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Dale Dibble:

"Mr. Enthusiasm!"

By Norm Cates, Jr.

Dale Dibble is a man
whose enthusiasm and great spirit
has inspired hundreds of up and com-
ing club owners and developers
world wide. He is one of the great
club mentors of our time. His story
should inspire all club professionals
and club developers. Dibble, along
with partners Ed and Zoe Veasey, de-
veloped the world-class Cedardale
Athletic Club, a 175,000 square-foot
multipurpose facility outside of Bos-
ton that began with 200 members in
1972 and reached 8,000 members by
the time Dibble had retired in 1989,

Along the way, Dibble was one
of the founders of the New En-
gland Racquet Sports Association
and IHRSA, attending the first
merger exploratory meeting of
representatives of the National
Tennis Association and the Na-
tional Court Club Association in
1981. After retirement from full-
time involvement in the club in-
dustry, Dibble, now 83, is once
again actively involved in the
business through his volunteer
leadership at the Hyatt Classic
Bentley Village Wellness Center
in Naples, Florida.

Dale and Olive Mae
Dibble have had an amazing life
together. Dale married the former

Olive Mae Nickell, a Winthrop,
Washington, High School class-
mate, in 1943, After graduation,
Dibble enrolled in Washington
State College and was majoring
in physics when World War [1
began. Rather than being drafted,
he volunteered for service and
was sent to Cal Tech to study
meteorology and became a
weather officer. Later, he became
a P38 pilot. During the Korean
Conflict he was recalled and
joined the 53rd Weather Recon
Hurricane Hunters and reached
the rank of Lieutenant Colonel.
During the time between World
War Il and the Korean Conflict
the Dibbles owned and operated

the Evergreen Store on Main
Street in Winthrop, Washington.
After the Korean Conflict,
Dibble joined the General Elec-
tric Corporation where he was
employed for 13 years. The
Dibbles now live together in
Bentley Village, a 155-acre up-
scale retirement community de-
veloped by the Hyatt Corpora-
tion in Naples, Florida. Bentley
Village is much like a small town
and offers its residents virtually
everything they need to live a
full and active lifestyle.

Dibble was employed
in Boston by General Electric
when he was approached by one
of his associates with the chal-

lenge of developing a company-
owned tennis and swimming com-
plex. He agreed to do so, unknow-
ingly entering the health, racquet
and sportsclub industry by “the seat
of his pants” as he describes it. It
was in 1962, an era when most
Moms didn’t work and the demand
for family activities was high. Af-
ter completing the General Electric
facility, he concluded that he could
develop such a facility himself and
operate it on a commercial basis.
He proceeded and got his start with
the development of Groveland,
now a 52-acre facility that began
with 10 acres containing one 50-
meter pool and an apartment lo-

(See Dale Dibble page 4)

3 Years

By Norm Cates, Jr.

This month we begin the
8th year of publication of The CLUB
INSIDER News ! As we closed out
our 7th year in last month’s issue |
mentioned in Norm's Notes that |
owed thanks and appreciation to a lot
of people. To be sure, as we move
into our 8th year, [ want to review and
restate my thanks to everyone on that
list, just in case you didn’t read our
October, 2000 issue.

My most sincere thanks and
appreciation goes to all of our AD-
VERTISERS, SUBSCRIBERS,

CONTRIBUTING AUTHORS,
MS. CATHY BROWN and MR.
RON HUDSPETH of the Hudspeth
Report in Atlanta, all of the great
folks at WALTON PRESS, RICK
CARO and the FAUST EXECU-
TIVEROUNDTABLE #1, IHRSA
and JOHN McCARTHY, my DAD
and his wife LOUISE, my brother
DAVID and my son, JUSTIN
CATES for their help and kind sup-
port over the years.

During our first 7 years
and in the future as we move into
year #8, we have focused and will
continue to focus on three primary
thrusts. Those are:

(1) NEWS FIRST - To

d Counting!

publish the latest health, racquet
and sportsclub news FIRST, before
any of our competitors. Due to our
web press printing method, we en-
joy adistinct advantage over all of
the industry glossy magazines
when it comes to delivering indus-
try news FIRST. This edge makes
The CLUB INSIDER News first
read everytime. Over those past 7
years | have had countless club
owners and operators to tell me,
“Norm, | love The CLUB IN-
SIDER News and look forward to
receiving it each month. [ always
put aside what 1 am doing and read
your paper right away. With the
glossy magazines, I usually put
them into a pile altogether and read
them when | get around to it. |
like your truthful approach to the
industry and I know I can depend
on that. And, I love to read Norm’s
Notes so I can get all the latest in-
dustry news.”

(2) EXCELLENT EDU-
CATIONAL CONTENT - We
have a terrific team of club indus-
try experts that serve as Contrib-
uting Authors for The CLUB IN-
SIDER News on a regular basis.

They provide excellent educa-
tional content each month, articles
you can read and immediately be-
gin to apply to improve your busi-
ness. The education thrust con-
tinues as we are always seeking
and adding new Contributing Au-
thors.

(3) “TELL-IT-LIKE-IT-
IS” - The CLUB INSIDER News
was created and developed during
a series of brainstorming sessions
in 1993 by The FAUST EXECU-
TIVE Roundtable #1. The mem-
bers of that Roundtable include
many of the original founders of
IHRSA (The International Health,
Racquet and Sportsclub Associa-
tion). I worked closely with many
of those individuals in 1980/91 as
we created IHRSA and was hon-
ored when they elected me to serve
as the 1st President of IHRSA in
1981. The Faust Roundtable
members envisioned a publication
that would be irreverent and would
have the guts to speak out on im-
portant industry issues ifand when
it might become appropriate. We
have done that and this willingness
to “Tell-It-Like-It-Is" has served

us well. We will continue to moni-
tor industry happenings and yes, we
will, whenever the situation calls for
it, speak out on behalf of this great
industry.

Our goals for the future are
simple. We want to continue to de-
liveran excellent publication to you,
our readers, each month. We also
are going electronic with The CLUB
INSIDER News so that we may
reach readers world-wide without
high printing and postage costs. We
are just a couple of months away
from being able to provide subscrib-
ers everywhere with on-line access
to the entire publication, including
the advertising, everymonth. This
will not only provide our Interna-
tional readers with immediate
to The CLUB INSIDER News, it
will give all U.S. and Canadian sub-
scribers the ability to receive The
CLUB INSIDER News 10 days to 2
weeks sooner on average due to the
fact they won’t have to wait for the
mail to get the latest news first.

Thanks again to you all for
reading The CLUB INSIDER News
and for your support over the years.
And please STAY TUNED!
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continued from page 3

cated above the restrooms and snack
bar. At 52 acres the facility now of-
fers 15 tennis courts, basketball
courts, outdoor pavilions and other
activities and services. In 1969, the
business had grown to such an ex-
tent that it was impossible to keep
his job at GE and continue to oper-
ate Groveland. He left GE to devote
full time to'the Groveland project.

Cedardale Is Born

Alung the way Dibble
had hired Clif George, a real estate
agent, to work parttime giving ten-
nis lessons. One day in early 1970
George came to Dibble with the idea
of developing an indoor tennis cen-
ter. They went out seeking money
to build the facility, and everybody
they approached turned them down.
After awhile, Dibble and George met
Ed and Zoe Veasey and shared their
idea with them. The Veaseys liked
the idea and joined Dibble and
George in their quest for funding of
the new tennis facility. Dibble re-
calls, “Groveland had been a great
success and after a short period, we
were seeing other tennis clubs com-
ing into towns in the surrounding ar-
eas. We asked ourselves, ‘How can
we beat that?" 1 said, “Well, if we
build another Groveland, but one
with indoor tennis courts,
lockerrooms, a 50-meter pool and a
gazebo, we can appeal to our
Groveland members year round be-
cause the members have become
friends and will want to play with
their friends, The problem was we
didn’t have any money. No money.
After awhile they found a bank that

made a commitment to provide
$250,000 out of the $350,000
necessary for the new facility.
So the partners had to come up
with $100,000 in cash. They
found 5 acres of land that suited
their needs. Dibble recalls, "I
told the fellow that owned the
land ‘we don’t have any
money!” | explained we had a
$250,000 loan commitment,
but we also had to come up with
$100,000 in cash and we don't
have any money. So we've got
to be able to use the land as col-
lateral to borrow the $100,000."
The fellow said, “That’s all
right, I’ll take back a second
mortgage.” | responded, ‘Abe,
it won't help because people
that take second mortgages
want a whole lot of interest.” He
said, *Well, how about 7% for
10 years?’ And, we were off and
running! We built that whole
club on borrowed money! We
had one important rule that
made all the difference over the
years. We would always take
10% of revenues and put it back
in club improvements each
year. What a deal! We didn’t
have to put any personal money
in, the club was paying for it-
self all along and we were mak-
ing a living. That's how we got
started. That business com-
pounded from $169,000 to
$5,800,000. That was a com-
pound rate of 23.5% per year
until T retired in 1989! We
started with four indoor courts,
small lockerrooms, a 50-meter
outdoor pool and gazebo serv-
ing 200 members. We grew to
16 indoor courts and ultimately
to 8,000 members after we con-
verted many of the indoor

-
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courts to a myriad of facilities in-
cluding an indoor pool, two res-
taurant/bar areas, group exercise
rooms, weight rooms, basketball
courts, etc.”

Amazing Business
Growth

Dibble recalls, “Then
racquetball came and tennis went
down! When tennis started to
drop off, we began to ask our-
selves ‘what are we going to do
now?” We had always been see-
ing Dick Trant reaching 93% oc-
cupancy in his club with his flex-
time on a 16-hour day, 7 days a
week. We couldn’t do that. So we
started taking out tennis cours.
We took out two indoor tennis
courts (about 15,000 square-feet)
and we installed a new addition
with 18 racquetball courts. So,
now we have 12 indoor tennis
courts and 18 racquetball courts.
There is a little thing that hap-
pened here financially that is
very interesting through this
whole play of things. Here ten-
nis comes up and it goes down.
Here racquetball comes up and
it goes down. Here multi-sport
comes up as we began to add
other facilities and services and
instead of seeing the cumulative
income drop off after awhile, we
saw an ongoing progression of
growing income. There was an
ongoing stair-stepping process of
income growth up to $5.8 mil-
lion and 8,000 members. Impor-
tantly, by that time, over the 14
years from when we began in
1971 until 1985, we had paid off
all of our dept. We were foot-
loose and fancy free. Everything
was paid for and that club was

making a return of 27.5% profit
after depreciation! And, remember
we were setting aside 10% each
year for reinvestment in the club’s
new amenities and ongoing up-
keep. It was going great.”

Dibble continues, “But, |
had gone through two open-heart
surgeries. By 1985 | was 65 and |
wasn’t sure at the rate I was going,
how much longer | was going to
last. (Editor’s Note: Over a year
ago, Dibble almost died when his
heart condition worsened. How-
ever, terrific open heart surgery by
the doctors at the Cleveland Clinic
in Cleveland, Ohio has made Dale
Dibble as good as new. He looks
and acts very healthy and he is very
energetic). So, Olive Mae and [ re-
tired from active involvement. |
was President, so | asked Ed
Veasey to become the new Presi-
dent. In 1993, we sold our interest
to Ed and Zoe Veasey. We set a
price of $7.2 million and I gave Ed
and Zoe a choice. [ told them they
could buy my half of the club or
they could sell their half to me and
if they did that, I would give them
$500,000 more. But, they elected
1o buy my share out. It was an ideal
arrangement for them, because
they had their four kids coming up.
It was a job for them and it was a
good outlet for them.”

CEDARDALE
INCOME
GROWTH CHART

1972- $123,993
1983-2,886,385
1986-4,535,290
1992-5,482,512

“ ¢ contacted John

McCarthy, Executive Director of

IHRSA, Sandy Coffman, President
of Programming For Profit and
Rick Caro, Chairman of The Spec-
trum Clubs and President of Man-
agement Vision for their comments
about Dale Dibble and this is what
they had to say:

John McCarthy- “Like so
many others, | learned more about
the club business from Dale Dibble
than from any other person. To me,
he will always epitomize the ideal
club owner/manager. I could fill a
book with what I learned from him.
It has always been an inspiration
simply to observe him in action.
Everytime [ met him | learned im-
portant things about life and about
business.”

Sandy Coffman- “I had
the pleasure of spending a day with
Dale Dibble, his wife, Olive Mae
and David Lahait at the Hyatt Clas-
sic Bentley Village. Just being
around Dale is inspirational and
educational. He has shaped,
molded and influenced this indus-
try from Day One. And now, even
in retirement, he is still one of the
most progressive innovators of pro-
gramming, participation and reten-
tion in the industry. He is the true
personification of mind, body and
spirit! Dale is an icon in the indus-
try and understands people and the
word “wellness” better than any-
one else that [ know of. Dale has
been my mentor for over 20 years.
He is a master at giving encourage-
ment and recognition and he knows
how to create an environment that
makes people want to challenge
themselves and realize a potential
they only dreamed of reaching.
Dale Dibble is a leader, a teacher,
a role model and a master who has
planted more seeds to nurture my

(See Dale Dibble page 10)

INDUSTRY LEADERS VIEW LEISURENET
BANKRUPTCY AS ANOMALY

Key Indicators
Continue to Support
Long-term Health Club

ndustry Success

BOSTON - The Interna-
tional Health, Racquet and Sportsclub
Association (IHRSA) continues to
find evidence of the growing finan-
cial strength of the health club indus-
try, despite South African health club
operator LeisureNet, Ltd.'s move to
seek a winding up order (October 6,
2000). Amidst allegations of an un-
dercapitalized expansion and ac-
counting procedures that did not com-
ply with generally accepted account-
ing practices, LeisureNet's struggles
stand in direct contrast to the perfor-
mance of health club industry opera-
tions throughout North America, Eu-

rope, and Asia.

“While all of the de-
tails have yet to be made clear,
it appears as if LeisureNet failed
to heed lessons that the rest of
the industry learned over a de-
cade ago,"” said John McCarthy,
Executive Director of IHRSA.
“LeisureNet did many things
brilliantly, but a few fundamen-
tal miscalculations put them in
atailspin from which they have
not yet been able to recover.”

“If initial reports
prove accurate, it appears that
LeisureNet made commitments
to expand far in excess of their
capital capacity. This situation
was exacerbated by their utili-
zation of revenue recognition
practices that impaired their
credibility in the financial com-
munity,” continued McCarthy.
“In hindsight, it appears that

LeisureNet, like aggressive com-
panies in other industries, may
have been so focused on market
share that they failed to establish
a profitable business model.”

In the United States and
the United Kingdom, industry
watchers continue to be optimis-
tic about health club operators. A
March 2000 report out of
Granville Baird Equities re-
search, reported, “The outlook for
the sector continues to look posi-
tive and we remain confident of
the long-term fundamental attrac-
tions of the health & fitness club
industry.” In the United States, an
annual survey of more than 230
IHRSA member clubs found that
club revenues grew by an aver-
age of 10%, net membership
growth averaged just over 9%,
and average earnings before in-

terest, taxes, depreciation and am-
ortization improved from 20% to
nearly 23% of revenues in 1999.

“LeisureNet was an
anomaly in the market and not re-
flective of the quality and integral
operators that are helping to lift the
health club industry to a new level,
by increasing the number of exer-
cisers through a quality product
with valued services at a fair price,”
commented Hans Eschenbacher,
honorary President of the German
Fitness Federation and Managing
Director of FIT-PLUS Holdings
GmbH. “We feel that there will be
little fallout from this development
and are confident that consumers
will continue to support the
growth of our industry.”

“This is the problem of
one particular organization and not
of the fitness industry,” observed

lan Grainger, Chief Executive of
Fitness New South Wales, an Aus-
tralian counterpart to IHRSA. “The
fitness industry is alive, well and
growing as quality fitness busi-
nesses provide a wide range of
health and lifestyle services to an
enthusiastic, consuming public of
all ages.”

The International Health,
Racquet & Sportsclub Association
(IHRSA) is a non-profit association
dedicated to the growth, protection,
and promotion of the health club in-
dustry, and represents more than
5,600 clubs worldwide. IHRSA is
an international leader in health
club industry education, research,
and advocacy. IHRSA will cel-
ebrate its 20th anniversary with its
annual international convention and
trade show held March 21-24,
2001, in San Francisco, CA.
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* NORM'S NOTES -

8 YEARS and COUNT-
ING! Yes, we begin our 8th year of
publication of The CLUB INSIDER
News this month! Check out the story
on page #3 just in case you didn’t
read it.

The 2000 Club Industry
Conference and Trade Show came
off without a hitch, but traffic on Sat-
urday at the Trade Show was a little
slow. Thursday and Friday traffic
was good. A couple of terrific new
companies exhibited opportunities
that I think you will be hearing more
about. My old friends JANET
LOSSICK and BOB CHAIKEN
have teamed up with new partner,
KELLY HERRIN to establish a
new company called Club Perfor-
mance Network. The Club Perfor-
mance Network is a state-of-the-art
club employee training program that
will provide your staff with well done
training on a variety of topics. We’ll
have more on CPN later. The other
product that caught my eye is called
The Pole Dancer. Now, this is not
what it sounds like. What it is is a
chrome pole mounted on a platform
adjacent to a weight stack. The
weight stack is attached with cable
to a belt which is worn by the exer-
cise to do squats in a very safe and
controlled manner. Check out pages
22 and 23 for photos of the Club Per-
formance Network folks and the Pole
Dancer.

Nice to see MR. RAY
WILSON in Chicago for The Club
Industry Trade Show. He had back
surgery a few months backs and is
almost fully recovered. His birthday
is coming before long and he looks
great! Ray also told me he is going
to start a new chain of clubs in
Canada in the near future and decided
to hold off on his plan to enter South
America because of the long flying
times required to do that.

It was sad to hear that Bally
Total Fitness Chairman, ARTHUR
GOLDBERG, had passed away.
May he rest in peace. On October 25,
2000, the Board of Directors of Bally
Total Fitness met to mourn
Goldberg’s passing and voted unani-
mously to name LEE HILLMAN
as the new Chairman of Bally Total
Fitness, replacing Mr. Goldberg.
Hillman has done an amazing job
with Bally Total Fitness since taking
the helm over three years ago. The
third quarter financial results were
excellent (as the year to date figures
have been) with net income for the
quarter up 16% and for the year to
date up 18.5%. In early October,
Bank of America Securities issued
a “Buy” recommendation setting a
12 month target of 33. Also, on Oc-
tober 5th, Chicago-based William

Blair & Co.,L..C,, also issuing its
first report on BFT, forwarded a
“Buy” recommendation on Bally
T.F. stock. Now, the BTF stock is
rising again and was up to around
28 at press time. When Hillman
stepped in to replace former CEO
and President, MIKE LUCC], the
stock was trading at around 4. In
short, Bally is on a ‘roll!” (Pardon
the pun.)

Life Fitness is also on a
roll and continues their winning
ways after KEVIN GRODSKI as-
sumed the CEO role replacing
founder and former CEO, AUGIE
NIETO. (Now Chairman) On two
separate occasions in his third quar-
ter carnings report, Brunswick
Chair, GEORGE W. BUCKLEY,
credited Life Fitness for its signifi-
cant contribution to the company's
third quarter 20% EPS gain. Said,
Buckley, “Life Fitness continues to
produce double-digit sales and
earnings growth and is entering its
strongest quarter. Sales growth for
the recreation segment was led by
fitness equipment, which is benefit-
ting from a strong health club mar-
ket in the U.S. and Europe, higher
sales in the military market and the
success of new product launches.
Also, Life Fitness announced in
October that its Hammer plate-
loaded equipment helped Olympic
Sprinter, MICHAEL JOHNSON,
Swimmer, JENNY THOMPSON
and Wrestler, TERRY BRANDS
in their quest for Olympic medals
in Sydney. Johnson won gold in the
400 meter, Thompson won 3 golds
and one bronze medal in wimming
and Brands won bronze in men’s
freestyle wrestling.

It was terrific seeing my
long-time friends, DALE and OL~
IVE MAE DIBBLE, at the Hyatt
Classic Bentley Village in Naples,
Florida last August. Interviewing
and writing the Cover Story about
Dale was great fun for me as the

man is such a pleasure to know. And,
it was nice to meet DAVID
LAHAIT, the Director of the
Wellness Center at the Bentley Vil-
lage. Check out this cover story. Not
only do we cover the story of one of
the greatest club operators in Ameri-
can history, Dale Dibble, we give you
a lot of information on a new market
segment that you should consider
serving, the over 75 population.

Wellbridge (formerly
CSI), under the leadership of indus-
try veteran ED WILLIAMS, acting
CEO, set a company record with over
2,700 pre-opening membership sales
at their newest club, The Maple
Grove Athletic Club, a 71,000
square-foot facility that opened in
mid-October in Maple Grove, Min-
nesota. Pre-sale buyers paid a join-
ing fee, plus the first and last months
dues. The company wrapped up Oc-
tober with nearly 3,000 memberships.
Way to go Ed and team!

Itis good to see that IHRSA
has selected the PR firm that will de-
velop and roll-out an aggressive in-
dustry image campaign. This will be
the first ever campaign to alter the in-
dustry image. Year 1 of the 3 year
campaign will budgeted at $300,000.
Al Club Industry in Chicago the an-
nouncement of the choice of a public
relations firm to first draft the mes-
sage that the industry wants to com-
municate and second, to design a de-
livery system for it, was made. The
firm of Ketchum Public Relations,
based in San Francisco, is an inter-
national full-service company. The
next step after the above will be the
official launching of the campaign at
IHRSA’s 20th Anniversary Interna-
tional Convention and Trade Show
in San Francisco in March. STAY
TUNED!

Speaking of IHRSA, don’t
miss IHRSA’s 20th Anniversary
Convention and Trade Show,
March 21-24, 2001 in San Francisco.

Norm Catesn’
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This health, racquet and sportsclub
[and spa and corporate] Convention
and Trade Show will be the
Granddaddy of them all! If you at-
tend the educational seminars and
spend as much time as possible at
the Trade Show, you will come
away reenegized, renewed and
ready to go for years to come. For
information on attending the Con-
vention and Trade Show for mem-
bers and for non-members, just call:
(800) 228-4772.

JEFF BENSKY, the
President of TBG Development,
announced on October 10, 2000 that
his company had been acquired by
Znetix, a company specializing in
the development and implementa-

Let Us Hear About Your NEWS!

E Mail - clubinsidernews@mindspring.com

space for fitness and spinning. Also,
it was announced that Ohlson Lavoie
will be the architect for the new At-
lantic Club Red Bank where a new
30,000 square-foot facility including
a 4,700 square-foot day spa will be
built. The Atlantic Club, developed
and owned by industry veteran and
former IHRSA Board of Director,
PATRICIALAUS, has long been one
of the premier clubs in the world. It
looks like this investment will insure
a continuation of that status.

Tennis Corporation of
America has named GREG SNOW
to the newly created position of Na-
tional Recruiting Director. His re-
sponsibility will be to implement a
comprehensive recruiting program to

tion of preventive health and fitness
technologies.

Gold’s Gym Interna-
tional has acquired the official train-
ing site for “Baywatch!” GGl ac-
quired The Gym in Honolulu, the
official training site for Baywaich.
The Gym was formerly owned by
veteran bodybuilder, MIKE SEPP,
who helped train ARNOLD
SCHWARZENEGGER for his
6th successful defense of the Mr.
Olympia contest. The Gym is only
five minutes away from the famous
Waikiki beach. Boy, this really looks
like an important report that needs
further investigation by The CLUB
INSIDER!

The Ohlson Lavoie Cor-
poration has been selected by The
Atlantic Club in Monmouth, New
Jersey, to be the architect for an over
16,000 square-foot renovation with
abudget of $2.2 million. The recep-
tion area, retail area will be remod-
eled. And, there will be an additional
of 7800 square-feet for a high-end
day spa as well as the addition of

enhance TCA's ability to attract top-
level talent. ALAN SCHWARTZ,
Chairman of the Board of the 31 year
old company, commented, “We are
pleased to have Greg as part of the
TCA family. His creative approach to
recruitment will create a presence in
our industry.” Also, TCA has added
KATHY NEILS as Assistant Head "
Tennis Pro and CHRISTIAN
MORENO as a Staff Tennis Pro at
the Willowbrook Athletic Club in
Willowbrook, I1.

And, speaking of ALAN
SCHWARTZ, IHRSA will offer a fo-
rum for tennis professionals at the
IHRSA Convention in March. The
forum will feature KURT
KAMPERMAN, President of the
Tennis Industry Association (USTA),
ALAN SCHWARTZ, First Vice
President of the United States Tennis
Association (USTA) and TIM
HECKLER, Chief Executive Officer
of the United States Professional Ten-
nis Association. For more information,
call IHRSA at: (800) 228-2772.

(See Norm's Notes page 14)
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Responsible Problem Solvin

By Dr. Gerry Faust

Problcm solving is gen-
erally seen as a reactive tactical
process. A problem pops up and we
attack it. In this way problem solv-
ing becomes the ongoing guerilla
warfare of business. We are learn-
ing, however, that all too often the
problem solving has to be repeated
time and time again. “We keep
solving the same problems.” or
“Problems never go away” are
common laments. Here are two
suggestions that can improve your
problem solving activities.

1. Make problem
solving a strategic
proactive process.

chu]arly do an assess-

ment (diagnosis) of your busi-
ness by asking, “What are we
doing now that we could do bet-
ter?” Getting the team involved
in the event will make it more
productive and will help build
understanding, perspective and
teamwork. As part of this activ-
ity select one or two priority
problems and create an action
plan for solving those priority
problems.

This can be a once a
month activity with the assess-
ment being “what are the two
priority problems this month?”
Many companies are finding that
combining monthly assessments
with an annual in depth diagno-
sis where input is collected more
broadly has tremendous value:
These annual check-ups often in-
tegrated with an executive retreat
can provide renewed energy and
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focus and have been for many a
turning point for their businesses.
How often or deep you do the
diagnosis, it should result in pri-
orities and action plans.

Follow-up to the diag-
nosis is a key to its effectiveness.
Three keys to follow up are:

a) Manage action plans
to deadlines. When developing a
plan to solve a problem, remem-
ber it should answer four ques-
tions: Who will do? What? By
when? And How?

b) Make the problem
solving a serious effort. Realize
that it"s part of the work that must
be done, not something extra.

¢) Solving important
problems often requires a team
effort. If you need a team, be sure
to assign the right team. Don’t
assign the *“people who are avail-
able.” Assign the people who
understand the problem, have
authority to create a solution and
some who will be involved in the
implementation of a solution.
Remember: put Doers, Deciders
and Experts on a team to ensure
SuUccess.

2. When solving
difficult problems use
an orderly problem
solving approach.

Wc find that most

problems don’t get solved well
because people “shoot from the
hip” or miss some key step(s) in
the problem solving process. Fol-
lowing is the Lyles Problem
Solving Process, a process that,
when followed can significantly
improve the results of your prob-
lem solving efforts.

* Define the Problem.
Take the time to identify what is
really wrong, what is not happen-
ing or what is happening that we
don’t like.

* Set the Objec-
tives, Take the time to de-
fine what you want your
problem solving to pro-
duce. What will tell you
that you have been suc-
cessful? Clear objectives
for the problem solving
effort will help you select
and refine the alternative
solutions.

* Develop Alter-
natives. Brainstorm to
identify possible solu-
tions. Don’t just jump on
the bandwagon of your
first thought. Force your-
self to come up with 3, 4
or 5 different ways to
solve the problem. Even if
you don’t use them, they
will help refine the solu-

Dr. Gerry Faust

tion you choose.

* Complete An Action
Plan. Choose an alternative and
then work out the details of the ac-
tion plan. Decide who will do what
by when and how.

* Troubleshoot the Pro-
cess. People often get so excited
about a solution they don’t take the
time to ask, “What could go wrong
here?” “What could be the side ef-
fects?” “How can we ensure this
plan will work?” In this step you
ask the questions and refine the
plan.

* Communicate. Once
you have a plan ask, “Who needs
to know about this?” or “How will
I communicate the plan to others?”

* Implement. Don’t
leave implementation to chance.
Manage it. Follow through. Be
ready to step in if the plan is hav-
ing trouble.

The most successful orga-
nizations make problem solving a
strategic process, see problem solv-
ing as an on going important part
of responsible management, and
who use a systematic process on

the tough problems. Increasing the
focus and power of your problem
solving can, over time, help you get
better results for less. Initially it
takes extra effort, but it pays by
dividends.

Make problem solving a
strategic process in your organiza-
tion by using one of the Executive
Insight family of business assess-
ment tools.

(Dr. Gerry Faust is co-au-
thor of “Responsible Managers Get
Results” and a thought leader
whose innovative diagnostic prod-
ucts will help you analyze your or-
ganization, identify where your or-
ganization is in its life cycle, de-
sign strategy and manage change.
If you would like more information
about Dr. Faust’s products, consult-
ing services or booking Dr. Faust
as a keynote speaker; call his of-
fice at 1-800-835-0533 or visit his
website at http://www.faustmgmt.
com and/or http://www.mentoru,
comfaust.)
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More On Taking Your Marketing
Efforts To The Next Level: PART 11

By Casey Conrad

In our last issue, Part
I of this article discussed the
need for auditing your club’s
marketing efforts and took a
look at three important aspects
of the marketing equation, offer-
ing you some tools and tech-
niques that would help you im-
prove your promotional efforts
and ultimately bring more pros-
pects through your club doors
with the same amount of effort.
In Part Il we will continue the
audit questions, getting into
more advanced marketing issues
that will not only improve what
you are presently doing but of-
fer you new revenue possibili-
ties as well.

QUESTION # 4: Are
you using a “Direct Response”
philosophy with all your ad-
vertising efforts?

When creating any type
of marketing piece, although a
generalization, there are basi-
cally two different types that can
be created; institutional ads and
direct response ads. An institu-
tional advertisement is one that
is done primarily for awareness
and image building. This means
that the ad does not ask the cus-
tomer or prospect to take any
action and simply informs the
reader about something in the
hopes that it will eventually in-
fluence them to buy or continue
doing business with that busi-
ness. Although health clubs use
less institutional advertising
than big corporations (simply
because of economics), most
Yellow Pages ads and brochures
that clubs put out are institu-
tional in nature. This is very
unfortunate because these two
forms of advertising are tradi-
tionally the most expensive yet
rarely ever make an offer that
would entice the reader to take
action immediately.

On the other hand, an
advertisement that follows a di-
rect response philosophy AL-
WAYS gets the reader to take an
action that would mean contact-
ing the club. Notice, I did not
say an action that meant buying:
the action might be something
as simple as calling for a free
brochure, a piece of literature,
a free report or to sign up for a
seminar or lecture. The goal
being to get interested prospects
to call the club and get on a

mailing list, thereby giving you
the opportunity to then focus fu-
ture marketing efforts on a
smaller, more interested group.
This is a significant shift in
thinking for most club operators,
as the norm is to only put out ads
that ask prospects to buy. This
IS NOT to say you don’t want
advertisements to get customers
to buy, it is suggesting that fora
variety of reasons and depending
upon the medium, sometimes it
is better to take a “lower barrier”
approach to marketing and just
get the phones ringing with pros-
pects that can later be marketed
to with offers to buy now.

The good news is that
you do not have to choose be-
tween having an ad that creates
immediate sales for one that is a
lower barrier approach. You can
combine both strategies into one
ad. This is called a two-tiered
approach that has both a primary
and a secondary offer. For ex-
ample, you might have a news-
paper ad that offers a discount on
current enrollment fees for a lim-
ited time to create urgency for
people to want to buy now.
Within that advertisement some-
where you could also have a sec-
ondary offer enticing all readers
to call for a free report on how
to exercise at home. This would
accomplish both goals: get
people to buy right now AND
build the database with interested
prospects that can be marketed
to in the weeks and months
ahead.

The key is to go back
and evaluate all your marketing
efforts. First of all make sure
that each piece, whether it be the
Yellow Pages, newspapers, tele-
vision, flyers or brochures,
reaches out to the reader and asks
them to call or visit the club now.
Further, look for ways to incor-
porate secondary offers into your
marketing, allowing you to build
a strong database for future ef-
forts. Remember, having the
name, address and/or phone
number of an individual who has
shown a certain level of interest
in fitness is much more valuable
than a name from a general mail-
ing list.

QUESTION #5: Do
you have a formalized referral
program for both new and ex-
isting members?

Referrals are the life-
blood of the fitness industry.
Statistics show that anywhere
between 60-80% of all health

club sales come as a direct re-
sult of a referral. Interestingly
enough, in the scheme of dol-
lars spent, most clubs spend
less than 5% of their marketing
budget on referral programs-the
very source that brings in a
majority of new members! Of
course, part of this is due to the
fact that the referrals are hap-
pening on their own; hence
there doesn’t seem to be any
burning need to reach out for
them. That said, given the fact
that referrals are not only an
easier sale to make, but also
cost the club nothing to obtain,
just think of how much more
revenue could be brought in if
a formalized referral system
was incorporated into your
club.

The first imperative
type of referral program is with
new members at the point of
sale. As it sounds, a point of
sale referral program is one that
is done with a brand new mem-
ber at the time they are filling
out all their paperwork. Where
many salespeople are reluctant
to ask a new member for refer-
rals, getting them at this stage
of a sale is important for a num-
ber of reasons. First of all, the
point of sale is when a prospect
is most excited about his pur-
chasing decision. It is an emo-
tional moment for him where
he is usually feeling very good
about deciding to embark on a
regular exercise program.
When in an excited, friendly
state, an individual is much
more likely to give a salesper-
son referrals. Of course, once
a member begins coming to the
club, if he has any type of nega-
tive experience or if he does not
use the facility as much as he
thought he would, the chances
for obtaining referrals will de-
crease.

Another reason for ob-
taining referrals at the point of
sale is that people want to jus-
tify spending their money, es-
pecially when it is a larger,
lifestyle purchase. There is no
better way to justify a purchase
than getting another person you
know to make the same deci-
sion. Further, the Surgeon Gen-
eral has stated that those indi-
viduals who exercise with a
friend are 150% more likely to
stick to their program than
those that go it alone. There-
fore, gelting referrals from a
new member will help them in
both the short and long run.

A final reason
to ask for referrals at
the point of sale is
purely an administra-
tive one. When a new
member enrolls, he
must fill out any num-
ber of pieces of paper-
work. The member
does not question such
documents, because he
assumes the items are
necessary to get them
started. By making the
referral presentation
part of the paperwork
process, the member is
much more likely to
comply because he is in
the paperwork mode
anyway.

There are only
a few items necessary
to establish a good

Casey Conrad

point of sale referral
program. First, you need a New
Member Referral Form that ex-
plains the program to the new
member and then allows for a
fill in the blank area for them to
place the names and contact
numbers of the people he wishs
to refer. This form should be
laid out nicely and printed pro-
fessionally, as are all your other
pieces of new member paper-
work. The second thing one
needs is the guest passes that
will be given to each of the re-
ferrals. Such guest passes
should be of a higher value than
regular guest passes, should re-
flect that this is a new member
privilege and have a monetary
value placed on the pass. (For
more information on exactly
how to set up a point of sale re-
ferral program, please refer to
the chapter on "Prospecting” in
Selling Fitness.) The result is
spending very little to establish
a powerful program that will
bring many more qualified pros-
pects into your club at no or low
cost.

The second type of re-
ferral program happens with
existing members. Specifically,
your club should be having at
least three different referral pro-
grams every year that entice
current members to refer friends
to the club. Such programs are
only limited to your creativity
but the more popular involve
offering the members a gift of
some sort when a friend they
refer joins the facility. Some of
the more traditional gifts are
things like club T-Shirts, sweat
shirts and fitness bags to carry

one’s workout gear. More cre-
ative ideas, that also require a bit
more planning and organizing in-
clude larger prizes like weekend
getaways, televisions or bicycles.
These larger item gifts revolve
around a program that rewards the
individual with the most referrals
in a given period, usually three
months. Important to note, how-
ever, is that with such larger item
programs where it is the “winner”
who gets the prize, some sort of
individual incentive is a good idea
(like a simple T-Shirt) as a way
to keep all members actively re-
ferring friends throughout the en-
tire promotion.

The bottom line is that
happy members are constantly
telling their friends, family mem-
bers and co-workers about the
club. Why not encourage them to
do so and then reward them for
helping you obtain a new mem-
ber. In the long run, no matter
what the prizes are, it is usually
much better money spent than tra-
ditional advertising.

QUESTION #6: Are
you using “Up-Sells” and
“Cross-Sells” to increase club
revenue?

Up-Sells and Cross-Sells
are ways to increase your club’s
revenue without necessarily hav-
ing to increase the number of
products or services you currently
offer. An Up-Sell is when you get
the customer to buy a larger
amount of an item or a higher cost
item. Perhaps the most famous
Up-Sell is done millions of times
every day at McDonald’s, where

(See Casey Conrad page 26)
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...Dale Dibble

continued from page 3

career and the careers of hundreds of
others than anyone in the industry. The
world and the health, racquet and
sportsclub industry is a better place
because of Dale Dibble.”

Rick Caro comments, “I re-
member Dale Dibble back in the
1970s as the most inventive, innova-
tive and infectious man in the club in-
dustry. He took chances —knew he
had to make changes and did. But, he
often went into uncharted territory. He
took out tennis courts when the de-
mand was no longer there. He always
was telling the local marketplace of
the new, better club story —before any
other club locally (or, in some cases,
nationally) was doing it. He led the
market and brought the staff team
along with two concepts: he literally
was so enthusiastic that his
cheerleading of a concept was infec-
tious to all around him and he truly
empowered the staff. He believed in
sharing all the information with the
staff. I was there on a Sunday, the first
day of a new month, when department
heads literally came into the club on
their day off to see how their department
and the overall club did.”

“I remember Dale would in-
novate and then tell other club owners
what he did —both his successes and
failures. No one had a computer sys-
tem until Dale led the way. No one un-
derstood real Seniors' programming (not
even the YMCA) until Dale led the way.
No one understood how to change out
aspects of the physical plant when the
early signals and trends were there like
Dale did. He was a futurist instinctively
who could rally both members and staff
to see his vision. Then, they all executed
superbly. He was a role model for all
and continues to be at Bentley Village.”

Hyatt Classic Bentley
Village Providing A Great
Retirement Environment

Dalc and Olive Mae Dibble
moved from their single-family home
in Naples to Bentley Village a couple
of years ago. Since that time, Dale and
Olive Mae have truly enjoyed the
lifestyle there. Dale has gotten involved
on a voluntary basis in the operation of
the Wellness Center at Bentley Village.
Bentley Village offers its residents
lovely views of the private golf course,
sparkling lakes and lighted walking
paths. The impressive array of ameni-
ties include a Wellness Center, tennis
courts, swimming pools and two well-
appointed clubhouses. An expansion of
Bentley Village has just been completed
and brings the complex to 155 acres and
adds new apartment and coach homes,
a second nine holes of golf, a 400-seat
auditorium, native plant and wildlife
preservation area and a state-of-the-art
residential center that provides assisted

living services as well as
Alzheimer’s care. Residents of
Bentley Village pay a one-time
entrance fee that is determined by
the size of the living quarters and
amonthly fee which entitles them
to receive long-term care at the
Bentley Care Center. A signifi-
cant percentage of the Bentley
Village residents are physically
active and enjoy a busy lifestyle
which includes use of the
wellness center, golf course, arts
and crafts center, wood shop and
auditorium. Excellently prepared
meals are served for residents
each day. Importantly, family
members are always welcome
and may be lodged at the quar-
ters provided on the property or
may stay with their family mem-

ber at their home. Importantly,in

the event that the status of a
resident’s health changes, the
Hyatt Class formula at Bentley
Village provides increased levels
of care as might be required.
Those include the Assisted Liv-
ing Residence, a special memory
support/Alzheimer’s care center
and the Bentley Care Center
where skilled nursing, a private
home health and physicians’
clinic and an inpatient/outpatient
rehabilitation therapy depart-
ment.

As Dale Dibble pro-
vided this writer with a guided
tour of the entire Bentley Village
Hyatt Classic property, it seemed
as though we were once again
walking through the Cedardale
Complex together as Dale actu-
ally knew the first name of every
person we encountered (includ-
ing the maintenance people) and
greeted them all by first name.
What an amazing guy!

Dibble has led the way
in the development of the
Wellness Center’s Computer
Center where he teaches residents
how to use computers and estab-
lishes e-mail addresses for them
to communicate with their fami-
lies and friends.

What is amazing about
the Wellness Center is the level
of attendance that has been gen-
erated. The average age of the
850 Bentley Village residents is
80. An amazing 62% of them are
regular Wellness Center users!
‘That does not include those who
participate in tennis, golf, croquet
or walking on the 7 miles of walk-
ing trails. The 2,000 square-foot
Wellness Center had 3,134 visits
to exercise in October. Another
1,000+ attended separate aqua
exercise classes, Tai Chi and re-
lated group exercise classes con-
ducted in rooms outside of the fit-
ness center. That total is over
4,000 visits for a standard oper-

ating week of 7 a.m. to 4 p.m. five
days a week and a half day on Sat-
urday.

We asked Dibble why the
attendance percentages were so
high at Bentley Village Wellness
Center and he commented, “If ever
there was a time in our lives when
residents need regular exercise to
keep fit, it is this age group of 75+.
They need to keep physically, so-
cially and mentally fit. The saving
in health care costs are enormous.
And, the improved lifestyle of feel-
ing good and enjoying life to the
fullest is the most important ben-
efit. Show me a Bentley Village
resident who is keeping physically,
socially and mentally fit and I will
show you somebody who is hav-
ing a lot of fun!”

Dibble adds, “We have a
lot of wonderful volunteers here.
We have a wonderful carpenter
shop. It is run by two volunteers
with a great background in that area.
We have a volunteer dance band run
by Doc Thomas. They love it and
play all around the area. As much
as Hyatt can do, they want it to be
resident driven. The residents need
something to do. To me it was very
important to get involved in some-
thing I enjoy and have fun doing.”

David LaHait, the Direc-
tor of the Wellness Center added,
“These days doctors can fix almost
anything that is wrong with the hu-
man body. But, as they patch folks
up, they can’t build up the muscle
around the affected body part.
Muscle that is vital to a healthy and
active life.”

Dibble comments on
David Lahait, “Dave Lahait knows
the business really well and has
done a great job here. It has been a
pleasure knowing and working with
him at Cedardale and for the last
couple of yearsat the Wellness Cen-
ter. Although the Wellness Center
is very successful, we are just
scratching the surface in the
wellness area for future develop-
ments like Bentley Village.”

The atmosphere and spirit
in the Wellness Center is uplifting
and gives one the clear impression
that everyone there is enjoying
themselves, getting a lot out of life
and in general, having fun. It is no
wonder that the Bentley Village
Wellness Center, under the Direc-
tion of LaHait, was named runner-
up in IHRSA’s 2000 Keiser 50+ Se-
nior Programming award competi-
tion in San Franciso last March, fin-
ishing second to Ron and Sandy
Franco’s - Franco Athletic Club in
Mandeville, Louisiana.

Under Dale Dibble’s vol-
unteer tutelage, the Wellness Cen-
ter has expanded rapidly into the
third phase of Wellness, the mental
phase. The goal isto involve at least
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avid Lahait - Director

Bentley Village Wellness Center

50% of the residents in the com-
puter world so they can easily send
and receive e-mail and feel com-
fortable using the Internet for such
transactions as purchasing airline
tickets, tracking incoming flights
of their visiting relatives, buying
prescription drugs or even automo-
biles. A number of the residents are
buying and selling stocks on the
Internet. Computer classes are of-
fered at the Wellness Center 4 days
a week. Of the 600 households in
Bentley Village, 310 have an e-
mail address. The new Wellness
Center PC Bug Computer Club
now has 130 paid memberships
that includes over 200 residents.

The Hyatt Corporation is
in the process of developing 17
Hyatt Classic Residence retirement
communities like the award win-
ning Bentley Village. The $1.2 Bil-
lion plan calls for residences in Ari-
zona, California, Florida, llinois,
Maryland, Nevada, New Jersey,
New York, South Carolina and
Texas.

An Interview
With Dale Dibble

Q. Dale, you are famous
in the club industry for both your
enthusiasm and your boundless en-
ergy. How did you get that way
Dale?

A. Everybody is a prod-
uct of their genes. Taking the genes
out, Olive Mae and | were big
ducks in a little tiny puddle. We
graduated in a class of 17. | was
Valedictorian and she was Saluta-
torian. They had to give it to some-
body! I was Captain of the Foot-
ball, Basketball and Baseball
Teams and President of the class.
But remember, this was a little
pond, a class of only 17 students!

While in high school | put togethera
fund raising event to raise enough
money to buy football uniforms so
our high school could have a foot-
ball team. We raised enough money
to buy equipment and uniforms for
22 players. But, we lost every game
but one! I had a wonderful life as a
youth.

Q. You are also well known
in the club industry for your gener-
osity in terms of sharing information
and trade secrets with others. Your
philosophy of “sharing it all” is re-
markable and has helped many up
and coming club operators. How did
you adopt that philosophy?

A. My dad sometimes ac-
cused me of not being able to keepa
secret. Somehow, when something
really good happened to me, I
couldn’t wait to tell people. The thrill
of my life was when people from
other clubs around the country would
come to Cedardale and say, ‘Hey
Dale, can you spare some time?” It
was thrilling to me to give them a
tour of the club and then to take them
into see Judy in the bookkeeping de-
partment and say to her, ‘Judy, show
them the books and how you can pull
up our figures in a heartbeat!’ That
was real fun. What really saved the
day as we got to making good
money, was when Todd Pulis said,
‘Dale, we should form an organiza-
tion of clubs. I didn’t even know
Todd at the time, but I listened and
became interested. So, Todd got Dick
Trant, myself, Walter Bloville and
several other club owners from the
Boston area to join together into an
association. Away we went with this
little organization we called the New
England Racquet Sports Association.
Pretty soon, more and more clubs
were springing up in New England

(See Dale Dibble page 12)
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Dale Dibble

continued from page 10

and we recruited many of them to
join our Association. We each were
contributing $1,000 per year for the
Association dues. Dick Trant came
in one day and said, ‘Guys, I've got
this really terrific guy to work for
the Association that 1 think we can
hire for $12,000 per year. His name
is John McCarthy. That was in
1971. We hired John and wow, he
started getting new memberships
and did a great job. John is a really
a class act and has worked out ex-
tremely well at IHRSA.”

Dibble continues, “A few
years later a lot of us began to in-
stall racquetball courts into our
clubs so we began to copy you guys
in the racquetball business. Our in-
volvement in the New England
Racquet Sports Association, the
National Tennis Association and
IHRSA paid huge dividends to us
over the years. I'll never forget one

Cry

time when Mike Chaet wrote an ar-
ticle about things people should
look at that was published in the
IRSA news or some other publica-
tion. One item he put in there was,
“If you have an outdoor swim club,
you should consider joining the
outdoor swim club association.” |
was always grateful for what Mike
had written. So | joined. I'll never
forget when I was at one of those
swim club association meetings
and a couple that owned Breezy
Point in Philadelphia stood up and
said, ‘The order of money making
ability in the outdoor business goes
like this: (1) Day camp. (2) Day
care. (3) Outdoor swimming. That
really shook me.”

Dibble went on to ulti-
mately convert his Groveland out-
door swimming and tennis com-
plex into a Corporate Retreat and
Party Facility. His son John and
partner Jack and their wives now
operate the Groveland complex
along with other family members
and the club generates $1.7 million

Shapel\laster2

Assisted Exercise Equipment

Shaping Up to the Future

=

not normally visit your facility.

Call for more ('

information

today! (
B877-433-4720
405-722-4720

FAX: 405-728-8795

Healthy People, Healthy Profits!

ShapeMaster USA’s mission is to provide “Compatible Assisted Exercise”
to the fitness/wellness market. Our research indicates that fitness/wellness
centers are not providing adequate means of exercise for those who cannot
use conventional fitness equipment such as Lupus and Fibromyalgia patients,
the obese, the elderly, cardiac patients and many others.

ShapeMaster USA can show you how to open a separate “new profit
center” or add our assisted exercise machines to your existing center to
increase your revenues and provide a valuable service to those who would

s
Shapelasterz

e-mail: info@shapemasterusa.com
www.shapemasterusa.com
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Aqua Exercise

C'last Bentiéy Village

annually on the 3-month sum-
mer operation! Each of the four
family members are netting
$150,000 each per year!

Q. As you and the
Veaseys were ‘growing’
Cedardale, how did you gather
information for each phase of
your growth?

A. We wentto IHRSA
meetings and traveled to
other’s clubs around the coun-
try. Take for example that ter-
rific guy, Red Lerille in
Lafayette, Louisiana. He al-
lowed us to send one of our key
people, Sandy Heally, down to
his club in Lafayette for two
weeks to learn his operation in-
side or out. One day I said to
Red, “Red, aren’t you a little
afraid of giving out your trade
secrets?” He replied,”Dale,
while you are catching up with
me, I'll be another mile ahead!™

I love his confidence.

Q. What advice would
you give up and coming club
owners/developers/operators?

A. First of all, you've
got to have a lot of energy. Sec-
ond, if you are not a ‘people-
person’, avoid this business like
the plague! This business is
based on ‘making it fun.’ If you
aren’t a people person, you
won’t really, really succeed. If
you've got money and your are
going into the business, for
God’s sake, hire those kind of
people and very importantly,
give them a piece of the action.
It doesn’t matter what it is, give
them a piece of the action. You
don’t have to give them stock.
In fact, I would advise against
that because that can end up in
a big mess. But, give them

some of the profits through a
profit sharing plan.

Q. Who are some of the
people that have been instrumen-
tal to your career?

A. My partners Ed and
Zoe Veasey for sure. And, surely
Dick Trant, Todd Pulis, John
McCarthy, Red Lerille, Bob
Petersen, Alan Schwartz, Rick
Caro, Dean Wallace and Jennifer
Harding should be on that list.
Man, I learned a lot of important
things from each of them. For ex-
ample, Bob Petersen taught us
about EFT in the early 1970s. He
had been in the insurance busi-
ness before he developed his club
and he knew all about EFT be-
cause that is how the insurance
industry collects most of its in-
come. And boy, Sandy Coffman!
She can motivate people better
than anyone I've seen in my life.
She worked with us up at
Cedardale toward the end of my
run there. And, when she came
down here to visit Bentley Village
she gave her chair class to a group
of our Wellness Center Members
and they just were wild about it.
She just ignited them! And, how
about that John McCarthy! He is
truly remarkable and has done a
fabulous job at IHRSA over the
years, Man, that Rick Caro is
amazing too! God bless him. He
dreamed up IHRSA. It was Rick’s
idea! Looking at everything
across the board, what a tremen-
dous asset Rick Caro is to our in-
dustry!

Q. We asked Dibble for
his forecast for the health club in-
dustry over the next 20 years.

A. “What | think is go-
ing to happen is that over the next
20 years many people are going

to reach retirement age just like Ol-
ive Mae and me. | see the biggest
boom you ever saw for wellness
services for the over 75 group.
There will be huge opportunity for
existing clubs to install wellness
centers for the over 75 set and for
small-niche wellness center opera-
tors all across the land. For people
of our age, keeping fit and active is
our life blood. The doctors can re-
pair everything on you these days,
but they can’t make the muscle over.
They can’t make the mind stronger.
They can't give you social interac-
tion with others. Let’s look at a pro-
totype wellness center like our
2,000 square-feet here. To get re-
sults for the over 75 set, you don’t
really need expensive things like
showers and lockerrooms. They will
come from home and return home.
You just need space to contain a lim-
ited amount of strength equipment,
cardio equipment, a small social
gathering area and space for a com-
puter operation. | predict that this
segment of the market is going to
explode. The guy that does it best
is the one that will fill up his place
like they have here at Hyatt Classic
Bentley Village.”

Dale Dibble will go down
in history as one of the true pioneers
of the modern health, racquet and
sports club industry. His vision, his
leadership, his enthusiasm and his
very generous sharing will be
greatly appreciated and honored for
ever. We wish Dale and Olive Mae
all the best at their wonderful retire-
ment community, Bentley Village,
Naples, Florida.

(Norm Cates, Jr. is the
Publisher and Editor of The CLUB
INSIDER News. Cates, a 27-year
club industry veteran was the Ist
President of IHRSA and a Found-
ing member in 1981.)



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

| will give them

WIRELESS

CARDIO %@

EXERCISE THE BODY, ENTERTAIN THE MIND.

e Wireless Exercise Entertainment
* Superh Stereo Digital Sound
* A Full Range of Systems ® Easy Installation
* Low Maintenance ® 3-Year Warranty

1-800-CARDIO-1 . 678-686-4700 . www.cardio-theater.com
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“Deck the halls with boughs of holly, Fa-la-
la-la-la... 1a la la la-a-a-a!” MAKE IT FUN

By Sandy Coffman

There is still time for
more holiday programming and
there is holiday programming that
goes beyond the Christmas party.

Remember, the goal of
programming is retention, so the
month of December is especially
important. Nearly all clubs expe-
rience a drop off in usage in De-
cember, and we certainly know that
a drop off in usage is the first step
to dropping out altogether. Here
is a simple program designed spe-
cifically to keep those members
coming into your club, and guess
what, it’s easy to MAKE IT FUN!

DECK THE HALLS

The goal of the program
is to get members to use the club
at least twice a week for 5 weeks.

The program should be-
gin Friday, November 24th, the day
after Thanksgiving.

That day is one of the
busiest days of the year for every
business in the country, let’s make
it our busiest day as well.

The program should end
on Friday, December 29th. This
would be a great opportunity to
celebrate the completion of the
program at a New Year's Eve
Party on December 31st, or a pre-
New Year’s Eve Party on Friday,
December 29th.

The participation can be
targeted to a specific activity area
such as the fitness center or group
exercise studio, or it can be an
open invitation to get credit within
the program by using any part of
the club.

First we have to create
the initial interest. Huge card-
board Christmas trees, four to five
feet high, should be placed up on
the walls in the club. Christmas
garland, holly, tinsel, lights, and
ornaments should outline the ar-
eas. | would suggest putting mu-
sical notes and the words “Fa-la-
la-la-la” all over as well.

Construction paper or-
naments of all colors will deco-
rate the trees. Each ornament
should represent a member who
will be participating in the pro-
gram. The name of the member,
of course, is on the ornament.
Can you visualize this? How ex-
citing! How bright! A huge pro-
motion creates the initial inter-
est, more importantly it sends the
message that participating in this
program will be FUN!

Whenever the member
uses the Club during the five
weeks he or she gets a star stuck
on his or her ornament. The goal
is to get 10 stars pasted on your
ornament. Everyone can win.
Just use the club ten times in five
weeks and win a prize at the
party.

You could have differ-
ent colored trees to represent the
various activity departments if
you would like. Another idea
would be to have each tree rep-
resent a staff employee. That
employee would be the “angel”

at the top of the tree that

gets the members on his/ _— e Wwm - J - o=
her tree to participate in

and complete the pro- P‘"“ 8 p -
\ P
o

gram. \ \
You do have a »

choice in how you would
like to run this program.
You could put out a flyer
and put up a sign-up sheet
and track the member
participation over the
computer, or you could
make it visible, memo-
rable, and exaggerated.
You could have a card for
each member filed in box
with dates of the program
printed out, or you could
take the time to put up the
trees, cut out the orna- '
ments, and buy the stars.
It depends on if you want

Sandy Coffman

to MAKE IT FUN, or not.
DECK THE HALLS
can be a fantastic retention pro-
gram, a great usage program, an
incredible tracking program, and
a valuable program for holding

your staff accountable for its suc-
cess. Oh yes, “success.” This pro-
gram is guaranteed to be success-
ful... as long as you MAKE IT
FUN!

Norm's Notes

continued from page 5

*ANNBETH ESCHBACH,
formerly an IHRSA Board Member
and President of the Association, has

been with CSI (now called the
Wellbridge Company) as their Di-
rector of Marketing and Spa De-

JLR

associlates

IS PROUD TO ANNOUNCE THE PLACEMENT OF
Mike Hamilton

as General Manager

of Wellbridge Company

J LR HEALTH CLUB RECRUITMENT SPECIALISTS

associates

10 Westgate Road ® Weston, Massachusetts 02493

tel: 781.431.0868 e fax: 781.431.0890 » email: jr@jlrassoc.com

velopment for 12 years. She an-
nounced in late October that she
was leaving the company to launch
her own day spa brand. Annbeth
will be backed financially by
McCown DeLeeuw, the company
that has financed the growth of 24
Hour Fitness worldwide. Best of
luck Annbeth.

*RICHARD SINNOTT,
Executive Director of the
Weymouth Club in Weymouth,
MA., announced that Phase I con-
struction of a $5 million expansion
which will add a $1.1 million seven
court indoor tennis facility with new
locker rooms and upper viewing
area.

*Good to see that Cybex
revenues increased 22.3% to $30
million for their 3rd quarter. PE-
TER HAINES, is making progress
with both the cardiovascular and
strength divisions at Cybex.

+J.D. HOLMES, owner
of two Gold's Gyms in the
Peachtree City area south of At-
lanta, has signed a lease for a third
facility in Fayetteville, Georgia. The
new Gold’s Gym will be built in a
former WalMart building and will
include 24,700 square-feet of space
and an additional 7,500 square-feet
of space outdoors. J.D. and his
lovely wife, Varner, have two of the
nicest facilities you will see any-
where that they converted to Gold’s
Gyms several years ago. J.D.
Holmes, a long time businessman
in the area and his wife are a real
credit to our industry and to Gold’s
Gyms International.

*PAT PINE, the Execu-

tive Director of the National Fitness
Therapy Association (NFTA)
wants you to know he has a new
phone number and address: NFTA,
P.O. Box 522, Winter Park, CO.
80482, New phone #: (970) 726-
0697.

*ELYSE McNERGNEY,
the President of the Xercize Cor-
poration in New York showcased
new Pilates equipment and a pro-
gram at Club Industry in Chicago.
The new machine is called im=X.

*ROBERT MacPHEE is
a fitness advocate that is doing
something about helping new ex-
ercisers stick with their program.
His new product, “Heart Set On
Fitness" is an audio program with
a new approach. According to
MacPhee, it “unlocks the secret to
losing 20 pounds everybody wants
to lose. This is NOT another exer-
cise tape!”

*MIKE MOTTA’S Plus
One Holdings operates 3 clubs and
approximately 30 corporate, hotel,
spa and fitness centers in the New
York City area. Motta has an-
nounced that his company will
launch its on-line personal training
program in January, 2001.

*And they call the YMCA
of the USA a “Charity!” The
YMCA's 1999 IRS Form 990 re-
vealed that the YMCA Executive
Director, DAVID MERCER, was
paid (excluding benefits)
$298,292.00! It is nice to see how
much they get paid for doing
“God’s Work.”

*Happy Holidays!

*Stay Tuned.
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famXICRM

Crossover / Jungle Gyms

Available in 10 different variations

Muscle Dynamics




The best technology in
exercise entertainment is
now available from

one company.

The merger between Netpulse Communications, E-Zone Networks and Xystos Media Networks elevates exercise
entertainment to an exceptional new level. But what we offer is beyond just entertainment.

Through this merger and the strengths of the three companies, we can offer an unparalleled interactive
exercise experience incorporating multi-media entertainment, internet, workout tracking, video-on-demand
training programs and much more.

By joining together we have created an industry standard for the 21st century, and can now bring the best
products and services available to all our customers.

For more information on the merger, check out our website at www.netpulse-ezone.com.

Netpulse E-Zone

MEDIA NETWORKS
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DIFFERENTIATE... DISTINGUISH
YOUR INDEPENDENT CLUB... or DIE!

Michael Scott Scudder

A few years ago, when |
first heard that Bally was going to re-
structure their health club operations, 1
observed many independent club own-
ers across the country snicker and
harrumph and then go about their daily
business (or what they think is their
daily business). [ took it as the first
sign that the gym industry was in fora
major change.

A short while later, 24 Hour
Fitness secured private financing and
began an aggressive acquisition plan.
A year or so after that, L A Fitness an-
nounced a nationwide expansion
scheme. The health club business was
in for a scrap!

If you look at our industry
now, you realize an astounding fact;
while “chains™ and multi-club compa-
nies account for less than 10% of the
total facilities in our U. S. health club
marketplace they have captured over
30% of the membership market al-
ready! What is the independent opera-
tor to do? How is he or she going to
compete?

First, | believe you must rec-
ognize that the fitness industry is con-
solidating AND segmenting at the same

time. | perceive four (4) distinct
segments that have emerged:

* CHAINS: mid-mar-
ket and mid-price; 24 Hour,
Bally, LA Fitness, etc.; low to
mid price “bundled”; big adver-
tising dollars; national branding.

*MULTIPLEX:
IHRSA-type large facilities, also
includes not-for-profits; bundled
higher-end prices; wide choice of
services and amenities.

* SPECIALTY: per-
sonal training studios, aerobics-
only studios, women’s-only, co-
ops, condos, hi-rises; particular
populations with particular
needs,

* RURAL: smaller
population areas; one-of-a-kind,
non-competitive ventures; fairly
exclusive markets.

Next, I think you’ll
have to accept that your club
must fit into one of these catego-
ries. You can’t be “everything
for everybody™ (as gyms have
tried to be for years - successfully
at first, and unsuccessfully in cur-
rent markets). You're going to
have to differentiate your facil-
ity in your marketplace - or
you're likely headed for a very
tough road ahead!

It will be very hard for
you to compete with the mass-mar-
keting, big-budget advertising,
volume-sales-at-low-prices posi-
tioning of the chains. You don't
have the cost containment of the
chain players nor the dollars to
spend (nor the sophistication of the
sales process). You also cannot
offer the service and variety lev-
els of the larger multiplex
clubs...you don’t have the size of
facility and the depth (nor training)
of staff to deliver that kind of prod-
uct.

So you will be left with
just two alternatives: specialty or
rural. If you are rural in nature
(meaning under 20,000 people in
your town), you likely have a high
competitive advantage; and as long
as you stay on top of your busi-
ness, don’t get complacent, and
continue to seek out what your cus-
tomer wants, you'll probably be
okay...another player is not likely
to enter your market. (Plus rural
gymstend to price higher than sub-
urban or metropolitan clubs, any-
way - so they start off on a better
footing. | think there’s huge po-
tential in the “rural club” environ-
ment today).

If that leaves you in the

specialty category, then here’s what
to start doing:

0 Who (age demographics)
is your “core” market? Is it the right
core market, or do you need to
change it?

o What’s your pricing? If
it"’s low, you need to raise it! (How-
ever, you must make sure that your
facility and staff are sufficient to
warrant a price hike.)

o Are you offering what
you want to sell, or are you selling
what the marketplace wants? (It bet-
ter be the latter, or you're already in
trouble!)

0 Are you wasting space
with limited-appeal, no-additional-
income programming (for example,
traditional aerobics)? Would you be
better off converting space to smaller,
paid-program oriented studios
(group training, personal training,
stationary cycling, progressive cir-
cuit, soft exercise, mat work, East-
ern physical arts)?

o Have you embraced the
concept of the-more-the-member-
invests-in-membership-and-
programs...the likelier he or she isto
stay? Ordo you still believe that low
entry and low price is the way to go?

o Have you trained your
staff for hospitality and service...or

are you still turning employees over
month after month?

I believe that club opera-
tors around the country face a “win-
dow of opportunity” to differenti-
ate themselves from the masses, and
move up to a better standard of op-
eration - and higher profitability. |
believe if they do not embrace mod-
ern program marketing and socio/
demographic understanding, that
many are doomed for failure...and
that will be a shame if it happens, |
think that exposure to as wide a
variety of ideas and systems, and
differing opinions, is absolutely es-
sential to success in the fitness
industry...and in the very near fu-
ture. It appears to me that “crunch
time” has already begun...where
will YOU be when the smoke
clears?

(Michael Scott Scudder is
a fitness industry veteran, consult-
ant and management trainer, who
speaks regularly at major conven-
tions. His regional educational
seminar tour, “FITNESS FOCUS
Seminars, " highlights major and
second-level cities each year. He
can be contacted at 505-751-4236,
or via email at fitfocus@aol.com.)

FitnessMX..com

Exercising Healthier Margins Through an eMarket eXchange sm

» Auctions * Bid Requests s eCatalogs

"Thanks to our first 1,000 clubs and suppliers for
becoming part of FitnessMX.com, the first eMarket
exchange for the health and fitness industry."

Mitch Wald, President/COO

Interested in joining?
FREE Registration now at www.fitnessmx.com
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CREATING POSITIVE EXPERIENCES FOR OUR
TEAM MEMBERS: THE “HOW” OF THE “WHAT”

By Bonnie Patrick Mattalian

In the first part of this se-
ries, we looked at how industry
leaders create exceptional experi-
ences in their clubs for their mem-
bers. Now let’s take a look at the
most integral part of the service
puzzle: your people.

Again, it's easy to say we
want friendly, happy people servic-
ing our members. How do we do
that consistently without fail?

Industry veteran Joe
Cirulli is the current President of
IHRSA and owner of two clubs in
Gainesville, Florida. He creates
positive working environments for
his staffs with recognition and sup-
port. His members are encouraged
to recognize staff and their efforts.
Once a month, Cirulli takes about
20-30 of his staff out to dinner in-
cluding department heads as well
as front line staff. There they tell
stories. They tell the good stories
about what has happened in the
club. And he hears what they need
towork on. Because he listens and
acts on their suggestions, his staff
takes pride in their work and care
about the members and each other.

It is said that “what gets
measured gets done”. In the case
of the Ritz-Carlton Company, it
results in the Malcolm Baldridge
National Quality Award. Each ho-
tel compiles daily reports covering

720 work-related tasks. Every
staff person carries a notebook,
and records guest comments,
preferences and complaints.
This information is given to a su-
pervisor who follows up on ev-
cry issue. Then this information
is added to the company’s data-
base for inspection and correc-
tion, as well as individualizing
services for guests. If a house-
keeper hears a wish relating to
finding an area restaurant, they
note it, and deliver the informa-
tion to the concierge who follows
up. That guest’s preference in
restaurants is carried through the
database to all Ritz-Carltons.
The experience the guest re-
ceives every time is special and
catered to their needs.

It seems tedious, but
when you think about it, this sys-
tem can easily be adapted to your
club:

* Observation/Listen-
ing/Asking

* Qutlined responsi-
bilities for Follow-Up

* Accountability to
achieve goals/customer satis-
faction

* Support and Recog-
nition

A study by Andersen
Consulting last year said that
asking for feedback is the #1
quality of the Leader of the Fu-
ture. Why? Because it shows
you care about the people who

deliver your product.

Danielle Bouchard is
General Manager of the sprawl-
ing Aspen Hill Club in Silver
Springs, Maryland. She leads a
very successful large team. Asa
member of The Fitness Company
Network of Clubs, Danielle has
seen the power of team input in
meetings. That way, everyone
takes ownership in change. She
also takes the time to meet with
key individuals a few times each
month. “I take the opportunity
to share with them where they are
from an actual to budget perspec-
tive”, Bouchard explains, “which
gives me another opportunity to
pat them on the back, coach, and
encourage.” Whenever she can,
Bouchard springs a surprise bo-
nus on a team member, ranging
from $25 to $500. Bouchard
says, “They don’t expect it, but
they sure do appreciate it. Mo-
rale is up, team members are
happy and we're producing more
than ever. Memberships are up,
attrition is down, and the mem-
bers are happy too. What more
can | ask for?”

In the Pine and Gilmore
book “The Experience Econo-
my,” work is compared to the
theatre. Your audience (the
members) see your every move
on stage (in the club). Some-
times we have to assume a cer-
tain character, or play a role in a
task or an exchange with a cus-

tomer. We know that ev-
eryone wants to be treated
with respect, to have sup-
port, and to be recognized.
Not everyone wants these
things delivered in exactly
the same way. With
proper “characterization”,
everyday service tasks can
become memorable per-
formances. Yet too many
workers behave no differ-
ently on stage than in their |8
private lives. Staff body
language, gestures, ap-
pearance, actions and
words need to match the
vision our clubs want to
deliver.

Have you ever
planned a wedding? 1 just
finished planning mine.
What a project! [became
preoccupied with many

Bonnie Patrick-Mattalian

details that were important
to me, so that at times | was ner-
vous about the delivery of those
items. Everyone was saying to me,
“Don’t sweat the small stuff!” It's
the small stuff that made a differ-
ence, that made the day special for
me, my husband, my family and
my friends.

Try something small for
your staff. Have them try some
small improvement or change in
what they do. An upbeat greeting,
a few positive words, a small gift.
This is a good start to help charge
your staff up, and to deliver the

vision that’s important to you and
your members.,

(Bonnie Patrick Mattalian
is a Project Manager for The Fit-
ness Company specializing in Or-
ganizational Development and Per-
formance Learning. A recipient of
the Club Industry/Life Fitness Dis-
tinguished Business Woman's
Award for Industry Enhancement,
Bonnie welcomes your feedback
and can be reached at (732)548-
0970 ext. 111.)

THRSA’s Capitol Report

1EI’J’RYJF'H\Y"DS FOR
SPORTS CLUB
DEFIBRILLATOR
CASE

A Florida jury has re-
turned a verdict in favor of Q, The
Sports Club, which was sued for negli-
gence for not having a portable defibril-
lator or oxygen present when a member
suffered a medical emergency.

Poh Saik Hooi, a 42-year-
old engineer, was exercising at the
club chain’s Plantation, Florida branch
when he collapsed and became uncon-
scious, said plaintiff’s attorney
Howard Pomerantz.

Paramedics arrived four
minutes later. According to
Pomerantz, “The paramedics found
no pulse... His pupils were fixed and
dilated, and he had no blood pressure.”
The paramedics revived him, but Hooi
suffered permanent brain damage,
Pomerantz said.

Hooi’s wife sued the club
chain, charging that it was negligent

in not having a portable defibril-
lator or oxygen present. “The
American Heart Association has
recommended that defibrillators
be available in public places,”
Pomeraniz said.

The jury found in favor
of the defense, who denied any neg-
ligence, countering that no regula-
tion or health club industry standard
required defibrillators and that the
equipment would not have saved
Hooi.

Contact Member Ser-
vice (info@ihrsa.org) for your free
copy of IHRSA's legal briefing
paper on defibrillators.

IHRSAPAC
CONTRIBUTES TO 7
MEMBERS OF
CONGRESS

So far this fall,
IHRSA’s Political Action Com-
mittee has contributed to seven
members of Congress who are up
for re-election in November.

These legislators have each been

our industry’s ally in at least one

of the following areas: promotion

of the PEP Act, reasonable revi-

sions to the Americans With Dis-

abilities Act, and the fight for a

level playing field:

Sen. William Frist (R-TN)

Sen. Kay Bailey Hutchison (R-TX)

Rep. Michael Castle (R-DE)

Rep. Mark Foley (R-FL)

Rep. Gerald Kleczka (D-WI)

Rep. Anne Northup (R-KY)

Rep. James SensenbrennerJr.(R-WI)
Update: All 7 candidates

were re-glected.

“ADA
NOTIFICATION
BILL”
INTRODUCED
INTO SENATE

Abi]l has been intro-
duced into the U.S. Senale that
would allow businesses an oppor-
tunity to correct alleged violations
of the Americans with Disabilities

Capitol Report Reprinted Courtesy Of IHRSA

Act before they can be named in a
related civil lawsuit.

The “ADA Notification
Bill” (SB 3122), which was intro-
duced by Sen. Tim Hutchinson (R-
AR), is now in the Senate Commit-
tee on Health, Education, Labor, and
Pensions.

‘The House equivalent (HR
3590), which was introduced earlier
this year by Rep. Mark Foley (R-FL),
has 22 cosponsors and is in the
House Committee on the Judiciary.

Please call (202) 224-3121
or visit the public policy section of
www.ihrsa.org, click on “take ac-
tion,” and choose “compose your
own message” Lo urge your Senators
and Representative to support these
important bills!

ILLINOIS
INVESTIGATES
WHETHER FITNESS
CENTER PROPOSAL
SKIRTS LAW

Aslate health-care advi-

sory board is investigating an allega-
tion that Palos Community Hospital
may be planning to join a list of llli-
nois hospitals that have built fitness
centers without the required state ap-
proval, the Chicago Tribune has re-
ported.

The Palos Heights hospital
allegedly is bypassing a state law that
requires health-care facilities to get
approval for fitness centers priced at
more than $2.7 million.

A spokeswoman for the 11-
linois Department of Public Health
confirmed that her department’s staff
is investigating the connection be-
tween a 1998 proposal by Palos
Community Hospital to build 2 $14.5
million fitness center and an identi-
cal plan that was recently announced
by St. George Wellness Center, a not-
for-profit corporation that was
formed two months ago.

Both Palos Community
Hospital and St. George Wellness
Center are subsidiaries of St. George
Corp., a Palos Community Hospital

(See Capitol Report page 21)
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Clubdoc's Corner

By Mike Chaet

The following ques-
tions, issues and situations are
commonly brought up during my
visits with clients and clubs around
the globe. The Clubdoc’s Corner
is designed to share my solutions
with you as well as to challenge
you to come up with solutions of
your own.

Q: We're a service-ori-
ented club in the midst of a satu-
rated marketplace. We just came
out with a $29.99 Super Blowout
Special that undercuts all the
competition’s discount rates by
10%. Yet prospects are drying up.
What's wrong?

A: “Killer $29.99 Spe-
cial”? It’s a Killer, all right. This
is a classic example of “Hunt &
Kill”-a classic marketing mistake
also referred to as the “Scorch &
Burn”. It’s almost always a direct
result of out-of-control price com-
petition in an over-saturated mar-
ketplace. Too many clubs in a lim-
ited area causes a reflexive market-
ing response of discounted fees and
membership specials. Everybody
is offering a deal on price. Soon,

unrealistic $99-a-year dues and
special 2-year $149 bargains de-
fine your the marketplace price.

Despite using your pro-
fessional advertising tools,
competiting on price along with
the rest of the herd is a dead-end.
The answer is to differentiate
YOUR club from all the rest. You
might consider upgrading service
and even raising your price.
People are not afraid to pay for
quality service Outclass all your
competition by, in this example-
becoming the first $50 club
around a crowd of $19.99 dis-
counters. Dollar-Mart or Nord-
strum’s... let your market decide.

If you deliver the best
service, that higher rate will trans-
late into an ever-increasing capa-
bility on the club’s part to provide
a wider range of unique customer
service opportunities, programs
and perks to your discriminating
membership. All in tandem with
increasing profits,

You create bad will as
well by scorching and burning. So
now the next year, or the next sea-
son-it could be only 3 months
later-people are crowing, “Well,
my friend has this, that and the
other package at 99 bucks a year.
What will you do for me?” Say-

ing you don’t do that any more
doesn’t ride well. Say it your-
self: We don’t do that anymore.
That was just a promotion.
We’re not doing that. Doesn’t
sit very well in any business,
does it?

Consider this philoso-
phy: You can educate people to
do, within reason, almost any-
thing.

Within reason and
logic, of course. So let’s educate
people to believe your club’s
membership is worth-I'm going
to pick an arbitrary number-$50
amonth in a $30 market. You've
taken enough time and enough
energy to demonstrate principal-
based decisions, good facilities,
good service, to justifiably edu-
cate people this is a $50 mem-
bership. That has become your
tradition.

Now, all of a sudden,
you come up with a 9 dollar and
95-cent membership special.
You're sending out a mixed
message. You're scorching the
market. You undo all the cred-
ibility you've built, leaving
your potential customers con-
fused. They're trying to decide
$9.95... $50... .$9.95... $50...
$9.95... $50... ? “Wait a minute.

What'’s this guy's message? I'm
suspicious. Somebody’s getting
the short end of the stick and it
ain’t gonna be me. I'll just avoid
it altogether.”

Q: None of my print ads
seem to be doing the trick. I'm
really starting to take it person-
ally-after all, I designed them
myself on the latest hi-tech
Macintosh available. Our aero-
bics instructor works part time at
a local art gallery and agrees
they're fantastic... why aren’t
people responding?

A: Sounds like you have
quite a collection of masterpieces
on your hands. Also sounds like
you're stuck with ‘em. Regard-
less of their high value to you,
your aerobics instructor, and art
critics everywhere, it's too bad
your master creations aren't work-
ing. If they're not working,
they're worthless.

Look at the slick layout
of the magazine in your hands.
Check out some of the eye-catch-
ing ads. These professional styles
were produced by people who
knew what they were doing.
There’s more in their portfolio
than first place in the Middle
School Safety Week poster com-

petition.

Forget the prettiest ad
awards. Forget what it looks like.
Just make sure it works That means
NO relatives, friends, neighbors or
ill-advised personal delusion that
Jjust because you just bought a fancy
new Macintosh, you’re now sud-
denly a professional designer. Find
a professional-someone who knows
what they’re doing. Don’t do it
yourself. Definitely involve your-
self as part of the process, but don’t
try to be your own graphic artist and
marketing director. Find somebody
who knows what's going on. The
ultimate test is how well your ads
make the phone ring.

(Mike Chaet, “Clubdoc”,
is President and CEO of Club Mar-
keting International, Inc., a club
consulting company located in Hel-
ena, Montana. Mike is considered
by many to be one of the leading
consultants in the industry and has
received many awards for this
work. To contact Mike, you may
call him at (406) 449-5559, fax at
(406) 449-0110, or visit his website
at cms-clubweb.com. To receive
Clubdoc's free monthly newsletter,
simply send your e-mail address to
clubdoc@cms-clubweb.com)

The 2000 CLUB IN-
SIDER News 2000 Contributing
Author Team is listed below. Our
thanks to all of our authors for
sharing their expertise and taking
the time to write for The CLUB
INSIDER News.
*MICHAEL HOFFMAN -
President-Heart Communications

UB INSIDER News
Confribufing Author Team

(949) 489-0301

*KLAUS HILGERS- Pres-
ident-Epoch Consultants- (727)
447-1773

*KAREN D. WOODARD -
President-Premium Perfor-

mance Training- (303) 417-0653

*JULIA WHEATLEY-
Owner- Women's Fitness Cen-
ter- (540) 434-9692

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

*RAY GORDON- Presi-
dent- Sales Makers- (800) 428-
3334

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

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

*PATRICK PINE-
Founder- National Fitness
Therapy Association- (970)
726-0697

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

*MICHAEL SCOTT
SCUDDER- President- FIT-
NESS FOCUS- (505) 751-

4236

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

*RICK CARO - Chairman,
Spectrum Clubs International
and President, Management Vi-
sion, Inc. - (212) 987-4300

*BONNIE PATRICK
MATTALIAN - Fitness Compa-
ny - (732) 548-0970, Ext. 111

*JIM EVANS - President &
General Manager - Peninsula
Athletic Club - (619) 224-4644

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

*MIKE CONNORS - Pres-
ident, Optifitness, - (413) 567-
7300

*BRIAN McBAIN - Presi-
dent, Club Market Vision, -
(480) 946-9600.

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

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

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

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

*GEOFF HAMPTON -
President Club Marketing Re-
sources - (619) 267-6862

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

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

*MIKKI WILLIAMS -
President - Mikki Williams Unltd.
- (203) 762-2526.
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s sheet, “Accommodating Trans-
Capitol Report 5 vissrmsicine 2o
continued from page 18 helps club operators handle these

tricky situations.

spokesman acknowledged. “But St. Contact [HRSA Member
George Wellness Center is a separate  Service (info@ihrsa.org or 800-228-
corporate entity from Palos Commu-  4772) with your request to receive

nity Hospital. No hospital funds are
going to be used for the [fitness cen-
ter] project,” he said.

From the viewpoint of Mike
O'Donnell, owner of Riviera Coun-
try Club in Orland Park, the hospital
is circumventing the law when it cre-
ates a new corporation to resurrect a
project that was rejected by the state.

The first proposal, which
was presented by St. George Corp.
and Palos Community Hospital, was
rejected by the Ilinois Health Facili-
ties Planning Board in January 1999
as an unnecessary expense that was
outside the realm of patient services.

The hospital has maintained
that the fitness center would provide
medical services such as cardiac re-
habilitation and physical therapy,
which are now contracted out to pri-
vate fitness centers.

For the last year and a half,
Palos Community officials were ap-
pealing the decision, but in July, the
hospital withdrew its appeal. The
plans, however, were not shelved. In-
stead, a new corporate entity was es-
tablished to control the fitness center
and keep its operations separate from
the hospital,

The project calls for an
80, foot health and fitness
facility in Orland Park. Last week,
ground was broken for the center,
which will feature state-of-the-art car-
diovascular fitness and weight-train-
ing equipment, an indoor pool, a
physical therapy pool, a running track
and an aerobics room.

As the State examines the
relationship between Palos Commu-
nity Hospital and the proposed fitness
center, the Illinois Health Facilities
Planning Board has already compiled
a list of 13 other fitness centers that
are owned or
operated by entities that are related to
hospitals in Illinois.

The Board is tackling the
thorny question of how to regulate
these projects, which come under
separate corporations. So far, the
board has not taken punitive action
against any hospital, even though the
evidence in those
cases suggests that the separate cor-
porations were capital expenditures
made by or on behalf of a health-care
facility.

NEW IHRSA FACT
SHEET: ACCOMMO-
DATING TRANS-
SEXUAL PEOPLE IN
HEALTH CLUBS

Seveul IHRSA members
have reported that a club member or
employee is going through or has
completed a “sex change.” This can
present a dilemma as far as which
locker room an individual should use,
or even whether someone should be

allowed to join a club, if the facility is
single-sex. IHRSA’s newest fact

this free paper either by e-mail or
fax. Or visit http://www.ihrsa.org/
auth/publicpolicy/trans.html to read
it on-line (you’'ll

need your six-digit IHRSA member
number and your password, which
is the city where the club is located,
all lowercase.)

“MEMORANDUM OF
UNDERSTANDING”

DEVELOPED
BETWEEN CLUBS
& CITY

Club operators in

Roseville, California, have found a
way to curb their concerns about
unfair competition from the city’s
new $6.5 million sports facility,

Earlier this year, the city
came under fire from private health
club operators who contended that
the 27,000-square-foot Roseville
Sports Center might put them out of
business. After all, the center will
have weight machines, treadmills,
stationary bicycles, a basketball and
volleyball gymnasium, aerobics,
kickboxing and a rock-climbing
wall.

Gene Endicott, a Roseville
parks and recreation commissioner,
told the Sacramento Bee that he is
sensitive to the private clubs’ percep-
tion that the city center might un-
fairly compete.

Roseville has since entered
into a “memorandum of understand-
ing” with the local clubs. The city
has promised not to charge below-
market fees at the center and has
agreed not to furnish personal train-
ers or free weights in its fitness room.

IHRSA congratulates
Roseville-area club operators on this

important victory!
IHRSAPAC FUNDS
TEN MORE
CONGRESSIONAL
CAMPAIGNS

IHRSAPAC. the indus-
try’s only Political Action Commit-
tee, contributed to ten more mem-
bers of Congress who were up for
re-¢lection. All have been our
industry s allies in at least one of the
following areas: promotion of the
PEP Act, reasonable revisions to the
Americans With Disabilities Act,
and the fight for a level playing field.
They are:

Sen. Jeff Bingaman (D-NM)
Sen. Mike DeWine (R-OH)
Sen. Jim Jeffords (R-VT)

Sen. Richard Lugar (R-IN)
Rep. Joseph Crowley (D-NY)
Rep. Lindsey Graham (R-SC)
Rep. James Greenwood (R-PA)
Rep. George Miller (D-CA)
Rep. Patsy Mink (D-HI)

Rep. John Sweeney (R-NY)

Visit the Public Policy sec-
tion of www.ihrsa.org for more in-
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formation about any of these ef-
forts or IHRSAPAC recipients.
Contact  Kristen Adams
(kma@ihrsa.org) for information
about IHRSAPAC.
MBERS
MAKE STRONG
CASE AGAINST
GOVERNMENT
COMPETITION

To taxpaying health
club operators, the issue of the
proper role of government is noth-
ing new. The question has re-
ceived an unprecedented amount
of press coverage this year and has
even been raised in the presiden-
tial debates. Several [HRSA
members have raised this issue in
their own communities as it ap-
plies to the operation of taxpayer-
funded, multi-million dollar rec-
reation centers.

Cities all across the
country are building extravagant
recreation centers as status sym-
bols without considering all of the
implications. Don Weller, owner
of Wellness Works in Solon, Ohio,
recently told the Cleveland Plain
Dealer that he is convinced that
Solon’s plans to build a recreation
center will cripple his business, “|
pay taxes to the municipality that’s
now putting me out of business,”
he said.

No where are taxpayer-
funded health clubs more extrava-
gant than in Chicago, lllinois.
Gale Landers, president of Fitness
Formula, described the city’s ex-
pansive recreation facilities as
““Taj Mahal-style facilities that are
monuments to the people build-
ing them.” He told the Tribune,
“There’s no need for a suburb to
enter into a commercial venture
when the service is more than ad-
equately being provided
privately.”

There is some
good news to report.
Thanks in large partto club
operators’ education of the
public and lawmakers on
this issue, some recreation
center have been
defeated. In Mentor, Ohio,
for example, voters de-
feated a $9 million bond
proposal for a recreation
complex. The key to de-
feating these proposals is
early intervention. Take
the first rumblings of a pro-
posed local recreation fa-
cility seriously, and contact
IHRSA for help.

COULD YOUR
WAIVER USE
SOME WORK?

One only

needs to skim IHRSA’s
chart called “Liability
Cases Affecting Health
Clubs” to discover the im-
portance of an effective re-
lease of liability. A signed
waivercan protect clubsin

most states from liability for simple
negligence. There are many steps you
can take to help ensure that your
waiver will be upheld should it ever
be challenged in court.

If you haven’t done so al-
ready, order the newly updated edi-
tion of “Waivers & Releases for the
Health and Fitness Club Industry.”
It includes:

* An overview of waiver
laws in each state;

*The important factors to
consider when writing a waiver in
any state;

*An explanation of why
waivers sometimes fail;

*A section on alternatives
to waivers (such as zagreements to
participates<) for use with minors;
and

*Sample waiver clauses,

While every liability
waiver used in a health club should
be approved by an attorney, this
book can help minimize your legal
fees associated with the drafting of
a waiver.

The cost for [HRSA mem-
bers is only $25 (non-members
$50). To order your copy, call 800-
2284772 or visit the 2publicationss
section of ihrsa.org. You can also re-
quest a free copy of “Liability Cases
Affecting Health Clubs,” which
summarizes dozens of cases involv-
ing injuries in recreational facilities.

IHRSA MEETS WITH
NATIONAL
RECREATION AND
PARK ASSOCIATION

Lst month, Joe Cirulli

(IHRSA’s president), Gale Landers
(IHRSA’s last president), Tom
Scanlon (IHRSA's lobbyist), Helen
Durkin (IHRSA's director of public
policy), and John McCarthy met
with leaders of the National Recreation

Fitness,
Friendship
& Fun

Jazzercise is the #1 dance
fitness program in the world!
More than 5,000 instructors.
teach 19,000 classes weekly to
more than 450,000 people in
the U.S. and 38 other countries.

Add Jazzercise classes to your facility.
Call Jazzercise, Inc. (760) 476-1750
to locate a district manager in your area.
WWW.jazzercise.com g

and Park Association (NRPA) to
hammer out principles of fair play
between publicly financed fitness
centers and privately financed, tax-
paying facilities.

IHRSA asked for 4
things when the development of
such centers is proposed:

1. Early notification.
Club operators have often been the
last to hear about such projects. As
IHRSA subsequently wrote to the
NRPA, “All taxpaying fitness busi-
nesses within a community in
which a publicly financed fitness
center is being planned shall be no-
tified in writing by registered mail
at least six months prior to the ex-
ecution of an agreement to develop
such a facility.”

2. An objective eco-
nomic impact statement. Public
officials often claim that public
facilities have little or no effect on
taxpaying businesses. IHRSA sub-
mitted that those proposing that a
publicly financed facility be built
in a market that is already served
by taxpaying clubs “shall submit
to the
public an economic impact state-
ment that objectively assesses the
economic harm that the public fa-
cility will have on preexisting tax-
paying facilities.”

3. Full disclosure of all
development and operating costs.
In fairness to the public that pays
for these centers, IHRSA asked
that those proposing them be re-
quired to submit to the public “a
report that itemizes all revenues
and expenses associated with the
development and operation of the
facility for at least the first five
years of its operation.”

4. Public hearings and,
wherever local law permits, a prop-
erly publicized and determinative

(See Capitol Report page 24)

jazzercise
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CLUB INDUSTRY CONVENTION PHOTOS

(L to R) Kelly Herrin, Janet Lssick & Bo haiken (L to R) Ray Gordon Ly!e Schuler, Katze McCullough & Eddie Tock

(L t0 R) Petra's Greg Williams & G.'em: Cavanaugh

(Top to Bottom) Janet Lossick, Jack Dennison, Laurie
Helmick, Karen Woodard & Laurie Cingle
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"Pole Dancer" Model Draws Crowds "Blender Guy" Chillin' Out at CI.
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The CLUB INSIDER News World View

ell, it didn’t take
the club business ‘mover-and-
shaker’ from ‘Down-Under’,
TONY deLEEDE, long to find his
way back into the health club busi-
ness. Deleede had sold his 24-club
Atlanta-based Australian Body
Works chain to LA Fitness a few
months back. Now, deleede, the
principal owner of Cardio Theater,
has bought into the newly acquired
chain of 11 former Healthland
Health Clubs in Australia. MIKE
BALFOUR, the Managing Direc-
tor of Fitness First in the United
Kingdom has entered into an
agreement to acquire the 11 clubs
in Australia out of receivership for
$6.2 million. That is approximately
$572,000 per club for facilities that

have been described as "upscale
and a lot like the Q Clubs or a
miniature Concourse Athletic
Club." HealthLand was a sub-
sidiary of LeisureNet, a South
African chain of over 80 clubs
that filed for bankruptcy last
month. DeLeede has taken an
ownership position of 15% and
is off and running, (as is usual
for Tony) with two more clubs
under construction and three
more leases signed. DeLeede, in
my opinion, is one of the most
saavy health club operators in
the world and he and Balfour
have vowed to operate the new
Fitness First Australia chain
using the same standards of ex-
cellence they have used in the
UK and the USA. Good luck

guys!

*Central Sports Co. in Ja-
pan announced on November 15,
2000 that it will begin to be traded
publicly on the Tokyo Stock Ex-
change. MR. GOTTO, a former
Olympic swimming champion, the
President and CEO and Founder of
the company, now own over 90 fa-
cilities and manages another 60.

*FRED TUROK, Presi-
dent of LA Fitness operates 25 clubs
with 8 more in various stages of de-
velopment in the United Kingdom.
Turok is soon to have an additional
$37 million and plans to be operat-
ing 70 clubs by July, 2003.

*FERNANDO STORCHI
and GUIDO MIQUEZ, ownersof Red
De Clubes, one of Argentina's lead-
ing club groups, have announced that

three new properties are under
way.

*Whitbread PLC, the
giant UK company, announced
plans to sell their 3,000 pubs in
order to take full advantage of
Whitbread’s leadership role in
hotels, restaurants and the lei-
sure club business. Whitbread
owns approximately 45 David
Lloyd Leisure Clubs in Brit-
ain, Scotland and Ireland.

*RICHARD
BILTON’s upscale Sao Paulo, Bra-
zil-based Companhia Athletica
will open its 10th in Brazil before
the end of the year. Bilton planson
having 20 upscale facilitics by
2005.

*Also in Brazil, Sao
Paulo’s Runner Health and

Fitness clubs now with 9 clubs and
24,000 members, projects to open
5 more clubs in 2001 and 12 clubs
in 2002, all in Sao Paulo.

*Be sure to check out the
article below about IHRSA’s new
5-year agreement with Fitness
Brazilia.

*Cannons in the United
Kingdom plans to open 27 clubs in
the next 27 months. Currently with
32 clubs and 14 Courtneys Gyms,
will open 22 more clubs in the UK
by the end of 2002, plus 4 more in
Holland. Cannons has acquired ac-
cess to $160 million for its devel-
opment.

(The CLUB INSIDER
News World View information pro-
vided courtesy of IHRSA.)

THRSA/Fitness Brasil Conference and Trade Show

Anticipating enormous
growth to both clubs and suppliers
in Latin America, The International
Health, Racquet and Sportsclub
Association (IHRSA) teamed up
with Fitness Brasil for a first-of-
its-kind major conference and trade
show designed specifically for club
operators in that region. Both or-
ganizations thought it was time for
the Latin American fitness indus-
try to reach their next level of busi-
ness sophistication and cater to an

untapped audience.

IHRSA made the deci-
sion to hold the event in Brazil
because of the size and long-
term potential of the market
there. The choice to partner with
Fitness Brasil was made based
upon Fitness Brasil’s strength
and reputation in the area of fit-
ness industry event planning.

Currently, the number
of commercial health & fitness
clubs in Brazil is approximately
3,500, with an additional 15,000

public social and/or recreation clubs.

“The Brazilian fitness mar-
ket is poised for very strong growth
in the next few years,” says John W.
Kersh, Director of International De-
velopment for IHRSA. “Indications
are that there will soon be an increase
in private investment in the club in-

dustry, both from sources inside and

outside of Brazil. Our goal at [HRSA
is for this event to become the pre-
mier meeting point in Latin America
for club owners, investors and sup-
pliers.”

IHRSA already has a
proven track record for success-
ful trade shows, attracting thou-
sands of people from all over
the world to conferences and
conventions. In keeping with
this trend, IHRSA and Fitness
Brasil attracted 2,100 buyers,
410 of which also attended the
informational seminars. Addi-
tionally, 50 companies partici-
pated in the show, including
national Brazilian brands and
all of the main international

equipment suppliers. Participants
included club owners, managers
and decision making staff. The 3-
day event, held in S,,0 Paulo, Bra-
zil, October 17, 18 and 19, was
closed to the general public.

As proof that the confer-
ence and trade show was a success,
IHRSA and Fitness Brasil signed
a 5-year deal to partner on this
event, with the next one scheduled
for September 11-13, 2001, in S,,0
Paulo, Brazil.

Capitol Report
continued from page 21

ballot whereby citizens can vote on
the development of the new facil-
ity.

IHRSA made it clear to
the NRPA that, in general, the
health club industry supports the
provision of ample parks, base-
ball diamonds, swimming pools,
basketball courts, soccer fields,
playgrounds, outdoor tennis
courts, walking trails, and so on.
We only ask that when public of-
ficials propose publicly financed
fitness centers, everyone has a
chance to be informed, everyone
has a chance to be heard, and ev-
eryone has a chance to vote.

See December CBI's
“Memo from McCarthy” for more
information about the IHRSA/
NRPA meeting.

PILATES
TRADEMARKS
OVERTURNED

The Pilates method,
currently one of the hottest fitness
trends in America, was the sub-
ject of a landmark decision
handed down on October 20 in
Manhattan’s federal court. In a

case pitting Sean Gallagher,
owner of the Manhattan-based

Pilates Studio, against IHRSA
member Balanced Body, Inc.,
a

Sacramento-based company
and the world’s largest manu-
facturer of Pilates equipment,
a U.S. District Court judge
ruled that Pilates, like yoga and
karate, is a type of exercise, not
a trademark.

The Court’s opinion
invalidated Gallagher’s trade-
marks for Pilates exercise ser-
vices and Pilates equipment,
and established that Pilates is
a generic term. Since “consum-
ers identify the word ‘Pilates’
as a particular method of exer-
cise,” the Court found, “plain-
tiff cannot monopolize (it).”

The Court rejected
Gallagher’s argument that only
his teachers were qualified to
teach the Pilates method, cit-
ing testimony by one of
Gallagher's own witnesses that
there were many other quali-
fied Pilates instructors around
the United States. Some of
those teachers had studied de-
cades ago with Joseph Pilates,
the founder of the Pilates
method. The Court noted that
during his lifetime Joseph
Pilates had “promoted his
method of exercise and at-
tempted to increase its use by
the public” and “never did any-

thing to prevent others from using
(the) name to describe what they
taught.”

The decision affects several
thousand Pilates teachers and studios
and about a dozen manufacturers
across the country who had been pre-
vented from using “Pilates™ in any
form, including in their advertising.

Ken Endelman, president of
Balanced Body, refused to buckle dur-
ing the five-year long litigation. In a
company press release, Endelman ex-
plained, “The public benefits from this
decision because it will be easier to lo-
cate studios which, until now, have
been prevented from saying that they
teach Pilates. This decision gives the
public greater access fo Pilates.”

[REMINDER:  While
“Pilates” is now a generic term, “Tae-
Bo” is still a trademark. E-mail
gr@ihrsa.org for a copy of IHRSA’s
free fact sheet entitled *“Tac-Bo: A Reg-
istered Trademark.” Or visit http://
www.ihrsa.org/auth/publicpolicy/
taebo.html and enter your IHRSA i.d.

and password.]
FLORIDA D.O.R.
TO RULE ON
APPROPRIATENESS
OF TAXPAYER-
FUNDED

EMPLOYEE
WELLNESS

A St. Lucie County,

Florida, property appraiser
has come under intense scru-
tiny and criticism for using
taxpayer dollars to buy health
club memberships for his 53
employees.

Last week, in a letter
to the Palm Beach Post, Dou-
glas Putnam explained the
reasoning behind the $12,455
wellness program. “If health-
care claims can be reduced
through an employer-spon-
sored wellness program, the
taxpayers are the winners. A
10% reduction in claims,
which 1 believe is realistic,
will save the taxpayers con-
siderably more than the cost
of the program. Healthy em-
ployees work harder, miss
fewer days, have fewer insur-
ance claims, feel better about
their jobs and provide better
service to the
taxpayers...Given
the opportunity to succeed, |
am confident the wellness
program will achieve the de-
sired results,” Putnam wrote.

Putnam has asked the
Florida Department of Rev-
enue to review the purchase to
determine whether it was ap-
propriate. A ruling isn't ex-
pected from
Tallahassee for at least a
week, according to the Port St.

Lucie News.

[Call 800-228-4772 or visit
www.ihrsa.org to order [HRSA's up-
dated brochure entitled, “The Eco-
nomic Benefits of Regular Exercise.”
This publication demonstrates how
major corporations have experienced
reduced absenteeism, improved em-
ployee productivity and morale, and
reduced tumover and medical claims
as aresult of implementing a corporate
wellness program. ]

HARITABLE

ND
CONTRIBUTIONS

Amcrica‘s leading

charities collected more than $38
billion in contributions last year,
an increase of 13% over 1998, ac-
cording to The Chronicle of Phi-
lanthropy. The YMCA of the USA
ranked second with $693 million
in donations. [You will remem-
ber that the Y ranked first in total
revenue last year with $3.5 bil-
lion — a large portion of that is
from fitness center memberships
and program fees.]

The Salvation Army led
the 1999 survey of the top 400
charities, receiving $1.4 billion in
cash and donated goods. Chari-
table giving has steadily in-
creased over the past decade, es-
pecially in the last three years.
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The Simple & Powerful

Club Management System

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

Photo-imaging Check-in
Unlimited Report Capabilities
Automated EFT

NP Y Y

Full Service Customer Support
(Phone, Fax, Seminars)

S0, make the first call right now. Dicil 1-800-554-CLUB
and see how easy it is to get ClubRunner working for you.

Club

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

“nner - 1 (800) 5542‘?:?5?:3-7?];'22—%5
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BODY PUMP TESTIMONIALS

"l LOVE BODYPUMP.
Thanks for a fabulous workout.”
Email - September, 2000

“I recently moved from
Baltimore where | became ‘ad-
dicted” - in the healthiest way -
to BODYPUMP. I'm one of those
people who never lifted weights,
and, to tell the truth, was a little
intimidated at the prospect of
taking the classes. But the in-
structors at Brick Bodies are
wonderful, and soon | couldn’t
stop myself from going.” Email
- September, 2000

“I' would like to say that

I have been a BODYPUMP in-
structor for over 2 years now and
have never felt so much gratifi-
cation from a workout before. |
have been teaching in the indus-
try for 22 years and this is the
first program that actually gave
results as promised and has been
{ the only one to change my body
definition fast. I encourage all
ages and genders to take this

class and let them see the results
they can achieve. This is actually
a class that we all enjoy and do
not dread. I try to change up my
music selection on a daily basis
so that the class never gets bored
with the same songs. | also en-
courage my class to work on a
personal basis and only use the
weight that is comfortable for
them and have to say have kept
the attendance numbers going up.
Thanks for an awesome pro-
gram.” Email - September, 2000

“BODYPUMP changed
the shape of my body in the
quickest amount of time unlike
any other exercise | have tried
before.” Email - August, 2000

“I think BODYPUMP is
the most exciting thing that has
happened to my body in a long
time. I like it because I see re-
sults fast and it motivates me to
keep doing more.” Email - Au-
gust, 2000

Norm Cates’

=Club_In Insider

INFORMATION REQUEST

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

number shown.

[JPlease mail information to me. [ |Please contact me at the

Name:

number written below,

Club or Company Name:

Address:

City:

Fax#: I- ) -

CLUB INSIDER News Advertisers

JLR Asso. - Pg 14
LifeFitness - Pg 28

Sales Makers - Pg 2
Jazzercise - Pg 21
Cardio Theater - Pg 13
ISSA-Pg7

Body Pump - Pg 27

Club Runner - Pg 25

0000000000000004d

Affiliated Acceptance- Pg 19
Springfield Corp. - Pg 6

Muscle Dynamics - Pg 15

Shape Master USA - Pg 12

Ground Zero Design - Pg 9
National Gym Supply - Pg 11
E-ZONE Network - Pg 16
Fitness MX.com - Pg 17

Faxi#:(781) 431-0890
Fax#:(847) 288-3791
Fax#:(573) 374-9972
Fax#:(914) 736-0508
Fax#:(770) 729-0995
Fax#:(760) 434-8958
Fax#:(310) 323-7608
Fax#:(678) 686-4510
Fax#:(805) 884-8119
Fax#:(770) 424-1590
Fax#:(405) 728-8795
Fax#:(561) 746-5822
Faxi#:(719) 955-1104
Faxi#:(310) 390-2627
Fax#:(707) 259-1376
Fax#:(301) 652-8288

“I've been taking
BODYPUMP classes for about
2 months now and it’s been
great! I really hate to miss a class
and have made great improve-
ments since starting out.” Email
- August, 2000

“I absolutely love
BODYPUMP! I had never lifted
weights before this class, but I'm
seeing the toning that I always
wanted.” Email - August, 2000

“I've been doing
BODYPUMP exercise for over
two months now. It is a great
workout and I'm getting the
most of it.” Email - August, 2000

“l am a member of a
class in Siloam Springs, Arkan-
sas. | absolutely love
BODYPUMP! I had never lifted
weights before this class, but I'm
seeing the toning that I always
wanted. Thank you for your help
and your awesome program!”
Email - August, 2000

“Hello - and may | just
say thank you right off the bat!
As a former resident of Atlanta,
GA and former aerobic instruc-

tor | have come to love Body
Pump.” Email - August, 2000

“I have been taking
your class for over a year now
and | am hooked!” Email - Au-
gust, 2000

“l have been doing
BODYPUMP at my health club
and | am now hooked.” Email -
August, 2000

“l am 53 years old. 1
have been taking BODYPUMP
classes at Lifestyles Family Fit-
ness Center in Brandon, FL for
over a year now. | have seen so
many positive results happen-
ing to my body, self esteem and
confidence level. My body
composition has changed. By
doing Body Pump 2-3 times a
week and walking on the tread-
mill 2-3 times a week, | have
gone from a size 12 to a size 5.
My eating habits have not
changed and [ still have expe-
rienced positive results. Also,
By blood pressure changed 170/
90 to 140/80." Email - July,
2000

“ILhave been taking the

BODYPUMP classes at Harbor
Athletic Club in Middleton, WI
fora month and love what it does
for me. I feel like I can take on
the world when I have finished
the classes. I haven’'t ever really
been into lifting weights (I am an
avid walker-about 30 miles a
week) but I know that strength
training is important for overall
fitness and BODYPUMP is a re-
ally fun way to accomplish my
fitness goals. I attend classes 3
times a week. In what time frame
can | expect to see some major
changes. | have seen them in my
gluts already. Thanks and keep it
up!!!!” Email - July, 2000

“l have been doing
BODYPUMP since March and
love it. The wonderful results and
feeling of accomplishment after
each workout is addicting.”
Email - July, 2000

“Just finished training in
Module 2. Had a BLAST. The
class is great, the music is
greal...thank you for making it so
much fun and especially for the
great results I have seen in my
life.” Email - July, 2000

Casey Conrad

continued from page 8

they get people to “Super-Size”
their meal for just .39 cents. That
might not seem like a big price
change but when you multiply
that by thousands of people per
day.it adds up.

One good example of
getting the customer to buy a
larger quantity of an item would
be to offer them a longer term
membership at a discounted rate.
If the average customer only
stays 6 months with the club,
giving you total revenue of $450
(at $75 per month), it would be
advantageous to offer customers
a 12-month program at a dis-
counted rate of $750, increasing
your customer value by $300. Of
course, the same principle can be
used for any products or services
you offer at the club. The key is
to first figure out what the value
of that sale normally is, then of-
fer an incentive to push the av-
erage value higher.

Another type of Up-Sell
is to get the customer to buy a
similar but more expensive item.
For instance, instead of just of-
fering a regular membership, al-
ways offer a more exclusive,
higher priced membership that
would include things like towel

service or a permanent locker
rental. Many customers who
want the “best™ available will
take these packages and now
you have increased your rev-
enue immediately.

Different from Up-
Sells are Cross-Sells. A Cross-
Sell is when you get the cus-
tomer to buy a related product
from you. For example, al-
though your club is primarily
selling memberships, you also
offer things like tanning, per-
sonal training, massage, and
body testing services, Instead
of waiting for the customer to
potentially buy these items
sometime during their member-
ship, why not formally intro-
duce them at the time of the ini-
tial sale. Studies show that
when someone makes a major
purchase, when asked to buy a
related product he will agree
over 30% of the time, simply
because he was asked while in
a “buying mood.” The great
thing about Cross-Sells is that
cven if a customer doesn’t take
advantage of the offer at the
point of sale, he can still be
marketed to at a later date.
Therefore, there is absolutely
nothing to lose! And when you
run the numbers, getting both
Up-Sells and Cross-Sells are
very compelling. If your club

makes an average of 100 sales per
month and you could increase the
value of the sale by just $50 that
would mean an additional $5,000
in revenue per month,

As you can see, when it
comes to marketing, there are lots
of tools, techniques and concepts
that can easily be added to your
club’s marketing efforts. By tak-
ing the time to assess what you
are doing and find simple ways
to incorporate some of the strat-
egies covered in this two-part ar-
ticle, you can dramatically im-
prove your offers and get more
new prospects and members from
the investment you are already
making.

(Casey Conrad is Presi-
dent of Communication Consult-
ants, a company dedicated to pro-
viding high quality sales, market-
ing and management seminars to
the health and fitness industry
worldwide. She has authored
over 20 different publications and
tapes for the industry and runs
the Health Club University train-
ing center in RI. Most recently
she created and opened a na-
tional chain of weight loss cen-
ters entitled “Healthy Inspira-
tions Weight Loss and Lifestyle
Center." Casey may be reached
at 800/725-6147)



Forget the lycra and leotards. Take a good hard look at your group fitness
system. Does it make sense? And what about dollars?

Les Mills Body Training Systems deliver group fitness resulfs fo your club
members, your instructors and your bottom line. You get fantastic pre-choreo-
grophed classes, developed by world leaders in group fitness and finely tuned
in clubs all around the globe. Your instructors are expertly trained and
inspired fo achieve at the highest level. And our Group Fitness Management
Training will add fo the profitability of your group fitness department.

The fiscal equation is simple. The more members in your group fitness
classes, the more money in your pocket. The great news for you? Les Mills
Body Training Systems classes, BODYPUMP, BODYATTACK, BODYFLOW,
BODYSTEP and RPM are filling up fast all around the world.

Flex your "money muscles”. I you're a 98-pound weakling in group
exercise, fiscal fitness is a phone call away. Call 1-800-729-7837 or visit us
at www.bodypump.com and get fiscal for less than $10 a day. Outside the
U.S see us at www.lesmills.com.

bodytrainingsystems

THE STEP COMPANY « WWW BODYPUMP.COM




Personal Trainer/New York Sports Club/
Town Sports Internationsal, New York, NY

ses Determined. Tenacious. Relies on Life
:5?3 i i Fitness for the equipment he needs
to chaellenge himself end hls members.
Races mountazin bikes, Snowboards.
Addieted to coffee. Hes a gentle
gpirit and s devious alter ego.
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volutionized the industry with the Lifecycle® Exercise Bike. Others applauc
first cushioned running deck. Still others say aur Hammer ot
n the business. Frankly, we like to push the limits. We want to raise the
bar. So we're thrilled when people challenge us—especially those who say it can't be aone

Rely on Life Fitness to help you challenge the status quo. Call 1.800.634.863/.




