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Want to own
a successiul
business?

Median Annual Membership Revenue:
$1.7 million (Industry Avg: $1.3 million)

Median Earnings Before Taxes:
$546,000 (Industry Avg: $320,000)

Median Payroll Expense Percentage:
12.3% (Industry Avg: 45%)

America’s fastest growing fitness franchise, with more than
700 units sold, invites you to begin your journey towards success
and profitability. For information visit www.planetfitness.com

or contact Mark Christie at mark.christie@planetfitness.com
or 603-750-0001, ext 104.

*Figures obtained from the median performing corporate store with more than 12 months of operating activity as published in Item 19 of
our 2009 Franchise Disclosure Document (FDD), and as adjusted for audited financials completed after filing of the FDD. A new franchisee'’s
results may ditfer from the represented performance. There is no assurance that you will do as well, and you must accept that risk.
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Gale Landers’ Fitness Formula Clubs
Thriving For 25 Years!

Chicago Club Chain Growing Via Acquisitions and Strong Management Team

By: Norm Cates, Jr.

Chicago is an intensely
competitive health, racquet and
sports club market. There, you
will find all sorts of club products
ranging from the amazing 400,000
square-foot East Bank Club to
XSport Fitness’ 22 big box clubs
to Alan and Steve Schwartz’
Midtown Tennis Clubs down
to 1,000 square-foot personal
training studios. Chicago is one of
the most competitive health and
fitness club markets in America.
No, make that in the world.

This month, we are
pleased to provide this cover story

as Gale Landers is celebrating 25
years of Fitness Formula success,
and it couldn’t happen to a nicer
guy. CrLuB INSIDER believes
there’s a lot to learn from the best
in our industry. Gale Landers is
one of the very best, and a more
down to earth guy you won’t find.

The Fitness Formula
Clubs are best described as
upscale and a great value for the
money. Clearly, the niche Gale
Landers and the late Michael
Gitlitz picked when they started
25 years ago was the right target.

Gale Landers Fitness
Formula motto is, “Where Mem-
bership Means Something,” and

that speaks volumes when it
comes to Landers’ operational
philosophy. Landers, a former
farm boy from middle Illinois,
who has a work ethic to match
his background, has made Fitness

Formula memberships truly mean *

something in Chicago and on the
national scene as well.

My son, Justin, and |
enjoyed a club tour at the Union
Station Fitness Formula Club in
downtown Chicago on a windy
day in the “Windy City,” October
14th. We were toured by Regional
General Manager Kelly Malohn,
a 10-year Fitness Formula staff

(See Gale Landers Page 10)

Fitness Formula Corporate Statf and Club General Managers

Front Row (L to R): Lisa Humbert, Jan Ryan, Mara Magdich, Lauren Eller, Scott
Lewandowski, Lisa Rapaport, Chris Horeth Back Row (L to R): John O'Connor, Kat Byrne,
Mike Drozd, Kelly Malohn, Larry Duncan, Josh Leve, Gale Landers, Shaun Flaherty, Scott
McLain, Jennifer Ericksen, Brian Singleton, Marina Niehoff, Jeff Long and Chris Colletti.

Announcing CatesFit Media

CATESFIT

By: Justin Cates

In today’s connected
society, consumers are using the
web more and more to research
potential purchases, from coffee
to cars and dry cleaning to hotel
stays. Originally, this was only
prevalent among physical goods,
which had directly comparable
prices; however, the evolution
of the Internet has empowered
consumers more than anyone
previously thought possible or
businesses would like, and
consumers are now using this
power to shop for services as
effectively as physical goods.

It is the new reality of
business, and those who have
embraced it head-on are seeing
great success over competitors
who have not. So, what does this
have to do with the health and
fitness club industry? Heading
into the future, everything...

Because consumers are
more informed now than at any
other time in history, a simple ad
in the local newspaper is not going
to bring potential customers into

your brick and mortar establish-
ment like it once would. This is
not to say print is dead; it never
will be, but the Internet has
changed the dynamics of offering
a desirable value proposition to a
potential customer.

Today, your club’s pre-
sence on the web is as important
as its physicality. If it is not
consistent with your brand and
does not effectively convey your

(See CatesFit Media Page 4)

Gold’s Gym President/CEQ,
James Weaver, Resigns Post

Dallas, Texas - October 7, 2009
- TRT Holding, Inc. President,
Jim Caldwell announced in a
written statement that Gold's
Gym International, Inc. CEO/
President, James Weaver, had
resigned his post. Weaver took
the job in early November, 2008
after replacing David Schnabel.
In a statement dated
October 7, 2009, Caldwell said,
"I regret to inform you that James
Weaver has resigned as President
of Gold's Gym International.
On behalf of TRT Holdings and
the management team at GGl, |
want to personally thank James

for all of his contributions to the

business over the last year. Under
his leadership, we were able to
re-establish a strong vision for the
company, streamline the structure
of our organization and launch
several major initiatives that
will benefit all stakeholders in
the Gold's Gym family for years
to come. James' efforts helped
guide the company through an
important stage in its evolution
and have left us well positioned
for future growth.”

Caldwell also announced
that Jim Snow will be stepping
into the role of President of GGlI,
Inc. Snow, formerly the Regional

(See James Weaver Page 6)
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Norm's Notes

els America a great country or
what? Hmm... Hmm... Hmm...
All Americans are lucky to be part
of this great country, and none of
us should ever forget that!

¢JACK and ELAINE La-
LANNE packed the house at the
Club Industry Show in Chicago
on October 15th with a 500+
standing-room-only audience to
witness Jack’s receipt of the Club
Industry Lifetime Achievement
Award. Elaine, 84, provided a
wonderful introduction of her
hushand of over 50 years, the
one and only, Jack LaLanne.
Before introducing him, she
played a DVD of photos and
video footage of Jack’s amazing
career, including film of Jack’s
amazing “Feats” of fitness
and strength, such as when, on
his 70th Birthday, he swam
across San Francisco Bay
while towing 70 boats with 70
people aboard! Jack celebrated
his 95th Birthday on September
26th, and CLuB INSIDER wishes
him a belated Happy Birthday!
He is still full of his whimsical
whit, huge energy and showman
personality, his trademarks (See
Photo on This Page). God
bless you Jack and Elaine
LaLanne... We all love you!

Another standing-room-
only crowd showed up on October
16th to learn from MARK
MASTROV how to thrive in the
club business in this economy.
Mark was CLuB INSIDER’S cover
subject for September, and to
read his cover story online, go
to www.clubinsideronline.com.

Overall, this year’s Club Industry
Show was encouraging to both
the folks who put on the event,
as they worked so hard to make it
great, and to all of us who came to
speak or exhibit our products and
services. The vendors | spoke with
were pleased overall, but as with
past shows, traffic dropped off
in the second half of the second
afternoon, something to do with
competitive seminars during trade
show hours, | think. The seminars
were well-attended overall, and
among the faculty were several
Crus INsiDER  Contributing
Authors, including: RICK
CARO, SANDY COFFMAN,
CASEY CONRAD, DONNA
KRECH, BONNIE PATRICK
MATTALIAN, BRUCE CAR-
TER, JEFFREY KELLER,
KAREN WOODARD-CHA-
VEZ, LAURIE CINGLE and
WILL PHILLIPS. Additionally,
the good folks at Club Industry
undid something | said years ago
should never have been done;
they reinstated the name, Club
Industry, for the 25-year running
Magazine that had been changed
to Fitness Business Pro. I'm
real glad to see the Club Industry
name back on the magazine,
and | support their efforts fully.
Club Industry Editor, PAMELA
KUFAHL, and her Team do a
great job.

Finally, congratulations
to all of Club Industry’s Best of
the Best Award Winners:

eSparrow’s Michigan Athletic
Club, East Lansing, MI for Best
Children’s Program

eThe Big Vanilla Athletic Club,
Arnold, MD for Best Non-
member Program

el indenhurst Health & Fitness
Center, Lindenhurst, IL for Best
Group Training Program
eAkron General Lifestyles,
Akron, OH for Best New
Member Integration Program
o The Atlantic Club, Manasquan,
NJ for Best Community Based
Program

eChesapeake Energy Corpo-
ration, Oklahoma City, OK for
Best Behavior Modification
Program

oLINDA WALLACE, the
wife of club industry veteran,
DEAN WALLACE, is battling
Leukemia. | want Linda and Dean
to know that our prayers are with
them. God bless you Linda. Also,
Dean has joined All Star Fitness
in Oregon as a Vice President.

eWelcome to MARK HUTTS,
the new Director of Sales for
Fiserv Club Solutions!

eHappy Birthday and Con-
gratulations to my friend,
WALLY BOYKO, 29-year
Publisher of the National Fit-
ness Trade Journal, on his 65th
Birthday, celebrated on October
7th! 1 hope for many more Happy
Birthdays for you, Wally!

ePlanet Fitness held another
Planet Fitness Discovery Day
in Indianapolis, Indiana on
Wednesday, October 14th, and
the results were terrific. JOHN
CRAIG, Director of Brand

7

Thank You!
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Development, told me that, in
the four-hour session, they sold
14 new franchises; 9 in the Fort
Wayne-South Bend area and 5 in
the Indianapolis area. Plus, they
had a number of conversations
with folks from the Midwest
about possible club conversion.
Stay Tuned!

o|HRSA is facing a dilemma
that can no longer be ignored.
That dilemma is how to go about
refocusing IHRSA’s energy and
efforts back to the clubs in the
United States. If you are a club
owner in the United States,
you should know that U.S.
clubs are responsible for 70%
or more of IHRSA’s annual
operating budget. To me, and
to other IHRSA Members | know
of, that means that a significant
portion, a portion in line with

=37

Norm Cates

that percentage (70%), should be
devoted to serving clubs in the
United States. Yet, if you look at
IHRSA, and what has gone on
for the past few years, you would
think that IHRSA is an Asso-

(See Norm’s Notes Page 6)

Jack and Elaine LaLanne and Justin Cates

To The CLUB INSIDER Contributing Author Team

eRick Caro - President, Management Vision, Inc. - (212) 987 - 4300

eJohn McCarthy - 25-Year Executive Director of IHRSA

eAmanda Harris - VP of Fitness & Wellness Services, Atlantic Coast Athletic Clubs - amandah@acac.com
e Andrea Sobotka - Co-owner, Fitness Club Success - info@fitnessclubsuccess.com or (866) 855 - 5484
eBonnie Patrick Mattalian - The Club and Spa Synergy Group - (732) 236 - 2273

eBonnie Pfiester - Co-owner, Longevity Fitness - longevityclubs@bellsouth.net

eBruce Carter - President, Optimal Design Systems International - (954) 385 - 9963

eCasey Conrad - Communications Consultants - (800) 725 - 6147

eDale Dibble - Retired - dwdibble@hotmail.com

eDerek Barton - Owner, Barton Productions - derek@bartonproductions.com

eDonna Krech - Founder & President, Thin & Healthy’s Total Solutions - (419) 991 - 1223

oEd Trainor - VP of Fitness Services, Town Sports International - Ed.Trainor@town-sports.com

o Jeffrey Keller - President, The Independent Health Club Networking Association - Jeffrey_Keller@msn.com
o Jeffrey Masten - Sales Makers - (914) 213 - 1307

eJim Thomas - President, Fitness Management USA - (800) 929 - 2898

eKaren Woodard-Chavez - President, Premium Performance Training - Karen@karenwoodard.com

el aurie Cingle - President, Laurie Cingle Consulting and Coaching - laurie@lauriecingle.com

eMike Grondahl - Founder and CEO of Planet Fitness

eSandy Coffman - President, Programming for Profit - SLCoffman@aol.com

eShawn Vint - Greenmaple Wellness, Inc. - (888) 355 - 1055

\® Will Phillips - Roundtables for Executives - Wil @REXRoundtables.com

.. CatesFit Media

continued from page 3

club’s atmosphere, communicate
your club’s mission and values
and give the potential member a
pretty good idea of what to expect
if and when they choose to come
in to your establishment, you are
simply missing out on a growing
portion of the market...

Remember, it is not the
privilege of a potential member
to come into your facility, it is
your privilege for them to visit
and potentially do business with
you, so you must show them that
you care and hope to earn their
business. Much like keeping a
facility clean is showing care
in a physical sense, ensuring an
excellent web experience is that
care in the virtual sense, and it is
much less expensive!

Announcing  CatesFit

Media, this is the philosophy we
follow. Here, you will not find
template sites and plug-and-play
(“insert logo here”) solutions; we
strive to build your web solution
from the ground up. From initial
consultation all the way to launch,
we will work with you to ensure
your web presence is everything
it should be and more.

In an industry that
isn’t exactly known for the best
websites, make sure yours does
not disappoint. Whether you are
new to the world of the web or
have a web presence you aren’t
exactly proud of, | would be
happy to discuss your needs and
provide you with some options.
Regardless of your budget, we
will find the right fit; a CatesFit.

Justin Cates
(770) 595 - 6086
Justin@CatesFitMedia.com



It’s like adding cardio to your health club. Compete™ from Fiserv is the most comprehensive club management software

in the health and fitness industry. Yet it's totally attuned to your club and to each member, helping clubs of all sizes grow and retain
membership while maximizing revenue and minimizing day-to-day costs. For a total approach to growth, Fiserv also offers EFT

processing and outsourced billing. With Fiserv, you have the unrivaled power to perform. The power within. www.clubs fiserv.com

fiserv.

Payments - Processing Services - Risk & Compliance - Customer & Channel Management - Business Intelligence & Optimization

@© 2009 Fiserv, Inc. or its affiliates.
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continued from page 4

ciation founded in a foreign
country and that clubs in the
United States are just a small
part of it, rather than the reason
the Association exists in the first
place! So, you read it here first,
folks; IHRSA is clearly at a

crossroads, where the Board of
Directors must be made aware
that there is a strong movement
afoot by some major independent,
IHRSA club owners and operators
in the United States to get IHRSA
headed back in the right direction
of a real and results-producing
focus on the needs of U.S. clubs,
the clubs that started, grew and

supported IHRSA to be as strong
asitis.

Examples of things
IHRSA should be doing for U.S.
clubs under its Mission Statement,
“To Grow, Promote and Protect
the Club Industry,” include:

eDevelopment and funding of
a major, nationwide “Got Milk”

7
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GiFA .

Gold's Gym Franchisee Association
The Independent Voice of the Franchisees

GGFA Open Letter to the Fitness Industry

-

collective march forward.

Let’s go to work.

Blair C. McHaney, President
Mike Epstein, Vice President
Joyce Freeman, Secretary
Barry Field, Treasurer
Gordon Johnson, Director
Drew Chesler, Director
Adam Ponzio, Director

\.

Much has been said about the replacement of yet another CEO at Gold’s Gym International. The
Gold’s Gym Franchisee Association (GGFA) welcomes the new President, Jim Snow, and we
will work with him to make this brand better for all our stakeholders.

No brand is dependent on one individual. It is the cumulative passion of many that make a brand
authentic. We also recognize the advantage of great leadership and we are ready to continue our

The GGFA is an organization of independent franchisees that bleed gold and black. We are
connected through the Gold’s Gym Family and have grown to represent 370 franchise gyms,
dedicated to one another’s success. Our mission is to lead franchisees, lift one another in good
times and bad, and build our community of franchisees.

We stand as committed to this brand as at any time in our history. We have learned to work with
our franchisor and while we may experience differences from time to time, we are still a family.

The GGFA has been a constant supporter of the Gold’s Gym brand as it has grown to over 600
gyms in 27 countries and 43 states. We will be around for a very long time supporting the
continued growth of this iconic brand that has stood the test of time.

To TRT Holdings: We remain dedicated to this brand’s future.

To our new President, Jim Snow: Welcome to the family.

The Executive Team of The Gold's Gym Franchisee Association

Ginger Collins, Executive Director

w

James Weaver

continued from page 3

Vice President for TRT’s Omni
Hotel chain, has been with the
Omni Hotels since 1992, when
he started as Director of Sales
and Marketing. Caldwell wrote,
“Jim will be reaching out to
the franchise community over
the next few days and weeks to
introduce himself and hear your
perspectives on the business. We

remain steadfastly committed
to growing our domestic and
international franchise operations
and helping you succeed in your
local markets around the world.”

This stunning  news
about the resignation of James
Weaver comes as a surprise to all
observers and follows very sad
news last month of the sudden
death of Eddie Dail, the owner
of 12 Gold’s Gyms. Additional
bad news for GGI is that a long

time and very prominent Gold’s
Gym Franchisee has decided
to move their five clubs from
the Gold’s Gym brand to a new
brand they have chosen for their
organization. Stay tuned as we
seek details from this franchisee
for the release of this important
Gold’s Gym news.

CLuB INSIDER wishes
James Weaver, Jim Snow and the
entire Gold’s Gym Family all the

style PR campaign to promote
membership in health, racquet
and sports clubs across the United
States.

eProtecting the industry by taking
necessary action to investigate
and help stop industry crooks
who destroy the reputation of all
health clubs (See Norm’s Note
About Shane Franklin).

eThe production of a study,
delivered via a white paper,
to help club owners deal with
property tax assessors and the
continued effort to push for a
strong alignment of IHRSA Clubs
in the United States with the
medical and wellness industries.

o\/ery importantly, IHRSA needs
Board Members who serve the
Association to help its members
and the industry at large, not
to help and promote their own
business agendas as some IHRSA
Board Members, past and present
have been and STILL are doing.

oFinally, IHRSA should pass
a Bylaw revision prohibiting
any competitor of IHRSA
from serving on [IHRSA’s
Board of Directors. You may
or may not have a Board of
Directors for your club(s), but
do you think you would invite
the club owner from down the
street, one of your very own
competitors, to serve on yours?

1’m going to stand up for
what is right for our Association’s
U.S. Members, regardless of
what happens. If you would like
to have a conversation with me
about this, you’re welcome to call
me anytime at (770) 850 - 8506
and say your piece. I’ve said mine
for now, but... Stay Tuned!

eMake plans now for IHRSA’s
29th Annual Convention and
Trade Show, March 10-13,
2010 in beautiful San Diego,
California! My son, Justin, and |
will see you there!

eSpeaking of my son, JUSTIN
CATES, I’'m proud to announce
he’s launched a sister company
to CLuB INSIDER, and it is called
CatesFit Media. Justin  will
continue in his role as President
of CLuB INSIDER, but he will also
run CatesFit Media, a company
specializing in web solutions for
the health, racquet and sports club
industry. So, please check out the
article announcing Justin’s new
company, starting on Page #3,

best in the future.

and the new CatesFit Media Ad

on Page #8.

eGold’s Gym Franchise Asso-
ciation (GGFA) President,
BLAIR McHANEY, provided
me with the following comments
about GGFA’s new vendor policy:

“The GGFA has spent seven
years doing due diligence on
purchasing cooperatives that help
franchise systems grow. We
know that our very nature makes
us an untapped source for large
purchase opportunities. As the
GGFA has grown resources and
gained greater influence, we have
taken it upon ourselves to build a
model purchasing program. We
will be taking baby-steps before
we get rolling, but we have an
executable plan in place and have
buy-in from key franchisees to
participate. We never intend to
create an environment where
franchisees would ever be man-
dated to purchase through our
system. Rather, we will be
looking for the right vendor/
supplier partners for goods and
services that allow us to present
value that attracts the business
of our franchisees. An equally
important piece of the puzzle for
attracting franchisee participation
is transparent financials, and
franchisee ownership in the
program.”

Now is also a good time
for me (Norm) to comment on the
relationship between GGFA and
GGl, since GGI now has a new
CEO/President, JIM SNOW,
and he is their third CEO in
one year! It seems to me that the
GGFA is now in position to go
on with business without GGI.
| think the Gold’s Gym owners
across America, and the world,
should pool their resources and
buy GGI out. | say this because
I’ve watched the GGFA progress
along the way, and | know some
of the leadership team members
involved with GGFA. GGFA
has some great leaders. At the
same time, | and the rest of the
industry, have watched the parent
company, TRT Holdings, Inc.
of Dallas, Texas flop around like
a hooked bass for the past five
years trying to manage GGI. If |
were TRT, | would call it a day
and sell the whole deal to the
Gold’s Gym owners. Hell... GGI
could do what RAY WILSON
and MARK MASTROV would
do and that would be to sell
GGl to the Gold’s Gym owners
on an earn out basis, rather than
requiring an all cash deal. | have a

(See Norm’s Notes Page 7)
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continued from page 6

reliable and truly “inside” source
who says that there is something
much bigger happening at Gold’s
than just GGI being on its third
CEO/President in the past year, so
with that information, | wouldn’t
be at all surprised to see GGI
change hands again, as | get the
feeling the appointment of an
inside TRT guy, Jim Snow, is
nothing more than a temporary,
patch-work measure to keep GGl
running until they can sell it. We
shall see, so Stay Tuned!

eYou may have read PHIL
WENDEL’s amazing Atlantic
Coast Athletic Club (ACAC)
cover story back in April. Phil
is far, far ahead of the industry
overall when it comes to his
ACAC organization’srelationship
with the medical community and
the new membership business his
four leading-edge clubs get from
doctor referrals. His four ACAC
club’s membership business is
receiving a huge boost from their
Physician Referred Exercise
Program (P.R.E.P.), and his
leader in that thrust is AMANDA
HARRIS, the ACAC Vice
President of Fitness & Wellness
Services. Check out Amanda’s
Avrticle on Page #22, and realize
that ACAC is now making his
expertise in this arena available
to other clubs across the country.
Read the article and contact
Amanda at amandah@acac.com.
One year from now, you and your
club will be glad you did! Check
out www.acac.com for more
information.

eBONNIE PFIESTER, with her
husband and fitness superstar,
Steve, are the co-owners of the
Longevity Fitness Clubs in Vero
Beach, Florida, and they have
announced that their clubs will
be visited by reporter, CHEE
GATES, of Fitness Magazine.
Gates is coming to attend the
Pfiester’s boot camps and
produce a story on their 3-Day
Boot Camp Retreat at Costa
d’ Este. Steve and Bonnie were
our CrLus INsSIDER Cover Story
subjects for our June 2009
Edition, and Bonnie is a CLuB
INsIDER Contributing Author.
To read her most recent article in
our August, 2009 Edition with
our cover story “Trust” where
Bonnie writes about “10 Ways
to Build Trust Of Your Club
In Your Community,” go to
www.clubinsideronline.com.

eWhile investigating SHANE
FRANKLIN, the individual I
mentioned in last month’s Norm’s
Notes, | spoke with HENRY
DABISH, the son of Powerhouse
Gym Founder, WILL DABISH.
Henry told me they had been
dealing with Franklin for more
than a year, and their attorneys
had sent several cease and desist
letters demanding that Franklin
stop using the Powerhouse Gym
brand in pre-sales of gyms that
were nothing but vacant spaces.
The problem is Franklin has
been on the move. Now, he’s pre-
selling several locations in the
San Diego area, including one on
Waring Road, where he’s been in
pre-sales since late May and has
yet to perform any construction.
I have now heard from six people
in Nevada and California about
Franklin and received one Word
file with about 100 pages on
it about Franklin. I'm digging
into that in preparation for our
next edition. If you have any
information, please email me at
Norm@clubinsideronline.com
and Stay Tuned!

o| had the pleasure of attending
the Anytime Fitness Awards
Presentations at their Annual
Convention, recently held at
Chateau Elan in Braselton,
Georgia, just Northeast of At-
lanta. The event was remarkable
in several respects. Over 700
attended, and they were from
all over the United States and
several  countries, including
Mexico. The amazing success
stories of four of the Anytime
Fitness members were told via
videos, and then, each person
came to the stage along with
his/her spouse and the Anytime
Fitness Club owner with his/her
spouse. Congratulations to the
Anytime Fitness folks for a very
well done and successful event.

ePETE BROWN'’s Athletic
Business Conference and Expo
will be held in Orlando, Decem-
ber 3rd and 4th. Also, the 15th
Annual MFA Medical Fitness
and Healthcare Conference
will be held in conjunction with
the Athletic Business Conference
& Expo, and New Balance
will be a sponsor. COLIN
MILNER’s ICAA Conference
will be held simultaneously in
Orlando. For information, go
to  www.medicalfitness.org,
www.athleticbusiness.com, or
Wwww.icaa.cc.

eRemember this name: RYAN
HARRISON. Ryan is a 17-

year old, up and coming tennis
superstar according to Laguna
Hills Racquet Club owner, vete-
ran industry operator and former
IHRSA  President, CECIL
SPEARMAN. Spearman recently
had the chance to see Harrison do
his thing, winning, at the Laguna
Niguel Pro Futures Tennis
Tournament, held at Spearman’s
Laguna Hills Racquet Club.

eAUGIE’s QUEST has ex-
ceeded its 36-month goal of $18
million to find a cure for ALS
a/k/a LOU GEHRIG’s Disease
and is now pushing to top that
with a second goal of another $18
million. Clubs for the Cure has
contributed $750,000 to the cause
since it began. Check out the
Clubs for the Cure Ad, featuring
12 Days of Fitness, on Page #28.

eSport & Health has used some
of the $25 million they recently
received from Pittsburgh’s PNC
Mezzanine Capital and CMS
Mezzanine Fun to acquire a
World Gym in Gainesville,
Virginia. The 15,000 square-foot
gym will bring the Washington-
based chain to 24 locations.

eTASSO KIRIAKES, our
August, 2006 Crus INSIDER
Cover Subject, provided a

really terrific presentation at the
National Fitness Trade Show on
how he runs his personal training
business. His presentation was
called, “Creating a Personal
Training Experience Zone of
Results and Profit,” and he
provided concepts, such as his
definition of the Experience
Zone = “Spaces in your Biz
that people pass through.”
He explained that each person
is profoundly affected by what
happens to him in each of these
spaces, and managing what
happens is of vital importance to
the final definition of your product
and longevity. | am going to work
with Tasso to produce a summary
report of his great presentation.
Stay Tuned!

eGymTicket.com’s resident
genius, HOWARD LERMAN,
has announced that his company,
YEXT, the parent company of
GymTicket.com, has received
$25 million in capital by
investors led by Institutional
Venture Partners for his new and
advanced system that harvests
pay-per-action ads where the
action is a relevant phone call
that actually drives new business.
The $25 million in investment
capital is a result of Howard’s

presentation at TechCrunch50.
During the past three
years, Lerman and his partners
have grown YEXT, the com-
pany he and former high
school classmates founded, to
a $20 million business with
75 employees. To get an idea
of how high Lerman and his
high school buddies might go,
consider this statement taken
directly from the TechCrunch
website: “Yext is currently only
in 12 local categories, including
auto repair, chiropractors, gyms,
vets, and podiatrists. There are
2,300 Yellow Pages categories.
Lerman is going to take the $25
million and aggressively expand
into those categories, hiring sales
people to go after each one. He
already has 75 employees.” If
you’ve not investigated www.
gymticket.com for excellent new
member lead generation for your

club, you should!

o Clearwater, Florida-based Hydro-
Massage has named ROBERT
GIARDINA to serve as CEO.
Giardina, formerly of Town
Sports International (TSI), has
been involved in the health and
fitness industry for more than 30
years. In his most recent position
as CEO of TSI, Giardina helped
the company grow from four
locations to more than 150. In
2006, he successfully took the
company public. If you’ve not
tried one of these HydroMassage
machines at a trade show, you
should, as they are truly amazing,
and | am sure, great revenue
producers for clubs.

eNautilus has announced that
they are going to sell their
commercial division so they can

(See Norm’s Notes Page 8)

WANT TO PROVIDE CONSISTENT, SYSTEMATIC,
EFFECTIVE TRAINING FOR STAFF AT ALL
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- Accountability — Karen will

WWW.KARENWOODARD.COM

provide you with follow
through systems to
“make sure your training
investment is working.

CALL TODAY
FOR YOUR
COMPLIMENTARY
CONSULTATION!

www.karenwoodard.com
Phone: 303 417 0653
karen@karenwoodard.com




PAGE 8

C

Norm Cates®

I,UB INSIDE

The “Pulsc” of the Healih, Racquet, and Sparis Club Indusiry Worldwide

R

1993

www.clubinsideronline.com

OCTOBER 2009

CATES

(V|

Justin Cates
(770) 595 -
Justin@catesfitmedia.com

6086

....Norm’s Notes

continued from page 7

focus on consumer products,
such as Bowflex. Well, | can only
say Hooray! Maybe now, the
formerly great Nautilus name and
life changing equipment company
can be sold to a company that
actually has the best interest of
their customers, the club owners
of the world, in mind. In case you
missed my previous comments,
| have complained several times
over the years about Nautilus’
Bowflex ads telling TV viewers,
and prospective health club
members, that they don’t need
health clubs if they will just buy
a Bowflex!

eQctober is Breast Cancer
Awareness Month, and Cybex is
certainly doing their part with their
pink treadmills! Congratulations
to JOHN AGLIALORO and
his Cybex Team for this great
effort where they’re helping raise
money for breast cancer research
with every treadmill they sell.

eKIRK and JOHN GALIANI
shocked the Gold’s Gym
owners organization at their
recent conference in New York
City with the release of their
decision to drop the Gold’s
Gym brand and move on to
their own new brand, Onelife
Fitness. The Galiani’s were

formerly the owners of Gold’s
Gym International, Inc., along
with PETER BROCKWAY’s
Brockway Moran Company,
and had since built a cluster of
five very upscale Gold’s Gyms
in Raleigh, North Carolina. Stay
tuned for more on this story.

eThere will be no sales tax on
health club memberships in
Pennsylvania, thanks to IHRSA
and some of the club owners’
efforts in that big State! This is
another victory for IHRSA in
Public Policy on the State level,
and it pushes the record this year
to 20 wins and O losses!

eThe new proposed industry
voluntary fitness certification
standards are now available
for your review via IHRSA. |
urge you to go to http://ihrsa.
org/facilitycertification and get
involved in this process. Study
the proposal, make YOUR
suggestions NOW and truly make
a difference. The NSF agency has
set a November 23, 2009 deadline
for input. Stay Tuned!

eCASEY CONRAD took an
8,832 mile road trip through
20 different states and visited
36 different clubs last summer.
Casey’svideopostsonherwebsite,
www.VisitOurClub.com,
are truly priceless and showed so
well the dedication, enthusiasm

and yes, love, that the one and
only Casey Conrad has for all of
usinour great industry. Check out
Part | of Casey’s Report on her
amazing adventure on Page #20.

e\We’ve produced a Slide Show
of CLUB INDUSTRY 2009 in
Chicago, and you will find it at
www.clubinsideronline.com.

eOne of the most enthusiastic
guys you will find in our industry
is BILL PARISI, Founder of
the Parisi Speed School. Here is
what he said about having PAT
LAUS’ fabulous Atlantic Club
on board:

“We are thrilled to have The
Atlantic Club and its visionary
owner, Patricia Laus, join the
Parisi Speed School family. This
alliance strengthens our mission
of Empowering America’s
Youth, and we are working very
closely with The Atlantic Club
team regarding their license
activities and will be featuring
their progress moving forward.”

oMy friend, JAN RUBINS, has
shaved his mustache after 30
years, and word | got from him
in Chicago was that it was to
make his new girlfriend happy!
Well Jan, tell her that I said, “She
must be quite a nice lady to have
you do that!” This leads to my
CONGRATULATIONS to Jan

and his LifeCenter Plus Team
in Hudson, Ohio, as Aquatics
International Magazine will
feature LifeCenter Plus along
with 10 other winners in their Best
of Aquatics supplement to their
November/December issue (See
the Press Release on Page #26).

e17 Years and Counting! Yep,
with just a few more strokes of
this keyboard, | complete Norm’s
Notes for the last edition or our
16th year of CrLuB INSIDER!
WOW... has this been some
RIDE! | can only say THANKS,
from the bottom of my big ‘ol
heart, to the many wonderful
people who’ve made it possible
for a determined guy, a former
N.C. State football player
who flunked English 101 his
Freshman year, to end up being
a 17-year publisher. Clearly, we
have evidence here that there
is a God! So, my most sincere,
heartfelt thanks go to all involved:

To ALL of you who have read
and do read CLuB INSIDER; tO
my Dad, NORM CATES, SR,
who will celebrate his 92nd
Birthday on December 27th; to
my son, JUSTIN CATES, who
grew up in this industry, and at age
8, began his publishing career by
helping his Dad stuff envelopes
with CLuB INSIDER issues, and
who now, at age 24, is President
of CLuB INSIDER; to my great

industry friends in the United
States and across the world, led
by my best industry friend, the
great guy | teamed up with to start
IHRSA 29 years ago, the one
and only, RICK CARO; to our
wonderful advertisers, one and
all, from start up until this month;
to our super Contributing
Authors, experts one and all; to
the FAUST Executive Round
Table #1, led by DR. GERRY
FAUST, who helped me dream
up CrLuB INSIDER; to my
friends, RON HUDSPETH and
CATHY BROWN, of Atlanta’s
Hudspeth  Report,  without
whom | would never even have
gotten started; and to Walton
Press, the fabulous 109-year old
printing company in Monroe,
Georgia... a greater company you
will not find. So, my very sincere,
deeply heart-felt thanks go to all
of you.

eGod Bless the men and
women of our United States
Military around the world,
and especially, bless those in
the line of fire in Afghanistan
and lraq. May they be safe and
come home to their loved ones
with victory as soon as possible.
God bless you, your family,
your club and your members.
And, God bless America!

Linked [T}]

www.linkedin.com/in/normcates
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Chicago %

member. Gale recently completed
two acquisition transactions: first,
acquiring a 19,000 square-foot
facility that is currently being
renovated and expanded to
52,000 square feet, and then, just
three weeks ago, buying 2,300
memberships out of the Crunch
bankruptcy proceedings. FFC is
now integrating those former
Crunch members into their several
locations  throughout Chicago.
The 80,000 square-
foot FFC Union Station is three
stories tall and is in a building on
the Chicago River that formerly
housed the Chicago Mercantile
Exchange back in the mid 1970’s.
The building was vacant for over
twelve years and is one of a kind,
located amongst numerous office
buildings; column free, with a
thirty foot ceiling in the main
workout area. It sits at street
level, on top of the Union Station
transportation facility below. One
amazing thing about this club is
that, although it is 10 years old, it
sparkles like it’s brand new. The
Union Station FFC serves over
7,000 members, and its brand new
look and immaculate condition is
a real testimony to Gale Landers
and his FFC Management Team.
Differentiating  factors
for The Fitness Formula Clubs
include their WellFIT Corporate
Programs that boasts the likes of
companies such as Adolf Coors,
Bank of America, Traveler’s
Corporation, the Rand Corpo-
ration and Steelcase and estab-
lished partnership and medical
sub-tenant affiliate relationships
with Chicago’s leading hospitals
and physical therapy providers:

Lukes

eRush-Presbyterian ~ St.
Medical Center
eNorthwestern Memorial

eNovaCare Physical Therapy
oElite Physical Therapy.

Fitness Formula believes
its biggest asset rests in its
quality staff, and its clubs are
differentiated by a commitment
to high levels of customer
service. Training is a key element
in Fitness Formula’s success,
and the Fitness Formula Training
Academy focuses on living up
to the Academy motto, “Quality
Service Through Quality Staff.”
Fithess Formula’s key staff
created the Academy to achieve
three things:

1. Develop company-wide depth
2. Foster career paths and staff
growth

3. Promote sharing of club best
practices.

Training courses are
taught by top Fitness Formula
management and outside pro-
fessionals, and the following
course offerings are included,;
New Employee Orientations,
General Management Principals,
Financial Management, Facility
Management, Health and Fitness
Modules, Operations and Facility
Maintenance, Information Sys-
tems, Sales and Member Reten-
tion and Human Resources and
Personnel Management.

600 Fitness Formula
employees work with Gale
Landers, a guy who really loves
what he does and who is totally
dedicated to his members and
staff. Gale Landers is a real credit
to our industry and one who
served the industry well with his
tenure on the IHRSA Board which
included serving as President
of the Association. It is our
pleasure to present this interview

FFC Advanced Training Floor

An Interview With
Fitness Formula Owner,
Gale Landers

First, CONGRATULA-

TIONS Gale onFitness Formula’s

25th Anniversary! | know that
must be a very satisfying feeling
to be at that milestone. But, let’s
get into the interview, and we’ll
talk about your anniversary later.

Crus INsiDER (C.1.) - Gale,
where did you grow up and go to
school?

Gale Landers (GL)- 1 grewupon
a corn and soy bean farm in mid-
central lllinois. The nearest ‘town’
was called Grand Ridge --all 600
people. You guessed it, no stop
light. I went to elementary school
there, but of course, it had no high
school. Everyone bused for miles
around to the next biggest town
for high school, which was in
Ottawa. High school sports were
a huge part of small town life,
and | was fortunate to play four
sports; football, basketball, track
and summer baseball.

C.I.-What was it like growing up
on a farm back then?

GL - Looking back, | wouldn’t
trade it for any other. Farmers are
true entrepreneurs. | learned much
from my parents, and it was great
basic training if you eventually
wanted to own a business. As a
youngster, | watched how my
father had to plan in advance, be
disciplined with expenses, careful
with debt, manage cash flow, take
risks and put in long hours when
it was necessary. | knew before
I was out of high school that |
wanted to have my own business,
but it wasn’t going to be farming;
athletics were my passion.

C.l. - So, you went to college
where and how was that ex-
perience?

GL - | attended college at Western
Hlinois University, in Macomb. |
majored in accounting and played
baseball all four years, thanks
to an athletic scholarship. | was
fascinated by college. It opened
up several lifelong relationships,
and | learned so much outside
the classroom and on the
playing field. After completing
my undergrad in accounting, |
also did a Masters in Athletic
Administration, which was a new
post grad offering at that time.

C.I. - Have you been in the
Midwest all your life? And, how

Fitness Formula Reception Area

did you meet your wife?

GL - Yes. Straight out of college,
| moved to the Chicago area. My
wife Anne and | live on the near
North Side of the city. We met
at Willow Creek Community
Church as volunteers in a ministry
called Good Sense, which assists
people with basic financial and
budgeting guidance.

C.1. - When, where and how did
you first become involved in the
health, racquet and sports club
industry?

GL - Upon finishing grad school,
| was hired for my first real job
in the early 80s as a club GM by
the late Herb Salberg to do a ‘turn
around.” The club was a financial
mess. It gave me the opportunity
to cut my teeth very early in my
career. More importantly, Herb
was a wonderful mentor. He was
Athletic Director at a local Junior

College and also coached sports.
We had a lot in common, and | had
a lot to learn from him. He taught
me early on many of the basics of
the business. | immediately liked
the challenge and the gratification
of building a team in a business
environment. We implemented
something called ‘electronic
funds transfer’ way back then,
and eventually, the club started
making money.

C.1. - How did Fitness Formula
happen?
GL - That first job helped me
channel my interests. It combined
my intrinsic interest in athletics
with my early on desire to create
a business. By 1983-1984, | was
considering how | would make the
transition from club management
to club entrepreneur. A mutual
friend introduced Michael Gitlitz
(See Gale Landers Page 12)

f

Fitness Formula Mission Statement
and Guiding Philosophies

eQur Mission is to build, own and operate great clubs and deliver
outstanding results. Our clubs share a common vision of excellence
designed to provide individualized member results, valued career
paths for our staff and strong financial returns to our investors.

ePurpose - Our Purpose as a company is to enhance the lives of our
members and guests by improving their overall health and well-being.
eCore Values - Our clubs operate under a set of Core Values that

impacts every decision we make.

e Improvement - We are committed to new and innovative ways to
serve our members in order to enhance the value of membership.

eSafety - We are committed to providing safe equipment, well-
maintained and supervised facilities and education

programming.

eFriendliness - We are committed to creating a fun, friendly and
motivating environment where members can make positive lifestyle

changes.

eSuperior Service - We are committed to listening, understanding
and responding to the interests and needs of our members.
elntegrity - We will conduct our business with honesty and treat all

staff, members and guests with respect.
\.
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continued from page 10

to me. He was still practicing
law at the time, and he wanted
to make a career change into the
fitness industry. We decided to
take the plunge. We both quit our
jobs and founded Fitness Formula
in 1984. Sadly, Mickey passed
away in 1990.

C.l. - You have nine locations
now, right? But, | know that may
be a moving target.

GL - We actually have eleven
locations due to some recent
acquisitions; eight FFC clubs
that we own and three corporate
fitness centers that we manage
for major Chicago-based office
developers that are only available
to their tenants.

C.l. - Tell
acquisitions.
GL - In August, we acquired
a facility in the city’s largest
apartment complex adjacent
to a major city and suburban
transportation center on the West
Side of downtown. It’s 19,000
square feet, and we plan to expand
it to 52,000 square feet. The club
is part of a major renovation of all

us about those

the retail components in a 2,400-
unit apartment complex.

In late September, we
acquired 2,300 memberships.
These were Crunch membership
agreements that we bought
out of the Crunch Chapter 11
Bankruptcy Court. Our hub and
spoke cluster strategy provides
the ability to absorb their
members, depending on whether
they live or work close to one of
our locations, and we have our
eye on a couple other things.

C.l. - With these acquisitions,
what will your annual revenues
be, and what will your average
square feet per club be?

GL - Annual revenues will be over
$40 million for the eight owned
locations and average square
feet per club of approximately
45,000. In addition, we manage
three corporate fitness centers for
leading Chicago office building
developers.

C.1. - Who are some of the key
members of your Fitness Formula
organization, and how long have
they been with you?

GL - All of them are key from
my perspective. The seasoned
veterans with many years of

7

~

Fitness Formula Clubs
Add Presidential Towers Facility

On August 1, 2009, Fitness Formula Clubs (FFC) added

the Presidential Towers Health Club to its network of Chicagoland
locations. FFC will use its award-winning design to completely
renovate and expand the current facility to 52,000 square feet on two
levels, more than double its current size. The facility will remain open
during the transition period. Once completed, the club will feature a
dramatic new, street-level, 3-story glass enclosed atrium entry located
just off the intersection of Clinton and Madison streets, providing direct
member access to a new state-of-the-art health and fitness facility.

The location is situated in one of the fastest growing
submarkets in the Chicago metropolitan area. The new club entrance
will be across the street from Chicago’s Ogilvie-Northwestern
transportation center, offering thousands of daily Metro commuters
an ultra convenient fitness experience. Two hours of free parking will
be made available to members in the 1,100 space in-building parking
garage via a direct connection, weather-free pedestrian bridge.

The club will offer a wide variety of exercise options for
both residents of Presidential Towers and the public alike, including
an indoor swimming pool and whirlpool with atrium ceiling; an
outdoor swimming pool and sundeck; the FFC Spin Theatre; Pilates
Studio; Mind-Body Studio; Group Exercise Studio, featuring the
FFC innovative signature classes; Yoga Personal Training Studio;
fully-appointed executive locker rooms with complimentary towel
service, daily changing, private rental lockers and laundry service; a
Sports Shop; the FFC Spa offering esthetician services, several types
of massage therapy and indoor tanning; Juice Bar Café; the latest
cardiovascular and strength equipment and tons of free weights, just to
name a few.

The transformation and expansion of the existing fitness
facility intoa fully branded FFC is the cornerstone of a major renovation
of the retail components in the Presidential Towers complex. FFC and
Waterton Residential, owner of the property, will be working together

en the renovation over the next several months. )

Fitness Formula Experience are: &

Lauren Eller, HR Director, has
been on the team the entire 25
years. She worked in several

club positions along the way. As N

a result, she developed a keen

first hand perspective on staffing

requirements that has been
huge in the development of our
culture over many years. Scott

Lewandowski and Kelly Malohn &5
management =

have  regional
oversight of our clubs. Scott,
15 years, started as an intern,
took on several fitness positions
in multiple FFC locations and
was a successful GM prior to
his current role. Kelly, 10 years,
also a successful GM, has been
instrumental in the development
of many of our operating systems
and training programs. Scott and

Kelly have a powerful blend of

team building skills, creativity,
and operational experience.

Then there are GM’s
like Larry Duncan, Logan Shaver,
Jeff Long, John O’Connor, Shaun
Flaherty, Josh Leve, Lisa Humbert
and Scott McClain. Each has been
on board several years, virtually
all of them have grown up and
through our industry their entire
careers, and are very trustworthy.
Their collective decades of
experience matter and go far in the
leadership required to create the
culture of “Where Membership
Means Something.” They are
supported by a committed group
of corporate staff including Brian
Singleton, CFO, who joined
us from the public accounting
world; Greg Cibura, IT Director
(10 years) who has lived and
breathed all that is ‘tech’ since
childhood; Jan Ryan (5) who has
grown our spa and retail division;
and Kat Byrne (6) who drives our
corporate wellness.

In addition, Chris Co-
lletti (8), Chris Horeth (7), Mike
Drozd, Lisa Rapaport, Marina
Niehoff and Mara Magdich
are the back bone of corporate
support ranging from marketing
to accounting and administrative
services. This entire group has an
amazing work ethic and an ability
to rise to challenges.

| could go on with a
very long list of many front
line players that exemplify our
success over the years. People
like Skip Chapman, Michelle
Amore, Kristin  Strom, Josh
Zaffino, Laura Consolino, Liz
Callham, Jerry Caponigro, Lisa
Gregorich, Gordana Cirkovic,
Gloria Cruz, Ernesto Manarrez,
Gustavo Mendoza, Scott Mc-
William, Dominic DeFranco,
Tyrone  Singleton,  Michelle

Hodges, Mark Hackman, Tom
Petratis, Dan Bentz, Corey Potter,
Maribel Castillo, Kip Horner,
Julie Talbot, Eric Cherry, Miguel
Rojas, Terrance Terrell, and
Caitlin Akey... are just a few of
the many other standouts that
deliver the FFC Experience day
in and day out.

C.1. - How have things been going
during this recession, and have
you done anything different to
deal with it? If so, what have you
done and how has that worked out
so far?

GL - Norm, every seven to nine
years or so, the United States
seems to experience an economic
down cycle. My view is this
usually happens on the heels of
a speculative driven mindset of
excess. As a result, | think it’s
important to prepare for down
cycles during the good times. You
know the down cycle is going
to happen. It’s just a question of

Fitness Formula Presidential Towers

when. From my view, that means
two things; be adept at managing
the river of cash, and don’t over
leverage. This can preserve your
Balance Sheet with plenty of cash
as a percentage of overall assets
in order to be prepared for any
tough sledding ahead. As one
who has always been debt averse,
| prefer to borrow money in down
times and accelerate payback
during the good times. It allows
for the preservation of cash for
unanticipated needs... as well as
opportunities.
On the operating side?
One of our favorite company
axioms is, “Our biggest com-
petitor is mediocrity.” Superb
execution of the blocking and
tackling of the business is all
the more important during the
down cycle; things like genuine
compassion for each and every
member, first class upkeep,
taking high care of your most
(See Gale Landers Page 14)

{ B
Fitness Formula Clubs
Acquires Crunch Memberships

Fitness Formula Clubs (FFC) of Chicago recently acquired
the Crunch Membership Agreements from the Crunch Gym Chapter
11 bankruptcy court proceedings in New York. FFC purchased the
membership agreements at the recently closed Crunch location at
Grand and Wabash Avenues in Chicago. Crunch’s owner, AGT Crunch,
filed for bankruptcy protection in May and elected to close or sell the
remaining assets of some of their nationwide locations.

FFC acquired 2,300 memberships. Former Crunch members
of the Grand and Wabash location can choose the FFC location that
best suits their workout needs as their home club. Members with an all
access Crunch membership graduated into the FFC all access program
of participating FFC locations which includes their Gold Coast, Old
Town, Union Station, South Loop, Halsted Street, East Lakeview,
West Loop and Oak Park locations. The Grand and Wabash Crunch

Jocation officially closed for business on Wednesday, September 30th;
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loyal customers, acknowledging
members by their name at the
front door and retaining core
members. None of us can control
the things outside our company.
We can control the things inside,
such as always striving for
the best service standards and
creating member value. It’s also a
great time to build your systems
for the future with better hiring,
better training and better buying.

The good news is club
Visits per member is at or near an
all time high. For members who
have a high value placed on their
monthly dues, this is a great time
to drive home that value. There
is a good chance they are buying
less, eating out a bit less and
traveling less. These are all out of
pocket expenses each time but not
when they visit your club. A high
use member is usually a satisfied
member, and the more they use it,
the higher level of trust they have
in your organization.

Usually, an economy
like this separates clubs that put
their customers first from those
that sacrifice loyalty for short-
term gain. As a result, we avoid
heavy discounting and work to
maintain our brand loyalty.

C.l. - Gale, your www.ffc.com
website shows that FFC’s been
named “Best of Chicago” by
Chicago Magazine. Tell us about
that honor and how long you’ve
received it.

GL - Chicago Magazine is our
city’s leading monthly publi-
cation. They came out with their
“Best List,” and we were fortunate
to receive their recognition. It
happened totally unannounced or
unknown to us over a year ago.

C.1. - Congratulations again on
your 25th Anniversary. Tell our
readers what it’s like to be there
and how hard was it to make it 25

T

years?

GL - It has allowed me to pursue
my own passions and ideals over
an entire career. The development
of our company core values
represents one of my life goals:
to build a sustainable and pro-
fitable business while striving
for excellence and delivering
lasting results to members,
staff and investors. Much of
the 25 years have been about
the challenge and excitement
that comes with entrepreneurial
development; the thrill that
comes with deal making and the
risks and rewards, including the
gratification of creating hundreds
of jobs and rewarding careers
that provide thousands a vehicle
to live a healthy lifestyle and
support a higher quality of life.
There’s nothing more motivating
to me than the repeated stories
of transformation and success
of our members and staff. It’s
deeply gratifying to do work that
has a cause and to be warmly
welcomed with open arms in each
Chicagoland community that we
have landed in.

C.I. - Your slogan, “Where
Membership Means Something,”
is a really good one. Please tell us
from your heart what that means
to you, your people and your
members.

GL - Our brand tag line is a
way of expressing what Fitness
Formula Clubs have been, are
and will continue to be. It places
a stake in the ground. The tag line
is an expression, and the action
behind it helps define and set
the brand apart to both members
and staff. It reminds us daily to
make the promise of the line a
reality, by the manner in which
we treat members and staff every
day. No attitude, just gratitude.
In a practical manner, it means
numerous implementations of the
FFC Standards for operating our
Clubs, but to describe a few of

the fruits of that implementation:

Fitness Formula Swimming Pool

It means joining a Club that &

understands you, reaches out
to you and strives to provide
you with everything necessary
to achieve what you aspire to.
It means being a haven for the
overstressed, a setting where
people get more out of life and a
ground to sow seeds of friendship
and success. It means members
recounting success stories on
how our stellar staff is their
best motivator. It means staff
relaying how members make
their work fun and enjoyable.
It means collectively creating a
unique community focused on
achieving potential, pushing to
seek constant innovation and
unlocking opportunities to give
back to our communities.

C.1. - I’ve read your Connections
Magazine, and | find it terrific.
Thanks for sending it to me.
How long have you published
this terrific magazine for your
members, and what benefits does
it provide your organization?

GL - Thank you. We have
been publishing this for about
seven years now. It is the visual
representation of “Where Mem-
bership Means Something.” It’s
loaded with member-staff success
stories, community outreach,
motivation and education. It
reinforces the value of an FFC
membership, and it paints our
customized story to prospects.

C.1. - Thank you for your service
to IHRSA, Gale. What years
did you serve on the Board, and
what year were you President
of IHRSA? Tell us why you’ve
supported and served IHRSA all
these years.

GL - In aword, it’s just like most
members think: value. For very
reasonable annual dollars, we
receive the benefits provided by
the leading global fitness trade
association that grows, promotes
and protects our business.
IHRSA drives initiatives that
none of us could do on our own,
including being in the middle of
today’s issues in Washington,
representing all industry stake-
holders as it relates to the current
health care challenges.

Early in my career, it
served as a personal catalyst in
that it provided a breakthrough
moment | might not have
otherwise experienced. It
happened at my first IHRSA
Convention. It was in the mid-
80s. We had just started Fitness
Formula. The fitness industry was
in its relative infancy at that time.
Attendance at that convention

=

immediately confirmed to me this
was an industry that was going to
make a positive difference in the
lives of millions of Americans as
it grew. It was full of passionate
entrepreneurs that desired to learn
from each other and share best
practices for the greater good of
all. That convention was a huge
eye opener. | knew | was in the
right industry at the right time.
| had the wonderful experience
of being a Board Member from
1997 - 2000, serving as President
in 2000.

C.I. - If you could summarize
good advice for our readers who
wish to be multi-club operators,
but only have one club now, what
would that advice be?

GL - Norm, there are many. | will
offer up a few quick ones:

eFollow the Jim Collins precept,
in his book, Good to Great, of
having the right people in the
right seats on the bus. There is no
replacement for the right talent in
the right positions.

eNumbers run the business.
Leaders have to pay close
attention to the financial needs
of the business. You have to be
able to look at the numbers and
understand  the relationships
between them. You can’t afford
to wait until someone else tells
you these things, so you need
to know enough accounting to
figure out which numbers are
most important.

eSystems provide the internal
structure.  Standardize  your
systems early on so that everyone
knows the play book when the
quarterback makes the call.

e The culture drives the company.
The leaders of your business need
to be ‘all in’ and on the same
page, and the boss needs to define
it and enforce it.

Fitness Formula Locker Room

eValue your cash. Make it before
you spend it.

Well ladies and gentle-
men, there you have it; another
CruB INsIDER Cover Story that
has placed you inside the life and
times of one of America’s greatest
club operators, Chicago’s Gale
Landers. CLuB INSIDER seeks to
deliver truly meaningful cover
stories as a method of advancing
the state of the art of our industry
by helping club operators learn
from each other... actually, a
fundamental premise and reason
for the existence of IHRSA. The
key is that you, the reader, study
and take away the meaningful and
helpful thoughts of cover subjects
like Gale Landers, Mark Mastrov
last month and over 180 others
over the past 16 years. By doing
so, you will be able to access
wisdom, knowledge and ideas that
you may not have yet discovered
for your business. Thus, you
will improve your club by
regularly reading CLuB INSIDER.

CrLus INsIDER would
like to thank Gale Landers for
his time and effort involved in
this great cover story and Chris
Colletti for his assistance with
the photos and images.

In November, CrLus
INSIDER begins its 17th year of
publication, and we have been
honored to work for you.

(Norm Cates, Jr. is a 35-year
veteran of the health, racquet
and sportsclub industry. Cates
was the Founder and is now
completing his 16th year as
Publisher of CLuB INsSIDER. He
was IHRSA’s 1st President, and
a Co-founder of the Association
with Rick Caro and five others,
in 1981. In 2001, IHRSA honored
Cates with its DALE DIBBLE
Distinguished  Service Award,
one of its highest honors. He
may be reached by phone at 770-
850-8506 or email at Norm@
clubinsideronline.com)
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Progressive Stabilization Pad allows users to incrementally decrease their stability which increases the work the
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Fifteen Steps to Paradise

By: Will Phillips

Step 2
Elements in a
Strong Sales Machine

Clubs with Strong Sales
Machines (SSM) located in
strong markets are posting 5-7%
real gains in sales this year. SSMs
take time, money and effort to
build. Fortunately the directions
for building a SSM in the club
industry are clear, specific and
thorough.

1. DESIGN of your SSM defines
the business model of your sales
function. Getting this right is
critical, and it often requires some
trial and error to find out what
really works in your market. The
design includes:

A. What are you selling? Month-
ly memberships, annual member-
ships, programs or all of these?

B. What is the pricing for each?
Including initiation fees, admini-
strative fees, card fees, etc. How
does a customer pay? Upfront,
monthly, EFT or credit card?

C. Is your contract complete
and legitimate? What values
drive your contract? Maximizing
profit? Customer fairness? Clarity
or obscurity?

This is the foundation
for the rest of your SSM. Many
clubs create a design that favors

the club without really knowing
much about their potential
customers. For example, one
club priced memberships at $79
for singles, $99 for couples and
$114 for families. Only 10%
were family memberships, and
the owner felt this was out of
whack as the market was largely
families. After doing a handful of
sales himself, the owner noticed
that, again and again, prospects
seemed to lose energy when
the family membership was
introduced. The most frequent
response was, “We’d like to think
about it.” The owner changed
pricing to $99 for a couple or
family. In the next year, they
added 1,000 families. The Design
of the SSM was more responsive
to the market realities.

2. LEAD GENERATION DE-
SIGN and SYSTEMS address an
area which is weak in the majority
of clubs, particularly in 2009. All
clubs report a decline in walk-
ins. In looking at one chain’s
walk-ins over a ten-year period,
there was also a steady decline.
This appears to be the result
of increased competition and
expanded consumer knowledge.
The widely publicized aggressive
sales tactics of health clubs may
also play a role.

Step one is a decision
about what percentage of leads
will be club-generated through
marketing, branding, word of
mouth, etc. that drives walk-

10X ROI

Guaranteed

Got edge?

REX has grown 25% in the last four months
because club owners see REX Roundtable
as a critical investment...especially now.

Call now to learn how to make
these numbers work for you!

Average
EBITDA

24%

for a REX Roundtable Health Club
(36 clubs reporting over 10 years)

REX Roundtables
fr Executives 2.,
LCall 858.513.7835 RexRoundtabIes.comImfoJ

ins and what percentage will
be generated by sales people
through their guerilla marketing
and outreach. Many clubs with
SSMs start at 50-50 and actually
get 60% walk-ins to 40% self-
generated. Clubs who excel at
walk-ins tend to have full-time
marketing directors and an annual
marketing plan. Clubs with strong
self-generated leads tend to have
at least half a dozen guerilla
marketing strategies on the shelf
and regularly develop new ones
to support their sales people. One
place to start is with the Guerilla
Marketing Workbook, available
on Amazon.

Driving both channels
of lead production every month
of the year enables your sales
people to sell. Without these in
place, your selling may become
order taking.

Publisher’s Note: Please also
see Will Phillips” two-part CLuB
INsiDERTeature, “125Membership
Lead Sources.” Access it for free
by signing up for CLUB INSIDER’S
industry help website, www.
AmericanHealthClubs.org.

3. RECRUIT, SELECT, HIRE -
So far, we have designed a good
portion of the system. It now needs
to be populated with sales people
and a sales manager. Hiring the
wrong person will undermine
everything. Key attributes to look
for in hiring sales people are a
positive attitude, resiliency in
spite of rejection and empathy,

~\ the ability to read, understand

and engage others. On top of this
is a history of selling, experience
such as newspaper subscriptions
sales by ringing doorbells, door-
to-door candy sales or more
sophisticated selling.

Without getting too ela-
borate, you can test positive
attitude by how many times a job
candidate smiles and laughs in a
30-minute interview. For one of
our Roundtable member clubs,
it is a minimum of one laugh
and seven smiles. Empathy/
engagement in an applicant may
be evaluated by asking them to go
onto the gym floor to find out how
a few members feel about the
club. Send them out there and just
watch how they do it. There will be
more on hiring later in this series.

4. NEW SALES PERSON
ORIENTATION covers our
selling process, our club culture
and values, our employee hand-
book and our expectations for all
staff and sales staff.

5. CORE SALES TRAINING
covers detailed knowledge about
the club, its history, vision,
policies, procedures, programs,
equipment, staff, membership
offers and pricing.

6. GOAL SETTING can now
be done. This begins with
the business leader(s) setting
tentative overall sales goals based
on their view of the business
environment; the market’s size
and evolving needs, the capacity
of their club(s) to market and
sell and the financial needs of
the business. Information that
shapes these tentative goals is
now shared with marketing and
sales people if they have not been
involved so far. Exploration of the
implications of the goals on each
department gets underway and
dialogue, instead of persuasion, is
used to learn so the leader(s) can
eventually set challenging goals
that they are all truly committed
to. This should be in place a
month before your new fiscal year
begins and reviewed quarterly.
A useful resource is the book,
Execution, by Larry Bossidy and
Ram Charan.

The company-wide goals
can now be translated down to
monthly goals for individuals and
total sales goals for each month.
This must be integrated with
sales funnel information, which
includes historical ratios for the
number of walk-ins to the number
of tours, the amount of self-
generated leads to appointments
to sales and the number of sales.
Using these numbers, you can
now work backwards on what
behavior must happen at the
beginning of each month to
produce the desired sales weekly
and monthly. This must be done
regularly and assiduously forever.

7. SALES MANAGEMENT

CiU
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Generating a Waterfall of Leads
125 Membership Lead Sources

Will Phillips

can now begin. Either the owner
does this or you find a sales
manager. This person may be
the most valuable individual on
your staff because, when good,
they drive your revenue, which
enables everything else to happen
in your club. Do not skimp here
to save money. The ROI is very
high. You may have to hire, fire
and rehire to get the right person.
Do not give up here or you will
become the frog in the wagon
wheel rut (warm and shady with
lots of water... for a while).

Here is what the sales
manager must do with few
exceptions:  Measure  actual
figures in the sales funnel for
each sales person daily, use gaps
between goals and actual results
to diagnose where a sales person
needs help, then make sure they
get immediate, constructive
and useful help. On top of this,
the sales manager must be a
motivator while also being a
driver of performance.

8. CELEBRATION of progress
and success is a motivational
booster. DO not forget this icing
on the cake.

Background For This Article

Learning From The Best - In
two decades of working with
about one hundred of the top
health clubs who are members
of REX Roundtables, | have
seen what the best do in terms of

(See Will Phillips Page 18)

View Will’s Author Profile at
www.clubinsideronline.com




Created in 1989, we introduced
the fitness industry to the benefits of Step Training.

We began the Group Fitness revolution in 1989 with the invention of THE ORIGINAL STEP. Today,
thousands of health and fitness facilities worldwide have discovered its superiority.

» The ORIGINAL Health Club Step

» Large step surface (36" X 14") covered with durable, non-slip mat
» Designed for safety - won't tip

» Adjusts, with support blocks, from 4" to 6" to 8"

» Inclines and declines, with the support blocks, for body sculpting
» Doubles as a weight bench

» MADE IN THE USA!

THE WEIGHTS
» Specifically designed for use in Group Fitness classes
» The center of each weight is tapered - easier to grip during hand-held exercises
» Weights are covered in a commercial-grade high-density polyethylene (HDPE) to improve durability
» Up to 300% stronger than standard weights

» Filled with DURACAST VX, a very high strength concrete developed by the US Army for protective
applications and used to build skyscrapers and bridges

» The HDPE material won't scratch or scuff your Group Fitness floor

» Flexural toughness/compressive strength 10 times over conventional fill materials
» MADE IN THE USA!

THE BARS
» Made of heavy gauge, powder-coated steel
» Bars will not bend or scratch

» 54 inches long with 8.5 inches available for weights on each end

THE STORAGE RACK

» Durable powder-coated steel construction

» Holds up to 24 sets of bars, collars and weights

THE COLLARS

» Quick release tab for convenient loading and unloading of the bar

» Will not scratch or damage the bar

THE 10 KG SIDE RACK

» Durable powder-coated steel construction
» Holds up to 8 of the 10 kg weights

- US Clubs & Instructors

« International Clubs, Retailers & Instructors

The ORIGINAL Since 1989

877.296.9990

stepfitness@thestep.com
www.thestep.com
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making root cause improvements
in their businesses. From that
experience, | have identified
fifteen elements in a truly healthy,
resilient, growing, profitable and
community-contributing  health
club. When all of these fifteen
elements are in place, they are
mutually supportive.

Step One is creating your
business vision. You must have
a vision that inspires and focuses
everyone’s choices. A vision is
a statement of what you want in
the future. It is not HOW you will
get there, but WHAT it looks like
when you get there. It is positive,
descriptive and very specific. Your
vision is the foundation of your
competitive strategy. Read Step
1 of Fifteen Steps to Paradise
in the September 2009 Edition
of Crus INsIDER for more details
on the why, what and how of
visioning. If you are inspired to
create a vision and want some
coaching, join Bo Burlingham,
author of Small Giants, and
myself in a visioning workshop
in Ann Arbor, Michigan - October
19-20 or a repeat in the spring.

RESOURCES: REX Round-
tables has developed a six-page
Sales Management Check List
to help you clarify what you
need and what you have in this
position. We also have several
other resources available for free
at www.RexRoundtables.com.

Step 3 in this series will appear
in CruB INSIDER next month and
will cover strategy, especially
your competitive strategy. Getting
this right makes everything else
easier. Failing to invest and move
towards a competitive strategy
will make everything much,
much harder for your club.

(Will Phillips is the President of
REX Roundtables for Executives.
REX chairs eighteen club owner
roundtables in the United States,
Australia, New Zealand, Brazil
and Japan. The newest REX
Roundtable  will  focus on
Small Giant businesses in all
industries. Will may be reached at
Will@RexRoundtables.com)
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Get the most
from your
marketing dollars!

low cost
solutions

There are plenty of ways to get noticed without spending a bundle. We know how to get
maximum results from minimal resources. It's time to embrace the unconventional with
promotions that rely on time, energy and imagination rather than a big marketing budget. Our
low cost marketing solutions succeed best when they target consumers in unexpected places
with unique, engaging and thought-provoking concepts to generate buzz, and achieve a desired
response. Susan K. Bailey will help you identify what solution will work best, develop creative
concepts and produce unique advertising vehicles to engage your target market.
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EVEN QUADRUPLED DUES!

Weight loss income in fithess is EXPLODING!

To date, 122 licenses have been granted and the next phase of
growth has begun.
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I successful. We’ve determined to be the NUMBER ONE SOLUTION
FOR WEIGHT LOSS INCONME INSIDE YOUR FACILITY. ’mon a
mission to see you have this success!”
- Donna Krech, Founder/CEO

Therefore, Thin&Healthy WILL be opening
soon in your community!

We are actively seeking qualified fitness centers to partner
with in this life-changing addition to your business. Apply
now to see if you qualify for the next explosive trend in
our industry. Will you be the one making this income and
becoming the solution to obesity in your area...
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What I Learned Visiting Your Club

By: Casey Conrad

Part |

“Discovery is the fuel
for competitive advantage,” so
says Jay Abraham, a world
famous marketing Guru and a
mentor of mine. Well, there hasn’t
been a single club operator that
1’ve spoken to in the last year that
wouldn’t jump through hoops to
discover a competitive advantage
--any advantage-- in this difficult
economic time. So, | decided to do
something fairly radical; | packed
up my camper, dog and self
and headed out across the great
landscape of the United States

to visit health clubs. My goal
was to discover what clubs are
doing to help create a competitive
advantage in their marketplace.

| began promoting the
trip in the spring and had health
clubs submit an application
telling me what they were doing
that was remarkable and convince
me to come visit them. | had
over 120 applicants, and after
sifting through the applications,
comparing geographic locations
to my proposed route and
estimating my timeframe, | had
about 30 locations to visit and the
expectation of picking up a few
along the way in areas where |
had none planned.

JLR Associates

Announces the placement of

Jason Waggoner

General Manager
Premier 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
health, fitness, and wellness industry.

For all of your employment needs,
Contact JLR Associates!

Jeff Randall
Office: (781) 251 - 0094
Cell: (617) 823 - 9020
Jr@jlrassoc.com

www.jlrassoc.com

associates

On July 27th, 2009, |

pulled out of my driveway in & '

Wakefield, RI, towing my hybrid
camper with an F-250 pickup
truck... some serious metal! Over

the next six weeks, | would travel @&
8,832 miles through 20 different

states and visit 36 different
clubs. To see my route, go to
www.VisitOurClub.com.

I must admit, although |
was really looking forward to the
trip, lwasn’tsure how | would fare.
I travel all the time for business,
but to be a complete nomad for
six weeks, living out of a 19-foot
travel trailer, using campground
facilities, cooking with a three-
burner stove and having just
a small duffie bag of clothes
wasn’t something | had done
before. This was no one-week
camping trip in New England!

I surprised even myself
and can happily report that 1
absolutely loved the experience.
Not only did | meet some fantastic
club operators along the way
and see some clever, insightful
things, but | was also completely
comfortable with my nomad
existence. Heck, | didn’t want the
trip to end!

So, what did | discover
on my journey? Let’s start with
the big picture. These items
probably won’t provide any
“Ah-Ha’s” for most readers, but
they were interesting to me
because of their global presence.
| realize that, with each one of
these observations, there will be
exceptions, and perhaps, your
club is one of them. Therefore,
let me disclaim here that these are
general observationsthatappeared
over and over again during
my conversations and visits.

eThere wasn’t a single club |
visited that hadn’t been affected
by the economy in some way or
another. Most told me that their
membership numbers were down,
their attrition was up, or both.

eoCutting expenses was the
primary way most clubs were able
to withstand the loss of revenue
from the lower membership
numbers. On average, clubs cut
15-20% of expenses. Almost all
said they were amazed at how
easily expenses had crept up and
that much of the expense cutting
would not negatively influence the
member’s experience at the club.

eThe clubs seeming to have the
most difficulty competing fell
into the $25-$49 price range. This
mid-range price point has such a
wide variety of club formats that
perhaps consumers aren’t sure of
what they will get. On one hand,
you can find a 5,000 square-foot,
24-hour keycard club, but in the
same market, for almost the same
price, there is an older, court-
converted club with 60,000 square
feet. Certainly, we can claim
that this is the clubs’ marketing
problem, not the consumers, but
regardless of the reason, this
mid-range market is struggling.

eEvery club operator asked
me the following questions,
“How are other clubs spending
their marketing dollars?” and,
“What are clubs doing to make
the phones ring?” More than
one operator told me they are
searching for new ways to spend
their marketing budget because
they simply have stopped
newspaper and other higher-
cost ad spends due to inadequate
response rates.

oClubs that have a sales staff
who are aggressively trying to
guerrilla market are doing better
than their club counterparts
who do not have such systems
in place. Even big-box chains
are requiring their sales staff to
do a greater amount of outreach
each day/week. Although these

Casey Conrad Hits The Road!

forms of marketing don’t get the
mass penetration that an ad or
direct mailer would, they seem
to be one of the only forms of
marketing that is consistently
working. | took some great Flip
Video footage of some guerrilla
marketing pieces along the way,
so be sure to go back and check
out the blog, especially the
Urban Active visit in August at
www.SmartClubMarketing.
blogspot.com.

oClubs that seem to be reinvesting
in their infrastructure said that the
improvements have helped keep
existing members and attract new
ones. Although | wasn’t auditing
anyone’s books to confirm or
refute this claim, | must say that
walking into a club that has had
recent renovations created a
totally different feel than clubs
that looked tired and worn. It
may sound “touchy-feely,” but
there really is something to be
said for the energy level of a club.
Some of that energy comes from
the members and the employees,
but the physical attributes play a
very important role. Let’s face
it, if you walk into a club that is
in need of renovations or seems
dirty or run down, you are more
likely to question the decision to
give them your money!

No doubt you veteran
operators have read through that
(See Casey Conrad Page 24)

View Casey’s Author Profile at
www.clubinsideronline.com




“Want the mest fiem your

PROFEIT CENTERS?
Add eur technology!”

CEO, Visual Fitness Planner

10 WAYS OUR TECHNOLOGY INGREASES YOUR BUSINESS PROFIT

1 Industry “BEST-PRACTICE” membership sales system
Turn-Key NEW MEMBER INTEGRATION system
Complete PERSONAL TRAINING piatform
Emotional STIMULUS to purchase Q“%‘
Motivation through WISURLIZATION o
Distinct marketplace ADVANTAGE
Highly effective CORPORATE presentations )
RETENTION driven by education-based selling

Highly professional PRIGE PRESENTATIONS
BRANDED/CUSTOMIZED/CONSISTENT

A club chain in AZ reports — “The VFP is the standard presentation for both POS and
New Member Orientation. Upon implementing the VFP, our club went from
producing $0 per day in Program/PT at the point of sale to now producing
$12,000-$15,000 per day.”

w?; A club in Canada reports — “Fitness Managers are averaging PT packages of :
$3,500-$6,000 per PT deal.” g

7" Aclubin IL reports — “The VFP helped build our monthly PT drafts from $0 per month
4 to over $40,000 per month in our 15,000 sq. ft. facility.”

HINESS

YOUR SALES SYSTEMSYOUR TECHNOLOGY. GREATER PROFITS

CALL'TODAY-1877-837-1212- wwwvip.us - sales@vipus
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Medical Referral: Getting Memberships from Medicine

By: Amanda Harris, MEd

Exercise is Medicine.
Chances are you’ve not only
heard about the joint initiative
by the AMA and ACSM, but
you believe in it. You feel
it’s about time that we, in the
health and fitness club industry,
teamed up with the medical
community to spread the word
and help people become more
active. So, why is it not helping
you sell more memberships?

Creating a steady stream
of medical referrals is not as easy
as it sounds. First, consider the
patients who would be referred.
They are not typical of folks
who would join a health club.
In many cases, they suffer from
one or more chronic diseases
or conditions that are lifestyle
related. That is, they are perfect
candidates for referral, precisely
because they have not been
exercising regularly and eating
right. Whatever marketing your
club does to attract these people

is just not enough to overcome
the inertia of inactivity; however,
there is hope. American Sports
Data statistics indicate that 63%
of the American population
knows exercise is good for them
but don’t do it for various reasons.
In many cases, all they need is a
little push --the right push-- one
from their doctor.

As patients ourselves, we
know how seriously people take
a doctor’s recommendation. The
challenge for clubs has been that
physicians are reluctant to refer
patients to club memberships.
Memberships are expensive, and
in most cases, they require a year-
long commitment. Physicians
don’t want to refer patients to
such an expensive “treatment
option,” especially when they
know money is tight. They worry
that patients will be ignored in a
big facility and could get injured
attempting to exercise without
instruction. Further, many phy-
sicians would feel responsible
for telling their patients how to

exercise once they have joined
the club. This brings up another
challenge. Most physicians will
tell you that they had less than
one week of exercise physiology
in Medical School. That means
that they tend to fall into two
camps: those who recommend
exercise with no specifics
because they aren’t sure how
to truly prescribe exercise and
those who prescribe their own
exercise routine, based solely
on their personal experience.

Obviously, neither situ-
ation is ideal. The first could be
likened to a physician telling
a patient, “take some pills and
you’ll feel better.” That begs the
questions, “which pills,” “how
many pills,” “how often,” and “for
how long?” Given this situation,
some patients will shut down and
do nothing; others will take too
many and experience nasty side
effects. Does this sound familiar?

The second type of
physician, who gives the reco-
mmendation based on his own

experience, could be likened to a |
doctor who believes that since he |

does well on his dosage and brand
of blood pressure medication, so
would all patients with high bloo

pressure. Clearly, no physician

would dream of prescribing

medication this way. So, why do -
we put them in this position with &

regard to prescribing exercise?

The solution to this|
“disconnect” is in your ability |
to implement a simple, straight- |

forward introductory exercise
program, one that would takes
the guesswork out of the exercise
prescription for the physician.
In order to win with medical
referrals, you will need to consider
several factors in creating such a
program:

1. Cost - Especially in today’s
economy, people are slow to part
with their money, particularly if
they are not sure whether such
a program will work for them.
Your best bet is to minimize cost
by making the program short-

Amanda Harris, MEd

term (60-90 days), keeping staff-
participant ratios around 1:3 or 4
and running instructional sessions
only 2-3 times per week.

2. Time - Like cost, people who
are not automatically “sold” on
regular exercise are not likely to
want to workout for a full hour,
at least in the beginning. Short
sessions are key to getting this

(See Amanda Harris Page 24)

Get where the industi
1S going. Now.

continuum. Get the advantage with Medical Fitness Association membership.

MFA Membership

Become an integral part of the medical fitness industry and the healthcare

As an MFA member, you'll be perfectly positioned to move your career

and your facility in the direction the health and fitness industry is headed —
where people can find safe and effective health and fitness programs with
experts and facilities they can trust.

Learn more and request your free special report, America’s
Top 5 Health Crises and What You Need to Know About Them,
at www.medicalfitness.org or (804) 897-5701.

Get where you need to be. MF \ ‘
Now. =

Medical Fitness Association
The Rx For Better Health
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NEED A PARTNER BEFORE, DURING AND AFTER

When it comes to being a frue business partner, the rest of the industry is simply no match. Iron Grip is there for
you at every siep of the buying process—from proposal and estimate to delivery and follow-through tfo service
and support. No worries or hassles, just personal aftention from dedicated professionals under the same roof as our
state-of-the-art manufacturing faciliy, right here in the U.S. So if you're looking for a frusted partner who's eosy to do
business with, call Iron Grip. We'll give you a spot. Call 800-664-4766 or visit www.irongrip.com for more information.
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continued from page 20

list of items without any brow
raises. It all seems like pretty
basic stuff, right? Guess what...
It is. As | sit, putting the finishing
touches on this article, | can’t help
but reflect back on what Mark
Mastrov, Founder of 24 Hour
Fitness, stated in his keynote
address last week at the Club
Industry Show. Here you have a
guy that founded, built and grew
one of the largest club chains in
the world; he’s worth millions. In
his session, which focused on the
topic of growing your business
in difficult economic times, he
said, “Nothing in this business is
difficult, nothing is new; it’s all
about execution.” He then went
through a checklist of things that
club operators must be executing
well in order to survive and thrive
inour business. Many of the things
he said are in perfect alignment
with things that | observed.

So, go back through the

list of observations and now ask
yourself the difficult questions:

eHow have you cut expenses
during this tough economy? Did
you do it in a way that didn’t
impact the member’s experience?
Do you need to go back and
reevaluate your decisions?

eRegardless of what price range
your club fits into, do you know
what your points of differentiation
are in your marketplace? Does
your staff know these, and can
they clearly articulate those
differences to members and
prospects? Do your marketing
materials reflect and convey these
differences? Or, are you stuck
in the “murky middle” and find
yourself contemplating lowering
your price or converting to a low-
cost model because you can’t
seem to compete?

olf frustrated with marketing,
have you at least been tracking
all of your efforts so you are

making educated, well-informed
decisions on bigger expenditures?
For example, if a consultant came
into your club, could you produce
a complete 12-month marketing
plan (The past 12 months and
the next 12 months)? Have you
vigorously tracked every single
marketing effort, are you able to
provide copies of each, details
of how many people the piece
went out to, response rates and
accurate lead acquisition cost
and customer acquisition cost
numbers?

els your club systematically
pursuing guerrilla marketing and
business-to-business  marketing
opportunities? In his keynote,
Mastrov recalled how, when
visiting one of his locations,
he would take the manager out
to lunch and tell him to drive
three miles in any direction.
Upon reaching the mile marker,
they would find a place to have
lunch, and he would inquire of
the restaurant’s manager, “Do

you know of our club? Has
anyone ever been in here to
talk to you?” He said, from a
guerrilla marketing perspective,
“You should own a 3-mile radius
around your club.”

If any of these questions
identify areas of your club
operation that can be improved,
then you’ve got at least some
things to go work on. I’m sorry
that these items are not exploding
“Wow’s,” but | would bet that if
most clubs looked close enough,
there is room for improvement in
almost every area of operations. If
nothing from this list jumped out,
then you can look forward to Part
1l of this article in next month’s
edition of CLuB INSIDER, Where
I’ll outline program marketing
and personal training insights that
| discovered.

Let me end this article
by making a personal/business
observation. On my trip, | really
discovered how overcomplicated
we sometimes make our lives. |

lived very simply for six weeks,
and it was wonderful. No social
pressures, no television, often no
Internet service. Upon reflection,
| believe that, like our personal
lives, our businesses can easily
get overcomplicated. In the
quest to find that “one” thing
that will somehow miraculously
help our business, we overlook
the basics, the simple things.
They seem so obvious and
are so mundane that we don’t
step back to realize how much
better we could be executing.

This trip has made me
recommit to the basics. De-clutter
in life and in business. Do fewer
things, but do them really well.
| guess sometimes we have to
get above all the congestion and
traffic in order to identify the
best, most efficient route!

(Casey Conrad is the Founder
of Communications Consultants
and the Take It Off Weight Loss
Program. Casey may be reached
at takeitoffweightloss@yahoo.com)

wAmanda Harris

continued from page 22
group to enjoy their new habit.

3. Staff it with your best - Those
who run your medical referral
program should possess out-
going, positive and encouraging
personalities, folks that love
helping people and have great
credentials. When working with
a less-than-healthy population,
it pays to have exercise phy-
siologists and people with
advanced certifications to ensure
member safety.

4. Emphasize success - Although
it will be important to take
measurements to show clinical
outcomes before and after the
program, the greatest measure of
success will be in participants’
commitment to exercise after
they graduate from the program.
Obviously, you’ll want them
to continue exercising at your
club, but the program can be
deemed successful as long as
they continue to exercise. For
this reason, it will be important
that participants are encouraged
to exercise within their comfort
zone with lots of support. The
emphasis must be on forming a
habit before all else.

5. Keep the physician in the
loop - To keep a healthy medical
referral program going, it’s
important to let physicians know
how their patients are doing.

This not only keeps the physician
involved in their patients’ care,
but it keeps your program and
your club front-of-mind for them.

If this plan seems rather
involved, that is because it is. The
goal is to create a program that
doctors can prescribe as easily
as they prescribe a medication.
The difference is that your staff
is responsible for determining
the dosage, frequency and type of
exercise most appropriate for the
participant. The program has to be
solid enough that physicians don’t
fear for their patients’ safety. They
must know patients are getting
qualified, competent instruction
in a positive, safe environment.
They need to feel confident that
their patients will not be hard-
sold into a membership that
they won’t use, but will instead,
be given every opportunity to
create new, healthier habits in a
supportive environment.

How does this factor
into selling more memberships?
The great experience that patients
enjoy in the program must not be
limited to interactions with the
team that runs the program. The
sales team must get to know these
folks from the time they first
walk in the door. They have to
work to build a relationship with
program participants throughout
their experience at the club and
collaborate with program staff to
understand how participants are
doing and what concerns they
may have about committing to

a membership. Done well, you
may enjoy conversion rates of
40% or more. Just think, if you
had just 25 people per month
entering this program, you could
increase your membership sales
by 120 members per year! If
you charge roughly $1,000 per
year for a membership, you have
just increased your yearly sales
by $120,000 through medical
referrals alone!

For real-life facts and
figures on medical referrals,
consider the following:

The Atlantic Coast Athletic
Clubs (ACAC) has enrolled over
6,000 people into its medical
referral program, PREP, since
2004. With a conversion rate
averaging 40%, it has added over
2,400 of those participants to its
member base. The Maryland
Athletic Club and Wellness
Centers, in Timonium, MD,
have enrolled over 1,350 people
into Healthy Start, a medical
referral program they started in
2006. Their conversion rate has
averaged 49%, adding an extra
662 members to their ranks since
2006. The Dedham Health and
Athletic Complex, in Dedham,
MA, has enrolled over 2,000
people into their 60/60 program
since 2006, and an average
conversion rate of 38% has given
them an additional 760 members
over the past two years.

Medical referrals are a
huge opportunity just waiting to

be tapped in your community.
The best part is that it can add
significantly to your bottom line
while helping hundreds of people
in your community become
healthier and more fit. 63% of
your community is waiting to
join your club. Physicians want
to refer but are not sure how to
make it work for their patients.
You have the space, the staff,
and now, a plan. There has never
been a better time to partner with

physicians and help Americans
find their fitness habit!

(Amanda Harris is Vice President
of Fitness & Wellness Services
for Atlantic Coast Athletic Clubs
(ACAC) in Charlottesville and
Richmond, Virginia and in West
Chester, Pennsylvania. Contact
Amanda at amandah@acac.com
to learn how to install the P.R.E.P.
Program in your club)
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Environmental Psychology:
The Powerful New Competitive Advantage for Clubs

By: Bruce Carter

Take off your shoes.
Now, imagine putting on the
shoes of someone who is inactive,
out of shape and overweight. You
are not at all pleased with how
you look, constantly thinking you
have to do something, especially
every time you eat something you
should not have.

So, the thought of
joining a health club every so
often runs through your mind,
but what holds you back? What
is it about clubs that makes it so
distasteful to the vast majority of
people? It surely cannot be a lack
of need because approximately
65% of the population is inactive
and overweight.

The answer is in the
basic, yet widely accepted pain
and pleasure principle. People do
that which brings pleasure and
avoid that which is painful. So,
what is the pain (or discomfort)
associated with exercise? There
are two main parts to it. The first
is physical pain, which is sorely
amplified when an inactive person
tries to get active again. The other
can be just as bothersome (with
just a strong desire to avoid), and
that is the emotional discomfort;
embarrassment,  awkwardness,
guilt, disdain for those who are
fit and the unhappiness of parting
with money, especially if the
person feels they are “wasting”
it on a membership they are not
getting results with or not using.

So what can clubs do?
Fortunately, the desire to look and
feel good is very strong. Quite
simply, clubs sell that which the

majority people hate to do. Even
when people say they like to
exercise, deep down they don’t
like it, and don’t do it.

If a club is selling an
undesirable product/service (as
clearly evidenced by only a 14%
market penetration rate), then
there has got to be some missing
link that can get people past their
dislike of the product and achieve
what they truly want, a better
life through fitness. The fitness
industry needs to fully grasp and
utilize what other industries have
learned. The environment that
people shop or participate in has a
lot to do with how they behave in
that environment, and for clubs,
“behave in that environment”
means people joining and staying
as members.

Environmental psycho-
logy has been a standard in most
industries thatdeal with the public.
Retail, restaurants, hospitality,
gaming and others have used
this extra ingredient to help
maximize sales. Yet, health clubs
can benefit far more than any of
these other industries by creating
environments  that ~ motivate
people to act in a certain way.
Think about it. People already
love to eat. Yet, that industry is
always working to create the next
optimal place to eat. Just look at
the beautiful newly renovated
McDonald’s chain, clearly re-
sulting in sales increases, and
one can see the powerful value
of environmental psychology.

It is absolutely fasci-
nating that health clubs sell a
product that most people hate
yet have been so far behind in

accepting the need for always
addressing the environmental
aspects of their businesses.

Therefore, it is quite
clear that the future of the
fitness industry will see dramatic
changes in the environments that
they provide to the marketplace.
In turn, this will result in far
greater market penetration num-
bers, or in other words,
getting more and more of the
deconditioned market to join.

What should a club
do to achieve such a motivating
environment?

The first step is to accept
that environmental psychology
should be considered one of the
strongest marketing strengths
for a club, even equal in value
to advertising. When you spend
on your environment, you are
spending on marketing. Think
about having an environment that
is so exciting, fun and stimulating
that people actually “love” being
there. This they will tell their
friends.

Next, anything that
people see has to be thought
out knowing that image always
counts. No more choosing black
upholstery just because it is the
easiest and most “logical” choice.
If many clubs were people, they
would go out in the morning with
one brown shoe, one black, socks
that don’t match and a red shirt
with blue plaid pants.

Now consider the pro-
cess of utilizing a wide variety of
colors, lighting, shapes, finishes,
materials and furnishings com-
biningtogethertocreateaninviting
and memorable experience. This

is best achieved through utilizing
a professional who deals in such
variables. However, remember
that clubs are selling positive
energy and function. Not all
design professionals “get this”
and may create environments that
are architecturally provocative
yet ineffective in achieving the
desired results of getting people
to join and keep coming.

A major architectural

magazine ran pictures of a club |
in New York City, indicating how
absolutely different this new club &

was. Alot of grey concrete was not
so good for fun and energy. Then,
in front of the dumbbell racks
were multiple-sized, individually-
framed mirrors so that, when you
were doing a curl, you would
see your body broken up into
about a dozen different pieces.

It has been said that
the health club industry is over
built. At approximately 41
million members, there remains
another 200 million that “need”
the product. So, a different
way to look at this is that the
industry is overbuilt with clubs
that don’t attract the substantial
“untapped”  market  because
they provide an environment
that does nothing to motivate
people to want to exercise. These
clubs will increasingly fall to
the wayside and be replaced
with  beautifully  stimulating
environments that people can’t

Bruce Carter

refuse. There is not a single
industry that can benefit more
by environmental psychology
than that of the fitness industry.

(Bruce Carter is the founder of
Optimal Fitness and Optimal
Design. The companies have been
involved in the start-up and design
of over $600 million dollars
worth of facilities in 45 states and
26 countries. Optimal Design is
known for “profit designing™ with
the ability to create beautiful and
exciting award winning facilities
that increase sales and retention,
yet are inexpensive to build.
Many of our clients are some of
the most profitable clubs in the
country. Bruce can be reached by
email at bruce@optimaldsi.com
or phone at (O) 954-888-5960
and (C) 954-336-3569)

View Bruce’s Author Profile at
www.clubinsideronline.com

Aquatics Magazine Honors Standout Aquatics Facilities
LifeCenter Plus Garners “Best of Aquatics” for 3rd Straight Year

LOS ANGELES, CA - September 14,
2009 - Aquatics International magazine is
honoring eleven world-class publicaquatics
facilities this November in its eleventh
annual Best of Aquatics issue. Each year,
the contest celebrates outstanding facilities
including government,
nonprofit and privately-owned operations.

of all varieties,

This year’s winners are:

Woodridge, IL

eNaval

eChaos Waterpark Resort - Eau Claire, WI

oCISD Natatorium - Shenandoah, TX

oCypress Cove Family Aquatic Park -

eHershey Park - Hershey, PA

e|n Motion Fitness - Chico, CA
eLifeCenter Plus - Hudson, OH

Base Ventura County Moral
Welfare Recreation - Port Hueneme, CA
ePalm Beach Gardens Aquatic Complex -
Palm Beach Gardens, FL.

eSouthWest Aquatics - Winter Garden, FL
oThe Keller Pointe - Keller, TX.

Allwinnerswill be featured inaspecial Best

of peers,”

of Aquatics supplement to the November/ =
December issue of the magazine. All |
entries were judged by an independent
panel of five industry experts. Judges
considered factors including programming,
promotional materials, aquatic amenities
and community involvement.

“The awards are that much more
special because they are judged by a panel |
said Aquatics International |
Editor Gary Thill. “Competition for these
awards is fierce so these facilities really are
the best of the best.”

LlfeCenter Plus Aquatics
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/ LET’S ALL OPEN OUR DOORS FOR

12 DAYS OF FITNESS THIS HOLIDAY SEASON
AND HELP A GREAT CAUSE!

For the health of our nation, we need to get more people, more
active, more often. The 12 Days of Fitness for Augie’s Quest program
is a global grassroots campaign that demonstrates the Health and
Fitness industry’s commitment to helping all people become more
fit while lending a hand with important social causes.

This November and December, open your doors to the
public with a Free “12 Days of Fitness” pass when your guest
donates $20 to Augie’s Quest. It is a fantastic way to showcase
your club to the community during this upcoming holiday
season and help Augie’s Quest Cure ALS.

Augie Nieto, founder of Life Fitness,
was diagnosed with ALS in 2005.
Later that year, Augie and his wife
Lynne created the Augie’s Quest
initiative in conjunction with the
Muscular Dystrophy Association (MDA).
For more information visit

www.augiesquest.org. IBEEtierwe can make a world of difference!
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Take your first and last step today to achieve your club’s success. At National Fitness we are

your partner offering a 100% complete fitness club management solution.

Simply put, we take care of everything.

CLUB MANAGEMENT » SOFTWARE * BILLING « COLLECTIONS * ADVERTISING * TRAINING * SUPPLEMENTS

www.DiscoverNational.com | Discover@NationalFitness.com | P: 888.878.1152 | 1645 East Hwy 193 Layton, UT 84040

PERSONAL PROVEN RESULTS
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Programming Tip of the Month:

The Ultimate Promotion - A Party!!!

By: Sandy Coffman

The ultimate party sea-
son is upon us; Halloween,
Thanksgiving, Christmas, New
Year’s and the Super Bowl, so
why not get ready to capitalize
on beginning and ending your
programs with parties that resultin
fun, fitness and financial success.
Yeah, that’s what I'm talkin’
about, parties that result in growth
and retention for your business...
programming for profit.

There isan entire chapter
(Part 1, Chapter 4) designated
to creative, professional and
effective promotions in my
book, Successful Programs For
Fitness and Health Clubs: 101
Profitable ldeas, but let’s just
focus on a few points to consider
when throwing a promotional
party at your club. Keep in mind,
there are many reasons to throw

a party during the year and many
different types of parties but these
upcoming holidays are a must.
Don’t waste the opportunity.

A few basic elements of
a successful club party will spark
conversation and excitement.
Begin with pictures, decorations
and promotions on bulletin boards
and fliers throughout the club two
to three weeks prior to the event.
During the week of Halloween,
the club decorations should be
kicked up a notch. The entire staff
should wear costumes, wigs or
crazy glasses. It will surely get a
laugh from everyone who comes
into the club. It will be talked
about constantly --in and out of
the club-- and I’ll guarantee that
your members will pick up on
the fun and come in costumes as
well. Remember, word of mouth
brings in 60% - 80% of your new
membership business.
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The key to a successful
party at your club is taking the
opportunity to give out awards
and prizes. Giving recognition
to your members for individual
achievements is a sure way
to increase attendance at the
next event, but there is a secret
to making the recognition
program a success. Give out as
many awards as possible; best
attendance, most improved, most
persistent, most  determined,
best attitude. Halloween is a
cinch; the best, worst, funniest
and scariest costume. This can
even be accomplished with
something as small as ribbons
with sayings on them. Ribbons
are also tangible, so they can
be taken out of the club and the
compliment will be remembered
for a long time, probably
talked about with other people.

Take their pictures and
put them on the bulletin board!
Recognition is fun for everyone
because everyone takes part
whether they are receiving
the award or applauding for
someone else. Get the pictures up
immediately. Keep them up for at

least three to four weeks, and put
them up again next year at least
three to four weeks before the
party. Parties should be annual
events and promoted as such. Your
members will look forward to it
and plan for it every year. Yes, the
goal of programming is retention.
Parties are great occa-
sions for programmers to sign up
members for other club activities
or events. You are using one
program to promote another.
The program director is the host
or hostess of every party, making
sure that it will be a success for
the business as well as for the
member. Members get involved
and stay involved through social
events like parties, and members
don’t quit your club if they are
having fun and making friends.
Throw a party! It’s the ultimate
promotion to Make it FUN!

(Sandy Coffman is the “Dean of

Profitable

Successful i
Programs for
Fitness and
Health Clubs

Sandy Coffman

Club Programming.” To order
Sandy’s great programming
book, Successful Programs for
Fitness and Health Clubs: 101
Profitable Ideas, go to www.
humankinetics.com. Contact
Sandy at SLCoffman@aol.com
or visit www.sandycoffman.com)

View Sandy’s Author Profile at
www.clubinsideronline.com
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Advertising Team

The excellent companies below bring CLuB INSIDER to you every
month, so please take a minute to see what they can do for you. To
learn more about them, or about joining The CLuB INSIDER Advertising
Team, go to www.clubinsideronline.com today!
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eSupport Through Relationships

Join the Team Today!

To download our 2010 Media Kit, go to:
www.clubinsideronline.com/advertise

2010 Media Kit

To Subscribe, go to www.clubinsideronline.com/subscribe

Sincere Thanks and Great Appreciation To:

Allwho have advertised, purchased subscriptions, pitched inas Contributing Authors and read CLuB INSIDER!
We are now in our 17th year of publication! All of you are on the “Team” that makes this publication, and
we will be grateful to you forever. | appreciate and LOVE ‘Ya!

Very Sincerely,

Norm Cates, Jr.
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“I have never seen anything else in the industry have such a
high impact on guest fraffic, member
retention, member satisfaction and profits.
With BTS we've Increased monthly
group participation from 800 visits fo
6,000 visits, added over 2,600 new
members increased retention from 50% to 73% and

increased profits by over 400%!"

John Bonica
Co-Owner, Global Fitness Centers

“We have learned the impact that marketing BTS programs
can have on driving traffic into our clubs.
We have advertised FREE classes to non-
members in various media which has
'{",’,‘, i increased traffic by over 25%. On top of
I that, 90% of prospects who visit WOW! and

)
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experience a BTS program, join that day!”
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Stephen 5. Roma
Owner, WOW! Work Ouf World

“We began working with BTS in 2006 and within two years

we had dramatic impact on our business.
We went from only servicing 9% of our

members in Group to 37%. Our retention rate -
for Group members has skyrocketed to
93%! And amazingly, by executing one of
BTS' management principles of integration, &=
we have developed a cohesive team of instructors and

personal trainers. This has resulted in our PT revenue
increasing by over 55%!"

Mike Silva
Owner, The Edge

“BTS is the single best investment | have ever made, not
only in Group Fitness, but also for my club
as a whole. It services our members, sells
memberships, markets our club and
motivates our members and staff, including
me! BTS has enabled me to increase my

membership price from $30 to $49 per month, and we no

longer compete on price.”

Jason West
Owner, Gold's Gym Elite
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BTS Will Double
Your Profit.

GROUP
CENTERGY"

800.729.7837

bodytrainingsystems.com
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" The bodybugg

The Most Accurate Weight Loss Device on the Market Today.

Apex and the bodybugg... What we can do for you!

* Give you great margins

* Provide the next level of service that health clubs need

* Increase client/member retention by giving better results

» Aftract a completely different clientele

» Serve as a profit center with “two prongs” — programming and products
* Bullet proof your business in a challenging economy

* Help your club stand out from the rest

Call and let us show you how we can make you more profitablel

The bodybugg as seen on
NBC's The Biggest Loser powered by apex business solutions®!

Call for more information bOdYbug g Clpe)(((

1.800.656.2739 ext. 4067 www.bodybugg.com WWW.Myapex.com

"The Apex logo and the BODYBUGG mark are trademarks or reqistered trademarks owned by 24 Hour Fitness USA, Inc. Registered in the United States Patent and Trademark Office”



