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The History of the Health Club Industry

By: Norm Cates, Jr.

Part I

The Introduction

They say that the first
paragraph or two of any article
are often the keys to success of
the article. They say you've got
to ‘grab ‘em’ with an interesting
and intriguing intro or you can
just forget about it.

Well, try this! First, I'm
gonna give you a preview of this
Part 1. Then you will see
comments in the introduction of
this 3-part series that are intended
to get you REALLY INVOLVED
in reading this series and keeping
this June issue and our July and
August issues when they arrive.
By the way, unless you are a paid
subscriber to The CLUB
INSIDER News, you will not
receive Parts IT and 11 due to the
rotation of our promotional
mailing list. So, SUBSCRIBE
TODAY if you haven't already.

First, The Preview

Part 1 includes my
introduction and then an in-depth
interview with Ray Wilson, the
“Father and Dean” of the health
club industry. This interview is so
powerful and so full of amazing
health club historical information
I've included only the interview
with Ray Wilson in Part I. I now
realize that I could write a book
about Ray Wilson, because, in
this interview, I have just barely
scratched the surface in covering
his amazing life. If I did write a
book about Ray’s life, it would
have: power, money, sex,
adventure, violence, rags to
riches, controversy, sports,
international business, cotton
field poverty, professional
wrestling, living in old Las
Vegas, owner of four banks in his
twenties, Fortune magazine
entrepreneur of the month in his
twenties, promoter of Miss USA
and Mr. USA shows, Malibu
glamour, astronauts, politicians,
movie stars and a better plot than

most movies. In fact, the
following interview with Ray
Wilson has a lot of the above in
it. You will just have to take the
time to read it to find out which
parts of the above are included!

Now....Let’s Talk About
You!

I thought long and hard
about the intro to this all
important 3-part series called
“The History of the Health Club
Industry.™ After all that con-
templation, | concluded that with
your individual participation and
involvement, you could be
reading the most important article
series ever written in the health
club industry. How and why am
I making such a comment in the
introduction of an article? This
is how and why. This 3-part
series is not just about the
*history” of our terrific business.
It is about the ‘future’ of the
health club industry as well. And,
that future will be shaped by you,
The information provided in this

3-month series will give you the
opportunity to participate in
health club industry history.
And, how our industry responds
to this 3-part series will be a key
to the future. Since I have the
job of writing articles for each
month ina way that will rivet you
to your seat when The CLUB
INSIDER News arrives in the
mail, | feel it is important to start
by talking about YOU.

YOU Are The Heart, The
Conscience, The Brains and
The Legs of Our Industry!

Therefore, 1 must be
able to capture your full attention

(during your busy schedule) long g

enough for you to read this article

in its entirety. [ am going to start ¥

with this specific message to you.
And that is, I write for you witha
passion. 1 write for you from
my heart. My passion is directed
to our mutual mission of helping
the world get and stay fit through
exercise. I work hard on my
writing for you and I pray even

harder that this work [ do for you
here at this keyboard is good and
important work for you and our
industry. We only have one
chance at the future.

We Are All In This
Together!

We must remember that
we are ALL in this together. 1
say that because it is true and to
emphasize the importance of the
(See Club
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Ray Wilson On Lifecycle

Ray Wilson Launches Three

By: Norm Carés. Jr.

Ray Wilson, the “Father
and Dean” of the health club
industry, is at it again. He is
attacking the U.S. and
International Health Club
markets on three different fronts.
In a 50/50% partnership with his
partner, Greg Rowe, Wilson is
hitting the Columbus, Ohio
market aggressively with their 7"
California Fitness Center now
under way.

Ray Wilson is also
rolling out two other new chains:
Ray Wilson's Healthy Exercise
Clubs (co-ed) and Figure Magic
{women’s only).

California Fitness
Centers

Greg Rowe was one of

Wilson’s most successful
partners in his Family Fitness
Centers in Southern California.
The 72 - club Family Fitness

Inside The Insider
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The “PR Moment”
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ActivTrax Teams With President’s Challenge

To Help Shape The Nation

Center chain was one of the most
outstanding chains ever seen by
this author when it was acquired
by 24 Hour Fitness about eight
years ago. Inshort, the California
Fitness Centers in Columbus,
Ohio are prototypes of the Family
Fitness Centers and the Asian
chain of California Fitness
Centers that Ray and some of his
partners also sold to 24 Hour
Fitness four years ago.
Amazingly, each of the California
Fitness Centers offers 3 to 5 lines
of selectorized equipment, 60 to
80 cardiovascular machines as
well as free weights, cardio kick-
boxing, personal training, weight
loss/gain programs, nutritional
centers and juice bars. (Check
out www.californiafitness
centers.com)

Ray Wilson's Healthy
Exercise Clubs and Figure Magic

New Club Chains!

For Women will go after the “de-
conditioned’ co-ed market as
well as the “non-hard-body™
women’s market. Both club
chains will also target the
millions and millions of former
health club members out there.
These people have discontinued
their health club memberships for
one reason or the other and
Wilson believes he knows the
reasons.

Ray Wilson says, “The
most ripe market is these millions
of former members. They were
interested in fitness, but just did
not get what they wanted from
their previous health club
membership. Our research has
shown that the main reasons for
the huge membership drop out
are: 1) “time”; 2)*“convenience™
of location; and 1) the
“intimidating atmosphere” of the

typical health club produet.
Wilson’s answer to these issues
are very programmed, regi-
mented 30-minute workouts with
special equipment, small,
friendly clubs sized from 1,200
to 2,400 square-feet and clubs
located not more than a 10-
minute drive from the member’s
home or work. Wilson realizes
that this will ultimately require a
thousand or more new clubs. He
intends to be the catalyst to
accomplish that and he has the
resources to make it happen. He
enthusiastically and energetically
projects that this new concept
will surpass his greatest personal
successes in his life of 75 years,
including the success of his
European Health Spa chain, his
Lifecycle contribution to the
world and his Family Fitness

(See Ray Wilsen Page 5)



PAGE 4

£Club insider

JUNE 2003

By: Norm Cates, Jr.

Last month, on this
“The Insider Speaks”™ page, |
reported on the alleged activities
of amajor Gold’s Gym franchise
group in the Eastern Kentucky/
Cincinnati, Ohio region. My
report concerned the numerous
complaints and concerns | had
been hearing about that
organization from numerous club
owners in that region. In my
article 1 described the Gold's
group as an “Alleged Bottom-
Feeder” that, based upon my
investigation to that point, and
without the benefit of input from
the Gold's owner, was not too
good. [ published my report in the
June issue, without the benefit of
input from the “Gold's Gym”
group, because the owner had not
answered any of or returned any
of four phone calls T had placed
trying to talk to him about the
issues | had to address,

I write to you here today
to report that Royce Pulliam’s
Global Fitness Holdings, Inc. has
been in touch with me and
pursuant to a conversation with
them | agreed not to publish
further comment without the
benefit of communication with
them. | immediately forwarded a
list of 16 questions relative to the
issues at play in this Eastern
Kentucky/Cincinnatti, Ohio
Region. On Wednesday, June 28,
2003, 1 received a wrilten
response from Glenn Gordon, the
President of Global Fitness
Holdings, Inc. Based upon my
recent interview with Ray Wilson
(see this edition), my many
conversations, faxes and emails
from the many upset club owners
in the area, having read Glenn
Gordon’s answers to my
questions and having spoken with
both Royce Pulliam and his
company President, Glenn
Gordon, I've come to a clear
conclusion.

Probably No “Bottom-
Feeders” Here... Just Tough
Competitors On Both Sides
Aggressively Competing For A
Prime Market

Before publishing last
month’s report, | had heard from

“The Insider Speaks”

“Gym War Rages!”
Regional Peace Treaty Needed - Meeting To Be Held!

many club owners in this region
(some IHRSA Member Clubs
and some non-IHRSA Member
Clubs) that have alleged that
Global Fitness Holdings, Inc is
doing some things that allegedly
may be illegal and many things
that allegedly are not right or fair
to be doing in the marketplace.

“The Other Side of The Story"

I wrote last month,
“Hopefully, We Will Report The
Other Side of the Story™.

Now, comes, as they
say, the “other side™ of the story.
Glenn Gordon, the President of
Global Fitness Holdings, Inc.,
was kind enough to respond in
writing to my questions and | had
quite a few. After thoroughly
reviewing their responses to the
questions, | see that their point
of view is that of a fast moving,
aggressive, progressive, well
capitalized company. This
company has, over the past 10
years, come aggressively and
swiftly into a market that was ripe
for new competition. Yes, they
have been aggressive, but | have
a hunch they want to do things
fairly and correctly in this
market. They have too much at
stake not to. [ saw this exact thing
happen big time in the Metro
Atlanta area 20 years ago when
the first major player hit our
market. And, 1 had some things
done to me and my clubs back
then that remind me of this
situation a lot. The only
difference was that owner of that
newly arrived health club group
did not give a damn about fair
dealing and ethical operations. |
believe that Royce Pulliam and
Glenn Gordon actually may give
a damn and will be willing to
make moves to help ease this
animosity between them and their
regional competitors. | think
they will agree to correct
problems and bad business
practices by employees that were
unauthorized to engage in some
of these alleged unsavory
behaviors.

I also get a good
message from THRSA about
Royce Pulliam’s Gold’s Gyms. [
have been given a picture of
quality by my [HRSA contact
about the product Royce Pulliam

is delivering to the consumer. |
have also learned that Royce
Pulliam has involved his clubs in
some positive community rela-
tions programs.

But, what is awry, in my
view, is that same level of quality
in some specific day-to-day
operations in the areas of sales
and marketing. And, after
speaking with both Royce
Pulliam and Glenn Gordon, |
believe they are reasonable
gentlemen who want to and are
willing to bring areas of concern
and scrutiny into focus and make
changes to eliminate the heavy
rancor that is coming from many
of their competitors in the
market. And, I say toall of them:
“We Are All In This Together!”

A Coincidence At Work

You will notice in my
in-depth interview with Mr. Ray
Wilson, that during the 1950,
his chain of 250 American Health
Silhouette clubs engaged in a
raging “gym war” with Vic
Tanny's 150 Gyms. Ray Wilson
explains in the interview that it
(the *war’ with Vic Tanny) was
his fault and he explained why.
But, the similarities between the
“Wilson/Tanny War™ and the
situation in the Eastern
Kentucky/Cincinnatti Region are
remarkable. History is repeating
itself in Midwest America, and it
is truly a coincidence that these
two stories have arrived at the
same time.

Therefore, I am here to
tell you all today that there is a
“Gym War” going on up in that
region. But, the difference is that
50 years ago, when Ray Wilson
and Vic Tanny were going at it,
there was no publication called
“The CLUB INSIDER News to
help make a difference. | intend
to do something about this war
and intend to help make a
difference.

Conflicting Points of View
Combined With A Lack Of
Respect Meant Trouble
STANDARDS FOR
COMPETITION WILL EASE
THE CONFLICT

It is clear that both sides
in this conflict have their own

point of view and methods of
operation. The region is covered
up with club owners who are mad
as hell and who are not going to
take it anymore. What is lacking
though, and actually lacking all
across America, and what will
surely be a bigger and bigger
problem for all health ¢lub
operators everywhere as time
goes by are “STANDARDS FOR
COMPETITION." | propose an
agreement amongst gentlemen
that yes, they will all compete for
new business aggressively, which
we all know is the way of life in
our business and they will
compete fairly, honestly and
without rancor and malice (public
or otherwise) toward each other.
Both sides need to realize that
people (consumers) talk. And,
they need to realize that right
now, this situation up there is
costing all of them community
standing, money and a better
future. Believe that. Right now
what is going on is a poisoning
of'amarket full of consumers that
might just one day be willing to
getinvolved with a health club...
if they aren’t subjected to such
controversy,

What needs to be
achieved and | intend to help
achieve il, is an understanding
and agreement amongst all those
parties on some reasonable, well
thought out, fair, agreeable and
documental standards for
competition.

In this region right now,
in my view, the health club
industry image, and the common
good of the health club business
in general, is at stake. All
involved in this brouhaha will
benefit from such a new
relationship amongst com-
petitors. Actually, once they all
get over this war, amazing things
might happen in a team effort to
bring out the masses in their
markets. Masses that are not now
looking at a health club atall. All
of the clubs in this region appear
to me to be missing the fact that
the market they should be seeking
and courting very aggressively is
the consumer who has never
entered a health club and the
consumers who were members
of health clubs in the past,
instead of being solely after each
other’s own members. The

former market is far more vast
than the latter.

A Face-To-Face Meeting To
Take Place In Mid August

I hereby propose a face-
to-face meeting amongst the
parties. 1 will conduct and
moderate this very important
meeting for club owners only, set
for August 14, 2003. The goal
and only possible resolution for
all of this is a_“Regional Peace
Treary” amongst all of these
operators. | will be inviting every
health, racquet and sporisclub
owner in the region to this
meeting and have already invited
Royce Pulliam’s group to attend.
Pulliam has accepted my
invitation and has agreed to
attend and participate. From this
meeting, and on that day and not
later, we need to mold and foster
a “Peace Treaty” if you will, that
will positively serve alf of the
parties and the consumers in that
region.. And, hopefully from that
meeting, a historical first time
ever in the health club industry,
we will all shake hands and walk
away with a blue-print for a
positive health club industry in
the region. It can be done. |
believe that the parties at war
now, once we've all gathered in
one room until we talk this thing
out and have made peace, will
look back on that day as one of
the most productive days they
have ever spent in this business..
And, they will all be making
history in the health club industry.
We will make peace. STAY
TUNED!

(Norm Cates, Jr. is the Publisher af
The CLUB INSIDER News. Cates is
a 29-year veteran of the health,
racquet and sportsclub industry. He
was the 1" President of IHRSA and
a Co-founder of the Association. In
Mareh, 2001, Cates was honored
with IHRSA's highest honor, The
DALE DIBBLE Distinguished
Service Award. clubinsidernews(@
mindspring.com  (770.850.8506,)

clubinsidemews@min

*Gym Wars”
Midwest Regional
Peace Treaty Meeting
August 14, 2003

Email:

ing.comy
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e Boy, oh boy, am |
happy to be writing these
Norm’s Notes to YOU ! I'm
happy because | always write my
Norm's Notes last, and as usual,
when | write these Notes, | am
“Rode Hard and Put Up Wet!" to
coin an old western term ['ve
used before. But, 1 am mostly
happy because | think this just
may be the most important and
hopefully, the greatest edition
I've ever produced for you. (115
months in a row now). I am also
happy because the “War” is
finished in IRAQ and thank God
we've not lost a lot of troops,
airmen and seamen in the

Norm’s Notes

conflict., And, I am happy
because on August 14, 2003, at
a site yet to be determined. [ will
be somewhere in the Eastern
Kentucky/Cincinnati, Ohio

Region facilitating a meeting of

club owners in the region. The
purpose of the meeting? PEACE
amongst tough competitors!
Read our page #4, if you haven’t
already to get the full scoop and
STAY TUNED!

oMy sincere apologies
to KEN GERMANO, the
Executive Director of ACE, The
American Council On Exercise,
because he was upset with a
comment made in an article

entitled: “About Obesity”,
written by industry veteran,
LAURY HAMMEL. I reprinted
the article even though I had
published it once before about
four years ago. In the article
Laury commented on ACE
having distributed brochures at a
convention that were not
sensitive to the plight of the
obese. Larry’s article was written
and first published before Ken
took over as E.D. at ACE, but
Kenny was upset and we
sincerely seek his forgiveness. It
was not our intention to cast a
negative light on ACE since after
all, Kenny has done a truly

wonderful and amazing job with
the organization since he became
the head man there. We are lucky
to have people like Ken Germano
in our great industry and if you
are not up to date on all that Ken
has been and is doing at ACE go
to: www.acefitness.org

e Life Fitness has
announced the winners of its
2003 Life Fitness Academy
Michael L. Pollock Memorial
Grants. This marks the 10™ year
of this great company’s support
of exercise science research. The
Life Fitness Academy awards
$20,000 in grants to graduate
students and post-doctoral

faculty members. The $2,500 —
Grant Winners for Graduate
Students are: TRACEY BAY-
NARD, Syracuse University,
CHRISTOPHER R. MOHR,
University of Pittsburgh,
STEVEN J. PRIOR, University
of Maryland, and CARRIE G.
SHAROFF, University of
Mass. The $5,000 Post-Doctoral
Faculty Grant Winners are:
JOEY C. EISENMANN, Ph.D,
York University, Toronto and
STEVEN E. RIECHMAN,
Ph.D., M.P.H., Kent State
University. Congratulations to

(See Norm’s Notes Page 22)

«.Ray Wilson

continued from page 3

Center 72-club chain.
This is an amazing

The Club Insider News
Contributing Author Team

SIDER News 2003 Contri-
buting Author Team is listed
below. Our thanks to all of our
authors for sharing their exper-
tise and taking the time to write
for The Club Insider News.

“Karen D. Woodard-
President - Premium Perfor-
mance Training (303) 417-0653

‘Dr. Gerry Faust-
Founder and President - Faust
Management Corp (858) 536-
7970

[Michael Scott Scu-
dder - President - Southwest
Club Services (505) 690-5974

[Casey Conrad -
Communications Consultants-
(800) 725-6147

[Rick Caro - Presi-
dent, Management Vision, Inc
(212) 987-4300

[Colin Milner -V.P.
Sales/ Marketing - Founder &
CEO International Council on
Active Aging (866) 335-9777

"Rudy Fabiano -
President and Design Director -
Fabiano International (973)
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"Tom Lincir - Presi-
dent - Ivanko Barbell Company
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President - Red Hot Sales
(914) 282-4682
Bonnie Patrick

Mattalian - Principal - The
Club and Spa Synergy Group
(732) 236-2273 or bonniepat
mat@aol.com

The 2003 CLUB IN-

launch for any man, but for this
man, Ray Wilson, it is totally
possible. He has achieved the
impossible before and he has all
of the creditability you could find
anywhere on earth in our
industry. (Check out this month’s
cover story, The History of the
Health Club Industry).

Ray is sure that existing
large clubs can benefit greatly
from his new Ray Wilson Healthy
Exercise concept by locating

these small clubs around their
large clubs in the smaller pockets
ofresidence. (too small for larger
clubs). Their large clubs are
already paying for the advertising
and administration. By having
these small clubs closer to their
member’s residences, they can
improve dues retention. Where a
million dollars might open only
one large club; it might open a
dozen Ray Wilson Healthy
Exercise clubs. A dozen new

10 YEARS and Counting!
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Industry News First
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manager positions being created
can really energize and enthuse
a large group of sales people,
which Ray says is vital for
maximum success.

Ray Wilson intends to
sell franchises, licenses and also
do partnerships, like he did with
European Health Spas and
Family Fitness Centers. He
believes that fitness is now so
“in” that it is a whole new era for
our fitness industry. He admits
that the “hard-body™ is still the
major market for many health
club chains; but he believes it is
largely because a large segment
of our industry has ignored these
other markets.

I have known and
respected Ray Wilson for over 20
years now and I have never seen
him acting so young and
completely charged up about new
developments as he is right now.
And, [ can tell you that if you are

a true health club entrepreneur,
you will find working with Ray
Wilson to be very rewarding
financially and gratifying
personally. He has made more
millionaires in this business than
anybody 1 know of.

Ray suggests that for
more information, you may reach
him through his Assistant, Pam's
email address: pamedd@pac
bell.net

(Norm Cates, Jr. is the Publisher
of The CLUB INSIDER News
and a 29-year veteran of the
health, racquet and sportsclub
industry. Cates was the 1"
President of IHRSA and co-

Sfounder of the Association. In

March, 2001, Cates was honored
by IHRSA with its DALE
DIBBLE Distinguished Service
Award. Cates may be reached at:

lubinsid {@mindspring.com

(& LL S
or by calling (??ﬂ) 8350-8506).

Norm Calcs'
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fact that what YOU and other
health club owner/operators do
out there impacts the success of
your club businesses directly and
impacts the potential success of
all others indirectly. 1say that to
emphasize the importance of our
industry image in the eyes of the
consumers of America. Right
now, the health club industry
does not have a positive image
in the eyes of the American
consumer. It is up to each of us
to come to grips with this reality
and to make a dedicared
commitment to change the
negative image that consumers
have of health clubs, even today.
With all the great things our
industry has done for consumers
over the past 20 years, you would
think that we would have a

sparkling, pristine industry
image. But, we don’t.

And, YOU are the key
to changing our industry image
and the future. And, I firmly
believe that once you know the
history of our industry, you will
be much more able to understand
why we do have this problem
with consumers and what we
must do to fix it. Moreover, |
want to invite you to use this
work to educate consumers all
across America. We must show
them clearly and without a doubt,
that we are a mew health club
industry and we must prove to
them that we now deserve their
trust and their fitness business!

The Two Greatest
Challenges

I believe that the two
greatest challenges facing our
industry are: (1) Reaching and

SPRINGFIELD
CORPORATION
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@
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P.O.Box 620189 Atlanta, GA 30362
770.729.0700 800.241.2081 FAX 770.729.0995

communicating clearly to 250+
million Americans the message
that our 21* century health club
industry is nof the same industry
that they or their family and
friends may have experienced in
the past; and (2) convincing those
same 250+ million Americans
that we are now much more
professionally prepared (0 serve
their needs and the needs of their
families. We must sell them on
the idea that we, as an industry,
have worked hard over the past
20 years to professionalize and
improve and we, as a group,
deserve a chance to show them.
We must communicate to them
how we’ve changed and
improved, and how we are now
in tune with what they need and
want as American consumers. In
short, the health club industry
nationwide has a major job ahead
of it... repesitioning our
industry image in the eyes and
minds of the American consumer,
But, I think YOU and I are up to
this challenge.

A Titanic Mission Is At
Hand!

Imagine what would
have happened had the iceberg
watchman on the ‘Titanic’ been
paying close enough attention to
his job to spot that huge iceberg
in time to turn or stop the Titanic
before it crashed. Hundreds of
lives would have been saved.

Now, imagine a new
health club world. A world
where the health club industry
image is one that is respected and
admired by all. Imagine a world
where instead of spending your
money on marketing and
advertising, you spend it on
member satisfaction-related
investments. Imagine a world
where new members come to you
because they have heard about
our renaissance and they want to
join it. Imagine a world where
membership sales truly becomes
just membership enrollment with
people walking into your club
just to see what the “new health
club industry™ is really all about.
It can happen.....but, YOU must
MAKE IT HAPPEN!

Let me be clear. I am
not saying that your club is not
already respected and admired
for what it is and does for your
community. Quite to the contrary.
[ know hundreds and hundreds of
truly outstanding club operators
that have labored for decades to
reach very high levels of
consumer respect and con-
fidence. 1 compliment you all.
You know who you are! But, and

this is a BIG BUT, (pardon the

pun), there are still those out there
that can change, professionalize
and reposition their clubs for the
better. However, changing the
course of history and the overall
American view of the health club
industry in the eyes of consumers
1s an entirely a different matter.
There are now over 20,500
commercial health clubs in
America. To change the
American consumers’ image of
such an industry that consists of
all kinds of club products,
attitudes, beliefs and behaviors is
truly a “Titanic mission.” And,
only YOU, yes YOU, can make
that change.

And, as you contem-
plate these words, remember this.
If you stop reading now and fail
to get back to this work, YOU
will not be prepared for the
challenge at hand. So, don’t stop
now.....read on.

The Health Club
Business Is All About
Money... But, Is That All
There Is To It?

I don’t think so. While
the health club business IS about
money, you and | both know, it is
about far more than that. It is
about building, growing and
nurturing helpful relationships
with ¢lub members and non-
members in your respective
community, It is about treating
club members and their guests in
a respectful, helpful and
intelligent manner. It is NOT
about pursuing the fast buck, but
instead, operating your club
business in a manner that
engenders faith and confidence of
your members and your
surrounding community.

(LtoR) Bob Rice, Bert Goodrich, Mr. America & Ray Wilson At
Grand Opening of American Health Silhouette - 1954

Who Says The Health
Club Industry Has A Bad
Image With Consumers?

| am sure there are some
of you sitting there reading this
and thinking, *Who Says The
Health Club Industry Has A Bad
Image With Consumers?”

The statistics say it,
that’s who! The numbers don’t
lie. At this writing, there are
approximately 285 million
Americans. Out of that 285
million, there are only currently
36 million health club members
in the U.S. That means only a
paltry 13% of the U.S. population
is doing business with us today.
What is wrong with this picture?
' will tell you what is wrong, The
numbers show us that there are
still 250 million Americans that
are nof embracing our message,
whatever it has been. Of course,
of those 250 million, an
estimated 100 million people
have had some experience with
health clubs. Experience that

sucked, in many cases. They may

have been subjected to abusive
high pressure sales methods.
They may have joined a club and
not gotten what was promised to
them during the sales presen-
tation (such as attention and
results). They may have joined
a club and had it close, taking
away the money they invested for
naught results. In the end, it is
must be the case that those
unhappy 100 million former
health club members are
discouraging some of the balance
of 150 million who have never
been into a health club at all. This
is not good. This must be
changed. And, only YOU can
make that change happen.
From this Part I, 1T and
(See Club History Page 8)
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ACTIVTRAX

American adults to be
rewarded for lifestyle commit-
ments to physical activity and

fitness.

GAITHERSBURG, MD on
June 1, 2003 — ActivTrax and the
President’s Challenge announced
a collaborative effort to motivate
and reward American adults for
continued commitment to
physical activity and fitness. In
this relationship, ActivTrax
incorporates the P-A-L-A of the
President’s Challenge to
recognize its members for their
fitness accomplishments.

The President’s Challenge
Physical Activity and Fitness
Awards Program is a program of
the President’s Council on
Physical Fitness and Sports
(PCPFS). One of the newest
programs offered by the Presi-
dent’s Challenge is the Presi-
dential Active Lifestyle Award
(PALA). This award recognizes
both youth and adults who have
been physically active for a
minimum of thirty minutes a day
for adults (60 minutes for youth

TO HELP SHAPE THE NATION

under age 18), five days a week,
for six weeks.

ActivTrax helps health
and fitness clubs properly launch
and integrate their members
through its customized, pre-
printed workouts and staff
reports. The workouts offer
detailed activity plans to guide
members through their routine
each time they visit their club.
ActivTrax has over 100
successful club installations
nationwide with additional
installations scheduled.

The PALA awards
program will complement Activ
Trax’s current member rewards
program, “OnTrax.” With the
addition of the PALA program,
ActivTrax will recognize mem-
bers for their collective exercise
activity, by tracking not only their
in-club exercise participation—
including ActivTrax workouts—
but also exercise performed
outside the club.

When  visiting  a
participating club, members can
record their in-club exercise
activity on their ActivTrax

workout sheet, as well as their
recent out-of-club activities.
Members can also log into
ActivTrax’s website to review
and edit their activity logs, using
their assigned username and
password. As members exercise
and earn PALA awards,
ActivTrax submits the qualifying
activity logs on the member’s
behalf to the President’s
Challenge and forwards the
awards to the member. Awards
may include emblems, certifi-
cates, stickers of accomplish-
ment, and other prizes.

“By incorporating the
President’s Challenge Physical
Activity and Fitness Awards
Program as the motivational
component to ActivTrax compu-
terized application, ActivTrax
has created an ideal venue 1o
encourage club members to
become good role models to
peers within and outside the
club,” says Cdr, Penelope Royall,
Acting Executive Director,
President’s Council On Physical
Fitness And Sports. *I commend
ActivTrax for reaching out to us

and incorporating this long-
standing Presidential awards
program.”

President of ActivTrax,
Gary Albert, says, “Our
relationship with the President’s
Challenge delivers an important
message to the adults of our
nation—that fitness is a lifestyle

commitment, one comprised of

physical activity nearly every
day, no matter whether you are
working out at a fitness club, at
home walking your dog, or at
work sitting at your desk. We are
proud to join the mission of the
PCPFS, to raise awareness
among our nation of the benefits
of living a physically active and
fit lifestyle.

TEAMS WITH PRESIDENT’S CHALLENGE

(Activirax specializes in assisting
health clubs with the long-term
integration of its members. lis
comprehensive application
proven
integration process promote

combined with its

fitness success—facilitating club

usage, supporting member
relationships, and rewarding
exercise adherence. Activlrax’s
value to the member is in the
guidance, variety, and time-
efficiency built into every
workout  that  ultimately
personalizes each club visit. The
company is headgquartered in
Gaithersburg, MD. For more
information, visit www.activirax
comor call 301.840.0040x106.)

Make

It
Fun
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111 series on “The History of the
Health Club Industry” you will
learn about how the pioneers, the
“Founding Fathers™ of our
industry, started off. From these
revealing interviews you will also
learn why and how seme of the
things done way back then were
not all good. In fact, you will
learn why those bad things must
provide lessons for the entire
industry. But, we are not here to
criticize. We are here to teach and
these interviews will provide us
all with history to learn, improve
and grow from.

The History of the Health
Club Industry

I am beginning this
History of the Health Club
Industry with an interview with
the one person on earth that has
done more, seen more and
experienced more in the health
club industry than anyone alive,
Ray Wilson. This in-depth and
amazing interview with Wilson
holds many of the secrets to why
the health club image in America
is what it is today. His health club
industry career spans six decades.
And, he is now, at age 75, on the
move with three new club chains
now rolling out. You will be
amazed at what he has to say in
this interview.

Ray Wilson was born in
Seattle, Washington on February
19, 1928. The son of migrant
workers, he experienced a tough
life as a youth and his family with
8 children lived in many places.
When Wilson was very young
and had just gotten out on his
own, his Father died. He left his
work efforts at that time to go
back home to Phoenix and help
his Mom raise his eight brothers
and sisters. This tough start did
at least two primary things to
Wilson. It made him tough.
Tough as nails. It also made him
intensely competitive.

Wilson admits that his
toughness and competitiveness
probably made him some
enemies in the business over the
years. And, he admits that he and
a few other key pioneers in the
health club industry are at least,
partially responsible for whatever
our industry consumer image is
today. But, on the flip side, since
1980, Ray Wilson has helped
many club owners improve and
save their clubs through his
teachings in the early 1980’s on
court conversions and switching
to monthly dues at IHRSA. And,

importantly, Ray Wilson brought
the huge contribution of the
LifeCycle to the industry. Wilson
teamed with Augie Nieto to roll
out the LifeCycle in 1978 and the
industry changed rapidly across
the world as Life Fitness has
become the world’s premier
supplier of cardiovascular and
strength equipment. Only Arthur
Jones™ invention of and mass
production of Nautilus is equal
in scope and importance to this
industry. Once Life Fitness and
Nautilus became health club
mainstains around the world, a
whole new equipment industry
emerged.

We hope you enjoy this
interview!

An In-Depth Interview
With Ray Wilson.

Q. When and how did you first
get involved in the health club
business?

A. In 1951 1 was working as a
professional wrestler and injured
my shoulder in one of my
matches. While recovering from
my injury, I leased Jack
Lozanne’s Gym in Salt Lake City
for 3 winter months. At the time,
he had one of the best gyms in
America. The gym was equipped
with Martin equipment and
offered a ring for both boxing and
wrestling. Lozanne sold 1-month
and 3-month memberships. I told
him | needed to sell 1-year
memberships, explaining to him
that since the gym was only 20%
occupied anyway, there would be
no harm done by selling 1-year
memberships. 1 argued, “What
damage could I do in just 90
days?’ Lozanne wanted some
time off and he agreed. Lozanne
had never done over $300 per
month in sales during the winter
months, but I brought in $2,000
my first month. I then realized
that the place could become a
good business financially. When
he came back 3 months later, the
place was up to about 35% full
and he was pissed, complaining,
*‘Now, I've got to train all of these
people!” 1 told him, ‘But Jack,
you will be getting all of these
buddies from the new members!
Lozanne eventually sold his gym
to Bob Rice, Fred Sessions and
Pete Peterson and that sale was
based on the revenues I generated
during my 3 months. Irecovered
from my shoulder injury and
went back to wrestling in which
I had over 500 matches in my
two year carcer. Not long after |
went back to wrestling, my Dad
died and I returned home to
Phoenix, Arizona to help raise

my 8 brothers and sisters. Later,
1 went to work for Bert Goodrich,
the first Mr. America. Bert had
several gyms in Southern
California and had opened one in
Phoenix. Bert had been a great
athlete, in Arizona and his
Mother lived there. 1 worked for
Bert for one year and was
grossing $3,000 per month and
earning $1,000. [ wanted to earn
$2,000 and had planned to pay
taxes and invest the rest in
Phoenix area real estate. Bert had
agreed to put me on a percentage,
but later changed his mind. [ was
going to college at the same time,
working at Bert's from 3 until 8
p.m. and then I would go out on
pre-set health insurance sales
calls.

Q. What attracted you to the
health club industry?

A. I had grown up as a member
of a migrant worker family. At
age 35, they had me selling little
paper flowers and peanuts. Later
on, I sold life insurance, dance
lessons at Arthur Murray’s,
enclycopedias, cars, newspapers,
I shined shoes. I did everything
you could think of. But, [ really
only liked the product of fitness.
I was personally involved in
working out and I loved it. I still
do. But, I didn’t like selling
insurance. Nor did I like selling
cars or anything else. So, I
naturally gravitated to and
devoted my life to something 1
loved, working out and being fit
and helping other people find
their way to fitness. It became a
passion for me.

Q. Tell me about your first gym?
A. My first gym was in
downtown Tucson, Arizona. |
converted an old Arthur Murray
Dance Studio and installed a
Martin leg press machine, a
couple of pulleys, barbells,
dumbbells, vinyl flooring and 4
showers in my men'’s only gym.

Q. What was the consumer’s
reaction to your first gym ?

A. Itwas a “hard sell!” In those
days, no one, except kids and
“nuts” worked out. I was one of
the “nuts.” You didn't tell people
you worked out because they
would think you were “weird.” If
you were a kid and you told your
Coach you were lifting weights,
they would go nuts and tell you
that you would become “muscle-
bound” and would kick you off
the team.

Q. Describe your membership
plans in your earliest clubs?

A. 3 months first, then | year.
Then 1 year with asecond sale

Astronaut Alan Shephard Working Out With Bob
DelMonteque At Presidents’ Health Club

of the Lifetime Membership.

Q. How did you invent the
Lifetime Membership?

A. In the early years very few
members actually used their
membership and we needed all of
the income we could bring in just
to survive—to stay in business.
We were pioneering. Nobody
had a road map for that period in
the industry because the industry
was really brand new to the
masses of Americans. We would
sell 1 year for $60 and then
*second-sell” about half of those
people a lifetime membership for
an additional $60. Over the
years, 1 led the way in the
evolution away from lifetime
memberships by changing to 7-
years and later to 1 to 3 year
memberships and then moving
toward all dues-only clubs. My
72 Family Fitness Centers in
California were primarily
monthly dues clubs and I've
encouraged everyone that
monthly dues is the only way to
go now. | know though, that it is
tough when your monthly dues
base is not high enough to cover
your operating rent, debt,
operating expenses and you must
make cash generating sales to
keep on going. It is a tough thing
to do and that is why it is so
important for any new club
developer/entrepreneur to be
capitalized adequately and well
enough to stand the period of
time it takes to sell enough
monthly dues memberships to
break even. But, when you get
there, the health club business is
a different world.

Q. How much was your rent in
your first ¢club?
A. $150 a month.

Q. When you built your first club,
did you have just that club in

mind, or did your plan include a
chain right from the beginning?
A. [ planned on developing a
chain right from the beginning.
Atage 23 | had my first club. By
age 28, I had 250 clubs in my
American Health Silhouette
chain. I definitely had over-
extended myself in my ‘war’
against Vic Tanny's 150-club
chain. So, I sold the chain to my
Regional Directors and moved to
Mexico to develop my “Spa”
concept.

Q. When did you and Robert
DelMonteque get together as
partners?

A. We teamed up in Southern
California in the early 1950%.
Bob was working at the time for
Joe Weider and his magazine
company. Bob went to Mexico
with me after I had sold my
American Health Silhouette
chain to my Regional Directors
in 1958. 1 wanted to develop my
“spa” concept in a place where
what I was doing would be kept
secret. We were there for two
years and | successfully did that.
We built four clubs in Mexico
City, one in Monterrey and one
in Guadalajara, Mexico. Then,
when we came back to Texas in
1960, we created Trim and Swim
Health Spas in San Antonio,
Texas, the Presidents’ in
Houston, and later Executive
Health in Indianapolis and
European Health Spas in
Columbus, Ohio, all of which
included my new spa concept. In
Houston, Texas, Bob spent a lot
of time training the first
Astronauts at our Presidents’
Club. I focused on running the
businesses, but I also spent some
time helping train the Astronauts.

Q. Fairly early in your career
(about 1963) when you were 35,
(See Club History Page 10)
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you were contacted by a man
named Charles Postle who had a
gym in Chicago that he had
operated since 1910. Tell us
about that please?

A. Charlie Postle had opened his
gym in Chicago in 1910. By
1912, Postle had gotten into
financial trouble. His club was
located in downtown Chicago,
and he had some prominent
members who didn't want
Postle’s Gym to close. They
arranged to do something that
was unheard of. They used their
connections with President
Teddy Roosevelt to endorse the
importance of exercise and
Postle’s Gym in a full-page ad
they ran in the Chicago Tribune.
(See photo this page). Postal
contacted me when he was age
78 and told me that he was getting
old and was about to retire. He

said he had heard of me and my
gym businesses, and he wanted
to share his knowledge and
experience with me. In his youth,
Postle had also been a pro-
fessional wrestler, so I think that
influenced him to chose me to
share his career with. He invited
me to come to Chicago to work
with him at his gym. [ went there
and actually stayed at Postle’s
home and worked in his gym for
two weeks. Charles Postle was a
great man. | used a lot that [
learned from Postle over the
subsequent years in our
downtown operations: the
Executive Club in Indianapolis,
the Presidents’ Club in Houston
and in the European Health Spas,
which grew to 160 locations..

Q. Tell me about your ‘war” with
Vic Tanny’s chain?

A. It was mostly my fault. I was
young and mad at the world
because of the trauma of how 1
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grew up in the cotton fields as the
child of migrant workers. To
further explain my attitude in
those days, | was eating 4 pounds
of red beef a day and at that time,
they were really injecting the
cows with huge amounts of
steroids, Reflecting back, I
honestly believe 1 was in a
constant steroid “rage” during
those years. Later in my life I
changed to eating fish and foul
and [ really calmed down. We
went crazy on expansion and |
really set Tanny on fire when we
got into the ‘gym wars."Vic
Tanny had been a school teacher
in Rochester, New York when he
and his brother, Armand, decided
to move to the West Coast. They
had gotten involved in Muscle
Beach and from there launched
their chain of clubs. In the 19507,
when Vic Tanny and | were going
at it, we were really the catalyst
for the industry. Our clubs were
spreading the word about
exercise and fitness across
America, and it was like a
wildfire. As far as growing the
awareness, the popularity and
availability of fitness for
Americans, our ‘war’ was the
greatest thing that happened in
that decade. Both companies
doubled their advertising and
expanded faster. It advanced the
fitness movement by a couple of
decades. We competitively
improved facilities and equip-
ment. We did a lot more in gross
sales revenues, but less in net
income as we competed for
personnel and paid people more

and more. We also spent huge
extra sums on advertising,
facilities and equipment .

Vic Tanny had gone a long
way toward taking his company
public and had even produced a
‘Red Herring® Prospectus
offering for Wall Street. But, Vic
Tanny went bankrupt and left a
horrible impression on Wall
Street and investors. But,
between the two companies, |
would estimate that at least two
thirds of the health club
industry’s biggest players, people
that shaped the industry for
decades, emerged from my and
Tanny's companies. People like
Donahue Wildman, Jerry Kahn,
Jack Clark, Ken Melby, Bob
Rice, George Eifermann, Steve
Reeves, Bill Hubner, Rudy
Smith, Charles Tartella, Bob
DelMonteque, Harry Swartz,
Roy Zurkowski, Sonny Reisner,
Harry Jenkins, John Forbitnik,
John Valentine and Fred Sessions
came from our experiences in the
war. | believe it probably even
had an effect on Jack Lalanne
who certainly is and has been
vital for our industry for many
decades. These people were
galvanized by this war and they
all became extremely tough and
competent health club business
players. It cost Tanny and me, but
the fitness industry benefited.

Q. Ray, you have set the standard
for involving your key managers
in club ownership of what they
operate, Share that with us
please?

Chicago Tribune Full Page Ad - October 22, 1912

A. If I was just going to be a sole
proprietor of one club, 1 would
focus on just that one club
and make it successful. But, if1l
am going to operate a chain, |
must involve other people, so |
wanted insurance. If a Manager
owns a piece of the action in the
club he manages, then that is
insurance. Ifa District Manager
has a piece of the action for 4 or
5 clubs he oversees, then that is
insurance. And, if a Regional
Manager shares in the success of
12 or 15 clubs, then again, that is
even more insurance. Each
profit- sharing situation makes
what 1 earn out of the deals
greater and more consistent.
With this formula you can expand
and each Region is like a new
company in a way. Don Wildman
adopted my same philosophy on
this sharing of ownership.

To give you an idea of
the impact this ‘war’ between
Tanny and I left on people, I
recall a story back when my wife
Sonja and I were putting the
finishing touches on the first
European Health Spa in
Columbus, Ohio. One day
we were at the new facility and
1 was training some people
and Sonja was in another area
of the Spa when she spotted
two men. She came to me
and said, “There are two
gymguys out here preten-ding
to be businessmen.” I went to
the area and there was Donahue
Wildman and Jack Clark, two
of the fellows that put

(See Club History Page 12)
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together Chicago Health and
Tennis, which ultimately became
Bally Total Fitness. They had
used false identities and when
Wildman spotted me he said,
‘Ray, we didn’t know you were
here or we never would have
come here! We're opening a club
on the other end of town.” Clark
tried to interrupt him saying, ‘We
don’t care. We're coming here
anyway!" Clark and I had a run-
in during the “Tanny war” when
I “shopped™” one of their clubs,
so there was some hostility
between us. So, Wildman and
Clark talked to each other
privately for a moment, and we
ended up having supper together.
At dinner, Clark initially was still
adamant about coming to
Columbus. But, I told them, *If
you open up here, we'll be at war

again. I will be in Illinois the next
week,and we’ll have the same
war we had before, They told me
that evening they would talk
about it and get back to me the
next day. Apparently, Wildman
convinced Jack Clark notto do it
because they came by the next
day and Clark said, *You stay out

of Illinois and we'll stay out of

Ohio. At least, we won'tKill our
companies right from the start.
As long as | was connected with
European, we never went to
Illinois and they never came to
Ohio. Later, we all became good
friends and when Clark moved to
Lalolla, California, we attended
the Grand Opening of my LaJolla
Family Fitness Center together.

Q. Ray, tell me about your sale
of European Health Spas to U.S.
Industries?

A. 1In 1970, I sold European
Health Spas 160 clubs for $46
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million. $20 million down and
$26 million on a five-year earn
out. [ had two partners, Bob Rice
and Ken Melby, and we operated
the chain in thirteen regions. Our
sale to U.S. Industries required
us to continue operations for five
years and to produce a minimum
annual growth of 15%. We
completed our five-year manage-
ment contract period and actually
had completed the payout in 4
years.

Q. What did you do after that?

A. | took over 23 clubs in
Western Canada that were losing
$250,000 per month. It took 18
months to turn those clubs around

and sell them.

Q. What was next?

A. [ moved to San Diego and
launched Lifecycle and Family
Fitness Centers.

Q. Tell us about how you came
about your involvement with
Lifecycle and how it ties into the
creation of Family Fitness
Centers in San Diego?

A. When Bob DelMonteque and
I were operating the Presidents’
Club in Houston, our facility was
selected to be a training center for
the NASA Astronauts. NASA
had just moved from Florida to
Houston and had no training
facilities at the time. All of the
astronauts were really terrific,
down to earth guys, but we really
got to know Captain Jim Lovell
pretty well. He was the Apollo 13
Astronaut of fame who said,
“Houston, we have a problem.”
He was also Chairman of the
President’s Council on Physical
Fitness created by President
Kennedy. One day | was on a
fishing boat with Captain Lovell
and his son and he told me, “Ray,
America really needs cardio-
vascular training exercise."His
comment stuck with me. So,
when | first saw the Lifecycle,
invented by Dr. Keene Dimick, |
was very interested. | concluded
that it was the machine that 1 and
the health club industry needed.
So, I spent 5 years and over $1
million to make it successful,
even though the 3 previous
efforts to make it a business
success had failed and the
investors had lost over two
million dollars. | needed a place
to field test Lifecycle, so I built
the first Family Fitness Center in
San Diego in 1978, primarily for
that purpose. After consumer
field testing had been completed,
I had teamed with Augie Nieto
and he and 1 launched a
nationwide effort to promote this
new cardiovascular machine.

Jack & Elaine LaLanne In Early Years

Augie did a great job and gave a
huge effort, and the Lifecycle
became and still is a major league
success worldwide.

Q. When and why did you sell
Lifecycle to Bally?

A. I sold Lifecycle in the mid-
80's because Bally made an
excellent offer and they were in

a position to invest millions of

dollars on equipment develop-
ment, which was the next logical
step after Lifecycle was rolling.
They did invest $3 million in
research and development under
Augie Nieto’s direction. The
Lifecycle and the other electronic
equipment Bally developed
moved our industry way forward.
My decision to sell was also
prompted by the fact that Bally

was in the development phase of

their own electronic bike that
they intended to call the
Ballycycle. At that time, Bally
had many movie star endorse-
ments in their advertising. These
facts, coupled with the fact that
Bally was already our best

customer and was buying half of

all of the Lifecycles we built,
made me decide totakeaSto |
profit for my company and a five
year 1/4 million dollar annual
consulting fee for myself. 1 try
to make good business decisions
and keep my ego out of it. Selling

Lifecycle was a hard decision as
I thought more of that company
than all the rest. However, [ was
not prepared to spend the
millions on research and
development for equipment that
I knew our industry needed and
so that we would command the
respect that we needed.

The CLUB INSIDER
-Originally you intended for your
first Family Fitness Center,
located in La Mesa, near San
Diego, to be a test site for
Lifecycle. But, your Family
Fitness Center apparently took
off like a rocket ship and you
developed 72 locations. Most of
them were in southern California
with a few in Las Vegas and
Denver. And Ray, | want you and
our readers to know this. |
shopped about seven of your
clubs in the San Diego areaand |
don’t think I have ever seen any
clubs more well equipped, clean
and well maintained. They
simply amazed me and what's
more, the manner in which the
employees I dealt with treated me
was excellent. First class all the
way and they didn’t know me as
anybody but a prospective
member that had just walked in.

Q. Why did you sell Family
(See Club history Page 14)
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WHO WANTS TO LIVE IN A ONE-SIZE-FITS-ALL WORLD?

Each club has a unique vision of how te differentiate their facility and equipment
_from the club down the street and across town. That's why Ivanko offers
‘the industry’s broadest assortment of original, patented designs /and
vibrant vis'ulal looks. Club owners and members tell us they appreciate the
clean eye-appeal almost as much as the superior performance, safety,.and -
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PUMP UP YOUR

CASH FLOW

TURN MEMBERSHIPS INTO CASH! NOW!

OuRr INNOVATIVE FITNESS PLANS MAKE
Your CLUB STRONGER.

Let Fair Finance convert your memberships
into instant cash. And use our industry
leading reporting, accounting and renewal
programs to strengthen your bottom line,

For a no-obligation assessment, call
800.735.FAIR today or visit

www.fairfinancial.com.

| Akron, Ohio Since 1934

FAIR |[FINANCE
/

...Club History

continued from page 12

Fitness Centers to Mark Mastrov
and 24 Hour Fitness?

A. Because | was about to get into
a war with Mark Mastrov and his
24 Hour Fitness organization. He
had obtained some serious
capital, $200 million from
McCown and Deleuw and was
on amajor growth program. 1 felt
that at that time we would have
had equally competitive com-
panies. | had already been
through a very similar situation
and actual gym war with Vic
Tanny and [ didn’t want to go
through anything like that again.
My logic was that Family Fitness
Centers would be worth more
before this potential war than it
would have been after. So, 1
negotiated a sale of my
organization in 1995 for $95
million. 1 also felt that Mark
Mastrov, besides myself, was the
only person in the world that I
knew of that could make this
huge growth plan for 24 Hour
Fitness work. And, he has. He has
done a terrific job and I've
enjoyed working with him these
past 8 years.

Q. In respect to 24 Hour Fitness’
low prices, what do you say to
competing clubs that complain
about that?

A. Low, affordable rates for the
masses have been extremely
important in making fitness an “in
thing”™ in America and the world.

Q. In your opinion, what does the
health club industry need to do
now to better reach and attract
and sign up the approximate 170
million people that are now
overweight and/or obese?

A. We must improve our image
for the entire industry by cleaning
up the stupid things that some
club operators are doing. You
Norm, are doing a lot for this
industry by being our
“watchdog" and you should keep
atit. Inour pioneering days sure,
we did some swff that today is
totally unacceptable. But, that
was then and this is now. Now is
the time to stop all of that, We've
got to “soft-sell” memberships by
convineing people that we have
what they came in for in the first

place, that we will take care of

their needs and that we will stay
interested in their results
diligently after the sale. And, we
should not just *say’ it. We need

to do it. If everyone in this
industry realizes that we are

sitting on a goldmine of

membership prospects, if we will
just totally clean up our act, our
entire industry will grow and
grow and grow. Just look at the
numbers. Right now, we only
have 13% of the U.S. population
as members of commercial health
clubs, And, that number includes
members in YMCA's, JCC’s and
other non-profit operations.
Imagine if all of us improve our
employee’s behavior by having
policies and rules about dealing
with consumers and competitors,
and we enforce those rules, how
much more business we can do
nationwide?

A lot more! And, we
need to remember to soften our
selling approach by selling
benefits and results, results,
results! That’s my answer,
Norm. Keep up the good work.

The CLUB INSIDER
News thanks Mr. Ray Wilson, the
“Father and Dean™ of the Health
Club Industry for the many hours
he put into this interview and
assisting this
preparation of this Part [ of the
History of the Health Club
Industry Series. We also want to

author on

1953 - American Health Studio

thank Mr. Bob Delmonteque for
providing some photos.

In the next two months
we will hear from Jack Lal.anne,
Red Lerille, Dale Dibble, Rick
Caro, John McCarthy, Robert
DelMonteque,Donahue
Rudy Smith, Lee
Hillman and Tom Lincir, as we
further trace the history of our
amazing health club industry. We
will also provide excerpts and
hopefully photos (with Harold
Zinken's permission) from his
book “*Remembering Muscle
Beach.” Also included in the
next two months will be a

Wildman,

summary of the story of Dick
Minns as told in the book,
“Sleeping With the Devil” by
Suzanne STAY
TUNED!

Finstad.

(Norm Cates, Jr. is the Publisher
of The CLUB INSIDER News.
Cates is a 29-year veteran of the
health, racquet and sportsclub
Cates was the I
President and Co-founder of
THRSA in 1981, In March, 2001,
Cates was honored by IHRSA
with its DALE DIBBLE Dis-
tinguished Serice Award. Cates:
clubinsidernews@mindspring.com)

industry.



Are you iIp
or out?

fitness imsite

Simply Internet.

Web Development * Online Leads Capture * Sales Management Applications
Auto-Response Emails & Newsletters * Virtual Location Tours * In-Club Signage
Member Retention Services * Ecommerce Store * Interactive Fitness & Nutrition Plans

1.800.787.3955 www.fitnessinsite.com




PAGE 16

£Club Insider

JUNE 2003

By: Jennifer Passudetti

This past April, the
Gainesville Health & Fitness
Centers helped make Gainesville,
FL. the healthiest community in
America by winning the Gold
Well City, USA award!
Gainesville is the FIRST and
ONLY community in America to
receive this prestigious recog-
nition. With over 50% of the
working population participating
in wellness programs at the
worksite, Gainesville has set a
standard for other communities
to follow to help address obesity
and other lifestyle related issues
affecting the United States today.
: A number of years ago
GHFC owner Joe Cirulli and his
staff came up with the mission of

Making Gainesville the
healthiest community in America
one person and one business at a
time. During the first year, Joe
wondered how the clubs would
measure such an ambitious
mission. In 1999, Debbie Lee,
marketing director, discovered
the Well Workplace/Well City
USA program developed by the
Omaha, NE. based Wellness
Councils of America (WEL
COA) and knew GHFC had
found their measuring stick.

* WELCOA is a national,
non-profit organization dedicated
to improving the health of our
nation through worksite wellness

The PR Moment

GHF C Makes Gainesville, FL the Healthiest Community in America

programs. Their Well Workplace
program provides a blueprint for
establishing an employee
wellness initiative in individual
businesses. Evolving out of the
Well Workplace awards process,
Well City, USA is an initiative
designed to engage entire
communities in improving the
health and well-being of their
workforce.

: Deciding the WELCOA
process was easy to implement,
comprehensive and result-
orientated, Debbie Lee got the
ball rolling by contacting then
Chamber of Commerce President
Marilyn Tubb, and V.P. of
Community Affairs at Shands
HealthCare, a large local hospital
affiliated with the University of
Florida, to begin this community-
wide worksite wellness plan.
Together they co-chaired a Well
City Steering Committee made
up of 15 women representing a
variety of businesses. The
committee compiled a list of
large employers and began
actively recruiting these
companies and organizations to
develop worksite wellness
programs, starting with securing
support from the CEO s and
Presidents.

* WELCOA provides a
proven seven-step process for
developing worksite wellness
programs & once these programs
are in place, companies can apply
for the Well Workplace awards.

When enough worksites have
qualified for a bronze, silver or
gold Well Workplace desig-
nations, the community is named
a Well City, USA. Well City
awards are also given at three
levels, Bronze (when 20% of
employees in a community work
for WELCOA designated Well
Workplaces); Silver (30%); and
Gold (50%). A minimum of
twenty companies must be
involved to qualify for a Well
City at any level.

> We set out to help
Gainesville residents improve the
quality of their lives to live
longer, healthier, more pro-
ductive lives, said Debbie Lee
W e believed reaching people at
work, where they spend half or
more of their waking hours,
would have a major impact on the
individual, the company, and our
community.

Lee & Tubb spent the
first year speaking at local events,
talking on radio moming shows
and writing articles for the
Chamber of Commerce news-
letter to help recruit companies.
The local newspaper, The
Gainesville Sun, donated full and
half page ads asking businesses
to join in the effort.The
committee also secured support
from the Mayor, City and County
Commissioners and Cynthia
Chestnut from the Florida House
of Representatives. A Well City
Kick Off Breakfast, which was

well attended by area CEO and
local VIPs, recruited even more
companies bringing the total up
to 32.

While orchestrating the
Well City initiative city wide,
Gainesville Health & Fitness
Centers designed several
successful wellness programs for
their own employees including a
workout tracking contest known
as the Shape Up Challenge, lunch
and learn seminars, cholesterol
screens and hands on exercise
workshops. GHFC s own well-
ness program design earned them
a Bronze Well Workplace
designation in 2001 and a Silver
Well Workplace designation in
2003. Many employees partici-
pated and reaped the benefits of
the successful program. Susie
Jerry, a GHFC employee, took
advantage of participating in
GHFC s weight loss program,
After 6 months Susie lost over 40
pounds and has maintained the
weight loss for overa year. Susie
represents the typical American
employee with a desk job. Even
though she has a free
membership at a world-class
fitness center less than halfa mile
away from her office, Susie still
could not get into a regular
exercise routine.  For the first
few years of my employment I
stepped into the clubs only a
handful of times, and my weight
reflected my unhealthy habits,
said Susie. Participating in a

few of the earlier wellness
program activities encouraged
me to try the GHFC weight loss
program. Through the program |
learned the right way to eat and
exercise for my body. Forty
pounds lighter has made me feel
better than ever.
’ The initiative had its set
backs over the three years. The
original thirty-two businesses
dropped down to the low twenties
due to lack of interest and CEO
support. In the fall 2001, 10
businesses had become a Well
Workplace, but the effort needed
10 more by the end of 2002.
Debbie Lee and Jennifer
Passudetti, GHFC s Public
Relations Director, spent the next
year helping the final eleven
tweak their programming and
polish their applications.
In March 2003, after 3

years of hard work and 21
companies employing more than
50% of the workforce being
designated Well Workplaces at
various levels, Gainesville found
out they had meet the criteria and
was awarded the title Gold Well
City USA - The healthiest city in
America at a special ceremony
on April 24, 2003.
. The April 24 event
highlighted the 21 businesses and
their achievement and many state
and local dignitaries were in
attendance. The day s events
included a special CEO/VIP

(See PR Moment Page 17)

Terrific Folks In Gainesville, Florida - Gold - W ell City U.S.A !
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What is Public Rela-
tions? Many people confuse
Public Relations with Marketing.
They are two totally separate
things. Marketing is paid adver-
tising that is typically used to
generate immediate sales. Public
Relations is free advertising and
publicity through media coverage
and community involvement for
the purpose of building a
relationship. Once a relationship
is built, believe me, you will be
the first health club they’ll join
when that time comes.

Where do you start?
There is no better way to get
connected with your community
than to team up with your local
American Red Cross. Whether it
is Blood Services, Health &
Safety, or Disaster Relief, | can
guarantee that they need your
help. After just a few months of

The “PR Moment”
Get Connected With Your Community

running Club Legends Fitness in
Valdosta, Georgia we decided to
have a blood drive. We had a ton
of give-a-ways, free child care for
those participating, free food and
no enrollment fee for everyone
that gave blood. Although we had
very few sales that day, the blood
drive was an enormous success.
We collected 107 productive
units of blood, but that was just
the beginning. Later that day we
were on the evening news. The
next day, we were on the front
and back pages of our local
paper. To our surprise, guest
traffic increased and sales
jumped up over the following
weeks.

Three months after the
blood drive a local apartment
complex burned down leaving 8
families out of homes. With our
hotel trade, we were able to house

people temporarily and we used
our club as a drop off for
donations. In a matter of days, we
had everything from clothes to
furniture piled to the ceiling in
our lobby area, The community
really came together, and it was
truly an experience like no other.
Once again the media coverage
was the icing on the cake and we
are still known for the people that
helped the Wood Valley Fire
Victims.

It wasn't long after
these two events that I received
a phone call from the American
Red Cross asking if | would be
interested in serving on the Red
Cross Board. I was not only
honored but also very excited to
participate. | have served on the
Board for two years now and
have accepted the Chair position
starting this July. [ would like to

think I have contributed

something to our community,

whether big or small, but truth is
that the impact it has had on
myself and our club is
immeasurable. If you give only
to receive, you will quickly be
exposed. If you give of your time

or money out of the bottom of

your heart, you will be greatly
rewarded.

Call your American
Red Cross today and get
connected with your community,

The American Red Cross is really

struggling right now and every
chapter relies strictly on local
fundraising and volunteer
support. Participate in a
fundraiser, give free passes to
everyone that gives blood, hold
a blood drive, hire your local Red
Cross to do your CPR training,
get disaster relief training, or

Bonnie Pfeister
support just them financially.
Your life and club will never be
the same.(Bonnie Pfeister is a co-
owner of Club Legends Fitness
in Valdosta, GA. Send your
greatest PR Moment  to
jele m_;( l‘.'f}ﬂf)
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«..PR Moment

continued from page 16

lunch, a 4-mile Well City
Celebration Walk with walkers
from all 21 companies, and an

awards ceremony held in
conjunction with a Chamber of
Commerce event. At the awards
ceremony, Florida Department
of Health Secretary John O.
Agwunobi, M.D., handed out

the awards and read a
congratulatory letter from
Governor Jeb Bush that stated,
“It is truly exciting and
encouraging a Florida city is
the first in the nation to have

at least 50 percent of their
population diligently working
toward maximizing their
health and wellness.”

If you are interested in
makinga_signiﬁcant impact on

the health of your city and
would like to implement a
community-wide wellness
program, please visit the
WELCOA  website  at
www.welcoa.org.

ARE YOU READY TO SAVE A LIFE?

Be a life saver
AvanTech

Exercise is good for the cardiovascular system.

But sometimes heart-related medical emergencies happen
during physical exertion. When someone is in sudden cardiac
arrest, only defibrillation can shock the heart back into a
normal rhythm. Early defibrillation increases the chance of
survival, so having an AED (automated external defibrillator)
on site saves precious time before the EMS arrives.

Your facility can have the most respected AED available -
the Medtronic LIFEPAK CR Plus AED.

We will help you set up an AED program.
Call AvanTech, the premier distributor of
LIFEPAK AED's to fitness facilities, country clubs

and athletic facilities, to ask for a free AED Kit.

Toll free 1-877-598-1234 « www.avantech@msn.com
559 Audubon Blvd., Suite 301, Naples, FL 34110
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Publishers Note: This is Part I
of a two part series. Part I is
Michael Scott Scudder’s
“Things I Like In Health
Clubs. Part 1T will appear next
month in our July edition and
will be entitled: “Things 1
Don’t Like In Health Clubs”.
Both lists are intended to make
you and your employees think
about their jobs and hopefully
to use that thought process to
improve and continue to
professionalize your club. A
great exercise would be to
conduct a staff meeting each
month for the next two months
to discuss, one by one, each of
these interesting comments.
You and your staff will grow
and get better because of that
communication and inter-
action, and subsequent
behavior changes. Remember,
“We Are All In This Together”.

By: Michael Scott Scudder

“Things I Like In
Health Clubs”

I think there’s a lot to
like about health clubs and this
month’s column addresses those
items.

So here goes...here are
as many things as I can think of
that I like, and that generally
work favorably — for the
businesses, large and small, in
our wonderful industry.

One: MANAGERS

oThe ones who know
their title means nothing.

® The ones who are
always positive about their
employees.

oThe ones who tell it
straight to their owners.

®The ones who never
use their title and authority as
leverage on anyone else.

o The ones who joyfully
show up for work early.

e The ones who look at
each new work day as an
adventuresome opportunity.

®The ones who dress
appropriate to the club.

®The ones who are a
presence in their club...just by
walking in the door.

o The ones who have
spent —and spend — time in every
aspect of their club’s operation.

oThe ones who

“ASISEE IT”

(This exclusive fitness industry column is featured only in “Norm Cates’ Club Insider News

participate fully in their club’s
exercise offerings.

oThe ones who lead by
example.

oThe ones who have an
“open door management policy.”

eThe ones who practice
MBWA - “management by
walkin® around.”

eThe ones who know
they’re wrong at least half the
time,

®The ones who respect
their members. ..and aren’t afraid
to stand up to them when needed.

oThe ones who
understand that their numbers
directly relate to their manage-
ment results.

oThe ones who evaluate
employees by objective
measures.

#The ones who treat all
employees — from the top sales
person to the janitor — with equal
compassion.

®The ones who know
that they should be paid on what
they produce.

oThe ones who are a
constant “yes."”

¢ The ones who take
responsibility for everything that
goes on in their club...whether
they are directly involved or not.

#The ones who keep
taking courses, seminars,
workshops...because they know
one never stops learning.

Two: RECEPTION DESK
(FRONT DESK)
PERSONNEL
o#The ones who
smile...no matter what.

®The ones who show up
in uniform.

® The ones who say
“you're welcome” when you
thank them for something.

o The ones who know
the club’s exercise equipment,
class schedules and personnel.

oThe ones who know
the membership prices.

oThe ones who know
the membership process.

#The ones who can give
you precise directions to the
club...and know the fax number.

oThe ones who know
the club’s web site address.

eThe ones who can do
five things at once...and all of
them pretty well.

oThe ones who are as
conscientious about the money in
the cash drawer as the owner

should be.

®#The ones who
understand that every member is
a different human being and
should be treated as such.

oThe ones who know
that they have a lot to learn — no
matter how long they’ve been
employed by the club — and are
eager to do so.

®The ones who
appropriately go out of their way
to help others — members, guests,
or staff.

o The ones who make it
seem as though you're the most
important person of the day.

oThe ones who get that
they are the most important
person in the club because
they're usually the first person on
staff that members see when they
enter and the last staff person the
members see when they leave,

eThe ones who know
that they are part of a team...and
act that way all the time.

Three: FITNESS FLOOR
PERSONNEL

oThe ones who know
the distinction between “trainer”
and “human being” and have
managed to blend the two
concepts into one very workable
staff member.

®The ones who show up
for work early.

o The ones who take
pride in the club uniform.

oThe ones who clean
equipment when there’s really
nothing else to do on the fitness
floor.

oThe ones who know
the above is not only part of their
job...but that they are taking care
of one of their most valuable
assets.

eThe ones who
smile...even when theyre having
an awful day.

® The ones who just
never have an awful day...even
when they do.

® The ones who are
friendly.

oThe ones who interact
with members... even if it's

awkward for them or a “stretch.”

o The ones who only
“talk technical” when it's
appropriate to do so.

oThe ones who will talk
with anyone...and make them
feel right at home.

o The ones who exhibit

their professional knowledge and
certifications in their work habits.

¢ The ones who just
keep on learning and getting
better at what they do.

eThe ones who
understand one-on-one training
and group training,

o The ones who have
“big eyes” on the fitness
floor...they see it all at a
glance...and do something about
the needs of the people.

eThe ones who love to
sell personal training.

e The ones who love
people.

Four: GROUP EXERCISE
INSTRUCTORS

® The ones who are
team players and think about
members and the club first.

eThe ones who seem to
see everybody in each class...and
help them accordingly.

#The ones who love to
be paid by class attendance...they
know their worth.

o The ones who never
gossip...nor get pulled into gossip
conversations.

oThe ones who know
that the club provides them with
a venue in which to express
themselves...and are always
aware of that fact.

®The ones who change
routines  frequently and
appropriately.

®The ones who can fill
a class at midnight on Saturday.

eThe ones who always
give out guest passes.

oThe ones who always
teach facing their class.

®The ones who dress
appropriate to each class...but are
not their clothes.

®The ones who
integrate everything they do into
everything else that the club
does...they truly understand
cross-training.

#The ones who are pro-
club.

®The ones who
understand that group fitness is
the natural progression of what

used to be called aerobics.

#The ones who show up
10 minutes ahead of the class
start time.

oThe ones who stay 10
minutes after the class is over.

oThe ones who just

love to keep learning and
teaching what they learn.

Five: SALES PEOPLE

®The ones who know
the difference between when to
doatour first...and whentodoa
“sit-down interview” first...and
always do that.

o The ones who hate
discounting because it cheapens
what they're offering.

oThe ones who love to
make outgoing calls,

®The ones who create
traffic in the club.

oThe ones who know
that goals are the benchmark for
success.

® The ones who do
complete paperwork...every
time.

e The ones who keep
impeccable calls — interviews —
sales records...and know that
these statistics are the measure of
their practices.

oThe ones who send
thank-you cards...to people who
join and to people who don’t

®The ones who know
they should wear a staff uniform.

o The ones who are a
better salesperson than they were
last month.

oThe ones who make no
excuses for poor perfor-
mance...they take responsibility
for themselves.

oThe ones who never
brag about good perfor-
mance...they know they are not
their numbers...their numbers
just represent their work habits.

®The ones who take
over at the front desk for a couple
of minutes when needed.

oThe ones who don’t
know other jobs in the club.

® The ones who can
teach a member about a piece of
exercise equipment.

oThe ones who think
that once you have joined it’s just
the beginning of a great
relationship.

® The ones who are
flexible with their schedules and
understand “splits” and how a
good salesperson makes money
in “dead hours.”

o The
exercise.

o The ones who want to
keep fine-tuning their skills by
learning more and more.

oThe ones who are

(See Scudder Page 22)

ones who
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Relationship Worked Out.

Activirax makes fithess a choice, not a chance for your
members. If your membership looks like a revolving
door, with just as many members leaving as joining,
then you owe it to yourself to contact us.

Call today to remove “chance” from your members’
fitness success.

ActivTrax. Where it all works out.

www.activtrax.com
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Lead Generation Basics —- CREATE

By: Karen D. | E’E&r}. =

The purpose of this
article is to cover some of the
basics that are so basic that we
forget them. What inspired this
article was working with a client
recently that has strong.
producing membership sales
departments in all of their clubs.
I'have worked with this client for
a while and they have a very
healthy advertising budget.
However, what they wanted for
a portion of our training time
together was some basic lead
generation tools that did not
come from the advertising
budget.

Here are some of the
basics we discussed that you
might want to check-in on with
yourself to see if these are part

sistent plan:

*As a Membership sales
representative, your job is to

generate business, not simply
take the walk-ins and call-ins.
When you practice this
perspective, your sales will grow
more than you know. Think about
it this way— CREATE don’t wait.

=Increasing your lead
generation efforts with the right
activities is sales success
insurance. Regardless of your
sales skills, when you increase
the number of people you
intentionally speak with about
joining your club, you will sell
more memberships. Clearly, you
want to always be improving
your sales skills. — Think about
it this way... even those
Membership sales represen-
tatives that are “100%" closers
will not hit or exceed goals if they
are not speaking to enough
people.

= Your personal lead
generation plan should have four
components operating on a
consistent monthly basis. These
components include: referral
activities, alumni Member
activities, corporate activities
(both new accounts and growing
current accounts) and community
outreach activities. Bear in mind,
you also want to have a
membership sales goal for each
of these activities. For example:
referrals = 10, alumni = 3,
corporate = 5 and community
outreach = 5. That is 23
membership sales generated from
your own activities. That is 23
in addition to the call-ins and
walk-ins you will get from the
club. How would 23 more
membership sales impact your

bottom line? Think about that
over a 12-month period — you
would create 276 more sales. Oh
yeah!

The previous three
principles are those things that
you probably know but may not
be doing. As you and 1 both
know, there is a big difference
between knowing and doing. The
following three tools are easy to
implement ways for you to make
your referral part of the equation
happen consistently.

Relationships,
Relationships,
Relationships.

The highest performing
Membership sales represen-
tatives are the ones that have the
most relationships. They know
that creating good, genuine
relationships with Members
produces consistent referrals.
My encouragement to you is to
introduce yourselfto 5 members
everyday that you do not know.
We typically only speak to the
Members we are comfortable
with or know well. By intro-
ducing yourself to 5 members
daily that you have not yet met,
you will increase the circle.
When you introduce yourself to
them, it is not to ask for referrals
— it is to introduce yourself and
begin a relationship. Once you
have met them and have spoken
to them a few times, it may then
be appropriate to talk with them
about referrals. Give it some time
10 build. Think about introducing
yourself in the following way:

“Hi, I don’t think we
have met yet. My name is

and | am in
the Membership department here
in the club and you are?

Good to meet you

How is the
club working for you?

How long have you
been a member with us?

Well, good speaking
with you and if there is anything
I can do for you, please let me
know. [ hope to see you again.
Enjoy your visit.”

Dollars From Day 1

A referral-prospecting
tool for you that also combines a
retention element. The very first
day of every month you will call
all the members you got started
in the previous month. For
example, on October 1, you will
call all the members you got

started between September | and =-

September 30. The conversation
will sound like this:

You Bob? Hi!
This is Karen from the club. The
reason for my call is that [ wanted
to make sure vou are finding
everything and that you are
enjoying the club. How is the
club working for you?

Bob Oh man - 1|
love the club! It’s the best thing
I've done in a long time. Thanks
for checking in on me.

You My pleasure. |
just wanted to make sure you're
comfortable and being taken care

of. We talked about a lot of

things when you joined and I
want to make sure we covered
everything. When you joined last
month, [ don’t know if we talked
about our member referral
program. Each month we have a
gift for our members who refer
their friends. This month the gift
is a very cool fleece vest — you
may have seen it in the lobby
display.

Bob Yeah — I did
see that, It s pretty cool. How
do I get one?

You It’s easy. All
you do is refer a friend who joins
this month and it's yours. The
promo goes until the end of the
month so | wanted to give you
plenty of time in case you wanted
to get involved. Is there anyone
you'd like me to call for you and
extend an invitation to the club
courtesy of you?

Bob  Yeah, actually
| have a few buddies that would
be interested. Their names are

and their
phone numbers are. ..

You Excellent
Bob! I will give them a call and
let you know what happens. And
please, if there is anything I can
do for you in the club or you have
any questions, don’t hesitate to
let me know.

This tool will allow you
to check-in with and stay in touch
with every member you have
started at the club as well as
discuss the referral opportunities
with them. My recommendation
is that you do this with as many
members as you can every month
whether they joined with you 30,
60, 90 or however many days
ago.

Passes in Classes

Passes in Classes will
allow you to generate leads

Don’t Wait.

Karen Woodard

within a specified period of time,
preferably within two to five
days. The way it works is you
will divide the Group Exercise
schedule among all the
Membership Sales Represen-
tatives. You will then pick
classes that you will attend for the
first minute or so. You will
prearrange a brief introduction by
the class instructor and he/she
will say the following:

“Hey Gang, this is
S from membership and
shie/he has something for you"

You'll stand up in front
of the class and say:

“Hey everybody, my
nameis
from the membership department
and | have 5 guest passes that are

good from today until the end of

this weekend.

They are designed for
your friends or family who might
be interested in joining the club.
Here's the scoop: as a courtesy
to your guest, when they join this
weekend, they get

you gel
would like a pass?”

You would proceed to
give them a pass and generate
more leads for you weekend or
whatever time frame you choose
to have them be valid.

The tools in this article
are sales basics that should be
practiced at all times. By
implementing these tools, you
will see your sales grow.
Remember, CREATE don’t wait.

. Who

(Karen D. Woodard, President of
Premium Performance Training
in Boulder, Colorado is an
international author and
consultant devoted to successful
sales, operations and manage-
ment training. She has owned a
variety of clubs since 1985
including a body/mind center. 3

Sfitness centers, and 2 indoor

rock-climbing facilities. Karen
offers books, tapes, manuals, on-
site and on-line staff training.
Contact Karen at 303.417.0653
or karen@karen woodard.com)

Make

It
Fun




Two great new resources
from National Gym Supply.

Parts Resource Book 2003

Your #1 Source for Replacement Parts (S vy h

and other gym essentials! .?\ * y/
New: [ onesourelor L Ng
GREAT, * Lifestride Nextgen ' |\~ 4 ‘F‘ =%
4 R'cES' * Expanded Ellipticals \\ : \ J [ /78
* Expanded Electronics Repairs  RRNENE. ol SSN A1 o

* Complete E-Commerce Service
Your tried and true source for:

* Replacement Parts + Electronics Repairs
* Top Technical Support + Invaluable Schematics

The Trainer Book

Designed for you, the fitness professional!

B e ¥ o Includes the finest
- BAoss = product accessories for:

* Aquatics (Aquajogger)

* Fitness Boxing (Balaz, Everlast)

Y, E' * Body-Weight Resistance Training (Balaz, Everlast)
W8 + Rubber Resistance (Theraband)

SO  Stability Exercise (Theraband Slow Deflate System)
B ¢ Group Exercise & Yoga (Aeromat)

* Group Cycling (Polar, Team Schwinn, Blast)

+ Fitness Watches (Freestyle, Timex)

* Weight Room (ivanko, Platemate, Maxicam)

* Locker Room

+ Newl! Charts & Signs

Aoy B FHUT wanko B @) TANITA =TheraBand=

Check ’em out online - www.gympart.com

Or call today to order your copy of our 2003 Parts Book and 2003 Trainer boakl
@&-800-GYMPART (1-800-496-7278)
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«.Scudder

continued from page 18
proud to be called “salesperson.”
Six: OWNERS

o The ones who work
their clubs.

o The ones who work
out.

oThe ones who praise
good performance and correct
poor performance...and do it
seamlessly.

oThe ones who walk in
the doorand you love having

them there.

o The ones who think
that they are no better than the
lowest player in the game.

oThe ones who think
that managers and employees are
magic.

#The ones who love
members.

e The ones who
empower staff to take action with
members...and only step in if
needed.

o The ones who con-
sider staff education to be one of
their best ongoing investments.

oThe ones who wear

staff uniforms.

®The ones who look for
nice things to say to you.

oThe ones who always
commend you publicly when
appropriate and correct you
privately.

eThe ones who know
every staff person’s name...and
things about each one of them.

o The ones who fully
understand numbers...and take
ultimate responsibility for them.

oThe ones who teach
you how numbers represent your
work, practices and progress...or
lack ofit...and explainitin a way

that has you learn.

® The ones who are
always on time...no matter how
busy they are.

oThe ones who think
their title should be “zookeeper.”

®The ones who know
that your running this club makes
it just fine.

[ would love to hear
your “things I like”...email them
to me at scuddertour@direc
way.com. I'll keep them in that
journal and include yours in
future newsletters (and maybe a

book).

(Michael Scott Scudder, a
contributing author for “The
Club Insider News, " is a 28-year
veteran of the fitness industry.
He is managing partner of
Southwest Club Services, a club
management fraining company
hased in Taos, New Mexico and
Fort Worth, Texas. He offers
regional-city one-day seminars
on marketing and training profit
centers, and an intensive two-day
workshop in home headquarters
of the Fit For Life Centers in
Texas, of which he is a partner.
He can be reached at 505-690-
5974, by email at scudder
tour@direcway.com or at his
web site, www.seuddertour.com.)

... Norm’s Notes

continued from page 5

all of these WINNERS !

e Last month 1 wrote
about a special Dot.Com World
edition that I'd published 3 years
ago in June, 2000. 1 mentioned
that PETE MOORE, partner of
DON HOSKYNS, in their
company, Fitness Venture
Group, were the “last ones
standing.” 1 was only referring
to the many Dot.Coms that had
come into the club industry about
4 years ago, and [ am sure I was
wrong about that. And, if your
company is one of “those still
standing”, 1 apologize. | was
trying to illustrate how tough it
had been for many Dot.Com
companies 1o survive. So, 1
retract the “last ones standing™
comment and would like to
modify it accordingly to read:
*Anybody in the Dot.Com.world
that continues to operate and do
well in this competitive market
surely knows what they are doing
and are to be admired.” This
certainly includes GARY
ALBERT and his company,
ActivTrax as they have done a
terrific job and Gary continues to
sign up new clubs for his
programs. See Gary's ad on page
#19 of this issue. I am also very
happy to report that Gary has
teamed up with our wonderful
friends and friends of the
industry, DALE DIBBLE and
DAVID LAHAIT, to do some
creative things at the Hyatt
Bentley Village Wellness
Center in Naples, Florida. Dave
and Dale, who is age 83, wrote
on June 15", “Hi Gang, As you
know, we are working with Gary
Albert of ActivTrax. We have 3
weeks under our belt of tracking
all 930 residents at Bentley
Village. No reports yet, but our
residents love our keeping score
on their Wellness Center and
related physical exercises. Keep
Tuned. David Lahait/Dale

Dibble.
s KAREN WOODARD,

a star club consultant that has
risen and risen over the years
and former CLUB INSIDER
News cover person, has
announced a complimentary club
survey program she is conducting
with club owners through her
company, Premium Perfor-
mance Training. The program
will consist of 30 to 50 clubs who
agree to complete a monthly
survey from now until December,
2003. The survey will collect
club statistical data in the area of
sales, marketing, non-dues
revenues, expenses, etc. Each
participating club will in turn
receive the data from all
participating clubs monthly in a
blind survey format, which will
allow clubs to compare their
monthly performance to other
clubs in the study. All
participating clubs will remain
anonymous. Contact Karen at:
303.417.0653 or: email: Karen@
karenwoodard.com

oYOU MAY SAVE A
LIFE! See the AvanTech ad on
page #17 of this edition. Call
Today! 1-877-598-1234

o Congratulations to
Bally Total Fitness CEO, PAUL
TOBACK, as he was named not
long ago to the title of
Chairman, to go along with his
CEO and President role at Bally
Total Fitness. Also, Bally stock
is on the rise, closing at: over 8
on Friday, June 20™.

e Congratulations to
EDDIE and JENNY TOCK as
they are celebrating the arrival of
a brand new bouncing baby girl,
GIULIANI MARIA, (7 LBS. 6
0Z.) Eddie is one of the partners
with RAY GORDON and
LYLE SCHULER in
SalesMakers, America’s longest
running health club sales
management and training consul-
ting company. (22+ years). See
their ad on page #7 and call now
if you're sales have dipped or are

trending that way.

eln my research on The
History of the Health Club
Industry, I coincidentally heard
from HARRY MEEKS, owner
of the Orange Avenue Gym in
Orlando. Harry tells me that his
Gym is one of, if not the oldest
operational gyms in America.
Built and opened in 1948 by
MILO STEINBORN, Harry
says the gym has never closed.
We will have more on the Orange
Avenue Gym in Part | or Part 11
of our 3-part series. Harry says
his Orange Avenue Gym is
located near [-4 at Princeton
Road in Orlando, and he
welcomes free tours anytime and
workouts for just a $5 guest fee.
In the meantime, Harry Meeks is
secking qualified club entrepre-
neurs to get involved in the
operation of his four Paramount
Health Clubs in the Orlando
Area. For information, call
Harry Meeks at: 407.421.9800.

oSTEVE VUCOVICH
is a 17-year owner of the Apple
Athletic Clubs up in Idaho Falls,
ID., and we extend our “Well
done and congratulations™ to
Steve and his team as they have
successfully defeated a $13.3
million, 78,000 S.F. Public
Recreation Fitness Center by
a community vote of 81%-19%.
Vucovich used a lot of PR and
some help from THRSA in
winning this fight. And, that
assistance is one of about 100
areas in which IHRSA can help
your club. Call IHRSA at: (800)
228-4772 for membership
information.

e Thanks to my good
friend, ALAN SCHWARTZ, for
his kind note to me about my son
Justin’s cover story last month,
Alan, in addition to being the
Chairman of Tennis Corpo-
ration of America, owner/
operators of over 40 clubs and
major corporate fitness centers
across America, is also the
Chairman of the Board and

President of the United States
Tennis Association. Alan's son,
STEVEN, is President and CEO
of TCA. He recently reported an
incident to me in which a
manager of an X-Sport Fitness
Club that is under construction
in the suburb of Forest Grove,
CHARLES KITE, signed up for
a two week trial membership at
TCA’s Forest Grove Athletic
Club, He did not disclose that
he was the Manager of a
competing club nearby. The very
next day someone had placed
stacks of X-Sport's 45-page
four-color magazines inside the
Forest Grove A.C. promoting
their 15 or so area clubs! It just
s0 happened that Kite was in the
Forest Grove A.C. working out
when those color magazines were
discovered by the TCA Manager.
When confronted by Schwartz by
phone, Kite denied that he had
done it, even claimed he was
being “falsely accused.” But,
Steven did follow-up with the
people at the top of the food chain
in the organization and spoke
with DAN MORRISSEY, a co-
owner of X-Sports with STEVE
RAYMAN. Steve Schwartz
comments, “Dan was very
professional. He said all of the
right things: ‘It was wrong. I will
talk to Charles. It won't happen
again’.” Steven Schwartz has
done all of the right things in
respect to this event, including
filing a formal complaint with
THRSA against X-Sports and
contacting The CLUB INSIDER
News. This is definitely
“Bottom-Feeder Update™
material, but we will wait to see
how it develops. STAY TUNED!

o Congratulations to
our terrific printing company,
WALTON PRESS in Monroe,
GA. as they have just started
rolling their brand new $4
million dollar DGM 440 Web
Press! This new press is
accompanied by a new high tech
Creo Trendsetter News 70

Computer-to-Plate Imaging
System. This gives Walton Press
a terrific start on their second 100
years of business as this 103-
year old company just rules. For
information on printing any of
your club newsletters or other
materials, contact my terrific
account rep, LINDA Me-
GINNIS, at: 770.267.2596 or
email: Imeginnis@walton
press.com
¢JOHN AGLIALORO,
the CEO of Cybex has done
amazing things with his now 3-
year long effort to turn Cybex
around and he is making
progress! It was announced on
June 13" that Cybex had received
commitment letters from CIT
Business Credit and Hilco
Capital LP to refinance the
company’s current debt with
Fleet Boston Financial and
Wachovia Bank. Congratu-
lations John and all at Cybex!
e RON and SANDY
FRANCO, the owners of
Franco’s Athletic Club, in
Mandeville, LA., have one of
America’s top clubs. And, they
stay on top by doing unusual
things and this note is no
exception. They have launched a
TONY HAWK Skate Park,
equipped with Tony Hawk's new
Ramp Logic skating equipment,
featuring half-pipes, fun boards,
rails and quarter pipes. Sandy has
also found time to serve the
industry and IHRSA as a Board
Member the past few years.

Thanks Sandy!

@ GOD BLESS
AMERICA and STAY
TUNED!
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World Instmtor Training Schools

*a division of s.f. & wellness inc.

Real €ducation = Real Certification

We offer unprecedented comprehensive 5 week*
theoretical & practical hands on fitness training courses,
with certification exams. Exams include individual practical
testing as well as written! Host school site applications
being taken for 2002 & 2003. We also license our

i TS VA
programs to Colleges and Universities for on site training. IDEA APPROVED
In addition to primary certifications, we offer on site PFTABuroved ™, i)
continuing education workshops!

Want more info... go to www.witseducation.com

Higher Educational Standards or call toll free:

*6th week is PRACTICAL & written nation testing on site 888-330-9487




SO CUIASTI R0 The 21st Century

Plain Walls & Boring Colors=Lo

We couldn't afford to completely remodel our club when
we wanted to attract more than the "gym in our area.
IMPACT gave our club a more attractive | hat was well
within our budget. It was one of the best investments I've
ever made.
Terry Braseale
Owner Iron Works Fitness
Huey Town, AL

Since the interi o

member workouts a day. That's coincided with h
shop sales, larger group exerc essions and highe
personal training volume.

Otis & Dee Bullard
Owners, Body of Steel Fitness
College Park, GA

We were not only impressed with the design ideas
IMPACT gave us during their consuitation, but their knowl-
edge about the fitness industry itself was incredible! They
gave us marketing ideas and concepts that helped us
immeasurably. We definitely received more than our
money's worth from them. The best bang for the
buck we've ever received!
Joe & Melissa Fitzgerald
Owners, PowerHouse Gym
Gaylord, Ml

Energy Atmosphere=Low Sales

Our club was a year old and we had plain white walls.
After IMPACT worked with us on our logos and some
exciting colors in the day-care and aerobics rooms our
new member numbers increased and our retention rate
has been incredible. We should have done this sooner.

Velvet & Chris Eidson
Owners of World Gym
Jacksonville, FL

We've used Carlos Dixon and his people at IMPACT
DESIGN, TwiceOAnd each time they've come through
with "Flying Colors"!
Wayne Kosbie
Owner, Towne Lake Fitness
Woodstock, GA

I've used IMPACT Painting in several of my clubs. | know
the Design & Painting are good for business because my
numbers increased each time | used them.
Al Philiips
Owner, 5 World Gyms
Chicago, IL

AT
N (ONCEPTS

GG LN nsulting Solutions
DI EREDL L] T cialized Painting
NI [all Murals

IAVETG RV LILE RS- Starting from $2,500

W IRead) 621-7770

IFllextension #1
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Y @ 99

THE ONLY THING SEPARATING YOU

fFROM IIIORE 0f Tllli...

5 $ S $ §

15 A FEW NEW IDEAS.

E & & & ¢

I gt o Julyio-2 Palm Springs, A S3TPCE

"Ioublmurmmvhd“! O b CALL TODAY . satingis imited

e, Rugust 67 St. loyis, Mo 800-126.3506

Rugust 2021 San Diego, (A www.tpceducation.com

CLUBC®@#M— fitness(tBsite }‘l,;
FREEMOTION FITNESS

© 2003 = TP( Education Group - 31255 Cedar Valley Drive - Suite 215 = Westlake Village, (A 91362 ~ Tel 818.707.0057 = Fax 818.707.1341
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Body Training Systems Update

Publisher’s Note: The following
Body Training Systems Update
was scheduled to be published
in our May edition, but due to
space constraints, it was not.
Here is more on exactly why you
should investigate Body
Training Systems thoroughly if
vou have not already. Thanks to
Joseph Bencomo, owner of
Powerhouse Gym in El Paso,
Texas. Joseph may be reached
at: (915) 587.7867.

Q.#1. Please tell me about your
club?

A. Our club is a Powerhouse
Gym. We've positioned our-
selves in the market as a
contemporary, upscale fitness
center catering to adults of all
fitness levels.

Q.#2.When did your gym
initially become involved with
Body Training Systems?
A. We became involved with
BTS about 5 years ago.

Q.#3.Please review your group
exercise schedule and numbers
before installation of Body
Training Systems?

A. Pre-BTS, our group exercise
program consisted of the
standard Step classes, Hi-Lo,
Fitness Kickboxing, etc. It’s been
quite a few years, but I do recall
our program numbers being
inconsistent, instructor popu-
larity-dependent, and stagnant.

Q.#4.Review your Group
Exercise schedule and attendance
numbers since installation of
BTS?

A. Attendance since BTS has
been very strong. BTS has drawn
a significant number of our
members back into group
exercise, has helped with prime-
time “traffic flow”, and has
allowed us to professionally
service a
customers at one time.

Q.#5. What is your most two
popular classes?

A. Body Pump is our most
popular class and RPM is second.

Q.#6. How has BTS impacted
your club’s membership sales?

A. BTS has provided us with new
marketing opportunities.
Through “Super Saturdays™ and
New Class Launches, we are able
to offer anticipation, build-up,

large group of

incentives, festivities, and drive
traffic into our businesses.

Q.#7. What are the greatest
benefits your club gets from
BTS?

A. Greatest benefits: Our
renewals are stronger. Our group
exercise customers know that our
program stays fresh and exciting,
BTS falls right in with our high-
quality, upscale, professional
image. We are able to offer
consistency in our group
program, the “best” and the
“latest™ the industry has to offer,
and it gives us an extra avenue to
attract new members,

Q.#8. There are some club
owners/group fitness managers in
the industry that immediately

shown.

Name:

Norm Cales'
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HealthandWellnessJobs.com

Find the Fitness Pros!

We post jobs specifically for health and fitness clubs

* Group Exercise Leader
» Exercise Specialist » Club Managers
* Personal Trainer » Pilates Instructor
* Membership Sales * Nutritionist/Dietitian
* Massage Therapist » Yoga Instructors

HealthandWellnessJobs.com

Phone: 281.794.7879 / Email:
scott@healthandwellnessjobs.com

Investment & Business Opportunity

Premier youth sports & family entertainment center with
2 locations in Metro Atlanta Area. Growing market with an
established sales and marketing center.

Multiple Profit Centers:

»Comprehensive youth sports developmental training

»Retail sales center
»Fitness center
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» Team uniform sales center
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»Excellent Name Brand with licensing potential
»New in-club profit center opportunity

Serious Inquires Only Please:
Call Gene Nolan @ 404-626-6174

close their mind on consideration
of Body Training Systems for
their club when they learn there
is a monthly program fee. What
would you say, “heart-to-heart”,
to a fellow club owner/group
fitness manager who has done
that?

A. My advice: Don’t limit the
potential of your business. For
me, the monthly fee is not an
expense, it’s an investment. With
BTS, we are able to service, truly
service, a large group of people
consistently and professionally at
one time, keep our program fresh
and energized, and offer our staff
continuing opportunities to leam
and master new programs.

Q.#10. What other things can you
share from your experience with
BTS that might influence a fellow
club owner to make this most
important move to Body Training
Systems?

A. The fitness consumer is very
savvy and expects the most for
their dollar. 1'd like to think that
our customers feel valued and
worthy of only the best. BTS has
helped us to “round out” our
image nicely by offering the
highest quality, most pro-
fessional, consistent, and
income-generating program out
there.

Call Body Training Systems at:
1.800.729.7837 for infor-
mation.

Available In Orlando

Four successful
Orlando area
Health Clubs/
Tanning Salons Available
Currently Operating.
High Income Potential.
Call: Harry Meeks
at: 407.421.9800

The Club Insider News
Seeks Contributing Authors

Call: Norm Cates
(770) 850-8506
Or Email:
clubinsidernews@
mindspring.com




bodytrainingsystems.

DELPOSH

“Body Training Systems accounts for 1500 new members and $1 million in revenue
that we didn’t have before. In addition, we avoided about $100,000 of additional
investments in capital equipment over the first two years with BTS.” -

- Gordon Johnson, Gold’s Gym Owner

“In just three years with Body Training Systems, annual revenues increased
from $800k to $1.7 million, and our earnings increased by $250k.”

- John Bonica, Global Fithess Owner

“In only 7 months, BTS has reinvented Group Fitness programming at WOW!
wo_m We have experienced more than a 30% increase in class participation and
more than a 25% increase in guest traffic across our seven clubs.”

- Stephen S. Roma, WOW! Work Out World Owner/Chief Operating WOWzer
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1. Request the video from profits@bodytrainingsystems.com.
2. Watch the 15-minute video.

3. Evaluate our systems RISH FREE for 90 days.
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