




There are club
owner/operators that have spent
their entire careers operating
their clubs with half-baked mar-
keting planning.  Are you one of
them? I was!

I know how it is folks.
It seemed that I was always run-
ning late getting this crucial
club marketing planning job
done. And, if you’re reading this
in late November or early
December and your club mar-
keting plan for 1st Quarter of

2006 is not done, then you’re
running late too. But, it’s NOT
TOO LATE! From my
experience as a club
owner/operator years ago, I
know it is not easy to force your-
self to do this crucial club mar-
keting planning work in
advance, especially if you’re not
trained in marketing. But, club
marketing planning must be
done well and in advance to pro-
duce the best results.

I wish I had read an
interview like the following one
with Sherry Robb during my
club owner/operator career. I
think it would have helped me

understand marketing better. It
also would have helped me plan
better club marketing cam-
paigns. 

But…that was then
and this is now. I missed that
boat. But you don’t have to!

Introducing 
Sherry Robb of 

MarketMyClub.com

I am pleased to intro-
duce Sherry Robb. Sherry is the
co-founder, with Ron Buddo, of
MarketMyClub.com, a division
of Lunapress, Inc.

I invite you to share
Sherry’s 17+ years of marketing

ATLANTA, Nov. 1 - CheckFree
Corporation (Nasdaq: CKFR)
today announced the acquisition
of substantially all of the assets
of Aphelion, Inc., a leading
provider of health club manage-
ment software and services, for
$18 million in a cash transaction
that closed on October 31, 2005.
The combination of two pio-
neers in the health and fitness
industry creates an organization
that will provide high-quality
services and products for health
and fitness clubs of all sizes, and
assure continued technology
advancements for the entire
market. CheckFree's 25 years in
electronic commerce began with
the automation of monthly
health club dues in 1981.

The addition of
Aphelion expands the number
of clubs that CheckFree serves,
strengthens the Company's pres-
ence in the mid-size and inde-
pendent club markets, and
brings CheckFree prospective
electronic funds transfer cus-
tomers. Aphelion also establish-
es CheckFree's Health & Fitness
presence internationally in
Europe, Canada and Asia-
Pacific with club management

solutions in multiple local lan-
guages, and round-the-clock
customer support.

Both CheckFree and
Aphelion have been innovators
in the health and fitness industry
and are credited with advance-
ments in electronic funds trans-
fer and club management soft-
ware, respectively. The acquisi-
tion brings the resources of a
large organization to Aphelion
customers and prospects, while
CheckFree expands its expertise
with the continued service of
Aphelion's founders and its base
of associates. 

"With the acquisition
of Aphelion, CheckFree is reaf-
firming its commitment to tech-
nology leadership in the health
and fitness industry," said Matt
Lewis, Executive Vice President
and General Manager of
CheckFree's Electronic
Commerce division. "The addi-
tion of Aphelion brings
CheckFree a strong, comple-
mentary customer base with
opportunities for continued
growth and innovation in pro-
cessing and management solu-
tions for health clubs of all
sizes."

CheckFree Investment
Services provides a broad range
of investment management
solutions and outsourced servic-
es to thousands of financial
service organizations, which
manage more than $1.2 trillion
in assets. CheckFree Software

develops, markets and supports
software applications that are
used by financial institutions to
process more than two thirds of
the 12 billion Automated
Clearing House transactions in
the United States. The division
also provides operational risk

management, financial messag-
ing, corporate actions, and regu-
latory compliance software to
more than 1,500 organizations
across the globe.

CheckFree Strengthens Health & Fitness
Leadership with Acquisition of Aphelion
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• Hello everybody!
This is your friendly CLUB
INSIDER Publisher Since
1993 checking in!

• I must sadly report
today that NORMAN DABISH,
the co-founder of Powerhouse
Gyms and brother of
Powerhouse Gyms co-founder
WILL DABISH, passed away
on October 21, 2005. See page

#30 for Norman’s Obituary.
May Norman Dabish Rest In
Peace.

• Grab your pen or pen-
cil and mark your calendar for
March 20-23rd, 2006, and
make your reservations for
IHRSA 25th Anniversary
Convention and Trade Show.
Call IHRSA at: 800.228.4772
or go to: ihrsa25@org. This
event will be incredible. Check
out the IHRSA ad on our new
Ad Page #5 to your right. Also
advertisers… Note that this
PRIMO AD page #5 and our
outside back page are NOW
AVAILABLE for some compa-
ny for a 12X ad placement.

• SHERRY ROBB and
RON BUDDO are the co-
founders of
MarketMyClub.com. Sherry is
the subject of our cover story
interview this month, and she
has provided us with a terrific
interview for our article entitled:
Market Your Club. She also
produced the Golden Egg art-
work that appears on our cover
and on the interior pages this
month.  I want to thank Sherry
and Ron for their contribution
this month.  I also want to direct
your attention to their four-color
ad on page #15.  Last, but very
importantly… Ron and Sherry
have offered, at no charge to

our readers, their terrific down-
loadable Manual, valued at $49
and entitled:  Market My
Club.com - the First Year and
Beyond Volume II.  You may
call Ron or Sherry at:
1.888.765.4717.

• Welcome to new
advertisers Blends-4-You head-
ed by LLOYD COLLINS, for-
merly with City Blends and
Fitness Management and
Consulting, headed by JIM
THOMAS. Please check out
their ads on pages:  27 (Blends-
4-You) and 22 (Fitness
Management and Consulting).  

• 20 years ago, a nice
fellow named MARC ONIG-
MAN created a club business
magazine and trade show called
Club Industry.  Marc made a
huge contribution to this indus-
try with that creation.  He later
sold Club Industry Magazine
and moved on to other things.
But, Club Industry lived on.
Congratulations to everyone at
Club Industry’s Fitness
Business Pro Magazine and
Conference and Trade Show
on their 20th Anniversary! This
organization is staffed by some
really great people. It is a
HUGE ASSET to our growing
health, racquet and sportsclub
industry, and I am very thankful
for their 20 years of service to

our industry. Thanks to
PAMELA KUFAHL, the new
editor of Club Industry’s
Fitness Business Pro Magazine
for the great job she is doing.
Thanks HOWARD RAVIS for
your 20 years of hard work pro-
ducing world class educational
offerings for your Conference
attendees.  Thanks SAM POSA
for putting together year after a
year another world class trade
show.  Thanks HERB GREEN-
BAUM for doing such a terrific
job of marketing to attract atten-
dees. Thanks to ZARI STAHL,
Executive Director for
Expositions, for the great job
you do on both Club Industry
Chicago and Club Industry East
each year! We wish Club
Industry 20 more great years!

• Congratulations to
the beautiful JUDI SHEP-
PARD MISSETT, the
Founder of Jazzercise, as she
was honored by Club Industry
with its Lifetime Achievement
Award. Her acceptance speech
was brief, but beautiful, as she
shared three keys to her life
journey with the 300+ standing
room only crowd.   In particular,
her acknowledgement of ROSA
PARKS’ contribution to
America was very moving.
Immediately following Judi’s
acceptance speech JOHN
GRAY, author of the book enti-
tled: “Men Are From
Mars…Women Are From
Venus” spoke. Gray dazzled the
crowd for over an hour with his
explanation of what makes
women tick. Additionally, as
always, there was a world class

lineup of great speakers and that
list is too long for this piece.
One other very interesting item
was the Panel Discussion enti-
tled:  Demystifying the
Accreditation Certification
Controversy with panelist:
DR. SAL ARRIA, DR. TOM
BAECHLE, BOB ESQUIRE,
KEN RENNIG and DR. WALT
THOMPSON. PAM KUFAHL,
Editor of Fitness Business Pro
was the Moderator. The Trade
Show was very busy for most
everyone (except Saturday) and
as always, I look forward to next
year in Chicago and to next
summer in Philadelphia, where
Club Industry East will take
place June 7-10th, 2006.  

• I want to THANK all
of you whom I’ve seen in per-
son in New York City in June, in
Las Vegas in September and in
Chicago last week for your
wonderful words of praise and
compliments about my new
physical condition, as many of
you have seen me for the first
time in years. Check out my
writing on our “Insider Speaks”
page #6, as I have an update for
you.  

• Congratulations to
GINGER COLLINS, as she has
been selected to serve as the
first ever Executive Director of
the Gold’s Gym Franchisee
Association (GGFA)! Ginger is
a former 10-year Gold’s Gym
franchisee and has worked with
Gold’s GORDON JOHNSON
since 2003.  In her new position,
she will oversee all GGFA
membership activities and drive
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•Norm’s Notes•
These notes contain some of my views and opinions.  I welcome yours.

Contact me at: 770.850.8506 or email: clubinsidernews@mindspring.com

Norm Cates (L) and Rick Caro
Club Industry Chicago – November 2005

(See Norm’s Notes page 7)
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A “Birthday Boy”,
Norm Cates, Jr., will turn 60 on
January 17, 2006! I am proud
to be one of the first of the 78
million American ‘Baby
Boomers’ who will hit the big
60!

As I write here on
Veterans Day, 2006, I want to
be sure to say “Thanks” to my
Dad, Norm Cates, Sr., to my
Uncle Sam Ingram, and to mil-
lions of other veterans who
went “Over there” to fight for
and preserve the freedoms we
still enjoy in America today.
Had it not been for these brave
men and women English might
not be the primary language in
America today. For you ‘young-
sters’ who may not have con-
nected on this, it was the end of
World War II, when millions of
soldiers, airmen and sailors
returned to their beloved
America that caused the ‘Baby
Boom’. Waiting for them were
millions and millions of wives
and girlfriends. Thus, many of
us are Blessed to be on this earth
today.   

“Younger Next Year!”

And, you know what?
Many of us ‘Baby Boomers’ in
America will be “Younger Next
Year!”

In case you don’t
know, that’s the title of a really
terrific book written by Chris
Crowley and Harry S. Lodge,
MD.

Chris, 71 and Harry,
48, have recently teamed up
with PAT LAUS’ of the amaz-
ing Atlantic Club located near
the Jersey Shore for a member-
ship promotion tied to this won-
derful book. We will have a
report on those developments at
a later date.  If you have not pur-
chased and read “Younger Next
Year” yet, I urge you to do so!
This book is simply MUST
READ material for everybody
who works in our health club
industry! And, it is an absolute-
ly terrific book for your mem-
bers to read. Properly intro-
duced and promoted in your
club, the book “Younger Next
Year” will 1) increase your
NEW membership sales; 2)
increase your membership

renewals; and 3) increase your
daily member activity! Don’t let
another day go by without get-
ting a copy of “Younger Next
Year” and reading it cover to
cover!  

“Leaving Fat City” Update!

As the Author of my
soon to be finished new book,
“Leaving Fat City!” I was
thrilled to read many things in
“Younger Next Year” that I’ve
been doing for 5 years now!
Five years ago, on November
26, 2000, I made a pledge to
GOD, myself, my family and to
you all, my friends out there in
this industry that I love.

I pledged to make and
keep a 180 degree lifestyle
change. I’ve done it. I vowed to
lose over 110 pounds and keep
it off. I’ve done it. I vowed to
make a difference in the lives
of others that were suffering
from obesity. I have begun that
work. And finally, I vowed to
write my book, “Leaving Fat
City!” to chronicle the experi-
ences I’ve lived through battling
obesity, and I am writing that
book.  

In February, 2002, in a
CLUB INSIDER cover story
entitled, “Leaving Fat City!” I
published the introduction to
“Leaving Fat City!” Justin
Cates, my son, and I appeared
on the cover of that issue for the
first and only time ever.

And, you know what
happened?  A number of people
in our industry across the U.S.
and here in my hometown of
Marietta, GA. who read that
introduction have ALSO
CHANGED THEIR LIVES
and have lost weight amounts
ranging from 30 to 150
pounds!

So you may ask, and
I’ve already heard this from sev-
eral people, including my fine
son Justin: “What the heck are
you waiting for?  WHY have
you not written the book
already?  

Here is my answer: I
cannot passionately write about
any subject until I have care-
fully and thoroughly studied it.
But, much more importantly, I
view the book “Leaving Fat
City!” as a book that is not just
going to help a few of my

friends.  I view my book as a
work that will help the 175 mil-
lion or so obese or significantly
overweight Americans to save
their own lives.  Therefore, I
wanted to be, NO, I HAD to be
completely ready… BOTH
mentally and physically to write
this book.  I am now ready.

I am convinced deep in
my heart and soul that when I
weighed 343 pounds at 5’11”
tall that I already had one foot in
the grave!  I am convinced that I
have been spared from death by
our stronger power to do this
work and to produce this book. I
was in a sad physical condition
for a human being to be in. And,
I was not alone!  I was painful to
look at, a walking, talking case
of “EYE POLLUTION” five
years ago! Yeah, I know…
that’s a mean way to describe
oneself or anyone whom may be
suffering from obesity! But
now, over 110 pounds lighter
and with 18 inches off my
waist, I really enjoy this newly
renewed and reborn vessel for
my messages.  And, I have a
deep, intense desire to help oth-
ers who are suffering.

A 3-D Solution!

The MedX Lumbar
Machine therapy appointment
BIG JIM FLANAGAN
arranged for me over 5 years
ago allowed me to get back to
regular exercise. I had an awful
back injury from a car wreck
that had contributed to my 10
pound per year weight gain.
Thank God I was able to change
my lifestyle to include DAILY
exercise!  Read on for a nutshell
report on how I did it. 

I have been asked hun-
dreds of times what I had done
to lose this weight and keep it
off. It all boils down to my 3-
D’s:

D#1- I dropped con-
sumption of pasta, bread, pota-
toes, rice and sweets for 18
months (except occasionally
once or twice a month). 

D#2- I dropped drink-
ing my favorite whiskey, Jack
Daniels, and all beer and
wine… Forever. In my case, I
made the final decision to elim-
inate alcohol from my life for-
ever because I am of Scotch,
Irish and Cherokee Indian

descent.  By age 54 (5 years
ago), it had become clear to me
that to eliminate alcohol con-
sumption from my life was a
smart permanent lifestyle
change. 

D#3- Without a doubt,
the MOST IMPORTANT per-
manent change I made is that I
Dropped my sedentary lifestyle.
I exercise every day now.  One
year ago I added what I call
“incline pushups” to my daily
3.2 mile walk. I do these push
ups while leaning against a 42”
to 48” high metal bar. When I
started, I could only do just a
few. Now, I do 10,000 incline
pushups per month! You read
that right!  10,000 per month as
follows: 3 days a week: I do 5
sets of 100 IPUs for 500 per day.
4 days a week: I do 5 sets of 50
IPUs for 250 per day. When you
add them all up, you get 2,500
per week and actually over
10,000 per month!  At almost 60
years old, I feel younger,
stronger, more energetic and
more alive now than when I
was 21!

You most likely will be

reading this in late November or
very early December, 2006. By
the time you read our next edi-
tion of CLUB INSIDER, our
“Annual 2005 In Review
Special Edition”, I PROMISE I
will be finished writing my
book “Leaving Fat City!” I
have lived in a world of dead-
lines for 12 years now, and
now, I have set this deadline for
myself to complete my new
book.  The good Lord and my
heart and soul will bring this
message to the world.   STAY
TUNED!

(Norm Cates, Jr. is the
Publisher, Founder and owner
of CLUB INSIDER and a 32-
year health, racquet and sports
club industry veteran.  Cates
was the 1st IHRSA President
and a Co-founder of the
Association in 1981.  Cates was
honored by IHRSA in March
2001 with its DALE DIBBLE
Distinguished Service Award.
To contact Cates call:
770.850.8506 or email:  clubin-
sidernews@mindspring.com) 

“The Insider Speaks”

US Baby Boomers Hit 60!
By Norm Cates, Jr.
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the future growth of the organization.
Best wishes to Ginger as she embarks on
this new challenge!  And, congratulations
to JOHN BURRIS, President of the
GGFA and his Board of Directors for
such a smart choice.  

• The YMCA of Birmingham,
Alabama has acquired Sports First, Inc.,
a Birmingham, AL. chain of four free
standing clubs with approximately 11,000
memberships (Estimated 17,000 total
members).  BRUCE GOUIN, a real
credit to our industry, was the CEO of
Sports First, Inc. for 22 years and a 28-
year industry veteran. Gouin had previ-
ously worked for the Sports Illustrated
Court Clubs in Michigan back in the late
70’s before moving to Birmingham.
When the non-profit hospital Board of
Directors decided to divest its for-profit
chain of free standing clubs of 24, 48, 50
and 65,000 square-feet respectively, they
employed the services of Atlanta-based
investment banking firm, Shattock
Hammond Partners, LLC (SHPL). We
spoke with SHPL’s RICH BAYMAN who
confirmed that the sale closed on August
31, 2005 and indicated “no comment” to
our inquiry about the selling price report-
ed by another of my sources to be $18
million. This acquisition gives the YMCA
of Birmingham total dominance of this
1.2 million+ market.  Also, included in
the deal for the YMCA was a manage-
ment contract for the fitness center locat-
ed in the Mercedes Benz factory not far
from Birmingham.  Not included in the
sale and soon to close, was the Sports
First operated facility in Montgomery,
Alabama, formerly owned by Auburn U.
and Miami Dolphins football star, MIKE
KOLEN, formerly known as “Captain
Crunch” for his bone crushing tackling
skills as a legendary defensive back.
Bruce Gouin received a severance pack-
age that will allow him some time to con-
template his future. But, at age 48, Bruce
Gouin will be a really great find for
some growing club chain that needs an
excellent veteran CEO. We wish Bruce
and his family well, and I want to pass on
his email as he is also going to be avail-
able immediately for consulting assign-
ments or new full-time employment.
Email Bruce at:  bgouin@charter.net.

• Congratulations to JIM
MIZES, who has served as COO at West-
Coast CLUB ONE for the past 3 years, as
he has been named President and CEO,
by ROBIN KLAUS, Chairman of Club
One and Star Trac. JILL KINNEY,
Founder of CLUB ONE, commented on
Mizes, “He has brought a fresh perspec-
tive to our organization along with a pas-
sion for fitness and service that is
unmatched in our industry.” 

• I met a gentleman in Chicago
who is the most passionate guy about
physical fitness for youngsters I have
ever come across.  His name is PHILLIP
LAWLER, and I was introduced to him

by his son TODD LAWLER, who works
for STRIVE Enterprises. He has agreed
to become a Contributing Author for
CLUB INSIDER and will share his
expertise in the field of physical educa-
tion for kids.  Check out his website in
the meantime at:  pe4Life.org. In essence,
this dedicated man is leading a one-man
fitness revolution for kids, and I am real-
ly looking forward to sharing more about
him and his pe4Life programs!

• Speaking of PASSIONATE
PEOPLE I met in Chicago at Club
Industry, let me mention NFL Pro
Football Hall of Famer, JOE
DELAMIELL-EURE, the President of
Fitness and Flexibility. Basically,
Fitness and Flexibility offers an advanced
rubber band training program like noth-
ing I’ve ever seen. It dates back to the
days of towel stretching and earlier meth-
ods, but it looks particularly good for ath-
letes that depend upon leg flexibility and
resilience in games such as football…
This program has huge potential for any
training organization.  STAY TUNED for
more!  Check out his website:
www.lqhw.com or contact Joe at:
Joe68d@yahoo.com

• More about the YMCA here.
IHRSA’s Capitol Report, dated
November 9, 2005, carried a report on a
ruling by the Virginia Supreme Court
that a YMCA may not be sued for negli-
gence relating to a sexual assault that
allegedly occurred in one of its bath-
rooms because the YMCA is operated as
a charitable organization (despite the
YMCA’s inability to demonstrate a single
expenditure for charitable services).  In
its opinion, which makes me want to get
sick, the Court ruled and wrote: “Under
generally accepted accounting princi-
ples, the YMCA is required to record its
expenses according to function.  The
practical effect of this GAAP require-
ment… is that charitable expenditures
are embedded in every expense line.”
So, let me get this straight. It appears
that the Virginia Supreme Court has
basically ruled that the YMCA is not
liable for anything that happens inside
its doors! But, when you think about it,
the AMERICAN HEALTH CLUB
BUSINESS FARCE, also known as the
YMCA’s of America, have enjoyed an
unfair 30%+ cost advantage over their
commercial health club competitors for
decades and decades as they have not
been required to pay federal, state or
local taxes and other expenses their
competitors must pay. So, this Virginia
Supreme Court ruling is not surprising
when viewed from that perspective. To
me, this is just another chapter in the
YMCA of America book on deceit where
they continue to play off and benefit
financially from their 150+ year old
charter:  “to help the youth and under-
privileged children of America!” There
are a lot of high-ups at the YMCA’s of
America getting very wealthy while hid-
ing behind a charter that they have not

…Norm’s Notes
continued from page 4

(See Norm’s Notes page 8)
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lived up to for decades.  Need I
say more?

• Congratulations to
SUE PEMBERTON, owner of
the Norton Pines Athletic Club
in Norton Shores, Michigan,
who has reopened her club that
burned to the ground approxi-
mately one year ago!  The fire
broke out in the Sauna in the
men’s locker room and the rag-
ing fire consumed the central
portion of the facility causing
$4 million in damage to the
lobby, locker rooms, offices,
snack bar and child care areas.
The few people who were work-
ing out in the club at the time
were safely evacuated and no
one was injured by the fire,
thank God.  Sue not only cele-
brated the re-opening of her
rebuilt and upgraded club, but
she celebrated the 10th
Anniversary of her purchase of
the facility with a special open
house for the membership and
their guests.  Sue gave back a lot
along the way, investing an
additional $2 million on ameni-
ties and details in an effort to
provide “the comfort of home”.

Way to go Sue!
• Aforementioned

MICHAEL SCOTT SCUD-
DER, to whom I affectionately
refer  to as “Brother Scudder”
continues to sound the health
club industry alarm bell and I
think, rightfully so. Recently
“Bro Scudder” wrote in his
Monthly email newsletter:  1)
Most of the dozens and dozens
of clubs reporting to me on a
regular basis say that they are
behind on new membership
sales for the year; 2) Most of
these same clubs report yet
more competition coming into
their markets, thus a dissipated
share of prospective new mem-
bers; and 3) Some clubs are
already feeling the effect of
higher gasoline prices and a
tighter economy... reporting that
cancellations for September are
up from previous years. Check
out Bro Scudder’s comments in
this issue and STAY TUNED!

• The Sports Club
Company has entered into a
signed agreement to sell six of
its nine sports clubs to an
Affiliate of Millennium
Entertainment Partners for $65
million. Sports Clubs in New
York, Boston, Washington,

D.C. and San Francisco will be
sold.  Millennium Partners has
hired one of the top executives
in the entire sports club indus-
try, veteran DR. ART CUR-
TIS, to serve as CEO of the
new sports club operating com-
pany. Joining Art and serving as
the new COO will be
SMAIYRA M. MILLION. We
wish Art and Smaiyra all the
best in their new roles!   

• ERIC LEVINE has
made a public offering of 25%
of the shares of his new compa-
ny called The California WOW
Experience in Bangkok,
Thailand. STAY TUNED!

• In Denmark, a merg-
er between the largest club
chain, fitness dk and the third
largest, Hard Work gives the fit-
ness dk brand the dominant
market position in the country
with 36 operational clubs serv-
ing 85,000 members and
employing 1,800.  

• This news hot off the
phone from DEAN KACHEL,
26-year owner of the
Quadrangle Athletic Club, in
Coral Springs, Florida. Seems
that BRIAN HOMAN has pub-
lished a four-page, four color
info/ad announcing his About

Family Fitness Club is NOW
OPEN.  But, according to
Kachel, the club is not complete
and the employees are being
told to plan on reporting in
January, 2006! I called the
club and asked when I could
come workout and was told by
some woman that: “We’re not
finished or open yet?”  I said,
“What? I see your ad in this
publication saying you’re open
now!” She said, “That’s not an
ad.”   Looks like more of the

same from this guy Homan.
STAY TUNED! 

• God Bless our
Troops, Airmen and Seamen
serving in Iraq as they fight for
our Freedom,  the families of
our servicemen for they too
sacrifice greatly for all of us
and the poor citizens of Iraq as
they try to survive the relentless
attacks by the insurgents.
GOD Bless you all and GOD
Bless America!  STAY
TUNED!

…Norm’s Notes
continued from page 7
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expertise. Her comments in the
following interview will: 

1. Help you evaluate
your club marketing plan from
past years. 

2. Advance your think-
ing at a crucial time of the year
with respect to marketing your
club in 2006.  

3. Help you come to
grips NOW with the work that
you need to do and when you
need to do it. 

4. Prepare you to start
work today on preparation of
your 2006 1st Quarter club
marketing plan.

5. Once that’s done,
continue your work until your
entire 2006 marketing plan is
completed.

You should plan to get
it all done by not later than
January 1, 2006. Because, as we
all know, once the New Year
turns you won’t have any time
to effectively plan for at least 3
months. So, begin your work
and do it now! Remember, those
“New Year Resolutioners” will

be coming into your clubs and
time for marketing planning
after the New Year will be
scarce. Make it happen now, and
make 2006 the best year ever for
your club! With planning now
and focused execution, you can
do it!

I want to ask you this
question: “If you do this plan-
ning for the 1st Quarter right
away and then follow-up by
completing your entire 2006
club marketing plan by January
1, 2006, will this be the first
time in your club career that
you’ve done a complete annual
marketing plan in advance?” If
you’re answer is: “Yes”, then I
ask: “Don’t you think it’s about
time?”

This Is YOUR 
“Golden Egg!”

Our cover this month,
produced by Sherry Robb,
depicts a beautiful Golden Egg.
The symbolism of this egg
should not be lost to your mind
as you read this. In essence,
through this in-depth cover
story and interview, we’ve
placed a “Golden Egg” in your

hands. It is now up to you to
hatch it. READ ON…

An In-Depth
Interview With

Marketing Veteran
Sherry Robb

Q. What Is Marketing? 
A. Marketing is the commercial
processes involved in planning,
pricing, promoting and distrib-
uting products and services to
create and maintain consumer
relationships to satisfy your
company’s objectives. 

If you’re in business,
you’re in the business of mar-
keting. There is no way to sepa-
rate the two practices because
marketing is so fundamental
that it can’t be considered an
individual function of your busi-
ness. Simply put, marketing IS
your entire business as seen
from your customer’s point of
view. 

Q. What Are The differences
between “marketing” and
“advertising”?
A. There are, in fact, huge dif-
ferences between the two. 

Marketing is the mix of
activities designed to position
your business in the market-
place. It takes time and involves
strategy. An effective marketing
plan considers how people per-
ceive your business. Are you
forward thinking and fun?
Charitable? How about socially
and environmentally conscious?
Those are just some of the fac-
tors by which the public judges
you. Some marketing strategies
might include initiatives that
develop community alliances,
member retention programs and
a club culture. 

Advertising is the act
of publicizing your business to
potential customers. It is but a
single component of the market-
ing process and involves strate-
gies like ad placement and fre-
quency in such media as news-
papers, Yellow Pages, direct
mail and the Internet. 

In a nutshell, market-
ing is the message while adver-
tising is a vehicle.

Q. Tell our readers about
“placement”, “targeted group-
ings”, and “focusing on the
consumer”.
A. These terms refer to position-
ing or developing a brand image
based on your target market’s
core values and needs. How you
position your club will forever
determine how your business is
perceived, so it’s imperative you

get it right at the starting gate.
It’s nearly impossible to change
someone’s mind once they per-
ceive you in a certain way, so in
marketing, trying to change
your positioning midstream is
probably the single most waste-
ful thing you can do.

Most people think mar-
keting is a battle of products,
when in fact it’s a battle of per-
ception. You won’t win just
because you’re better than your
competition. You must discover
the essence of your competition,
and then, try to be different, not
better. Exploit your points of
separation.

By trying to be all
things to all people, you succeed
only at watering down a mes-
sage that speaks to no one. To
achieve real success, you must
narrow your focus and target
certain groups.

Consider this:
Research has shown that 70% of
women ignore marketing cam-
paigns because they don’t
“speak” to them. Nowhere is
this more evident than the health
club industry. If clubs would
learn to identify and profile their
primary prospects based on their
core values and needs, they
would benefit from a strength-
ened position and ultimately, a
greater response ratio. We call
this “authentic marketing”.

Q. How does authentic market-
ing work, and how does a club
use it to influence a potential
buyer?
A. Authentic marketing is a
studied art form. It’s an interest-
ing and ever-evolving process
that involves far more than
assuming demographics based
on age, income levels and zip
codes. To market authentically
to a specific group, or to moti-
vate and influence them to buy,
you must profile the group’s
members and get an accurate
snapshot of who they really are
inside. 

The best way to do this
is to survey people who fit into
this group. Knowing what to ask
is key. Without violating their
privacy, you need to ask ques-
tions that will illuminate their
hopes, dreams, concerns, fears,
aspirations and needs. This
process will provide crucial
clues about how best to reach
them.

Recognizing the group
can change and evolve is anoth-
er key factor in authentic mar-
keting. As people move out of
your circle of influence, they’re
not necessarily replaced by peo-

ple with identical needs. What
was hip and successful with one
group probably won’t be as rel-
evant with another. You must
stay alive to this. 

Q. If a club has not paid for an
independent market analysis
recently, how can it know how
big its potential market is, what
strengths and weaknesses it has
and what its points of differen-
tiation are? 
A. Analyzing the market is a
prerequisite when starting, buy-
ing or expanding a business.
Yet, many business people have
no clue how to do it. There’s a
science to conducting and eval-
uating market research in ways
that don’t create bias. Many
entrepreneurial programs and
self-employment agencies offer
this type of training, and club
owners can certainly learn to do
it themselves.  It’s far better,
however, to defer this task to a
professional marketing analyst
who knows not only how to ask
the right questions, but what to
do with the answers.

Q. Why do clubs do so much
“menu marketing”?
A. Menu marketing is practiced
by clubs that don’t know any
better. They factor every possi-
ble amenity into their advertis-
ing, assuming that’s what moti-
vates people to join a health
club when, in fact, it couldn’t be
farther from the truth! 

Most facilities have
cardio equipment, group exer-
cise classes and tanning. It isn’t
those amenities that connect
with people’s core values and
motivate them to act. Instead,
it’s the fact that you understand
your customer’s needs and
strive to meet those needs. The
questions your marketing needs
to answer are: “What makes us
different?” and “How can we
meet people’s needs better than
the competition?”. 

Q. What about price-driven
marketing? Where is it effec-
tive? Where is it not effective?
What are the marketing traps
with price-driven marketing? 
A. Price-driven marketing plans
should come with a caveat: Use
at your own risk! In the short
term, advertising price points
can increase business, but in the
long term, you risk teaching
your customers not to buy at
“regular” prices. If you con-
stantly run membership price-
off sales, you are effectively
telling your prospects your reg-
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ular prices are too high. This
sets off a chain reaction and you
end up running discounted
prices just to keep your sales
from dropping off.  

Price-point marketing
has its place.  Some clubs, espe-
cially the no-frills, get-in, get-
out warehouse facilities rely on
volume sales and discount pric-
ing to generate constant
turnover. 

The average mom and
pop operation with a multi-pur-
pose facility, a range of ameni-
ties and a need for greater oper-
ational revenues just can’t com-
pete with low-priced clubs.
Neither should they try! Many
clubs fall prey to the price-driv-
en marketing trap, figuring if
they’re the cheapest, they’ll sell
more memberships, or at least,
outsell their competition. In
fact, they are simply positioning
themselves as a cheap gym.

Having said that, there
are times when a club can bene-
fit from discounting member-
ship prices, such as with pre-
sales or to generate volume
sales, but it must be done spar-
ingly and astutely so as not to
devalue the business in the eyes
of the consumer in the long run.

The truth is that cus-
tomers will buy from you if they
perceive your product to have
value, and in marketing, that has
more to do with positioning than
price.

Q. What do most clubs do
WRONG in their marketing? 
A. We’ve already covered the
fact that many clubs insist on
advertising amenities and price
points. They figure to make
greater gains they need to cast a
wider net to catch more people,
when in actuality, focus is key.
They also fail to conduct proper
market research and profiling to
learn how to authentically mar-
ket to their primary audience. 

In addition to these
critical mistakes, clubs simply
don’t budget enough for market-
ing, and they aren’t consistent
with their efforts. The effects of
marketing take place over an
extended period of time, so you
can’t rely on one campaign to
effectively position your club.
Consider the amount of plan-
ning, time and money it takes to
build a club from conception.
Many club owners mistakenly
believe, “If you build it they will
come.” The reality is, in order to
achieve success, just as much

time and effort that goes into
starting a club needs to be
invested in marketing. It should
also be well funded.

It never ceases to
amaze me that clubs try to do
their own marketing instead of
seeking out a professional fit-
ness-marketing specialist. Many
try to save a couple of bucks by
relying on cheap service
providers who give them only
slightly better designed versions
of the same old marketing that
never worked in the first place. 

A poorly executed
advertising campaign that mar-
kets the wrong message to the
wrong audience can be deadly.
I’m not being dramatic here. If
you’re lucky, a prospect will just
ignore your poor marketing
efforts. If you leave a negative
impression, however, you’ll
never recover because you can’t
change a person’s mind once it’s
made up. It may look easy, but
marketing is not a game for
amateurs.

Q. How does a club create an
effective annual marketing
plan that maximizes marketing
dollars? 
A. When we develop annual
marketing plans for clients, we
examine all aspects of creating a
club culture. We look at build-
ing marketing programs that
focus on member retention and
referrals, developing strategic
alliances within a community
and building cross-promotional
programs into win/win situa-
tions for multiple businesses
and their consumers. We look at
combining meaningful charita-
ble work with public relations
strategies. We also factor in
external advertising backed with
internal components, based on
seasonality and special occa-
sions. We break all these strate-
gies and components down into
an action plan based on the cal-
endar year and peak selling
times, and we implement these
programs at times when they’re
most likely to get an ideal
response. This might sound
complex, but we’ve managed to
simplify the procedure using a
business formula that allows us
to generate organizational charts
and action plan calendars. 

Q. How much should a club
spend annually on marketing
and advertising?
A. We like to see new clubs
spend at least 8% of their gross
in their first year, 6 to 7% in
their second year and 4% at
maturity. If a club grosses a mil-

lion dollars a year, it should be
spending at least $40,000 a year
on marketing.

Most clubs don’t spend
nearly as much as they should,
and they don’t direct enough
money into proven marketing
methods. We see clubs put out
direct mail advertising without
backing up the efforts internally
because they don’t want to
spend the extra money. We also
see a lot of clubs skimp on qual-
ity without thinking how this
affects the public’s perception
of their business, and ultimately,
their bottom line. 

Q. Please address the benefits
of more concentration on
“internal marketing” and not
just “external marketing”. 
A. We never put out an external
advertisement without backing
it up with plenty of internal
posters, staff badges and win-
dow banners. Raising campaign
awareness amongst members
will result in referrals that can
account for as much as 85% of
all membership sales. It rein-
forces your promotion to visit-
ing guests and during club tours.
It’s also the least expensive way
to advertise, not to mention one
of the most successful member
retention tools. Let’s face it; a
member is far less likely to
jump ship if her friend joined as
a result of her referral.

Internal marketing
allows you to get really creative
with campaigns that focus on
upselling your profit centers so
you can justify spending extra
dollars on external campaigns
during the seasons when you’ll
benefit most. We’ve developed
many fun and rewarding pro-
grams for this purpose and they
work! Members love contests
and games that require their par-
ticipation, and they’re usually
more than happy to purchase
additional merchandise and per-
sonal training if they can get a
good deal or win a prize. 

Q. What makes a good ad? 
A. A good ad sells. Period. If
you want your ad to stand out, it
must authentically target your
prospects with a clearly commu-
nicated, specific message built
around a theme designed to sell
your benefits rather than your
features. It should include some
sort of persuasive hook or offer
and have a sense of urgency that
is supported by good customer
service on your front end, back-
ing the advertisement’s call to
action.

Every advertisement

contributes to the development
of your company’s personality,
inciting instant brand recogni-
tion through quality and differ-
entiation. A beautifully designed
ad marries color and movement
with relevant imagery, stylish
type, proportion, balance and
white space. Ads packed with
too much information are too
much work and quickly lose the
reader’s interest. 

Headlines get five
times the readership of ad copy
and should promise your
strongest and most distinct ben-
efit. Charming photos and witty
copywriting may please your
sense of style, but if they don’t
sell, there’s little point. Stay
away from humor or sex appeal
in advertising at the risk of
offending someone. Avoid
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superlatives and embellish-
ments. They sound phony.
Instead, try real-life testimonials
that increase your credibility.

As far as imagery is
concerned, it’s a myth that you
need to show images of people
in a gym to sell club member-
ships. In many cases happy,
healthy people enjoying life or
participating in outside activi-
ties can be more effective
because they demonstrate how a
fitness lifestyle can positively
affect a person’s life outside a
club, a message that hits their
motivators more accurately.
Take a woman who wants to
retain her youthfulness or an
aging gentleman who’s con-
cerned about developing heart
disease. You can communicate
the benefits of exercise suc-
cinctly and effectively by using

images of them in authentic
lifestyle situations. 

Q. Who should most clubs mar-
ket to these days?
A. There are two key groups that
should not be ignored:
1. The most powerful demo-
graphic group is actually a gen-
der, and it should come as no
surprise because 51% of the
population is women. The statis-
tics on women’s economic
power are staggering. Women
make or influence 81% of all
purchasing decisions. They
make 75% of general household
decisions, they purchase 80% of
all health care, and they account
for 88% of all retail customers. 
How does this translate to the
health club industry? Women
are more likely than men to
invest in user-pay programs,
they will invest in nutritional
counseling and personal train-
ing, they make more pro-shop

purchases, they are comfortable
talking openly about their expe-
riences, and they’re more likely
to refer new members. In a nut-
shell, women participate, and
they attract men! If you’re not
marketing to women, you’re
missing the boat. 
2. Baby Boomers are people
born between 1946 and 1964
who are now between 41 and
59. They constitute 28% of the
population, or 78 million peo-
ple. They hold more than 50%
of the world’s discretionary
spending power and are in their
peak earning and spending
years. Boomers don’t just define
our economy, they ARE the
economy! They’re typically
empty nesters that care about
their health and are willing to
spend big dollars to preserve it. 

Q. What kinds of marketing
vehicles are working for clubs
right now?

A. Being first is about being dif-
ferent and smart clubs are real-
izing they have to be really cre-
ative for their marketing to have
long-reaching effects. 

New marketing tech-
nologies such as html-based
newsletters are finally starting
to catch on. While most clubs
now have some sort of web
presence, they don’t know how
to maximize this tool to its full
potential. 

We’re seeing more
cross-promotional strategies
where clubs partner with other
non-competing businesses to
offer value-added savings to
their members. Also popular are
retention and referral-based
contests and games designed to
encourage a member’s involve-
ment and heighten the overall
club experience. We’re also see-
ing clubs build specialized pro-
grams around their member’s
interests outside of the facility.
Organized, guided walking
clubs, for instance, are very
popular with women who enjoy
participating in fitness activities
centered around their natural
inclination to human connection
and friendships. 

Looking to the future, I
see advanced clubs taking
advantage of web-based semi-
nars to generate sales leads
while educating prospects about
all aspects of fitness, training
and nutrition. 

Q. Why don’t more clubs do e-
marketing and use the Internet
for marketing to prospects? 
A. The Internet is still a relative-
ly new technology, and the
potential of this medium
remains widely unknown to
many business owners. The
learning curve for e-marketing
can be steep and intimidating

for someone who isn’t versed in
Internet protocol. You would be
surprised by how many club
owners still don’t use email!
Yet, if more clubs knew how to
draw information from these
sources, they could use it to bet-
ter serve their members with
more meaningful programming
and retention strategies.

The Internet is the
world’s fastest growing market-
ing medium. By utilizing email,
internet marketing and online
public relations strategies, busi-
ness owners can open up entire-
ly new channels of communica-
tion, allowing them to reach the
widest possible audience and
engage prospects in ways they
couldn’t afford to do otherwise.
A well-designed website can
create trust in your brand like no
other medium, allowing cus-
tomers to browse your services
at their convenience, accessing
the information they need to
make an educated decision. 

Electronic marketing,
using email and html-based
newsletters, allows club owners
to regularly connect with, edu-
cate and promote to prospects
and members in a highly per-
sonal way. By directly encour-
aging them to forward your
message, you can take advan-
tage of what is called “viral”
communications, the transmis-
sion of information between
friends (you tell two friends and
they tell two friends and so on). 

A professional website
and a matching electronic
newsletter require a certain
amount of work and investment,
but many club owners are sur-
prised to find they can usually
get both of these developed for
less than the cost of distributing
a direct mail piece. Once the site
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is operational, it’s an extremely
cost effective marketing tool
because the cost involved in
maintaining a site and sending
electronic documents is mini-
mal. This is one technology that
should be a significant part of
every club’s marketing plan. 

Q. What is the benefit to subur-
ban clubs in marketing outside
the typical 12-minute drive-
time radius?
A. Suburban clubs can definite-
ly benefit from advertising out-
side of their market area in order
to attract the people who regu-
larly travel inside their market
area to work or shop. In this
case, keeping within limited
boundaries restricts your reach
to potential members who are
likely to use your services while
they’re in your area. Also, a club
may benefit from advertising
with media such as radio, news-
paper and magazines, whose
boundaries are less defined.

Q. In a true marketing plan
where clubs decide how much
to spend on each marketing
vehicle 12 months in advance,
how should clubs track the
results each month in case they
need to make mid-course cor-
rections?
A. Tracking is a smart and
methodical way of measuring
your marketing footprint. We do
this by recording every type of
response we receive including
calls and inquiries, visits and
tours, newsletter subscribers,
guests at special events, mem-
ber referrals, and of course,
closed sales. By understanding
our numbers, we gain insight
into what is working and what
isn’t. This is very important,
especially when we’re trying
new media. If you do a lot of
“ t o p - o f - m i n d - a w a r e n e s s ”
advertising, and you don’t ask
for a direct response, it’s more
difficult, but not impossible to
keep score. You can always run
a community survey and inquire
about the public’s awareness of
your marketing efforts. If you
see something isn’t working as
well as you had hoped, you can
change your methods before
you waste more money on inef-
fective advertising. 

Q. Why don’t clubs’ direct mail
campaigns work as well as they
used to? What is a normal %
response from such a cam-
paign?

A. Direct mail is very costly and
most clubs still don’t know how
to run this type of campaign
effectively. Many clubs simply
don’t budget for appropriate dis-
tribution, and in most cases,
they don’t know how to use pur-
chased mailing lists to their full
advantage. They don’t use the
laws of authentic marketing and
aren’t consistent with their mes-
sage or frequency. The artwork
is poorly designed, the message
is diluted and the focus is on
amenities, not benefits. 

If done well, direct
mail can be a very effective
marketing option. Marketers
can pick and choose recipients
based on any number and mix of
demographics. They have
greater control over the timing
of their marketing and there is
less competition for the reader’s
attention than with other print
advertising. Plus, unlike radio,
where a listener needs to hear an
ad at least 20 times for it to be
effective, direct mail response
can be immediate.

Perhaps the most satis-
fying business benefit of direct
mail is that its effectiveness is
self-testing, meaning it can be
accurately measured. A typical
“cost to response” ratio from a
direct mail campaign can range
anywhere between 1/2% up to
2%, depending on the strength
of the mailer, illustrating this
type of marketing is truly a
numbers game. On average, a
direct mailer costs about $0.24
each. Using the lowest response
ratio on a 50,000-piece mail out,
you can expect around 250
responses. If you can close 50%
of these, you’re looking at 125
memberships at a cost of $96
per new member. 

I’m convinced if clubs
were to invest more time and
money into developing profes-
sional direct mail campaigns,
they’d generate a far greater
response ratio.

Q. What is “Cost to Response”?
A. It’s the cost per qualified
lead. If we take the previous
direct mail example, the total
cost of the campaign was
$12,000. If we received 250
responses, the cost to response
would be $48 per qualified lead.
These numbers are important!

Q. How many direct mail cam-
paigns should a club do in one
year?
A. This really depends on a
club’s marketing plan and the
strategies they have decided are
most appropriate for their club.

Some clubs find they have more
success with newspaper and
radio advertising and do no
direct mail whatsoever. We base
our campaigns seasonally with
six naturally occurring sales
cycles per year. If we determine
a club would benefit from direct
response advertising, using our
annual marketing model, we
would recommend no fewer
than twice per year combined
with a mix of other media and
marketing strategies. 

Q. For urban clubs whose mar-
ket may be a 4-block radius
from the club, what marketing
is recommended?
A. The demographics in the
four-block radius will determine
how we recommend marketing
within this area. If the area is
mostly made up of businesses,
we would definitely recommend
business-to-business with cus-
tomized corporate and member-
ship rewards programs. If it’s
mainly residential, direct mail
might be an excellent external
advertising vehicle. There are
plenty of options. Sometimes
we have to try other advertising
vehicles to really know what
works best in any given market. 

Q. For large multi-purpose
clubs, what are the opportuni-
ties they have that smaller
clubs don’t?
A. I consider both as equal
opportunity marketers with the
main difference lying in their
profitability. A small club might
be far more profitable than a
large club, and subsequently,
more capable of a wider market-
ing scope than a less successful
large club. Bigger doesn’t auto-
matically mean better, and both
should strive for quality.

Having said that, and
with all things being equal, large
clubs have a greater opportunity
to solicit volume sales external-
ly and through referrals without
sacrificing customer service.
Large clubs can hold promo-
tions involving team contests
that require the support of a
greater membership base. Large
clubs might be more likely to
secure a greater number of cor-
porate memberships because
their size might be perceived as
a bonus to employers. Large
clubs can benefit from employ-
ing membership coordinators,
or sales staff, where a small club
might place the general manag-
er in this role.

Boutique clubs will
always have the upper edge on
larger clubs in one-on-one mar-

keting. Small clubs are more
able to focus on intimate mem-
ber retention tactics such as
sending out personalized birth-
day cards and the development
of meaningful relationships
between members, staff and
management. 

Q. How do you explain to off-
site owners why we spend our
marketing dollars the way we
do when we then tell them that
our most important weapon in
delivering prospects is member
referrals via word-of-mouth? 
A. While a happy, satisfied
member is our greatest sales
tool, opinions are highly subjec-
tive. Referrals and word-of-
mouth advertising rely on a
member’s ability to reinforce
your status. The fact is, howev-
er, they’ll likely miss important
key messages required to build
your brand and market position.
Members might not have all of
the facts about your club or the
promotion you’re running. In
addition, you can’t target a spe-
cific population segment as
meaningfully and thoroughly as
you need to stay competitive
with other facilities in your area.
It’s very difficult to set sales
goals based solely on referrals
because you simply have no
control over your reach and fre-

quency.

Q. Sherry, please tell us about
how you came to be in this
industry?
A. I started my marketing career
17 years ago as a graphic
designer in Vancouver, BC,
working with a wide range of
businesses in the private and
corporate sectors. I designed
everything from silk clothing
lines and parade floats to props,
sets and window displays. I
worked with top-level corporate
management, sat on a govern-
ment committee that analyzed
the viability of numerous busi-
ness plans, and for about two
years, was the chief administra-
tor for a national transport
union. I also spent seven years
in the publishing industry,
designing magazines and adver-
tisements before publishing my
own, widely-distributed,
upscale health and fitness maga-
zine.

Through the course of
my career, I’ve produced mar-
keting for more than a thousand
clients, designed more than 100
published magazines, written a
dozen or so business plans and
devoted countless hours to help-
ing my clients achieve the suc-
cess they deserve.
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Part II

If a club wants to max-
imize its financial success it
must have well-trained sales-
people who convert 60-70% of
their tours into new dues paying
members. In Part I of this arti-
cle-series, core competency
training was discussed and out-
lined in great detail.  In this arti-
cle, Part II, the second key ele-
ment to successful year-round
sales training will be covered;
weekly staff meetings.  

Weekly staff meetings
are exactly what they sound
like: a meeting that happens
either once a week or once

every other week (at minimum)
whereby the entire sales team
comes together for a set period
of time to accomplish a specific
agenda designed to make the
team more effective and effi-
cient.  Although having a week-
ly meeting sounds easy enough,
it is perhaps one of the most
under-trained and most poorly
executed areas of management.
The result is that, all too often,
employees feel as though meet-
ings are a waste of time and
either sabotage mandatory
meetings or simply fail to
attend. Either instance can be
disastrous for management
because it diminishes authority
and jeopardizes the respect of
the team manager. 

This article will: 

1. List five reasons
why sales meetings are so
important.  

2. Outline general rules
for running effective and moti-
vating meetings.

3. Identify key meeting
mistakes to avoid.

4. Provide a specific
agenda to follow for club sales
meetings.

Five Reasons Why 
Sales Meetings 

Are So Important

1. Meetings keep
everyone up-to-date as to goal
attainment, marketing cam-
paigns, club changes and all
other areas of the operation.
Having “fully informed”
employees results in more dedi-
cated and loyal employees who
convey confidence to club
members.

2. Meetings create a
team environment but also pro-
vide a forum for sales competi-
tiveness among the staff. 

3. Meetings also create
accountability through role-
playing and sharing of individ-
ual numbers.

4. Meetings provide
the ideal environment to moti-
vate the sales team.  

5. Meetings allow for
sales training to take place with
everyone hearing the same tech-
niques. For all of these reasons,
and probably many more, sales
meetings are a must.

Six Important Rules 
For Conducting 
A Sales Meeting

As was mentioned ear-
lier, running a good meeting is
more difficult than one would
anticipate.  By following six
important rules, managers will
be on their way to having con-
sistently successful sales meet-
ings.  Let’s outline the six meet-
ing rules:

Rule #1 is that meet-
ings must be mandatory. No
exceptions. In addition, the
meeting should be held on the
same day and the same time
every single week (or every
other week).  This allows for
people to put this into their
schedule and helps to prevent
last minute excuses.  Although
not necessary, it is great if the
meeting can be held before nor-
mal sales hours (like 8AM),

which ensures that no one is
called out of the meeting to han-
dle a walk-in or appointment.
Further, it is better if the meet-
ing happens towards the begin-
ning of the week, allowing
everyone to get on track and
focused early.  For clubs that do
not currently have mandatory
meetings, achieving full atten-
dance may be challenging at
first, with some employees stat-
ing it is impossible for them to
get to the club at that time.
Expect this and simply deal with
it. In the long term, make the
hiring process for new employ-
ees contingent upon the ability
to attend the weekly meeting.
Before long, the entire sales
team will be in attendance and
productive meetings will be part
of the club’s culture.

Rule #2 is that there
can be no interruptions during
the meeting, even if there is a
walk-in! (Have another depart-
ment head take the tours if the
meeting is during non-peak club
hours.) This rule can be chal-
lenging for some operators to
embrace but the reality is that
what is lost in productivity from
an interrupted meeting isn’t usu-
ally worth the tour itself. The
fact is that interruptions kill the
momentum of any meeting.
That means that, in addition to
no club interruptions, all cell
phones and pagers must be
turned off. Finally, in order to
prevent loss of focus and poten-
tial interruptions, limit the meet-
ing to one hour and start and end
on time. Ensuring uninterrupted
meetings will allow for the
greatest level of energy, enthusi-
asm and focus, resulting in a
better trained and motivated
staff.

Rule #3 is that a
planned, pre-printed agenda
should be given to each of the
participants at least one full day
before the meeting. Having a
pre-printed agenda sends a mes-
sage to the employees that the
meeting is important, that you
aren’t going to waste time and
that you are prepared. Further, it
allows employees to prepare for
the meeting so they can shine
with their skills during the sales
training portion. In addition,
giving out the agenda a day in
advance allows management to
get feedback from employees
prior to the meeting, allowing
for tweaking of topics or pre-
handling of any potentially

volatile situations.  Finally, the
agenda actually acts as a base of
minutes in the event that an
employee is absent due to ill-
ness.  For all of these reasons, a
pre-planned and printed agenda
is both important and necessary. 

Rule #4 is that the
manager (or whoever is running
the meeting) must stay in con-
trol at all times.  This means
only discussing items that are on
the pre-planned agenda.  One
way this can be achieved is by
actually using the pre-printed
agenda.  Then, if someone tries
to get off the agenda (particular-
ly if they are complaining about
something or someone), the
manager can simply say, “That
is important, BUT it’s not on the
agenda for this meeting. Let’s
put it aside and evaluate it for
next meeting.” This technique is
wonderful and allows the man-
ager to stay in control and often
prevents strong salespeople
from sabotaging the meetings.

Rule #5 is that every-
one in attendance should get
involved in the meeting. Often,
meetings that consistently
involve the same participants
end up with one or two strong
personalities talking or answer-
ing all the time. Involvement by
everyone, however, is important
for several reasons. First, multi-
ple people increases the creativ-
ity for ideas and suggestions. It
also allows others in the group
to learn from their peers. In
addition, when people are
involved they feel part of a team
and important. Finally, from a
management perspective,
watching the level of staff
involvement, knowledge and
leadership abilities allows future

Training Your Sales Team Year Round

Casey Conrad

By Casey Conrad

(See Casey Conrad page 19)



managers to be identified.
Rule #6, the final rule, is that

regardless of what happens, no partici-
pant should ever be belittled or harassed
in a meeting.  Putting down an employee
in front of others creates a very bad vibe
for the entire team, even when others
know the person deserved a calling
down! Therefore, any poignant discus-
sions with an employee should happen
after the meeting has ended and in pri-
vate. In addition, if an employee says
something out of line during a meeting
(either to the manager or another employ-
ee), simply suggest that the meeting isn’t
the time or the place for such comments
and move on. This way of dealing with
potentially difficult situations will earn
the respect and admiration of all other
employees. 

Avoid the Classic 
Meeting Mistakes

By following the six basic rules
for giving effective meetings, a manager
will be on their way to establishing a
meeting format that will be both produc-
tive and fun for the entire team.  Not fol-
lowing the basics, however, often leads to
classic “meeting mistakes.” Although
some of them are merely the inverse of
giving a great meeting, identifying the
classic meeting mistakes is a good idea. 

The Classic Meeting Mistakes
are:

1. Not letting salespeople know
ahead of time what will be covered. This
creates anxiety and a feeling of being
unprepared.

2. Making meetings too long.
When this occurs, salespeople can’t see

the value for the time spent. 
3. Allowing the meeting to run

over the scheduled time. This sends a
message to participants that their time
isn’t valued.

4. Not making meetings fun.
Some ways to make meetings more fun is
by bringing food, occasionally having the
meeting somewhere other than the club,
bringing in a guest speaker, give away
small gifts for involvement or right
answers and having other sales team
members run a portion of the meeting.  

A Time Tested 
Format For
A One Hour 

Sales Meeting

With a good understanding of
general rules behind running a meeting
and the key mistakes to avoid, let’s now
turn to the specifics of running a club
sales meeting. Although you are in no
way held to this agenda, experience over
the years has generated the following
successful format for a one hour sales
meeting:

1. Review of numbers - 10 min-
utes. This refers to reviewing of the
weekly and month-to-date numbers for
both individual and club totals.
Reviewing of the numbers prevents
denial and fosters a more competitive
environment for achieving goals.

2. Skill development - 10 min-
utes. This refers to the manager training
on one specific sales skill, strategy or tool
that is utilized in the clubs’ sales system.
Rarely is this time designed to bring in a
wholly new concept or skill, which will
require much more time to do properly.
When possible, handouts of scripts, tools
or strategies should be provided or have
employees bring their training manual for

I’ve always been drawn to the
health and fitness industry. While study-
ing for my personal training certification
through the ISSA, I began working part-
time at a local World Gym as a way of
getting some fitness business experience.
While I was there, I began developing
advertising campaigns for the gym, work
that eventually caught the attention of
World Gym International, who chose my
client to receive the Best Marketing
Award.

Realizing I had finally found a
niche where I could use my extensive
business and marketing experience, I set
out to help other fitness clubs by creating
a comprehensive marketing manual, a
matching line of marketing products and
an online resource for innovative ideas
and concepts. The result is Market My
Club (www.marketmyclub.com), a one-
stop shop for everything any fitness club
needs to build its brand and get the edge
on the competition.

Thank You Sherry Robb

In closing, I would like to thank
Sherry Robb of MarketMyClub.com for
sharing her extensive knowledge and
expertise in club marketing with us.  

The “Golden Egg” you folks
are now charged with hatching could be
full of increased marketing leads and
then increased sales revenues for your
club. Or, it could be empty.  It all
depends upon you.  Your dedication to
club marketing planning and the effort
you put forth will determine your suc-
cess. Best of luck for a fantastic 2006 in
Marketing Your Club!

(Norm Cates, Jr. is a 32-year veteran of
the health, racquet and sportsclub busi-
ness. Cates was the 1st President and a
Co-founder of IHRSA in 1981. Cates was
honored by IHRSA in March 2001 with its
DALE DIBBLE Distinguished Service
Award. Cates may be reached at:
770.850.8506 or by email at: clubinsid-
ernews@mindspring.com)

PAGE 19 NOVEMBER 2005
www.clubinsidernews.com

…Market Your Club!
continued from page 15

…Casey Conrad
continued from page 18

(See Casey Conrad page 27)



PAGE 20 NOVEMBER 2005
www.clubinsidernews.com

Part II

(Publisher Note:  This is Part 2
of a 3 Part Series. Last month
Will Phillips covered Factor #1
- Skin to Skin Retention;
Factor #2 - The Club Industry
Plateaus on the “S” Curve; and
Factor #3 - Hypertrophy of
Equipment.

In this Part II, we will
cover Factor #4 - Hypocrisy;
Factor #5 - System Partnerships;
and Factor #6 - Technology

Please note that
throughout this “White Paper”,
you will see references to
Action Boxes. Each Action Box
is important. Because of editori-
al space constraints, the associ-
ated Action Boxes are not avail-
able here in print.  However,
we’ve put them on our website
for you, so you may print them
out and act on them.
Additionally, we’ve placed the
worksheet referenced last month
in Part I on our website.  Go to:
www.clubinsidernews.com and
click on:  This Month.  Under
Inside the Insider, click on A

White Paper, and a printable file
will load. We hope you find
these Action boxes and work-
sheets helpful.)

FACTOR 4: 
HYPOCRISY

I see five hypocrisies
in the health club industry.  Each
of these five has had its CBI
cover and its IHRSA keynote
speaker. Each show up in club
ads and sales pitches, yet clubs
continuously fail to implement
these visions in their actions. 

I. Weight Loss? Club
owners tell me that one of the
primary reasons why people
join clubs is to lose weight, yet
all that the majority of clubs
offer is exercise equipment. We
all know that weight loss is a
combination of exercise, diet,
and support, yet few clubs pro-
vide this triumvirate. We would
rather deal with a simpler sys-
tem than an effective one. Yes,
we provide personal trainers,
equipment and some nutrition
advice, but then we don’t bal-
ance these for the client. I sus-
pect the real goal, in many
cases, is to sell supplements.
Some clubs track supplement
sales but many do not track
weight lost! Whose side are you
on? Customer service means
siding with the customer.
Customer service is a lot more
than a smile or a towel.  It is
built on a foundation of under-
standing and respecting and
responding to the customers’
needs and wants.  

II. Third Place?
Another inconsistency occurs
when clubs claim to want to be
the third place in people’s lives;
the first being home, the second
being work, but the third place
is a question mark. Yet clubs
repeatedly fail to fully address
the concept of a community
center, and thus, don’t develop
the skin-to-skin connection that
would turn them into true clubs.
It is much more accurate to
describe them as an exercise site
or a gym; not a club with all its
connotations of friendship, con-
nections and community. Many
local museums are working to
become the third place. What
are clubs offering? Permission
to exercise! Is that really what
the customer wants? If you have

the slightest worry about low
priced competitors who offer
lots of equipment, you can
become a true club and offer
higher value at higher prices.

III. Stress Reduction?
Many clubs talk about the
mind/body relationship, and the
cutting-edge literature in well-
ness and weight loss repeatedly
refer to this relationship as well.
Yet, by and large, clubs focus
mainly on the body; the mind is
an afterthought. If I wanted to
learn more about the mind and
meditation, I would not choose
a health club. Dr. Andrew Weil
and Dr. John Kabbat-Zinn
explain the relationship between
stress, health, and meditation in
their book/CD, Meditation for
Optimal Health. They state that
our body’s control system
comes in two forms:

1. Voluntary: This sys-
tem controls our normal move-
ment and enables us to walk,
run, lift weights, and talk.

2.  Autonomic: We
have much less control over this
system. It runs on automatic and
it has two opposing elements;
one that speeds things up; the
other that slows things down.  It
is the root source of our physical
energy.

• Parasympathetic -
this speeds us up and controls
our fight or flight response.

• Sympathetic - this
slows us down; this is where our
relaxation response exists.

The challenge in life is
that our ordinary living triggers
the speed-up system “24/7”.
Such a fast-paced, high-energy
lifestyle generates stress.  This
type of energy can be observed
in many group exercise classes
where it is driven by the music
that is played in clubs.  We seem
to be naturally attracted to this
stress-inducing environment.
People like high energy. 

So, if your club is com-
mitted to health, and part of
good health includes stress
reduction, what do you do to
trigger the slow down or sympa-
thetic part of the nervous sys-
tem? Music and meditation can
do this, so can dim lighting,
color, and skin-to-skin contact.
If you’re not seriously address-
ing the drivers of the sympathet-
ic system, you may not be truly

addressing stress, health and
wellness. 

Combining the right
music with physical activity
may yield high exercise and
stress reduction. One example is
from the South African entre-
preneur Warren Lieberman who
has spent the last eight years
developing an international
business based on drumming.
In his corporate programs in
Johannesburg, anywhere from
15 to several thousand partici-
pants, each equipped with their
own djembe drum, develop
team building skills by drum-
ming in unison. Aviva Nash,
who runs the New York City
branch, says it breaks down bar-
riers and becomes a unifying
activity. The New York branch
has worked with BMW,
J.P.Morgan, Chase and Red
Bull. A recent program for 1,200
managers charged $35,000. This
has now become a Broadway
show called ‘Drumstick’, each
seat shares a drum and the audi-
ence drums with the on stage
drummers.  

IV. Service Cycle. Len
Schlesinger (Harvard Business
School) spoke to IHRSA about
how staff satisfaction and reten-
tion relates directly to customer
satisfaction and retention. Yet
clubs continue to use high-
turnover, part-time, minimum-
wage employees and provide
few real career paths.

V. Health Clubs?
Health is more than doctors and
more than exercise. It includes
diet, addiction reduction, well-
ness, mental health and commu-
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Through the years of teaching
personal trainers to sell, I have
noticed a consistent problem.
The trainers have an easy time
explaining to members the ben-
efits of exercise. Trainers are
also good at explaining why
using a trainer will give them
much better and faster results.
The problem is members are
very educated on health and fit-
ness these days and know the
general benefits of exercise.
Most are also convinced that
they would probably do better
working with a trainer, but for a
variety of reasons, mostly price,
they are going to try it on their
own. Something that will help is
showing your trainers how to

get more specific with their
information.

Recently I heard my
friend, Tony Berlant, call this
the “funnel theory”, and I like
the image of a funnel very
much. Training, using the con-
cept of a funnel, will show them
how to start with general infor-
mation and end up with specific
information that applies perfect-
ly to a specific member with a
specific goal.

For the funnel concept
to work, the interview or infor-
mation gathering must be
extremely thorough, using your
very best listening skills. The
more specific information you
can get equates to the more spe-
cific the information you will be
able to give. After you have

gathered information, congratu-
late them on their decision to
exercise and tell them some of
the general benefits of exercise.
Whether their issue is elevated
cholesterol or back problems, be
sure to mention that exercises,
done correctly, will absolutely
improve their condition.  Good
general information will rein-
force their decision to start a
program, but be aware that it is
information they may already
know.  To win the sale, you must
get much more specific. 

For example, if they
experience discomfort from sit-
ting at a desk for hours at a time,
you must talk very specifically
about things that contribute to
that and the steps you will take
to show them how to adjust their
chair, their computer, and

improve their posture so that
they will not have pain at work.
If your prospective client is
experiencing sciatica, you must
be able to identify and verbalize
what muscles might be weak or
tight, describe how the piri-
formis weaves through the hip,
often being the culprit in sciati-
ca.  Taking time to show them
one or two piriformis stretches
will even bring you closer to
closing the sale.

There are many other
steps to the sale which can ben-
efit from the funnel concept. It
is great to explain the benefits of
using a personal trainer, but can
you specifically say why you
are the best trainer for them?
Share examples of clients that
you have helped whose issues
were identical. Paint a verbal

picture of what your commit-
ment to your clients involves.
In most cases, if you can gen-
uinely convey care, show enthu-
siasm and be very specific with
examples of exercises that will
bring them toward their goal,
clients will not only hire you,
they will also tell their friends.

A great way to teach
these concepts is using role play.
Have the trainers in small
groups come up with some real-
ly good general statements
about the benefits of exercise.
Use a role play for them to use
their new verbiage in a mock
situation. Do the same, encour-
aging them to come up with
very specific information for
specific individuals (or scenar-
ios) about the benefits of exer-
cise.  Spend considerable time
getting them to brainstorm for
the best specific wording to con-
vey to members why they are
the right trainer today. I think
we all have a hard time explain-
ing to a member why they
should buy us specifically.
Trainers will learn a tremendous
amount listening to each other
practice the right words and
body language. It is amazing as
you listen to others role play the
exact situations that you come
across every day, how many
good phrases and verbal cues
you can pick up. Many times,
students learn more from each
other than from the teacher.

Good luck learning to
take general information and
turn it into just the right wording
that makes it applicable and
convincing for the prospect. We
are all so fortunate to be in the
business of changing people’s
lives through exercise.

(Karen Kirby is the President of
Health Style Services.  She can
be reached at (210) 884.2620)

Improving Personal Training Sales

Karen Kirby

By Karen Kirby

A Message from Fitness Management &
Consulting…

When The Going Gets TOUGH The Smart Get Help™

Jim Thomas is the well-known founder and president
of Fitness Management USA, Inc., a management
consulting and turnaround firm specializing in the 
fitness and health club industry.

With over 25 years of experience owning, operating
and managing clubs of all sizes, Mr. Thomas lectures
and delivers seminars and workshops across the
country on the practical skills required to successfully
build teamwork and market fitness programs and
products.

Since forming Fitness Management, Mr. Thomas has
been turning health clubs around at an amazing rate
and garnering a reputation as a producer of
change…a sharp-eyed troubleshooter, a brilliant sales
trainer, and a motivator. Fitness Management 
provides programs that show measurable results and
Jim’s team is proud of their ability to glean profit
from every square foot of a client’s investment.

A dynamic, articulate motivator, Mr. Thomas exudes
confidence without artifice and accomplishes wonders
without the bruised feelings that can so often 
accompany change. “We pride ourselves in reaching
people and motivating change in a way that 
encourages self-esteem on the part of the players.”

Whether you operate a health club, fitness center,
gym or other type club, Fitness Management and Jim
Thomas have a program to fit your need, expand
your market base, and keep your members and staff
productive and enthusiastic. Jim Thomas may be
reached at 800-929-2898, jthomas@fmconsulting.net
or www.fmconsulting.net.
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nity building. What you most
likely have is an exercise (not
health) gym (not club). Clubs
seem to be stuck on a narrow
definition of health, an impor-
tant dimension, but narrow (See
Action Box 5).

FACTOR 5: 
SYSTEM 

PARTNERSHIPS

Aristotle wrote of
problems occurring in three dis-
tinct worlds: 

1. Logos - the logical,
rational world. 

2. Pathos - the emo-
tional world.

3. Ethos - the ethical
world.  

In my article
“Aristotle’s Insights” (go to
www.rexonline.org under
Management Briefings for a
copy), I identify a fourth aspect
of any problem, which I call
Cosmos - systems thinking or
“the big picture.” For clubs,
the system includes the health
care, schools and medical insur-
ance. It seems like some
progress is being made in this
area, but these outside factors
are still not being fully exploit-
ed.  For example, if the water in
an area is contaminated with
bacteria, it is hard to solve the
infant mortality rate by treating
only the sick children. It is only
when we deal with the full sys-
tem that we realize the full ben-
efit. In order for the tremendous
benefits of exercise in a health
club to be fully manifested, both
the insurance industry and the
health care industry need to be
in sync and on board.  Curves
and Gold’s are reported to have
developed membership reim-
bursement programs with med-
ical insurance companies who
contribute close to the full mem-
bership fee on a monthly basis.
Large chains have the negotiat-
ing power. Your national or
regional alliances can do the
same for individual owners if
they were inclined.

At the 2005 IHRSA
convention, I was excited 
to learn about www.fitinsur-
ance.net, which sets up relation-
ships with insurers to impact the
cost of club membership by pro-
ducing healthier insured. I’m
also concerned about the gap
between clubs and physicians. A
recent article in CBI pointed out
that the doctor’s office has
access to the 85% of Americans

who don’t belong to clubs. As
reported in this article,
“Partnering with Physicians”
many doctors are reluctant to
counsel patients about exercise
for several reasons: 

1. They’re not confi-
dent in how to do it. 

2. Their own poor fit-
ness and lack of time to improve
it.

3. Inadequate reim-
bursement. 

4. Preconceptions that
fitness counseling won’t have
an impact. Of course, the actual
research suggests quite differ-
ently. Even casual exercise
counseling could help improve
the health of the 85% of people
who do not belong to clubs.
Some action items mentioned in
this article make sense.

Professional firms such
as management consultants,
CPA’s, attorneys and bankers
have long practiced Center of
Influence Marketing (COIM).
They don’t market directly to
potential clients. Rather, they
market to a COI who already
has/serves clients, but with a
different service than theirs.
Thus, CPA's can build relation-
ships with attorneys and bankers
in hopes of a steady stream of
referrals from them, paid for by
reciprocating referrals (See
Action Boxes 6 and 7).

MAJOR OPPORTUNITY/
THREAT APPROACHING 

THE CLUB INDSUTRY

CFO Magazine recent-
ly reported on major U.S. com-
pany health care concerns lead-
ing to the use of new intermedi-
aries to enable and encourage
healthier employees.  Why are
they collaborating? 

• A 325% Return on
Investment (ROI) at Florida
Power & Light Company.

• A 150% ROI claimed
by other companies.

• Fairview Health
Services, a Minneapolis health
care system, began in 1996 and
now involves 80% of its 13,000
employees in their own annual
health assessment and improve-
ment program. The system is
happy to spend 2.3 million dol-
lars annually on this effort.
Their results?

• A 25% reduction in
the health risk of its employees,
equivalent to a $464/year sav-
ings per employee.

• A $75/employee
reduction as a result of an aver-
age reduced absenteeism.

• A $107/employee per

year reduction in worker’s com-
pensation.

• All of this totals $5.6
million in savings per year to
the employer.

Who else is doing this?
Pepsi-Cola, IBM and Sears. It is
expected that close to 25% of
the major companies in the
United States will engage in a
pro-active collaboration with
intermediary firms to assess and
improve their employees’
health.  Who are these providers
or intermediaries?  Mostly
organizations you haven’t heard
about. 

• S T A Y W E L L
HEALTH MANAGEMENT
administers annual Health Risk
Assessments. It’s interesting to
see that they are actually meas-
uring what health clubs just talk
about.

• WHOLE HEALTH
MANAGEMENT, Cleveland,
OH.

• THE NATIONAL

BUSINESS GROUP ON
HEALTH (NBGH), a
Washington, DC profit,
www.nbgh.com

•REVOLUTION (more
about them later)

None of these interme-
diary health providers are in the
health club industry, although
they are serious about measur-
ing wellness and reducing risk.
They may well fill the gap
between health clubs, doctors,
and insurance.  Helen Darling,
President of NBGH says,
“Every major corporation is in
the process of adopting some
form of health improvement
program.” 

Remember, the most
serious competition always
originates outside your own
industry. There is a new trend
on the horizon that could take
the ‘health’ out of health clubs.
And, since you’re probably not
a true “club,” what are you? A
gym! There is a huge opportuni-

ty for entrepreneurial leaders
who want to jump on the next
wave and truly get involved in
delivering health improvement.
This means measuring it and
providing a broad range of serv-
ices in addition to the typical
health club facilities and pro-
gramming (See Action Box 8).

Revolution is a new
company founded by Steve
Case, who also founded AOL. It
was launched in April 2005 and
its focus is on health care, well-
ness and resorts.  Steve Case
says of health care, (the largest
industry in the U.S), “it is mon-
umentally complex, confusing,
inefficient, and everybody hates
it.” As the baby boomers (the
so-called pigs-in-the-pipe)
move into their 60’s and 70’s,
huge amounts of money and
interest arrive on the wellness
scene.  Health Savings Accounts
(HSA’s) and their sister Health
Reimbursement Accounts
(HRA’s) potentially put con-
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a reference (Remember, they know in
advance what will be covered).

3. Role playing - 10 minutes.
After the skill development has been
completed, it’s time for role playing.
Although many managers and employees
hate role playing, it is a must for success-
ful skill integration. Role playing allows
everyone to “see” and “hear” the skill
level of team members. Further, it allows
management to determine areas where
employees may need more one-on-one
training.

4. Review all lead sources - 15
minutes. This refers to a process by
which the manager walks through the
appointment book, the guest register and
any Needs Analysis Sheets of prospects
that did not join and receives an update
from the appropriate salesperson as to the
status of the lead. Although this process is
allotted more time than any other part of
the meeting, it is critical to ensure that
leads are not falling through the cracks
and that salespeople are doing their job
with respect to follow up.

5. Review weekly
marketing/advertising - 5 minutes.
Fairly self explanatory, this is where the
manager covers any new ad campaigns
and discusses the various forms of mar-
keting and advertising that are happening
so the salespeople are prepared for phone
inquiries and walk-ins. There is nothing
worse than a salesperson getting a phone
call about an advertised special that they
know nothing about; such situations
make both the club and the salesperson
look foolish and unprofessional.

6. Weekly goal setting, kudos
and motivation - 5 minutes. The final
five minutes of the meeting is designed to

send the team off on a positive note.  By
going around and establishing weekly
goals with each team member, social
pressure is created. Finally, recognizing
and rewarding excellent performances
from the previous week or month get the
team feeling good and then excited to
hear any potential incentives or bonuses
for the week to come.  

Weekly sales meetings are a key
component to successful, year-round
sales training.  Bad sales meetings, how-
ever, can have a disastrous effect on
employee attitudes and productivity.
Therefore, proper preparation is neces-
sary to administer a meeting that both
accomplishes the goal at hand and creates
an environment of learning and motiva-
tion. By following the basic rules for run-
ning a good meeting and applying an
agenda that is proven effective for club
sales teams, you will be on your way to
having power meetings!

(Casey Conrad is the Founder and
President of Communications
Consultants, Inc. and a long-time indus-
try consultant.  Casey is also the Founder
and President of Healthy Inspirations,
Inc.  Casey may be reached at: (800) 725-
6147 or by email at: casey@healthyinspi-
rations.us)
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All The Plates 
Are Spinning…

For Now

If you’ve ever been to
a circus, there’s always a “fill
act” in which a juggler-type
does some phenomenal contor-
tions that defy human under-
standing… keeping as many as
ten plates on top of thin sticks
spinning at the same time, and
you sit there and wonder how
that’s possible.

Well, to my mind, the
“health club business” is like
that right now (Please note that
from now on, I am going to refer
to the “health club business”
and the “health and fitness
industry” to differentiate them.
They are two different entities
and most clubs don’t get that
yet. More about that in future
columns). There are a lot of
plates spinning, and one won-
ders how many more can go up
before the inevitable… some
plates just stop rotating and sim-
ply drop, crashing down on the
ground.

What Plates Are 
Spinning Now?

While this is probably
not the most comprehensive list
I could make (I’m sure I’ll get a
reader or two that let’s me know
one I have missed), it gives you
many examples of what I am
talking about.

• Large “athletic club”
facilities, predominantly older
racquet-based clubs which are
well-financed, offer substantial
variety in amenities, services
and programming, and are still
sound players in their markets.
Prices range in the upper end,
usually $1000 or more annually
for membership dues.

• Emerging “big box”
facilities, often over 100,000
square feet, based on fitness
activities but offering variety for
all the family.  Prices are in the
annual range of $600 to $900
for an individual.

• Not-for-profit, “insti-
tutional” facilities, generally
program-based with appropriate
fitness offerings as a secondary
emphasis (YMCAs, JCCs, com-
munity recreation centers and

many college/university facili-
ties fit into this category).  A
wide range of pricing, from
quite low to nearly-high-end.

• Mid-size clubs, vary-
ing from fitness-only to multi-
services facilities. This is the
broadest category, encompass-
ing clubs in size range from
25,000 square feet to about
50,000 square feet. Price range
is $500 to $750 per year.

• Small clubs, approxi-
mately 10,000 - 20,000 square
feet, usually fitness and group
exercise, limited programming,
price range from $250 to $500
annually.  This is the largest
grouping of facilities in the club
industry, comprising probably
60% of all clubs.

• Mini clubs, under
10,000 square feet, also includes
“express clubs” and Curves-
type facilities. Usually fitness-
only, pricing from $350 to $700
per year.

• Studio facilities, gen-
erally limited to one offering
(personal training, group train-
ing, group exercise classes,
yoga only, Pilates only, etc.).
Pricing usually by program or
service, not membership-based.

• Condo, co-op, gated
community, retirement commu-
nity, hotel, resort, apartment
complex clubs. These facilities
are generally value-added to
augment the purchase of real
estate or as a cash-generating
side business.  Size ranges from
2,000 square feet to as much as
10,000 square feet, usually
priced as part of a realty pur-
chase or activity-fee-based.

What Plates Are Likely to
Keep Spinning?

• Athletic clubs…
although competition in high-
population, excellent demo-
graphic areas will be increased
by “big box” players.

• Some small clubs…
depending on population/demo-
graphics mixes, but more
importantly on their service
capabilities, excellence in deliv-
ering core competencies, and
ability to “niche out.”

• Condo, co-op etc.
clubs… as real estate developers
continue to innovate with
“lifestyle-based” offerings, this
segment will keep growing and

take some market share from
conventional fitness facilities.

• Some not-for-
profits… particularly college/
university facilities and commu-
nity recreation centers.

• Most studio
facilities… these are not mem-
bership-dependent and general-
ly develop much higher per-
square-foot revenues than con-
ventional clubs, with lower
operating expenses.

What Plates Are Wobbling?

• Mid-size clubs…
they are being surrounded on
every side - by quality low-price
players (like Planet Fitness), by
“medium box” national chains
(like LA Fitness), in some com-
munities by “big box” national
organizations (like LifeTime
Fitness). This market segment
includes clubs with no distinc-
tion in their marketplaces and
often older, somewhat-tired
offerings ripe for competition.

• Some not-for-
profits… particularly older,
institutional-types (like Ys and
JCCs in many areas), have not
capitalized on fitness and have
probably missed the “window of
opportunity.”  In large-popula-
tion areas, they are likely to be
eclipsed by big-box players on
one side and by quality low-
pricers on the other.

What Plates Are Likely 
to Drop?

• Older, racquet-based
mid-size clubs.

• Ma-and-pa mini or
small clubs, from 8,000 to
18,000 square foot, particularly
in densely-populated and/or rap-
idly-growing communities.
Newer-and-better offerings are
coming into these marketplaces
at a rapid rate.

• Curves-knockoff fra-
nchise clubs. They have gener-
ally not been able to sell enough
memberships to generate
enough revenues to keep going
on a long-term basis.  Look for
this segment to get hit hard in
2006.

I believe it is appropri-
ate to offer a special note here,
in regard to traditional-chain
operations.  It looks to me like

Gold’s Gym, World Gym,
Powerhouse and Bally Total
Fitness will undergo some mas-
sive re-structuring and/or some
re-positioning in the national
club marketplace. Many of
these chains’ “licensees” will
disappear within the next two to
three years.  It is also possible
that acquisitions may consoli-
date this sector with a major
franchise-gym player emerging
as a leader.  Presently, this is a
somewhat-outdated market seg-
ment that is ripe for the picking
if left unchanged from present
modes of operation.

Will There Be New Plates?

Undoubtedly, as the
health and fitness industry con-
tinues to expand, more effect
from these to-date “vertical
market players” will be felt in
club sectors.  Look for unique
offerings from these segments:

• Medical-wellness and
hospital-based operators. They
possess tremendously-leveraged
advantages compared to con-
ventional clubs, particularly
when it comes to older boomers,
seniors and unwell populations,
which clubs have not tradition-
ally served.

• Online offerings. It is
likely that more and more
Americans will turn to the
Internet for exercise and well-
ness advice.  Several players are
already ramping up for a sus-
pected boom in online market-

ing of wellness services.

The next couple of
years should be the most excit-
ing yet in the health and fitness
industry… accompanied by the
most challenging in the health
club business since our modern
inception in the mid-1970’s.
How it will play out is any-
body’s guess, but look for some
of the entities above to have
great influence on the circus.

Until next time, 
MICHAEL

(Michael Scott Scudder, a con-
tributing author for the “Club
Insider News,” offers online,
telephone and on-site education,
training and consulting through
his “MSS FitBiz Connection”
services. For particulars, go to
www.michaelscottscudder.com,
email Michael at
michaelscottscudder@yahoo.co
m, or call the MSS Hotline at
505-751-4248.)
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sumers in control of up to
$5,000 each in medical insur-
ance funds. Organizations like
Revolution may be poised to
take advantage of this, whereas

health clubs may be behind the
curve on true health/wellness
improvement.

FACTOR 6: 
TECHNOLOGY

Technology continues

to be a dominant activity in
many industries, although often
overly innovative and gadgetry
and not truly designed to con-
nect with the customer’s needs.
Using the Internet and on-site
electronics - ideally wireless -
for staff to keep in touch with
members and to track members’
progress seems like it still has
potential although no program
stands out at this time.  Have
you found one? (See Action Box 9)

In Part III, Will
Phillips will cover:  Factor # 7
- The Lost Market; Factor #8 -
Distribution; Factor #9 - Are
You In the Manufacturing or
the Knowledge Business? and
Factor #10 - Co-Creating the
Experience.   This last factor
includes information on the
cellular club design-a radical
and powerful new type of
organizational design.  STAY
TUNED.

(Will Phillips is the Founder of
REX Roundtables for Executives
which operates twenty-one round-
tables for business owners in five
industries.  Will is the Chair of
seven roundtables for club owners.  
He may be reached at: will@
REXonline.org)
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Norman K. Dabish, co-
founder of the Power-house
Gym chain of health clubs,
passed away on October 21,
2005, at the age of 46.

Mr. Dabish, aff-ection-
ately known as “Hulk”, was an
avid student of the martial arts,
boxing and the fitness industry.
He was a U.S. Powerlifting
champion and earned a black

belt in Koei-Kan Do karate from
Master Brian Frost. He and his
brother, William, started the
Warrior Martial Arts supply
store on Woodward Avenue in
Highland Park, Michigan while
they were in their mid-teens.
This evolved into the first
Powerhouse Gym in the back
room of their father’s grocery
store in 1975.

The Powerhouse Gym
spawned many bodybuilding
world champions, including Mr.
Olympia, Samir Bannout, Tom
Platz, and Ron Love, as well as
many NFL and NBA athletes.
Norman’s love of boxing led to
a boxing gym within the gym,
which quickly became “the
place to train” for boxing cham-
pions Thomas “Hitman”

Hearns, Roberto Duran, Leon
Spinks, Tony Tucker, and
Hector Comacho.

Through Norman’s
vision and dedication to cus-
tomer service, Powerhouse
Gyms grew to become the
world’s fastest growing gym
chain, with over 300 gyms in 15
countries around the world.

NORMAN K. DABISH
February 19, 1959 - October 21, 2005

Norman Dabish

Join Our Team of
Professionals!

Opportunities Available
Throughout the Southeast

American Club

Systems, Inc.

NOW HIRING

General Managers

Sales Managers

Personal Training Directors

Personal Trainers

(Positions available in Coed &

Women’s Only Clubs)

$75K to 100K 

earnings potential

If you are Career-Oriented,

Self-Motivated, Energetic 

and interested in developing the

skills and knowledge to succeed

in an exciting industry

Fax  resume to (706) 322-4123

or Email resume to

recruiting@american

clubsystems.com

…Will Phillips
continued from page 26






