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Helping The Older Get Better



NDO. 41 IN A SERIES OF 539 SUCCESS STORIES

BRENDA AND PLEASANT LEWIS BUILT
THEIR BUSINESS FROM THE GROUND UP
THE GOLDS GYM NAME HELPED
THEM TAKE IT TO ANOTHER LEVEL.

THE LEWIS FAMILY HAD BEEN IN THE HEALTH CLUB BUSINESS IN THE WASHINGTON D.C.
AREA SINCE 1985 AND WERE QUITE COMFORTABLE WITH THEIR OWN NAME AND IDENTITY,
JRON WORKS GYM. BUT WHEN THEY CHANGED THEIR CLUBS TO GOLD’S GYM, THEY SOLD
MORE MEMBERSHIPS THAN THEY EVER THOUGHT POSSIBELE. ERENDA AND PLEASANT'S
SUCCESS, IN FACT, HAS HELPED THEM OPEN SEVERAL ADDITIONAL GYMS; INCLUDING A
32,000-SRUARE FOOT FACILITY IN ORLANDD AND ANOTHER ONE ON THE WAY. AND IF YOU
ASK THEM, “IT WAS THE BEST BUSINESS MOVE WE EVER MADE.” TO FIND OUT HOW YOU
CAN BECOME PART OF THE LARGEST INTERNATIONAL GYM CHAIN, CONTACT THE GOLD'S
GYM FRANCHISING DEPARTMENT TODAY AT (310) 392-3005 OR VISIT WWW.GOLDSGYM.COM.
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GLENN COLAROSSI HELPING
THE OLDER GET BETTER

Agekit Sells The Benefits Of Exercise To A Receptive Market

By Peter Healy

I.Jke his well-toned biceps,
the census data is bulging on the bar
graphs that Glenn Colarossi points to:

* The number of Americans
age 50 and up is expected to grow from
76 million this year to 115 million by
2020.

* The Census Burcau pre-
dicts the current life expectancy of 75
years old in the United States will jump
to age 90 by 2050.

* Americans 50 and older
possess halfof the nation’s discretion-
ary income, own 77 percent of all fi-
nancial assets and account for 58 per-

As the BODYPUMP pro-
gram has grown in popularity across
the country, more and more clubs have
attempted to duplicate its success with
their own version of a group fitness
barbell class set to music. The Step
Company, agent for BODYPUMP in
North America, has experienced nu-
merous legal violations by clubs and

cent of all health-care spending,
according to the bureau.

* Health club member-
ships rose 118 percent among the
55 and over population between
1987 and 1995.

“The age wave is like a
rabbit being swallowed by a boa,”
said Colarossi, a Stamford, CT.
resident. “It’s a huge mass moving
along atimeline. The fastest-grow-
ing segment in the health-club mar-
ket is the over-50 crowd.”

Colarossi, 40, did the
math and started AgeFit in 1997.
The company provides consultants
that set up strength training pro-
grams at residences for the elderly.

.The firm’s customers include

Westfield Court in Stamford, Stony
Brook Court in Darien, Chancel-
lor Park of Ridgefield, Evergreen
Woods of North Branford and Lau-
rel Gardens facilities in Milford,
Orange,

Woodbridge, Hamden and Avon.

Those facilities comprise
both assisted and independent liv-
ing centers. The rest of Age Fit's
12 customers are in upstate Con-
necticut, Long Island, N.Y,, and
New Jersey.

Aiming for controlled
growth, Colarossi said the privately
owned company of which he is
President expects to add three to
four institutional customers a year.

AgeFit, which has four

employees, trains staff at facilities
for the elderly to operate strength
training programs for their resi-
dents.

The clients exercise their
arms and legs on equipment on
which they can adjust the weight
to fit their strength, age, size, dis-
ability or medical condition. The
equipment includes leg press, leg
extension and leg curl. They exer-
cise their arms by lifting
dumbells,pulling down a bar in a
lat pull machine and working out
on a modified rowing machine on
which they sit upright.

Other equipment com-
prises treadmills and stationary bi-
cycles, which have pedals and

LATE BREAKING NEWS

The Step Company Pursuing Legal
Action Against Body Pump (Offenders) -

instructors. Until recently, The Step
Company has attempted to simply
inform infringers of the problem
and request they stop. Unfortu-
nately, the lack of cooperation by
clubs and instructors is now result-
ing in stronger action. The Step
Company has directed Troutman
Sanders, LLP, an Atlanta firm of
over 300 attorneys specializing in

intellectual property and litigation,
to pursue a dozen clubs and ap-
proximately ten instructors, each at
various levels ranging from nego-
tiations and discussions to the ac-
tual filing of lawsuits.
BODYPUMP is the
original barbell class, developed by
Les Mills International in New
Zealand in 1990 and introduced in

the U.S. three years ago by The
Step Company. The success of
BODYPUMP, BODYATTACK,
BODYFLOW, BODYSTEP and
RPM are the result of a seven-step
system that includes Group Fit-
ness Management, Program De-
velopment, Instructor Training,
Quarterly Programming Releases,
Quality Control, Research Studies

handles that allow the residents to
work out their arms and legs at the
same time.

The residents do strength-
training three days a week. An
AgeFit staffer drops by once a week
to supervise residents’ workouts and
assess their progress.

The institutional customer
pays AgeFit a management/consult-
ing fee, the size of which Colarossi
would not reveal. He also is Direc-
tor of Stamford Athletic Club, a fit-
ness center that the Greek Orthodox
Church of the Archangels owns at 75
Third St. Colarossi also had been a
managing partner of the former
Landmark Athletic Club in down-

(See Glenn Colarossi page 10)

and Marketing Materials. Clubs that
license BODYPUMP and the other
programs receive the entire system
plus the benefit of 200 professionals
and a $4 million annual budget to
deliver world class experiences.

Three of the most common
types of BODYPUMP violations
are: .

(Sce BODYPUMP page 26)

State Of The Health Club

OIII' thanks to IHRSA and
Life Fitness for the producllon of and

permission to summarize the 2000
State of the Health Club Industry
Report. The State of the Industry
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is just one of many publications
produced by IHRSA each year.
Other IHRSA publications avail-
able to both members and non-
members include: “Why People
Quit™ and “Why People Stay™ both
sponsored by Fitlinxx, “The Eco-
nomic Benefits of Regular Exer-
cise,” sponsored by Precor and In-
ternational Fitness Club Network,
the *“ 2000 Passport,” the world’s
largest reciprocal membership pro-
gram sponsored by IHRSA, “Mas-
tering Telephone Skills and the
Club Sales Professiional”, spon-
sored by Sales Makers and TooLs
System Management and “Fitness

Industry Report

Industry Technology” sponsored
by IHRSA. Forinformation on the
publications listed above call
IHRSA at: (800) 228-4772.

State of The
Health Club Industry

Report Summary

Foreward by John
McCarthy, IHRSA Executive Di-
rector - “The rapid pace of indus-
try consolidation over the past year
is likely to continue for at least
three or four more years, offering
exit strategies for some, expanded
career paths for others and rapid

expansion opportunities for those
with the capital and expertise to take
advantage of these opportunities.

* Expanding market is
more opportunity than ever.

* Smaller multi-club
groups and independent clubs will
thrive. - y
* It is likely that 10-15
companies will emerge from the
consolidation era, controlling 30-35
percent of the industry’s facilities.

* A largely untapped mar-
ket of 88% of the U.S. and 94% of
the international population remain
as potential health club members.

(See State of the Industry page 4)
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The IHRSA SPOTLIGHT
20 Years, $250 - Again

IHRSA’s 20th Recalls Industry’s Progress

By Craig R. Waters
Publisher and Editor-In Chief
of IHRSA’s CBI Magazine

(Reprinted with permis-
sion from IHRSA)

The year was 1982. It
was the year of the launch of USA
Today; the breakup of AT & T; ar-
senic-laced Tylenol; Hill Street
Blues: the arrest of John DeLorean;
the death of John Belushi; the be-
ginning of George Wallace's fourth
term as Governor of Alabama; and
Cadillac Eldorados that cost
$19,700.

It was also the year of the
first Convention and Trade Show of
an Association, incorporated in '81,
that was then known as the Interna-
tional Racquet Sports Association
(IRSA), and presided over by Norm
Cates,35, the owner of two clubs in
Atlanta. The meeting was held in
Las Vegas, January 17-22, and at-
tracted 371 attendees, who paid $250
per person, and 30 exhibitors, among
them LifeCycle, Inc., presided over
by Augie Nieto, 23.

Well, things have changed.
An Eldorado, for example, now goes

* for $39,665.

And, on March 21-24,
2001, when the Association, which
is now known as the International
Health, Racquet and Sportsclub As-

sociation (IHRSA), celebrates its
20th Anniversary in San Fran-
cisco, things will be different.
Cates, 54, will be there, but as the
Editor and Publisher of The
CLUB INSIDER News. So will
Nieto, 42, but serving in his new
capacity as the Chairman of Life
Fitness, along with President
Kevin S. Grodski. IHRSA, which
now counts some 5,600 facilities
in 67 countries as members, ex-
pects that more than 10,600
people and 370 exhibitors will
show up.

But a few things haven’t
changed: Convention attendees
who sign up by September 30 will
still pay $250 each - a one-time
rate roll-back in honor of the An-
nive

“It felt big, it felt suc-
cessful, it felt as though we were
being presented with an immense
opportunity - if only we could get
our hands around it,” John
McCarthy, IHRSA’s Executive
Director, recalls of the first Con-
vention. Many of the attendees,
he explains, were the owners of
tennis and racquetball facilities,
and the pressing issue was the
industry’s transition into fitness
and from pay-for-play to monthly
dues.

“It was a real renais-
sance,” reflects Cates. “The in-
dustry was evolving - racquet
sports into multipurpose - and

most of us came away with a lot of
great new ideas.”

The first presenter on the
program was architect Donald
DeMars, who, like so many of the
others in attendance, would go on to
become an industry legend. Among
the others: Curt Beusman, Peter
Burwash, Rick Caro, Dale Dibble,
Mike Gebhard, Jennifer Harding, Red
Lerille, Todd Pulis, Tim Richards,
Alan Schwartz, Ted Torcivia, Mitch
Wald, Wayne Westwood, John
Wildman, and Ray Wilson. “All of us
were incredibly bullish about the fu-
ture,” says McCarthy.

That optimism, like the
$250 admission fee, also remains
unchanged. “If anything, the confi-
dence that people had back then, like
the industry itself, has grown,” he
observes. “And tomorrow’s opportu-
nities are going to demand the same
sort of proactive leadership that
yesterday’s required.”

Today, the issues have to do
with such things as consolidation, glo-
balization, computerization, the
Internet, 1POs, exercise-entertain-

ment packages, non-industry man-
agement teams, and the emergence
of menu-driven programs. But
IHRSA’s convention and trade
show is still the place where the new
ideas armive.... and thrive. The 2001
event will feature more than 100
sessions, a Spa Business Confer-
ence, Fitness Business Conference,
and a new Corporate Fitness Con-
ference, as well as a wealth of so-
cial activities. And while DeMars,
and Caro, and Schwartz, and a lot
of other familiar faces will be
present, there will also be a host of
new ones.

The keynote speakers will
be author and business guru Tom
Peters, a former IHRSA presenter,
and first-timer Benjamin Zander,
the conductor of the Boston Phil-
harmonic. Peters has written more
than 10 books (including the best-
sellers In Search of Excellence, A

‘assion for Excellence, Thriving o
Chaos, and_Liberation Manage-
ment), speaks at some 75 seminars
each year, and has been described,
by Business Week, as “business’
best friend and worst nightmare.”
Zander, who is also the conductor
of the Youth Philharmonic Orches-
tra and a member of the faculty of
the New England Conservatory of
Music, uses music as a metaphor to
teach organizations - from IBM and
Shell, to NASA and the U.S. Army
- about the dynamics of transforma-
tion and change. He and his wife

are currently completing a book on
leadership for the Harvard Business
School Press.

Yes, things have changed.
Cates, IHRSA's first President, is
now a successful publisher. Nieto is
no longer the President of a small,
single-product company, but as of
last month, the Chairman of a multi-
product, multinational firm — one
of the largest manufacturers of fit-
ness equipment in the world. His
successor, Grodski, isn’t an indus-
try insider, but, rather, a veteran of
companies such as DuPont and the
Crompton Corp.

But, in some reassuring
ways, things have remained the
same. “Cates is still challenging and
championing the industry,” notes
McCarthy, “and Nieto is still pro-
viding it with leadership.” And
IHRSA’s Convention is still attract-
ing some of the industry’s best
people and ideas ...... and still costs
just $250.

(Publisher’s Note: The
$250 Convention rate is for IHRSA
Members only and is available only
until September 30th. However, free
Trade Show attendance is available
for non-IHRSA members by pre-
trade show registration at: http://
www.ihrsa.org/meetings. For
IHRSA Membership, Convention
and Trade-Show Registration call:
(800) 228-4772 or go lo:
wwwiihrsa.org)

..State of
the Industry

cmu'mmd from page 3

The market will continue to grow.

* “The challenge for
now and the future is having
cnough facilities tbat are attrac-
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hospitable enough to accommodate
the growing number of people who
want to make regular exercise a daily
part of their lives.”

* The goal of 100 million
hcallh club members worldwide by
| 2010 can and will be attained.

A Message From Augie
| Nieto, Chairman of Life Fitness -
| “High Touch”. These were the buzz
| words of the health club industry in
| the 1980s at a time when “High Tech”™
| was just beginning to capture the
| imagination of a few and ruffle the
| feathers of many. It was a time when
| desktop computers were relatively
| new and difficult to use - and making
| vague threats to complicate our lives.”
| * The industry knows that
| people join clubs to connect with oth-
| ers and to get the support they need
| to achieve their fitness goals. User-

{ friendly technology is now providing

| topnotch service to members through-
| out their club experience.

| * Wireless technology will
| network fitness equipment to docu-
| ment usage. Smarter and more sup-

P. O. Box 681241, Marietta, GA 30068-0021 or Fax: 770/933-9698 { portive equipment will help members

|_Cal] 770/850-8506 or E-Mail: clubmmdernews@mmdspnngmM stay with their exercise programs. The

equipment will help prescribe work-

outs and aid fitness directors in their
efforts to assist members to reach
their goals.

* The ability of fitness to
entertain and educate members is
broadening the appeal of fitness to
all segments of the population.

* High Touch will con-
tinue to be a hallmark of the- most
successful clubs. And, High Tech
will play a greater role in attracting
more people to health clubs and to
help them stay with their exercise
programs.

A Wall Street Perspective

Exoerpls From A Re-
port Prepared By Paul Roukis of
Sidoti & Company

Sidoti & Company isa re-
search boutique serving institutional
investors with a focus on small cap
stocks.

* “The health and fitness
industry is still a field of opportu-
nity.”

* “We continue to believe
that consolidation will only accel-
erate from here on in. At the same
time, we believe that consolidation
will begm to level off wlthm three
years.”

* “We see some major
changes occurring on the competi-
tive front. Most notably, we expect
to see the divergence between the
high quality and the low quality
firms becoming more pronounced
in coming years.”

Number of clubs - 15,910*

The Scope of the U.S. Health Club Industry
2000 Health, Racquet and Sportsclub Industry Estimates

Number of Health Club Members - 30.6 million*

Number of commercial health club members - 15.3 million
Number of U.S. IHRSA Member Clubs - 3,106

Number of Members in IHRSA Clubs - 7.1 million

Total Industry Revenues - $10.6 billion

Total Industry Payroll - $4.45 billion

Number of Full-time Employees - 161,400

Number of Part-time Employees - 614,900

* Revised upward since State of the Industry Report publication




Greater flexibility means fewer injuries, plus more productive strength and cardiovascular training —

along with energizing sensations throughout your body. The MedX Stretch® is the first and only
Improve Performance

flexibility device that enables trainees to set goals and chart progress.

By providing several non-assisted biomechanically-correct stretches, and with its assortment of
measurement indices that make results quantifiable, the MedX Stretch formalizes flexibility
training dramatically.

ZiMedX

1401 NE 77th Street

The MedX Stretch allows: Ocala, Florida 34479, USA

 Proper joint function
* Accurate measurements
* Partner-free stretching

352 622-2112

Fax 352 629-8670

= USEr—friendly Dperaﬁﬂn Call 1-800-876-6339 to find out the many www.medxonline.com

» Formalized flexibility training for both elite ways the MedX Stretch can improve
athletes and beginning trainees. everyone's performance. 800 876-6339
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: NORM'S NOTES ’

: was great to talk to-
day to my friend, RAY WILSON,
the Living Legend. Ray is recover-
ing well from back surgery that he
had in early July. He suffered for
40 years from a back injury he ex-
perienced while he was a profes-
sional wrestler. Ray and his lovely
wife SONJA, have recently moved
into a new, 14,000 square-foot,
nearly $6 ntillion home he built in
Carlsbad, California. He has a full
equipped workout room in his
home with over 50 machines, plus
he designed his own therapy spa
where he stands and does rehabili-
tation exercises for his back in 103-
degree water. Knowing Ray, he will
make a million on that invention
too! Get well Ray!

«] don’t know about you,
but it is hard for me to believe that
the YEAR 2000 is almost over! The
Summer is nearly gone and the kids
are back in school in most places.
Club members should be done with
most of their vacations and ready
to get back in the club groove.
Right now is the time to plan for
the Fall Convention and Trade
Show schedule and to make plans
for what is going to be the biggest
and best club convention in the his-
tory of the world, IHRSA’s 20th
Anniversary International Con-
vention and Trade Show in San
Francisco, March 21-24th. Every-
body in the industry should make
plans to attend that greal event,
IHRSA Member or not. Check out
the IHRSA Spotlight article on
page #4 if you haven’t already! For
IHRSA Members, don’t forget that
the 2000 Vanguard Retreat will
held at the world class Houstonian
Hotel, Club and Spa, September
21-23. For info go to: www.ihrsa/
org/meetings/vanguard.html or
contact Donna Garrity at (800) 228-
4772. And, remember that the al-
ways terrific Club Industry Con-
ference and Trade Show is hap-
pening in Chicago, October, 25-
28th. For info call: (800) 525-9154.
And, IHRSA/Athletic Business are
hosting in Orlando, Florida, No-
vember 29th-December 2nd,
ITHRSA’s 15th Annual Club Busi-
ness Conference. This event will
feature the first ever industry-spe-
cific Internet Technology Confer-
ence! For info call (800) 228-4772.

*Speaking of IHRSA, I re-
ally enjoyed reading JOHN
McCARTHY'S Memo in the Au-
gust issue of CBI Magazine en-
titled: IHRSA and The YMCA:
Non-U.S.Member Advisory. That
article “Tells It Like It Is” about the
issue of YMCAs being tax free as
well as anything I’ve ever read.

*With Fall just around the
corner, I can just feel the excite-
ment in the air as the University

of Georgia Bulldawgs launch
their 2000 season on September
2nd. UGA Head Coach JIM
DONNAN and Receivers
Coach, GREG WILLIAMS, arc
my former N. C. State teammates.
Jim & Greg are bringing in a
UGA team ranked in the top 10
in the pre-season polls. Good
luck to Jim, Greg and the
DAWGS! Also, best of luck to
another N.C. State Teammate of
mine, new HEAD COACH
CHUCK AMATO. Chuck
served under Coach BOBBY
BOWDEN at Florida State for 18
years and left his position as As-
sistant Head Coach there in Janu-
ary to go to Raleigh, to bring the
Wolfpack back! Good luck to
Chuck and his first team as a head
coach. | predict great things for
Jim, Greg and Chuck over the
coming years as they are all great
guys and are winners all the way!
Our 1967 Wolfpack team went 9-
2 and beat Georgia in the 1967
Liberty Bowl and Jim was the
MVP of that game!

*] am happy to report
that my friend, JIM WAGNER,
who suffered a massive heart at-
tack last month while working out
at the Sporting Club At Windy
Hill in Marietta, Ga. has survived.
Thanks to the quick action of sev-
eral Sporting Club staff members,
Jim stayed alive and was trans-
ported to the Kennestone Hospi-
tal where he spent about two
weeks in intensive cardiac care
before being transferred to the
Emory Hospital. At Emory Jim
has had an angioplasty procedure
and is recovering. Good luck with
your recovery Coach Wagner!

*It is great to see the up-
dated figures recently released by
American Sports Data of Mt
Kisco, N.Y. showing that there are
now 30.6 million U.S. health club
members. That represents a 4%
increase over last year, Also, il
was announced that there are now
15,910 commercial health clubs
listed in the nation’s Yellow Page
phone dircctories, a figure that is
up 5.1% from July 1, 1999! And,
the beat goes on.

*Life Fitness has an-
nounced the selection of ANN
WARD, Ph,D. as the new Chair-
person for its Scientific and
Medical Advisory Board
(SMAB). Ann will replace former
Chairman, JAMES S. SKIN-
NER. Also, Life Fitness has ap-
pointed STEVE MORGAN, as
the Head Trainer of the Life Fit-
ness Academy, Atlantic Region.
On the consumer side, Life Fit-
ness announced in mid-July that
in conjunction with its parent
company, Brunswick, it was
backing the acquisition by Omni

Fitness, Stamford, Connecticut, of
Exercise Equipment Center
(EEC), Seattle, Washington.

AUGIE NIETO, Chairman of Life
Fitness commented, ‘Brunswick’s
Marine Division, which has contrib-
uted to its top retailers’ expansion
efforts, has enjoyed a great deal of
success with these types of relation-
ships. Our backing of Omni Fitness’
acquisition of EEC is evidence of our
firm commitment to the strategic,
long-term growth of Life Fitness and
its dealers.” Also, Life Fitness has
completely revamped its website.

Check it out at: http://
www.lifefitness.com
*With a gift of $250,000 to

Americares, the international disas-
ter relief organization, Bally Total
Fitness has now provided cash and
in-kind contributions of over $12 mil-
lion to their “Stronger Communities™
program that began in 1997 when
LEE HILLMAN took the helm. The
job that Lee Hillman and the Bally
Total Fitness Executive Manage-
ment Team is truly terrific and very
remarkable. In 3 years they have
changed Bally Total Fitness signifi-
cantly and are producing terrific fi-
nancial results as evidenced by the
second quarter financial reports from
Bally. The strong results included a
net income increase of 70% over the
same quarter of last year with $.58
per diluted share. Operating income
increased by 50% to $31.7 million for
the quarter, EBITDA increased 40%
to $47.3 million. Bally CEO and
President, Lee Hillman
commented, The strategic changes
initiated three years ago have suc-
ceeded as we predicted and our profit
improvement and revenue growth
have been dramatic.”

*And, speaking of profits,
get this: Direct Focus, Inc., the com-
pany that makes and markets
Bowflex and Nautilus, had a 600%
increase in net profits for their 2nd
quarter! The second quarter Direct
Focus net earnings were $8,166,000
as opposed to $1,339,000 during the
same quarter last year. For the first
six months, Direct Focus reported
sales of $86.6 million and earnings
of $17.1 million compared to sales
of $51.1 million and earnings of $5.9
million for the same period last year.
Incredible.

*WAYNE WESTWOOD,
in the Portland, Oregon area, has, in
the last 90 days, added 8 additional
facilities to his corporate center man-
agement company, Wayne's com-
pany now manages 18 corporate cen-
ters.

*MARK TASCHER, the
original founding CEO of Town
Sports International, has staried a
new company, Fitness Ventures that
now has 6 clubs with the 7th set to
open in early fall. Most of the clubs
are in New York state.

*Speaking of MARK
SMITH’s TSI, with the addition
last month of the Health Develop-
ment Corporation in Boston, TSI
now has over 250,000 members!
TSl is projecting that they will have
30 locations in the Boston area in a
few years.

*STEVEN S. ROMA has
been promoted to the position of
Chief Operating Officer for Work
Out World in Brick, New Jersey.
Also, WOW has promoted TODD
BROWN B.Sc.,CCN, Clinical
Nutritionist, to the position of Di-
rector of Personal Training. Also,
WOW, now in position #50 on Club
Industry Magazine's Top 100 club
list, has licensed its name and logo
to a new fitness facility in Norwood,
Ma., owned by new licensee, One

Fitness Group, LLC.
*The CARD and
BOHRER families, owners of the 7

Let Us Hear About Your NEWS!

E Mail - clubinsidernews@ mindspring.com

acre, 34,000 square-foot 24 Hour
Olympic Club in Gresham, Oregon,
have become a member of the Gold’s
Gym International chain. The fam-
ily spokesperson commented, “The re-
ciprocal program, as well as the other
programs that Gold’s runs for its clubs,
are the reasons we joined the Gold's
family.”

+JOAN MARIE WALLACE
has been named by Jazzercise as Direc-
tor of Merchandising for its fitness ap-
parel and accessories division,
Jazzertogs. Joan Marie' e-mail address
is: jwallace @jazzercise.com

*Congratulations to

MICHAEL KELLY, MHS¢,C-
NMT, corporate fitness director for
LifeBridge Health & Fitness, Balti-
more, MD., as he was recently recog-
nized as Personal Trainer of the Year
by the National Strength Profession-
als Association (NSPA).

FRIDAY REPURTS

Weekly Marketing Insights
For The Club Industry

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

Immediately-usable marketing
action ideas in each issuve!

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

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

P> Subscribe now, call
800-778-4411

A PUBLICATION OF CLUB MARKET VISION™

177 EAST B7TH STREET, SUITE 301, NEW YORK, NY 10128
(212) 987-4300 (800] 778-4411

FAX (212)987-4227




Personal Training
Certification
\  Stlart A Carsar o [ness/

Personal Training is the fastest growing profession
in the fitness industry today. In fact, it has been
rated as one of the top ten professions for the
21st century. Since 1988, the International
Sports Sciences Association has provided
certification and continuing education to over
30,000 health and fitness professionals
worldwide. Call ISSA today, and let us show
you how rewarding it is to share your passion

for health and fitness with others!

ISSA CERTIFICATION COURSES

* Certified Fitness Trainer
* Fitness Therapist
e Specialist in Performance Nutrition
* Specialist in Sports Conditioning
* Golf Fitness Trainer
¢ Youth Fitness Trainer
* Water Fitness Trainer
* Aerobic Fitness Trainer
* Specialist in Senior Fitness
* Specialist in Martial Arts Conditioning
* Specialist in Fitness for the Physically Limited

CALL TODAY FOR FREE INFORMATION
1.800.892.4772 + www.FitnessEducation.com

International Sports Sciences Association
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uccessful
Process

By Karen D. Woodard, President
Premium Performance Training

The Guest Card certainly
is one of the basics in a good sales sys-
tem and while most clubs have one,
they don’t seem to utilize it for the best
benefit. If designed and used comrectly,
itcan be one of the best tools for grace-
fully building rapport early, gathering
needs and motivation information and
setting the sales process up for success.
The following tips will provide a basis
for analysis of your Guest Card (GC).
As you read, see how many of the ‘do’s’
you are currently doing, then determine
which of the tips you will implement.

DO make sure the size of

your GC invites the Guest to com-
plete it. The most user-friendly GCs
are 825 x 5.5 or smaller. GCs that
are larger tend to be perceived as too
lengthy and meet with resistance
from the Guest.

DO avoid a full health his-
tory questionnaire on the GC. Most
Guests are coming into tour the club
and it is unnecessary at this point. It
makes the GC longer, more intimi-
dating and therefore less friendly.
(Do have the Guest complete a health
history questionnaire once they have
become a Member.)

DO add a liability waiver
to the GC as the Guest will be tour-
ing the club and you may have them
try equipment on the tour.

DO train the reception

SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

Imported & ‘Domestic Textile Products

| Take the guess work out of your. . . .

Towel Purchasing
Satisfaction Guaranteed

QUALITY PRODUCTS
at

COMPETITIVE PRICES

Rubbermaid ~

Commercial Products
Authorized Distributor

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS

The Supplies You Needed Yesterday!

I"RSA

ASSOCIATE MEMBER

P. O. Box 620189 * Atlanta, GA 30362
770/729-0700 * 800/241-2081 « FAX 770/729-0995
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staff on the importance of present-
ing the GC to a Guest.. Too often,
when a Guest approaches the recep-
tion desk and inquires about mem-
bership information, the reception
staff responds to the Guest in asome-
what apologetic tone and asks “OK,
sure...would you mind filling this
information out?” - Then the Guest
sighs, molls their eyes and responds
with “Do [ have to?” At that point,
our reception staff person feels as
though they are in a position of dis-
service and wantsto please the Guest
so they respond with “Well, no ... let
me get a Membership Rep for you
and they can answer your questions.”
Instead, when a Guest inquires about
membership information, we want
to train the receptionist o respond
with *“We'd be happy totell you about
membership! I’'m gonna have you
take a second to complete this infor-
mation and I'll get Dave to answer
all your questions.” When our re-
ception staff takes the position of di-
recting the Guest rather than asking
the Guest, the Guest is less likely to
buck the process, and we are more
likely to get complete information.

DO train the staff on the
purpose of the GC so they can ex-
plain it to a questioning Guest. The
way we need to explain it so they
can explain it is “Yes, it is important
the we have a GC and here’s why:"

1. security for our current
Members — if you are a Member,
we have information from you in our
database. If you are a Guest, we do
not have that information. To pro-
tect the security of our Members, we
want to know who is in the club at
all times and be able to track all
Guests in the event of a security is-
sue.

2. courtesy for our Guest
— by completing the informationon
the GG, it expedites the process for
our Membership staff and thus for

AUGUST ISSUE

Starting
ith Guest Cards

The Sales

the Guest.

3. followthrough
ability — we want to be able
to follow through by sending
our Guests information that
may be appropriate for them.

DO provide a
space for both day and
evening phone numbers to be
written

DO make sure
you're covering your basics
with name, address, occupa-
tion, a question about past |
club experience and interest
as well as needs areas.

DO provide a
space for referral information
in the “How did you hear
about us section,” such as
“Which one of our happy
Members told you about us?

Karen Woodard

This is by far the
biggest bonus area forbuilding rapport  the Guest to complete the GC.
. early with the Guest. It allows you to 2. the reception staff gets the
say early in the conversation: GC back from the Guest upon comple-
“Mary, | see that Susan tion and warmly directs the Guest to
Crawford referred you to the club—  haveaseat as the Membership Rep will
she has been a Member here for years!  be out momentarily.
How do you know Susan? " 3. the reception staff buzzes

or the Membership Rep to inform them

"Mary, I see that Susan that (use the Guests
Crawford referred you to the club —  name) is in the lobby and would like
tell me what she has told you aboutus ~ some membership information and to
— it must be good or you wouldn’tbe  see the club.
here!” (Delivered with a sense of hu- 4. The Membership rep
mor and animation) This aspect of comes to the desk ASAP, peruses the
the GC allows you to develop com-  GC for rapport and needs info before
monality quickly. meeting with the scated Guest. Before

DO include (onthebackside  is emphasized as to not be reading it for
of the GC) key needs, qualifyingand  the first time when with the Guest. As
motivational questions for the Mem-  a Membership Rep, you want to be fa-
bership Rep to ask. The emphasis is  miliar with the Guest before you intro-
on the Membership Rep asking the  duce yourself.
questions rather than the Guest writing DO have a daily tracking
out the answers. system at the desk for all GCs.

DO have a system in place ‘The most important DO is the
with the following key points: onewe've saved for last and that is, you

1. the reception staff directs  can implement the previous DOs but

Norm Caten’

EClub Insnder

Estabhshea‘ 1993

they won't make any difference un-
less we as Membership Repsuse them.
Avoid the mistake | see too ofien of
Membership Reps getting a GC from
a Guest and then not reading or pay-

The CLUB INSIDER News is published in Marietta, Georgia.
Those wishing to reproduce any portion of
The CLUB INSIDER News may do so provided it is not

ing any attention to it. The informa-
tion the Guest gives us is extremely
valuable, and we need to utilize it as

for resale in other publications. Reprints for commercial :;e‘{ta::r; P
use will be provided upon written request. 8

(Karen Woodard is an inter-

PUBLISHER AND EDITOR: Norm Cates, Jr. national author, speaker and consult-

COMPUTER LAYOUT DIRECTOR: Cathy Brown ant specializing in sales, service and

COMPUTER OPERATIONS DIRECTOR: Justin Cates | management trainingin the health and

PRINTING AND MAILING SERVICES: Walton Press | fimess industry. Karen offers books,

Box 681241, Marietta, GA 30068-0021 + (770) 850-8506 | ey fne mvue> 1o Sell v
FAX (770) 933-9698 Or E-Mail: clubinsidernews@mindspring.com reached by calling 303.417.0653.)
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...my members use it,
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they tell their friends,

Gil Ruiz

Owner / Operator

Lifestyles 2000 Fitness, Utah
Better Bodies Fitness, Colorado
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NEW GOLF
CONDITIONING
SYSTEM ATTRACTS
GOLFERS To FITNESS

Golf Express is a revolutionary concept in
fitness that offers a great opportunity for clubs to
attract golfers to their facility. Now you can
train groups of golfers or train one-to-one with
the use of ‘Sport Specific Training’
equipment and programing.

Centered around a unique ‘Swing Conditioner’
that replicates the golf swing, golfers can now
train without fear of comprising their game due
to soreness or other problems associated with
typical training methods. The fluid resistance
mechanism used in the Golf Express system
allows speed and resistance to be applied
simultaneously which is attractive to golfers.

To find out more about how Golf Express can
create a new market for your facility call us at
1-800-934-0321. Also Ask for our FREE ‘Six

Keys to convert Non-l‘;"xercisers into Members.’
Or go to: www.fitexpress.com
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.Glenn Colarossi

continued from page 3

town Stamford, which has since become a
New York Sports Club.

AgeFit’s next-door neighbor,
Westfield Court, was one of its first custom-
ers. The upscale residence for seniors began a
strength-training regimen in 1993 after hear-
ing about a Tufts University study that touted
the benefits of such programs for the elderly.
Three years ago, Westfield hired AgeFit to run
the strength program.

Three days a week, 50 to 70
Westfield Court residents are grunting, groan-
ing and sweating on their exercise. They range
in age from 70 to 98 and four or five of the
original participants from seven years ago are
still with the program, said Julie Forrester,
Executive Director of Westfield Court.

Forrester said one participant who
fell and broke a hip was walking with a cane
two weeks later, bypassing a recovery process
that should have taken months.

“The doctors were amazed by the
strength in her legs,” Forrester said. “It’s a
phenomenal program because it keeps people
healthy and stimulates their minds., It builds
stronger bones and muscles. They have more
energy and stamina, quicker minds and a more
positive outlook. They're less apt (o fall be-
cause of their stronger legs.”

Forrester said the participanis can
walk faster, get in and out of bed quicker, lift
objects and perform everyday tasks more eas-
ily.

“They regain independence and
strength,” Grant Clark, Director of Marketing
for the New Smyrna, Fla.-based American Se-
nior Fitness Association, said of strength-train-
ing for the elderly. “Just getting out of bed with-
out the help of an aide is a big morale boost.”

The Association believes strength
training reduces low back pain by making back
muscles stronger, eases arthritic pain, lowers
blood pressure and raises bone mineral den-
sity and aids digestion, Clark said.

Strength training helps prevent falls
because it encourages better balance, said
Wendy Winnick, Executive Director of Stony
Brook Court. The facility's operator, Needham,
Mass.-based CareMatrix Corp., also operates
Westfield Court and about 55 other residences
for the elderly nationwide.

“At Stony Brook, we have people as
old as 100 in the strength program, some of
whom never exercised (in an organized for-
mat) before,” Winnick said. She said the up-
coming senior generation might be more at-
tuned to formal exercise. “My parents are 77
and 72 and they work out at the Y every day,”
Winnick said. “It’s a whole untapped market
for the fitness industry.”

Colin Milner, Chief Operating Of-
ficer of the Fresno, Calif.-based Keiser Insti-
tute on Aging, agreed the senior fitness mar-
ket is ripe to be mined. He said 13.9 percent
of the 22.5 million fitness club members in
the United States are above age 50. The Sport-
ing Goods Manufacturers Association reported
that 13 million Americans over age 55 took
part in sports and recreation at least 100 times
in 1997, up from 10.4 million in 1987, Milner
said.

“There is a huge market out there,
but it not being addressed by the health club
industry,” he said.

Milner said elderly tend to shy away
from fitness facilities frequented by younger

people. That's because they can’t handle
the heavier weights younger people can lift
and they feel intimidated by their youthful
physiques, he said.

He said health clubs can attract
more mature members by promoting them-
selves as intergenerational facilities and by
having low-impact exercise machines with
1-pound weight increments. In addition to
supplying data and research on elderly
health, privately-owned Keiser manufac-
tures low-impact, pneumatic exercise
equipment.

Colarossi said facilities for the eld-
erly can attract new residents by emphasiz-
ing their fitness amenities, especially if their
Baby Boomer children are helping them
choose a facility.

He said he became interested in
exercise for the elderly, partly because his
two children are 3 1/2 years old and 13
months old and raising them while he is in
his 40s and 50s will be arduous.

His journey into the elderly side
of the business has been circuitous.

He grew up in the Long Island
towns of Seaford and Rockville Centre and
received a Bachelor’s Degree in physical
education from Frostburg in Maryland.
Colarossi was on the college’s gymnastics
team “much to my father’s dismay. He was
a football/baseball kind of guy and couldn’t
understand why 1'd wear tights,” he said.

Colarossi said his height, “5 foot
7on agood day,” was a factor in his choice
of sports.

" “I didn’t have much of a lower
body, I had small legs.”

But while teaching during his se-
nior year, “I realized teaching phys ed was
not for me, so my gym coach said, “Why
don’t you try corporate fitness?’ “ Colarossi
recalled.

“You needed a Master’s Degree
for that, so 1 started selling memberships
for a local health club (in Long Island) to
help pay for graduate school,” he said. “I
stayed in the business ever since.”

After earning a Master’s Degree
in exercise physiology at Adelphi Univer-
sity on Long Island, Colarossi studied
physical education and sports trends at the
University of Physical Culture in Moscow.

He worked for an American fit-
ness company upon returning to the United
Statés. He later managed health and recre-
ational facilities for the Hilton hotel chain
in the Middle East.

He moved to Florida in the late
1980s and co-owned Miami’s prestigious
Downtown Athletic Club. Colarossi also
owned a women's-only fitness center that
he eventually sold.

While working in Miami, he met
Angela Bitzonis, who originally was from
Stamford. “She cold-called me. She was in
printing sales.”

Angela left printing and started
working in Glenn’s business. They moved
to Stamford in 1994 and Angela is now
Marketing Director of the Stamford Ath-
letic Club.

“I didn’t want to lose my best
salesperson, so | married her,” he recalled.

(Peter Healey is a Staff Writer for
the Stamford Advocate in Stamford, Con-
necticut. This article was originally pub-
lished in the Stamford Advocate, June 11,
2000 edition, and was reprinted courtesy
of Peter Healey and the Stamford Advocate)
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We provide solutions, not just advice

e Sares Maﬁers

A Consulting Firm Specializing In Marketing And Membership Sales Since 1979
1-800-428-3334

51 Old West Point Road East info@sales-makers.com

Garrison, New York 10524 www.sales-makers.com
914.736.0307 Fax:914.736.0508
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CREATING POSITIVE EXPERIENCES FOR
OUR MEMBERS: THE “HOW” OF THE ‘VVHAT’

By Bonnie Patrick

Think back a couple of
years. When planning for our clubs,
we would talk about new equipment,
better amenities, and expanded pro-
grams. To compete in today’s mar-
ket, that’s not enough.

Recently | participated in a
brainstorming session with Lewis P.
Carbone of Experience Engineering,
Inc. fora project in development. Our
group knew what we wanted to do,
provide, or accomplish. We just
couldn’t figure out iow we were go-
ing to do that. And that’s the hardest
part of development and implemen-
tation: engineering the “how" of the
“what.“

In our clubs, we always
have idea generating sessions and
networking. Don’t you always come
out of those meetings with great
ideas? And sometimes the ideas come
1o fruition, other times, they get filed
away on top of that dusty cabinet with
all of the other future projects.

‘We know as an industry that
it's important to provide a safe, effec-
tive environment for exercise.
IHRSA Standards dictate a code of
ethics for all of our clubs to abide by.
How do we do that now in our clubs?
How will we do it in the future? And
how do we go beyond the Standards,
to exceed expectations and create the
best possible experience for our mem-
bers?

The Disney Way
Take a look at another

successful business first. How many
times has each of us been to Disney
Land or Disney World? Why? Be-
cause we want to wait on long lines
in the hot Florida heat for a three-
minute amusement ride? No, we go
and keep going back because of the
whole Disney experience.

You know you'll be de-
lighted. You know you'll have fun.
You know you’ll have a variety of
options to choose from. You know
the grounds are always clean. You
know you'll see characters that you
know and love and can share with
your family. You know there will
always be something new. You
know the staff is professional and
c:mng And, you know you'|l pay a
v ice for this experience.
The price isn’t what matters, the
experience is.

The Experience Economy

Thc book by B. Joseph
Pine 11 and James H. Gilmore en-
titled The Experience Economy de-
scribes this process in detail. The
book compares business with the-
atrics, where “work is theatre and
every business a stage”. This
doesn’t mean we hire actors and set
designers to work in our clubs, It
does mean that when our teams en-
ter through the doors into the club,
they are “on stage” and one of the
big reasons why our members come
to us! Our managers and depart-
ment heads are the “directors” be-
hind the scenes, planning, studying,
and coaching, gauged upon “audi-
ence” (member and market) re-

sponse.

PAT’S CRANKY IF SHE MISSES A CLASS.
(HER FAMILY MAKES SURE SHE DOESN'T.)

Make all the families in your community happy.
Add Jazzercise classes to your facility.

]ﬂlZE'I‘USE

WWW.jaz

Call ]mer:lsn,inc (760) 434-2101
to Locate a District Manager inYour Area,

Gainesyille Health
and Fitness

Induslry veteran Joe
Cirulliis President of IHRSA and
owner of two clubs in
Gainesville, Florida . He had his
department heads read “The Ex-
perience Economy”, then they all
sat down and brainstormed on
how they could better their clubs.
Joe puts it this way, “It’s like a
manager and his or her team are
on this path, and all of a sudden,
they come upon this big rock
blocking the path. This is where
management comes in, to keep
things moving. Together we de-
cide how to continue upon our
path: how to move the rock, or
how to go around it, to continue
on our journey.”

Cirulli and his team de-
cided their ultimate goal was to
create such a great experience in
their clubs, that current members
stay and Tuture members flock to
the clubs.. How? Cirulli asked
each department, “What do you
have to do to help us move the
rock?” Together they agree upon
outcomes and how this will hap-
pen.

For example, they de-
cided for the reception area that
it was important 1) to meet and
greel the members, 2) to give a
warm, positive first and last im-
pression of the club and 3) to pro-
vide solutions for member con-
cerns. The reception team de-
cided on how they would do this,
and created a very posilive expe-
rience in Joe’s clubs, through
their relationships with members
and prospects.

The Fitness Company

'Matl Bradbury,

Chief Operating Officer of The
Fitness Company, with over 60
facilities on the East Coast, talks
about creating a safe and accept-
ing environment, exceeding
member expectations. “Despite
the hard work of many fitness
facilities, the public still perceives
our industry as exclusive and for
a certain group of beautiful
people,” he states. The Fitness
Company touts “regular, real
people” in its marketing. And
with the FitCare brand’s medical
affiliation, consumers understand
the credibility of hospital pro-
gramming, focused on improving
the health of the community.

In Florida, one of The
Fitness Company’s premiere
managers is Robert Cancel. He
says, “I don't think there’s a club
manager anywhere telling em-
ployees to ‘go out there and drop
the ball’.” His clubs’ visions are

centered on service. His
team members go out of their
way to talk with membegrs.
The team is supported by |
Cancel in all ways for their |8
“Whatever it takes™ attitude. |5
“Something we like to tell
prospective members tour- |
ing the club is that the worst
that can happen if they join
is ‘they get in shape and
make a few friends", Can-
cel explains.

FitLinxx

Andy Green-

berg, FitLinxx co-Founder
agrees: “People who are not
already fitness enthusiasts
are often intimidated when
they walk into a fitness fa-
cility. The combination of
personal insecurity sur-

Bonnie Patrick

rounding themselves, fitness equip-
ment and the unfamiliar club envi-
ronment cause many of them to feel
out of place and extremely uncom-
fortable. Whenever I tour a facil-
ity, | always ask the guestion,
‘Would my Mom be comfortable
coming to this club to exercise?".”

FitLinxx asks club man-
agers to visualize the best relation-
ship that exists between one of their
most engaged clients and their best
trainer. Personalized attention, a
customized program, open commu-
nication, proof of results, success
and satisfaction, are all components
of a positive trainer-client relation-
ship. Imagine if we could provide
the same sort of experience to all
our members? The answer is easy:
the result would be increased reten-
tion and referrals, equating to in-
creased revenues. Challenging?
Yes, but with the ability to further
improve staff efficiency, effective-
ness and satisfaction through appro-
priate technology, club managers
are taking on this challenge today.

In his travels around the
country, here are some of the con-
sistent elements Greenberg has
noted from clubs who pride them-
selves in having built long-lasting
relationships between their trainers
and members:

* Customize programs for
the member, based on their indi-
vidual needs.

* Create realistic short-
term goals, that help lead them to
long-term success, and celebrate
small milestones.

* Give immediate and
specific feedback as often as pos-
sible.

* Allow the member to
read about others who have been
in a similar situation or to meet with
those who have common goals.

* Create an experience
that reaches beyond your facility’s
four walls, helping your club to be

the member's healthy living resource
“24-7". The Internet has effectively
allowed clubs to extend beyond their
traditional borders.

Sage Management and
evelopment Group

rancis Acunzo is Presi-
dent and a Principal of Sage, and and
an industry specialist in integrating
spas into the club member experi-
ence. Acunzo says that one of the
reasons consumers have begun to
demand extended ranges of services
atour clubs including spa treatments
is because of travel. “Back home,
they're inclined to seek out similar
experiences - ones that enhance their
life and possibly, even lead to a new,
more rewarding lifestyle”, he adds.

However, while clubs and
spas may cater to the same market,
culturally they are worlds apart. Most
spas provide quiet, formal atmo-
spheres, in an environment condu-
cive to relaxation. This means high
individualized levels of service,
translating into a more labor-inten-
sive operation. The labor costs are
then offset by higher revenues, justi-
fying the services from a financial
standpoint. Integrating spa services
also offers a new, whole-body holis-
tic amenity to our members who are
looking for a way to relax, invigo-
rate, and/or recharge.

The Sports Club’s Sports
Club/LA facilities have spa treatment
rooms adjacent to locker rooms that
serve as a decompression area, where
you go from the hectic world of the
club atmosphere to a quiet, relaxing
environment designed therapeuti-
cally.

Two Clues

Lcw is Carbone of
ExperienceEngineers says there are
two important clues in each experi-

(See Bonnie Patrick page 22)
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Ivanko introduces it's new rubber E-Z Lift Plates. These new rubber plates feature our exclusive E-Z lift desian of which our
patent has recently been allowed. Our specially formulated rubber offers the facility a new pleasant scent
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The real innovator since 1969.

BARBELL COMF’ANY
Est. 1969

PO Box 1870 « San Pedro, CA 80733 « US.A « Phone (310] H14-1155 « FAX [310] 5141363 « www.ivanko com « e-mail- fraake@packbell net




PAGE 14

Eglubm_!:ﬁsidef

AUGUST ISSUE

The CLUB INSIDER'S DOT.COM World
More Website Marketing For Club Operators

By Michael Scott Scudder

Asa follow-upto our ear-
lier article (“A Primer on the Internet
and Web Site Marketing for Clubs” -
June 2000 issue), let’s go into a little
more detail on web marketing for
health clubs.

First off:

«Considerthe fact that nearly
130,000,000 people in the United
States have email addresses! That’s
one out of every two citizens!

*Next, in your target market
(in most areas, within 15 minute drive
time of your club), over 40% of the
residents use email!

*Over 50% of most clubs’
members have email.

*A recent survey shows that
the 50+ generation spends over 8 hours
aweek onthe Internet! (Thisisa prime
“target market for clubs. These people
have disposable income, are time-chal-
lenged and want effectiveness in their

exercise regimens. You can market
to them over the Internet.)

What can you provide
prospective members
on your web site?

T\ coniou (Ac-
cording to several industry consult-
ants, the “deconditioned” older mar-
ket segment is fearful of a “slam-
dunk” approach to membership sales
if they actually go into a club. Con-
sequently, they tend not to visit clubs,
EVEN THOUGH they say they'd
like to! You can provide them with
easy-access information about your
club, services, programs, even pric-
ing - while they sit in the “safety” of
their own home or office, “touring”
your facility in a user-friendly - and
less confrontive - way.

*You can provide specific
programs for special populations
(weight-challenged, time-challenged,
stressed-out, busy executives, seniors,
etc.) - and have all of that informa-

tion available on your web site for
just the click of a few buttons and a
couple of minutes of reading.

*You can even have a “reg-
istration area” where people can en-
roll in non-member or trial programs,
paying for it on your web site’s e-
store!

*You can build schedules
of classes, programs, activities, social
events, and post them on your web
site for simple access at any time.

*Produce club newsletters
which can be retrieved as “down-
loads” from your web site - an auto-
matic, low-cost publicity and adver-
tising vehicle!

How do you start a
web site? Four easy
suggestions:

.If you use America
Online, go to “Home Page” of “Web
Page” and follow the instructions! It’s
free (if you're an AOL subscriber),
and the kit for developing the pages

is no harder to use
than a word proces-
SOT.

*Go to
Netscape's Virtual
Office site and click
on “New Web Site” -
follow the instruc-

- -

Michael Scott Scudder

" tion actually reads newspa-
1| peradvertising (health clubs’
| traditional form of market-
ing), that only about 40%
i E' '+ will read a mailed flyer, cir-

cular or promotional piece,
that about 60% will read a
fax message, but that nearly

tions and have your
multi-page web site set up in a day!
(You will have to pay for web site host-
ing - generally $20 a month or less -
but you also get free email with it!)

*Go to other services like
www.goling.com or www.freesite.com
and follow the instructions for a free
web site! You will generally have to
pay a monthly hosting fee that is about
the equivalent of unlimited email use
fees (520 or less).

In future articles, we will dis-
cuss web marketing to members, web-
interactive solutions to member reten-
tion, scheduling on the Internet and
web-based member incentive pro-
grams. In the meantime, if you con-
sider that less than 33% of the popula-

80% will open an email -and
that the average “browser” will spend
over 6 minutes on a web site - the an-
swer to modemn marketing should be
simple!! Get on the web and get crack-
ing!

(Sources used for statistics:
Guerrilla Marketing Newsletter, Trend
Letter, AltaVista search, IHRSA s State
of the Industry Report 1999, Gilder
Technology Report, Michael Scott
Scudder independent research.)

(Michael Scott Scudder, noted

[itness industry consultant and motiva-
tional speaker; was one of the first club
operators to use computers, and has
(See Scudder page 25)

Tor 10 BENEFITS

\‘j

of the Club Excellence Program

Makes Money!

Customized for the Club Industry.

Great Training, a chance to Meer the Experts.

Saves Money!

Provides Consistent Training for everyone.

Reduces the Time Managers spend on training.

Realize in Real Time what people have learned,

how well they are doing and how to reinforce

the training.

8. Always Avallable In all locations—even at
home.

9. Recelve Great Training content from the experts-
at home or club.

10.Provides a solid base of skills in 3 Critical Areas:

Customer Service, Sales and Management.

. .

NO UV AWM~

CLUB EXCELLENCE PROGRAM

SERVICE IS JOB ONE!

hether we call them customers, clients, guests, patients, patrons,
, all of us must

sengers, employees, bosses—or MEMB

as
satisfy gke needs or create “moments of magic” for someone in our day-to-

day work.

everyone in the club!

‘ To sign up now for the SERVICE IS JOB ONE! course in the Club
. Excellence PROGRAM._ visit our website at: www.mentoru.com/faust/

| club TODAY or call...

Creating these “moments of magic” involves introducing everyone toa
new approach—to take a look at the club “through your member’ eyes.
' It also involves reviewing the basic concepts of member service; and in-
| graining in them the idea that the function of each emplo ac
' quire and maintain members; to make member service a “way of life” for

| 1 800 835-0533

- EAUST

Management Corporation
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coxcellence
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MentorU.com
MENTORING NETWORK

is to ac-
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Crossover / Jungle Gyms
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MAKE IT FUN!!!

By Sandy Coffman

(4
pry Birthday To You!”

Happy Birthday To You!”
“Happy Birthday To _your name_!"
“Happy Birthday To You!”

Dld youenjoy that? I'msure
you did. Everyone likes birthdays - their
very own special day. What a marketing
tool, a programming tool, the easiest of
all service tools!

This is such a natural, and yet
we freat it as "ho hum." How can we
begin immediately by MAKING
BIRTHDAYS MORE FUN?

THE COMPUTER
CHECKIN - EHo—Hwn
or L
Em‘”'pg nergefic,

Themajorilyofdl.bsnowa-
days have the check-in software that im-
mediately pops up on the screen and
smacks your reception engineer right in
the face with the fact that the customer
standing there is having a birthday today.
What do you do?

“Oh, I seeit’s your birth-
day today. Happy Birthday.”

Perhaps your computer
plays the birthday tune in addition
to the message...just in case the re-
ception engineer doesn’t pay atten-
tion to the message and say the
words.

The computer message
isa wonderful tool, but many clubs
admit they don’t really use it. If
they do use il:

a. They use it sporadically
b. Not everyone uses it
c. Theyuseitina

"ho- hum" manner.

If any of these examples
describes your front desk, you are
breaking the first and second rule
of MAKING IT FUN:

1. Make it visible, memorable,
and exaggerated

2. Do it consistently to make it
part of the culture of your club

In case you haven’t
dwelled on this issue or made it an
important brain storming session in
your last staff meeting, take a step
back, take the easy route, and look
to see what other businesses do.
Restaurants, for example, from
family diners to nightclub eateries

to gourmet establishments, know that
by making the customers feel spe-
cial and important not only brings
them back but brings them back with
friends. In fact it has worked so well
here in America that restaurants all
over the world have now capitalized
on the customers’ birthday in a vis-
ible, memorable, exaggerated, con-
sistent manner.

You have all experienced
it. Several (not just one) waiters and
waitresses put on a special hat, gather
together with enthusiastic smiles,
appear with an energetic gait, and
carry out a birthday cake with lit
candles as they parade out to the
birthday customer singing “Happy
Birthday.”

And just think....they have
to rely on someone else informing
them of the opportunity of doing this.
Their computers don’t pop up with
that information on every customer
that walks in. But they surely know
how important it is to their business.

Just like us, 80% of restau-
rants’ new business comes from
word of mouth and referrals. People
talk to other people about the per-
sonal experiences they have had.
They refer people to businesses that

AUGUST ISSUE

make them feel special and
important.

I think it would be
great tobe ready with a pack-
aged cupcake or such (they
have about a 3 year shelf life
I think), put a candle in it,
gather up a couple other staff
members at the front desk,
put on your club’s “Happy
Birthday Hats” and sing -
really sing - “Happy Birth-
day” to the member at the
front desk.

“Happy Birthday™
ribbons can be bought very
inexpensively at any party
store. How fun would it be

Sandy Coffman

to place a “Happy Birthday”
ribbon on the member as they go to the
locker room, gym, or group exercise
class,

The front desk could send
the message - and the cupcake - to the
group exercise leader and he or she
could have the whole class sing “Happy
Birthday™ to the member. Do you think
this would set the scene to for a very
happy class hour? Do you think it
would help MAKE IT FUN for every-
one?

A P.A. announcement

wouldn’t be bad either. “We, at the Five
Star Fitness Club, would like to wish
Sandy Coffman a Happy Birthday to-
day.” (I'd love it!)

This would be a wonderful
opportunity to gather up your fitness
trainers, have them put the club’s
“Happy Birthday™ hats on, and have
them present the lit up cupcake as they
sing “Happy Birthday” to the member.
Wow. The fitness trainers might actu-
ally come across as down to earth, fun-

(See Sandy Coffman page 25)

“ It Has Come To The Point Where Buying Brand
New Fitness Equipment Is A Waste Of Money !"

Buying Professi
BUSINESS EXPENSE |

| Fitness Equip IsA

We Aake The Buying Process Simple. So You Can Spend

More Time Running Your Buriness

That's why YOU nesd solutions to help you cut costs
without saenficing durability or name brand.  You know
lowenng the cost of domg buuness
bottern Jine profits

Worldwide Fitmess, Inc. hus & way for you to improve
profits by reduang your openting costs.  Without your
members having any ides that you didn’t buy brand new
equipment and spend twice as much money as you dud !

Worldwide Fitners offers fitness center products that
have already depreciated in value. Wie provide you & consas-
tent supply of Bank Repossessed, Refurbished, Brand
New, and Factory Blemlshed gym fitness squipment

We Believed Business Cheners Wanted to Save Moncy On
Operating Casty Te Free Up More Capital To Grow.
If you buy your candio Erom Workdwids Fii-

ness and save 330,000 And you sdd s new found capital

to your sdvertsing and marketing budget, you will ses expo-
nential growth in cash tow and profits.  This 530,000 savings
can bong n 200 extra members. 7 you get $350 for cach
new member in the Grst year, that's $70,000 added to your
gross sales That's extra income over and above what you're
abroady doing

Could your business use an extra $70,000 7

We Invest Cver 3256,000 Every Month
To Aszure You Save Money.

The whole operation is & huge undertalang. With over 25
employess and a monthly payroll sround $50,000. More than
530,000 m bmlding lsases. Over §20,000 a month is spent on
replacemnent parts to refurbish the equapment  The cost to
buy this deprociated equapment i over $150,000. The pont
is we have made the necessary investments 1o insufe &
consistent and reliable product for you

We've put ourselves in s position that forees us to perform
for you or we don't make & profit. I'm not trymng to impress
you but | want you to see our commitment. 'We must satisfy
you =0 you will buy from us on your next filness foom
jprogect and refer more customers to us. We can't service our
huge overhead without repeat business.

Guaraniced To Look Like New, Work Like New, And
-ll'lhm Think You M Full Price.

warchouse with over 1,000 machines on racks 3 stories high
1t looks like 50 health clubs went out of business and we
bought all thew inventory. When we tour them through our
stale-of-the-art remanufactonng facility, they say they've
never seen anything Bke st When they see our finashed
product they think it's brand new, and after we convince
them that i i not, they say they will never buy brand new
fitriess equipment again.

We warranty this equipment, give you & National ser
techmcian network, and give you 24 hour techrdeal infonm.
tion on our eward winning website.  You see, the only
equipment we sell is the top beands: LifeFimess, Cybex,
Stairmaster, Trotter, Precor, Star Track, Paramount, Tec-
frix, Quinton and others. These manufsctorers have built o
mational service network that we have sccess to when our
customers need service IU's as easy for us o repair 8
treadimill in New York as it is in Californsa. We take care of
your business.

We Have Over 1,300 Customers That You Can Speak
With To Give You Buying Confidence
In today's busmess chimate you have to protect yourself
from muss-mformation.  You can't take advertising state-
ments as fact  'We understand this, and make scoessible to

you pu past cilomers 80 Yoo can make your own judge-
ments, we don't want you to maks & mistake, We want 1o
make sure this is the right buy for your business.

“Worldwide Fitness Saved Me Over S156,000 And My
Maintenance Stafy Still Thinks The Equipment Wax Brand
mew, [ Don't feel I Sacrificed Anything. [ Will Do All My
Future Purchases With Worldwide.”

(Mike Boocieri is the CEO of $ YMCA's )

*I Bought My Equipment From Werldwide For my sec-
ond Club. [ Saved Over 325,000 And Used These Savings
To Increase My Adverticing Budget This Extra Advertis-
ing Maney Allowed me To Hit My One Year Sales Goals In
My First 90 Dape™  Stephen Priest, MS. Fitness Heaith
Club .

Your time is valable so we mike the process casy. 1t stans
with & phone call from you, to ane of our custiomes sssistants
You are asked some questions to provide us with needed
informaticn.  Next, & complete packet of mformation is
expressed out to you. This packet contains: A video tour of
oar faclity, a video of the machanes you nesd. A
proposal with all your options, prices and freight charges,
room layout if needed; samples of mubber fooring and other
samples.

When you receive your packet you'll get & follow up call
from your customer assistant to answer any questions
‘When all your questions are answered and your proposal
looks better than any of your other options, you can get the
deal started by faxing us & copy of your 50%deposit Tech-
nelogy has provided u tune saving payment solution called
*Checks-By-Fax'.  Of course you can mail your deposit if
you want.  Thiv way yeur arder starts immediately,

Yeu Can't Afford To Paxs This Up Without At Least
Getting A FREE Packet And Proposal.

The pressure to grow in today”s business chimatz is high
Grow or dis is the rule of the future.  You have to Jook at all
yout options and do what gives you a competitive advantage
Your custornens think the best fitness equipment is what you
provide them. They ke the squipment your staff truns them
on. A tresdmill sade 2 years ago is no different than the one
made yesterday. The only difference & how much money it
vost YOU. How much of your operating capital had to be
usad o soquire the new equipment? Anybody can spend too
much money, The most snccessful and wealfhy business
peopbe are the most spend thrifty.

Call T14-283-0355x23 Today. Send an emall 1o

Get A FREE Video Tour and Packet
So You Can See For Yourself.

wwisi@ni.net, and/or go to our award winning
webstte  WWW.Worldwidefitness.com

Sincerely
Steve Paterson
‘Waorkdwide Fitness, Inc

P.S. It's hard to grow a business and waste
maoney af the same time.



| wish
to INSpire my members. To give them
every opportunity to get exactly what
they want from exercise. | will do
everything in my power to prove that
exercise is NOt boring. Exercise at my
club will entertain. | will capture my
members' imaginations with sights
and sounds. | will provide members
with the best my industry has to give.

| will give them

WIRELESS

CARDIO 7 @

EXERCISE THE BODY, ENTERTAIN THE MIND

N
[
: = N

- L 5 ; - syl
RS T
ko= y ] ‘I'

e Wireless Exercise Entertainment
* Superh Stereo Digital Sound
* A Full Range of Systems  Easy Installation

* Low Maintenance ® 3-Year Warranty

1-800-CARDIO-1 . 678-686-4700 . www.cardio-theater.com
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RSA’s Capitol Report

1999 YMCA

REVENUE

REACHED
$3.5 BILLION

Aluly 25 YMCA of the
USA press release confirms that the
organization's annual revenue has
hit the $3.5 billion mark. Accord-
ing to the release, “Total revenue for

" all YMCAs climbed to $3.5 billion
in 1999, from $3.1 billion —an in-
crease of 12.7%.” [In 1998, Y rev-
enues rose at a-slightly higher rate
of 133%.] 1

Last year, 110 communi-
ties created new YMCASs, bringing
the total to 2,372. [This increase is
almost double that of 1998, when
only 56 were built.]

Membership growth has
slowed slightly. “Membership at
local YMCAs grew by 658,271 (or
3.8%) last year to a total of
17,549,364,” according to the re-
lease. [In 1998, membership grew

by 5.5%.]

Of the $682 million that
the YMCA received in contribu-
tions in 1999, $94 million was
from the United Way. This is a
slight increase over the previous
year.

The July 12 Capitol Re-
port included a letter that IHRSA
recently sent to 250 United Way
executives, asking them not to sup-
port YMCA health clubs. Contact
Kristen Adams to find out which
United Ways in your area received
this letter.

NEW RHODE
ISLAND LAW
CLARIFIES RATE-
POSTING RULE

A new Rhode Island
law requires that health clubs post
— within 20 feet of the main en-
trance — all rates including ini-
tiation fee, membership dues, and
renewal rates. The law is effective
immediately.

House Bill 7443, which

was introduced in February, was
amended several times during
the legislative process. Earlier
versions would have increased
thehealth club registration fee
from $100 to $500, and would
have expanded consumers’ can-
cellation rights, including requir-
ing an increase in the cooling-off
period to 20 days. [Rhode
Island’s 10-day cooling off pe-
riod is already the second long-
est in the nation, behind the Dis-
trict of Columbia’s 15 days.]

Thanks to the many
Rhode Island IHRSA members
who contacted the bill's sponsors
to express their concerns, the fi-
nal version of the bill only clari-
fies the rate-posting requirement
that already existed.

Visit the Government
Relations section of www.ihrsa.
org to read the Rhode Island law,
for any state’s health club con-
sumer protection statute, or for
an update on legislative activity
in any state.

Capitol Report Reprinted Courtesy Of IHRSA

THE PEOPLE
BEHIND CAPITOL
REPORT

IHRSA Government

Relations & Public Relations
have merged to form the Public
Policy Department.
_ Helen Durkin (had@
ihrs.org) brings 12 years of ex-
perience at IHRSA to her role as
Director of Public Policy. Bill
Howland (bch@ihrsa.org), an 8-
year veteran, is [IHRSA’s Direc-
tor of Public Relations & Re-
search. Kristen Adams (kma
@ihrsa.org), now in her 5th year
with IHRSA, serves as Public
Policy Manager.

This week, Kevin
Buckley (kb@ihrsa.org) came
aboard as IHRSA’s Government
Relations Manager. For the past
two years, he was a policy advi-
sor to Massachusetts Senate Mi-
nority Leader Brian Lees. Kevin
will be getting to know many of
you in the months to come.

After 10 years in gov-

ernment relations, Jay Ablondi
(jma@ihrsa.org) has switched
gears and is now IHRSA’s Direc-
tor of Publishing. He will oversee
CBL, among other publications,
and will ensure that the magazine
continues to address important
public policy issues, including
tax-exempt competition in our in-
dustry.

ILLINOIS HOSPITAL
LAW INCLUDES
FAIR COMPETITION
CLAUSE

thn first introduced,
Illinois Senate Bill 807 seemed to
be irrelevant to the fitness industry.
However, upon closer examination,
a provision was found that could
have given hospitals an unlimited
free hand in building tax-exempt fit-
ness centers.

The bill as originally
crafted would have allowed hos-
pitals to spend any amount of
money on “non-clinical service

(See Capitol Report page 25)

CLUB INSIDER News
Contributing Author Team

The 2000 CLUB IN-
SIDER News 2000 Contributing Au-
thor Team is listed below, Our thanks
to all of our authors for sharing their
expertise and taking the time to write
for The CLUB INSIDER News.
*MIKE CAMPETELLE -
Communications Consultants - (401)
792-7009
*RANDE LaDUE- President,-
Pro*Fit Enterprises- (888) 604-2244
*MICHAEL HOFFMAN -
President-Heart Communications

(949) 489-0301

*KLAUS HILGERS- Presi-
dent-Epoch Consultants- (727) 447-
1773

*SALLY GOLDMAN-Own-
er-The Weymouth Club- (617) 696-
2627

*KAREN D. WOODARD -
President-Premium Performance
Training- 9303) 4170653

*JULIAWHEATLEY- Own-
er- Women'’s Fitness Center- (540)
434-9692

*SIMON D’ARCY- President-
Business Success Teams- (805) 566-

1

£Club Insider

Seeks

Contributing
Writers

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

8213

*TOM MORRIS- Founder
and Chairman-Morris Institute of
Human Values-{888) 279-1537

*DR. GERRY FAUST-
Founderand President-Faust Man-
agement Corp.-{(858) 536-7970

*RAY GORDON- President-
Sales Makers- (800) 428-3334

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

*ANDREW NERE-Vice
President-Innovative Lease Ser-
vices~ (800) 438-1470

*ART CHAPPELL- Owner-
Courthouse Athletic Clubs- (503)
885-1964

*PATRICK PINE- Founder-
National Fitness Therapy Associ-
ation- (303) 399-4545

*BRENDA ABDILLA-
President- Club Profit Systems-
(800)448-0180

*TOM ZENNER- LifeTime
Fitness - (612) 752-7000

*NANCY CLARK, MS,
RD- (617) 739-2003

*RICK BARRERA-
Founder and President- Rick Bar-
rera & Associates (800) 835-4458

*MICHAEL  SCOTT
SCUDDER- President- FITNESS
FOCUS- (505) 7514236

*CASEY CONRAD - Com-
munications Consultants - (800)
725-6147

*RICK CARO - Chairman,
Spectrum Clubs International -
(212) 9874300

*BONNIE PATRICK - Fit-
ness Company - (732) 548-0970,
Ext. 111

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

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

*MIKE CONNORS - Presi-
dent, Optifitness, - (413) 567-7300

*BRIAN McBAIN - Presi-
dent, Club Market Vision, - (800)
664-9601.

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

*NANCY FRIEDMAN -
President - Telephone Doctor -
(314) 291-1012

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

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

*GEOFF HAMPTON - Pres-
ident Club Marketing Resources -
(619) 267-6862

*TED LAMBRINIDES - Di-
rector of Education for MEDX Cor-
poration - (352) 622-2112

*JIMMY MACK - Partner -
Health Club Experts.Com (877)
732-7528

g
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Fixed—pattern training
machines are great...

Discover how Free Motion by Ground Zero is
turning the industry on its ear. Isn't it about
time for some fun? Call us.

GROUND

- :
FREE mMoTION !

We love “THE way You Moy aw

1.877.363.8449  www.gzdesign.com



Reach Decision Makers
Worldwide '

Every Month!

Call (770) 850-8506 For Information
or FAX Inquiry To: (770) 933-9698

| e-mail: clubinsidernews@mindspring.com
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Building An Empowered Workforce

By Rick Barrera

Every company | talk
to says they wanl to deliver ex-
ceptional customer service. That
is until it becomes uncomfortable,
complex or too expensive. It's
easy to deliver great service when
the customer is happy and every-
thing goes right. The challenge
is that most of the time, our days
do not look this perfect. True cus-
tomer-driven companies deliver
exceptional customer service all
of the time even when it may not
feel good. If you want to truly be
a customer driven company, you
must be able to deliver excep-
tional customer service 100% of
the time, and the only way you’ll
be able to accomplish that is to
build an empowered workforce.

Companies find it most
difficult to deliver exceptional
customer service when customers
are angry or when they are being
demanding and difficult. The way
a company chooses to handle a
challenging situation separates
the exceptional businesses from
the mediocre businesses. Did you
know that 95% of unhappy cus-
tomers will continue to be your
customer if you resolve their
problem immediately? It’samaz-
ing how many customers are lost
despite this fact. Immediately
means right now, right this sec-
ond. It does nol mean after a
manager or supervisor has gotten
involved. Itdoes not mean tomor-
row or the next day. It does not
mean after the problem has been
escalated to the top. It means
RIGHT NOW! The only way to
solve the customer’s problem
right now is by empowering the
front line. If you're not willing
to allow your front line to make
the necessary types of decisions,
you will need to put your manag-
ers and supervisors in your cus-
tomer contact positions, or have
a hefty marketing budget to re-
place all of the customers that you
will lose over time.

Obviously the better so-
lution is to empower the front line
so let’s discuss what that means
exactly. Many companies believe
that empowerment means allow-
ing employees to make certain
types of decisions in well-defined
areas. For example, when a cus-
tomer is upset because the work-
out outfit they bought from you
is damaged, you can give them a
replacement plus a free pair of

socks. What’s wrong with this
theory? First, it never teaches the
employee how to make complex
decisions. Second, no two situa-
tions are ever alike. You can’t
possibly come up with solutions
for every possible rendition of a
problem that a customer might
have. And, because you haven’t
taught the employees how to work
through a decision-making pro-
cess, they don’t know what to do
if the situation doesn’t match the
textbook case that they were
taught. Third and most impor-
tantly, you don’t know what it’s
going to take to satisfy a particu-
lar customer. By prescribing solu-
tions ahead of time, you are tak-
ing a big chance with the future of
your customers. The appropriate
solution is something that can only
be decided in the moment, while
assessing the situation and the cus-

* tomer. This method also assumes

that all customers are created
equal, which we all know is not
true. We are certainly willing to
do more for our most profitable
customers than we are for those
who are not as profitable.

Empowerment is teach-
ing your employees to make their
own decisions in difficult situa-
tions, based on an understanding
of the lifetime value of the cus-
tomer, the company’s objectives
and the company's values. In
other words, it’s teaching them to
look at the business as if they were
an owner and deciding what is best
for the company in the long term.

One of the best exercises
you can do with your employees
is to calculate the lifetime value
of a customer. This will only be
an estimated value, but it will be a
good guideline to help you and
your employees make decisions.
To calculate the lifetime value of
a customer, simply multiply the
average number of years that a
customer typically does business
with you by the average total profit
per year. You can do this customer
by customer, but a great place to
start is to just come up with an
overall lifetime value number for
all of your customers. For ex-
ample, if a customer is usually a
customer of yours for 10 years,
and their average total profit per
year is X, (I left this blank so that
you could fill in the appropriate
amount) then the lifetime value of
acustomer (LVC) is Y.) This puts
everything into perspective. Ifthe
LVC is Y, how much can you af-
ford to spend to keep him as a cus-
tomer?

The next calculation you

will want to run is the cost to ac-
quire a new customer cost
(NCC). This is calculated by di-
viding your total sales and mar-
keting expenditures for one year
by the total number of new cus-
tomers you acquire in a year, If
you know how much it costs to
get a new customer, it makes it
much easier to decide how much
you can spend to keep your cur-
rent customer happy.

It is amazing how much
easier empowerment becomes
once everyone in a company un-
derstands these two figures. It
makes the decision making pro-
cess much less complex. This is
just the first step in creating an
empowered workforce. We'll
talk later about some other re-
quirements for building an em-
powered work force.

Empowerment needs to
become your mantra. You need
to talk about it daily, both with
your managers and with your
front line. You need to constantly
find examples of people making
empowered decisions and hold
them up as examples for the rest
of the company to see. This is
important, even if you don’t nec-
essarily agree with the way that
an employee handled a particu-
lar situation. Your employees
will be testing you every chance
they get to see if you really mean
what you say about empower-
ment. If you constantly second-
guess their actions, they will stop
taking the initiative. First worry
about them taking care of the
customer, then begin to teach
them to use the decision-making
process that you would use in
similar situations.

Empower your
managers and
sSupervisors

If you want your man-
agers and supervisors to em-
power their people, they will first
need to feel empowered by you.
Again, it starts at the top. Once
you have relinquished some of
the power and control to your

_managers, they will more than

likely have to do the same be-
cause they will be too busy work-
ing on higher leverage activities
to be dealing with line level situ-
ations. But, you may still find
that your managers and supervi-
sors are blocking your empow-
erment intentions. Remember,
they have worked very hard to
get to this level and chances are
they enjoy the status and power

that come with their job. Now
you are asking them to give up
some of that control and for
many that is extremely diffi-
cult. You need to begin evalu-
ating the successfulness of your
management team by their
team’s productivity and effec-
tiveness. Again, recognize and
reward those managers who are
best at empowering their
people. That message will be
heard loud and clear to all of
your other managers and super-
visors.

Also, look at the mea-
surement systenis that you are
using to evaluate your manag-
ers and supervisors. If they are
being measured on short term
P&L results, that will most defi-
nitely get in the way of your em-
powerment intentions, since
many empowered decisions will
mean spending money in the short
run.

Change your
accounting systems

Tradi!ional account-
ing systems don’t measure the
lifetime value of a customer or the
cost to acquire new customers.
You should also set up a customer
service budget so that people feel
comfortable taking actions to
save an unhappy customer with-
out worrying about how it will
impact the budget. It is always
fascinating to me that we have
huge sales and marketing budgets
aimed at acquiring new custom-
ers, but rarely do | see customer
service budgets set up to keep cur-
rent customers happy. By hav-
ing a customer service budget,
you will quickly be alerted to any
major problems going on in your
company. This is a great way to
stay on top of the issues that are
impacting your service levels.

Take advantage
of every
learning opportunity!

Mosl of the time

when an employee brings a prob-
lem or challenge to a manager’s
attention, the manager will handle
the situation himself. This cre-
ates two problems, First, over
time, we teach customers that if
they really want action to be
taken, they need to take their
problem to the top. Second, we
never teach our employees to be-
come better problem solvers or to
make the types of decisions that
managers and supervisors feel

Rick Barrera

comfortable making. The next time
an employee brings a problem to
your attention, ask them what they
would do if they were you. What-
ever they say, tell them to do it.
Then, when they are finished, ask
them to come tell you what hap-
pened. Both of you will then have
an opportunity to learn from the
situation.

Teach your
employees to think
on their feet”

Ym.l may not have a lot
of time for formal classroom train-
ing but there is always time for
spontaneous role-playing. Keep
track of the situations that arise
during the week that are good “case
study” examples. When you come
upon an employee, ask them to
role-play the situation with you.
When you are finished, discuss
what you both learned from the
experience and how they can use
the ideas on the job.

Take a good look at your
policies and procedures and be pre-
pared to make exceptions.

Customers hate being told
that they can’t have something or
can’t do something a certain way
because it’s against policy or be-
cause it's “not how we do things
around here.” Policies and proce-
dures are to be used as guidelines
only. They were never meant to get
in the way of delivering exceptional
service. To find out how this might
be impacting your company, ask
your employees and managers to
tell you all of the situations in
which you are telling a customer
“no”. Then, as a group, discuss
when and how exceptions should
be made. Any time you overhear
an employee putting a policy or
procedure before the needs of the
customer, correct the behavior.

(See Rick Barrera page 22)
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EXERCISE RESEARCH BRIEFS

By Yed Lambrinides

Smngth training can im-
prove steadiness in persons with essen-
tial tremor.

With the U.S. population
growing older, the number of individu-
als with essential tremor will only in-
crease.  Researchers at the University
of lowa evaluated the effect of astrength
training program on the ability of per-
sons with essential tremor to exert
steady forces with the index finger. One
group trained with heavy loads, one with
light loads, and one did not perform any
training. The subjects who performed
the training program with heavy loads
experienced an increase in steadiness.
Subjects in the other two groups did not
exhibit any changes. These findings
suggest that strength training can de-
crease the magnitude of tremor.

Intermittent vs.
Continuous Training

Rmard'lm at the Univer-

sity of Kansas compared the effects of
18 months of continuous vs. intermit-
tent exercise on acrobic capacity, body
weight and composition, and metabolic
fitness in previously sedentary, moder-
alely obese females. The researchers
concluded that in previously sedentary,
moderately obese females, continuous
or inlermittent exercise performed long-
term may be effective for preventing
weight gain and for improving some

measures of metabolic fitness.
Tl?' Turn Off The
and GetIn The Gym!

mel:he:s in Australia

investigated the effect of physical ac-
tivity on the association between
television viewing and overweight
(body mass index (BMI) greater than
or equal to 25 kg.m (2)). BMI and
physical activity patterns were both
associated with hours of television
walched. Compared to those par-
ticipants who reported watching less
than one hour of television per day,
those watching 1 to 2.5 hours were
93% more likely to be overweight,
those watching 2.5 to 4 hours were
183% more likely to be overweight,
those watching more than 4 hours
per day were four times more likely

to be overweight. With approxi- -

mately half the Australian adult
population overweight or obese,
these findings indicate that public
health strategies to reduce over-
weight and prevent weight gain may
need to focus on reducing sedentary
behaviors such as television view-
ing in addition to increasing physi-
cal activity.

Strength Training
and Heart Structure
In Men Over 60

Rn'amwcu-aining has
gained popularity as an effective
form of exercise for older adults.
However, the effects of resistance
training on left ventricular morphol-
ogy and systolic function in older
persons is not well known. The pur-
pose of this study was to assess the
effects of 16 weeks of resistance
training on left ventricular morphol-
ogy and systolic function in healthy
older men. The subjects trained 3
times per week for 16 weeks at a
mean intensity between 60% and
80% of 1 repetition maximum. The

sixteen weeks of resistance training
significantly increased maximal leg
press and bench press strength. Re-
sistance training was not associated
with changes in left ventricular cav-
ity size, wall thickness, mass, or sys-
tolic function. Thus, 16 weeks of
resistance training was sufficient to
increase leg press and bench press
maximal strength but did not alter the
size or systolic function of the left
ventricle.

Stre Training
Scoliosis
DanMmeyam!m;

sociates studied 12 adolescent pa-
tients with scoliosis who were 11 to
16 years old and had curvatures rang-
ing from 20 degrees to 60 degrees.
When tested on the MedX Torso
Rotation machine, both sides were
unequal in their torso rotation
strengthiin all patients. Myoelectric
activity was asymmedric in both sides
and in abdominal and paraspinal
musclesof all patients. These asym-
metries were corrected completely
with MedX torso rotation training,
which was associated with signifi-
cant strength gains. Thirty percent
of the subjects had decreases in their
curvatures from 20 to 28 degrees.
This preliminary study shows the
MedX torso rotation exercise shows
great promise for helping individu-
als with scoliosis.

Dumbbells and
Metabolism

Rescan:hers in Tokyo

examined the effects of dumbbell ex-
ercise with and without low calorie
diet therapy on the resting metabolic

...Rick Barerra
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This will be difficult at times be-
cause it will mean,taking a short-
term loss for a long-term gain, but
it will send the message loud and
clear to your people.

Hire the right people

There are many people
who don’t want to take the respon-
sibility and risk that comes with
being empowered. Those people
may not be the right people for
your business if you are serious
about making this transformation.
Use the interviewing process to
determine if the applicant s going
to fit into your empowered culture.
Ask the applicant to work through
some different scenarios with you.
If they are the type of person who
says they would get a manager or
supervisor involved whenever
there is a problem, they may not

be the right match for the job.
Creating an empow-
ered workforce is a learning pro-
cess. It won’t happen overnight,
and you won’t be able to prepare

" your people for every situation

they may encounter because
there will always be an infinite
number of different scenarios.
The most successful companies
have learned that the key to em-
powerment is to teach their
people: 1) to be aware of how
they make decisions, 2) to take
the lifetime value of a customer
into consideration and 3) to
know when an exception needs
to be made to keep a customer
happy. If you want your em-
ployees to treat your company
like it is their company, they will
have to learn to think like own-
ers and managers of the busi-
ness, and it’s up to you to create
that learning environment. How
do you make certain decisions?
How do your managers and su-

pervisors make certain decisions?
The same criteria that you use can
be taught to your front line em-
ployees. You will be amazed at

* what this will do for your customer

service levels!

(Rick Barrera is nation-
ally recognized for his ability to
create and deliver programs that
get results. A professional
speaker, trainer and consultant,
he is also the author of Non-Ma-
nipulative Selling, Collaborative
Selling, The Dollars and Sense

Lil T e
and due out this year, Fast For-
ward, His most popular topics
include: Rethinking Customer
Service, Fast Forward: Embrac-
ing the Challenges of the Future,
Warp Speed: Winning and Los-
ing at the Speed of Light and Col-
laborative Selling: It starts at the
top! For more information call:
(800) 835-4458 or e-mail:
marketing@barrera.com)

rate, diet induced ther-
mogenesis, and body
composition in 12
mildly obese women
aged 19-20 years.
The subjects were
randomly assigned to
one of two groups:
dumbbell exercise
with low calorie diet
therapy and dumbbell
exerciseonly. During
the 12-week experi-

an intense bout of resistive
exercise on postexercise
Oxygen consumption, rest-
ing metabolic rate, and
resting fat oxidation in
young. On the moring of
- | Day 1, resting metabolic
rate (RMR) was measured
by indirect calorimetry.
Preexercise resting oxygen
| |consumption was mea-
sured followed by 100 min
of resistive exercise.

mental period, body
weight and body fat

decreased signifi-

Ted
Lambrinides

Postexercise oxygen con-
sumption was then mea-
sured for a 3-hr recovery

cantly in both groups without reducing
the fat free mass. The decreases in body
weight and body fat were significantly
larger in the low calorie diet therapy
group than in the dumbbell only group.
Both groups combined resulted in an
increase in resting metabolic rate and
diet induced thermogenesis, with dif-
ferences being greater in the dumbbell
only group. The results suggest that
dumbbell exercise decreases body
weight and body fat without reducing
the fat free mass in relation to increas-
ing resting metabolic rate and diet in-
duced thermogenesis. While low calo-
rie diet therapy strengthens the effect
of dumbbell exercise on body weight
and body fat it also appears to weaken
the effects on resting metabolic rate and
diet induced thermogenesis.

Sﬂ'e:i Training

Rmm:hcrs at Colorado

State University examined the effect of

period. On the following moming (Day
2), RMR was once again measured in
afasted state at 07:00. Postexercise oxy-
gen consumption remained elevated
during the entire 3-hr postexercise re-
covery period compared to the pre-ex-
ercise baseline. Resting metabolic rate
was increased by 4.2% (p < .05) from
Day]1 (morning prior to exercise: 1,419
+/- 58 keal/24 hr) compared to Day 2

(16 hr following exercise: 1,479 +/- 65

keal/24 hr). Resting fat oxidation as de-
termined by the respiratory exchange
ralio was also significantly elevated on
Day 2 compared to Day 1. These re-
sults indicate that among young
women, acute strenuous resistance ex-
ercise of the nature used in this study is
capable of producing modest but pro-
longed elevations of

postexercise metabolic rate and possi-
bly fat oxidation.

(Ted Lambrinides is the Di-
rector of Education for the MedX Cor-
poration (800) 876-6339.)

Bonnie Patrick

continued from page 12

ence: Human Clues, where people
create an experience, and Physical
Clues, where the environment cre-
ales an experience.

Think of your club and the
experiences you create. What are the
high points? How do we get to them,
and how do we maintain them?

Listen to Dad

Rmr.ntiy, I lost my father

1o a very short bout with Leukemia.
During his time in the hospital, he
created one of the most memorable
experiences of my life. He kept a
very positive attitude up to his last
breath. Whenever we asked how he
was doing, he always responded,
“Fine, I'm just fine. Everything is
going to be OK”. We couldn’t tell if
he was reassuring us or himself. We
had some wonderful conversations in
his last days. I'll always remember
two things he said: There is always
hope. Never give up hope. And, we
are only given so many breaths here
on earth, so many heartbeats. How
are you spending yours? What type

of experiences are you creating for
yourself and for others?

The loss of my Dad was
one of those life-altering moments.
Now | use my breaths and heartbeats
more wisely, focused on creating and
experiencing the most posilive en-
vironments for myself and others.
What are you doing with yours?

The second part of this series
in Creating Positive Experiences for
Our members will focus on Creating
Positive Experiences for Our Staffs.

Thanks to Joe Cirulli of
Gainesville Health and Fitness Centers,
Matt Bradbury and Robert Cancel of
The Fitness Company, Andy

John Colbert, John Cardone
of FitLinxx, Fran Acunzo of Sage De-
velopment, and Dad for their contribu-
tions to this article.

(Bonnie Patrick is a Project
Manager for The Fitness Company
specializing in Organizational Devel-
opment and Performance Improve-
ment. A recipient of the Club Industry/
Life Fitness Distinguished Business
Woman's Award for Industry Enhance-
ment, Bonnie welcomes your feedback
and can be reached at (732) 548-0970
x111.)



= |

ar Hii.
— A Al
Your Partner in Success.

EFT Mastercard/Visa [ "Mail-in” Payments

Electronic Draft Electronic Debits \ from Coupons

23° | 45* || $200

PER PAYMENT PER PAYMENT PER PAYMENT

INTERACTIVE SOFTWARE

The management system with ALL the options!

True Flat-Rate Billing
7 Full Collection Services ==
" Flexible Renewal Programs . sesmsmemmemem

_ Call BUSINESS DEVELOPMENT Today!

1-800-233-8483

A F F 1 L. I AT E D A C €C E P T A N C E C O R P O R A TI ON




PAGE 24

EClub Insider

AUGUST ISSUE

UNLEASHING THE FULLPOTENTIAL
OF YOUR FITNESS CENTER

By Jimmy Mack

Right now you may be
poised on the threshold of using
technology to add teeth to your mar-
keting or to save valuable time for
yourself. Perhaps you have some
other ideas in mind for how high tech
can translate into high profits. But
before you dive into the pool, you
want to make sure it’s filled with
water. So where do you dip your
toes? Do you look first to your
needs? To the capabilities of tech-
nology? To your budget? Right,
right, and right. You're asking the
right questions, thinking the right
thoughts. | know that high tech
means high anxiety to many people,
but 1 also know that their stress is
based upon complicated older tech-
nology and not upon the simple tech-
nology of today. It’s this high anxi-
ely that keeps many club owners
away from just what they need most.
A survey of small business owners
in 1997 revealed that nearly 20 per-
cent of them feel that lack of knowl-
edge kept them from buying more
technology, yet 40 percent said that
technology is critical to their busi-
ness success. If you’re planning to
use technology to send your profits
soaring, there’s a ten-step plan to
follow. Before you even begin to in-
stitute this plan, recognize that you
will succeed with technology, as
with marketing, if you decide up
front that you're going to commit to
it, stick with it, and make it work for
you no matter what. Then it’s time
to activate the plan. Once you do,
you will wonder why you waited.
It’s not a good idea to use technol-
ogy just because you think you
should. Instead, use it to accomplish
specific goals.

The Cost Of Technology

hen you purchase a
car or a new piece of furniture, it's
an expense, and it’s probably going
fo be worth your money. When you
purchase technology for your busi-
ness, it is an expense, also. But it’s
even more of an investment, because
it will be able to contribute mightily
to your profitability. Unlike Wall
Street investments, your technology
investment poses little risk if you
operate according to the ten-step
plan I'm going to outline. You're in
control of this investment, You have
the opportunity to maximize the re-
turn it can deliver by your wise use
of its capabilities. By availing your-
self of the extraordinary new phe-
nomenon of the Internet, you can es-
tablish strategic alliances and engage
in E-commerce while marketing in-

expensively and powerfully, not to
mention interactively. The mind-
boggling capacity to do this is
brought within reach by today’s
simple technology, which I will help

you to unleash.
1-Research

Find out what others in
your industry are using for market-
ing, merchandising, and production.
Find out what’s available, what you
can afford, and what’s coming up
next. The idea is to begin operating
from a standpoint of knowledge in-
stead of ignorance. Keep your ra-
dar attuned to which technology
will improve your effectiveness and
your efficiency, which can light a
fire under your marketing, which
can save you time and money, and
which can add luster to your mem-
ber services. Some of my research
turned up four ways that technol-
ogy could provide competitive
strengths and advantages. One was
acomputer and software that would
enable the club to create its own
marketing malerials, especially
monthly flyers touting your web
page. Another was a program that
has been used for years, but not to
it’s full potential, the lead box pro-
gram. What other industry in the
country is able to place 100 mini
billboards in their community, dis-
playing the name of their business,
telephone number, and most recent
and important, their web-site ad-
dress? Your web address should not
only be on every piece of station-
ary but every header of every box
in a five-mile radius. The third was
keeping track of those leads thru
software and telemarketing, and
last, the creation of a Cyber or
Internet cafe right in your lobby or
next to the juice bar.

2- Check out
your compehtors

Thc last thing you want
is for them to offer more conve-
nience and better service than you,
so see what they're up to. Learn
how technology is helping them.
The idea isn’t to catch them but to
surpass them.

3- Check your
own members.

Whal technologies do
your members use? If they're still
using fax machines and aren’t yet
online, perhaps you don’t have to
be online either. But if they're us-
ing the web and know how to look
for things there, you'd better get
yourselfa web site pronto. (Surveys
taken have shown that club mem-
bers and Internet users have almost

identical statistics) Again, your job
is not just to keep up with your
members but also to stay ahead of
them, offering the ultimate in con-
venience to both mémbers and pros-

pects.

4-Limit your purchases
to your real needs

Once you have deter-
mined those needs, you'll know
which technology to purchase and
which you can do without for the
time being. There's no need to arm
yourself to fight a tiger when all
you’ll be facing is a pussycat. On
the other hand, you don’t want to
be prepared only for pussycats
when tigers are charging you. The
key is to fortify yourself with the
appropriate technology to serve
your needs. A consultant might just
be the ticket to help you in this area.

5-Examine
your alternatives

Here I am praising

computers and technology to the
skies when | well know that com-
puters aren’t the solution to every
problem and that advanced voice
mail systems can lose customers for
you as easily as they can gain them.
Picasso once said that the problem
with computers is that all they can
do is come up with the right an-
swers, but not the right questions.
It's up to you to ask those right ques-
tions. How can you improve your
member service with technology?
How can you add more effective-
ness to your marketing with tech-
nology? How can you streamline
your way of doing business with
technology? If you ask those kinds
of questions you'll be able to use
technology to provide the answers.
Where computers used to be a
luxury to small business, each day
they're becoming more of a neces-
sity. Operating a business without
them today is like operating a busi-
ness 50 years ago without a tele-

phone.
6-Talk to your staff

on’t keep it a secret.
Your task is to get them to want
technology as much as you do, to
embrace it with the same enthusi-
asm as you. Many of today’s com-
puter whizzes were scared to death
to touch a keyboard or click a mouse
just a few years ago. So take the
time to get feedback from your
people, to enlist their aid, to make
them feel part of the move to tech-
nology rather than they are being
brushed aside by it. Their comfort
level with technology is every bit
as important as yours. The last thing

you want is the right tech-
nology being ignored by
a staff that's terrified of
it. If they're involved up
front, they'll stay in-
volved.

7-Develop a plan
and put it
mn wnung

Just as you

should have a written
marketing plan, you need
to have a written technol-
ogy plan which lays out
which technologies
you'll need and when
you'll need them. After
you've completed the
preceding steps, write
your plan. You probably
won’t want to purchase

all your equipment at the
same time, but which will

Jimmy Mack

you need first? Second? Third? Get
those priorities straight, then live
up to your plan. You'll find that the
plan simplifies both the purchas-
ing and the mastery of your equip-
ment.

8-Train your staff

you can’t do it your-
self, or if an articulate employee
can’t do it, bring in a trainer or a
consultant who can show your staff
the ropes and the simplicity of your
technology. You want your people
to look forward to using it, to use
it with confidence, and never to
resent it. If they feel they are in
control of the technology instead
of the reverse, you're off toa splen-
did start.

9-Purchase equipment
you can grow tnto,
not out of

Thc first thing you
want is a computer with enough
power to run all the software you’ll
be using. The last thing you want
is to need even more power later
because you've grown so success-
ful. Don’t sacrifice quality in this
area. Be willing to fork out enough
to a top-quality vendor for top-
quality technology. Maybe it’s
more power and technology than
you need right now, but you'll be
much happier growing into it than
realizing you'll soon outgrow it.
Whatever you purchase will be
improved, and the price will drop,
within a few months. That’s the na-
ture of the technology beast. But
never forget that you can upgrade
if you have to. Software keeps get-
ting better and better and easier to
use, and it’s very simple to merely
upgrade your software without

having to purchase a new or more
powerful computer. A health club
business is like a new family; it
doesn’t make sense to purchase a
one-bedroom house with a baby on
the way and a few more planned for
later. A three-bedroom house may be
a bit too large at first, but you can
grow into it and won’t have to start
looking for a new house when you
should be settling into one.

10-Evaluate
your progress

t- the end of each
month, check to see if you're fol-
lowing your plan, if your technol-
ogy isserving all your needs, if your
staff is comfortable with the tech-
nology, if your members are happy,
and to call a consultant if you need
direction. Settle for nothing less than
complete satisfaction. Is the technol-
ogy doing exactly what you want it
to do? If not, make changes so that
it does.

It is very important that
you become involved not with the
technology itself, which can be ul-
tra-fascinating, but with what the
‘technology can do for you. All the
bells and whistles in the world won’t
increase profitability if it can’t de-
light your members and satisfy their
specific needs. Never forget that
your members should be the benefi-
ciaries of your leap into the techno-
world, and that advanced technology
is all about them, not about you. If
you keep that fact at the forefront of
your mind, you’ll stay on the right
track.

(Jimmy Mack is a Partner
in Health Club Experts.Com and may
be reached at (877) 732-7528 or e-
mail: jimmymack@ttinational.net)
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..Capitol
Reports
continued from page 18

areas.” IHRSA and its members
saw this as a virtual green light for
hospitals to build tax-exempt
health clubs. They convinced State
Representative Kevin McCarthy to
amend the bill to include the
phrase **Non-clinical service area’
does not include health and fitness
centers.” The amended bill re-
cently became law.

IHRSA commends Mike
O’Donnell of Riviera Country
Club and other Illinois members
for their diligence in the battle for
alevel playing field. IHRSA would
also like to thank Representative
McCarthy for sponsoring this im-
portant amendment.

Contact [HRSA's Public
Policy department with any ques-
tions or for a copy of the new [lli-
nois law.

EMPLOYERS
WINNING MOST
ADA LAWSUITS

Employcrs prevailed in

96% of Americans With Disabili-
ties Act (ADA) cases that were
decided last year in federal court.

According to a survey
conducted by the American Bar
Association’s Commission on
Mental and Physical Disability
Law, employees won in only 13
0f291 federal ADA cases in 1999.

This doesn’t mean, of
course, that ADA violations are
of little consequence. The Na-
tional Law Journal explains,
“Lawyers for employees are
quick to point out that the survey
does not include cases thal are
settled after filing... Once an em-
ployer recognizes an employee
has a strong case, the employer
often will settle in order to pro-
tect its reputation.”

No data is available on
the number of ADA cases that are
settled out of court,

The ABA commission
also looked at the results of ADA
Title | (employment-related)
complaints filed with the Equal
Employment Opportunity Com-
mission and found that employ-
ers prevailed in about 85% of the
17,007 cases the commission re-
ceived last year.

BUSH & GORE RUN
FOR MORE THAN
PRESIDENCY

Thc following are ex-

AUGUST ISSUE

cerpts from “Running for Presi-
dent: Are they Fit?” by Ted
Mitchell, M.D., of the Cooper
Clinic in Dallas, TX (USA Week-
end 7/30).

As with most successful,
long-term exercisers, Bush and
Gore sweat for reasons beyond the
physical. Both candidates find ex-
ercise a stress reliever that helps
them think clearly. After their runs,
each seems invigorated.

When it comes to the
flabby state of our nation, both can-
didates have a plan. Gore, aiming
to make exercise a habit with kids,
recently announced a plan to ex-
pand YMCA and other after-school
programs. Bush wants 1o use the
White House as a bully pulpit to
persuade more companies to invest
in adult programs such as on-site
wellness/fitness centers. “When
people realize there's a correlation
between exercise and less doctor
visits,” Bush says, “that equates to
money.”

Bottom line: Two of the
busiest people in America under-
stand and enjoy the benefits of fit-
ness and make it a priority in their
hectic schedules. Whichever man
wins, he will serve as a testimony
to healthy living. Both, indeed, are
fit to run.

...Coffman

continued from page 16

loving, let-it-all-hang-out-once-in-
a-while people. It would also be a
great ice breaker and lead into a
conversation that would lead into a
promotion or suggestion.

Oh yes! Don’t forget the
camera. Take a picture of the mem-
ber reacting to this moment. | guar-
antee a terrific smile and or a fun
expression. Have a Birthday Board
with all the pictures of Birthday
members in a month, and at the end
of the month have a drawing for a
prize. The drawing could be held
on the last Friday of every month
at which time you have a birthday
sheet cake for the members in the
day to share in honor of all the cel-
cbrations in the month.

What about the members
who haven’t been in for a while?
Do you send out Birthday Cards?

THE BIRTHDAY CARD
- Send a greeting...get a response

Do you send birthday
cards to your members? Whosigns
them? It should be the owner or
manager. Do you include a present
or a way of getting one? By that |
mean, does the card have a follow
up to it? (A special invitation to a
special event, a guest pass to give
out in honor of their birthday, a
chance for an additional prize, a
reason to bring the card into the club

to get additional recognition, etc.)

Make the same birthday
presentation to the members who
bring in the Birthday Cards if they
were not in the club on the specific
day. Include the pictures of the
Birthday Guests on a Birthday
Board and in the drawing.

You have heard it so of-
ten - Every program should be an
opportunity of creating a club
within a club. Couldn’t you have a
“Birthday Club?" This could be a
special group of members that
would get special recognition just
for having their birthday - which
they will have anyway. You are just
capitalizing on it and creating a ser-
vice and retention program out of
it. The Birthday Club could be a
group thal enjoys membership for
only one year, then the next Birth-
day Club begins and builds its
membership for the following year.

How often and for how
many different reasons do you give
out T-shirts at your club? AT-shirt
with yourclub’s logo on it and not-
ing that it is recognizing the mem-
ber as a member of The Birthday
Club would guarantee promotion.
A small investment for a great re-
turn.

Special note to owners
and managers: Do you feel that
your front desk personnel, group
exercise instructors, fitness trainers,
lifeguards, etc. would not be com-
fortable doing this? Ask how the

ownersand managers of restaurants §
that use this program of MAKING H
BIRTHDAYS FUN handle the situ- |8
ation. You will find that most wait-
ers and waitresses were not
comfortable doing this initially ei-
ther. However, You will probable
learn that:

a. Managers proceeded to
hire “fun” people. People who en-
joyed creating fun experiences. i

b. They made this part of |
the job descriptions. It was not an
option. The interview established the !
expectations immediately. :

c. They trained, practiced
(rehearsed), and found that making
the decision to MAKE IT FUN was
fun. And it grew their business too.

If any of you have created or
have thought of new ways of MAK-
ING BIRTHDAYS FUN I would love
to hear about it. Call, fax, or ¢ mail
your suggestion and | will include it in
a follow up article to The Club Insider
News at a later date. We will all learn
from each other. Together we will all
MAKE IT FUN!

(Sandy Coffman, the
world’s foremost expert of health,
racquet and sportsclub program-
ming, is the President of Program- |
ming For Profit. Sandy is a 25-year |§
industry veteran and one of the most
sought afier speakers in the indus-
try. Sandy may be reached at: (941)
795-7887 or e-mail: SLCoffman
@aol.com)

Dr. Bob Rotella

~Scudder

continued from page 14

site, www.nvo. com/michaelscudder,
regularly receives over 14,000 hits per
month. He can be reached through
his web site, by email at

actively been involved in technology  fitfocus@aol.com, or by telephone at
Jor nearly 20 years. Scudder’s web  305-751-4236.)

What Can a Butch Harmon
Golf Fitness Program By MedX

Do For You?

* Be the first in your market to align yourself with a
multi-billion dollar industry!

® Take advantage of millions of dollars of
endorsements to gain market credibility!

* Beat your competition to become the golf training
experts in your market!

® Why is Butch Harmon (teacher of the #1 ranked
golfer in world) using this program at his golf
school?

® Why are top professionals in the sport such as Tom
Kite and Dr. Bob Rotella training using and
endorsing the same program, including the same
flexibility system used in the PGA and SENIOR PGA
TOUR Fitness trailers?

*® Enroll new members (golfers), and give them the

“Competitive Edge” using the most important
equipment they own... their body!

This is a True Fitness
Program That Results in
Better Golf!!
800.388.0453

www.dominionfitness.com
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'JOHN KERSH, Direc-
tor of Intemational Development for
[HRSA, tellsus that he has been spend-
ing a lot of time in San Paolo, Brazil
preparing for the first ever South
American IHRSA Convention. The
event, organized in conjunction with
partner, Fitness Brasil, will be October
17-19 and should be quite an event.
MARK MASTRO, CEO of Fitness
Holdings Worldwide, will be a featured
speaker as will IHRSA Executive Di-
rector, JOHN McCARTHY and in-

dustry guru, CASEY CONRAD.
Johnalso tells us that Life Fitness has
established a company office in Bra-
zil and expects quite a bitof new busi-
ness from that part of the world.
Technogym has been there a while
and is experiencing success.

*PATRICK HENCHOZ,
the Managing Director of Esporta,
has announced his resignation effec-
tive December 31, 2000. This has
stimulated more speculation that

ECIul Taisider

The CLUB INSIDER News World View
MONTHLY NEWS FROM AROUND THE GLOBE

Esporta is primed for a takeover by
cither Cannons or Whitbread. In
1999, Esporta had 22 clubs generat-
ing $96-million. (U.S.) Esporta
opened 3 clubs in the first half of
2000 and expects to open 4 more by
December, 2000. Membership grew
22% to 126,000 during the first six
months of 2000,

*BOOTS with 1,378 re-
tailing pharmacy stores in the United
Kingdom, has announced that it will

AUGUST ISSUE

begin opening fitness studios offering
exercise and swimming as well as a
broad range of health, fitness and beauty
products and services. The new club
chain will be called Boots Body 360
and will open in London and
Chiselhurst early in 2001. Boots Man-
aging Director, KEN PIGGOTT,
commented, There is a huge interest
in a ‘whole-life” approach to health,
beauty and well-being and Boots is
uniquely positioned to meet this grow-
ing need.”

*In The U.K., Topnotch
Chief Executive MATTHEW HAR-
RIS announced the acquisition of 5
Cannons Group PLC health and fitness
clubs for $2.5 million (U.S.) Haris
noted, “The acquisition of this high
quality package of five clubs is a sig-
nificant step in our expansion
programme. Since flotation in early
March we have added nine operational
clubs to our portfolio more than dou-
bling the size of the group.”

BODYPUMP

continued from page 3

An unlicensed facility providing a
barbell class set to music and using
a confusingly similar name to
BODYPUMP (ex: Pump, Power
Pump, etc.)

An unlicensed facility em-
ploying instructors trained in
BODYPUMP (instructors sign an

agreement to teach only in licensed
facilities).

Paying for the license just
long enough to receive the train-
ing and marketing materials before
canceling and yet continuing to
offer basically the same program
as BODYPUMP.

Although BODYPUMP
does recognize that they cannot re-
strict clubs from imitating their
program, they can enforce their

Norm Caten’

EClub

Imnsider

INFORMATION REQUEST

If you would like to receive information from or be
contacted by advertisers in this issue just clip or photocopy
this form, mark the block(s) of the respective companies, com-

trademarked brand and the license
agreements signed by club own-
ers and instructors. “We estimate
the value of our brand at $15-20
million with over 20 years of de-
velopment done in New Zealand,
and we intend to protect our in-
vestment vigorously. The public
has begun to shop for
BODYPUMP, and it is both ethi-
cally and legally wrong for a club
to represent that they have
BODYPUMP without paying the
license fee. Of course there will
always be imitations and knock-
offs for great products or pro-
grams. Our two concerns are the
use of our trademarked name to
knowingly confuse consumers and
trained BODYPUMP instructors
teaching a similar weight based

benefit from our contract as well.
The Step Company provides the in-
structors with all of the training and
knowledge to execute the program
and deliver the product in a very spe-
cific and unique manner. Therefore,
The Step Company has the right to
restrict the delivery of the product to
only licensed facilities. When the
instructor teaches at an unlicensed
facility, both the club and the instruc-
tor are in violation. The club is tor-
tiously interfering with a contract
between The Step Company and the
instructor. The instructor is in direct
violation of their agreement to teach
only in licensed facilities.

“We have tried to make the
BODYPUMP license as inexpensive
as possible for clubs without requir-
ing a long term contract. Clubs may

for 90 days after the termination of
our program. This is what we con-
sider our “cooling off” period that we
will now enforce,” says Boggs.

Precedence is on their side.
The legal system has upheld the
rights for other trademark names in-
cluding Spinning and Tae Bo. There
was also a case involving
BODYPUMP, where a large chain
(name withheld) agreed to change
the name of their barbell program
because of possible confusion with
BODYPUMP. The Step Company
itself is no stranger to litigation. In
the mid-90's, they were successful
in two major pieces of litigation
cases against two well known com-
panies.

Most of the violators may
be unaware of their wrongdoing.

program in unlicensed clubs,” says  cancel at any time with a 7-day no- However, BODYPUMP has a de-

:r:b?:sa?mmﬂon Eceesied i the Dinkits st faxte. the President and Owner, Rich Boggs  tice. There is just one stipulation —  tailed process to determine if a club

y of The Step Company. they must agree not to teach another  or instructor is in violation and sev-

ClPichss malltnforsistion: b0 e Dm?::;::l;:;?e T%e instzc:)rs receive a bar:;cll classg!synchmnizcd to music  eral steps are taken to warn those in

Name: 2 SesSseROOORIRIRROROOORORORORORRORRDRRRRRORRORRORORRS VinﬂtiqﬂbﬁfUrﬁmﬂing!o!‘egai

Club or Company-Name: CLUBS FOR S AlE action. Some clubs simply believe

City: they won’t get caught. However,

2 8 wc A’ I ‘I ONS BODYPUMP now has over 7,000

Fax#: ( ) A trained instructors and over 300,000

= = weekly participants who are their

w News Advertisers VIRGINIA eyes and ears. “As a testament to

Buy 1 or all. Positive cash flow. Call for details the uniqueness of BODYPUMP,

MedX - Pg 5 Faxi#:(352) 629-8670 I have “qualified buyers” looking for consumers who have experienced

LifeFitness - Pg 28 Faxi#:(847) 288-3791 ladies only/co-ed clubs. the real !hmg let us know .wlhen a

Gold's Gyms - Pg 2 Fax#:(703) 207-1680 25 years experience in brokerage business. class is not a legitimate
Affiliated Acceptance- Pg 23 Fax#:(816) 753-1429 CHARLIE AUGUSTINE - BODYPUMP class,” says Boggs.

“We have thousands of
clubs and instructors that are com-
mitted to and invest in the concept
and are receiving the benefits. We
will not allow a minority to unfairly
tarnish the image of BODYPUMP,”
says Boggs.

“At this point in time, our
goal is to pursue the blatant offend-
ers, those who have received the
warnings and choose to ignore them.
We hope once club owners and in-
structors see that we are committed
to protecting our trademarks and en-
forcing our agreements, they will
take the steps necessary to avoid
confusion.” .

Fax#:(914) 736-0508
Fax#:(770) 729-0995
Faxi#:(760) 434-8958
Fax#:(310) 323-7608
Fax#:(678) 686-4510
Faxi#:(805) 884-8119
Fax#:(770) 424-15%0
Fax#:(714) 283-0935
Fax#:(310) 514-1363
Fax#:(719) 955-1104
Faxi#:(662) 690-6202
Fax#:(310) 390-2627
Fax#:(801) 572-6514
Fax#:(212) 987-4227
Faxi#:(858) 536-7976
Faxi#:(301) 652-8288
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Springfield Corp. - Pg 8
Jazzercise - Pg 12
Muscle Dynamics - Pg 15
Cardio Theater - Pg 17
ISSA -Pg7
Body Pump - Pg 27

* Worldwide Fitness - Pg 16
Ivanko Barbell Co. - Pg 13
Ground Zero Design - Pg 19
Golf Express - Pg 10
National Gym Supply - Pg 13
Hoggan Health - Pg 9
Friday Reports - Pg 6
Faust Management - Pg 18
Fitness MX.com - Pg 14

Toll Free - 1-877-639-3488
Voice Mail- (757) 717-2096 - Fax: (757) 547-0872
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FITNESS CLUB
MANAGER

Moore’s Fitness of Dayton and Cinclnnatu

u Seeks qualif‘ed applicant with at least two years ex-J

-perience in sales and management. With commis- »
» Sion & bonus earn $30,000 to $50,000. Insurance, paid &
. holidays, paid vacation and 401K benefits. Resumes=
a can be faxed to: (937) 435-7736, mailed to P.O. Box §
:;‘5;1023 Dayton, Ohio, 45475-1023 or call (937) 435--
72 .
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LETSGET

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

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

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

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

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

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

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

bodytrainingsystems

THE STEP COMPANY » WWW BODYPUMP.COM




competitive
edge

personal
profile

; No, not wired.
energetic. Wh

With over 40 clubs in the U.K., the Fitness First chain is Qrowfﬁg so >fé'st'--it's' a
challenge to keep up with it. Fortunately, Life Fitness has the equipment, the
people, the passion, and the—well, the cbsession, to give Sean and his clubs the
competitive edge they need to stay at the forefront of the industry.

Rely on Life Fitness to keep your competition on their toes.

Call 013563 666 017 in the UK. or 1.847.288.3300.in the U.S.

National Operations Directar/
Fitness First Ple, U.K.

Innovative. Energetic. Foocused.
Relies on Life Fiiness to be &
strong business partner.

Would=be actor. Gadget happy.

A tad ohsessive, Passionate about |
his family, his job, his Hungarian
Viszlas and Junk food.




