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Caro And Brentwood Move Fast!



Watch what happens when you
make exercise entertaining.

Members flock in.

“After installing CardioTheater®, members and prospects
went wild. We have recouped 100% of our investment in
less than 3 months...”

Charley Swayne, Owner, Valley View Fitness and Racquet Club

That's why CardioTheater® makes so much sense. Our state-of-the-art,
wireless technology combines exercise with entertainment-value and
offers you a powerful tool to attract new members, improve member
retention and motivate members to keep coming back for more.

Our wide range of systems gives you the flexibility to choose the
right system for your club's success.

CARDIO 7

e Llow Maintenance

EXERCISE THE BODY, ENTERTAIN THE MIND, "

* 3-Year Warranty

1-800-CARDIO-1 = 678-686-4700 * www.cardio-theater.com
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Caro And Brentwood Move
Fast On Growth Build-Up Strategy

Thcrc were rumors - and
rumors of rumors - about a consoli-
dation play by Rick Caro, President
of New York’s Management Vision,
Inc. But once the press announced
that Rick’s relationship with the Los
Angeles-based investment firm of
Brentwood Associates was a reality,
the wheels of this new acquisition
team started to spin and spin fast.

Within just two weeks, the
team announced the acquisition of
Bruce Hendin’s eight San Antonio
Racquetball and Fitness Clubs, leav-

ing Hendin in charge as the new
President of the group’s Texas re-
gion with no staff changes to
Hendin’s operation.

Then, just a three short
weeks later, Caro and Brentwood
bought all ten Spectrum Clubs in
Southern California from The
Sports Club Company and seem-
ingly overnight owned 18 of the
country’s finest quality clubs un-
der a new banner name, Spectrum
Clubs International (SCI). We
asked Caro to answer some seri-
ous questions about the new com-

pany.

Q. WHY DOES THE
INDUSTRY NEED SCI?

CARO: Brentwood
General Partner David Wong,
new SCI CEO Bob Steele and 1
all believe there is a very practi-
cal reason for the company to
reach revenue levels of $300 -
$500 million in the next 3-5
years. Simply, it is the severe
fragmentation inherent in the
club industry today. There are

many successful founders and
owners in small clusters dotting
the country, but they do not ben-
efit from significant economies
of scale or shared resources.
They are big frogs in small ponds
and have grown about as big as
they can with the resources they
have. That is why they are ripe
for SCI's growth build-up strat-
egy. It brings them the resources
they need to get a new, sustained
growth curve and solidify their
positioning in their marketplace
for the foreseeable future.

Q. HOW INTER-
ESTED IS WALL STREET IN
OUR INDUSTRY?"

CARO: “Before | met
Brentwood Associates, | was tout-
ing the potential benefits of growth
build-up strategies at IHRSA. At
an information gathering session
15 years ago, I invited a Wall St.
expert to explain the values of joint
club ventures to a gathering of
member clubs. Then, in 1996, 1

(See Caro page 6)

Robert Steele Named CEO Of
Spectrum Clubs International

LsAngeles, CA — Oct.
20, 1999 — Spectrum Clubs Inter-
national. (SCI) today named former
senior PepsiCo executive, Robert J.
Steele as CEO and President. SCI,
among the largest and fastest-grow-
ing fitness companies in the U.S,,
had searched extensively for a CEO
successful at running large, multi-
unit retail service companies in the
Fortune 50.

Steele formerly was
President of PepsiCo’s London-
based Europe Division, where he
was responsible for all the KFC,
Pizza Hut and Taco Bell restau-
rants in 35 countries. The 25,000-
employee division generated over
$1.4 billion in company and fran-
chise revenues. Steele earlier ran
the Pacific Rim division in Aus-
tralia.

Prior to joining PepsiCo,

("~ Inside The Insider \

«Life Fitness & Hammer Launch
New Products At Club Industry
*L.eaders Of The Future
*Randall - Pejchar Merge
*Retention: The Evolution Of A Member
«Ken Germano Named E. D. At ACE
*Fitness Legend Jack LaLanne Turns 29!
*Senior Fitness: Getting In Shape
K'E-Zone Accelerates Education

4

Steele was CEO of the Sterling
Corporation, a privately held Los
Angeles real estate, entertain-
ment and professional sports
company. His extensive experi-
ence in corporate acquisitions
and real estate is expected to spur
Spectrum’s continued rapid
growth.

Spectrum Clubs Inter-
national was established earlier
this year by Brentwood Associ-
ales, a leading investment firm in
Los Angeles, and Rick Caro, a
26-year fitness industry veteran
and co-founder of the Interna-
tional Health, Racquet and Sports
Club Association (IHRSA).

SCI recently acquired
the eight Racquetball and Fitness
Clubs in San Antonio and the ten
Spectrum Clubs in Southern Cali-
fornia, and will continue its
growth build-out strategy
through acquisitions and new de-
velopment.

“Bob Steele has an out-
standing track record in leading

large, high-perfor-
mance companies with
a strong consumer fo-
cus. He brings a
wealth of experience in
building great brands
and in achieving out-
standing results while
operating in the
world’s most competi-
tive markets. Under
his leadership, we look
forward to building
Spectrum Clubs Inter-
national into a formi-
dable industry leader,”
said David Wong,
General Partner of
Brentwood Associates.

Caro com-
mented that Steele’s

Bob Steele

experience running a company
twice the size of the largest club
company in the fitness industry,
with three times as many sites,
gives him a vision that will chal-
lenge existing fitness industry
performance.

Steele, a Dallas resident,
received his MBA from the UCLA
Graduate School of Management,
his law degree from Boston Col-
lege and his B.A. in Economics
magna cum laude from Tufts Uni-
versity.
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Life Fitness Revolutionizes Treadmills With
'New Edge' Profile And Performance

Redesigned commercial treadmill models combine sleek look with unprecedented industry standards for performance and durability

CHICAGO - Oct. 14,
1999 - Life Fitness, the leading
manufacturer of a full line of cardio-
vascular and strength training equip-
ment for commercial and consumer
use, unveiled at Club Industry two
uniquely redesigned commercial
treadmill models, the 9500HR and
the 9100. Both boast a sleek new
look and unprecedented performance
and durability features.

“The revolutionary high-
tech form and exceptional function
of these treadmills is bound to
recalibrate the industry,” said Augie
Nieto, Life Fitness president. “Life
Fitness has combined the 'new edge’
contemporary look inspired by the
automotive industry with many out-
standing performance features and
durability enhancements in these

treadmills, which will send clubs
and fitness facilities into the next
millennium in style.”

Compelling Style

The bold profile
shared by the new Life Fitness
9000 series treadmills echoes
many of the future concepts from
the automotive industry. Borrow-
ing terminology from the Ford
Motor Co., Life Fitness describes
its treadmills as having a ‘new
edge’ look - one that evolves the
rounded, organic designs of the
1980s and 1990s into an ultra-
contemporary, almost show car
execution.

“Life Fitness began in-
corporating the ‘new edge’ look
with the redesign of our recum-

bent Lifecycle exercise bike line,
which was extremely well-received,”
said Chris Clawson, Director, prod-
uct management, cardiovascular
products. “We've taken it a few steps
further with the treadmills, and cus-
tomers have fold us these machines
look so aerodynamic and enticing
they feel compelled to jump on and
try them!™

Easier Service
and Maintenance

Thc 9500HR and 9100
treadmills debut several convenient
RapidWorks service enhancements
for easy maintenance. The Advanced
Auto Alert diagnostic system records
and time stamps all service and main-
tenance issues in addition to provid-
ing notification for preventative

maintenance. A
new disposable
wax bag and
two-screw ac-
cess service
panel make
waxing system
maintenance
quicker and
easier, and the
Life Fitness
patented auto-
matic wax lu-
brication sys-
tem extends
belt and deck
life three to four
times by auto-
matically wax-
ing the deck at
predetermined
intervals.

New Life Fitness
Treadmill 9500HR

Hammer Strength Introduces
Unique Selectorized Equipment

Unparalleled machines feature Iso-Lateral arms with dual weight stacks

CH]CAGO - Oct. 14,
1999 - At the Club Industry trade
show, Life Fitness introduced a
unique new line of Hammer Strength
selectorized equipment. Called Mo-
tion Technology Selectorized, or
MTS, the new pieces extend the au-
thentic Hammer Strength lifting ex-
perience into the selectorized cat-
egory, offering convenience and ease
of use to a wide variety of exercis-
ers.

"The tremendous popular-
ity of Hammer Strength plate-loaded
equipment has led to a widespread,
long-standing demand for a Hammer
selectorized line," said Augie Nieto,
president of Life Fitness. "We are
thrilled to meet our customers' needs
by extending Hammer's superior feel
and technology into distinctive, high-
performance, casy-to-use select-
orized equipment.”

The new Hammer Strength
MTS line is an ideal complement to
Life Fitness' existing comprehensive
strength training product offering, in-
cluding Life Fitness Strength Sys-
tems selectorized equipment; Life

Fitness Circuit, a computerized
resistance system; Hammer
Strength plate-loaded machines
and Hammer Strength free
weight benches and racks.

Revolutionary design
offers unique,
so-Lateral
selectorized
experience

le Hammer Strength
plate-loaded equipment, Ham-
mer Strength MTS equipment
provides a converging movement
pattern that more closely repli-
cates the body's natural move-
ments. Independent arms allow
users to correct limb strength dis-
parities, train one limb at a time
or continue training one limb
while recovering from an injury
on the opposite side.

"With its introduction
in 1989, Hammer Strength really
created an entirely new move-
ment pattern with its patented
Iso-Lateral technology," said
Greg Highsmith, Life Fitness di-

rector of product management,
strength, and co-designer of the Ham-
mer MTS line. The new MTS series
builds on Hammer's history of inno-
vation and provides unmatched sim-
plicity and biomechanical integrity in
a revolutionary line of selectorized
equipment.

Unique to the MTS design
are dual weight stacks, one for each
arm, preserving the purity of the in-
dependent nature that is a hallmark
of Hammer plate-loaded equipment.
Setting a pin on each weight stack is
analogous to loading weight plates on
each arm on Hammer plate-loaded
equipment. With dual weight stacks,
shorter belts are used, which mini-
mizes potential friction and makes the
machine's arms more directly con-
nected (o the weights — ultimately
helping create the natural, smooth feel
of the exercise.

Hammer MTS offers exer-
cisers tremendous ease of use as well,
allowing them to simply adjust the
seat, set the selectorized pins and be-
gin lifting. The equipment provides
variety to current Hammer plate-
loaded users and provides the authen-

tic Hammer lift-
ing experience
to those who
have not yet
tried Hammer
orwho are more
comfortable us-
ing selectorized
equipment.

Initial

e

Dﬁigned by Hammer
Strength founder Gary Jones, the
MTS machines will feature the
same rugged, durable appearance
offered by Hammer Strength plate-
loaded equipment. The initial MTS
line features an Iso-Lateral row,
Iso-Lateral incline press, Iso-Lat-
eral high row and an Iso-Lateral de-
cline press. The row and the in-
cline press are available immedi-
ately, and the high row and the de-
cline press will be available for de-
livery in February 2000. The ini-

availability New Hammer Strength MTS

Iso-Lateral Incline

manufacturer's suggested retail price
of $3,195. Additional pieces of the
Hammer Strength MTS line will be
introduced in 2000 as well.

The Hammer Strength MTS
line will be manufactured at Life Fit-
ness, Paso Robles, Calif., factory
where Life Fitness Strength Systems,
the company's selectorized strength
training line, also is produced. Like
Life Fitness, Franklin Park, 111, facil-
ity, the Paso Robles factory has earned
ISO 9001 certification, the highest
standard for quality manufacturing
and workmanship.

tial four machines have a




.Congralulalions to
JULIA WHEATLEY of Women’s
Fitness Center, Businesswoman of
the Year, CHRISTINE DENO-
VELLE of Body Elite, Entrepre-
neur of the Year and KATHY
IORIO, Industry Enhancement
Award winner at the as they were
honored at Club Industry
Magazine’s Distinguished Wo-
man’s Awards Ceremony at the
Club Industry Show in Chicago, on
October 14th.

*Qur sincere condolences to
the family of JEFFREY KAISER,
48, of Chicago’s Lakeshore Athletic
Club group who died suddenly on
September 28, 1999. Jeffrey had led
his Lakeshore Athletic Club organi-
zation to become one of America’s
top club groups with a special-world-
class focus on programming for
members. A year ago the Kaiser fam-
ily acquired the Sporting Club at 1I-
linois Center. Jeffrey will be missed
by all. May he rest in peace.

*Best wishes to BRO-
THER CURT BEUSMAN and his
Team at the Saw Mill Club in Mt.
Kisco, N.Y. Curt’s nearly 30 year-old
club was one of the top multi-purpose
clubs in America until it experienced
$1 million in flood damage from
Hurrcane Floyd. Curt and his team
worked hard to clean up the mess and
re-opened in 4 days! Look for the
great club to come back better than
ever. For those that don’t know, Dr.
Curtis Beusman is one of the great-
est club entrepreneurs in the history
of our industry, a great mind and a
great spiritual leader for all of us. We
love you Curt and Jane and wish you
well! Also, I'm told a number of
clubs throughout North Carolina have
experienced devastating floods. My
best to all of you as you dig out of
the mess!

*I had the pleasure of meet-
ing with PETER BROCKWAY and
KIRK GALIANI, principals of the
new Gold’s Gym Investments, Inc.
while in Chicago. They are two sharp
guys and I wish them and all of the
Gold’s Gym licensees well as they
move forward. I also had a chance to
meet Kirk’s brother JOHN, of the
new Gold's owners group and PAUL
GRYMKOWSKI and RICH
MINZER formerly with Gold's Gym
Enterprises, Inc. After meeting per-
sonally with all of the players except
ED CONNORS and PETE
GRYMKOWSKI (and I've spent a
lot of time on the phone with Ed and
Pete) | think it is a darned shame that
Paul and Rich left Gold's and I think
the new owners and Paul and Rich
should sit down and work out a plan
of some kind for them to come back
on board. One good reason, out of
many I can think of after carefully

studying this situation, is that Ed
Connors is very soon going to be-
come covered up with business and
is going to really need good-expe-
rienced people to help handle all
of that business. Paul Grymkowski
and Rich Minzer are the two most
qualified people on the planet to do
the job and if everybody involved
would sit down and talk peacefully,
1 honestly think something could
be worked out. I'd be glad to serve
as a facilitator of that meeting and
I'd bet we would make something
good happen!

*RICK CARO, the
Chairman of the new company,
Spectrum Clubs International
has announced the hiring of BOB
STEELE as the new CEO of the
fledgling company. Partnered with
Brentwood Associates in L.A.,
Rick’s group has acquired the San
Antonio Racquetball and Fitness
Clubs and the Spectrum Clubs in
L.A. and now has a company that
is generating $60 million per year.
Check out this month’s Cover Story
on my good friend, Rick Caro. He
is the best!

*RICHARD BRAN-
SON, of the United Kingdom, ar-
guably one of the greatest entrepre-
neurs in the world, has entered our
industry with his first health club
called, Virgin Active. Branson has
made billions and billions with his
many companies which include
Virgin Records and Virgin Air-
ways. Word is he is coming into
the industry with around $160 mil-
lion for starters. He joins an explo-
sive UK market that is simply
growing in club numbers at an
astronmical rate, but yet has pen-
etrated only 5% of the U.K. popu-
lation!
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*Best of luck to BEN
MIDGLEY, of the Saco Sport and
Health Club, Saco, ME, as he de-
parts the Saco, ME. club to take a
position out West with 24 Hour Fit-
ness. Ben has been setting member-
ship sales records for years and was
honored when he was named
THRSA's Sales Person of the Year
in 1995. He sold over 925 member-
ships in one year! Ben is still argu-
ably the best membership salesman
in the United States and believes
deeply in something real cool, ethi-
cal membership sales. Ben expecls
to work his way up in the 24 Hour
Fitness organization to a leadership
role. Ben has contributed his time lib-
erally as a contributing writer and
will be published again next month.

*Congratulations to J. D,
and VARNER HOLMES, owners
of the Gold’s Gyms of Fayetteville
and Peachtree City, GA. as they were
recently honored in their community
when the Chamber of Commerce
bestowed the 1999 Sam Walton
Business Leader Award on them.

*The Legendary JACK
LalLANNE appeared at the Club In-
dustry Convention and Trade
Show in Chicago not long after cel-
ebrating his 85th birthday! Jack was
there representing the people from
FitnessAge and amazingly his
physiological age tested out to be 29!
Check out the article in this edition
about Jack.

*Many of you that have
been reading The CLUB INSIDER
News for the last 6 years have prob-
ably seen my simple little ads stat-
ing: MAKE IT FUN! I publish
those ads every month to remind our
readers that if you want to keep your
members coming to your club and
paying their dues, it helps to MAKE
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IT FUN for them whenever you can.
Friendly staff, fun events, helpful pro-
grams willall MAKE IT FUN! If you
are always on the lookout for new and
fun ideas, you might want to plan to
attend the International Association
of Amusement Parks and Attrac-
tions, November 17-20th in Atlanta.
Call (703) 836-4800 for information.

*It was my pleasure
spending some time with DR.
FRED HATFIELD, ak.a. “Dr.
Squat” and DR. SAL ARRIA
while in Chicago. Dr. Fred has
some very interesting war stories
and as the Co-founder of the In-
ternational Sports Science Asso-
ciation along with DR. SAL
ARRIA he has contributed greatly
to the ongoing professionalization
of our industry. Fred Hatfield once
completed a full-squat with over
1,000 pounds!

*Premark, the owner of
the Precor brand name, was sold
to Illinois Tool for $3.4 billion.
Premark stock jumped by 50% im-
mediately after.

*Speaking of stock, while
Bally Total Fitness has continued
to do good work and recently ac-
quired 7 George Brown Fitness
Centers in California, their stock
has slid lately from a high of around
34 down to 25 at press time. I'll bet
you will see it go back up before
long as I continue to have faith in
the initiatives of LEE HILLMAN
and his Executive Team.

*DOUG CASH, Senior
Vice-president of Chicago-based
Tennis Corporation of America,
recently announced the promotion
of CHUCK BARNARD to Na-
tional Fitness Director. Barnard
is also a TCA Regional Manager
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for Forest Grove Athletic Club,
McDonald’s Healthscape Fitness
Center and Computer Discount
Warehouse’s corporate facility, all in
the Chicago area and will remain in
those roles as well. I had the pleasure of
attending a reception at TCA Headquar-
ters and enjoyed the company of ALAN
SCHWARTZ, DOUG CASH and oth-
ers while visiting the beautiful new of-
fices. Alan has a world-class collection
of tennis-related art that is very enjoy-
able to see. Thanks Alan and Doug for
your hospitality!

*Congratulations to the Ath-
letic Boosters Club of the Naperville,
Central High School in Naperville,l1l.
As they just had the Grand Opening
of a new, 6,000 square-foot fitness cen-
ter. The center is packed with $150,000
worth of premium fitness equipment
including Hammer Strength and
Life Fitness. The facility will be used
for P.E. classes and athletic team prac-
tices, I know they will produce thou-
sands of potential health club mem-
bers in the new facility and wish them
well.

*Worldwide Fitness, Inc.,
one of our great advertisers, has been
named by the YMCA as the only Pre-
ferred Vendor, the one and only na-
tional account for ReManufactured
Fitness Equipment. Check out Steve
Paterson’s article this month on page
10 explaining how used exercise
equipment can help grow the industry
nationwide.

*JOE MOORE has been
fighting the rise of not-for-profit com-
petition in his Ohio markets for years.
Recently Joe was successful in stop-
ping the construction of a not-for-profit
hospital health club through a lawsuit
that he filed. More later.

*STAY TUNED!
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continued from page 3

attempted to organize a signifi-
cantly-large group of clubs for an
IPO, but found that many of the
individual clubs or small clusters in

closes down certain operating
units of the smaller company that
are not performing well, intend-
ing to shift resources to the
healthier branches. It may typi-
cally result in lay-offs and dra-
matic changes to the previous
business. For many, this makes

the group just were not ready for
the rigors of a hardline due dili-
gence process or to seriously con-
sider an exit strategy if they sold
their clubs.”

“Annually since 1996,
I've brought financial experts from
outside the industry to the IHRSA
Convention. First was Ned Davis
from Oppenheimer & Co., who un-
der wrote The Sports Club Com-
pany, and David King of McCown
Deleeuw who invested in the 24-
Hour Fitness group, Fitness Hold-
ings, Inc.”

“In 1997, I taught a semi-
nar on exit strategies for owners,
which was a most unusual topic for
a convention of proud, active own-
ers. However, everybody knows
it’s a topic everyone thinks about
as a possibility should they lack a
succession plan and want to be ac-
quired by a larger group. The next
year’s seminar taught owners how
to value their clubs to determine a
realistic asset value.”

“In 1999, research ana-
lysts from Bear Stearns and CIBC
Oppenheimer came to show and
explain how Wall St. looks at the
club industry as an investment.
Upcoming IHRSA 2000 Conven-
tion financial seminars will be given
by experts from both the private and
public equity sectors and by mem-
bers of the banking community.
Without exception, these experts
have indicated that they consider
the club industry's recent spate of
acquisitions is only the tip of the
iceberg.”

Q. WHAT EXACTLY IS
A “CONSOLIDATION?”

CARO: “Wall Streeters
believe “consolidation” is a pejora-
tive term because most people think
it simply means that a larger com-
pany buys a smaller one and then

Tiolati 1 "J' scar}'."
‘Growth build-up strat-
cgy’ is the preferred term for how
SCI will operate, and the pur-
chase of Hendin’s clubs is a per-
fect illustration. SCl acquired his
clubs with the clear intention to
use each and every existing club
in the family as a fiscal, physical
plant and human resources plat-
form from which to help Hendin
open more new clubs faster than
he was able to do by himself,
which typically for most owners
is one new club per year. SCI will
not acquire club clusters with
weak clubs and instead will fo-
cus entirely on healthy plat-
forms.”

s pol
¥

Q. WHAT TYPES OF
CLUBS IS SCI LOOKING TO
ACQUIRE?

CARO: “The criteria
SCl uses to select platform com-
panies is stringent. They must
demonstrate:

1) An established track
record of operational success.

2) Ability to grow their
number of clubs both within their
immediate market and into neigh-
boring markels.

3) Leadership continu-
ity of both tenured founder in-
volvement and strong secondary
managers, a predictable human
resources pool.

4) Strong member ser-
vice and employee support orien-
tation - the right core values.”

“Look at SCI's first two
acquisitions, and it's easy 1o see
what market niche we are pursu-
ing. Bruce Hendin’s eight Rac-
quetball and Fitness Clubs in San
Antonio have been an industry
standard for exceptional personal
service, integrity in operations

Norm Caten’
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and a high profile for community
involvement for more than 25
years. The 10 Spectrum Clubs
acquired from The Sports Club
Company have a strong market
position in Southern California
and occupy, like Hendin’s clubs,
a position as middle-to-high-end
operators, neither mass market
clubs nor expensive private fa-
cilities, with excellent physical
plants offered to members at fair
prices. We're perfect for dis-
criminating older adults,
Boomers and even demanding
Gen-Xers.”

Q. HOW DOES AN
ACQUISITION AFFECT A
CLUB’S ORIGINALSTAFF?

CARO: “SCI wants
people who are already in place
at clubs to become even more ef-
fective leaders and to have
greater carcer opportunities.
Hendin, for instance, becomes
President of the Texas Region for
SCI, still runs his clubs, but also
gets the opportunity to handle
new properties. His Chief Op-
erating officer, Rick Rivas, stays
in place as will all his general
managers. They all have more
opportunities as we add more
clubs to the cluster; they're not
landlocked or building-locked to
alimited number of properties in
a single city.”

“In the long term, we
will grow each region with new
clubs further and further away
from the original clubs. This will
lead to an intensive staff devel-
opment program for all existing
staff, so that when we expand, we
can build upon the existing tal-
ent and recruit where necessary.
In the old club entrepreneur
model, owners generally could
only add one or two new clubs a
year because of limitations of fi-
nancial resources, experienced
staff and proper systems. We
will prepare our human resources
to grow faster than that. Talent
will be developed and re-
warded.”

“SCI will have a highly
decentralized operating struc-
ture, so that each region can op-
erate initially under its own iden-
tity, with its own business, capi-
tal management, operating and
marketing plans. SCI will coach
them by adding new ‘best prac-
tices’ to speed the growth build-
out and improve the core opera-
tions, but the operating identity
remains theirs. They will be able
to manage an unprecedented
level of growth without getting
overwhelmed.”

Q. YOUR NEW

C.E.O. BOB STEELE COMES
FROM A DIFFERENT INDUS-
TRY. WHY DIDN'T SCI
HIRE A FITNESS INDUSTRY
INSIDER ?

CARO: “There wasn'l
an insider with enough large com-
pany experience to match up with
our vision for the pace and size
of SCI growth. We needed some-
body who already knew how to
drive a business planning to reach
$300-$500 million in revenues
within 3-5 years, which is a faster
growth factor than anything our
industry has ever seen.”

“When he was CEO for
various Pepsico. Inc. restaurant
divisions, he was responsible for
a business twice as large in rev-
enue with more than three times
as many sites as the largest club
group in our industry today. He
managed tens of thousands of em-
ployees in more than 35 countries
and generated over $1.4 billion in
revenue. He knows all the sophis-
ticated corporate systems and pro-
cedures that a Fortune 50 CEOQ
needs to know.,”

“When he was CEO of
The Donald Sterling Corporation
in Southern California, a major
real estate and professional sports
conglomerate that owned the Los
Angeles Clippers NBA team, he
oversaw 2,500 apartment, hotel
and office properties, so his hefty
real estate experience is another
plus. The bottomline is that Bob
exceeded the profile we provided
the search firm of Spencer Stuart,
and his diversity of experience is
a definite plus. He’ll challenge
our club industry to learn new and
better ways of doing things.”

Q. WHAT ‘BEST
PRACTICES’ AND ECONO-
MIES OF SCALE DOES SCI
OFFER?

CARO: “We'll bring
Fortune 500-caliber operating
systems to our clubs. Every ele-
ment of each new club’s operat-
ing status will be reviewed and
then enhanced ‘best practices’
will be implemented. We see
more than 40 possible areas of
strength or ‘best practices’ to be
shared by SCI clubs, so they can
learn a whole new set of business
skills. The primary areas include
Management Information Sys-
tems (MIS); Budgeting, Forecast-
ing and Financial Reporting, Hu-
man Resources; Staff Training;
Programming Variety; Reputation
Management and Community Re-
lations; Retention Programs; Op-
eration Manuals; Acquisition
Planning; Problem-Solving; Spe-
cial Events and Media Relations.”

“Economies of scale ap-
ply mostly to cost savings and use
of financial, legal and legislative
leverage to benefit club operations.
Naturally, increased purchasing
power is the first that comes to
mind, but the larger we grow, the
more attractive a customer we be-
come as we shop for goods and ser-
vices. Our top economies of scale
include Financing Costs, Rates and
Terms; Banking / EFT Costs; Busi-
ness Insurance; Employee Insur-
ance; 401k / Savings Plans; Profes-
sional Services (Architecture, En-
gineering, Consulting); Supplies
and Real Estate Leasing.”

“Many of these ‘best
practices” and economies of scale
will come from the real eslate, res-
taurant and hospitality industries.
We will also be hiring a Chief In-
formation Officer responsible in
part for finding the best opportuni-
ties for SCI in e-commerce,
Internet and intranet knowledge
gathering and sharing. This cat-
egory is exciting; we expeet it to
become the most substantial intel-
ligence operation in the industry.”

Q. WHAT IS YOUR
ROLE AS CHAIRMAN ?

CARO: I'll be involved
in major decision-making and help-
ing create our overall strategic vi-
sion. Much of my time will be
spent mentoring Bob Steele on the
inner workings, VIP contacts and"
resources available to us in the in-
dustry. Obviously, I will be focus-
ing on the potential acquisition can-
didates for SCL."

“With Bob responsible for
operations, | will focus primarily
on the liaison with Wall St. and the
media, the industry’s certifying or-
ganizations, regional associations
and medical groups, international
clubs and especially candidates for
strategic alliances, which is an ex-
citing area, considering that we will
become more and more appealing
to potential partners as we grow.”

“Potential strategic part-
ners can include any provider of
consumer products, financial or
human services that will benefit
members of our clubs. We can of-
fer a multitude of lifestyle benefits
from travel, to buying discounts, to
Internet download libraries - what-
ever you can imagine that increases
the value of each person’s member-
ship.”

The SCI operating flow
chart will remain lean and effec-
tive, with Brentwood, Caro and
Steele in place now and a Chief In-
formation Officer, Chief Financial
Officer and Human Resources Di-
rector soon to be named.

EFReasy 1TT] =,
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RANDALL-PFJCHAR ANN OUNCE MERGER
OF EXECUTIVE SEARCH FIRMS
JLR Associates Is Now Iargest In Health and Euwss Industly

Weslon,MA. -Two of
the country's most prominent and
successful executive search special-
ists have joined forcea to form the
most comprehensive executive,
search firm geared to serving the
health, fitness and wellness indus-
try, according fo a joint announce-
ment by Jeff Randall, President of
JLR Associates of Weston, Mans.,
and Linda Pejchar, President of H
& F Solutions of Lincoln, Mass.

Randall will serve as
president of the newly merged firm,
which is to be known as JLR Asso-
ciates. Jeff's background in both the
health club and executive search
fields is extensive, having owned
and operated two clubs in Massa-
chusetts, The Squash Club in Bos-
ton, and the Wellesley Athletic Club
in Wellesley, for more than 20 years
prior to launching JLR Associates
in 1997.

Ms. Pejchar has been in

the health and fitness field since
1983, having served as director of
Menber Servicess for the Interna-
tional Health, Racquet and
Sportclub Association (IHRSA)
before founding H&F Solutions in
1986, the first firm in the country
solely dedicated to serving the
health and fitness industry in ex-
ecutive search and recruitment.

With the merger, JLR
Associates becomes the largest
and most comprehensive execu-
tive search firm in the health, fit-
ness, and wellness industry, ac-
cording to Randall. *Our com-
bined and expanded resources will
ensure clients the best qualified
candidates from all segments of
the industry to fill, key positions
in commercial, private, resort,
hospital, spa and corporate-based
operations, both nationally and in-
ternationally,” he said.

JLR Associates is mov-
ing into to new offices in Weston,
Mass., where Jeff Randall and

(L To R) Jeff Randall & Linda Pejchar

Linda Pejchar can be reached at:
(781) 431-0868.

LEADERS OF
THE FUTURE

By Bonnie Patrick

Arc you ready for the fu-

ture? Last month our focus was on
trends for organizational structure.
Today we’ll look at characteristics
of highly successful leaders and
their evolving role in strategic
change.

Gene Hackman once said
that the only difference between a
hero and a coward is one step side-
ways. In these tumultuous fast-
changing times, we’re all doing
some quick fancy footwork to stay
on the positive side of achievement.

Why is leadership impor-
tant to the success of our organiza-
tions? After all, the health and fit-
ness industry has been progressively
growing the past few years. And
“there’s the beef”, Because of these
successful leaders, clubs are provid-
ing a consistently positive experi-
ence for our members and custom-

ers.

But there’s
more. Over a ten year
period, stock prices of
companies perceived
to be “well led” grew
900%, versus 74% for
companies perceived
to lack “good leader-
ship”. Now those are
results to send any
stakeholder singing!

dhe UiS;
military has been
widely acclaimed for
its strength in develop-
ing strong leaders. Re-
cently, 1 watched a
video of a military-
style training for law
enforcement recruits.

Bonnie Patrick

It was filled with the “drop and
give me 50!” we’ve been accus-
tomed to seeing in military train-
ing. Maybe the methods are harsh.
But there is absolutely no ques-
tion on what is expected. And the

bottom line is, everyone is re-
sponsible for everything. Offic-
ers never, ever pass blame or re-
sponsibility. The culture that is
created from these methods is
powerfully enmeshed in daily

i

associates

IS PROUD TO ANNOUNCE THE PLACEMENT OF
Shawn O’Neil
as Sales & Marketing Director

of Momentum Fitness

J LR HEALTH CLUB RECRUITMENT SPECIALISTS

@ F.O. Box 723 « Weston, Massachusetts 02193

781.431.0868 » fax 781.431.0890 » email: larcom@mediaone.net

operations and decision making.

Keilty, Goldsmith &
Company and Andersen Consult-
ing surveyed over 200 high poten-
tial leaders in 80 organizations to
develop the following summation
of qualities for Leaders of the Fu-
ture:

1) Creating a shared vi-
sion. We all know the story about
areligious figure who lived a very
long time ago, who had 12 “mot-
ley” followers. These followers

shared their leader’s vision despite
great adversity, and carried it on
successfully, even in his absence.
2) Interpersonal and com-
munication skills to lead a virtual
organization. With the increase in
technological advances, our staffs
and members may be working elec-
tronically. How do we reach them
all consistently delivering desired
results?
3) Anticipates opportu-
(See Bonnie Patrick page 12)
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EVOLUTION OF A MEMBER

By Klaus Hilgers

Anew member is mak-
ing changes in his lifestyle by com-
ing to the club. He is initially go-
ing through an orientation period
that is full of changes, temptations,
alligators, traps, barriers and ob-
stacles that he had to overcome in
order to establish and maintain his
new lifestyle.

The club staff can assist
the new member in meeting the
challenge by understanding the key
underlying principles behind mo-
tivation and participation and uti-
lizing them appropriately.

I am making an assump-
tion here that you have a good club
program and are committed to ser-
vicing the members so that they
have a quality experience. If your
product is “Enthusiastic members
participating on a regular basis and
referring new members,” then
these principles will help you. .

THE INTEGRATION
OF THE MEMBER

1. Phasel - Anew mem-
ber comes into the club and he
doesn’t usually know a lot of
people. Make sure he meets as
many people as possible. Have the
Fitness Director or Aerobics In-

WE HAVE OVER 19,

WITH ONETHING IN COMMON..

structor introduce him to others.
An Aerobic Instructor can in her
class say, “Say Hello to someone
you haven’t met before,” while
she is walking around the class
etc. Phase [isto get him into com-
munication with others and get
him into groups and bond: Aero-
bic Class, Free Weights, League,
Karate, etc.

2. Phase Il - The Dan-
ger Zone. If Phase I isn’t done
well and he starts to confront the
real world of work, temptation, I
don't feel like it, etc., and with the
initial enthusiasm somewhat di-
minished, he is susceptible to the
drop out phenomenon because he
will start breaking agreements
with himself and the original pur-
pose starts to die out. Make sure
you support him in keeping his
schedule and appointments and
follow him up when he doesn't.
Here you have the 30-day, 60-day
and 90-day telephone contact to
see how he is doing. Also, your
staff works on the 3 Contact Prin-
ciple -

1. Say Hello;

2. Another contact -
Take your Heart Rate, coach him
on the equipment, etc.

35 CAL
goodbye.

The idea is support him
in coming in on a regular basis.

3. Phase Ill - We get

least say

000 LOCATIONS,ALL

FUN.

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

“Bring In This Ad & Join Us ForA

Complimentary [iZITSE. Class

New Studencs Ondy. Expires | 13099

For woridwide class information go to

www . jazzercise.com or call |(800)

FIT-IS-IT.

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

him through the danger zone and
keep him out of it by promoting
to him the events, programs and
people. Make these components
of the club well known and well
thought of. Stay in communica-
tion and in touch with the mem-
ber, and the member should stay
in touch with his group. If the
member starts to promote the
club and the benefits to others
and brings guests and gives re-
ferrals, that’s the sign he is be-
coming a stable member who has
been fully integrated into the
club.

4. Phase IV - The
member has been fully inte-
grated into the club. He comes
on a routine basis, has connected
with people and are part of a
group. He usually has a fairly
set routine in terms of working
out and in some cases you set
your clock by him. They will
also invite guests and give you
referrals if you ask them. The
member has been empowered to
take responsibility and control of
his health.

To get people into par-
ticipating on a regular basis,
which is Phase IV, requires an
understanding of the basic under-
lying principles of participation.
The purpose here is not to tell
you what to do, but to give some’
principles with which you can
think and create your own solu-
tions to the situations you have
been dealing with and trying to
understand and correct.

SENIOR
PRINCIPLES

Thc senior principle
is caring about the person and
helping him through whatever
barriers he has that prevents him
from taking responsibility for his
health. The barrier can be time,
money, | don’t like it, it’s too far,
I’m embarrassed, etc. Your job
is to help the person dismiss
these barriers so he can have
what he really wants, "To be
Healthy.” Health is a result of
participation, not watching tele-
vision.

KEY PRINCIPLES
(ASSUMPTIONS)
REGARDING
PARTICIPATION

1. People want to be
healthy and fit and feel good

about themselves. _

2. Health is af
function of participation.
“People who exercise
regularly stay healthier|s
and live longer.” =

3. People who|
have bonded with others|
and have established bud-
dies tend to stay longer
than people who are lon-
ers.

L

4. People must
be aware of and experi-
ence the benefits of their
achievements.

5. People must
be acknowledged and/or
rewarded for theirj
achievements. d

6. People enjoy IE
games and respond posi-

Klaus Hilgers

tively to a good challenge.

Games must have beginnings and
ends, and then one starts the next
game. If there is no real game,
why play?

7. When people fail to
achieve their original purpose for
joining the club, or weren't aware
of one, they have a tendency to
stop participating. To get them
participating again, you have to
get them in touch with their pur-
pose for going.

8. People tend to sec a
need for change when they are
aware of some unwanted condi-
tion that is affecting them nega-
tively and they feel if they don't
handle it, it will get worse.

9. If you are not getting
regular exercise, you are getting
worse.

10. The benefits of
working out far outweigh the re-
sults of not working out.

11. Time is not the prob-
lem. Scheduling is the problem.
If you don’t schedule your work-
out times, you tend not to go.

12. If you get off your
schedule you can always create a
new schedule.

13. It's never too late to
start!

14. When people break
agreements with themselves (like
not working out), their morale
goes down and they don’t feel like
trying anymore and they want to
drop out.

15. 1f a person breaks an
agreement with themselves like
working out, they may justify by
saying to themselves, “I never
should have joined,” “I knew that
I wasn’t going to use the club,”

etc. This is often the beginning of
the drop out phenomenon.

16. If people break agree-
ments with themselves they can ac-
knowledge it, take responsibility
for it and make a new agreement.

17. Have them make real-
isticagreements in terms of the num-
ber of times a week they will come,
and schedule it into their calendars.

18. If people don't under-
stand something, they usually don't
like it. “I don’t know how to pro-
gram the Lifecycle” = 1 don’'t like it!

19. If a person creates a
positive habit, like working out, they
continue because it’s part of their
lifestyle.

20. People are willing to
make investments in themselves.

21. People return when
they are having a fun experience!

The staff of the club creates
the atmosphere.

“Being healthy is having
confidence in the future. The healthy
man’s future does not happen pas-
sively to him; it is an active exten-
sion of his life. For him the future is
created by his choices and decisions
instead of the future coming to him,
he takes himself to it and his living
becomes a joint creation. Healthisa
participation in one’s own being, a
commitment to one's living in the
world. To be healthy is to celebrate
one’s life.”

From: “Promotive Medi-
cine and the Phenomenon of Health'
by Bob Hoke. Arch Environmental
16

(Klaus Hilgers is the Presi-
dent of Epoch Consultants and may
be reached at: 727/447-1773.)
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KEN GERMANO NAMED NE
EXECUTIVE DIRECTORATACE

Ken Germano Joins
America’s “Workout Watchdog”

SAN DIEGO - Ken
Germano, a twenty-year veteran of
the fitness industry, has been
named Executive Director for the
American Council on Exercise
(ACE). Germano replaces Sheryl
Marks Brown, who co-founded
ACE in 1985 and is leaving the
organization to pursue other inter-
ests.

Bringing extensive cor-
porate experience to the San Di-
ego-based nonprofit organization,
Germano is expected to broaden
ACE’s efforts in the certification
and education of fitness profes-
sionals and as a nationally-recog-
nized advocate of exercise.

“ACE has tremendous
potential,” said Germano, who has
served on the ACE Board of Di-
rectors. “People already look to us
for reliable and credible fitness in-
formation, and | want to see more
of that. My goal is to take what
has worked for ACE in the past and
bring the company to the next level

of visibility with new ideas and
opportunities.”

Germano comes to ACE
from E-Zone Networks, a manu-
facturer of personal entertainment
systems for the fitness industry,
where he served as Vice President
of Sales. Prior to that, Germano
spearheaded the international ex-
pansion of Reebok CCS Fitness as
Vice President of Global Sales.
Germano’s industry experience
also includes senior positions with
Cybex as the Director of National
Sales for the fitness division and
with Life Fitness, Inc. as the Di-
rector of New Product Sales and
Marketing.

In addition to his for-
profit experience, Germano estab-
lished OPERATION FitKids, a
nonprofit foundation that estab-
lishes and equips fitness centers
for children without access to ex-
ercise facilities.

Since its creation in
1990, OPERATION FitKids has
raised over $6 million in equip-
ment and cash contributions and
brought exercise to more than

500,000 young people nation-
wide.

For his work with OP-
ERATION FitKids, Germano was
honored by the President’s Coun-
cil on Physical Fitness and Sports
(1992), and named one of the
1996 top-10 “Healthy American
Fitness Leaders” by the National
Jaycees, ACE, the National Fit-
ness Leaders Association and
Monsanto.

Germano has also served
as a Special Advisor on Exercise
Technology and Strength Training
for the President’s Council on
Physical Fitness and Sports and
the California Governor’s Coun-
cil on Physical Fitness & Sports.

“Ken has contributed so
much to ACE as a member of the
Board,” said Jill Stevens Kinney,
Chair of the ACE Board. “Ithink
his background of both for-profit
and nonprofit experience will help
him bring a fresh perspective to
the organization.”

A lifelong athlete,
Germano played for the Italian
national baseball team and com-

pctcd in the 1976 Olym- |§
pics in Montreal (baseball
exhibition event). Priorto
the Olympics, Germano |
played professional ball
in Italy from 1973-76.
During the off-season, he
worked for the ltalian
Olympic Federation.
Once he completed his
playing career, Germano
coached soccer and base-
ball at Hofstra University
in New York, where he
also served as Assistant
Dean of Students.

The American
Council on Exercise
(ACE) is a nonprofit or-
ganization dedicated to
promoting the benefits of [Jig
physical activity and pro- [§F
tecting consumers against
unsafe and ineffective fit-

Ken Germano

ness products and instruction. As
the nation’s “workout watchdog,”
ACE conducts university-based
research and testing that targets
fitness products and trends. ACE
sets standards for fitness profes-

sionals and is the world’s largest
nonprofit fitness certifying organi-
zation. For more information on
ACE and its programs, call (800)
825-3636 or log onto the ACE Web
site at www.acefitness.org.

" It Has Come To The Point Where Buying Brand
New Fitness Equ:pment Is A Waste Of Money !"

F | Fitness Equi A
Bmm!l
That's why YOU need solutions to help you cut costs
‘without sacrificing dunbility or name brand.  You know
lowering the cost of doing business direcily improves
bottom-kne
Werldwide Fltness, Inc. has s way for you to umprove
profits by reducmg your openating costs.  Without your
members having any idea that yon didn't buy brand new
equipment and spend twice as much money as you did |
Waoridwide Fitmers offers fitness center products that
have already depreciated in value We provide you s consis-

We Believed Buviness Owners Wanted o Save Money On
Operating Coxts To Free Up More Capital To Grow.
1f you buy your cardio equipment from Worldwide Fit-

ness and save §30,000.  And you add this new found capital
o your advertising and marketing budget, you will see expo-
niential growth in cash Gow and profits.  This $30,000 savings
can bring in 200 extra members.  If you get $350 for each
new member g the first year, that's $70,000 added 1o your
groes sales  That's extra income over and sbove what you'rs
lready doung

Could your bushsezy use an extra $70,000 7

We Invess Over $250,600 Every Month
Te Aeture You Save Money.
The whele operation s a huge undertalang.  With over 15
L s ot I 1€40 000 Moge th

$30,000 in building leases. Over $20,000 a month bs spent on
eeplacement parts fo refirbish the equipment. The cost to
buy thus depreciated equipment i over 5150,000. The pomt
is we have made the necessary investments Lo msure a
consistent and teable product for you.

We've put cunselves in & position that forces us to perform
for you o we don't make & profit. I"'m not trying to mmpress
you but | want you to see our commitment. We must satasfy
you 0 you will buy fom us on your next fitness room
project and refer more customers to us. We can't sefvice out
Thuge overhesd without repest business

Guaranieed To Look Like New, Work Like New, And
Make Everybady Think You Paid Full Price
When our client’s come sec our National hesdquarters in
Orunge, California, they're amazed. They enter our gigantic
warehouse with over 1,000 machines on racks 3 stories high
It Jooks like 50 health clobs went out of business and we
bought all their mventory. When we tour them through our
state-of-the-art remanufsctonng facility, they say they've
never seen anything ke it When they sce our finished
product they think it's brand new, and after we comvince
themn that it is not, they say they will never buy brand new

fitriess equipment sgain.

We warranty this equipmess, give you a National service
techrician network, and give you 24 hour tschnical mfomma-
tion on our sward winning website, You see, the only

trix, Quinton and others. These manufacturers have buili 3
mational sarvice network that we have access o when ow
custorners need service.  [i's &s easy for us to repair &
freadmill in New York as it is in California. ‘We take care of
your business

We Have Over 1,300 Customers That You Can Speak

miss-information
ments a8 fact.  'We understand this, and make scoessible to

you our past customens so you can make your own judge-
ments, we don’t want you fo make o mistake. We want to
malke sure this is the right buy for your business.

*Worldwide Fitness Saved Me Over 3150000 And My
Malntenance Staff Still Thinks The Equipment War Brand
new, I Don't feel I Sacrificed Anything. [ Will Do All My
Future Purchases With Woridwide "

(Mike Boccieri is the CEO of 5 YMCA's )

I Bought My Equipment From Worldwide For my sec-
ond Club. | Saved Over 525,000 And Used These Savings
To Increase My Advertising Budget This Extra Advertis-
muuqswmrammwrmsmc«uh
My First 90 Days."  Stephen Priest, MS. Fitness Health
Club .

We Make The Buping Proces Simple, So You Can Spend
More Time Running Your Business

Your time is valuable so we make the process casy. It starts
with s phene call from you, lo one of our customer assistants.
You are asked some questions to prowde us with nesded
information.  Next, s complete packet of mformation is
expressed out 1o you This packet contuns: A video four of
o facility, » costomized video of the machines you nesd. A
proposal with all your options, prices and freight charges,
roomn layout if needed, samples of rubber Soorng and other
samples.

When you receive your packet you'll et o follow up call
from your customer sssisiant (o answer any gquesbons
When all your questions e answered and your proposal
looks better than any of your other options, you can get the
deal started by Bodng us & copy of your 50%deposit. Tech-
nology has provided a time saving payment solubon called
‘Checks-By-Fax".  Of course you can il your deposit if
you wanl This way your erder darts immediately.

You Can't Afford To Pazs This Up Withowut A1 Least
Getting A FREE Packet And Proposal

The pressure to grow in today's busmess clemate o hugh
Grow of die is the rule of the future,  Yiou have to Jook ot all
your options and do what gves yoo & competitive sdvantags
Your custorners think the best fitness squipment s what you
provide them. ‘hm like the equipment your stafl trins them
on. A treadmill made 2 years ago b no differant tun the one
made yesterday. The only dilference is how much money il
cost YOU. How much of your operating capaisl had to be
sed to acqnmre the new equipment? Anybody can spend oo
much money, The most soccsssfill end wealthy busness
people are the most spend thrifty

Call 714-283-0355x23 Today, Send an email 10

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

wwisl@ni.net, andlor go to sur award winning
wense  WWW.Worldwidefitness.com

Sincerely
Steve Paterson
Wotldwide Fitness, Inc

P.S.  It's kard to grow a business and waste
money af the same time.
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FITNESS LEGEND JACK
LALANNE TURNS 29!

thn 85-year-old fit-

ness pioneer Jack Lalanne wrote
in his 1995 book Revitalize Your
Life After 50: “I'm eighty-some-
thing and feel the same as when |
was thirty something’, he was a
little off the mark. He's actually
only 29!

Using FitnessAge™, a
revolutionary fitness assessment
software system, LaLanne recently
discovered that his physical con-
dition matches that of a 29-year-
old.

“I've always felt that you
have three ages- your chronologi-
cal age (your actual age, your
physical age (how you feel today)
and your psychological age (how
you feel mentally),” he explains.
*My chronological age and psy-
chological age have always been
straighforward, but now, for the
first time, | have a concrete, accu-
rate way to measure my physical
age.”

The  Fitness Apge
Assessment™ is the only program
to offer a snapshot of the body's
physiological condition in years,
not percentiles or clinical measure-
ments, so the picture is instantly
absorbed.

“This program doesn't lie!
LaLanne enthuses: "And, with

FitnessAge, the result is so easy
to understand that you don't need
to know anything about fitness to
know how fit you really are.”

FitnessAge Chairman
and CEO Ross Lyndon-James ex-
plains: “A traditional fitness as-
sessment can be quite confusing
and even a little daunting-the av-
erage person doesn't really under-
stand, for example, what a recov-
ery rate, BMI score or VO2 max
is, let alone have the capacity to
assess whether theirs is a good or
bad result. But if a 45-year-old
sees that their FitnessAge is 60,
he or she instantly knows they
need to work on closing the gap.”

And, conversely, a stel-
lar result like LaLanne’s rein-
forces the merits of a consistent
health and fitness regime. A health
and fitness pioneer for more than
sixty years, LalLanne says: “I've
had so many 'firsts’ in fitness over
the years and | take my hat off to
the FitnessAge team because this
is truly a fitness first.”

The patented algorithms
which calculate an individual's
unique FitnessAge™ result were
developed in conjunction with
two of the foremost authorities in
exercise science, sports medicine
specialists Dr. Robert O.Voy and
Lawrence Golding, Ph.D. of the

American College of Sports
Medicine (ACSM) and YMCA.*
Dr. Golding was respon-
sible for researching physiologi-
cal fitness testing protocols in a
study that included over 60,000
participants. These testing pro-
tocols and results are the bench-
marks utilized loday by exercise
physiologists, cardiologists and
other health and fitness profes-
sionals and are the basis for the
FitnessAge Assessment™.

During the course of an
interactive 30-minute fitness as-
sessment and multimedia pro-
gram, FitnessAge™ takes these
clinical measurements and trans-
lates them into one simple num-
ber, a FitnessAge, that's easy to
relate to, very personal and highly
motivational.

LaLanne explains, “I
spend most of my time encour-
aging people to exercise regu-
larly- but if you can tell a 40-year-
old man that his body is closer to
65-now that's a great incentive to
get moving."”

Consumers currently
test their FitnessAge™ through
local licensed practitioners-such
as personal fitness trainers-at the
company's custom-designed
kiosks located in health and fit-
ness clubs. In the near future,

doctors, chiropractors
and other alternative
healthcare practitioners
will operate a specially
modified version of the
program on laptop com-
puters in their clinics and
patients can claim the
FilnessAge
Assessment™ on their
medical insurance.

The Fitness-
Age Assessment™ is a
core of the company’s
expanding portfolio of
health and fitness solu-
tions, which include an
exclusive range of
FitnessAge™ custom-
ized nutritional supple-
ments, stress manage-
ment programs and cor-

Jack LaLanne

porate wellness pack-
ages. By early 2000, the entire
range of FitnessAge™ programs
and products will be available for
purchase on-line at
FitnessAge.com.

*FitnessAge was devel-
oped in conjunction with and is
accredited by:

Dr. Robert O. Voy, M.D.
Sports Medicine Specialist and
former Chief Medical Officer and
Director of Sports Medicine and

Science of The United States
Olympic Committee (1984-1996).
Dr. Lawrence Golding,
Ph.D.- Kinesiology and exercise
physiology professional for 43
years. Fellow of the ACSM since
1961, where he holds the highest
certification of Program Director
and is an Editor-in-Chief for the
ACSM's Health and Fitness Jour-
nal. Edited the first edition and
wrote the second Third editions of
the Y's Way to Physical Fitness.

The "Used" Fitness Equipment Industry Can Speed The
Growth Of The Health Club Industry Dramatically!

By Steve Paterson

Thc time has come to
quit looking at the used equipment
industry as the “Red headed step-
child”. Read these facts and in-
sights to see why the used industry
has the potential to grow the whole
fitness industry.

Let's start by looking at
the automobile industry. The auto
industry growth was stagnate until
they established an effective lease
and trade-in program.

By offering to lease new
cars with low payments on 2 or 3
year leases, they stimulated
growth. Before this people would
keep a car for 6 to 10 years, on av-

erage. After the lease and trade-
in programs were implemented,
new car purchases exploded and
the average repurchase cycle went
from 6 to 10 years to 2 to 3 years.

The key to this process
was the credibility of used cars.
Without public confidence in used
cars, there would not be a big
enough demand for them to make
the lease programs successful.

In California there are 3
used cars sold for every new car.
On the surface, this seems like bad
news for new car sales because
more people are buying used cars
than new cars. But this is not the
case.

New car sales have in-
creased due to a credible used car
market. It has also allowed manu-
facturers to sell their new cars at

a higher price because of imple-
menting a short-term lease pro-
gram. Before the lease and trade-
in programs were implemented
retail prices for cars were much
lower and total car sales were
considerably less because people
held onto their cars much longer.

The Fitness Industry
Needs To Follow
This Example To

Speed Up Growth

Thc fitness industry is
maturing and huge consolidations
are all vying to show impressive
growth. But how does a com-
pany grow faster than the indus-
try itself is growing?

Increase The

Demand For

Used Fitness
Machines.

It seems that
most health clubs keep
their fitness machines
from 4 to 6 years before
replacing them with new
equipment. Imagine if
you can cul this new
equipment buying cycle
down to 2 to 3 years.
That would double the
amount of new equip-
ment being sold by the
manufacturers which will

increase their profits and

Steve Paterson

spawn capital to grow the
industry.
(See Used Equipment page 24)
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“It is always too late, or too fittle, or both.
And that is the road to disaster.”

- David Lloyd George, English Statesman

You operate your club
365 days a year.

WYou spend thousands of
dollars in media

How about investing 3 days to increase
your long term membership numbers?

3 Day “at your club” Training Seminars include

4 Proven Profit Procedures
4 Sales Training
4 Prospecting & Telephone Training
4 Marketing Guidance

4 Tours & Presentations

Last year our clients averaged a 27.6 % increase!

Sales Makers

Proven Profit Procedures

800-428-3334
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SENIOR FITNESS: Getting In
Shape Requires The Right Attitude

Publisher’s Note: Jim
Evans is President and General
Manager of the celebrated Penin-
sula Athletic Club (PAC) located on
the historic Naval Training Center
in Point Luma (San Diego). More
than 60% of PAC's members are
over the age of 50. Evans is a na-
tionally recognized consultant on
senior fitness and Chairman of the
Retired & Senior Volunteer Pro-
gram (RSVP) Advisory Council for
San Diego County. He is a 33-year
veteran of the health and fitness in-
dustry and frequent Contributing
Author for The CLUB INSIDER
News. The following article was
written by Jim for Seniors Newslet-
ter. Jim may be reached at: 619/
224-4644.

)

James M. Evans

Dear Jim: My wife
and I are in our seventies, and we
are both overweight and out of
shape. We know that we should
be gelting more physical activity,
but we don't have much time to
devote to exercise and things like
that. Besides, | have high blood
pressure, and she has bad knees
so we can't do much anyway.
‘What do you suggest?

Dear Excuses: Your at-
titude about exercise is typical of
most people in general but par-

SPRINGFIELD CORPORATION

WHOLESALE DISTRIBUTOR OF INSTITUTIONAL LINEN
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Take the guess work out of your. . . .

Towel Purchasing
Satisfaction Guaranteed

QUALITY PRODUCTS
at

COMPETITIVE PRICES

Rubbermaid .

I Commercial Products

Authorized Distributor

cALL 1-800-241-2081

ASK FOR OUR CURRENT PRODUCT LIST

HEALTH AND ATHLETIC CLUBS
The Supplies .You Needed Yesterday!

I"RSA

ASSOCIATE MEMBER

P. O. Box 620189 * Atlanta, GA 30362
770/729-0700 * 800/241-2081 * FAX 770/729-0995

ticularly typical of most older
adults. What do you mean you
don't have much time to devote
to exercise and things like that!"
You had plenty of time to gain
weight and get out of shape! Do
you think you are going to lose
weight and get in shape now by
just "thinking about it!?"

Most seniors think that
physical activity is for someone
else, but not for them. They con-
stantly make excuses - they are
too old; they don't have time;
They have arthritis, heart prob-
lems, knee problems, hip prob-
lems, bad backs, high blood pres-
sure, poor circulation, diabetes -
in short, they have bad attitudes.
None of these conditions pre-
clude them from exercising, but
they make convenient excuses.
They are excuses generally ac-
cepted by society lo rationalize
our own individual shortcomings.

Let's face it, you and
your wife don't like to exercise
so you make excuses for not do-
ing it. You are relatively content
with yourselves, and even though
you recognize the need for more
physical activity in your lives,
you are not highly motivated to
do anything about it. However,
you should probably prepare
yourselves to experience a con-
tinuing decline in your quality of
life if you don't start doing some-
thing to increase your physical
activity because all of the physi-
cal problems and limitations that
you are experiencing now will
only get worse in time, and other
physical problems will undoubt-
edly manifest themselves too.

Most of the physical ail-
ments suffered by our senior

population are not the re-

sult of old age but, rather, |
from a lack of use. “We
live too long, and we die
too short,” according to |
Dr. Walter Bortz, a re-
spected physician and a
nationally respected ad-
vocate for increased
physical activity among
seniors.

We have be-
come a society of spec-
tators - not "doers" - and
we are paying a steep
price for our passive
lifestyles. 3

Physical thera-
pists will tell you that
they almost always ex-
pect to see their older pa-
tients return for more

Jim Evans

treatment within six months of re-
covery because they will not con-
tinue the exercises that were pre-
scribed for them to do at home.
They will make every excuse in the
world for not doing what they were
supposed to do. They want to be
coddled and spoon-fed rather than
accept any responsibility for their
own condition. Unfortunately,
medical professionals often become
enablers which perpetuate this kind
of behavior because they are trained
(and paid) to treat the symptoms
and not the attitude behind the
symptoms.

The bottom line is that you
and your wife are going to continue
doing exactly what you have been
doing until you change your attitude
about exercise. When you finally
come to the conclusion that you dis-
like the way you look and the way
you feel more than you dislike ex-
ercise, you might do something

about it - or you might suddenly
suffer a serious trauma which
would require you to exercise
whether you like it or not as part of
your rehabilitation. I hope it is not
the latter, but the choice is yours.
After all, you only have one body,
and you will never have another. If
you don't take care of it, then you
must expect something to break
down eventually.

In the meantime, you must
change your perception of exercise
along with your attitude because (1)
it doesn't require very much time and
(2) there is some form of safe exer-
cise for you regardless of your physi-
cal ailments or limitations. Contact
your local health club, fitness center
or YMCA and explore some of the
different programs that they offer. Or
meet with a certified personal trainer
to discuss your individual needs.
Remember, it is never too late to be-
gin. You can do it!

Bonnie
Patrick...

continued from page 7

nity. How many times in life
have you said, “Gee, I wish |
would have waited six more

months before I __ (fill in the
blank).” Make the call, live with
it, go with it.

4) Achieves a competi-
tive advantage. Know your tar-
get market. Show awareness and
appreciation of diversity. Lead-

ers get results. They dream with a
deadline.

5) Develops and empow-
ers people. Continuously develop
yourself. Your people are your in-
tellectual capital. A 10% increase
in educational expenditure on your
staff leads to an 8.5% increase in
productivity. A 10% increase in
capital improvements for your fa-
cility results in a 3.8% increase in
productivity. Intel spends $3000
per person per year on each
employee’s development.
Andersen Consulting uses 6% of its
gross for its teams’ growth.

6) Effectively builds
teamwork and partnerships. Lead-
ers understand and practice the
power of appreciation. According
to Warren Bennis, they are con-
noisseurs of talent, and are deep lis-
teners.

7) Embraces change. A
popular saying in The Fitness Com-
pany these days is, “when you stop
changing, you stop growing.”
Change is growth,

8) Ensures customer sat-
isfaction. The number one quality

of the leader of the future is asking
(See Bonnie Patrick page 21)
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E-Zone Network Accelerates
Offerings To Include Vast
Educational Network Array

By Norm Cates, Jr.

Chicago. IL.- E-Zone Networks,
Inc., completed its 50th club installation in
the third quarter of 1999, marking a major
milestone in the company’s growth since
launching at this year’s IHRSA Trade Show
in San Diego. Reaching the 50-club mark
has heightened awareness for the company’s
network, with an installed base of more than
2100 E-Zone Towers now operating in health
and fitness clubs from Florida to Washing-
ton State.

E-Zone's 50th installation, recently
completed at ClubCorp’s Crow Canyon
Country Club in Danville, CA., included
Plug ‘N Play network access, Enhanced
Network Access and the company’s new
Club Zone messaging and data collection
capability.

“We have the early adopters to
thank for the evolution of the E-Zone Per-
sonal System as well as our network prod-
ucts and services. Their continual feedback
has helped us achieve our success (o date,”
says Eric Hobson, E-Zone President.

We had a chance to meet briefly
with Bob McKenzie, Chairman of the E-
Zone Network, Dan Lowe, the Inventor of
E-Zone Network and Lee Guthrie, the Na-
tional Sales Manager for E-Zone at the Club
Industry Show in Chicago.

EXCITING NEW
E-ZONE PLANS

Lec Guthrie elaborates on E-
Zone Network plans, “The direction we are
taking going into the next millenium is that

ing from a content side. We call it “E-Zone
One-On-One”. This new program is being
done in association with the American
College of Sports Medicine. We're bring-
ing in vendor relations with Life Fitness,
StairMaster, Precor, Unisen and many
other top companies. Our TV is nota TV.
It will be recognized as a Network. And,
the network is a tool that will be able to
bring in the programming that we’ve been
talking about for years. Programs for all
aspects of the club from operations to
member educational programming which
will help attract this 85% of the market-
place that are not club members now; the
deconditioned, those needing weight-loss,
rehab, seniors, 60+, youth, corporate
wellness, etc. We will provide the clubs
with the ability to provide video-on-de-
mand so you're going to be able to walk
into the club and say “I want to take my
walking program today and press a button
and it will be there for you!” We’re taking
a really strong position on bringing this
network into the clubs and bonding with
the industry by understanding the indus-
try needs. We’re going to create those av-
enues for you to improve your business,
to market to that vast untapped market. Al
the same time we’re going to have moti-
vational programs that will stimulate your
existing members, thus keeping them mo-
tivated to continue as a member of your
club and to pay their dues. TVs, CDs, Wire-
less headphones are all part of it. There are
days when they walk into the club and
that’s all they want to do. But, there are
people that really are afraid when they
walk into your club. They don’t know what
those programs are. There is a gap between

the personal trainer and the new member.
(See E-Zone page 20)

we are really focused on education and train-
s e T

(L to R) Lee Guthrie, Bob McKenzie and Dan Lowe

“E-Zone dazzles members and prospects.’
North Dallas Athletic Club

“Our members love the variety.’
Premier Athletic Club

“Enhanced the club tenfold.
Signature Athletic Club

“Keeps our clubs one step ahead.”

Gold’s Gym Long Island
“Helps attract our largest growing market”

The Houstonian Club

WO
belie

reception.

EJECT FFw

The E-Zone Network is already
up and running in six cities across
the US. And the reception has been
nuthing shart of ecstatic.

It's the first entertainment system
and network created exclusively for exercise.

Entertainment For Exercise.

www. ezonenetworks.com

And the only system that gives your

members their own choice of person-

alized entertainment. Including video,

CDs and cassettes.

L Just imagine how it will be received
in your club. Call E-Zone at (877) 883-9663.
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Comraderie
Fun ¢ Safe
Not Intimidating

OVERWEIGHT

User Friendly ¢ Easy To Do
No Coordination Needed
No Muscle Soreness
High Calorie Burn

Strength & Cardio

Workouts Combined

Time Efficient ¢ Fun

Cross Training

Group Exercise
At It's Best

Attract New Members ¢ Increase Member Retention  Increase Member Referrals * Increase Profits

Call Pro°Fit Enterprises at 888/604-2244 for a FREE PACE VIDEO & quotation on a PACE PROGRAM
customized to meet your needs.
Visit our website at http://www.pacepro-fit.com
Pro°Fit Enterprises has been recognized by the American Council on Exercise (ACE) as a Continuing
Education Specialist.

PACE is a trademark of Henley HealthCare and is used with permission, All Rights reserved.
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THRSA'’s Capitol Report

A CLOSER LOOK AT
THE IRS CPE ON
TAX-EXEMPT
HEALTH CLUBS

On September 1, the
IRS released the Exempt Organiza-
tions Continuing Professional Edu-
cation Text (CPE) for Fiscal Year
2000. Chapter A devotes 20 pages
to clarifying when health club ser-
vices should be taxed.

Tax Notes Weekly noted
that “a dearth of presidential guid-
ance in the exempt organizations
area over the past several years has
heightened the significance practi-
tioners place on the [CPE] text.”
Here are six key points in the CPE
Text:

1. The IRS explicitly rec-
ognizes the growing commercial
character of fitness centers.

“Given the increasing
commercial character of fitness cen-
ters operated by exempt organiza-
tions, it is important for exempt or-
ganizations and exempt organiza-
tion specialists to be aware of the
standards that distinguish an exempt
fitness center from its commercial

counterparis.”

2. The IRS closes the door
on any expansion of the definition
of promotion of health as grounds
for tax-exemption.

“There is a very limited
circumstance in which the activities
of a health club may be deemed to
promote health. This situation arises
in the case of a hospital patient un-
dergoing rehabilitation.”

3. The IRS makes it very
clear when colleges and universities
must pay Unrelated Business In-
come Tax,

“Use by the general public
and alumni was not related to the
university's exempt purpose of edu-
cation . . . Therefore, use by the pub-
lic and alumni generated UBL"

4. The IRS states that it
isn’t enough for a facility to say it is
available to the entire community,
it must demonstrate that in fact it is
used by the entire community.

Capitol Report Reprinted Courtesy Of IHRSA

“The [center] has a fee
structure and advertising pro-
gram designed to assure that all
income levels within its commu-
nity are aware of and may make
use of the programs offered at
its fitness center. . .[the center]
monitors its membership to as-
sure that these programs are
achieving the desired objective
and adjusts its advertising and
promotional efforts as needed to
accomplish its goal.”

5. The IRS states that
the fragmentation rule must be
applied to tax-exempt health
clubs.

“With respect to health
clubs that operate as part of a
larger exempt organization, the
health club is analyzed sepa-
rately to determine whether the
health club generates UBI; ad-
ditionally, each health club ac-
tivity can be further fragmented
so that one health club activity
may be deemed to be related to
exempt purposes while another
health club activity may result
in imposition of UBIT.”

6. The IRS’ conclu-
sion:

The burden is upon the
organization seeking the exemp-
tion to establish that it is, in light
of all the facts, surrounding its
operations, engaged in an activ-
ity that furthers an exempt rather
than a commercial purpose. This
burden is not met by a showing
that the organization is other-
wise exempt.”

IHRSA members can
get a brief summary of the CPE
by e-mailing kma@ihrsa.org.

The entire CPE Text
can be read through the Govern-
ment Relations section of
www.ihrsa,org.

MEDIA SUPPORT
FOR WOMEN-ONLY
ROOM

The Fresno Bee, ina
September 14 editorial, stands
squarely behind a local fitness
club that is being sued by a law-
yer who objects to a portion of

the club’s facilities and equip-
ment being set aside for women
only.

Charles Q. Jakob is su-
ing George Brown’s Fitness
clubs for what he calls reverse
discrimination. He says he was
“forced to wait” to use exercise
equipment, when “facilities of
the same variety set aside in the
women-only gym were appar-
ently vacant.”

The Bee stated “life in
the real world calls for some
measure of reasonableness.
There are good reasons why
women who join health clubs of-
ten prefer to have separate areas
in which to work out. Principal
among those is the desire to do
their huffing and puffing out of
the view of leering males.

Most people go to the
clubs just to try to get a little
healthier. And a little privacy can
make the process a lot easier.”

“If people who wish it
can’t get that privacy, they may
not work out at all.

That hurts a local busi-
ness and the general health of the
community simultaneously.”

US SENATOR
TOUTS EXERCISE
FOR SENIORS

Senator Charles
Grassley (R-1A), Chairman of
the Senate Committee on Aging,
is looking for ways to make older
Americans more active.

“The more we can en-
courage seniors to exercise, we
should,” said Grassley, 66.

“If I'm an older poster
boy for exercise, I'll accept that.”

Grassley held a com-
mittee hearing Sept. 14 on se-
niors and the benefits of exer-
cise. The following morning, he
ran in an annual three-mile race
for members of the federal gov-
ernment and the media, the
SGMA Capital Challenge, un-
derwritten by the Sporting
Goods Manufacturers Associa-
tion.

In the race, Grassley
placed first among age 60+
members of Congress who were
team captains.

“l passed Lugar,

" Cochran and Slade Gorton,” he

said, referring to Senate col-
leagues Richard Lugar of Indi-
ana, Thad Cochran of Missis-
sippi and Gorton of Washington.
“And there were House members
over 60 and federal agency heads
over 60."

Researchers and other
experts who testified at the hear-
ing outlined reasons that older
Americans should keep active.
One study showed that people
who are fit live longer. Another
study found that physically ac-
tive older people had twice the
likelihood of sedentary counter-
parts of living the rest of their
lives without disabilities.

Although Grassley en-
courages exercise, he doesn’t
want the federal government to
shoulder any new costs to pay for
it. He wants health maintenance
organizations to do it instead.
HMOs already are increasing
their wellness programs, and “it
doesn’t cost the taxpayers any
more because we aren’t paying
for it,” he said.

WHAT TO KNOW
ABOUT TAE BO

Several IHRSA clubs
have received letters from the in-
tellectual property law firm that
represents Billy Blanks and his
TAE BO video series. It is im-
portant that club operators rec-
ognize that the TAE BO name
and video are protected by fed-
eral trademark law.

IHRSA members can
get a free fact sheet on what they
need to know about the use of
the name TAE BO, by calling
IHRSA Member Service at (800)
228-4772.

YMCA
COMPETITION
DRIVES IHRSA

CLUB OUT OF
BUSINESS

Fiincss East, a popu-
lar health club in Ellsworth,
Maine, closed its doors in August
after more than 15 years in op-
eration.

Owner Dwayne Craw-
ford explained that the decision to
close came after reviewing the
“long-term outlook” of the facil-
ity.

“We had to really sit
down and look at the nature of the
business,” said Crawford. “In or-
der to remain competitive we’ve
steadily reduced our rates.”

Crawford told the Bangor
Daily News that nonprofit
YMCA'’s have been drawing mem-
bers away from his business.

“We tried to compete for
years, but their 30% tax-exempt
cost advantage is just too much.”

“I even sold off my ten-
nis building for better cash flow,
but after the YMCA expanded tax-
free and debt-free we saw our rev-
enues drop 50% in one year. No
business can survive that.”

Bob Fisk, Chairman of
the Maine Clubs for Fair Compe-
tition, hopes that the closing of Fit-
ness East will serve as a wake-up
call to club owners across the State
to become politically involved.

“Every club operator
should be getting to know their
state legislators so that when we
lobby for fair competition legisla-
tion next year, lawmakers will be
aware of the extent of this prob-
lem,” Fisk explained.

Tom Scanlon, IHRSA’s
Washington lobbyist, vowed that
lawmakers and IRS officials will
hear about Fitness East.

“One of the YMCA's
main arguments is that it doesn’t
harm taxpaying clubs,” said
Scanlon.

“Here we have a small
business that for fifteen years con-
tributed to its community in many
ways. It paid taxes and employed
twenty people. But in the end, Fit-
ness East was forced to close its
doors because of aggressive
YMCA competition.”

KIPLINGER TAX
LETTER WARNS
TAX-EXEMPT CLUBS

Thc September issue of
the Kiplinger Tax Letter includes
this encouraging note:

“Tax-exempt health clubs

(See Capitol Report page 18)



PAGE 18

EClub Insider

OCTOBER ISSUE

Group Personal Training™

By Rande LaDue

Gmup Personal Train-
ing™. Sounds like a contradiction,
doesn't it? Not so with PACE.

Group Fitness Programs
and Personal Training have proven
to be two of the highest profit-gen-
erating services in health clubs
across the country. Members have
no problem paying extra for these
value-added services for good rea-
sons- they work, and there is a per-
ceived added value. Members can
see the investment a club has made
into the group fitness equipment
and programs and they realize they
must pay for the personal supervi-
sion of a trainer. Now, with The
PACE Group Exercise Program™

club owners can offer the best of
both worlds to members while sav-
ing them money and generating
more income for their Trainers and
their club.

Not only are hundreds of
health clubs nationwide enjoying
additional revenue from their
PACE Programs, but so are Per-
sonal Trainers who have incorpo-
rated PACE Programs into their
studios, in fact, PACE sales to Per-
sonal Training studios and
Women-Only health clubs are
equaling over 50% of the sales for
Pro*Fit Enterprises, distributors of
the PACE Circuit. Because of this,
Pro*Fit unveiled its new PACE
Business Opportunity Start-up
Packages at a recent National Fit-
ness Trade Show in Las Vegas and
plans to continue its introduction

at the Club Industry Show in Chi-
cago for these markets. "We plan
on offering turn-key new business
setups from leasing programs to
marketing packages," says Rande
LaDue, owner of Pro*Fit Enter-
prises. "We Invite anyone not cur-
rently in the fitness business to let
us show them how easy It can be
and for anyone already in the busi-
ness how much extra profit they
can make."

With a PACE hydraulic
circuit program, an instructor can
effectively be a Personal Trainer
to several people at the same time
while providing supervision, per-
sonalized attention and the cama-
raderie of the group. Some Train-
ers offer a discount from their nor-
mal Personal Training fees for a
PACE class: thereby generating

more income by making more cost
effective use of their time. "It's a
no-brainer," says Kelvin Nedd of
Nedd Personal Trainers in Port
St.Lucie, FL.. "I can charge $50
an hour for one client or offer 10-
12 clients a personalized PACE
class and charge them a dis-
counted price of $35 each. My cli-
ents feed off the energy of the
group and | don't compromise in
offering a quality workout for ev-
eryone. Generating $350 from a
PACE class is a lot more cost ef-
fective than working with one cli-
ent an hour at a time."

Another Personal
Trainer who has successfully
implemented a PACE Group Ex-
ercise Program into his facility is
David Halpenny of Health & Fit-
ness Experts in Rancho Murieta,

CA. "We are located in a retirement
community. Many of our senior
clients are on a fixed income and
cannot afford one-on-one Personal
Training, so they take advantage of
our group PACE classes where
they still receive personal attention
and get a great workout. Most of
them enjoy the social aspects of the
class format as much as the fitness
benefits: they love It! PACE is a
win-win situation."

For more information on
The PACE Group Exercise Pro-
gram and the PACE New Business
Opportunity Packages, visit
Pro*Fit's website at www.pace-
groupexercise.com or call 888-
604-2244. PACE™ and Group Per-
sonal Training™ are trademarks of
Pro*Fit Enterprises;all rights re-
served.

Capitol Report

continued from page 17

will get more scrutiny in coming
months. The IRS has just told
agents to look out for missteps that
could endanger a club’s tax ex-
emption or subject it to unrelated
business income tax. Examples:
Entrance fees that aren’t afford-
able to the entire community. And
high-priced memberships that al-
low priority use of the facilities.”

ADA INPUT NEEDED

The Architectural and
Transportation Barriers Compli-
ance Board is proposing to amend
several sections of the Americans
With Disabilities Act Accessibil-

ity Guidelines (ADAAG) to ad-
dress the unique features of recre-
ation facilities that are not ad-
equately addressed by the current
guidelines. The Board’s intent is
to ensure that newly constructed
and altered recreation facilities are
readily accessible to and usable by
individuals with disabilities.

IHRSA is preparing com-
ments on the proposed changes
and is looking for club operators
who are interested in providing
insight into what impact the pro-
posed changes would have on their
businesses. The deadline to sub-
mit public comments to the Access
Board is December 8.

If you are willing to help,
please contact IHRSA Govern-
ment Relations.

IHRSA SURVEY:
NUTRITIONAL
SUPPLEMENTS

IH RSA's Government
Relations department is research-
ing a paper on the liability issues
surrounding the sale or recom-
mendation of nutritional/dietary
supplements in health clubs.
Please help by clicking “reply”,
completing this short survey and
sending it back to gr@ihrsa.org.

1. Does your club sell
nutritional supplements? Yes

o ___ (If no, skip to question 2)

a. Approximately how
much revenue/year is generated
by your supplement sales?$

b. Please indicate all of
the following that are sold in your
club:  vitamins ___

herbs __

weight loss products
energy boosters
memory aids ___
muscle enhancers
creatine ___
Androstenedione ___
Ephedrine ___
Metabolife
Melatonin ___

Redux

Others (please list)

c. Do the supplements

you sell contain warning labels?
Yes. - No_' Some__

" d.Do you provide those
who purchase supplements with
pamphlets, signs, or warnings
about their proper use and/or en-
courage them to consult a physi-
cian before taking supplements?

Neg-ou il Natesl
(If yes, please explain)

2. Regardless of whether
supplements are sold at your club,
are any club employees authorized
to recommend dietary supple-
ments?

Yes No.
(if no, sklp 0 ¢ question 3)

a. Which employees?
(Registered dietitian, personal
trainers, etc.) What credentials do
they have?

3. Do you have a written
policy regarding the sale or recom-
mendation of supplements?

Yed < sNox. &
(If yes, what is it?)

4. Please share any addi-
tional comments or experiences
with nutritional supplements in
your club:

Thank you!

CLUB INSIDER News 1999
Contributing Author Team

The 1999 CLUB IN-
SIDER News 1999 Contributing
Author Team is listed below. Our
thanks to all of our authors for shar-
ing their expertise and taking the
time to write The CLUB INSIDER
News.

*MIKE CAMPETELLE -
Communications Consultants -
(401) 792-7009

*RANDE LaDUE- President,-
Pro*Fit Enterprises- (888) 604-2244

*MICHAEL HOFFMAN -
President-Heart Communications

(949) 489-0301

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

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

*KAREN D. WOODARD -
President-Premium Performance
Training- 9303) 417-0653

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

*SIMON D’ARCY- Presi-
dent-Business Success Teams-

(805) 566-8213

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

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

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

*EDDIE TOCK- Vice Presi-
dent- Sales Makers - (800) 428-
3334

*ANDREW NERE-Vice
President-Innovative Lease Servic-
es- (800) 438-1470

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

*PATRICK PINE- Founder-
National Fitness Therapy Associa-
tion- (303) 399-4545

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

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

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

*RICK BARRERA- Founder
and President- Rick Barrera & As-

sociates (800) 835-4458

*MICHAEL SCOTT SCUD-
DER- President- FITNESS FO-
CUS- (505) 751-4236

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

*RICK CARO - Chairman,
Spectrum Clubs International - (212)
987-4300

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

*JIM EVANS - President &
General Manager - Peninsula Ath-
letic Club - (619) 224-4644
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The Simple & Powerful

Club Management System

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

Photo-imaging Check-in
Unlimited Report Capabilities
Automated EFT

L BC. R RE |

Full Service Customer Support
(Phone, Fax, seminars)

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

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

Club

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

llllller e 1 (800) 554-5‘?5?5?225?@32—333%
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WEIGHT MANAGEMENT:
Is Your Diet Y2K Compliant?

avoid (supposedly) fattening
carbs in favor of a high protein
diet. Sports nutritionists worked
hard to re-educate these folks,
especially athletes, that:
*carbohydrates are not
fattening (unless eaten in excess).
*adequate carbs are im-
portant for top sports perfor-
mance.
*only carbohydrates
(not protein, not fat) can replace
depleted glycogen stores and fuel
muscles for hard exercise.
*carbs from fruits, veg-
etables, and whole grains provide
important health-protective nutri-
ents.

By Nancy Clark, MS, RD

“I
want to start Y2K in
good shape, so I've stopped eating
fattening carbohydrates like pasta
and bagels...”

“Dr. Atkin’s high protein
diet has helped me lose five pounds
in one week. But is it healthful...?”

“lI must be eating the
wrong balance of carbs, protein and
fat. I'm not losing weight ... maybe
I should try the 40-30-30 plan???”

Weight-conscious athletes
and exercisers alike are eager to try
any and all fad diets that catch their
attention. They fail to understand
that any and all reducing diets have
one factor in common: they create
a calorie deficit. Plain and simple,
in order to lose body fat, you have
to burn more calories than you eat.
That's the bottom line. Period.

In the 20 years I've been
practicing sports nutrition, I've seen
diets go around in a circle. Twenty
years ago, Dr. Atkins convinced
Americans that carbohydrates are
fattening. Even athletes chose to

Then athletes heard fats
are fattening, and started eating
no fat/low protein with hopes a
fat-free diet would “work.” It
didn’t; people simply ate excess
calories of carbs; no calorie defi-
cit, no weight loss. So now we’re
back to no carbs....

To lose weight and keep
it off, you need to learn how to
EAT! The trick is to eat more
during the day, and less at night.
Enjoy a full breakfast, a substan-

BOOKS

“If you have a question about nutrition,
food, or weight, Nancy Clark's Sports
Nutrition Guidebook will give you the

answer. It's as simple as that!”

ALSO AVAILABLE
= Audiptape: Dieting Tips for Active People (40 minutes; $10.95)
+ Teaching matertals: Sports Nutrition Slide Show ($135)
Eating Disorders & Exarcise Sides ($139) + Sports Nutrtion Handouts ($149)
ORDER FORM enclosed s § (price includes postage)
—_ The NYC Marathon
" Coolbook, $20

— oo 820

___ Both books—onfy $341

Welght Loss
T Audiocassetie, 1035 | 5u0q el to Sparts Mutrtion Services.
MMW 830 St., Brookdine MA 02467

mm mmmlm:u
<E-Zone

continued from page 15

Name/Phone,
Address

programs for the year 2000 free.”

A Visionary Founder

Dan Lowe, a Co-

founder of the E-Zone Network,
commented, “We looked at the
technology issues and the vision
we had for the marketplace. We
considered everything from the
Internet to virtual reality visors.
We looked at the gamut of the
different pieces of technology

There is a training gap between the
directors of large chains and their
managers that this will ultimately
fill. Communication of the club
organization's standards will be
aided by the educational network.
Everybody who signs up for E-Zone
Network from now until the end of
1999 will receive these education

tial lunch, an afternoon snack.
Then, at dinner, eat a lighter
meal. As you start to reach for
more, remind yourself “1’d rather
wake up hungry for a nice break-
fast.” Morning hunger suggests
you lost weight overnight. That
is the best time to lose weight.
You need your energy during the
day to enjoy being active.

Most of the popular fad
diets are too strict for athletes.
That is, they consist of too few
calories to support your training
schedule and athletic goals.
You’ll end up chronically fa-
tigued, and may feel light-
headed, dizzy or faint, to say
nothing of lack energy to train at
your best. Plus, the denial asso-
ciated with dieting commonly
leads to binge eating and weight
gain, not weight loss. Dieting,
along with lack of exercise and
reduced daily activity, has greatly
contributed to the fattening of
America.

You should never em-
bark upon an eating plan you do
not want to maintain for the rest
of your life. Otherwise, you'll go
“on a diet” and lose weight, but
then return to your fattening eat-
ing habits and regain the weight
without ever having learned how
to eat healthfully and appropri-
ately.

If weight is an issue for
you, I highly recommend you get
guidance from a sports nutrition-
ist who is a registered dietitian
(RD). This professional will as-
sess appropriate calorie targets
and help you develop a healthful
food plan for life-long weight
management. To find an RD, visit
www.eatright.org. Or call the
National Center for Nutrition and
Dietetics (1-800-366-1655) and
ask to be referred to a local mem-
ber of SCAN (The Sports and
Cardiovascular Nutrition practice
group of the American Dieletic
Association). This professional
will help you lose weight and
keep it off successfully, Y2K and

beyond!
Do any fad diets work?

Yes, you can
lose weight on any diet,
but only to regain it
quickly. Not ane of the
following fad diets
"works” for the long
run. But eating works:
cating healthfully, in
moderation.

The Zone Diet:
This 40-30-30 plan pre-
scribes 40% of calories
from carbohydrates, |8
30% from protein and
30% from fat., This diet
teaches us that protein
and fat can enhance
weight reduction be-
cause these types of
foods are very satisfy-

Nancy Clark, MS RD

ing. When you feel less
hungry, you can easily eat fewer
calories and thereby lose weight.
The bad news is, athletes need
more than 40% carbs to refuel
their muscles for top performance.

Dr. Atkins® Diet Revolu-
tion: Based on high protein, high
fat foods, this diet eliminates most
carbohydrates. Like the Zone, this
plan has too few carbs to support
athletic performance. And al-
though this high protein plan pro-
motes the concept you can eat all
you want, just how many chicken
breasts and cans of tuna can you
eat for days in a row? The lack of
variety contributes to food bore-
dom and reduced calorie intake.

The Ultra Slim-Fast
Plan: By drinking this canned bev-
erage at breakfast and lunch, and
then eating a normal dinner, the
pounds supposedly drop off.
Clearly, a 150-calorie Slim-Fast
offers fewer calories than does a
standard meal, but the reality is
YOU work, not Ultra-Slim Fast!
And you will have to work really
hard to eat less dinner when your
body is starving.

The Fat-free Diet: Sup-

posedly, eating less fat means
you'll lose body fat...but only if
you create a calorie deficit. If you
simply trade 100 calories of but-
ter for 100 calories of jam, you’ll
fail to lose weight. Calories count;
don’t fool yourself!

The Double-Duty Exer-
cise Program: Doubling your
workouts to burn more calories
and melt away body fat may sound
like a good idea. But what often
happens is, the more you exercise,
the more you’ll want to eat. You
may burn an extra 400 calories—
but then succomb to eating 500.
Plus, you can easily end up in-
jured, exhausted, and sick with a
cold or the flu. Exercise should be
for enjoyment, not punishment.

(Nancy Clark, MS, RD,
director of Nutrition Services at
Boston-areas SportsMedicine
Brookline, is author of Nancy
Clark’s Sports Nutrition Guide-
book (§20). It is available by send-
ing a check to Sports Nutrition
Materials, 830 Boylston Street
#205, Brookline MA 02467 or via
www.nancyclarkrd.com)

that might find their way into the
health club business. We con-
cluded that a simple entertain-
ment/education delivery system
was really the way to go. And,
over time we would grow into
things like the Internet and more
complex technology. It has to be
friendly, compelling and the fo-
cus today is on installing the in-
frastructure, building and em-
ploying the networks and devel-
oping the programming that the

users will benefit from. At the end
of the day we want to make sure
that the clubs benefit from the sys-
tem by the system putting them
into the position to bring in new
members, and keep their existing
members. To raise the bar basi-
cally with a better quality of ser-
vice.”

"Deal Makers"

Bob McKenzie, one of

nine partners of the Northridge
Group, (the investors who plunked
down $13.8 million in private
funding to back the E-Zone Net-
work) describes his organization
and why his private investor group
became involved in the E-Zone
Network: “Northridge is a group of
9 equal partners from diverse back-
grounds. We build companies and
do deals. The origin of the group
was in 1984 in Calgary, Canada,

(See E-Zone page 26)
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Bally Total Fitness Acquires
George Brown Clubs In Fresno, CA.

Expansion Into New Market To Be Immediately Accretive To Company Earnings

CHICAGO, October
1, 1999, Bally Total Fitness
(NYSE: BFT) today announced it
has entered the Fresno, California
market with the acquisition of
seven George Brown fitness cen-
ters, including one club operating
in the San Francisco Bay Area.

The six Fresno clubs will

operate under the Bally Total
Fitness brand name, while the
Bay Area club will be converted
to Bally's upscale 'Pinnacle Fit-
ness' brand. This brings to 13 the
number of fitness centers Bally
operates in the San Francisco
Bay Area, a market the company
first entered only a year ago.
“With this acquisition,

Bally establishes a significant
presence in Fresno, a rapidly
growing area that is currently the
fifth largest market in Califor-
nia," stated Lee Hillman, Bally's
President and CEO. "We are
excited to expand our operations
further in California and expect
the acquisition to be immediately
accretive to our earnings. This

new cluster of clubs enables us to
achieve economics of scale right
from the start as we enter this new
market and integrate these clubs
into our company-wide infrastruc-
ture.”

Since January 1, 1999
Bally Total Fitness has opened or
acquired 33 new fitness centers,
with plans to add several more by

year-end.

Bally Total Fitness is the
largest commercial operator of fit-
ness centers in North America with
approximately 4 million members
and nearly 360 facilities located in
major metropolitan areas in 27
states and Canada.

—

Bonnie
Patrick...

‘continued from page 7

for feedback. Ask your customers
what they want, how you're doing.
Then act on those responses.

9) Demonstrates personal
mastery. In the past few months,
many changes have occurred within
my own company. We are looking
at every facet of how we do busi-

ness. Our leaders have focused
on specific systems and pro-
cesses in every area, and are
moving to make sweeping
changes and improvements,
based upon their personal exper-
tise and research.

10) Shares leadership
and lives the values. How effec-
tive are you al managing your re-
sources? How do you remind
people of what's important?
Great leaders manage the dream
by keeping the passion quotient

high, and by generating and sus-
taining trust.

Our previous article
looked at creating the organization
of the future. Today we’ve looked
at qualities of top leaders and
managers. In the coming months,
we'll be looking at the final piece
of the puzzle to building a devel-
opment culture: how to cultivate
our employees.

Beverly Kaye, a profes-
sional career coach and interna-
tionally acclaimed author, sums

up the formula for success:

*The Organization pro-
vides the systems.

*The Manager provides
the support.

*The Employee provides
the spark.

Leaders and those they
lead are intimate allies, the most
powerful partnerships. Take a
careful look at yourself, and find
out how you can achieve more than
you've dreamed by doing what
matters most.

(Bonnie Patrick is a
Project Manager, specializing in
Performance Learning and Leader-
ship Training for The Fitness Com-
pany. A member of the American
Society for Training and Develop-
ment, Bonnie encourages your feed-
back on this information and spe-
cific topics to be covered in future

articles. Please call Bonnie at
(732)548-0970 ext.111.)
=== |

AS THE HEAD OF A BUSINESS, DO YOU EVER FIND THERE

You NEeD TO BELONG TO A Faust MANAGEMENT CORPORATION
CLue Execunve RounprAaBLE!

appPLY

you.

able."

Lo

IS NO ONE TO TALK T0?

Nﬂw! and experience...

Education...world class seminars by world class presenters with
opportunities for extensive dialogue, practical applications, work-
shop/exercise elements.

"I look forward to each Roundtable session as a
chance to step back and clear my mind. The
combination of friendship, ideas and renewal of
my own energy have made the sessions invalu-

Sharing...select specific topics where all share what has worked,
not worked and new and innovative ideas,

I Projects.. work together to develop cooperative programs, re-
search projects, new tools, instruments or methods.

Issues...bring critical issues to an experienced group of col-
leagues. Problem solving sessions on your issues will be expertly
facilitated to help you understand the issues and provide practical,
no nonsense advice. Your session will be taped and a copy sent to

"I consider the Roundtable a
critical resource for my
business, it gives me a
competitive edge. The seminar
and new ideas, as well as a
chance to learn about myself,
have helped me to become a
better manager."

Is It Lonely At The Top?

For INFORMATION ON HOW TO BECOME A MEMBER

CALL « EMAIL

or
FAX a copy of your business card to

Barbara Garringer

Faust MANAGEMENT CORPORATION
10085 CarroLL Canyon Roap * Surre 210
San Dieco « CA = 92131
(619) 536-7974 Exr. 306 *= (619) 536-7976 (Fax)

Sfaustmgmt@aol.com

[
|
|
|
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CLUB INDUSTRY 1999

Club Industry Distinguished Business Woman's Award Winners (L to R)
Julia Wheatley, Christine Denovelle and Kathy Iorio

/i

Luke Cooley With TCA BosAlan Schwartz

tsti % ' - - :
The SalesMakers Crew Annual Trip To Rosebud's MEX Big Boys Tom Grace (L) & Jim Flanagan

A
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CLUB INDUSTRY 1999

(R) Doug Levine And Friends Tour Club Industry Trade Show (L) Glynis Gibson & Julie King, PR Team For Life Fitness Enjoying Show
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National Fitness Therapy Association Announces
Formation Of A National Advisory Committee

Denver, CO- Patrick
Pine, President of the National Fit-
ness Therapy Association (NFTA),
announced the appointments often
professionals to the National Advi-
sory Committee. These individuals
provide representation from all as-
pects of the health, fitness and
wellness industry.

The committee is made up
of eleven members. One member
is a representative from the NFTA
Board and the other ten members
are selected based on their knowl-

edge and experience in the fitness
industry. The purpose of the com-
mittee is to review the established
standards and audit process on an
ongoing basis and to make recom-
mendations to the Board if
changes are needed for improve-
ment. It will also keep the Board
informed of any changes in the
health care delivery systems that
may affect the published stan-
dards.

NFTA was formed in
1998 by a group of health club
owners, fitness professionals,

wellness consultants and health
care professionals as a response
to concerns of credibility in the
fitness industry. Its purpose is to
establish and monitor a uniform
set of operational standards for
fitness professionals and fitness
facilities providing preventive
healthcare services and post-re-
hab fitness therapy programs.
Members of the com-
mittee are listed below. Specific
information on each member is
available on the NFT web site at
www.nfta.org under the Gover-

nance page.

Patrick Pine - MEd (NFTA
President and Committee Chair-
man)

LaGary Carter - BS, MS, DA,
ACSM, AFP

Michael A. Catalano - MD

Steve Clemens - CIC

Dick Cotton - MA, ACE.
ACSM

Eric Durak- MS,MSC, AFP

Gil Fried - Esq.

Jeffrey Handler - BS, CSCS,
CPT, MES, AFP, EMT

David Herbert - Esq..

Sally Lyons - BS, PT, AFP
Eric Prager - BS, CSCS, AFP
NFTA is a nonprofit accred-
iting association based in Denver,
Colorado providing facility and in-
dividual professional accreditation.
Accredited Facility Members must
comply with the highest opera-
tional standards in the fitness in-
dustry and pass an extensive on-
site compliance audit.
Phone (303)399-4545 *
(888) 523-4545 * Fax (303) 321-
8156 * Email: nfta@ecntral.com *
Web: www.nfta.org

..Used
Equipment
continued from page 10

The Big Manufacturers In
Our Industry Are Just
Starting To See The
Benefits Of A Short-Term
Lease And
Trade-In Program

The problem is where
is all this 2 and 3 year old used
equipment going to go? In the
past, manufacturers would give a
$500 trade-in and then take the
used equipment to the dump and
bury it. The strategy was to remove
used equipment from the market so
it would not affect new equipment
sales.

The problem with this
philosophy today is that clubs will
not get rid of 2 or 3 year old equip-
ment for $500. The equipment is
built to last 8 to 10 years, and you
can’t get a club to trade up to new
equipment at 3 years unless they
get a much higher price for their
used equipment. This means the
manufacturer can no longer afford
to throw the trade-in equipment in
the trash. They must find a used
equipment buyer who is willing to
pay up to 50% of it's new value.

A Demand For Used
Equipment Must Be
Created Before
Manufacturers Can
Expect To Sell Short-Term
Leasing Programs On A
National Level

That‘s where a strong and
credible “used equipment indus-
try” must be established before ex-
plosive growth can occur.

When new equipment
sales double and 2 and 3 year-old
equipment starts coming into the

market there has to be a strong de-
mand for used equipment.

It’s Time For All The
Manufacturers To Take A
Proactive Approach To
Help The Industry Grow

No longer can they
turn their head to used equipment.
The manufacturers need to help
the used industry grow.

Certain manufacturers
are trying to stop the used indus-
try from growing because they
think it will hurt their sales. They
try to make their old equipment
obsolete so it will just get thrown
away.

What will really happen
is that the market will be educated
on which products not to buy be-
cause they have no trade-in value
when it’s time to replace them.
Would you buy a new car if you
knew when you wanted to trade
it in it was worth nothing? Of
course you wouldn’t. And the
same will happen to those back-
ward thinking manufacturers who
think they can prevent the used
equipment from coming back into
the market.

New Markets Around The
World Are Being Created
As A Result Of Used
Equipment Distribution

Thc demand for health
clubs around the world is grow-
ing at a rapid pace. They love
American-made used equipment,
because it helps them establish a
new industry with a small invest-
ment. Their customers can’t af-
ford high membership fees so the
owners need to keep their over-
head low. Used fitness equipment
allows them to do this. The point
is used fitness equipment will not
flood the market and hurt new
equipment sales.

Also these new markets
help our U.S. markets cycle out
unpopular equipment types. An
example is upright exercise
bikes. The demand for upright
bikes in the U.S. has dropped off
greatly. Everybody wants re-
cumbent bikes. This could mean
that there is no trade-in value for

should join a health club. Many
start up gyms spend most of their
capital on equipment and do not
market and advertise their busi-
nesses efficiently. Ifthey buy 10%
or 15% of their equipment refur-
bished, they can save $10,000 to
$30,000, This money can be di-
rectly applied to the advertising

budget over and above what they
are already doing!

(Steve Paterson is the
V.P. of Sales and Marketing at
Worldwide Fimess,Inc. He can
be reached at (714)283-0355
(x15).Email: steveP@worldwide
fitness.com or go to www.world
widefitness.com)

upright bikes. But China,

Spain, Brazil and markets like ‘
these love upright bikes and t
buy them by the container o o

load.

Used Equipment Sales
Will Help Young Start-
Up Entrepreneurs
Enter The Health Club
Market With Much
Less Capital

Used equipment

will help the future movers
and shakers get started in our
industry, when otherwise they
could not afford to outfit a
gym due to lack of capital.
These young entrepreneurs
will be the future leaders that
our fitness industry needs. So
improving the used equip-
ment industry will spawn
quality business operators
who will help shape our
industry’s future. And after
they open their first gym with
used equipment, they will
have the capital to open their
2nd and 3rd gyms with new
fitness equipment.

Purchasing Used
Fitness Equipment Will
Free Up Extra Capital
That Can Be Added To
The Marketing Budget
To Convince More
People To Join A Gym

This will help the

whole industry grow by edu-
cating the public why they

the

Next Issue: November '99

Ad Deadline:

November 9, '99

HEAD of
the CLASS with

an AD here.

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

If you sell products and services to club owners and man-

agers... The CLUB INSIDER News is for you.

Norm Catas’

Insuler

[770] 850-8506
FAX (770) 933-9698
E-Mail: clubinsidernews@mindspring.com




PAGE 25 EClub .!_l_lSidel" OCTOBER ISSUE

A
o ity

A ,
o
'3} P i
r .‘l 'y -

sl R : _.
Best in the business...and we can prove it!
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Mastercard/Visa (8| “Mailin” Payments

Electronic Debits from Coupons
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PER PAYMENT

Electronic Draft
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The management system
with " the options! |
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Call BUSINESS DEVELOPMENT Today!

1-800-233-8483
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E-Zone...

continued from page 20

where we built Canada’s first pri-
vate energy marketing company.
We all worked for big companies

and we all left the big companies
when we saw a change coming,
which was deregulation of energy.
We built a company from scratch
to a good sized company with 150
people that did business in 36
states in the U.S. and all of
Canada. We sold a lot of crude oil

MAKE
1T

FUN!

number shown.

Name:

Norm Cates’

Club Insider
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and natural gas. It became quite a
big company with sales of $3 bil-
lion a year. That sounds like a lot,
but oil is expensive. The business
had been controlled for so long that
there were a huge number of op-
portunities for new players. We
built that business and in 1994 one
of our biggest competitors came
along and offered to buy our busi-
ness. Eric Hobson (E-Zone Presi-
dent) and | went to Calgary for a
period of time to do the transition.
Then we said, “What are we going
to do next?” At that time we saw
the next deregulating commodity
being telecommunications. A
friend of mine had come to me and
said he thought we could build a
new communications system be-
cause Canada had a telephone sys-
tem in every province, but not one
that covered the whole country. We
started that company and very rap-
idly grew to a company of over
1,000 employees. We built a net-
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work, raised some capital. Then
raised some more capital and ac-
quired some of our competitors.
All of the partners invested in it,
but two of us went into it to help
run it and steward the investment
and help build it. We have other
guys that are building other com-
panies. So, we worked and built
the telecommunications company
until we brought in a management
team to replace ourselves. We are
builders more than operators, so
we brought in a team and just
made ourselves redundant. We
still had positions on the Board
of Directors, but not in a day-to-
day operations. Danny came
along and asked us if we wanted
to invest. And, we said, “We
never invest without being ac-
tive.” Danny said, "Well, we think
we can keep you busy.! The
whole group of us invested. Eric
and I and a third partner came in,
Al Clowes. Al worked for awhile

Weekly Marketing Insights
For The Club Industry

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

P Immediately-usable marketing
action ideas in each issvel

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™

212-987-4227

177 EAST B7TH STREET, SUITE 301, NEW YORK, NY 10128

(212) 9874300 [BOO) 778-4411

FAX [212)987-4227

and then Eric and I continued and
stayed in the operations. As the
company grows we have raised the
capital necessary to build the net-
works. Our job is to facilitate Danny
and Lee’s vision. Our goal is to have
an operating focus to make sure
they don’t make any of the same
mistakes we've made in the past.
We will make new mistakes. But, it
is really only a mistake if you make
it a second time. The first time it is
learning. We’ve learned a lot in 15
years of building companies. We've
built a number of successful com-
panies.”

Lee Guthrie has been in
the health, racquet and sportsclub
industry for over 20 years and has
been involved from the beginning
in two of the industries greatest suc-
cess stories: Nautilus and Life Fit-
ness. Lee is now heading up the E-
Zone sales team and if early results
are any indication, it looks as
though E-Zone is headed for great
things.

Lee concluded our Chi-
cago interview with the following
comments,”A good example of our
commitment to top service and a
better product was when we came
up with a better head-phone in re-
sponse to customer input. And,
rather than just introducing it to the
newest customers, we went back
into every club where E-Zone was
installed and we exchanged all of
the old head phones for the new
head phones at no cost to the mem-
ber or club owner. That is the kind
of mind set and customer expertise
that Bob and Eric and Northridge
have brought in because through the
years of building networks they
know what needs to be done to sat-
isfy customers. The whole vision of
this is we want to get people away
from thinking that we are a TV or
Broadcast Vision. We are not that.
Hanging TVs in your club so people
can watch the news is fine. We are
about a network that is going to
drive commerce into their clubs.
They are going to be our partners
and we are going to give them ways
to grow their business that they
haven’t had before. That’s what the
mission is. Now that we’ve been
able to perfect the technology over
the past year, we are going to be
able to give the user what he needs.
Things such as the video-on-de-
mand opportunity, the three differ-
ent types of head-phones and the
ability to use anybody’s headphones
on the system. For me personally,
this has been a great opportunity
and pleasure to work with guys like
Mike, Dan and Eric that have such
a true vision..... E-Zone, The Fitness
Network.”

(E-Zone may be reached
at 887/883-9663.)
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WORLD
CLASS

RESULTS

bodytrainingsystems' classes are producing
outstanding results in over 3,000 clubs worldwide.

Each bodytrainingsystems’ program combines
pre-choreography, fraining, safety and quality control fo
deliver world class results - and profis.

Each program is prechoreographed to ensure
consistently great classes.  Qur cerfification system
involves rigorous training and continuing education to

800.SAY.STEP * 770.424.8161 *» www.bodypump.com

ensure your instructors are up to date with the latest
information. We also supply marketing materials and
manuals that increase class participation, generate leads
and improve member retention.

To find out how bodytrainingsystems can deliver
world class results - and profits in your club, call The STEP
Company today!

bodytrainingsystems
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OEM Quality Replacement Parts
and Electronic Repairs

To ORDER YOUR FREE CATALOG CALL
1 800 GYM PART (496 7278)

email your request to: gympart@primenet.com




