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The “Healthy Exercise” Team - Temecula, California
(L to R) Guy Bridges, Ray Wilson, Ann Boyd & Candice Gonzales

Ray Wilson Blasting “Healthy Fxercise”
Into 21st Century!
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With more than twenty
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the Health & Fitness industry,

we know what it takes to
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solution.
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Ray Wilson Is Blasting Into the 21st Century With The Goal of 10,000 HealthClubs!

By Norm Cates, Jr.

Ray Wilson is blasting
into the 21st century with the goal
of 10,000 new health clubs ! He
must be crazy, you say? Yeah, |
say, crazy like a fox. Read on.

Wilson is in the early
stages of creating two new
nationwide club chains, Ray
Wilson’s Healthy Exercise For
Men and Women and Figure
Magic Express For Women, both
targeted at specific U.S. market
niches that Wilson has identified
as still untapped. His Healthy
Exercise chain will consist of
small, 1400 to 2400 sq.f. facilities
targeted to what | now call the
“Intimidated De-conditioned”
market, the 61% of the U.S.

population that has been
described by the Surgeon
General as being either obese or
overweight. The “Intimidated
De-conditioned” market repre-
sents approximately 170 million
people. Wilson's Healthy
Exercise will also seek to bring
back many of that vast number
of former health club members in
the U.S. who are not members
now. He estimates the “former
member number” in the U.S. to
be at least 40 million people.
Wilson believes that after these
intimidated people work out in
the small clubs, many of them will
then gain the fitness (and
confidence) to want to join a
large “hard body club.” A “hard
body club” is the term Wilson

now uses to describe all of the
clubs he has built in his career
and that many major operators of
fitness clubs are building today.

Ray Wilson has spent
53 years figuring out how to make
money in the health club
business. And, he has made a ton
of it. But, more importantly, the
people who have been Wilson's
partners have experienced great
financial success. His secret?
He structures all of his companies
so that his partners share heavily
in the profit and they are also
given the responsibility and the
freedom to run the show, so to
speak. One of Wilson’s greatest
talents is his ability to identify,
recruit and work with the health
c¢lub industry talent whom he

seeks out. His greatest talent is
motivating those people to
succeed.

Take, forexample, Ray’s
newest business associate,
Steve Trapilo , a former Boston
College football player and
teammate of Doug Flutie. Steve
is the football player who
immediately after the “Immaculate
Reception” that ended that
famous game, lifted Doug Flutie
up in the air during the post-game
celebration of the Boston College
last minute victory over the
defending National Champions
Miami Hurricanes. Steve wenton
to play pro football for eight years
and earned some good money.
His long-time friend Jimmy Hart,
had been an employee of Family

Fitness Centers in San Diego.
When Family Fitness Centers
was sold to 24 Hour Fitness,
Jimmy returned to Boston. Steve
and Jimmy then became partners.
Ray Wilson is very impressed
with Steve and Jimmy’s four large
Boston area 21% Century Family
Fitness Centers. Ray intends to
make the Boston area the first
example of how profitable his
“sixth phase” small satellite club
operation can be. Ray is going to
be partners with Steve and Jimmy
in at least ten Ray Wilson Healthy
Exercise clubs in the Boston area,
Wilson is buying 20% of Steve
and Jimmy's new company. Steve
and Jimmy's partners will
also become Ray’s partner to

(See Ray Wilson Page 6)

By: Norm Cates, Jr.

Part 11T

In this segment of the
History of the Health Club
Industry — Part 111, I have
published comments from
several health club veterans and
leaders from across America.

Red Lerille - Red
Lerille’s Health and Racquet Club
in Lafayette, Louisiana, in case
you don’t know him, will begin

its 41" vear of continuous

The History of the Health Club Industry

operation on January 13, 2004!
Red was Mr. America in 1962 and
opened his 3,500 square foot
health club on January 13, 1963.
Red rented space with $250 per
month he borrowed from his Dad
and converted rented space (that
was formerly a boot shop) into
his health club. He built his own
equipment and worked in his
club everyday. 40+ years later he
still does. “Red’s”, as his amazing
club is called, is now 180,000+
square feet and is situated on 20
acres. He has approximately 12%

of the 100,000 population of

Lafayette, La. as club members.
In my opinion, Red Lerille is the
greatest single club operator in
the history of the health club
industry. Red is up everyday of
the year at 4 am and opens his
club for his members with whom
he works out before dawn. When
I'visited Red’s about 9 years ago,
by 5 a.m. the club parking lot had
200 cars in it and the club was
buzzing. After Red works out he
usually goes to the airport to fly
one of his vintage antique
airplanes that he has personally
restored to brand new condition.

Not only does Red collect
antique airplanes, he has a
collection of Harley Davidson
motorcycles and two Lam-
borginis ! Red Lerille is a terrific
guy to work for as evidenced by
his employee’s loyalty. He has
two employees that have been
with him for close to 40 years,
Buddy Lebas and Garland
Barras, and 6 or 7 other
employees who have over 25
years working at Red’s ! Redisa
terrific speaker and shares his
strong personal passion for
fitness with people at Rotary

clubs and other civic meetings.
And, Red has passed this passion
on to his members.

Red’s Reponses on major
industry developments:

“The first thing, of
course, were barbells and
dumbbells. They were it for years
and years. I'll never forget the
firsttime I walked into Joe Gold’s
first gym in New Orleans. [ was
amazed at all the barbells and
dumbbells he had with a couple

(See Club History Page 20)

Kenneth Melby Honored By National Fitness Trade Journal

Positive Attitudes, Employee Loyalty and Enthusiasm for Fitness Equal Landmark Success!

By: Scott D. Jones

Each year, one member
of the fitness industry is honored
with the N.F.T.J. Lifetime
Achievement Award. Since 1994,

individuals have been singled
out for their contributions to the
industry in many different areas.
However, one thing remains
consistent with each recipient -
the vision, dedicated and
contributions each recipient has

( Inside The Insider

\

Closing Your Club

The “Insider Speaks”
small is GREAT!

'Midwest Regional Club Owners Meeting Held

made to the industry are
substantial and have helped
make our industry what it is today.
This year's recipient, Ken Melby,
is certainly worthy of joining this
elite group of individuals.

For more than 45 years,
Ken Melby has watched the
fitness industry, From the carly
days, when fitness didn’t play
such an important role in people’s
lives as it does today, he has
been on the frontlines of each
industry trend and market shift.

Coming from a
traditional family, Melby went to
work at a local power company

for 10 years before connecting
with his high school friend and
industry pioneer Ray Wilson. It
was the late 1950s and the fitness
industry was in its infancy. But
the pair’s involvement with
Silhouette Health Club in Indiana
quickly grew to include three
new clubs in Ohio. And from
there, the business continued to
build. ¥

It was through his

involvement with clubs in Ohio
that Melby met * -future
business partner Ron Her, "garn,
(1998 Lifetime Achievement
Award Winner). The two formed

Kenneth Melby

a strong working relationship
that included literally hundreds
(See Ken Melby Page 8)
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By: Norm Cates, Jr.

Today is September 11,
2003. Iam on a plane flying to
Las Vegas, Nevada where I will
attend the 2003 National Fitness
Trade Journal Conference and
Trade Show, hosted for 22 years
running by Wally and Meschelle
Boyko. [ have two topics here
that 1 think might be of interest
to you.

They are: 1) Club
closings and 2) health club self-
regulation vs. government
mandated regulation.

1. Club closing. On
club closing we have an article
written by Julia Wheatley, the
former 9-year owner of The
Women's Club in Harrisburg,
Virginia. Julia agreed to share
with you her tough experience of
having to close her club she
loved and her article appears on
page 10. The truth is, and we all
know it, club closings do happen
in our industry. We tackle the
tough issues of our industry in
this publication and Julia’s article
is intended to help those of you
out there that may be
contemplating this tough
decision. So, my thanks and
appreciation to Julia for the love
and passion she put into her club
business for 9 years and for the
strength it took for her to share
her experience with you. | stated
in the Publisher’s Note at the
beginning of Julia's article that

The “Insider Speaks”

she is passing on to our industry
very valuable experience. If you
have given this tough challenge
of possibly closing your club any
consideration, | urge you to
pause long enough to start your
planning process now, because
there are things you can do early
on that will help you immensely
should you actually have to
close.

2. “Self-regulation vs
Government Regulation™ - In
this edition you will also see a
report on the August 14, 2003
meeting held in Cincinnati, Ohio
amongst club owners from Ohio
and Kentucky. [ had called for
this meeting in my June edition
when we reported on trouble that
has been brewing for several
years between the primary
operator of Gold’s Gyms in the
area, Royce Pulliam, and many of
his competitors. I had originally
called for the Peace Treaty
meeting for two objectives: 1) to
attempt to reduce and ultimately
eliminate the nastiness that had
been going on in that region and
2) to establish “Standards for
Competition™ to be agreed to and
adhered to by the club owners in
the region.

About a week after
publication of the June edition of
The Club Insider News, | was
informed by Joe Moore, owner
of 9 Moore’s Fitness Centers in
Ohio and Kentucky, that he had
filed suit against Pulliam’s Gold’s

Norm Calcs'
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Gyms for numerous alleged
misdeeds. In our July edition we
published a Cover Story on the
lawsuit summarizing the
complaint. That apparently upset
Mr. Pulliam as his Attorney,
Darby Turner, subsequently
informed me that Pulliam was
withdrawing his commitment to
attend the Peace Treaty meeting.
I traveled to Ohio anyway and
facilitated the August 14th
meeting. It was a success.
(Check out the article on page
#16.)

A Free Look Into
The “Crystal Ball”

My call for this region
to develop and adopt “Standards
for Competition™ apparently was
not a bad idea because yesterday
the Atlanta Journal-Constitution
published a report in its Business
section about wireless phone
service providers making a move
on September 9th that was
intended to protect their industry
nationwide and to respond to
proposed government regu-
lation. The move was an
announcement of a 10-point code
to better inform customers about
policies on rates, service,
marketing and privacy. The
guidelines, which have been
embraced by major providers
such as Sprint PCS and Cingular,
promise that the companies will
fully disclose rates and service
policies in ads, respond quickly
to questions and complaints,
protect customers’ privacy and
adopt similar consumer friendly
policies.

Providers that adopt the
code will receive a seal of
approval from the Cellular
Telecommunication and Internet
Association, an industry group
founded in 1984,

This effort to
professionalize the cellular
industry can and should have a
minimum of two positive results:
the cellular industry is making
moves to regulate itself, therefore
supporting the argument that the
government should not.
According to the Yankee Group
research firm there are 140 million
wireless customers nationwide.
And, the move to clean up its
industry’s act should be a start
upon which that industry may
build with respect to management
of their customer relations.

This announcement is
an attempt by the CTIA

organization to play “catch-up.”
But, these events in the wireless
industry provide the health club
industry with a free look into the
“crystal ball.” By that | mean, by
studying other industries and
keeping up with what they are
doing, we can “go to school™ and
perhaps avoid some of the pitfalls
that they may have experienced.

The AJC article also
stated that next week the
California Public Utilities
Commission is to vote on a
“Telecommunications Bill of
Rights” applying to all phone
services, not just wireless
providers. CTIA’s 10-point
“promise to consumers list” is
quite general in nature compared
to California’s Telecom Bill of
Rights. For example, the
California Public Utilities
Commission is calling for a 30-
day trial period for new service,
rather than CTIA’s 14-day period.

And, what would an
industry be without Federal
Government Regulation? The
AJC article also stated that The
Federal Communication
Commission has ruled that
customers may take their cell
number with them when they
switch carriers and has given the
wireless industry until November
to comply.

According the AJC
article, Rudy Baca, a wireless
analyst with Precursor Group, an
investment research firm,
commented, “The wireless
industry is finally awakened to
the fact they will be regulated.”
He added, “The new guidelines
are more than a day late and more
than a dollar short. Poor wireless
service created momentum for
regulation. [ think the whole goal
is to focus on the consumer
because that is where the
wireless industry is sorely
lacking.” CTIA President, Tom
Wheller said, “The push for
voluntary guidelines started a
year ago. The industry must look
to itself to shoulder new
responsibilities. Commenting on
the new code guidelines,
Wheeler said, “This code is a
floor. Competition has already
seen some carriers exceed this
code.”

CTIA argues that the
California  proposal is
burdensome and doesn’t allow
wireless carriers flexibility. The
measure will cost the customer
anywhere from $4 to $21 more per
month, depending on the carrier.

But, California Commission
Member, Carl Wood, believes
that the estimate is luducrious
and the benefits to the consumer
will outweigh the extra cost. For
example, says Wood, “What'’s
the cost to a consumer when they
sign up for cellphone service, take
the phone home and find out it
doesn’t work where they live.
Then, they find they can’t cancel
the contract for two years
because of an early termination
fee.?”

Now Is The Time For The
Health Club Industry
To Unite For Self-Regulation !

The truth is the health
club industry in North America
is unregulated on a national level.
The 50 states have a broad range
of State Legislated Health Club
Laws relative to issues like
bonding, terms of contract and
cancellation rights, to name a few.
But, there has never been a
combined group of guidelines to
carry the industry into the 21st
Century with common standards
for all clubs everywhere to
operate and abide by. And, there
never will be unless the health
club industry leaders in America
make it happen. To start, | think
this industry needs “Standards
for Competition” to be
developed to protect consumers.
Read on.

What Do I Mean By
“Standards for Competition?

What do I mean by
“Standards for Competition” for
our health ¢lub industry? I mean
standards that are concep-
tualized, developed and agreed
to for the sole purpose of making
the North American consumer
happy with his experiences with
health clubs. Simple things such
as a standard that says club
operators will obey State Health
Club Laws. Or how about a
standard stating that its
unacceptable to use “bait and
switch™ advertising that uses
unbelievable offers to lure the
consumer into contacting a club
and then switching the prospect
over to another membership plan,
usually claiming that “the offer
was limited and we don’t have
any more of those plans
available”. Or, how about a
nationwide movement by health
club operators to limit health club

(See Insider Speaks Page 8)
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® I513% of the U.S. population,
or 34 million members, the
maximum membership pene-
tration potential in the United
States? [ don’t think so and I
know of at least two very
prominent health club industry
people that strongly believe that
we can as much as double that
figure. Those two people are
RAY WILSON, arguably the
health club industry’s most
prolific club entrepreneur, and
JOHN McCARTHY, the
Executive Director of THRSA. If
they are right, that gives us the
potential for another 34 million
health club members in the U.S.
to match the 34 million currently
on record at commercial clubs,
YMCA'sand JCC’s. A few years
ago John McCarthy announced
IHRSA's new 100 Million
Members by 2010 initiative and
the industry has been focused
on that goal since then. Ray
Wilson has had an amazing 50+
year career in the health club
industry and Wilson, now age 75,
is back. (Check out the cover
article, and photo on pg. 6). But,
the guy that is “back” is nof just
the same guy as the “mover and
shaker” that formerly roamed the
North American and Asian health

®Norm’s Notes®

50+ years of successful
experience in the health club
industry, he has grown to be
more of an innovator than ever.
In fact, Wilson is a very serious
student of the health club
industry and he has been
studying hard during his couple
of years of semi-retirement. His
two new club initiatives covered
in this issue are designed and
intended to help hundreds of
current clubs owners across the
country to rally into one major
thrust to sign up millions and
millions of new members and to
ultimately help make John
McCarthy’s and IHRSA’s vision
of 100 million members or more

worldwide come true. STAY
TUNED!
elLawsuit Update- JOE MOORE

is the Plaintiff in the Moore’s
Fitness World vs Gold’s Gyms
et.al.,, ROYCE PULLIAM’S
Gold’s organization. Ifyouare a
subscriber, you have seen all of
our coverage on the nasty events
in the states of Ohio and
Kentucky that have led to this
lawsuit. Moore informed me that
the hearing scheduled for
September 11, 2003, was held,
but not completed. JUDGE
FLANNERY heard arguments

club landscape. With Wilson’s
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from both sides in the hearing and
adjourned the Court until late
September. STAY TUNED !

®] had planned to publish a
summary of the book entitled:
“Sleeping With The Devil” in
Part Il of the History of the
Health Club Industry in this
issue, but I've run out of space.
The book is about a man named
RICHARD MINNS, a/k/a DICK
MINNS, who was a major health
club player in Houston, Texas in
the early 1980s. The story is
about his torrid love affair with a
beauty queen named BARBARA
PIOTROSKI, a 22-year old
woman he met while snow skiing
in Colorado. The book focuses

on the attempted murder of

Piotroski and the now 20+ year
investigation into that attempted
murder that followed. Without
giving you the complete
summary, suffice it to say that
Minns is now living somewhere
on Planet Earth, but has not
been seen in the U.S. for over 20-
years. STAY TUNED as [ will
publish the summary of this
extremely amazing book next
month in our October, 2003
edition. If you are not a paid
subscriber, please subscribe
today because you will want to
read this book report!

o10 YEARS and COUNTING !
Next month’s October, 2003
edition, will complete the 10™
year of publication of The CLUB
INSIDER News ! And, while we
will celebrate a little in Chicago
at the CLUB INDUSTRY
Conference and Trade Show,
October 8" thru 11", [ am saving
my BIG CELEBRATION for Las
Vegas, Nevada at IHRSA’s 237
Annual Convention and Trade
Show, March 22-25" 2004.. BE
THERE is all [ can say to you
about both the Club Industry
Convention and Trade Show and
IHRSA’s 23" Annual event! For
information on attending or
exhibiting at Club Industry go to:
www.clubindustry.com and for
information about the IHRSA Las
Vegas Convention and Trade
Show or joining THRSA call:
800.228.4772. 1 will announce the
time and place for our 10"
Anniversary Party in a future
edition. Make plans to join us!

® Speaking
subscriptions, | am constantly
contacted by readers who are not
subscribers, but who write or say
to me, “l haven't gotten my
CLUB INSIDER News for a

above of

couple of months.” Generally,
unless you did not renew your
subscription, that is because you
are NOTASUBSCRIBER! The
confusion is caused because
each month 1 send free
promotional copies of The CLUB
INSIDER News all across the
country to provide better results
for my advertisers and to
promote the publication in
general. So, if you really WANT
TOreceive The CLUB INSIDER
News every month you should
subscribe by completing the form
on this page and mailing it or
faxing it to us. Be sure to include
your payment of $99 for 18
months or $79 for 1 year. You
will be GLAD you did!

® Don’'t forget the Ms. Galaxy
Contest is scheduled for Orlando,
Florida, November 19* thru 22,
To enter the Ms. Galaxy Contest
or get involved in sponsorship,
call GEORGE SNYDER ar
407.616.5756.

oMy friend, CECIL SPEAR-
MAN, has provided us with a
terrific article on his women'’s-
only club in the San Diego,
California area, and | had planned
to publish the article this month,
but have delayed it for one
month, so we can run it along
with some other news on the
women’s-only market in our
October edition. STAY TUNED!
Cecil served on IHRSA’s Board
of Directors and was IHRSA's
President in the early 1990’s.
Cecil was also instrumental in the
IHRSA name change to
“Exercera” experience in 1993/
94, STAY TUNED.

oHERB LIPSMAN, the Vice
President of Development for the
Houstonian Hotel, Club & Spa
in Houston, Texas, has
announced the site of its first
Houstonian Lite facility. The first
Houstonian Lite will be ina 12,000
sq.ft. space and will be in the
Sugarland Town Square in
Sugarland, Texas. Over 300
memberships have been sold to
the Lite facility already.
Additional Houstonian Lite
facilities will be built in Texas and
nationally. The Redstone
Company also recently unveiled
a $10 million expansion of its
Houstonian Hotel and club
campus which includes a 27,000
square-foot spa. Herb has served
ITHRSA well as a miember of its
Board of Directors.

e LEE HILLMAN, age 47, and

Norm Cates, Jr.

the man who turned the giant
Bally Total Fitness around as its
Chairman, CEO and President,
has been named to Health-
South’s Board of Directors.
That’s good news because
HealthSouth has been on real
tough times and could use the
fresh, bright perspective of Lee
Hillman. Hillman also serves on
the Advisory Councils of both
the University of Chicago and
Northwestern University
graduate schools of business. In
2001, Hillman was honored by the
Anti-Defamation League with its
highest award, The Torch of
Liberty Award.

@ FRED TUROK will be honored
in the United Kingdom as
IHRSA’s European Club
Operator of the Year ! The Award
1s sponsored by Technogym and
will be presented to Turok at
ITHRSA’s 3" Annual European
Congress at the London Hilton,
October 3™, Turok founded L.A.
Fitness (not the U.S. club group)
in 1996 with 4 locations and now
has 68 facilities serving 140,000
members in England, Ireland and
Spain. From 1998 to 2002 L.A.
Fitness revenues increased from
$8 million annually to $47
million! Congratulations to Fred
Turok and his organization.

@ The “900 Pound Gorilla” of
the health club industry,
BAHRAM AKRADI'S Life
Time Fitness, has announced
that it is scheduled to break
ground on its 32" facility in
Garland, Texas on September 18,
The company already has one of
the 110,000 sq.ft. monsters
scheduled to open in Plano,
Texas on November 7%, 2003,
STAYTUNEDAND
GOD BLESSAMERICA!
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...Ray Wilson

continued from page 3

broker fitness equipment and
franchise sales in the New
England states and Florida.
Wilson's overall plan involves
the sale of franchises and doing
joint ventures of small satellite
clubs around large existing clubs.
When they cannot make a deal
with existing large clubs, they
intend to open independent small
“Healthy Exercise” clubs.
Curves, Slender Lady,
Healthworks and Lady of
America, to name a few, are some
of the women's-only clubs
mentioned in IHRSA's CBI
Magazine September 2003
edition. The article, entitled:
“Pumping Up Shapes 307, is
about Carlos and Christian
Babini, owners of two World's
Gyms in Rochester and Shelby
Township, Michigan. The article
*is about the Babini brother's
January, 2003 launch of Shapes
30 Circuit Training and Weight
Loss described by CBI Magazine
as “the newest, and one of the
most ambitious, women-only
franchising products: the Shapes

30 Circuit Training and Weight
Loss Studio.” ( To subscribe to
CBI Magazine and join [HRSA,
call 1.800.228.4772.)

This Is A Mission That Seems
Impossible...
But, Is It? Probably Not,
Because This Is Ray Wilson

Curves now has over
6500 franchises worldwide and
Shapes is just launching its chain
in Michigan. And, Ray Wilson is
preparing to blast off, at age 75,
on a mission that seems
impossible... 10,000 new clubs!
But, isit? Probably not, because
this is Ray Wilson.

What does this say? It
may say that the health club
industry is in the beginning of
another industry sea change...
this one to small, community-
clubs targeted to the “Intimidated
De-conditioned Market”, the
vast, deep and untapped market
of'individuals who have not tried,
or have tried without satisfaction,
to be involved as a member of a
health club. Wilson estimates
that of the 250 million U.S. citizens
that are not now health club
members, 40 million or more of

them have been health club
members at some point in their
lives, but they just could not
adopt to our “hard-body™ health
club model and just gave up.
Unfortunately, that group
consists almost entirely of
unhappy campers, people who
had joined a club at some point
in time and had not gotten the
results they wanted or worse,
had their club close, leaving
them with a bitter feeling toward
all health clubs. Alsoincluded in
that huge 250 million number is
the other vast untapped market
segment, the women’'s-only
market. Wilson is going after that
maket too with the new Figure
Magic Express for Women chain.

Ray Wilson contacted
me recently and asked if | would
publish a letter he has written to
the industry. This is huge health
club industry news and Ray’s
letter is on the next page #7. You
will also see Wilson's ads
announcing Ray Wilson’s
Healthy Exercise and Figure
Magic For Women in this issue.

I am writing this while
waiting for my flight back to
Atlanta as | actually came to San
Diego so I could see and workout

in Ray Wil-
first
Healthy
Exercise For
Men and §
Women
facility,
located in
Temecula,
California
about an hour
north of San
Diego. 1 can
tell you first
hand because |
have worked out there, that what
Ray Wilson has created is a
concept whose time has come.
The facility is small, 2400 sq.ft.,
bright and airy and offers the
perfect 30 minute “Healthy
Exercise” workout. [ predict the
“Healthy Exercise” workout will
one day play a major role in the
industry across North America.
If you've heard the term *getting
in on the ground floor” then 1 will
only say to you, this is it. If you
might be interested in a franchise
or a joint venture with Ray
Wilson, you have nothing to lose
by contacting his organization to
investigate the possibilities of
teaming up with Ray as a

son's

-
Ray

Wilson Age 75
franchisee or a joint venture
partner. Read Ray Wilson's letter
on the opposite page #7 to learn
more.

(Norm Cates, Jr. is the Publisher
of The CLUB INSIDER News and
a 30-vear veteran of the health,
racquet and sportsclub industry.
Cates was the 1" President and
a Co-founder of IHRSA in 1980/
81. In March, 2001, Cates was
honored by IHRSA with its DALE
DIBBLE Distinguished Service
Award. He may be reached f'lll'
calling: 770.850.8506 or by
email at: clubinsidernews(@
mind spring.com)

A Consulting Firm Specializing in
Marketing and Membership Sales Since 1981.

800.428.3334

info@sales-makers.com
www.sales-makers.com
Phone: 845-736-0307
Fax 845.736.0508

The day begins with opportunity.
At the end of the day,

all that matters is results.

The difference is measurable!

Book Now
for a personalized

3 Day On-Site
Workshop at
your Club! I
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Dear Health Club Industry,

I am convinced that my Ray Wilson's Healthy Exercise For Men and Women and Figure Magic Express for Women have more potential than any of the previous
“phases” I've created in the fitness industry. Since I sold my 72- location Family Fitness Centers chain to 24 Hour Fitness 8 years ago, and for 43 years prior to that, I've been
studying the health club industry in North America. And, I've now come to a clear conclusion: that is that the current model of big, massively equipped fitness centers and health
clubs appeal very well to the “hard body" market group of 18 to 34 year olds, but those same terrific facilities we've all built scare and intimidate the average American. In short,
itis my eonclusion that if we wish o attract the bulk of this vast 250 million people in America who are not currently health club members, we must give them a new club product
that removes the intimidation and fear factor of being in a room full of “hard bodies” while all they want to do is lose some weight, tone up, feel better and protect their health.
In other words, I now strongly believe that we’ve overdone the current health club model and in order to really move forward in terms of new health club memberships in North
America, we need to rethink the club products we are offering the American consumer. Not only are these great big, heavily equipped health clubs scaring off millions of
prospective members, they are far too expensive for fast expansion.

Throughout my 53-year career in the health club industry I have always changed directions when necessary to lead the industry. Change is good or you become stagnant.
I am again leading change here and now. Listed below are the various phases in my 53-year career. By studying the history of the health club industry you will be better able to
visualize the future that I am describing here.

In 53 Years I've Enjoyed Five Health Club Career Phases So Far....... Now Comes # 6

Phase I- My American Health Silhouette- 50+ years ago we “blasted” this first phase into the industry with 250 clubs and engaged in a full scale “Spa War” with Vie
Tanny who operated 150 clubs. While this war was negative in many ways, it actually launched the entire industry as we know it today and began an era of massive health club
industry growth that has now reached over 20,000 clubs in North America.

Phase Il- My European Health Spas- We again “blasted”, (which is my word to describe “using huge momentum®), onto the scene, building 160 European Health Spas
across America beginning in 1960. In 1970, my 47 partners including Bob Rice and Ken Melby and I sold European Health Spas for $46 million to U.S. Industries (S200 million
in today’s dollars), and we took a five-year management and earn-out contract and then U.S. Industries took over after that.

Phase 11I-My LifeCycle Phase- By the time I got invoived in the Life Cycle, (late 1970's) nobody believed in it because it had failed three times. Several of my early allies
in this effort gave up on it as well. Finally, I teamed up with Augie Nieto and Augie and I “blasted” Lifecycle and cardiovascular exercise into the health club industry forever.
After selling Lifecycle to LifeFitness, I remained as a consultant with them for 5 years.

Phase IV- My Family Fitness Centers- In this phase I teamed with Murielle Payeur and Ron Thompson (and later Packy and Perry Wilson, Ival MeMain, Charles
Tartella and others) to “blast” into the health club industry monthly dues, LifeCycle, aerobics and mass use of equipment (pure exercise). We were targeting the 18 to 34 market,
and we achieved huge success with our 72-club California Fitness Centers chain in Southern California, Nevada and Colorado. In 1995 we sold my Family Fitness Center chain
to 24 Hour Fitness in a transaction involving $95 million.

Phase V- Ray Wilson's California Fitness Centers in Asia- In this phase I partnered with Eric Levine and Ival McMain to “blast” fitness into Asia. We invested $11
million and just five years later sold for $41 million. We advanced the fitness industry hugely in Asia. After selling our clubs in Asia, I began a chain of California Fitness Centers
in Columbus, Ohio in partnership with Greg Rowe. We are working on our seventh large club in Columbus to tie up the hard body market there and then we will work on my new
small clubs to also tie up the “Intimidated De-conditioned” market in Columbus (and perhaps the rest of Ohio).

Phase VI- Ray Wilson's Healthy Exercise for Men and Women and Figure Magic Express for Women- I have done the hard part and now I have the plan ready for
execution. We are now seeking established club owner/operators to become involved as joint ventures or franchisees. I intend to be the catalyst that causes over 10,000 “Healthy
Exercise” clubs to open throughout the world. These small 1,400 sq.ft. to 2,400 sq.ft. regimented 30-minute workout clubs are designed to serve the neglected “Intimidated-de-
conditioned” market. Importanily, and don’t miss this, I believe that the “hard body” market will also grow and prosper even more as a result of my Healthy Exercise clubs. When
the masses become more fit and less intimidated many of them will swmmon the courage to take the next step which will be fo join and use a bigger club where most of the members
look great. This will result in new membership sales, upgrades and a huge number of buddy referrals. I strongly believe that it is now time to finally concentrate on this huge mass
80% market who have been crying out for “healthy exercise”, but have stayed away from or dropped out of “hard body"clubs because of the “intimidation/fear factor”,

The launch of my “Healthy Exercise” clubs is an idea whose time has come and I am going to make it happen. There is now a huge public awareness of the obesity
epidemic because of the efforts of the U.S. Surgeons General’s office in the war on obesity. The press associated with the disease of obesity over the past four years has been
monstrous and fast paced.......but it does not appear to be working and I think 1 know one of the reasons why. The masses still have not gotten over our early years and up to the
present when we have tried to make “Hard Bodies” out of every member that joined. It was like trying to send a kid to college that had not even finished the Ist grade. We simply
missed the mark. But now we won’t any longer. And, once the “intimidated de-conditioned” consuming public realizes there are clubs “especially for them”, they will come and
they will bring their friends and neighbors.

The fimness industry clearly has two markets: 1) the “Hard Body” market and 2) the “Healthy Exercise” market. The health club industry has done a terrific job of
attracting the “Hard Body™ market, but at this time, only Curves has had any real impact on this “Healthy Exercise™ market and that impact has been only with a small segment
of the women's market.

The Healthy Exercise market is made up of:

sthe 40 or 50 million people who have quit health clubs (includes the women’s-only market); :
sthe “Intimidated/de-conditioned” market that I estimate, based upon the Surgeon General’s figures, to be 170 million or more (also includes the women S-only
marker)

sseniors

I am inviting all established club owners in America to consider the possibilities of boosting your club’s success through the installation of suppl wtal “Healthy
Exercise” elubs and Figure Magic Clubs far enough away from your club so that they do not hurt your primary club’s performance, but enhance it. Plus, they will give you a
competitive edge in your overall marketplace without requiring you to invest one, two or three million to tap into underserved markets in your area.

In closing, let me explain how our new Healthy Exercise club works. We provide a regimented one half hour workout for people who want to workout, but can’t fit in
the time for the typical 1.5 to 2.0 hour workout they think is required to get results at a larger club. Also, we locate within 10 minutes of the members’ residence. That is the key
to it and we are experiencing terrific results at our Beta-test site in Temecula, California where we have been in operation for 9 months now and are averaging 80 new
memberships per month in a 2,400 sq.ft. facility. (With an ultimate goal of 120 new memberships per month.) We are now opening in Poway and Vista, California, as further test
sites. We are doing our first several small satellite clubs around large existing clubs in the Boston area with the Steve Trapilo group.

And, I can personally tell you....the 30-minute “Healthy Exercise” workout is really terrific. I have not enjoyed this great a cardio workout since I started LifeCycle. But,
the beauty of it is that it also includes strength training and it is all done in just 30 minutes.

I believe that Ray Wilson’s Healthy Exercise For Men and Women and Figure Magic Express For Women will be the greatest “phase” of my career and will become
the greatest success in the history of the health club industry as I create the momentum I accomplished for my other “phases” in the past. I invite you to join me as a franchisee
or joint venture pariner. I hope that many of you will investigate this great opportunity and that I can become part of your organization. As many people in the health club
industry know, I have helped make dozens and dozens of my partners and associates very wealthy. And, it has been my p!eamre to work with all of those dedicated and terrific
people. Let’s all go after those 250 million American’s together! I hope to hear from you soon.

Sincerely,

Ray Wilson
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..Insider Speaks

continued from page 4

memberships to | year
agreements maximum? Or,
agreement that Automatic
External Defibrillators are
necessary equipment for all
clubs? Or, how about a standard
nationwide “cooling off period”
on memberships that has some
meat in it, say 7 days or even 10
days? We should also consider
a nationwide standard that says
all health clubs would be
members of their local Better

Business Bureau and Chamber of

Commerce? These are just some
of the many possibilities. |
welcome your suggestions sent
to: clubinsidernews@mind
spring.com

More important than
any particular standard is simply
that our industry would have

some standards that club owners
everywhere can speak to when
dealing with consumers and
government. Al this time we
simply do not have any
standards in the health club
industry. Better to start on it now
rather than when the government
tells the health club industry
what its standards should or will
be! Folks, this is like the Fram Air
Filter commercials......in respect to
standards, this industry is going
to “pay me now or pay me later.”

The Right Place
At The Right Time

The movement of more
niche-oriented new club
development with club chains
like Curves, Shapes 30, and now
Ray Wilson’s Healthy Exercise
and Women’s Figure Magic
Express are and will be

multiplying at an amazing rate.

For example, Gary
Heavin’s Curves For Women
chain, targeting women only, has
grown now to over 6,500
locations with many more
opening every month. It appears
that Curves is achieving this
amazing club growth rate for two
primary reasons: 1) ease of entry
and 2) the huge interest in health
and fitness in America is bringing
wannabee health club
entrepreneurs seeking self-
employed opportunities out of
the woodwork.

The crystal ball is not
totally clear yet, but it is
beginning to look like there is
going to be a club growth tear
the likes of which none of us
have ever seen in the history of
the health club industry. It would
not surprise me at all to see the
total number of health club

SPRINGFIELD
CORPORATION

= Wholesale Distributor of Institutional Linen
Imported & Domestic Textile Products

Take the guesswork out of your...

Towel Purchasing & Resupply
Satisfaction Guaranteed
Quality Products

at
Competitive Prices

Rubbermaid

Commercial Products
Authorized Distributor

Call 1.800.241.2081

ASK FOR OUR CURRENT PRODUCT LIST
http://www.springfieldcorp.com
info @springfieldcorp.com

innsa
Associate Member

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!!!

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

businesses double to over 40,000
within 10 years or less. In fact,
Ray Wilson flatly states, “T intend
to be a major influence on the
effort to increase the health club
member numbers from the 34
million now in North America to
IHRSA's goal of 50 million in the
U.S. by 2010. I am starting now
with my Ray Wilson's Healthy
Exercise clubs and my Women's

Figure Magic clubs, and I predict
that we will build 10,000 or more
Healthy Exercise and Women’s
Figure Magic clubs.” Check out
the article on page #3. Before
long greater percentages of those
250 million and mostly inactive
non-health club members out
there may become involved in a
health club and in fitness and
health. And, if that membership
growth actually happens it will
trigger a significant need for the
health club industry to be

prepared for the onslaught of

consumer challenges that those
sheer mega numbers will cause.
Just ask the wireless people. And,
how the health club industry
prepares now for the upcoming
health club growth years will
determine how the industry does.

If the health club
industry does not begin to self-
regulate soon we could easily
find ourselves “behind the power
curve” and we could be seeing
the same kind of governmental
incursions into the health club
industry as the wireless industry
is experiencing now. That
industry is clearly “behind the
power curve”, but the wireless
industry realizes that and they
must also believe and realize it is
never too late to start,

To sit and wait is to
invite government interference
with regulations that are imposed
by legislators who may not fully
understand our industry when
those laws are debated and
passed. There is an opportunity
available right now for our
industry to finally begin to
demonstrate an understanding of
the need and importance of self-
regulation.

The question then
becomes: “Who will be the
leaders for self-regulation in the
health club industry? Will it be
IHRSA? Or, will it be anew health
club association composed of
club owners that want their clubs
to take a stand and be known
for ethical, fair and straight
forward dealing with both
consumers and competitors ?

(Norm Cates, Jr. is the Publisher
and Editor of The CLUB
INSIDER News. Cates is a 30

year veteran of the health,

racquet and sportsclub industry
and was the st President and a
co-founder of IHRSA in 1981,
Cates may be reached by calling
770.850.8506. or email:
clubinsidernews@mind
spring.com )

...Ken Melby

continued from page 3

of clubs across the country. The
two have been partners for more
than 30 years, “We work hard, we
play hard and take the time to
enjoy both,"” Hemelgarn says of
his relationship with Melby.
“Ken has done business with
three of the other eight Lifetime
Achievement Award Winners. He
has played a significant role in
the growth of this industry.”

Although he had no
formal business training, Melby
operates on a very simple
principle - build a team with
complementary skills and stay
positive. The result, more than 4
decades later, he is operating
under 10 different brand names
stretching across 20 states,
Canada, Puerto Rico and Mexico.
Today, Melby's club operations
employ an estimated 10,000
people and his business
continues to thrive.

Many would attribute
his success to his loyalty and
commitment to his employees.
“Our main criteria in selecting
employees is attitude,” he says.
“If people are willing to work hard
and have a positive attitude, then
things can happen, good things.
A positive attitude cures all

problems, but if you have a
negative attitude, you're gone as
far as I'm concerned.”

At 73, Melby remains an
active role model for his
employees. Rising at 5:30 for
workouts six days a week, this
father of eight and grandfather
to 18, enjoys his time on the
treadmills and elliptical machines
before doing regular lifting
routines. “1 do it because if ['m in
good shape, then it helps
everyone else.”

The industry has
changed since Melby first got
started. “At first, just 10 to 20
percent of the public was
involved or even interested in
fitness,” he recalls. “but it’s not
as tough to get people interested
anymore.” He explained that
educational programs presented
by wvarious equipment com-
panies, the US government and
local groups has increased the
awareness for the need to be fit
and healthy. “Hey, even
President Bush works out every
day now - and it shows,” he
points out.

But public awareness is

just part of the story. Melby is a

strong proponent of providing
exceptional customer service to
his customers. That includes
always providing the best

equipment available. “The
industry is always evolving and
you have to stay current. The
way gyms have been
transformed over the last 40
years is amazing. Every year
there's a new innovation or
update and we feel it’s important
to make sure we offer these
innovations to our members.”
While he’s still going
strong at an age when most
people are enjoying their
retirement, Melby admits to
thinking about hanging up his
workout gear. “I think about
retiring a lot. But right now, it’s
still exciting for me and | enjoy
the people that I'm working with.
Ifit ever gets to a point where it’s
not fun anymore then I'll quit.”
Although the fitness
industry can be competitive,
Melby continues to look toward
the positive. “There's easily

enough business for everyone if
you're willing to pay attention,”
he says.

(Reprinted courtesy of the
National Fitness Trade Journal)




If you are interested in Licensing, Franchising, entering a Joint
Venture, purchasing a Fitness Equipment Distributorship,
or just buying Exercise Equipment...

Please contact us at www.rayawilson.com
or call Toll Free at (888) 437-0001

Figure 'l' Magic.

Reducing and Exercise Studios for Women

Women's Only Franchises Co-Ed Franchises

Rancho Bernardo, California Temecula, California
1,000 to 1,200 Sq. Ft. 1,500 to 3,000 Sq. Ft.

Ray Wilson’s PACE/Sprint Combo Startup Packages
Ray Wilson's PACE/Sprint Combo Packages combine Ray Wilson’s PACE Hydraulic Equipment

with his Sprint Circuit and Cardio equipment into unique packages that give extraordinary results.

16 Station Package $17,995.00* | 24 Station Package $24,995.00* I 55 Station Package $74,995.00*

-
o

Sprint Upper Body
Ergometer

PACE Glute Press

Sprint Elliptical
Cross Trainer

Sprint Runner

For a complete list of our equipment & prices please check our website at www.exerciseexpressintl.com
*All Pricing in US Dollars & Does Not include freight charges, broker's fee, customs, duty, taxes, etc
Limited Time Only - Prices Subject to Change Without Notice

918 D Avenue, Coronado, CA 92118 « 1 (888) 437-0001 = +1 (619) 437-1883 * Fax +1 (619) 437-4110
www.exerciseexpressintl.com [
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By: Julia Wheatley

Publisher’s Note and
Introduction: You can look far

and wide and you won’t find
anything in the health club
industry more sensitive and
more difficult to do than having
to close your health club. For
those of you that are reading this
and thinking, “He is writing
about me!™ Just remember
this: It can happen to the best of
us. Also, remember that Julia
Wheatley, the author of this
article, is an award-winning
health club operator and popular
industry speaker and author.
She has demonstrated
tremendous dedication to the
health club industry by her
willingness to share this tough
experience with each of you.
And, let me close these opening
comments by saying that it does
matter how you go about closing
your club if that turns out to be
your fate, It matters to you and
your family and your members
and your employees and to your
community. And, it matters to all
of you out there that are reading
this for every poorly planned and
executed health club closing
carries with it negative, “black-
eye” ramifications for every
health club operator in every
market. The truth and the fact
is, all health club operators will
experience damage to their club
business when one of their
competitors closes and fails to
plan and execute the closing
professionally.

My thanks to Julia
Wheatley for the love and care
she gave all of her members from
start to finish, for her dedication
to our wonderful industry and
for her courage to share and
teach all of us about the toughest
phase of any health club’s
life....the closing phase. In the
health club business there are
very few club operations in the
world that are fully and
completely insulated from the
potential of closing at some point
in time, so | would encourage
anybody that is in the club
business to: 1) read Julia’s
comments here and 2) send an
email message of congratu-
lations to Julia Wheatley (at:
jrwheatley@aol.com) for the
excellence that she demonstrated
in doing the toughest job of them
all.....closing the club that she so
dearly loved. Julia's article was
constructed from a list of

CLOSING YOUR CLUB

The Who, What, When, Where, Why and How’s of the Health Club Industry’s Toughest Challenge

questions I had provided her and
she has used those questions for
the paragraph headings
throughout the article. We hope
you gain the wisdom and
information that will be
necessary if you ever have to do
what Julia had to do.

Q. Why did you decide to get
involved in the health club
business and become a health
club owner?

A. | bought the Women'’s Fitness
due to my own personal passion
for the power of exercise. I knew
how a regimen of physical
activity had changed my own life
positively, and I wanted to have
the same impact upon others. [
liked the smaller club and the fact
that it was women's only. I know
many females who will not step
foot into a coed facility based on
perceptions alone.

I think many people get
into the business and club
ownership for the same personal
reasons and beliefs that 1 did.
However, an initial word of
caution here is that you must first
and foremost view yourclubas a
BUSINESS. Sound operating
principles must override all
emotional feelings.

Wow! Nine years went
by quickly, and I had an amazing
journey as a club owner. To
summarize my start, | actually
never planned to own a health
club. I joined Women’s Fitness
as a member because | was
experiencing health issues and
my doctor recommended it. |
could barely ride five minutes on
the upright bike, but I persevered
and gained stamina and
confidence along the way. 1
became an instructor at the club
but still never imagined owning
it. The previous owners
contacted me to see if I'd be
interested in buying. I was a bit
overwhelmed at the idea, but after
thinking about it for awhile, I
decided to go for it

Q. Did anyone assist you when
you were a brand new
inexperienced club owner?

A. Being completely “green” in
this business, | immediately
immersed myselfin both national
and regional trade shows and
educational seminars. [ hired an
industry consultant to guide me,
and 1 was fortunate to hire a
veteran ¢club manager to mentor
me as well. 1 knew that certain
basic things were blatantly

missing from my facility including
a computerized front desk
system, treadmills and recumbent
bikes, an educated staff, and a
consistent marketing strategy
with anew logo. I setto work on
all of these components.

Q. Describe your club?

A. My club was 5,250 square feet
in size and included the front
desk, a cardiovascular equipment
area, strength circuit, aerobics
floor, locker room with showers,
tanning bed, office and originally
a child care room. After several
years in business, | closed the
child care facility based upon
financial considerations.

Signage, a very
important part of marketing was
poor. [ initially had only a large
lighted sign attached to the front
of our building. 1encouraged my
landlord to add a sign at the
corner of our property to increase
visibility and he did that for me. [
also rented a roadside sign, and |
know from tracking sales leads
over the years that sign paid for
itself!

For my “opening day,”
I used a variety of marketing
mediums including local
television commercial spots,
newspaper ads and an “amnesty”
mailing to former member.

My club membership
numbers fluctuated greatly over
the years from 150 at the
beginning to as high as 600 and
down to between 250 and 350 for
the last several years.

Q. Describe the location of your
club and your real estate deal ?

A. I always considered
my club’s location as optimal
within our small community. My
facility was situated in a strip mall
directly behind our primary
indoor shopping mall and located
at the intersection of two main
streets by a stop light. I definitely
negotiated a favorable lease
because the previous owners
were losing money and unable to
pay on time.

We began with a five-
year lease deal. My landlord then
approached me in the fourth year
and offered two different lease
extension options — five or ten
year. This is another note of
caution: be careful about
committing to too long of a lease
term. This was a sticking point
for me when trying to sell the
facility — it has been viewed as a
liability in many cases.

Q. Was your capitalization
adequate and what would you do
differently in that area?

A. Since the business was losing
money when my husband and [
bought it, we were able to
negotiate a good purchase price.
We borrowed money from a small
hometown bank and also
received a kind gift from my father
as start-up funding. Over the
years, | occasionally had to
borrow additional money on a
true loan basis, and | did have to
utilize several corporate credit
cards to subsidize expenses
when money got really tight.

I think one of the most
common “mistakes” | see club
owners make, which [ also did
myself, is to have a “fire sale”
mentality when it comes to
advertising. You invest more
dollars when your operation is
running well, and then you pull
back and tighten the advertising
reins when the club’s finances are
more lean. On the surface of
things, this approach makes
sense — after all, why would you
spend money if it’s not there?
However, if you “disappear” from
your marketplace even fora short
period of time, this causes the
customers in your area to lose

“top of the mind awareness” of

your facility’s existence and
offerings. I had my best years
financially when [ committed to a
CONSISTENT campaign and
message. | utilized club member
testimonials, and these were
extremely powerful within my
community. In fact, I was able to
run this campaign far longer than
is traditionally suggested within
the principles of marketing. By
the end, this campaign definitely
lost steam, and [ felt hard pressed
to replace it creatively.

In terms of capitali-
zation, everyone should realize
that running a health club is an
extremely expensive undertaking.
While it’s certainly “fun,” most
people (including myself in the
beginning!) vastly underestimate
the cost of doing business. It is
vital that you analyze all
expenses associated with this
business to create a model that
will work over the long term.
These same words of caution
apply for every financial decision
you make within your club.

Since I purchased my
club when it was in a financially
tenuous position, 1 feel 1 have
always had a heightened
awareness of making tight

Julia Wheatley

budgetary choices. However, as
the cliché goes, “sometimes you
have to spend money to make
money,” and | definitely found
this to be the case.

Q. What was your club’s
primary competition when you
purchased it?

A. When [ first bought the club,
there were three primary facilities
in the area: our local hospital’s
wellness center, a Nautilus center
and mine. Over the years, the
marketplace changed dramati-
cally. We now have three
different  colleges and
universities, and each built their
own large recreation centers (free
to staff and students). We also
have a myriad of retirement
communities in the area, and all
constructed their own exercise
facilities. In addition, people
have built clubs within the
outlying communities of our main
town, although many of these
have closed in the interim. We
had a Curves for Women come
in, but their hours and facility
offerings were very different
from ours.

My primary response to
competitors, both existing and
new, was to keep in mind an
analogy from my consultant.
Basically, he reminded me that
there is “room for many different
types of restaurants in the world,
and a French restaurant is
entirely different from a
Mc¢Donald’s.” In other words, |
tried to be aware of the
competition without panicking
over the fact that they existed. |
focused on carving my own
special niche. I always told my
clients that all health clubs exist
to try and help them be healthier

(See Julia Wheatley Page 22)



FACT:

64.5% of Americans are Overweight and that number keeps rising.

QUESTION:

So, why is it that only 12% of ALL Americans are health club members?

ANSWER:

Most clubs don’t offer a complete weight loss program!

SOLUTION:

HEALTHY INSPIRATIONS Weight Loss & Lifestyle Program

The HeaLtHy InspiraTiONS Program adds a major profit center to your club.

HeALTHY INSPIRATIONS is successfully attracting a client base that is NOT currently members
of health clubs.

The HeALTHY INSPIRATIONS Program is turn-key and doesn’t need a nutritionist to run.

In just over 2 years, there are now 51 licensed locations (and growing) in 16 US states & 5 countries.

HeaLTHY InsPirATIONS was developed by Casey Conrad, long time industry consultant.

HEALTHY INSPIRATIONS provides you with everything to start and successfully run the program--from help with your center design to
pre-launch activities to grand opening to detailed sales scripts, and much, much more.

HEeALTHY INSPIRATIONS provides you with monthly marketing campaigns, conference calls and support to drive sales.

With the Surgeon General's recent statement that only “the combination of exercise and proper nutrition can
combat obesity...” can you think of a better time to get started with HEALTHY INSPIRATIONS?

S Call to receive a
I Lot FREEinfo pack today 1-800-725-6147
| Visit us at

www.healthyinspirations.us



MAKING MONEY 1n1he fitness Business

(an Be As asy As Picking Up
A Few Good Books...

“THE BUSINESS OF FITNESS"

Sample chapters:

- The Financial Foundation of a Fitness Business

- The Basic Concept of Business Plans and Strategic Planning
- Driving the Revenue Through Daily Number Tracking

- (perational Numbers and Concepts

100 pages

o

Two books by Thomas Plummer, the most sought after educator, speaker, and writer in the fitness business. His first book, Making Money in the Fitness
Business, wvers the core steps for being financially successful in business. His second book, The Business of Fitness, covers the numbers side of the business
including everything from business plans to club evaluations.

“MAKING MONEY IN THE FITNESS BUSINESS"

Sample chapters:

- (onceptualizing the Fitness Business

- The club business starts with the financial foundation

- Driving the Revenue Through Daily Number Tracking

- Marketing is a learned skill based on a few easy-to-acquire concepts

EDUCATIDN GFIQIJP‘
Formerly Thomas Plummer Company

ORDER TODAY 800.726.3506

Www.tpceducation.com



DESIGN NO. 87
RUEZ-45

’ DESIGN NO. 55
ONLI€25-45

DESIGN NO. 71
ROEZH-45R
ROEZH-358B
ROEZH-25Y

DESIGN NO. 62

ROEZH-45

WHO WANTS TO LIVE IN A ONE-SIZE-FITS-ALL WORLD?

Each club has a unique vision of how to differentiate their facility and equipment
from the club down the street and across town. That's why Ivanko offers
the industry’s broadest assortment of original, patented designs ‘and
vibrant visual looks. Club owners and members tell us they appreciate the
clean eye appeal almost as much as the superior performance, safety, and
durability. Available in pounds and kilos, what you see and feel in Ivanko
plates comes from 36 years of thinking outside the one-size-fits-all world.

IVANKO

Engineered Passion

P.O. Box 1470 - San Pedro, CA 90733 - USA - Phone 310.514.1155 - Fax 310.514.1363 - email chet@ivankobarbell.com - www.ivankobarbell.com

® ®
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By: Michael Scott Scudder

“CANSMALLS COMPETE
WITH ‘BIGGER-BOX’
PLAYERS?”

It seems as though the
rage in our industry these days
is “bigger is better.” Just a few
years ago, a 20,000 square-foot
facility was thought of as “big.”
Now, that same size club is at the
upper end of the “small club”
sector!

We have, disconcer-
tingly, seen many efforts in the
past few years at building big-
box, low-price gyms...as though
that is the answer to every prayer
that every potential health club

“small is GREAT!”

member could ever have. This
writer reminds the reader that the
so-called “chain gyms™ with
footprints of 35.000 square feet
and more, with a few exceptions,
have not shown much of a record
of profitability in recent years. In
fact, | know of two separate gym
organizations of eight or more
“bunched” 35,000-footers that
are presently fighting for survival
in their markets, having overbuilt
and underpriced!

The “small club” sector
of the health and fitness industry
is still the dominant sector,
comprising over 75% of the total
number of clubs in the United
States. While this type of club
may range from rural and 5,000

Jeff Randall
781-431-0868

jr@jlrassoc.com

JLR Associates announces
the placement of

Ann Ellis
Director of Corporate Sales
Lifestyle Family Fitness

Whether you are seeking employment or are in
need of qualified candidates to fill your vacancy,
JLR Associates can meet your needs. We specialize
in executive recruitment for the
[itness, health and wellness industry.

For all your employment needs,
contact JLR Associates!

Priscilla Bengtson
866-224-2222
pb@jlrassoc.com

www.jlrassoc.com

LR

associlates

square feet to suburban/
metropolitan and nearly 20,000
square feet (and everything in
between), the average club is still
in the range of 10,000 square feet,
enjoys membership of about
1,100 persons, grosses less than
$1,000,000 annually, and is
usually run by an owner-operator
who toils his/her buns ofT 60 or
more hours a week. Itis to these
people that this article is
dedicated.

Can you...... compete
with bigger clubs? The answer
is a resounding “yes"...and
following are some ideas to help
you compete. But, before that,
just so you know that I ain’t
totally off my rocker, I'll throw 3
quick facts at you:

1. Best growth in the
business, according to the
THRSA reports for 2002, was in
the small club sector.

2.1 live ina town (Taos,
NM — population 13,000) that
supports two 20,000 square
footers and two women’s-only
studios...all of them making a
profit!

3.The 12,000 square-
foot club in which I am a partner
last year grossed over $1,400,000
(that’s $117 annual revenue per
square foot, folks!).

First, look at your
probable advantages:

*You know your
members, most of them by first
name.

e They have chosen you
over other competitors — for a
reason. (Likely it's familiarity,
feeling more comfortable in a
more intimate setting, perceiving
that they will have someone to
directly talk to if they need, etc.)

o You are their
gym...not a “member of a club”
or one of several thousand
indistinct bodies. (By the way,
you may not know it, but this
gives you almost-automatic
permission to enlist them in
additional fee-paid services and
programs. )

o You can try new things
out  faster, with less
administrative nightmares, at less
delivery cost, than can larger
compelitors.

eSince you are smaller,
and thus somewhat specialized,
: charge higher
membership fees than the bigs
usually do. (I know...you don't
*get” that yet...perhaps by the
time [ die youwill! Our Fort Worth

vou can

an exclusive column featured only in “Norm Cates’ The Club Insider News”

clubs, none bigger than 17,000
square feet, average 58% higher
dues than our surrounding
competitors.)

Now, look at the things
you can do to compete with, and
actually take your fair market
share in your club’s marketplace:

oTrain
members in small groups...get
away from the boring
“equipment-orientation”
syndrome of the bigs. (The key
to sustaining membership loyalty
in the early years of our modern
club business was training people
in groups of 4 to 6, introducing
them to each other, creating
training partnerships that have
lasted for years, With the advent
of certifications also came the
blind-leading-the-blind, one-on-
one orientations that have cost
our industry
members.)

eSince you have to sell
less memberships, create a
“consulting sales" mentality in
your club. (The prospective
member is pof coming to you to
buy a membership...he/she is
coming to your for your advice
on how best to start a healthy
lifestyle program. Counsel them
accordingly...if you don’t know
how, buy one of the many great
software programs now available
which can immediately up your
professionalism in the sales
process and create a distinction
for your club which separates
you from the rest of your
competitors.)

eStart getting smart
about personal training. (The
average member who takes
personal training spends 3 times
histher annual dues, at the best
profit margin your club will
enjoy!) Create distinctions in
your types of membership, so that
fitness-in-actives and de-
conditioneds can participate in
personal training from the start.
Forexample, the gym rat is a tour,
attempted close, that's
it...initiation fee and monthly
dues...you won't get much more
from that one. But the inactive
may be a 6-personal-training
intro which bundles an additional
fee into the Initiation Fee, gets
you more money from the start,
gets the member off to a real good
beginning and paves the way for
additional personal training
revenues in the future.)

eCreate a
management program offering.

your new

weight

millions of

(This will not only appeal to at
least 1/3 of your present
membership, but bring in people
who never would have come into
your club otherwise. Ifyoudon’t
know how to do it, purchase one
of the already existing programs
that have been field-tested.)

eStart an in-house e-
newsletter, utilizing email to
spread all pertinent news of
interest to club members. (This
will be seen as you being a
“modern” club that has done
away with paper newsletiers, and
will become your best, cheapest,
fastest and most effective way of
marketing.)

For this hypothetical
10,000 square-foot club with
1,100 members, anticipated
annual revenue increases from
Jjust the above will look something
like this:

1.Retention from betier
member training = + 5% annually
(about $25,000 minimal additional
revenue).

2. Consulting __ sales
approach/selling  bundled
personal training to new members
= additional $20,000 revenue

3.Emphasis on personal
training = $75,000 minimal
additional revenue.

4.Weight management

programming = minimally
additional $50,000.
5.In-house e-newsletter

=$10,000 minimal additional net
income from expense savings.

Some suggested places
to start:

sSmall group training:
Strive Smart Strength
equipment.

¢Consulting sales:
Visual Fitness Planner software;
Thomas Plummer sales course:
Karen Woodard sales course

sPersonal training:
Southwest Club Services two-
day training course.

*Weight management:
Apex Fitness Group software and
programs; Casey Conrad’s
Healthy Inspirations program.

sIn-house e-newsletter:
email me and I will provide you
with a free step-by-step process
10 get you started.

I hope the preceding
assists you in beginning to
envision just what IS possible for
your small club!!

Until next time
MICHAEL SCOTTSCUDDER

(See Scudder Page 26)



Two great new resources
from National Gym Supply.

Parts Resource Book 2003

Your #1 Source for Replacement Parts [iEilg h -
and other gym essentials! & g =

New:

GREAT * Lifestride Nextgen

pRlCESI + Expanded Ellipticals
* Expanded Electronics Repairs
* Complete E-Commerce Service

Your tried and true source for:

* Replacement Parts * Electronics Repairs

% TopTechnical Support * Invaluable Schematics [ESCALMALNZ LURR LN ATV M T

The Trainer Book

Designed for you, the fitness professional!

Includes the finest
product accessories for:

* Aquatics (Aquajogger)
+ Fitness Boxing (Balaz, Everlast)
H + Body-Weight Resistance Training (Balaz, Everlast)
#* Rubber Resistance (Theraband)
Ja « Stability Exercise (Theraband Slow Deflate System)
i+ Group Exercise & Yoga (Aeromat)
* Group Cycling (Polar, Team Schwinn, Blast)
+ Fitness Watches (Freestyle, Timex)
+ Weight Room (lvanko, Platemate, Maxicam)
* Locker Room
* New! Charts & Signs

Check ’em out online - www.gympart.com

Or call today to order your copy of our 2003 Parts Book and 2003 Trainer Book!
& -800-GYMPART (1-800-496-7278)
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Midwest Regional Club Owners Meeting Held

By: Norm Cates, Jr.

Cincinnati, OH.- A meeting of a
group of 10 club owners,
representing ownership of 31
clubs in Ohio and Kentucky, was
held at the Cincinnati Sports Club
on August 14, 2003. The meeting
had been originally called a
“Peace Treaty Meeting. I had
called for the meeting in my June,
2003 edition in which we
published an article making it
clear that all of our comments in
our May edition about Royce
Pulliam and his Gold’s Gym
organization had included the
word alleged before each item.
Royee Pulliam had sent a message
through his Attorney, Darby
Turner, Esq., stating that Pulliam
would be in attendance at the

Peace Treaty Meeting. About a
week after our June, 2003 edition
containing the call for the Peace
Treaty Meeting was published,
I received a phone call from Joe
Moore and he told me he had
filed suit against Royce Pulliam’s
various Gold’s Gyms and against
Gold’s Gym International and
Gold’s Gym Franchising.

This  lawsuit is
significant health club industry
news so | published a copy of
the first page of the lawsuit on
the cover of my July, 2003 edition
of The CLUB INSIDER News.
Apparently, this did not sit well
with Pulliam because I received a
nasty two-page letter from
Pulliam’s attorney accusing me of
everything in the book he could
accuse me of. Pulliam’s lawyer
also informed me that Pulliam

No
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would not be attending the Peace
Treaty Meeting on August 14,
2003. So, in my August edition,
responded to  Pulliam’s
attorney’s letter, paragraph by
paragraph.

I had originally called
for this meeting to attempt to
bring to a halt the nastiness that
had been spewing between
Pulliam’s Gold's Gyms
organization vs. the Midwest
Region’s health club owners.
But, it is hard to make peace when
one of the parties refuses to
attend.

Had Pulliam attended,
he would have seen and heard
the following:

1. A discussion
amongst all of the owners about
the founding of a Midwest
Regional club association to
serve the clubs in Obhio,
Kentucky, Tennessee and West
Virginia.

2. A discussion of the
concept of this new regional
association conceiving, develop-
ing and installing “Standards of
Competition.” “Standards of
Competition™ can help this entire
industry avoid what has been
going on in Ohio and Kentucky.
(See “Insider Speaks Page 4)

3. A discussion
amongst the club owners about
the idea of a new regional
association adopting a special
cause that all of the clubs could
get behind and support through

their members. I suggested this
as a method for the clubs of the
region to combat the negative
image that had been spread all
across communities in at least the
three states of Ohio, Kentucky
and West Virginia.

The meeting went very
well and after four hours was
adjourned at 2:30 P.M. 1
immediately headed back to
Atlanta, Georgia while most of
the group stayed for person to
person conversation. We will
update you on the developments
with the Midwest Regional
Association, the “Standards of
Competition and the PR
developments in the future. You
can read about the “Standards of
Competition” concept in this
issue in my article on page #4,
The “Insider Speaks.”

The bottom line is this.
This group of club owners who
were in attendance at the
Cincinnati Sports Club are
professional club operators who
wish to continue their efforts in a
professional manner and in a
manner that is fair to: 1) the
consumers in their region; and 2)
all competitors for the
consumer’s business. Frankly, it
is sad that such a peace treaty
meeting even needed to be called.
But, God works in mysterious
ways and maybe we had a little
help in that the meeting went so
well.

Importantly, and I need

your help on this.....I am, on
behalf of the entire health club
industry in America, going to
lead the way in the development
of *Standards of Competition.”
That is where you come in. |
would sincerely appreciate your
suggestions and input at:
clubinsidernews@mindsprg.com
And, I will use that input to create
these “Standards of Competi-
tion.” Once I have completed
them, I am going to provide these
“Standards of Competition™ to
the health club industry for
consideration. I will not slow
down on this effort until [ am sure
we have achieved significant
movement toward elevating the
pro-fessionalism of the entire
industry in all the important realm
of dealing with consumers in a
fair and honest manner.

Club For Sale
6,000 square-foot club with a strong
membership base and new equipment.
Ready to go to the next level, in beautiful
Colorado setting. Serious inquiries only.
(303) 819-3252.

Wanted !

|

Body Training Systems - Pg 31 Fax#:(770) 424-1590
Thomas Plummer Company - Pg 12 Fax#:(818) 707-1341
Healthy Inspirations - Pg 11 Fax#:(401) 783-9671
Fit To Go - Pg 24 Fax#:(662) 841-1720
ActivTrax - Pg 18 Fax#:(301) 840-0041
__ Fitness Management Mag - Pg 30 Fax#: (323) 964-4837
| National Gym Supply - Pg 15 Fax#:(310) 280-0937
Friday Reports - Pg 20 Fax#:(212) 9874227
Fabiano Design Intl. - Pg 19 Fax#:(973) 745-5103
Ivanko - Pg 13 Fax#:(310) 514-1363
Fair Finance - Pg25 randym(@fairfinance.com
W.LT.S. - Pg 26 www.witseducation.com
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Fax#:(501) 992-0851
Fax#:(770) 947-8004
Fax#:(706) 431-1974
Fax#:(239) 598-2143
Fax#:(781) 431-0890

People who have a desire to be in
the health club/tan business! Successful
expanding Orlando, Florida area company
is seeking motivated, hard-working smart
entrepreneurs to operate new and existing
locations. Very high income potential.
$10,000 required.
Be your own boss!
Call Harry Meeks- 407.421.9700
www.paramounthealthclubs.com

The Club Insider News
Seeks Contributing Authors
Call Norm Cates (770) 850-8506
or Email:
clubinsidernews@mindspring.com

The Club Insider News
Contributing Author Team

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

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

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

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

oCasey Conrad -
Communications Consultants-
(R00) 725-6147

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

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

eRudy Fabiano -
President and Design Director -
Fabiano International (973)
746-5100

eTom Lincir - Presi-
dent - Ivanko Barbell Company
(310) 514-1155

e Pete Moore -
Fitnessinsite email: Pete@Fit
nessVentureGroup.com

e Paul Goldner -
President - Red Hot Sales
(914) 282-4682

e Bonnie Patrick

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




Your Partner in Success.

EFT Mastercard/Visa || “Mail-In” Payments

Electronic Draft Electronic Debits from Coupons

2a° | 45* | $200

PER PAYMENT PER PAYMENT PER PAYMENT

INTERACTIVE SOFTWARE

The management system with ALL the options! '.

¢ Real-time Management Software
¢ True Flat-Rate Billing

¢ Full Collection Services

¢ Flexible Renewal Programs

Call BUSINESS DEVELOPMENT Today!

1 -800-233 8483




Just Imagine if Every
Relationship Worked Out.

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

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

Activirax. Where it all works out.

www.activtrax.com
849-J) Quince Orchard Boulevard, Gaithersburg, MD 20878

(Phone) 301.840.0040, ext 106 (Email) info@activtrax.com
(c) 2003, Activirax, LLC, All Rights Reserved.
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GET MORE MEMBERS.
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«.Club History

continued from page 3

of benches, squat racks and a
couple of pulleys. Then, later on
Harold Zinken invented the
Universal Gym machine with
weight stacks. That was a first,
of course. Of course, you had
Arthur Jones® invention of
Nautilus equipment. Nautilus
actually took the selectorized
weight stack concept and
combined it with cams to vary the
resistance. Fora while you could
go to any college or health club
and you'd find a Nautilus room.
People would call it “Nautilus™
even if it had other equipment in
it and not Nautilus. I've never
heard anybody call it a
“Universal Gym” room. For
awhile, people would put in a
Nautilus room and no free
weights. They were afraid of

barbells and dumbbells. They felt
they were dangerous. And, if |
had to pick the next big thing, it
was when people started puiting
free weights in with Nautilus. For
many clubs free weights were
new to their clubs, but for many
others, free weights had been
there since day one. 1'd say the
next great development was
about 25 or 30 years ago when
we began to install “aerobic
studios™, what we now call
“group exercise” rooms. Adding
group exercise classes surely
was a big development in the
industry. And, of course cardio
equipment of all kinds starting
with Lifecycle

Lerille continues about
the question: what will it take to
increase member numbers?
“Welil, Red’s has 12% of the
Lafayette population of 100,000
as members. Plus, there are clubs

>

FRIDAL REPORTS°

Weekly Marketing Insights
For The Club Industry

P immediately-usable marketing
action ideas in each issue — in
your hands every Friday morning
by Fax!

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

Fax to: 212-987-4227
(Ask for a sample issue)

A PUBLICATION OF CLUB MARKETVISION

177 EAST 87TH STREET, SUITE 301, NEW YORK, NY 10128
mgmivision@aol.com

all around that have a lot of

members. So, Lafayette,
Louisiana is way ahead of that
12%. But, let me say this.
Numbers of members have
nothing to do with how many get
into and stay in shape. I think
when you look at who is going
to join a health club and who’s
going to get and stay in shape,
they are two different people. I've
got people that come to Red’s
and they're not in shape. There
is a small part of the population
who are in phenomenal shape.
Then you have a little segment
who are in decent shape. But,
then you have a whole bunch
who are in horrible shape!
They're everywhere Norm! |
don’t know how we're going to
crack that *whole bunch™ that
makes up that 87% ! I don’t know
how we can educate all of those
people and motivate them. The
fitness movement actually

consists of just a small group of

people. The *“addicted to
exercise” people. People like Ray
Wilson, Bob DelMonteque and
Rudy Smith (and Red Lerille) are
addicted to their own personal
fitness and they make it their #1
priority.”

Question - Red, what
about the greatest challenges
facing the club industry? “I am
not sure what it is for the entire
industry, but I know my greatest
challenge is keeping my
overhead down. | have a 38-year
old building with huge
maintenance costs and if you
don’t keep up with it, man it can
get out of control. You let it go
just a little and boy it slips up on
you fast! Right now, I'm
spending $75,000 on my parking

lot. (800 cars). m‘ -

I just finished
spending
$280,000 onmy
roof! My yard
maintenance
guy has been
with me for 30 .
years and he
gets $4,000 per
month. So, do
you see what |

mean? It is just
constant Norm. People like me
that own their buildings and are
in love with their clubs have a
tough time making any money
due to the overhead costs we
deal with.”

Lerille continues,
*Norm, in your Parts [ and II of
the History of the Health Club
Industry you covered a lot of
pioneers including Ray Wilson,
Sig Klein and some others. But,
let me also mention some of the
body building competitors | know
that went on to open their own
gyms. There was Clarence Ross,
Leo Stern who has been in San
Diego for 70 years, Sam Luprinza
in Portland, who has more
equipment per square foot than
any club in the world, Bill Pearl
who started in Sacramento and
then moved to Pasadena, Alvin
Roy who had a chain in New
Orleans years ago and his sister,
Rita Roy, who had a chain in
Dallas, Texas. Recently, Joe Gold,
Joe Weider, Jack LaLanne and
Harold Zinkin were all mentioned
in a TV show on weight lifting
and early day health clubs. It
was also mentioned in that show
the first pioneer to ever install air
conditioning in health clubs. His
name was Ray Wilson. Itwasa

HealthandWellnessJobs.com

Find the Fitness Pros!
We post jobs specifically for health and fitness clubs

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

HealthandWellnessJobs.com

Phone: 281.794.7879 / Email:
scott@healthandwellnessjobs.com

Red Lerille With Antique Airplane

really interesting show.”

Rick Caro- Rick Caro is
a 30+ year club industry veteran
and the most respected and most
knowledgeable person in the
health club industry today. Caro
began his career with a chain of
indoor tennis clubs in Upstate
New York in the early 1970s. Caro
is the founder of New York-based
Management Vision, a consulting
firm, and Club Market Vision,
publishers of the Friday Reports
(See ad on this page). THRSA was
the brainchild of Rick Caro’s and
was founded pursuant to his
suggestion that the industry
bring the National Tennis
Association and the National
Court Club Association together
to form a new Association to
serve both tennis and racquetball
club owners. Caro is also the #1
expert witness in the industry and
is often called upon in that
capacity. His other specialty is
market research feasibility and
valuation studies for club owners
who are new
ventures. Rick’s responses:

1. 3 Most Important
Developments In History of Club
Industry: a. EFT-Based,
Monthly-Dues Pricing With A
Maximum of a 1-Year Contract

b. Creation of Large
Fitness Centers & Multi-Sport
Club Models

¢. Emergence of Tech-
nology ON FITNESS EQUIP-
MENT

2. a. To overcome the
poor image of the industry as
heavy-handed, sales-oriented,
the advent of monthly dues
payments electronically
legitimized the club relationship

considering

| and simultaneously made it more

| affordable as all could spread

their payments over 12 months.
b. Fitness centers went

from 6,000 square-foot, single-
lockerroom facilities to full fimess
clubs with a wide range of
cardiovascular equipment, at
least one line of strength
equipment, a large array of free
weights, at least one aerobics/
group exercise studio, a small
child care area, two adequately-
(See Club History Page 24)
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Im pact n. collision, resulting effect; consequence, impression
[the effect of having power over a thing or a person, to exert influence over]

You want your facility to sell it self, however, having rows and rows of the latest cardio and weight
training equipment may intimidate the 80% of the population that doesn't belong to a health club.
The solution, use color and design to make the environment of your club appealing and
inviting...give yo ur club IMPACT!

It's more than a
paint job, but less
than a construction [
renovation. It was
one of the best
investments I've
ever made.
~ Terry Brasseale,
b Iron Works Fitness,
Huey Town, AL

Give the outside of your.c.h‘:b I . ANk L __ g . ¢ ub cardio area IMP "i"\‘

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

Velvet & Chris Eidson: Owners of World Gym,
Jacksonville, FL

: Exciting, Energetic
Interior Design Consulting Solutions Affordable

General and Specialized Painting Call (770) 621-7770

Logos - Wall Murals -Faux Painting IMP
DESIGN extension #1
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people — each place has its own
environment and feel, and it’s
nice to have choices to find the
one that fits them best.

Q. What were the strong and
weak points of your club?
A. I think the strongest point of
my club was our customer
service. My staff and | worked
diligently to help every client feel
comfortable and welcome as if
this place was her “home away
from home.” 1 also think we
provided an enormous amount of
attention to each member as an
individual, from the health
history screening process to the
exercise prescription, equipment
orientation AND follow-through.
In terms of weak points,
I recognize the fact that I
performed optimally when I had
a manager on staff who
“balanced” my personality and
approach. While I tend to be
more of an idea- type person, 1
definitely needed the
“grounding” of a more nuts and
bolts type employee. This mix
kept me solid in organizing
company procedures, setting
specific numerical goals and
staying focused on hands-on
implementation.

Q. When did you begin thinking
about getting out of the business
and did you consider other
options?
A. To summarize my ownership
story from beginning to end, I
bought a club that was losing
money. Icreated a business plan
that showed me making a profit
within three years from purchase.
The problem with that scenario
was that | based many of my
initial financial numbers (primarily
in the expense category) on
figures that the previous owners
provided. While 1 was
immediately able to escalate our
membership sales, | failed to plan
for the additional expenses I
would incur establishing a more
premium-level business. These
included the purchase of new
equipment, the hiring of educated
staff at better hourly wages, the
money spent on marketing to
increase awareness of my facility
within the community, the
attendance at conferences to
enhance my knowledge of the
business, ete. So, while my
revenues grew, my expenses did
as well.

During the “middle
years,” [ finally got the equation
“right.” I lowered expenses

significantly by cutting out
excess items.

I still was not making
the money. however, that [ felt I
could/should be earning
personally, especially consider-
ing the fact that I went back to
school and secured my master’s
degree (which 1 got in
Kinesiology since 1 did a lot of
exercise programming myself -1
feel that clients pay to come to a
gym to have access to expertise
—in hindsight, I probably should
have combined this degree with
one in business). Therefore, |
kept thinking about ways to
partner with facilities that had
offerings that 1 did not. For
example, | approached a local
physical therapy company. They
have a pool but not land aerobics,
and I did not have aqua but
traditional classes instead. We
met and both liked the idea, but
we couldn’t figure out mutually
convenient times to crossover
our client bases.

I pursued the above
options back and forth for
several years. | remained
confident that 1 was offering an
incredible niche and outstanding
facility within my local market and
was optimistic and determined
that I COULD make it work. 1|
guess it  was personal
stubbornness — | never wanted
to “quit.”

(). When did it become absolutely
clear that you must close?

A. Before I made the tough
decision to close, my primary
goal first and foremost was to
SELL the club. 1 certainly wanted
to preserve the small, women's-
only niche I had created within
my marketplace. | wanted my
members to be able to continue
exercising within the comfort of
this space that they knew so well.
New ownership would thus have
been the optimal solution for me
to gracefully step out and not
leave my members uprooted or
disappointed. However, a
limitation of this goal for me was
the realization that my town isa
fairly rural area, so someone is
unlikely to relocate here to buy a
small business. That meant |
needed to focus my search for a
buyer locally. The fact that the
club wasn’t making money hurt
its ability to be sold as well (in
addition to the overall current
national economic situation), but
I did have"several interested
parties view it. One couple owns
other clubs in the community but
felt it was taking on too much
additional responsibility. In fact,
I spoke with several local club

owners (o ascertain interest, and
they all mentioned times being
“tight.” One woman owned a
spa-oriented facility in our mall,
but she was under a leasing
commitment and was nervous
about taking over a business in a
field she didn't know well
(although I did offer 1o stay on
and help while she mastered the
learning curve). 1 also had a
medical company express
interest in my space, but they
balked when they had builders
explain the cost of their desired
build-out. My husband and I
even listed the business with a
broker — again, we had some
nibbles but ultimately to no avail.
We had set a tentative “timeline”
to try and sell the club; when a
purchase didn’t happen within
that period, we moved on to the
more final “Plan B” of closing.
Basically, in a nutshell, we no
longer could afford to suffer the
huge financial drain on a month-
to-month basis.

Q. Did you share the struggles
of your club with staff, members,
family and friends?

A. My family was always aware
of the financial struggles of the
club, and my managers usually
knew as well. However, my part-
time staff did not know, and 1 did
not really share with friends
either. I did not want to create a
“worry™ or “scare” factor that
would cause people to lose
confidence in the status of the
business. This behind-the-
scenes psychological “burden”
definitely weighed heavily on me
at times, even though I tried to
maintain a bright face on the
outside. It was frustrating being
complimented on offering a stellar
facility by both members and
industry peers, only to know
privately that things were not as
steady and promising below the
surface.

Q. Once closing was your clear
choice, how did you do it ethically
and thoroughly?
A. Once I decided to close, I first
contacted the Virginia Depart-
ment of Consumer Affairs. In
Virginia, health clubs are
regulated by Health Spa Act, and
there are specific provisions for
handling the conclusion of
memberships. My club has
always been bonded as
additional protection in case we
ever suffered any sort of
catastrophe. | followed all of the
guidelines given to me by
Consumer Affairs.

1 then set about drafting
the announcement letter to my

members. [ mailed it out
approximately seven weeks prior
to our closing date. I contacted
and spoke or met with
representatives from all of the
other area clubs and put together
a packet of information for my
members to help them transition.
I wanted everyone to keep
moving and not use my club’s
closing as an excuse to stop
being physically active. Each
club was great in offering free trial
periods for my members to check
them out and also discounted
fees. (If you would like a copy of
this and other letters contact:
clubinsidemews(@mindspring.com
orcall: 770.850.8506.

I had to calculate the
prorated dues refunds for every
member who had prepaid. This
included consideration of
medical freezes and referral
credits. I had to send photo-
copies of everything to
Consumer Affairs. 1also got in
touch with my insurance agent,
EFT company and other
providers to explain my situation
to them and process and
complete all necessary
paperwork.

| definitely wanted to
thank all of the people in our
industry who had positively
impacted my time as a club owner
during the years. 1 sent that letter
out via e-mail and Norm Cates
published it in The CLUB
INSIDER News August, 2003
edition. 1also held an equipment
sale after the club’s closing. I was
VERY pleased with the format we
utilized and felt we did it truly
professionally. We had the
larger items (cardio equipment
and strength circuit pieces) on a
“silent” auction format and took
bids throughout the day. We also
had grouped all of the other items
in the aerobics room and had
them displayed as a “purchase
and carry” format. All in all, T was
delighted because many of my
former members came and
purchased equipment, so it feels
like it stayed “in the family.”

“Julia’s Advice™

First and foremost, 1
want to say that as the owner of
a business, sometimes you feel
like you're doing everything
“right” and still not succeeding
financially. Always keep inmind
that you are running a business,
and ultimately the bottom line
does matter in spite of how much
fun you are having. Do not
underestimate your expenses —
it is not a “cheap” endeavor to
undertake.

I do want to mention, sadly, that
several weeks before |1
announced the closing of my
club, another one in our area
locked its doors. Overnight. Yes,
it's the often heard yet sad story
in our industry of clubs shutting
down and not extending a helping
hand to their members. This club
simply “disappeared” overnight
— no refunds were given, no
attempts were made to help
members join other clubs, no
advanced notice was provided.
This was exactly the type of
situation I wanted to avoid
completely and [ feel that I did.
And, we want anyone that reads
this article to avoid such a
closing. Unfortunately for our
industry, a handful of players can
leave a bad taste in the
consumers’ mouths. I strove hard
to complete my club closing in a
professional and ethical manner,
and | am pleased with the
outcome. Now I"m ready to start
on the next chapter of my fitness
career!

Now that you've read
my story, please know that [ am
more than delighted to speak with
any reader out there who might
have additional questions or wish
to share your own company’s
history with me. Please don't
hesitate to call or write to me via
email using the contact
information below. Phone f:
540.578.0164 or 540.828.4752 or
email: jrhwheat@aol.com

At this time, 1 have
accepted a position to work for a
vendor in the club industry. | am
excited about this new
opportunity to experience our
business from the vendor
perspective. | look forward to
seeing familiar faces at upcoming
trade shows and conferences as
well as meeting any new and
inspiring people who are equally
excited and passionate about our
industry! Our important mission
of helping people live greater
quality lives through a regimen
of physical activity will continue
infinitely.

Thank you to Norm
Cates for asking me to explain my
club’s scenario and giving me
this valuable space!

The Club Insider News
Seeks Contributing Authors|
Call Norm Cates
(770) 850-8506
or Email:

clubinsidemews(@mindspring.com




Place Your Club On The
“Fast Track” For Success.

With the “Complete Club Management Solution” from ABC Financial

financial

software - billing/EFT - marketing

P.0. Box 6800 - Sherwood, AR 72124
Toll-Free 1-800-622-6290 (option 3)
Fax 501-515-5001
www.abcfinancial.com

ABC Financial Services makes it easy for you to streamline
the overall operations of your club with our “complete club
management solution”.

DataTrak Club Management Software.
DataTrak, our proprietary browser based club management
system has been built using the concept of centralized data
and provides our clients a wide range of services to
efficiently operate their club. DataTrak gives club owners
the real-ime data they need when they need it.

OnLine Club Management Center.

You can log on to ABC's Club Management Center
interactive web site at anytime to view reports and update
member account information. Plus, your members have
immediate access to view their account balance and make
payments.

Billing And Payment Processing.

Our processing division offers full service accounts
receivable processing - EFT, credit card and monthly
payment books. From start to finish we monitor every
aspect of your members account.

Customized Marketing Programs.

Our Club Enhancement Division offers a wide range of
customized sales and marketing programs designed to
enhance club operations. Club marketing services include
“Friends are Free”, a customized referral program:; “VIP
Preferred Program”, our exclusive member retention
program, and our comprehensive membership renewal

program “Renewal Plus”,
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sized locker rooms often with
amenities and with certified staff
to provide expertise. Multi-sport
clubs were conversions or
expansions of pure racquet-sport
facilities (e.g., tennis or
racquetball or even squash) to
include the type of fitness
facilities described above.

c¢. With the opportunity
to be entertained, given feedback,
provide tracking and offer a
variety of ways to use the piece
of equipment, both cardio-
vascular and strength equipment
emerged as truly “stimulating.”

3. First, the industry
needs to reach out to those
millions of U.S. adults who have
visited health clubs previously
and find a way to get them to join
or re-join as full members. This
group includes former guests to
clubs, former program users and
former members. Second, the
industry has to do a better job of
retaining members once they join.
The key to this effort is to learn
more about each member in order
to satisfy him. It will probably
require the industry to invest in
CRM-—customer relationship

management—technology and
use this deeper insight into more
customized communication with
each member and more specific
programs and services aimed at
his needs.

4. Greatest Challenges
For Health Club Industry? a.
Getting the following to make a
real commitment to the health of
the U.S.:

elnsurance Companies:
there needs to be a special rate
for the regular exerciser vs. the
non-exerciser (smoker vs. non-
smoker)

eHMOs: they need to
see the value of creating a
meaningful alliance with health
clubs rather than the token
financial inducements offered

e Corporations: they
need to create incentives for both
their employees and their families
to really reduce health care costs

eGovernments: at all
levels of government—
especially at the federal level,
there needs to be tax benefits and
deductibility for support of health
club memberships and program
fees.

b. Getting more adults to
experience clubs either on a
specific program basis and then

Marketing - Equipment - Programming

later convert to regular usage or
create more corporate neighbor-
hood “community”™ special
events or offer more trial
experiences to “never joiners."”
This involves a set of creative
experiences, non-intimidating
with very direct communication
to specific targets. And it may
involve pre-existing groups to
make it more comfortable for all
to even accept a club invitation
to visit.

Tom Behan- 1s the
current the President of IHRSA
and President of The Alaska
Clubs, a chain with 13 clubs in
the three largest cities. Behan is
a former banker and brings
considerable credibility to the
industry from the banking sector.

Tom’s responses:
1. In your opinion what
are the three mosi important

developments in the history of

the health club industry? 1.
Aerobics and Raquetball 2.
Nautilus Circuit and Lifecycle &
3. U.S. Surgeon General’s
Reports.

2. Describe the industry
impact each event listed above
has had? 1. Aerobics, thanks to
Ken Cooper and made main-

stream by Jane Fonda, integrated
the gyms and brought a whole
new set of members and gender
to the clubs. Racquetball built a
lot of infrastructure that was later
available to convert to fitness
use. 2. The early Nautilus circuit
introduced many “baby
boomers™ to strength con-
ditioning beyond free weights
and built more clubs accordingly.
The Lifecycle took it to the next
level with cardio conditioning. A
host of more cardio equipment
evolved in response and activity
for both men and women in
aerobic training ensued. 3. The
Surgeon General’s report on the
benefits of exercise is well
documented as an industry asset
that will become stronger as the
years progress.

Joe Cirulli- Joe Cirulli
is a 30-year health club industry
veteran and the founder and
owner of two Gainesville Health
and Fitness Centers in
Gainesville, Florida. Joe owns the
Gainesville market as five years
ago he moved his club from a
shopping center site to a world-
class, free-standing facility that
he has subsequently expanded
twice to its present size of over
65,000 sq.ft. Cirulli also served

well as [HRSA’s 20th President.
Cirulli, a master planner and
motivator,is now moving into the
vendor side of the industry with
amajor announcement coming in
the near future.

Joe's responses:

1. What are the three
most important developments in
the history of the health club
industry? a. Arthur Jones and the
development of Nautilus

b. Scientific research
about the benefits of exercise

¢. The media touting the
benefits.

2. Describe the industry
impact each event listed above
has had? a. Arthur developing
single-station machines, then
becoming a one man PR show.

b. Science and the
media helped us move into the
mainstream

3. In your view, what
needs to happen to take the
health club industry in America
to the next level in terms of
increasing the 13% percentage of
the U.S. population that are now
health club members? “Creating
more niche programs within our

(See Club History Page 28)




Be prepared to increase your cash flow!

Is your bank controlling your growth?
Are you looking to expand?
Do you need to renovate?

NO PROBLEM!

The process of converting your membership contracts into cash
is called factoring. You can immediately gain access to the
cash you need without all the hassles of a bank loan.

Fair Finance has specialized in factoring membership contracts since 1934.

We offer a wide range of services including:

Membership Factoring «
Portfolio Management Services =
Front Desk Member/Management Software *
Renewal Programs
- Payment Processing -
> On-Line Access *
* EFT Programs »

Factor your contracts today!
The process is simple, fast and financially rewarding!

(FAIR | FINANCE )

I Since 1934

www.fairfinance.com
E-mail: sales@fairfinance.com
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World Instructor Training Schools (W.LT.S)

By: Jay Del Vecchio

Provide In-depth P.T.
Certification

The World Instructor
Training Schools, W.L.T.S.,
entered the
certifications in 1989 to educate
wannabe personal trainers to
work in my health club.
Traditional giants in the industry

were sending us graduates of

their home study or weekend
certification courses that
averaged just 12 hours of training
and testing. Traditional personal
trainers could just not perform in
the field. We were finding well
educated graduates from
colleges that had no “hands on
practical” training too. Here | was
paying, as a club owner, people

with national certification

credentials that had a piece of

paper but no “in the field
knowledge.” 1 then needed to
train them on almost ever aspect
of assessing and programming a
client.

market of

I decided to take action
and formed a committee of very
smart degreed and non-degreed
experienced people to take the
ACE textbook and expand on it.
We wanted to include a base
educational program with hands-
on training. We developed
defendable criteria to teach and

use in the everyday business of

personal training in the health
club. The W.LT.S. personal
trainer testing procedures were
then developed and patterned
after the National Athletic
Trainers Association (NATA).
We created a 6-page practical
Easy Evaluation system. The
concept is to make a trainer
actually take a mock client
through a complete workout.
Items on the exam are called out
and the trainer must use his base
knowledge to configure the
perfect match for the written case
scenario for that client. The five
areas covered in the practical test
are assessment testing, warm up,
stretching, upper body and lower
body exercises. The 5 weeks of

training or 30 hours of theory and

practical lab, include role playing
and drills. There is no misrepre-
sentation that they are able to
train anyone that walks through
the door. They are educated 1o
work with healthy individuals
special medical
needs. The course has been well
received in the corporate sector
and predominately in the
colleges. Many individual health
club chains and larger ones like
Bally Total Fitness also use our

with no

personal trainer certification
courses due to the quality and
success of our graduates. The
advanced specific certifications
like Cooper, ACSM and the CSCS
are recommended to all our
graduates to take it to the next
level in what is a very dynamic,
ever-changing profession. The
process is simple to achieve and
the serious career oriented
professionals tend to gravitate to
W.LT.S. If you would like a
graduate list of personal trainers
for your area, just send us a note
on letter head and we can fax you
some help for your facility.
(See Ad Below)

..Scudder

Fontinued from page 14

Michael Scott Scudder. a
-ontributing author for “The
Club Insider News, " is a three-
lecade veteran of the fitness
fndustry. He heads Southwest
Club  Services, a club
tanagement training company

We offer

testing as well as written!

education workshops!

World Instructor Training Schools

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

Real €ducation = Real Certification

unprecedented comprehensive 6 week®
theoretical & practical hands on fitness tr.
with certification exams. Exams include individual practical
Host school site applications
being_taken for 2004. We also license our programs to
Colleges and Universities for on site training. In a

primary certifications, we offer on site continuing

based in Taos, New Mexico and
Fort Worth, Texas. SCS aoffers
regional-city one-day seminars,
this  fall headlining the

“SONAR" 5-part plan for better
profitability, and an intensive
two-day workshop on personal
and group training in home
headguarters of the Fit For Life
Centers in Texas, of which he is

*1 Choice of Colleges in the USA!

@
™

Ccourses,

ition to

a partner. He can be reached at
505-690-5974. by email at
scuddertouri@direcway.com or
at lis web site

Www \.'“If(.'lt_'rfU“f' com

Comments and questions are
welcomed and encouraged.)

Want more info... go to www.witseducation.com
or call toll free:

888-330-9487

FUNDAMENTAL Certifications in Aqua, Aerobic, Personal Trainer and Senior Fitness!

Body Training

More than 8,000 heal
and fitness clubs are now
running Les Mills group fitness
programs, as the exercise-to-
grams continue to gain
in popularity around the world.

The programs are
earning $32-US million a year in

music pro

franchise license fees alone, with
more than three million people
taking Les Mills classes every
week.

Latest reports from Les
Mills International in Auckland,
New Zealand (July, 2003
statistics) show 8,030 clubs in 40
countries are currently licensed
to offer one or more of the seven
Les Mills programs, of which the
most popular is the weight
training with barbells class,
BODYPUMP(r).

Les Mills" strategy is o
provide quality-assured options
for customers in all the main
group fitness categories
(strength, cycle, combat, dance,

mind-body, step, cardio/hi-lo).

An increasing number of clubs
are buying into this and offering
all seven Les Mills classes
across their timetables. The
average number of Les Mills
programs for all licensed clubs is
currently 2.6.

The pre-choreographed
programs are developed in
Auckland and marketed and
distributed to fitness clubs by 16
regionally-based agents.

The major markets for
the programs are in Europe,
North and South
America and Aus-
tralasia. They are
also well estab-
lished in Japan and
are being intro-
duced throughout
China and South
east Asia.

The three
biggest Les Mills
agencies are Body
Training Systems
(formerly The Step
Company), based in

System Update

Atlanta, Georgia, USA, Body
Systems of Brazil, servicing clubs
across South America from its
base in Sao Paulo, Brazil and
London-based
Professionals.

Of the other agencies,
than 500
licensees each: Les Mills
Australia, Planet Fitness (France),
Bonsport  (Germany) and
ProFITs (the Netherlands).

The next

Fitness

four have more

biggest
markets are Japan (Konami
Sports), Sweden (S.A.FE.) and
Spain (Bonasport).

Now offered in more
than 7,000 fitness clubs around
the world, BODYPUMP has
remained the most popular of the
Les Mills programs since its
launch internationally in 1996 and
continues 1o be the world's most
popular branded group fitness
class.

The martial arts-based
program BODYCOMBAT(r) 15
4,700 clubs
internationally, The mind-body
fitness class, BODY
BALANCE(r)* isin 2,700 clubs
and is currently the fastest
growing Les Mills group exercise
program.

The remaining pro-
grams are BODYSTEP(r) (2,000
clubs), BODYATTACK(r) (1,500),
RPM(r) (1,500), and BODY
JAM(r) (1.300).

Les Mills International
is aiming for 10,000 licensed
clubs by the end of 2004, with an
average of three programs
running in each club.

The company’s vision
is to double group fitness
participation by 2010 and in
doing so to contribute to the
IHRSA goal of 100 million fitness
clubmembers by 2010.

offered in

*For copyright reasons,
BODYBALANCE is known as
BODYFLOW(r) in North
America.

(See Page 31 for Body Training
Systems information. )




* Generate more non-dues revenue
* Enhance member retention
* Drive prospect traffic

* Install 6-12 sleek, elegant, patent-pending advertising panels in your club, using our own
professionally trained nationwide crew to handle all installation and maintenance.

* Include your club as part of our network that we promote exclusively to national brands
like Kraft, P&G, Pfizer & Nissan.

* Pay you thousands of dollars per club each year, in the form of monthly checks,
for your participation in our network.

* Give away samples, coupons, merchandise and apparel to your members and club personnel.

* Include your club in promotional events by national brands that drive traffic to your club.

* Enjoy the money and free stuff we provide to you
¢ Enjoy happier members and increased prospect traffic

Call Don Harward at 1-800-468-2211 from more info.
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centers. We're currently
developing an Arthritis Aquatic
Center and the reception by the
medical community and the
Arthritis Foundation has been
terrific. Also we’re developing a
special area for Spinal Fitness.
New programs for obese children
and cancer patients are and will
continue to add new people who
currently are not using our
centers.

4. In your view, what is
the greatest challenge the health
club industry is facing in the
U.S.? a. Getting the Government
on our side.

b. Continuing the
education process for operators
of facilities

¢. Continuous Public
Relations — the “good kind.”

Joln McCarthy- John
McCarthy has been IHRSA's
highly esteemed Executive
Director for 23 years. He has
proven over this long haul to be
one of the greatest visionary
leaders in the history of the
health club industry. Through
John’s leadership IHRSA has
achieved major inroads into the
fight against non-profit
competition, legislative relations
on the national and state levels
and has led THRSA in its role as
the #1 health, racquet and
sportsclubs continuing edu-
cation organization.

John's responses:

“The most potent
influences on the long term
development of the health club
industry are:

1. The Surgeon
General's Report on the Health
Benefits of Regular Exercise and
the Health Risks of Sedentary
Living (July 11, 1996).

2. The ongoing
avalanche of research reports
from the highest medical
authorities in the world regarding
the vital and irreplaceable
importance of regular exercise.
These reports are now almost
daily occurrences. And they
touch every aspect of health from
emotional health to intellectual
health to physiological health.

3. The ongoing
involvement in regular exercise of
leaders in every field of endeavor
from Presidents Bush and
President Clinton to Tiger
Woods, Andre Agassi, Oprah
Winfrey, Colin Powell, Amold
Schwarzenegger, Jane Fonda,
Brittany Spears, Jack Welch, Jim
Collins, ete. Leaders everywhere

in every field of endeavor are
apostles of the importance of
regular exercise.

4. The enormous unpaid
and unsolicited support that this
industry receives almost daily
from every major newspaper and
every popular magazine in the
country.

5.The fact that every
college and university in the
country is providing its students
with  world-class fitness
centers...which are, as it were, the
“farm teams” that annually
produce hundreds of thousands
of new members for the health
clubs everywhere in the country.

6.The nation’s obesity
crisis which now offers the
industry yet another unparalleled
opportunity to serve the interests
of the nation and of every citizen
init.”

Bob Provest- Bob
Provost is a 30-year health club
industry veteran and the founder
and owner of the Greenville
Health and Racquet Club and the
Sportsclub Simpsonville in South
Carolina.

Bob originally entered
the industry as an indoor tennis
center owner/operator. Begin-
ning in 1978 Provost converted
some of his indoor tennis courts
to racquetball, weight training
areas, an aerobics room and
indoor track.

Bob's responses:

“I would list 1. Life
Cycle and Aerobic classes. They
lead us in the delivery of the
cardio-vascular component of
fitness rather than weights alone,
which gave us credibility in the
area of health. My first step was
five pieces of Nautilus and an
indoor track. 2. The introduction
of monthly dues and EFT. This
gave us consistant cash flow. |
started in 1978 writting out, by
hand, credit card charges. 3.
Surgeon General’s Report. [t
began the process of the
government getting behind all
of us in the business of fitness.
What'’s the next need? TIME. All
of the above has the fly wheel
turning as Jim Colins would say.
It's moving now at visible speed
and soon it will be turning
beyond our fondest hopes. It will
be our job to catch up with the
demand.”

Michael Levy- Michacl
Levy has enjoyed a 30+ year club
industry in which he and partner,
Jay Kell, developed one of North
America’s greatest club chains.
That group of 10 clubs were
known as the Sports Clubs of

Canada. A few years ago Levy
and Kell sold their clubs to Bally
Total Fitness. Kell is now in
Western Canada and Levy has
recently announced his
retirement from his role with Bally
Total Fitness, but he will continue
to serve on IHRSA’s Board of
Directors.

Michael'’s responses:

“Three most important
developments:

1. The Aerobic
phenomenon (“created” by Jane
Fonda)

2. Creation of the
Lifecycle and Cardio Equipment
(Thanks to Ray Wilson and Augie
Nieto)

3. Introduction of
monthly dues to the club world
(Curt Beusman should be
lionized for that one single idea).

Impact of the Above:

1. Aerobics changed
the mix of clubs forever. Until that
time, the racquet club industry
was dominated by tennis, squash
and racquetball and the nature of
clubs was a male-dominated one,
both for services and amenities.
Once aerobics and “sweat”
became fashionable, women
joined clubs, both health and
multi-purpose, in droves and
forced the proper changes upon
the industry including: spa
services, juice and health bars,
better service and attention to
detail.

2. The introduction of
cardio equipment (Lifecycle first)
made gyms a popular place for
all ages. Until then, the concept
of the “muscle head” dominated
health clubs in particular. Once
cardio equipment, including
exercise bikes, treadmills, stair
climbers, elliptical and a myriad
of others became common place
in clubs, the kind of person
interested in fitness was
revolutionized. Just think what a
gym used to be, filled with plates
and barbells and guys who were
“frightening™ to the average
person. With the cardio
¢quipment, women, seniors,
teens, and the average person
could workout and get real results
without having to be a body
builder.”

Dean Wallace — Dean
Wallace is a 25+ year veteran of
the health club industry. He spent
most of his career in Salem,
Oregon as the leader of the
Courthouse Athletic Club chain,
growing the club group to six
locations prior to departing.

Now, Dean is the COO of the
Siver Club Company in Portland,
Oregon, where he oversees four
clubs and is heavily involved in
the planning and development
process for 4 to 6 more clubs.
Dean has also served well on the
THRSA Board of Directors for the
past 3 years.

Dean’s responses:

1. “The 3 most impor-
tant developments: a. compu-
terized cardio equipment
(Lifecycle to start it all); b.
founding IHRSA; c. evolution of
multi-facility sports clubs.

2. Impact of each: a. Put
fun and focus into cardio
conditioning; b. IHRSA brought
together, professionally indepen-
dent club operators for the
purpose of learning and
confronting industry issues; ¢.
multi-purpose clubs provided a
place for couples and families to
recreate at the same time and do
more than just lift weights.

3. What needs to be
done to grow? The government
must provide incentives and
reward Americans for making
healthy lifestyle choices. They
must also mandate Public Service
Announcements on TV net-
works and cable espousing
exercise and the “rewards of
fitness.”

4. Greatest challenge?
The way some club chains
“devalue” our product; how to
simplify the concept of exercise
as a discipline; some of the
regulations facing the industry;
unfair/non-profit competition
and the number of “time takers™
that compete with exercise; i.e.
computers, movies, tv, etc.

Dale Dibble — Dale
Dibble is one of the greatest ¢lub
industry leaders and the #1
sharer of club industry
knowledge that ever lived. He
and his partners, Ed and Zoe
Veasey, began in the mid-1970s
with a 16 indoor-court tennis
center called Cedardale in
Haverhill, MA. Over a period of
15 years they converted most of
those courts into a facility that
became one of the world’s
greatest multi-purpose clubs.
Now retired, but actively
involved in the programming at
the Hyatt Classic Bentley Village
in Naples, Florida, Dale and his
wife, Olive Mae, continue to
exercise vigorously. In fact, Dale
Dibble has done something truly
historical. Three years ago this
Thanksgiving, Dibble was rushed
to the Cleveland Clinic in
Cleveland, Ohio, with continued

problems with his heart. He had
had a couple of open heart
surgeries and angioplasty
procedures, as well as stints
installed. The doctors told him
they could never do another
procedure for him after that and
that he had only “two to four
months” to live, Dale Dibble is
probably the most enthusiastic
and energized human being you
will ever meet anywhere, anytime.
He came home to Naples
determined to fight back. He
increased his exercise level
significantly and earlier this year
Dibble was told by those same
doctors that he was doing
something that was amazing.
They happily informed Dale that
his heart was actually regene-
rating and healing itself due to
his exercise regimen! What a
miracle! THRSA's leaders
thought so highly of Dale Dibble
that in March, 2001, they named
the annual Distinguished Service
Award, its highest honor, after
him. The Dale Dibble Distin-
guished Service Award has been
given to yours truly, Norm Cates,
Jr.(2001), Rudy Smith (2002) and
Frank Eisenzimmer (2003) since
then.

Here are Dale Dibble’s
responses to our questions:

In your opinion what are
the three most important
developments in the history of
the health club industry?

“1. Paying dynamic key
employees based on financial
results.

2.The value of creating
a seniors Fit program for people
like myself between ages 65 to
100. I am 83. Without Bentley
Village Wellness Center [ would
have long ago been dead.

3. The value of keeping
score toward motivating seniors
1o keep fit. The creation of a
seniors niche within a club
dedicated to seniors (65 and
older) in which the Senior Fit
Directors are paid based on
results that is fair to the owners
and the Fit Directors.

Describe the industry
impact each event listed above
has had? Answers:

Pay Based On Results -
I am speaking as one who started
in the summer outdoor swim and
tennis club business in 1965.
Memberships involved the entire
family before the days of working
mothers. Twenty years later we
had to radically change our
outdoor facilities as mothers
went to work. We changed from
outdoor swim and tennis club to
day camps during weekdays and

(See Club History Page 30)
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corporate outings during
weekends and in between. The
combination using the same
facilities has been and continues
to be very profitable. The best
decision our son John Dibble and
I ever made was to take
advantage of the talents and
drive of three key dynamic
employees who had worked for
us since they were Kids and pay
them each 20% of the profit (not
part of ownership). How
rewarding it has been to watch
these three key employees who
are now or soon will be
millionaires. Compensation
based on results for motivated
employees results in bringing out
the very best they have in
themselves. The added
motivational fun they are having
and the reputation they have

created as a splendid corporate
outing center and day camp
during the weekdays is very
rewarding and exciting to my wife
Olive Mae and 1.

Seniors - 1 went
through my working life not
paying too much attention to my
exercise habits because in my
case my job had physical activity
built into it. Watch out when you
retire! 1 guarantee without
workouts/physical activities
almost every day of the week you
are heading for trouble. Olive
Mae and I are part of a retirement
community called Bentley Village
with approximately 930 retired
residents. I doubt if there is
another retirement community in
the world that is more dedicated
or has finer fitness facilities or
better staffed with key fitness
employees who really care. In
this village regardless of how
good it is, there tend to be two
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groups — those who keep fit by
workouts/activities most every
day of the week and the non-fits.
All you have to do is compare
the two as they age. The fit group
lives longer, feels great, has more
fun and is more socially involved.

Bentley Village Well-
ness Center has been keeping

score for the past 14 weeks of

what happens as we age between
the two groups - fit and non-fit.
Bentley Village (a classic
residence by Hyatt) is the perfect
model to measure the differences
between life for fit residences and
non-fit. It has independent living
for people in their own apart-
ments. It also has a separate
assisted living as needed and a
separate Care Center as needed.
What a great test model to
compare *“fit compared to non-fit
and the related care costs
between the two groups.

At the urging of Rick
Caro and Mark Eisenzimmer, Gary
Albert President of ActivTrax
modified their national database
system specifically for our senior
needs. For Bentley Village it had
to be a measurement system that
was simple and fast. From that
data we had to be able to print
not only summary individual
results, but results as a whole,
by apartment buildings or age
groups, for residents to be proud
of their accomplishments.

Keeping Score - Every
day using ActivTrax centralized
computer system we record
workouts/activities broken down
into 10 categories. All residents
who average 3 or more workouts/
physical activities per week over
a 6-week period become a member
of our Wellness Center’s *3 Fit
Club™. The fact we are measuring
(keeping score), publishing
names of our “3 Fit Club”
members plus contests between
the 32 different apartment
buildings, is creating intense
interest by residents to be part
of “3 Fit Club™. With fifieen
weeks of measuring and printing
scores, two things are happening
— many more residents are
becoming fit and those already
fit are becoming more fit. Where
would golf, tennis or whatever be
if there were not some way lo
keep score and be proud of the
results?

I am 83 (average age at
Bentley Village) With the positive
physical results of the Wellness
Center, life does not get any
better for all of us who workout
and enjoy physical activity most
days of the week for 30 minutes
or more during each workout.

Although 1 tried a
limited senior citizens niche at
Cedardale Athletic Club just
before I retired, 1 wish I had that
phase of my life to do over again
knowing what [ know now. I
would have a senior’s niche that

would be a doozy. I can think of

no group that is more fun, loyal;
reap more benefit and self-
satisfying. 1 would never give
seniors discounts- instead 1
would spend saved discounted
money on more attention and
making sure | had the right people
running it. Finally | would pay the
Senior Wellness Director based
on financial results with an
arrangement that is fair to the
director and the club.

In summary, show me
any senior 65 to 100 who works
out and or does other physical
activities 30 minutes or more each
day with strength training
included and you will be looking
at somebody who leads a very
enriched, fun-filled life during
their twilight years, compared Lo
their non-fit counterparts. With
regard to strength training,
Bentley Village residents love the
Keiser pneumatic strength
training machines. They are very
senior user friendly. Fit seniors
have much more energy, spend
much less time, if any, in a Care
Center, their health care costs are
less, they sleep better, and are
much more exciting to be around
because they have the energy to
be full of life.”

Question- Dale, in your
view, what needs to happen to
take the health club industry in
America to the next level? “More
attention has to be paid to
seniors. Nobody and | mean
nobody needs workouts/
physical activities more than
seniors (over 75). Not only do
they need exercise, they need
strength training. Strength

training will reduce number of

falls by 50%. Strength training is
increasing lives of heart patients
by vears. My own case is a
perfect example. To think 1 used
to never give strength training
the time of day. | thought that
was for “show offs".
Measurement System-
Until recently 1 was never
involved in measuring members’
fitness. My plan, like everybody
else, was build a club, sell
memberships, and try to “make it
fun" and hope for the best. We
never kept score on our members.
With the advent of new software
systems such as ActivTrax,
where we can record workouts/
physical activities, we are able to

excite our resident base resulting
in another 20% increase in fit
residents. Like keeping score
playing golf, tennis or whatever,
there is something about
scorekeeping that helps motivate
people to keep fit. In the future |
see almost all clubs that are worth
their salt keeping some form