Norm Cates'

Chnlb | snd@?

H— NEWS s * :

The Pulse of the Health, Racquet & Sports Club Business Worldwide 2 '-§

Jim Smith’s Peak Performance Network
Rates An A+!




Sleep well... '

nation call 800-24

t www.recmsolution

With more than twenty
years of experience in
the Health & Fitness industry,
we know what it takes to

run a club. We provide all the
necessary hardware, software
and EFT services you need in
one complete club management
solution.

CheckFree’s RCM Solutions
modules are fully integrated to
give you all the information you
need. Managing your finances,
operations and memberships
has never been more simple,
efficient or cost-effective.
Combined with our world-class
support, you can rest easy
knowing that we are working
for you.

Let CheckFree help you achieve
true peace of mind. The nation’s
leading clubs rely on us —
shouldn't you?



Norm CdtCS'

=

Chnb 1

NEWS

Tidler

Jim Smith’s Peak Performance Network Rates An A+ !

Learn Here From Gems of Excellence From Jim Smith-World Class Club Educator

By: Norm Cates, Jr.

Helping clubs succeed
has been Jim Smith’s goal and A+
is his grade. The health, racquet
and sports club industry is
indeed fortunate to have an
organization of the caliber of Jim
Smith’s Peak Performance
International Fitness Network
meeting the education and
marketing challenges the health
club business faces.These
challenges will continue and as
Smith’s organization completes
its 19™ year of business and rolls
into its 20", we should all
appreciate and support Smith’s
terrific organization.

Peak Performance was
founded in 1984 by Jim Smith and
has delivered educational and
marketing products and services

to the club industry that can only
be rated A+ over this long haul.
Here is a man that began his
involvement in the club industry
while he was in college and he
has never been in any other
business since then. Jim Smith
has dedicated his entire adult life
to the health club industry. The
health club industry is very
fortunate to have him because
his success story is one of a man
of vision, a lot of talent and a
willingness to share those skills
throughout his adult life. Jim is
now 46 years old.

Smith’s Peak Perfor-
mance Network produces the
monthly Club Success journal
and provides a strong and
diversified menu of other
services for club owners to
advance their club operations in
over 30 countries.Smith’s

education and marketing
machine, based in Bellevue,
Washington, delves into a
number of initiatives and all of
them will help your club be more
successful and more profitable in
this very competitive industry.
Jim Smith graduated
from the University of Washing-
ton in 1979 with a degree in
Business Administration with a
concentration in marketing.
While a senior in college, he took
a part time job in one of the early
Nautilus centers in the Seattle,
Washington area. That part-time
job evolved into Smith being
invited to become a partner in a
second Nautilus center that his
boss was building. From that
experience Smith discovered an
important, yet underserved
industry niche: Education. Jim
Smith is a pioneer in health club

industry education, publishing
and marketing, and that
leadership role has influenced
clubs around the world in a
hugely positive manner.

Perhaps the single
greatest testimony for Smith’s
achievements came in 1990 when
IHRSA (the Intemational Health,

Racquet and Sportsclub
Association) named Peak
Performance its Associate

Member of the Year. This honor
was particularly meaningful
because up until that time, [HRSA
had almost exclusively awarded
its very prestigious annual
Associate Member honor
toward the big boys that
manufacture and sell equipment.
IHRSA spoke volumes with this
honor by naming Smith’s Peak
Performance its Associate
Member of the Year. IHRSA,

already the world leader in club
education by 1990, in essence
was saying, “Education in our
industry is hugely important and
here is one organization that has
excelled in this vastly important,
yet uncompleted educational
challenge.” THRSA’s role from
day one (1981) was heavily
focused on education for club
owners in all facets of the health,
racquet and sports club business
and in essence, Smith’s
organization has teamed along
the way with THRSA in that huge
task. And, an excellent team it
has been!

We are happy to
provide you with this in-depth
interview with Jim Smith,
Founder of the Peak Performance
International Fitness Network
based in Bellevue, Washington.

(See Jim Smith Page 8)

Joe Cirulli Acquires Rights To The Core Spinal Fitness System By MedX

Joe Cirulli has been in
the industry for over 30 years and
owns two health clubs in
Gainesville, FL with a combined
membership of over 22,000. He
also shares joint ownership of
3 physical therapy centers with
a local hospital. He has been
involved with MedX from the
beginning and recently bought
the rights to the Core Spinal
Fitness System.

Q. How did you become involved
in MedX?

A. I actually had the opportunity
to be with Arthur Jones within a
few weeks of his developing the
MedX Medical Lumbar Extension
Machine. He had been working
on it for 14 years and had spent

approximately $40 million in the
process. I was his first test
subject.

Q. So what happened?

A. I started going down to his
facility in Ocala, Florida and
trained on the machine one to two
times per week. The strength on
my extensor muscles started to
rise so rapidly Arthur thought
something was wrong with the
machine. But after checking
everything out there was nothing
wrong with the machine - the
strength of my back was rising
by hundreds of percentile.
Ultimately the strength of my
back rose by almost 500 percent.
That would be comparable to
raising your bench press from 100
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pounds to 600 pounds and I did
it in less than 5 months.

Q. Isn't that impossible?
A.Yes, with anormal muscle. But
not with one that is atrophied.

Q. Didn’t the University of
Florida use MedX equipment in
an extensive research project in
the 1980°s?

A. Yes, the University of Florida
heard about the machines and Dr.
Michael Pollack, who was one of
the most well known exercise
physiologists in the world, came
to the University of Florida at
Gainesville to head up the MedX
project. The Gainesville Health &
Fitness Centers were connected
to the research, and we started
testing and training members by
the hundreds.

Q. After gathering the research
to back up the validity of the
machines, then what did you do?
A.Through the months of testing,
the one thing that amazed me
were the number of members
coming to me and saying “You

know Joe, I have had back pain
for 20 years and I don’t have it
anymore; this machine is a
miracle. You need to advertise
you have a miracle machine.”
And I said “How many people

do you think would believe me if

I advertised I have a miracle
machine?” But at a certain point
I decided it was time for me to
open up a rehabilitation center
that focused on the spine. 1 didn’t
know anything about the
business of rehabilitation. All 1
knew was that if I could get
people better I'd figure out the
business part.

Q. Why did the MedX Lumbar
Extension machine give people
such incredible results?

A. Arthur had figured out the
only way to work the spine was
to stabilize the pelvis. When that
occurred and your body could
work the lumbar muscles in total
isolation, spine strength went up
tremendously. Now the question
is, how can you increase the
strength of a muscle a 100
percent, 500 percent, 1000

Joe Cirulli

percent in some cases? Arthur
came up with a simple
explanation. Let’s say someone
comes into the gym with a cast
on their left arm and you measure
the strength of their right arm.
Let’s say they can lift 100 pounds
with the right arm. After removing
the cast from their left arm you
may find they can only lift 5
pounds. But once you start

(See Joe Cirulli Page 4)
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Giving Thanks.

By: Gary Albert

On my return home from
arecent business trip to the West
Coast, I suddenly realized that
Thanksgiving was right around
the corner. For years, | had made
broken promise after broken
promise to myself that I would
take the time to let those most
important to me know just how
thankful I am for their help.
Something always seemed to
come up and get in the way.

This year is different!

Often times, our dreams
are hidden within the shadows
of the highest of mountains. 1
want to thank my parents for
teaching me to believe in myself
and instilling the confidence in
me to climb, search and travel
along the road less traveled. 1
have found my dream! I am
grateful for your love and feel
blessed to have both of you in
my life.

To my wife, Madeline,
my son, Adam, and my daughter,
Riley, I say thank you. Iam not
sure what I could have possibly
done to deserve such uncon-
ditional love. Your steadfast
support and understanding have
taught me a deeper meaning of
the word “family”. You have
taught me that “Alberts stick
together”... 1 love each of you
beyond my ability to communi-
cate it in words.

I want to thank my
business partner, Marc. You were
able to clearly see the vision while
50 many were wearing the wrong
pair of prescription glasses. Your
confidence in my abilities, calm
and level-headed thinking, and
your stick-to-itiveness through
times where others may have
wavered have contributed more
to building ActivTrax than
anyone will ever know. You truly

are THE man among men!

I want to thank my other
family, the ActivTrax team. For
all your hard work, dedication
and ability to put up with my
craziness, | thank you. You are
ActivTrax! I couldn’t have
dreamed of working with a
brighter and more creative group.
In your own, unique way, you
inspire me to improve myself.

To my mentors: Mitch
Wald (yoda), Rick Caro, Dale
Dibble, Bill McBride and others
from which I have learned so
much, I thank you. I thank you
for your friendship, guidance
and support. Your investments
of time have made me not only a
better businessperson, but also
a better man,

And last, but nowhere
near least, I want to thank our

customers. You make it all
worthwhile!
To the rest of the fitness

industry, | also say thank you. |
can't think of a more exciting
opportunity than the one staring
directly at us. We now know,
beyond even the darkest
shadows of doubt, that exercise
is THE “magic pill” so many
people have longed for. Whether
it’s issues with obesity, mental
health or any number physical
ailments, regular exercise is part
of the answer. We are tasked with
reaching out, educating and
leading our members and non-
members to what we already
know...regular exercise isn't a
choice, it’s a way of life. | am
honored to join you in the
challenge.

At this time of giving
thanks, I want to thank each and
every one of you who has taken
a part in helping me help others.
Together, we do make a
difference.

Enjoy your holiday.

Happy Thanksgiving!

Gary Albert, President & CEO
ActivTrax
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continued from page 3

training the left arm the strength
would rise to the level of the right
arm, That would be thousands of
percentile increase in strength. [t
appears since we have never
been able to isolate the back
muscles they have totally
atrophied. This is what the
research showed. It also showed
that when people increase the
strength of the Ilumbar
musculature most or all of their
pain went away.

Q. Why did you develop the
Core Spinal Fitness Program?
A. The original machines sold for
$60,000 and were sold to medical
centers worldwide, We knew we
were helping tens of thousands
of people reduce or eliminate
their back pain. We felt if we could
get the MedX Corporation to
develop a less expensive exercise
version, we would be able to help
millions of people around the
world. MedX responded.

Fitness System consist of?

A. The system consists of five
machines - the Core Lumbar
Strength, the Core Super Stretch,
the Core Ab Isolator, the Core
Torso Rotation and the Core 4-
Way Neck. This combination of
machines focuses on strength,
stability, flexibility and endurance
of your body's core, providing a
solid foundation for all body
strength.

Q.Who can benefit from the Core
program?

AL.It opens the door for every
health club to put these five
machines in their facility and help
people with chronic low back and
neck pain. A lot of people love to
play golf, but the major reason
that stops them from playing is
their backs start bothering them.
These machines will not only
help them improve their golf game
by helping them drive the ball
farther because they’ll have more
flexibility and more strength, but
it can also help people play to a

In fact any athlete that
core spinal strength is important
- tennis players, baseball players,
football players - this program
will help them tremendously.
Think of high school players
involved in contact sports. Their
parent’s biggest fear is a spinal
injury, and although we know we
can’t eliminate all spinal injuries
we know we can help prevent
some of them. The reason why
most people get hurt is when
there is a force that exceeds their
structural integrity, By increasing
the strength of the muscles,
bones, tendons and ligaments
the likelihood of injury becomes
less. That is why I am so excited
to offer this to clubs as a
package. Not only will they be
able to increase memberships by
going after specific markets, but
we will also be able to help the
millions of people in such a
positive way. I don’t think I have
ever received more gratitude than
the gratitude of a member who
has overcome back pain.

B35y, ne.

Mr. Norm Cates
1548 Princeton West Trail
Marietta, GA 30062

Dear Norm:

It is hard for me to believe it has been 10 years since we talked about the future for Norm
There were many ideas for a multi talented guy like you to
look into, but this idea of an industry newspaper seemed to have the support of the group and |
definitely thought vou would be perfect to be the guy publishing a newspaper for club owners and
operators that would keep us aware of what is happening in our industry as only YOU can do!! |
knew then that you would “rell it like it is” and would not back down from a fight if winning
would be helpful to the industry. You have proven me to be correct!!

Cates at a Faust round table meeting.

You probably know more industry people that anyone and you are dedicated to the club
s that bring shame and shady conduct to this great

August 12, 2003

industry and to

industry that we all love. You are clearly a great friend to have and it is equally as clear that you
are not someone to cross and make an enemy. You stick up for the “good guy™ and give the bad

guys all they can handle.

| really enjoyed working with you on the name change issue at IHRSA and | think most
name change advocates would agree the end result i.e,, IHRSA, made the long drawn out battle

worth the effort.

I have observed other challenges The Club Insider has taken on and you are always loyal
to those that bring honor to our industry and ALWAYS tough on the clubs that betray the effort

by the club operators who try

Norm, your paper, The Club Insider has far exceeded my wildest expectations when
those of us at the Faust round table were verbalizing on a concept of and industry newspaper with
“how to” articles, write ups about industry trends and articles about trend setting clubs and
programs. Your paper was the first one 1o tell me about Body Training Systems and “Body

Pump"”,

You also keep us up 1o speed about IHRSA, many leading clubs and programs, as well as
i v friends that some of us only see once a year at IHRSA.

g those op

to do the right thing.

1

what is happ g to many i

All in all. Norm you have done a great job as The Club Insider and all of us in the

industry are much better off for your hard work.

Sincerely,

(cocd

Cecil E. Spearman
Chicf Executive Officer
Spearman Industries, Inc,

23500 CLUBHOUSE DRIVE » LAG
(949) 496-2070 « FAX (949) 4

UNA NIGUEL o CALIFORNIA 92677
33-0874 « WEBPAGE: www spearmanclubs.com
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®Here we go with the
FIRST EDITION of our 11" Year
of Publishing of The CLUB
INSIDER News! STAY TUNED !

¢JOE CIRULLI, the
owner of the Gainesville Health
and Fitness Centers in Florida is
one of America’s truly greatest
health club owner/operators and
has set a standard for the rest of
this industry. He also served the
industry well as a Board Member
and the 20 President of IHRSA.
If you are ever in central Florida
you will have well spent your
time by visiting Joe’s amazing
clubs. Now, Joe has taken on a
new opportunity with the
acquisition of the North
American rights to The Core
Spinal Fitness System by MedX.
Joe began marketing The Core
Spinal Fitness System in October
with the full-page ad he placed
on the outside back cover of our
October and this November
edition.. I can tell you this about
MedX. Five years ago, long
before 1 lost 110 pounds, I

o Norm’s Notes®

suffered constantly from a lower
back injury sustained when in
1991 a drunk driver rear-ended my
stopped car. He was going over
50 mph. In fact, while it is no
excuse, a major contributing
factor in my weight gain from '91
10 '99 was that injury. My friend
Big JIM FLANAGAN, a
longtime Nautilus and now
MedX devotee, arranged for me
to go to a local Atlanta doctor for
treatment on the MedX Lumbar
Machine. The machine was
invented by the genius,
ARTHUR JONES, the inventor
of Nautilus. A true miracle
happened to me. After two 30-
minute sessions on the MedX
Lumbar Machine, the extremely
painful “electric shock™ pulses
in my lower back I was having
due to my spinal condition went
away and have never returned.
Joe Cirulli has believed strongly
for years in the teachings of the
one and only VINCE LOM-
BARDI, and he does not believe
in half-hearted efforts on

10 YEARS and Counting!
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anything. With the vigor and
dedication of Vince Lombardi, Joe
is now attacking the opportunity
he sees to literally serve the
millions of people around the
world who suffer like I did for
years. Carefully read the article
beginning on our page #3 this
month to learn how The Core
Spinal Fitness System can help
your club help thousands while
at the same time, helping your
club gain new members and keep

them forever. 1 cannot think of

anyone on earth more prepared
to articulate how and why The
Core Spinal Fitness System
should be an integral part of your
club organization, Joe Cirulli is
poised to change the world in
this suffering, yet underserved
population of people with back
problems. I know Joe will be
successful in this endeavor as he
is in all he does. STAY TUNED !

e COLIN MILNER,
Canadian club industry veteran,
has done a terrific job over the
past two years founding and
promoting the International
Council On Active Aging (ICAA),
an organization devoted to the
promulgation of fitness for the
50+ plus crowd around the world.
The ICAA will host its Active
Aging 2003: Communicating
the Message of Physical Activity
to the Older Adult Conference
December 3-6 in Orlando in
conjunction with PETE
BROWN’S Athletic Business
Conference and Trade Show.
Legendary basketball COACH
RICK PITINO will be the keynote
speaker for Athletic Business.
Make plans to go to Orlando for
this special event as some of the
best speakers in the business will
share their expertise, including
RICK CARO, DENNIS KEISER
SANDY COFFMAN, SCOTT
CHOVANEC, BOB KARCH and
GLENN WONG

eBOB KARSHNER is
one of the founders and leaders
of The Florida Health Club
Association. Bob contacted me
right at press time to let me know
that FHCA, will host a two-day
seminar on Dec.4th and 5™ with
the FHCA General Meeting to be
held at the Orange County
Convention Center in Orlando
on Thursday, December 4 from
11:45 am. to 1:00 p.m. FHCA
registration begins December 4
at 8:00 a.m. with sessions from
9:3010 4:00 p.m Dec. 4 and from
8:30 to noon on Dec.5. Florida
has over 500 health clubs and

we need to generate more FHCA
member club support. Every
health club owner in Florida
should be a member of this
Association. For info on FHCA
go to: www.flhealthclubs.org
eCongratulations and
best wishes to MATT
McKERNAN in his new role as
the new Vice President/General
Manager of CheckFree Health

and Fitness Division, an arm of

the giant CheckFree Corpo-
ration. The CheckFree Corpo-
ration, based in Norcross,
Georgia, was founded by PETER
KIGHT, one of America’s best
entrepreneurs. Matt has a
terrific team to work with,
including BARRY BLEUR, who
is in his 20" year with CheckFree,
and SCOTTIE MANION, whois
in his 12* year. These old friends
of mine are great guys and
“characters™ they are!
Relatively new arrivals to
CheckFree, RON POLISENO,
the Director of Client
Development and ROBIN
HOLLIS, Marketing Manager,
round out a great team.

®The Note above
reminds me to say best wishes to
DICK MITCHELL, the pioneer in
EFT in the health club industry,
who sold RCM Corp. to
CheckFree years ago and is now
with Booking Plus.

e®Because of the tone

and significant amount of

coverage | have provided health
club industry legend RAY
WILSON’S new “Healthy
Exercise” launch in recent
issues, | am told by a close
confidant that people are
beginning to ask if Ray Wilson is
an “investor” in The CLUB
INSIDER News. The answer is
“No” and let me now set this
straight. [ have known Mr.
Wilson for 22 years now, having
met him the first time at our first
IHRSA Conventionin 1981, when
he spent his valuable time to
come to Las Vegas and speak to
us about racquetball court club
conversions to fitness uses.
Were it not for that speech by
Mr. Wilson, there are a bunch o
peoplein this industry today that
would not be now. Over the past
10 years, Ray Wilson has become
a good friend of mine and a man |
consider the single greatest
source of industry experience
alive today. Ray Wilson has vast
experience, and he has admitted
that some of it was bad in his
early years when he and a few

Norm Cates, Jr.

others were pioneering the
health club industry (1950%s).
But, most of his experiences
have been great, such as his
reincarnation of LifeCycle, after
it had failed three times before,
and leading to his worldwide
LifeCycle success when he
teamed with AUGIE NIETO, and
his amazing 72-club Family
Fitness Center chain in
Southern California. But, all of
Ray Wilson’s experience is
impaortant and useful to a health
club industry that is still trying
to find its way! I have no
investors in my publication, but
I can tell you this. If I ever do
seek investors for future growth,
Mr. Ray Wilson will be the first
person I will ask to do so. And, |
want you all to know that 8 or 9
years ago, when I was struggling
to keep The CLUB INSIDER
News going, Mr. Ray Wilson and
“COACH” BOB DELMON-
TEQUE stepped up to help me by
contacting prospective adver-
tisers to come on board. Not by
accident, The CLUB INSIDER
News has just celebrated its 10
Anniversary with our October
Special Edition. Mr. Wilson pays
for his “Healthy Exercise” adver-
tising every month (and he pays
on time like everybody else) and
you will see his two-page center
spread, four-color ad on pages
16 and 17. Importantly here, and
you can take this to the bank, if I
did not believe in my heart that
Ray Wilson is onto semething
big and very newsworthy for the
health club industry and
something that will help this
industry hugely if people just
listen to him carefully, 1 would
not be giving his “Healthy

(See Norm's Notes Page 6)
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...Norm’s Notes

continued from page 5

Exercise™ launch and story this
excellent coverage, double page
ads or not. So, ifany one of you
out there feel, after reading this,
that | am giving you a line of bull
and would like further infor-
mation on this, please feel free to
give me a call so we can discuss
your beliefs. I may be reached at:
770.850.8506.

e Congratulations to
ALAN HANFORD and his team
at the Penfield Racquet Club,
Rochester, New York, as his club
is celebrating its 25" Year in
business. What an achievement
Alan, you and your team should
be mighty proud ! And, we are
proud of you!

e Congratulations to
DEAN and M.J. Kachel and his
Team at the Quadrangle Athletic
Club in Coral Springs, Florida,
who have defied all odds and are
now celebrating their club’s 24"
Anniversary! You want to hear
about a competitor ! About 8 or
9 years ago | agreed to take on
the only paid club consulting job

I’ve done since the 1980’s when
Dean called me and asked for
help. Dean , a former IHRSA
Board Member, was facing a
brand new competitor called
“About Fitness™ that was being
built about 400 yards across and
down the street from his club. 1
traveled to Coral Springs and
spent three long 14-hour days
working with Dean and | wrote a
9 page “battle plan” for him. My
survival recommendation for his
thenl2-court racquetball club
was comprehensive and I am
very glad to say, Dean followed
my plan exactly and completely.
The plan included a move of his
reception area from a walk-up
second floor entrance to a ground
floor entrance entering a new,
attractive reception area, a
complete renovation and
overhaul of the exterior of the
club and a massive re-design,
renovation and upgrade of his
club’s interior. 1 also
recommended the purchase and
installation of a diversified and
significant line-up of additional
cardio and strength equipment.
I am proud to tell you that Dean
has withstood not only the
installation of the “About
Fitness”, which is now a further
expanded L.A. Fitness, but he
has competed successfully for
years now with both a brand new
Bally Total Fitness less than a
mile away and a “Q Sports
Club”, now 24 Hour Fitness,
about a %2 mile up the street in

the other direction. In essence,
Dean Kachel has been
surrounded by new, glittery
competition and Dean tells me
that his family operated business
has never been better and is
keeping on and he is looking
forward to his 25" Anniversary !
Along the way, Dean has become
one of the top racquetball event
promoters in the U.S.A. and he
accomplishes that with just six
courts. Dean has been
approached to sell his club about
6 times in the past 10 years since
I worked with him, but he has
never gotten close until recently
when a group entered into a
contract purchase that ultimately
did not go through. But, what did
go through was about $250,000
in improvements to the club and
parking lot that the contracted
buyer went ahead with, thinking
the “deal was in the bag.”
Although that deal fell through,
Dean is now “loaded for bear™
for his 25™ Anniversary and
many more. Congratulations
Dean and M.J. Kachel and Team!

of am extremely angered
and amazed and you should be
too, to learn that BRIAN
HOMAN is now preparing to
open another club in Coral
Springs, Florida. About 9 years
ago, he opened the “About
Fitness” mentioned above. He
had been a former employee of
DEAN KACHEL right up the
street. The reason [ am riled up is
that Homan, a bright, but
misguided human being, was the
former founder and owner of the
“Tools” Management Computer
Software Company, based in
Coral Springs. Homan went out
of business a few years back, but
he had collected on behalf of his
EFT customers, over $200,000
that was never paid to them.
There were some questions of
fraud. Those 8 club owners
across the country had done
business and trusted this
shyster in a crucial area, EFT
Dues Collections. He shafted
them all. | know of one club in
Fort Worth, Texas that lost over
$70,000 to Brian Homan and
another in Poway, California that
lost over $40,000 to HOMAN,
just to name a couple on my list.
How in the hell this guy thinks
he should be allowed in this great
health club industry again, I will
never know, but I am going to do
what I can to stop this travesty.
One good thing happened in the
mess reviewed above and that is
that FRANK ANDERSON of
Arizona-based Computer Out-
fitters, took over the software
applications and still has the

really good Tools Management
Programs available. There was
nothing wrong with the Tools
System, just the human being
behind it before the veteran
Anderson took over. STAY
TUNED!

oA week or so ago |
was contacted by a club owner
from the St.Louis, Missouri area
who expressed a concern that the
Missouri State Health Club Laws
in respect to health club
registration, pre-opening
escrow of funds and bonding
were not being enforced by the
Attorney General's Office of the
State. So, to follow-up, I
contacted, after about 10 “phone-
tag” messages, MS. KIM
HADDIX, Assistant Attorney
General, whose job it is to deal
with those issues and issues
associated with four or five other
industries not related to health
clubs. After speaking to her, now
[ know why 1 always got her voice
mail. The feeling I got from the
conversation is that the Attomey
General's Office is making its best
effort to enforce the laws in the
health club business, but things
like the three clubs that closed
without bonds in the last two
months keep on happening. The
club owner that called me from
Missouri expressed dismay that
the Attomey General’s office was
not responding to their requests
for enforcement of health club
laws. Ms, Haddix assured me that
they make every effort to record
and respond to all such
communications. So, I finally had
reached her by calling first her
Assistant, a lady named
CANDICE, who then connected
me with Ms. Haddix. Candice’s
direct line for you Missouri folks
is: 5§73.751.9645. In all states,
the Attorney General is required
by law to enforce the laws of that
state. I would suggest that no
matter what state you are in, if
you have a health club operator
in your area that you are sure is
breaching the State’s laws, that
you call the “Assistant” to the
Assistant Attorney General that
may be in charge of that
department and ask for the
person in charge. And remember,
“The Squeaky Wheel Usually
Gets The Oil.” Don’t let up.
Then, call me and 1 will be sure
that you get heard one way or
the other. My number:
770.850.8506. I am digging in to
find out what is going on up in
Missouri so STAY TUNED !

e Word 1 get is that
Precor is in discussions about
the acquisition of Icarian. STAY
TUNED.

e[t was announced
recently in New York’s “Daily
Deal™ publication that Gold’s
Gym International, Inc. is close
to going on the auction block
and that the UBS Investment
Bank and Harris Williams & Co.
had been hired to explore a sale.
DEREK BARTON, has worked
for many years to craft a terrific
worldwide name brand recogni-
tion for Gold's Gyms and
hopefully GGI, Inc. will be able to
cash in on that. The Gold’s Gym
franchise organization has many
really terrific health club business
men and women including
people like Atlanta’s GORDON
JOHNSON and Florida’s,
PLEASANT LEWIS. STAY
TUNED!

e JOE MOORE, the
owner of Moore’s Fitness in
Ohio and Kentucky, told me
yesterday that JUDGE
FLANNERY has not ruled yeton
his lawsuit against the ROYCE
PULLIAM'S Gold’s Gym
organization in Ohio. Thereis a
lot and I mean a lot riding on this
decision. This decision will have
an impact on more than just what
has been happening with Moore
vs. Gold’s in Ohio. It will impact
this entire industry nationwide
because in my view, depending
upon which way the Court’s
decision may go, it could impact
the International Health Racquet
and Sportsclub Association’s
(IHRSA) enforcement of the
Association’s ETHICS and
CODE OF CONDUCT Stan-
dards. We will have a complete
story on the decision one way or
the other when it is handed
down.

®JOHN FULTON is a
20+ year health club veteran in
Canada and the owner of two
Fulton 24 Hour Fitness Centers
in Fort Erie and St. Catharine’s,
Canada. His brother, ROBERT
FULTON, had developed a chain
of 40 women-only, de-con-
ditioned focused facilities, called
Express Fit, about three years
ago and recently John Fulton
acquired that company from his
brother and his partner. The
acquired company, Fitness Link,
Inc. also has 10 new ExpressFit
facilities in the pipeline and John's
plans are to take the franchise
organization global. We'll have
more on this story at a later date.

oPAUL RICHARDS, in
New Zealand, has adopted from
the hotel industry, a Five Star
Rating System for his chain of
clubs called Club Physical. His
monthly inspections of his 10
clubs include what he calls the
“White Glove Award” for the

cleanest and best rated club for
the month. Paul recently had the
Mayor of Auckland, JOHN
BANKS, an avid workout man,
cut the Grand Opening Ribbon
for a new Club Physical on
K'Road in Auckland. Paul
follows the activities of U.S. club
operators carefully and uses The
CLUB INSIDER News as a prime
source of ideas and information
“Down-Under.” Good luck Paul
on your new club and the 5 Star
Rating Program! And, keep on
sending those emails to:
oNASM, The National
Academy of Sports Medicine, one
of the largest certification
organizations in the business,
has announced a major initiative
(See Norm's Notes Page 30)

The Club Insider News
Contributing Author Team

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

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

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

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

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

eRick Caro - Presi-
dent, Management Vision, Inc
(212) 9874300

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

eRudy Fabiano -
President and Design Director -
Fabiano International (973)
746-5100
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dent - Ivanko Barbell Company
(310) 514-1155

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

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

e Bonnie Patrick
Mattalian - Principal - The
Club and Spa Synergy Group
(732) 236-2273 or bonniepat
mat@aol.com
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How To Succeed With The Huge 80%
Beginners and Intermediate Market

By: Ray Wilson

From time to time people
have asked me, “Why can’t 1 just
open circuit training in my own
club? Why should | pay your
company $395.00 per month?”
The answer is that they can and
many will. And, we will sell them
our unique circuit training
equipment. Our unique equip-
ment is designed to allow you to
change stations every 30
seconds whether you are on a
Treadmill, Elliptical or Hydraulic
or Weight Stack unit, which
provides a “Station-By-Station™
approach to a 30 minute workout
and not just general circuit
training, The reasons they
should let me help them are | am
sure | can at least double their
odds of success (and their gross)
and the $395 per month per club
is a small amount to accomplish
that. In a similar circumstance in
Southern California in the 60's,
70’s and 80’s, we paid Jack La
Lanne 2% of our gross to have
and use Jack La Lanne’s terrific
fitness (mild image). This
amounted to about $1,000 per
month per club. This was the
best deal | ever made, as Jack’s
image pulled prospects in by the
droves. Jack pulled in the
deconditioned masses that

expected a “mild” program.
Unfortunately we and the rest of
the health club industry gave
them “hard body™ exercise
programs and most of them
dropped out. This time, with Ray
Wilson Healthy Exercise, they
will receive the “mild” program
they desire. Robert Delmontique
and | tried circuit training in our
large clubs in the late 60’s in our
Jack La Lanne European Health
Spas. It did not work because
the deconditioned member would
do the circuit training and then
copy the body builders and also
use the other equipment. These
de-conditioned members would
then “burn out™ and “drop out™.
Only separate small clubs with
special unique circuit equipment
will succeed and educate these
de-conditioned people (and get
a portion of them to graduate to
the large clubs). To incorporate
our program, you do not change
the name of your clubs; you just
combine the Ray Wilson Healthy
Exercise image with your present
name. (See the sample ad on this
page which is for a Ray Wilson
Healthy Exercise club opening in
Boston). This Boston group has
four large clubs and has
purchased ten Ray Wilson
Healthy Exercise franchises to
surround their four large clubs.

3_29 per month,

Dadicaied to Fiwess [ oginners ama Tabermadiores
First 100 Members - No Enroliment Fee (Save $149)

617-332-1900

275 CENTRE STREET, NEWTON, MA 02458
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Besides ads, you make in-club
mike announcements, distribute
flyers, put up posters etc.
announcing that you now have
small “sister” clubs especially
designed and dedicated to the
beginner and intermediate
individual. Your large club
members will spread the word to
their deconditioned friends and
relatives and your “sister” clubs
will blast off. As these de-
conditioned members get in

shape, many will upgrade to large
clubs. If the health club industry
does not break into this de-
conditioned 80% of the market,
someday we are going to run out
of prospects for our large “hard
body™ clubs. Any time there are
too many clubs for the “current
prospects”, our industry suffers
a “wash out”. | have witnessed
three of these “wash outs” in the
past fifty years; the last one was
in the 80’s. Our industry has
proven that it is recession proof

Family Fitness ~.d Ray Wilson
bring “Healthy Exercise”

Buseness for ower 50 years. Among ha most significant accomplishments
are e creation of the European Heafth Spa chain, the development of the
Lisecycie Exercise B and the Westerm Famdy Fitness Conters chan of

ovir 72 chabs which he sold and are cumently pan of Be 24 Howr Fitness

Mow it 75 years of age. Ray Wilson & opening This new heailh b
experience for finess beginnen, inermediates and anyone who wishes 1o
el in shape wnd sty in shape Ty Wilson's iewesd clubs olfer quick a5
efiectr exerose This all sncompassng 12 howr *3) Second nterval
Clroud Workout” i revolutionary. (voviding a station-by- stabion apgroach to
tatal feness i 30 munutis of less " Healthy Exerciss” promotes bofter bone
denuty. ncrased oreulation. ngreased Rexibdity, rolieves siress. increased
strength and firming and toning of fabby miscies.

Ouat Phase | Charter Membership is & very afoncable price of only $29 par
MOnth, pay &8 you (0, S10p Wi yOu Wt whin using Our AUTOmatic
Check Draft EFT program

« Newton

Farnily Fitnss (s Massachuseths txstes!
pFowing health Cull chaun with 4
ocations o Norwel. Framingham.
Shrowsbutry and Worchester
Extablished in 1996 and 2 Member of
ihe Bottor Business Buresu

Family Faneas and Ray Winon are
OREMG & DEW NN 0 EXpenence
Cafled Family Fitness Express. Our st
b is located of Z75 Centre Street

Ray Wilson has bees in the health

unless we create our own
recession. [t is my belief that
there are now too many large
clubs as compared to the present
“hard body™ prospects. If we do
not break into this 80%
deconditioned market (and
create a mass of new “hard body™
prospects), we could definitely
have “wash out”™ number four, |
have been able to accurately
predict the direction of this
industry for over fifty years, so
my opinion is of proven value.

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

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

all that matters is results.

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

800.428.3334

The difference is measurable!

Book Now
for a personalized

3 Day On-Site
Workshop at
your Club!
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Jim Smith

continued from page 3

An Interview With Jim Smith,
Founder of Peak Performance

Q. Jim, tell us about your early
years?

A. 1 was born and raised in
Seattle, Washington.In high
school I participated in football
and track. [ enjoyed playing
football from midget league
football all through high school,
playing offensive guard and
linebacker. Igraduated from the
University of Washington with a
Bachelors Degree in Business in
1979.

Q. Jim, how did you get involved
in the health and fitness club
industry in the beginning?

A. Like almost everybody in this
industry, I got into it because of
my own personal interest in

fitness. When I was a freshman
in college in 1975/76, 1 started
working out at one of the first
Nautilus clubs that had opened
in Seattle. I worked out with some
of my friends there and we
absolutely loved it.

As | was getting close
to graduation during my senior
year in college 1 was trying to
make a decision about what
direction I would go with my
degree in Business. Two things
occurred to me: 1) from the time
frame from 1976 to 1979, you
could see the growth of the
health club business happening.
For example, in 76 there was just
one Nautilus club in Seattle when
I was a freshman and there were
quite a few Nautilus clubs and
other health clubs in Seattle by
the time [ was a senior. I thought
that the health club industry was
a growing field and one that I had
a personal interest in.

SPRINGFIELD
CORPORATION

« Wholesale Distributor of Institutional Linen|
Imported & Domestic Textile Products

Take the guesswork out of your...

Towel Purchasing & Resupply
Satisfaction Guaranteed
Quality Products

at
Competitive Prices

Rubbermaid e

Commercial Products
Authorized Distributor

Call 1.800.241.2081

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

innsa
Associate Member

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

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

In the
middle of my
senior year, I
had heard
about a new
Nautilus club

opening. [ went

Publiashed by Peak Performance'™

to the club and

CLUBSUCCESS

talked to the
guy that was
opening the
Nautilus club
and asked him
if he needed a
marketing
director
because my
area of empha-
sis in business
school was in
marketing. He
hired me as the
Marketing|
Director on a
part-time basis
during my
senior year and
then I moved to
full time after [
graduated.
Eventually, I
formed a part-
nership with
him and toge-
ther we opened
up a second|’Z
club location,
and I became a
partner in both|®

For Fitness Ir
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with “Automatic
Conversion” free trials

SEE Pace 16

Peal PERFORMANCE

= ssrsoetien with

bODYeLIFE

inside

All Members Are
Mot the Same
PAGE 4

Service Standards
in the Club Café

PAGE 6

The Setrets to Success

PAGE S

Open Up With Me

paGe 10

Exerdsing Market
Share in Your Group
Exercise Classes

mee 12

locations. Over
that three year-period of time |
learned a lot the hard way.
Essentially, it was a situation
where I was doing all of the work
for only 50% of the profits and |
decided I needed to exit the
situation. I sold my share of the
partnership to my partner and
then moved on to “Plan B” which
was to open my own club.

Q. Did your “Plan B” include
what you are doing in your career
now?

A. No. While | was working on
plans for my new club, some
people that  knew in the industry
were inquiring about whether [
was available to do sales training
for their staff and create
marketing plans for their clubs. |
agreed and started to get into
consulting with some of them, 1
was not really looking to go in
that direction, but I was just
helping people out who would
ask me for help.

In 1983, one of the clubs
that hired me to do some sales
training for them was one of the
Western Athletic Clubs. They
really liked the training [ did for
their sales staff, so they
contacted their San Francisco

"Club Success Journal - July 2003

headquarters and suggested that
I do sales training for all of their
clubs. Through word of mouth, I
ended up doing more and more
consulting work. As I was doing
that, I came to realize that there
were a lot of advantages to the
consulting business compared to
having to fund, build and operate
health clubs.

One day I was reading
some business newsletters. Back
then there were not a whole lot
of club industry publications
and- IHRSA had not been around
a long time. [t occurred to me that
there was a demand out there
from people who want to know
how to do sales, how to do
marketing, how to increase
retention and different aspects of
the business, and there really
isn’t much out there to help them.
I thought there might be a real
opportunity for a club business
newsletter.

As you know, Norm,
when I started Peak Performance
newsletter in 1984, there was no
advertising in it. It was kind of
like the Kiplinger newsletter.
That’s really how this company
was started. It was received very
well. [ marketed it through direct

mail and at conventions, and [
started doing a lot of speaking at
major industry conventions
really all around the world. Not
Jjust IHRSA and Club Industry,
but in Canada, England,
Germany, Australia, New Zealand
and Japan. We now have
subscribers in over 30 countries.
So, through those speaking
opportunities Peak Performance
got a lot of exposure. And, a lot
of people that go to those
seminars are interested in getting
more information and eventually
subscribing to the publication,
We developed very loyal readers.
We have prided our-

selves for 19 years on the articles
that we publish. What we like to
do is provide a tremendous
amount of detail. We are not
simply talking about this club did
a referral promotion through the
mailing of a certificate and
obtained great results, etc, We
show them exactly what the
certificate looks like, when they
should send it out, what kind of
referrals it has caused in the past,
what were the sales techniques
used to convert these referrals
into members, if they talked to
(See Jim Smith Page 10)



FACT:

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

QUESTION:

S0, why is it that only 12% of ALL Americans are health club members?

ANSWER:

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

SOLUTION:

HEALTHY INSPIRATIONS Weight Loss & Lifestyle Program

The HeALTHY INSPIRATIONS Program adds a major profit center to your club.

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

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

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

HeALTHY INSPIRATIONS was developed by Casey Conrad, long time industry consultant.

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

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

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

Call to receive a
FREE info pack today 1-800-725-6147

Visit us at
www.healthyinspirations.us
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members in addition to sending
it out, and if they did any
telephone follow-up.

It is that kind of detail
that club owners really
appreciate because they can see
exactly what they need to do.
They can follow it step by step.
Here is the letter that was sent.
Here is what was said on the
phone. Here is what was done
every step of the way. That’s the
orientation that we've had since
the beginning of the Peak
Performance Newsletter, and we
have continued with our Club
Success publication.

Club Insider- Well Jim, you've
done a wonderful job with it. You
have a terrific team of con-
tributing authors that have made

Peak Performance and
Club Success a ‘must
read’ for club owners!

Q. At what point in time
did you switch from the
twice monthly 8-page
Peak Performance News-
letter to the now monthly
glossy Club Success
Magazine?

A. We did that in 1995.
Originally when Peak
Performance was found-
ed, it was basically a
newsletter. As we have
grown as a company,
we've added our Buyer’s
Guide, and we were starting to
get into actual marketing and
referral campaigns, direct mail
and other services. People knew
Peak Performance as our
company of multiple services to
clubs, not simply as our

JLR Associates announces
the placement of

Allan Coble
Fitness Director

Summit Tennis and Athletic Club

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

For all your employment needs,
contact JLR Associates!

Jeff Randall
781-431-0868
jr@jlrassoc.com

www.jlrassoc.com

JLR

associates

Peak Performance Network - Direct

newsletter. So, what we decided
to do was to give a separate name
to the publication, much as
IHRSA has done by naming
IHRSA’s publication Club
Business International. (CBI)

Club Insider- Club Successisa
really terrific publication.
QOutstanding articles from
outstanding authors and vivid
graphics are two keys. So, your
company one-two punch is really
the terrific monthly publication,
Club Success, combined with a
complete club industry-focused
advertising and marketing
company.

Jim Smith — That's correct. But,
there is one other division as well.
That is nutrition and weight
management education, a
division we call ‘Beyond
Fitness’, that is headed by
Dorene Robinson. (See Beyond
Fitness sidebar on this page.)

Essentially, we provide
a full service advertising agency
that is specialized exclusively for
health clubs. I have seen that
clubs want help with marketing
and advertising, but they have a
hard time finding assistance from
agencies or designers who really
understand all aspects of the
health club market. Most
agencies and designers don't
know how to effectively target
health club advertising. We do.

We offer a pretty wide
spectrum of marketing for clubs,
including direct mail marketing,
referral campaigns, and reacti-
vation of alumni campaigns. We
design newspaper ads, club
brochures, flyers, billboards,
movie theater ads, door hangers,
“take-ones”, and newspaper
inserts. We also do full-color
posters and banners. The way we
do it, we can custom-design,
print and ship full-color materials
such as brochures and flyers to
clubs for less cost than what a

club would pay just for the
printing alone. We're able to do
this because of the volume that
we print is so great that we get a
huge discount on printing.

We do a tremendous
amount of direct mail for clubs.
Direct mail addresses the single
biggest factor of why someone
joins a particular club and that is
convenience of location. [HRSA
data shows that even if a club
may be a little more expensive or
may not offer quite as nice of a
facility, people will choose it if it
is substantially closer and more
convenient than other clubs. So
when clubs are doing their
marketing, they need to focus on
a target market that is correct
demographically and that is
within about a 10-minute drive
time from where you are going to
be getting your members from. It
is a very tight area.

That’s why so many
clubs have gotten into direct mail
marketing. It is hard to really find
other media that you can focus
precisely on such a specific area.
The challenge that so many clubs
have is that they don't really
know how to go about putting
these direct mail campaigns
together, and how to target them
while doing them cost effectively.
That's where we come in to help
them do that.

Q. | understand that one of the
keys to the marketing you do for
health clubs is your ability to
effectively target the de-
conditioned market. How do you
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go about doing that?
A.The biggest thing we've found
about the de-conditioned market
is that it is so important in your
external marketing that you
convey very specific messages
to make the de-conditioned
market feel comfortable with
visiting your club. Club owners/
operators are in clubs all day and
around people who are exercising
and fit, so they are very
comfortable being in a health
club. But many people are not. |
think probably an awful lot of
people have not read the IHRSA
research report written by Dr.
Christine Brooks of The
University of Michigan. They
interviewed a large cross section
of people, asking them the
question, ‘What is your per-
ception of health clubs?’ They
found that the average person on
the street who is not a member of
a health club still has a lot of
negative comments. They said
things like, ‘I would never go
there!” I'd feel uncomfortable
going there. I'd be embarrassed
to go there, etc.
Another interesting

thing from that report was that a
bunch of these people they
interviewed were invited to
actually go to a quality health
club. The reaction across the
board was amazing. They said
things like: ‘Whoa, this isn’t
anything like I thought it was
going to be like. There are people
there like me. It doesn’t

(See Jim Smith Page 12)

Beyond Fitness - A division of Peak Performance

oCutting edge member education materials on
healthy eating and weight management.
(Available at wholesale to clubs)
eAdvanced Training in Weight Management for
Health & Fitness Professionals
® |-day training @18 U.S. sites ®CEs from: ACE, AFAA, ADA, etc.

Go to: beyond-fitness.net
beyondfitrd@yahoo.com




ActivTrax provides customized fitness plans to ensure that all of your members are being served.

To learn how ActivTrax has helped hundreds of clubs like yours, call us today. Mention this ad and
receive our free introductory offer.

866-TRY-TRAX

S Activira <

info@activtrax.com
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stink! It’s comfortable. It has nice
music, carpeted floor. I would
absolutely work out in a place like
this, but I had no idea.” So, you
just need to get them in there.
They have negative perceptions
and there are millions of people
that have no idea what a quality
club is actually like!

“You really need to
directly address that in your
advertising headlines, copy and
photos. Use copy that says
things like: *Our club has a
friendly, non-intimidating
environment. Our friendly
atmosphere eliminates new
exerciser’s anxiety because we
cater to people of all shapes and
sizes. Our program is per-
sonalized and non-competitive.
You progress at your own pace,

not someone else's.”

As far as images, we
suggest photos with people
exposing as little skin as
possible. Have the subject wear
a t-shirt or sweat shirt.
Occasionally, there are some
people 1 talk to that when we are
discussing targeting and
breaking into the de-conditioned
market say to me, ‘I don't know
about that because we don’t have
any people in our club like that!’
1 say to them, ‘Isn’t that the whole
point 2!” It’s a challenge because
a lot of these de-conditioned
people are dealing with their own
challenge, and you have to make
coming to your club appear very
attractive and comfortable for
them. There is a reason those
clubs do not have the de-
conditioned in their clubs. But,
the good side is there are a lot of
people in our industry

addressing this de-conditioned
challenge head on.

What is so critical is your
external advertising pieces
must break down these
negative impressions. So
many advertising pieces you
see list just bullet points and
an offer. They speak to
| features, not benefits. None
of that is breaking down the
barriers of the de-conditioned
market.

to pre-sent
your club in
the best image
and get the
best response.

But,
these com-
panies that are
coming from
outside the
industry and
that  don’t
know any-
thing about

by Fax!

Weekly Marketing Insights
For The Club Industry

P Immediately-usable marketing
action ideas in each issue — in
your hands every Friday morning

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

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

A PUBLICATION OF CLUB MARKETVISION

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

Q. Jim, you started in 1984, so
that means you are coming up on
your 20th Anniversary. Con-
gratulations on providing these
services to the industry for all
these years! You've done a
terrific service for the industry
worldwide.

A. Thanks. We published our first
edition in May of 1984, so yes,
we're going to have our 20th
Anniversary Year in 2004,

Q. Jim, who are your key
employees and approximately
how long has each of them been
with you?

A. Dorene Robinson- Beyond
Fitness, 7-years, Michael Page -
Creative Director, 3-years, Linda
Henry- Director of Operations, 8
years, Pam Ramsdell — Director
of Sales, 11 years, and Laurie
Cingle, our new Editor, has been
on our faculty for 9 years and
now has been our Editor for four
months.

Q. What are your greatest
challenges in your business?

A. One challenge is the recent
entry of new competitors from the
direct mail industry. We do a lot
of direct mail business and the
challenge is that we are seeing
direct mail companies coming in
that have done direct mail for
other industries such as the auto
industry, cable television and
dental industry. They are
starting to advertise their ser-
vices in the club industry. To gain
market share they are starting to
advertise offers of a penny or two
lower than the price we offer. On
the positive side, there are a lot
of sophisticated club owner/
operators that understand the
difference between photos that
will attract all segments of the
market, including the de-
conditioned market. Most of the
leadership of the industry has
moved past the stage of showing
girls in bikini’s, etc. Plus they
understand the kind of copy and
the type of presentation you
need to make that is really going

this industry
would be like
me producing
direct mail for
an auto dealer.
I don’t know
anything
about it. So,
that’s
challenge. It’s

oneg

kind of bad
when we occasionally
see some new club owners that
may not be as sophisticated and
their perception is, well these
guys are two cents cheaper and
a post card is a post card. Direct
mail is direct mail. So, youtry to

explain to them that the types of

imagery that you use and the
copy you use can make a
tremendous difference in
response. Some of these com-
panies that have come from
outside the industry are using
images of body builders and tank
tops and some of the club owners
don’t know better.

And when clubs do
some of these campaigns that
have the wrong kind of photos,
the wrong kind of copy and then
it doesn’t work, then the club
owner says, *We tried direct mail
and it doesn’t work.” This
challenge for us is probably
similar in fashion to the challenge
some upscale clubs face when
low ball clubs come in and sign
people up on annual member-
ships and close overnight and
give the industry a bad name. We
run into that sometimes
ourselves.

Q. Jim, what do you think the
greatest challenges for club
owners across America are?

A. I think there are several
challenges. One of the biggest
challenges that I've seen is
increasing competition. I'm on
the phone everyday talking to
club owners. Club owners who
have been in markets where
they've had little competition,
maybe in a small town or in the
particular immediate market area
that they’ve been in, and all of a
sudden now they've got three (or

Dorene Robinson - RD

more) new clubs opening right in
their backyard. I've seen a lot of
clubs tremendously impacted.
I've seen a lot of different
situations, some almost extreme,
where a major club opens up right
across the street...literally, right
across the street. Here you've got
a club that has been in that area
for years and their closest
competitor was miles away and
all of a sudden they have a major
competitor with a hospital
affiliation right across the street.
Boy, the whole ball game is
changed. Then, they come in
with low-ball pricing. [ see a lot
of clubs that are having real
challenges with that.

Q. What is your advice to those
that are seeing this new influx of
competition, because that is
happening in multiple markets all
across North America and the
world. What do you tell them to
do?

A. We suggest several things.
Number one, they must be sure
they are doing everything really
well. That's kind of a blanket
statement, but I mean in terms of
service, marketing, retention,
sales; everything must be done
extremely well.

A lot of clubs that haven’t
had real stiff competition and all
of a sudden they are getting into
highly competitive situations,
their pencils may not be real
sharp. What 1 mean with that
expression is for the club to have
every aspect of its operation
sharp, from the front desk to
service, cleanliness, sales,
marketing, retention, everything.

For example, their sales,

(See Jim Smith Page 14)
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. Jim Smith

continued from page 12

marketing, retention may not be
100%. Club owner/operators in
this situation, if they are sharp,
know they need to ratchet up
their sales program, their
marketing programs and their
retention program. A lot of them
are clubs that get into serious
competitive situations, and they
are bringing in top consultants
and companies like ours to help
them with their marketing. A lot
of them have lived off referrals
for years. And, many of them
have left their sales staff on their
own, and they are not following
through on things.

For example, we've
helped many clubs develop really
high quality, beautiful brochures.
Some club owners have told me
that when prospects come in to
shop their club and don't join
right then, they leave with the
club’s beautiful 8-page color
brochure as a reminder to take
home with them to share with
their husband or wife. So, when
the husband and wife have that
club membership conversation
while looking at this beautiful
brochure, which ¢lub do you
think they are going to join? The
one with the brochure or the one
with some of the latest ‘sale of
the day' figures scribbled on
yellow pad paper? The brochure
is really more for internal
marketing used in the sales
process. They tell me their nice
color brochure keeps on selling
for them and often the prospects
come back and join.

Another thing that
seems 1o happen too is that new

competition may come into the
area, but that new competition
may not be the sharpest either. A
lot of times, the new competitor
comes in and they sign up a
bunch of people in pre-sales with
charter and pre-opening member-
ships, but then the club opens
and there is crowding, there are a
lot of complaints about service
and staffing, ete. Then, some of
those people end up coming back
to their original club, Sometimes
a new club comes in and they
make a big splash and they might
end up declining if they don't
have all of their systems as sharp
as can be.

Many clubs have so
many opportunities to improve
what they are doing. Let me give
you an example. The other day I
made a telephone call to a club
that is facing intense new
competition. When [ called this
club, I literally could not get a
human being on the telephone. |
got a voice mail that said if you
know a person’s extension, press
itnow. If you don’t know it, here
is where you get the company
directory. If you are interested in
membership, hit option 2, if you
want to talk to the service desk,
hit option 3. So, 1 hit 2 for
membership. | got: “I'm sorry,
there is no one available right
now to help you.” So, I hit zero
and it said, invalid option. So, if
someone is calling and wants to
join and be a member, what is he
supposed to do?

Club Insider— Jim, take a moment
here and give some important
advice to those people out there
that own clubs and are not
putting a live, well trained person

on the telephone in touch with
those membership prospects
when they call, because this
industry is strangling itself with
automatic phone devices in
clubs !!! 1 guarantee the club
industry is losing millions and
millions of dollars a year with
those contraptions preventing
club membership prospects from
contacting clubs.

Jim Smith — What [ would say
about that is not just directed to
the front desk and the automated
phone issue, but with regards to
everything in a club business.
That is, you need to think
*outside in’, not ‘inside out”. I find
too often when I've had conver-
sations with clubs about the
auto-phone subject, | find they
are doing ‘inside out’ thinking
because they say to me, “Well,
we have to have it go to voice
mail because the front desk gets
so busy they can’t handle all of
the phone calls’ or they will say
‘we only have two phone lines’.
My answer to them is that they
should get more phone lines!

If they say they are just
too busy, 1 tell them they must
add more staffto handle the busy
times! What’s really amazing is
often times these are clubs that
are calling us up because they
want us to do some advertising
or direct mail for them. So, what’s
going to happen when the club
gets all the calls in response to
the advertising ?

The important thing
here is you've got to think
‘outside-in!" Don't think oper-
ationally, like ‘we can’t do it
because our staff is too busy” or
‘we don’t have enough phones
lines’. Youneed to think about it
from the consumer’s standpoint.

HealthandWellnessJobs.com

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

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

HealthandWellnessJobs.com

Phone: 281.794.7879 / Email:
scott@healthandwellnessjobs.com

The prospect calls in and they
can’t get in touch with anyone,
what does that do to you in terms
of sales? I'll tell you one story. 1
had given the advice, strong
advice to a club owner, to add
more phone lines. He did it. Later
I talked to him and he said, ‘Man,
I gotta tell you ! Boy, were we
missing a lot of phone calls! We
| added these lines and we had to

add another person at the front

desk. We were missing a ton of
| calls!

Jim Smith - “You need to
think ‘outside in’
not ‘inside out’ !

| Club Insider- Stop and think
about the fact that there are now
over 20,800 facilities across
American. Think about how this
one thing alone is doing to

depress membership sales in

America. It
has got to be
one of the
biggest
factors in this
industry that
is holding us
back.My
advice to all
my readers is
this. Getrid of
or at least only
use  phone
answering
devices
during the
hours when
your club is
closed, get
more phone
lines if you
need them, hire

more people if
you need them
to handle the call volume and
train them well. Then, just sit
back and watch your membership
sales numbers increase! 1 will bet
anyone out there that has an auto
phone system that if you will do
these things your new mem-
bership sales will increase by a
minimum of 10% per year!

Jim Smith- I want to make a
couple of other quick comments
about the challenge of increasing
competition. If you look at the
period from 1995 to 2002, there
was approximately a 40%
increase in health clubs. Just
from 2000 to 2002, there has been
a 12% increase in clubs. The
dynamics of the market is
changing.

The thing that clubs
really need to do is to tap into
the de-conditioned market.
Because, with increasing
competition, we need to grow the
pie, not just dividing up X amount
of members between 3 competing
clubs in a market. We need to
increase the pie so there are more
members so all three clubs can
flourish. If you look at the
statistics provided by American
Sports Data, they find that
roughly 20% of the population
are frequent exercisers. But,
almost all of the remaining 80%
believes in the virtues of
fitness. They think that they
should exercise more. They think
that they should lose weight and
they think that it is important.
And, they think that someday
they will do that. The vast
majority of people who are not
exercising and are not members
of clubs, have a positive
propensity towards exercise and
believe that it is something that
they should do.

Laurie Cingle - Editor

Club Insider—So Jim, since you
and I and IHRSA and many
others are dedicated to the goal
of helping clubs, would you agree
that our greatest challenge is to
get club owner/operators to
realize that the health club
industry is ABOUT THE
CUSTOMER and that its not all
just about them! In essence, that
is what you are saying with your
earlier comment about clubs’
need to think “outside in” instead
of “inside out™, is it not?

Jim Smith- Exactly!

Club Insider- That’s why your
“outside in' comment is so
important! Club owners, do you
hear Jim Smith out there ? Think
‘outside in!"

Q. What other club challenges
do you view as paramount for
clubs?

A. I think clubs have challenges
of how to market to the de-
conditioned market. I see clubs
facing challenges with staffing
for sales. I hear from clubs all the
time asking, ‘How do you find a
good sales person?’ They run
ads and can’t get people to
respond to the ads. Especially the
way the market is. They can find
people, but have a hard time
finding good people. Retention
I think is really a key challenge.
The challenge of clubs trying to
motivate members and keep them
is and will remain a huge one. So,
how to attract the de-conditioned
market and how to motivate and
retain members are two great
challenges clubs face.

Q. 1 know your company was
honored by IHRSA as its
Associate Member of the Year in

(See Jim Smith Page 18)
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Join Ray Wiison's

Over the course of my fifty year “plus” career in
the Fitness Industry, | have managed to stay ahead of
the pack by recognizing the needs of the people and the
times in which they live.

In the 1950’s, Vic Tanny and | created gym chains. In
the 60's and 70's, | created spas which the majority of
the industry copied for over 20 years. In the 70's, | also
designed the world famous Lifecycle Exercise Bike,
which has been used by more people in fitness centers
than any other exercise bike. In the 1980's, | created
and developed Family Fitness Centers of Southem
California and Westem America. In the 90's, | created
Ray Wilson's California Fitness Centers in Asia. The
whole fitness industry has pretty much catered to the
intimidating “hard body™ market, leaving 80% of the
market really wanting fitness, but no place to go! My
new half hour, 30 second workout will now bring fitness
to this huge market.

So, in this new Century, | believe we will lead the
fitness industry with Figure Magic Express and Ray
Wilson's Healthy Exercise. Join us in the next phase of
the evolution of exercise.

If you are interested in Brokering, Fr:
a Fitness Equipment Distributorship,

Please contact us at www.rayawilson.com or call Toll Free at 888 437 0001.
Franchises Now Available Two Concepts...Two Opportunities

Figure 'ﬂ' Magic.

Eiprezs
Reducing and Exercise Studios for Women

Women’s Only Franchises
Rancho Bernardo, California
1,000 to 1,200 Sq. Ft.

FiGURE MAGIC EXPRESS

Co-Ed Franchises
Temecula, California
1,500 to 3,000 Sq.Ft.

RAy WiLsoN’s HEALTHY EXERCISE

® Figure Magic is an exclusive women's exercise studio. ® Ray Wilson's Healchy Exercise studio is for both
) adule men and women.
B The newest and most complete 16 station i
: R : B The workout program focuses on total muscular and
interval circuit training system. 3 )
cardio development, completely eliminating the need
® Anorganized program, removing all che guess work for aerobics and personal training in 30 minutes or less.
that normally exists with a tradicional healch club ® The newest and imost complete 24 station inbecvil
in 30 minutes or less, CIrCUWIL Craning syscem.
® Studio size varies berween 1000 and 1200 square feer. ® Packages up to 55 stations, additional equipment cost
; ® The studio size can vary from 1500 ro 3000 square feet.
® The studio is open during the most popular ) ) i - 9
) R ® The size of your studio varies to your local market and
workout hours: L
INVESTMENt Criteria.
Monday-Friday 8:00am-1:00pm and 4:00pm-7:00pm B The studio is open the most popular workout hours

Saturday 8:00am-Noon * Closed Sundays

Houwrs meay be increased at the option of the operator.

Franchise fee - $19,995
Includes 16 Stations
Monthly Royalty fee - $395

Monday-Friday 8:00am-1:00pm and 4:00pm-7:00pm
Sarurday 8:00am-Noon * Closed Sundays

Hours may be increased ar the option of the operator,
Franchise fee - $29,995

Includes 24 Stations

Monthly Royalty fee - $395




nchising, Licensing, entering a Joint Venture, purchasing

or just buying Exercise Equipment...

—

Figure Magic Express

Debbie
"I needed a gym that I could feel comfortable enough to go to on
a regular basis. After only @ month, I lost 14 lbs and 19 inches”

No lenger intimidating

Dulce

“One year ago, 1 weighed 215 Ibs. and was a size I8. Today, I
weigh 150 Ibs and a size 8. The Key to my success has been the
support I get at Figure Magic™

Barbara

"I lost 22 Ibs and 7 inches in 5 months.

I feel like T have my own personal trainer at Figure Magic
I feel a lot of encouragement each time I work out”
There's no confusion, you'll Know exactly where to

begin and where

Our Franchise Exercise Studios
are Designed for Maximum
Results in Minimum Time.

OwN YOUR OwWN BUSINESS

Turn-key Exercise Studio... Where
M You can control your earnings
B You can make a difference in people’s lives .| /2 H our
| You can promote healthy lifestyles to women

and men through our “1/2 hour - 30 second 30 Second Workout!

interval circuit workout”

Receive the Following Support and Services 9 ;‘
’,

M Guidance for site locations

M Design guidelines for constructing a studio 6) W

B A multi-station exercise equipment package W ese
W 5 Day Training program

W Complete Operations Manual "ea' thy -
Q0% of Franchises remain in business. (US Department of Commerce) mm’sem

Tony Wison”

Charles and Nancy

“After the cardiologist told me "you're in poor shape, you need to
exercise, and you need to lose weight”, we joined a week later
and my body fat dropped over 7% and 1 lost 10 inches. We now
Ipok forward to waking up and getting to Ray Wilson's Healthy

Exercise each moring,”

Ron and Mindy

“Over the yedrs, we have experimented with different fitness
programs, and have found yours is the most impressive and
produtes the best results. We have bath lost inches, weight and
improved our muscle tone. Dur results are due to the ability to
come in, get on the circuit and get the workout finished "

If you act right now, you can he open for

January’s New Year’s Resolutions!

For a complete list of our equipment & prices please check our website at www.exerciseexpressintl.com
*All Pricing in US Dollars & Does Not include freight charges, broker’s fee, customs, duty, taxes, etc.
Limited Time Only - Prices Subject to Change Without Notice
1(888) 437-0001 » +1 (619) 437-1883  Fax +1 (619) 437-4110 www.exerciseexpressintl.com
| OrrFeriNG By ProsrecTus ONLY |

©2003 Figure Magic Intemational
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wJim Smith

continued from page 14

1990 and you well deserved that
honor. What year did you join
IHRSA?

A. I started Peak Performance in
1984 and joined IHRSA in 1986.
Receiving the Associate Member
of the Year Award in '90 was a
great honor.

Club Insider — That was before
you expanded the scope of your
company, expanding to the
various services you now offer,
was it not?

Jim Smith- You're exactly right.
That award was based entirely at
that time on our Peak Perfor-
mance publication. It was my
understanding that [HRSA gave
us that award for our contri-
butions to the educational and
professional development of the
industry. Up until that time,
almost all the companies that had
received that award were pretty
large companies. We were very
flattered to receive the [HRSA
honor.

Q. What are your goals for the
next 5 years?

A. Really, our goals are really
growth of what we are doing. We
don’t really have any new plans
of going in a totally different
direction or opening a new
division or anything. Our goals
are really to just increase the
numbers of clubs we are reaching
with our publication, the number
fitness trainers that Dorene is
educating with respect to
nutrition and weight manage-
ment, and the number of clubs
and breadth of what we are doing
in marketing and advertising. Our
goals are growth oriented goals
and pretty much staying on the
track that we are on.

Club Insider - Jim, this has been
aterrific interview and it has been
my pleasure speaking with you.
You have provided the club
industry here with some terrific
insights into the “inside™ of Peak
Performance and so importantly,
what your Peak Performance
Network can do to help clubs
improve in every phase of the
game. Jim, we just published our

1080 E. Indiantown Rd., Suite 202, Jupite

10" Anniversary Special Edition
in October. | hope the industry
realizes that my Mission is to help
the health club industry anyway
I can. My goal here was to make
sure that all of my readers are
familiar with the Peak
Performance Network and what
it can do for their club business.
I believe strongly that
what you and your team do for
the health, racquet and sports
club industry is hugely impor-
tant. In my view, The CLUB
INSIDER News, Peak Perfor-
mance Network, CBI Magazine,
Fitness Management Magazine
and Club Industry Magazine are
competitors yes, but in a very
strong way, we are partners in
education. We are all in this
together. And together, we are all
working toward one common
goal. A more professional and
successful health, racquet and
sports club industry worldwide.
Jim, it has been my pleasure to
share this thorough, in-depth
interview with our readers.

Jim Smith- Norm, it has beena
pleasure speaking with you and

The sophisticated, easy RORTRER T GG (e G

I am really
flattered and
pleased to
have you do
an article on
us.

(Norm Cates,
Jr. is  the
Publisher of
The CLUB
INSIDER
News. Cates is
all-year
veteran of the
health,
racquel and
sports club
industry. In
1980/81
Cates was the
1" President of
IHRSA and a
Co-founder of
the Association.

In 2001, Cates was honored by
IHRSA with its DALE DIBBLE
Distinguished Service Award.
Cates may be reached at:
clubinsidernews@ mind
spring.com or by calling:
770.850.8506).

Michael Page - Creative Director

Call today and see how ClubRunner’s
easy to use club management system
will benefit you!

| (800) 554-2582 + (561) 746-3392



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

With the “Complete Club Management Solution” from ABC Financial.

fiancial

software - billing/EFT - marketing

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

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

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

OnlLine Club Management Center.

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

Billing And Payment Processing.

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

Customized Marketing Programs.

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

program “Renewal Plus”,




MAKING MONEY 1n The Fitness Business

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

“THE BUSINESS OF FITNESS"

Sample chapters:

- The Financial Foundation of a Fitness Business

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

- Operational Numbers and Concepts

100 pad>

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

“MAKING MONEY IN THE FITNESS BUSINESS"

Sample chapters:

- (onceptualizing the Fitness Business

- The club business starts with the financial foundation

- Driving the Revenue Through Daily Number Tracking

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

Buy 7 or More Books and Get $100 toward any P Edvcation Seminar
STPCS

EDUCATION GROUP

Formerly Thomas Plummer Company

ORDER TODAY 800.726.3506

www.tpceducation.com



Two great new resources
from National Gym Supply.

Parts Resource Book 2003

Your #1 Source for Replacement Parts e g i @"«?
and other gym essentials! & s
New: O Sourc for
GREAT * Lifestride Nextgen ;

PR 'c Es! * Expanded Ellipticals
* Expanded Electronics Repairs
* Complete E-Commerce Service

Your tried and true source for:

* R.’humentp.ns * El&ﬂmﬂi(ﬁ Repail‘s Hunldlﬂhn‘nr-n;lr-ll!ml.!ll.lh'lpLN;.'_!-J'_!!f‘:.-Plu;-x-vnﬂlll;'ll' 3003
+ Top Technical Support + Invaluable Schematics 1-800-GYMPART « WWW.GYMPART.COM

The Trainer Book

Designed for you, the fitness professional!

= —

- Y Includes the finest
' P product accessories for:
* Aquatics (Aquajogger)
+ Fitness Boxing (Balaz, Everlast)
{ + Body-Weight Resistance Training (Balaz, Everlast)
* Rubber Resistance (Theraband)
P+ Stability Exercise (Theraband Slow Deflate System)
i  + Group Exercise & Yoga (Aeromat)
* Group Cycling (Polar, Team Schwinn, Blast)
* Fitness Watches (Freestyle, Timex)
Weight Room (lvanko, Platemate, Maxicam)
e * Locker Room
W * New! Charts & Signs

»

Check ’em out online - www.gympart.com

Or call today to order your copy of our 2003 Parts Book and 2003 Trainer Book!
@& -800-GYMPART (1-800-496-7278)
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Who’s Wlnmng The Food Fight?

By: Ronda Gates

“Mind your own damn business.
You're motivated - like nearly
all liberals - by book sales,
caring less about a person’s diet.
What a person eats is none of
your business - or teachers - or
the government! A pox on your
house.”

So read a postcard
received by psychologist Kelly
Brownell, Ph.D. after some of his
ideas for changing our obesity-
fostering culture were featured in
a recent issue of USA Today.

Brownell, Professor of
Psychology at Yale University
and Director of the Yale Center
for Eating and Weight Disorders,
shared the postcard with his
audience when he keynoted the
October Club Industry con-
ference in Chicago. The infor-
mation-packed presentation
compared our nation's obesity
crisis to the health dilemma we
faced regarding smoking more
than twenty years ago. The
startling images Brownell used to
make his point included a power
point from the Centers for
Disease Control that revealed the
alarming rate at which obesity
ballooned in the U. S. between
1985 and 2001.

In 1999, an estimated 61
percent of U.S. adults were either
overweight or obese, defined as
having a body mass index (BMI)
of 25 or more.

In 2000, a total of 38.8
million American adults met the
classification of obesity, defined
as having a body mass index
score of 30 or more.

Brownell noted that this
distressing growth was the
background for an increase in
diabetes and a subsequent
decision to replace the term
“adult onset diabetes™ with
“Type Il diabetes™ when it was
discovered that it was no longer
an adult-only disease. He warned
that if current cultural eating and
exercise habits aren’t reversed,
diabetes will trigger blindness
and loss of limbs in overfat
children by the time they reach
their thirties. Young parents were
also warned that without cultural
changes their children could
have a shorter life-span than their
parents.

Food Fight : The Inside
Story of the Food Industry,
America'’s Obesity Crisis, and
What We Can Do About I,
Brownell’s just published book,

describes the war he believes we
are waging against a culture that
exalts unhealthy food. “The food
is winning. The people who sell
the food are winning,” he
reported as he shared humorous
but grave images that glorify a
calorie-rich, eating-out lifestyle
that has contributed to making
“supersize” a verb. Brownell
reminded us how we’ve grown
immune to the dilemma by asking
if we trusted gas stations without
food marts, shopped in drug
stores without an assortment of
high calorie snack foods and
drinks, or purchased food from
vending machines with quick-to-
satisfy, high-in-empty-calorie
sugar- and fat-filled snacks rather
than low calorie, nutrient-dense
foods that often aren’t satisfying
to a palate that wants a quick fix.

A review of the answers

For years, as a nation,
we've blamed the individual. We
encouraged the overweight and
out-of-shape to take charge of
their lives. We sold them a variety
of supplements and home
exercise machines—1to no avail.
Another tack, asserting that
biology and genetics are
responsible for obesity, became
the ery in the 80’s and 90’s when
prescription and non-pre-
scription drugs were added to
the mix. While genetics can
predict which of us is
predisposed to obesity, an
individual’s environment appears
to be the determining factor in
whether obesity occurs.

Pima Indian Studies

Evidence of environ-
mental influences has been
revealed in lengthy studies that
compare Pima Indians who have
remained in Mexico with their
relatives who have moved to the
U.S. Comparisons show that the
Mexico-residing population has
a 23 percent fat diet and a body
mass index (BMI) of 25, whereas
the U.S. residents have a 41
percent fat diet and a BMI of 41.

What is BMI?

BMI, or body mass
index, is computed based on a
ratio of height to weight: BMI =
(Weight x 700) + height in inches*

Hence, a 5'10" man
weighing 165 pounds would
calculate his BMI as follows:
BMI= (165x700) + (70x70) =

A BMI of more than 25
is associated with increased risk
of disease of over-fatness.

Brownell bemoaned a
culture that forbids cigarette ads,
vet celebrates fast food fran-
chises that subsidize school
revenues. He cited streets that
are not safe, stairs that are not
accessible and energy saving
devices that discourage activi-
ties as factors that makes
sedentary behavior inevitable.
The postcard Brownell read as he
began his presentation was
precipitated by his well-pub-
licized belief that that public
policy is needed to:

eProtect children

eDemand more of the
food industry to reverse the
damage their advertising has
created

eSupport school envi-
ronments that teach and support
a healthy lifestyle

oCurtail promotion of
unhealthy food and permit only
healthy food ads for children

e Change the funda-
mental economics of food and

physical activity so the costs of

eating better and being active are
less rather than more expensive
and companies that promote
healthy food choices have tax
incentives over those that
promote unhealthy food choices

e Create community
environments, workplaces and
school settings that foster
physical activity for adults and
children

Do we live in a foxic
environment where

1. Low-cost, high-sugar
and high-fat, good-tasting foods
are readily available?

2. A food industry has
run amok with out-of-this-world
advertising budgets, aggressive
product placement, suggestive
icon images to market and
package products?

3. Physical activity isno
longer a priority in schools?

4. Adults with over-
scheduled lives must choose
between using leisure time for
physical activity or for other
social responsibilities?

Sadly, the answer is yes !!

All is not lost, Brownell
asserted. He encouraged his
fitness-oriented audience to
become the movers and shakers

in the forthcoming government
effort to create an integrated
health communications campaign
reminding them that they are best
positioned to teach Americans
that even small-to-moderate
lifestyle changes can make
dramatic differences in health.
Twenty years ago, a similar
initiative triggered a nationwide
change in attitudes about
smoking. Health promotion
professionals are hopeful that a
collaborative call to action by the
Surgeon General will trigger a
nationwide change in attitudes
favoring daily physical activity.

Since participation in a
regular exercise program remains
the strongest predictor for
successful weight management,
Brownell suggested that the
health club, with its structure and
stafT'already in place, is the prime
site for delivering wvalid
programming. To be successful,
lifestyle change must be the
central feature of any program.
Besides healthy eating and
exercise strategies, the program
must radiate a positive tone, deal
with intangibles (e.g., body
image, motivation, self esteem),
focus on realistic goals, provide
lapse prevention, and give
feedback in domains beyond the
scale. He added that the program
must be based in science, derived
from valid theories, evaluated
thoroughly for success, updated
regularly, easy to use, and low in
delivery cost.

Dr. Brownell closed with
a reminder that cultural changes
are possible. We've acted to stem
breast cancer, demand immuni-
zations to protect our health and
require seat belts in cars to
assure our safety. Although we
tend to avoid interfering with
business, we did so when
thousands of people were dying
from the use of cigarettes.
Cigarettes are not gone, yet the
decrease in smoking is one of the
greatest accomplishments in the
health industry. Similarly, with
the current obesity-related health
emergency triggering deaths and
raising health care costs, perhaps
it’s time for health and fitness
professionals to step up to the
plate when it comes to protecting
our population—especially our
children.

What can you as a club owner
or fitness professional do?

Before initiating pro-
gramming:

Ronda Gates

1. Analyze your own
attitudes and behaviors before
you market to the de-conditioned
population. This group is very
sensitive to unexpressed bias
against overweight people. A
recent IHRSA newsletter

2. When you think
about attracting the overweight
market, look at what your club
environment says to the over-fat
client. While it's possible to be
fit and fat, many overweight folks
don't enjoy being surrounded by
MIITOrS.

3. Hire competent, well-
trained facilitators to deliver
programming.

4. Realize that all diets
work for weight loss so it makes
sense to offer healthy diet
programming (rather than fad
diets) with your weight
management program.

5. Use a program that
focuses on lifestyle changes that
allow the client/member to
rebuild a healthy way of life. Look
for a program that embraces
physical activity and a balanced
and varied diet to support getting
fit and losing fat. Questions to
ask a potential providers include:

® Does the program
include an assessment process
that predicts reasonable and
attainable weight and diet goals?

o5 the prospective diet
strategy well balanced? Does it
include a variety of foods and
impose a consistent caloric
deficit and increased exercise
expenditure?

e Are the meals practi-
cal, flexible and individualized?

els weight reduction
gradual and consistent?

e Are skill-based edu-
cation and strategies for positive
behavior change incorporated in
the program?

(See Food Fight Page 29)



|m‘pact n. collision, resulting effect; consequence, impression
[the effect of having power over a thing or a person, to exert influence over]

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

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

et .‘ "" B .
club IMPACT

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

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

~ Exciting, Energetic
Interior Design Consulting Solutions Affordable

General and Specialized Painting .. | Call (770) 621-7770

Logos - Wall Murals -Faux Painting 2
extension #1
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FIGHT FATAFTER FORTY

Dr. Pamela Peeke, the
author of Fight Fat After Forty
and a featured speaker at IHRSA
2004, is clearly the right person
at the right time: a woman with
valuable insights to share about
weight loss (when the nation is
battling epidemic obesity),
particularly with respect to those
over 40 (when that cohort is the
fastest growing in terms of club
membership).

With the publication of
her book two years ago, Peeke
struck a responsive cord with her
readers—especially women, and,
most especially, those over 40—
who, instinctively, found the
point that she made about the
connection between stress and
excess weight sensible, sound
and serviceable. Peeke contends
that, in many cases, stress and
the hormones it produces make
us fat and argues that only by
becoming stress-resilient can we
shed “toxic weight” for good.

It is a matter, again, of
grappling with the consequences
of evolution and genetics. Ages
ago, Peeke points out, humans

were very active physically and
experienced a great deal of
physical stress; as they became
smarter, and, simultaneously, less
active, physical stress was
replaced by psychological stress.
“Our primal stress response is
wired for some sort of physical
response,” Peeks explains.
“When we don’t have a physical
release as a way of blowing off
stress, it accumulates and may
become ‘toxic stress.""

When the brain encoun-
ters a stressful situation, it
releases a chemical, corticotro-
pin-releasing hormone (CRH),
that Peeke refers to as the “alarm
hormone.” When this alarm
sounds, it triggers neurochemical
activity that prepares the body
fora “fight or flight” response. It
also activates the reward and
pain-relief areas of the brain.

“Why do you need a
reward when you're being
stressed?” Peeke asks. “All
challenges in life (involve) some
expectation of achievement, and
the body is no different.” For too
many people, and particularly
women, the “reward” is food—
they respond to stress by

THRSA Convention Preview

overeating.

But Peeke not only
explicates; she also offers an exit
from the endless, weight-loss
labyrinth—three templates that
provide women with tools to fight
fat, especially as they age. The
first template involves culti-
vating a stress-resilient
personality; the second focuses
on de-stressing ecating, and
utilizing food to keep stress
hormones in check; and the third
incorporates a variety of stress-
reducing physical activities into
one’s life.

“Achieving physical
fitness through regular exercise
helps maintain optimal body
composition,” promises Pecke. I
always tell my patients that “fit’
looks and feels better than
‘thin.""

And with the onset of
menopause, physical activity
becomes even more important. At
that point, women find them-
selves having to deal with: an
age-related slowdown in
metabolism; the impact of
shifting hormones (e.g., fat
accumulating in the abdomen,
increasing the risk of “toxic

weight”): and the common
symptoms of menopause (e.g.,
fatigue, depression, hot flashes,
problems with concentration,
ete.). “Believe it or not,” says
Peeke, “exercise is the solution
to all of this!”

10 *Toxic Weight’ Prevention
Tips Every Woman
Needs to Know

Eating and exercising
correctly are the two “magic”
keys to effective weight control
for women over 40, according to
Dr. Pamela Peeke. She suggests
that women should stretch every
day, exercise 40-45 minutes 5-6
days every week, and strength-
train at least twice a week. With
respect to food, she offers the
following guidelines:

1. Make sure to eat a
healthy breakfast by no later than
9am.

2. Eat a small mid-
morning snack approximately
three hours after breakfast; e.g.,
a piece of fruit, a small fat-free
yogurt, or one or two pieces of
low-fat string cheese.

3. Try not to eat lunch

Pamela Peeke
after 1:30 p.m.

4. Three hours after
lunch is generally when the
*CortiZone" occurs, leaving you
feeling hungry and fatigued. To
minimize its effects, eat food that
provides high-quality/low-stress
energy (e.g., a combinations of
protein and carbohydrates).

5. Dinner should be
served between 6 and 7:30 p.m.,
and should include soup or
salad, vegetables, and a source

(See IHRSA Preview Page 30)



Be prepared to increase your cash flow!

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

NO PROBLEM!

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

Fair Finance has specialized in factoring membership contracts since 1934.

We offer a wide range of services including:

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

Factor your contracts today!

The process is simple, fast and financially rewarding!

(FAIR | FINANCE)

I Since 1934

"l,l:_u y ) }' .\'I'.!l

www.fairfinance.com
E-mail: sales@fairfinance.com



IHRSA'S 2524 ANNUAL INTERNATIONAL
CONVENTION AND TRADE SHOW

MONDAY, MARCH 22 — THURSDAY, MARCH 25

Featuring
4 RUDY GIULIANI ON LEADERSHIP
¢ 12 EDUCATIONAL TRACKS
¢ 80+ SEMINARS, PANELS, AND FORUMS

4 100+ PRESENTERS (OVER 50 NEW PRESENTERS)

¢ THE WORLD'S LARGEST TRADE SHOW FOR THE HEALTH CLUB
INDUSTRY WITH OVER 8,000 ATTENDEES AND 400 EXHIBITING COMPANIES

FOR MORE INFORMATION OR TO REGISTER:

e Visit www.ihrsa.org/ihrsa2004
e Call 800-228-4772 or 617-951-0055

inpsA

INTERNATIONAL HEALTH, RACQUET & SPORTSCLUB ASSOCIATION



Your Partner in Success.

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

Electronic Draft Electronic Debits from Coupons

=o* | 45* || $200

PER PAYMENT PER PAYMENT PER PAYMENT

INTERACTIVE SOFTWARE

The management system with ALL the options!

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

 Full Collection Services

¢ Flexible Renewal Programs

Call BUSINESS DEVELOPMENT Today!

1-800-233-8483




OUR LICENSEES GIVE A “THUMBS
UP” TO THIN&HEALTHY® AS:

- A way to make great money

- The best weight management program »)\)ﬂ
- A proven business concept
- An awesome way to make a difference

Meet Melody Wright, Sandy Ingledue, Donna Young and Adah
& Kieth (not pictured ) Ellerbrock. These folks know why
they’re involved with Thin&Healthy, Inc. and have agreed to
answer some of your most commonly asked questions.

“WHAT MAKES THIS WEIGHT LOSS PROGRAM DIFFERENT?”
“Without a doubt it’s that a member can follow it for the rest
of their life. Thin&Healthy® has a brilliant way of teaching
people how to eat their very favorite foods and still lose
weight. Plus the program helps people get moving who never
did so before.”

“WHAT'S THE BUSINESS MODEL?” “There are 2 specific
models, both are elementary. Thin&Healthy® has a
comprehensive training program that teaches each one of
the systems completely. With as little as 300 square feet and
a person to oversee the concept, the business can function
well. The marketing strategies get a direct response. We can’t
keep up with the number of leads we get sometimes! The
sales presentation closes sales and the ancillary programs
just keep adding to the bottom line!”

“WHAT KIND OF ROI HAVE YOU EXPERIENCED?” “Lets put
it this way...we all had successful careers before doing this
and we've experienced a 100 TO 400 PERCENT INCREASE
over what we made before. An additional 100K NET is realistic
when you plug in the systems.”

“WHAT WOULD YOU TELL ME ABOUT BEING INVOLVED

WITH THIN&HEALTHY®? Its’s a great living where you

make a great big difference! We’ve learned how to

draw people into a healthy life-style and keep them

there! Our communities love us! This Visit us at

organization displays integrity, solid www.thinandhealthy.com
business concepts and support

beyond belief! We Love it!

® Opinions expressed are not claims. Each licensees results may
WEIGHT

M A N A G E M E N vary based on the application of the systems taught.

ror MoRre INFO cALL4 ] 9-991-1223

..your Last For Weight Loss.
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By: Michael Scott Scudder

“MEMBERSHIP
RETENTION
in small CLUBS™

The biggest challenge
..in
fact, the biggest issue in the
entire health club industry...is
MEMBERSHIP RETENTION.
RETENTION is the key
to profitability. ..to staying power
in your marketplace. . .to stability
of your business. Without it, you
will be forever doomed to selling
as many new memberships as it
takes to cover the folks going out
your back doors - your
dissatisfied customers.
To look at the issue of
retention appropriately, you first
have to look at the “Makeup of

the Health Club Me rshi]
Prospect Market Today:"

5%

elite athlete, high-training person
25%

£ym rat, exercise-active person
30%

chronically ill, too old/too young,
indigent

50%

exercise-inactive, infrequent
users

oThe 5%-er is already
training heavily with a
specialized trainer...hopefully in
your club, but likely not.

oThe 25%-er does not
spend extra money with you.. .the
gym rats are around until some
other club offers a better price
deal...the exercise-actives come
in, do their thing, and leave. No
additional ancillary dollars
there!

oThe 30%-er will never
set foot inside your facility.
These folks are NOT prospects!

o The 50%-ers is where
your future lives! These are the

“small is GREAT!”

people who spend the most extra
dollars on personal training,
group classes and specialty
programs. These are the ones
you must cultivate to have rock-

solid retention and high
profitability.

If you take a look at
Attrition-By-Category:

oThe 5%-ers take care
of themselves and never leave
membership unless they move or
you do something catastrophic
to chase them away! Aftrition
factor: <10%.

#The 25%-ers represent
two segments: 1) the gym rats
who switch gyms frequently; and
2) the exercise-actives, generally
older in age, who take care of
themselves. Attrition factor, gym
rats: >50%. Attrition factor,
exercise-actives: <30%. Overall
attrition factor: <40%.

oThe 50%-ers are the
“unknown factor!™ If we observe
and calculate industry statistics
of memberships-sold-versus-
memberships-retained in this
category, we soon recognize that
the retention rate of these
members has been abysmal.
Attrition factor: >50%

Soa smart operator soon
realizes that he/she is consigned
to about 25%-t0-35% attrition
among the “regular users” —
those members who participate
more than twice a week on
average. This grouping usually
makes up about 30% of a club’s
membership.

By deduction, the
remaining members, representing
nearly 70% of membership, are a
variety of people — different body
types, wide age ranges, various
self-motivation levels. Ifaclub
is to succeed at retention, it is
this group that must be catered
to! (Ironically, in most clubs, this
is the very group that is paid least
attention to!)

Recognize this fact: if
the average club shifted
retention efforts to this group for

one year, and in twelve months
affected retention by a mere 5
percentage points —

e Net income would
increase by nearly $50,000!

® Your club would have
to sell 120 less new memberships
in that year...savings on cost-
per-new-member alone would be
over $12,000!

o Your member referral
base would increase by 10%. You
would likely sell another 50
memberships from referral in that
year, totaling another $25,000!

In other words, a one-
year-only effort at increased
member retention would bring
the average club over $87,000
in increased income!

WHAT ARE THE
RETENTION SECRETS Of
SUCCESSFUL CLUBS?

elnitially, they inrer-
view prospective new mem-
bers... finding out what the
person wants, needs and can/will
commit to on a short-term basis.
(They do not “tour” many of
these people!)

e They may sell a
premium-priced starter program
for the first 10-12 weeks, rather
than selling a membership at the
outset. (Those clubs practicing,
this method are experiencing an
over-70% conversion ratio to
membership at the conclusion of
the starter program...and are
enjoying substantial extra dollars
in Personal Training and Group
Training fees.)

o They spend less-time-
maore-frequently with the new
member. Rather than giving two
“equipment orientations” and a
workout card with a promise to
help members whenever they ask
after that, these clubs schedule
as many as 6 personal trainings
and coaching sessions with a
new member over the first 6
weeks of membership.

eThey orient the new

member towards full club usage. &=
They introduce the new member

to group classes and special
program offerings.

eMany clubs introduce §

the new member to weight

management, fitness counseling |
and personal training at the
(These clubs do not B

outset.

assume that there is a limit to what il

the new member will spend.
Instead, they concentrate on
what the new member needs and
make offerings accordingly.)

oThey follow up...with
thank-you notes, how-are-you-
doing postcards, non-use phone
calls, member-interest-pertinent
emails, to name just a few. (They
do NOT “drop the member on his
head” after the first couple of
weeks like most clubs do.)

eThey build a company
culture for retention. ALL
staffers are educated for, and
trained in, customer service for
retention. Management makes
sure that all staff know how
valuable the current member
is...and train personnel to take
care of current members, rather
than concentrating on new
members and “vocal” or
“favorite” members.

eThey create reasons
Sfor members to stay involved
with the club. Many clubs
promote “clubs within the club”
for extracurricular activities.
Recently, 1 have seen “buyer’s
clubs” emerging in quality
facilities, where the member can
get discounts on all types of
purchases. Lots of clubs have
member-use-incentive offerings
that vary from reduced dues to
special club parties to “presents™
like dinner-for-two or a-night-at-
the-theater.

The above are just a few
ideas to get you going on the
“road to better retention.”
Remember this: as a club matures
(usually after 36 months),
advertising responses lessen,
walk-ins slow down, and the

Michael Scott Scudder

general upward swing of new
membership sales flattens out
rather quickly.

If you are to prosper in
the coming “club wars,” you will
have to stop the outflow of
dissatisfied members and address
the matter of holding on to
present members. It’s as simple
asthat. YOUR CLUB’S FUTURE
DEPENDS ONIT.

In the December issue,
I will review this year’s “small is
GREAT” offerings, and take a
glimpse into what we can expect
in 2004 for the small club sector
of our industry.

Until next time -
MICHAEL SCOTT SCUDDER

(Michael Scoit Scudder, a
contributing author for “The
Club Insider News," is a three-
decade veteran of the fitness
industry. He heads Southwest
Club  Services, a club
management (raining company
based in Taos, New Mexico and
Fort Worth, Texas. SCS offers
regional-city one-day seminars
and an intensive two-day
workshop on personal and
group training in home
headquarters of the Fit For Life
Centers in Texas, of which he is
a partner. He can be reached at
505-690-5974, by email at
scuddertour@direcway.com or
at his web site, www.scudder
tour.com. Comments and
questions are welcomed and
encouraged.)

..Food Fight

continued from page 22

®Are psychological issues

(including self-acceptance)
addressed?
® Does the program

include strategies to address issues
of lapse and relapse?

®Are incentives based on
accountability and success built into
the program?

6. Remind members that
it's impossible to lose more than two
pounds of fat a week.

7.Create cross condi-

tioning programs that include
metabolism-boosting aerobic
activity and strength training to
support reaching realistic goals.
Subscribe and make available to
members, newsletters that pro-vide
practical strategies that support
lifestyle change.

8. Tumkey programs
may be easy to implement, but only
a few of these strategies provide the
individualized exercise, diet and
behavior strategies that support
long-term success.

(Ronda Gates, M. S. is a pharmacy

grad who traded her white coat for a
pair of athletic shoes and never
looked back. LIFESTYLES by Ronda
Gates provides motivational
speaking and health promotion
program development and delivery
services fo companies nation-wide.
She is the best selling author of
several books including Smart
Eating with Covert Bailey. Ronda has
been training health and fitness
professionals to deliver weight
management programming since
1985. She may be reached at:
rondagates@aol.com or by phone
at: 503.697.7572).

GOLDS GYM
ASSISTANT SALES MANGER

GOLDS GYM, IN ORLANDO FLORIDA, IS LOOKING FOR A
HIGHLY MOTIVATED, SALES DRIVEN INDIVIDUAL WANTING TO

GROW WITHIN OUR EXPANDING SYSTEM. WE OFFER A
COMPETITIVE SALARY, GREAT COMMISSION PLAN, WITH
STRONG BONUS PLAN AND BENEFITS PACKAGE.

APPLICANTS MUST HAVE 2 YEARS OF HEALTH CLUB
SALES EXPERIENCE WITH SUPPORTIVE REFERENCES.

CONTACTS WILL BE CONFIDENTIAL
E-MAIL YOUR RESUME TO:
MONICA BARR
MBARR@CFL.RR.COM OR FAX TO 407-696-0131
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World Instructor Training Schools

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

Real €ducation = Real Certification

We offer unprecedented comprehensive 6 week®
theoretical & practical hands on fitness tralning courses,
. Exams Include individual practical
testing as well as written! Host
taken for 2004. We also license our
es and Universities for on site trainin,
primary certifications, we offer on
education workshops!
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Higher Educational Standards
Means Productive Employee's!

Norm Caltcs'
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#1 Choice of Colleges in the USA!
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Want more Info... go to www.witseducation.com
or call toll free:

888-330-9487

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

© |...Norm’s Notes
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with Reebok. For information go
10; WWW.NASILOTE.

eDAVE TAYLOR has
left Muscle Dynamics and is now
with Bodyguard Fitness and will
help Bodyguard with its new
initiatives. Good luck Dave!

eHappy Thanksgiving
to you all ! Maybe by the time
you read this, it will be at
Thanksgiving Day. [ want to take
just a moment to reflect on the
Veterans Day we just celebrated
on Tuesday, November 11", |
want to ask each of you to
remember active troops, airmen,
seamen and our Veterans on this
Thanksgiving. Remember them
and thank them all for the
Freedom that we all enjoy in this
great social experiment called
America! Thank their families
for the sacrifices they have made
for all of us when their men and
women go off to War or to lonely
outposts around the world to
serve and protect us. Especially
thank those families that have lost
their loved ones to war in Europe,
Korea, Viet Nam and now the
Persian Gulf area. Those men
and women that have been killed
or have been wounded have given
the ultimate sacrifice for you
and | and we as Americans
should not take them for granted
nor should we take their families
for granted. Thank them all for
letting all of us Americans live in
freedom and in the wonderful
United States of America. God
Bless them all this Thanksgiving
and always. And, God Bless you

scott@healthandwellnessjobs.com

alland STAY TUNED !
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of protein.

6. Try to finish dinner
by 8 p.m.; if you eat later than
that, you tend to gain more
weight.

7. Women over the age
0f40 don't require dense complex
carbohydrates (e.g., bread, pasta,
potatoes, rice) after 5 p.m.;
consume them in moderation
during the day.

8. Eliminate all fat-free
desserts and snack items; they're
filled with low-quality/high-
stress refined, processed sugars.

9. Typical restaurant
portions are man-sized; at
lunchtime, eat half of any
restaurant portion of starch, and,
at dinner, try to eliminate it
entirely.

10. Water should be
consumed throughout the day:

often, when we think we're
hungry, we're actually thirsty.

Source: adapted from Fight Fat
After Forty

THERE'S STILL TIME
TO EXHIBIT!

The IHRSA Trade
Show is the undisputed,
champion venue for companies
interested in selling—and people
interested in purchasing—
products and services for the
health and fitness club industry.
More than 300 companies have
already signed up, and will be
showcasing their wares in Las
Vegas, but there’s still time—and
room ( 140,000 square feet)—for
you to get in on the action. To
exhibit, please contact Tom Hunt
at800-228-4772, 617-951-0055, or
teh@ihrsa.org.
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For subscriptions to any of these
magazines, visit our website at:

http//wwww. fitnessmanagement.com

For advertising, call your representative today

ChrisBollard/Publish

Aned

Bell ScottChristie

323 801-0189
Chris@fimessmgmt.com

614 921-8827
Andee@finessmgmt.com  Scot@fimessmgmt.com

512 828-4240
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“Body Training Systems accounts for 1500 new members and $1 million in revenue
that we didn’t have before. In addition, we avoided about $100,000 of additional
investments in capital equipment over the first two years with BTS.”

“In just three years with Body Training Systems, annual revenues increased
by $1.2 million and our earnings increased by $400Kk.”

“In only 7 months, BTS has reinvented Group Fitness programming at WOW!
@ We have experienced more than a 300% increase in class participation and
more than a 25% increase in guest traffic across our seven clubs.”
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HERE'S HOW:
1. Request the [} video from profits@bodytrainingsystems.com.

2. Watch the 15-minute video.
3. Evaluate our systems [}|$ h.“}\t for 90 days.

Developed by:
ﬁf;%? www.bodytrainingsystems.com
= 800.729.7837
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CE The Core -"
‘essential to spinal

STRENGTH. STABILITY. FLEXIBILITY. EN

ss System'™ by MedX is the only
workout system clinically proven to deliver these fou :

ecause a strong and flexible

e routine enhanc:

core provides a solid foundation for all body strength, sther exercises throughout the

entire body. Whatever the goal of any exercise irom aesthetics to spec

Fitness System is the first step to success.

The Core workout is delivered through a series of big lically precise exercis

d improve flexibility.
‘advanced medical rehﬁi]iﬁllfon equipment in the world.

isolate and strengthen spinal muscle groups. Or to promg

patented and a direct descendent of the most technologi

ndmg coach or rehabﬂ'ltkﬁm‘l specialist, The Core Spinal
se at the core, you're ;ust gomg to be stronger.

Whether you're a fitness club owner or personal trainer, &

Fitness System by MedX can give you a competitive edge. Bega
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The Gore

Spinal Fitness System™

For more information call

Toll Free 1-866-814-0719
or visit www.CoreSpinalFitness.com



