just
getting up a good head of steam.
Roy Simonson told me that they
had Ground Zero equipment in-
stalled in over 900 clubs so far.
With over 16,800 commercial
clubs in the United States, distri-
bution in over 15 countries, and
tens of thousands of others around
the globe, it looks like the sky is
the limit for Ground Zero Design
and Roy Simonson’s team. For
more on Ground Zero or ICON
Health and Fitness, go to:
www.gzdesign.com or www.icon
fitness.com

(Norm Cates, Jr. is the Pub-
lisher and Editor of The CLUB IN-
SIDER News. Cates, a 27-year club
industry veteran, was the 1st Presi-
dent and a Co-founder of IHRSA in
1981. In March, 2001, Cates was
honored by IHRSA as he received
IHRSA's first ever Dale Dibble Dis-
tinguished Service Award.)
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SALES * RETENTION * REFERRALS
"CIRCLE OF MEMBERSHIP SUCCESS"

By Ray Gordon

J ust like the planets rotate
around the sun, the “Circle of Mem-
bership Success™ has a concept that
it is built on.

No, it is not:

- The membership sales person
- The club’s location

- The club’s programs

- The club’s price.

While all of the above are
very influential in the decision to
become a member, the most impor-
tant factor is the prospective
member's NEEDS. Perceived and
Real. New members in the 21st
Century are probably going to have
more than one need for them to jus-
tify changing their lifestyle at your
club.

Over 98% of all non-regular
exercisers are failures. [ don’t mean
failures as Mom’s or Dad’s, business
people, or community leaders. But
the majority of them have failed at
least once in an attempt to make ex-
ercise a part of their healthy lifestyle.

It takes courage and the de-

sire to improve their lifestyle for
them to even visit your club. Your
club is just one of many options
that they have to become regular
exercisers. They could buy home
equipment (home equipment sales
are up) or they could join another
club (health club sales are up).

To become truly success-
ful in membership sales we have
to become completely FOCUSED
on the members needs.

In the last issue of Club
Insider, we discussed the impor-
tance of the first meeting, greet-
ing and introduction; Important
because it increases the effective-
ness of the main goal of the tour,
which is: identifying needs.

IDENTIFYING
THEIR NEEDS

The best way of identi-
fying needs is to ask open-ended
questions.

There are six wise men.
They taught me all  know. Their
names are Who, What, Where,
When, Why and How.

Rudyard Kipling

Identifying their needs.
This may sound easy and many
membership sales people will say
that they are doing this. Sales Mak-
ers believes that identifying needs
is so important that we require our
membership staff to have 20 open-
ended questions memorized. These
questions should fit the personal-
ity of the membership sales person
so that they are comfortable ask-
ing and building dialogue. Every
membership sales staff member
should be able to write their 20
questions by memory at anytime
they are asked. A great training tool
is to read their questions everyday
at the start of their shift. This pre-
pares their mind for anything that
may happen on the tour.

Why do we require that the
questions are memorized? If you
are thinking about the proper ques-
tion to ask next, then you are prob-
ably diminishing your listening po-
tential. Remember that if you are
only asking questions to make the
sale today, you are not being a total
circle sales person. Now is the time

to gather some of the necessary in-

formation to insure that they succeed
this time when they join your club.
Remember that selling the member
is easy; getting them to change their
lifestyle and become a regular exer-
ciser is the difficult part. The “Circle
of Membership Success” is part
sales, part retention and part refer-
ral.

Recent information from
IHRSA (International Health
Racquet and Sportsclub Association)
that a minor increase in retention can
result in a 10% to 15 % increase in
your club’s bottom line is significant.
This is why the needs portion of the
success circle is so important. It ef-
fects not only today’s sales, but more
importantly, it effects future profits
and sales to the American public ev-
eryday. These non-exercisers are
coming to our club wanting us to
help them. They can exercise any-
where in a variety of different ways.
What they want is to be successful
on their new exercise program.
‘When you identify all their needs you
have a better chance of helping them.
Remember, today you CAN make a
difference.

cp?
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Ray Gordon

Ray Gordon is the Founder
and President of Sales

Makers, a sales management

training firm. Sales Makers
was named by IHRSA as the

2001 Associate Member of the
Year. Gordon Founded Sales
Mabkers in 1981. Te contact
Ray call:(800) 428-3334.

CLUB INSIDER News Contributing Author Team

The 2000 CLUB IN-
SIDER News 2000 Contributing
Author Team is listed below. Our
thanks to all of our authors for shar-
ing their expertise and taking the
time to write for The CLUB IN-
SIDER News.

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

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

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

*RAY GORDON- Presi-
dent- Sales Makers- (800) 428-
3334

*EDDIE TOCK- Vice Pres-
ident- Sales Makers - (800) 428-
3334

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

*CASEY CONRAD - Com-

munications Consultants - (800)
725-6147

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

*BONNIE PATRICK MAT-
TALIAN - Fitness Company -
(732) 548-0970, Ext. 111

*JIM EVANS - President &
General Manager - Peninsula Ath-
letic Club - (619) 224-4644

*MIKE CHAET - Ph. D.
President - Club Marketing & Man-

agement Systems - (406) 449-5559

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

*NANCY FRIEDMAN - Pres-
ident - Telephone Doctor - (314) 291-
1012

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

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

*COLIN MILNER - VP Sales/

Marketing - Idea Health & Fitness
Assocation - (800) 999-4332

*PAT NECERATO - President

- WWW.SUccess-ercise.com

*CINDY SCIBETTA - Associ-

ate - JLR Associates - (401) 245-
0077.

*PAUL GOLDNER - Sales &

Performance Group (914) 232-4184.

*CARRIE MORROW - Le-

gal/Fitness Consultant - carriemor-
row(@ aol.com

*MIKE CONNOR - President

- Optimal Fitness - (413) 567-7300

RSA’s Capitol Report

STATE LEGISLATIVE
UPDATES

For more information on
these and other bills, visit hup://
www.ihrsa.org/publicpolicy/state/
index.html.

FLORIDA: House Bill 547
and Senate Bill 802, which would
have repealed the sales tax on health
club memberships, had won initial
approval by committees in both
branches. However, due to fiscal un-

certainty in the State, the measure
failed to win final committee ap-
proval. Legislators bracing for
higher expenditures and lower
than expected revenue felt they
could not approve this tax-cutting
measure.

LOUISIANA: On May 7,
the legislature proclaimed that day
to be 2001 Louisiana Legislative
Fitness Day through Senate Reso-
lution 18 and House Resolution
61.

TEXAS: THRSA Execu-
tive Director, Cid Galindo, reports

that the hearing on House Bill 2627,
which would repeal the sales tax on
health club memberships, went ex-
tremely well. Testifying along with
Galindo were Lori Horvath (Sig-
nature Athletic Club), Dave
Cardone (Memorial Athletic Club),
and Mike Minton (Minton's
Sportsplex). After a series of ques-
tions from Committee members,
the bill was left pending, which
means that no vote was taken. Due
to the number of bills on the calen-
dar ahead of this one, and the fact
that HB 2627 has a fiscal note (es-

Capitol Report Reprinted Courtesy Of IHRSA

timate of tax revenues lost by the
State over the next 2 years) of $18
million, it will probably not be voted
on before the end of the session on
May 28.

“Our realistic goal for this
session was to get our bill heard by
the House Ways and Means Com-
mittee,” said Galindo. “We achieved
that and much more. THRSA now
has a core team of over a dozen indi-
viduals that have made a commit-
ment to our legislative efforts by get-
ting educated on the issues, partici-
pating directly in our lobbying ac-

tivities, and making financial contri-
butions to our government relations
fund.”

Looking forward, Galindo

said that the Committee seemed more
interested in leveling the playing field
by imposing the sales tax on mem-
berships to tax-exempt fitness cen-
ters, rather than eliminating the cur-
rent tax, “Apparent in their question-
ing was the desire to position such a
tax as a tax on the consumer, not a
tax on the tax-exempt,” he said.
“Given the budget challenges ihe

(See Capitol Report page 16}
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Ten Commandments
Of Recreation Marketing

By "Brother" Curt Beusman

11
Brothcr" Curt

Beusman was one of the original
IHRSA (The International Health,
Racquet and Sportsclub Associa-
tion) Founding 7. Curt has a Ph.D.
in chemistry and built and sold a

company, Curtis Instruments,
before he entered the club busi-
ness about 30 years ago.
“Brother Beusman”, as we affec-
tionately call him, has electrified
the members of the club indus-
try on many occasions when he
would deliver his Ten Com-
mandment Speech. In March,
2001, “Brother Beusman” mes-

MAY ISSUE

merized and cracked up the
crowd when he dressed in his
“Preacher’s Robe” and came
marching down the aisle to mu-
sic from Rocky, with dumbbells
in hand. He exhorted the crowd
and stunned us all when he
added two more Command-
ments to the original 10. Those
two new and very special com-

mandments are: #1- The customer
will only pay what you ask. #2-
Raise your dues every year for ev-
erybody. Praise The Date You
Raise Your Rate! Remember the
11th and 12th Commandments,
friends: Eleven; They will only pay
what you ask. Twelve: Praise The
Date You Raise Your Rate!

"Brother" Beusman

_I_hou shalt know
all thy
i customers
and their
total spendings
at thy club, yea,
even better than
thou knowest
thine own wife's
charge accounts,

4

i Even though thine
- | neighbor’s wife shall
sceketh a special deal,
- | and entreat thee with
pleas and
promises, deny her
from the Rule of
Equity, for what so
ever a discount shall
go fo one, so shall
they soon all know
of it, and secketh it
even for themselves.

il

-rdke not

the
false
teachings
of
thy
most vocal
members
as the true -
gospel of thy flock.

First revealed in 1981 by

_rhou shalt follow
thine own
true council

on marketing
and pricing,
unfettered by thy
naysayers
of lesser vision
at thy
competitor’s club.

l say to you,
worship not solely
the ancient god of

idol of racquetball,
for there are other
fitness activities for

that surely will
benefit thy overall
gross income, and
insure thine own
retirement plans.

tennis, nor the flashy

the greater multitude

ather thy
‘ disciples and
| employees unto your [§ -
conference room
and teach them
thine own
marketing plans,
that they might
spread the
gospel
of monthly billing.

Discounteth

not thy
membership fees,
nor thy court
fees for thy local
corporations,
for they
shall forever more
demand
concessions.

Tmu shalt

avoid optional

the plague,
for they truly
accounteth only to
the benefit of the
customer, and
destroyeth thine
own bottom line.

pricing choices like

“Brother” Curtis Beusman at the first THRSA Convention. |

thy price
~ increases
throughout the
“whole year,
increasing first one,
then the other
to dazzle thy
members
with footwork.

_I-hou shalt stagger

Yea, though thy

profits be zero,
and thine
neighboring clubs
be multiplied,
despair not, for thy
real estate
value shall multiply
all the days of the
year in spite of
thine own stupidity.

N
%

54

Capitol Report
continued from page 14

State will be facing, this may be the
direction we go next session.”

HOSPITAL DROPS
PLANNED
FITNESS CENTER
Thmks inparttoan [HRSA

member’s well-organized educa-
tional campaign, Oklahoma’s
Norman Regional Hospital has
dropped plans for a 40,000 square-

foot tax-exempt health club.
‘When Jay Williams, owner
of Sooner Health & Fitness,
learned last year about the pro-
posed facility — to be built across
the street from his club — he knew
just what to do: he joined IHRSA.
After speaking with
IHRSA’s Public Policy team, Wil-
liams and club manager Shandi
Jarman met with hospital CEO
David Whitaker. Later, Williams
spoke before the hospital’s Board
of Directors. “I have spent the last
13 years building a business with
a very solid reputation,” he told
them, “only to see my possible

demise come from unfair compe-
tition.” The Board members ap-
peared to be “caught off-guard” by
the presentation, according to Wil-
liams, and had no idea that hospi-
tals compete so unfairly with
health clubs.

The issue generated press
coverage in both of Norman’s ma-
Jjor newspapers. Concerned citi-
zens and business owners sympa-
thized with Williams in subse-
quent letters to the editor.

Recently, Whitaker con-
tacted Williams with the news that
hospital officials had abandoned
the plan for an East Side health

club. “Frankly, an East Side health
club is not a high enough priority,”
Whitaker told the press.

The fair competition packet
provided by IHRSA “seemed to
make quite an impact on the public,
hospital Board Members, and some
of the City Council,” said Williams.
“The information sent by IHRSA
was the only ammunition we had to
fight the hospital’s proposed fitness
facility. Sooner Fitness never could
have competed with Norman Re-
gional Hospital legally or finan-
cially.”

Congratulations to Jay Will-
iams and Shandi Jarman on a job

well done!

PEP FUNDS
UP FOR GRABS

IAS( year, [HRSA members
were instrumental in the passage of
the Physical Education for Progress
(PEP) Act, which authorizes up to
$400 million over the next 5 years to
improve physical education pro-
grams. The omnibus fiscal year 2001
spending bill provided a $5 million
appropriation for this year.

This week, the U.S. Depart-
ment of Education released the

(Sec Capitol Report page 18)
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ly for PEP funds is June 18.
--.CapltOl Rm’t P].lyﬁllﬁl'l.s will Sl;)l'llbse :vr:hb]e?)ﬁ:
continued from page 14 Ime at  http://www.ed.gov/
GrantApps/#84.215F.

guidelines for this year’s program. AUDIT RATE DROPS
School districts can apply for grants SHARPLY FOR NON-
— expected to average $300,000 each PROFIT GROUPS

— to initiate, expand or improve
physical education programs in kin-
dergarten through 12th grade. Appli-
cants are required to perform needs

Enforcemen! efforts by
the IRS against tax-exempt orga-
nizations have slowed considerably

assessments of their current PE. pro-  in the past decade, according to new
grams and, based on the assessment, data published in The Chronicle of
describe how they will use Federal Philanthropy.

funds to help meet state standards for IRS agents reviewed just
physical education. Fundscanbe used  1.3% of tax-exempt returns in 1999

to buy equipment, hire and/or train PE
staff, as well as support other initia-
tives designed to enable students to
participate in P.E. activities. Grants
will be distributed equally between lo-
cal educational agencies serving ur-
ban and rural areas, and those serving
large and small numbers of students.

Encourage your local schools
to get involved! The deadline to ap-

for errors, fraud, and other prob-
lems. The chances of a tax-exempt
organization’s being audited in
1990 were greater, but still slim:
3.3% of tax-exempt returns filed
were audited.

Those figures trouble both
current and former IRS officials.
The relatively small number of au-
dits means that unscrupulous indi-

FRIDAY RFPURTS

Weekly Marketing Insights
For The Club Industry

P> The only “how-to” Faxletter for
club owners, general managers
& sales/marketing directors!

P Immediately-usable marketing
action ideas in each issue!

P> We do research; you reap the
benefits! We research 100+
business periodicals for you!

P> Only $179.00 per year (Less
than $3.50 per week).

P> Subscribe now, call
800-778-4411

212-987-4227
(Back issues available)

A PUBLICATION OF CLUB MARKET VISION™

177 EAST 87TH STREET, SUITE 301, NEW YORK, NY 10128

viduals can “use a tax-exempt or-
ganization in ways that aren’t
charitable,” said Marc Owens, a
former director of the RS’ Exempt
Organizations Division who is now
a Washington lawyer.

IRS Commissioner Charles
0. Rossotti expressed similar con-
cern about the decline in audits to
the Senate Finance Committee,
which held a hearing last month to
investigate the activities of tax
scofflaws, particularly those using
the Internet.

“Clearly, the declines we've
seen in the past few years need to
stop or the fairness and effective-
ness of our tax system will be un-
dermined,” Rossotti said.

Rossotti blamed the de-
clines on a lack of manpower, say-
ing the agency’s work force fell by
17% in eight fiscal years from 1992
to 2000 while the number of tax
returns filed increased 13% to 230
million.

TIME IS RUNNING

“PAC”

our
YOUR BAGS FORA
FREE TRIP!

In an effort to spread the
word about IHRSAPAC, the fit-
ness industry’s only political action
committee, IHRSA is giving you
a chance to win plane tickets to
anywhere in the world! For an en-
try form and official rules, visit
http://www.ihrsa.org/publicpolicy/
win.html. Entries must be received
by May 31.

STATE LEGISLATIVE
UPDATES

NEW YORK: Several mea-
sures are before the State legisla-
ture that could dramatically affect
the operation and profitability of
your business, The time has come
to hire a professional lobbyist so
that anti-business bills are not qui-
etly rushed through the legislative
process.

AB 5272/SB 2677 would
prohibit a health club membership
contract from being renewed or ex-
tended except upon the written
consent of the member. Currently,
many New York health club con-
tracts have clauses that continue
memberships on a month-to-
month basis after the initial term
of the contract has expired. This
bill would eliminate this common,
cost-effective practice. Other mea-
sures being proposed would extend
the cooling-off period from 3 to 14
days (SB 635) and increase the
dollar amount of bonds required
for health clubs (AB 4665/SB
2486).

IHRSA has interviewed
lobbyists and has found one that is
ready and able to fight for our in-
dustry. New York club operators,
call (800) 228-4772 ext.159 or e-
mail gr@ihrsa.org to find out how

you can help with our lobbying
efforts.

PENNSYLVANIA: HR
193 would proclaim May 1
through 7, 2001, to be “National
Physical Education and Sports
Week” and the month of May 2001
to be “National Physical Fitness
and Sports Month.”

ASK YOUR
SENATORS TO
REPEAL THE

DEATH TAX

Senamrlohn Kyl (R-AZ)
has introduced S. 275, the Estate
Tax Elimination Act. The bill
would repeal the estate tax imme-
diately, so that inherited assets
would not be taxed until they are
sold. At the time of sale, a capital
gains tax would apply. The Estate
Tax Elimination Act has already
passed the House of Representa-
tives and must now pass the Sen-
ate.

[HRSA has made it easy for
you to ask your U.S. Senators to
support this bill. Just visit http://
209.207.161.197/entry.cfm?
orgeode=IHRSA and follow the
instructions, and click on “repeal
the death tax” when prompted.
You will be able to send pre-writ-
ten, personalized letters to both of
your U.S. Senators about S. 275.
Call (800) 228-4772 ext. 117 with
any questions.

FITNESS FACTS

ABOUT WORLD
LEADERS (gv The

Associated Press)

Swrne fitness and lifestyle

facts on a sampling of national
leaders:

EGYPT: A knee problem
overcome, President Hosni
Mubarak, 72, is said to be back
playing 40 minutes of squash a
day. His love of squash has helped
make it the second most popular
sport in his country, behind soc-
cer.

UNITED STATES: Presi-
dent Bush, 54, tries to run four
times a week, often on a treadmill
but outside when he can. He cov-
ered three miles on a recent week-
end run outdoors and can do a mile
in a brisk 7 minutes, 30 seconds.
His gym-workout regimen: three
sets of 10 curls with free weights,
progressing from 25 pounds to 30
pounds and 35 pounds; 100
pounds to 120 pounds on the bench
incline; 20 pounds to 25 pounds
per arm on the fly machine, lateral
pulldowns at weights of 135-155
pounds; about 155 pounds on the
bench press. He also tries to use
an elliptical machine, a cross be-
tween a stationary bicycle and ski
machine, twice a week.

SAUDI ARABIA: Crown
Prince Abdullah, 80, walks for at least
an hour a day before his breakfast of
dates, camel’s milk and bitter Arabic
coffee. He swims about twice a week,
drinks no alcohol and is said to
smoke, but rarely.

FINLAND: President Tarja
Halonen, 57, a swimmer, served veg-
etarian food and light refreshments
when she invited Cabinet members
to the presidential sauna, once known
for high-powered gatherings fueled
by alcohol.

LEBANON: President Emile
Lahoud, 64, maintains a chalet at the
Military Club in Beirut where he
swims early mornings. He is often
called the First Sportsman and was
seen among spectators at a stadium,
cheering and jumping in support of a
Lebanese basketball team.

BRITAIN: Prime Minister
Tony Blair, 47, swims, works out at
the gym and plays tennis regularly.

CHINA: President Jiang
Zemin, 74, spends a few weeks each
summer at a seaside haven where he
and other officials swim in the pol-
luted, green-blue Bohai Sea.

CANADA: Prime Minister
Jean Chretien, 67, who skis and golfs,
took a snowboarding lesson on his
65th birthday and sprinted up two
flights of stairs at the House of Com-
mons.

STATE LEGISLATIVE
UPDATES

ARKANSAS: House Bill
2514, which requires every kinder-
garten through grade 12 school to
require at least 20 minutes of physi-
cal education training and instruction
at least 3 times per week, has been
signed into law.

MARYLAND: House Bill
289, which repeals the exemption
from certification or registration for
individuals who practice massage in
specified health clubs and beauty
salons, has been signed into law.

MONTANA: Senate Bill
151 prohibits university fitness
centers from selling services to
the general public when there is
a for-profit fitness center operat-
ing in the community. The mea-
sure excludes universities that
have less than 3,500 students and
still allows memberships to be
sold to alumni, students, employ-
ees, and their immediate families.
The bill which originally included
community fitness centers, has
passed both the House and Sen-
ate and is now on the Governor's
desk awaiting his approval.

—D—
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Repeat After Me...

"I will never pay too much for
'Fitness Equipment' again."

www.UsedG)_f_m}Eguipment.com www. WorldwideFitness.com
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]
1 Join the Discount Buyer's Group: Sign up for FREE. Just fill out this form and fax it back to |
1 Worldwide Fitness, 714-283-0935. You will be the first notified when another gym goes out of business and :
I when we have our "Blow Out" sales. You will also be sent a video tour of our 70,000 square foot facility with a I
' current list of inventory. ;
!
1 Company Name '
|
E Address Title :
| Phone .
1 1
| E-mail @ Fax |
1 1

*We never share or sell our clients' information.
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Iowa Wrestler Turns Two State Titles into a
Successful Career Selling Fitness

Equipment to Gyms

Zach Light is the National Senior Sales Zach has over 500 customers. Many of his
Representative at Worldwide Fitness, Inc. customers claim a large part of their business

Zach explains, "My two state fitles | success is due to the money Zach saved them
taught me that hard work and smart | when buying their gym equipment  Since
decisions create success. | carry that | Worldwide Fitness specializes i gym
knowledge to my clients. [ tell them, 'If I | repossessions, Zach sees a lot of gym owners go
can save you $30,000 on your next fitness | out of business.
equipment purchase, then you take that Zach continues, "/ see too many gym owners
$30,000 and invest it into a marketing and | close their doors while having hundreds of
sales plan which brings in $60,000 in profit | happy members. The sales were being made,
in six months, what would that be worth to | but the profits just weren't there. The cash flow
you?" They usually get the point." was going out faster than it was coming in.

Zach continues, "Buying fitness "I have seen the fitness equipmeni invoices
equipment is a business expense. The more | from the banks when these gyms go out of
you spend on your equipment acquisitions, | business and it's appalling. The equipment
the less you will have to spend in your | investment is so big that the monthly lease

marketing budget.” payments kill the business."
Zach Light covers all health club sales in

the USA for Worldwide Fitness. In closing, Zach explains, "Now you can buy
_' i 8 refurbished gym equipment that is only a few
|7 L=

i

years old and all of your members will think it
is brand new."

Zach also has a brand new line of strength
equipment that rivals Life, Cybex or lcarian, but
costs only a little more than used equipment.
This line of Worldwide Strength can be seen
online at the Worldwide Web site

Contact Zach Light and get a video tour of
the Worldwide facility. Let Zach know what
you need. Get placed on his list and be
contacted every time another gym goes out of
business.

Call (714)283-0355, x16 [ 1 7 N .
s = 2 Email  ZachL@WorldwideFitness.com Vo } » LN .t
Zach Light Web site: www.UsedGymEquipment.com , SeEhs y m Eq“‘pﬂl@llt.(:() m
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By Colin Milner

The. United States is in
the midst of a demographic revolu-
tion. Each day, 11,000 Americans
turn 50 with another 6,000+ celebrat-
ing their 65th birthday. This new
found longevity is due in great part
to medical and public health ad-
vances, which have reduced dramati-
cally the incidence of acute illness
in early life. Antibiotics, vaodnwand
other advances in research have
helped to eliminate many killer dis-
eases of past centuries, including in-
fectious illnesses that once claimed
millions of young lives. Conse-
quently, both the total number and
proportion of older Americans is the
largest it has ever been.

However, while scientific
and medical research advances have
helped limit mortality from acute ill-
ness. “It is now chronic disease that
poses a threat to our nation’s health
and economic well-being,” reports a
study by the Alliance for Aging Re-
search.

More than 100 million
Americans are afflicted by chronic
illnesses and conditions for which we
currently lack the ability to effec-
tively treat, prevent or cure. Condi-
tions such as arthritis, osteoporosis,
age-related muscular degeneration
and urinary incontinence, while sel-
dom a cause of death, are the cause
of much dependent care and a greatly
diminished quality of life for millions
of aging Americans.

One of these diseases, os-
teoporosis, currently impacts 10 mil-
lion Americans and another 18 mil-
lion who have low bone mass, a con-
to the disease. It is also one of the
leading causes for loss of indepen-
dence, due to mobility impairment,
and is responsible for more deaths
in women every year than breast and

ovarian cancer combined. For the
average woman, bone loss acceler-
ates shortly after menopause, con-
tinues at a steady pace throughout
midlife, and accelerates once again
with increasing age.

Approximately 40% of
women will experience a bone frac-
ture resulting from osteoporosis af-
ter age 50, with the majority of frac-
tures occurring after age 65. Hip
fractures cause the greatest health
problems and the greatest number
of deaths. Half of all elderly adults
hospitalized for hip fractures cannot
return home or live independently
after the fracture. Approximately
240,000 hip fractures occur each
year among people older than 50
years, with people age 85 years or
older being 10 to 15 times more
likely to experience a hip fracture
than people age 60 to 65 years. The
number of hip fractures is expected
to rise to 300,000.

There have been advances
in the treatment of this disease. Us-
ing diagnostic tools called bone den-
sity tests, physicians today can iden-
tify people who already have os-
teoporosis, or are at risk for it, be-
fore fractures occur.

This one preventive mea-
sure could reduce the yearly 14 bil-
lion-price tag, associated with os-
teoporosis, and the 1.5 million frac-
tures injuries, which can lead to per-
manent disability, loss of indepen-
dence, even death.

The National Osteoporo-
sis Foundation has not only recom-
mended these tests, they have also
recommended the incorporation of
an exercise program to assist in the
fight against the disease. The Ameri-
can College of Sports Medicine has
also added weight lifting, also called
strength training and resistance
training, to its recommendations for
bone-preserving exercise.

The next preventive step
then MUST be the creation of an

exercise prescription to stress the
bones and muscles, increasing
bone density and turning back the
hands of time. “Physical activity
may not be a fountain of youth,
but it is the closest thing we

have,” says Dr. Thomas L.
Schwenk of the University of
Michigan Medical Center.

What to do? How to do
it?

These are excellent
questions; the program guide-
lines below will assist you in dis-
covering the answers to these and
many others. They will help you
assess exactly how you need to
shift your programming to ad-
dress the specific needs of those
with osteoporosis.

Pr% ram Guidelines

Osiwporosis isiden-
tified as the loss of bone mineral
density to such a degree that frac-
tures result after minimal trauma.
Factors contributing to os-
teoporosis include the decline of
bone mass associated with aging,
the elevated decline of bone tis-
sue due to the onset of meno-
pause (loss of estrogen) in
women, heredity, and prevent-
able lifestyle factors such as
smoking, alcohol, poor nutrition
and lack of physical activity.

Those with osteoporo-
sis contend with fractures, which
cause deformity and disability.
They also suffer from stress (fear
of fractures, loss of function,
pain) related to the disease, The
three major sites for fractures are
the hip, the spine and the wrist.

The most common av-
enues of osteoporosis prevention
and management are hormone re-
placement therapy and/or drug
interventions such as alendronate
(fosamax) and raloxifen (evista)

for post-menopausal women, nutri-
tional supplementation, and
weight-bearing exercise. Studies
indicate that estrogen plays a criti-
cal role in preventing the loss of
bone mineral density, with calcium
and weight-bearing exercise being
very important supporting compo-
nents.

Types of Exercise:

ength training (joint
reaction forces being applied to the
bone): Studies prove bone mass and
bone mineral density are main-
tained or improved through resis-
tance exercise. It is important to
note that changes in bone mass and
density are very specific to the
bones that are bearing the weight
(resistance) during training.

Weight-bearing aerobic
training (ground reaction forces
being applied to bone): Studies in-
dicate that some bone density im-
provement can be gained through
aerobic training when compared
with inactive controls. The gains
are specific to the bones receiving
the load and muscular force during
the exercise. Aerobic training also
improves cardiovascular fitness
and contributes to overall wellness.

Range of Motion exer-
cise: Maintaining and increases
flexibility improves overall mobil-
ity and contributes to proper gait
and alignment. Stretching should
be slow and controlled, avoiding
unsupported forward flexion of the
spine.

Fall prevention: When
programming for individuals with
osteoporosis, care should be taken
to weigh the benefits against the
potential risks of all activities. Fall
prevention is always a high prior-
ity. For individuals with balance
abnormalities, compromised vi-
sion, and coordination or strength
deficits which place them at a high
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Colin Milner

risk for falling, appropriate forms of
weight bearing exercise include walk-
ing, standing and supervised strength
training. Appropriate aerobic exer-
cise includes water aerobics, water
walking, swimming, recumbent step-
ping, stationary bicycling (preferable
recumbent), and chair aerobics.

Gail training: Help partici-
pants understand the components of
a normal gait, i.e. stride length &
width, ankle flexion and heel strike,
speed and cadence, and upright pos-
ture. Normalizing gait can help reduce
falls.

Balance training: In combi-
nation with strength training, balance
training has been proven to reduce
falls. Incorporate balance activities
in classes but be sure to provide wall,
chair, or partner support when chal-
lenging and practicing balance.

Exercise Modification
N heckiist

sz: participants:

Strength train both the up-
per and lower body for maximum
benefit

(See Colin Milner page 26)

TOM PROULX BRINGS NEW LIFE AND A
TRADITIONAL BUSINESS MODEL TO NETPULSE

SAN FRANCISCO,
CA - Thomas Proulx, retired CEQ
of Netpulse Media Networks, Inc.
and co-founder of Intuit, has an-
nounced that he has purchased the
operating assets of Netpulse and
started a new company, Netpulse,
LLC. Netpulse, LLC will focus on
selling and servicing the popular
Netpulse Station(tm) to fitness fa-
cilities throughout the U.S.

The Netpulse Station
[TP1] lets gym-goers surf the Web,
watch TV, listen to music, shop and
email-all while they work out. The
company received recognition as
one of Business Week’s “Best

Products of the Year” in 1999 and is
a favorite of fitness center exercis-
ers who utilize the product’s enter-
tainment and productivity features.

“Netpulse Stations are in
hundreds of fitness centers across
the country and are enjoyed by ex-
ercisers every single day,” explains
Tom Proulx, “I purchased the old
Netpulse’s assets and have started
a new Netpulse so fitness centers
and their members can continue to
benefit from the experience. There
are few products in the fitness in-
dustry that users get as passionate
about as Netpulse. I couldn’t just
stand back and let it die.”

John McCarthy, Executive

Director, at the International
Health Racquet and Sportsclub
Association (IHRSA), states,
“We are extremely pleased that
Tom has come out of retirement
to save the Netpulse product and
network. Netpulse made an im-
mediate impact when it debuted
in 1997, and it was instrumental
in bringing the Internet and ad-
vanced technology to the fitness
industry. We wish Netpulse, LLC
a successful future.”

The new company’s
first order of business is to re-
store service to existing
Netpulse customers, who have
been without service since Feb-

ruary. In the coming months,
Netpulse, LLC will begin selling
the Netpulse Station to new fit-
ness center customers. In addition
to purchasing the Netpulse Sta-
tion, customers will be respon-
sible for paying a monthly service
fee to cover the cost of their
Internet connections, technical
support, network monitoring, and
software license fees and up-
grades that are necessary to run
the equipment and the network.

Tom Proulx adds, “I'm
pleased to find that there contin-
ues to be tremendous demand for
Netpulse. Our business model
going forward is based on the

principal that everyone pays his
own way. While I still plan to sell
advertising on the Netpulse Net-
work, we will not be relying on ad-
vertising revenues in order to sub-
sidize or give away products and
services that have real value to fit-
ness centers. With each fitness cen-
ter customer covering its own true
costs of running the Netpulse
Network(tm), Netpulse, LLC will
have a viable business from day one.
From my discussions with our fit-
ness center customers over the past
few weeks, I know that is important
to them that Netpulse, LLC isn’t go-
ing to just be a repeat performance
of the old Netpulse.”



CITIZENS OFAMERICA!

DID YOU KNOW THAT THE YMCA’s OF AMERICA
ARE NOT PAYING THEIR FAIR SHARE?

(1) Did you know that the YMCA’s of America have $3.1 billion in annual revenue?
(2) Did you know that even though the YMCA’s of America want you to believe that
they are a charitable organization, they provide financial assistance to less than 10% of

their membership?

(3) Did you know that YMCA’s do not pay ANY real estate taxes, personal property
taxes, State Income Taxes or Federal Income Taxes?
(4) Did you know that a Tax-Exempt $5-million YMCA enjoys a $600,000 annual cost

advantage over a taxpaying commercial health club that provides the same services?

(5) Don’t you think it is
about time that all YMCAs in the
U.S. start sharing YOUR TAX
BURDEN by paying their fair
share of all of the above taxes?

REBEL TODAY!

Contact your local YMCA
Board Members and informI
them of this Travesty of tax ]us—
tice! Contact your County and
City commissioners and council-
men/women and tell them the
TRUTH about this YMCA NO- |
TAX SHAM! Contact your State
Legislators and demand that
YMCA’s be required by State
Law to pay THEIR FAIR
SHARE of State Taxes. And, fi-
nally, tell your Congressmen/
women that YMCAs across
America should begin to pay
THEIR FAIR SHARE of income
taxes just like all other commer-
cial businesses in America must
do!

Harford County Coalition for Fair Competition

Tax Paying Businesses Working with Tax Exempt Organizations
To Build a Better Harford County

FAIR COMPETITION CHART
AN UNLEVEL PLAYING FIELD -
WHY YMCA’S COMPETE UNFAIRLY
WITH TAX PAYING HEALTH CLUBS*

LAND CARRYING COSTS 0
Land valued at $200,000 per acre; § acres
($1.000,000, 15 yr. loan at 8% interest)

5114678 $114.678

BUILDING MORTGAGE
$4,000,000 borrowed at 8% interest,

15 yrs. (Y receives SO% in contributions)

FURNISHINGS & EQUIPMENT 0
$400,000 borrowed at 9% interest, 5 yrs,

$229,356 $458.712 $229,356

$99.640 $99.640

POSTAGE
Non-profit sector receives a 33% discount and
free distnbution via schools and govi. agencies

$6,600 $10.000 $3.400

PERSONAL PROPERTY TAXES 0
(tax rate of $3.65 per $100 on $400,000/
40% assessed value)

REAL ESTATE TAXES 0
(tax rate of $3.65 per $100 on $5,000,000/
40% assessed value)

STATE INCOME TAXES 0
State tax rate of 7% on a profit of $280,000

FEDERAL INCOME TAXES 0
Federal tax rate of 22.25% on first $100,000

and 39% on next $100,000 - assumes $280,000

annual profit.

TOTAL ANNUAL COMPARATIVE $235,956
OPERATING COSTS

$12,000 $12,000

$73,000 $73.000

$19,600 $19,600

§92,250 $92.250

$869,880 $633,924

* Assumptions based on a $5,000,000 health club project on five acres.

As a result of its tax exempl status a non-profil organization like the YMCA can charge 25-50% less 1o its

members than a tax paying health club. In the example above, a tax paying health club with a membership of 2000 would
have to charge $26.00 more per membership per month than the Y simply to cover tax and debt service costs that Y's do
not have

658 Boulton Street, Bel Air, MD 21014  (410) 838-2670 / (410) 879-7115
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MAKEIT FUN!

By Sandy Coffman

Wuk:ome to Summer

everyone! What a glorious season!
Shorts and sandals, flowers, birds
singing, picnics, parties, and vaca-
tions. Your club can actually pro-
mote the “up” mood of FUN and
holidays through special program-
ming efforts that will keep your
members involved in the club,
rather than dropping out and wait-
ing for September.

All you really have to do
is think “FUN,” then offer a pro-
gram that incorporates summer at-
tire, summer attitudes, holidays,
vacations and sociability. The pro-
gram must include:

1. YOU must have a FUN
attitude

2. Give it a great FUN title

3. Make sure it is FUN for
every member.... older, younger,
inexperienced, shy, intimidated,
new members.

4. Get every department
involved.

5. “Dress your club” in
summer attire.

6. The program must be an
easy entry

7. The member must be
able to begin participating immedi-
ately.

8. Every participant must
be able to win a prize

9. Every participant must
be personally invited to be active
in the program and experience a
FUN recognition for doing so

10. Every staff member
has to be the key to the success of
the program... the energy, enthusi-
asm, and encouragement of your
leaders will MAKE IT FUN!

Il' your members think of
your club as simply a place they go
to work out, summer can be a real
drag... for you, your member, and
your business. You will get and re-
tain more members if you make
your club just that - a club - where
people feel they belong, share ex-
periences with others, and have a
great time...and tell others about it!

Why is it important to tell
others about it? Because 80% of

your new business comes from
word of mouth or referrals, and
that word of mouth is made up
of discussing experiences that
were special and FUN.

HERE’S AN
EXAMPLE

I’d like to introduce
you to the programming staff at
the Center Court Fitness Club in
Grand Forks, North Dakota.
This club and it’s 2500 members
enjoy FUN programming all
year round, which is why they
grew from less than 500 to 2500
members in three years. In ad-
dition to that, the programmers’
biggest challenge is in finding
room and times for added classes
and programs because the reten-
tion rate grew as well.

The programs are ter-
rific. The staff is terrific. But
the real reason for their success
is that all employees in every
department make sure that they
exercise their knowledge and
expertise in coaching, teaching,
or serving the members every
day. But their first priority is to
MAKE IT FUN!

A SUMMER
PROGRAM

The summer pro-

gram that the programming staff
of Center Court has run for three
years is called the CRUISIN’
CAMPAIGN. It runs for nine
weeks, but it includes a FUN,
recognition program and a “re-
commitment™ party every three
weeks along the way.
IT’SA
TEAM EFFORT

Every programming
person on staff - that means ev-
eryone on staff - is involved with
recruiting their own team of
members to participate. It's a
natural to recruit members from
their own departments. Why the
team? Because a team is a club,
and being a member of a club is
social, and being sociable is a
good excuse for a party, and a

party is FUN, especially if you
are part of a smaller group of
people at a large gathering.
Simple as that.

AND
THE WINNER IS...

The winner of a 4-
Day Cruise, for Two , to the Ba-
hamas is finally chosen by
chance, at a party, and the num-
ber of “chances” awarded to the
winner is based on participa-
tion, not particularly perfor-
mance. They believe that par-
ticipation is performance!

IT’S PICTURE
PERFECT

Crealive, FUN, ex-
citing, visible, memorable, and
exaggerated promotions get the
program underway. During the
week of the promotion, the staff
is dressed “island attire.” The
main bulletin board space is
bigger than life with the Cruisin’
Campaign promotion, pictures,
rules, and participation oppor-
tunities. Pictures! They say a
picture is worth a thousand
words, but I say a picture is
worth a thousand members!
Present pictures of the cruise
ship, pictures of the island, and
pictures of participating mem-
bers - new and past.

Remember, however,
FUN pictures are most produc-
tive when displayed profession-
ally too. Yes, we are in the
“business” of FUN. MAKE
YOUR BUSINESS FUN.

ANYONE AND
EVERYONE CAN
ENTER

Akey to get partici-
pation is to make sure your pro-
gram has easy entry and the
ability to get started immedi-
ately. This will also help the
sales team to get people started
right at point of sale. The
Cruisin® Campaign includes
about ten to fifteen activities to
choose from in each activity de-

partment.

MAKE IT FUN!

F or example, in the fit-
ness center, one activity would be
to use a piece of cardio equipment
for 20 minutes or to complete a cir-
cuit training class. Although those
activities are good exercises, they
may not deliver that special FUN
experience that makes a program
worthwhile. Some points rack up
on the Activity Log in the fitness
center may also be won by:

a. Getting your picture
taken while striking your best body-
building pose.

b. Walking backwards or
sideways on the exercise track for 2
laps

MAKE IT FUN!

The Group Exercise de-
partment may require attendance in
a certain class, but a few other ac-
tivities that would be available
would be:

a. Wearing sunglasses dur-
ing the class

b. Shouting, “I'm a
Bahama Mama” one time during
class

MAKE IT FUN!

Allending a racquetball
tournament or taking an introduc-
tory racquetball lesson would
qualify chances from this depart-
ment, but you could also:

a. Win a point by watch-
ing an entire lesson or league match

b. Wear an island shirt dur-
ing an entire match, or, for first tim-
ers, for a quick 20-minute lesson.

MAKE IT FUN!

Panicipaling in a tennis
clinic or drill session is obvious, but
you may be required to:

a. To juggle three tennis
balls (You need to try for 3 minutes.)

b. Write a humorous note
or give a cartoon to one of the ten-
nis pros.

MAKE IT FUN!

We want everyone to

Sandy Con

experience all the opportunities at
the club, so the Court Sports cat-
egory may involve playing
Wallyball for 30 minutes, attend-
ing a volleyball mixer, or shooting
five free throws on the basketball

court. It may also involve:

a. Bringing your court
sports director a cup of sand to add
to the sand volleyball court

b. Bringing a bag of pret-
zels to share with the wallyball
team

MAKE IT FUN!

Don‘l forget the front
desk heroes, maintenance depart-
ment, child care attendants, and the
manager. Members should get a
chance at the big prize - the Cruise
to the Bahamas :

a.  For bringing a Pina
Colada popsicle or yogurt to a sales
person, a maintenance engineer, or
front desk service hero.

b. For finding out a staff
member’s birthday, and awarding
him/her with cupcake and candle.
( Of course they will have to sing.)

Programming! Program-
ming! Programming! Opportuni-
ties for us all to MAKE IT FUN!
Bon Voyage!

(Sandy Coffman is the
President of Programming For
Profit, a Florida-based club con-
sulting firm. Coffiman is the top club
programming person in the world
and may be reached at: (941) 795-
7887.)
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fitness industry,” states Thomas G.
Lapcevic, the Chairman and CEO
of ClubCom. “It was truly an un-
fortunate event for the industry that
the downturn of the capital markets
prevented E-Zone from completing
its mission. Fortunately, ClubCom
is well positioned to integrate the
E-Zone installations into our firmly
established network operations and
advertiser base.”

Cardio Theater is the
fitness industry’s leading pro-
vider of interactive entertain-
ment systems with more than
6,000 health club installations.
It pioneered the development of
the industry’s entertainment sec-
tor and continues to set techno-
logical standards with digital
product offerings renowned for
providing health club members
the highest quality entertainment
experience possible.

“We felt that participat-
ing in the purchase of E-Zone

was important to the exercise
entertainment industry,” says
Tony de Leede, President of
Cardio Theater. “Entertainment
continues to be such a crucial
component to the growth and
continued success of the fitness
industry. It was imperative that
we work with ClubCom to pro-
vide a standardized solution that
upholds the integrity and qual-
ity of the industry’s entertain-
ment sector.”

The primary objective
of the joint effort between

ClubCom and Cardio Theater is to
preserve the industry’s media oppor-
tunities while providing the E-Zone
installed health clubs with an equi-
table solution that alleviates the
challenges and uncertainties associ-
ated with the bankruptcy of E-Zone.

“The integration of
ClubCom’s network programming
and Cardio Theater’s hardware in-
stallation services provides the E-
Zone facilities a very positive solu-
tion,” states Mark Smith, CEO of
Town Sports International, “I am
very optimistic about the future of

our network. Overall, it is impera-
tive that we all work together to
preserve and promote the industry’s
enormous media opportunities.”

TSI was E-Zone's largest
customer and is already in the pro-
cess of reactivating its network.
ClubCom and Cardio Theater will
be in direct contact with each of the
E-Zone installed facilities over the
next several weeks. Each company
believes that the entire E-Zone net-
work will be fully integrated and
operational within the next eight to
ten weeks.
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The Ten Commandments Of Prospecti

By Paul Goldner

Pmspectingm be much
like going to the health club. Its
something that you know is good for
you and will produce excellent and
predictable results, yet is something
that most sales people always seem
to avoid. The Ten Commandments
of Prospecting is a proven success
formula for prospecting and selling
success. The Ten Commandments
of Prospecting are:

Commandment I: Make
an appointment with yourself for
one hour each day to prospect.

Prospecting, like anything
else, requires discipline. Prospect-
ing can always be put off until a later
day when the circumstances will be
better. I can assure you that the time
to prospect will never be exactly
right. Make an appointment with
yourself each day to prospect.

Commandment II: Make
as many calls as possible.

Before prospecting, you
should always take the time to prop-
erly define your target market. If you
do this, you will only call the best
prospects in the market. If you only
call the best prospects in the market,
every call will be a quality call since
we will only call those prospects who
are most likely to buy large quanti-
ties of our product or service. Make
as many calls as possible during the
hour. Since every call is a quality

call, more is always preferred to
less.

Commandment III:
Make your calls brief.

The objective of the
prospecting call is to get the ap-
pointment. You cannot sell a com-
plex product or service over the
phone and you certainly don’t
want to get into a debate of some
sort. Your prospecting call should
last approximately two to three
minutes and should be focused on
introducing yourself, your product,
briefly understanding the pros-
pects needs so that you can pro-
vide them with a very good rea-
son to spend some of their valu-
able time with you, and most im-
portantly, getting the appointment.

Commandment I'V: Be
prepared with a list of names be-
fore you call.

Not being prepared with
a list of names will force you to
devote much, if not all of your
prospecting hour, to finding the
names you need. You will have
been busy, you will feel as though
you worked hard, but you will
have made no calls. | recommend
having at least a one month sup-
ply of names on hand at all times.

Commandment V:
Work without interruption.

I recommend that you
not take calls and not entertain
meetings during your prospecting
time. Take full advantage of the
prospecting learning curve. As

with any repetitive task, the more
often you repeat the task during a
contiguous block of time, the bet-
ter you become. Prospecting is
no exception to the rule. Your sec-
ond call will be better than your
first, your third better than you
second, and so on. In sports, they
call this getting in the groove. You
will find that your prospecting
technique actually improves over
the course of your prospecting
hour.

Commandment VI:
Consider prospecting during off
peak hours when conventional
prospecting times don’t work.

Conventional cold call-
ing hours are between 9:00 AM
and 5:00 PM. Set aside one hour
each day during this period to
prospect. When conventional
cold calling hours are not work-
ing for you, consider switching or
supplementing your prospecting
time by prospecting during off
peak hours. Some of your best
work will be done between 8:00
AM and 9:00 AM, between 12:00
PM and 1:00 PM, and between
5:00 PM and 6:30 PM.

Commandment VII:
Vary your call times,

We are all creatures of
habit. So are your prospects. In
all likelihood, they are attending
the same meeting each Monday
at 10:00 AM. If you cannot get
through at this time, learn from
your lack of success and call this

particular prospect at other times
during the day or, on other days.
You’ll be amazed at the results. If
you are wondering just how you
might track your calls, let alone your
call times, look towards our next
commandment, Commandment
VIIL

Commandment VIII: Be
organized.

I use a computerized con-
tact management system. | strongly
suggest that you use a computerized
system as well. The contact man-

agement system you choose should |

allow you to record a follow up call
three years from tomorrow with no
more difficulty than it would be to
record one for tomorrow.

Commandment IX: See
the end before you begin.

Steven Covey, in his book,
“The Seven Habits of Highly Suc-
cessful People” tells us to see the end
before you begin. Dr. Covey is, in
effect, telling us to establish a goal
and then develop a plan to work to-
wards that goal. This sage advice
works well in prospecting and busi-
ness development. Your goal is to get
the appointment and your plan, your
cold call script, should be designed
to achieve your goal.

Commandment X: Don’t
stop.

Persistence is one of the
key virtues in selling success. [ have
often read that most sales are made
after the fifth call and most sales
people quit after the first.

Pawl Goldner

May 2001 be a RED HOT
year for you!

(Paul S. Goldner is both a
noted author and an accomplished
speaker. He is the author of Red Hot
Cold Call Selling, Prospecting Tech-
niques That Pay Off! (AMACOM,
1995). Red Hot Cold Call Selling
was selected by Executive Book Sum-
maries as one of the best business
publications of 1995. Paul’s second
book is Red Hot Customers, How to
Get Them and Keep Them For Life!
(Chandler House Press) Paul can be
reached at (914) 232-4682,(914)232-
4845, and Paul@REDHOT
SALES.COM. Also, you can visit
Paul’s web site at WWW.REDHOT
SALES.COM.)
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creases in attrition. A renovation
changes the atmosphere of the club
and effects every member using the
club. The higher energy levels and
excitement make the same club
seem like a new one. With the new
club feeling there is less risk for
attrition as well as a stronger like-
lihood that a potential new club
operator would stay away from
your market since you are spend-
ing the money to keep the club ex-
citing and new.

Enlarge to strengthen
position - Many smaller clubs are
finding the need to expand their
space or move to new locations
because of the demand in the mar-
ket, This demand may mean that
the club is becoming overcrowded
or that there could be room in the
market for a new and bigger club
that could have adverse effects on
the existing club. In ecither case,
these clubs need to get bigger in
order to keep up with the pace of
the growing industry. If expansion
is not contemplated, the club could
easily be surpassed by a competi-
tor.

Secure better location -
If you are in a situation where your
lease may be coming up for re-
newal, it may be a good idea to re-

search your market again to see
if there is a better location avail-
able. You may find that even if
you don't get any bigger, a new
space may have a better location
and more favorable rent making
the move a very real possibility.
Make more money -
This may seem obvious, but can-
not easily be achieved. Every-
body wants to make more money,
but it takes money and a wise
owner to be able to execute this
difficult task. Whether it is in
renovation, expansion, moving or
opening a new club, the task at
hand must be handled correctly
or the outcome will not provide a
higher level of profitability.

Before you do anything

lyze your situa-
tion - What is the demand? Who
are my members? What is my
specialty in the market? What do
my sales numbers look like?
(traffic, sales) How has my mem-
ber retention been? Why am I
doing this?

Re-analyze your mar-
ket - Get a current demographic
report and compare to past re-
ports. What is your current loca-
tion like in comparison to when
you first opened? What material
changes in the market have taken
place? What has changed in your

competition?

Conduct thorough
feasibility - What will it cost to
make the changes? Be realistic.
Do I have the space to move to
or make the changes? How will
this effect the current operation
from a management and finan-
cial standpoint? What will my
new expenses be? How much
income should [ realistically ex-
pect from the new changes? Am
1 going to be able to increase my
rates?

Decide on funding op-
tions - If you are adding new
equipment, is leasing the best
option? Profitable clubs that
have a good track record can
usually get leases from equip-
ment companies rather easily.
Going to the bank for financing
may require a business plan de-
pending on the changes. With
strong financial information
from your current club, it can
make financing easier and
quicker. In situations where a
major renovation or second club
is in the works, a new investor(s)
may be the best option. With a
new investor, it may also aid in
bringing in strong management to
the new facility. Finally, funds can
be obtained by running a mem-
bership drive. Early renewals and
'pre-selling’ the expansion can
help finance some of the capital

needed for the new move.

If you need help - Net-
work with others that have made
the same type of change success-
fully or hire a consultant/designer
that can give you the assistance
you need to maximize success.
The benefits should far outweigh
the costs.

Mistakes to avoid

#1 - Underestimating

the cost is number one. Without
the proper funding, the impact that
the changes should hold may not
be enough to offset the money
spent to make the changes. Don't
skimp if you are going to make
changes and make sure you include
every cost that will be necessary,
particularly in marketing to both
your existing members and the rest
of the market.

#2 - Another mistake to
avoid is to overestimate the impact
of the changes. Be realistic with
the revenues that you may expect.
If it works conservatively, then you
should feel better about making the
changes. In addition, don’t under-
estimate the new expenses. If you
are making the club bigger, you
will have more rent, (unless you
build up!) higher utility costs and
maybe more payroll. Make sure
you analyze your numbers thor-
oughly.

Make sure that your
changes are going to make an im-
pact. Don't make plans that won't
change the club. Know what you
want to do and what you want the
impact to be. Then ask yourself,
will this accomplish my goals?

#3 - Finally, manage your
time properly. You should be run-
ning a profitable club that you can
not take for granted. Plan your
time so that management of the
existing business runs efficiently
and predictably. It is tough to do
everything by yourself. Inthe case
of a new location, make sure you
can manage both businesses. Del-
egate responsibilities and prepare
your staff for what lies ahead.
Proper planning and time manage-
ment is essential in the success of
change.

In summary, making
changes to your club can be a won-
derfully fun and worthwhile
project. It can bring about posi-
tive results you don't even expect.
The changes may come out of ne-
cessity or desire to grow your busi-
ness. In either case, if you are go-
ing to do it, do it right or don't do it
at all!

(Mike Connor is Presi-
dent of Optimal Fitness, a Massa-
chusetts-based club management
consulting firm. Mike may be
reached at: (413) 567-7300.)
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Personal Trainer Liability Issues:

By Carrie Morrow

Racenlly there has been

a substantial amount of concern re-
garding the proper education, certi-
fication and accreditation of profes-
sional fitness trainers. This concern,
I believe, is legitimate and long over-
due. 1, as well, am a proponent of
raising the bar and expecting a higher
standard, or any standard, for profes-
sional trainers. There is, however, a
distinction that I think should be
made between a personal trainer
who is working with the 'healthy'
populations, those presenting with-
out apparent injury, whose goals
are mostly general overall fitness;
and populations with post-rehabili-
tative concerns, specific health fac-
tors, risks and sport specific needs.
This population I choose to place in
the "medical-fitness" regard. There
is, or should be, a distinet difference
between the medical-fitness trainer
and the personal fitness trainer.

In the evolution of the fit-
ness industry, more and more efforts
are being made to complement the
medical community with supple-
mental and entative healthcare

E ach month as part of
the NORM's NOTES section of
The CLUB INSIDER News we
have a section entitled: The CLUB
INSIDER: News WorldView.
WorldView contains news from
around the globe. This month we
are happy to publish for your en-
Jjoyment, a 20-question interview
with UK. LA FITNESS chain club
Chief Executive, FRED TUROK.
The interview was conducted by
CLANCY GEBLER DAVIES for
the Independent, a London-based
newspaper. The health club in-
dustry in Europe is described in
the interview by Turok as imma-
ture. So, I thought it might be in-
structive to provide commentary
on a few of Turok’s comments,
based on my 27 years in the busi-
ness. My comments are all pre-
ceded by the initials ‘CIN’, short
for CLUBINSIDER News. Enjoy.

TWENTY QUESTIONS:
FRED CHIEF
OF LA
FIINESS - "M NOT THE
LITHE, LYCRA-CLAD
PERSON I ONCE WAS’

I nterview By Clancy
Gebler Davies

Soulh African-born
Fred Turok, 46, and a qualified fit-
ness professional, bought his first
fitness club in London’s Victoria
in 1990. He is now Chief Execu-
tive of LA Fitness, which has 36

through the use of fitness and
wellness centers. In order for the
fitness community to cast strong
ties to the medical community, and
vice versa, the credentials of the
medical fitness trainer must be very
defined. A strict and definite stan-
dard of care must be established
and legal liability must be easily
transferable from the physician,
physical therapist and the medical
fitness trainer.

Based on current cases,
physicians are faced with the bal-
ancing act of prescribing ‘general
exercise’ to their patients and pre-
scribing exercise at a specific lo-
cation with a specific trainer to their
patients. [ think you can ask any
physician and they will tell you that
most patients are inclined to follow
exact directions rather than vague
or general directions. The ability
to recommend a specific fitness
facility or a specific medical-fitness
trainer would increase the patients’
chances of actually beginning the
exercise program. However, when
it comes lo exercise prescription,
physicians are faced with a lack of
information on an accredited, safe
and effective facility in which to
recommend to their patients. Why?

e plans 50 more.

l} Is your share price a
true reflection of the value of
your business?

Turok- “No, the share
price has been depressed by sev-
eral things. We did a rights issue
last October and that always
makes the market a little cynical.
But with that equity, the debt fa-
cility I now have available and
the cashflow from the business,
I am sitting on pounds 70m with
which to open 50 more clubs.
That hasn’t been factored into the
share price yet. Several operators
have been up for sale for some
time - such as Cannons - and |
think the City is looking for them
to move out of the way to ensure
the valuations of health and fit-
ness stocks are recognised by in-
vestors. Also, our share price is
standing at a 40 per cent discount
to Fitness First, our main com-
petitor, so you will find our share
price will probably have an up-
ward movement in the short- to
medium-term.”

2) What are your expan-
sion plans in the UK?

T-"The company has
mushroomed from London. We
established our model as being a
15 -20,000 sq. ft. site with a
swimming pool, great facilities
and equipment, a convenient lo-
cation and with an adult popula-
tion of 25,000 people within five
to seven minutes of the front
door. After London we chose to
go to the other major

Because the legal liability generally
does not transfer from the physi-
cian to the fitness center based on
the recommendation. A specific
recommendation can be considered
part of the prescription and there-
fore any injury incurred by the pa-
tient during the exercise in the rec-
ommended facility, transfers liabil-
ity back to the physician.

So, you say have the phy-
sician sign a release of liability,
right? The problem with the release
is that it generally states that the pa-
tient is free to perform general ex-
ercise at the facility. Well, many
patients have restrictions on the ac-
tivities that they can perform. Who
is going to monitor this person?
The physician can't do it, is he or
she going to trust just anyone at the
center? The medical-fitness trainer
must possess a great deal of educa-
tion and experience in order to be-
come responsible for this patient.

What is the difference be-
tween that person and the person
who just walks into a facility off
the street and begins his or her ex-
ercise program? So far the courts
have held that a general release
signed by the member is enough to

ect the fitness facility from neg-

conurbations: anchester
and Birmingham. Havmg opened
there successfully, our strategy is
to create a centre and open satel-
lites around it 50 a regional man-
ager can take responsibility for up
to seven or eight clubs.”

CIN- “Fred, my advice
is be careful about those
conurbations you select. Because,
if you happen to pick one at the
same time somebody else picks
the same one and neither of you
are aware of the other’s action,
you both will end up with
inadequeates markets to support
both units. Such events can off-
set two of your profitable clubs!™

3) Why choose Spain for
your first European venture?

T- “The disposable in-
come of the Spanish is excellent,
there is a good mixture of corpo-
rate and residential because the
Spanish live on top of where they
work and Spain is totally under
provided for - the biggest opera-
tor has seven clubs which are in
poor condition. Finally, I have
found a very strong Spanish
team.”

4) Do you have any
plans to expand into America?

T-"No. A good many
English public companies have
been caught with their trousers
down in America. Why should we
go into a market which is semi-
mature when you can select from
100 markets around the world that
are totally immature?”

CIN- “Fred. You are a
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ligence, even of a personal trainer.
But, what about the medical-fitness
trainer? Should the negligence is-
sues be different? Absolutely. The
general release is not meant to in-
clude patients referred to a specific
program or trainer by their physi-
cian. Medical-fitness trainers
should be held to a higher standards
of care.

Due to the convoluted na-
ture of this issue, the National Fit-
ness Therapy Association has de-
veloped standards and accreditation
that addresses the liability issues
faced by personal trainers and medi-
cal-fitness trainers. A higher stan-
dard of care is used for the medi-
cal-fitness trainer based on their ad-
vanced education and experience.
Liability should pass to that trainer
upon recommendation from a phy-
sician. The physician and trainer
can maintain a very close working
relationship regarding the patient in-
cluding regular reports provided by
the trainer to the physician on an
ongoing basis. The physician pro-
vides feedback to the trainer when-
ever a potential problem arises, and
vice versa.

The evolution is Iong
overdue. However, the process is

smart man! Boy, | can remember
when I first started in Atlanta in
1974, there were just 4 clubs in
the entire city! Now, 27 years
later, there are about 200! Don’t
forget Fred. Excess profits breeds
ruinous competition!"

5) How are you going to
cope with increased competition
in your market?

T-"The market is so im-
mature we don’t really have any
competition at present. Our
Finchley club was full when it
opened, although there’s David
Lloyd and Holmes Place two
miles away, and another LA Fit-
ness Club three miles away. But,
we have to make sure we build the
best facilities and charge the most
affordable prices we can. That
way anybody wanting to come
and open against us is going to
have to deliver a cracking story
at either the price we are charg-
ing or less to take our members
away. We also need to create suf-
ficient loyalty among members
and be aware that people will al-
ways shop around.”

CIN-"Fred. Please real-
ize that is just a TEMPORARY
CONDITION that can and will
change rapidly. Don’t forget. Ex-
cess profits breeds ruinous com-
petition!”

6) You hope to achieve
50 per cent of your turnover
through areas of revenue other
than subscription fees. How will
you do that?

T-"Today we're achiev-

Carrie Morrow

here and more trainers every day are
taking part in the NFTA accredita-
tion process. To find out more,
check the website at http://
www.nfta.org.

Carrie Morrow, MBA, JD
Legal/Fitness Consultant

National Fitness Therapy Associa-
tion

(Carrie Morrow is a Le-
gal(Fitness Consultant and the Fit-
ness Director at the YWCAof
Greater Pittsburgh. She is currently
conducting research on liability is-
sues surrounding medical-fitness
trainers and risk management for
fitness centers. She can be reached
at Carriemorrow (@aol.com.)
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ing 12 per cent of our turnover from
additional revenue, which is at the
top end of the induslry. But some of
the better American operators are
achieving 50 per cent and I've just
sent a team of people to the States
to look into that. We've opened three
Internet cafes within clubs, we have
our Wellness Centres in conjunction
with Bupa and we’ve opened a
fourth Wellness Centre which we
own. There are also the obvious
things such as clothing, food and
beverages and private training and
there is Synergise, an exercise video
and system developed and trade-
marked by us.

CIN- “Fred. You are an in-
novative and smart man.”

7) What's the thinking be-
hind selling the freeholds of the sites
and leasing them back?

T- “It’s about creating sur-
plus cash. We are not property de-
velopers, we open fitness clubs, But
we found we were going to a devel-
oper to have a club built and the
moment it was finished they would
sell that property on at an outrageous
profit on the strength of our
company’s covenant. We decided to
cut out the middle-man: we find a
site, we buy the freehold and, when
the club is up and running, we sell
that property on, making between
pounds 500,000 to pounds 1m cash
profit. This cash surplus is treated
as a reduction of the carrying asset
in the balance sheet.”

CIN- “Fred. You’re not just
smart. You may be a genius!”

(See Worldview page 26)
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8) How will you build the
LA Fitness brand?

T-"LA Fitness was the
club that Princess Diana was se-
cretly photographed in. When we
bought that club I recognised the
opportunity to acquire a brand that
already had a household name, al-
beit for the wrong reasons. From
that point, we have spent a lot of
time and effort working on that
brand. Our company is creating
alliances and strategic partner-
ships with the healthcare industry
and with other appropriate brands.
We have two business joint ven-
tures with Bupa, including an in-
teractive television health and fit-
ness channel called Club Zebra,
and we have a very good relation-
ship with British Airways.
Lucozade sponsors our member-
ship retention scheme, LA Pass-
port, and our brand will be appear-
ing on Findus Lean Cuisine meals.
We are also working hard on the
brand to develop external products
such as Synergise.”

CIN- “Fred. Awesome
branding ideas. You should have
tea with our friends here in the
colonies, Crunch Fitness Founder
and owner, DOUG LEVINE and
Gold’s Gym branding guri, Derek
Barton. I am sure sparks of inno-
vation will fly when you three
gather!”

9) When the industry
consolidates, will LA Fitness be
one of the predators or will you
be snapped up?
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T- “We look at all poten-
tial acquisition opportunities but
we don’t need to buy anybody - we
can open between 15 and 30 clubs
a year ourselves. The market will
consolidate but we’re not con-
cerned about predators because the
management still owns 34 per cent
of the share holding and we’ve hit
or beaten every target we've set
ourselves. As long as we continue
to do that, the City and our inves-
tors will be keen to continue their
support.”

CIN-"Fred. I think you
must have some smart investors.
But, never forget Fred, investors
can get really mean when things
change. Especially, when you sit
with 34%!”

10) Are you concerned by
plans for major brands such as
Boots to move into your market?

T-“No. Anybody wanting
to move into the health and fitness
market has missed the boat and by
the time a new player develops our
expertise they will have fallen fur-
ther behind. They could make an
acquisition but many companies
want to jump on the bandwagon
and it’s easier to talk the talk than
to walk the walk. But competition
is healthy and having a brand such
as Boots in the market could have
a positive impact on the industry,
as it did when Virgin came in.”

CIN- “Fred. You may be
right. You may be wrong. Do you
know the history of the mess U.S.
Industries made over here in the
colonies when they bought Euro-
pean Health Spas from RAY WIL-
SON back in the 1970s? If not, ring
me up and I will share that infor-
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mation with you. (770) 850-
8506 USA.”

11) How did you end
up becoming an aerobics
teacher?

T- “By necessity
rather than by design. I had
been a PE teacher but when |
bought my first club in Victoria
in 1990, I hadn’t realised the
owner had been teaching 10 to
15 aerobics classes a week him-
self. I pitched up and he told me
I'd better learn to teach aero-
bics unless I wanted to incur
extra staff costs. It was a bap-
tism of fire but I picked it up
quickly. I've always loved
disco dancing and an aerobics
teacher really is a glorified
disco dancer.”

CIN- “Fred, you Devil
you! You know Tony deLeede
of CardioTheater, don’t you?
He has been one of the best
aerobics (now BODYPump)
teachers around for years! But
Fred, you should be careful
when referring to ‘Group Fit-
ness Instructors’ as ‘Disco
Dancers!’ Some of them might
just beat you about the head and
shoulders!”

12) How often do you
£0 to the gym?

T- “I train three times
a week and I teach aerobics on
Tuesday and Thursday morn-
ings at 6am. I’ve done that for
15 years. I'm not as consistent
as I'd like to be because busi-
ness does drag me away, but [
would like to boast that my
classes at 6am are still the busi-
est even though | am not the
young, lithe Lycra-clad indi-
vidual that I once was.”

CIN- “Fred. Come on.
I am sure you're just being
modest.”

13) What would most
improve your business?

T- “As Chief Execu-
tive, [ would have to say that
probably every area of the busi-
ness has the opportunity to im-
prove, but I don’t see any one
area as particularly weak.”

CIN-"Fred, that is a

great position to be in. Now, you
can focus on area-by-area with-
out alarm as you move your busi-
ness forward. Have you ever
heard of Dr. Gerry Faust and his
“Executive Insight” business di-
agnosis program? Working with
Gerry on that might just provide
you with millions and millions of
pounds more profit per year! His
number is: (858) 536-7976.”

14) What would most
improve your industry?

T- “People feel they
should lose weight and get fit be-
fore joining a gym. They are
“Lycraphobic” and we need to
change that - it’s like tidying the
house up before the cleaner
comes. We need to break with the
Jane Fonda/Arnold
Schwarzenegger vision and be
seen much more as a “wellness
insurance policy™.

CIN- “Fred. You are SO
RIGHT ON TARGET! In fact, an
IHRSA study about 5-years ago
states exactly that!”

15) What trends do you
see coming in the industry?

T-"I see there being a far
greater link between the health
and fitness industries. We glibly
called ourselves health and fitness
clubs but we’re not. We are fit-
ness clubs but the link between
preventive wellness and fitness is
crucial. I'm not being an evangeli-
cal messiah: this is a cracking
business opportunity. There isn’t
the sort of exponential growth in
the medical insurance industry
there once was and we can get to-
gether and work proactively on
people’s wellness, which will help
the insurers’ margins and increase
our profits.”

CIN-"Fred. Once again,
you are on target! [ am going to
put a copy of my March and April
editions in the Post for you. They
contain a magnificent case study
of Tim and Liz Rhode’s Baltimore
Athletic Club and Wellness Cen-
ter.”

16) What'’s the secret of
running a successful health club?

T- “Prepare. Make sure
you open with sufficient members

to already have a buzz. You will al-
ways have times when you are fall-
ing down and that is when you
should listen to your members. I love
a complainer, Look after the club
and, most importantly, make sure
you have a strong and well- moti-
vated staff team.”

CIN-"Fred. Preparation is
certainly key. And, complainers are
your informal Board of Directors! If
you can satisfy a complainer, you
become a hero amongst the other
members because you will have
‘shut-the-bloke-up’ for awhile!
Those other members don’t want to
hear it and they will love you for sav-
ing their ears, not to mention their
club environment that they all love
until the chronic complainer ar-
rives!”

17) Who do you most ad-
mire among competitors?

T-"Alan Fisher of Holmes
Place and Mike Balfour of Fitness
First. Both have a very clear vision
where their business is going.”

18) What’s your business
philosophy?

T-"Ensure that your team is
strong and you will deliver your vi-
sion on the basis of the strength of
your team,

19) If you didn’t run LA
Fitness, what would you like to do?

T-"I would like to be a poli-
tician in South Africa helping the
black community or running the
Olympic bid for South Africa. I'd
like to do something where I could
add positively to the community us-
ing the skills I have developed in
public company life.”

20) What was the first les-
son you learnt in business?

T-"Don’t over-promise and
under-deliver. Whether it is your
bank manager or your staff, don’t lie.
Tell the truth and be straight. You can
sell, but make sure you deliver on
the back of those promises.”

CIN- “You are a ‘man-
from-my-own-heart! You are a ‘Mas-
ter.” You would be amazed at how
many liars there are in our industry
here in the colonies. They are easy
to spot. They do not look you in the
eye when they speak to you! Amen,
Fred!”
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~Milner

continued from page 20

Strength train the trunk
(without excessive flexion or ex-
tension), especially the back ex-
tensor muscles

Avoid excessive for-
ward flexion of the spine which
can contribute to spinal fractures
and place internal organs in a vul-
nerable position for injury

Avoid hyperextension
of the spine which can contrib-
ute to spinal fractures

Use proper body me-
chanics for all exercises

Avoid ballistic or jar-
ring movements

Practice balance activi-
ties only with balance support
available

Avoid standing on one

leg for extended periods which may
place vulnerable bones in the hips
at risk (for example if performing
16 standing leg lifts alternate 8 right
leg, 8 left, 8 right, 8 left)

Avoid activities exhibit-
ing a moderate to high risk for fall-
ing

What we have is a disease
that is not discriminating, no mat-
ter what your age or sex. As our
children are finding solace in front
of a computer, cola in hand, they
are exercising and drinking milk
less, theses two indicators, plus oth-
ers, have researchers predicting a
major osteoporosis epidemic in the
not too distant future. Our lesson
must be, it’s never too late to turn
back the hands of time and there's
no time like the present.

If we look into our crys-
tal ball, fifteen years from now, will
you see a nation riddled with finan-

cial woes due to a debilitated popula-
tion or will we see a population that is
made up of vibrant, functional people
of all ages who are redefining the way
we age? Only time will tell.

(Colin Milner is the Presi-
dent of IDEA Health and Fitness As-
sociation and the former Vice Presi-
dent of Sales and Marketing for Keiser
Corporation. Milner was also the
Chief Operating Officer of the Keiser
Institute on Aging and sits on the ad-
visory board of the American Senior
Fitness Association, Assisted Living
Success magazine and Canadian As-
soctation of Fitness Professionals. He
has authored over 60 industry articles
and has been interviewed extensively
in leading publications such as The
New York and Los Angeles Times and
The Wall Street Journal and Business
Week. He also presents throughout
North America on the topic of aging.)



Forget the lycra and leotards. Take a good hard look ot your group fitness The fiscal equation is simple. The more members in your group fitness

system. Does it make sense? And what about dollars? classes, the more money in your pocket. The great news for you? Les Mills
Les Mills Body Training Systems deliver group fitness results to your dlub Body Training Systems classes, BODYPUMP, BODYATTACK, BODYFLOW,

members, your instructors and your bottom line. You get fantastic pre-choreo-  BODYSTEP and RPM are filling up fast all around the world.

graphed classes, developed by world leaders in group finess and finely tuned Flex your "money muscles". If you're a 98-pound weakling in group

in clubs all around the globe. Your instructors are expertly trained and exercise, fiscal fitness is a phone call away. Call 1-800-729-7837 or visit us

inspired fo achieve of the highest level. And our Group Fitness Management  at www.bodypump.com and get fiscal for less than $10 a day. Outside the

Training will add fo the profitability of your group fitness department. U.S see us at www.lesmills.com.

bodytrainingsystems ¢

THE STEP COMPANY » WWW BODYPUMP.COM




order parts online...
wWww.gympart.com
or call 800-GYM-PART for a free catalog

Providers of OEM quality
replacement parts and service for:

* LifeFitness * StarTrac

* Stairmaster °* Quinton

* Precor . Unise.n GYM PARTS

; ‘T:":*" ; f"‘“:“" & SERVICES

2 T:cti?x P C‘;?;b?nax NATIONAL GYM SuPPLY
5631 MesmMER AVENUE

* Everlast * Maxicam Curver City, CA 90230



