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SEAT BACK

An important element in the MedX exercise and
rehabilitation programs is the MedX Stretch
Machine®. Better streiching means fewer injuries,
enhanced flexibility, plus more productive strength
and cardiovascular training.

It's The = & o «— &< F» & ¥» < Machine!

Better stretching means less injuries, plus more
productive strength and cardiovascular training.
The MedX Stretch® encourages flexibility training and pro-
vides a safe, biomechanically-correct assisted stretch without
requiring assistance from a parner. If's fun, very user friend-
ly and inspires persistent training. The highly adjustable
MedX Stretch® accommodates stretchers from beginner level

ZMed

MEDICAL -

800-876-6339

S PORTS -

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

FITNESS

MedX Inc. » 1401 NE 77th Street, Ocala, FL 34479, USA « Phone (352) 622-2112 « Fax (352) 629-8670 » www.medxonline.com
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The Thoreau Club, Camp and Outdoor
Center - a Pulis Family Work of Art!

By Norm Cates, Jr.

Todd Pulis and his fam-
ily have been in business in historic
Concord, Massachusetts for 48
years. Their business evolved from
the beginning as a Summer day
camp for 35 children to a truly
world-class, multi-purpose complex
providing a vast array of facilities,
programs and services on a beauti-
ful - breathtaking - 39.4 acre
wooded complex. The story of this
evolution from a small Summer
camp to a 17-building complex of-
fering a full service health, racquet
and sports club, Summer day camp,
and Outdoor Center is heartwarm-
ing. The most recent chapter of this
journey, namely the construction of
this brand new multi-million dollar
complex, in just 7 months, is a tes-
tament to the vision, skill and de-
termination of Todd Pulis, the Presi-
dent of Camp Thoreau, Inc. and his
team. To properly tell their story is
truly a challenge. But, to see is to
believe and this writer will make his
best effort to adequately convey to
our readers the magnitude and ex-
cellence of the new Thoreau com-

plex in Concord.

To describe the magni-
tude and quality of the new
Thoreau Club, Camp and Outdoor
Center adequately is tough. So,
we asked two of our prominent
and well traveled club industry
friends, Rick Caro, President of
New York based Management
Vision, Inc. and John McCarthy,
Executive Director of IHRSA, for
their impressions, since all of us
have recently toured the new
Thoreau complex.

Caro commented, “It is
unusual for any club owner to re-
locate any multi-sport club, espe-
cially with an equivalent or bet-
ter site in the same town. When a
club has a 40-year history, you
want to retain some of the flavor
of individuality from the past and
simultaneously create a club
which can be appropriate to meet
the community needs of the 21st
century. The Pulis family, (Todd,
Faith and Jerry) have accom-
plished this and completed con-
struction in under seven months.
This is a rare feal. It is such a
unique club; it should be viewed
by all suburban owners who are
markelin& to the family market.”

John McCarthy adds,
“Todd and Faith Pulis have cre-
ated one of the most extraordi-
nary indoor/outdoor, multi-pur-
pose family clubs in the entire
industry. This is a club that could
last 100 years!”

The Pulis Family
Experience

The Thoreau story is
one of a third-generation family
of recreational and club opera-
tors, the family of Clifford and
Dorothy Pulis. In 1951, Clifford
and Dorothy Pulis began a Sum-
mer Day Camp for children on
Hayward Mill Pond in Concord,
MA. They set out to achieve two
goals with their camp: to create
an environment where each
camper would experience the
beauty and wonder of nature, and
to develop a program in which
each child could strive to achieve
his/her personal best in a non-
competitive environment.

Moving their business
is nothing new to the Pulis Fam-
ily. In 1960 Camp Thoreau
moved (for the second time) to a
beautiful 30-acre property on Old

Marlboro Road. That site
served the Pulis family and the
community well for 38 years.
The camp buildings and equip-
ment were moved by flatbed
trailer to the new site, and a
man-made pond was dug, which
served the camp’s swimming
needs for six years. In 1967,
when the pond was no longer
adequate for swimming, the first
in-ground pool was constructed.
The Old Marlboro
Road location put Camp
Thoreau in a rural residential
area. The close proximity and
beauty of Camp Thoreau
prompted the neighborhood
residents to inquire about week-
end access to the swimming fa-
cilities. At that time, Cliff and
Dorothy invited their eldest son,
Todd, to enter the business on a
part-time basis to help develop
and run a program called Camp
Thoreau Family Swimmers.
The new swim club offered
swimming to members after the
day camp hours during the week
and on the weekends. This was
the early origin of what is now
known as The Thoreau Club,
In 1969, this summer

only Club was expanded to include
two tennis courts. Later, in 1971,
Todd joined the family business full
time to develop The Thoreau Indoor
Tennis Club. Todd recalls one day
in 1970 he and his dad were educat-
ing themselves on the “air structure”™
concept and were caught by Dick
Trant snooping around and looking
in one of Dick’s furnaces with a
flashlight. That episode started a
lasting friendship between Dick &
Todd. The two original courts at
Thoreau were renovated to accom-
modate an air supported structure (a
bubble). This design was selected
to preserve the outdoor club envi-
ronment in summer, yet be able to
be indoors during the colder winter
months. Todd and his Dad built a
small club house to house locker
rooms and a small lounge.

The neighbors and the
community responded favorably to
this small private club, and between
1973 and 1977 several expansions
took place. The original building
became entirely devoted to locker
rooms and space was added for a
nursery, fireplace lounge, snack
room and some administrative of-
fices. Four additional hard courts

(See Thoreau Club page 10)

The Life
Bike

cle Exercise
gend

The Historic Start to the Heart of Cardiovascular Training

Born of great personal
and financial commitments made by
uncommonly smart and tenacious
enlrcpreneuts the Lifecycle exercise

*The Capitol Report

bike boasts a colorful history. As
is true in many great product suc-
cess stories, failure is a predomi-
nant part of the plot. But the
Lifecycle bike and the lcgendary

Inside The Insider

*Bob Provost Doing 'The Right Thing' |
*Target Your Public With |
Bulls Eye Communcation
*The Bel Air Athletic' Club !
Management Culture :
*Helping Members Succeed

figures behind it persisted, even-
tually having an enormous im-
pact on the health club industry
and advancing fitness worldwide.
The electronic exercise

bike spawned a boom in cardio-
vascular fitness in the early
1980s, which spurred remarkable
innovation in cardiovascular ex-
ercise equipment and resulted in
tremendous growth of health club
memberships across the United
States. Lifecycle, Inc. evolved
into Life Fitness, the renowned
global leader in designing and
manufacturing a full line of reli-
(See Legend page 29)

| AugzeNteto (left) and Ray Wilson k
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Bob Provost Doing The 'Right Thing'

By Norm Cates, Jr.

Bob Provost will cel-
ebrate the 25th Anniversary of his
Greenville Racquet and Fitness Club
next February. To prepare for the
next 25 years and to meet new local
competition head on, Bob began a
major expansion and remodeling of
his club about a year ago. His ex-
pansion and remodeling plan in-

cluded a major improvement of his
fitness component. Bob will cel-
ebrate the Grand Re-opening of his
club on Saturday night, November
Tth.

Fourteen months ago, a
new, 30,000 square-foot World's
Gym came into the market about 2
miles from his club. The new com-
petition came with a significant line
up of cardiovascular, selectorized
weight equipment and free weights.
Reportedly, the owner of the new
gym had inherited some money

when his father passed away and
had built the gym as a tribute to
and in memory of his Dad.

Bob Provost had heard
through the grapevine that the
World's Gym was struggling and
last February contacted the owner
to offer 10 help out in the event he
had to close. The World's Gym
rent was in the neighborhood of
$25,000 per month! The strug-
gling World's Gym made it
through the summer. Just barely.

Prior to Labor Day week-

October 19, 1998

Mr. Robert Provost
President

712 Congaree Road

Dear Bob,

Warmest regards,

D TS e

Norm Cates, Jr.
Publisher and Editor
The CLUB INSIDER News

Greenville, S8.C. 29607

the World Gym members.
seized this opportunity in the manner that you did.

Norm Cates”
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Greenville Racquet & Fitness Club

I want to take this opportunity to extend my congratulations to you
for the decision you recently made relative to the members of the
defunct World Gym in your community.

I realize that due to your exciting and now complete expansion and
remodeling project the timing could not have been better to accept
some club operators might not have

However,

To honor all 2,000 of the World Gym memberships,
cash on the last few days of operation, was an unselfish act on behalf
of not only your club, but on behalf of the former World Gym members

and the entire industry at large.

Our industry needs folks like you that will do the
more than just their own interests are at stake.

e

even those sold for

I hope this happening will cause other leading club owners in markets
across North America to look carefully whenever similar opportunities
come in their communities. Even 'if several leading clubs team up to |
offer full credit services to the former members of defunct clubs,
everybody will win in the end. Such leadership will advance the
reputation of our great industry in the eyes of the consumers.

'right thing' when

I look forward to attending your ribbon cutting and seeing the
new-25 year old-Greenville Racquet and Fitness Club!

P. 0. BOX 681241 » Marietta, GA 30068-0021 - (770) 850-8506 + FAX (770) 933-9698
E-Mail: clubinsidernews@mindspring.com

end they had posted announce-
ments that they would be closed
on Labor Day weekend, Saturday,
Sunday and Monday. The reality
was that the last day of the
World's Gym's operation in
Greenville, S.C. was Friday, Sep-
tember 4th. The World's Gym
sold prepaid cash memberships
up until Thursday night before
Labor Day weekend, setting up
another public relations night-
mare for the fitness club industry
when they closed without notice.

On the Tuesday after la-
bor Day the World's Gym did not
reopen. Bob Provost had already
made his plans and had staff out-
side the World's Gym site so that
the early birds could be directed
over to his club to work out and
in many cases, dress for work. At
5 a.m. on Tuesday, September
8th, Bob Provost began to honor
all the World's Gym memberships
at his newly remodeled
Greenville Racquet and Fitness
club. Bob comments, "We had
our people there at 5 a.m. on that
Tuesday morning. The ones that
came to work out received a pass
and directions to our club. We
had somebody there for three

days - all day - sitting out front of

th_e locked doors."

A Great Decision For
His Club And The
Industry In General!

Yes. I wrote: "He hon-
ored ALL of the World's Gym
memberships!" The monthly dues
memberships, brand new prepaid
memberships that had been sold up
until Thursday before Labor Day
weekend and all memberships in
between, were honored!

Provost recalls, "l had
contacted the World's Gym owner
back in February when | heard he
was having some financial prob-
lems and told him that if push came
10 shove we would be glad to help
him out any way we could on the
membership side. For anybody
with a prepaid membership, we just
flat offered to give them credit. If
they paid $400 for a membership,
they got credit for $400 against my
membership. [If they had a $300
membership, they got $300 credit.
If they had a $300 membership with
six months left, they got $150
credit. They could do one of two
things: they could either just take
the number of months that the $150

(See Bob Provost page 14)
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*‘NORM'S NOTES:-

smAnniversary Cel-
ebration! That has a nice ring to
it. Join us for The CLUB IN-
SIDER News 5th Anniversary
Celebration at the Peabody Ho-
tel , Orlando, Florida on Friday
night, December 4th, from 6:30
to 8:00 p.m. The party will be
held in the Coconut Room on the
Recreation Level of the hotel.
We’ll enjoy some food and adult
beverages, door prizes and even
asurprise or two. Be sure to make
plans to attend the Annual
IHRSA/Athletic Business Sales,
Marketing and Programming
Conference and Trade Show in
Orlando, December 2 thru 5th.
For information about IHRSA
and the Conference and Trade
Show, call: (800) 228-4772.

Here is a list of our ad-
vertisers that will be exhibiting at
IHRSA/Athletic Business in
Orlando and their Booth Num-
bers. Be sure to stop by and visit
with them and contact our other
fine advertisers as well whenever
you are in the market for new
products and services. AFFILI-
ATED ACCEPTANCE COR-
PORATION- Booth #100,
BODY PUMP - # 1031,
CARDIOTHEATER - #1131,
HAMMER STRENGTH-#
901, LIFE FITNESS - # 901,
MedX - #319, PACE GROUP
EXERCISE PROGRAMS -
#1051 and STAIRMASTER -
#701, :

Apologies and correc-
tions! Last month | incorrectly
reported that Club Sports Inter-
national partner, Starwood Cor-
poration, had acquired 11 “W”
Hotels and were installing large-
upscale clubs in each hotel.
Thanks to ED WILLIAMS of
CSI for correcting my report by
informing me that Starwood is
BUILDING the hotels as new
products. Ed also informed me
tha the hotel projects will include
day spas and fitness centers. The
first “W” Hotel will open in New
York City where CSl's
ANNBETH ESCHBACH is
spearheading the CSI develop-
ment and implementation of the
spa/fitness centerrs. CSI will
manage the facilities.

Also apologies to
Muscle Dynamics and TERRY
ROGAN as we listed their Fax
number incorrectly in our adver-
tising information directory. The
correct fax # is: (310) 323-7806.

TOM BRYANT has
taken the helm as the new CEO
of StairMaster Sports Medical

Asia is going through serious eco-

Show on October 16th. More hot

Products, Inec. replacing DON
WANANT who left StairMaster a
few months ago.

news from Chicago next month

RAY WILSON and his
partner in Hong Kong, ERIC
LEVINE, have bought out their
partner, 1st Pacific Davies. While

nomic times, Wilson's Hong Kong
and Singapore California Fitness
Centers are doing well and more are
planned. Also, Ray Wilson's part-
ners, NEIL SCHOBER and RICH-
ARD HART, in the HART'S ATH-
LETIC CLUBS in Seattle, Wash-
ington, have sold the chain to guess

V'r .

Original Lifecycle - 1998

I spent the day at Bally
Total Fitness headquarters October
14th before the Club Industry
Show in Chicago. I am on dead-
line now and | only have time and
space to say I'm very impressed

who? 24 HOUR FITNESS!

Congratulations to AUGIE
NIETO and Life Fitness and to
RAY WILSON on the 30th Anni-
versary of the Lifecycle celebrated
in Chicago at the Club Industry

(L to R) StairMaster Chairman,
John Rutledge And New CEO Tom Bryant

|
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with the dedicated people | met.
A full report on BTF is coming in
99,

GORDON JOHNSON
and SKIP JOHNSON, co-own-
ers of two Gold’s Gyms in
Douglasville and Marietta, Geor-
gia, have announced the site of
their third Gold’s Gym location
west of Atlanta. The facility will
be located near the new Arbor
Place Mall.

Work Out World cel-
ebrated the Grand Opening of it’s
6th location in East Brunswick,
N.J. The 25,600 square foot cen-
ter offers a full line of amenities
including Body Pump.

Congratulations to
HANNAH KARRAS, Business
Woman of the Year, LIZ
NEPORENT, Entrepreneur of
the Year, and BONNIE
PATRICK, Industry Enhance-
ment Award , all winners of

Club Industry’s Magazine’s An-
nual Distinguished Woman’s
Awards. The award ceremony was
held October 16, 1998 at Club Indus-
try,’98 in Chicago. The keynote
speaker was  ANNBETH
ESCHBACH, IHRSA’s first woman
President and director of marketing
and regional manager of Club Sports
International. The Distinguished
Business Womans Awards are an ef-
fort to recognize some of the terrific
women that play important roles in
the commercial fitness industry. The
creators of the awards, KAREN
WOODARD and JANET
LOSICK, are unsung heroes in this
effort and should be honored and rec-
ognized in their own right for their
creativity and drive in establishing
this program with Club Industry
Magazine.

Speaking of KAREN
WOODARD, congratulations to
Karen and her husband, SCOTT on
their recent sale of their Pulse Fit-

(See Norm's Notes page 24)

Weekly Marketing Insights
For The Club Industry

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

=3 Immediately-usable marketing
action ideas in each issue!

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

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

P> Subscribe now, call

800-778-4411

A PUBLICATION OF CLUB MARKET VISION ™
177 EAST B7TH STREET, SUITE 301, NEW YORK, NY 10128

(212) 9874300  (800) 778-4411

FAX (2129874227
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Tools Sales & Marketing Software maximizes sales resuits.
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Building your company’s sales is easy with the right TooLs.

Start nailing down those lost leads! Stop missing sales opportunities. Use Tools Saks &
Marketing Software to automate your sales efforts. Stay on top of appointments, track incoming
and outgoing phone calls and maintain control with comprehensive reporting. Tools austomer

profile feature gives you access to powerful information on every lead.

It’s easy with Tools Sales @ Marketing Software. TooLs gets results.

Call TooLs today and watch your sales go through the roof!

CALL NOW FOR A FREE 30-DAY TRIAL

800-811-8669

Tools Systems Management
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Personal Training
CERTIFICATION

International Sports Sciences Association
The World Leader in Fitness Certification
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Since 1958

JOIN THE MOST POWERFUL TEAM OF
FITNESS EKPEHTS IN THE Wﬂﬂlll'
an . S

Dr. Squat, ISSA Co-Founder,
1014 Ib Squat / Author of 50+
texts & Over 30 World Records!

Tom Platz, B.S.,MSS

‘The Golden Eagle'
Muiti-Mr. Universe

Fred Hatfield, Ph.D

C

Dr. Sal Arria
ISSA Co-Founder and

Bob Delmonteque, ND

Worlds #1 Senior Fitness
Consultant

Bill Pearl
Worlds Leading Fitness

itant, 5x Mr. Uni U.S. Olympic Team Doctor
3x California State

Powerlifting Champion

NO OTHER CERTIFICATION CAN COMPARE!
Here's What You'll Get When You Enroll:

FITNESS: The Complete Guide. (640 pages, 1997

4th Edition) and a complete Step by Step Study Guide

ISSA Guide to Fiscal Fitness, (How To Start And Build
A Profitable & Rewarding Personal Training Business)
NEW! 5 Hour Video Series on Finess Training and
Sports Medicine for Personal Trainers

Unlimited Use Of ISSAs 800 Technical Support Help
line (During And Afler Certification)

Free One Year ISSA Membership And Subscription To
The I1SSA Newsletter, PRO-TRAINER

Two Study Options: Independent Study : Study At
Home At Your Own Pace or Attend A Seminar In Your
Area At NO EXTRA CHARGE!

YOU CAN EARN $50 - $150 Per Hour In Your Spare
Time Helping Others Enjoy a Lifestyle of Health & Fitness!

CALL 1-800-892-4772

TODAY FOR FREE INFORMATION!

Other ISSA Specialized Certification And
Continuing Education Programs:

* Specialist in Performance Nutrition"
* Specialist in Weight Management™
(Post Rehabilitation

* WHENE THEONY TS FRACTEE &

* Fitness Therapist s o s
il e A Vil
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Exercises)

* Specialist in Sports Conditioning

¢ Senior Fitness Trainer"

* Specialist in Fitness for the Physically
Limited

= Specialist in Martial Arts Conditioning"

® Aerobic Fitness Trainer

® Youth Fitness Trainer

* Water Fitness Trainer"

® Certified AED Technician
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: FOR FREE INFO CALL 1-800-892-ISSA :
l OR SIMPLY SEND IN THIS FORM WITH A CHECK,MONEY ORDER, OR VISA, MC, |
| DISCOVER, OR AMEX FOR ONLY $495 PLUS $10 S&H (U.S. FUNDS) I
:NAME PHONE._( ) :
IADDRESS I
IciTy STATE ZIP I
'CREDIT CARD #_ EXPDATE © . © :
snc NATURE __DATE Lo oy
IIQSA * 1035 Santa Barbara Street, Suite 7 » Santa Barbara, CA 93101 |

1(805)884-81110r FAX(805)884-8119 / WEB SITE: WWW.ISSA-USA.COM |
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TARGET YOUR PUBLIC WITH
- BULL’S EYE COMMUNICATION

By Amy Redfearn

Not having a target
public is like throwing a dart at a
dartboard blindfolded, hoping to hit
the bull’s eye. Having a target pub-
lic, but not knowing how to com-
municate to them is like playing the
game without any darts. You may
know exactly where that bull's eye
is, but you have no tools to reach
it. Both situations are bad.

There are business people
who have a difficult time clearly
defining their target publics. There
is no such thing as a general pub-
lic. There are no two people who
think alike, or one message that can

influence everyone in the same
way. A public is comprised of a
group of people who share a
common interest, and even a tar-
get public can have subgroups
within it. In advertising this
groupis called a target audience
and in marketing it is commonly
referred to as the target market.
But in all forms of communica-
tion (public relations, advertis-
ing and marketing), a business
needs to have a clear sense of
its audience and what types of
communication that: will moti-
vate it. Your target public may
be classified by age, gender,
ethnicity, education, income,
employment, or geography. By
picking a public and concentrat-
ing all your communications ef-

SPRINGFIELD CORPORATION

‘WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN

lmpﬁed & Domestic Textile Products

Take the guess work out of your. . . .

Towel Purchasing
Satisfaction Guaranteed

QUALITY PRODUCTS
at
COMPETITIVE PRICES

Rubbermaid

Commercial Products
Authorized Distributor

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies You Needed Yesterday!

[FRSA

ASSOCIATE MEMBER

P. O. Box 620189 * Atlanta, GA 30362

770/729-0700 + 800/241-2081 * FAX 770/729-0995
e

fort towards that one public, you
will set yourself apart from the
competition and that target public
will be more attracted to your busi-
ness.

As the fitness industry
grows we are finding that people
are no longer joining health clubs
as a fitness trend, but now as part
of their lifestyle. Just as people
shop at certain clothing stores, such
as the GAP or Banana Republic
because it best represents their per-
sonality and style, people are now
picking health clubs based on how
it represents their lifestyle. This is
also because there are several dif-
ferent options that are now avail-
able when choosing a health club
than there have been in the past. It
may have been safe to consider ev-
eryone your target public in the
past, but with all the options of
health clubs available to the con-
sumer, this approach may now be
dangerous.

For example, there once
was a time when you could walk
into a shoe store and just buy an ath-
letic shoe without too much
thought. Now you walk into an ath-
letic shoe store and are faced with
gazillion options concerning the
type of shoe, support systems, col-
ors, brands, styles and so forth.
What happened?

Athletic shoe companies
started to narrow their communica-
tions efforts and target specific pub-
lics. Nike started offering a little
more variety in the 1970s, and then
Reebok came into the scene by spe-
cializing in aerobics shoes in the
1980s. It would now be pretty dif-
ficult for an athletic shoe company
to sell a shoe that was a generic
basic athletic shoe. Consumers are
looking for something more now,
something that specifically helps
them achieve the type of activity
they enjoy doing.

There is arisk involved in
specializing in a certain public. The
public you have chosen needs to be
large enough to support your busi-
ness. Stanley Gold of L.A. Gear
found this out when his company
targeted its efforts towards fashion
footwear. Adult consumers in the
United States were not attracted to
the wild, decorative footwear and
soon L.A. Gear was considered a
fashion shoe for young tecnage
girls. It has taken some time for
Gold to rebuild his company since
then, but because of this incident
he was unable to compete on the
same level of athletic shoes made
by Nike and Reebok.

So when choosing a target
public make sure that group of

people will continue to
grow and be able to support
your business financially.
For instance, if a health club
targets all its communica-
tions efforts towards col-
lege students, this may not
be in their best interest be-
cause college students tend
to be transient and may only
be living in the city for a
short period of time until
they graduate. However,
this situation might be ben-
eficial to the health club
who has a chain of health
clubs across the country.
Make sure your target pub-
lic will be able to support
your business for a lifetime.

Once you have
identified your target pub-

lic, make sure they are re-
ceiving the message you _

Amy Redfearn

want them to hear in order (o pro-
duce the result you want. Many
times businesses direct their com-
munications efforts to their target
publics and do not receive the re-
sponse they anticipated. For in-
stance, if your target public is
young professionals, but your
health club consists of mainly se-
niors, this should tell you that your
communications efforts are not at-
tracting the target public you de-
sire. When you see this happen-
ing, it’s time to reevaluate your
communications efforts.

This is a difficult task for
most companies. Often a company
will think it’s doing everything
right and sending out all the proper
messages to attract the public it
wants. If that certain public is not
the main consumer, Some compa-
nies will overlook this and con-
tinue to blindly send out messages
that are inappropriate for that au-
dience instead of evaluating the
situation and trying to correet it.
It takes much more courage for a
company to admit it is wrong and
fix its communications efforts
than it does to ignore it and pur-
sue the same communications ef-
fort it has been using for years
(which now, may no longer attract
its target public).

In order to determine
whether or not your target public
is receiving an effective message,
you must conduct some research.
Write down the name of your tar-
get public, followed by the current
message that your business is
sending them, then the current
method in which you are using to
send that message to them and fi-
nally the action you desire from
your communications efforts. To

illustrate how this may work, let’s
go back to the example of using the
young professional group as the tar-
get public for MEGA Health Club:

*Target Public: Young
Professionals

*Current Message: “Per-
sonal Success = Professional Suc-
cess. Join MEGA Health Club and
become a SUCCESS”

*Current Method: Adver-
tising slogan in business section of
newspaper, posters inclubwithslo-
gan, free T-shirts With success slo-
gan given away to members in this
public (young professionals) every
Friday and corporate discounts on
memberships.

All of these communica-
tions- methods sound great, but
MEGA Health Club attracts more
of the senior population than of the
young professionals. In order for
this business to assess why their
target public is not responding to
its communications efforts it must
evaluate its methods more closely.
This is where you have to be hon-
est. You cannot possibly know what
message your target public is re-
ceiving unless you ask them. This
research can be conducted in one
of two ways. You can hold a focus
group which is a small group of in-
dividuals, usually 10-12, who vol-
unteer to take part in a discussion
lead by a professional moderator
who asks questions pertaining to the
subject at hand, or you can survey
your members by using a question-
naire. Either way, make sure they
are accountable for their feedback.
In other words, do not accept
anonymous “suggestions” or “com-

(Sce Amy Redfearn page 16)
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and two outdoor clay courts were
built.

During the summer of
1981, it became clear that the popu-
larity of a summer membership was
growing and that club members
deserved a pool of their own. The
decision was made to build a sec-
ond outdoor pool.

In the mid 1980, the fit-
ness and health movement across
North America was in high gear and
everyone was getting into the act.
Research and design began at
Thoreau to determine the feasibil-
ity of offering expanded facilities
and programs. Three and one half
years later, “the last obstacles were
overcome”, and final approvals
were granted. And in the spring of
1988, another segment of Thoreau’s
history began.

The new expansion
opened in June 1988 and it was ev-
erything and more than was envi-
sioned. First, the 1300 square-foot
Fitness Center was constructed
from lower level basement and stor-
age areas. The fitness area con-

- tained the latest variable resistance

equipment, as well as Life Cycles,
StairMasters, treadmills, rowing
machines and small hand weights.

Next, construction began
on an indoor/outdoor pool covered
with an air structure, a 4500 square-
foot clubhouse addition to include
a pool viewing lounge, additional
locker rooms, aerobics studio,
membership office, tennis center
and front desk area. It opened No-

vember, 1988. The members
were truly excited and strongly
supported the new programs and
club enhancements.

In the early 1990’s, it
became clear that new opportu-
nities to serve existing and per-
ceived new markets had been
identified which would require
additional facilities: Experiential
Education, Leadership Training,
and Corporate Outings, to name
a few. In addition fitness space
was at a premium and day camp
needed more indoor space. Un-
fortunately special permit and
zoning restrictions were begin-
ning to impede growth. These
restrictions included membership
and facility limitations. During
1991-1995, Todd Pulis made nu-
merous and serious efforts to
work through zoning and special
permit issues and to gain neigh-
borhood support for additional
facilities. These efforts met with
discouraging results. [t became
apparent that future growth
would be severely limited at the
Old Marlboro Road site. Thoreau
was at a crossroads. The choices
were to stay at the present loca-
tion with existing facilities and
potentially risk further limiting
opportunities for the future, or to
take a bold step and commit to a
long-term solution, which would
position the company to take ad-
vantage of growth opportunities
as they were recognized by future
generations.

Faith Pulis, daughter of
Todd and Brenda Pulis, is now
working into the leadership role
of Camp Thoreau, Inc. Faith

grew up on the 30-acre Thoreau
complex on Old Marlboro Rd. in
Concord, MA. She began work-
ing at Thoreau during high
school at age 16. She worked in
the bookkeeping department and
in the summers as a camp coun-
selor and water safety instructor.
Also, while attending Springfield
College, she spent her summers
working at Camp Thoreau and at
Camp Massasoit, the Springfield
College day camp. Camp
Massasoit provided her with a
very different perspective be-
cause it was an inner city camp
and contrasted greatly with
Camp Thoreau in affluent Con-
cord. In 1984, Faith graduated
Magna Cum Laude from Spring-
field College with a 3.94 G.P.A.
average out of a possible 4.0!
After graduation she worked at
virtually every job at Camp
Thoreau, Inc., including the front
desk, men’s tennis programmer,
aquatic director, co-director of
the day camp, membership sales
and assistant general manager.
She was promoted to General
Manager of Camp Thoreau, Inc.
in 1989, and Vice President in
1997.

Faith comments, “It
was easy (o get a sense and feel
for the philosophy and culture
because | grew up in it. It wasn’t
like I had to come into another
organization and say, ‘Well-gee,
how am | going to fit in, how am
I going to adapt what my values
are to this company’s values?’ It
was kind of inbred.”

As Vice President,
Faith is now responsible for the
new multi-mil-

JLR

associlates

IS PROUD TO ANNOUNCE THE PLACEMENT OF
Joy Chen
as Comptroller

of Weston Racquet Club

lion dollar Club,
Camp and Out-
door Center
mega-complex.
She is fortunate,
however, be-
cause her hus-
band, Jerry, is
responsible for
all aspects of the
physical plant.
And that is a
huge job con-
sisting of 17
buildings, 11
tennis courls,
five pools, three
air structures
and 40 acres of
grounds. Faith
and Jerry have
been married 11

yearsand have a
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il P.O. Box 723 » \Weston, Massachusetts 02193

6-year-old son,
Steven.

781.431.0868 » fax 781.431.0890 * ernail: larcom@mediacne.net

We asked
Faith what she

felt her biggest
challenges were.

She responded “We've
built an incredible facility
with. more potential than
we originally imagined. g
(But we also have the debt
to go along with it.) My [
goal is to work with the
staff to seize opportunities &
and begin to provide a re- f§
turn on our investment. [
Before when we would

come up with creative
ideas there were many
times when we just
couldn’t execute them be-
cause of facility limita- /8
tions. Now all that has [&5
changed. Another chal- [%

lenge is to make sure the

three entities, the Camp,
the Club and the Outdoor
Center are evenly bal-

Todd Pubs at Thoreu

anced. They’re each so
different. For example, we spend
9 months preparing for a Summer
Day Camp that lasts 9 weeks! On
the Club side, we are constantly
marketing, promoting and pro-
gramming every month. The club
does not have a down time. The
Outdoor Center is brand new and
needs a lot of start up attention.
Each entity is in a different stage
of its lifecycle, and | have to re-
spond according to each one’s in-
dividual needs.”

When asked about her vi-
sion for the future, Faith replied,
“To have fun and continue this suc-
cessful family tradition in hopes
that a fourth generation will wish
to keep our vision alive.”

THE GUTS TO GO!

Tudd and Faith Pulis
and her husband, Jerry Evans,
made the decision to commit for
the long term and provide the op-
portunity for future generations to
grow. In October 1996, Todd be-
gan a search which identified a
large parcel of land in Concord,
known as Forest Ridge. Negotia-
tions commenced to purchase 39
acres and at the same time a con-
ceptual site design was started.
The filing of applications to re-
ceive the necessary town approv-
als was also underway. In May
1997, negotiations were completed
and on September 25, 1997, the
sale of the Old Marlbaro Road site
and the purchase of the Forest
Ridge site were finalized. The ob-
jective: to relocate the entire Camp
and Club operation to the new site
by May, 1998.

To know Todd Pulis is to
know a man of very conservative
business practices. A man who
carefully measures each step and
plans his every move. Therefore,
to learn of the risk he has taken on
and to see what he built in just 7

months is truly exciting and stun-
ning!

Once Todd Pulis and
family made the go decision,
Todd’s life changed quickly and as
he says “forever.” He worked
many long hours during the
months after the Forest Ridge land
was purchased, the planning was
being done and the construction
was in progress. Pulis recalls the
experience, “In 1991 we knew we
had to expand and offer more di-
versified programs in order to keep
our members happy. We werc and
still are, in my opinion, an emerg-
ing industry and | don’t think we
even know today the bounds of
that industry. We recognized that
we needed to do something. We
also recognized the emergence of
corporations going out of their
business environments to a recre-
ation environment to have fun and
do some team building, organiza-
tional development, strategic plan-
ning, leadership training, and
ropes course types of things. We
knew that was the direction in
which we wanted to expand, but
we couldn’t. Our efforts to change
our special permit restrictions was
met with insurmountable resis-
tance from neighbors. | can re-
member the day in 1996 when |
came into the office and said to
Faith and Jerry, ‘We are just beat-
ing our heads up against a stone
wall! My head hurts so much now
that I don't have the energy to con-
tinue to fight! My recommenda-
tion is that we pick up sticks and
move. | don't know where or how,
but I'm going to find a way to do
it!" It was a tough decision, prob-
ably one of the hardest decisions
I've ever had to make. We really
enjoyed where we were and things
were going well for us. The idea
of disrupting the whole thing and
moving caused an element of fear.

(See Thoreau Club page 12)
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AL deadline we had to pray for a kitchen round out the amenities ited Day camp. ¥ will emerge for Camp Thoreau,
'“mreauaub mild winter and develop an in- available for off site groups. Inc. ;
continued from page 10 credible relationship between our | The ropes course at the ~ What’s Next For The Todd Pulis comments,

y General Contractor and Subcon- - Qutdoor Center offers a variety of Pulis Family? “We're in the process of taking a
We considered just selling the prop-  tractors. It was probably one of  challenging and adventurous ac- 5 look at our organizational structure
erty to developers and going on to  the most cohesive teams I've tivities for companies looking for Thc magnitude of the and determining how best to re-

do something else. But after talk-
ing to Faith and Jerry we all agreed
that we really wanted to continue the
business. | had made the commit-
ment to go beyond my generation
and wanted to make sure that we
would go beyond Faith’s generation.
I was looking ahead for the next 25
to 50 years. We needed to position
ourselves to do that. 1think that was
a turning point for us where we re-
ally set a vision for the future and
the goal of moving the operation
elsewhere. We knew we wanted to
stay in Concord since we were well
known and perceived as an asset to
the community. So, in June, 1996,
we started a search. Forest Ridge
Limited Industrial Park was virtu-
ally the only land opportunity in
Concord that potentially met our
needs, The first time | walked the
land 1 fell in love with it. [ knew
then that if we were going to move,
it would be to Forest Ridge. .

A FAST TRACK
TO SUCCESS!

Thc walk in the woods
of Forest Ridge started a process for
the Pulis family which could only
be described as ‘fast-track.” Pulis
recalls further, “We negotiated to
buy the land from September, 1996,
to May, 1997. We knew that once
we committed to buy the Forest
Ridge property and sell the Old
Marlboro Road land there would be
no turning back. If we failed we
would be without a home. We knew
100% of our focus and energy would
have to be directed to this vision.
While at the same time, continuing
to operate our camp and club until
we could actually move into the new
facilities.”

Pulis continues, “It was
just an incredible journey for us.
The period of time from September,
'96 during that first walk, to sign-
ing the land purchase and sales
agreements in May, '97, starting
construction in October; '97, and
moving and Grand Opening in May,
1998. It was nothing short of a
miracle! Our theme throughout the
whole process was, ‘Failure is not
an option.” How true that was be-
cause the Old Marlboro Road prop-
erty would immediately be devel-
oped as a residential development,
and our temporary lease to operate
the existing operation while we con-
structed our new facilities would run
out the end of May. We literally had
no place to go if we failed. That
theme carried us through the entire
project. To meel our lime sensitive

ever worked on. When we
started construction we still did
not have fully completed draw-
ings. We went on good faith and
a handshake and didn’teven have
a written contract with our Gen-
eral Contractor. We had a great
local architect, and our local bank
loaned us the money we needed.
The results of our project are
impressive. We made our time
schedule, but we spent a little
more money than we had
planned.”

We asked Todd Pulis to
share with us any lessons he had
learned from this experience. He
replied, “There is no substitute
for advanced planning. We had
to move fast if we wanted to
move to the Forest Ridge prop-
erty by spring and_ as a result
yielded the opportunity to plan
the project more carefully. Thus
we spent more than we had origi-
nally intended. The other lesson
I’ve learned is that teams do
work. It is possible to assemble
teams and accomplish a common
goal, As Clay Hamner use to say
‘same bed - same dream.’ It is
possible to do the impossible!™

The Thoreau
Qutdoor Center

Ot’f—sile ventures are
a fun way for people in busy or-
ganizations to focus exclusively
on their objectives in a positive
and natural setting. Thoreau staff

believe this gnd annually havean—

off-site retreat where communi-
cation, team building and strate-
gic planning are the primary fo-
cus. The opportunity to plan a
conference and retreat center into
their mega-complex was very
exciting recalls Faith Pulis. “We
were able to nestle a contempo-
rary reception and conference
facility in to the tranquil wood-
lands to create an atmosphere
suitable for a variety of special
events and programs, from fam-
ily reunions and company pic-
nics to conferences and team
building sessions.” Beech Cliff
Lodge, named for the Camp
Thoreau’s resident boys camp in
Maine, provides guests the
warmth and comfort of home. A
two story stone fireplace, white
birch wood trim, with cream and
hunter green decor creates a
simple elegance for the 2720 sq.
ft. banquet room. A 644 sq. fi.
meeting room, large reception
area, and full service catering

an altenative to “classroom learn-
ing’. Low Ropes and High Ropes
activities are combined to create
a progression of learning that
challenges participants to do new
and interesting things they may
not have considered before.
These hands on events allow a
corporate team to examine how
it communicates, plans, works
together, handles difficulties, and
celebrates successes, Because the
exercises are symbolic represen-
tations or metaphors for the real
work of a team or organization,
the events are powerful tools for
examining and improving team
work.

The Thoreau Outdoor
Center will facilitate sessions in
such key issues as organizational
development, strategic planning,
team building and risk taking. Or
for the more social event, it’s a
great place for a holiday party,
summer picnics or barbecues, re-
unions, or receptions. Clifford
Pulis, retired founder of Camp
Thoreau, describes it: “When you
leave the office environment and
get out into the country, you have
the opportunity to stretch your
legs and your minds.”

Camp Thoreau

Thirty nine acres of
varied, rustic terrain await
Thoreau day campers, who learn
to interact with the environment
through play and discovery.
Campers love the simplicity of
the old fashioned atmosphere,
where tents, teepees and cabins
dot the landscape.

From Camp 101 for ages
3.5to4yrs,, 11 mos., to Neverland
ages 4 - entering grade 1, Middle
& Upper Camps, grades 2
through 8, campers enjoy tradi-
tional day camp programs. These
activities include archery, arts &
crafis, basketball, drama, swim-
ming, sports & games, sailing,
outdoor cooking, nature, ropes
course and special events. New
at Camp Thoreau this year were
Horseback Riding Camp, Tennis
Camp, and Adventure Camp.

An archery range, soc-
cer and softball fields, 2 swim-
ming pools, diving well, 2 arts &
craft cabins, nature cabin, 4
changing cabins, 15 platform
tents, 2 teepees, drama pavilion,
amphitheater, Low Ropes course
and High Ropes course are among
the many features of this Ameri-
can Camping Association Accred-

17-building Thoreau Complex
can be visualized without even
being there. Picture an arrival
from a two-lane state road onto a
beautiful one-mile drive into the
woods now called Forest Ridge.
Imagine, when you arrive at The
Thoreau Club, seeing a clubhouse
that looks like a large mansion
with a swimming pool on the left
of the entrance and tennis courts
on the right. Enter the main lobby
and you are immediately drawn
to a beautiful stone fireplace to
the right and a white birch wood
trimmed reception area with a
high atrium ceiling, skylights and
an airy feeling throughout! Ar-
riving at the new Thoreau Club,
Camp and Outdoor Center is an
event in and of itself! The place
looks and feels like a world class
resort. The land surrounding The
Thoreau Club, Camp and Out-
door Center is all forest. In fact,
there is a proposal to place a 15-
acre conservation buffer between
the Thoreau Complex and neigh-
boring residential areas. The land
encompassing The Thoreau Club,
Camp and Outdoor Center is gen-
tly rolling and wooded with paths
throughout. The paths have been
there since the Civil War when
they were actually railroad tracks
for the Union gun powder mill
located on the property. Todd
Pulis and his planning team have
done a terrific job of preserving
the natural asscts of the property
and have used great care in the
creation of this lovely, and I’ll bet
one day, award winning environ-
ment!

What’s next for the Pu-
lis family? We asked Todd Pulis.
They are going to sit down and
begin to understand what they
have created and how best to
market and promote it. For ex-
ample, the Outdoor Center will
provide a terrific environment for
private functions: banquets, cor-
porate retreats, weddings, birth-
day parties, reunions, holiday par-
ties, etc. Camp Thoreau, Inc. has
exceeded budget expectations for
'98 and it appears that this income
growth will continue into the next
century. The Outdoor Center and
Conference Facility should grow
and become a major contributor
to Camp Thoreau, Inc. along with
Camp Thoreau and The Thoreau
Club. Other areas such as Per-
sonal Training are now ripe for
growth at Thoreau. As time goes
by, it is expected that many more
opportunities for business growth

structure the company to reach its
optimum as quickly as possible.
Clearly it’s a new ball game. We
are significantly larger and there
are many more opportunities than
before. We are now going well
outside the family and engaging
people with expertise in certain
areas. For the first time, this year
we hired a marketing firm to work
with us and it has been a great ben-
efit. We're large enough now that
we must have this support in order
to meet our goals. We have
doubled the size of our sales team
and are hiring additional staff to
accommodate our recent growth.
My comment to you, Norm, about
not knowing the extent of our op-
portunities, I believe that. We had
a vision of creating a new facility
that would incorporate all the great
aspects of the former enterprise.
We wanted to take our company
froma 1970’s vintage and upgrade

"it for the new millennium. We

wanted to bring with us the ambi-
ance - the concept of being an ex-
tension of people’s homes, the
friendliness of the staff, the feel of
the comfortable environment we
had created. People who've seen
our old facility would say, ‘Gee,
this is like a ski lodge.” That was
0.K. from 1971 to the mid-1990’s,
but it was time to change for the
future. We took all those warm
fuzzy feelings that people had
about why they wanted to-be-at
Thoreau and we created an atmo-
sphere of simple elegance.

Thoreau Philosophy
and Staff Training

Il is by no accident that
the Thoreau facilities are designed
to be an extension of one's home -
comfortable, friendly, clean, and
pleasing to the senses. The resi-
dential architecture, the big stone
fireplace, the lounge, the openness.
Thoreau strives to make people
feel “at home.” After all, the club
is a ‘third place’ right? Home -
work -the club, that’s the feeling
Todd and his team have created.

The Pulises have estab-
lished a reputation of excellence by
providing Thoreau families with a
friendly, fun place to be, and by
offering programs of the highest
quality possible. They know from
experience that their outstanding
environment, programs, and facili-
ties are further enhanced by the
attitude and behavior of their staff.
Each employee has a specific job,

(See Thoreau Club page 22)
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HELPING MEMBERS SUC

By Tom Cotner

I waited in the cold, bar-
ren lobby of a large manufacturing
plant for my sales appointment with
the personnel department. A few
wormn magazines were scattered atop
the coffee table. Cigarettes and
ashes overflowed onto the table
from the ash tray. The two front
desk receptionists frantically
fielded phone calls while fumbling
through the papers left by the ex-
ecutive in the back office. Smiles
were absent. Tension filled the air.
“This is not a fun place to work,” |
thought. Clickity clack, clickity
clack ... the high heels of the per-
sonnel director raced down the hall.
“Mr. Cotner?” she said sharply,
“follow me." Papers were scattered
about her desktop and she was ob-
viously pressed for time. “So what
do you want?” she asked. Quickly,
I got out my ice pick and gently, but
deliberately, chiseled away at the
thick sheet of ice between her and
me. | didn’t get far. This indeed was
one cold employee working in a
cold, cold place.

We walk into businesses
daily. We can tell in a minute or two
if we are truly cared for. Are the
employees enjoying their jobs? Are
they attentive to our needs? Is a
bright, fun presence in the room? If
yes, chances are excellent that the

leadership team loves us, the
customer, and their business is
more than “a money machine.”
Whether they know it or not,
organization's wear their values
on their sleeves. There are no
secrets in Corporate America (or
in club life). In time, the truth is
seen by everyone.

Their greatest determi-
nant of your club value to mem-
bers is not the programs or fa-
cility but your answer to this
question: do you truly love
them? All of your planning, day
to day working, problem solv-
ing, financial sheet analysis,
spread sheet development, re-
vamping of facilities...all of
these mean nothing unless they
are done out of love for people
because in the long run, that’s all
you'll be remembered for. I've
worked at five different health
and fitness centers and the only
thing that’s lived on after | left
has been my relationships with
others. If they were positive, |
made a difference. If they were
negative, somewhere along the
way, | failed to connect and
didn’t make an impact.

We in the club business
have a great opportunity to love.
What other business spends up
to three or more hours a week
with their customers? What
other business can produce, if
used correctly, such positive

physical, mental and social re-
sults? If we in the club business,
who have such great opportunity,
fail to care for people, then we’ve
indeed “dropped the ball.” We've
fumbled! And in all honesty, we
don’t deserve success.

Answers these questions
to determine your club’s “love
quotient.”

True or False:

I am truly con-
cerned for the welfare of the
people who come into our club on
a daily basis.

__ | see our club as
more than a business. Our club is
serving a meaningful purpose in
life.

___ 1l am in the club
business because | like it. Of all
the professions in the world, this
one’s near the top.

__ Ican look back on
my tenure in the club business and
see at least one or two members
and/or staff who’s lives are signifi-
cantly better because they were
part of our club.

Add up the number of
“True” answers and score below:

One true statement =
You're in the wrong business.
This is a people-business designed
to serve and assist. You're not see-
ing the club industry, this way.

You, have two options: 1)
jump into the hot tub and
warmup to your custom-
ers, or 2) consider other|:
employment where loving
people isn't so critical.

Two true state-
ments = You're a medio-
cre lover. Increase your
“caring quotient” by re-
flecting on why you chose
the club profession. 1f
you're not contributing to
the love of others, you’re
probably taking it away.
Change the balance!

Three true state-
ments = You care. That's
good. You're a true club

professional that’s making -
a significant contribution

Tom Cotner

to our industry. Take care of your-
self too, so you can avoid becom-
ing “frazzled” and “burat out”
which will extinguish your flame.

Four true statenents =
You've figured it out, haven’t
you?! Somewhere along the way
you determined that loving mem-
bers was the most important thing
you can do on a day-to-day basis.
You will be remembered. You're
making an impact and it's ever last-
ing. Whether your business suc-
ceeds or fails (sorry but love is no
guarantee of dollar success, only

customer success), you've made
an everlasting difference in the
lives of people. And when it’s all
said and done, that's all that really
matters.

Love your members by
following the Golden Rule: treat
others exactly as if you were them!

(Tom Cotner is the Presi-
dent of Employee Health Manage-
ment, Inc., a consulting firm spe-
cializing in worksite health and
wellness. He is the author of the
book Helping Members Succeed.
Contact Tome at (605) 692-2071.)

...Bob Provost

continued from page 4

would cover at my dues or they
could convert and take credit for
that $150 against the purchase of a

one-year membership and they
would then not be subject to any
initiation fees at a later date. The
real bitter people were the people
who had bought their member-
ships in the last two or three

WE HAVE OVER 15,000 LOCATIONS,ALL

WITH ONE THING IN COMMON... FUN.

Add Jazzercise to your facility!
Meet your scheduling and community needs
with over 12 formats to choose from —
each taught by a certified instructor.

Jazzercise
Call Jazzercise, Inc.(760) 434-2101

to Locate a District Manager inYour Area
Visit us on the World Wide Web at  http:/fwww,jazzercise.com

xe =

weeks.

1 was at the facility on the
last day of operation, Friday be-
fore Labor Day weekend, and |
was told by one of their sales con-
sultants that he had sold over
$6,000 in memberships in the last
week himself! But, we honored
themall. So far we have had only
47 people that have come in and
said they want to work off their

membership. Four hundred of

their 2,000 membership list were
on a corporate membership pro-
gram with the Michelin Corpora-
tion. We negotiated a new arrange-
ment with Michelin which will put
their members on a payroll deduc-
tion plan. We expect to enroll 300
of the 400 from Michelin. And,
Michelin is subsidizing those
memberships for their employee's
benefit.

Anybody that was on a
monthly plan, for example if they
were paying just $20 per month
and had six months left at that rate,
we honored them for that period
at the $20 per month. The first few
days were difficult because they
were so P.O.'d they would come
in wanting to kill the World's Gym

owner. We had to listen to them
and help them work through their
anger. Then after that, they'd go all
cuddly. They really appreciated it.
Some of them went to the
Greenville News Piedmont and
wanted them to do a story on us!
People do appreciate it though.
They could not believe it when we
would say to them, "You signed up
last week? You get 10 full months
at our club. Our normal fees are
$42 per month for a single fitness
membership so the $400 covers 10
months."

Bob Provost's decision to
honor the World's Gym member-
ships unequivocally is one that will
produce great benefits for Bob and
his organization now and in the fu-
ture.

One immediate befiefit is
that Bob was able to negotiate a
new lease with Life Fitness for a
truck load of virtually new Life Fit-
ness equipment. He just finished
moving 12 Life Fitness Treadmills,
10 recumbent and 8 upright
Lifecycles and 6 Life Steppers to
his club. This line of Life Fitness
equipment fits perfectly into
Provost's overall expansion and re-

modeling plans.

Other good things will
come as well, such as the deal with
Michelin. Bob's community and our
industry will look at Bob Provost and
his operation as 'there to stay,' a repu-
tation which will without a doubt
help his club in the future.

Ray Gordon, the founder
of Sales Makers, has worked with
the Greenville Racquet Fitness
Club for years, Ray comments,

"Bob Provost and his fam-
ily operate their Greenville Racquet
and Fitness club with high values
and ethics. Bob recognizes that the
selling of memberships doesn't
mean high pressure or wheeling
and dealing. The fact that they took
a risk and honored the member-
ships of the defunct World Gym
without a big sales "hook" illus-
trates just how dedicated Bob and
his family are to good industry eth-
ics and values ."

The CLUB INSIDER
News extends sincere congratula-
tions to Bob Provost for making a
decision that was unselfish, commu-
nity minded and just plain old the
'right thing' to do in the situation.
Way to go Bob!
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 Musde Dynamtcs -

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

Musdle Dynarmics

20100 Hamilton Avenue * Torrance, Califomia 90502 » (310) 323-9055 » Fax (310) 323-7608
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Bally Total Fitness Says Business Remains Strong

Chlmgo, IL. - Septem-
ber 22, 1998- Bally Total Fitness
(NYSE:BFT), commenting in re-
sponse to investor inquiries, stated
that the Company's business and
operating results continue to be in
line with business plans first articu-

lated in early 1997. Further, man-
agement indicated it knows of no
business reason why its stock ex-
perienced the level of volatility and
volume of trading it did on Mon-
day, September21. Management
continues to be excited and opti-
mistic about the Company's pros-
pects and financial condition, and

has already repurchased approxi-
mately 450,000 shares under its an-
nounced 1.5 million share repur-
chase program.

In recent weeks rumors
have linked Bally Total Fitness
with unfavorable stories related to
other companies' accounting is-
sues. But, countered Lee Hillman,

President and CEO of Bally To-
tal Fitness, "This is just plain
wrong. We continue to see suc-
cess from the execution of, and
are on target with, the business
plan we implemented over a year
ago. We have reminded inves-
tors of the fact we adopted, and
have been faithfully applyin&, the

appropriate accounting policies for
membership businesses. Any ru-
mors concerning our accounting to
the contrary are totally unfounded,
and the Company knows of no rea-
son to change its already conser-
vative accounting.”

Amy Redfearn

continued from page 8

anonymous “suggestions” or “com-
ments”. These are useless since you
will have no way of knowing whom
the comment actually came from.
When doing specific research about
a specific public, you must be as-
sured that your data is coming from
that group to avoid error in your
findings.
In the example of MEGA
Health Club, various “young pro-
fessional” members were inter-
viewed and asked if they were
aware of the club’s message to
them,“Personal Success = Profes-
sional Success,” and if so, then what
. that meant to them. Here is some of
the feedback they received:
*”How can we be a suc-
cess when you don’t open the club

until 7 a.m.? I have to be at work
at 7:30.”

*"[ didn’t know you gave
away free T-shirts. I go out of town
for business almost every Friday.”

*"All your group fitness
classes are over by 7:30 at night. |
don’t even get done with work un-
til 8.”

*"There aren’t any pro-
grams to help us become more suc-
cessful with our workouts. | al-
ready know the basics, but you
don’t offer anything to help further
the learning curve.”

"1 didn’t know there was
a corporate discount.”

*"[ never read flyers on
the wall. I'm too busy reading the
paper.”

*"I’m already a success.
I've been working out for years.”

After gathering all this
data you can see some of the rea-

sons that this club may not be at-
tracting the young professional
group. But now they have tools to
develop a new message and a new
way of delivering it. For example
the MEGA Health Club might ex-
tend its business hours during the
weekday mornings to attract young
professionals and also add some
late night and early morning group
fitness classes to the schedule.
They could also redesign the flyer
and make it into a weekly newslet-
ter for the young professional
members only, so that it would be
something they would pick-up and
read, like the newspaper. In addi-
tion to their regular personal train-
ing programs, they could add spe-
cific training programs for young
professionals that arc designed to
take them to the “next level” in
their workout routines. They could
give away their T-shirts on Mon-
day instead of Friday. And they

could also change their slogan to,
“MEGA Health Club. Helping
You Become MORE Success-
ful.” It is important to remember
that opinions and circumstances
change over periods of time, so
you would conduct this research
about two or four times a year.
You might have to change the
way you communicate to your
target public from time to time
as they change their attitudes and
continue to grow in size. But
don’t conduct research like this
and then do nothing with it. That
is perhaps more aggravating to
the consumer than ignoring the
situation in the first place. When
consumers are asked to give their
opinions about a service or prod-
uct, they are expecting to see
change based on their recommen-
dations. When they do not see the
change, that is like throwing your
dart at the wall not at the bull’s

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

BILLING & PROCESSING

» Renewal Billing

e Electronic Funds Transfer
e Credit Card Processing
» Volume Discounts Available

« Payment Coupon Booklets
COMPUTERIZATION

¢ Front Desk Check-In
¢ Picture-On-Screen

¢ Point-of-Sale

¢ Scheduling

 Club Management Reports
e Customization Available
» Windows 95 and Windows 98

FULL SERVICE COLLECTIONS

* Return Free EFTm

* 1-120 Day Delinquent Collections with no fee increase

¢ No Collection Activity On Your Part

* Phone Calls, Late Notices & Collection Letters

No Fee Increase For Delinquent Collections

25¢ EF1

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

(800) 766-1918 .. www.achbilling.com

eye on purpose. You know what
they want but refuse to do anything
about it. This is probably the worst
message you could send your tar-
get public.

Listen to your target pub-
lic and seek to understand them
before trying to communicate to
them by conducting research. Then
develop a plan of action, imple-
ment that plan and evaluate the
change against your original objec-
tives. This process will save you
money and time, and will make
your business an even greater suc-
cess.

(Innovative Concepts &
Consulting develops programs and
campaigns specific to your target
public. Call (352) 379-8301 for
more information or send request
letters to: Innovative Concepts &
Consulting, P.O. Box 142335,
Gainesville, FL, 32614-2335.)



PAGE 17 EClub __I_l_lsidel" OCTOBER ISSUE

1t’s the green season in Costa Rica! J
Villa Isla Azul ¢r Villa de Papagayo

T b
he most beautiful time of the year on =

Costa Rica’s northwest Pacific coast is June
through October.

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

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

It is a magical world where everything is
done for you and your onl%responsibilitics are to
yourself, your family and friends. Picture yourself
dining in the candlelit intimacy of a moonlit terrace
overlooking the Pacific. Imagine a world of el-

f‘ ant seclusion. This is a dream come true... Villa
He.

Villa Papagayo and Villa Isla Azul are brand " . .
new luxury viugs \gm);h a full staff (cook, maid and Villa Isla Azul features six bedrooms and six baths
butler) located on the gorgeous Pacific coast of Costa Rica.

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

Also available are the world’s best sports fishing for marlin and sails; rain forest, tree top canopy, volcano and giant sea turtle tours;
o v w -y  Ja birdwatching, scuba diving,

snorkeling, sunset and party boat
cruises, horseback riding, health
club, rafting, tennis, golf and a
colorful Costa Rican beach town
two miles away with beach bars, a
disco and a %ambling casino.

An all-inclusive plan
provides all your food and drink
(an open bar) for one price.
Mouthwatering meals, from fresh
seafood to Italian dishes, are
prepared daily from scratch by
our talented Costa Rican cooks.

e i S i - b The staff is there for your every
Mt k- A = L - : need. Come to paradise!

Both villas feature spectacular, ocean views. For Availability Call (404) 255-1867

Villa Papagayo (below) is a four-bedroom, five-bath villa. E-Mail: villascr@mindspring.com
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$50K Pledged to Create Millions of New Exercisers
Goal is to Double Number of Fitness Center Members by 2010

BNMH,MA-T‘M)mn—

jor fitness industry associations have
agreed to jointly develop a ten-year
plan to double the number of Ameri-
cans who work out at fitness centers.
Each organization is contributing
$25,000 and staff time to research,
develop and disseminate a program
that will raise to 40 million the num-
ber of Americans who belong to
some kind of workout facility, such
as a commercial health club, corpo-
rate wellness center, or any other
place outside the home where people
exercise. An estimated 22.5 million
Americans belonged to such a facil-
ity in 1997, according to an annual
national survey by American Sports
Data, Inc. The plan is expected to be

announced in March 1999,

The organizations are the
International Health, Racquet &
Sportsclub Association (IHRSA),
composed of more than 4200 fit-
ness centers, and the Fitness Prod-
ucts Council (FPC), trade associa-
tion for 60 companies that manu-
facture and distribute fitness equip-
ment in the U.S.

“We see this partnership
as an important step toward rally-
ing a very fragmented industry be-
hind a single program that will at-
tract millions of sedentary Ameri-
cans to exercise,” said John
McCarthy, executive director of
IHRSA. “We are inviting all our
members, and indeed anyone in-
volved in fitness, to contribute to

Economical FitnessRoom Solutions
with Bank Repossessed, Brand New, Refur-
bished, Factory Blemished & Trade-In

Fitness Equipment.

On-Line Gym Equipment AUCTION

www.WorldwideFitness.com
call for FREE video, samples & photos. Ask
for Mike Gass, Zach Light, Steve Paterson
Phone (714) 283-0355

Email wwfsi@ni.net
Toll free voice mail (888)778-3927x3

the development of the program
and then to take part in its imple-
mentation.”

Research began earlier
this year, McCarthy said. Focus
groups have been conducted among
industry leaders, and members of
both Associations are being polled
to establish priorities and develop
ideas.

“The fitness industry has
enjoyed strong FPC growth during
most of the 1990s,” Greg Hartley
of the Fitness Products Council
added. “We want to take advantage
of the momentum by focusing in-
dustry resources on the many op-
portunities before us.”

The goal of 40 million
health club members was chosen
hecause it is a clear, tangible ob-
jective that IHRSA and FPC mem-
bers could support, Hartley said.
“Our first objective must be to unite
our membership behind the pro-
gram. Eventually, we hope that
many others in fitness and health
will discover opportunities to be-
come involved.”

Fitness Campaign/2
Mega Opporﬁlmngﬁes

(14 I 1
he fitness industry

stands on the threshold of the great-
estopportunities in its history,” said
McCarthy. He said there are nine
overlapping “Mega-opportunities”
that could be addressed in the pro-
gram. They are:

1) The age wave. Baby
boomers, now aged 35 to 52, in-
vented the fitness movement. In
2010, they will be 47 to 64, Their
motivations for exercising are shift-
ing from vanity to health and vital-
ity. How can the industry best serve
this huge, changing market?

2) Special populations.
Science has shown that exercise is
an effective treatment for a wide
range of medical problems. Proper
exercise programs are essential to
the quality of life of millions of
Americans suffering from heart dis-
ease, arthritis, diabetes, high cho-
lesterol, obesity and low-back pain.

3) Health benefits. The
Surgeon General reported in 1996
that the lack of physical activity is
a widespread health problem. Can
millions of Americans be persuaded
through an information campaign
to begin exercising, just as they
were persuaded to stop smoking?

4) Sales and service. In
which ways can fitness centers be
more attractive, hospitable and pro-

vide better service?

5) Membership retention.
Annual membership attrition for the
health club industry consistently
hovers around 65%. What can we
do to reduce this figure?

6) Easy access. Surveys
show that many potential members
are turned away by the requirement
of one-year or longer memberships.
They might be more responsive to
short-term trials and structured pro-
grams.

7) Strategic alliances. As a
result of scientific research showing
the health benefits of exercise, it is
clear that health clubs, as the name
suggests, occupy a central position
in the health care structure of the na-
tion. How can successful links be
forged with mainstream health care
organizations?

8) Generation X. About
40% of all health club members are
aged 18 to 34. Are their needs and
preferences properly understood and
served?

9) American diversity. Af-
rican, Asian and Hispanic-American
citizens are underrepresented among
health club members. By 2010, they
will make up one-third of the total
U.S. population. How can the fitness
industry serve them better?

FAIRGAME

Lel_g[al and Legislative News From
IHRSA Government Relations

CLUBS PRESSURE
HOSPITAL FITNESS
CENTER

With a dozen hospi-

tal-based fitness centers operating
in the Chicago area and four more
in the works, it's no wonder that
the hospital-fitness movement is
attracting lots of attention. For the
officials at one tax-exempt hospi-
tal, it’s the kind of attention they
would much rather do without. A
quick review of a few local news-
paper headlines shows why:

*HOSPITALHEALTH
CLUB SLAMMED
*FITNESS CENTER TAX
STATUS IN LIMBO
*SHOULD HEALTH
CENTERS STAND
ON EVEN GROUND?

The fitness center in
question is being planned by the
Palos Community Hospital in
Palos Heights, Illinois. The issues

here are at the heart of the national
debate over tax-exempt hospital
fitness centers.

Palos Community Hos-
pital wants to build a $14 million,
80,000 square-foot club complete
with cardiovascular equipment, a
running track, a children’s exer-
cise area, and lap and warm water
therapy pools among its many
amenitics.

According to a Con-
sumer Demand Study commis-
sioned by the hospital, the mean
age of prospective members for its
fitness center is 46 with a house-
hold income of $67,000. Al-
though hospital officials have said
that the Center will pay property
taxes, it will be built and run on a
tax-exempt basis.

“We think what they’re
doing is fundamentally wrong,
especially for a charitable institu-
tion” said IHRSA member Mike
O’Donnell, co-owner of the
Riviera Country Club. O’Donnell
and other area club operators want
the proposed Center to operate as

a for-profit, taxpaying entity.

In addition to a flurry of
media coverage, club operators
have used paid advertisements to
get their message out. By doing
50, they have created a public de-
bate over whether a tax-exemption
for this type of facility is justified.

Atan August 13 meeting,
members of the Illinois Health Fa-
cilities Planning Board raised sev-
eral questions about the fitness
center. Several Board members
stated that they were concerned
that the hospital would “unfairly
compete” with local health clubs.

Board member Fred
Benjamin asked, “What makes
this facility different than the
health club down the street? This
project....seems like a stand-alone
health club rather than an integral
part of the continuum of health
care services.” The Board tabled
the hospital’s request for a tax-ex-
emption until October.

I'm thrilled the Board
recognized how seriously out of

(See Fairgame page 28)
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CLLTL TN LR LT RAL:

ARE YOU MAXIMIZING
YOUR MEMBERSHIP

SALES POTENTIAL?
Oun Client's Results Speak For Themoselues

“Not only did Sales Makers help increase “Sales Makers delivered on every promise
both our club sales by over 20% and our — increasing our sales dramatically with-
monthly dues by over 50%, they also had out discounting our dues. We followed
a major impact on our overall retention their procedures and dedicated ourselves
efforts. I would personally recommend to the excellent techniques and systems
Sales Makers to any owner who wants to they implemented, with the result being a
increase sales and professionalism in complete “turnaround” in our sales.
their own clubs.” Again — thanks for everything!”
— Art Chappell, Owner — Ellen Koelsch, Marketing Director
Gotirthonse Mhietic Clubs, Clubfit, Briarcliff & Jefferson Valley, NY

Auburn & Grass Valley, California

EXPERIENCE = INTEGRITY = RESULTS

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

Sores Moﬁers

membership specialists .

Call: 1-800-428-3334

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

BUT DON'T JUST TAKE OUR WORD FOR IT. . .WE'LL PUT YOU IN TOUCH WITH OUR CLIENTS!
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Roger and Elaine Ralph Win Entrepreneur of the Year
~ Award! The Bel Air Athletic Club Management Culture

PART III

By Norm Cates, Jr.

One of the pleasures of
my job as Publisher of The CLUB
INSIDER News is the opportunity
to get inside the minds of some of
America’s top club owners and
managers. Part Il of our three-part
series entitled : “Roger and Elaine
Ralph Win Entrepreneur of the Year
Award!” consists of an interview
with Roger and Elaine Ralph, own-
ers of the 96,000 square-foot,
12,000-member Bel Air Athletic
Club and their General Manager,
David Bradshaw.

Roger Ralph, in respond-
ing to our request for advice for up
and coming club developers/own-
ers/managers commented, “I think
to understand your strengths and
weaknesses is very important. And
knowing that it is very difficult to
do any business alone, especially a
capital intensive service business,
isalso vital. One of the reasons the
club has been so successful is that
in the begmning there was this ‘cre-
ative tension’ between my wife,
Elaine, and me. | mean it wasn’t
one person. It was two complimen-
tary skills and approaches and that
tension created a better product. At
this stage where we're both less
involved in club operations,
David’s skills in that area and the
same dynamic tension between the
two of us has been enriching for me
and I think David as well. It has also
made the club much, much better.”

Ralph continues, “One of
the best pieces of business advice
came from Larry Krieger when we
were Irying to hire a general man-
ager and it was crucial that we
make a good decision. Larry said,
‘Roger, what are you really look-
ing for now in your GM?” | said, ‘I
want someone that is really active
with the members.” Larry re-
sponded, ‘You don’t really want
someone that manages by wander-
ing-around , what you really need
is someone that understands opera-
tions and systems.” That really gave
me pause to think, David has al-
ways been hands on, but, also good
at management systems, with
people and was willing to learn.
David has exceeded our expecta-
tions with his transition from a
small club to a large club. Not only
has he done that, he’s become one
of the best club general managers
in the industry. If | had hired some-
body else it would have been the
wrong person and time for what we
needed. Truly understanding what
you need at a particular time in the
cycle of your own business is cru-
cial.

Elaine Ralph adds, “I

think goodness of fit also is im-
portant. How you think, the de-
cisions you make. We all know
there is not just one right way to
do things. Everybody has a dif-
ferent style. A really good thing
that’s been very comforting to
Roger and to me has been when
situations come up, the decisions
David makes when we are not
here are really very much in sync
with the decisions we would
have made had we been here. We
think along the same lines.

"A business cultural
congruity with all your staff, es-
pecially senior staff, is really
critical. We have made some
mistakes in the past on hiring.
One of the things we agree on
now is if there is any edge in your
gut, any hesitation about hiring
someone, even if it is just 2%,
we will not rationalize. Instead,
we will listen to that *gut feel-
ing." Whenever you look the
other way it always comes back
to bite you! And, as you get
older, you especially appreciate
that liking who you work with
and being on the same value sys-
tem wave length is joyful and
absolutely invaluable!”

David Bradshaw...
Rising to the Occasion

Dnvid‘s rapid as-

similation of all of the challenges
of General Management for a
large multi-purpose club like Bel
Air is a tribute to how Roger,
Elaine and David have learned
to work together. Dave
Bradshaw comments, “ | met
Roger in the summer of 1994 and
we began talking about his need
for a General Manager. | never
really expected to get the job be-
cause | didn’t think I had the
level of experience one would
need to run the Bel Air Athletic
Club. But, | figured you could
always learn something from the
interview process. | just went
through it as methodically and as
honestly as | could. | kept mak-
ing the cut and pretty soon | was
getting scared because | was
thinking: ‘I could get this job!
But, what if I don’t!” At first |
looked at it as a lark, but it ended
up working out. A couple of
times when I was driving to Vir-
ginia to meet with someone |
knew wasn’t associated with the
club, I didn’t understand why 1
was doing it. | wondered why |
had to meet with Mitch Wald, the
GM of unrelated clubs in Vir-
ginia to interview for this job in
Bel Air, Maryland. Ididn't know
who he was. But something in-
side of me told me to keep doing
it. So I went through all of that

and got the job.”

Reflecting on his first four
years as the General Manager of the
Bel Air Club Bradshaw comments,
* I think my contribution has been
real recent. I think as the club got
to a certain level, I think that the fit
with myself and the club was a
good one because the stuff that it
needs now is what I’m best at. For
me personally it has been a boon to
my personal and professional life
because I've been able to access
almost anyone in the industry. I've
been able to grow a lot, to hone my
skills. My family loves it here. We
bought a house recently.

So, for almost every
single reason, it was the right thing
for me to do. You can never pre-
dict the future, but I've been real
happy here. Roger and Elaine have
been extremely generous. They are
very fair. | have almost a free hand
in running the club within the pa-
rameters that are rational. | just
can’t say enough good things about
it, I love coming here everyday. It’s
a challenging job and you know
what we do is not easy. [love work-
ing with the staff. My satisfaction
comes from seeing people develop.
Taking someone that has raw tal-
ent and making them into a busi-
ness-oriented manager. There’s a lot
of satisfaction in doing that with
young staff. We have 264 people on
payroll.  To see the growth in
people is very satisfying,”

Bradshaw continues, “
This job is the only thing I can
imagine doing now. I’ve gotten
opportunities here that I would have
never gotten anywhere else. | had
the opportunity to speak at IHRSA.
I've had the opportunity to do what-
ever I've wanted to do. To make
mistakes and not fear retribution. |
think the key here is just being hon-
est, upfront and direct and that’s
something I've-always believed in,
too. If I disagree with Roger and
Elaine, I tell them so. Either they
say you are right or we’re nol com-
fortable doing it that way. That’s
fine. Either way is fine, but noth-
ing is held back. Obviously, you
have to treat the owners with a cer-
tain amount of tact. | do that out of
respect, but also because of our
roles professionally. Outside of
that, there's really no holds barred.
I have input into every decision. My
input is not always taken, but then
again, it's not always good. It’s
been an absolutely terrific fit. I can’t
imagine being with another orga-
nization or club.”

Elaine adds, “ David is re-
ally good at empowering people. A
lot of the staff are very young and
it’s hard to take the step to make
your ideas become a reality and
David’s really very good. He is very
methodical and when there is a cor-

Roger & Elaine Ralph

rection to be made he can give
them the bad news and it may not
be what they want to hear, but
they know that he is right.”

Roger observes, “David’s
approach is very fair, and respect-
ful, and he listens well. He is de-
manding of the staff and appro-
priately so, but he is also very
direct and everybody knows
where they stand. That’s very
hard for managers to do, but it is
also the right way to go.”

Roger adds, “1 think an-
other thing that is a real blessing
is that our vision is pretty clear.
We really want to be the absolute
best family and community ori-
ented club in the United States.
What a wonderful vision. The
fact is we’ve got a shot at doing
that because we’ve got the right
people, the right resources and
the right community. You may
never really get there, but you've
gol to aspire to that.”

Bradshaw, “We have 24
departments and we view them
as individual businesses because
they really are. There is a man-
ager in each business.
Everybody's got a budget. There
are certain philosophic and

policy-driven parameters to operate
within, but within that framework,
people make whatever decisions they
want. Literally. | don’t say you hire
this person or don’t hire that person.
Or spend that money or don’t spend
that money. If I get a P & L and
you're over on your supply side, then
we’ll talk about that. If you want to
buy blue pens, don’t ask me because
| don’t care. | don’t want to know.
But I do want to know about impor-
tant things. So everyone creates a set
of goals and objectives in the begin-
ning of the year which are consistent
with your budget and are created in
support of your budget. All you need
to do is meet on every single week
about your pursuit of those goals.”
Roger adds, “There is a per-
sonal aspect as well as a professional
aspect here because the two are ob-
viously related. “
Bradshaw, “People own it.
People own their department. They
feel they have the autonomy of mak-
ing decisions and they do in a very
real way. Everyone is tied into a profit
sharing type of bonus system so if
the club does well, they do well. If
we have a poor year, they don’t geta
banus check. Roger and Elaine are
(See Bel Air page 30)



{_“UR FITNESS FM" SYSTEMS
- MEAN TWO GREAT CHOICES.

YOUR RADIO OR THEIRS.

FITNESS FM FITNESS
PLUS FM

Specially designed FM radios are atlached to Members use their personal radios to
cardio equipment-members use headphones to tune into TV or music selections via an
listen to TV or music selections. FM transmitter.

If you're looking for an FM system, you can’t go wrong with Fitness FM.
You can offer your members Fitness FM PLUS complete with FM radios
that are compatible for use with any FM transmitter or Fitness FM
where your members bring their own radio. To find out more about
Fitness FM’s great choices, call 800-227-3461 or 404-848-0233.
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the task that he or she was hired to
do. But all employees also share a
common goal; to assure their cus-
tomers" enjoyment and Camp
Thoreau, Inc.'s business success.
They believe personal involvement
is the key to establishing a satisfied
clientele who will return year after
year.

Management also empha-
sizes that to be successful, their
business must balance the needs
and expectations of its customers
against the needs and expectations
of its staff. Thoreau strives to strike
that delicate balance effectively.
Thoreau management emphasizes
that, after all, Thoreau is about
people, working together and to-
ward common goals and personal
fulfillment.

Be Fre
Nwofm lfa

& ‘ e strive to be a su-

perior service organization. Lo-
cated in a unique setting, we pro-
vide educational and recreational
opportunities in a fun, comfort-
able and caring environment.

CORE VALUES:

ETHICAL: Our foun-
dation is based upon the pillars of
honesty and integrity which sup-
port all business decisions.

QUALITY: We will
treat every customer as we would
an honored guest in our home,

TRADITION: We were
founded based on the philosophy
of embracing the simplicity of life

and striving to achieve one’s per-
sonal best.

FUN: We will always

f Your
it In Only

Days...

KIGK IT

Safely and Simply eliminates
nicotine ecravings without
the withdrawals typically
associated with quitting.

Effective for all forms of tobacco use.
No drugs, all natural herbs.
Addresses withdrawal and weight gain.
100% Satisfaction Guaranteed!

-

Tremendous Income Opportunity
for Clubs or Fitness Professionals

* Please contact your LifeSeience Consultant for
further information and pricing.

W. Preston Fields
1-888-294-2138
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try to make you smile.

SPIRIT:  We strive to
create and maintain an environ-
ment that fosters growth
and enhances relationships.

CONSERVATIVE: We
are committed to grow and suc-
ceed, while remaining fiscally
responsible.

1999
BUSINESS GOALS

Dcvclop and imple-
ment a business strategy that in-
creases operating budget profit-
ability over each of the next five
(5) years by 20% per year. The
funds will be used to retire exces-
sive short-term debt generated
during the 1998 relocation and
expansion.

Develop and implement
sound employee training and ac-
countability programs that allow
us to effect positive cultural
change and enhance our core pur-
pose.

Re-evaluate our organi-
zational structure and restructure
to position the company to better
serve the emerging opportunities
and growing demands on the
company by providing the lead-
ership foundation for the future.

Develop and execute a
strategy to involve the company
in community projects and oul-
reach with the goal that the com-
pany became known and re-
spected by the community as a
leader in its field.

_TODD PULIS -
The Visionary and
Industry Leader

i ‘ hen Todd was a

youngster he recalls attending
American Camping Association
conferences with his Dad,
Clifford Pulis. It was there that
he first learned the value of shar-
ing business secrets and ideas
with others. That exposure
planted a leadership seed in Todd
Pulis that has been very signifi-
cant in his career and in the de-
velopment of our industry nation-
wide.

Years before IHRSA
came along, Todd Pulis created an
original roundtable group of six
New England area club owners.
The group met once a month to
discuss the many topics involved
in the ownership and manage-
ment of tennis clubs of those
days. Todd enjoyed learning from
and sharing club business infor-
mation with Dale Dibble and
Dick Trant and several others who
were members of the Tennis Club
Owners Roundtable (TCORT).
He carried that experience for-
ward with him to stimulate other
sharing and learning opportuni-

ties with others.

Later, Pulis was in-
volved in an organization called
“Group 13", also known as the
New England Regional Indoor
Tennis Association. After that,
Pulis became involved in Chi-
cago-based, National Tennis As-
sociation (NTA).

In 1980, Todd Pulis and
Dale Dibble, representing The
National Tennis Association,
(NTA) and Peter Donahue, Jen-
nifer Michell and yours truly, rep-
resenting the National Court Club
Association, (NCCA) attended a
meeting in Chicago where the
first steps for the founding of
IHRSA were taken. This meet-
ing had been arranged by Rick
Caro. IHRSA was Rick Caro’s
idea. Caro, at the time, was sery-
ing on both the NTA and the
NCCA Boards. The tennis group
(NTA) and the racquetball group
(NCCA) soon after sent delegates
to the original founding meeting
held in New York City in 1980.
Todd Pulis was elected and

served as a Board Member of

IHRSA and served as the 3rd
President of the Association in
1985. Todd still serves on the
IHRSA Advisory Council. In
1990, Todd was honored by the
Association with its prestigious
Distinguished Service Award, an
honor that was well deserved.

When asked about his
feelings about IHRSA, Todd Pu-
lis minced no words with his
praise of the organization he co-
founded and served as leader for
18 years. Pulis, “I can’t speak
highly enough of IHRSA. 1think
every industry-needs a spokesper-
son, a group to provide govern-
ment representation, and services
for the members of the industry.
All of this and more is provided
worldwide by IHRSA. 1 don’t
think the industry would be
where it is today without an or-
ganization such as IHRSA. |
think we’re so fortunate to have
John McCarthy as the Executive
Director of IHRSA. The fact that
it brings people together is ex-
traordinarily important. There
needs to bea glue, a cement and
cohesiveness within the industry
and I think IHRSA provides that.
The forum IHRSA provides for
education is second to none. The
exposure lo what is happening is
important. I've contributed a lot
to the IHRSA cause over the
years, but I've received back
much, much more than ['ve
given.”

Todd Pulis, An
Industry Legend
Considers The Future

Makc no mistake

about it. Todd Pulis was an in-
dustry luminary long before he
and his family decided to move

to the new Forest Ridge location
in Concord, MA. His views are al-
ways conservative, are most often
correct and are respected by his
peers. His bank of knowledge and
experience is very much like a na-
tional resource for our business.
We asked Todd Pulis about his
views of the future of the health,
racquet and sportsclub industry and
here is what he had to say: “The
future is a hard thing for me to sit
here and predict. | believe in this
industry. It's a young industry and
I know we have a lot of challenges
ahead of us. When society recog-
nizes that what we do is a way of
preventing aging and disease and
when we as a society take a more
preventive approach to healthcare
and medicine, we should see the
industry thrive even more. | be-
lieve there is a lot of opportunity
out there. Our sociely changes
slowly. The whole medical/
healthcare ficld is a disaster in
many people’seyes. It is very po-
litical and a maze to work through.
If we can get the medical commu-
nity to realize that when people are
healthy in mind/spirit it has a lot
to do with their physical condition
and well being. There is a mind
over matter connection. If we can
work with people, make sure they
are happy, connect them with oth-
ers, and give them a good-fun time
in a caring, comfortable, safe en-
vironment, we will create a better
society. In terms of our company,
we are going to find new and bet-
ter ways for members to have fun,
ways to impact their health and
state of mind. We're in the recre-
ation business. The business of re-
creating oneself when he is ina lei-
sure-time mode - a chance for them
to back away from the pressures of
daily routine and do something
they enjoy. 1 believe we're in the
business of affecting people’s ba-
sic needs of affiliation and achieve-
ment. Our core reason for being is
to provide opportunity for people
to participate in something they
enjoy and to gain a reward from
that participation. We're trying to
offer people the best place and
source of activities for their leisure
time. We want to make them feel
good, to reduce their stress and
make them feel better each time
they are with us.”

This writer says AMEN!

(Our thanks to Todd Pulis
and Faith Pulis and their organiza-
tion for their assistance with this ar-
ticle. Portions of this article were
reprinted in their entirety from train-
ing and other materials provided by
Thoreau, Inc. Norm Cates, Jr. is the
Publisher of The CLUB INSIDER
News and a 25-year veteran of the
healtl, racquet and sportsclub indus-
try. Cates was a co-founder of
[HRSA with Todd Pulis and the 1st
THRSA President in 1981.)
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Questions about PACE?
Here’s all the Answers!

By Rande LaDue

Continued from last month’s article:

e IfIdo PACE, do I
still need to do other aerobic
workouts?

A. Only if you want to.
PACE far exceeds the minimum re-
quirements to improve aerobic
function as established by the
American College of Sports Medi-
cine. Your resting heart rate will
decrease dramatically as a result of
regular PACE workouts. Let your
body be your guide; if you are a be-
ginner and feel great after a PACE
workout, stick with just PACE for
awhile. If you are a fit individual,
you will find PACE an excellent
cross-training tool, but you will
probably want to supplement it with
other cardio pieces.

Q. I've been taught to lift

and lower weights “in a smooth,
slow, controlled manner”,
PACE seems to be the exact
opposite? Why?

A. Exactly! Remember
hydraulic resistance is the key to
PACE, not a weight. The faster,
harder one pushes against hy-
draulic resistance (at their own
fitness level), the greater the re-
sistance. No other manufacturer
can make this claim; which is
why it is common to see a se-
nior or deconditioned person
work out right alongside a very
fit person at the same resistance
settings. No other equipment al-
lows you to workout to the beat
of the music.

Q. Is PACE safe for
kids?

A. Absolutely! Be-
cause of the double concentric
nature of hydraulic resistance,
there is no fixed load against the
muscle or skeletal systems, so

PACE is very safe for kids. There
is also no peer pressure because
no one can see how much you
can orcan't lift. PACE is like mu-
sical chairs with fitness thrown
in as an added benefit. For those
kids from ages 6-12, we suggest
Kids’ Pace from Kidzfit Interna-
tional (888-497-1300), for ages
13+ we suggest our own line of
adult PACE equipment (Pro*Fit
Enterprises 888-604-2244). We
both use the same manufacturer,
but Kids® Pace is downscaled to
fit the smaller child.

Q. Is PACE better
than dieting?

A. Yes! Any exercise
program is better than just diet-
ing alone. It"s a fact that PACE is
less intimidating than conven-
tional weight stack equipment or
free weights, so it tends to attract
the overweight market. Proper
nutrition combined with a good,
safe exercise program is the best

way to improve health and change
body composition permanently.

Q. Will I get bored from
PACE?

A. Chances are that you
will eventually get bored of any if
you do the same thing every day.
That's why we send an ACE Cer-
tified Trainer to your facility to talk
about changing formats, music,
eic. to avoid the “boredom factor”.
PACE is probably not a program
that someone will do forever.
PACE is an excellent introduction
into the club, especially for those
deconditioned people we men-
tioned, then to gradually transition
them into the general population.
PACE is a tool and should be used
as such. There is no other non- in-
timidating, no muscle soreness
program that you can offer a be-
ginner. PACE will make selling a
Personal Training Program very
easy.

Q. Is there research to
back up the benefits of PACE?

A. Lots. PACE is the result
of over 20 years of research and test-
ing by noted exercise physiologists
and fitness experts from around the
world. Ibis research has established
foundation on which fitness centers,
aerobic studios, hospital wellness
centers, retirement centers, schools
and corporate fitness centers have
built their successful PACE pro-
grams. For copies, write to Henley
Healthcare, 120 Industrial Blvd.,
Sugar Land, TX 77478.

For additional information
or a free PACE video, call Pro*Fit
Enterprises at 888-604-2244 or visit
our website at www.pacepro-fit.com.

Pro*Fit Enterprises is rec-
ognized by the American Council on
Exercise (ACE) as a Continuing Edu-
cation Specialist.

Before beginning this or
any exercise program, consult your
physician first to ensure your
health & safety.
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e Save money using National Gym Supply’s quality
replacement paris.

e Stop losing pins by installing NGS Weight Selector Pin
Leashes.
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* Use our Replacement Belts and Decks. Ours last longer
at a fraction of the cost.

e Call NGS for electronics repair for StairMaster 4000PT,
Lifecycle (most models), Gauntlet, Gravitron, LifeRower,
ClimbMax, LifeStep, Trotter, Trackmaster, Precor and
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* Make your treadmills last longer and draw lower amps
using our amazing new NGS Deck Lubricant.

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

epeanrs equipment. To receive your
P R FREE CATALOG...
' ' Call 1-800-GYMPART or visit our
web site at gympart.com!
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INTRODUCING CAPITOL REPORT

Capilol Report isa new
WEEKLY update from IHRSA’s
Government Relations Department.
Each one-page Capitol Report will
provide concise, timely news about
legal and legislative issues affect-
ing your club. It will replace the
monthly FAIR GAME and GREAT
Report. Capitol Report is reprinted
this month in the CLUB INSIDER
News courtesy of IHRSA. If your
club is not an IHRSA member, this
is just one of many IHRSA benefits
that you are missing out on that will
help your club. To join IHRSA,
call: (8B00) 228-4772.

WHO YOU
CALLIN’ PESKY?

In the April, 1998 issue
of Perspective, the national maga-
zine for YMCA directors, Editor
Steven A.Kendall wrote: * In the
adult fitness area it hasn’t been
quite so easy. Our engineering and
marketing skills haven’t made a
difference in one important way.
Those pesky health clubs just
won't go away. Worse, there isn’t
much difference between fitness

the Y way and fitness the health .

club way. We just haven't been

....Norm's Notes

continued from page 5

ness Centers to 24 Hour Fitness.
The facilities are located in Boul-
der and Longmont Colorado.

I noticed that the state of
California has declared October to
be Workplace Fitness Month once
again. RAY WILSON had worked
with California Assemblyman,
HOWARD KALOOGIAN, back
in 1995 to get legislation passed the

you will be able to:

WANT RESULTS?
BE RESPONSIB

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

first time Workplace Fitness
Month was declared in October.
While IHRSA gave kudos to the
California Assemblyman in their
final issue of FAIRGAME, they
failed to give Ray credit for start-
ing the idea in the first place. So,
for the record, congratulations go
to: RAY WILSON, HOWARD
KALOOGIAN and to IHRSA for
providing the “Economic Ben-
efits of Regular Exercise” bro-
chure as a tool to sell the idea at
the California State House.

special.”

"If the fitness market was
huge, this wouldn’t be a problem.
Y’s and health clubs could share
the market and everybody would
be very successful. But we all have
been selling to a limited market -
the small minority of Americans
who exercise regularly,.”

We ask you, does this
sound like an organization that is
not in the health club business? By
the way, Mr. Kendall shouldn’t get
his hopes up because those “pesky”
(i.e. taxpaying) health clubs are
going to be around for a long, long
time.

DID YOU KNOW that
YMCA of the USA National Ex-
ecutive Director David Mercer’s
salary in 1996 was $251,217?

SENATE PANEL
ASKS IRS TO

_ EXAMINE TAX-

EXEMPT CLUBS

Thc Appropriations
Committee of the U.S. Senate has
asked the Internal Revenue Service
to make sure that nonprofit orga-

nizations that provide fitness ser-
vices do not compete unfairly
against taxpaying health clubs.

Committee members
attached the request to the Trea-
sury Department Appropriations
legislation that is currently mak-
ing its way through Congress.
The request states:

The Committee is
aware there has been significant
growth in health club and fitness
services. Intensified competition
has developed a market for profit
and tax-exemplt health clubs.
With certain tax-exempt organi-
zations moving away from their
core purpose, questions arise as
to whether they are engaging in
commercial competition with the
for-profit sector.”

Since the Senate Com-
mittee made the request, lobby-
ists for the YMCA have been suc-
cessful in amending the language
in the House of Representatives
to exclude the YMCA activities
from scrutiny. The amended lan-
guage focuses on lax-exempt
hospitals and colleges and uni-
versities. However, James J.

McGovern, a former top charity
regulator for the IRS, said that the
small business lobby, which for
years has been frustrated with the
lack of interest of the tax-writing
committees in Congress to address
the unfair competition, has found
an ally in the Senate.

McGovern told The
Chronicle of Philanthropy that the
IRS would be responsive to the
Senate Appropriations Committee
request because “its funding is at
stake.”

(The Senate request was
adirect result of a coordinated lob-
bying initiative this summer by
IHRSA and Bally Total Fitness.
See the October issue of CBI
Magazine for more information on
this lobbying effort.)

MORE THAN TWENTY
legal and legislative briefing pa-
pers are available FREE to IHRSA
members. Visit the member-only
section of www.ihrsa.org or call
Fax-On-Demand Service at (888)
658-8611. Use your member num-
ber to view or receive documents.

LE!

"ResponsiBLE MANAGERS GET ResuLts"”

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

* Focus your organization (and yourself) on producing the skills, attitudes, and abilities that form the foundation of responsibility
* Focus people on taking responsibility for RESULTS not just activities
* Develop responsibility to the customer and the organization

* Break down barriers to taking responsibility that exist in society as a whole, as well as in individual and corporate mind-sets
* Initiate and sustain meaningful change
* Enhance collaboration and team efforts throughout your organization
* Elevate problem solving to a strategic, ongoing process and develop optimal solutions to problems using a proven seven-step method
* Overcome organizational cultures that block teamwork
» Create an organization that inspires responsibility in its workforce, and more.
S S S S S S S S S S S S S SN S S S S S e
PLEASE mai, pHONE OR FAX YOUR ORDER:

Faust MANAGEMENT CORPORATION

10085 Carrorr Canyon Roap, Surte 210

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

YES! PLEASE SEND ME THE FOLLOWING:

"REspONSIBLE MANAGERS GET Resurts!”
(Please indicate number of books ordered. CA residents please add sales tax.)

Amount.

03 (€8] o

3

$24.95eA

Shipping & Handling:
Add $3.00 per book
International rates slighily
higher. Please call/fax
for exact amount.

Exp. date

Name
O Check

Company
Street Address,
City/State/Zi

< & Card Number
Daytime Ph

4 or. Signature

e
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HOME RUN
HEROES

This is the stuff of legends. Two of baseballs

brightest stars shattering every home run record

in the book.

As a fitness company, this remarkable baseball
season has reminded us of how good it feels to
accomplish what you set out to do. Whether it’s
an exceptional athletic performance, or in our
case, introducing new products that break a few

records of their own.

Fifteen years ago, StairMaster whalloped one out
of the park with the introduction of the
stairclimber — a revolutionary new product that
took the fitness industry by storm. Today, there
are more StairMaster” stairclimbers sold
worldwide than any other brand.

i : StairMaster” 4000 PT®
Our most exciting new product, the StairMaster i

FreeRunner™, is a revolutionary elliptical

striding system. According to the Fitness

Directors and health club members who have 488
tried it, the FreeRunner just knocked the bglf out

of the park.

For more information about all of SidirMaster’s
new products — including the exceptional new
FreeRunner, call 1-800-635-2936.

And while we can't offer you a piece of birthday

cake, we can offer you some special prices during  FredRunner™® Elliptical J’
StairMaster’s 15th Year Birthday Celebration. Systems oL

Call us for details!

12421 wmm‘nmdﬂ-ﬁ Sutte TWM, WA 9
: - —800’-635'2236 . atEa
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The Simple & Poweriul

Club Management System

TO be any easier to
use, it would have
to run itseif...and it
practically does!

Photo-imaging Check-in
Unlimited Report Capabilities
Automated EFT

L (i, i, (i ¢

Full Service Customer Support
(Phone, Fax, Seminars)

S0, make the first call right now. Dicil 1-800-554-CLUEB

and see how easy it is to get ClubRunner working for you.

Club

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

Illlller 7 1 (800) 554-5?5?5%@3??22%5




ITABILITY

"

-4

3¢ Isolate costly mistakes in your sales strategy

‘ﬁ{ Increase your traffic in 30 days
WITHOUT slashing prices!

jies }f} Build loyalty and enthusiasm in your staff with
the R.O.A.R.! philosophy

3¢ Professionalize your staff and management
};‘} On Site Training & Consultms Available:

Premium Performance Training p of proven, successful programs to choose
from, and all programs are customized tovour club’s specific needs and goals. Choose from the
programs below, or have PPT develop an entirely new program for your organization.

SALES TRAINING

* Polishing Your Sales Skills for Shining Success * Turning Calls Into Ap so
* Low Profile Sales sams for High !'roﬁle Success * 20 Tips to Increase l'rafﬁc in 30 Days
* Avoiding the istakes in A bership Sales  « 15 Hot Tools to Close More Sales Now

Mnu:rlng the Emotional Energy in the Sales Process  » Dancing Through the Cycles of Selling
* Are You Qualified to Close? Develop A System
That Makes Asking for the Sale Simple

SERVICE TRAINING

* Personally and Profitably Strengthening the Par hip Bety the ber and the Club
* Creating A Partnership Between Front Desk and Membership Sales Staff
* Are You Engaged Yet?

* Front Desk and Fitness Staff: 20 Tips to Be Your Own "P.R.” Expert

MANAGEMENT TRAINING

* Service Systems at Our Clubs: Who Do They Really Serve?

* Tools to Create and Manage A Super Star Sales Team

* Time Management and Prioritization: Do You Manage Time or Does Time Manage You?
* Who's Running the Show: Your Team or Your Ego?

* Results Driven Training by Training the Trainer

iff' Books, Tapes & Other Tools:

Karen D. Woodard

PRESIDENT

Karen has been an owner and operator in the fitness == e
industry for over thirteen years, and here’s what E 20 ﬁps to - e
4 audiences consistently say about her: .. 120 WAYS Close More .
r “Karen is a high-energy, impacting teacher!” SHR B $a|es Now!
“Refreshing. Love the interaction!” :
“Presents practical tools in a creative way.” : ez ..,..:.;:.":'%‘.:‘:;
“She took me to a new level, this stuff really works!” = - i

PLEASE SEND ME: Books @ $15.00 each _ Tapes @ $20.00 each MAIL YOUR ORDER TO ADDRESS

—Flash packs @ $10.00 each ____ Information on PPT services AL SSLION OF PAGE
Name Club Position
Address Phone
Please include $4.95 for shipping and handling on total order. Check enclosed for:
VISA / MC Exp. date Your signature

um Performance Training
ULDER, CO 80302 * Phone 303-417-0653 « Fax 303-417-1747 » kdw500@aol.com
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..Fairgame

continued from page 18

line this tax-exempt request is,” said
O’Donnell. Hospital officials said
that they would provide information
to answer the Board’s concerns. For
their part, club operators will make
sure that the Board members get all
the facts, not just the hospital’s ver-
sion.

It’s important for the pub-
lic to realize that club operators are
supporting the hospital's move into
fitness. “We encouraged them to
build a facility but (we told them)
just do it for profit,” said
O'Donnell.

ONE VICTORY SPARKS
ANOTHER

Acling on a February
IHRSA alert advising club opera-
tors to review a recent Missouri
sales tax decision, Peggy Chirban
of Vessell’s Fitness Complex in
Rolla, MO, decided to dispute her

sales tax bill.

Chirban learned in Au-
gust that her diligence has paid
off-big time! The State is refund-
ing $40,000 that the club had paid
in sales taxes over the past three
years!

More than 800 members
of Vessell's Fitness Conplex mem-
bers will also benefit, as they will
no longer have to pay the 6.75%
tax on their dues. “Like IHRSA, |
believe that government should
not tax healthy behavior,” said
Chirban.

When the tax was origi-
nally passed, Chirban made it
clear to her members that she
wasn’'t raising her dues, the gov-
ernment was. “It’s only fair that
with the elimination of tax, my
members should benefit,” she
said.

An added bonus is that
her members recognize that
Chirban went to bat for them,
spending considerable time and
energy to dispute the tax. A ges-
ture that, no doubt, will not be
soon forgotten.

Normny Caten’

CALIFORNIA PROCLAIMS
OCTOBER TO BE WORK-
PLACE FITNESS MONTH

The California Legis-
lature has once again proclaimed
October to be Workplace Fitness
Month. By doing so, legislators
hope to encourage all Californians
to participate in regular exercise
programs and physical activity.

IHRSA sent a copy of the
resolution to its 500 member clubs
in California along with several
event and program ideas for the
month. For more information,
visit the Government Relations
_section of IHRSA’s web site (http:/
Jwwwiihrsa.org). There you can
download and access the resolu-
tion and gain access to a Wellness
Resource Guide produced by the
State of California.

IHRSA commends Cali-
fornia Assemblyman Howard
Kaloogian for sponsoring this
resolution. The first California
“Workplace Fitness Month” reso-
lution was in 1995 and contained
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research from IHRSA’s Economic
Benefits of Regular Exercise bro-
chure. The 1998 resolution cites
the 1996 Surgeon General’s Re-
port on Physical Activity and
Health and the Legislature’s past
support of efforts that recognize
and encourage physical fitness.

HIGH COURT PROTECTS
HIV-POSITIVE FROM
DISCRIMINATION

Earlicr this summer,
the U.S. Supreme Court ruled that
the Americans With Disabilities
Act (ADA) clearly protects those
with HIV (Human Immunodefi-
ciency Virus) from discrimination,
even when they display no out-
ward symptoms of infection. The
case involved a dentist who re-
fused to treat an HIV-positive
woman in his office for fear of
contracting the virus.

“This isn’t about dentists’
chairs,” Matthew Coles, director
of the American Civil Liberties
Union’s AIDS Project, told the
New York Times. “It's about ev-

erything the Americans With Dis-
abilities Act covers,” such as em-
ployment and public accom-
odations.

Just as health care provid-
ers cannot refuse to treat those with
HIV, health club operators cannot
legally restrict HIV-positive indi-
viduals’ access to their facilities or
services, The ADA allows people
with disabilities to be treated dif-
ferently only if they pose a “direct
threat to the health or safety of oth-
ers.” Current medical knowledge
holds that normal health club ac-
tivities do not pose such a threat
“Casual social contact such as shak-
ing hands, hugging, social kissing,
crying, coughing, sneezing... swim-
ming in pools, bathing in hot tubs,
or from eating in restaurants.”

The best practice is to take
“universal precautions.” That is,
when cleaning or administering
first aid, treat all blood and other
potentially hazardous body fluid
and material as if it were indeed
hazardous. For a legal briefing pa-
per on AIDS, call IHRSA. (800)
228-4772.
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able, high-quality fitness equipment
for commercial and consumer use.

Famous Chemist
Invents L;:fe%cle Bike
to Quantify Exercise

ects

Tbe Lifecycle bike be-
gan its historic ride as a scientific
challenge of acclaimed chemist
Keene Paul Dimick, Ph.D., of Cali-
fornia. Dimick is credited with be-
ing the first to develop and manu-
facture gas chromatographs, a cor-
nerstone of analytical chemistry and
a huge commercial industry. Adap-
tations of his work have countless
applications today, including the gas
chromatograph used by police to
analyze alcohol content in the
breath. Dimick created the original
machine while researching the
highly complex flavor component
of the strawberry for the U.S. De-
partment of Agriculture. He started
his own gas chromatograph com-
pany with his brother-in-law, Ken
Wilkens, in 1956.

Dimick sold his successful
business, Wilkens Instrument & Re-
search, nine years later. Retired at
age 50 and seriously out of shape
from years of sitting behind a desk
without exercise, Dimick bought a
stationary bike from a department
store. Despite excruciating back
pain that made it hard for him walk,
he started riding. Dimick noticed
positive effects in his physical con-
dition, but being a scientist, wanted
to quantify his results more pre-
cisely. He upgraded to a more so-
phisticated bike from Sweden, but
it still provided no way to measure
how fast or effectively he was get-
ting into shape.

Dimick sought the help of
Dr. Kenneth Cooper to analyze the
effects of exercise. Dr. Cooper, fa-
mous for coining the term “aero-
bics,” had studied fitness programs
with thousands of subjects in the
U.S. Air Force. From Cooper,
Dimick learned to quantify good
aerobic conditioning using the
“Maximum Oxygen Intake” (MOI)
number, or the amount of oxygen
that the body is able to take in dur-
ing exercise. The more fit a person
is, the more oxygen the body can
take in and the more “work” (out-
put or exercise) the person can do.
This MOI number also enabled
Dimick to establish a relative scale
of fitness against which individuals
could be measured. For reasons un-
known, Dimick called his fitness
calculation “MOU," or maximum
oxygen uptake, which is how it is

referenced in this document.

Armed with a calculable
MOU number to quantify acrobic
conditioning, Dimick proceeded
to develop a stationary bike that
would measure and track fitness
progress. He intended to create a
piece of motivational aerobic
equipment for out-of-condition
executives who preferred to ex-
ercise in the convenience and pri-
vacy of their homes. Based on the
notion that cycling improves fit-
ness, and being in good shape can
extend one’s life, Dimick and his
wife, Adele, named the bike the
“Lifecycle.”

Features of the
Electronic Exercise
Cycle

T[‘le Lifecycle bike is
widely believed to have been the
first exercise bike in the world to
use electronics that interacted
with the user. Dimick called this
box of electronics the “Electronic
Coach™ and mounted it onto the
handles of the cycle. After the user
selected a resistance level, the
device programmed a 12-minute

- workout and measured pulse rate,

pedal repetitions per minute
(RPM) and calories used per hour,
It is the predecessor of the con-
sole found on nearly every sta-
tionary bicycle today.

Pulse measurement was
one of the biggest technological
breakthroughs of the Lifecycle
exercise bike. Dimick designed an
ear lobe clip to be worn while the
user was riding the bike. One side
of the clip was a light source, and
the other side contained a photo-
sensitive device that detected
when light came into it. As the
rider’s heart beat and pumped
blood throughout the body - in-
cluding the ear - the ear lobe
would get more opaque, and less
light would get through it to the
photosensitive device, When the
user’s heart relaxed and blood
drained out of the ear lobe, more
light would penetrate through the
earlobe and be detected. Dimick
connected the ear clip through the
Electronic Coach of the Lifecycle
exercise bike to a gauge that con-
tinuously displayed the rider’s
pulse rate.

Dimick had also devel-
oped a slide rule-like device that
allowed a user to input age,
weight, sex and selected exercise
program level, 10 being very easy
and 100 the most difficult. The
slide rule would take this infor-
mation, combine it with the
exerciser’s pulse rate at the end
of a riding “test period,” and au-
tomatically calculate the person’s
MOU. The measurements were

amazingly accurate. To test it,
Dimick would occasionally smoke
acigarette in the afternoon and then
ride the Lifecycle bike the next day.
The fitness calculations would
show a several point drop in his
MOU.

Another technological
first of the original Lifecycle exer-
cise bike was the concept of pedal-
ing at a constant speed, or RPM,
and having the bike intermittently
introduce different “breaking
loads” to simulate going up and
down hills. This approach was in-
spired by Dr. Cooper’s research
which clearly demonstrated that
wind sprints, short spurts of accel-
erated energy output, produced the
quickest aerobic response and pro-
moted fitness faster. Dimick
wanted to create a short exercise
program that busy executives could
do just three times a week to get
greal results, so he again turned to
Dr. Cooper.

Through his research, Dr.
Cooper found that if people could
run 1 1/2 miles in 12 minutes four
times a week, they would improve
their aerobic capacity and be acro-
bically fit. The pair took Dr.
Cooper’s 12-minute running pro-
gram and converted it into a 12-
minute cycling program that people
could do in the convenience of their
homes using a Lifecycle bike to
achieve the maximum aerobic ben-
efit in the shortest period of time.
The program included a series of
four simulated hills, each one
slightly more difficult to pedal than
the last. It could accommodate ev-
ery exerciser - from the de-condi-
tioned individual to the advanced
cyclist - via a selector switch that
changed the virtual steepness of the
terrain (pedaling difficulty) based
on what exercise program level the
rider chose. This original 12-minute
program, the precursor to the highly
refined interval training options
available on many computerized
exercise bikes of the 1990s, re-
mains a steadfast feature on the
Lifecyle exercise bike today.

Hard to Pedal Ahead
Of Its Time

In the early 1970s,
Dimick started a small manufactur-
ing and assembly facility for the
Lifecycle exercise bike in Concord,
Calif. He employed machinists to
make the parts and Dimick as-
sembled the bikes himself, along
with the help of his son Mike dur-
ing summers. Excited by the inno-
vation and obvious benefits of us-
ing the Lifecycle bike, Dimick
completely overanticipated market
demand. Ultimately, he found the
electronic exercise bike nearly im-
possible to sell.

Exercise was simply
not in vogue at the time, espe-
cially not cardiovascular work-
outs. There were not many
health clubs or fitness facilities
in operation and only a few
weightlifting gyms that did not
focus on aerobic training. A
small number of people jogged,
but devout runners were rarely
interested in bike riding indoors.
Dimick tried targeting doctors
and dentists since they were on
their feet all day. But medical
professionals weren't interested.
Neither were the airline pilots
Dimick thought would be an
casy sell because they had to
pass a physical in order to fly.

By 1973 Dimick’s fi-
nancial advisor recommended he
stop manufacturing the Life-
cycle exercise bike. Priced at
$795, only about 100 bikes total
had been sold. Dimick lost over
$1 million on the project, but he
had had so much fun develop-
ing the Lifecycle bike, and had
golten in such good shape using
the cycle, he had no regrets.

Dimick eventually sold
the rights to the Lifecycle exer-
cise bike to Stars and Stripes, a
newspaper targeted to the U.S.
Armed Forces worldwide, The
publisher presumed that the rea-
son behind the bike’s lack of suc-
cess was inadequate marketing,
since Dimick was foremost a
scientist and not a salesman. He
purchased the Lifecycle bike for
$250,000 and invested an addi-
tional $500,000. As before, the
money was lost. There was still
no market for the electronic ex-
ercise bike.

Industry Legend
Mounts Lifecycle
Bike in Pursuit of

Cardiovascular
Fitness

A.round the time the

Lifecycle bike marketing efforts
were failing in California, Ray
Wilson - legendary health club
pioneer and fitness entrepreneur
- had a fortuitous conversation
witha friend and member of one
of his clubs in Texas. Astronaut
Captain James Lovell, then
Chairman of President
Kennedy’s Council on Physical
Fitness, convinced Wilson that
cardiovascular training would be
the next fitness wave of the fu-
ture because of growing aware-
ness from school education pro-
grams that a healthy heart is es-
sential to leading a long and pro-
ductive life.

Wilson already had an
unparalleled track record in cre-
ating and capitalizing on indus-

try trends. His successful national-
membership health club chains like
American Health/Silhouette were
among the first to bring the benefits
of exercise to mainstream adults, as
well as bodybuilders and kids. He
also popularized the use of “spa”
amenities to broaden the appeal of
fitness facilities by opening Trim
and Swim Spas, Presidents First
Lady Spas, and the Executive
Health Club chain. Now, with the
goal of improving the health of
America, Wilson vowed to focus on
cardiovascular training as the next
revolutionary direction in fitness.

Then a dramatic personal
inspiration was added to his profes-
sional quest. Atage 32, Wilson was
warned by his doctor that if he
didn’t change his diet and workout
regimen, he may die more prema-
turely than his father who suffered
a fatal heart attack at 48. Wilson
became even more determined to
find a machine that could provide
the aerobic exercise he needed to
strengthen his heart, and at the same
time enable him to deliver cardio-
vascular fitness to the masses.

Wilson discovered the
Lifecycle exercise bike while vis-
iting his sister in aly in 1973, His
nephew, Eddie Cheever, Jr., winner
of the 1998 Indianapolis 500, was
14 at the time and the European Go-
Kart champion. He told his Uncle
Ray, “Try this machine - you'll re-
ally like it!” Wilson was so im-
pressed with the “big green ma-
chine” that he traced the location
of the manufacturing facility from
a tag on the bike. He went to the
Lifecycle exercise bike factory in
Concord and found it closed. When
Wilson eventually tracked down the
inventor, Dimick explained that the
rights to Lifecycle bike had been
sold to a publisher who still owed
him $100,000.

Dimick still believed
strongly that the Lifecycle exercise
bike was something the public
needed, and he wanted his inven-
tion to have another chance. So,
Dimick forgave the publisher’s debt
in exchange for return of the
Lifecycle bike, and he sold it to
Wilson for a token $50,000.

More Bumps Ahead

w ilson proceeded to

re-open the Lifecycle bike manu-
facturing facility. But bound by a
non-compete agreement from the
recent sale of his top chain of Eu-
ropean Health Spas to U.S. Indus-
tries, Wilson could only own five
percent of the company. So he as-
sembled a group and eventually
raised an additional $500,000 for
the Lifecycle exercise bike.
In order to test the bike
(See Legend page 30)
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under mass use and have a place to
work out himself, Wilson opened a
fitness facility on Wilshire Blvd. in
Beverly Hills. Although the venture
was doing well, when U.S. Indus-
tries learned Wilson was involved
they threatened to sue him for vio-
lating his non-compete agreement.
Without Wilson there to guide it, the
rekindled Lifecycle bike effort soon
failed again.

Wilson’s passion and be-
lief in Lifecycle bike never faltered
however, and as soon as his non-
compete contract expired, he at-
tempted to reassemble his group of
investors to try again. No one was
interested, so he bought everybody
else out for $50,000. This time Wil-
son put the finance company he
founded, Travelers Acceptance
Corp., behind the Lifecycle bike
with renewed commitment to rede-
sign and promote the exercise cycle.

Wilson spent the next five
years and approximately $1 million
to refine the original design and to
make the cardiovascular bike a
practical commercial commodity.
Wilson was convinced cardio fit-
ness was going to hit big, and when
it did he was determined to have the
Lifecycle exercise bike perfected
and ready to lead the charge. Think-
ing the name of the product may
have contributed to its history of
failure, he temporarily renamed the
bike “Youthcycle.” Eventually he
returned to the name “Lifecycle” as
most fitting.

By 1977 Wilson was us-
ing the revamped exercise bike in a
new chain of health clubs he started
called Family Fitness Centers.
These facilities were the first clubs
to use large quantities of fitness
equipment, to have coed member-
ships and to offer the dues and ini-
tiation fee-memberships that are
standard today. At the time, Wilson
was focusing more on opening the
clubs, and refining and manufactur-
ing the Lifecycle exercise bike than
on marketing the product.

Nieto Joins Rough
Ride to the Top

‘ ‘ hile Wilson was re-

designing the Lifecycle bike, Augie
Nieto was majoring in finance and
playing football at a small, private,
West Coast school. He also had a
student job as manager of the school
weight gym. During Nieto’s fresh-
man year, he interviewed industry
leader Ray Wilson for an indepen-
dent study project on how to open a
health club. Wilson gave Nieto a lot
of information and inspiration about
the future of the industry, and shared
his convictions regarding cardio-
vascular training and the Lifecycle
exercise bike.

The next year, as a 19-
year-old sophomore, Nieto opened
a small fitness club that focused on
strength training. Wilson brought
the Lifecycle exercise bike to

Nieto’s facility to demonstrate it.
Nieto got so excited about the
product that he sold his club and
borrowed additional money from
family and friends to buy the mar-
keting rights to Lifecycle bike
from Wilson. Nieto immediately
recognized the value of the elec-
tronic exercise bike in terms of its
economic use of space and the
broad range of people who could
use the product. He also knew that
weight training facilities of the day
were not meeting the needs of
members who were concerned
with losing weight. Nieto also be-
lieved as strongly as Wilson in the
benefits of cardiovascular training
and its important role in overall
health and fitness.

In 1977, Wilson and
Nieto partnered to established
Lifecycle, Inc. and began market-
ing the bike to health clubs and
gyms - once again, with virtually
no success, Nieto bought a motor
home and traveled the country try-
ing to sell Lifecycle exercise bikes
during his summer breaks from
school. He sold a total of 11 bikes
in nine months.

But three failed attempts
to bring the Lifecycle exercise
bike to market and millions of dol-
lars lost did not stop the persistent
entrepreneurs. By 1978 the bike
had been converted to solid state
electronics and the bolted metal
frame was replaced by welded
steel for rigidity and lightness.
Wilson and Nieto remained con-
vinced that it was the right prod-
uct at the right time. They decided
price was the problem, so they
simply eliminated it. They gave
Lifecycle exercise bikes away for
free.

Lifecycle Hits Its Stride

hen Wilson and
Nieto began selling the Lifecycle
exercise bike, the price was $3,000
because the bikes were virtually
made by hand. Few health clubs
could afford to take a chance on
the product. But Wilson and Nieto
knew that the people who ran the
clubs were fitness fanatics, and the
partners were confident that any-
one who used the Lifecycle exer-
cise bike would love it. So Nieto
convinced Wilson to ship a new
Lifecycle exercise bike - free of
charge - to 50 of the top club own-
ers and managers across the coun-
try. After giving them the oppor-
tunity to try the bikes in their
homes, Nieto paid each a personal
visit. Wilson backed up the effort
with persuasive phone calls to the
people he knew personally; he had
personal relationships with and the
respect of most of the club opera-
tors in business at the time.

As predicted, almost all
of the targeted customers were so
impressed with the innovative ex-
ercise bike that they agreed to use
itin their clubs. The Lifecycle bike
proved to be such a unique piece
of equipment that many facilities
were able to market it as an “add-

on” product within the club and
charge extra fees for members to
use the bike.

Consequently, Wilson
and Nieto developed a program for
clubs to lease six to ten bikes at a
time, and then split the profits from
utilization charges with Lifecycle,
Inc. By 1980, most clubs realized
it made more financial sense to as-
sume full responsibility for the
lease and keep all of the profits
from fees, and purchased the bikes
outright. This risk-free trial of
Lifecycle bikes turned out to be an
incredibly ingenious and profit-
able marketing move.

Bally: Bike’s Best
Customer Buys
Lifecycle, Inc.

As Lifecycle, Inc. pro-

gressed, Bally Health and Tennis
Corporation, one of the nation’s
preeminent club chains, became
the company’s largest customer. At
one point, a single order from
Bally for 1,000 bikes enabled
Lifecycle to go into mass produc-
tion and lower its costs taking the
company to the next level.
Through economies of scale, tech-
nology and redesign, the sale price
of the product dropped to $2,000.
By 1981, Lifecycle moved into the
commercial club market with huge
momentum.

While Nieto focused on
sales and marketing, Wilson con-
tinued to refine the design and
manufacture of the Lifecycle bike.
He added a touchpad console, in-
creased the number of resistance
levels from 10 to 12 and rede-
signed the mechanical compo-
nents for smoother operation.
Lifecycle used Family Fitness
Centersand Bally Health Clubs as
beta test sites to help fine tune the
evolving product.

Despite their growing
success, both Nieto and Wilson
saw a need for a substantial influx
of capital into Lifecycle, Inc. for
more research and development.
They were brimming with ideas
for advanced equipment, includ-
ing a series of computerized
strength training machines, but
had limited resources. Nieto ap-
proached Bally as a natural fit for
buying the company. The con-
glomerate had access to great en-
gineering talent and manufactur-
ing capabilities in slot machines -
an analogous business to the club
industry because equipment has to
work 24 hours and day, seven days
a week to generate revenue. The
companies shared the same men-
tality of reliability, and Bally
Health Clubs were Lifecycle’s big-
gest customers.

Bally Manufacturing
Corp. of Chicago purchased
Lifecycle, Inc. in 1984 when its
revenues were approximately $6
million per year, named the com-
pany Bally Fitness Products, Corp.
and appointed Nieto executive
vice president. Wilson, in addition
to his portion of the purchase price,

received a five-year consulting
agreement for $250,000 per year
to provide advice about equip-
ment and industry trends, after
which his professional involve-
ment with Lifecycle, Inc. ended.

Under Nieto’s direction,
the company flourished. In 1985
the Lifecycle Exercise Bike 7000
Racer was introduced, featuring
racing-style handlebars, pedals
with toe clips and a slimline seat.
In 1987 the first Lifecycle exer-
cise bike for the home was sold,
and Bally renamed the company
Life Fitness and Nieto its presi-
dent. The year 1990 celebrated
the production of the 100,000th
Lifecycle exercise bike, and rev-
enue grew to $77 million annu-
ally.

Nieto and the
Lifecycle Bike
Remain in the Lead

In 1991 when Bally
decided to sell some of its divi-
sions in order to focus on the ca-
sino and health club businesses,
Mancuso & Company, an invest-
ment bank out of New York, pur-
chased Life Fitness. Nieto was
retained as president and chief
executive officer of the privately-
held company.

Over the years, Life Fit-
ness and the Lifecycle exercise
bike have continued to lead
emerging trends in fitness equip-
ment. Recumbent Lifecycle bikes
were introduced in 1991.
Lifecycle bikes with Heart Rate
Zone Training programs and pat-
ented Lifepulse digital heart rate
monitoring systems were brought
to market in 1992. Electronic
message centers were featured on
commercial Lifecycle exercise
bikes starting in 1995, and belt
drives replaced chain drives the
same year. Upright Lifecycle
bikes also got ergonomic racing-
style handlebars.

Besides attracting atten-
tion and gaining the support of
major players in the fitness indus-
try, the Lifecycle bike has enjoyed
its share of Hollywood celebrity
endorsements. Lifecycle exercise
bikes have also appeared in nu-
merous movies and television
shows, including “Rocky 111"
with Sylvester Stallone,
“Scrooge” with Bill Murray, and
“Seinfeld.”

In 1997 Mancuso &
Company sold Life Fitness for
more than $300 million to
Brunswick Corp., a market leader
in the active recreation industry
based in suburban Chicago. Life
Fitness operates as a division of
Brunswick headed by Augie
Nieto, and is the global leader in
the design and manufacture of a
full line of exercise equipment for
commercial and consumer use.

Through three decades
and eight models, Lifecycle ex-
ercise bikes have set the standard
for computerized fitness equip-
ment around the world, having

pioneered virtually every major im-
provement in technology, ease of
use, comfort and motivating feed-
back. It is still the company’s most
popular product and currently the
No. 1 bike used in commercial fit-
ness facilities. It also ranks first in
its category among consumers
worldwide. Nearly 400,000
Lifecycle bikes have been produced
since its introduction 30 years ago.

From its unlikely begin-
ning as the personal fitness chal-
lenge of a chemist, through numer-
ous failed marketing attempts and
millions of investment dollars ex-
pended, the Lifecycle exercise
bike’s revolutionary ride to the top
was rough. Yet today it sits at the
heart of a multi-billion-dollar
worldwide industry, a testament to
the power of passion - the passion
and foresight of those who believed
in its innovation and the importance
of cardiovascular fitness.

(Life Fitness, Lifecycle,
Lifepulse and Heart Rate Zone
Training are trademarks and/or
registered trademarks of Brunswick
Corporation. Life Fitness, 10601
West Belmont Ave., Franklin Park,
Hll. 60131 Phone: 847-288-3300.)
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very generous with the bonus plan.
I think one of the key things is that
people now have a blueprint for
what they are expected to do.”

Ralph, “ As owners and
managers we have a responsibility
to educate the staff. It's a given,
obviously, the more they know, the
better they are at doing their job.
But there is a business literacy re-
sponsibility which I think is real im-
portant. We are within 1 to 2 per-
cent of our budget and | don’t think
that would happen if we didn’t have
business literacy amongst the staff.”

Bradshaw, “And, the
profit continues to go up, which is
nice. Profit really is a by-product,
but for me, if | don’t produce profit,
then I'm not doing my job. But, we
do it in such a way as to not em-
phasize profit, but to emphasize lit-
eracy, planning and systems.”

Ralph, “And being results
oriented.”

So, there you have it. A
revealing conversation with Roger
and Elaine Ralph with their Bel Air
Athletic Club General Manager,
David Bradshaw. It is easy to see
why Bel Air has reached the levels
of excellence that it has. Our thanks
to Roger, Elaine and David for their
time for this interview and for their
assistance on Parts I and 11 of this
3-part series.

(Norm Cates, Jr. the Pub-
lisher of The CLUB INSIDER News
and a 25-year club industry vei-
eran. Cates was a co-founder of
IHRSA and the Ist President of the
Association in 1981,)
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Try BodyPUMP
Risk-Free For
90 Days

If you’re not completely satisfied, we’ll
refund your money. Guaranteed.

BodyPUMP is not increasing your memberships - and

your profits, we’ll repurchase the barbells including
freight and reimburse the entire three months license fee.
There is absolutely no risk and no better time to put
BodyPUMP on your schedule. Guaranteed.

Simply try BodyPUMP in your club for 90 days. If

BODY

LES MILLS IMTERNATIONAL

AMYIWO) 4315 1ML

This offer is limited, so call The STEP Company today.

800.SAY.STEP * 770.859.9292  www.bhodypump.com
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HAMMER STRENGTH

STEVE YOUNG
NFL All Pro
San Francisco 49’ers

Official Strength Training Equipment of

AMMER STRENGTH

To receive more information on Hammer Strength® heavy duty strength training equipment contact:
HAMMER STRENGTH® ¢ 10601 W. BELMONT AVENUE ¢ FRANKLIN PARK, IL 60131
(847) 288-3300 - 1-800-543-1123  FAX (847) 288-3703




