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NORM CATES ON FIGHTING SKIN CANCER

YOU SHOULD KNOW THE DANGERS... SEEK HELP EARLY!

By Norm Cates

Isil here humbled by God
and greatful for the cures available
today in modern medicine.

I am now a skin cancer
survivor. |am writing this with the
sincere hope that 1 can help others
avoid the mistakes that | have made.
Skin cancer could strike you. It
could strike one of your loved ones.
And, I am sure it has hit some of
your club members. | want to share
my experience with you now, even
though it is too late for me to avoid
paying a significant price for my
lack of early action. My faith and
hope is that you will consider these
comments and will become more
aware of the risks of excessive sun
exposure and will help others to do
50.

On June 11th 1 visited a
dermatologist to have a skin spot
that would not heal on my forehead
checked out. I'was pretty sure it was
skin cancer. 15 years ago | had a
small growth removed and it tested
to be cancerous, but fortunately, it
was not the worst kind, melanoma.
I had procrastinated on dealing with
this and other skin problems be-
cause of many factors, none of
which are now valid.

How wrong | was!

The doctor was highly rec-

ommended by a friend of mine,
Sonny Marsh. In fact, Dr. Dirk
Robertson, the M.D whom | was
referred to, was booked until Sep-
tember, 1998. So, | decided to
accept an appointment with Dr.
Robertson’s only Associate, Dr.
Kim Tran. It turns out that Dr,
Tran not only is Dr. Robertson’s
only Associate, she is his prote-
gee, as she trained under Dr.
Robertson during a one year fel-
lowship at Emory University in
Atlanta. Dr. Tran was born in
Viet Nam. She moved to Hawaii
at an early age and attended the
University of Hawaii for her un-
dergraduate work. She went to
Duke University Medical School
and did fellowships at Southwest-
ern Hospital in Dallas, Texas and
Emory University in Atlanta. She

is very talented and | would wa- -

ger as good as they get in the field
of dermatology.

Thank God that | didn’t
wait until an appointment in Sep-
tember!

During my initial exami-
nation Dr. Tran examined the spot
on my forehead about which | was
concerned. She also checked out
several other spots on my chest,
shoulder and back. Then she ex-
amined the left side of my head,
adjacent to the temple and above
the ear. She commented, “This

(See Skin Cancer page 3)
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CLUB SPORTS INTERNATIONAL

Announces

Agreement To Acqire

New Mexico Sports & Wellness

Denver, CO.- Club
Sports International, owners and
managers of over 50 upscale athletic
clubs, has announced a definitive
agreement in which CS1 will acquire
New Mexico Sports & Wellness on
August 17, 1998. New Mexico

Sports & Wellness is a five-club
operation based in Albuquerque,
New Mexico. The clubs range in
size from a 15,000 square-foot ur-
ban club to a 45,000 square-foot,
suburban club with outdoor ten-
nis and pools. New Mexico Sports

(See Club Sports Int'l page 20)
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SURVEY SHOWS HEALTH CLUB REVENUES UP By 9%
Study Examines Top Performers in the Industry

Boston. MA. - Pre-
liminary results of the Interna-
tional Health, Racquet &
Sportsclub  Association’s
(IHRSA's) industry data survey
show average revenues of $1.79
million per club last year—an in-
crease of 9.14% over the previ-
ous year’s figures of $1.64 mil-

lion. The study, conducted for
IHRSA by the University of
Massachusetts, involved 231
clubs.

“Since the study is self-
selecting, it generally attracts
some of the industry’s top-per-
forming clubs,” said Bill
Howland, Manager of Publica-
tions and Research for IHRSA.

“However, if the top performers are
doing this well, it’s a safe bet that
the average club had a banner year
as well.”

Mr. Howland pointed to
other evidence indicating that the
industry is solid and growing. He
noted that total health club member-
ships in the U.S. increased by 8%

(See Revenues page 20)

‘ ‘ e are happy to an-

nounce our new e-mail address
and we hope to speed up our
news and information collection
process with your help. Also,
contributing writers may submit

articles for publication consid-
cration through the internet.
And, you can order new sub-
scriptions for your other clubs,
renew your subscriptions or or-
der past editions using e-mail
and your American Express or

CLUB INSIDER News Goes On-Line!

Discover card. Go on-line with us
and give us updates on news events
in your club or related events in your

" community. We will make every

effort to provide coverage on your
newsworthy items. Send e-mail to:

clubinsidernews@mindspring.com.
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SEAT BACK

An important element in the MedX exercise and
rehabilitation programs is the MedX Stretch
Machine®, Better siretching means fewer injuries,
enhanced flexibility, plus more productive strength
and cardiovascular training.
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Better stretching means less injuries, plus more
productive strength and cardiovascular training.
The MedX Stretch® encourages flexibility training and pro-
vides a safe, biomechanically-correct assisted strefch without
requiring assistance from a partner. It's fun, very user friend-
ly and inspires persistent fraining. The highly adjustable
MedX Stretch® accommodates stretchers from beginner level

~2Med

MEDICAL -

- 800-876-6339

SPORTS -

to experienced athletes. It provides a highly effective 6-
stretch flexibility program that enhances movement around
the joints of the knee, hip, spine, shoulder, elbow and wrist,
in addition fo seven major muscle groups. If your members
are looking for objective, quantifiable results, that are easily
and accurately measured, you needn't look any further. For
more information on the MedX Stretch®, call us today.

FITNESS

MedX Inc. * 1401 NE 77th Street, Ocala, FL 34479, USA = Phone (352) 622-2112 » Fax (352) 629-8670 * www.medxonline.com
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..5kin Cancer
continued from cover

is a very big problem. It will take
most of a day to deal with.” Natu-
rally, that really got my attention!
She removed small skin samples in
six areas including my head, chest,
shoulder and back and sent them
out for biopsy. Three days later
she called and informed me that all
six areas had tested positive for skin
cancer and would require surgical
procedures to fully remove the in-
fected areas. Dr. Tran explained
that they would use a procedure
called Mohs Micrographic Surgery.
She explained that each cancerous
area would be removed and tested
in the doctor’s office while I wait.
The beauty of the Mohs process is
that it allows each area to be fully
cleared and declared cancer free by
the Doctor before you leave the of-
fice. All three days of operations
were done on an outpatient basis
using local anestesia.

Arriving at 8:30 a.m. on
Monday, June 29th, I thought [ was
mentally prepared for what was to
come. But, I don’t think I was pre-
pared enough. Dr. Tran operated
for about 45 minutes during the first
phase of the operation. As prom-
ised they tested the results right
then using the MOHS process. Af-
ter about an hour she came back
with a little sketch of the cancer arca
with the remaining cancer shown in
red. There was still a lot of cancer-
ous tissue yet to be removed. She

injected more Lidocaine (local
anethestic) and began to work on
removing the remaining cancer
areas. After maybe 20-25 more
minutes she stopped and the tis-
sue was again tested to see if all
the cancer had been removed.
Once again she returned with an-
other sketch. This time she
showed me that just a small little
area was still in red and | was near
elimination of the problem from
this area. More Lidocaine. More
scapel work. This time only 10
minutes or so. Back to the test-
ing lab. After a little while Dr.
Tran came in and told me the bi-
opsy on the entire area showed
that | was now rid of the cancer!

DAMN THE
TORPEDOS... FULL
SPEED AHEAD!

I am sure | heard that
line in some movie. Anyway, that
is my down-home way of telling
you that I am fine and expect to
fully recover. Dr. Tran tells me
the big area on the side of my
head will heal with time almost
to normal. [ am going to start
doing things that 1 should have
been doing all along to avoid fu-
ture problems. Here is a brief list
of what I plan to do. I urge you
and your loved ones and your
members to consider the same
plan. I've also done a little re-
search on skin cancer and those
facts also appear below. If this

BY MUSCLE DYNAMICS

20100 Hamilton Avenue, Tomance, CA 80502

Telaphone (310) 323-9055
(BO0) 544-2844
FAX (310) 323-7608

July 10, 1898

Ms. Annbeth Eschbach
IHRSA President

clo IHRSA

263 Summer Street
Boston, MA 02210

Dear Annbeth:

My company, Muscle Dynamics, is a long time associate member of IHRSA and | am
wriling today to express my views about why | think Bally Total Fitness should be

recruited for admission into IHRSA.

Bally is America's largest health club chain and the organization that the average
consumer thinks of when health clubs are mentioned. Over the past two years, Lee
Hillman, the CEO and President of Bally Total Fitness, has embarked on a significant
set of iniatives that are targeted to modification of the culture of the organization. He
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information doesn’t convince
you to watch skin cancer care-
fully, then just give me a call and
I’ll send you a copy of the photo
of the hole that is now in my
head!

(1) Avoid prolonged-
unprotected exposure to the sun
and/or to suntanning beds. | was
a life guard for years during col-
lege and was a young sun-wor-
shipper when | wasn’t life guard-
ing or teaching water skiing at the
resort where my family lived
during my college years. Dr.
Tran tells me that the things | did
30 years ago are most likely con-
tributing to my skin issues today.

Bottom line: Use sun-
screen. Take sun exposure on a
limited basis. Be conservative
with your exposure. Don’t over-
cook in a sunbed. Dr. Tran and
other dermatologists say tanning
beds are very dangerous.

(2) Pay attention to your
body. If you have any skin areas
that are not normal and do not
correct themselves within four
weeks, seek help and don’t de-
lay. The treatment for problems
at that stage is comparatively
simple, painless and leaves little
if any scars.

(3) Find a good derma-
tologist and have any and all skin
problem areas checked on a regu-
lar six-month basis. There is a
world of things they can do for
you at this stage which will help
you avoid the level of damage

I’ve experienced. Don’t put it
off.... just do it!

SKIN CANCER FACTS

'Skin cancer is the most
common of all cancers.

* There are three main
types of skin cancer: basal cell car-
cinoma, squamous cell carcinoma,
and melanoma. Basal cell carci-
noma, the most common type, de-
velops in the basal, or bottom layer
of the epidermis, the top layer of
skin. Squamous cell carcinoma,
the second most common type, de-
velops in the upper layers of the
epidermis. The American Cancer
Society estimates that basal cell
and squamous cell skin cancers ac-
count for more than 800,000 new
cases each year, but for only 2100
deaths.

* The third type of skin
cancer and most deadly is mela-
noma. It develops in the melano-
cytes, or pigment cells, which are
found throuhout the basal layer.
Melanoma is the most dangerous
type of skin cancer and is respon-
sible for about three-quarters of all
skin cancer deaths. About 38,300
new cases of melanoma are diag-
nosed annually in the United
States, and an estimated 7300
people die from this disease each
year. The incidence of melanoma
has been increasing faster in the
United States than any other form
of cancer, and a person born in the
early 1990's is 12 times more

MOXICOM

BY MUSCLE DYNAMICS

20100 Hamilton Avenue, Tormance, CA 90502
Telaphona (310) 323-9055
(BOC) 544-2944

FAX (310) 323-7608

likely to develop melanoma than a
person born in the early 1940’s,

* Skin cancers can grow
inany part of the skin, but approxi-
mately 90 percent develop in areas
exposed to the sun, especially the
face, neck, backs of the hands, and
the scalps of bald men. Exposure
to direct sunlight, especially dur-
ing childhood, is the chief risk fac-
tor for skin cancer, and the greater
the number of blistering sunburns
a person has had, the greater the
risk for skin cancer, particularly if
their skin burns or freckles easily.
The incidence rate of melanoma is
more than 40 times higher among
American whites than blacks. Fam-
ily history of skin cancer can also
increase a person’s risk. And, diet
may play a role as well. A recent
study found that patients on a diet
of 20% fat had fewer precancerous
growths and non-melanoma skin
cancers than those who ate a nor-
mal diet of about 38% fat.

* Early detection and
treatment are the keys to survival,
especially melanoma. Any of sev-
eral skin changes may signal skin
cancer and should be reported to a
physician. These include any
change in the size, shape, color, or
texture of a mole or other darkly
pigmented area; any mole that be-
gins to itch or becomes tender; the
development of a new mole or
other growth, particularly it it feels
hard; any mole or other growth that
spontaneously or persistently

(See Skin Cancer page 4)

A t|e-ir|_ between Bally and IHRSA for a nationwide membership marketing
campaign focused on quality would *float-the-boat" for everyone. It is time to

embrace for the greater good of the industry.

Finally, let me say thal | agree with Ben Emdin, past IHRSA president, when he stated
m:mwgmwaimm_‘wmmmmeHmm

you'll ever meet
Bally's ad:

has also installed & Medical Advisory Board with such luminaries as Dr. Jim Skinner,

Dr. Jason Conviser and others as members.
Bally Total Fitness into IHRSA

. IHRSA and Bally togethar would muster significant strength in the afforts to
in the community. Together, the efforts in the
taxes on memberships, elc.) would be stronger,

. Admission to IHRSA would encourage many non IHRSA members to come into

combat unfair competition
legisiative arena (sales

or rejoin the Association.
. Bally spends over $60 million per year on advertising. A positive influsnce from
everyone.

IHRSA would benefit

In short, | fesl the time is right to now bring
the foliowi

. IHRSA benefits from the new membership revenues and this betier sarves the
Association's key initiatives.

. In my mind it is always good to know your competition,

IHRSA clubs already

compete against each other but also leam from each other. Just think of what
could be acquired from Ballys areas of expertise,

" Alot has ch

1 was [ast

mlheecha!h«-aboumatm,ordoesnlmdm!wkspmmidnq.or
mwm“wwmmmmmmebmmm

ged since New Orleans in 1985 when the
While | know Bally has made no specific request
for formal membership in IHRSA, | truly believe that Lee Hillman and his employees are
I|IcetrmsmemiomdabwamdlsnmmmsslHRSAmmmmha
racruiting and admission of Bally Total Fitness onto the next IHRSA board meeting
agenda for discussion
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‘NORM'S NOTES*

.We are happy to

be On-line! We want to hear your
news, so e-mail us at: club in-
sider news (@ mindspring.com

. =Congratulations to
TODD PULIS and FAMILY as
they have just completed a total
relocation of their 31-year old
club, The Thoreau Club and 47-
year old summer camp operation
to a brand new facility about a
mile away. Todd and family are
true pioneers in our industry and
the story about their organization
is a great one!

«JUDI SHEPPARD
MISSETT and the folks at
Jazzercise, Inc, are preparing to
celebrate their 30th Anniversary!
Jazzercise provides over 13,000
classes each week, including 665
Jazzercise classes taught in 120
United States health clubs. Judi
is one of the true pioneers of the
fitness industry and has contrib-
uted greatly to the fitness move-
ment in North America during the
last three decades. If you are
seeking alternatives to your aero-

bics program, it might be a good

idea to call the folks at Jazzercise
for information on how Jazzercise
might work within the walls of your
club.

*Looks like MARK
SMITH and the team at New York
based Town Sports International
(TSI) are successfully spending that
$100 million they raised last fall.
Their club count is approaching 70
locations in the Northeast now and
growing rapidly through both acqui-
sitions and new club development.

*TIM RICHARDS the
owner of the Orchard Hills Athletic
Club and the Berkshire West Ath-
letic Club in Massachusetts, is 54
years of age and has been doing one
hour of cardio workouts in his clubs
regularly for years. Recently, he got
a wild hair and decided to try the
Boston Marathon. Tim tells me that
without any additional training be-
yond his normal daily cardio routine,
he successfully completed the Bos-
ton Marathon in 4 hours and 34 min-
utes! Nice job, Tim! Tim was one
of the Founders of IHRSA back in
1981 and still serves on IHRSA’s
Advisory Council. He owns and op-
erates two successful multi-purpose

JULY ISSUE

clubs in New England and enjoys
life with his lovely wife SHEILA.

*Can you believe that
Bally Total Fitness stock? At press
time today, it was at around 35!

*Word is that DAVID
GIAMPAOLO’s Forza Fitness in
England has taken on a pariner and
is now beginning to buy clubs in
Europe. The partner? None other
than that dynamo, MARK
MASTROY, CEO of the fastest
growing club company in the world,
24 Hour Fitness. The clubs they
have acquired include long-time
IHRSA member, P.A.Daghorn’s
Sports Club Stockholm, a chain of
five highly successful clubs. Good
luck guys!

*Official sources at
StairMaster tell me that the discus-
sions that had been taking place re-
garding StairMaster acquiring
Quinton Treadmills have ended.
According to my source, everything
is amicable and the companies will
continue to work together, but the
purchase of Quinton by StairMaster
is off for now.

*LifeTime Fitness in the
Minneapolis/St. Paul area is now
building some incredible new
96,000 square foot clubs with
enough equipment in them to make
equipment vendors thrill at the
thought. Sounds like quite an ex-
pansion program at LifeTime Fit-
ness.

*Speaking of new clubs,
things are going nuts over in Eu-
rope! RICHARD BRANSON,
the Chairman of Virgin Records,
Virgin Airways, etc. has dedicated
$160 million of his fortune to be-
gin a chain of clubs, DAVID
LLOYD, who just a few years
back sold his chain of 16 clubs o
the giant Whitbread, L.L.C., is
now coming back into the business
with a new chain of clubs, many
that will be in competitive markets
with his former clubs. The
Vardon Group has purchased the
Cannons Sports Clubs.

*Whatever happened to
DAVE LECOMPTE?

*Get out your calendar
and make plans to attend some
conferences. Here is a quick run-
down on what is coming up: 1998
WORLD FITNESS IDEA®,
July 21-26th, Orlando, Florida,

National Fitness Therapy Asso-
ciation Summer Retreat, July 11
&12th, Breckenridge, Colorado,
1998 Can-Fit-Pro-Club Business
and Management Conference,
August 21-23rd, Toronto, Canada,
New England ACSM and
NEHRSA Conference and Trade
Show, October 1 &2, Providence,
Rhode Island, Club Industry
Conference and Trade Show, Oc-
tober 14-17th, Chicago, lllinois and
IHRSA/Athletic Business 13th
Annual Sales, Marketing and
Programming Convention and
Trade Show, December 2-5th, Or-
lando, Florida. Go. Learn. Buy new
equipment and services for your
members. Make new friends. See
old friends. Have fun!

*And speaking of fun, the
2nd Annual F.IT. Cruise is set to
sail on March 5, 1999 from Los
Angeles. The ELT. Cruise will host
over 45 seminars and workshops
taught by leading fitness profes-
sionals. Over 400 fitness profes-
sionals are expected to sail and
Continuing Education Credits will
be awarded to those attending. For
more information contact Mercer
Communications, (212) 983-2425.

*HAPPY TRAILS TO
YOU UNTIL WE MEET AGAIN.

..Skin Cancer

continued from page 3

bleeds; a skin ulcer that does not
heal; and a black spot under a toe-
nail or fingernail that extends be-
neath the cuticle. To confirm a
diagnosis a physician may per-
form a biopsy, removing a small
piece of the skin to examine un-
der a microscope for the presence
of skin cancer.

* Although skin cancer
is the most common cancer in the
U.S,, it is also the most curable,
especially when detected early.

One of several surgical methods is
used to remove the cancerous tis-
sue. In some cases, the tissue is
destroyed through the application of
intense cold (cryosurgery). In ad-
vanced cases, surgical removal of
the tissue coupled with radiation,
chemotherapy, or both may be re-
quired.

« Sunlight that reaches the
earth’s surface contains two kinds
of ultraviolet (UV) radiation. UV-
A and UV-B both contribute to sun-
burn and skin cancer, as well as to
conditions such as premature wrin-
kling of the skin. The U.S. Envi-
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ronmental Protection Agency has
determined that depletion of the
ozone layer in the upper atmosphere
will continue to increase radiation
damage to skin and skin cancer
rates in the future.

* The Skin Cancer Foun-
dation recommends that people
avoid the sun at its peak (from 10
am to 3 pm), seck shade, and cover
up with clothing and a brimmed hat.
It also recommends the regular use
of sunscrecn, which has been

shown to prevent the develop-
ment of precancerous kerotoses
(skin lesions that appear during
middle age) and decrease the risk
of skin cancer. Because skin can-
cer develops slowy over many
years, it is important that protec-
tion from too much sun begin in
childhood. Indoor tanning par-
lors should also be avoided, since
they expose people to the same
kinds of ultraviolet radiation as
sunlight. Learning to idcntif}r
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early signs of skin cancer is crucial,
as is periodic self-examination of the
skin. Any skin changes or abnormali-
ties should be reported to a physi-
cian.

*The five-year survival rate
for patients with malignant mela-
noma is 87%. For melanoma that
has not spread to other parts of the
body, the five-year survival rate rises
to 94%. About 82% of melanomas
are diagnosed at this stage. The five-
year survival rate lowers to 60% for
melanoma that has spread to adja-
cent organs. If the disease has spread
to distant parts of the body, the five-
year survival rate drops to 16%.

* Credit for"Skin Cancer”
information to Microsoft ® Encarta
® 98 Encyclopedia.

In closing, let me say that |
am very happy to be able to provide
this report to you because 1 believe
there may be some of you out there
who have family, friends or members
of your club that might need to hear
about’the dangers of skin cancer.
Please accept my authorization to
photocopy and distribute this article
to people you know. Thope and pray
that this helps someone out there.

(Norm Cates is the Pub-
lisher and Editor of The CLUB [N-
SIDER News, a 25 year club indus-
try veteran, the Ist President and a
Co-founder of IHRSA in 1981/82
Norm is a reformed sun worshiper.
To reach Norm call: (770) 850-
8506.)
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MAYBE YOU
SHOULD CHANGE
YOUR NAME...

said one of our customers at g recent trade show:
Why should we do that, we asked? Well, they said,
vou no longer make just stairclimbers — you have
these new bikes, and treadmills, innovative
strength equipment lines — and even this great
elliptical product — maybe you should call
vourselves ProductMasters or something...

We ran this interesting suggestion up the flagpole
back at headquarters. It generated a lot of spirited
discussion, but in the end, it just didnt cut the

mustaiil.

Whats in a name? At StairMaster;, our name is
more than a product line — its a philosophy of
doing business. The highest quality fitness
products. Peak performance and product
mnovation.

A long standing commitment (o sports medicine
and orthopedic safety. A dedicated national sales
and service organization. 100% custome

satisfaction.

StairMaster: A full line of exeeptional products for

vour fitness facility. A name you can depend upon.

STAIRCLIMBERS
-
EXERCISE BIKES

N -
CROSSROBICS

TREADMILLS

-
STRENGTH EQUIPMENT

-
ELLIPTICAL STRIDING SYSTEMS

StairMaster

Expand the Cavelope

FOR A FREE STAIRMASTER” QC.-\T;\LUG
CarL 1-800-635-2936

StairMasier, ﬂﬂl’MﬂM and Crossrobics are registenvd tademarks

or trudemarks of StairMaster SportsMedicil Products, Tne.

L 190 S Master Sporis™edical Frodisets, Ing
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THE POWER OFACCREDITATION TOTRANS-
FORM THE HEALTH CLUB INDUSTRY INTO
ABRANCH OFTHE HEALTH CARE INDUSTRY

By Eric P. Durak, MSc¢
Director of Fitness Therapy
International Sports Scie.
Association

For years fitness pro-
fessionals have looked into the
window of the health care indus-
try and asked how to be part of
their profession: how 1o be a
“provider”, Of course, there is
much more to being a bona fide
member of the health care com-
munity than having a lot of
strength equipment and a large
pool. It takes a level commit-
ment.

The first shot at being a

Be Free Of Your
Nmfme Ifag

part of health care came in the form
of licensure. This formidable task
has taken part in many states over
the past 15 years. Mostly with no
success. Many of the licensure bills
have been poorly written or don’t
address all of the issues of health care
that are needed to qualify profession-
als. Those that are written well have
been killed by either inside health
care professionals (who don’t want
the competition) or even those in the
fitness industry who believe that cer-
tification is the only method of pro-
fessional competency for our indus-
try. Whether that is the case is not
as important as how the health care
industry views fitness. At a recent
management care meeting in At-
lanta'”, I had the opportunity to chair

it In Only

Days...

KIGK 1T

Safely and Simply eliminates
nicotine cravings without
the withdrawals typically
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W. Preston Fields
1-888-294-2138

a roundtable on fitness and man-
aged care. | asked leaders in the
HMO profession what they were
looking for in order to do business
with the health and fitness indus-
try. They had three elements that
they felt were important in doing
business with the fitness industry.
Their first response was AC-
CREDITATION. The second el-
ement was: the formation of net-
works (important in doing busi-
ness with HMO's who have large
numbers of members in their
health plans), and Return On In-
vestment (ROI) - how much will
they make or save financially
when doing business with fitness
facilities. We already know the
dollar savings from fitness. Re-
ports from Oldridge™ and
Pellitier® have stated the cost sav-
ings of exercise and health pro-
grams for a wide variety of par-
ticipants. We also have the begin-
nings of networks from health
club chains and companies who
are looking to form provider net-
works ™. What is lacking is the
accreditation process.

Why is accreditation so
important? Recently, the AARP
(American Association of Retired
Persons) mentioned in its news-
letter that their back pain pro-
grams could be accredited. CARF
- the rehabilitation accreditation
committee in Tucson, Arizona,
received over 6,000 calls in one
week for a listing of accredited
pain programs throughout the
country. Christine MacDonnell,
National Director of the Rehabili-
tation Division, states that this ex-
ample, and the fact that MCO'’s
call for an accredited facility lists
to do business with - are strong
examples of the power of
accrediation in today’s competi-
tive health care environment.
“Taking the extra step to meet na-
tional standards gives consumers
and payers confidence and secu-
rity when doing business with
your facility.”, states Linda Will-
iams, MN, RN of Columbia Re-
gional Medical Center in Atlanta,
GA. She continues by saying that

many managed care payers in-,

clude CARF accreditation among
their criteria®®.

With many health clubs
already securing managed care
contracts, there is certainly a need
to establish a level of professional
service that will be recognized by
hospitals, allied health agencies
and managed care organizations
which will be paying for wellness
and post-rehab services. This is
why [ believe that accreditation
will be so important in establish-
ing the professionalism that the

health care industry is[
looking for. Does that §
mean that every healt
club has to become CAR
certified? Probably not.
Hospital and rehab facil-
ity guidelines carry ele-
ments that do not apply to |
the health and fitness in-
dustry. So, how does the
health club world under-
take the task of accredita-
tion?

This year, the
National Fitness Therapy
Association (NFTA) took
elements from health care
accreditation and devel-
oped facility standards on
a national basis. Since
NFTA is a bipartisan/in-
dependent regulatory
body, they have no inter-

est in one particular type
of health club but are

Eric Durak

looking for general issues for their
process. Like other accrediting or-
ganizations, there is an application
fee and a site inspection surveyor
fee. These are all elements of view-
ing health clubs to see how they
meet certain facility components,
staffing requirements, and outcome
reporting™.

The costs of health care
services has skyrockted over the
past fifteen years. The response by
HMO’s has been to lower costs by
cutting back on services. We know
in the health promotion world that
by engaging in preventative health
measures and using exercise in a
therapeutic format, we can improve
the health of our community mem-
bers and lower care costs in the pro-
cess. We need only to look at stud-
ies from Steelcase and Tenneco in
the corporate health data, and from
the Ornish Healthy Heart Trial to
see that cost savings abound with
the use of exercise and health pro-
motion services ™,

In health care there are
many independent accreditation
organizations (JACQO, CARF,
NCOA) - Now there is the fitness
industry NFTA, which promotes
the certification of health clubs to
meet minimum guidelines of quali-
fications to enhance their standards
in the health care community. We
also have results from the 1996 Sur-
geon General’s Report on Physical
Activity which can be interpreted
by many to show that exercise is a
medical necessity; now we can
implement these programs through
our accreditation process.

Once clubs become part
of NFTA, they will have to main-
tain their accreditation process
through continuing education pro-
grams. These topics (ranging from

business to post-rehab program-
ming) are offered state by state
through independent CEU provid-
ers to keep health clubs on the
forefront of health care and facil-
ity topics,

The rewards of becom-
ing accredited will include an im-
proved ability to market senior or
other special population programs
in your community, receiving re-
ferrals from your community phy-
sicians, physical therapists, visit-
ing nurse association, and medi-
cal clinics, and most important -
the ability to communicate with
managed care payers from the
perspective of a provider instead
of a health club.

In conclusion, having a
foundation to build on in any pro-
fession is critical. The timing is
ripe for health clubs and managed
care to build on the foundation of
health club memberships as part
of HMO enrollment packages.
The addition of qualified staff and
comprehensive post-rehab pro-
grams that track participant out-
comes over time will be a value-
added service without peer. Those
who understand the importance of
improving the nation’s health
through exercise will find that the
addition of accreditation to their
profession is a welcome addition
to our growth within the ever-
changing health care market in the
United States.

REFERENCES
1. Durak, EP. Roundtable
discussion on Fitness and Managed
Care. National Managed Health
Care Congress annual meeting,
April 21, 1998, Atlanta, GA.
2. Editor. Accreditation
(See Durak page 24)
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Consultants: Who

By Karen D. Woodard, President
Premium Performance Training

Being a club owner for
13 years and helping other club
owners throughout the world, [ see
some common scenarios fre-
quently. As you read these, see if
you recognize anyone you know in
the industry or perhaps even your-
self.

1. Experienced club
owner has operated his/her club for
15+ years. Competition is getting
bigger, club profits are getting
smaller, business is getting tougher
and the owner is frustrated because
he/she doesn’t know how to turn it
around other than with low price
cash deals.

2. New club owner finds
him/herself opening club and not
meeting projections for either rev-

enue or expenses and losing
more than anticipated. He/she
cuts labor expenses, cuts adver-
tising expenses and starts doing
everything him/herself. Because
of this, many things slip through
the cracks, existing employees
see no growth opportunity for
their careers, it feels as though
it’s always “two steps back”
rather than any steps forward,
and nothing changes. It's a
struggle.

3. Club owner is great
at owning, but not so experi-
enced in operating. He/she
knows it's time to make some
changes to move the club for-
ward and make it more profit-
able, but doesn’t know where to
start.

Do any of these sce-
narios sound familiar to you? If
not, kudos to you. If so, don’t
sweal it but instead acknowledge

TOWN SPORTS
INTERNATIONAL
DEMONSTRATES

EXPLOSIVE GROWTH
NYC's Largest Health Club
Owner Continues To Assert

Itself In The Northeast

NEW YORK, N.Y. -
Town Sports International, the
leading owner and operator of
health and fitness clubs in the
Northeast and parent company (o
New York Sports Clubs, Boston
Sports Clubs, Philadelphia Sports
Clubs and Washington Sports
Clubs, formally announced the ad-
dition of twenty-three new loca-
tions to its existing network of
clubs. These new locations, which
reflect the company's development
efforts over the last 60 days, con-
sist of twelve acquisitions from
other club operators and eleven
new club sites which will be devel-
oped. In the preceding twelve
months, the company also added
ten other new locations. Today's
announcement brings the total
number of TSI operating locations
10 56 and significantly enhances the
company's presence in the greater
Northeast.

"These openings reflect
the rapid pace at which TSI is mov-
ing to solidify and enhance its po-
sition in the New York area," said
Mark Smith, the company's chief
executive. "Having recently se-

cured significant additional fi-
nancing, we are very well posi-
tioned as an aggressive player in
this market, growing rapidly by
both acquisitions and new open-
ings. These new club openings
further demonstrate our dedica-
tion to providing the highest level
of service to tour members. We
must constantly provide the
highest quality of service on a
daily basis due to our "commit-
ment-free” memberships. Con-
venience plays an extremely im-
portant role in this decision, as
commuters will now be able to
take full advantage of our facili-
ties near their homes and of-
fices," said Mr. Smith.

Town Sports Interna-
tional clubs are full service fit-
ness facilities, that offer the lat-
est in exercise equipment, inno-
vative group fitness classes (such
as boxing, ballet, African dance
and meditation) and an array of
helpful services (including baby-
sitting and massage.)

Town Sports Interna-
tional now has 130,000 mem-
bers.

it, get some help to eliminate the
struggle and start growing your
business. The purpose of this ar-
ticle is to discuss consultants and
who needs 'em, why you should and
how you should work with a con-
sultant.

CONSULTANTS:
Who Needs 'Em?

Mosl of us as club

owners do. Now | realize that state-
ment may offend some of you read-
ing this and it certainly is not de-
signed to. Think about the reality
of it though—it is improbable that
as a club owner you are excellent
at every aspect of operating our
clubs. Some of you may be saying
to yourself “That is true and that is
why | hire staff to lead the depart-
ments that | can’t or don’t want to
lead.” Your thoughts are good and
partially correct. The part of this
thought that is flawed is that your
staff needs help as well. More than
likely, you have created a culture
at your club that is conducive (o
staff asking lots of questions, be-
ing open to the learning process and
OK to make mistakes that they
learn from. If not (which I see too
often), then everybody gets stuck
which adversely effects morale,
performance, member/staff reten-
tion and profitability. It’s under-
standable (but not acceptable) how
circumstances get to this point be-
cause of the independence factor
that starts so early on. As a club
owner, you survived by doing many
things on your own and it probably
served you well for many years.
The trap is that we believe it will
always work that way.

Bottom line is that as club
owners, our egos get in the way and
limit our success because we think
we know all the answers and can
do everything better at our clubs
than anyone else or any stranger
could. That is the tragic flaw. If
we simply acknowledge that we
don’t have the answers and seek
help, it’s amazing how the struggle
lessens.

How You’ll Benefit
From Working With A
Consultant...

1- Shorten Your Learn-
ing Curve

One of the most valuable
benefits you'll receive from work-
ing with a consultant is that they
will dramatically shorten your
learning curve on whatever chal-
lenge you hire them for. The re-
sulting benefit to a shortened learn-
ing curve is that you start seeing the

fruits (your desired goal
whether it be membership
growth, profits, organiza-
tional challenges, political |85
challenges, etc.) of your la- [&
bor faster and/or bigger.
Some club owners may see
value in waiting for several
years to see some changes
happen while those who [&
choose to work with a con- [
sultant see the value in in- |
vesting in outside help to
see a much bigger return
faster.

Needs 'Em?

2- Outside, Ob-
jective Perspective

There are times
when we as club owners are
simply too close to a situa-
tion to be able to see what
needs to be done as a solu-

Karen Woodard

tion. There are also times when
intuitively we know what needs
to be done but we need someone
to compel us to simply do it.
Whether you know or don’t know
what to do, it doesn’t amount to
anything unless you doit. Acon-
sultant will create the structure
and faciliate changes for you to
move forward.

3 » Depth and Breadth
of Knowledge/Experience

Simply by nature of the
fact that consultants work with so
many different clubs in so many
different markets, they get to see
the best (and the worst) of what
is happening currently in the
market. The benefit to you is that
they bring the best of everything,
filtered by your needs to back to
you.

4- Specialized Area
of Expertise to Provide Solutions
to Your Problems

Most consultants spe-
cialize in one or several areas of
club operations; thus, you benefit
from their years of specialized
practice, research and education.
Each consultant will be able to
provide answers, solutions and a
template for you to break through
whatever is holding you back.

5. Breaks Through
the *“Parental” Communication
Barrier With Your Staff

Have you ever uttered
these words before “My staff
doesn't listen to me”?  It’s not
that they don’t respect what you
have to say or have built. [It’s
simply the “parental syndrome™
of management ownership which
means that you're there everyday
and they “hear” the same things

from you because of the filter they hear
things through. It is a totally sub-con-
scious act on their part. The way you
can break through this is to have a con-
sultant come in from time (o time pro-
viding four very important benefits to
you and your staff: 1. fresh perspec-
tive, 2. support or affirmation of what
you are saying, 3. forward movement
and excitement and 4. a new attitude
from the staff towards you because you
are willing to not always be the one
who has “all the answers”. It’s amaz-
ing what a paradigm shift this point
makes in attitude and performance.

To Maximize Your
Relationship with a Con-
sultant...

If you are considering work-
ing with a consultant, the following
points will help you get the most out
of the relationship:

1. Identify and articulate what

your needs are prior to speaking with
any consultant.
Take some time to write down what is
keeping you awake at night about the
business, what you want to change and
the results you expect. The more clear
you are, the more effective your time
will be when spent with a consultant.
This list may change when you speak
with the consultant due to the reality
of your expectations or other issues
that may be brought to the surface, but
it is imperative that you know what
YOUF core issues are.

2. Make sure you like what
the consultant is about both profession-
ally and personally. This is a relation-
ship you are entering into and devel-
oping. You need to feel completely
comfortable with this person to be able
to open up, be honest and lose any ego
that may hold you back. Therefore, it
is critical that you like this person. If

(See Woodard page 10)
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HELPING N[EMBERS SUC

By Tom Cotner

I‘ve been employed in
the health and fitness industry since
1982. Somethings have changed a
lot. Others have remained the same.
Today | will address something
that’s relatively new: Personal
Training.

I'm confused about Per-
sonal Training. Perhaps I'm speak-
ing out of ignorance, but honestly,
Personal Training doesn’t make
sense to me. Why should a mem-
ber pay someone $25 to $50 an hour
to supervise his workout? Anexer-
cise session is fairly straight for-
ward. After one or two supervised
exercise sessions, a member should
be able to do their workout by them-
selves. After six to eight weeks,
they can meet with their trainer

again to update their program.
Ideally, the trainer is available
between updates. Other than
this, | see no need for Personal
Training. And it's my belief that
the scenario just described
should be free of charge and
available to all members. If a
member wants to pay fora “one-
on-one” spolter, encourager,
educator and coach- that’s fine.
1 clearly see the benefits if a
member can afford it. But let’s
not ignore the vast majority of
members who can not afford this
luxury. 1'm concerned that Per-
sonal Training encourages clubs
to give non-paying customers a
“quick once over” in their exer-
cise orientations and saves the
quality training for those who
pay for it (the higher income
bracket). To avoid this, | believe
each club should offer the fol-

SPRINGFIELD CORPORATION
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lowing services free of charge to
all members:

Health History &
Medical Screening: ['m sur-
prised how many clubs aren’t do-
ing this, Let’s know the status of
our members before they start ex-
ercising (their risks for heart dis-
ease, musculo-skeletal problems,
and drugs/medications). We're
putting ourselves at risk (negli-
gence) and the member’s health
at risk if we don’t know health
histories.

Written Exercise Plan:
Sit down with the member, deter-
mine his exercise schedule (when
he will be using the club- you'll
be surprised how many haven't
thought about this), the obstacles
that will prevent him from com-
ing, a plan to overcome these ob-
stacles, and determine his health
and fitness goals. Now we have a
plan and some accountability.

Exercise Orientation:
Write out (most clubs use exercise
cards to do; this a good idea) the
aerobic, flexibility, and strength
exercises you recommend.
There’s lots to know: frequency,
intensity, time, progression, and
type of exercise. Next, show him
(not tell them) what to do and
coach him through their first one,
two or three workouts. Now he
can exercise independently with-
out direct one-on-one supervision.

Program Updates: Up-
date the member’s exercise pro-
gram every six to eight weeks.
Progress members through at least
four different phases. This pre-
vents boredom, ensures exercise
progression, gives a sense of ac-
countability to the member (some-
one will be checking up on me)

and the fitness staff (I
need to keep track of the |2
member’s  progress | /js
through the program up- || §
dates). '
If we don't offer
the above services, our |
retention rates will be dis-
mal. Exercise, like any
behaviorial change, is
very difficult and requires
a rational, realistic, well
thought out plan of
change. Most members
will not pay for Personal
Training so the above ser-
vices need to be free.
“But wait a

minute!” says a club man-
ager, “I can’t afford this.
It will add too many hours

to the club’s payroll.” My
answer is “pay now or pay

Tom Cotner

later.” Pay for membership reten-
tion up front with adequate reten-
tion services or pay for it later by
replacing these members through
advertising and membership sales
costs. The service we provide ex-
isting members has a carry-over
effect, too. Most of us have heard
statistics that unhappy members
will tell many, many others about
their bad experience at our club.
Let’s have members saying posi-
tive things like “I can't believe the
help they’re giving me,” or “they
really do care about my success.”
Let's not hear, “I signed up and that
Was it..... NO MOre Service.... just
come in, use the gym and leave.”

Membership retention re-
volves around the relationship we
create with customers- our mem-
bers. By using the model described
above, a positive relationship will
develop between your club’s fit-

ness staff and members. And the

fitness staff will be using a well
thought out plan to maximize the
member’s success.

Let's ensure Personal

Training doesn’t turn our clubs into

cruise ships like the Titanic with
first, second and third class custom-
ers. Our clubs, like the the Titanic,
rely on second and third class cus-
tomers to survive. Having adequate

services for all will prevent our
clubs from hitting the iceberg of

high membership turnover. And we

all know what happened next.

(Tom Cotner is the Presi-
dent of Employee Health Manage-

ment, Inc., a consulting firm spe-
cializing in worksite health and

wellness. He is author of the book

Helping Members Succeed. Con-

tact Tom at (605) 692-2071.)

...Woodard

continued from page 8

you don’t, it won't be a produc-
tive match.

3. Establish a budget.

Your budget needs to in-
clude both your financial ability
to invest in the services as well as
a time budget. What are your ex-
pectations in seeing results? How
much time can you commit to
making these changes? Is this a
short term change or a long term
change?

4. Be Honest.

This is not a time to im-
press your consultant with what
you know. Your consultant will
have a good understanding of
what you know due to how suc-
cessful you have already been.
This is a time for you to learn and
grow. When we are learning, that
means we don’t have all the an-

swers. You will be wasting time
and energy if you are trying to im-
press your consultant or are not
being entirely honest with her/him.
Remember, the goal is to help you
move faster.

5. Be a Sponge.

Learn as much as you
can. Have a list of prepared ques-
tions every day you work with
them or for every phone confer-
ence you have with them. If you
aren’t clear about something that
was said, ask for clarification.
Take copious notes. If you hire a
consultant to train your staff—at-
tend the training. You'll know
what was said, how to make it more
effective, you'll learn some new
stuff and your staff will be im-
pressed with your willingness to
participate and the level of impor-
tance you place on the training.

After reading about who
needs to work with a consultant,

the benefits to working with a con-
sultant and how to make the most
of the relationship, it’s clear to see
that we can all reap the rewards of
focused, specialized assistance to
help us grow and in the process,
shorten our learning curve. The big
picture realization of working with
a consultant is that she/he will show
you how to maximize your resull
by minimizing your effort and time.
If you have any questions
about how this works, send for a
free Club Success Survey by send-
ing a SASE to Premium Perfor-
mance Training, 270 Pearl St.,
Ste.15, Boulder, CO. 80302.

(Karen D. Woodard,
President of Premium Performance
Training provides consulting, staff
training, books and tapes on suc-
cessful sales, service and manage-
ment programs. Contact her at:
303.417.0653.)
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10 MOST COMMON EXERCISE MISTAKES

Contributed b by 1

Exercisers Beware: American
Council on Exercises’ Pros Divulge
Most Common Workout Mistakes

Sﬂn Diego - “Wanna see a fit-
ness professional sweat? Just en-
gage in one of the ten most com-
mon workout mistakes made in
health clubs and gyms across the
country.

The American Council on Ex-
ercise (ACE), the largest non-profit
fitness certifying organization in the
world, called upon more than 3,000
ACE - certified fitness profession-
als across the country to give their
take on the worst mistakes they see
people making in the gym. At best,
these mistakes may simply mean the
difference between an effective and
an ineffective workout; at worst, the
mistakes can be more costly, lead-
ing to strain and injury.

Here’s a list of the ten most
popular answers which also appear
in the March/April issue of ACE
FitnessMatters:

1. Not stretching enough. The
best time to stretch is immediately
before and after acrobic activity.
Before stretching, take a few min-
utes to warm up as stretching cold

can cause injury. Flex-
:ble muscles are far less likely to
be strained or pulled than tight
Ones.

2. Lifting Too Much
Weight. The best way to guar-
antee yourself an injury is to try
to lift more weight than your
muscles can handle. Gradual,
progressive resistance is a far
more effective—and safe—way
to increase muscle strength.

3. Not warming up prior to
aerobic activity, Muscles need
time to adjust to the new demands
aerobic activity places on them.
Rather than hitting the treadmill
running, for example, take a few
minutes to walk, build up to a
light jog, and then hit your stride.

4. Not cooling down after
any type of workout. Too many
people wrap up their workouts
and head straight to the showers.
Instead, take a few minutes to
lower your heart rate and stretch
your muscles. This will improve
flexibility and help prepare the
body for your next workout.

5. Exercising too intensely.
This is the primary vice of the

weekend warrior, the individual
who tries to fit a week’s worth of
exercise into a Sunday afternoon.
For weight loss, it's more effec-
tive to sustain a moderate work-
out for longer periods of time than
to exercise intensely for only a
few mintues. For others, the ex-
pectation that a workout must be
intense to be effective can lead
some to burnout or injury, while
others abandon their training al-
together.

6. Not drinking enough wa-
ter. This cannot be said—or
heard-too many times. Unless
you're exercising for more than
two hours per day, water can fill
all your fluid needs.

7. Leaning heavily on the
stairstepper. What's the point of
cranking the machine up to the
highest level if you're just going
to support your weight on the
siderails? It’s much more effec-
tive—not to mention easier on
your wrists and elbows—to lower
the intensity to the point at which
you can maintain good posture
while lightly resting your hands
on the rails for balance.

8. Not exercising intensely

enough. You want results, but
how hard are you willing to work
to get them? While it’s true you
don’t want to overdo it, you should
exercise intensely enough to work
up-a light sweat, get your heart
beating up into that training zone,
and feel a sense of satisfaction for
having completed your workout.

9. Jerking while lifting
weights, This goes along with
number 2—lifting too much
weight. The most effective way
to train is to control the weight—
the weight shouldn’t control you.
When you have to jerk the weight,
you're likely jerking other muscles
as well. This can lead to strain and
injury, with the muscles of the
back being particularly vulnerable.

10. Consuming energy bars
and sports drinks during mod-
erate workouts. Most agree that
unless you're working out for
longer than two hours per day, you
really don’t need to supplement
with high-energy bars and drinks.
High energy is often a code word
for high calorie, which is the last
thing someone who is trying to
reduce their body weight needs. A
healthy, well-rounded diet and
plenty of water are sufficient to

the American Council on Exercise (ACE)

meel most exerciser’s needs.

ACE stresses the fundamen-
tal importance of using qualified
fitness instructors as the number
one way to ensure a safe and ef-
fective workout. When hiring an
instructor who is currently certified
by a reputable organization such as
ACE, you are assured that the in-
structor has met the requirements
to design and implement fitness
programs. ACE certification
means the instructor has demon-
strated knowledge in the areas of
exercise science and program-
ming—including anatomy, Kinesi-
ology, health screening, basic nu-
trition and instructional methods—
as well as emergency procedures
and CPR. For the name of an
ACE-certified fitness professional
near you, call: 800/825-3636.

The American Council on
Exercise (ACE) is a non-profit or-
ganization committed to promot-
ing active, healthy lifestyles and
their positive effects on the mind,
body and spirit. ACE pledges to
enable all segments of society to
enjoy the benefits of physical ac-
tivity and protect the public against
unsafe and ineffective fitness prod-
uets and instruction.
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YOUR FTHESS TEOL KIT

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

e Stop losing pins by installing NGS Weight Selector Pin

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

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

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

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

equipment. To receive your
FREE CATALOG...
Call 1-800-GYMPART or visit our
web site at gympart.com!
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1-800-233-8483
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MAKE IT FUN!

Fun In The Fitness Environment

By Fern Pessin,
Retention Resources

Technclcgy is supposed

to give us more freedom, more time.
So, why is it that things seem so
much more frenetic now? Faxes, e-
mail, pagers, cell phones, all urging
us to get things done faster and faster.
This hectic pace is echoed in the way
our families are being raised. Ev-
erything is scheduled and planned.
Play dates and lessons, work and
learning; there isn’t any more time
to just free-play, to free ourselves
and let inspiration carry us. We do
all the things we SHOULD do. What
about time to relax and laugh and
enjoy simple pleasures?

One of the things people do

with their hectic schedule is try to

fit exercise into their lives. It's
another thing most people feel
they should do. Those who can-
not find their way clear to make
time to exercise still recognize
they “should” do it. The more we
urge potential members and ex-
isting members to exercise be-
cause they “should,” the more |
fear we will create a distaste for
this essential life activity.
However, if we could
create an environment that gives
people an opportunity to have a
little fun, smile, laugh and get a
sense of playfulness and joy fora
few moments—think of how at-
tractive that would be. Think of
how that might entice otherwise
reluctant participants to fit exer-
cise into their schedules. On that
thought, 1'd like to share with you
a few simple things that you can

do to add some “fun” for both your
staff and your members.
For Staff:

* Consider surprising
staff with random rewards and
treats. Wrap paychecks around a
“PayDay"” candy bar or deliver a
bouquet of balloons with inspira-
tional notes attached to a stressed-
out department.

* Throw a carnival for
your staff and their families.

For Members:

* How about surprising
the 100th member who walks
through your door with a shower
of confetti, and a free book of
guest passes? Thank them for their
business and loyalty. (You can
pick whatever number you like.
You can do this over time (i.e., the
1,000,000 th visitor to the club),
or all in one day.)

* Hire a comedian to en-
tertain your members while
they’re exercising in your fitness
center.

* Bring in a clown or the
mascot of a local sports team to
walk the club, ham it up with
members, do exaggerated exer-
cises, play with the kids, etc.

* Promote Your Pro-
grams creatively - in ways that
make people stop, laugh and take
notice.

* Wear fake eyeballs on
your fingers for a free eye screen-
ing day or a lecture on preventing
sports eye injuries.

* Wear tuxedo t-shirts,
Hawaiian dancer t-shirts, sombre-
ros, etc. to promote upcoming
theme events.

* Shoot members with a
water gun to tell them about a

“shotgun start” golf outing or road
race, or laser tag night, or mystery
night, etc.

There are lots of ways to
add fun to your environment with-
out taking people out of their rou-
tine. It doesn’t cost much money
and it will create an atmosphere
that is appealing to a wide variety
of people. What could be wrong
with smiling members and happy
staff? Why can’t exercise be fun?

Let’s not take ourselves
too seriously. Just a thought!

(Fern Pessin is the Presi-
dent of Retention Resources. For ad-
ditional information on “Over 3
Dozen Ways to Add Fun & Creativity
to Your Environment" by Fern Pessin,
call Fern at (800) 250-9543. This ar-
ticle reprinted courtesy of the New En-
gland Health, Racquet and Sportsclub
Association).

———ELECTRONIC
——Billing & Collecting
——— SERVICES

FULL SERVICE COLLECTIONS

e Return Free EFTtm

* 1-120 Day Delinquent Collections with no fee increase
» No Collection Activity On Your Part

¢ Phone Calls, Late Notices & Collection Letters

BILLING & PROCESSING

* Electronic Funds Transfer

» Credit Card Processing

* Volume Discounts Available
* Renewal Billing

» Payment Coupon Booklets

COMPUTERIZATION
* Front Desk Check-In

* Picture-On-Screen

* Point-of-Sale

» Scheduling

No Fee Increase For Delinquent Collections
¢ Club Management Reports
» Customization Available

¢ Windows 95 and Windows 98

Custom Software - Year 2000 Comptabile
Already Tested And Approved For Windows 98

(800) 766'1 91 8 web: www.achbilling.com
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MAXICAM

Musdle Dynamics

For a complete brochure on our more than 95 selectorized and free weight machines, call:
(800) 544-2944

Musde Dynamics

20100 Hamilton Avenue * Torrance, California 90502 » (310) 323-9055 » Fax (310) 323-7608
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| The most beautiful time of the year on
| Costa Rica’s northwest Pacific coast is June
through October.

Temperatures are in the mid-80s and the sun
works its magic daily, punctuated by an occasional
refreshing afternoon thundershower. The surround-
ing mountains and jungles are lush green and filled
with life.

Picture Fourqelf relaxing in the elegant
surroundings of a luxury villa, Strolling through
the rain forest to the howls of monkeys and the
squawks of wild tropical birds. The ocean view,
revered as one of the most beautiful in the world, is
so spectacular Conde Nast Travel magazine fea-
tured it in a two-page color spread.

It is a magical world where everything is
done for you and your only responsibilifies are to
yourself, your faml]f' and friends. Picture yourself
dining in the candlelit intimacy of a moonlit terrace
overlooking the Pacific. Imagine a world of el-
ai:%an[ seclusion. This is a dream come true... Villa

e

Villa Papagayo and Villa Isla Azul are brand 3 - R —
new luxury wu;’f& %\u);h a full staff (cook, maid and Villa Isla Azul features six bedrooms and six baths
butler) located on the gorgeous Pacific coast of Costa Rica.

Villa Papagayo is a four-bedroom, five-bath villa. Villa Isla Azul is a six-bedroom, six-bath villa. Both have oversized terraces with
swimming pools, swim-up bars and waterfalls. Each has spectacular 30-foot ceilings in the great room with TV, VCR, stereo, video libraries and
air-conditioning in all the bedrooms.

Also available are the world’s best sports fishing for marlin and sails: rain forest, tree top canopy, volcano and giant sea turtle tours:

s ‘\' ‘ A S U e o | [ ol birdwatching, scuba diving,
‘- ‘,, Pr \ snorkeling, sunset and party boat
cruises, horseback riding, health

club, rafting, tennis, gol ‘and a
colorful Costa Rican beach town
two miles away with beach bars, a
disco and a gambling casino.

n all-inclusive plan |
prowde‘: all your food and drink
(an open bar) for one price.
Mouthwatering meals, from fresh
seafood to Italian dishes, are
prepared daily from scratch by
our talented Costa Rican cooks.
The staff is there for our every
need. Come to paradise!

Borh v:Has feature speEtac.u.lar ocean views.
Villa Papagayo (below) is a four-bedroom, five-bath villa. FOI' Availability Ca“ (404) 255- 1867

1
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Overweight

User Friendly, Easy to do,
No Coordination Needed,
No Muscle Soreness,

High Caloﬂe Bum

Fit or Unfit

Strength & Cardio Workouts Combined,
Time Efficient, Fun, Cross Training,
Group Exercise at it'’s Best

Call Pro*Fit Enterprises 888-604-2244 for a free PACE video & quotation on a PACE
Program customized to meet your needs. Visit our website at www.pacepro-fit.com
Pro*Fit Enterprises has been recognized by the American Council on Exercise (ACE) as a

Continuing Education Specialist.
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Life Fitness and the Clark Hatch Grou
Create Strategic Partnership in Asia Pacific

HONG KONG- Life
Fitness and the Clark Hatch Group
of fitness centers have announced
the creation of a Strategic Partner-
ship for the Asia Pacific region. The
agreement was signed at the annual
Clark Hatch Managers meeting in
Manilla, Philippines.

This strategic partnership
between two of the fitness industry’s
most senior companies creates an
exclusive purchasing agreement of
Life Fitness Cardiovascular,
Strength and Hammer Strength pre-
mium quality fitness equipment for
cach of the 58 Clark Hatch Centers
managed by the group in Asia.

“The fitness industry is
global, with chains of fitness cen-
ters crossing many borders to estab-
lish high-quality professionally-
managed centers in almost every
country. The Clark Hatch Group is
definitely a leader in innovation,
consistency and professionalism in
our industry,” stated Augie Nieto,
president of Life Fitness. “If we are
to achieve the Life Fitness corpo-
rate vision of doubling the number
of people exercising on quality
equipment, it is important that we
continue to be associated with
groups committed to providing their
club members top quality in their
equipment selection.”

“More and more compa-
nies are realizing the benefits of cre-
ating strategic partnerships with
complementary companies in many
businesses around the world,” noted
Hatch. “Our membership of more
than 30,000 members travel regu-
larly to other centers in Asia and are
used to having excellent quality pro-
grams and equipment in each cen-
ter. With the global distribution of
Life Fitness in each country where
the Clark Hatch Group is located,
our members and managers can be
assured of excellent standards of
sales support and service. This
gives the managers peace of mind,
and they can dedicate more time to
servicing our members,”

About The
Clark Hatch Group

The Clark Hatch Group
was established 35 years ago in To-
kyo, Japan, by Clark Hatch. In this
pioneering role, Clark was one of
the first fitness professionals fo-
cused on growing the fitness indus-
try in the Asia Pacific region

through wholly-owned, joint ven-
ture, or management agreements
to manage and operate the fitness
facilities of key Asian hotels and
fitness centers. Clark is headquar-
tered in Honolulu, Hawaii. How-
ever, there are regional companies
established in Asia that are inde-
pendently owned and separately

operated that are authorized to use
the Clark Hatch Center trade
names, trademarks, service marks,
health and fitness services, pro-
grams and materials. The com-
panies are located in Guam, Japan,
Taiwan, Phillipines, Singapore,
Malaysia, Indonesia and Thailand.
Clark Hatch Fitness Centers are

located in 14 countries in the Asia
Pacific region.

About Life Fitness

Lifc Fitness, a

Brunswick company, is the glo-
bal leader in designing and manu-
facturing a full line of reliable,

high-quality fitness equipment for
commercial and consumer use. lts
cardiovascular and strength train-
ing products, including the re-
nowned Lifecycle exercise bike,
are used in health, fitness and
wellness facilities, as well as in
homes, worldwide.

products.

News is for you.

Go to
the HEAD of
the CLASS with
an AD here.

By advertising every month in
The CLUB INSIDER News...
you will gain an edge on the
competition. You will reach
over 5,000 club locations and
decision makers every month.
The people who need your

If you sell products and ser-
vices to club owners and man-

agers... The CLUB INSIDER

Next Issue: AUGUST
Ad Deadline: August 10th
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Partnership Charters: The Process for Achieving “Interpersonal
Equity" and Avoiding the Partnership Distress Syndrome

By Richard Yocum

Editor’s Note: This is Part
11 of the two-part series on Partner-
ship and Family businesses.

Have you ever felt the
relationship you have with your
partner(s) wasn’t working to your
satisfaction? Is it presently out of
balance? What tools do you use to
establish or strengthen the existing
bond? What process is available to
help you and your partners thor-
oughly examine the relationship
and generate agreements about
those conditions that cause you to
believe your partnership is out of
alignment?

In a recent poll conducted
by INC.Magazine, 60% of respon-
dents cited “personal conflicts” and
59% reported “unmet expectations”
as fop reasons why partnerships
don’t work. When partners’ per-
sonal balance sheets aren’t adding
up and their interpersonal balance
sheets are not satisfying, partner-
ship distress syndrome is bound to
threaten the relationship. Sooner or
later, someone will do something to
restore Partner Interpersonal Equity
(PIF).

Most partners develop le-
gal agreements (partnership and
buy/sell) during the early formation
of the deal. Partners derive some
sense of comfort that these docu-
ments will protect them from the
disastrous consequences of any
egregious acts committed by their
partners and provide a means by
which the parties can separate ami-
cably and financially intact. Part-
nerships are more likely to run
smoothly and realize their potential,
though, when they are guided by a
more complete and thorough set of
understandings and agreements.
Developed by David Gage, Ph.D.,
founder and President of Business
Mediation Associates, the Partner-
ship Charter is a tool that results
from healthy, open, private discus-
sions, often facilitated by profes-
sionals with expertise in working
with partners and partnerships.
Here are seven elements so often
avoided by partners, yet essential to
discuss and incorporate to docu-
mented partnership charters:

Expectations,  Under
their expectations for the business,
the partners document how they
agree on the direction and future of
the business and on how they will
cause business to happen. This is
essentially a mini-business plan or
executive summary and includes
things like the expected workloads

of the partners, and ideas about
employee participation (equity,
profit, decision making) and
probable rate of growth. Under
their expectations for each other
and for the partnership, the part-
ners give consideration to the
possibility of new partners, the
consequences if one partner fails
to perform, how they will keep
each other informed, to what
degree they will socialize, how
long the partnership will last, and
what each will do to keep the
partnership healthy.

9,

Partner’s Interper-
sonal Equity (PIE).  This is
an important elaboration on the
matter of fairness—something
which makes or breaks many
partnerships. PIE includes an
examination of what each part-
ner plans on contributing to the
business, such as money, exper-
tise, reputation and business. It’s
never as simple as money,
though money is important.
Also important are indirect com-
pensation, time off, titles and
positions, power, control and
authority, and freedom to travel
or the freedom not to travel.
What the partners will receive
from one another is definitely
worth including, such as trust
and cooperation, recognition,
predictability, and a positive at-
titude. Itis crucial to know what
your partners value —and give
them as much of what they value
as possible—because a positive
sense of interpersonal equity is
motivating. A feeling that one’s
partners are getting more out of
the partnership leads to what we
call partnership distress syn-
drome. Remember, when it
comes to fairness and PIE, it’s
the partners' perception of what
everyone is putting in and tak-
ing out that’s paramount, not
necessarily the reality.

Values and Ethics
Statement, Successful partners
often speak of what a difference
it made to share the same val-
ues. Having an objective test ad-
ministered provides an accurate
assessment of values. During
the discussion of values and eth-
ics, partners realize their differ-
ences and their tolerance of dif-
ferences. The partners express
how they intend to have their
values “live out” in the business
and with each other.

Scenario Planning.
Partners imagine a host of pos-
sibilities of what might happen
in the future; and through their
dialogue they develop guidelines
about how they will operate the

business and the partnership. The
list of what-if scenarios may in-
clude things such as incredible
business success and/or failure,
a suitor appears and wants to re-
tain only one partner, strategic
partnership issues, requirements
for capital infusion, a key em-
ployee defects to a competitor or
the partners disagree on direction
of the company.

The point of scenario
planning is not to try to plan for
every eventuality but to learn
more about how your partners
would handle the unexpected.
Too often partners only learn this
kind of thing when reality strikes.
It also allows partners to create
clear guidelines for dealing with
situations that could happen.
Dealing with them ahead of time
in the hypothetical—rather than
later in reality—is much, much
easier. For example, deciding
how to handle a six-month inabil-
ity to work is much easier to do
when it could happen to anybody
than when it’s already happened
to one person. The list of what-
ifs to consider should also in-
clude things such as losing trust
in one another, a partner becom-
ing dependent on alcohol or
drugs, and a pariner developing
a lifestyle which the other part-
ners believe is harmful to the
company’s reputation or status in
the community.

ties, Authority., Partners need
to be clear about how they will
share leadership. They should
delineate which duties and arcas
will be co-managed and which
will be separately controlled by
one or another partner. Clarity
about how decisions will be
made and not just who has titles,
is crucial to a well functioning
partnership.

Mechanisms __for
Maintaining Communication

When difficulties arise in partner-
ships, communication has a ten-
dency to taper off, even though
more talking is what is usually
needed. Mechanisms for main-
taining communication during
normal and difficult times should
be in place. Partners should es-
tablish what is confidential be-
tween or among them and what
is not. The type and frequency
of partner meetings should be es-
tablished. The use of mediators
and a step-wise progression for
resolving disputes should be set
to agreement when everyone is
coming together, or at least be-
fore any dispute arises.

Plan For The
End. Mortality is one of
the most avoided areas of
discussions, understand-
ably so, Nobody likes to

think about ending when |}

they are just beginning. Bul
there are real advantages to
doing it. Planning for the

eventual dissolution of the ||

partnership and the busi-
ness, as difficult as these
scenarios may be to con-
sider, has the potential to
prevent disastrous conse-
quences for each other, es-
tates, families, employees
and customers.

Whether your
partnership is mature or in
infancy, in crisis or in cre-
ation, a set of agreements

(See Yocum page 24)

Richard Yocum

FRIDAY REPURT

Weekly Marketing Insights
For The Club Industry

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

P Immediately-useable marketing
action ideas in each issvel

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

P> Plus! Special In-depth reports

each year.

P> Only $159.00 per year (Less
than $3.10 per week).

P> Subscribe now, call 800-778-4411

P Fax to: 212-987-4337

A PUBLICATION OF CLUB MARKET VISION

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

(212) 9874300 (800) 778-4411

FAX [212)987-4227
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25 Ways To Promote Your Wellness Program

Reprinted from Austra-
lian Body Work's FISCAL FIT-
NESS Corporate Newsletter

(Editor's Note: These are
guidelines provided for members
who seek to establish and promote
corporate wellness programs
within their company. The list can
also serve as part of a package de-
livered to corporations that are
prospective corporate member-
ship candidates.)

#1 Host a Wellness
Breakfast. Offer bagels and juice
and display your program infor-
mation and schedules.

#2 Paycheck stuffers -
distribute monthly updates of
Wellness Plan programs.

Employee newsletter
- include articles on the
company’s wellness plans.

#4 “Fitbucks” - de-
velop cash incentives with
which employees can buy logo
products that promote the
wellness plan. Reward employ-
ees for attending wellness pro-
grams.

#5 Competitive
Games - encourage employees
to participate in competitive
games.

#6 Stress Reduction
Tips - give sand-filled balloons
to the most stressed out depart-
ment. Rotate monthly and offer
stress-reduction tips with the
balloons.

#7 Use cafeteria and
common-area bulletin boards to
post program schedules, fliers,
elc...

#8 Email program
registration forms to all employ-
ees on a monthly basis.

#9 schedule lunchtime
visits with fitness specialists to
demo or introduce new programs
or workshops.

#10 Develop new em-
ployee packet stuffed with
wellness plan information

#11 Print messages re-
lating to Wellness Plan on em-
ployee paycheck stubs.

Input classes or
programs onto community calen-
dar in company email.

#{3 Awareness Kits -
send all department heads an
“Awareness Kit” explaining the
company’s commitment and ex-
pectations relating to the
Wellness Plan.

#14 Mail or fax press
releases to the local media about
the success of your employee
wellness plan.

#135 Testimonial Book-

start a book of employee testi-
monials to help nonexercisers
gel started.

#16 Reward Sys-
tem- develop a reward system
for exercising employees who
help non-exercisers get started.

#17 Photagraphs -
Display photos taken of em-
ployees participating in a
wellness program.

#18 Before & After
Photos - Display photos of em-
ployees who have lost body
fat.

#19 personal Invita-
tions - from department heads
or HR Department inviting
non-exercisers participate in a
class.

#20 Balloons - give
to any employee to attach to
his or her desk for participat-
ing in a wellness program.

#21 Employee of the
Month - identify an employee who
does well by posting his/her photo
and testimonial.

#22 Statistics - display
positive stats regarding the success
of an employee or group of em-
ployees.

#23 Internet- set up a
home page for the company’s
wellness plan program. Establish
a forum for employees to discuss
the program among other employ-
ees.

#24 Have a party! Em-
ployees love to party. Make sure
Wellness Plan information is avail-
able at all employee parties or
functions.

#25 Fortune Cookies -
buy cookies with your program
message and words of encourage-
ment. Hand deliver to employees.

«.CST

continued from Cover

& Wellness dominates the Albuquer-
que market. The clubs, owned by
Scottand Spencer Garrett, are within
five miles of each other, and draw

membership from every residential
and commercial area of the city.
New Mexico Sports &
Wellness has over 10,000 member-
ships. They won the IHRSA Fit-
ness Director of the Year Award in
1997 and the IHRSA Kaiser 50+
for senior programming in 1998.

..Revenues

continued from Cover

20.8 million to 22.5 million. He
further noted that the number of

between 1996 and 1997— from -

health clubs grew by 5% in the
six-month period from July,
1997 (13,097 clubs) to January,
1998 (13,799 clubs).

“Health clubs are in-
creasingly emphasizing that
regular exercise in a supervised

environment is a necessity, not a
luxury. And our aging population is
ready to hear that message”, Mr.
Howland said. “This is a good time
to be in the health club business.”

e

you will be able to:

» Focus your organization (and yourself) on producing the skills, attitudes, and abilities that form the foundation of responsibility

WANT RESULTS?
BE RESPONSIE

Responsible Managers Get Results shows you how to master the two crucial skills of a responsible manager-problem sol\'i.ng
and getting people to work together. With those skills and the detailed, step-by-step guidelines and procedures the book provides,

LE!

"ResponsiBLE ManaGgers GET ResuLts”

How the Best Find Solutions - Not Excuses
by Gerald W. Faust, Richard I. Lyles and Will Phillips

» Focus people on taking responsibility for RESULTS not just activities
= Develop responsibility to the customer and the organization 3
« Break down barriers to taking responsibility that exist in society as a whole, as well as in individual and corporate mind-sets

= Initiate and sustain meaningful change
« Enhance collaboration and team efforts throughout your organization
» Elevate problem solving to a strategic, ongoing process and develop optimal solutions to problems using a proven seven-step method
* Overcome organizational cultures that block teamwork

« Create an organization that inspires responsibility in its workforce, and more.

PLEASE maiL, pHONE Ok FAX YOUR ORDER: *
Faust MANAGEMENT CORPORATION
10085 CarroLL CANYON Roan, Surte 210

San Dieco, CA 92131
(619) 536-7970 »= (619) 536-7976 (Fax)

YES! PLEASE SEND ME THE FOLLOWING:

"REsPONSIBLE MANAGERS GET ResuLts!"
(Please indicate number of books ordered. CA residents please add sales tax.)

>

=

$24.95e~

Name Shipping & Handling:
O Check Amount. Add $3.00 per book
; International rates slightly
Company 0 @0 @]" Q higher. Please callffax
! i — for exact amount.
Street Address, —_——— R
City/State/Zip Card Number Exp. date
| Daytime Phone Signature
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LOOKING FOR THE BEST PRICED
ELLIPTICAL ON THE MARKET?

YOU JUST
FOUND IT.

CALL FOR MORE INFORMATION

HOGGAN HEALTH INDUSTRIES 800.678.7888




. PAGE 22

er

FITNESS CLUB
NETWORK SOLD
Sale Designed To
Enhance Program
For Clubs

In a move designed o en-
hance the ability of its Fitness Club
Network to deliver corporate leads and
prospects to its member clubs, IHRSA
has transferred all rights and title to
the network to the International Fitness
Club Network, Inc. (IFCN). Thiswill
be the sole business concern of IFCN,
which is owned by IHRSA’s former
Director of Networks, David
Pickering. The new ownership is ef-
fective immediately.

"Within the constraints of
operating our membership-driven as-
sociation, [HRSA is not able to keep
up with member expectations for the
FCN program,” said John McCarthy,
executive director of IHRSA, in ex-
plaining the decision to sell. “Dave
has worked hard to develop the exist-
ing network client base and has ongo-
ing negotiations with scores of other
clients.”

The IFCN currently serves 15
corporations and health insurers, rep-
resenting more than 15 million em-
ployees and insureds in the U.S.
Among recent clients signed on by
Pickering is Digital Equipment Corp.
which is offering a $200 annual health
club membership subsidy to its 27,000
cligible employees worldwide.
Among other clients are Microsoft,
FedEx, Aetna, Pitney Bowes, Charles
Schwab and others.

The IFCN will honor exist-
ing enrollment terms and benefits for
clubs currently involved in the net-
work, including:

* IHRSA standards will be
required of all participating facilities;

* IHRSA clubs set their own
corporate rates, and offer their lowest
rate to network client employees or
insureds/members;

+ IHRSA club participation in
the network will be free and voluntary.

Other clubs interested in join-
ing the IFCN should contact Pickering
or Ann Driscoll, Vice President of
Network Operations, at 1-888-321-
IFCN(4326).

IHRSA AWARDS FIRST
TENNIS GRANT
Fundin ng is Part of
USTA’s Plan to
“Grow the Game”

Aemﬁt at Royal Oaks

Club in Bryan Station, Texas,
has become the first recipient
of a series of grants that [HRSA
is making to its member clubs
to encourage them to increase
participation in tennis.

As part of its $31 mil-
lion initiative to “Grow the
Game”, the U.S. Tennis Asso-
ciation awarded $50,000 to
IHRSA for the grant program.
The grants support IHRSA
clubs which are willing to or-
ganize and run a “Tennis Free
For All” lesson event, along
with a low cost, follow-up in-
structional program called
“USA Tennis™.

IHRSA's USA Tennis
Community Leader grant of
$3225 maiched Aerofit's in-
vestment to pay the pros and
promote the first of three pro-
grams it is running. Aecrofit's
five-month program launched
in March. The club gave les-
sons to 200 participants last
year through a similar initiative
and hopes to double the num-
bers this year, according to
Darren Busby, General Man-
ager. Aerofil is owned by the
Galindo Group.

A total of 170 commu-
nities are receiving financial
support directly from the USTA
this year to “Grow the Game".
IHRSA clubs outside of these
communities may apply for
IHRSA’s USA Tennis Commu-
nity Leader grant to organize
USA Tennis programs. For
more information, contact Rick
Devereux at 800-228-4772.

World Educational
Tour Planned
Aim is to Expand
LeammglNenvork-
ing Opportunities

Taipei. Taiwan will
be the first of 10 stops on the
World Educational Tour being
organized by IHRSA. The
seminar will be held on August
26 in conjunction with the
Aerobic Fitness & Health Asso-
ciation’s annual convention.

The seminar series
has been created in partnership
with some of the industry’s
leading suppliers, including
Cardio-Theater, Cybex, Precor,
Schwinn Fitness, StairMaster,
StarTrac and Technogym.
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UPDATES

“Our goal is to provide
both business education and net-
working opportunities to club
owners and managers outside of
the U.S.,” said Hans Muench, Di-
rector of International Develop-
ment for IHRSA. “A secondary
benefit is that owners and opera-
tors from other countries—in-
cluding the U.S.—will have the
opportunity to attend seminars in
the tour countries and get a new
perspective from a different cul-
ture on their business.”

Among the topics to be
addressed at the seminars, which
will be presented by some of the
industry’s leading club owners
and consultants, are: club man-
agement, sales marketing and
promotions; member retention;
financial planning, operations;
and worldwide industry trends.

In addition to Taiwan,
the World Tour will include nine
other countries over the next 12
months. Currently scheduled
dates include:

* August 26 - Taipei, Taiwan

* August 31 - Bombay, India

* September 26 - Barcelona, Spain
* October 10 - Buenos Aires,
Argentina

* October 23-24 - Stockholm,
Sweden

* November 19 - Sydney, Austra-

lia

* February 24 - San Paulo, Brazil

A complete list of up-
coming locations and dates can
be found on IHRSA's website at
www.ihrsa.org/international. For
more information, send e-mail

*1o intl@ihrsa.org, or contact John

Kershat 617-951-0055, ext. 151.

Hea!rh Clubs Win
egislative Battles;
IHR A Is Catalyst for
Victory in Five States

Bostnn, MA.- The
Massachusetts, Pennsylvania and
Wisconsin legislatures were the
ones to watch this past year, as
each passed precedent-selting
bills that profoundly affected not
only health clubs in their states,
but potentially nationwide.

In Massachusetts, Act-
ing Governor Paul Cellucci
signed into law a bill that guar-
antees the right of women-only
health clubs to exist in the state.
Pennsylvania passed first-of-its-
kind legislation giving small

business the right to sue because
of unfair competition. And Wis-
consin passed legislation requir-
ing all hospital health clubs to
pay property tax.

“Passage of these laws
is significant beyond the borders
of these states,” said Helen
Durkin, director of IHRSA’s gov-
ernment relations department,
noting that IHRSA worked
closely with member clubs in the
three states to pass the laws.” “In
all three cases, a precedent has
been set. Other states consider-
ing similar legislation will look
at these laws and be influenced
by them.”

IHRSA was also the
catalyst for legislative and judi-
cial victories in two other states
over the past 12 months, includ-
ing:

* Missouri, where the
Supreme Court ruled that Gold’s
Gym in Columbia does not have
to collect sales tax on ils mem-
bership dues;

* New Hampshire,
where [HRSA clubs lobbied suc-
cessfully for legislation giving
consumers increased protection
from unscrupulous club opera-
tors. The bill has been sent to the
Governor for her approval.

Ms. Durkin noted that
currently there are 11 states to
watch for legislative and judicial
activity affecting health clubs in
the coming year. They include:

* Arkansas: considering
fighting the sales tax;

* Florida: fighting the
sales tax;

* [llinois: fighting unfair
competition from hospitals;

* Lousiana: considering
fighting the sales tax;

* Massachusetts: intro-
ducing fair competition legisla-
tion;

* Ohio: fighting for
sales tax repeal and fair compe-
tition

* Pennsylvania: making
a test case on new fair competi-
tion law;

* Texas: introducing fair
competition legislation:

* Utah: fighting sales
tax and pursuing fair competition
legal case;

* Washington: fighting
for sales tax repeal and consider-
ing fair competition action;

* Wisconsin: mounting

acomprehensive effort to stop un-
fair competition.

New Award to
Recognize Best Club
anagers
First Recipients to Be
Named at
IHRSA Convention

Buston.MA.A In order
to recognize the crucial role
played by health club managers in
determining the success of their
operations, IHRSA and Life Fit-
ness are teaming up to establish
the annual IHRSA/Life Fitness
Club Manager of the Year Award.

*“The club manager is the
heart of the club,” said John
McCarthy, Executive Director of
IHRSA. “This individual has to
motivate and energize the staff to
ensure that members always have
a good experience when they walk
through the doors of the club—the
kind of experience that will keep
them coming back.”

“In addition to being a
great host, the club manager must
be an excellent strategist with
solid business skills—someone
who is able to provide the owners
with a return on their investment,
the staff with opportunities to
grow, and members with an envi-
ronment, support and programs
that will help them realize their
fitness goals,” said Augie Nieto,
president of Life Fitness.

The award will be of-
fered in two categories: single club
operations and multi-club opera-
tions. The winners will be cho-
sen by a panel of judges compris-
ing industry experts. Judges will
look at experience, education,
profitability, membership growth
and retention, staff motivation and
retention, creativity, internal club
systems, and community involve-
ment.

The first recipients will
be named at the Association’s an-
nual Convention and Trade Show,
which will be held in San Diego,
California, March 24-27, 1999.

Deadline for entries is
November 16, 1998. Applicants
must be members of IHRSA. For
a copy of the application, call
Donna Garrity at 800-228-4772
(U.S. and Canada or (617) 951-
0055.)

L
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ARE YOU MAXIMIZING
YOUR MEMBERSHIP

SALES POTENTIAL?
Our Client’s Resubts Speak For Themselves

“Not only did Sales Makers help increase “Sales Makers delivered on every promise
both our club sales by over 20% and our — Increasing our sales dramatically with-
monthly dues by over 50%, they also had out discounting our dues. We followed

a major impact on our overall retention their procedures and dedicated ourselves
efforts. I would personally recommend Lo the excellent techniques and systems
Sales Makers to any owner who wants (o they implemented, with the result being a
increase sales and professionalism in complete “turnaround” in our sales.

their own clubs.” Again — thanks for everything!”

— Art Chappell, Owner — Ellen Koelsch, Marketing Director

SOLHIOSE Athictic Clubs, Clubfit, Briarcliff & Jefferson Valley, NY
Auburn & Grass Valley, California s : CIIere ey, |

EXPERIENCE = INTEGRITY = RESULTS

Some of the best clubs in the country have worked with
Sales Makers to maximize their revenues. Since 1979, Sales Makers has been
committed to increasing club owner returns without discounting dues
or running slick ad campaigns. We've built our reputation by creating satisfied
clients through the development or improvement of a club membership sales staff
and the implementation of proven management systems and marketing programs.

Sores MoEers

membership specialists

Call: 1-800-428-3334

FLORIDA OFFICE: 1509 SW 53rd Terrace * Cape Coral, FL 33914 * 941-945-3208 * Fax 941-945-3029
NEW YORK OFFICE: 195 Old West Point Rd. * Garrison, NY 10524 * 914-736-0307 * Fax 914-736-0508

BUT DON'T JUST TAKE OUR WORD FOR IT. . .WE'LL PUT YOU IN TOUCH WITH OUR CLIENTS!
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BALLY TOTALFITNESS “BFIT UNIVERSITY”
RAISING STANDARDSACROSSTHE BOARD

By Jason Conviser, Ph.D.

Cllicago.lL.- When
you operate 330 fitness centers in
27 states with 12,500 staff mem-
bers and 4 million members, one
of the greatest challenges is obvi-
ously to ensure a high quality de-
livery of professional services
across the entire system. If you're
Bally Total Fitness, you start by
hiring the best people you can find.
“Then, you develop a series of
training and incentive programs to
consistently reinforce the member
service behaviors you need exhib-
ited by your staff members. And,
to make sure the fitness programs
you offer are the best they can be,
you invest heavily in a series of
educational seminars and work ag-
gressively to get this training to all
of your fitness instructors across
the country.

Bally Total Fitness® ap-
proach to this last strategy is an in-
novative fitness professional train-
ing program called: “BFit Univer-
sity.”

The cornerstone of “BFit
University” is an innovative 30-
hour instructor training program,
This intensive training course pro-
vides the theoretical and practical
foundation needed to launch a ca-
reer in the fitness industry and em-
phasizes:

*Anatomy

* Physiology

* Components of an Aerobics/
Group Class

* Music and Cueing

* Developing Choreography

* Muscle Conditioning and
Flexibility

* Form and Technique

* Injury Prevention

* Risk Effectiveness and High
Risk Movement

* Professionalism and Legal

Issues.

Additionally, “BFit Uni-
versity” currently offers 15 other
three to four-hour training courses
that qualify for continuing educa-
tion credits to ACE or AFAA cer-
tified fitness professionals. These
include courses on muscle condi-
tioning, aqua aerobics, cardio-
box, kick-box, multi-step, and
many other subjects. According
to Loren Blake, Bally Total Fit-
ness” National Aerobics Director,
“New courses are currently being
designed on the subjects of yoga
fitness training, arthritis issues,
training of the obese, interval
training, high performance train-
ing and other specialized topics.”

Bally Total Fitness not
only trains its own instructors
through the “BFit University”
program, BTF also makes its
courses available to other fitness
industry professionals, at a cost of
$225 per participant for the 30-

hour instructor training
program and an average
of $30 per class per par-
ticipant for the special-
ized courses. “We'd
love to have more col-
leagues from other fit-
ness centers join these
classes,” adds Blake.

Instructors for
“BFit University” in
clude Dr. Jason
Conviser, Vice Presi-
dent, Clinical Services
for Bally Total Fitness,
members of the Bally
Sports Medicine Advi-
sory Board and key in-
structors and trainers
from Bally Total Fitness’
staff,

Bally Total Fit-

Jason Conviser, Ph. D.

ness' Training Hotline —
can provide more information on
the courses, as well as identify the
locations and times of upcoming

BFit University programs. The
Training Hotline number is: 1-888-
227-8836.

CASEY CONRAD EARNS
HONORSAS LAW
SCHOOL GRADUATE

Brislnl, Rhode Is-
land- Fitness entrepreneur, Casey
Conrad, founded Communications
Consultants in 1989. Communi-
cations Consultants, a fitness in-
dustry marketing firm, markets a
complete line of successful sales
training books, tapes and videos.
Casey Conrad is a highly rated in-
ternational lecturer in the health,
racquet and fitness industry as
well. Conrad calls herself “an
entrepreneural attorney”™ and will
focus her law practice on helping
small business owners improve
their marketing and sales skills.

Conrad was elected by
the faculty at Roger Williams

School of Law to receive the Na-
tional Women's Lawyers
Association’s (NWLA) outstand-
ing female graduate award. Dr.
Barbara Bernier, Professor, com-
ments, “The NWLA Award is re-
served for the law graduate who
contributes most to the advance-
ment of women in society, pro-
motes issues and concerns of
women in legal education, exhib-
its tenacity, enthusiasm and moti-
vation, demonstrales academic
achievement and earns respect of
faculty and administration.” Roger
Williams University School of Law
is the only law school in Rhode Is-
land

<Durak
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puts your facility ahead of the com-
petition, Rehab Continuum Re-
port. 6;8:105-06, August, 1997.

3. Pine, P. Accreditation
- license to play. NFTA Newslet-
ter report. Spring, 1998,

4. Oldridge, NB. Cost
savings of chronic cardiac rehab
services. Report to the Southwest
American College of Sports Medi-
cine, Nov.1991, San Diego, CA.

5. Pellitier, KH. Areview
and analysis of the health and cost-

effective outcomes studies of com-
prehensive health promotion and
disease prevention programs at the
worksite:1993-1995 update. Ameri-
can Journal of Health Promotion.
10;5:380-88, May/June, 1996.

6. Health Care Dimensions
(Tempe,AZ) works with health clubs
to form networks to provide facility
memberships to HMO members.

7. Gandolfo, C. Health in-
surance subsidizes fitness. Fitness
Management, pg. 52-54, June,'98.

8. Omish, D., Brown,S,
Scheerwitz, LW, et al. Can lifestyle
changes reverse coronary heart dis-
case? The lifestyle heart trail. Lan-
cet. 336-129-33, 1990,
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based on frank, thorough discus-
sions of these seven key topics
will solidify, revitalize, or reorder
your partnership. Going through
the process of creating a charter
decreases ambiguity and builds
trust in one another. Developing
a Partnership Charter, and
revisting this process and tool pe-
riodically, helps partners navigate
their unchartered “white waters”.

Recently, a group of club
owners distinguished the tool
from the process that generates the

tool. Their insight was “the real
value is in the process itself.”
Scary? Perhaps. Powerful? Al-
ways. To maximize value, part-
ners should create “space” for
these conversations. Commit to
uninterrupted time in a place
where each partner feels comfort-
able. Set operaling agreements
with each other regarding what
and how issues will be discussed.
Allow that it may take a series of
meetings (three or more sessions,
depending on the number of part-
ners and complexities of the part-
nership.and business) to complete
the original charter. Subsequent
reviews typially take a day or so

and are scheduled quarterly, semi-
annually, or annually, as the matu-
rity of the partnership and business
warranl. These discussions cover
sensitive areas. It may be helpful
to utilize an outside facilitator who
has the experience and tools to as-
sist partners to explore and docu-
ment all necessary topics and
agreements. Upon completion,
celebrate!

{Richard Yocum is a se-
nior mediator and business con-
sultant associated with Business
Mediation Associates, Suite 603,
1301 20th Street N.W,, Washington,
DC 20036. Phone (202) 363-1108)

WE HAVE OVER 15,000 LOCATIONS, ALL

WITH ONE THING IN COMMON...

Add Jazzercise to your facility!
Meet your scheduling and community needs
with over |2 formats to choose from —

jazzergise

Call Jazzercise,Inc.(760) 434-2101
to Locate a District Manager inYour Area

FUN.

each taught by a certified instructor.

Visit us on the World Wide Web ot http:/iwww.jozzercise.com
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PACE:

The 'Deconditioned'
Friend Referral Tool

By Rande LaDue

Over the years, health
clubs have been relying on mem-
ber referrals as one of their major
soucres of revenue. That's why
they want to keep their existing
members happy; it is much less ex-
pensive to keep a member and have
them bring in friends than it is to
go out and try to find new mem-
bers.

Group exercise programs
have proven to be an excellent re-
ferral tool for many years- for a
good reason. It's more fun to work
out with your friends (especially if
they are in the same shape as your-
self). But what about that friend/
spouse/girlfriend or boyfriend who
is a bit out of shape or feels too
uncoordinated to participate with
the traditional group programs?
The answer-PACE: The Group Ex-
ercise Program for EveryBody™.

sense of camaraderie while the
instructor provides the fun, super-
vision and motivation. Because
it combines both cardio and
strength workouts together, PACE
will allow us to service even those
busy executives who don’t have
the time to work out with conven-
tional equipment.” “PACE has
excited all our staff as well as our
members since it's introduction on
June 23rd. Most clubs play “Wait
and See” before buying new
equipment or programs and then
play “Follow the Leader” or
“Catch-up™ a year or two later
when everyone else has the same
thing. We wanted to remain lead-
ers of the pack; that is why we
invested in The PACE Group Ex-
ercise Program™ for five of our
seven Research Triangle loca-
tions. We have no doubt that we
will soon be seeing our members
bringing in some of their out-of-
shape friends who have been too
intimidated in the past for their

-

INFORMATION REQUEST

If you would like to receive information from or be contacted by advertis-

ers in this issue just clip or photocopy this form, mark the block(s) of the respec-
tive companies, complete the information requested in the blanks and fax to the

Because of its hydraulic resistance first free PACE class.”

that accomodates to the effort of the
individual user, it is common to see
a deconditioned person work out
right alongside a very fit person in
the same PACE class. And since
PACE requires no skill or coordi-
nation, it can be a very non-threat-
ening way to get that out of shape
friend into a club.

One recent PACE cus-
tomer, Spa Health Clubs in Raleigh,
N.C., plans on using their PACE
Program not only as a referral tool,
but a member retention and service
tool as well. Jason Douglas, Direc-
tor of Operations for Spa Health
Clubs says, “Twenty-two years in
business has taught us that service
must always be our #1 priority. Our
satisfied customers have always
been our best form of advertising.
We are looking at PACE as a means
of complimenting our different fit-
ness levels in a fun and exciting
new way. The key word to PACE
is fun! The group format offers a

Rande LaDue, owner of
Pro*Fit Enterprises, National Dis-
tributor of PACE, feels that it’s
the old 80/20 rule. While most
clubs are trading members and
competing for the 20% of the US
population who are already fit,

progressive clubs are looking for -

ways to attract the majority of
Americans who are unfit. LaDue
citesa May 29th Associated Press
article that states the percentage
of deconditioned Americans has
increased by about one-third in the
last 20 years with more on the way
as over 25 percent of today''s chil-
dren are overweight or obese. If
you are interested in a free video
or more information on PACE or
a Kids' Pace Program, call Pro*Fit
at: 888-604-2244 or visit their
websit at www.pacepro-fit.com.
Pro*Fit has been recognized by
the American Council on Exercise
(ACE) as a Continuing Education
Specialist.

MAKE IT

FUN!
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The Simpie & Powerful

Club Management System

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

Photo-imaging Check-in
Unlimited Report Capabilities
Automated EFT

N X =Y

Full Service Customer Support
(Phone, Fax, Seminars)

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

Club

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

"nner 2 1 (800) 554-5?:%?45%?@52-%%




PAGE 27 ECluh ”Iw_l'lsidel‘ JULY ISSUE

One source for everything.
Life Fitness.

o Lifecyclo” Exercise Bike pionderoid the success of computerizod programiing aog

mativating feedback

Rely on Life Fitness to deliver
wxactly what you need the
world’s most reliable CV and
strength equipment that keeps
members motivated and coiming
back for more. And since we give

vou the best in all product

The Bf'f‘f_ﬂ]ft’ﬁf The revolution continues. Our full line of CV equipnnent with Heart Rite Zone

Traming programs makes exercise smarter. Safer. And more motivating,

categories, there's no more
shopping arcund. You'll save wear
and tear on yourself, and money

in the long run. And talk about

all-in-one service we Laillor
It To your nisids Eraiinig, isarketingg,
layout services, and financing
Looking for the best of everything?
It takes Just one call
1.800.634.8637

The Stronc €S1. From CV to strength, the Life Fitness praduct fine contimios 1o grow with "
- ’

strong hne-up of computerized, selectorized, and plate-loaded egupnont

s ]

Rely on it
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kP

fPUMP Instructor
California

Instructor, ldaho

TA

bodyPUMP Instructor, Alabama

-
ML
Instruetor, Oregon

MR
Instructor, Nevada

Instructor, Texas

HB
I” Instructor, California

LC
h’.\“'ﬂl"f{-’f', Hlinois 1 Program

" Instructor, Georgia " U0 WIS (NLERA (A

800.SAY.STEP
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