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Mike Minton - “Thinking Outside The Box”
How Minton’s SportsPlex Dominates Its Marketplace

By Norm Cates, Jr.

If you want to see a ter-
rific club and meet a real charac-
ter, travel to Texarkana, Texas and
meet Mike Minton, 47, owner of
Minton’s Sportsplex. The next best
thing to that will be to read on.

I was introduced to Mike
Minton this past Spring when he
called to discuss the effort that
THRSA (Texas Health, Racquet
and Sportsclub Association) was
putting forth to have the sales tax
on health club memberships law
in Texas repealed. Before our
phone conversation had ended, |
had made a commitment to Mike
Minton, a very interesting fellow,
that I would visit him this Sum-
mer.

I'am glad | made the trip.

I am glad because [ had a
chance to spend some time with
Minton and see what he has ac-
complished in this small city of
Texarkana, Texas. Mike Minton,
with no previous health club ex-

perience whatsoever, has taken a
defunet, 3,500 square-foot shop-
ping center gym and grown it into
a 3.4 acre indoor/outdoor complex
serving over 3,000 members in the
city of Texarkana, Texas.

Texarkana. Hmmmm.
You're probably thinking, “I've
heard of Texarkana, Texas.” You
would be right if you recall that
Texarkana is the original home-
town of H.Ross Perot, the little
man with the charts that helped
Bill Clinton win the Presidential
election of 1992. The state line be-
tween Texas and Arkansas runs
right down the middle of this city
of 61,000, thus the name
Texarkana.

But, what makes Mike
Minton’s SportPlex story unique
and truly noteworthy for club pro-
fessionals, is that over the 14 years
he has been in business in
Texarkana, he has seen ALL other
commercial club competition dis-
appear from the marketplace. 13
commercial health clubs have
closed in Texarkana during
Minton’s run and now his

SportsPlex thrives. Texarkana is
a good example of what can hap-
pen in a market where extensive
tax-free, non-profit competition
has moved in. In this case,
Minton’s SportsPlex is the only
surviving, tax-paying competi-
tion for the two hospital tax-free
health clubs and the local college
health club facility.

Here is the Minton
SportsPlex story.

Transplanted
Pennsylvanian Goes
From Reaz Estate

e
Health Club Business

Mike Minton is

originally from Erie, Pennsylva-
nia and earned a full football
scholarship to the University of
Pittsburgh, where he graduated
with a major in business. Minton,
was a wide recciver and team-
mate of Tony Dorsett on the Pitts-
burgh National Championship
Football Team. That Johnny Ma-
jors coached team was named the

National Champion after defeating
the University of Georgia in the
Sugar Bowl in the *Big-Easy’, New
Orleans, Louisiana.

We asked Minton how he
ended up in Texas, all the way from
Pennsylvania, and he responded,
“After graduation from Pittsburgh
I went back home to Erie, PA. and
worked for Mayor Lou Tullic in the
Planning and Economic Develop-
ment Office. At the time, Dick
Thornburg was the Governor of
Pennsylvania and he hired me into
the Department of Community Af-
fairs to bring new industry into the
State of Pennsylvania. In the late
70s | was giving a talk in Washing-
ton, D.C. to a group of elected offi-
cials from across the country on
how to stimulate economic devel-
opment. There were a group of East
Texans there. After that meeting
they kept calling for two years sug-
gesting that I come to Texas to work
for them. To make a long story
short, the economy back in the late
70s started to go bad up north and
the Texans offered me the position
of Executive Director of the Re-

gional Planning Agency in the
Ark-La-Tex Council of Govern-
ment. So, that is what got me here.
Just a fluke deal. Did | intend on
staying here? No. 1 said, hey, it's
close to Dallas and I'll probably
end up in Dallas. But, here 1 am
15 years later!”

Mike Minton and his
wife Marsha, have four children:
Zachary 17, Jaird 15, Molly 8, and
Melinda 5. Marsha Minton works
with Mike in the club as do
Zachary and Jaird, (lifeguards)
and Minton’s brother-in-law and
sister, Larry and Dennie Green.
So, the Minton SportPlex is truly
a family-owned and operated busi-
ness.

Minton's employment
with the Regional Planning
Agency led to his development of
a financial consulting firm. Dur-
ing that period he was also devel-
oping shopping centers in East
Texas and in 1986 had leased
3,500 square feet of space in one
of his centers to a health club op-
erator. Six months after it opened,

(See Minton page 21)

Red Lerille Named To
Business Hall Of FameR

Red Lerille Has Helped
Strengthen Acadiana’s Economy
As He Has Helped Build Hard
Bodies

By Stella C. Theriot

Rr.d Lerille may have

been tagged as a skinny little
redheaded boy in his youth, but
no one can aptly characterize
him as that anymore. At 65,
Lerille is a picture of fitness -
and so is Red’s, his ever-improv-
ing and expanding, health and
racquet club. Lerille started his
business at the emergence of the
health-club industry and has

helped define its parameters.
From Lerille’s first
month in business, his main
strategy has been to make one
improvement every month.
The former Mr.
America and Mr. Universe has
been focused and goal-oriented
since his childhood. Those at-
tributes, along with his procliv-

ity for improvement,
have been a winning
combination for
Lerille both in his
personal life and
professional deal-
ings.
Lerille has &
a passion for flying
(See Lerille page 9)

Red Lerille

" Inside The Insider

*To Close Or Not To Close - That Is The Question

*Who Are The True Fitness Professionals?

*Do You Know For Sure If Your Sales People
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\ "Circle Of Membership Success"
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Joe Cirulli Finishes Term
As 20th IHRSA President

An Interview With 20th
IHRSA President - Joe Cirulli

I he International

Health, Racquet and Sportsclub
Association (IHRSA) has just fin-
ished its 20th year. On July 1,
2001, Joe Cirulli, IHRSA’s 20th
President handed over the

President’s gavel to fellow Flo-
ridian, Geoff Dyer. Dyer will
serve as the Association’s 21st
President for the next year while

(See Joe Cirulli page 10)
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IVANKO RUBBER DUMBBELL

Since we introduced the industry’s first rubber dumbbell in 1983, we have uncompromisingly

refined and fine-tuned the design 51 times, in passionate pursuit of an ideal: a rubber dumbbell

that is gentlest on equipment, safest for people, indestructible, with super tight fastening’®

neutralized odor, a classic look, an awesome feel. We're never satisfied, never finished.
_ Perfection is an elusive goal. But this rubber dumbbell is 51 steps closer to it.

- *jvanko's Permalock™ fastening system employs proprietary machining tolerances.and surface preparation to

\ A achieve Ip mé‘tu\l-to-metal bond that requires 400 foot pounds of torque to twist apart. (The correct measure of
.l Totational restst%rﬁgﬁ;?potmmpso( torque, pot “psi which was used incofrectly ima recent ad by a competitor).
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ongratulanuns to
my good friend, RICK CARO and
his new wife, SUE DENISON, as,
by the time you receive this, they
will have tied the knot in New York
City at a Wedding Ceremony con-
ducted by Mayor Rudy Giuliani
and attended by over 300 family
and friends at the "Tavern On The
Green.” Rick, the great visionary
club industry leader and the inven-
tor of IHRSA, has never been mar-
ried. They will reside in the fash-
ionable Upper East Side of New
York City and we wish these two
newlyweds the very best of happi-
ness and health as they embark on
a new life together as husband and
wife.

*The AMERICANS
cleaned up in Europe, receiving 5
out 6 of the International Honors
at THE 2001 PREMIO FITNESS
ITALIA AWARDS CER-
EMONY, EUROPE’S TOP FIT-
NESS AWARDS CEREMONY
held in TORTORETO LIDO,
TERAMO, Italy on June 23rd
2001. First, 1 want to thank
FAUSTO DIGUILIO, Executive
Director of the Italian Fitness Fed-
eration, for his work in the club in-
dustry in general and this event in
particular. And, special thanks to
the following sponsors: 3B Fitness
Systems, Life Fitness, Exere by
Air Machine, FIF Italian Fitness
Federation - Break Even Point,
Raybest,Wampum Underwear,
Patrizio Panichi Jeans Couture,
Malandrino and Advcom. One of
the Industry’s premier social events
of Europe, the 3rd Annual Celebra-
tion, honored those who have ex-
celled in the health and fitness in-
dustry. Host of the night were
CRISTINA PLEVANI, winner of
the Italian Big Brother , Olympic
Gold Medalist for gymnastics
YURI CHECHI, and as guest
speaker, BRIGITTE NIELSEN,
the actress and the well known
commentator. Award winners and
sponsors for each International cat-
egory are:

* “World Fitness Leader
of Excellence” sponsored by
Malandrino, recognizes the inter-
national leader that is helping the
growth of Fitness clubs all around
the World. The winner was JOHN
McCARTHY of IHRSA, U.S.A.

* “Educational Leader
of the Year” sponsored by Life Fit-
ness. This award goes to the inter-
national manager, organization or
consulting company that is doing a
great job helping our market grow
year on year. The winner was
HOWARD RAVIS of Club In-
dustry Magazine, U.S.A.

* “International Fit-
ness Journalist of the Year-
sponsored by Exere-Air Ma-
chines- For international writers
and journalists specializing in
reporting on fitness matters, who
are authors of articles published
in newspapers or cultural and in-
formation magazines about fit-
ness, well being, and fitness
marketing. The winner was
yours truly, NORM CATES, of
The Club Insider News-
U.S.A.

ccases to amaze me. (Check out ar-
ticle on page #3) Red has some very
interesting hobbies, which include
restoring vintage World War [ era bi-
planes and flying them, collecting
and riding Harley Davidson motor-
cycles and now this. It appears that
Red is preparing to go into deep sea
diving. I called today to talk to Red
and darned if they didn’t tell me that
he was in California attending a
“diving school.” I asked a silly ques-
tion like, what is he doing, going out
for the Olympics or something and
MYRNA AYO said, “No, he is do-
ing the ‘real’ diving. The kind where
you put on the big-heavy suit and are
lowered down into the water with a
long air hose. Oh well. [ never count
Red out when it comes to new ideas.
I just hope he has good people work-
ing his air supply! STAY TUNED.
*LARRY RAY, owner of
the Big Vanilla Athletic Club in
Arnold, MD., has been named by the
Small Business Administration
(SBA) as its Small Business Per-
son of the Year 2001 for the State
bics, Funk or Step presenter. The  of Maryland. The U.S. Small Busi-
winner was GILLOPEZ - Bra- ness Administration selects state
zil winners from all fifty states plus the
* *”"World Fitness District of Columbia, Guam and
Club of the Year” sponsored by  Puerto Rico. The Small Business
3B Fitness Systems. This award  Person of the Year Award is given to
recognizes architects, consult- the nominee who best meets the fol-
ants, facility owners and manag- lowing criteria: Staying power,
ers who have embarked on con-  growth in number of employees, in-
struction or renovation projects  crease in sales, financial reports,
that meet the highest standards  innovativeness of product or service,
required to further the prosper- response to adversity and contribu-
ity and future success of fitness tions to aid community oriented
clubs. The winners are evalu- projects.
ated according to several crite- *PROFESSIONALISM.
ria, including functional plan- That is what our industry must be
ning, design, site and cost. The all about if the health, racquet and
winner was Gainesville Health  sportsclub industry is to be viewed
and Fitness Club - JOE by consumers everywhere as legit.
CIRULLI - Florida - U.S.A. The hard truth is, the U.S. health club
*RED LERILLE, ar- population penetration is only at
guably the greatest single health  about 8% of the population because
club operator in the world, never  of the history of our business. Too

* “International Fit-
ness Speaker” sponsored by
Exere- This award goes to an in-
ternational expert in marketing,
services, retention topics who
teaches with enthusiasm and
love, new and useful ideas for
the fitness business. The winner
was SANDY COFFMAN of
Programming for Profit -
U.S.A.

* *"International
Presenter” sponsored by FIF-
To the best International Aero-

Norm Cates’

£Club | IllSldEl:

Estaba'as‘hed 1993

The | News is published in Marietta, Georgia.
Those wishing to reproduce any portion of The
News may do so provided it is not
for resale in other publications. Reprints for commercial
use will be provided upon written request.

PUBLISHER AND EDITOR: Norm Cates, Jr.
COMPUTER LAYOUT DIRECTOR: Cathy Brown
COMPUTER OPERATIONS/WEBMASTER: Justin Cates
PRINTING AND MAILING SERVICES: Walton Press

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

EClub Insider

JULY ISSUE

many people have been burned or
know someone that has been
burned in relationships with health
club operators across the land. So,
what do they do? They exercise
clsewhere. But, here is a story of
the truly outstanding profession-
alism of one of America’s best or-
ganizations, the Tennis Corpora-
tion of America. Here in my
home town we have a world-class
club called the Sporting Club at
Windy Hill. In the past year, the
Staff at the Sporting Club has
saved the lives of two men that
went down with heart attacks. The
first one was last July, 2000, when
a good friend of mine, JIM
WAGNER, suffered a major heart
attack while working out. ALAN
and STEVE SCHWARTZ's
Sporting Club Staff saved his life
with fast, efficient and effective
CPR until the fast paramedics
from the fire department up the
street arrived. General Manager,
MILT NEUMAN, has a terrifi-
cally responsive Staff and they
kept Jim alive and now, after
about a year, he is doing very well.
A couple of weeks ago, a gent
named MICHAEL COX, 52, was
playing basketball when he suf-
fered a major heart attack. Acting
rapidly, several Sporting Club

Let Us Hear About Your NEWS!

E Mail - clubinsidernews@mindspring.com

staff members, led by Fitness Direc-
tor, BABIDIYE ROBINSON, went
to his aid. Babidiye went for the
club’s AED defibrillator while
DR.KEVIN FLYTHE, a chiroprac-
tor and personal trainer, performed
CPR with the help of DEANNA
WALSH, Fitness Specialist. They
were working away on him and Ms.
Robinson was almost ready to ap-
ply the shock treatment to him when
the paramedics arrived and took
over. Before they arrived, J.C.
MENELALUS, a personal trainer ran
to get a CPR mouth barrier for
Flythe and DUC BUI, a house-
keeper and graduate of the club’s
CPR class, helped both Flythe and
Walsh with CPR and compressions.
Seeing the reliable Heartstream
Defibrillator at the ready, the para-
medics assessed the situation and the
used the club’s defibrillator to save
time. Shocking Cox, they began to
get a pulse. He was rushed to the
hospital where a five-vessel open-
heart bypass was done and an auto-
matic defibrillator was inserted into
Cox’s body. According to Cox’s wife
Mary, he is back to normal already.
In this second incident, five differ-
ent Sporting Club staff members
teamed up to save this man’s life.
PROFESSIONALISM. Thank

(See Norm's Notes page 8)
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That is the Question

unless you ask for it. Confused?
Let’s go further.

We have all witnessed
different sales styles either as a
buyer or observing those Member-
ship Representatives (MRs) with
whom we work. The Hard-Closer
is relentless. They push and push
and push and have no sense of
when to back off. They may close
a large volume of sales but chances
are good that they won’t get a large
volume of referrals. The opposite
end of the spectrum is the No-Al-
tempt-to Close MR who does not
ceven ask for the sale. This person
usually gives a guest pass in hopes
that the prospect will come back
and join on his own volition. This

By Karen D. Woodard

The focus of this article
is to discuss when it is appropriate
to pursue the close and when it is
not. Wait a minute, did you read
that correctly? Isn’t it sales sacri-
lege to NOT pursue the close of the
sale? The reality of selling is that
not every person is going to join
the club on the first visit and that
is OK. What is not OK is to not
know precisely why they are not
joining today. Therefore, a premise
of this article is that it may not al-
ways be appropriate to pursue the
close, but you will never know that

Weekly Marketing Insights
For The Club Industry

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

P> Immediately-usable marketing
action ideas in each issue!

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

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

} Subscribe now, call
800-778-4411

212-987-4227
(Back issues available)

A PUBLICATION OF CLUB MARKET VISION ™

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

MR, also does not sell as much
as he could. Somewhere in the
middle is the Only-Ask-Once-
And-Don’t-Handle-Concerns
MR. This MR does not sell as
much as he could either. The
commonalties that each of these
MRs share is that they all end
up creating more work for
themselves, making their jobs
harder by having to do more
follow-up, not creating depth in
their sales relationships, not
creating a strong referral flow
and finally, none of them know
intuitively what is appropriate
in terms of going further or
backing off from pursuit of the
close.

Knowing when to
back off on the close is critical
to your success as an MR re-
garding personal character, pro-
fessional integrity, club image
and financial perspectives. The
question is how do you know
where the line exists between
not going far enough and going
too far with your prospective
Member (PM)? The tools that
1 have found to be most effec-
tive in my sales skills as well
as training MRs throughout the
world include:

*Building rapport and
trust before and all throughout
the tour.

*Understanding be-
fore you go on tour precisely
what the PMs needs and moti-
vations are to join the club to-
day so you can build desire and
create differentiation on the
tour.

*Understanding be-
fore you go on tour precisely
what will cause the PM to hesi-
tate about joining today so you
can use the tour to build value
and work through concerns.
(Qualifying in the 5 major ar-
cas.)

*Asking plenty of trial
close questions on the tour to
monitor the PM's enthusiasm,
apathy or concern levels about
the club. Remember that trial
closes are a perfect way for us
to explore concerns and handle
them on the tour rather than
waiting until the end. When
asking trial close questions, if
the response is anything less
than enthusiastic, probe it and
don’t dismiss it. If we dismiss
it, we are ignoring valuable in-
formation.

*Handle concerns/ob-
jections while on tour and get
agreement that we either can or

cannot find a solution for the PM.
It is not acceptable to not know
precisely why the PM is not join-
ing.

*Exquisite and subtle
skills of observation to pick up on
non-verbal cues the PM may be
giving you. Keep in mind that
these cues may be positive or
maybe negative - do not ignore
them - instead, explore them. For
example, if the PM was being
warm and connected throughout
the tour and you notice that that
has changed, then you need to
probe it by saying something to
the effect of “Susan, hmmm, I've
noticed something. Earlierin the
club | felt you were very con-
nected to what we were discuss-
ing and now I'm sensing a bit of
distance. What are you feeling?”
Too often we pick up on these
subtle signs but we don’t do any-
thing about them. If we know
what the PM is thinking/feeling,
we have a better opportunity to
re-direct any misper-ceptions
they may have. If you have built
rapport and trust with the PM, this
will be easy. If not, this may feel
awkward.

*Detailed listening
throughout your time with the PM
to truly understand (not just to
reply) what their issues may be.
Listen not just for the words but
the tones as well.

*Being completely
present with your PM.

*The 7-Step-Method for
Handling Concerns.

For the best success
rate, use the previous nine tools
as an integrated system. The pre-
vious eight are basic fundamen-
tals. However, before you go fur-
ther in reading this article, | en-
courage you to have a moment of
truth and check to see if you are
doing them all consistently. Now
let’s detail the 7-Step Method for
Handling Concerns. By imple-
menting this tool with the previ-
ous eight, you will know exactly
where the line is to go further or
back off from pursuing the close.
More than likely this process will
be initiated when you ask the PM
to join the club and he responds
with a concern or an objection.
You will employ the following
seven steps:

1. Listen - listen to the
concern with no interruptions.
Even if you have the solution on
the tip of your tongue. Listen pa-
tiently. When we leap forward
with solutions, it can feel a bit too
pushy. Give yourself the advan-

Karen Woodard

tage of patience and quiet.

2. Paraphrase - para-
phrase the concern so you know you
understand what was said and the
PM knows you understand. The
verbiage would be: “Susan, it
sounds like your concern is about
value.” This is an acknowledgment
statement as well.

3. Isolate - isolating the
concern means you are going to
determine that what was expressed
is the only concern or that there may
be more. The verbiage would be:
“Other than your concern about
value, is there anything else that
makes you hesitate?”

4. Question the concern
- questioning the concern simply
means that you will ask if it is ap-
propriate to find a solution. The
verbiage would be: “Susan, would
it be OK if we took a few minutes
to find a solution for you?” By do-
ing this step, you are getting her
permission to go further. This step
is key in this process.

5. Provide a solution -
here is where you will continue to
probe, and you will ultimately come
to a solution that works for both the
PM and the club. The solution may
be right on the tip of your tongue or
you may need to be a little more
creative. Take your time here - it is
not a race to see who can speak first
or fastest. This is a time for genu-
ine solution finding that considers
the PMs feelings and concerns,

6. Confirm the solution -
you will simply confirm with the
PM that the solution you offered
works for them. The verbiage
would be: “Susan, how does that
work for you?"” If it works for her,
then you go to Step Seven. If not,
you will go through this complete
process one to two more times,

7. Offer to join again -
once the solution has been con-
firmed, you ask them to join again.

In using this process, tone
and delivery are critical. The de-
livery needs to be genuine and the
tone in your voice needs to be soft.
Not apologetic, but soft. | encour-
age you to practice this with your

(Sec Woodard page 8)
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Norm's Notes

continued from page 5

God for club operators like Alan
and Steve Schwartz who made the
decision over two years ago to
begin equipping their clubs with
the defibrillator devices. PRO-
FESSIONALISM ALL THE
WAY!

*Life Fitness has pre-
vailed in its appeal of the lawsuit
for Patent infringement by Precor.
Precor had initially won the case,
but the decision was reversed by
the Federal Circuit Appeals Court.
Also, Life Fitness has named
JUDY L. GUSTAFSON as Vice
President of Human Resources.
Effective July 10, 2001, Judy be-
came responsible for all aspects of
human resources management, in-
cluding employment, compensa-
tion, benefits, policy design, labor
relations and management and or-

)

ganization development and
training for the company’s
1400 employees worldwide.
Judy comes to Life Fitness af-
ter working with the
Brunswick Corporation
bowling and billiards group
and prior to that, an extensive
24-year career with Montgom-
ery Ward, KEVIN GRODSKI,
President of Life Fitness com-
ments, "Judy brings a tremen-
dous amount of experience and
leadership to Life Fitness.
Throughout her career she has
demonstrated a high level of
knowledge and understanding
about human resources manage-
ment, and | am confident she
will be a valuable asset to our
HR department.” Also, Life Fit-
ness has announced that CHRIS
CLAWSON has been named as
Vice President of the Life Fit-
ness Consumer Sales.
*WALLY BOYKO’s

SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

imported & D .
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.
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cALL 1-800-241-2081
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P. O. Box 620189 - Atlanta, GA 30362
770/729-0700 * 800/241-2081 - FAX 770/729-0995

20th Annual National Fitness
Trade Show will be held in Las
Vegas, September 6,7 and 8th.
Be sure to check out Wally’s ad
on pages #12 and #13 and make
your reservations to attend. JOE
GOLD will be honored with the
National Fitness Trade
Journal’s Lifetime Achieve-
ment Award and many other
events will take place, including
the Ms. Fitness U.S.A. and Ms.
World Fitness contests! Don’t
miss this event, it should be in-
formative and fun!

*MICKEY WATERS
has some serious concerns with
the YMCA activities in Forest
City, N.C., and he is taking pro-
active steps to educate his neigh-
bors about the challenge he
faces. He has arranged to appear
on a local radio show to explain
why the YMCA should not build
atax-free YMCA with a 35-40%
advantage over his club because
the Y has no requirement to pay
taxes. He is also attempting to
set up a “Hot Topic” Forum
with the local Chamber of Com-
merce in his town.

*MARGO FAIMAN
is IHRSA's fairly new Public Re-
lations Director and she is doing
a bang-up job for both IHRSA
and the industry. Helping place
a front page story in the Atlanta
Constitution Lifestyles Section
featured a major story about the
mass charge the 55+ “Baby-
Boomers” into health and fitness

clubs across America. IHRSA Ex-
ecutive  Director, JOHN
McCARTHY, was quoted several
times during the course of the ar-
ticle and led off with a great one.
He said, “This is a Monster Mar-
ket!”

*Speaking of events,
DAVID PATCHEL-EVANS of
has grown the Can-Fit-Pro Event
up in Toronto, Canada to be a
MONSTER! Over 5,000 attend-
ees are expected to attend the Con-
ference and Trade Show, August
17th and 18th. 22 of the top people
in the industry worldwide will
speak at the Conference including:
JOE CIRULLI, TONY
DeLEEDE, DENNIS KAISER,
FRANK NAPOLITANO and
SANDY COFFMAN. And,
CATHY-SPENCER-BROWN-
ING will conduct an all-day Pro-
gram Director Specialist (PDS)
Certification in a partnership be-
tween Body Training Systems and
Can-Fit-Pro. The education
packed event will also feature a
huge trade show with over 600 ex-
hibit booths. To learn more and
register call: (800) 667-5622
€x1.222. Oh, almost forgot. Speak-
ing of Patch, he recently announced
that he has made a deal with
LOBLAW, Canada’s largest gro-
cer, to install 7 Goodlife Clubs
within major grocery stores in
Ontario and Eastern Canada. Patch
now operates 55 clubs in Canada
and is ahead of projections to
achieve 30% growth in member-

ship for the year. He aims to have
100 clubs in Canada by the end of
2004. Not bad for a guy who got his
start in the fitness business because
of a bad-bad motorcycle accident!
Good luck Patch!

*Also, don’t forget to mark
your calendar for one of the biggest
club business conferences and trade
shows each year. Club Industry in
Chicago will be held November 15-
17, 2001. For information call:
(800)927-5007.

*Last month our Cover
Story was entitled: Ed Williams
and Art Curtis Leading
Wellbridge. Well, I am writing
about that report again because |
have learned that my friend, ART
CURTIS, is somewhat modest.
During the course of my interview
with Art, he told me had been a two-
sport athlete in college. What Art
did not tell me was that he was an
All-American in Lacrosse at Bowl-
ing Green University. My pal here
in Atlanta, BILL. HOUCK, told me
he learned this during a brief visit
with Art while Art was in town vis-
iting Wellbridge’s world-class, Con-
course Athletic Club. Thanks again
Ed and Art for your time on the ar-
ticle!

*DOUG LEVINE, “Mr.
Branding”, the Founder and owner
of CRUNCH FITNESS, has
named KEN CZYZYK as the
Chief Information Officer. Good
luck Ken in your new role with “Mr.
Branding!”

...Woodard

continued from page 6

co-workers until you feel com-
fortable with it and can focus on
the concerns of the PM rather
than focusing on the mechanics
of the process. That will make
your delivery that much more
genuine.

By using this process
with a genuine and soft delivery,
you will, understand exactly
what the PM's concerns are and
when it is time to go deeper or
not. If you determine it is time
to back off, the appropriate ques-
tion would be “Susan, [ want you
to feel comfortable with this de-
cision; where shall we go from
here?” You are putting the ball
in her court. If you sense you
have some how offended the PM
and maybe crossed the line of
appropriateness - show humility
and apologize. It may sound
something like this “Susan, I'm
sorry. | think I may have gone
too far with you? | just want you
to know that [ am excited to have
you here as a Member and if that

is what you want too, then | want
to find a way to make that happen
for you. Please accept my apology
if | was too enthusiastic. Where
shall we go from here?”

Clearly, if the PM decides
not to join today after you have
completely gone through this pro-
cess two to three times, you will
know what is causing him to hesi-
tate. At that point, you will want
to do the following:

*Schedule some time for
him to come back in and enjoy the
club as your guest.

*Follow up with a Great
News phone call within 24 hours

*Send a thank you post
card for coming in to the club
(whether he joined or not).

*Continue to follow-up,
unless he has asked you not to do
S0.

As mentioned in the be-
ginning of this article, not every-
one who comes into your club is
going to join on the first visit and
thatis OK. It is not OK though, to
not know why. While it may not
always be appropriate to pursue the
close, it is always appropriate to ask

someone to join and let him know
that we do want them as a Member.
If he declines, find out why using
the 7-Step Method. By doing so,
you will know when it is appropri-
ate to go further or to back off. By
professionally backing off (know-
ing why he is not joining), that does
not mean you have lost the sale. It
means you have respectfully ac-
knowledged his position and will try
again in the very near future.

{Karen D. Woodard is
President of Premium Performance
Training in Boulder, Colorado. She
is an international author, speaker
and consultant and provides suc-
cessful marketing, sales, service and
management training as well as
consulting to the health and fitness
industry. Karen works with- clubs
in the US, UK, Australia, Europe,
South America and Canada. Karen
has owned and operated six clubs
since 1985 and now devotes her
time entirely to consulting, develop-
ing staff training materials, research,
writing, speaking and consulting. She
can be contacted at 303.417,0653 or
kdwS0@aol.com.)
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continued from page 3

and restores antique airplanes, col-
lects antique bicycles and shares a
love for motorcycling with his
wife, Emma, but he has his priori-
ties. “That’s my hobby; this is
first,” Lerille says about his health
club.

His weekday schedule is
regimented. Lerille opens Red’s at
4 a.m., works out, rides his bike
around town, then attends Mass at
St. Mary’s Church - every day. He
is logging flight hours by 7:45 a.m.
and back at the club by 8:45 a.m.
until 2 p.m. From 2 to 4 p.m. is his
hobby time, and he returns to the
health club afterward, staying un-
til 7 p.m. The weekends are more
flexible.

An uncle fueled his inter-
est in bodybuilding when Lerille
was only 10 years old. When this
uncle would come in on leave from
the military, he would flex his
muscles for the young Lerille. “I
got real excited about building my
body - because I had none,” Lerille
says.

He started buying weights
with the money he earned from his
paper route and would work out in
the garage.” | set a goal that one

day [ wanted to be Mr. America,”
says Lerille, “and started putting
pictures on the wall of all the Mr.
Americas and vowed that one day
my picture would go on that
wall.” He says everything he did
was a calculated move toward
that goal.

Bill Pearl, a Mr.
America who was Lerille’s men-
tor, had been in the U.S. Navy
when he won the title so naturally
Lerille followed that route. He
began racking up bodybuilding
titles while onshore for six
months in Hawaii and his Navy
superiors decided to capitalize on
Lerille’s newfound popularity. He
was still attached to a submarine,
but arrangements were made for
him to train. Lerille says he took
advantage of the situation and
made phenomenal progress.

In 1959 Lerille took two
months’ leave shortly before he
would be discharged to go home
to New Orleans and train for the
Mr. America contest in York, Pa.
Lerille attended a contest in Ba-
ton Rouge and met Mike
Stansbury, who owned a health
club located on Jefferson Boule-
vard across from Gerami’s in
Lafayette. Stansbury coached
weight lifters and bodybuilders as
part of the business. That chance

meeting would be fortuitous be-
cause Stansbury offered Lerille
a job.

The timing was not
right in attaining the long-
sought-after goal of becoming
Mr. America; Lerille placed sev-
enth in the competition that year.
He went back to complete his
stint in the Navy and came to
work in Lafayette Sept. 9, 1959,
He won the title the next year
and also bagged the Mr. Uni-
verse title in his class in London
later the same year.

In 1963, with $250 bor-
rowed from his dad to pay his
first month’s rent, Lerille opened
his first health club at the
Johnston Street-Guilbeau Road
intersection that Eckerd now oc-
cupies. He says his initial strat-
egy of making a change every
month has probably been funda-
mental to his success.

“It might be putting in
racquetball courts,” Lerille light-
heartedly says, “and then a few
years later taking racquetball
courts out.”

He says about 400
members shared 4,000 square
feet of space at his first location.
The club’s 10,000 or so mem-
bers now have about 170,000
square feet in which to work out.

JULY ISSUE

He credits Lawrence “Lolly”
Gankendorff, long-time chairman
of LBA Savings Bank, with con-
vincing him to purchase the two-
acre property on Doucet Road to
assure room to grow. “That’s prob-
ably the best advice | ever had in
my life,” says Lerille.

Stansbury, who now is
into property management, says he
hired Lerille because his attitude
about health, nutrition and body-
building coincided with what he
and his wife were trying to pro-
mote with their small but growing
business. “Red seemed to be the
ideal person to come in and man-
age our health club and he did and
was good at it,” Stansbury says.

Jean T. Kreamer, Direc-
tor of Media and Print Services at
the University of Louisiana at
Lafayette, who is an avid Red’s
member, says Lerille proves that
physical discipline works. “Red
has never lost his zest for what he
does. He is his best advertise-
ment,” she says.

Additionally, Lerille's
economic and philanthropic con-
tributions in the community are
mind-boggling, Kreamer says.
“He is a major consumer of lo-
cal vendors’ products, from raw
food items to equipment from
Body Master in Rayne to paper

cups by the thousands,” she says.
Kreamer says Lerille hires a great
number of students and nurtures
and encourages these future
young health professionals, she
says. Richard Zuschlag, President
and CEO of Acadian Ambulance
and Airmed Services Inc., agrees
that Lerille is a very giving per-
son. “I think a lot of people prob-
ably do not know that quietly, be-
hind the scenes, he has done an
awful lot to help our university -
UL - and also our area school sys-
tems and churches,” Zuschlag
says.

Besides breeding suc-
cess, Red Lerille's dedication and
penchant for constant improve-
ment has garnered Lerille various
awards such as induction into
Club Industry Magazine's Hall of
Fame and the title of International
Racquet Sports Association Per-
son of the Year. Now, Red Lerille
has been named to the Times
Acadiana's Business Hall Of
Fame, an honor he richly de-
serves.

(This article was re-
printed courtesy of the The Times
Acadiana in Layafette, Louisiana.
Photo by Terri Fensel)

.

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

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

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

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

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

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

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

FOR A FREE INFO-PACK CALL TODAY
CALL TODAY 1-800-725-6147

\. £
A 4
HEALTHY

INSPIRATIONS
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Joe Cirulli...

continued from page 3

Joe Cirulli will serve his 4th year
on the IHRSA Board of Direc-
tors in the capacity of Ex-offi-
cio President.

Joe Cirulli has, as have
the nineteen IHRSA Presidents
that have preceded him, served
in a very important role of lead-
ership in the health, racquet and
sportsclub industry. The entire
club industry, not just IHRSA
member clubs, owe Joe a word
of thanks and appreciation for a
job very well done. That thanks
should also be extended to the
other 60 Board members and
former Presidents that have un-
selfishly served IHRSA over the
first 20 years.

We were in touch with
both Joe Cirulli and Geoff Dyer
for their comments during their
transition. In this report, we will
hear what Joe Cirulli has to say.
Next month, we will hear from
new IHRSA Pfesident, Geoff
Dyer.

A Conversation With
Joe Cirulli - IHRSA’s
20th President

"F
irst Joe, I've

want to just say thanks to you for
your terrific service to IHRSA
and to the health, racquet and
sportsclub industry in general.
You have done an outstanding
job and we all thank you."

Joe Cirulli - "You're
welcome Norm. It has been my
pleasure.”

Q. “Joe, 1 would just
like to share with our readers
your thoughts as you depart the
role of IHRSA’s President.

A. Well, it has been a

great experience being the Presi-
dent over the last year and hav-
ing the opportunity to work more
closely with John McCarthy and
to be able to work with the
IHRSA Staff. What a great staff
of very dedicated people John
has up there! All my experience
has been very, very positive. To
be able to be involved with the
20th Year Anniversary Conven-
tion was very exciting. To be able
to meet some of those top speak-
ers there, to be able to participate
and be so much involved in the
conference was great. Also, what
has been great too, | am very
happy that Lee Hillman and the
Bally Total Fitness organization
has decided to become a mem-
ber and become more involved
with us so that we can work to-
gether better as a team to make
us all individually better and the
industry better. So, | think that
was a very positive thing. Lee
Hillman is a good person and he
has some very good people that
I have gotten to know on his Ex-
ecutive Management Team. An-
other great part of the experience
was getting to know more people
from around the world who look
with such high regard toward
IHRSA for leadership. When |
travel to places like Italy and
Russia, IHRSA is seen in such
awe and it felt good for me to be
in those countries representing
IHRSA and our industry and it
gave me the opportunity to make
a lot of new friends. Because of
this opportunity | have great
friends in Australia, New
Zealand, Russia, Italy, Germany,
England and Japan. It has been a
great experience.

Q. Joe, what about some
of the things we might call
‘works-in-progress’ such as the
relationship with the Boys and
Girls Clubs of America? That’s

Norm Cates’

Club Insider

Seeks

Contributing

Authors

Contact: Norm Cates, Jr.
770/850-8506
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a great initiative.

A.Yes itit. Ithink it is
great to have taken on a na-
tional charity and to get so
many clubs involved and to
make that an effort by the en-
tire Association. There are a lot
of great stories from around the
country of how clubs have
helped the Boys and Girls
Clubs; but not only that, how
they have helped school sys-
tems and a number of charities.
So, that is a very positive thing.

Also, as we move for-
ward, and | have told people
around the world, that in
IHRSA's Mission to “Grow,
Promote and Protect” our in-
dustry, the ‘Protect” portion of
our Mission is really an Ameri-
can issue. We can’t be a police
force around the world, trying
to keep legislation in other
countries in order. Now we are
able to form alliances with dif-
ferent Associations around the
world and have close contact
with other conventions around
the world. As they have differ-
ent laws that come up that can
be detrimental to their business,
they can find ways to work with
their legislators and their gov-
ernments. The biggest portion
of the worldwide effort of
IHRSA is to "Grow and Pro-
mote." We have a great person

in John Kersh who is on behalf .

of IHRSA traveling the world.
I told John about the people in
Russia and how they are really
trying to form an industry. They
have one woman over there,
Olga Sloutsker, that is working
like crazy to make it happen
with her staff. The day I told
John about it he was in touch
with Slava Chichvanin, who
works for Olga. | got an e-mail
that day that he had talked to
you and to John and how ex-
cited he is. | think what they are
trying to do in Russia is bring
some attention to the fact that
they are a force and they want
to grow and be recognized. |
think the "Grow and Promote"
portion of our Mission will be
a worldwide effort. The effort
to make the conferences better
is ongoing each year. It has also
been great to watch the Board
and the Staff in action together.
The Board helps us become bet-
ter strategically and then passes
it on to the IHRSA Staff who
then works on those strategic
issues and develops the whole
operational plan around it. It is
a very well run machine.

Q. Joe, could you pos-
sibly put a number on how

Joe Cilli (lft Geoff Dyer

many days you have traveled on
behalf of IHRSA?

A. Well, look at it this
way. There are three Board
Meetings per year. Usually, you
are away for 3 or 4 days. One of
those is the Convention and you
are away for a week. Then there
was a Conference to facilitate
Presidents and Executive Direc-
tors working together that was
in Washington, D.C. where John
and | attended. That lasted two
days. Then there was the finance
meeting for two days each year.
There was the trip to ltaly for a
week. Then the week in Russia.
There have been about five
times where John came down to
Gainesville to meet with me.

So, there has been a
significant amount of travel
time involved, but it has all been
worth it.

Q. Joe, what's next?

A. Well, another thing
1 am really happy about is that |
will have another year with the
Board as the Ex-officio Presi-
dent. It will be a great experi-
ence. If Geoff or John need help,
I will be there. For example, |

know we are going to be setting
up a meeting with the people from
the YMCA. | will be with Geoff
and John for that meeting. It will
be good to be part of these things
and hopefully be part of the struc-
ture that can influence some of
these things.

Hopefully, I will be able
to continue to be a factor in
IHRSA for years to come. I'll do
that by trying to become a better
club operator.”

That single statement by
Joe Cirulli about becoming a bet-
ter operator is the key to why he
is RIGHT NOW one of the top
club operators in the world and
will continue that role. That said,
I closed my interview with Joe
Cirulli about his IHRSA Presi-
dency and rolled into part Il of the
interview, questions for Joe about
his one week visit in Russia with
the people from the World Class
Fitness organization. We will
cover that experience with Joe at
a later date. STAY TUNED for
our interview with new IHRSA
President, Geoff Dyer, next
month.



Only from Cardio Theater.

When you need it, it’s good to know it’s there.
Reception Protection™ from Cardio Theater.
A four year product replacement guarantee on
every transmitter. A four year product

replacement guarantee on every receiver.

y And peace of mind for every club owner.

[f a Cardio Theater transmitter or

receiver fails, we’ll send you a brand new
Every member s mofivaied aifferently.
Caraio- Thealer motivates Them all.
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members motivated.
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September 6, 7 & 8, 2001 * Rio All-Suite Resort » Las Vegas, Nevada

HOST HOTEL1 THE RIO OFFERS A

| AS THE
. WARM WELCOM

Every room is a suite at the Rio! The Rio hosts more than

- 2500 suites, each providing spectacular views of Las Vegas.
~ Every suite offers more than 600 square feet of spacious lux-
~ury. You'll be pampered to the hilt with comfort and space.
- The Rio fumishes in-room coffee makers, refrigerators, safes
- and ironing boards. Bath and vanity areas are fit for a king or
~ queen.

The Rio is offering our attendees a fantastic room rate of
$119.00 per night, well below their regular rates. To take
advantage of this offer call 1.888.746.6955 and give the

~ reservation clerk Group Code GMSFIT, This rate will only be

honored through August 15, 2001, so don't wait to make your

-~ reservations.

The Rio All-Suite Hotel & Casino was named "Best Hotel
Value in the World" by Travel and Leisure Magazine and "Best
Overall Hotel in Las Vegas" by Zagat Survey of Resorts, Hotels
and Spas since 1995.

It will never be said that Las Vegas lacks for luxury, but even
in this city the Rio All-Suite Casino Resort is a standout exam-
ple of sheer grandeur. With a casino of 120,000 square feet,
an exciting nightclub, 4 pools, workout facilities, a recently

- remodeled spa with steam rooms, whirlpools, massage, and

a beach and lagoon all to itself, the Rio doesn't lack for
amenities.
That's not all, though: a stay in one of their deluxe sites

 affords you the option of visiting the shopping and entertain-

ment wing of Masquerade Village, an entire collection of spe-
Masquerade Show in the Sky — a $25 million aerial extrav-

. aganza.

JERRY KAHN HAS NAMED THE NATIONAL
FITNESS TRADE SHOW AS "THE
%FFICIAL TRADE SHOW OF THE

__| The Intemational Physical Fitness .
Ll Association is the world's largest &
and oldest established reciprocal association.

For more information call 1.877.520.4732.

WORLD GYM WESTERN UNIVERSITY
World Gym Western University has
named the National Fitness Trade Show
as the site of this year's classes. For
B4 more information on the World Gym
Western University contact: CIENEGA
ASSOCIATES, LLC, PO. Box 1260, El Prado, NM 87529,
Phone: 1.505.751.4236, Fax: 1.505.751.4248,
E-mail: fitfocus@aol.com

APHELION UNIVERSITY

User's Seminar Track

Aphelion, the leading Health & Fitness Club Management
software will host an Aphelion User's seminar. The User's
seminar will provide Aphelion customers with advance news
of their latest products, and opportunity to provide feedback
to the developers. Management will be available to address
group issues and provide information on future directions and
technology.

Aphelion’s founding partners, Reg Berka and Bill
Nichtberger, will be on hand to welcome all Aphelion users.
Their experience and expertise is the driving force behind
Aphelion’s technology to create the very best management
software for the Health and Fitness Industry. Always on the
cutting edge of technology, these two have something special
planned for all attending the first Aphelion University - User's
Seminar.

To register for the Aphelion University user's Seminar con-
tact: rivey@aphelion.net or call 1.800.324.9800.

Srm GOLF CLASSIC

TAAC et among the rolling foothills of
the Black Mountain Range in Las
Vegas, the new Rio Secco Golf
Club provides a world-class golf
experience unlike any other. The
18-hole championship  golf
course was designed by Rees
Jones, Golf World Magazine's 1995 "Golf Architect of the
Year" and mastermind behind over 100 of the world's most
fabulous courses. The Rio Secco provides both stunning
scenery and challenging play. With breathtaking surroundings
and natural beauty all about, this course provides a golf expe-
rience that is simply nonpareil. Tee times are limited so
secure your partner today and call Wally at 1.541.830.0400
to reserve your spot! Awards to include closest to the pin,
longest drive, and best ball combined twosome score.

JOE GOLD TO RECEIVE LIFETIME
ACHIEVEMENT AWARD PRESENTED BY

In 1964 Joe P
Gold built his LLTEY) 2 ZARELS

first commercial gym — Gold's Gym in
Venice Beach. It became the Mecca of
bodybuilding legends such as Amold
Schwarzenegger, Frank Zane, Lou

o the day in, day out grind, he sold the gym
andheadedMonlheﬁrststupt:Manca.%enhe
hit solid ground again about five years later the urge to get
back into the gym business led him to create World Gym.
Now 78 years old, Joe is still going strong and leading the
250-plus World Gyms with his iron hand tempered by his
always-present sense of humor, and just completed con-
struction on the new World Gym International Headquarters.

FREE SEMINARS ORGANIZED BY

Come prepared 10 leam from

some of the best health club Health Club & @9
professionals in the business. Experts.com
For more information about the

speakers or if you wish to become a speaker in future shows,
please call Paul Bosley at 1.203.407.0334 or e-mail
bosleyp@worldnet att.net.

FREE ENTRANCE TO THE EXHIBIT HALL
The Trade Show ficor, with over 180 exhibits, will be strate-
gically manned by the top names in our business: equip-
ment, services providers, supplement and nutrition experts,
sportswear manufacturers, and more... Many will have
incredible “show specials" just for our attendees. For infor-
mation on attending or becoming a vendor call
1.541.830.0400 or e-mail nationalfitness@aol.com.
WELCOMING RECEPTION PRESENTED BY

CLUB@&SS# and ANPHELION, [NC.

Savor intemational cuisine prepared by The Rio's acclaimed
chefs. Everyone is welcome to come enjoy the free food and
camaraderie of industry manufacturers and club representa-
tives.

MS. FITNESS® USA AND MS. FITNESS
WORLD®
The fitness craze continues at the Rio's Samba Theater with

the uitimate in health and lifestyle competitions. If you stay at
the Rio you will receive two $100 tickets to both shows while =

supplies last. For more information call 1.541.830.0400 or
e-mail msfitness@aol.com.

'TRADE SHOW HOTLINE
1.541.830.0400

Ferrigno... Then, 30 years ago, fed up with
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Name. Title

City

Company Name

State Zip

Phone e-mail
Have you attended National Fitness Trade Show before?

yes___ mo__

Person(s) attending Title
1

Approx. Sq.Ft
No. of facilities operated

Approx. # Members.

Title

3.

Are you staying at __ The Rio __Other (please specify)

To Register Fax This Form To: 1.541.830.0410 or Call 1.541.830.0400

WEDNESDAY, SEPTEMBER 5

MS. HTNESS® USA
400 PM Preuding - Pysica Basuy & Muse Tore Round

THURSDAY, SEPTEMBER 6

M5, FITHESS USA

400 PM Prejudging - Beauty, Poise & Projection Round

NATIONAL FITNESS TRADE SHOW

4:00 PM ing Reception presented by Clubcom and Aphelion In the exhibit hall,
featuring intemational culsine prepared by The Rio's renowned chefs

4:00 PM-7:00 PM

7:00 PM

Exhibits Open

Joe Gold Lifetime Achievement Award ceremony & Distiguished Service
Awards presented by Life Fitness

FRIDAY, SEPTEMBER 7

WORLD GYM WESTERN UNIVERSITY
2:00 AM Welcome by Mike Uretz, CEQ, World Gym Intemational

915AM “Troubles in The Economy: Real Bummer or Classic Opportunity? — Part 17
Michaed Scott Scudder o
10:30 AM break

11:00 AM

“Community Service: How It Builds Your Membership” by Nancy Kourts, World

“The Benefits of ising” by Paul Bosiey, CMMA and Denise .
By Co-op Advertising” by Paul Bosley, Twomey,

Weicome to Las Vegas & Aphelion University — Something Special
You, Us, and Our Future - m*ﬂl’l , Be the Boss, ASP, &
mﬁsm adm

10:45 AM
11:00AM

break

Keep Your Customers for Life
12:00 AM break for lunch

130 PM Fire in the Belly

NPHELION UNIVERSITY
230PM 2001 Aphelion University User's Seminar

4:00 PM Afternoon Seminar concluded
MHO&ALFITNEBSTF!ADE‘HOW
9:00 AM How to Produce a
Voo et Coke
“How to Develop Your Annual Marketing Plan & Measure Results” by Paul Bosiey, CMMA

“Offer Your Mmmw&mmm Joining the IPFA”
by Jerry Kahn, President, ” .

or Newsletter For Profit™ by Brett Fitzgerald, LVAC Lifi
mmmac&’mmm il

11:30AM The NEW Member Marketi

Costs by Michael Scott
Exhibits Open

Techniques Which Produce Twice The Results at Half The

1:00 PM-5:00 PM

QOOM .
7:00 PM

Prejudging - Strength, Flexibility & Endurance Round
Ms. Fitness USA finals - doors open to seat audience at 6:00. This event is being taped
for televis ng

SATURDAY, SEPTEMBER 8

WORLD GYW WESTERN

.00 AM mmmmmmmmmmmm

9:30 AM "mmmmmmwmmnmwmrm'

by Robert Bovee, World Gym, Rochester, New York

10:30 AM break

11:00 AM “Troubles in The Economy: Real Bummer or Classic Opportunity - Part 2° by Michaed Scott Saudder

12:45PM Final Announcements

APHELION UNIVERSITY

900 AM 2001 Aphelion University User's Seminar Nominate and elect Chiair & Co-Chaimperson for
User's Group

10:00 AM What's your Assessment?

10:45 AM break

11:00 AM Just Do L

12:00 AM Seminar Conclusion ~ closing statements by Reg Berka and Bill Nichtberges, Founding

Partners, Aphelion, Inc.

NATHINAL FITNESS TRADE SHOW
9:00 AM “Making the Most of Your Media Opportunity” by Tom Lapcevic, CED, ClubCom, Inc.

“Increase Your Bottom Line with Smart Access o Your Club™ by Lee Guthrie, Executive
Vice President, RapidTron, Inc.

10:00 AM

11:00 AM “Profiling For Profits™ by Rob Rideout, Microfit
NOON

1:00 PM-5:00 PM

“How to Make $ on the intermet” by Donald Hoskyns
Exhibits Open

MS. FITNESS

10:00 AM

WORLD

Prefudging

Ms. Fitness World finals - doors open to seat audience at 6:00, This event is being taped
for television

7:00PM

e

PO

N
G

TRADE S HOW EXH BITORS (AS OF JULY 185T)
Health & Nutrition Systams JADE Sprint
Heart Rate Life Fitness Star Trac
Heavy Metal Magnum Fitness Systems  Thruster
Hex Tanning Medical Health & Fitness Time Trade Systems
Hoggan Health Industries Microfit Trackmaster
Hoist Fitness Systems Ms. Fitness Magazine Uinisen
Icarian Fitness Products National Fitness Trade Journal Versa Pulley
Integra Nautiius VersaClimber
Intemational Fitness Alliance Personal Trainer Manager World Gym
International Fitness Club Network Power Strength
Intemational Tanning Precor
fron Grip Barbell Preferred Alliance
Ivanko Barbell RapidTron
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By Carrie Morrow, MBA, J.D.
National Fitness Therapy
Association (NFTA)

PROFESSIONALISM
DEFINED

What are the basic at-

tributes that constitute a “profes-
sional”? Webster’s Dictionary
lists the definition of a profes-
sional as “one engaged in a voca-
tion or occupation requiring ad-
vanced education or training, and
involving intellectual skills, as
medicine, law, theology, engineer-
ing, teaching, etc.” What types
of credentials or expertise must
one exhibit or possess in order to
become a doctor or a lawyer or a
fire fighter or police officer or any
other kind of professional? Ac-
cording to Webster’s, in order to
become a professional, one needs
some level of education and train-
ing. Perhaps a testing and certifi-
cation, regular review of required
training, and some type of stan-
dard accreditation would lend it-
self to professionalism. In order
to become a professional fire
fighter, in addition to the educa-
tion and training, it is important
to know the dangers attached to
the job. The professional must
also be aware of the risks and li-
abilities associated and to acquire
the very best training one can
have, because lives are at stake,
and one wrong move can be di-
sastrous. In order to become a
police officer, one must go
through extensive training and
review in order to maintain pro-
fessional status due to the associ-
ated dangers and risks. We all
know that education and experi-
ence are required to become a pro-
fessional, doctor or lawyer or ac-
countant. This is necessary be-
cause serious financial and medi-
cal consequences can arise if
proper training is not adminis-
tered and demanded from these
professions. With all of these re-
quirements in every other profes-
sion, why is it that a professional
fitness trainer is not required to
maintain the same level of stan-
dardization? Are there no dangers
or threats of injury? Is there no
risk or liability associated with
this job? Well, let’s take a look:

RISKS OF
LIABILITY

Rccent]y, personal
trainers and/or fitness centers and
equipment manufacturers have

been involved in much legal ques-
tioning if not actual lawsuits
claiming negligence, wrongful
death and thousands (sometimes
hundreds of thousands) of dollars
in resultant damages. Some of the
most recent claims of negligence
against personal trainers involve
the following: prescription of di-
etary supplements involving death
of the client (June 1999, State
Supreme Court, Manhattan,
N.Y.), failing to provide proper
instruction on exercise equipment
(Thomas vs. Sport-City Inc., 738
So.2d 1153, La. App. 2Cir., 1999),
poorly qualified instruction by a
trainer (Mathias vs. New York
Health Club Inc., 1999.NY.48859,
Supreme Court of New York, Ap-
pellate Division, First Department
1999), (Feeney vs. Manhattan
Sports Club Inc., 642 N.Y.S.2d
674, Supreme Court of New York,
Appellate Division, First Depart-
ment, 1996), poorly administering
or failing to administer CPR,
(Skotak vs. Vie Tanny Interna-
tional, 513 N.W.2d 428 1994),
(Chai v. Sports & Fitness Clubs
of America, Circuit Court, 17th
Judicial Circuit, Broward County,
Fla., Case No. 98-16053 CA (05)),
and questionable signings of re-
lease from liability and waivers
(Rickey vs. Houston Health Club
Inc., 1993 Tex. 1466, 863 S.W.2d
148), (Seigneur v. National Fit-
ness Institute, Inc.) and (Univer-
sal Gym Equipment v. Vic Tanny
International, 526 N.W.2d 5,
207,1994). As much as we might
like to think we are immune from
litigation, professional fitness
trainers are an open target in the
new frenzy of litigation over fit-
ness center liability.

RAISING THE BAR

A the fitness industry

enjoys its continued growth and
expansion, we must be aware of
the standards of professionalism
that the public must expect and
demand from personal fitness
trainers. We must live up to the
corresponding standards that
other business professionals have
established as a minimum for rec-
ognition in the industry. If we do
not, litigation will gain power and
strength and the fitness trainer
profession will be regulated by
settlements and court decisions.
So, how do we meet this level of
professionalism? First, we must
position ourselves with the
knowledge and information so as
to provide quality and profes-
sional care and uphold the high-
est professional standards and

duty of care to our clients who
entrust their health and wellness
to us as professionals. This first
step begins with education. Per-
sonal Fitness Professionals are in
a delicate situation with clients
whether they are medical-fitness,
post-rehabilitation referrals* or
more mainstream fitness center
members. We are involved in an
intimate relationship with people
who may be recovering from in-
juries, surgery, chronic disease or
involved in medical rehabilita-
tion. We assess current fitness
levels and prescribe exercise
plans. We touch, turn and ma-
nipulate, add weights, encourage
movement and purposely in-
crease heart rates, blood pressure,
breathing rates, and create muscle
tension and soreness. We provide
more hands-on services than
most other professions, and until
now, have no standard to differ-
entiate experienced and qualified
trainers from a non-experienced
or qualified trainer. Name one
other professional organization
that has absolutely no standards
of professionalism and more risk
of liability than this! We learn to
prescribe the most effective and
safe exercise program that will
benefit each individual client.
Where do we get this informa-
tion? How do we stay current in
the fitness industry in order to
provide these safe and effective
programs? This must be done
through proper education, expe-
rience and continued training in
the fitness industry. We must
standardize and maintain our own
level of professionalism in order
to provide a basic standard of care
as professionals.

PROFESSIONAL
STANDARD OF
CARE

So, you ask your-
selves, what is our basic standard
of care as fitness professionals?
Each fitness trainer certifying or-
ganization has its own definition
of that standard. The current law
in all states provides that we owe
to our clients the duty of standard
professional behavior. This
means that we must not perform
any act that is negligent (i.e. a
failure to act or the substandard
performance of an act when per-
formance was due) or cause in-
tentional harm or injury to a cli-
ent. That’s it, a very broad stan-
dard and one that is difficult to
prove during litigation. How do
we know what is “substandard”
when we have no definition of

JULY ISSUE

“standard”? As we know, per-
sonal trainers have no regulated
certification at this time. Why
not? We are educated, experi-
enced, trained and intelligent
people working towards improv-
ing the overall health and
wellness of the general popula-
tion, 80% of which does not regu-
larly exercise! There are several
avenues in which to advance the
administration of standards and
guidelines in the industry. One
excellent process is through the
National Fitness Therapy Asso-
ciation (NFTA). This organiza-
tion is responsible for accrediting
fitness facilities for medical-fit-
ness referral programs, as well as
accrediting personal fitness train-
ers. The NFTA has formulated
these standards to be utilized
across the country in order to
measure the level and qualifica-
tions for personal trainers provid-
ing services to post-rehabilitative
clients, as well as to the general
population. These standards ad-
dress the different levels of ac-
creditation and the associated
risks of liability for each. The
standards provide that an Accred-
ited Fitness Professional possess
and maintain a certain level of
education, experience and train-
ing in the industry as well as pro-
fessional liability coverage as a
standard of professionalism. This
set of standards corresponds to
the professional standards that
must be met and maintained in
other professions and meets the
Webster's definition as well!

ACQUIRE THE
WLEDGE

It is imperative that
today’s professionals be aware of
these standards and enforce them.
Any accredited fitness profes-
sional and/or facility can risk be-
ing held negligent for failing to
adhere to these guidelines when
administering care for post-reha-
bilitative clients referred from a
medical facility or physician. In
consideration of this accredita-
tion, Accredited Fitness Profes-
sionals (AFPs) and their accred-
ited facilities, meeting the stan-
dards will receive special rates on
liability insurance, business mar-
keting through the NFTA and rec-
ognition in all NFTA associated
materials, higher levels of cred-
ibility, and medical referrals.

IN CONCLUSION

The time is long over-
due for the fitness industry to start

Carrie Morrow, MBA, J.D.

to regulate its professionals. Signed
releases and waivers will not pro-
tect the fitness industry forever and
insurance only goes so far. If we
fail to recognize the need for stan-
dardization, lawsuits, settlements
and litigation will continue to mount
causing government regulation over
the fitness industry. Short of licens-
ing, accreditation will act to protect
fitness professionals and raise the
level of minimum standards in the
fitness industry. Although personal
trainers and fitness centers may be
financially viable at present, the po-
tential financial damage of one law-
suit can be disastrous to an otherwise
successful organization. So, who are
the true fitness professionals? Those
who continue to educate themselves
and others, and maintain the highest
standards in this ever expanding in-
dustry.

*A “professional” standard
assumes a higher standard of care.
Therefore it is extremely important
that trainers are aware that liability is-
sues increase for post-rehabilitative
continued exercise programs. These
programs are more extensive than that
of the general fitness center member
exhibiting minimal symptoms of dis-
case or injury. An Accredited Fitness
Professional must be closely involved
in the client’s physical therapy treat-
ment and have a continuing relation-
ship with the client’s physician in or-
der to monitor treatment and progress.
Continuous feedback and an ongoing
relationship must be maintained
among these professionals in order to
provide the highest level of care and
treatment in addition to minimal risk
of injury and potential liability.

(Carrie Morrow is the Di-
rector of Fitness Programs at the
YWCA of Greater Pittsburgh. She
is currently the Chair of the Stan-
dards Committee for the National
Fitness Therapy Association
(NFTA) and serves on the National
Advisory Committee. Carrie is cur-
rently involved in legal research
studies for risk management and li-
ability issues in fitness facilities.)



AWARDWINNING RESuULTS WiITH OVER 600 CLUBS
INCLUDING GRAND OPENINGS AND PRE=SALES

IHRSA
ASSOCIATE
MEMBER

= i0f
THE YEAR
2001

“Sales Makers ability to
teach ethical membership
service techniques and
their extensive experience
in the industry brought
forth a combination of
growth, team spirit and
RESULTS.”

Lori Lowell ,
Virginia

Let us help you achieve greater membership sales in 2001!
Sales Makers delivers a complete membership system personalized
to your club and professionally trained to your staff at your club in

3 days. Performance/Improvement programs available.
* 3 Day On-Site Seminars
* Expansions, Presales, and Turnarounds
* 6 Month Performance/Improvement Programs
*Grand Openings

A Consulting Firm Specializing in Marketing and Membership Sales Since 1981

51 Old West Point RoadE. ~~  info@sales-makers.com
Garrison, NY 10524 .  www.sales-makers.com
845.736.0307 Y4 Fax 845.736.0508
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Do You Know For Sure If Your Sales-
people Are Asking For The Order?

By John M. Brown
President - Professional Club
Management, Inc.

~—

H“‘H‘"-.

Aﬁenmvc]ing the coun-
try working at and visiting hun-
dreds of clubs over the last 22
years, 1've come to one clear con-
clusion. 90% of the clubs I visit do
not directly ask or do not know
how to ask me to join their club!
Anyone who doesn’t believe me is
welcome to go on one of my two
weeks trips and walk in to the clubs
with me.

My Methodology

As a club owner, opera-

tor, manager and consultant to over
80 clubs consistently across the
country, I'm always interested in
how the competition is doing and
what | can learn from them. As a
result, | always shop most, if not
all, of the facilities we are involved

with initially and on a twice-a-
year basis after that. | always ap-
proach the shopping expericnce
the same way. | am profession-
ally dressed, suit, tie, etc. | al-
ways pretend to be in town clos-
ing on a new home in the area
and have been sent on a mission
at the explicit instructions of my
wife to find a good club for us.
Because | travel so much, | have
always carried this big wallet.
Not because I have a lot of
money, but because it keeps all
my tickets, receipts, credit

cards, idcntiﬁcalio}n in one

place. I guess some people
would call it a man’s purse but |
call it my wallet. My point is
that when | walk in to these
clubs, | am trying tosend mul-
tiple buying signals to the per-
son who is supposed 1o be sell-
ing me my new me'l"ngﬁgrship.
Just to give them the behefit of
the doubt, I always make sure |
explain to them very clearly why
I am there. Oddly enough, even
after all of that, most salespeople

still launch into their standard
tour and qualifying lecture ask-
ing me questions that really have
no relevance to my situation,
which confirms my opinion that
most salespeople don't listen very
well or at all. But, listening is a
subject that should be covered in
another article. After the standard
tour, which I always match my
wants, needs, desires with what
the club offers, we usually sit
down to talk about becoming a
member. | say usually because
many times, maybe as much as
30% of the time, the salesperson

doesn’t sit down with me butends ©

the tour with something like “Are
there any more questions | can an-
swer for you?” And when | say
no, there is usually a long silence,
(about 15-20 seconds) followed
by my saying “Thank You” and
walking out! The other 60% of the
time here’s what happens. We sit
down and chit chat a little and the
salesperson stumbles into their
price orientated presentation. |
always set my big wallet on their

Traveling To Atlanta?

Northsjde

imousine
“Affordable Elegance”

FEATURING:

+Customized Service for Corporate
and Private Customers

+Detailed Monthly Billing
-Exgerlenced, Courteous, and
ependable Chauffeurs

+«All Major Credit Cards Accepted
Northside Limousine is

FLEET:

Our Fleet Includes A Variety Of
Late Model Well Maintained:

LIMOUSINES

SEDANS

VANS & MOTOR COACHES
owned and operated and has been in

business for eleven years. We offer a fleet of six; eighit and ten passen-
ger limousines as well as town car sedans, vans and mini-buses. We
would love to have your business and will work fiard to Keep it.

ThanKing You In Advance For Considering Northside

MENTION THIS AD AND RECEIVE FREE HOUR OF SERVICE

770.948.2495 * Fax 770.739.9753 * 800.293.4016

desk directly in front of them.
Sometimes | will even go further
and open it acting like I'm looking
for something and then leave it
open, revealing about 100 credit
cards in plain view. After their price
presentation, they almost always
say one of the following things:
*“Well, that’s what you are look-
ing at to get started.” or *“How’s
that sound?” or *The infamous
push the price sheet and they say
“Okay”? I've never understood
that one at all.

At which point | pick up my
wallet, thank them and walk out.
Usually, as I'm leaving, they say:
“Call me if you have any more
questions.” or “Let me know what
you decide”. They say the truth is
stranger than fiction. I'm sure there
are those of you out there saying,
“That doesn’t happen at my club”.
Yeah that’s what 1 thought, too.
Until 1 started checking my own
operations a little closer and found
out it was happening to me, too!
Without naming names, this has
happened to me in big clubs, small
clubs, clubs in metro areas, clubs
in rural areas, big chain clubs, and
some of the finest clubs in the
world! No one seems to be im-
mune. | read with great interest an
article a few months ago by another
club consultant, who in this article
stated that high pressure, prehis-
toric selling techniques are out-
dated and continue to hurt this in-
dustry. | totally agree. But, in my
opinion a bigger problem is more
people are NOT being asked to join
than are EVER high-pressured. It
makes me sad to think of all the
people out there who have sum-
moned up the courage to finally
come in a club, and then we don’t
even ask them to become a mem-
ber! Just as bad and closely linked,
is that many salespeople are woe-
fully undertrained and under
skilled to even know how to ask!

.50 what are we to do about this si-

lent epidemic? Here are a few sug-
gestions that we have implemented
in our operations.

1. INSPECT, DON'T EX-
PECT. Send your friends to shop
your facility on a regular basis. Ask
them for their honest evaluation.
Most importantly, see if they were
specifically asked to join the club
today at least once! When your
salespeople are well trained and
compassionate and selling from the
platform of conviction in the prod-

uct and not Price, Price, Price, then
they have the ability to be very per-
suasive and are able to ask the
prospect several different times in
several different ways to join the
club without any hint of pressure
at all!

2, HIRE COMPASSION-
ATE, BUT BOLD PEOPLE.
There is one major reason sales-
people don’t ask for the order.
FEAR. Fear of rejection, fear of
failure, fear of repercussions from
their manager, fear that the pros-
pect will say no. You want to know
something? In all my years, after
personally selling tens of thou-
sands of memberships and being
responsible for selling millions of
memberships aver the years, I've
never had a prospect say “No! I'm
not joining this club”. We try to in-
still into all our salespeople that it
is their “duty™ to ask that prospect
to start a regular exercise program
today. We believe that if a person
doesn’t ask or know how to ask,
then we are failing the customer,
not to mention losing the sale.

3. TRAIN, PRACTICE,
TRAIN, PRACTICE, TRAIN.
Compare it to any highly skilled
athlete. They have practiced and
practiced and continue to practice
the fundamentals day in and day
out. If they don’t, their skills be-
gin to erode. Why should we be
any different? In my experience,
most staffs are undertrained and
horribly underpracticed. Stop for
one minute and think. How much
more could you be accomplishing
if you were sure your salespeople
were fully trained and highly
skilled? Would you realize a 20%
income increase? In many cases,
probably so. So many owners,
managers don’t train and practice
with their staff, because they don’t
think they have sufficient knowl-
edge or don’t know how to. There
are many materials available to
assist you, but some training is bet-
ter than none. If necessary, hire
someone to do provide training on
a regular basis. It will be well
worth the money. Training/Practice
should be done for your experi-
enced people as well as new hires.
I hear all the time from experi-
enced salespeople “I already know
all that”. My experience has been
that they may know it but usually
are not practicing it every day in

(See Brown page 20)



same way they're used in real life. Members could train more effectively and
efficiently for their specific goal—whether it was getting into shape, losing a
few pounds, looking and feeling better or training for peak sports performance.
Clubs responded immediately, sparking one of the most successful launches
in the history of the industry!

REAL LIFE MOTION. REAL LIFE RESULTS.

stick with it and get results. Mzenmembersgalm !heylmepoomlm
back...and tell their friends. Free Motion is also helping clubs across the nation
increase their personal training revenues.

Start using real life motion to achieve real life results for your members and
club today. Contact your Ground Zero representative at 1.877.363.8449!
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IHRSA’s Capitol Report

STATE LEGISLATIVE
UPDATES

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

NEVADA: Assembly
Bill 627 was signed into law. The
measure increases from $50,000 to
$250,000 the bond required by
clubs with more than 25,000 mem-
bers. It also eliminates the bond
exemption for clubs that have been
under the same ownership for 4
years. However, those clubs who
were already exempt from the bond
(or who would have been by 10/1/
01) are still exempt. SOUTH
CAROLINA: Senate Bill 349 was
signed into law. Private health clubs
in the state are exempt from the
admissions tax. This measure ex-
tends that exemption to publicly-
owned fitness centers. WASHING-
TON: According to WHFCA,
House Bill 1575, the sales tax re-
peal, will be voted on by the House
after it votes on the State budget
package that has already passed the
Senate. WHFCA received nearly
3,000 member signatures in favor
of the repeal from Washington
clubs last week. These have been
forwarded to the appropriate State
Senators. If you have not already
done so, Washington club operators
should contact their State Senators
today and urge them to vote in fa-
vor of HB 1575 when it comes to
them from the House.

CONSUMER
REPORTS ADVISES
AGAINST POPULAR
SUPPLEMENTS

The June issue of Con-
sumer Reports urges readers to stay
away from three of the most popu-
lar dietary supplements: andros-
tenedione, creatine and ephedra.
The magazine concludes that
there’s too little scientific evidence
to certify their efficacy and too
much concern about their side ef-
fects. The article points out that
under current federal law, any di-
etary supplement can be marketed
without advance testing. “The only
restriction: The label can’t claim
the product will treat, prevent or
cure a disease. But the label can
traffic in vague claims like ‘en-
hances energy’ or ‘supports test-
osterone production.’ If serious
problems are reported, it’s up to the
Food and Drug Administration to
prove they’re real before it can or-
der a supplement off the market or
impose other restrictions. So far,
that has not happened.” Visit http:/
/www.ihrsa.org for a link to the full

Capitol Report Reprinted Courtesy Of IHRSA

article.

COLLEGE
SETTLES
DISCRIMINATION
CASE
WITH ANOREXIC
STUDENT

An anorexic student

who sued Stonehill College af-
ter the school refused to let her
live on campus because of her
cating disorder has settled out of
court with the College. Keri
Krissik will remain at another
school to finish college. Neither
Stonehill’s nor Krissik’s attorney
would comment on the terms of
the settlement. Krissik, 20, has
suffered from anorexia nervosa
since she was 8. She is 5-foot-6
and weighs less than 100
pounds. She was accepted to
Stonehill as a transfer student in
January, 1999, but was hospital-
ized last year with heart failure
caused by anorexia. After being
discharged, she caught up on her
classwork and prepared to return
to school in September. How-
ever, she said the school sent her
a letter saying she could return
only if she lived off-campus. The
College President said in Janu-
ary that the school could not
“support her in the way she
needs to be supported.” Krissik
sued Stonehill, a Catholic col-
lege in Massachusetts, citing the
federal Americans with Disabili-
ties Act (ADA). A trial date had
been set for May 29. Since an-
orexia is considered a disability
under the ADA, health club op-
erators risk a discrimination law-
suit if they restrict or prohibit
someone with the disorder from
using the club. For a free copy
of IHRSA's “Eating Disorders™
legal briefing paper, e-mail
gr@ihrsa.org.

OHIO LAWMAKER
WANTS STATE
AND CONGRESS
TO ENCOURAGE
FITNESS

Ohio State Repre-

sentative William Seitz is look-
ing to the State to push the fit-
ness crusade forward. Seitz says
the legislature’s 1999 measure to
repeal the sales tax on health
club memberships made sense.
“Notably, we as a State should
be encouraging health club
memberships, not penalizing
them through taxing our citi-
zens.” Unfortunatley, House Bill
45 died on the House floor after
being voted out of committee.
The Republican pointed out the
irony of the current sales tax:

“Today, I can go into a store, buy
50 Three Musketeers bars, and not
be levied one penny of State sales
tax. However, if I join a health
club and pay dues, I am hit with
State sales tax.” The freshman
representative, however, empha-
sized that he is not a proponent of
introducing legislation for the
sake of saying he did it, knowing
it will never pass. Given the cur-
rent economic downturn, that, ac-
cording to Seitz, would most
likely be the case right now if he
introduced a bill to repeal the sales
tax on fitness. Seitz anticipates a
slightly different approach. He
wants the State to allow workers
to use Medical Savings Accounts
to pay for health club member-
ships on a pre-tax basis. Accord-
ing to Seitz, while he would in-
troduce legislation to address the
Medical Savings Account issue on
the “State side of things,” he be-
lieves the General Assembly
could also help influence Con-
gress by introducing and passing
a joint concurrent resolution to
encourage Congress to do the
same by amending the Internal
Revenue Code as it relates to
Medical Savings Accounts. “To-
day, an Ohioan can go to the emer-
gency room complaining of an-
gina or other heart complications
and use his or her Medical Sav-
ings Account to pay for the emer-
gency room deductible and co-
payment amounts; however, that
same person is not permitted to
use one penny of his or her Medi-
cal Savings Account monies to
pay for health and fitness club
membership activities —activities
that could have prevented those
heart complications in the first
place,” Seitz said. Finally, Seitz
will be looking at the economic
and other viability of allowing
health club memberships to be
tax- deductible on residents’ in-
come tax forms, as well as keep-
ing his eye on the right time to in-
troduce legislation to repeal the
sales tax on memberships.

FORMER
PRESIDEN WINS
HARLEM YMCA

Bill Clinton has ac-
cepled a free, “honorary”™ mem-
bership at the Harlem YMCA,
which is 10 blocks from his new
office building. The former Presi-
dent accepted the family member-
ship for himself and his daughter,
Chelsea. A regular family mem-
bership at the club costs $800 per
year. The Harlem Y recently up-
graded its equipment, adding new
weights to its free weights room.
The center also includes a gym, in-
door pool, steam room and sauna.

STATE LEGISLATIVE
UPDATE

For more information
on this bill, visit http://
www.ihrsa.org/publicpolicy/state/
nj.html. NEW JERSEY: AB 3719
has been referred to the Commit-
tee on Health, The measure would
require that all health clubs have
an AED on site and train employ-
ees in its use.

WORLD GYM INT’L
MUST PAY
REFUNDS TO
MEMBERS OF
FAILED FACILITY

A Riverside Superior
Court judge has ruled that World
Gym International is responsible
for paying refunds and damages
of up to $1 million to patrons of a
failed World Gym in Murrieta,
California, the Press-Enterprise
reports. Judge Erik Michael Kai-
ser said there was ample evidence
to uphold a jury verdict against the
Santa Monica-based health club
licenser. The judge also upheld
triple damages in the case. World
Gym International said it will ap-
peal the verdict and has posted an
appeal bond of more than § 1.5
million that will cover judgment
and refunds if the appeal is unsuc-
cessful. Promoters of World Gym
originally planned to open a
27,500 square-foot health club in
Murrieta by January 1999,

SEVEN STATES
PROPOSE AN

INCREASE IN
MINIMUM WAGE
Whi]c the U.S. Con-

gress is set to act on the federal
minimum wage later This sum-
mer, many states are already ad-
dressing the issue. Three states
have enacted minimum wage leg-
islation this year. Georgia & Wyo-
ming raised theirs to meet the fed-
eral minimum wage of $5.15. A
new Maine law raises the mini-
mum wage to $5.65 beginning 1/
1/02 and to $6.15 on 1/1/03. Other
states that are considering in-
creases are: * Rhode Island: If en-
acted, SB 40 will raise the mini-
mum wage from $6.15 to $6.65
effective 9/1/01; * Illinois: SB
1118 would raise the minimum
wage to $6.50 on 1/1/02 and ad-
just it annually according to the
consumer price index; * Vermont:
SB 103 would have increased the
state minimum wage to $6.75 be-
ginning 1/1/02. SB 103 passed the
Senate but failed to pass the
House before the legislature ad-
journed last month; * California:

In the most sweeping of proposed
minimum wage laws, HB 181 would
increase the minimum wage to $7.25
on 1/1/03, to0 $7.75 on 1/1/04, to $8.25
on 1/1/05, to $8.75 on 1/1/06, and then
adjust it annually to maintain em-
ployee purchasing power. On May 22,
the Santa Monica, California City
Council approved the nation’s high-
est minimum wage rate, and the
nation's first living wage ordinance to
cover private sector businesses with
no ties to the city. Supported by nu-
merous members of the clergy, law-
yers, low-income workers, unions,
and local grassroots organizations, the
ordinance passed easily by a 5-1 vote.
The ordinance targets certain busi-
nesses whose annual gross receipts
exceed $5 million that are located ei-
ther in the city’s downtown area or
its tourism “Coastal Zone” area. The
ordinance mandates a new wage floor
of $10.50 per hour if health benefits
are provided by the employer, and
$12.25 to $13 per hour if no benefits
are given. California’s state minimum
wage is $6.25 per hour. The ordinance
will become effective 7/1/02, and will
increase every year thereafter to keep
pace with inflation, corresponding to
the Consumer Price Index. The City
Council has pursued enactment of a
living wage ordinance since 1999,
despite divided public opinion.

THRE%] URIES FIND
FOR DEFENDANT
HEALTH CLUBS

J uries in three separate
cases have found in favor of the de-
fendant health clubs when members
sued the facilities for negligence. Ina
Florida case, a 66-year-old woman
alleged that a club employee was neg-
ligent in failing to properly instruct
her in how to perform a lunge exer-
cise, causing her to fall and fracture
her wrist. She demanded $85,000.
The jury found that there was no neg-
ligence on the part of the club. Ina
Maryland case, a radio personality in
her 50’s had finished a series of bench
presses when the club’s owner/fitness
instructor pulled off a clamp holding
the weight bar in place and the bar
fell and struck the plaintiff in the head.
The woman sued for $300,000 over
a head injury which she claimed re-
sulted in headaches and required sur-
gery. The jury found no negligence
on the part of the club. In a Texas case,
a 2 year-old girl was injured and sus-
tained broken bones in her arm while
in the club’s day care. The girl's
mother alleged negligence and sued
for $8,826 to cover past medical bills.
The jury found that the club was not
negligent, despite the mother’s claim
that there was no adult present to su-
pervise the child when the accident
occurred. For a free copy of IHRSA’s
“Injury Liability” legal briefing pa-
per, e-mail gr@ihrsa.org.
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“CASH COPY SELLS MEMBERSHIPS! IS YOUR
WEB SITE CLIENT CENTERED OR “ME”
CENTERED? TAKE THIS TEST TO FIND OUT."

By Pat Necerado

“Me, me, me, look

at me, see what we have, look at
what we can do, look at our ser-
vices, sign our guest book, meet
our staff, look at our pictures, see
our club, here’s our philosophy,
this is how we do it, blah, blah,
blah...” Don’t make this very com-
mon web site mistake with the
copy and content of your web site.

Avoid having a web site
with a main selection of pages that
tells your visitors all about you,
your staff, or your unique style of
business. This is web site suicide.

When someone enters
your web site, their life (surf) ex-
pectancy is about 20-30 seconds.
During this twenty or thirty sec-
onds, they're glancing over your
site seeking information that talks
directly to them. To their problem,
their need, or their want instanta-
neously .

Links that say, “See why
our club is this” or “See why our

club is that” or “Here’s why we're
so great” (or something with simi-
lar meaning) will turn your pros-
pects' thoughts away from their
needs and feelings and toward
logic and canalization. This takes
them away from “emotional
mode” and into “thinking mode.”

Thinking mode is not
where you want prospects. You
want them visualizing, imagining,
and dreaming about the BEN-
EFITS of your offering, the instant
they enter your site.

This is “emotional
mode” and causes action. Links
that are brief, direct, and to the
point will accomplish this. For in-
stance: “Lose 1-2 pounds of fat
every week. Do it here.” This may
be a link that leads to membership
information.

Don’t get me wrong, your
web site should contain informa-
tion such as service listings, staff
contacts, and even certain features
of your club. These type of pages,
links, and listings should not glare
at your visitor when they first en-
ter your site. They should only be

noticed if the visitor is particu-
larly seeking that information,
somewhere small and out of the
spot light. To guarantee that
your site is client centered, take
this following test. If you an-
swer “yes” to any of the ques-
tions below, | would suggest
rethinking your strategy.

1. Does your site have
pictures of the outside or inside
of your facility on any of your
main pages? This again, makes
people think. Your prospects
don’t need to see pictures of the
inside or outside of your facil-
ity when they come to your site.
First, get them emotional
enough to act, then they’ll see
your facility when they come in
to join. Your members see your
facility all the time, why dis-
tract them from purchasing or
giving referrals by showing
them pictures when they visit
your site?

2. Does your site have
the word “us, our, or we™ on it?
Take these words off and replace
them with “you" and “you get”

3. Does your site have a
“guest book™ or “feedback” form?
Change these to “instant info re-
quest forms” or “instant discount
forms™ or something of the like
and give them something of value
instantly when they fill out these
forms, not just a promise to re-
view their message

4. Does your site have a
“cool links™ or “other links” or
“related links” page listed on your
home page? Why lead your pros-
pects and members away from
doing business with you? If you
want to give your visitors access
to other related pages and sites,
include these links within articles
or on banner ads. Never have an
“other links” section visible on
your home page or any other sig-
nificant page

5. Does your site invite
your visitors to call or stop in?
Change these invitations to “e-
mail us here” and put your e-mail
address visibly on every single
page and after every single offer.
Gather e-mails and start contact-
ing your visitors regularly with

Pat Necerado

offers and special deals. If they need
to call you they'll easily do so on
their own, or after you invite them to
within your e-mail campaign.

(Pat Necerado is the Presi-
dent of success-ercise, a website con-
sulting firm spealizing in the health
club industry. Pat may be reached
al: www.success-ercise.com )

..Brown
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the sales process.

4. HOW YOUR SALES
FORCE PERFORMS is directly
related to how well you manage
them. Salespeople left to their own
devices will routinely take short
cuts that they perceive to be “A
better way”. Our philosophy is we
want it done “Our Way”. There are
very few people who will “Self
Manage” very well. It's up to you
to consistently monitor, guide,
train, teach, and direct the efforts
of your sales team. Be open to new
and improved ways of doing
things, but keep abreast of the ba-
sic immutable laws of sales and
don’t “Let the tail wag the dog.”

5. TRACK and STUDY
YOUR SALES DATA DAILY.
Investigate. See if you can recon-
cile every sales opportunity, which
occurred yesterday? If your staff
isn’t closing over 60%, something
is wrong. 50% of the people tell
you they want to join without you
even asking them! You need to ask
yourself, “Am [ better off with a
sales team who can only sell half

the time or flipping a coin with the
potential member?” You can man-
age your staff to improve dramati-
cally if you have and understand
the facts.

6. TRAIN YOUR
PEOPLE TO SELL OUR
PRODUCT, NOT OUR PRICE!
Are your people selling product or
price? My bet is 8 out of 10 are
really selling price. It's so much
easier to ask people to join when
your people actually care about
people and truly understand that
their job as salespeople is to get
every individual who walks in the
door started and maintaining a
regular exercise program! Remem-
ber, price is only a consideration,
not the deciding factor in the
prospect’s mind. If they like it, if
they like you, if they feel good
about the whole product, that is
what’s really important. If they like
it, they don’t care what it costs. My
experience has told me that price
is always more important to the
salesperson than to the customer.

7. DON'T THROW UN-
TRAINED SALESPEOPLE “In
the Creek without their knowing
how to swim!” [ would like to
have 1% of all the money lost to

untrained staff. It’s not their
fault. It’s yours, if you allow it.
But the amount of lost revenue
due to missed telephone inquir-
ies and mishandled guests is
staggering. If you think train-
ing them is expensive, then
compare it to the cost of the
equivalent of just one member-
ship per day in your club. In
most clubs that would equal
somewhere in the vicinity of
$150,000 per year! Let me tell
you, the loss of one member-
ship per day is a very conser-
vative estimate in most clubs.
Forget the money for a minute,
think about the human costs.
That means 365 persons didn’t
get the chance to improve the
quality of their lives. We should
not forget that we truly do make
a big impact in peoples lives
everyday lives.

8. MAKE SURE EV-
ERY GUEST IS TREATED
EQUALLY WELL. This is a
big problem in clubs these days.
Salespeople try to read or
qualify guests and don’t disci-
pline themselves to treat every
guest as a legitimate sales op-
portunity. | would like to meet
the salesperson that can qualify

guests accurately, even 50% of the
time. Know why? Because no one
can know what people are think-
ing. You have to take the time and
effort to find out. The best advice
is to treat everyone with a blank
slate and treat every guest equally
well.

9. WHEN PEOPLE
DON’T JOIN, FIND OUT
WHY! I once had a very wise
man say to me after | had missed
a sale, “Brown, what did you say
to talk that person out of joining
my club?” Years later I realized
the wisdom of that statement. The
assumption and core belief down
to your very soul should be that
if they came in the front door they
MUST want to join. Salespeople
in their infinite wisdom tend to
give the “Gettysburg Address”
when talking to potential mem-
bers. Meaning they talk too much
and love to hear the sound of their
own voices. My vision of the per-
fect tour/presentation would be if
the salesperson didn’t say a word.
Just listened and took notes. That
is probably never going to hap-
pen, but at least move towards let-
ting the potential member talk
more than you. Investigate why
people didn’t join. Ask your staff

immediately after their presentation
while its fresh in their minds and try
to identify and learn from it.

10. IF NOTHING ELSE,
MAKE SURE every guest is receiv-
ing a direct, sincere, urgent invitation
to join today. Once this concept is
securely entrenched in your people
and culture then you can begin to see
and pursue all the other opportuni-
ties available to you. Remember, se-
cure it, check it, recheck it, recheck
it.... After years of being in this busi-
ness, one night [ sat straight up in bed
about 3am thinking I better check my
own backyard. Lets take the oppor-
tunity that is right in front of our eyes
every day and make sure we are do-
ing this one key core skill well. It
benefits everyone, especially the cus-
tomer. I wonder, have | visited your
club lately?

(John Brown is a nationally
known consultant, speaker and au-
thor. A veteran of the club industry
for over 23 yeas, he owns, operates,
manages and consults with over 80
clubs across the country and in South
America. His company, Professional
Club Management, Inc. is a leader
in developing clubs. He can be
reached at: (913) 557-9018 or email:
Jbrown8137@aol.com)
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the club closed and Minton in-
herited it. He recalls, “My goal
was basically to keep the doors
open long enough to liquidate it,
s0 | could recover the tenant fin-
ish with a new tenant. But, I got
in there in the mid 80s when the
RTC and real estate went to hell
in a handbasket. But, the little
club started to grow and before
you know it, | was spending
more time on the club business
than I was on my financial con-
sulting firm!”

Mike Minton’s
Experience Could
elp Your Club
hange From
Fitness Only To
Family Fitness and
Programming

Ahigh percentage of
commercial health club opera-
tions in the U.S. and overseas are
indoor fitness only facilities ca-
tering primarily to adults. The
things Mike Minton has learned
and done to respond to his mar-
ket opportunities could provide
a blueprint for many of you that
are out there thinking, “What am
I going to do next?” Have you
ever thought about it? Many of
you are working day in and day
out for your landlord. Mike
Minton’s story is all about
changing that. It is about own-
ing the land and buildings and
facilities that you operate instead

of leasing. If this rings your bell, stop
and take some real time to contem-
plate your own future. You may have
new opportunities staring you right
in the face and not even realize it.

We asked Mike Minton how
he went about deciding that he was
going to buy land and build a free
standing building and eventually de-
velop a unique multipurpose facility.
Minton recalls, “Norm, for years |
swore | wouldn’t get into a multipur-
pose club operation because of the
capital expenditure required to do so
and the ongoing high overhead asso-
ciated with such operations. Through
the '80s and '90s we did great as the
Icarian Fitness Center. We were gen-
erating around $60-65 per square foot
and | am told that was good. But, as
non-profit, tax-free competition be-
gan to arrive, it became clear to me
that we would have to make some
significant changes just to survive the
tax-free competition. We were virtu-
ally forced to become very creative,
just for survival.”

Minton continues, “Our
first expansion was from 3,500 to
7,200 in space next door to the origi-
nal shopping center location. Our
next expansion was in 1993 when we
acquired .62 acres at this site and
built this 11,000 square-foot build-
ing that we now occupy. In 1997, we
purchased additional land and ex-
panded again with the ‘Oasis’ pool,
sand vollyball courts, basketball
court, pavillion, concession stand and
restrooms. In September, 2000, we
opened the 13,600 square-foot Field
House Recreation Center with the
basketball gym, kids play and activ-
ity center, snack bar and private party
mezzanine. This Spring we added

TEXARKANA HEALTH
CLUB GRAVEYARD

These clubs have closed since 1987.

*European Health Spa
*Pumping Iron Gym
*Nautilus Fitness Center
*Superior Fitness Center
*Hard Bodies
*Texarkana Racquet Club
*Olympia
*J. Michaels
*Law Dogs Gym
*Curves
*Legends - Dr. Contreras
*Ashdown Nautilus
*Bubba’s Gym
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our Junior Olympic Pool in the
Oasis area. After | opened the
first outdoor pool and the ‘Oa-
sis’, my ‘not-for-profit’ compe-
tition was telling prospective
members that our Oasis Pool is
just “for little kids'. Of course
Norm, you have seen that it is
certainly not ‘just for kids.’ But,
since we added our Junior
Olympic Pool, we don’t hear
that from our tax-free competi-
tors anymore! Plus, by using our
bubble, we have made the ‘Oa-
sis’ a year-round recreation en-
vironment with a resort atmo-
sphere!”

Red Lerille, Ron and
Sandy Franco and
Jim and Lori Horvath
Help Minton

Once Mike Minton
had made up his mind to go for-
ward with the club expansion
and changes he decided that re-
search would be wise in order
to decide what to do and when
to make the expansion and
changes that he was going to
make.

He recalls, “We started
to travel to look at other club op-
erations. Brad Burnett, of
StairMaster, has been a tremen-
dous resource for us. Whenever
Brad would travel and sce a
unique operation he would tell
me about it and | would put it
on my list to visit. Red Lerille’s
in Lafayette, LA. and Ron and
Sandy Franco's in Mandeville,
LA. and Elmwood Fitness Cen-
ter in New Orleans have all been
great models for our club expan-
sion. Red Lerille, Ron and
Sandy Franco, and Lori and Jim
Horvath have all taken time to

visit with Marsha and myself.
And, anytime someone asks me
to spend time with them so they
can learn from what I have done,
I will always take the time to do
so because those folks were so
generous with their time. Then we
traveled to the New Braunfels
General Store, the Schlitterbahn.
They are the world famous water
park designers and that’s where
we found out the manufacturers
and suppliers of water slides,
fountains and specialty pools. We
took guidance from them and they
are the ones that turned us onto
IAAPA (International Association
of Amusement Parks and Attrac-
tions) in about 1996. IAAPA is an
85-year old trade association for
amusement park, water park and
other recreational facility owners
and operators.”

We asked, “How did you
get clear in your mind what to do
first and when?” Minton re-
sponded, “That had a lot to do
with listening. I told Red, Ron and
Sandy and Lori and Jim, ‘We're
little fish. We've got a 11,000
square-foot adult fitness center.
We want to go into the family
market. What is going to have the
biggest impact and will allow us
to go to the next level? We know
we have to have pools, gymnasi-
ums, etc. Since we didn’t have a
pool, they recommended that a
pool be the first thing we should
add. So then, the question be-
came: ‘What type of pool?’ Due
to head-to-head competition with
these non-tax paying non-profits
who can dump something on you
overnight, we knew we had to get
very, very creative, go to the
IAAPA Convention and design a
pool that was so unique the hos-
pitals couldn’t reproduce it just by

calling a pool contractor. The beauty
of that ‘Oasis’ facility is that with a
little more land we installed sand vol-
leyball courts, outdoor basketball
courts, a pavillion and concession
stand. And, with our air bubble, we
created more of a year-round resort
atmosphere. Years ago when we
would give a tour, we might say
something about how many lcarian
and StairMaster machines we have
and how many classes we offer. Now,
we give a very brief tour of the fit-
ness building, answering questions
along the way, and then we go im-
mediately to the *Oasis.’ By the time
we get to the field house, they are
ready to join! We tell them that they
basically get the fitness free! We tell
them ‘If you don’t exercise, don’t
worry about it, you get the fitness for
free with the ‘Oasis’ and the field
house! You relieve that pressure when
they say, ‘Well, 1 don’t want to make
a commitment right now because |
might not use it." We say, ‘Believe me,
you and your family are going to use
and enjoy this facility all year round!”

The ‘Oasis’ and the
New Field House -
Value Laden Investments

‘ ‘ e asked Minton to tell

us how much land was used for the
‘Oasis’ component of his club and he
indicated that it was approximately
one acre. He also told us that the cost
of the ‘Oasis’ water environment,
sand volleyball courts and basketball
courts, pavillion, Junior Olympic
Pool and outdoor snack bar was un-
der $250,000. He said that he built
the 13,500 square-foot Field House
for about $20 per square foot, mak-
ing that addition extremely economi-
cal as well. These two installations
costing under $500,000 truly give the

(See Minton page 22)
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club a ‘resort’ atmosphere and ob-
vious year-round appeal. | arrived
on & Sunday afternoon and the club
parking lot was jammed. The ‘Oa-
sis’ was packed with adults and
kids and the place was just hum-
ming with activity that also spilled
over into the Field House. If you
didn’t know that you were in East
Texas, you would think you had
just arrived at a popular beach re-
sort. When | commented on the
great value that investment meant
to the club, Minton commented,
“But Norm, we’ve done a lot of it
with ‘sweat equity.’ The original
facility was 3500 square-feet of
leased space. Our first expansion
took us to 7,200 square-feet of
leased space. (These were fitness
only facilities). In 1993 we secured
our first SBA loan for Phase I,
which is the 11,000 square-foot
building we are in now. Several
years later we utilized our second
SBA loan to acquire the land for
the Oasis pool complex, which was
Phase 2. The most recent expan-
sions, Phase 3, which was the ad-
dition of the Field House complex
and Phase 4, which was the Junior
Olympic pool, we capitalized our-
selves from cash from operations.
These developments have allowed
us to grow the business to over $1
million a year in revenue with
$300,000 in annual profits!”

Getting Fit
While Having Fun!

While Minton was

showing me around the club we
were approached in the ‘Oasis’
area by one of Minton’s club mem-
bers, Doug Oulette. Spotting my
camera, Doug came up to me and
just started raving about Minton’s
SportsPlex and the terrific job
Mike Minton had done over the
years. Doug’s enthusiasm for the
SportsPlex was amazing so [ asked
him to put his comments in writ-
ing and this is what he said, “ |
moved from Maine to Texarkana
10 years ago and discovered
Minton’s SportsPlex and have
been working out there ever since.
From the first time I met Mike and
Marsha, [ felt like I was part of
their family. | have worked out at
a lot of different gyms in my life-
time but none compare to the
SportsPlex, It has grown from a
3,500 square foot facility to what
it is today, over 24,000 square feet!
I was blown away by Mike’s ap-
proach to fitness. Having a clean,
well-kept fitness facility is great,
but having a fun time with your
family is the real backbone of why

Minton’s does so well. You not
only have the opportunity to ex-
ercise at Minton’s. You can also
swim, play in the field house with
the kids, or play volleyball!
Minton’s SportsPlex is an all-
around fun place to get fit and
have fun with the family.”

IHRSA and THRSA

Mikc Minton joined

IHRSA over 10 years ago and
THRSA about two years after its
inception. While he feels he has
benefited from both relationships,
Minton expressed concern with
both IHRSA (International
Health, Racquet and Sportsclub
Association) and THRSA. Here is
what he had to say, “The problem
that | had with both IHRSA and
THRSA is that they are both
geared toward these big mega
clubs with big budgets. The ma-
Jority of clubs across America are
Mom and Pop operated fitness
centers and they can’t afford to
travel to San Francisco and At-
lanta and many other places. But,
over the years we read that CBI
Magazine from cover to cover ev-
ery month and we educated our-
selves! I knew nothing about the
fitness industry when I started.
While I think I am a good busi-
nessman, until you actually do
this, you don’t really know and
understand it! I really learned ev-
erything out of CBI and meeting
people like Red, Ron and Sandy
and Lori and Jim.” We asked
when he became involved in
THRSA and he responded, “I
joined THRSA about 5 years ago.
The thing I liked about THRSA
is that they have staff training here
in Texas. And, they have a trade
show in San Antonio close to us
that | can drive to. The people |
have networked with at THRSA
have been terrific. Lori Horvath
has really taught us a lot. I think
the world of her. She and her hus-
band, Jim have come over and
looked at our books with Marsha
and I and have been very helpful.
Her husband, Jim is a highly suc-
cessful personal trainer and has a
P.T. operation at the Mansion
Hotel, the most prestigious hotel
in Dallas. In fact, Jim developed
a Personal Training Video Tape
for sale at Neiman Marcus a
couple of years ago.”

Lori Horvath, General
Manager of Wellbridge’s Signa-
ture Athletic Club in Dallas,
Texas, said this about Minton, “I
am jazzed to hear that you are
going to do a Cover Story on Mike
Minton in the July edition!!! It’s
the little guys (so to speak) not the
big ones that put in the “sweat
equity” in our industry and Mike
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is an awesome example of just
that! My husband Jim and [ have
known Mike for several years.
Mike is the exception to the rule
in having a vision “out of the box”
and making it become something
profitable within his Club. You've
heard the old saying, “I'll believe
it when I see it”....well, Mike be-
lieves in it first, and then we all
see it!! This April I had the op-
portunity to travel to Austin to
testify in front of the Ways and
Means Committee with Mike re-
garding the Texas state tax on
health club memberships and un-
fair competition in Texas. The
passion he displayed for our in-
dustry that would benefit every-
one was one thing, but the ability
to make “the connections” to even
get THRSA’s foot in the door was
another. | know every board
member would agree he has been
a true asset to our Government
mission in Texas. Whether I'm
consulting for his Club, as in
years past, sitting on the THRSA
board, or brainstorming
children’s programs over the
phone, I am always “lifted” up af-
ter sharing time with Mike
Minton, and those individuals are
far and few between. You'll know
Mike the first time you meet him
by his energy (I truly don’t think
he even sleeps), and it is THAT
energy you will always remem-
ber. He is a true friend of the in-
dustry, and I am so thankful that
he is my friend too.”

Mike Minton has be-
come involved in serving THRSA
and explains his role this way,
“THRSA has a Board of Direc-
tors and three committees: mar-
keting, education and government
relations. | serve as Chairman of
Government relations committee.
Our committee’s job is to stay
abreast of Legislation that im-
pacts our industry, and to work
aggressively to introduce Legis-
lation on behalf of our industry,
which we did this past year.”

One-By-One
They All Left

Minton was asked,

“Mike, give us a historical review
of the departure of your competi-
tion over the years.” Minton re-
plied “Oh boy. Since 1987, I have
seen 13 tax paying, for-profit fit-
ness centers close. They included
a Nautilus club owned by

a very formidable com-
petitor out of Little Rock, Arkan-
sas. Over the years, there have
been, on average, 3 to 5 other for-
profit fitness centers in this mar-
ket at one time. But, right now,
the Minton SportsPlex is the only
tax-paying, for-profit fitness cen-

Lori Horvath - GM - Signature Athletic Club

ter in Texarkana. There is St.
Michael’s Hospital Fitness Cen-
ter that is about 17,000 square-
feet and Wadley Hospital Fitness
Center that is 20,000 sq.ft. Natu-
rally, the Texarkana Community
College is much bigger than that
because they have indoor pools,
courts, fitness areas, etc.”

A Community Place
For The Family
To Enjoy

The Minton SportPlex
provides a facility that offers a
very well equipped fitness center,
group exercise classes, two swim-
ming pools (enclosed by an air
supported bubble in the winter),
indoor and outdoor basketball, in-
door and outdoor volleyball, a
pavillion, concession stand, a
large, colorful indoor kids play
area with all sorts of games and
play areas for kids, a private party
mezzanine overlooking the Field
House gym, kids play areas and
snack bar. All of this is available
to the Texarkana community for
just $85 per month for families,
$64 per month for couples and
$47 per month for singles. Minton
indicated that he has 1200 mem-
berships with a total of 3,300
members. Minton commented on

his club’s non-dues income by say-
ing, “The non-dues income for the
club is significant, often reaching
$200 per month per family for food,
beverages and entertainment. In a
small fitness only club, you can’t
generate anywhere near this amount
of non-dues income. The beauty of
getting into the family market is the
additional non-membership rev-
enue. Last year, 37 cents out of ev-
ery dollar was generated from non-
dues sales. This year, we will break
40 to 42%. My goal is to get to
50%!"

Children’s
Programming Is A Key

We spoke with Minton

about the club’s children’s after
school and summercare programs.
He said, “During the school year we
pick up the kids that are enrolled in
the after school program and bring
them to the club. We assist them
with their home work and then we
get into their fitness and sports ac-
tivities. It might be dance, gymnas-
tics, swimming, karate, bowling,
golf, you name it, we have a full
curriculum. Then Mom or Dad will
pick them up and take them home
for dinner or if the parent wishes,
we will provide dinner for the chil-

(See Minton page 23)
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Sales * Retention * Referrals

"Circle of Membership Success”

Part 3

By Ray Gerdon

13
tht this means

to you is....” Six magic words that
identify a professional membership
salesperson. In previous articles, |
have discussed the value of the
proper greeting. Presenting your-
self as someone who is genuinely
enthused to meet the prospect and
is willing to help him is a key to
sales success. The non-exercising
prospect has many options other
than joining your club. Remember,
other clubs in your area are NOT
your biggest competition. Home
equipment, diets, quick weight loss
centers, books, etc., are the proper
attitude at the initial greeting starts
the selling process, but it is just that,
the start of a trusting relationship
and sales process. People love to
“BUY” but hate to be “SOLD". The
core of the “Circle of Membership
Success” is the non-member's
needs. Yes, they have them and yes,
they may be very conservative
about letting you know what they
truly are. A series of concerned
open-ended questions will assist in

discovering the true needs and
fears of the non-member. Re-
member that the “fear of failure”
or “I'm too fat/old/skinny etc.”
also qualifies as a need. The in-
formation that we gather then sets
the stage for giving the benefits
of your club and your fitness
equipment. This is the time to
show solutions to their needs. Let
me say that in other words. “Use
your product to propose results-
oriented solutions to their prob-
lems.” Satisfied customers have
purchased solutions to problems.
The goal is to make people want
to do business with us. This is
crucial to the selling process. In
order for people to want to
change their lifestyle, start some-
thing that is not currently a habit
and pay us money for it, there
must be a benefit for them. Are
all benefits the same for every-
one? Absolutely not. That is why
you must always find some por-
tion of their needs and then give
a solution or benefit for solving
it. After 20 years of consultation
with over 600 clubs and shopping
thousands of others, I still find
many (most) membership sales
staff conducting a "'PRODUCT
DUMPING' tour. Dumping is
best described as reciting features

of their exercise machines or
classes without the important
words “What this means to you
is....” Remember that people
don’t buy memberships for what
they are; they buy memberships
for what it will do for them. I want
to digress a little here and talk
about a pet peeve of mine. Over
a recent period, as | was visiting
competing clubs and taking tours,
I asked a simple question. “Why
is your equipment better?” Re-
sponses ranged from “ It’s the
most expensive” to “It’s brand
new”! To be fair, | would give an
A+ in sales to the few that ex-
plained how the design would as-
sist me to achieve safer and prob-
ably faster results. [ would like
to issue a challenge to all equip-
ment manufacturers: Don’t just
sell the equipment to the clubs,
Help them train and educate the
membership staff to sell and re-
tain more members on your equip-
ment. (Hint: the warranty and
price are only important to the
owner.) New members will give
the owner justification to buy
more equipment. Now that | got
that off my chest, let us get back
to the product benefits. Focus on
the desired end-results benefits,
not just the product. Give a ben-

efit of a machine or class, then
go back to the center of the circle
and ask an additional open-ended
question. People will buy when
the value to them is more than the
price. You must present logical
understandable proof of * Why
this is important to you is...."”
One of the biggest mistakes
membership sales people make is
believing that price is the most
important consideration to the
prospect. Most sales staff are
brainwashed into believing that.
Buyer surveys constantly look
for value (although price is in-
cluded in value). On the tour you
have the opportunity to explain
the value of being a member of
your club. “Perceived” quality
and benefits are based on what
the prospect “expected”. Con-
vincing them of the benefits is the
casiest way to overcome any ob-
jection to buying a membership.
One of the objectives of the tour
is to learn your customer's buy-
ing motives and then solve that
problem. Remember on your
next tour, the difference between
ordinary and extraordinary is that
little extra. In upcoming issues of
The Club Insider we will discuss
the importance of solving objec-
tions BEFORE you get to the

membership presentation. Have a
great day and remember: if Better
is possible, then Good is not
enough. YOU can make a differ-
ence.

(Ray Gordon is the
Founder and President of Sales
Makers, a 20-year club member-
ship sales management and con-
sulting firm. In March, 2001, Sales
Makers was honored by IHRSA as
the Associate Member of the Year
at the 20th Anniversary Conven-
tion.)

..Minton

continued from page 22

dren as well. We charge $220 per
month for one child after school
Monday through Friday from 3:00
p-m. to 6:00 p.m. For the
Summercare Program, kids are
dropped off beginning at 7:00 a.m.
and they stay until 5 or 6:00 p.m.
in the evening. The cost for
Summercare is $400 per month for
the first child and $350 for the sec-
ond child and so on. The child care
programs are an important aspect
of our business, generating $43,000
per month this Summer.”

Minton’s SportsPlex
Has Been Workin
With The Speci
Olympics Since 1993

Minwn‘s SportPlex

became involved as an Official
Special Olympics Training Site in
1993 when Arnold Schwarzenegger
was Chairman of the President’s

Council On Physical Fitness and
Sports and continues that pro-
gram today. Minton
comments,"They started a pro-
gram in conjunction with IHRSA
called the *Official Special Olym-
pic Training Centers. Through
that program we open our facili-
ties free of charge to the Special
Education/Special Olympics and
then we hosted a Special Olym-
pic fund raiser once a year. Since
1993 we have raised over $75,000
for Special Education depart-
ments in our school districts. We
are proud to still be a Special
Olympics Training Center.” We
also provide free memberships to
the Special Education school
teachers of our community. In
fact, in one year, one school low-
ered the teacher’s workman’s
compensation claims by 50% as
a result of their utilizing our free
membership programs. Right
now, we serve as a conduit and
organizer of area Special Educa-
tion for seven school districts that
go out and raise money from cor-

porations in the area to sponsor the
Special Education Kids. It has
gotten to the point where there is
some expense involved and we
have dwindling dollars in the
school districts for handicapped
kids, so what we are doing here is
to organize a group of industries
that will pay for these children to
come to the SportsPlex Field
House on a weekly, instead of a
monthly basis.”

A Chamber of
Commerce Supporter
and Worker

Mikc Minton, as do

other smart business people across
the country, has been actively in-
volved in the Texarkana Chamber
of Commerce for years. We con-
tacted Mr. Stewart Daniels of the
Texarkana Chamber of Com-
merce for his comments.

He said, “What is so interesting
about what Mike has done there
is that he has added that Field
House and this year a second

swimming pool. So now he has
very good after school and sum-
mer programs for youngsters.
And, one of the things I am ex-
cited about from the Chamber’s
prospective is that the way the fa-
cilities are laid out, it is one of
the few places in the country that
can host an all-terrain volleyball
tournament all on one site. They
can have indoor volleyball in the
Field House, sand volleyball on
the sand courts, water volleyball
in the new Junior Olympic Pool
and grass volleyball on the grassy
arcas. He had one such event with
32 teams, four from the local area
and 28 from out of town. We are
planning to conduct another
Tournamemt this Summer and
two next year. We see all terrain
volleyball tournaments as a very
unique tourist draw. We at the
Chamber are working with Mike
and we are going to invest some
dollars in soliciting teams to
come here and we will assist with
trophies. There will also be some
other corporate sponsors in-

volved. From a tourism develop-
ment standpoint we are going to
make an investment promoting all-
terrain volleyball tournaments be-
cause we see it as a unique tourna-
ment that every community up and
down the road will not have. That
is not the case with youth baseball
or softball tournaments. [ just see
this as a very unique opportunity
to bring some people to Texarkana
that are not coming here now. Mike
has a club member named Randy
Hilton, that is a volleyball enthu-
siast and has assisted him in this
effort and that has been helpful.”
Mr. Daniels added, “As
long as Mike Minton has been in
Texarkana he has been an avid
community supporter. He is always
on the giving end. You've got to
have those givers to have the right
kind of community and he is one
of those. He has done a lot of vol-
unteer work with the Chamber.
Membership drives, special events,
you name it, he has done his share.
He is involved a lot right now with
(See Minton page 24)
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New Scholarship to Benefit Students in CHHP

By Bob Demyan,
Oregon State University

Thanks to the efforts
and vision of a local entrepreneur,
each year two students in the Col-
lege of Health and Human Perfor-
mance will be one step closer to
realizing their dreams.

The Corvallis Fitness
Center Scholarship was estab-
lished in 1999 to help students in
financial need pursue their aca-
demic goals. The Scholarship is
the vision of Corvallis Fitness
Center president and owner, Rick
Bennett. He cites the success of
his business as one of the driving
forces behind the Scholarship.
“I’ve been in this business for
nineteen years and the main rea-

son for our success has been our
staff,” said Bennett. “My manage-
ment staff is all OSU grads, and
they’ve made all the difference.
This is a way for me to express my
commitment to a program that has
been essential to my business’ suc-
cess,” continued Bennett.

“This Scholarship is a ter-
rific example of a local business
entity giving back to its commu-
nity in an enduring and significant
way,” said Jeffrey McCubbin, in-
terim dean of the College of Health
and Human Performance.

According to the fund’s
guidelines, students with an inter-
est in either Exercise and Sport
Science or Health Promotion and
Education are eligible to receive
the award. The fund’s emphasis
is on supporting students with an
interest in fitness and health activ-

ity issues as well as demonstrated
financial need. “As often hap-
pens in higher education, a quali-
fied and capable student finds
himself or herself struggling to
make ends meet,” said
McCubbin. “This sort of support
can make all the difference in a
student’s ability to succeed,” he
continued.

For Rick Bennett of
Corvallis Fitness, this scholar-
ship is also a commitment to the
future of his profession. Mr.
Bennett and his club are mem-
bers of IHRSA, the International
Health and Racquet Sports As-
sociation, the flagship organiza-
tion for health and fitness clubs
which has set membership goals
for the coming decade. “By 2010
we hope to double health club
membership in the United States

and worldwide,” said Bennett.
“We'd like to have 50 million
people working out in America by
that time,” he said.

Clearly, such growth
would spur a large demand for ath-
letic trainers and fitness profession-
als. “In the last five years we've
seen the most successful clubs be-
ing the ones that are service-
driven,” Mr. Bennett said. “Clubs
that have staff on hand with fitness
backgrounds are going to be the way
of the future. They'll be able to pro-
vide a level of programming and ac-
tivities that consumers will come to
expect.”

As America’s "Baby
Boomers" enter their leisure years
of retirement, they will no doubt
spur a growing demand for struc-
tured and guided physical activities
from their health clubs. Traditional

workouts will be increasingly en-
hanced by staff knowledgeable in
areas that benefit this graying
population.

For Rick Bennett, these
trends bode well for his industry’s
future, a future that is inevitably
tied to the quality of its people.
“I'm a believer in the program at
OSU,” said Mr. Bennett. “The
leadership and faculty at the Col-
lege of Health and Human Perfor-
mance have developed an excel-
lent and innovative program,” he
continued. “They've demon-
strated time and again that they
understand the needs of this indus-
try and care deeply about their
student’s future. This is my way
of helping them continue to do
that.”
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CLUB INSIDER News Contributing Author Team

The 2001 CLUB IN-
SIDER News 2001 Contributing
Author Team is listed below. Our
thanks to all of our authors for
sharing their expertise and taking
the time to write for The CLUB
INSIDER News.

*MICHAEL HOFF-
MAN - President-Heart Commu-
nications (949) 489-0301

*KAREN D. WOO-
DARD -President-Premium Per-
formance Training- (303) 417-
0653

*DR. GERRY FAUST-
Founder and President-Faust Man-

agement Corp.-(858) 536-7970

*RAY GORDON- Pres-
ident- Sales Makers- (800) 428-
3334

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

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

*CASEY CONRAD -
Communications Consultants -
(800) 725-6147

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

*BONNIE PATRICK
MATTALIAN - Fitness Compa-
ny - (732) 548-0970, Ext. 111

*JIM EVANS - Presi-
dent & General Manager - Pen-
insula Athletic Club - (619) 224-
4644

*MIKE CHAET - Ph.
D. President - Club Marketing &
Management Systems - (406)
449-5559

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

*NANCY FRIED-
MAN - President - Telephone
Doctor - (314) 291-1012

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

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

*COLIN MILNER - VP
Sales/Marketing - Idea Health &
Fitness Assocation - (800) 999-4332

*PAT NECERATO -
President - www.success-
ercise.com

*CINDY SCIBETTA -
Associate - JLR Associates - (401)
245-0077.

*PAUL GOLDNER -
Sales & Performance Group (914)

232-4682.

*CARRIE MORROW -
Legal/Fitness Consultant - carri-
emorrow(@ aol.com

*MIKE CONNOR -
President - Optimal Fitness - (413)
567-7300

*TOM LINCIR - Presi-
dent - Ivanko Barbell Company -
(310) 514-1155

*JOHN BROWN - Pres-
ident - Professional club manage-
ment - (913) 557-9018

*ARMAN ECKEL-
BARGER - President - Compa-
ny Wellness Plans, Inc. - (727)
372-3882

..Minton

continued from page 23

the youth programs and I couldn’t
begin to tell you all he’s doing in
that regard. But, just knowing
Mike and the family, that is the
way they are. He has made a sig-
nificant capital investment there
that benefits the community and
school districts. He has grown the
business from scratch. What you
see out there is his vision coming
to reality. And, Mike already has
a mental picture of the next ex-
pansion. It is the American way!”

Just for the record, Mike
Minton clued us in on his vision
of his Phase V expansion. He
says,”On the drawing board at this
time are several further expan-
sions to our current facilities. We
are determining the feasibility of

erecting a 35,000 square-foot
multi-purpose indoor facility that
can house a soccer arena, up to 4
full court basketball courts or 4
tennis courts and could be used for
special events including corporate
parties, class reunions, etc. Also,
we are considering a second loca-
tion for a similar SportPlex facil-
ity on the Arkansas side of town.

There are over 16,800
commercial health clubs in the
United States and the Minton
SportPlex, developed by a terrific
entrepreneur, Mike Minton, stands
out and sits proudly in East Texas
as a shining example and model
for “thinking outside the box.” If
you are sitting in your club, gym
or fitness center and are thinking
about what you can do to grow
your business and how you can
quit working for your landlord,
use the lessons learned and shared
by Texarkana, Texas’ Mike

Minton as a guide. You might be
surprised how it changes your
business and your life. Go to:
www.sportsplex.com and check
out Mike's Website.

(Norm Cates, Jr. is the
Publisher and Editor of The
CLUB INSIDER News and a 27-

year veteran of the health, racquet
and sporisclub industry. Cates was
the st President and a Co-founder
of IHRSA in 1981. In March, 2001,
Cates was honored with IHRSA's
highest award when he received the
DALE DIBBLE Distinguished Ser-
vice Award. In June, 2001, Cates
was again honored, this time by the

Italian Fitness Federation, who
named Cates the Fitness Journal-
ist of the Year at its 3rd Annual
Awards Ceremony held in
Tortoreto Lido, Italy. Cates may be
reached at: clubinsidernews(@mind
spring.com)
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MAXICAM

Crossover / Jungle Gyms

Available in 10 different variations

Muscle Dynamics
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The CLUB INSIDER News Worldview

TH[i 2001 PREMIO
FITNESS ITALIA AWARDS
CEREMONY were presented on
June 23, 2001 in Tortoreto Lido,
Teramo, ltaly.

A performance of 17 dy-
namic fitness programs was staged
by 300 enthusiasts and as a spe-
cial event Fausto Di Giulio has
entered into the Guinness World
of Records book by leading 198
3B Fitboxing instructors from all
Europe for the title of “World's
Longest Fitboxe Lesson™ with a
lesson stretching 1215 meters for
30 minutes with 99 3B standing
bags on the seaside of Alba
Adriatica, Teramo, ltaly.

Results for the interna-
tional awards are listed on page #5.
The Italian award winners appear
follow. Next month we will have
photos of the event and a more in-

depth report. Our thanks to
FAUSTO Di GIULIO

Italian Categories Win-
ners were:

Premio Sociale - ltalian
Philanthropy Award sponsored by
ADVCOM.

This award was chosen
from Italian based organizations
ranging in interests from human
rights, animal rights, global and
local environmental concerns,
community services and outreach
through fitness programs.

The winner was RED
CROSS

Premio “Medicina and
Fitness" sponsored by Professione
Fitness for the research in the fit-
ness health related field. The win-
ner was Dott. Leonardo Vecchiet

Premio “Fitness and
Stampa” sponsored by Life Fit-
ness

For national writers and
Journalists specializing in report-
ing on fitness matters, who are
authors of articles published in
newspapers or cultural and infor-
mation magazines about fitness,
well being, and fitness market-
ing

The winner was
Redazione de Il Sole 24 Ore
Sport

Premio “Presenter dell
‘anno’ sponsored by FIF

To the best Interna-
tional Aerobics, Funk or Step
presenter.

The winner was Diana
Pagano

Premio “Presenter
Fitboxe” sponsored by 3B Fit-
ness Systems. To the most char-
ismatic and technical national
Fitboxe presenter

The winners were

Sabino Vanni and Mario Di Loreto

Premio “Fitness and
Sport” sponsored by Raybest. To
the national sportsman who is pro-
moting a healthy and active way of
life

The winner was Yuri
Chechi

Premio “Fitness Club dell
“anno™ sponsored by 3B Fitness
Systems. This award recognizes
architects, consultants, facility
owners and managers who have
embarked on construction or reno-
vation projects that meet the high-
est standards required to further the
prosperity and future success of fit-
ness clubs. The winners are evalu-
ated according to several criteria,
including: functional, planning, de-
sign, site and cost.

The winner was
VicoCenisio - Lorenzo Schnur -
Milano

Premio “Direzione
Commerciale dell’anno’ sponsored by
Break Even Point

For the best sales team of the
year that is showing not only good re-
sults, but a genuine care of the life and
health of the clients.

The winner was Direzione
Le Club- Piacenza Premio “Fitness and
Spettacolo™ sponsored by Patrizio
Panichi. For the Movie or TV VIP that
is promoting the fitness, health and
wellbeing lifestyle.

The winner was Cristina
Plevani

Don’t miss next years event
the 4th International Italian Fitness
Awards to be held in Tortoreto,

Teramo, ltaly on Saturday 22nd June

2002 more information and photo-
graphs of the 2001 night of winners is
available on www.fitness marketing.it
http://www.fitness marketing. it/
info@fitnessmarketing.it

‘Norm Cates’
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If you would like to receive information from or be
contacted by advertisers in this issue just clip or photocopy
this form, mark the block(s) of the respective companies, com-
plete the information requested in the blanks and fax to the

number shown.

[ IPlease mail information to me. DPIease contact me at the

Name:

number written below.

Club or Company Name:

Address:

City:

State: Zip:

HEALTH CLUB
FOR SALE

Full-service women-only health club in
the affluent Washington, D.C. suburb
of Silver Spring, Maryland. 10,000
square feet with room for expansion.
Easily convertible to a coed club.
Fully equipped with LifeFitness,
Paramount, Startrac, free weights,
Bodybikes and more. Call 443-996-4309
for more information or email
IMTS1353@aol.com.

Fax#: (
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Body Training Systems - Pg 27
Ground Zero Design - Pg 17
National Gym Supply - Pg 2
Club Performance Network-Pg 7
Healthy Inspirations - Pg 9

Fax#: (816) 753-1429
Fax#: (914) 736-0508
Fax#:(770) 729-0995
Faxi: (310) 323-7608
Fax#: (678) 686-4510
Fax#:(770) 424-1590
Fax#:(719) 955-1104
Fax#: (310) 390-2627
Faxt: (303) 526-2066
Fax#:(401) 783-9671
Fax#:(212) 987-4227
Fax#:(310) 514-1363
Faxt#:(847) 288-3791

National Fitness Trade Show -Pg 12 Fax#:(541) 830-0410

Six (6) Ladies-
Only Health
Clubs For Sale

“Virginia” - Buy 1-2-3 or all.

Positive cash flow.
Call for details.
I have buyers for ladies only/
coed clubs.
Charlie Augustine (757) 496-4575
Voice mail (757) 717-2056

Fax (757) 496-4576
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DOUBLE
YOUR
GLASS

. IN 12 MONTHS

It's quite a claim to make. That you can double your group fitness numbers Make plans today to attend our

=0 s s revolutionary Group Fitness
within 12 months. Yet time after time, that's exactly what happens when clubs take on Ma Training  which
Body Training Systems. Other key sales and profit numbers also increase dramatically. delivers real solutions proven in

000 clu s Bod
Here are some actual U.S. examples - “$120,000 membership sales (3 clubs) in 1 m Whmm&.
week with the launch of BODYATTACK” - “52% decrease in cost member
i U.S/Canada clubs cail

serviced in Group Fitness since 1999”. These results are possible in your club by 800-729-7837

following the system developed over the past 21 years by Les Mills international,
International inquiries see
operators of one of the most profitable and innovative club chains in the world. www.lesmills.com

S "

PROVIDING GROUP FITNESS SOLLITWONS. WIORLDWIDE



Achieve Total Success With Life Fithess

Fitlinxx

Premicr Partner

Ciup Series™

Sirength
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TOTAES TRENET]

Staying there is tougher. At Life Fitness, we've
I two decades to become the #1 brand of fitness equipment
voridwide. And we've stayed #1 by continually challenging
ourselves to offer you more. Bringing you all the strength you need to achieve.
Because the lead Is yours under one condition...It must be defended.

in health clubs

800.634.8637 o
lifefitness.com A)@/ WS




